XII.	CONSUMER EDUCATION





A.	1648 Petition





		The 1648 Petitioners propose establishing an education campaign within ninety (90) days of our determination in this proceeding, that would continue for two (2) years.  All telecommunications carriers would support this campaign by making two (2) contributions to the fund for each access line that the carrier serves at the time of adoption of this Order.  The first contribution would be due in thirty (30) business days and the second contribution would be due one (1) year later.  The contribution mechanism proposed by the 1648 Petitions would be calculated as follows:





(a)  Three service categories would be recognized:  (1) local; (2) intraLATA toll; and (3) interLATA toll.  





(b)  If a carrier provides local intraLATA toll and interLATA toll services to a given access line, the level of contribution for that access line would be $0.50 for each year.  If service to an access line is split between more than one carrier, the carrier will contribute $0.17 for each service category, each of the two years.





Telecommunications carriers would not pass through the education campaign contributions to end users through a surcharge.  





		The education campaign would be directed by a Board.  The Board would be comprised of the following members:





(a)  the Consumer Advocate;


(b)  the Small Business Advocate;


(c)  the Chair of the PUC Consumer Advisory Council;


(d)  a representative of the Governor’s Advisory Commission on African American Affairs;


(e)  a representative of the Governor’s Advisory Committee on Latino Affairs;


(f)  the executive director of the PA Rural Development Council;


(g)  the executive director of the PA Chamber of Commerce Education Foundation;


(h)  the executive director of the Community Action Association of PA; and


(i)  chaired by a representative of the PA Commission designated by the Commission’s Chairman





		Industry representatives would be able to participate in a non-voting advisory board to the education campaign Board.  The education campaign would focus on providing consumers with an explanation of issues occurring in both the local and toll markets with the goal of minimizing customer confusion.  The education campaign would provide information about consumer rights, protections, programs and other relevant information on consumer protections.





		BA-PA took exception to the funding mechanism included in the 1648 Petition.  BA-PA maintains that this proposal provides an incentive for IXCs to delay entering the local exchange market on a large scale until such time as the final fund contributions have been determined.  The 1648 Petition proposal would have IXCs paying only $0.17 per access line while facilities-based CLECs would pay $0.50 per access line, thereby penalizing those CLECs that provide local service and rewarding those that do not.  In addition, BA-PA contends that applying different rates to different carriers would burden the program with administrative complexity and expense.  (BA-PA, MB, p. 47).  





B.	1649 Petition





		The 1649 Petitioners propose establishing a consumer education campaign that would begin no later than the successful completion of BA-PA’s Operations Support Services testing and would continue for two (2) years.  All ILECs and CLECs would contribute to the education campaign by making two (2) contributions to the fund in the amount of $0.50 per access line.  The first contribution would be due within ten (10) business days of adoption of this Order, and the second contribution would be due one (1) year later.  The carriers would not pass this charge through to their end users.  





		The education campaign would focus on explaining changes occurring in both the local and toll markets, and in Lifeline so as to minimize customer confusion in a competitively neutral fashion; establish a level of protection by providing information about consumers rights, protections, programs and other measures such as a consumer information hotline.  The campaign would be directed by a Board established by the Commission.  The 1649 Petitioners propose that the Board would be comprised of the same members as the 1648 Petitioners.  Telecommunications industry representatives would participate via a non-voting advisory body to the Board.





		The 1648 Petitioners argue that BA-PA attempts to link an important consumer benefit and competitive safeguard with the Company’s attempt to gain regulatory approval to enter the long distance market.  The 1648 Petitioners’ proposal contains no such pre-condition.  (Senators, IB, pp. 39-40).  





C.	Determination on Consumer Education





	Competition in long-distance telephone service has been a reality for fifteen (15) years and, while customers are experiencing lower long-distance rates as a result of competition, customers do not feel they have the information to take advantage of the opportunities or are able to cut through the clutter in the marketplace.  The advent of a newly competitive market for local telephone service may create similar confusion among consumers about their new choices. 





	1. 	Length and Purpose of Consumer Education Program





		In order to mitigate that confusion, we will create a three (3) year consumer education program.  There are several reasons that we chose an education period longer than that contained in either proposal.  As competition begins to bloom in the tele�communications market the services available to consumers will create a changing environment.  We will be moving from the current infertile environment to a very dynamic environment as a fully competitive market is established.  Our intention for the consumer education program is to provide education throughout the transition.  We foresee the education needs of the consumers changing as the market evolves and this will require adjustments in the education material provided.  This longer program will provide adequate time to reinforce the messages needed to fully educate consumers about the competitive marketplace.  





		As such, we will create a three (3) year education program with the following objectives:





Build universal awareness of how telephone regulation has changed and what this means to consumers throughout the Commonwealth.


Provide information on how and why to shop for a local telephone service provider.


Conduct special programs to address the consumer education needs of all constituencies, including those with limited incomes, people with disabilities, people in rural and urban areas, seniors, and people of diverse ethnic and cultural backgrounds.


Work with the Office of Consumer Advocate, community based organizations and other agencies to educate consumers about their rights with respect to slamming and cramming.


Encourage residential and small business customers to explore the new marketplace envisioned by our action here.


Educate customers on how to evaluate their options in the new marketplace.


Explain to customers that this new opportunity should expand the range of choices now available in selecting a telecommunications provider.





	2.	Oversight





		In order to assist the Commission in meeting these consumer education objectives, we will establish a non-profit 501(C)(3) corporation:  The Council on Utility Choice.  All funds directed toward consumer education as a result of this proceeding will be directed to the Council on Utility Choice.  The Council will be responsible for implementing and overseeing the consumer education program.  The Council shall be composed of consumer and utility representatives and serve at the pleasure of the Commission.  The Council shall be comprised of the following members: 





(a)  the president of the PTA; 


(b)  the Consumer Advocate; 


(c)  the chair of the Pennsylvania Public Utility Commission’s Consumer Advisory Council; 


(d)  a representative of the Governor’s Advisory Commission on African American Affairs; 


(e)  a representative of the Governor’s Advisory Commission on Latino Affairs; 


(f)   the Executive Director of the Pennsylvania Rural Development Council; 


(g)  the Executive Director of the Community Action Association of Pennsylvania; 


(h)  two professional educators; and 


(i)   a Public Utility Commission representative who will be designated by the Chairman.  





	3.	Funding





		All telecommunications carriers will support the Education Campaign by making contributions to the fund semi-annually over the three (3) years of the education program.  Telecommunications carriers will not pass through the Consumer Education contributions to end users.�  The total budget for the Consumer Education Fund will be as follows: 





(a)	$8.8 million over the 3 year program.�


(b)	The amount of the contribution will be recovered from all carriers on a proportional minutes of use (MOU) basis, similar to the Carrier Charge allocation to toll carriers.�  





		Upon notification of the establishment of the non-profit 501(C)(3) corporation or April 1, 2000, whichever is sooner, the first MOU report will be due within thirty (30) business days thereafter and the first contribution will be due within sixty (60) business days thereafter.  The subsequent five (5) reports and contributions will be due in six (6) month intervals after the first report and contribution.�  The contributions for each six (6) month period would amount to one-sixth of the $8.8 million total budget, or $1,466,667.  Each contri�bution would require a recalculation to determine the proportional MOU contribution paid by each carrier for each semi-annual period.  





		Subsequent to the first MOU report, each carrier will file their MOUs with the Commission, from the most recent quarter preceding the contribution date.  All originating and terminating intrastate MOUs, for intraLATA and interLATA toll calls, will be reported by all ILECs, CLECs and IXCs operating in the Commonwealth.  All of the MOUs will be summed and divided into $1,466,667.  The rate developed from this equation will be applied to the MOUs for each carrier to determine that carrier’s current semi-annual contribution.  Upon notification of the new rate to be applied to their MOUs, each carrier will then remit their contribution to the Consumer Education Program Fund.





		We want to insure that the carriers are in compliance with the directives of this Order, including proper reporting of their MOUs and proper remittance of their contributions.  Accordingly, we direct that our Bureau of Audits conduct an annual audit of the Consumer Education Program Fund.





		We chose this funding mechanism because it was the most equitable method of assessing costs on all carriers.  Using MOUs relates the size of the carrier’s entry into the competitive market, and thus their revenue stream, with this proportional contribution.  Conducting a recalculation of the MOU on a semi-annual basis will keep this relationship, between the size of the carrier’s entry into the market and the carrier’s proportional contribution, as the telecommunications environment changes.





	�	The Commission would not consider this contribution to constitute an “exogenous event” for Chapter 30 companies.


	�	The $8.8 million budget figure for the program approximates the education campaign budget proposed by both Petitions filed in this matter.


	�	The Carrier Charge is proposed in the Small Company Universal Service Fund Settlement, in Appendix II to the 1649 Petition.


	�	 For example, if the first contribution is made on April 1, 2000, the second contribution would be made on October 1, 2000, the third would be made on April, 2001, the fourth would be made on October 1, 2001, the fifth would be made on April 1, 2002, the sixth would be made on October 1, 2002.
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