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INTRODUCTION

APPROXII'IATEITY FOUR YEARS AcO AT YOUR 1984 FALIj CONFERENCE I

EXPRESSED THE OPINION THAT THE "I|INDS OF CHANGE" I{ERE GATHERING

FORCE IN THE EIJECTRIC ENERGY MARKETPLACE. T DISCUSSED TIITH YOU

THAT UNEXPBCTEDI,Y LARGE RESERVE MARCTNS HAD MADE THE MARKET FOR

BULK POT{ER AND UNIT POT'ER SAI/ES HTCHIJY COMPETITIVE. I DESCRIBED

THE AGGRESSIVE POSTURE THAT THE NATURAII GAS DISTRIBUTORS WERE

TAKING IN LIGHT OF THE REAI,IZATION TH.LT IJONG-TERM SUPPIJY OF

NATURAL GAS !{AS A REAIJITY. I TAIJKED OF THE cAS INDUSTRY'S 1983

ADVERTIZING CAMPAIGN I{HTCH WAS SPECIFICAI,I,Y GEARED TO OBTAINING A

I.IARGER MARKET SHARE OF THE RESIDENTIAIJ SPACE AND I{ATER HEATING

CUSTOMERS, AND THE GAS INDUSTRY'S ACTIVE COURTSHIP OF THE VOLUME

USERS, THE COMMERCIAL AND INDUSTRIAIJ CIASSES.

MT MESSAGE IN THE "I{INDS OF

DIRECT, FOR I STATED:

CHANGE" SPEECH T{AS CIJEAR AND

'UTIITITY EXECUTIVES MUST POSTURE TIIEMSEITVES IN A

PROACTIVE AND NOT A REACTIVE MODE. THEY MUST INTERPRET

THESE ECONOMIC TRENDS AS INSPIRATIONAL AS OPPOSED TO

IJIMITING. "

r CAUTIONED:

"THE PROBLEM IS STRAIGHT-FORI|ARD: MOST UTfLITY

COMPANTES ARE NOT MANAGING THEIR BUSINESSES AS A MARKET

ENTERPRISE. IN AN INDUSTRY THAT TS SO CUSTOMER

PERVASIVE, THE KEY ISSUES COMMONIJY DESCRTBED BY UTILITY

EXECUTIVES ARE MAXIMIZING THEIR RATE ATiTARDS, BRINGING



NEII PLANTS ON LINE SPEEDTIJY AND

INCREASES FOR THEIR STOCKHOLDERS.

SAID ABOUT rHE ''CUSTOMERS*.'

MAINTATNING DIVTDEND

VERY I,ITTIJE IS EVER

WEIJIJ, TT IS FOUR YEARS TATER AI{D INTERESTTNGIJY RoBERT If .

SCHERER' FOR!{ER CHAIRMAN OF THE EDTSON ELECTRIC TNSTITUTE, IN A

RECENT FORTNIGHTIJY ARTICITE STATED THAT "AROUND US SWfRIJS A

wHrRIJtfrND oF cHANcE." Ll r wHoIJEHEARTEDIJy AGREE. I{HAT BEGAN rN
1958 S'ITIT THE TELECOMMUNTCATIONS TNDUSTRY HN,S NOW CtEARI,Y SPREAD

TO THE EIJECTRTC AND GAS TNDUSTRIES.

UNTTIJ 1958, CONNECTION TO THE PUBLIC NET!{oRK oF ANY PIECE oF

EgUIPMENT NOT PROVIDED BY THE TELEPHONE COMPANY WAS PROHTBITED BY

THB "FOREICN ATTACHMENT PROVISION" OF TARIFF NO. 253. THE

RATTONALE FOR THrS BAN lfAs THAT TNTERCONNECTTON OF EQUTPMENT OF

UNDETERMTNED ORIGIN AND 9UALITY MIGHT INiTURE THE NETT|ORK AS A
I{HOLE' THE FEDERAIT coMltlUNrCATIoNs coM}trssroN (Fcc) sTRucK DowN

THTS TARIFF IN ITS CARTERFONE DECISION. THE FCC HEIJD THAT

cusroMERS HAD A RrGHT TO THE UNTMPEDED USE OF THErR Ot{N E9UTPMENT

AND TIIAT THE BETIJ SYSTEM COULD MORE APPROPRIATEIJY FRoTEcT THE

TELEPHONE NETT{ORK FROM HARM BY ESTABTISHING STANDARDS TO BE MET

BY TNTERCONNECTTON DEVICES. Z/ THIS DECTSION HERAIJDED THE

OPENTNG OF THE NETI|ORK, DIVESTITURE AND THE BIRTH OF MCI, U.S.
SPRINT, AND OTHERS . NOT| , THE COMPETTTIVE HAMMER I,'HICH SMASHED

AT&T TNTO SMAIJLER AND SUPPOSEDTY EASIER To HANDIJE PIEcEs Is NoIf
BEING WTELDED BY THE FEDERAIJ ENERGY REGULATORY COMUTSSION (FERC)

TO CREATE SIMf IJAR CHAOS IN THE ETJECTRICITV AND cAS INDUSTRf ES.



COMPETITION

rHE FERC HAS CLEARLY AND STEADFASTI.Y MOVED IN THE DIRECTION

oF DEREGUIJATINC GAS AND EIJECTRIC RATES. Zl IN 1985, FERC ISSUED

ORDER NO. 435 WHICH ADVOCATED A SYSTEM THAT ALLOT{ED PIPEI,INES TO

TRANSPORT GAS FOR DIRECT SALE FROM THE PRODUCER TO THE CONSUI'{ER.

A-/ IN ADVOCATING THIS POSITION, FERC NOTED THAT A HIGHIJY

COMPETfTM AND RAPIDIJY GROWING SPOT MARKET HAD EVOIJVED, IHAT

PIPELINE-TO-PIPELINE COMPETfTION lfAS OFTEN AVAIIJABLE AND THAT

THERE WAS NOI{ AN INTERCONNECTED NATIONI'IIDE PIPEITINE GRID. FERC

CHARACTERIZED THE INDUSTRY AS "!{ORKABLY COMPETITM" AND

ATTEMPTED TO PROVTDE THE APPROPRIATE AND NECESSARY REGUIJATORY

FRAMEIIORK NEEDED. 5/

ON THE ELECTRTC SIDE, PURPA, PASSED IN 1978, ACCELERATED THE

GROTITH OF INDEPENDENT POIIER PRODUCERS (IPPS), SUCH AS

COGENERATORS. 6/ NOtf , FERC IS CONSIDERING REIJAXING THE

QUAIJIFYING FACIIJITIES AND REIJAXING

THERE IS AI,SO NOW THE DISCUSSION OF

MEANI{HILE, THE FEDERAI, COMMUNICATIONS COMMISSIOI{ (TCC) IS

DOING AIIJ THAT IT CAN TO ENCOURAGE COMPETITION IN THE

TELECOMMUNICATIONS AREA }IITII COMPUTER !., II, AND ITI, ONA, CEI

AND' MosT RECENTIJY WITH ITs INFAUOUS "PRICE cAP" PRoPosAt.

QUAIJIFTCATION STANDARDS FOR

REGULATION OF IPPS . 7 /

MANDATORY WHEEIJING.



AROUND US SI{IRIJS A WHIRIJTTTND OF CHANGE.

SOME OF THESE CHANGES HAVE BEEN POSITIVE, OFFERING

CUSTOI'IERS VIABLE AIJTERNATMS AND VARYING PRfCES. HOI{EVER,

RSGULATORY REFORM HAS AIJSO BROUGHT ABOUT NEI{ COMPLEXITIES AND

GREATER CHAIJTENGES FOR STATE REGUIJATORS. ONE OF THE RESUIJTS OF

INCREASED COMPETITION HAs BEEN THE DEVEIJOPIIENT oF BYPAss.

BYPASS

REGUIJATED UTILITTES HAVE RECENTIJY RAISED THE CRY THAT THEY

ARE IJOSING CUSTOMERS TO BYPASS BECAUSE STATE REGUIJATORS tlIIrIJ NOT

ALIrOtf THEM THE NEEDED FIEXfBIIJfTY TO BASE THEIR PRICES ON COSTS.

I I{rIJIr NOT ATTEMPT TODAY TO DISCUSS THE ORIGINS OR DEGREE OF

BYPASS. HOI|EVER, FOR I'HATEVER THE REASON, OR TO I|HATEVER DEGREE

IT EXISTS, BYPASS HAS BECOI{E A SERIOUS CONCERN FOR THE UTTLITY

TNDUSTRY AS A WHOLE.

FoR EXAMPLE, sAN DrEco cAs AND ELEcrRrc IJosr 8t oF rrs
COMMERCIAIJ AND INDUSTRIAIJ MARKET To BYPASS BETI|EEN 1982 AND Lg87 .

IT HAs PROTIECTED THAT IT coutD IJosE ANOTHER 12t BY 1991 . g/

A SPOKESPERSON FOR THE UTIIJITY STATED THAT 25t OF AMERICA'S

COGENERATORS ARE IN ITS SERVICE TERRITORY. IN ORDER TO REMAIN

COIIPETITIVE, THE COMPANY HAS PURSUED A COMBINATION OF COST-BASED

PRICING AND MARKETING PROGRAMS. THE MARKETING PROGRAM CONSISTS

oF SIMPIJY FTNDING OUT I{HAT THE CUSTOMER I{ANTS AND PROVIDTNc IT.



PACIFIC GAS AND EIJECTRIC

APPROXIMATEITY S300 MII,LION

BYPASS/COGENERATION. 9 /

FACES POTENTIAIJ

BY 1990 AS

IJOST REVENUES

A RESULT

OF

OF

NORTHEAST UTIIJITIES fN CONNECTICUT ESTIMAIES THAT IT COUI/D

LOSE T5T 2OI OF ITS BASE IJOAD TO VARIOUS FORMS OF COMPETITION.

Lo_/

BEIJL ATIJANTIC RECENTIJY FIIJED DATA I{ITH THE FCC T{HICH

INDICATED THAf IT COUITD IJOSE APPROXII{ATELY S858 }IIIJITION IN

REVENUE AS A RESUTT OF UNECONOMIC BYPASS, LTl THOUGH I HAVE SOME

PROBIJEMS TIITH THE METHODOIJOGY USED IN ARRIVING AT THESE NUMBERS '

CUSTOMERS DECIDE TO BYPASS FOR A VARIETY OF REASONS. I IIAVE

MY OIIN OPINION. HOIIEVER, AS AN INDUSTRY YOU HAVE RECOGNIZED THAT

ONE OF THE MAJOR REASONS IS A LACK OF CUSTOMER SATISFACTION.

SOUTHERN CAIJIFORNIA EDISON, SAN DIEGO GAS AND ELECTRIC' PACIFIC

cAS AND EI/ECTRIC, BATTIMORE GAS AND EITECTRIC ' CINCINNATI GAS AND

ELECTRIC, THE ARIZONA PUBIJIC SERVICE COMPAI{Y, PENNSYIJVANIA POWER

AND LIGHT, AND NORTHE}ST UTIIJITIES HAVE ALIJ IMPI,EMENTED PIJANS TO

MINII,IIZE BYPASS BY IMPROVING, OF ALIJ THINGS, CUSTOMER SERVICE. A

KEY ELE!{ENT OF THESE PLANS IS TO BECOME MORE MARKET ORIENTED. L2/

AS I EMPHASIZED IN MY TAIJK I{ITH YOU FOUR YEARS AGO:

''NO COMPANY, NO MATTER WHAT INDUSTRY IT IS IN, CAN

SUCCEED I{ITHOUT MARKETING AND TJITHOUT BEING COM!'IITTED



TO SATTSFYINC AN ALI{AYS CHANGING SET OF CUSTOMERS NEEDS

AND REQUTREMENTS. TfHAT MUST BE APPRECI^ITED AND

ACCEPTED TODAY IS THAT AS COMPETITIVE FORCES IN THE

rNDusrRY BurIrD AND As THE BATTIJE FoR cusroMERs,
BusrNEss rNTENsrFrEs, rr WTIJIJ BE ABSOLUTEIJY ESSENTTAII

TO APPROACH THE MARKETPLACE WTTH A CREATIVE MARKETTNG

STRATEGY' urrlJrrrEs wrIJL HAVE To GENERATE THErR

REVENUES AND PRoFrrs THE oLD-FAsHroN I{Ay. THEY r{rlrr,
HAVE ro crvE coNsrsrENT AND MEANTNGFUTT ATTENTTON To
CUSTOMERS ' NEEDS . "

SALES V MARKETTNG

tlHrLE s.LIJEs ARE rttpoRTANT, THE' ARE 
'H.RT-TERM 

AND oNLy A
SHORT-STGHTED COMPANY woUIlD cIvE sALEs THE HrcHEsT pRroRrry. A
MARKET ORTENTED co!'tPANY FrNDs our tfHAT THE cusrouER rfANTs ovER
THE LONG-TERM AND I{ORKS I{ITH THE CUSTOMER TO ACHTEVE THAT GOAIJ.

t!/ rN Mv oPrNroN, rF you ..N.ENTRATE oN MARKETTNG, sALEs sHouIJD
TAKE CARE OF ITSEIJF.

TO A LARGE DEGREE, AS AN TNDUSTRY YOU HAVE ALREADY MOVED
TOWARD ESTABLISHTNC A MARKET CULTURE AND THE MAJORTTY OF UTIIJITY
MARKETTNG TS TARGETED TO THE BUSINESS COMMUNTTY. LA/ T SUGGEST,
No r srRoNcIJY 

'RGE, 
H.I{E'ER, THAT RESTDENTTAIT cusrol,tERs BE

TNCLUDED TN THIS NEI' MARKETING ORIENTATION. STNCE THESE
CUSTOMERS USUATIJY DO NOT TNTERACT I{ITH YOUR SAIJES OR MARKETING



PEOPI,E BUT INSTEAD THROUGH YOUR CUSTOMER SERVICE OFFICE, THEIR

PERCEPTION OF THE CUSTOMER SERVICE REPRESENTATIVE ON THE

TETEPHONE IIIIJIJ BE THEfR PERCEPTION OF YOUR COMPANY.

CUSTOMER SERVICE

oN AUGUST 18, 1988, THE I|ASHTNGTON POST RAN AN ARTTCIJE

ENTITLED, 'TEI{PERS RISE AS OUTAGE CONTINUES" IN WHTCH A CUSTOMER

DESCRIBED PEPCO'S CUSTOMER SERVICE REPRESENTATIVE AS "RUDE AND

oBNOXTOUS".

I INANTED TO FIND OUT FIRSTHAND HOI| A UTIIJITY EMPTOYEE

RESPONDED TO A CUSTOMER. SO, I RECENTITY HAD SEVERAIJ STAFF

MEMBERS CALIJ THE IJOCAL UTILITIES IN MY JURISDICTION I{ITH AN

INgUIRY OR A COMPI,AINT. AI,IJ OF THE COMPANIES ANSI{ERED THB

TEIJEPHONB PROMPTIJY (BY THE THIRD RING} AND MOST OF THE EMPIIOYEES

I{ERE HEIJPFUIJ AND COURTEOUS.

HO!{EVER' THE STAFF MEMBERS REPORTED THAT ALI, OF THE CUSTOMER

SERVICE REPRESENTATIVES APPEARED TO BE IN A HURRY TO TERMINATE

THE CONVERSATION. THE REPRESENTATM ASKED 9UESTTONS QUICKIJY AND

GAVE ABBREVIATED RESPONSES. MY STAFF BEIJIEVED THAT THIS ''TIME IS

OF THE ESSENCE'' ATTITUDE I{AS TOO WIDESPREAD TO BE ATTRTBUTED

SOLEIJY TO EFFICIENCY. WE SURMISED THAT THE AMOTNT OF TIME SPENT

DEAIJING INITH A CUSTOMER tfAS SOMEHO}| TIED TO THE EMPIJOYEE'S

PERFORMANCE EVAIJUATION' I|ITH THE MINIMUI{ CONTACT EIJICITING THE

MAXIMUM BENEFIT FOR THE EMPLOYEE. THIS IS HARDTY CONDUCIVE TO



OPTIMAIJ CUSTOMER/COMPAIIY REIJATIONS .

YOUR cusToMER sERvIcB PEOPIJE ARE YOUR BEsT oppoRtuNrTy To
MARKET YOUR SERVICES AND ENHANCE YOUR TMAGE. THEREFORE, THEY
l{usr BE MorrvATED, sATrsFrED AND, MORE rMpoRTANTIry, TNFORMED. &-/
Holf WEIJL ARE THEY TRATNED? Do rHEy HAvE A srARE rN THE succEss
OF THE COI{PANY? DO YOU HAVE AN EFFECTTVB PERTORMANCE

coMPENsATroN PRocRAt{? Do rHEy KNot{ !{HEITI you,vg FrLED A RATE
APPIJICATTON AND T{HY? DO YOU AT IJEAST APPRIsE THEM oF THE FIIJTNGS
THAT ARB IJTKEIJV TO GEIfERATE CAIJI,S SO THAT THEY WIIJIJ HAVE THE
ABrl'rrY To BE REsPoNsrvE? FLoRTDA porfgR coRpoRATroN AUToM.a,TED

rrs ENTTRE RATE cAsE FrLrNc, TNDEXED By suBJEcr, AND HAD rr SENT
our .'MPANY IfrDE- ALL EMpLoyEEs HAD AccEss AND KNEI| THE
COMPANY'S POSTTION ON EACH ASPECT OF THE RATE CASE.

SOUTHERN CAIJIFORNIA GAS COMPANY HAS A TRAINING PROGRAM FOR
rrs cusroMER sERvrcE EMpLoyEEs r{Hrc' ALIJows rr To MEAS'RE
INTERACTTON !{TTH CUSTOMERS ON TT{ENTY DTFFERENT DIMENSTONS OF
SERVICE.

PAcrFrc cAs AND ELEcrRrc HAs A DATA BASE I{HrcH ANNUALIJY
MEASURES CUSTOMER SATISFACTTON. RESUIJTS OF A MAIIJED-OUT
gUESTIONNATRE ARE COMPUTERIZED AND USED AS A DIAGNOSTIC TOOL BY
MAI{ACE!{ENT TO DISCOVER AREAS OF DISSATISFACTION. LS./

rN THE DISTRTCT OF COLUMBIA I NOTE THAT }THTIJE AROUND US



" SWIRIJS A I|HIRIJWIND OF CHANGES" SINCE 1984 , DCNC WITH A

RESIDENTIAIT CUSTOMER BASE OF APPROXIMATELY 130'000' HAS ONLY

INCREASED ITS CUSTOMER SERVICE COMPLEMENT FROM 37 TO 43 EMPIJOYEES

(A PERCENTAGE INCREASE OF ONIJY 15T). T{HIIJ8 TETEPHONE COMPL'LINTS

AND TNQUIRIES AT DCNG HAVE INCREASED FROM 430,000 IN 1984 TO

5O0,OOO IN 1988. PEPCO, SYSTEM-I|IDE, WITH A RESIDENTIAL, CUSTOI'IER

BASE OF APPROXIMATEIJY 620, OOO HAS ONIJY INCREASED ITS NI'MBER OF

CUSTOMER SERVICE REPRESENTATTVES FROM 160 IN 1984 TO 156 IN 1988.

(A PERCENTAGE INCREASE OF SOME 3.8T). HOI{EVER, THE NUI{BER OF

TELEPHONE COMPLAINTS AND INQUIRIES rrAVE INCREASED FROM 955,000 IN

1984 TO 1.1 MILLION rN 1988 (AN TNCREASE OF 20.4 t). lfHrIJE C&P

OF THE DISTRICT, I{ITH 279,274 RESIDENTIAIT IJINES AND A VETERAN OF

RECUIJATORY REFORI,I HAS INCREASED ITS CUSTOMER SERVTCES DIVTSION

FROM 211 rN 1984 TO 281 rN 1988.

COMPIJAINTS AND INQUIRIES FROM CUSTOMERS SHOUIJD NoT BE VIEIIED

AS A PROBLEM TO BE DEAIJT IIITH, BUT AS AN OPPORTI'NITY FOR COMPANY

ENHANCEMENT. MANAGERS SHOUI,D NOT gtAIT FOR AN UNRESOIJVED

COMPIJAINT TO RISE TO THEIR LEVEIJ. THEY SHOULD NOT ONIY RANDOMLY

SAMPITE CAIJIJS TO THE CUSTOMER SERVICE DEPARTMENT BUT SHOUITD ALSO

CONTACT THE CUSTOMER TO DETERMINE I{HETHER THE CUSTOMER IS

SATISFIED.

TAKE THE INITIATIVE TO RESOTJVE TfHATEVER AREA GENSRATES A

SIGNIFICANT NUI{BER OF COMPIJAINTS. I KNOT' THAT ONE OF THESE AREAS

IS THE CUSToMER I{HO MUST MISS }IORK TO RECEIVE A SERVICE CALL.

TELLTNC A CUSTOMER THAT A REPRESENTATIVE T{IIJIJ ARRIVE BETIIEEN 9: OO



A.I,T. AND 5:OO P.M. rs No toNGER AccEPTABLE rN ToDAY,s socrETY.
oNIrY 8t or AMERTCAN HousEHoLDs REGUIJARLy HAVE Al{ ADuLT AT Hot{E

DURTNG THESE HouRs - LJ-/ ttHY Nor ADApr To rHE cusroMgR,s scHEDuIJE

BY MAKTNG rHEsE TYPES oF cAtrJs rN THE EvENrNc AND oN wEEKENDS?

IF THE CUSTOMER REMAINS HOME AND THE REPRESENTATTVE NEVER

ARRIVES, YOU NEED TO DO I{ORE THAN RESCHEDUIJE BECAUSE YOU NOI{ HAVE

A DISSATTSFTED CUSTOIT{ER.

PUBIJIC RELATTONS, PUBLIC AFFATRS, CUSTOMER REIJATTONS AND

COMUUNITY SERVICES SHOUTD BE VIEIfED, TN MY OPTNION, AS TNTEGRATJ

ELEMENTS OF YOUR MARKETING PROGRAM.

AS DESCRTBED BY DAVID LEFTWICH TN AN AUGUST FORTNICHTIJY

ARTICLE, EACH UTIIJTTY MUST DEVEIJOP AN APPROPRTATE MARKETING MIx
AND, ONCE ESTABIJTSHED, UUST BE PACKAGED FoR ACCEPTAI{CE BY EACH oF
ITS MAiIOR STAKEHOLDERS. THE FIRST AND FOREMOST, STAKEHOLDER, MR.
IEFTI TCH RECOCNIZED I{AS THE "COMMISSION*, STATING THAT THE
REGUIJAToR HAD To BE coNvrNcED THAT THE MARKETTNG Mrx BErNc
PROPOSED I|AS IN THE BEST INTEREST OF THE RATEPAYER. HE

ACKNOI|LEDGED THAT THTS TASK I{AS NOT A SIMPTE OR QUICK
ACCoMPIJTSHUENT AND HAD, pERHAps, soME oBLrcAToRy TRADE-oFF, Bur
STATED UNCATEGORTCALIJY, THAT MovrNG FoRwARD I{rrH youR REcuLAToRs
TO I!{PIJEMENT YOUR I|ELI.'-CONCEIVED MARKETTNG MTX IS BOTH ESSENTIAIJ
AND POSSIBLE. THE SECOND MA,JOR STAKEHOLDER GROUP MR. LEFTI{TCH
DTSCUSSED I{AS THE RATEPAYER OR CUSTOMER. HE EXPLAINED TTIAT EACH

SEGMENT OF THIS GROUP HAS A SPECTRUM OF NEEDS AND DESIRES, AND

THAT MARKETTNO STRATEGY SHOULD ADDRESS SPECIFTCAIJLY THESE

10



DIFFERENTIATIONS . AT THB VERY LEAST, THE AUTHOR SUGCESTS,

INSTITUTIONAIJ ADVERTISING ON THE THEMES, "YOUR UTILITY IS GOOD"

OR "AREN'T IfE REIJIABIJE" SHOUIJD BE SCRAPPED IN FAVOR OF MORE

FOCUSED MESSAGES THAT THE TARGET SUB-SEGMENTS ARE MORE LIKEIJY TO

FIND pERSUAsM. THE MIXED MAJORITY STAKEHOIJDER GROUP' AS

EXPI,IAINED BY THE AUTITOR, IS IIHAT HE TERMED THE 'UNDERPRIVII,EGED'

RATEPAYER. HE THOUGHT IT UNQUESTIONABI..E THAT UTII,ITIES AND

cOMMISSIoNs wOULD !{ANT fO SAFEGUARD REASONABLE IJMNG STANDARDS

AND RECOMMENDED "CRUCIAIJ I{EIJFARE'' AS AN INTEGRAI' PART OF

EVERYONE'S UTrLrrY MARKETTNG MrX. L9,/

CONCIJUSION

THE BATTIJB TO RETAIN CURRENT CUSTOMERS AND OBTAIN NEI' ONES

TIIIJII BE FOUGHT, IN MY OPINION' IN THE AREA OF CUSTOMER SERVICE

19l AND I CAUTION YOU NoT TO TAKE YOUR RESIDENTIATT CUSTOMERS FOR

GRANTED. YOU MAY BELIEVE THAT RESIDENTIAIT CUSTOMERS T|IIJL ALWAYS

BE THERE BECAUSE THEY HAVE NO AI,TERNATIVE. THAT IS TRUE FOR NOII,

BUE I I{OUIJD REI{IND YOU THAT THERE WAS ONCE A TIME I{HEN THERE TIAS

No AIJTERNATIVE TO AT&T. '.THE MANAGEMENT OF AI'NT ORGANIZATION THAT

REIJIES TOO HEAVIIJY ON TRADITIONAIJ KNOTITEDGE ' OR CLINGS TO PAST

METHODS OF SUCCESS , ITIIJIJ GRADUAIJLY DECLINE AND FAIJIJ. THE

MANAGEMENT THAT SUCCEEDS IN THE NEXT DECADE TIITJIJ BE ONE THAT

EMBRACES CHANGE AND SEEKS NEIN IIAYS OF MEETING THE CUSTOMER'S

CHANGING NEEDS." 20/

11
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