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TIG 

• Sending your employees home safely to their families every day
• Finding the right coverages for your evolving liabilities. So, you aren’t left unprotected
• Getting the best coverage at the most aff ordable price
• Having piece of mind that at the time of a claim, you KNOW you’ll be protected

www.telcominsgrp.comwww.ntca.org

 “Because it’s always been a matter of trust”

We worry about insurance and risk management solutions.
So, you don’t have to worry about:

Our Position in Your Company: CWO
(Chief Worry Officer)

RTJul-Aug2014.FINAL_ccREVF+F.indd   2RTJul-Aug2014.FINAL_ccREVF+F.indd   2 6/25/14   11:12 AM6/25/14   11:12 AM



AD
PAGE 3

BENNET&BENNET

RTJul-Aug2014.FINAL.indd   3RTJul-Aug2014.FINAL.indd   3 6/23/14   12:30 PM6/23/14   12:30 PM



Rural Telecom (ISSN:  0744-2548)
July•August 2014
Bimonthly, Vol. 33, No. 4  

Subscriptions to Rural Telecom are $35 for NTCA–
The Rural Broadband Association members; $135 
for nonmembers. To order or for questions about a 
current subscription, email publications@ntca.org.  

Change of address should include recent mailing 
label and new address with ZIP code. 

4121 Wilson Boulevard, Tenth Floor,                 
Arlington, VA 22203
Phone: 703-351-2000, Fax: 703-351-2001 
Email address: publications@ntca.org      
Website address: www.ntca.org

In Every Issue
6 FROM THE TOP

8 SHORT TAKES

10 #RURALISSOCIAL

12 CONNECTIONS    

Your Chance at Beachfront Property
By Shirley Bloomfield

14 PERSPECTIVE

Recasting Our Role in Communications 
Roadway Construction
By Jim Pentecost 

27 ADVERTISERS INDEX  

58 COMMUNITY HEARTBEAT

Departments
36  RISK MANAGER

Personal Protective    
Equipment: The Last Line  of Defense  
By Marilyn A. Blake  

40  WINNERS CIRCLE

By Jonah Arellano 

46  HILL HAPPENINGS

Telcos Take to the Hill During the NTCA 
Legislative & Policy Conference
By Hillary Crowder 

53 EXCHANGE

Sen. Klobuchar Learns About Sebeka 
Smart Rural Community
By Geri Salmela 

Learning at the Speed of Light
By Jill Kurszewski

Bill Esbeck Named Grassroots  
Advocate of the Year  
By Michelle Ly

Making Room for ‘America’s Heroes’ in 
the Workplace
By Steve Nowlan

Youth Sports: 
The King of Local Content

By Rachel Brown

“Sports are the fabric of a community,” said Steve Herrs, media 
supervisor for Nex-Tech (Lenora, Kan.). “It’s the rallying point 

for these small towns that everyone can unite behind.” How is 
your company uniting its community? Find out how independent 

telcos are tackling logistical problems and ensuring they score 
with their subscribers by giving them the local sports they             

want and demand.

C O V E R  I M A G E S :  B E K  C O M M U N I C AT I O N S ;  G R E AT  P L A I N S  C O M M U N I C AT I O N S

Publisher: 
NTCA–The Rural Broadband Association
Chief Executive Officer: 
Shirley Bloomfield, sbloomfield@ntca.org
Director of Communications: 
Laura Withers, lwithers@ntca.org
Editor: 
Christian Hamaker, chamaker@ntca.org
Senior Writer/Editor: 
Tennille Shields, tshields@ntca.org
Advertising: 
sales@ntca.org
Graphic Design by Ferro+Ferro Graphic  
Communication, Arlington, Va.
Printed by Colorcraft, Sterling, Va.

Rural Telecom, established in 1981, is the 
bimonthly magazine published by NTCA–The 
Rural Broadband Association, a nonprofit, coop-
erative corporation formed in 1954 under the 
laws of the District of Columbia. 

NTCA’s Mission: NTCA–The Rural Broadband  
Association, an association of small, rural, com-
munity-based communications providers, is dedi-
cated to improving the quality of life in rural 
communities through the advocacy of broadband 
and other advanced communications infrastruc-
ture and services. 

NTCA represents nearly 900 small, rural, 
locally owned and operated telephone coopera-
tives and commercial companies in the United 
States and abroad, as well as state and regional 
telephone associations and companies that are 
the suppliers of products and services to the 
small and rural telephone industry. Our readers 
are the managers, directors, attorneys and key 
employees of these telephone companies as well 
as consultants, government officials and tele-
communications experts.

16

 MORE ONLINE NOW AT

Bonus Content 
See local-sports videos from the    
telcos profiled in our cover story.

ruraltelecom.org

RTJul-Aug2014.FINAL.indd   4RTJul-Aug2014.FINAL.indd   4 6/23/14   12:30 PM6/23/14   12:30 PM



Features

It is illegal under federal law to send facsimile 
advertisements without first obtaining the 
express written consent of all recipients. The 
inclusion of fax numbers any place in this  
publication does not mean that consent has  
been given to receive facsimile advertisements. 

Hosted Services: The Great Differentiator 
By Masha Zager

Hosted services have grown rapidly in the last few years. Instead of investing in their 
own IT operations, businesses increasingly lease data center space, hardware, soft-
ware, IT management and technical support—or some combination of these—
from specialists. Learn why hosted services are worth a serious look.

The Added Value of Working With Anchor Institutions 
By Rick Schadelbauer

Strong community anchor institutions—schools, libraries, hospitals and medical 
facilities—are critical to robust rural communities. Here’s what NTCA member telcos 
are doing to work with anchor institutions in their service areas, and how their innovation 
and initiative can serve as examples to strengthen your interaction with local residents. 

There’s More Than One Way to Scale a Carrier
By Steve Pastorkovich

Five rural carriers have combined as a new entity, USConnect, allowing them the scale 
to access better equipment costs, maintenance, customer acquisition and marketing. 
Discover how this entity might serve as a model for future rural-telco partnerships.
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Fall Conference Preview
By Christian Hamaker
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and professional development. Hear from leading industry experts and engaging 
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My Latest Favorite Team

Top Three Lessons Learned 
at the Community Pool

Okay, I’ll admit it: When it comes to sports and more gen-
erally anything athletic, I tend to strike out (pun intended). 
I might not have been the last kid picked for the recess 
dodgeball team, but I certainly wasn’t the first. As I’ve 
grown older, my lack of athletic abilities has become 

less and less important, and now instead of 
being on the field, I have the privilege of sitting 
on the sidelines to root on my favorite teams.

My latest favorite team isn’t a team at all, 
but a collection of moments captured through 
the hard work and innovative spirit of our 
members that are providing coverage of their 
local youth sports via broadband-enabled 
video services. A quick glimpse at the entries 

to the 2014 TeleChoice Awards local video content 
contest (many of which are now available at www.ntca.
org/telechoiceawards) shows youth sports, and in par-
ticular high school sports, make up the lion’s share of 
local video content offered by the community-based 

providers in our membership—and viewers can’t get 
enough. 

It’s no wonder why. Just watch the young football star 
from Mulberry, Ind., who blocked a punt twice on the same 
play, resulting in a touchdown for his team and earning 
him a No. 1 spot on ESPN’s “SportsCenter” top plays. 
Moments like this don’t just entertain and amaze us, they 
also show how important having reliable, high-speed 
broadband connections are to making them possible.

In the long list of broadband-enabled innovations 
that are changing the way we work and live, youth 
sports broadcasts may not be the first, but ask any par-
ent of a budding young athlete and they will tell you it 
certainly deserves a spot in the top 10—right next to a 
clip of their son or daughter in action.

Laura Withers
Director of Communications
lwithers@ntca.org 

Summer is upon us, and just like the weather, the com-
petition for your customers is heating up. 

As rural telcos know, one way to counteract attempts 
by larger regional and national competitors to lure your 

customers away is to emphasize the importance of 
being a local company with strong connections 

to the community. You can serve local customers 
better than their larger regional or national 
competitors because you know your customer 
base. You see your customers at the post 
offi ce and at the grocery store. And you have 
a vested interest in making sure your services 
are enriching customers’ lives, not causing 

headaches because of technical problems or 
poor customer service. Local telcos are, in a word, 
accountable—in a way their competitors often aren’t.

I thought about that over Memorial Day weekend—the 
traditional opening for the community pool in my neigh-
borhood. My wife is the membership chair at the pool, 
and we have four young children who make frequent 
visits to the pool over the course of the summer months. 

The things I’ve learned about local-pool member 
management are strikingly similar to what local telcos 
do best in providing top-notch customer service to their 

customers. Here are the top three lessons I’ve learned 
in the years my wife has handled pool membership:
> Answer phone calls from pool members personally 
when at home; don’t let the answering machine fi eld 
member calls. If my wife is out, she returns messages 
promptly upon her return.
> Make membership payments convenient. Annual fees 
can be mailed, but they can also be dropped in a con-
tainer labeled “Pool Box” just outside our front door. We 
live right around the corner from the pool, which makes 
payment drop-off convenient. Even more convenient, the 
pool this year introduced electronic payment and saw 
membership fees roll in earlier, and in greater quanti-
ties, than ever. 
> Treat angry customers with kind words. There’s no 
better way to turn away wrath.

I’m sure many of you can testify to the same lessons 
learned at your telco. If you have additional lessons to 
share, drop me a line at chamaker@ntca.org.

Christian Hamaker
Editor, Rural Telecom
chamaker@ntca.org
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HOW TO FIRE  
     A FAMILY MEMBER

SHORT

8

B Y  C H R I S T I A N  H A M A K E R
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If you lead a family-run telco, you know that fi ring a family member is 
never easy. Here are a few tips from writer Veronica Dagher for handling 
the situation:
>Make several attempts to help the employee improve.
>If you conclude the employee must go, act quickly.
>Be sure other business leaders agree and that you present a united front.
>Speak to the employee privately about the decision.
>Document why the person is being terminated.
>Hear out any protests from the employee, even though they likely won’t 
change your decision.
>Be generous with the terms of separation.

aSource: wsj.com

For Radio Advertising, Think Online
A recent survey shows that local radio 
advertising places low on the list of 
ways to generate the most effective 
business leads (see Short Take, “The 
Best Source for Business Leads”), but 
technological changes could change 
that statistic. Edison Research found 
that radio listening is undergoing a 
revolution among younger consumers who are so attractive 
to advertisers and so vital to the future of rural communities. 
That demographic isn’t listening as often to radio the tradi-
tional way; it’s increasingly listening to radio online.

“In every location of listening outside of the car, online 
18–34s are more likely to listen to online radio (including the 
streams of AM/FM stations) than radio from a traditional 
transmitter,” stated Edison Research’s “The New 
Mainstream” report. “Of course, the change in consumption 
is being driven primarily by the adoption of smartphones.”

aSource: www.edisonresearch.com

In: Cord-Cutting. 
Out: Traditional 
Pay-TV Service
You’ve seen the trend among your 
customers. Now Experian 
Marketing Services confi rms it: 7.6 
million U.S. households—6.5% of 
all U.S. households—have cut the 
cord and no longer subscribe to 
traditional pay-TV service. That fi g-
ure is up 44% in the last three years.

The fi rm pointed out that iPhone 
or iPad ownership “noticeably 
increases the odds” of cord-cutting.

aSource: cir.ca

9p8X7p2

Always Connected,  
Not Always Productive

Does being connected 24/7 mean 
you’re more productive? Not 

according to new results from 
Barna Group research.

“Twenty-four-seven digi-
tal availability means 
greater expectations in 
one’s work and social 

lives,” Barna wrote. “There 
can be no doubt that personal 

technology is a pervasive part 
of life today. Yet when it comes to 

its value, adults are nearly split on the 
issue. Forty-seven percent say their devices have 
made them more productive, while 53% believe 
their devices have made them more distracted.”

aSource: www.barna.org

DISTRACTED?
LESS<>MORE
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The Best Source for Business Leads 
If you think search engine optimization (SEO) is the key to 
business growth, you’re buying into the latest business fad. 
Sure, SEO is important for generating good leads, but in a 
recent survey, it placed a distant third among sources of lead 
generation. Even more surprising: the weak survey showing 
for local TV and radio advertising.

RURALTELECOM >J U L Y - A U G U S T  2 0 1 4

CULTURAL BOOM 
FOLLOWS RURAL 
JOB GROWTH
After a fracking boom brought thousands of jobs to western North 
Dakota, a creative writing workshop followed. Attendees include oil 
workers, yoga instructors and longtime Williston, N.D., residents.

The pattern of job growth spurring cultural activities isn’t 
unusual. Boomtown economies “bring in the sort of fi rst wave of 
economic activity,” said Iowa State University English Professor 
Deb Marquart. “The gourmet pizza shops come and the coffee 
shops come. And then maybe, you know, they’ll get more theaters 
and then more music.”

aSource: www.npr.org

The Cost of   
Telecom Bundles: 
Nearly $2K Per Year
Telecom bundles cost an average 
of $1,848 per year, but Americans 
don’t think they’re getting good 
value for those services, particu-
larly their Internet and TV ser-
vices, according to Consumer Reports.

The solution: haggling.
“One positive fi nding from our sur-

vey is that consumers of telecommuni-
cations services are becoming more 
savvy negotiators,” reported the mag-
azine. “Four out of 10 respondents 
attempted to bargain with their service 
providers. Among the hagglers, 46% 
said their provider dropped the price 
by as much as $50 per month, 31% got 
a new promotional rate and 29% 
received additional premium channels. 
Even among those whose initial pro-
motional rate had expired, 43% were 
able to negotiate a new discount.” 

aSource: www.consumerreports.org
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Click: 
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Adver-
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Local 
TV 
Adver-
tising: 
1%

THE MOST EFFECTIVE CHANNELS FOR LEAD GENERATION

aSource: www.searchenginewatch.com 

The Williston

writers workshop 

meets at a 

local bookstore.

10p5X10p11

Will ‘Telelearn Days’  
Catch On?
Classrooms were 
empty April 7, 2014, 
at Thomas Jefferson 
High School for 
Science and 
Technology. The 
magnet school, 
located in Virginia’s 
Fairfax County, declared April 7 
a “telelearn day” and had all students log on 
from home to the school system’s Blackboard 
site, where teachers posted assignments and 
students watched video lectures, listened to 
their instructors via podcasts and participated in 
online discussions.

For students who, even in a wealthy county 
like Fairfax, don’t have access to the Internet from 
home, the school’s library was kept open so they 
could come in and fi nish their assignments.

School offi cials said this wasn’t the fi rst tele-
learn day at the school. 

If the concept works in densely populated 
suburbs, could it work in rural communities, too?

aSource: washingtonpost.com
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@RepRonKind
Hearing more about 

rural access to broad-
band and technology 
with these great folks! 

#ruraliscool… 

@BennetLaw
Bennet & Bennet is joining the 

#ruraliscool movement! Are you?:
>> youtube.com//RuralTelecommunity

@JRosenworcel
Thoughts on rural communications 

and digital age opportunity:
>>ruraltelecom.org/march-april-2014

@NTCAConnect

NTCA applauds the Rural Call 

Completion Resolution introduced 

by Reps. @BobLatta and 

@PeterWelch

@McConnellPress
@gregoryahale @NTCAconnect Thanks for 

visiting the office. Senator McConnell 
enjoyed speaking with you and the group.

@GigiBSohnFCC
Thanks @

NTCAconnect 4 
inviting me 2 share 

my thoughts on 
#broadband adop-

tion. @FCC will 
help,but smart com-

munities are key. 

#ruraliscool… 

Congressman Jason Smith
Started the day speaking to 
500 rural broadband advo-

cates at the NTCA–The Rural 
Broadband Association 

Legislative & Policy 
Conference. Expanding oppor-

tunities through rural broad-
band investments will help 

schools, small businesses and 
families connect to the world. 
In addition to advocates from 
across the country I was able 

to visit with folks from Steelville 
and Bernie.

@SenatorTomUdall
Great talking w/#NM 

@NTCAconnect 
members about sup-

porting #rural 
#broadband & 

#telecom - 
#ruraliscool in 

#NM! 

#RuralIsSocial

Follow along at @ntcaconnect (Twitter), 
NTCA–The Rural Broadband Association 
(Facebook) and NTCA’s YouTube channel: 
youtube.com/RuralTelecommunity.

People are already talking about 

your business through social media,” 
writes Christopher Hanlan in his article, “Social 
Media and Your Small Business’s Reputation.” “If 
you aren’t aware of the conversation, you certainly 
can’t do anything to sway the discussion.”

What goes for businesses also goes for the rural 
telecom industry as a whole. With this new depart-
ment, Rural Telecom aims to raise awareness of 
industry discussion on social media.

“
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Are you confident that your company 
is not leaving money on the table?
Whether you create your CABs internally or use a vendor, the GVNW 

team will make sure your billings are accurate and you’re receiving appropriate payment 

for all services provided.  We’ll evaluate your entire company’s process to ensure all 

payments are complete, accurate and timely – substantially improving your company’s 

financial position.

Recently changed or switching to a new network? 

Now is the time to contact GVNW’s Revenue Assurance team for an evaluation to ensure 

your company is correctly set up moving forward.

Midwest Division
Colorado Springs, CO

719.594.5800 

Springfield, IL

217.698.2700

Western Division
Tualatin, OR 

503.612.4400

Southwest Division
Kerrville, TX 

830.896.5200

GVNW.com

Studies show that 
companies are 

 losing      
 revenue 
         on CABs transactions.
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Connections
B Y  S H I R L E Y  B L O O M F I E L D

Your Chance at 
Beachfront Property

T
he FCC is poised to conduct its fi rst ever incentive auction of 600 
MHz spectrum next year, and lawmakers, stakeholders and indus-
try advocates are abuzz as the commission decides how the auc-
tion will be designed and handled. The agency recently released 
a report and order implementing rules for the auction designed to 
reallocate this valuable low-band spectrum, and to the delight of 

NTCA–The Rural Broadband Association and other advocates for small 
wireless providers, the commission decided to auction the spectrum in 
smaller partial economic areas, giving rural carriers a more meaningful 
chance to participate when pitted against the largest national providers. 
This is a big win for NTCA member companies and other small wireless 
carriers. But as the battle over this precious mobile broadband wages 
on, the real fun is about to begin.

Many NTCA members tell me they would like to offer wireless services 
to their customers, but the challenges to doing so are just a bit too steep. 
A survey we conducted last year bore this out: Sixty percent of respondents 
to NTCA’s “2013 Wireless Survey Report” indicated they are already provid-
ing wireless service to their customers; however, the majority of respon-
dents reported that the ability to obtain spectrum at auction is a major 
concern. A frustrating fact for far too long has been that a large carrier 
can win an auction for spectrum covering a large geographic area and 
fulfi ll its buildout requirements without ever building out its spectrum 
holdings into its large rural areas. Policies like this, coupled with a pro-
longed lack of reasonably priced consumer devices and continued chal-
lenges securing fair and reasonable wholesale data roaming rates, have 
led the two largest carriers to now control more than 70% of available 
public spectrum, while some of the smallest players sit on the sidelines. 

For that reason, NTCA has worked tirelessly for nearly a year to ensure 
meaningful participation by our members in this auction. We commis-
sioned a study to explore the use of smaller geographic area licenses in 
the auction, rather than the economic areas the commission initially pro-
posed. Since then, we have been working with the commission and other 
rural groups to come up with a new map to ensure rural carriers can 
participate, and this spring we fi led a consensus proposal with that map. 
As a result of these efforts, the commission voted to use the proposed 
map, providing a refreshing shift from the usual “world domination” that 

the largest carriers have typically been 
able to sway.

The big question now is: Will rural 
carriers participate?

Commission Chairman Tom Wheeler 
has called this incentive auction a once-
in-a-lifetime opportunity to expand the 
benefi ts of mobile wireless services to 
all Americans, and I couldn’t agree 
more. This low-band spectrum is the 
last bit of “beachfront” property avail-
able, and it has characteristics perfectly 
suited for serving the areas in which 
many of you operate. So while the chal-
lenges associated with providing wire-
less service are not insignifi cant, this 
may be rural carriers’ best and last 
chance to secure valuable spectrum 
under favorable terms—and a golden 
opportunity to show that rural America 
is committed to delivering mobile 
broadband solutions.

I know you are all committed to 
expanding the benefi ts of broadband 
coverage to rural America, and I am 
eager to see NTCA’s membership step 
up and show that not only are you already 
providing these services and that you’re 
the best and most qualifi ed at doing so, 
but that you are also eager to expand 
your services and take advantage of 
this last-chance opportunity. 

Shirley Bloomfield is chief executive officer of NTCA. 
She can be reached at sbloomfield@ntca.org.  
You can also follow her blog at ntca.org/ceoblog.
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NTCA REG CONF/CC PICK-UP MAY/JUNE  

2014PG.35 

Broaden Your Connections
Expand To Meet Customer Needs

2014  
Central/Northeast 
Regional Conference

August 10–12, 2014
JW Marriott Indianapolis • Indianapolis, Ind.

2014  
North Central  

Regional Conference
October 19–21, 2014

Holiday Inn Fargo • Fargo, N.D.

2014  
Northwest Regional 

Conference
October 12–14, 2014

Holiday Inn Missoula Downtown  
Missoula, Mont.

2014  
Southeast Regional 

Conference
July 13–15, 2014

Hyatt Regency Savannah • Savannah, Ga.

2014  
Southwest Regional 

Conference
July 20–22, 2014

Westin Denver Downtown • Denver, Colo.

Take the opportunity to meet in your new regions, network with your peers and share your successes 
to help others learn from your experiences. While there, discover innovative solutions to business 
challenges and technical issues and tactics to expand to meet customer needs.

Register today at www.ntca.org/regionals
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Perspective
B Y  J I M  P E N T E C O S T

Recasting Our Role 
in Communications 
Roadway Construction

ur communications infrastructure has been described as a sys-
tem of connected roadways built to transport needed information. 
So, if you viewed the modern communications industry as a rural 
road construction project, would you be able to determine your 
role—or the role of your customer? 

The United States has always ensured that everyone has an 
extraordinarily reliable lifeline service (a road) all the way to their 

homes. Our industry built both the country roads and the long 
driveways that went to the consumers’ homes and businesses. 
But now, today’s higher-speed Internet links don’t differentiate 
between where the public road stops and the consumer’s pri-
vate communications driveway starts. Sometimes that drive-
way starts all the way back at a node, well before the end of 
the country road. Making roles even more diffi cult to cast, cus-
tomers and government offi cials struggle to defi ne whether 
high-speed service (a nebulous term) is a right, a privilege or 
an economic engine. 

If anyone is going to run a successful business, they fi rst 
need to defi ne the business. Rural carriers in a competitive 

world should largely be defi ned by their need to generate prof-
its. If they aren’t building and maintaining these roads for a fee, 

they are doing charity work. Country roads may “take you home” 
according to John Denver, but they defi nitely are not cheap. Overlay the 
consumer service challenge that has to be met in order to compete for 
high-speed communications business and your profi ts can easily erode. 

Further connecting profi t generation 
to your role in our communications 
roadway, are you the paving contractor 
or the toll road operator? There are 
things to think about before answering. 
A toll road operator doesn’t need pav-
ing machines and a paving operator 
doesn’t need toll booths. Financial and 
effi ciency considerations affect both. 
Neither of them needs stacks of inven-
tory in “working” capital. Neither of 
them needs regulatory help in survey-
ing the road before knowing where the 
road’s going and what part they play.

Perhaps you play multiple roles based 
on the customer’s economic needs. For 
example, when serving businesses, you 
defi nitely want to operate a toll road. They 
are a portion of our market that will pay a 
return on the investment, especially if you 
avoid the always-did-it-that-way approach.

Relevance is another crucial defi ning 
characteristic for local telcos. A data cen-
ter guy recently told me that his 40 Gbps 
equipment will be obsolete within fi ve 
years. Call that a design opportunity or 
a depreciation nightmare, but either 
way, it’s a far cry different from the tra-
ditional life span of equipment we knew 
not too many years ago. If the rural 
telco can’t keep up and build the roads 
the consumer wants, who will? 

So, we struggle to recast our role in the 
future of communications. While we do 
that, we need to convince customers and 
regulators alike that driveways are a lot 
longer than they may think. Why? Because 
the homeowner pays to install the drive-
way, not the road builder. With that aware-
ness, consumers will bear a greater 
cost and also help defi ne their role. 
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Jim Pentecost is 

chairman of the board 
of Power & Tel. 
Contact him at

 Jim.Pentecost@
ptsupply.com. 
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NTCA FALL CONF  

www.ntca.org/fallconference

2014NTCA
FALL CONFERENCE

September 21–24 
Hilton San Francisco Union Square  

San Francisco, California

The NTCA 2014 Fall Conference explores the innovative technologies and new 
dynamics that are changing our industry. 

• Imagine home monitoring without ever being at home. 

• Imagine an entrepreneurial spirit taking hold within your telco. 

• Imagine being able to predict future customer demands.

Join us in San Francisco, at the doorstep of Silicon Valley, where you’ll be introduced 
to ideas and strategies that will take your telco to the next level. Take advantage of 
this opportunity to gain fresh perspectivess and inspiration. 

• Registration opens May 27.  • Housing opens June 16.

• Register by August 1 to take advantage of early-bird registration rates.
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YOUTH 
SPORTSS

YOUTH 
SPORTSS

Youth sports are a 

$5
BILLION 

a year 
industry.

Nearly 

29
MILLION 

American 
students ages 

8 to 17 play 
organized  sports.

 

63
PERCENT 

  of boys... 

 

50
PERCENT 

  of girls...

CAN SPOUT STATISTICS FASTER THAN THE DROP OF A HAT, 
BUT HERE ARE A FEW THEY MAY NOT KNOW:

play sports—higher percentages in 
both genders than either their urban or 

suburban counterparts.

In rural high schools,

S O U R C E S : 
E S P N  T H E 
M A G A Z I N E , 
T H E 
C O LU M B U S 
D I S PAT C H 
A N D  T H E 
R O B E RT  W O O D 
J O H N S O N 
F O U N DAT I O N

MOST SPORTS FANS

“Sports are the fabric of a community,” 
said Steve Herrs, media supervisor for 

Nex-Tech (Lenora, Kan.). “It’s the 
rallying point for these small 

towns that everyone can unite 
behind. In a town of 1,500 

people, everyone knows all 
the kids. You’re either 
related or have some rela-
tion to them—that’s the 
daughter of the banker 
or the son of the grocery 
store owner.”

In recognition of this 
important element of 
rural life, Nex-Tech has been fi lming and broadcasting high school 
sports for the past four years. Herrs explained that the co-op focuses 

on football, basketball (boys and girls) and wrestling. When Nex-
Tech fi rst began airing sports four years ago, it originally fi lmed and 

aired entire games; but just in this last year, it has developed a new 
program called “Game Time.”

“Instead of just broadcasting one or two games play-by-play in their 
entirety, we now send reporters out to fi ve different schools each weekend,” 

Herrs said. “Our ‘Game Time’ program then runs highlights of the games, 
gives score updates, and also lets us do interviews and commentaries. This lets 

us do a better job of covering all 24 high schools in our area.”
This operation is run with an amalgamation of inside and outside talent, Herrs said, 

noting that it’s a mix of part-time employees like the college students who work at Nex-Tech, 
as well as outside freelancers who enjoy youth sports. “The technology these days is amazing,” he 
said. “You can have a TV production truck the size of a microwave oven. Using broadband networks, 
you can have highlight shows and graphics and live events and broadcast them everywhere.”

3  South Dakota
1  North Dakota

2 Iowa
Wyoming 4
Montana 5

P H O T O S :  B E K  C O M M U N I C AT I O N S ;  G R E AT  P L A I N S  C O M M U N I C AT I O N S RURALTELECOM > J U L Y - A U G U S T  2 0 1 4

BY RACHEL BROWN 

The top five states with the highest 
youth sports participation are:
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For Nex-Tech, the labor has been the greatest expense, 
Herrs said. “It’s a huge undertaking to staff the games every 
week,” he said, adding that this entails not only coordinat-
ing all the people but also making sure the broadband 
connections are all working properly. “You may need 20 
people and then backups for all of them. You need redun-
dancy in staffi ng in case someone’s ill or can’t be at a par-
ticular game.” 

‘Sports Are, by Far, the Biggest Draw’
Head up to North Dakota, and Jordan Hassler—broadcast 
operations manager for BEK Sports Network of BEK 
Communications Cooperative (Steele, N.D.)—heartily 
agreed that there’s real value in subscriber retention even 
when the profi t margin for broadcasting youth sports 
appears low. “We’re working on an 8% to 9% profi t margin,” 
he said. “A lot of people think that if a business is not at 
least running a 15% profi t margin, then it’s not worth 
doing. But we retain our customers, our churn is low.”

BEK Communications fi rst entered the youth sports 
arena seven years ago. “In the fi rst year, we broadcast 
seven games,” Hassler said. “In the last two years, we’ve 
done 400 events.”

Most of these events consist of football and volleyball 
in the fall months, as well as boys and girls basketball, 
wrestling and hockey in winter, Hassler said, adding that 
the co-op has also covered stock car racing during the 
summer. “We’ve also fi lmed Native American powwows 
and the academic Olympics [a scholastic challenge], but 
95% of our coverage is sports,” he said.

It’s not surprising that so much of the coverage is 
devoted to sports because a survey of BEK customers 
found that 33% signed up for the co-op’s IPTV service 
specifi cally for the local 
sports. “Sports are, 
by far, the big-
gest draw,” 
Hassler 
said.

18  

It’s also a big production. BEK has two co-op employees 
at every game—one who serves as a director to insert the 
commercials and the other who is the game announcer, 
Hassler explained. There is also a volunteer crew of 250 
students—ages 14 to 18—who rotate in and out to oper-
ate the four cameras on tripods: two to run graphics, one 
to run audio and one to run replay. BEK also owns two 
broadcast trucks that process the MPEG-4 (a standard of 
audio and video compression set by the Moving Picture 
Experts Group) footage and broadcast it out to the channel.

Not only does this generate content for BEK’s TV oper-
ation, the co-op then sells it to other telcos in the area. 
“We have 11 different telcos that take our content,” 
Hassler said. “We’ve done this business plan.”

For BEK, this is a plan that has come with a steep learn-
ing curve and a high price tag. “It took us fi ve years of 
being in the red,” Hassler said. “We’ve spent a lot of time 
and money trying to fi gure it out. If I knew then what I 
know now, we could’ve saved ourselves a ton of money” 
(see sidebar, “Bringing in Some Help From the Outside”). 

Perhaps the biggest lesson BEK learned about this 
business is that it’s smart to invest heavily at the outset, 
Hassler said, noting that this would mean ponying up 
$200,000 to $300,000 to invest in a fi lming trailer and 
equipment. “If you kick in $15,000 and buy a camera and 
a tripod and go fi lm some games, you’ll wind up nickel 
and diming yourself to death,” he said. “If you don’t spend 
the money, you’ll never get the results.”

When Live Games Aren’t an Option
But head south to Nebraska and it’s easy to see that fi nan-
cial constraints are not the only consideration when it comes 
to offering youth sports on the local channel. Great Plains 
Communications, an independent telco headquartered in 

Blair, Neb., also has been airing youth sports for the 
past seven years, but its operation is much 

smaller than BEK’s.
One of the reasons for this is that Great 
Plains cannot broadcast live games. 

“The Nebraska School Activities 
Association puts restrictions on us 

because it doesn’t want to take 
away any gate attendance from 

the schools and thereby 
reduce the money that would 
go to the school,” explained 
Casey Garrigan, cable televi-
sion marketing specialist 
for Great Plains. “If you’re 
in the living room watching 
the game, you’re not in the 
stands and buying tickets 
and paying for concession 
food.”

YOUTH SPORTS
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That means that Great Plains is limited to airing only 
replays of the games, Garrigan said, adding that the telco 
relies solely on the schools to fi lm the games themselves. 
“We are geographically hamstrung,” he said. “We serve 
90 communities in the state, and that includes more than 
40 high schools. Our nearest high school is 45 minutes 
away; the furthest one is seven hours away. We have two 
full-time people and one assistant. There’s no way we 
could be going to these games ourselves.”

Most of the high school coaches are fi lming the games 
for training and analytical purposes anyway, Garrigan said, 
adding that the high schools typically use older cameras and 
tripods for fi lming. “We tell them that if you give us a 
DVD, we can process it and edit in some music and air 
it—usually within a week or so of the game,” he explained. 

In the fi rst year, Great Plains aired about 25 games. 

EQUIPMENT AND CREWS
When it comes to making the call on what 
constitutes the best filming equipment, 
opinions and views are all over the 
field. Nex-Tech (Lenora, Kan.) 
uses iPads to record games 
and highlights and can use 
them to upload selected 
highlight clips via its Wi-Fi 
networks, explained Steve 
Herrs, media supervisor. 
“We found this to be 
attractive economically 
and technically for our 
purposes,” he said.

But Jordan Hassler—broad-
cast operations manager for 
BEK Sports Network of BEK 
Communications (Steele, N.D.)—rec-
ommended going with professional grade 
equipment. “That comes down to $7,000 to $10,000 per cam-
era,” he said. “If you buy at the bottom of the barrel, within 18 
months to two years, you’ll have exceeded the limits of the 
equipment. You need to leave a little room to advance.”

Casey Garrigan—cable television marketing specialist for 
Great Plains Communications (Blair, Neb.)—pointed out that 
most public high schools don’t have it in their budgets to buy 
professional grade equipment. “You can buy a good camera 
for $2,000,” he said, adding that it’s essential to have a tripod 
for clarity. “Make an investment in a good tripod.”

PAYING THE CREW
Thoughts on what and how to pay the folks who do the filming 
are also all over the field. Nex-Tech’s Herrs said the co-op pays 
different rates for freelancers versus co-op employees, adding 
that it’s sometimes tricky to adhere to overtime rules. “Be aware 
that this is a sensitive HR [human resources] issue,” he said. 

Great Plains’ Garrigan said he’d rather avoid the overtime 
issues altogether. “Find a high school or college kid and pay 
that person $10 an hour versus a $20-an-hour employee on 
overtime,” he said.

BEK doesn’t pay its high school age volunteers, Hassler said. 
“You can’t have 250 extra people on the payroll because that 
will kill you,” he said, explaining that instead, all the volunteers 
get a stipend. “They get reimbursed for meals and travel 
expenses while volunteering, and we give them lime green 
T-shirts with our logo.”

BEK also recognizes their volunteers’ contributions by encour-
aging them to film one another so they’re all on TV, Hassler said, 
adding that the co-op runs the credits with their names as well. 
“This is their Friday night, and they get to showcase their skills 
and be part of something bigger than themselves,” he said. 
“The students feel valued and part of the sporting event—it’s 
not all about the athletes.” 

This past year, it ran more than 200 games (football, boys 
and girls basketball, and volleyball). “Every year before 
the season starts, I send the athletic directors 12 to 15 
prepaid self-addressed envelopes so they can put in a copy 
of the game DVD and pop it in the mail,” Garrigan said. 
“We also started a contest to incentivize them to partici-
pate. Whichever school sends in the most games wins 
$500 for its athletic department.”

Examples of sports  
promos and broadcasts 
from Great Plains 
Communications 
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Starting this summer, Great Plains will have made 
some technological upgrades to allow schools to upload the 
games online and send them directly to the telco. “This 
gets them out of the hassle of snail mail and allows us to 
quicken our turn-around time to getting them on the air,” 
Garrigan said. “This year, they can either go online or mail 
in DVDs. By next year, it’ll be solely online.”

Even though this operation is smaller in scale and 
scope than either BEK or Nex-Tech, Garrigan said this has 
proven to be a good investment for Great Plains. “We’re 
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BRINGING IN SOME HELP FROM THE OUTSIDE
If getting into youth sports seems appealing but intimidating, BEK Communications (Steele, N.D.) offers consulting 
and training that acts as a crash course on the ins and outs of broadcasting youth sports, said Jordan Hassler, broad-
cast operations manager for BEK Sports Network. “Spend a couple of days with us and see what’s involved,” he said. 
“Most people have no idea of the time, dedication, and blood, sweat and tears.”

Hassler said the biggest question he has for course participants is: How deep do you want to get 
into this business? BEK can walk its course participants through the legal side of the busi-

ness, including partner contracts if other telcos are interested in buying the local con-
tent, he explained.

“We’ll make sure you don’t buy the wrong equipment,” Hassler said. “We’ll build the 
broadcasting truck and show you how to use it. We’ll hire the staff for you. You can 
waste a lot of time chasing your tail, trying to build a business, trying to find a market.”

Another avenue to ramp up quickly is going with a solution provider like TelVue 
Corp., a broadcast technology company.

“TelVue has an all-in-one solution,” explained Paul Andrews, senior vice president 
of sales and marketing. “Basically, it’s a TV station in a box. Our solution is plug-

and-play ready for small cable-based and telco-based networks.”

Jerry Budge, TelVue’s director of technical sales, estimated that roughly 100 members 
of NTCA–The Rural Broadband Association are TelVue customers. “All in, they represent 

300 channels,” he said. “Some of them have 10 channels; others have only one.”

TelVue can either sell or lease its hardware, as well as offer a cloud-based software component, Andrews explained, 
adding that it’s also not uncommon for multiple telcos to share the TelVue system. “Our technology lets you upload 
files from cameras or iPads into the TelVue Connect system, and this transcodes the content and delivers it to the 
broadcast server,” he said. “No one has to come to your office and hand in a disk or mail something.”

Budge added that TelVue works with either MPEG-2 or H.264 (also known as MPEG-4). “Most operators have either 
one or the other. Very few have both,” he said. “If the telco has cable TV through coax, we support it. If the telco offers 
video through IPTV, we support it.”

Telcos that build their own broadcast solutions often have cobbled together systems that are a mix of homegrown 
code and shareware, Budge said. “When one piece of that puzzle goes down, it all goes down and it takes a long time 
to fix,” he said, adding that TelVue’s solution is easy to use. “Our user interface is literally designed to be used by a 
fifth grader. One of Paul Andrews’ sons tested this for us. We knew if a kid could get it, the broadcasters could get it.” 
In terms of speed, Budge said that if a telco has set up an IP address for the server, it can be broadcasting local content 
in less than half an hour. “Our solution lets you pull together a week of programming in one and a half hours,” he said.

Andrews pointed out that TelVue also offers free training for telco staff. “We even come back out and give more free 
training if a new person comes in,” he said, adding that his company has six dedicated tech support specialists. 
“These are all American-based native English speakers so you can be understood.”

seeing the results because we have parents calling the 
schools and asking when the game is going to be on TV,” 
he said. “The public is responding to it.”

When Great Plains fi rst started its local channels, it 
aired free regional or national general interest shows, but 
those weren’t generating much viewer interest, Garrigan 
said. The telco soon hit on the idea of hosting local weather 
forecasts. “People really like the weather,” he said. “Here 
in Nebraska, we’re agriculturally based, and everyone has 
to watch out for severe storms and tornadoes.”

YOUTH SPORTS

RTJul-Aug2014.FINAL.indd   20RTJul-Aug2014.FINAL.indd   20 6/23/14   12:31 PM6/23/14   12:31 PM



RURALTELECOM > J U L Y - A U G U S T  2 0 1 4 21

for TelVue Corp., a broadcast technology company—
agreed that content is the key differentiator. “Content is 
king, and for these smaller operators, I would amend that 
to say that local content is king,” he said. “Local sports is 
the main reason to come onto the platform.”

No one else is going to cover the local high school state 
fi nals, agreed Paul Andrews, TelVue’s senior vice presi-
dent of sales and marketing. “If your kid is playing in the 
game, it’s the most important thing on TV,” he said.

Nex-Tech’s accounting department has not yet 
crunched the numbers to determine if its “Game Time ” 
program has turned a profi t, but Herrs said there’s been a 
great deal of advertising support. “We have regional com-
panies that want to reach people in our communities, as 
well as smaller mom and pop operations that want to 
support the local schools and kids,” Herrs said. “Given 
the advertising, at the very least, I would think we would 
be covering our costs.”

Regardless of the fi nal accounting, Herrs said covering 
youth sports is not just a matter of dollars and cents. “It 
comes down to retention of subscribers,” he said. “You 
can’t put a price tag on that.”

Rachel Brown is a freelance writer. Contact her at rachelsb@aol.com.

Oddly, the national Weather Channel on cable television 
no longer features local forecasts, Garrigan said. “They 
cover national weather events like Coast Guard rescues,” 
he said. “Even the national affi liates don’t have truly local 
weather. We have subscribers in western Nebraska, and 
the only weather forecasts they get are from Denver, and 
that’s four and a half hours away.”

Once the telco realized its subscribers were tuning in 
to get the weather and staying for the local sports, it 
started seeking out advertisers. “This is a service itself to 
the local businesses because it’s much more affordable 
than radio or newspaper advertising,” he said. However, 
even with the ad revenue, it’ll be a long time before Great 
Plains recoups its investment. “Even though we can’t see a 
bottom-line profi t to say, ‘here’s where the money’s coming 
in,’ we’re providing a service to our customers and this 
keeps our customers sticky. That investment is worth it.”

Parting Advice
Once a small telco commits to broadcasting youth sports, it 
should stay the course, Garrigan advised. “If you don’t 
have the fi nancial resources and personnel to get started, 
you shouldn’t do it at all,” he said. “The worst thing to do 
is to start and then let it fi zzle out because by then you’ve 
set an expectation for your viewers.”

Garrigan said it’s possible to start small 
and ramp up. “But realize that will be your 
path,” he said. “Don’t put a toe in and then 
pull it out.”

BEK’s Hassler agreed. “You can’t test 
the waters. You can’t put a toe in the 
water and hope it’s not too hot,” he said. 
“You have to run off the dock and do a 
cannonball even if you don’t know how 
deep the water is.”

When BEK fi rst entered this business, 
Hassler said he went to the co-op board 
and asked for half a million dollars to get 
started. He conceded that most general 
managers and boards balk at this level of 
expense but argued that this is a drop in 
the bucket compared with the cost of lay-
ing fi ber and building IPTV systems. “Most 
telcos have spent anywhere from $20 mil-
lion to $50 million to roll out their IPTV 
operations and to buy a headend,” he said. 
“Who spends millions and millions of dol-
lars to make themselves the same as the 
competition? And the competitors are all 
bigger so they can get their channels 
cheaper and offer the service for less.”

Local content is the only avenue to stand 
apart from the competition, Hassler said.

Jerry Budge—director of technical sales 
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BY MASHA ZAGER

HOSTED SERVICES 
The Great Differentiator

usiness computing is on the move—down the street, across town or to 

faraway cities. Hosted services, sometimes called cloud services or man-

aged services (these terms aren’t synonymous, but they overlap to a 

large degree), have grown rapidly in the last few years. Instead of invest-

ing in their own IT operations, businesses increasingly lease data center 

space, hardware, software, IT management and technical support—or 

some combination of these—from specialists. This outsourcing is made 

possible by the availability of fast, reliable broadband connections.

By using hosted services, businesses can minimize their capital bud-

gets while taking advantage of the host’s economies of scale and tech-

nical expertise. In addition, because hosted-service providers commit to 

keeping their technology infrastructure up to date, businesses can gain 

access to the most advanced services and features through hosted solu-

tions. As their in-house equipment ages out, businesses often seek 

hosted solutions as replacements.
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HOSTED SERVICES

and NISC has experienced security specialists on staff. 
Some telcos also need to beef up their sales and market-
ing operations when they begin offering hosted services.

A few years ago, Wolff said, basic telephone service 
was profi table enough that telcos could offer ancillary ser-
vices as loss leaders to reduce customer churn, but with 
recent changes in the regulatory environment, they can 
no longer afford to do that. Thus, telcos are now looking 
to hosted services to build their revenue bases.

But even at market prices, hosted services still create 
customer “stickiness,” Wolff said. In addition, according 
to Doug Remboldt, NISC’s vice president of shared ser-
vices, offering hosted services “allows telcos to present 
themselves as technology leaders in their communities. … 
Customers see them as state-of-the-art.”

Mark Momerak, NISC’s telecom product line manager, 
mentioned yet another benefi t of offering hosted services, 
especially when accompanied by technical support: These 
services encourage formerly Internet-wary businesses to 
fi nally adopt broadband or upgrade their bandwidth tiers. 
Thus, Momerak said, hosted services not only add new 
revenue streams to telcos’ bottom lines but also help 
increase sales of products and services they already offer.

Prove Yourself
KPU (Ketchikan, Alaska) was a pioneer of hosted services, 
beginning with hosted PBX more than fi ve years ago. “It’s 
been very successful with the major businesses in town—
including government offi ces, the school district, large 
industry—down to mom-and-pop businesses,” said Kim 
Simpson, KPU’s division head for sales, marketing and 
customer service.

The hosted PBX solution can be accessed remotely, which 
means KPU technicians fi x problems without a truck roll. 
In addition, Simpson said, the solution comes with a “mul-
titude of features” that would require extra fees with an 

Many different types of companies, including software 
vendors as well as companies such as Amazon that operate 
huge data centers for their own use, have become hosted-
service providers; telecom operators are among the more 
successful entrants. Telcos fi nd that hosted services gen-
erate new revenue streams from their existing business 
customers and help retain these customers. In addition, 
offering hosted services can be a great differentiator.

Some large operators leapt feet fi rst into the hosted-
service business by acquiring existing hosting providers. 
For example, in 2011 Verizon bought Terremark and 
CenturyLink acquired Savvis. Independent telcos usually 
enter the fi eld gradually as an extension of their existing 
services and expertise. For this reason, they commonly 
start by offering hosted communications services and 
then may add unrelated services. 

Build a Revenue Base
National Information Solutions Cooperative (NISC; 
Mandan, N.D.), owned by rural telcos and electric cooper-
atives, provides back-offi ce solutions to its members and 
other customers, often on a hosted basis. Ed Wolff, vice 
president for telecom and enterprise solutions, said a 
number of NISC’s telco customers have been inspired by 
their experiences with NISC to begin offering their own 
hosted services, such as disaster recovery.

He commented, “We bring members’ daily data back-
ups to a secure, off-site environment where they can be 
back up in four hours. They see us offering this service for 
a reasonable price … and they wonder, ‘Why aren’t I 
doing this for my members?’ They have the technical folks 
and the infrastructure, and, building on that cooperative 
concept, they’re modeling what we’re doing. They come 
to us for advice about best practices, and we readily share 
that information.” For example, to offer hosted services, 
telcos must understand how to protect clients’ security, 

THE PLUSSES OF 
HOSTED PBX 
Here’s how KPU in Ketchikan, Alaska, highlights the advantages of hosted PBX/IP phones to its customers.

> One company for PBX systems and phone line services.

> The system “lives” at KPU and is managed 24/7 by KPU.

>  No expensive upgrades or charges for different/new features or changes.

> No investment in a big system that will become obsolete.

> Easy to add users to the system.

> Easy to move user offices; just unplug the phone and move.

> Ability to utilize a “tree” to route incoming calls.

> Flexible routing of calls to groups or individuals.

> Allows individuals to work from home or the road with the same feature set—take your office with you!

> Flexible, customizable time-of-day and day-of-week call treatments.

> Significant savings due to limitation of taxes and surchargers.

> No limit on the number of lines in use like a traditional phone system. All calls come through.
S O U R C E :  K P U
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on-premises PBX. One popular feature is 
“Find Me,” which allows a call to be trans-
ferred automatically to the user’s cell-
phone and then back to the primary phone 
for voice mail if the user doesn’t pick up 
the cellphone. Call routing can be highly 
complex and can vary by time of day.

Once KPU proved it could do a good job 
with hosted PBX services, customers were 
willing to entrust it with other critical 
functions. For example, businesses began 
requesting that KPU manage their local 
area networks, and, Simpson said, “We 
ended up serving as consultants for many 
businesses without a full IT department.”

Recently, KPU added a managed Wi-Fi 
solution, which can be bundled with its 
Internet service. The solution allows busi-
nesses to allocate bandwidth between 
wired Internet and Wi-Fi, give out coupons 
for free service at designated times, and 
prevent employees and guests from mak-
ing illegal downloads. One surprising    

You Need to Diversify
Get a Billing Partner Who Can Help 

»»»» CabiCabiCabiCabiabaaaa netsnetsnetsnetssetsetsse , Cl, Cl, Cl, Closurosurosurosurs es, es, es, es, ee and and and and an PedePedePedePedeededeee stalstalstalstalssss

»»»» CablCablCablCabling ing ing ing n and and and and aaaa DuctDuctDuctDuctDuDD

»»»»» HardHardHardHardHardHardHardHarddda warewarewareware

»»»» NetwNetwNetwNetwwtwtwNettt ork ork ork ork kkkkkk ElecElecElecElecEEEEE trontrontrontronnonicsicsicsicssci s

»»»» PowePowePowePowePoweePoweew rrr r r

»»»»» PremPremPremPremPrPPP ise ise ise ise sesisssssssssss EquiEquiEquiEquiE pmenpmenpmenpmenmememme ttt t t 

»»»»»»»» SpliSpliSpliSplilSplicingcingcingcingcinnncincingin  and and and andannandd Tes Tes Tes TesTeTesTTesT t Eqt Eqt Eqt EqEEEE uipmuipmuipmuipmpmpmentententententt

»»»»» ToolToolToolToolT o s anans ans ans and Sad Sad Sad SaSaSaSS fetyfetyfetyfetyetyetyetyyyyyy Equ EquE Equ EquEquEqEquEquipmeipmeipmemeipmepmepmeipmeepp ntntntntntnt

» »»»»»»»» » InInInInInInInInveveveveventntntntnttntntntnnnntntororororororoo y y y y yy mamamamammamam nanananaaagegegegeeememememeeeeemeeentntntntntntntntntntnt t t t tthrhrhrhrhrhrrrououououoooo ghghghghghghg  o o ooo oooourururururururu PTPTPTPTPTPTPTPPTMIMIMIMMIMIMII®®®®® p p p pppprororororoorogrgrgrgrgramamaamamammam

»»»»»ViViViViVVViV dededededeeo o o o oooo sososososososolululululull tititititiit ononononnnononons s s s ss wiwiwiwiwiwiw thththththththtt  t t t t hehehehehehhhehe h h h h hhhelelelellele p p p p ppp ofofofofofof o o o ooururururu  A A A AAAppppppppppppppppplililililicacacacacaatititititt ononononons s s s ss EnEnEnEnEEnEnnEE gigigigginenenenenennnneerererererer t t t tteaeaeaeaeaeae mmmmm

ANANANANANNANANAND,D,D,D,DDD  W W WW WWWWWWE E E E EEEEE PRPRPRPRPRPRPRPRPRPPPPPP OVOVOVOVOVOVVOVOVVIDIDIDIDIDIDIDIIIDDE E E E EEEE THTHTHTHTHTHTHTHE E E E EEE SESESESESESESEESEERVRVRVRVVVRVRVVVRVRVVRVRVR ICICICICICICICICICESESESESESESSESESSSSS T T T TTTTTHAHAHAHAHAAHAHAHAHAHAAAT T T T TTTTTTT HEHEHEHEHEHHEHH LPLPLPLPLPPLPLPPL  Y Y Y YYYYYYYOUOUOUOOUOUOUOUOUU M M M MMMMMMAXAXAXAXAXXAXAAAXA IMIMIMIMIMIMIMIIMMIMIZIZIZIZIZIZIZIZIZI E E E E EEEE RERERERERERRRERREEVEVEVEVEVEVVVVENUNUNUNUNUNUNUNUN E.E.E.E.EEEANANANANANANANANANANANANANANANANNNAND,DD,D,D,D,D,D,D,D,DD,D,D, WWWWWWWWWWWWWWWWWEEEEEEEEEEEEEE PRPRPRPRPRPRPRPRPRPRPRPRPRPRPRPROVOVOVOVOVOVOVOVOVOVOVOVOVOVOVVVIDIDIDIDIDIDIDIDIDIDDIDDEEEEEEEEEEEEEEE THHTHTHTHTHTHTHTHTHTHTHTHTHHEEEEEEEEEEEEEE SESESESESESESESESESESESESESESEERVVVRVRVRVRVRVRVRVRVRVRVRVRVRVVICCCICICICICICICICICICCCCEESESESESESESESESESESESESESES TTTTTTTTTTTTTTHAHAHAHAHAHAHAHAHAHAHAHAHAHAHAHAHAATTTTTTTTTTTTT HHEHHEHEHEHEHEHEHEHEHEHEHEHELPPPLPLPLPLPLPLPLPLPLPLPLPPP YYYYYYYYYYYYYYYOUUUOUOUOUOUOUOUOUOUOUOUOUOU MMMM MM MMMM M MMMMMMMMMAXAXAXAXAXAXAXAXAXAXAXAXAXAXAXAXAXAXXIMIMIMIMIMIMIMIMIMMMMMMMMMIZIZIZIZIZIZIZIZIZZZZZEEEEEEEEEEEEEE REREREREREREREREREREREREREREREVEVVVEVEVEVEVEVEVEVEVEVEVEVEVEV NUNUNUNUNUNUNUNUNUNUNUNUNUNUNUNNN E..EE.E.E.E.E.EEEEEEE

RTJul-Aug2014.FINAL_ccREVF+F.indd   25RTJul-Aug2014.FINAL_ccREVF+F.indd   25 6/25/14   11:15 AM6/25/14   11:15 AM



26

use of business Wi-Fi is in stores, which can deal with 
long checkout lines by processing transactions on iPads or 
other mobile point-of-sale terminals. Like the hosted PBX 
solution, hosted Wi-Fi can be managed remotely. “We only 
started offering it a couple of months ago, and we can’t 
believe how many people wanted to take it,” Simpson said. 

 In addition, KPU hosts businesses’ backup servers at 
its data center. Though most of its customers for backup 
and disaster recovery are local, Simpson recently received 
an inquiry from a company 1,200 miles away. (Some busi-
nesses prefer to maintain disaster recovery sites at places 
that won’t be affected by the same disaster as the main site.)

One Success Leads to Another
Glenwood, a cooperative telco that serves central 
Nebraska, began its foray into hosted services with offsite 
data backup for business customers. Marketing Manager 
Troy Stickels said the venture was actually prompted by a 
partner that hosts business software, such as accounting 
programs, at Glenwood’s data center. Local businesses—
mostly small manufacturers and agriculture-related busi-
nesses—can obtain disaster-recovery and backup services 
much less expensively through Glenwood than by hiring 
IT staff and setting up their own data centers.

Based on the success of its fi rst offering, Glenwood is 
now moving into “full-on cloud services like hosted serv-
ers, exchange email and fi le storage.” In addition, it is 
“putting on the fi nal touches” for a hosted PBX solution 
because, Stickels said, “we’re starting to see more of a 
trend of people wanting IP services on the phone.” 

Stickels said his sales staff must educate customers 
about how hosted services can save them money, but ulti-
mately the customers understand that they need hosted 
services in order to be competitive. “It allows companies 
to expand,” he explained. “One customer is planning an 
expansion, but the capacity of its current system wasn’t 
adequate. Either they had to move to something new or 
upgrade everything.” 

‘Provide Well Above What Their Needs Are’
Eric West, director of marketing at Duo County Telephone 
(Jamestown, Ky.), said Duo has provided hosted PBX for 
several years and also provides unifi ed communications. 

Business customers appreciate the IP hunt 
groups and conference calls, as well as 
three-way calls, direct inward dialing, 
four-digit extensions and other features. 
“It has all the features of an in-premises 
PBX, but it’s more fl exible and confi gurable 
to the customer’s needs,” West explained.

Duo takes a proactive stance with regard 
to hosted communications, researching 
what is available in the marketplace and 
trying to anticipate what would be most 
relevant to local businesses (mainly small 
manufacturing and tourism businesses). 
When Duo adds new features, its sales 
staff places calls to customers to inform 
them of the additions and make sure they 
are using the service in the best way pos-
sible. At the same time, if customers 
request new features, West said the com-
pany tries to accommodate them as 
quickly as possible.

“The level of services we provide—par-
ticularly broadband, with probably 75% of 
businesses covered with fi ber—allow us to 
provide well above what their broadband 
needs are for their business expectations,” 
West said.

Masha Zager is a freelance writer. Contact her at 
mashaazager@bridgewriter.com.
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With the INS Family of Companies by your side
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Managed IT Services

Custom Software

Business Continuity

Web Development

 

www.IowaNetworkServices.com • 800-469-4000 

Inbound Customer Support

Technical Support Services

Hardware and Software Support

IT Service Desk and Helpdesk
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BY STEVE PASTORKOVICH

s technology, regulations, 
customer demands and 
the marketplace change, the 
ability to offer new products and 
services becomes more important 
than ever. A handful of rural carriers 
have banded together to launch a new com-
pany designed to achieve scale—not just to 
serve more access lines but to make it easier to 

enter new lines of business and diversify revenue streams.
Generally, small businesses like rural local exchange carriers 

(LECs) encounter obstacles to offering new services due to a 
lack of scale. Small companies in any industry always have an 
inherent disadvantage compared with their larger counterparts 
when it comes to making major purchases and provisioning 
customers on a per-unit basis, simply because the more custom-
ers a company has, the lower its average cost for each customer 
tends to be. Many small companies, rural LECs included, have 
long looked to buying consortiums, partnerships and joint ven-
tures of many types in an effort to achieve scale, making costs 
of equipment, maintenance, customer acquisition and market-
ing more manageable.

Another way to achieve scale is through mergers and acqui-
sitions. The rural telecommunications industry is no stranger to 
this approach either. As in many sectors, there are a certain 
number of companies that, for whatever reason, are no longer 
in operation as independent entities.

 Whether desired or not, at times this sort of change is inevi-
table. In some cases, a transfer of ownership, along with an 

attendant reduction of costs, 
can revitalize a local carrier and 

bring customer benefi ts that were 
not possible under the previous struc-

ture. How can carrier acquisitions, when 
they occur, achieve the best results for cus-

tomers, as well as the industry as a whole?
Roughly two years ago, fi ve rural carriers consid-

ered this question and came up with a plan. Rather than 
achieve scale by being acquired or by merging with other 

carriers, these fi ve companies formed a new entity, USConnect. 
This new company, jointly owned by the fi ve carriers, was cre-
ated specifi cally to leverage its founders’ extensive experience 
in rural telecommunications, and to take under USConnect’s 
organizational umbrella small carriers that might otherwise 
struggle. This way, both the holding company and its compo-
nent carriers would benefi t from additional scale, as well as the 
expertise of its original investors (see sidebar, “Five Investors”) 
that understand the unique characteristics of providing service 
in rural America.

The Stars Align
The general concept behind USConnect has been discussed infor-
mally within the industry for a long time. “We’ve been talking 
about it for 20 years, maybe even earlier than that,” said Bill King, 
president and managing principal of JSI Capital Advisors, LLC 
(Manchester, N.H.), a communications investment fi rm that was 
involved in the new company’s formation. “But things had to 
come together, both in the marketplace and within the industry.”

The USConnect partnership model 
brings benefits of scale to 
rural LECs while levaraging 

their legacy.
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The right mix of circumstances apparently started to 
appear around 2012. A number of factors were in play, 
according to Denny Law, general manager of Golden West 
Telecommunications Cooperative (Wall, S.D.), one of the 
partner carriers. “Technology was changing, making 
things possible that couldn’t really be done before, or at 
least, now we could do them economically,” Law said. 
“Consumer demands have been changing too.” This leads 
to potential new services that could diversify revenue 
sources. “We saw some opportunity to do even more if we 
could achieve some scale,” he said.

While it was not the only factor, regulatory changes 
also played a large role in getting the investing companies 
together. In late 2011, the FCC released the universal ser-
vice transformation order, which subjected high-cost 
recovery mechanisms rural carriers rely on to even more 
cuts and caps. The order also introduced considerably 
more regulatory uncertainty through complex, unpredict-
able formulas. It gave a clear impression that the FCC felt 
that rural carriers were inherently “ineffi cient,” and that 
the commission was going to treat them that way regard-
less of the true situation.

“Rural carriers have been making things more effi cient 
for a long time,” King said. But the hostile situation did 
serve as a sort of focal point. “We saw an opportunity in 
adversity.” 

The investing companies came together when things 
were at a low ebb. “There were technological and market-
place changes,” Law said. “But we’re all impacted by reg-
ulations. Things were likely to get more diffi cult, and 
there are benefi ts to scale and collaboration. The timing 
was right.”

It took a little over a year to hold some serious discus-
sions, make decisions and develop a business plan. 
USConnect was incorporated in March 2013, and closed 
on its fi rst properties that December. It brought more 
rural carriers into its fold in February 2014.

Vertical Growth, Not Just   
Horizontal Growth
In many cases when carriers have been acquired, cash 
fl ow has been increased for the buyer simply by adding 
the revenue from the new company’s access lines. But 
King noted that as access lines continue to decrease 

overall, this kind of horizontal growth is not a sustainable 
strategy. “That’s just slowing down the melting of the ice 
cube,” he said.

Rather, USConnect is about using scale to make verti-
cal growth more achievable and bringing new products to 
consumers, according to King. “It’s about expanding ser-
vices and products,” he said, “not just gaining lines.”

Leo Staurulakis, executive vice president of consulting 
fi rm JSI (Greenbelt, Md.), which was involved in the for-
mation of USConnect, stressed the need to diversify. 
“Carriers need to branch out and broaden their base,” he 
said. “Individual companies can do this, especially the 
larger ones. But when you get some of these companies 
together, there are a lot of benefi ts in terms of both scale 
and collaboration.”

Local Brand, Local Staff
Some years back, it was a common practice for carriers to 
change their names, especially after a change of owner-
ship. However, companies acquired by USConnect will 
continue to operate under their current names. One of 
USConnect’s biggest strengths is the community focus of 
its component companies, according to Staurulakis. 
“These companies have been around for 50, maybe 100 
years,” Staurulakis said. “That’s a lot of history, and we 
don’t want to lose it.”

King agreed. “The reputation of each company is a 
strong asset that can be leveraged. These are recognizable, 
local brands that customers know.” The culture and atmo-
sphere of each company is part of the local community.  
“Those existing relationships are valuable tools to help 
sell new services” that can help carriers branch out and 
diversify their revenue streams, King said.

 “We keep the local name because it’s a solid local 
brand,” Law said. “We want to focus on positioning these 
carriers for greater success in their market.” Changing 
names at this point, according to Law, would detract 
from, rather than enhance, that effort.

This approach extends beyond the carrier’s name. 
USConnect also tends to keep local staff in place as much 
as possible. “We not only want to help them thrive,” said 
Law, “we’d also like to leverage their talents across the 
larger organization, while continuing to develop their 
local strengths.” In other acquisition situations, staff 
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F I V E  I N V E S T O R S
USConnect currently owns and operates seven RLECs, three video providers, 

five nonregulated communications providers, a low-power television station and an AM/FM radio station.

ORIGINAL INVESTORS

1 Brazoria Telephone Co., Brazoria, Texas

2 Dickey Rural Networks, Ellendale, N.D.

3 Farmers Telephone Cooperative, Kingstree, S.C.

4 Golden West Telecommunications Cooperative, Wall, S.D.

5 Horry Telephone Cooperative, Conway, S.C.

CURRENT PROPERTIES
Dalton Telephone Co., Dalton, Neb. A

Elsie Communications, Inc., Elsie, Neb. B
Livingston Telephone Co., Livingston, Texas C

Rye Telephone Co., Colorado City, Colo. D
S&A Telephone Co., Allen, Kan. E

South Park Telephone Co., Hartsel, Colo. F
Waverly Hall Telephone, LLC, Waverly Hall, Ga. G

E
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reductions have been commonplace. But the goal of 
USConnect is not just to reduce costs in the short run, but 
also to extend the benefi ts of the expertise that can be 
found in each company. “It’s not about lowering head 
counts,” King said.

Law also stressed that the investments are calculated 
to be long-term. “The fi ve shareholders are all rural 
LECs,” he noted. “We’re all operators who want to be suc-
cessful on our own, in addition to bringing 
success to USConnect. We’re not trying to roll 
up carriers and sell.” 

Collaborative Benefits
The combined talent found within the orga-
nization is among the biggest strengths of 
USConnect, according to Law. “We all recog-
nize that changes are rapid. We have to refo-
cus and adjust for the future. This is a great 
platform for us to collaborate.”

That collaboration is not only key to the 
business, but for Law, it is the most enjoyable 
aspect of the project. “I have the opportunity 
to partner with companies near and far,” he 
said. “These are quality providers with strong 
leadership, and it’s very gratifying to learn from 
each other and to share experiences. This 
kind of combined knowledge, along with our 
investments, really helps us to fi nd future 
opportunities.”

Next Steps
USConnect will consider further investment 
opportunities, according to King. Valuations 
and market dynamics can be fl uid, so the 
investors will take a conservative approach. 
The company may also be open to bringing 
on more investors, but again, those situations 
will be examined on a case-by-case basis. The 
company’s holdings include nonregulated 
businesses, and it is possible that could expand. 
As digital information becomes more impor-
tant, companies that focus on data and infor-
mation technology services may be considered 
as well. However, even though one of the prop-
erties USConnect obtained included some low-
power TV and radio operations, the company 
does not intend to focus on that area at this time.

Moving forward, USConnect is looking to 
leverage the scale it has achieved thus far to 
expand service offerings in the most econom-
ical way possible. While not yet ready to dis-
close specifi cs, the company appears hopeful 
about its ability to further diversify its reve-
nue and adjust to a changing marketplace.

FOCUSED ON OUR CUSTOMERS, 
POSITIONED FOR THE FUTURE.

800-542-8072 
www.cobank.com

Over the years, Blackfoot Telecommunications Group has grown from simply providing 
telephone service in rural Montana to delivering state-of-the-art communications services 
to more than 20,000 customers in eight counties in both Montana and Idaho. In 2013, 
with the help of a $40 million loan from CoBank, Blackfoot made a series of acquisitions 
that helped enable some of that growth. In addition to traditional voice and high-speed 
data, the company now offers a variety of other services, including owning western 
Montana’s largest private Voice over Internet Protocol network.

With CoBank as their financial partner, Blackfoot was able to redefine how they drive 
innovation to bring products and services to the market faster. 

CoBank’s commitment to serving rural America has never been stronger than it is today.  
We remain dedicated to the rural infrastructure industry and are proud of the strength and 
spirit of our customers.
 

“It made sense to have CoBank as our financial 
partner. Since they’re a cooperative, they  
understand our business and our needs.” 

Bill Squires, Chief Executive Officer, Blackfoot Telecommunications Group
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Bill Squqquiresires 
Chief Exxecutecutive ive OfficfifififiOfficOfficer, er, r BlacBlacBlackkfoot

The USConnect approach, which emphasizes partnerships 
and collaboration to achieve scale, rather than traditional 
acquisition, could be a model other carriers use as the landscape 
of the telecommunications industry continues to evolve.

Steve Pastorkovich is vice president–training and development at 
NTCA–The Rural Broadband Association. Contact him at   
spastorkovich@ntca.org.
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BY RICK SCHADELBAUER

Added

Working With
ANCHOR 

The

Institutions

The U.S. Department of Agriculture’s Economic Research 
Service recently reported that the number of Americans 
living in nonmetropolitan counties (the term 
“nonmetropolitan,” as used by the Department 
of Agriculture, is analogous to “rural”) fell 
between July 2012 and July 2013. This 
marked the third consecutive yearly decline. 
While the total decline between 2010 and 
2013 was relatively meager—72,000, or 0.16% 
of the overall rural population—the numbers 
raise an important question: Is this 
the result of the earlier economic 
downturn, or will it prove an 
ongoing trend?

This bit of news is hardly 
shocking. For quite some time, 
the rate of rural population 
growth has been slowing. It is only 
now, for the fi rst time ever,  that the rate has turned neg-
ative. Reversing this trend will not be easy, as there is no 
single solution that will solve the problem.

One key factor in securing the ongoing viability 
of rural communities will be the presence of 
strong community anchor institutions—
schools, libraries, hospitals and medical facili-
ties—and other institutions that play critical 
roles in the daily lives of a community’s citizens. 
While the presence of these anchor institutions will not, in and 
of itself, save rural America, there can be little doubt that their 
absence would be a blow. “I’ve seen several small town communi-
ties lose their schools over the last two years and the 

of

Rural communities survive–and thrive–
through their work with hospitals, schools and libraries.
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community starts dwindling soon after,” said John Tietjens, 
president and general manager of Mutual Telephone Co. (MTC; 
Little River, Kan.). “These organizations are the reason people 
choose to live in these communities. If you had a choice, where 
would you go—to a town with no school, library or hospital, or 
to a town that had all three?”

Turning People Into Communities
Communities are much more than groups of individuals who 
happen to live in close proximity to each other. Communities 
require something that brings neighbors together, that enriches 
their lives and satisfi es their physical and intellectual needs. 

Anchor institutions serve this role. As David Wolf, chief 
executive offi cer/general manager of Gardonville Coop-
erative Telephone Association (Brandon, Minn.), noted, 
“Anchor institutions add value by fulfi lling socioeconomic 
needs that are otherwise unmet in rural America.”

Anchor institutions do that in a variety of 
ways. Hospitals and other medical facilities 
in close proximity to a community provide 
not only health care but also peace of 

mind, an increasingly important 
concern as the rural population 
ages. Schools, both K–12 and 
post-secondary, allow residents to 
increase their education, which 
leads to higher-quality jobs and, 

ultimately, higher standards of liv-
ing. And libraries are “places you can 

go to see the world, no matter what your income 
level,” said Ron Ellis, Nex-Tech’s (Lenora, Kan.) 
director of operations.

While the community needs that these insti-
tutions satisfy may be very diverse, the anchor 
institutions have a common need of their own: 
reliable, affordable, high-quality broadband ser-

vice. “The anchor institutions in our community 
and in the surrounding communities we serve are very impor-
tant to us and to our customers,” said Shayla Grasser, MTC’s 
sales and marketing manager. “The broadband connection we 
provide to our schools, libraries and hospital allows access to an 
infi nite amount of information, technology and resources that 
enable the people of our communities to keep their business 
local. “Without high-quality broadband service, these institu-
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tions will not be able to fulfi ll their mission to a commu-
nity, and many would have little choice but to relocate.

Survey Says
NTCA–The Rural Broadband Association surveyed its 
members last fall about their experience providing broad-
band service to certain community anchor institutions, and 
220 companies responded. Their service areas included, 
on average, 2.4 public libraries, 6.1 K–12 schools, 0.2 com-
munity colleges, and 2.7 health care facilities. Survey 
respondents provided broadband service to 93.8% of the 
libraries within their service areas, 95.1% of the K–12 
schools, 93.9% of the community colleges and 88.4% of 
the health care facilities.

Survey results also show that these providers are offer-
ing high-quality broadband service to these anchor insti-
tutions. Respondents provide fi ber to the premise (FTTP) 
to 46.7% of the public libraries they serve, fi ber to the 
node (FTTN) to 13.3% and copper to 40%. Of the K–12 
schools served by survey respondents, 71.4% receive FTTP, 

10.4% FTTN and 17.9% copper. For community colleges, 
74% receive FTTP, 8% FTTN and 18% copper. Finally, 
51.8% of health care facilities served by survey respon-
dents receive FTTP, 13.8% FTTN and 34.4% copper.

While these survey results show that the responding 
service providers are doing a commendable job bringing 
broadband to these pillars of their communities, there 
remains much to be done. These institutions will require 
increasingly higher-quality broadband service as new 
innovative applications are developed and adopted. Like 
all broadband consumers, anchor institutions will fi nd 
their need for bandwidth steadily increasing. Many insti-
tutions that currently choose to take copper-based service 
will fi nd that only fi ber can meet their future bandwidth 
needs. Community-based broadband providers will need 
to be prepared to meet these demands. However, provid-
ing anchor institutions with the service they require will 
necessitate overcoming a number of obstacles.

The Challenges of Serving Anchor 
Institutions …
The diffi culties of providing service to rural communities 
have long been documented, most notably higher per- 
customer costs due to lower population densities, challenges 
posed by rugged terrain and competition from larger nation-
wide providers with access to greater resources. These 
same challenges face local providers seeking to serve com-
munity anchor institutions—only the stakes are consider-
ably higher. Failure to provide adequate service to these 
institutions will not only threaten the institutions them-
selves, but also conceivably the communities in which the 
providers themselves live and raise their families.

“The challenges we face are the geographic distances 
between locations and the bid responses typically being 
awarded to low-cost national carriers with subpar techni-
cal support,” said Gardonville’s Wolf. Rhonda Goddard, 
Nex-Tech’s chief operating offi cer–regulated services, con-
curred, and also added, “We face complications within 
the realm of federal funding for technology upgrades.” 
Nex-Tech also struggles with “the total cost to provide 
quality broadband service to 11 hospitals, 26 school dis-
tricts and 37 libraries in our 9,300-square-mile service area.” 

In some instances, rural local exchange carriers face 
competition for the privilege of serving community 
anchor institutions. And while federal programs like the 
stimulus efforts and E-Rate can provide valuable help in 
delivering high-quality, affordable services to anchor 
institutions, there is a danger that these scarce fi nancial 
resources may be used to overbuild networks that are 
already providing quality services to anchor institutions 
(and in some cases may already be supported by other 
federal programs, such as the high-cost Universal Service 
Fund). Care must be taken to ensure that those anchor 
institutions that are not getting the broadband service 

ANCHOR INSTITUTIONS

ANCHOR INSTITUTION?
There is no cut and dried definition of precisely what constitutes 
an anchor institution. Certainly, schools, libraries and medical 
facilities are the most commonly cited examples, and are undeni-
ably critical to the ongoing viability of the communities they serve. 
But there are numerous other facilities that can legitimately lay 
claim to being anchor institutions. These include, but are not 
necessarily limited to: 

Local government offices

State and federal government facilities

Public safety facilities and 911 call centers

Post offices

Chambers of commerce

Senior citizen centers and assisted living centers

Banks

Museums and historical societies

Ultimately, it is not the precision of the definition that is important, 
but rather the fact that all of these institutions are critical to the 
survival of vibrant rural communities.

What Is an
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they need benefi t from these funds. Outside of those 
areas, however, wasting precious resources constructing 
duplicative networks is simply not productive.

… and the Rewards
Community-based providers work hard to bring broad-
band service to their customers for the good of the com-
munity, and seeing it put to use can be extremely 
gratifying. “We are providing a dedicated Ethernet circuit 
in between two communities using fi ber optic. This 
allows the local hospital to extend its private network to 
the medical facility 10 miles away as if it was in the same 
building,” said MTC’s Tietjens. “They use this for voice/
video/data sharing and rely on this path for communica-
tion needs. For example, doctors may communicate with 
nurses in other communities, or medical records may be 
sent back and forth on a secure, private connection.” 

In Gardonville’s service area, a senior care facility is able 
to use its broadband connection to utilize a system called 
GrandCare, which “offers a higher quality of life by allow-
ing individuals who require continual health care to 
receive expert care while in the comfort of their own 
home,” Wolf said. “Not only does GrandCare connect 
individuals to their health care providers but also to 

friends and family, allowing an all-hands-on-deck 
approach to an individual’s overall well-being.”

In Kansas, Nex-Tech has worked closely with the Rural 
Utilities Service (RUS) to help local students explore career 
options. “In 2012, the Interactive Consortium Academic 
Network (I-CAN) received a federal Distance Learning and 
Telemedicine Grant from RUS that enabled 10 western 
Kansas I-CAN schools to upgrade their interactive distance    
pathways programs in medical and other fi elds,” Goddard 
said. “I-CAN provides a medical career day each spring 
that enables students from the participating schools to 
hear from professionals in local area medical fi elds.”

These examples represent but a small sample of the 
numerous ways anchor institutions are using broadband 
to improve the quality of life of the citizens in their com-
munities. In reality, the practical applications of the tech-
nology are limited only by the imagination of the anchor 
institutions—and the ability of broadband providers to 
supply them with the necessary bandwidth to make their 
creative ideas reality. At stake, quite literally, may be the 
very survival of rural America.

Rick Schadelbauer is NTCA’s economist. Contact him at   
rschadelbauer@ntca.org.

Connect to the Common Point/ANPI Tandem and see an immediate increase of up to 50% in access

revenue. Our Tandem eliminates phantom traffic, ensuring every call is populated with the appropriate

CIC – and billable. We also provide partners with a reward or bundled service credit, as well as savings

by consolidating broadband and PSTN connectivity.

Increase your access revenue. Call (877) 366-2674 today, or visit anpi.com/carrier/tandem.
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T   
he Occupational Safety and 
Health Administration (OSHA) 
has one primary purpose. No, 
it’s not giving out fi nes. It’s send-
ing each worker home safe and 
sound each day by developing 

standards, maintaining recordkeeping 
and providing safety-related training. 

OSHA, a division of the Department of Labor, was signed into law 
by Richard Nixon on December 29, 1970. That’s right: OSHA standards 

are laws. OSHA says employers must identify workplace hazards 
and use engineering and administrative controls to remove 

the hazards where possible. These include hazards from 
machines and tools, hazardous substances and work proce-
dures that can cause injuries. When those hazards cannot be 
eliminated, employees need Personal Protective Equipment 
(PPE). The standard addresses head, eye and face, hand, 
hearing and foot protection. 

As the employer, you have to evaluate the hazards, pro-
vide and pay for the appropriate PPE (with some exceptions), 
make sure you are medically qualifi ed for certain tasks, and 

train employees on why PPE is necessary, what type of PPE 
is necessary, and how to properly put on, take off, adjust and 

wear PPE. Employees are responsible for wearing it, cleaning and car-
ing for the PPE, and informing their supervisors when the PPE needs to 
be repaired or replaced. As a general rule, PPE should be stored in an 
area that protects it from light, temperature extremes, excessive humid-
ity or cold, or other damaging conditions. 

Head Protection 
The easiest way to protect your brain from injury from an impact is to 
wear a hard hat. You should always wear a hard hat when there is a 
danger of objects falling from above; where you could bump your head 
against an object; and when there is a chance of your head coming in 

contact with electrical conductors. All 
hard hats must meet ANSI standard 
Z89.1. Hard hats have a suspension 
system and ventilation in their design. 
There are three classes: C (not rated 
for electrical protection), G (electric 
protection up to 2,200 volts), and E 
(electric protection up to 20,000 volts). 
You should wear the hat level on your 
head and make sure there is enough 
space between your head and the shell. 
Never drill holes. If the sun is changing 
the color of your hard hat, this is a sign 
it might need to be replaced. 

Eye and Face Protection
Flying particles or chemicals can dam-
age your eyes. Safety glasses have strong
frames and impact-resistant lenses that 
provide protection. There are many 
designs/styles of safety glasses these 
days (even prescription), but to meet the 
standard, they must say “ANZI Z87.1.” 
They should fi t snugly on your face and 
not slide down your nose. Clean them 
using water and a nonabrasive soap, 
and let them air dry.

PERSONAL 
PROTECTIVE 
EQUIPMENT 

The Last Line 
of Defense

B Y  M A R I LY N  A .  B L A K E

That’s 
right: 
OSHA 

standards 
are laws. 
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NTCA BROADBAND BEAT    

Tune in to the latest policy news as NTCA Chief Executive Officer Shirley Bloomfield discusses hot topics with 
industry leaders and lawmakers who are working to drive the rural broadband industry forward.
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Rural Broadband Adoption and the Role of the FCC

Broadband for Economic Development Opportunities

Improving the Lives of Rural Americans
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Hearing Protection 
This is one form of PPE that many people 
think they can do without, but it is very 
important because hearing loss typically 
happens gradually. OSHA sets legal 
limits on noise exposure in the work-
place. These limits are based on a 
worker’s time weighted average over 
an 8-hour day. With noise, OSHA’s per-
missible exposure limit is 90 decibels 
for all workers for an eight-hour day. 
Disposable ear plugs are the most com-
mon type of hearing protectors. To use 
them, roll and compress them between 
your fi ngers and thumb, reach behind 
your head, pull up and back on your ear 
to open the canal, and insert the plug. 
Canal caps are similar to plugs but are 
connected by a band and generally can 
be cleaned and reused. Ear mugs seal 
around the entire ear. 

Hand Protection
Without the use of our hands, most of us 
would have a diffi cult time performing 
regular activities. Wearing the proper 

gloves can protect you from burns, 
bruises, abrasions, cuts and chemical 
exposures, for example. If you work with 
sharp objects for jobs like splicing, you 
should wear cut-resistant gloves made 
of materials like Kevlar, tough synthetic 
yarns or steel mesh. If you work with 
extreme temperatures, you should use 
special temperature-resistant gloves. 
And, if you work with electricity, you 
should wear insulating rubber gloves. 
Gloves should be inspected before 
each wear for damage and should fi t 
snugly.

Foot Protection
When there is a risk of heavy objects 
falling or rolling (like reels of cable), 
there is a risk of crushing, breaking or 
penetrating your feet. In these situa-
tions, you should wear foot protection 
that complies with ANSI Z41.1. The most 
common kind of foot protection in our 
industry is steel-toe boots, which are 
designed to protect the toes from being 
crushed. A common misconception is 

that employers are required to pay for 
steel-toe boots. While you can make 
them mandatory and you can pay for 
them, you are not required to pay for 
them. 

The protection offered by the PPE 
is the last line of defense against an 
injury. Wearing PPE can reduce or 
eliminate the chance of getting hurt. 
When the employer deems it necessary, 
it should be worn every time that task 
is performed. It becomes the front-line 
supervisors’ responsibility to make sure 
the employees are using/wearing it. If 
an OSHA inspector visits, the employer 
can be fi ned for PPE violations. OSHA 
is now able to multiply any fi nes related 
to PPE violations by the number of your 
employees, rather than issuing one 
practicewide citation. So, it’s important 
to know and understand your responsi-
bilities as they relate to PPE.

Marilyn A. Blake is chief operating officer of 
Telcom Insurance Group. Contact her at   
mab@telcominsgrp.com.

BUILD WITH US

www.electricominc.com
800.483.5941                
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We believe  
in risks worth taking.

From Hi-fi to WiFi —

800.669.0622   |    farmersunioninsurance.com

Get in touch  
for a free onsite consultation.

QBE and the links logo are registered service marks of QBE Insurance Group Limited. 
Coverages underwritten by National Farmers Union Property and Casualty Company. 
California Company ID #3078-3. © 2013 QBE Holdings, Inc.

For more than 40 years, we’ve been  
a leading partner in the ever-changing 
telecommunications industry. We use 
our expertise to design insurance 
plans that help our clients build faster, 
stronger networks across the country. 
Where others see change, we see 
opportunity. We’re QBE Farmers 
Union. We make things possible.
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Recruit,  
 Reward,  
  Retain

The Triplee Triple
Program

p

From NTCA
gg

Recruit a member. 
Be rewarded!

How it works:
Reach out to your peers
and colleagues that are
not NTCA members and
explain the advantages of 
membership.

EmE ail NTCA Membership
at mmembership@ntca.org
to nootitify us each time

you haveve recruited a new
member. MaMake sure to
include the neew w member’s
name.

For each new NTCA A
member you recruit,
you will receive both a
$25.00 Amazon gift card
and be entered into our
grand prize drawing to
win an iPad Air. (Grand 
prp ize is generously provided
byby M apcom.)

For more program information, 
including applications  
and materials about 
membership benefits,  

visit www.ntca.org/triple_r  
or call 703-351-2118.
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2014 NTCA TeleChoice Award Winners

SINGLE-TARGET 
PRINT 

PUBLICATION

In-house 

Home Communications Inc. 
(Galva, Kan.)

In-house

Dakota Central Telecommunications 
(Carrington, N.D.)

In-house 

SRT Communications   
(Minot, N.D.)

In house

Outsourced 

Waitsfi eld and Champlain Valley 
Telecom (Waitsfi eld, Vt.)

The NTCA TeleChoice Awards is an annual program that honors excellence in member telecom company public 
relations and marketing. Entries were displayed and 33 winners were announced during the recent PR & Marketing 
Conference in Seattle, Wash.

“Telco marketers are naturally creative and innovative. The TeleChoice Awards program gives them the opportunity 
to shine and to learn from one another,” said NTCA Director of Communications Laura Withers. “We’re really excited to 
display the new local video content category this year. It’s a terrifi c way for us to celebrate the work of our members.”

Entries in six main categories—annual report, complete marketing campaign, customer newsletter, single-target 
print publication, local video content and website—were judged in three divisions based on the number of access lines 
served by the entrant. Also, entries were judged by two production types: “in-house” and “outsourced.” “In-house” 
refers to entries for which the creative aspect originated within the member companies, while “outsourced” refers 
to those entries for which the creative aspect was implemented with assistance from a consultant or outside fi rm. 

Entries were judged on design, writing, creativity and other elements specifi c to each category. 

 1–5,000 Access Lines        5,001–10,000 Access Lines        10,001+ Access Lines 

In

D
(C

Outsourced 

Chariton Valley Telephone Corp. 
(Macon, Mo.)

S

40
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CUSTOMER 
NEWSLETTER

In-house 

D&P Communications 
(Petersburg, Mich.)

In-house 

Dakota Central Telecommunications 
(Carrington, N.D.)

Outsourced 

Mountain Telephone (West 
Liberty, Ky.)

In-house 

Gardonville Cooperative 
Telephone 

(Brandon, Minn.)

In-house 

Consolidated  
Telecommunications Co.  
(Brainerd, Minn.)

Outsourced 

BEK Communications 
(Steele, N.D.)

In-house 

GVTC Communications 
(New Braunfels, Texas)

Outsourced 

Pioneer Telephone Cooperative Inc. 
(Kingfi sher, Okla.)

O t d

O

M
L

Outsourced 

XIT Communications
(Dalhart, Texas)

ANNUAL 
REPORT

In-house 

Triangle Communications 
(Havre, Mont.)

Outsourced

Valley Telecommunications  
(Herreid, S.D.)

Outsourced 

RTC (Parshall, N.D.)

O

R
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C O N T I N U E D
 1–5,000 Access Lines        5,001–10,000 Access Lines        10,001+ Access Lines 

Outsourced 

Copper Valley Telecom 
(Valdez, Alaska)

In-house 

Star Telephone 
(Clinton, N.C.)

In-house 

OmniTel 
Communications 

(Nora Springs, Iowa)

Outsourced 

Solarus 
(Wisconsin Rapids, Wis.)

COMPLETE 
MARKETING 
CAMPAIGNS 

In-house

Mt. Angel Telephone Co. 
(Mt. Angel, Ore.)

In-house

Nex-Tech 
(Lenora, Kan.) Outsourced

Alliance Communications 
(Garretson, S.D.)

WEBSITES

Outsourced

New Hope Telephone Cooperative 
(New Hope, Ala.)

In-house

Canby Telcom 
(Canby, Ore.)

Outsourced 

Consolidated 
Telecommunications 
Co. (Brainerd, Minn.)

In-house 

Valley Telephone Cooperative Inc. 
(Raymondville, Texas)
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In-house

Mulberry 
Telecommunications 

(Mulberry, Ind.)

In-house

Nex-Tech 
(Lenora, Kan.)

Outsourced

BTC Broadband 
(Bixby, Okla.)

Outsourced

SkyLine Membership Corp./
SkyBest Communications Inc. 
(West Jefferson, N.C.)

LOCAL 
VIDEO 

CONTENT

In-house

Valley Telephone Cooperative, Inc. 
(Raymondville, Texas)

View the winning local video content entries online at www.ntca.org/telechoiceawards.

For more information about the NTCA TeleChoice Awards 
and how you can participate, visit 
www.ntca.org/telechoiceawards.   
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costly wireline or wireless network con-
struction cost.

One of the things that NRTC has 
observed over the last year is that Exede is 
growing subscribers noticeably in areas 
where terrestrial wireless services—such as 
Wi-Fi based communications over unli-
censed bands or services on licensed 700 
MHz or cellular bands—have been going 
through transitions. These transitions leave 
some customers either unserved or with 
few competitive alternatives.

CASE ONE    
Lismore Cooperative Telephone Co.

At the beginning of 2014, Verizon shut down 
its ClearWave fi xed wireless service, which 
covered a signifi cant amount of South-
western Minnesota near Lismore Cooperative 
Telephone Co. in Lismore, Minn. Lismore, 
which had always been a dealer for Verizon 
cellular service, decided to market Clear-
Wave’s successor fi xed wireless service, 
HomeFusion, based on faster LTE technology.

Lismore is also an Exede dealer through 
NRTC. Since January 1, the telco has been 
offering both HomeFusion and Exede to 
the former ClearWave customers. The 
result? To date, more than 100 former 
ClearWave customers have chosen Exede.

“Exede’s been working out very well,” 
said Bill Loonan, Lismore Cooperative 
Telephone’s general manager.

The telco offers FTTH to its core telephone 
service area of about 320 lines, but wanted 
to extend its business to serve additional 

But there are economic realities as well. 
For many telcos, the prospect of serving 
their entire service areas with FTTH is not 
yet viable. Depending on the economic and 
geographic realities, FTTH as an expansion 
CLEC strategy also may not be possible. It is 
necessary to continue operating DSL or 
fi xed wireless solutions in these areas.

NRTC’s recommendation: Consider add-
ing Exede satellite broadband to the list of 
technology alternatives.

The fi rst thing to consider is that satellite 
broadband technology in 2014 is very 
good. Put away all memories of satellite 
services that delivered speeds less than half 
as fast as typical DSL or cable modem ser-
vice at double the price. Exede offers an 
advertised rate of 12 megabits per second 
(Mbps), but commonly performs up to 15 
Mbps at prices that often beat all other 
competitors in very remote rural areas.

The difference is in the quality of new-
generation broadband satellites now in orbit. 
ViaSat, Exede’s parent company, launched 
ViaSat-1 in 2011. To date, it remains the 
highest-capacity satellite in the world with 
140 gigabits per second of total through-
put. Changes in the marketplace refl ect the 
technology’s improvements. The number of 
overall satellite broadband subscribers has 
nearly tripled in the last eight years. 

Along with being a better value for cus-
tomers, Exede through NRTC is a very low-
cost business for rural telcos to enter. Most 
of the capital expenditure for typical NRTC 
members offering Exede is in the form of 
consumer equipment orders. There is no 

SPONSORED CONTENT

Exede Satellite Broadband Delivers 
High-Speed Broadband for Subscribers; 
Business Flexibility for Rural Telcos

customers outside its territory. It 
decided that offering multiple tech-

nologies was the best way to reach 
the most people with the service that 

fi ts best.
Comparing the two, Exede often out-

performs HomeFusion. Exede advertises 
downstream speeds of 12 Mbps and often 

surpasses that in real-world performance. 
HomeFusion advertises average speeds of 
5-12 Mbps downstream. Both services set 
monthly caps on the amount of data a sub-
scriber can use, with HomeFusion prices 
tending to be slightly higher than prices 
NRTC Exede dealers charge. 

Perhaps the biggest difference between 
the two broadband services is in technical 
support. “Tech support is a big deal. They 
call us up [for Exede service] and we go out 
the same day,” Loonan said. “If they’ve got 
HomeFusion, they’ve got to call a [Verizon] 
tech support number and who knows for 
sure when it’s going to get to whoever is 
going to go out and fi x it.”

CASE TWO 
Kaplan Telephone Co.

Until recently, Kaplan Telephone Co. in Kaplan, 
La., operated its own fi xed wireless Internet 
service on unlicensed 900 MHz and 2.4 MHz 
bands. The service began in 2002 and at its 
peak had about 1,000 subscribers. But as the 
company reviewed the business, it realized 
that it was time to make some changes.

The cost of equipment and tower space 
for the wireless service had risen to deplete 
return on investment. “It just made sense to 
go with the satellite option,” said Kaplan 
President Carl Turnley.

So Kaplan looked for alternative solu-
tions to reach its rural customers. In Exede, 
it found a long list of potential benefi ts:
a The Exede footprint covered all of Kaplan’s 
former wireless broadband customers. 
a Exede off ered an opportunity to expand 

R            
Rural telephone companies can be proud of the strides they have 
made toward serving their communities with broadband Internet 
service. In many cases, they have been ahead of the large carriers 
in providing the most up-to-date technologies. Fiber to the home 
(FTTH) is becoming almost commonplace in small towns where 
independent telcos have been willing to make the investment.
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“underserved.” How many homes are 
dependent on Internet from technologies 
that do not match Exede’s 12 Mbps down-
stream performance? Those cases are out 
there.

What Raises the Most Questions? 
Data Caps
Of course, Exede is not the perfect solution 
for every customer. Internet subscribers, 
even those in the most remote and 
unserved areas, might be “gamers,” folks 
who are buying broadband for the particu-
lar purpose of playing online games with 
remote competitors. There is a certain 
amount of latency involved with any satel-
lite communications that does not work 
well with gaming programs.

But the greatest competitive challenge 
for telcos marketing Exede is the monthly 
data cap. Customers that are used to hav-
ing unlimited plans dislike suddenly having 
to conform to limits. “We are having some 
problems with the download restrictions,” 
Kaplan’s Turnley said.

Satellite communications, even over a sat-
ellite as powerful as ViaSat-1, comes with some 
capacity limitations. In order to maintain 12 
Mbps service to as many customers as pos-
sible during peak hours, it must limit the 
amount of data subscribers use each month. 

its fi xed broadband service territory   
without signifi cant capital investment.
a Exede generates a healthy return on 
investment and an ongoing revenue stream. 
a There was a low cost of entry into the 
Exede business through NRTC.
a Kaplan retains a more direct rela  onship with 
its customers by off ering Exede through NRTC. 

“Overall, it is a beautiful product that fi lls 
a niche for us,” Turnley said. “The product is 
stable, and it’s a lower cost of ownership. 
We’re pleased with it.”

These are just two instances where NRTC 
members are using all the broadband options 
available to them, including satellite, to 
serve all of their customers and expand 
beyond their telco service areas. Many telcos 
could benefi t by researching the households 
in their regions to fi nd the optimal broadband 
technology for each potential customer. 

How many are unserved? The number of 
unserved households is shrinking, but if you 
look around, you’ll fi nd them. According to 
federal estimates as of June 30, 2013, about 
half a percent of the population in Minnesota, 
where Lismore Cooperative Telephone does 
business, has no access, wireline or terrestrial 
wireless, to Internet faster than 3 Mbps. Half 
a percent of Minnesota’s population is more 
than 27,000 people or about 12,000 house-
holds, all located in the most hard-to-serve 
areas where Exede can do the most good.

In Kaplan Telephone’s state of Louisiana, 
the unserved population is nine-tenths of a 
percent. That comes to more than 41,000 
people and 18,000 households.

Once a telco has determined how many 
unserved homes are in the area, it’s useful 
to look for customers who are 

NRTC members have the freedom to set 
their own rates for data plans. Exede’s 
national rates are $49.99 for 10 gigabytes 
(GB) per month; $79.99 for 15 GB; and 
$129.99 for 25 GB.

In some cases, the need for more capacity 
is only a matter of perception. A majority of 
rural broadband subscribers, who use Exede 
for basic Web surfi ng, email and to watch an 
occasional YouTube video, usually don’t come 
close to going over their monthly limits.

But in cases where customers download 
large amounts of video over services such 
as Netfl ix or iTunes, the monthly caps are a 
problem.  “You download something like the 
“Wolf of Wall Street,” a three-hour movie 
and it’s in HD, that’s almost a 5 GB movie,” 
Turnley said. He estimated that the cap lim-
its are an issue for up to 30% of his customers.

ViaSat recognized fairly early that it had 
to address the monthly cap problem. It 
began offering customers a “Free Zone” to 
download large amounts of data during 
overnight, off-peak hours when the load on 
the network is lighter. For standard Exede 
plans, customers can set their computers to 
download video off Netfl ix without using 
any of the capacity in their plans between 
the hours of midnight and 5 a.m. local time. 
Other plans offer a 3 a.m. to 8 a.m. window.

The Future of Satellite Broadband
The good news is that satellite technology 
always improves. Many of the limitations of 
ViaSat-1 will end with the launch of ViaSat-2.

ViaSat has targeted the launch of its 
next satellite for mid-year 2016. Boeing 
Space & Intelligence Systems now is in the 
process of building the orbiter, which will 
break ViaSat-1’s record with twice as much 
capacity. That could go a long way toward 
increasing downstream speeds and the 
data caps in future pricing plans.

The new satellite also will fi ll in all of the 
holes left in ViaSat-1’s coverage of the 
lower 48 states, as well as provide coverage 
into parts of Europe for connectivity during 
transatlantic fl ights.

But one important thing will not change. 
Satellite service will continue to be an 
important niche for connecting much of 
rural America. NRTC’s approach will be to 
continue making it as easy as possible for 
rural telcos to serve their subscribers.  ■

ViSat -2’s 
geographic 
coverage 
area

How many homes are 
dependent on Internet from 

technologies that do not 
match Exede’s 12 Mbps 

downstream performance? 
Those cases are out there.
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B Y  H I L L A R Y  C R O W D E R

ABOVE

NTCA members  

visited with dozens  

of lawmakers through-

out the conference.

LEFT

Sen. Mark Begich  

(D–Alaska) addressed 

the audience before 

members descended  

on the Hill. 

BELOW

NTCA Chief Executive 

Officer Shirley Bloomfield 

(far right) and Vice 

President of Advocacy 

Initiatives Tom Wacker 

(right) meet with Rep. 

Jason Smith (R–Mo.)  

(far left) at the con-

ference kickoff breakfast. 

Telcos Take to the Hill
During the NTCA 
Legislative & Policy 
Conference
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BY HILLARY CROWDER

M
ore than 500 members of NTCA–The Rural 

Broadband Association converged on the 

nation’s capital April 7–8, 2014, for the 

annual Legislative & Policy Conference. 

The event featured industry leaders,  

congressional staffers and policy-

makers addressing critical rural issues 

before the telco representatives traveled to 

Capitol Hill to meet with their members of 

Congress.

NTCA Chief Executive Offi cer Shirley Bloomfi eld 
kicked things off by highlighting several policy ini-
tiatives and advocacy efforts at the state and 
national levels. She was followed by keynote 
speaker John Padalino, administrator for the U.S. 
Department of Agriculture’s Rural Utilities Service, 
who addressed the economic viability of rural 
America, calling it “a cause worth fi ghting for.”

A series of panels featuring congressional staff, 
FCC legal advisers, leaders from statewide asso-
ciations and NTCA’s policy team rounded out the 
fi rst day of the event. The groups discussed a wide 
range of issues pending before the FCC and 
Congress, including Universal Service Fund contribution 
reform, spectrum incentive auctions and the IP transition.

Reps. Jason T. Smith (R–Mo.) and Bruce L. Braley (D–Iowa), 
as well as Sen. Mark Begich (D–Alaska), addressed conference 
attendees at a kickoff breakfast on day two of the conference 
and described the need for broadband services in rural 
America, as well as the need for policy changes that support 
rural providers and consumers.

Members also participated in hundreds of visits with mem-
bers of Congress and their staff to advocate for a support sys-
tem for standalone broadband services in rural communities.
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X

TOP

Missouri members met with Sen. Sam 

Graves (R–Mo.). 

ABOVE RIGHT

RUS Administrator John Padalino 

served as the keynote speaker at the 

conference. 

ABOVE

Wisconsin members gave Rep. Ron Kind (R–Wis.) his very own 

#ruraliscool badge during their Hill visit. 

LEFT

Rep. Cory Gardner (R–Colo.) learns more from Colorado members 

about NCTA’s efforts to establish standalone broadband support.
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TCA–The Rural Broadband 

Association will host its 2014 Fall 

Conference in scenic San Francisco, 

Calif., at the doorstep of Silicon Valley. Come 

for the educational sessions, the great keynote 

speakers and to learn what’s in store for the indepen-

dent telecom industry in the coming months. Then 

supplement the learning and networking opportuni-

ties with the sights and sounds of San Francisco—

from the Golden Gate Bridge to Fisherman’s Wharf 

and Chinatown.

Some of the many highlights of this year’s confer-

ence follow.

Three Things
If you’re continuing to feel the effects 
of a sluggish economy, you’re not 
alone. Eric Garland, the keynote 
speaker during the conference’s 
Opening General Session, wants 
you to remember three things about 
the future of the economy:
1. We are not in a recovery.
2. Things will never be “normal” again.
3. Businesses and local economies can still grow, remain 
profi table and have fun at a time when things seem crazy.

Daniel Ellis, director of content delivery 
options at Netfl ix, will share how the com-

pany’s Open Connect content delivery 
network can lower costs through peering 
and storage.

NTCA Chief Executive Offi cer Shirley 
Bloomfi eld will take the stage during the 

same session to discuss member engage-
ment initiatives for the coming year, and 

she’ll explain what the industry’s unifi cation 
means for NTCA board leadership in 2015 when 

the NTCA 2015 Board of Directors is introduced.
If you sometimes think running a 

business is like climbing a mountain, 
you will want to hear Alison 
Levine—captain of the fi rst 
American Women’s Everest 
Expedition and author of the best-
selling “On the Edge: The Art of 
High-Impact Leadership”—close 
the show by defi ning high-risk, high-
reward, high-impact leadership. 

Also during the Closing General Session, hear Chris 
Rivera explain how software-defi ned networking is cre-
ating new opportunities for your business. 

FALL CONFERENCE PREVIEW  

Colorful 
Fall Conference 
Comes to 
San Francisco
BY CHRISTIAN HAMAKER
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See the City
Supplement Fall Conference learning and development 
with numerous options for taking in the sights of San 
Francisco. Arrive by Sunday for the Sonoma Wine Tour, 
or head to magical Marin County to glimpse its varied 
land and seascapes. On Monday, tour Alcatraz Island 
(the tour repeats Tuesday), or fall in love with San 
Francisco during a city tour. 

If you prefer to see the city on foot—and if you’re an 
early riser—don’t miss the Fun Run/Walk, Sunday–
Wednesday, from 6:15 to 7:15 a.m. It’s a great way to get 
some exercise and get ready for what the conference 
has to offer each day. Meet in the hotel lobby, where 
the group will divide into runners and walkers.

The Foundation for Rural Service will hold its 
Golf Outing at Tilden Park Golf Course in 
Berkeley on Sunday, the same day TECO/
RTAF explores “Treasured Chinatown.” On 
Monday, the foundation hosts “Bright Lights, 
Big City: An Evening of Elegance With 
FRS”—a harbor cruise aboard the California 
Hornblower. Tuesday brings the Spouse Session 
(“Comedy Magic”), a special benefi ts seminar on 

managing the costs of employee benefi ts, and the 
Rural Is Cool Reception and Vendor Showcase.

While in town, don’t miss the great city restau-
rants, which you can enjoy with NTCA staff. 
Check the full list of restaurants online before 
the conference, and have a Dutch treat dinner 
with colleagues.

REGISTER TODAY 
for the Fall Conference by visiting 

www.ntca.org/fallconference. 

Questions? Contact the NTCA meetings 

department at meetings@ntca.org or 

703-351-2099. 

 

Net Neutrality and Anchor Institutions 
Regulations, revenue, how to run effective board meet-
ings—those are the focus of just some of the many edu-
cational sessions taking place Monday at Fall Conference.

Learn how to boost your number of business custom-
ers and how to serve anchor institutions during a ses-
sion brought to you by NTCA’s Associate Member 
Advisory Council. Or, choose “Creating You Own Model 
Smart Home,” “Telecom Policy and Revenue Issues 101” 
or sessions on the IP transition and network neutrality. 
All are great choices on timely topics that point the way 
forward on issues that affect your bottom line.

Tuesday brings its own wealth of opportunities for pro-
fessional development. Concurrent sessions focus on 
the automated home, managing through diffi cult fi nan-
cial times and running effective board meetings, not to 
mention an FCC overview and outlook for 2014 and 2015.

Tuesday also includes eight Innovation Think Tanks—
topic-based open exchanges on board diversity, cre-
ative partnerships, marketing tactics and tomorrow’s 
technologies. 
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Additionally, the billing analysis identi-
fi ed several services Kiesling Associates was 
paying for, yet not using. By customizing an 
MPLS solution for Kiesling Associates, 
wasteful spending was eliminated and the 
value of the service increased.

INS’ standard MPLS services also added 
value to the Kiesling Associates plan, offer-
ing a more robust solution:

a INS Engineers designed a custom 
solution.
a INS Network Operations built, tested 
and turned up the solution.
a INS Network Operations continues to 
monitor and maintain Kiesling 
Associates’ service.
a INS’ “one call does it all” simplifi es and 
streamlines processes.

Why INS?
Kiesling has a strong relationship with INS, 
and it was a great benefi t to them to keep 
their services with a local provider. “INS’ per-
sonal, one-on-one dedication to our suc-
cess is equally important as the service 
provided,” stated Micah Cope, Kiesling net-
work administrator. “The one time I had to 
contact them regarding a concern, the sup-
port personnel were great and the issue 
was resolved in a timely manner.” 

So when one of their largest clients 
demonstrated the same business values 
and service models, Kiesling Associates 
moved their Multi-Protocol Label Switching 
(MPLS) to Iowa Network Services (INS). They 
knew that working with another local, cus-
tomer-focused company would help them 
streamline their connectivity needs.

Client Challenge
While their previous MPLS system was suf-
fi cient, one of the Kiesling Associates’ loca-
tions was not confi gured as optimally as 
the others, affecting call quality and data 
transmissions. Another driving factor was 
ensuring that they were receiving superior 
voice and data services at a reasonable price.

INS Solution
Kiesling Associates’ single point of contact—
their INS Account Manager—set everything 
in motion, beginning with a full audit of 
Kiesling Associates’ communications frame-
work. The dedicated team of experts at INS 
reviewed the entire system—from network 
confi gurations and equipment to physical 
locations and billing—ensuring all oppor-
tunities and issues were identifi ed.

The analysis of Kiesling Associates’ network 
identifi ed the need for some additional band-
width to resolve the quality and data trans-
mission issues initially discovered. Plus, the 
extra bandwidth ensured continued superior 
performance at all fi ve of their locations.

SPONSORED CONTENT

Iowa Network Services
Case Study: 
Kiesling Associates

The transition allowed Kiesling 
to continue to control how data 

fl owed through their business. This 
was another signifi cant factor in their 

decision to migrate to INS. Additionally, 
through their partnership with INS, 

Kiesling is able to better control their pri-
vate network and the data distribution. 

With the one call system and INS monitor-
ing, the two companies can quickly and 
easily collaborate to troubleshoot and 
resolve any issues.

Results and Benefi ts
Kiesling saw immediate results and bene-
fi ts from implementing the INS MPLS ser-
vice. “The MPLS provides a fast and highly 
functioning option for network traffi c,” said 
Cope. “Most importantly, it has allowed us 
to isolate traffi c that was a higher priority.” 

Additionally, INS eliminated the unwanted 
and unused services, streamlining Kiesling 
Associates’ processes and removing unnec-
essary billing charges. Most importantly, a 
great relationship between two companies 
became even stronger.

About MPLS
MPLS is a modern implementation of a 
packet switching network, capable of carry-
ing a mix of voice, video and data traffi c. An 
MPLS network can take the place of your 
current telecommunications and informa-
tion technology infrastructure, resulting in 
less overhead, simpler administration and 
improved performance. 

In an MPLS network, each packet of data 
carries a label. The network routes the data 
based upon the label instead of having to 
read the entire packet. MPLS service puts 
your network in the cloud. It’s a fast, fl exible 
way to confi gure a network. 

R
Relationships are the most important element of doing business at 

Kiesling Associates. It’s their personal commitments, responsive-

ness and local service that allow them to provide timely, quality 

services that exceed the expectations of their customers.
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a Single source for acquisition of neces-
sary connectivity.
a Support oversight for entire solution— 
no need to call the DSL provider in one 
town and the T-1 provider in the other. 
We manage everything—from start to 

fi nish, and for all providers. This means you 
have only one call to make for services and 
will receive only one bill.

Quality of Service (QoS) management 
gives you the tools to leverage your net-
work. You decide which traffi c is most 
important and needs to go fastest. With INS’ 
QoS, you choose four levels of priority. You 
can assign traffi c by:

a Source or destination IP
a Source or destination protocol port
a Protocol
You may assign bandwidth as a percent-

age, or on an absolute level.

As business networks increasingly carry 
converged traffi c (VoIP, video, data), MPLS 
has emerged as the most effi cient way to 
meet the special delivery needs of each 
type of data. Using state-of-the-art moni-
toring, your data is managed and routed 
through the INS Network.

The MPLS technology is transport 
agnostic, so you can seamlessly join 
together locations using network transport 
protocols such as time division multiplex-
ing (TDM) circuits, frame relay, Ethernet or 
broadband access. The MPLS service uses a 
mesh topology, passing data from one 
node to another en route to its destination. 
If there is an INS Network interruption, our 
self-healing network will reroute your data.

The INS MPLS solution saves time and 
improves effi ciency through network over-
sight and management:

Lastly, an MPLS solution provides mobil-
ity and connectivity from multiple locations. 
Off-site workers and satellite branches can 
seamlessly join your MPLS network through 
a Web-based Virtual Private Network. INS 
MPLS Remote Worker Access travels with 
your employees so they can use it from 
their home or on the road since authentica-
tion and installation of the private connec-
tivity is initiated through the Web.

For more information about MPLS 
solutions and Iowa Network Services, visit 
www.IowaNetworkServices.com or call 
800-CALL-INS. ■

20 Mb 10 Mb

100 Mb 20 Mb

Backup Site/
INS Data Center

Headquarters

Branch Branch

INS MPLS
CLOUD
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Thank You
to our 2014 Regional Conference sponsors!

PLATINUM
LEVEL

Calix • National Exchange Carrier Association (NECA)
 

Consortia Consulting • ElectriCom, LLC • Finley Engineering Co.

GENBAND • GVNW Consulting, Inc. • Interstate Telcom Consulting, Inc. (ITCI)

Mid America Computer Corp. (MACC) • Monte R. Lee and Co.

Olsen Thielen & Co., Ltd. • Pinnacle Publishing • Power & Telephone Supply Co.

TCA • Toly Digital Networks

GOLD
LEVEL

SILVER
LEVEL
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By Geri Salmela, West Central Telephone Association Marketing Director

U.S. Sen. Amy Klobuchar was in Sebeka, Minn., April 29 to congratulate West Central 

Telephone Association (WCTA) and the communities it serves for receiving the 

Smart Rural Community designation last year by NTCA–The Rural Broadband 

Association. The senator visited Sebeka School District to learn fi rst-hand about 

some of the innovative ways the school is using its robust broadband to be a 

smarter rural community. 

Superintendent Dave Fjeldheim explained how the school now has wireless con-

nectivity throughout the entire building by upgrading from a 1-gigabit network 

backbone to a 10-gigabit backbone and installing several Wi-Fi access points. 

Elementary students use iPads, and high schoolers use Chromebooks with cloud-

based storage through Google Chrome and Google Drive. The school also off ers 

online college classes. In fact, several students this year will have near or over 40 

college credits completed without even leaving the campus.

During the senator’s visit, a few teachers gave demonstrations on how they use 

iPads, WordPress and Smart Board interactive whiteboards in the classroom. 

WCTA General Manager Tony Mayer explained that the cooperative business 

Learning at the Speed of Light
By Jill Kurszewski, Development   
Director at the Boys & Girls Club of  
Wisconsin Rapids Area

Solarus, a telecommunications company 

located in Wisconsin Rapids, Wis., 

announced this spring that the greater 

Wisconsin Rapids community will 

become a Gigabit City. The community 

joins the ranks of approximately 20 

other communities nationwide that can 

boast this top broadband connectivity. 

Solarus’ fi rst gigabit customer was not 

a large company with high bandwidth 

demands, though. It was the Boys & 

Girls Club of Wisconsin Rapids Area and 

the children of Wisconsin Rapids who 

will benefi t fi rst.

“It was important for us to show that 

while we are making this revolutionary 

investment in our community’s techno-

logical infrastructure, the more critical 

piece of that infrastructure is the 

younger generation that will be our 

future leaders. So we wanted to ensure 

that they would have access to this 

cutting-edge technology,” said Doug 

Wenzlaff , chief executive offi  cer and 

general manager of Solarus. 

The Boys & Girls Club of Wisconsin 

Rapids Area was provided with a 1,000 

Mbps connection starting in May. 

Sen. Klobuchar Learns 
About Sebeka Smart   
Rural Community
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WCTA General Manager 
Tony Mayer presents U.S. Senator 

Amy Klobuchar with her #ruraliscool T-shirt.
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model requires that all money made be either rein-

vested in the infrastructure or returned in capital 

credits, which is how a small rural telephone com-

pany has been able to provide nearly 100% fi ber-

to-the-home service to its members.

“All of our money gets reinvested right here in 

the community,” he said. “We don’t have to send it 

to faraway shareholders, and that’s how we were 

able to make such a substantial investment in our 

plant over the years.” 

Community members discussed other innova-

tive ways the broadband infrastructure is being 

used, including marketing the community and its 

businesses through social media and other 

Internet channels.

Sen. Klobuchar
from page 53

WCTA presented Klobuchar with two souvenirs 

as a token of appreciation for her support of rural 

policies. First, the company presented her with a 

#ruraliscool T-shirt from NTCA and asked her to 

remind her colleagues in Washington that there 

are many cool and innovative things happening in 

rural America that contribute to our national pros-

perity, such as the 21st century learning occurring 

at Sebeka School.

The company also presented her with an LED-

lighted cap as thanks for “enlightening” the FCC on 

the issues and challenges faced by rural rate-of-

return carriers. She co-led a letter to the commis-

sion with Sen. John Thune (R–S.D.) urging the 

agency to address smaller carrier support mecha-

nisms expeditiously and account for their unique 

operations.

“Consumers in areas served by smaller rural 

carriers should have the same fundamental 

choices among reasonably comparable services at 

reasonably comparable rates as consumers in 

other rural and urban areas,” the letter stated.

Editor’s Note: The NTCA Smart Rural Community 

initiative is a program that aims to recognize mem-

bers that have gone above and beyond in using 

their networks for the recruitment, retention and 

expansion of industries, as well as innovative col-

laboration with local leaders in education, public 

safety, health care and agriculture. For more infor-

mation, visit www.ntca.org/smart. 
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SHARE YOUR STORY
NTCA seeks to spotlight the eff orts of member companies across the country. Exchange is 

a great place to share your company’s success stories on economic development, community 

outreach, technology rollouts, and state and regional collaborative projects. To share your 

story, contact Tennille Shields, NTCA senior writer/editor, at 703-351-2097 or tshields@ntca.org.   
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“When the kids come to the club, 

they get the help they need,” he con-

tinued, “and now with our upgraded 

technology, they will have even 

greater resources.”

STRIDE Academy streams over 

the Internet. In each streaming ses-

sion, there are typically about 20 

tablets accessing the program at 

once. In addition, there are at least 

30 teens in the Teen Center gam-

ing or surfi ng the Internet, and 

then about 10 staff  doing their 

work on their desktops—all at 

the same time. Before Solarus 

enhanced the connection for the Boys 

& Girls Club, staff  noticed an incredible lag in the 

afternoon when children arrived.

“We experienced interruptions in all of the work 

we were trying to do, whether we were uploading 

video to our YouTube account, posting to Facebook 

or sending emails,” said Kent Anderson, operations 

director for the club. “The increased broadband 

has made operations run a lot smoother, allowing 

all of us to continue our work—whether we are 

working with the kids or working in the offi  ce.”

A Community Investment

As Solarus continues the deployment of its gigabit 

broadband, businesses and homes alike will have 

the opportunity to connect at the fastest speeds 

available. This upgrade is just one of many services 

Solarus has been providing to rural central 

Wisconsin for over 100 years. 

According to Mike Meinel, director of sales and 

marketing at Solarus, it’s just an extension of the 

robust network and a reinvestment in the commu-

nity so Solarus can meet its future bandwidth 

needs. “Central Wisconsin is a wonderful place to 

live, raise a family and enjoy the outdoors. We are 

proud to off er our customers the benefi ts of ‘big 

city’ connectivity without having to give up their 

‘small town’ way of life,” he said. 

This connection allows the children to learn, play and 

connect on the most robust network in Wisconsin. 

In addition, Solarus has provided all of the wiring to 

make the club a completely wireless facility.

“We are blown away by this amazing gift from 

Solarus,” said Boys & Girls Club Executive Director 

Rob Wefel. “The children we serve will have an 

incredible opportunity to explore and experience 

the best technology available. That is such a won-

derful testament to the value Solarus places on 

the youth in our community. They are the future of 

this community, and Solarus has set them up for 

success.”

An After-School Program

The main program kids are working on is called 

STRIDE Academy. This is a computer-based learn-

ing program designed for use in after-school set-

tings. Kids at the Boys & Girls Club can answer a 

series of questions in math or reading. For each 

correct answer, they earn coins, which can be 

cashed in to play a variety of games on tablets. 

Data is recorded showing where the child was 

the fi rst time they participated and where they 

are today. Staff  can use the results to create per-

sonal learning plans for individual children and help 

them in the subjects in which they struggling. The 

kids have fun using the latest technology, and they 

don’t know they are learning at the same time.

The Boys & Girls Club serves children before and 

after school and throughout the summer in the 

Wisconsin Rapids area. For the small fee of $10/

year, children can attend as often as they like. The 

club’s mission is to enable all young people to reach 

their full potential as productive, caring, responsi-

ble citizens. Through a variety of programs and 

enrichment activities, the club provides kids with 

the opportunity to learn and grow in a safe place.

“As the needs of our children have changed, we 

have had to adjust the type of programs we off er,” 

Wefel said. “Some of our kids need a lot of help 

with homework and social skills because they 

don’t receive that extra help at home once they 

leave school. The Boys & Girls Club fi lls that gap.

Learning at the Speed of Light from page 53

Triangle Communications is committed 
to meeting the technology needs of 
the communities it serves. 
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Bill Esbeck Named 
Grassroots     
Advocate of the Year

The relationships built through the swing state 

eff ort led to the creation of a letter signed by the 

entire Wisconsin delegation in 2013 asking the 

FCC to resolve lingering uncertainty created by 

the quantile regression analysis-based caps on 

universal service support.

Those relationships continued to benefi t the 

industry as the state’s members of Congress signed 

onto subsequent letters that were circulated this 

spring regarding the need for a mechanism that 

would allow rural rate-of-return carriers to 

receive Universal Service Fund support for broad-

band-only subscribers in high-cost areas, as well 

as the need for a Connect America Fund for areas 

served by rural rate-of-return-regulated carriers.

It was a great privilege to recognize Esbeck for 

his achievements in building relationships with 

policymakers and his dedication to the industry’s 

advocacy success. Please join NTCA in congratu-

lating and thanking Esbeck for all he has done for 

the association and the rural communications 

industry.  
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By Michelle Ly, NTCA Advocacy Programs Manager

During the 2014 Legislative & Policy Conference, 

Bill Esbeck, executive director of the Wisconsin 

State Telecommunications Association (WSTA; 

Madison, Wis.), was awarded the Grassroots 

Advocate of the Year Award by NTCA–The Rural 

Broadband Association for his signifi cant and long-

standing support of rural communications advo-

cacy eff orts.

During the conference, Esbeck participated on 

an Industry Peer Panel where he shared the vari-

ous ways that WSTA collaborated with NTCA in a 

swing state strategy to focus attention on broad-

band investment during the 2012 presidential cam-

paign. Press releases authored by WSTA led to 

articles, which featured quotes from NTCA Chief 

Executive Offi  cer Shirley Bloomfi eld, appearing in 

the Milwaukee Journal Sentinel.

Esbeck noted that the positive eff ects of the 

swing state initiative grew exponentially when 

there was coordination between the state associ-

ation and NTCA.

Steve Nowlan, President of Center for America 

The National Guard and other 

military branches are down-

sizing. The Army National 

Guard is likely to reduce 

between 15,000 and 35,000 

soldiers. The U.S. Army may 

lose 80,000 or more.

Last year, almost 50,000 U.S. veterans of com-

bat in Afghanistan and Iraq were homeless or in a 

federal program to provide housing, according to 

the Department of Veterans Aff airs. Veterans and 

their families need jobs.

Hiring National Guard members and other vet-

erans can create real benefi ts for your company, 

your community, veterans and their families. You 

can help. Here’s how: the American Jobs for Amer-

ica’s Heroes (AJAH) is a non profi t alliance with 

the National Guard to help un employed National 

Guard members, veterans and spouses fi nd skilled 

jobs in the private sector. The alliance kicked off  

a nationwide campaign that gives companies free, 

direct access to highly trained National Guard 

members and other vets who are transitioning to 

civilian jobs.

Through this campaign, your company’s free job 

postings will fl ow directly to National Guard and 

other military employment counselors who work 

one-on-one with candidates to match them to your 

job requirements. These counselors can help your 

company understand how military training and ex-

perience translates to your civilian requirements.

To register a job posting or for more informa-

tion, visit www.CenterForAmerica.org.      

Making Room for ‘America’s Heroes’ 
in the Workplace
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NTCA 60TH ANNIVERARY

Follow along as we celebrate the history of rural telecom in photos and stories  
at www.facebook.com/NTCARuralTelecom throughout the summer and fall.

theCelebrationsContinue

Rural Broadband AssociNTCACA TThehe R RRRurNN ACAC T–Th n might be an infant by agege, but industry w represenRural Broadband AssociaR Broadban iation might be n infant by buut the indud sstry we reprresent haas 
 and rich history of supporting rural telecommunications and the communities of rural America.a long ana long an g rural telecommunications a dd t the c munities of rural Ammeric  rricich h story of supportingandnd r r history o a f suppor ral telecom s of ruraal mericica. ations and the ccommuu f i

gCeleb onal organization backed by moore thha 100 ye s of comg one year aas a new natiratatiningggelebrbrb aa as a new al organiz tthan 1100 years off combinned backed by 
adership, commitment and collabole oration as NTCA and OPASTCO, wee re onger an everr tooommmitment d collabodershiad shhipip, , coleade ent and collabo tion as TCO, we aree stroonger than eve too take s NTCA a d OPASTC

on the challenges before us in the neew era for rural telecommunications. the heeels of OPPAST ’’  engees s bebefore us iintheonon he challe forer u in the ne mmunicat ons.. O n tth lfor rural t eels oof OPASSTCO’sss  
ersary and with the markking of NTCA’s 60th anniversary this year  are xcited toersary andd w with th markhh ive50th annive sary aan the mark niversary thNTCA’s 60 eear, we are exciited tto ttake aaaa
back even as we keep our er eyes firmly foc oon n the future——you future.bback even as s wwe keep p ourck lookk bbqui k loo back eve kkeep o ocused o the fuur eyes fi uture—yoour fuuture.

operativess d coallititions, our nearlyy 900 mmembe  awnen d en erprprir ses tmm familFrooFr lly-y own d entet s and coto coop ns, our n l 9y 9900 mmemmbers aare thhhee 
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Decades of leadership for rural telecommunications.  
One year as a unified industry organization.
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B Y  S I D  S H E R S TA D

Siren, Wis.

system using active fi ber (a single, 
dedicated strand to each premise). 
We now offer Internet speed 
options, IPTV with HD and DVRs, 
and many VoIP products.

Customer Profile

We have 38 lakes in our ILEC 
exchange and over 275 lakes in our 
county. That means many of our 
customers are lake home owners from 

the Minneapolis/St. Paul metro area.
Our customer base has increased with 

our offering of fi xed wireless WiMax 
outside the exchange. Most of these 
customers are surprised to have faster 
speeds offered at their lake homes than 
they can get at their metro homes.

History

Our company celebrated its 100th

anniversary in 2010. We have 
always been privately held.

Workforce

We have nine full-time employees, 
and we hire two extra students 
during the summer season. 

Our employees are extremely 
loyal. One has been here 44 
years, another 31 years and 
another 30 years. Two workers 
have spent 24 years with the 
company, and another has been 
here 22 years.

We are 85 miles from a major 
metropolitan area (Minneapolis), in 
a county (Burnett, Wis.) that has 
over 275 lakes. The glaciers really 
did a job in this area.

Service Territory

We cover 88 square miles with 
one exchange. At our 

peak, we had 2,950 
access lines. Now that 
number is 2,300.

We are 85 miles 
from the Minneapolis–
St. Paul metropolitan 
area, and we have 
many commuters and 
SO/HO (small offi ce-
home offi ce) customers 
working from their 

homes. The incumbent 
local exchange carrier territory 

includes the main Tribal Center of 
the St. Croix band of Ojibwa. 

We are also famous for 
our hundreds of miles of 
groomed snowmobile trails 
and cross-country ski trails 
that help get us through the 
long, snowy winters.

Technology

We knew that twisted pair 
copper was excellent in a 
narrowband voice network 
design, and that design had 
served our purposes for 40 years.

We began to offer DSL, but 
the physics of resistance and 
loss would always be a limit to 
higher speeds.

We saw fi ber as the obvious, 
long-range choice in building 
out an all IP, ultra high-speed 
broadband data network.

In 2007, we built a fi ber to the premise 
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NTCA BROADBAND VISION 
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INNOVATIVE    
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