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FINLEY

  

“WHEN ALL 
WAS SAID 
AND DONE, 
WHAT WAS 
SAID, WAS 
DONE.” 

John Klatt
President/CEO
Lakeland Communications

I N T E G R I T Y  I N T O  E V E R Y T H I N G

             At Finley, we put integrity into everything we do. Our 96 percent client 

satisfaction rating is proof of how we work, and our 60 years of experience in 

engineering consulting gives us a wide range of knowledge in your industry. 

Most importantly, when the job is done, our on-time, on-budget promise 

upholds our good reputation, as well as yours. fec inc.com
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Cheating on My Best Friends

I love books. Growing up in rural Pennsylvania, my life and world were 
greatly expanded through books. Reading broadened my knowledge, 
but it also gave me a sense of the world outside my little town. I’ve 
always loved a good story. A good story takes you places you may 
never see and opens your eyes to experiences that you may never 
have. A good book was my best friend many a late night during my 
teenage years. 

I recall the great adventures of the historic romance novels that filled 
my head. It was the suspense of a crime thriller that would get my heart 
pumping and cause me to get suspicious of every bump in the night. 

Then there were the many novels of life in the 1960s and ’70s that 
recall those radical times. Each story and character was brought 

to life in my mind through reading. For me, true joy has 
always been a good book in hand. And I mean that literally. 

Over the years, I’ve read many books that have touched 
my heart and soul. I keep them because each one reminds 
me of a time and place in my life that I can look back on 
fondly, or helps me recall how that book kept me sane during 
a tough time. 

You may think this is silly, but for me, a book in my hand is 
like a calming presence. The feel and touch of the cover, the smooth-
ness of the pages, the smell of the book when you crack it open. All of 
these aspects fill my senses when I’m with my books. And I am at peace. 

That’s why I feel so guilty. 
When my husband gave me an iPad for Christmas this past year, I 

told myself and everyone else that I would not be reading books on my 
iPad. I have been a vocal opponent of e-readers from the beginning 
and promised myself I would never cheat on my books with an elec-
tronic device. Never. 

 The first week I had the iPad, I watched every past episode of 
“Downton Abbey” that I could find online. That was satisfying—video 
content when I wanted it in my hand. Next I began using it for travel to 
map directions when I served as co-pilot. Then I didn’t do much with it 
for several weeks. 

I brought my iPad to our annual meeting in Orlando thinking I would 
take notes on it. One evening I had some free time and wanted to read. 
I had several magazines, but was in the mood for a story. Then I did 
something that I promised myself I would never do: I betrayed every 

book on my bookshelf. I turned my back 
on every character and story I had 
sworn to love and pay homage to. I 
downloaded a novella onto my iPad 
and read it. 

The earth did not end. My brain did 
not explode. But I did experience a 
gnawing guilt over betraying my books. 
I felt good that it was just a novella and 
not a full-blown book, but the outcome 
was the same: guilt. 

However, I am a realist. The world has 
changed, whether I am with it or not. Many 
of you are already reading on your 
iPads. I see you at meetings and events 
reading news, sports and all types of 
things on your mobile devices. To meet 
your growing need for on-demand, 
online content, Rural Telecom magazine 
is launching a digital edition with this 
issue. Enjoy this new way to access our 
content and meet your needs for rural 
telecom insights and ideas. Don’t feel 
guilty about reading online! 

Wendy Mann
Director, Communications
wmann@ntca.org

RURALTELECOM > M A Y - J U N E  2 0 1 3

   

  

RTMay-June2013.FINAL_cc.indd   6RTMay-June2013.FINAL_cc.indd   6 4/25/13   12:34 PM4/25/13   12:34 PM



MACC

AD
PAGE 7

Billing Solutions for Today’s Telecom Industry

MACC’s BSS/OSS solutions

have the features you need

with the customer service

you deserve.

Customer Support
Dedicated customer support teams

 ensure prompt assistance. 

Mobile Applications
MACC Mobile puts the power of our 

BSS/OSS into the palm of your hand.

Efficiency
MACC’s products enable our clients

 to do more work in less time. 

To learn more about the benefits of MACC, visit www.maccnet.com/ntca

or call us at 1-800-622-2502.

BSS/OSS  ·  Accounting Software  ·  CABS Processing  ·  Integrated Solutions
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Millennials: Depressed, 
Anxious, Stressed

SHORT

8

B Y  C H R I S T I A N  H A M A K E R

You think you’re stressed? Just think of your younger employees.
Millennials—those age 18–33—have higher levels of stress than do 

other age groups.
A Harris Interactive survey conducted for the American Psychological 

Association found that 39% of millennials report increased stress in the 
past year, and more than half (52%) said stress had kept them up at night
in the previous month. On a 10-point scale, with “1” equaling “little or 
no stress” and 10 equaling “a great deal of stress,” millennials aver-
aged a 5.4—higher than the 4.9 average for all ages. The study also 
found that millennials were more likely than any other age group to 
report that they had been told by a health care provider that they were 
depressed or suffered from an anxiety disorder.

aSource: usatoday.com
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Top 5 Fields for Those 
With Bachelor’s Degrees
  No. New  Avg. 
  Grad  Starting 
  Entrants Pay

1 Educational Services 444,500 $39,879

2 Professional, Scientific and Technical Services  289,400 $48,035

3 Health Care and Social Assistance  269,100 $42,309

4 Federal, State and Local Government  191,900 $44,863

5 Finance and Insurance  96,700 $52,741 

aSource: msn.careerbuilder.com

Renewable 
Energy and 
On-the-Job 
Performance
The best way to get more done for your 
employer is to spend more time doing 
less. 

When was the last time you heard a 
chief executive officer (CEO) express 
that belief?

Tony Schwartz, CEO of the Energy 
Project, has been selling the idea to 
organizations as large and diverse as 
Google, Coca-Cola and the Los 
Angeles Police Department. Citing 
research from Florida State University, 
Schwartz believes working in 90-min-
ute intervals, with breaks between ses-
sions, maximizes productivity.

“Our own offices are a laboratory 
for the principles we teach,” Schwartz 
wrote. “We encourage workers to take 
renewal breaks throughout the day, 
and to leave the office for lunch, which 
we often do together. We allow people 
to work from home several days a 
week. … Our workdays end at 6 p.m., 
and we don’t expect anyone to answer 
email in the evenings or on the week-
ends. Employees receive four weeks of 
vacation from their first year. Our basic 
idea is that the energy employees bring 
to their jobs is far more important in 
terms of the value of their work than is 
the number of hours they work.”

aSource: nytimes.com

I L LU S T R AT I O N S  BY  S A M  F E R R O  |  P H O T O S :  B I G S T O C K P H O T O ;  S N A P K E Y S

“Emotional labor” isn’t a new concept, but it has 
spread from airline attendants and undertakers to 
the retail sector. Emotional labor emphasizes a 
positive customer experience at least as much as 
the product or service being sold, even if the 
worker must “induce or suppress [his or her own] 
feeling” to get the 

hoped-for outcome, 
according to Arlie 

Hochschild, author of 
“The Managed Heart,” 

which helped popularize the concept.
New Republic writer Timothy Noah 

sees a downside to emotional labor.  
“In the three decades since Hochschild 
published ‘The Managed Heart,’ the 
emotional economy has spread like a 
noxious weed to dry cleaners, nail 
salons, even computer-repair shops. … 
This is, among other things, terrible 
news for men, who (unlike women) are 
not taught from birth how to make other 
people happy. Perhaps that explains 
why men are losing ground in the ser-
vice economy.”

aSource: newrepublic.com

Has the ‘Emotional’ Economy 
Taken a Toll on Men?

$39.9K $48.0K $42.3K $44.9K $52.7K
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HOW ‘ZERO-TV’ 
HOMES WATCH 
VIDEO
Nielsen now measures 5 million “Zero TV 
Households” in the United States, up from 3 
million in 2007. But 67% of those homes still 
watch video. 

aSource: Nielsen.com

The Reinvention of Pay Phones 
As pay phones fall out of favor with an American public increasingly 
accustomed to easy cellphone access, cities are exploring what to do 

with existing pay phone 
structures. 

In New York City, the 
reinvention of the pay 
phone is underway. With 
service contracts for the 
phones set to expire next 
year, the city has solicited 
ideas about how to use the 
phone booths that dot its 
streets. Mayor Michael 
Bloomberg issued a design 
challenge in January to rei-
magine a use for the struc-
tures, and the city received 
more than 125 submissions.

The winning idea, which 
goes by the name “NYFi,” 
resembles a 10-foot tall, dou-
ble-sided iPhone, with touch 
screens that allow people 
to perform functions such 
as calling a cab by pushing 
a button on the screen.

aSource: wired.com

Goodbye Auto-
Correct, Hello 
Keyboard Apps
Are you tired of auto-corrected texts 
from your smartphone that still come out 
wrong—sometimes embarrassingly so? 

App developers are working on cus-
tomized keyboards that anticipate your 
errors before you’ve made them—or 
before auto-correct can inflict them. 
SwiftKey has developed a predictive 
Android keyboard, and its technology 
has been incorporated into Samsung 
Electronic Co.’s Galaxy S4. Snapkeys, 
another startup, has developed a four-
key “keyboard” featuring letters that the 
company says are used more than 80% 
of the time. The other keys are hidden. 
Google recently introduced its own pre-
dictive keyboard called Gesture Typing.

aSource: wsj.com
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How Facebook Breeds Jealousy
Feeling unsatisfied? Maybe Facebook is to 
blame.

Two German universities studied how 
Facebook users feel after visiting the site and 
seeing what their friends have been up to.  

The researchers’ resulting report is ominously titled, “Envy  
on Facebook: A Hidden Threat to Users’ Life Satisfaction?”

The study found that one in three people felt worse after 
visiting Facebook.

“Passive following triggers invidious emotions, with users 
mainly envying happiness of others, the way others spend 
their vacations and socialize,” the report stated. “The spread 
and ubiquitous presence of envy on social networking sites is 
shown to undermine users’ life satisfaction.”

aSource: msnbc.com

The Super Bowl’s 
‘Super Dip’ 
The Super Bowl is the most-watched TV event of 
the year in the United States, but one aspect of 
that viewing phenomenon has gone little noticed: 
the corresponding dip in overall computer-net-
work usage during the game. Computer-network 
use dips 15% during the big game.

Still cord-cut-
ters who wanted 
to watch the game 
did so; CBS’s free 
live stream of the 
game accounted 
for more than 3% 

of total network traffic the night of the Super Bowl.
Sandvine reports that its statistics show “con-

tinual growth in adoption of live-streamed sports 
events, but for the time being it is no threat to 
replace viewing via traditional broadcast meth-
ods. It is clear, however, that live streaming is only 
going to get more popular, and if free streaming 
is being provided for the biggest television event 
of the year, then users will soon start expecting it 
to be offered for everything they watch.”

aSource: betterbroadbandblog.com.
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Connections
B Y  S H I R L E Y  B L O O M F I E L D

Welcome to the 
New NTCA

here’s something about this time of year that makes me want to 
shed a layer, open a window and enjoy the signs of spring. 
Unfortunately, the weather in Washington has not cooperated. 
Instead of warmer temperatures and blooming flowers, we wel-
comed the first days of spring with snow, slush and a rash of tem-
peratures barely above freezing. Our cold snap is even raising 

questions about D.C.’s beloved cherry blossoms, whose delayed peak 
is snarling travel plans and disappointing countless tourists.

Of course, you’d never know that the weather outside is dismal from 
inside the halls of NTCA, where we’ve been keeping ourselves warm by 
busily preparing for and implementing our new look and new brand, 
which officially launched March 1. Our recent unification with 
OPASTCO provided the per-
fect opportunity to rebrand 
our organization to more 
accurately reflect today’s 
rural telecommunications 
industry and the community-based companies working hard every day 
to deliver advanced services. It also gives us a chance to show how 
serious we are about building the broadband future for rural America 
by prominently featuring the word “broadband” in our name: NTCA–
The Rural Broadband Association. Our new logo tells an important 
story, too. Look closely and you’ll see a nod to the past NTCA and 
OPASTCO logos, which have been joined to create the new NTCA.

But our fresh look isn’t the only thing changing with the season. In 
addition to updating our name and logo, we’ve also been unveiling our 
new membership to the many organization leaders and policymakers 
we work with in Washington and across the country, including at the FCC, 
on Capitol Hill, in state governors’ offices, within the telecommunications 
industry, and to rural and small business interest groups. Thanks to your 
commitment and vision, we now represent nearly 900 community-based 
telecom companies. And our unified message already is getting trac-
tion, as we continue to demonstrate to policymakers the tremendous 
entrepreneurial spirit that has driven your companies to evolve over time.

As I mentioned during my report at the Rural Telecom Industry 
Meeting & EXPO earlier this year, we, like you, are using this new era 

for rural telecommunications as an 
opening to rethink the way we operate 
and refresh the way we present our-
selves to the world. As your companies 
evolve and progress, so must your 
industry representation. And that’s 
where we come in. With our new name 
and new brand, we are better posi-
tioned to continue providing a strong 
voice for rural telecommunications. But 
we can’t do it without you. 

I urge each of you to join us on this 
journey by thinking about how your 
companies are presented to your cus-
tomers, to your industry and to the poli-
cymakers that impact your business. 
Does your company’s image portray 
the realities of today’s marketplace? Is 
your branding representative of the full 
complement of services your company 
provides? Do you offer a loyalty program 
that rewards your customers for staying 
with you?

If you answered “no” to any of those 
questions, the good news is you’ve come 
to the right place for guidance. Make 
our transition your transition. And let   
us help you along the way. Even if the 
weather in your neck of the woods 
doesn’t scream “fresh,” perhaps it’s 
time your branding does. Let us help 
you get there.

Shirley Bloomfield is chief executive officer of NTCA. 
She can be reached at sbloomfield@ntca.org.
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Perspective
B Y  M A R C I  H E F L E Y

The Telephone: 
Where Technology 
Meets Marketing

s a marketer in the telecommunications field for over 20 years, I 
have seen a lot of changes in the industry. Marketing is always 
evolving.

It’s become a mantra in rural-telco circles: Rural service pro-
viders need to think of themselves as more than telephone com-
panies. If we think of ourselves as telephone companies, we are 

selling ourselves short. Many providers, like Endeavor, are communica-
tions and entertainment companies (just like the big guys), and voice is 

just one of many services that we offer. 
But the telephone is integral to who we are as a company, 

and to the lives of our members. How integral? When we 
needed to learn more about our customers, we turned to … 
the telephone! It’s not exactly a cutting-edge technology, but 
it’s a quick, affordable way to get the answers we need quickly. 

How are doing that? We recently started conducting phone 
surveys of our current and former members each month as a 
way to find out more about our customers’ demographics, 
technological needs and interest in competition. We are con-
tacting three distinct groups—disconnected accounts, mem-
bers that have contacted us for various reasons and people 
we have had no previous contact with—all of whom have very 
different views that should help us evolve into the telecommu-

nications company we need to be and the technology leader in 
the communities we serve. 

Marketing tactics and strategies to promote our services continue to 
evolve. But how can we know if we are targeting the right folks with the 
right messages, products and tactics? Telephone surveys are proving 
invaluable to that end. Sure, we still survey our customers through the 
mail, but the telephone remains a key piece of the marketing strategy 
at Endeavor. 

The various demographics in our footprint make a difference in the 
way we market and communicate our products and services. We have 
younger families that are moving back to the rural areas from the cities, 
in addition to an older generation who are becoming more tech savvy. 
We need to market our products and services to both groups.

Within the last two years, we’ve been 
extremely fortunate to be able to offer 
to our members and surrounding coun-
ties within Indiana security solutions as 
well as IT services to both residential 
and business customers. These great 
additions to our voice, high-speed inter-
net and television offerings allow us the 
opportunity to be the one-stop solution 
for our customers’ communications, tech-
nology and entertainment needs. 

Competition has been our greatest 
learning tool from a marketing perspec-
tive. We always want to be one step 
ahead by making sure our members 
know we are always here for them with 
any questions they may have. We have 
a fully trained staff for all of our product 
offerings. As a company, we have cer-
tainly learned a lot through providing 
these services, and we only see our 
bottom line increasing in the future. 

Endeavor strongly believes in com-
munity, and that is why we strive to be 
the leader of technology in the commu-
nities we serve. We not only provide the 
services to our members, but our 
employees live in, and our children 
attend school in, those same communi-
ties. Our greatest feedback comes from 
our own employees on how to make 
Endeavor’s products and services even 
better. We have been here for over 60 
years and intend on being here for gen-
erations to come.

We have terrific customer relation-
ships. We are part of the communities 
we serve. We provide and offer services 
our members want and need.

RURALTELECOM > M A Y - J U N E  2 0 1 312
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Marci Hefley is director 
of marketing/business 

development at Endeavor 
Communications. She 

can be reached at 
mhefley@

weEndeavor.com.
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Telcom Insurance Group:       
         

      

- -     
    

  

Looking to save money 
and increase your 
ottom-line pro  t   

Award Winning Product Development 
That  re coming rom our computers is Telcom hard at 
work designing products with this goal in mind.  

          
         -
         -
  

New Products and Services
 Cell phone recycling program     

        

 Independent Contractor Program    
            
           
        

       
        

          

 Personal Lines Insurance-     
       -

       -
        

      - -  

Enhancements
 New coverages and higher limits  -

-         
 

 Improvements in claims handling     
       

      -
       

 Our risk management and loss prevention services  
         

Because it has always 
een a matter o  trust
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HOW TO HOOK CUSTOMERS 
AND REEL ‘EM IN
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However, when times are tough consumers may think twice before incurring any 
additional expenses. So how can a technology provider entice new customers who 
may be reluctant to spend to add new services, or get existing customers to upgrade 
services? Some rural telcos have found that it all comes down to strategic marketing 
and how you package your services. 

Choosing the Lure 
Most marketing pros agree that nothing catches the eyes of customers faster than the 
words “free” or “discount.” With so many devices on the market requiring some form 
of advanced services, many rural telcos have had great success running promotions that 
offer customers giveaways, ranging from the Nintendo Wii, Nook and Kindle Fire, to dig-
ital cameras, the Roku streaming player, Netflix subscriptions, TVs and laptops. All 
the new (or existing) customers have to do is sign on the dotted line to add and/or upgrade 
high-speed Internet or cable TV services. 

Marketing Manager Barbara Rasmussen shared that Emery Telcom (Orangeville, 
Utah) ran a holiday promotion offering Roku boxes and a six-month, complimentary 
subscription to Netflix to get customers to either upgrade to a triple-play package or 
to upgrade their Internet package. 

“We offer cable TV as part of our triple-play package, but everyone knows that’s not 
a money maker,” she said, explaining that the company’s main reason for running the 
promotion was to get customers to increase their bandwidth by upgrading their high-
speed Internet service for a better streaming experience. “People came in for the Roku 
box even though they already had cable services. It did not hurt our cable business at all.” 

The company also sold the box at cost to get customers to upgrade their band-
width package, as well as ran a special offering customers 20 Mbps or 40 Mbps 
Internet service at the cost of 10 Mbps service.

From the Samsung tablet to a Sony Smart TV, the Nintendo Wii, PlayStation and 
DVR, Dickey Rural Networks (DRN; Ellendale, N.D.) has offered its fair share of hot 
devices to get customers to increase their Internet packages or add on television services. 
Those promotions brought in 100, 200 and 300 new or upgraded customers, respectively. 

BY TENNILLE SHIELDS

WHEN ECONOMIC TIMES ARE GOOD, CUSTOMERS CRAVE THE LATEST 

AND GREATEST GADGETS AND SERVICES. THEY WANT ACCESS TO CONTENT, 

THEY WANT TO BE CONNECTED WHEREVER THEY ARE, THEY WANT 

CONTROL OVER THEIR VIEWING PREFERENCES, THEY WANT DEVICES 

THAT PACK A LOT OF PUNCH IN ONE SMALL PACKAGE—

AND THEY WANT IT NOW. 
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When DRN ran its 2012 holiday promotion giving away 
tablets to those who upgraded their Internet services, 
Business/Marketing Manager Janell Hauck shared that the 
company offered classes on how to use the tablet both 
before and after the promotion. “Our goal was to get cus-
tomers to utilize higher Internet speeds,” she said. “So you 
have to educate them and help them identify devices 
they can use our infrastructure for.”

Getting Them Hooked 
Many marketing professionals shared that the secret to 
success for these promotions is finding the right devices 
to give away (or promotions to offer) that will allow the 
telco to quickly recoup some of its upfront costs.

Consolidated Telcom (Dickinson, N.D.) has given away 
a Nook, digital camera, Kindle and Nintendo Wii as part 
of its promotional offerings. “We try to give away items 
within the $100 range,” said Rhonda Dukart, Consolidated 
Telcom marketing/public relations director. “We let exist-
ing customers participate in the promotion if they bump 
up their existing package by at least $10/month or sign 
an 18-month contract to ensure that we get our return 
on investment based on the value of the giveaway.”

RURALTELECOM > M A Y - J U N E  2 0 1 316  

PACKAGING POWER

Dukart said the cooperative gave away 160 Wiis during 
its 2011 holiday promotion and brought in 140 new cus-
tomers, including existing customers who increased their 
packages, with its Nook, digital camera and Kindle give-
away during the 2012 holiday season. “I think you can 
deem a promotion successful when you can grab that 
many new customers and increase revenue by having 
your existing customers upgrade their packages,” she said. 
“Plus, you are getting them to sign a 12-month contract.”

In 2011, Adams Co-Operative (Golden, Ill.) ordered the 
Kindle Touch through Amazon for its holiday promotion. 
The company offered the device for free to new Internet 
customers but charged a standard installation fee for the 
Internet service. Last year, the company offered free 
installation and a gift card to a local restaurant for cus-
tomers who purchased the Kindles outright. 

Tracy Hagman, the former director of marketing at 
Adams, explained that in 2011 customers were required 
to sign a two-year contract in addition to passing a credit 
check. It took up to two months for the customers to 
receive the device, which ensured the company’s costs 
were covered. Hagman shared that the company’s goal 
was to get 40 new customers, but the promotion was so 
successful it brought in 102 new subscribers. Last year’s 

promotion brought in 121 subscribers.
“The timing was right for the Kindle,” 

she said. “People understood how to use 
it, and it’s something that was easily acces-
sible. It’s fun to use it, or to regift it.”

Emery Telcom gave away 150 Roku 
boxes and 25 Netflix subscriptions. “The 
Roku device is so simple to install, and it’s 
inexpensive,” Rasmussen said. “People 
who can’t afford a monthly pay TV product 
can afford the Roku. … We determined the 
customer had to keep the service for at 
least three months in order to break even. 
Anything after that made us money.”

Golden West Telecommunications 
Cooperative (Wall, S.D.) took a slightly 
different approach to entice new or existing 
customers to upgrade to one of five different 
bundled packages. To build excitement and 
generate hype, the company gave away 
Kindles to the first 100 customers who 
responded to the promotion. Others received 
one free month of the bundle of their 
choice or six free months of DVR service. 
The response: More than 850 customers 
upgraded their service. “Limiting the quan-
tities builds hype and gets people calling in 
and asking questions about the promotion,” 
said Adam Beshara, Golden West market-
ing coordinator. The company does not 

  

“The timing was right for the 

Kindle. People understood how 

to use it, and it’s something that 

was easily accessible. 
Tracy Hagman, Adams Co-operative
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require customers to sign a contract. However, customers 
were required to keep the service for 12 months or they were 
billed back for the value of the offer they signed up for.

Reeling ’Em In 
Fresh off the heels of the holiday season, Consolidated 
Telcom launched a special promotion to get new cable TV 
customers. Assuming that a large number of people received 
a new television for Christmas, the company offered resi-
dential customers free DVR and HD programming for three 
months in exchange for signing a 12-month contract.

“Once you get a DVR into the hands of someone who 
has never had one, they will never give it back,” Dukart said. 
“This allows us to compete with the satellite providers in our 
CLEC [competitive local exchange carrier], and the satellite 
companies and cable company on our cooperative side.”

Lori Saltus, executive vice president customer relations at 
Citizens Telephone Cooperative (Floyd, Va.), shared that her 
company offered an Android tablet to those who upgraded 
to a bundled package. Although the 2012 holiday promotion 
had a slower take rate than the previous year, the cooper-
ative still made money and received a fair amount of new 
customers who were required to either sign a 24-month 

contract to receive the tablet for free or a 12-month contract 
to receive it at a discounted price. Plus, the company was 
able to sell several add-on devices such as wireless routers. 

“Most of our market already had telephone and 
Internet, so we wanted to get more TV customers away 
from the satellite companies,” Saltus said. “The coopera-
tive was able to tout the benefits of customers having all 
of their telecommunications services on one bill.”

Although some companies may be put off by the upfront 
costs of these promotions, marketing pros view it as a short-
term investment in order to get long-term, loyal customers.

“You have to run promotions so customers know your 
company is offering the best products and services avail-
able,” Dukart said. “When running a promotion, look at 
the big picture and long-term value of getting and keep-
ing that customer. Once a customer has taken more 
bandwidth or additional programming channels, they don’t 
go back. If you can cover your costs while getting them 
accustomed to advanced services, you will keep them.”

Tennille Shields is NTCA’s senior writer/editor. She can be reached at 
tshields@ntca.org.

  

“Once you get a DVR into

 the hands of someone who has 

never had one, they will 

never give it back...”
Rhonda Dukart, Consolidated Telcom
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BY ANNA HENRY

fortheMobileUser

M
MOVE OVER DESKTOP AND LAPTOP PCS. 

Mobile technologies are poised to become 

the tool most of the population will use to 

access the Internet by 2014. 

Whether you operate a mobile phone service or 

not, people seeking out your company may do so via 

devices like smartphones and tablets. 

But if you think already having a website means 

you’re good-to-go, think again. Mobile devices have 

unique attributes that typically make traditional 

websites difficult to use for your mobile customers. 

Mobile devices have altered user expectations. Add 

to that the huge sales potential left for smartphones 

and tablets and there’s a case to be made for creat-

ing a mobile optimization plan.

Web 

Contrary to the notion that the mobile experience  

is for the younger generation, the Pew Internet & 

American Life Project reported in June 2012 that 

55% of adult cellphone owners use their phones to 

go online, and of those, 17% use their phones for 

the majority of their online browsing.

eYourWebsite
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What do these mobile users want in a website? Simplic-
ity and speed. Optimized Web designers recommend that 
your home page should display only the most relevant infor-
mation, like phone numbers, addresses, hours of operation 
and access to key items. To determine those key items, 
look at the page-use statistics of your existing website. 

Mobile users also expect a faster experience on their 
phones than from desktop computers. Keynote Competitive 
Research reported in 2012 that two-thirds of smartphone 
users cited slow-to-load Web pages as one of their biggest 
frustrations. Sixty-four percent of smartphone users 
wanted a site to load within four seconds. Tablet users had 
even higher expectations. Sixty percent of respondents 
stated they expect to wait less 
than three seconds for a page 
to load.

Then there’s the code of the 
site itself. To ensure a responsive site, 
consider the three mobile device-opti-
mized configurations supported by Google and 
other search engines: 1) sites designed to automatically 
detect when users are accessing your pages with mobile 
devices; 2) sites that display using separate HTML and 
CSS files; and 3) entirely separate mobile websites on an 
“m.yourwebsite.com” domain.

Of those choices, Google recommends using the first 
configuration. That configuration serves all devices on 
the same set of URLs, with each URL serving the same 
HTML to all devices and using cascading style sheets 
(CSS) to change how the page is rendered on the device. 
While that might sound a bit technical, solutions are 
available that can keep you from getting into the details 
if time, or desire, doesn’t permit.

One option is to use a Web developer to create a 
responsive version of your existing website. This solution 
tends to make the most sense for companies that have 
invested heavily in corporate branding since it offers the 
most flexibility for maintaining image continuity. It also 
tends to be the most expensive option. 

Should you pursue this avenue, there are some opti-
mization tips to keep in mind. Avoid using Flash-based 
video files. Most smartphones don’t support Flash, and 
these types of videos add to Web page loading time. 
Large images often fail to display correctly. Instead, use 
simple images that are set to resize automatically to fit 
the smaller screen size of the mobile device. Because not-
so-precise fingers have replaced the screen placement 
accuracy available using a mouse, selecting options on 
content-filled pages can be difficult. A single-column for-
mat with clearly defined headers and large clickable areas 
is often the best design. 

Companies with leaner budgets can pursue other 
options to optimize their sites. Proclaimed as the SMB 
(small and medium business) mobile Web development 

space, DudaMobile offers a variety of mobile site layouts 
that make it easy for even nontechies to produce an opti-
mized site. Companies like Google, Yahoo and GoDaddy 
also offer mobile-friendly website creation services using 
DudaMobile. 

bMobilized offers “instant mobile websites” that mir-
ror your site by using automatic tools. The company 
offers a do-it-yourself option and a “we do it for you” 
option. Mobify.me is another Web-based platform that 
lets you redesign your Web pages for mobile access. The 
basic app is free, but the company charges for a site 
designed for business, not including e-commerce. 

Search Engine Optimization
What are some nuances to search engine use by mobile 

users? Social Media Today reported that users 
tend to enter different queries into mobile 

browsers. Using tools like Google Analytics 
can help you optimize your pages for better 

search engine rankings. 
In the mobile realm, the 
goal is to be one of the 

top three because mobile users aren’t keen to scroll 
through multiple options.

Email 
SurveyMonkey, a Palo Alto, Calif.-based online survey 
group, reported in January 2013 that email is the third 
most used function by the general population of mobile 
phones. (Phone calls and text messaging were respec-
tively the top two.) Business users accessed their phones 
most for email (46%). That means email is another tool 
to consider optimizing. 

HubSpot, an Internet marketing resource, offers several 
recommendations to help you maximize the appeal of your 
messages. For example, keep subject lines compelling and 
no longer than 20 characters. Limit the use of images and 
be sure your email doesn’t require lots of left to right scroll-
ing. If your email includes a Web page link, make sure that 
Web page is optimized for mobile devices. Finally, since 
smart devices represent only a slim majority of mobile 
phones, and due to factors like bandwidth and client 
browser functionality, send email in both plain text and 
HTML versions to ensure it renders well for the end user. 

Mobile Apps
With the app economy now about a $20 billion industry, 
and predictions of a $100 billion industry within the next 
three years, apps are one of the most attractive features 
of smart devices. 

According to a study conducted by Forrester Consulting, 
53% of respondents reported they collected 25% or more 
of their revenue through online channels. Companies like 
Wabash Mutual Telephone Co. (Celina, Ohio) are tapping 

MOBILE USER

What do these 
          mobile users want 
   in a website? 
    Simplic ity and speed. 
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NRTC

Perceptions of Satellite 
Broadband are about  
to Change.

But, don’t take our word for it.  In the February 2013 Measuring Broadband America report, the FCC 
found that ExedeSM outperformed all other ISPs it monitored delivering “140% of the advertised speed.” 

es, subscribers of the Exede satellite service enjoyed signi cantly more than the 12 Mbps download 
speeds they were promised.  So, they could do more. 

For rural telcos, it means satellite can now be deployed in conjunction with other broadband solutions 
to deliver 100% broadband availability in your footprint and competitive exchanges.

And NRTC’s nancial models and business support help you expand your market share, enjoy recurring 
revenue and improve your bottom line – with minimal up-front investment and no risk.

To learn more and set up a test drive of Exede, call

866-672-6782 (option 2)

National Rural Telecommunications Cooperative  
- 2- 2    www.nrtc.coop

© Copyright 2013 NRTC. All Rights Reserved. All trademarks are the property of their respective owners.

continue
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infosolutions@hickorytech.com hickorytech-is.com

TELECOM SIMPLIFIED. 
PROVEN RESULTS.

BILLING + CUSTOMER MANAGEMENT + OSS
Is your IT system standing in the way of 
business innovation? SuiteSolution moves 
beyond complex, layered legacy systems and 
provides a direct route to implement new 
initiatives, improve the customer experience, 
and achieve operational efficiencies.

Pre-integrated B/OSS modules take the risk 
out of implementation, offering a simplified, 
world-class solution:  

In-house or service bureau delivery options.

Learn more about how SuiteSolution can simplify your business. 

into that trend by leveraging a third-party app called 
SmartHub, which was provided through the National 
Information Solutions Cooperative (Mandan, N.D.). 

The app allows customers to securely access their 
account information, pay bills, and notify telco customer 
service of account and service issues. SmartHub also pro-
vides customers with the ability to easily determine offer-
ings available to them based on their service location.

  

Developing a custom app offers another avenue for 
nurturing greater customer loyalty. But beware, whether 
you offer the app for free or at a modest charge, studies 
show that one-quarter of the apps are never used once 
downloaded. That means to achieve your objective you’ll 
want to make sure your app offers something valued and 
useful that will keep customers coming back. Also, be 
sure to optimize it for quick downloading.

Prioritizing
If mobile strategy hasn’t been high on 
your to-do list, you’re not alone. 
According to a study by the Chief 
Marketing Organization Council, only 16% 
of marketers have developed a mobile 
strategy aimed at customer engagement. 

As one rural telco operator who pre-
ferred to remain anonymous stated, 
“Most of us [rural telcos] are doing well 
to keep just the website up to date. Age 
demographics in this area don’t favor it 
[an optimized Web experience], but 
demographics in new areas will want it.”

It’s safe to say, if you’re a telco serving 
areas near larger cities, optimization will 
be on the top of the to-do list sooner 
rather than later.

Whenever the task is taken on, it will 
help to establish optimization priorities, 
whether that be your website, search 
engine optimization, email, apps or some-
thing else that may emerge between now 
and when you’re ready to tackle the job. 

Nowhere Near Saturation
As of December 2012, over 110 million 
cellphone users had yet to make the move 
to a smartphone. However, 40 million tab-
lets had made their way into the hands of 
consumers in the United States, and that 
market is nowhere near saturation, 
according to comScore. 

Those customers have more demanding 
expectations for their Internet interaction, 
and as adoption of smartphones and tablets 
continue, the clamoring for an optimized 
experience will continue to grow louder. 
Addressing this demand is only a matter 
of time. Formulating an optimization 
strategy now will help you serve your  
customers’  needs in the future.

Anna Henry is a freelance writer. She can be 
reached at headlineink@comcast.net.            

MOBILE USER
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Grand Electric Cooperative (GEC) and West River 
Cooperative Telephone Company (WRCTC), two coop-
eratives who share common management, through their 
executive search consultant, seek a strong leader to suc-
ceed their retiring CEO/General Manager.

GEC and WRCTC are headquartered in Bison, SD. 
Bison is a beautiful smaller town with a big country feel. 
Bison has a rich agricultural heritage and traditional val-
ues. It offers a variety of outdoor activities, including 
hunting, fi shing, camping, boating and golf with the 
Shadehill Reservoir, a 5,000 acre man-made dam approxi-
mately 20 minutes from town. 

As the county seat of Perkins County, Bison is home to 
a county courthouse and county and federal offi ces. It has a 
Medical Clinic with a Regional Hospital 45 minutes away 
and a Voluntary Ambulance Service and Fire Department. 
Bison has an excellent K-12 School System. Bison is 150 
miles north of Rapid City, SD; 419 miles north of Denver, 
Colorado; and 180 miles south of Bismarck, ND. With its 
low crime rate, beautiful scenery and amenities, Bison is 
a great place to live, work, play and raise a family.

GEC provides electric service to approximately 5,000 
residential, commercial, industrial, and agricultural/ 
irrigation meters that are owned by 1850 members located 
throughout their 9,000 square-mile service area. The coop-
erative serves a large industrial load, which includes 200 
plus oil wells in northwest South Dakota with signifi cant 
growth projected through the addition of 3 TransCanada 
pumping stations. In 2012, the cooperative had revenues 
of approximately $16 million. Grand Electric has 200 miles 
of transmission and 3800 miles of distribution line. Total 
plant in service is about $50 million.

WRCTC serves approximately 3,500 access lines over 
a 6,500 square-mile area with projected 2012 sales of $11 
million. The telephone company has ownership in two 
subsidiary companies providing fi ber optic based services 
in the Black Hills of South Dakota and construction services 
to area telephone companies. The WRCTC subsidiary 
serves approximately 1,000 CATV customers in 10 area 
towns. Total plant in service was $56 million in 2012.

Both GEC and WRCTC have excellent equity ratios 
and a strong cash position.

They provide employment to 48 dedicated employees.
Candidates should have proven senior management 

experience in the electric and/or telecom utility industry 
and experience in, or knowledge of, the areas of strategic 
planning, fi nance and accounting, member relations, 
personnel, electric and telephone operations.  It is manda-
tory the CEO/GM have strong interpersonal skills, and 
strong oral and written communications skills. Candidates 
should project a professional and positive attitude, have 
strong leadership skills, be a team builder, work well with 
the employees, and have the ability to develop positive 
long term relationships with the consumers/members, 
community organizations, state and federal legislators, 
associated regional and national organizations, and the 
boards.  

Successful candidate will provide leadership, vision, 
advice and assistance to the boards concerning industry 
changes, strategic planning, business objectives, and pol-
icy needs that support the cooperatives’ mission and pro-
vide effective guidance for overall operations of both the 
electric and telephone cooperatives.

This position reports directly to two nine member 
elected boards of directors. The person in this position 
serves as the CEO/GM of both GEC and WRCTC. 

It is required that the successful candidate hold a 
degree in business administration, engineering, account-
ing, or a discipline related to the duties of the position. In 
lieu of a degree, candidate must have an equivalent com-
bination of education and experience related to the chal-
lenges of the position.

The ideal candidate will have experience dealing with 
energy & regulatory issues on a state or national level. 

With a full benefit package, annual compensation 
is commensurate with experience and qualifi cations. 
Housing is also provided by the cooperative for the person 
in this position. To facilitate a smooth transition, the new 
CEO/GM should be able to begin work in the fall of 2013, 
which will allow for overlap with the retiring CEO. 

CHIEF EXECUTIVE OFFICER / GENERAL MANAGER
GRAND ELECTRIC COOPERATIVE, INC.  &

 WEST RIVER COOPERATIVE TELEPHONE COMPANY, BISON, SD

Application packages require a cover letter, resume, recent salary history, along with six professional and three 
personal references, submitted by email, no later than July 12, 2013 to:

LANGLEY & ASSOCIATES EXECUTIVE SEARCH, INC.
Attn:  Carol M. Langley, President 

 (303) 694-2228 Offi ce  (303) 888-4012 Cell
Email: cmlangley@earthlink.net

All information kept strictly confi dential – An EOE

ADVERTISEMENT
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ocial media continues to play a growing role in the way people think, act, react and communicate 
to the world. In times of natural disasters and emergencies, individuals have taken it upon them-
selves to show the world what they are living through. Businesses, government and emergency 
agencies have also taken to social media to disseminate important information to the public lead-
ing up to, during and after emergencies.

Time magazine noted that approximately 20 million tweets were sent out about Hurricane Sandy from 
October 27 to November 1, 2012. The article noted that 10 Sandy-related photos per second were uploaded to 
photo-sharing mobile app Instagram. The most shared term used by American Facebook users when Hurri-
cane Sandy hit was “we are OK,” followed by comments about users’ electrical power status. YouTube released 
a crisis map that included public alerts, emergency information, publicly shared live webcams of individuals 
and locations of open shelters. The Weather Channel was streaming on YouTube while users were streaming 
on Google Hangouts to share their firsthand experiences in their neighborhoods. The Federal Emergency Man-
agement Agency deployed a centralized Web page to access updates and emergency information about the 
hurricane and rolled out a Sandy-specific social media presence on Facebook, Twitter and a blog. The num-
ber of media platforms to disseminate vital information during an emergency keeps growing. 
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How Social Media Is Changing 
Telco Disaster Response
BY 
JONAH 
ARELLANO
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Community Communication
Rural telcos are not just communications services providers. They are community leaders and information 
providers to their service areas. They are engrained in their communities—supporting local charities and contributing 
to area schools, businesses, farms, hospitals and law enforcement. The communications services they pro-
vide are also the communities’ connection to the wider world. To that end, telcos’ use of social media to com-
municate to customers and their communities has become a natural extension of what they have always done. 

As the world has taken to social media to provide information during times of natural disasters and 
emergencies, so have rural telcos to communicate service outages, storm updates, community news and 
other relevant, local information.

In late August 2011, Hurricane Irene, turned tropical storm, packed quite a punch for Vermont. The state 
was badly hit with flood damage that wiped out roads and bridges, and damaged or destroyed homes. Social 
media brought the community closer during the natural disaster. Kurt Gruendling, vice president of market-
ing and business deployment for Waitsfield and Champlain Valley Telecom (WCVT; Waitsfield, Vt.), was one 
of the first few administrators of the Facebook page formerly known as Mad River Valley Hurricane Irene 
(named after the Mad River Valley region, which is served by WCVT).

The page received over 3,000 “likes” in just a couple of days after the Facebook page launched. The 
administrators of the page, members of the community, encouraged their fellow community members and 
contacts to visit the Facebook page. As locals joined, they began sharing photos and videos, including 
accounts of damage around their areas. The page soon became a centralized and accessible place for news on 
road damage, power outages, communications services outages, volunteer opportunities, equipment needs 
and donations to the Mad River Valley Community Fund, which helped to aid residents. 
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Hitting the 
Mainstream
The social media effort gar-
nered the attention of the 
Associated Press (AP), 
which contacted the 
administrators of the Face-
book page for their 
accounts on what was 
going on during the storm. 

Gruendling was quoted in an AP article about efforts to 
help give neighbors a voice on their experiences and their 
needs for information and help. Instead of focusing on 
the damages and devastation, the article highlighted Ver-
mont’s spirit of community and generosity to help out 
each other. The nationwide attention received from the 
social media efforts and the article helped to reinforce a 
sense of community pride. It also created an opportunity 
for a nationwide community outreach effort that included 
a flood benefit concert featuring a local artist.

“The big key we learned [about the social media effort] 
was how quickly and organically it 
grew,” said Gruendling. In time, the 
Facebook page that brought immediate 
attention to locals’ needs during Irene’s 
wrath garnered many active and engaged 
followers in the community. It was 
decided that the page would continue on 
as the community’s Facebook page, and 
it is now administered by the Mad River 
Valley Chamber of Commerce.

Shawn Lane manages social media for Wamego Tele-
phone Co. (Wamego, Kan.). The telco started its Facebook 
page in July 2009, which is incorporated in the telco’s 
emergency communications plan. “We wanted to get in 
touch with our customers, and we saw other telcos begin 
using social media,” Lane said. “It’s one of the quickest 
ways to get information out there.” 

As Winter Storm Q approached its service area in Feb-
ruary 2013, the telco used Facebook to update its commu-
nity with local and national weather forecasts and service 
updates. “When we closed the office, we used our Facebook
page to announce the closing. Our Facebook public posts 
can be seen on our website’s homepage as ‘latest news,’” 
Lane said. The telco also uses the platform to keep its cus-
tomers and community up to date on what to expect as 
far as its services. 

Pioneer Telephone Cooperative (Kingfisher, Okla.) 
launched its Facebook, Twitter, YouTube and LinkedIn 
accounts in December 2011. While it has not had any cri-
sis situation to use its social media outlets, Cindy Gore, 
public relations specialist for Pioneer, said that the telco 

uses its social media outlets to 
communicate service outages and 
maintenance updates. “Posts, 
tweets and updates are placed on 
Facebook and Twitter as soon as 
the information is made available 
to our social media specialist, 
Mike Brown,” Gore said.

The telco’s social media audi-
ence comprises about 2,000 Face-

DISASTER RESPONSE

BEST PRACTICES
Kurt Gruendling, Cindy Gore and Shawn Lane shared some best practices in using social media during crisis. Gore, public 
relations specialist for Pioneer Telephone Cooperative (Kingfisher, Okla.), highlighted the importance of being consistent in 
delivering accurate information and updates in a timely manner. She noted that response time to customers’ comments and 
concerns should be as quick as possible during a time of crisis, showing customers that your telco is actively addressing situ-
ations on your social media outlets. Another best practice she referred to was to make sure there is a direct line of communi-
cation internally to receive all information concerning the crisis at-hand so that the telco can deliver up-to-date information as 
quickly as possible to customers.

Shawn Lane, social media manager for Wamego Telephone Co. (Wamego, Kan.), emphasized the importance of avoiding 
any misunderstandings and misinformation when posting social content. “Be clear. If an outage is only from a particular area, 
say so. We make sure we’re clear at the beginning,” said Lane. 

For some, finding a reason to do social media is daunting, but Wamego sees social media as an opportunity. “Use social media 
as an opportunity to communicate with your customers—even if it’s a negative. Use it as an opportunity to be positive—to show 
that you’re telco is being active, taking care of problems, and finding solutions for your customers and community,” said Lane. 

For Gruendling, vice president of marketing and business deployment at Waitsfield and Champlain Valley Telecom 
(Waitsfield, Vt.), posting live content and pictures goes a long way toward effective communications during a crisis. When 
deciding on what to post, he asks if the information is timely and relevant. “That’s what customers are looking for in social 
media. They don’t want salesy,” Gruendling said. 

Gruendling advised taking a slow approach to social media, especially for telcos that have not yet had any social media 
presence or experience. “Set up goals that are attainable and realistic. Don’t bite off more than you can chew,” he said.
Gruendling said that the slow progression will allow your telco to see how social media works for your company and custom-
ers, and to gain insights on how to build a telco’s voice on social media. 
“Create a social media strategy with goals, a voice and what you want your telco to say,” Gruendling said. “Then set up some 
guidelines and bring in people who are a good fit.”
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CONGRATULATIONS TO

NTCA–The Rural  
Broadband Association

WE WISH YOU CONTINUED YEARS OF SUCCESS

www.cobank.com

We salute the dedication and commitment of NTCA and OPASTCO 

members to rural communities and congratulate you on your unified 

membership. NTCA–The Rural Broadband Association represents a 

powerful, national voice for the rural telecommunications industry 

and CoBank is proud of our partnership.

book friends, 
employees and 
customers. 
“Customers 
express how 
glad they are 
that Pioneer 
now utilizes 

social media to relay updated information 
and that they now have an alternative to 
contacting our Customer Care Center,” 
Gore said.

Fewer Phone Calls
Gruendling noted that social media has 
helped cut down on customer call volume 
and repeat calls. “Social media has 
enabled us to provide a level of support to 
those who need it. It’s one more channel 
that we can use to reach a portion of the 
customers,” Gruendling said. “They know 
they can go to us seven days a week, 24 
hours a day, and we do the best we can to 
offer customers different ways to commu-
nicate with us,” he said.

Social media is part of WCTV’s commu-
nications strategies and goals. The com-
pany has used social media to report on 
network updates and local community 
news. “We constantly use social media to 
communicate,” underlined Gruendling. 
“The customers are very understanding 
and appreciate those updates, and it 
allows for an open communication 
between you and the customers.” 

Having a less corporate voice between 
the telco and the customer has allowed for 
customers to speak candidly to the telco. 
“There’s really good information there 
that you can glean, and as an even greater 
benefit, the telco is building and maintain-
ing customer and community relation-
ships,” Gruendling said. 

The telco maintains transparent com-
munication on social media with its cus-
tomers—being upfront when fibers get cut 
and things don’t work out as planned. “I’d 
rather engage customers and be honest and
truthful about both good and bad news,” 
Gruendling said.

Social media has given Pioneer Telephone 
Cooperative the ability to get important 
information to its core set of followers who 
in turn “share” and spread the informa-

tion to friends, family and other community members. 
“Social media is a key and crucial part of our response 
plan during a crisis situation,” Gore said. “We have found 
that social media is the quickest means to disseminate 
information to our customers and members.”

Jonah Arellano is NTCA’s communications coordinator. She can be 
reached at jarellano@ntca.org. 
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Are Prepaid Calling Cards G
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BY RACHEL BROWN

Going the Way of the Pay Phone?

          hat do prepaid calling cards and pizza have in common? Both are 
Italian inventions. In the mid-1970s, Italy was awash with pay phone thieves who 
were not only stealing the coins at pay phones but destroying the pay phones to 
get them, so an Italian vending machine manufacturer developed the first prepaid 
calling cards to eliminate the need for coins. Other countries soon followed suit. 
The first phone cards were introduced to the United States in 1987. Two years 
later, AT&T began mass production of the cards.

Many telecommunications experts would peg the heyday of the prepaid calling card industry around the 

mid-1990s, with annual worldwide revenues reaching into the multibillion-dollar arena. Gene Retske, exec-

utive director of the American PrePaid Phonecall Association (APPPA), recalled being at a telecom confer-

ence in 1996. “A speaker predicted that prepaid cards would be gone by the end of the following year,” he 

said. “That was 18 years ago. If anything, it got bigger after that.”

The most recent data on prepaid calling cards pegged annual revenues in the United States at $621 million 

a year, but that was in 2009. The same firms that calculated that figure—Atlantic-ACM, Telecommunications 

Industry Association and Wilkofsky Gruen Associates—estimated that by 2013, those revenues would 

decline to $551 million. It’s difficult to say if that prediction is accurate because many firms have stopped 

collecting data in the prepaid arena, Retske said. “Prepaid calls are basically an application of the network. 

It’s just a method of payment, and the biggest carriers like AT&T and Sprint don’t break it down. So we can 

only guess at it,” he said. “It’s like asking: How many red shoes are sold in America? No one knows.”

P H O T O  I L LU S T R AT I O N  BY  S A M  F E R R O
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Adding to the murkiness of the prepaid data is the 
emerging prevalence of prepaid wireless services, such as 
TracPhone offerings where a consumer pays for a cell-
phone and a year’s worth of minutes. 

Regardless of how the numbers are crunched, the part 
of the prepaid industry that is on the decline in 2013 is 
landline calling cards, particularly those for domestic 
calls, Retske said. The availability of free or unlimited 
long-distance calling plans—on both landlines and cell-
phones—is the reason for the drop-off in calls made via 
calling cards within the United States, he explained. 

However, Retske noted that prepaid calling cards for 
international calling remains a competitive market, with 
the immigrant population being the prime demographic. 
“Prepaid is a good deal for consumers,” he explained. “If 
you have a contract with AT&T, they’ll charge $1 a min-
ute to Mexico. You go to a bodega [a convenience store] 

and get a prepaid card, 
and that same call is 
only two or three cents 
a minute.”

Demographic 
Details
Currently, the prepaid 
card market for landline 
usage is almost entirely 
fueled by immigrants 
who need to call inter-
nationally, said Fedor 
Smith, president of 
Atlantic-ACM, a telecom-
munications industry 
research consulting firm.

Looking specifically 
at rural America, Retske 
said the most likely cus-
tomer base there would 

be low-income residents, as well as immigrants. “Rural 
America has pockets of immigrant communities,” he 
said, pointing out that his home state of South Carolina 
has a high Hispanic population. “The best strategy with 
prepaid cards is to use them to get to markets that you’d 
never reach otherwise.”

Gina Villanueva—research analyst with Frost & Sullivan, 
a business consulting firm—agreed that immigrants are the 
prime demographic for prepaid calling cards, but said that 
card distributors have successfully marketed their products 
to new market segments, including students in study-
abroad programs, military families and overseas tourists. 

Low-income citizens are also prime prepaid calling 
card users, she said. “A large group of the people who buy 
the prepaid calling cards can’t afford or won’t be able to 
qualify for contract services,” she said.

Retske pointed out that some businesses find prepaid 
calling cards convenient. “Some companies like these, 
especially if they use contractors,” he said. “They can give 
them a card, and there’s no accounting or tracking. But 
this is not a big market.”

Prepaid Wireless 
Sam Simon—a senior fellow with the New Millennium 
Research Council, a policy institute—added that rural 
America, with its higher percentage of older people and 
low-income population, is a prime market for prepaid wire-
less offerings. “Prepaid wireless is a good solution, partic-
ularly for the market that is talk-centric,” he said, pointing 
out that many people use their phones more for email than 
for talking. “Now, prepaid providers are even offering 
packages that include texting. For a lot of people, it’s 
simpler, less expensive, and there are no penalties if they 
don’t want it any longer. All of this makes it a no brainer.”

For many years, using a prepaid service was an unpop-
ular choice among consumers, Simon said. “You often 
had to go to a rough neighborhood,” he said. “Now, any 
drugstore or Wal-Mart has a shelf with these offerings.”

But APPPA’s Retske said that the days of physical call-
ing cards are on the wane. “You can buy virtual calling 
cards online or at portals or point of sale locations,” he 
said. “There’s often no physical card. That’s going away.”

 Retske agreed that public sentiment has shifted about 
prepaid services. “Fifteen years ago, if you went into an 
AT&T or Cingular store to buy a prepaid card, you were 
treated like a common criminal,” he said. “The attitude 
was: Who are you that you don’t have good enough 
credit to have a contract? AT&T has since learned its les-
son. It realized it doesn’t matter how it sells its minutes 
as long as it sells them.”

Sprint also disregarded its prepaid division until that 
division brought in higher profits than Sprint’s contract 
division, Retske said. “The lesson here is: Don’t treat your 
prepaid customers like a red-headed stepchild. The 
money is there. You just have to go get it.”

Simon pointed out that prepaid wireless offerings fit 
the mission of rural telcos. “The essence of a cooperative 
is meeting the needs of the users versus only looking 
purely at the bottom line,” he said. 

Regardless of the demographics, most small, rural tel-
cos have long since exited the calling card business. “We 
used to offer calling cards, but no one’s even asked about 
them for the past five or six years,” said Dave Manfredo, 
national sales director for ANPI Zone, a telecommunica-
tions company based in Springfield, Ill., explaining that 
even when his company did sell calling cards, it was pri-
marily the postpaid variety. “Our regular landline cus-
tomers would buy a calling card from us and use it when 
they were traveling because they didn’t want to use the 
hotel phone and be stuck with those exorbitant charges.”

Regardless of how  
the numbers are 
crunched, the part of 
the prepaid industry 
that is on the decline 
in 2013 is landline  
calling cards,  
particularly those   
for domestic calls.

RTMay-June2013.FINAL_cc.indd   30RTMay-June2013.FINAL_cc.indd   30 4/25/13   12:35 PM4/25/13   12:35 PM



31RURALTELECOM > M A Y - J U N E  2 0 1 3

In this scenario, cus-
tomers would use the 
card to dial an 800 
number, enter a pass-
code and then dial their 
number, Manfredo 
explained. “Those 
charges would then 
appear on their regular 
phone bill,” he said. 
“But now with the pro-
liferation of wireless 
phones, most providers 
no longer offer these 
cards because every-
one’s got a cellphone—
it’s a moot point.”

Manfredo agreed with Retske and Simon about pre-
paid landline services still being viable in certain niches 
and areas. “In the parts of the country that have large 
Hispanic populations or areas with depressed economies 
and lower income levels, prepaid does well,” he said, 
adding that prepaid wireless is a useful service for older 
people. “My 76-year-old mother doesn’t need a smart-
phone with all the bells and whistles, so 
she buys a phone and prepays $100 a year 
to use it. That works out to less than $10 a 
month, and that’s a good choice for her.”

Years ago, wireless companies offered 
$10-a-month or $20-a-month packages so 
customers could make calls in an emer-
gency, Manfredo explained. “It was mostly 
targeted to teenagers or older people, and 
it basically worked out to about five calls a 
month,” he said. “But those days are 
gone. Now, the lowest package out there 
starts at around $30 a month.”

If Not in It, Stay Out 
Retske said he’s not surprised that many 
small telcos have left the prepaid market. 
“My advice is that if you’re not in this 
business already, don’t get into it,” he said.
“It’s so competitive and the regulatory 
and legal hurdles are enormous. The FCC 
has issued six notices of apparent liability 
at $5 million a piece on prepaid providers.”

This vigilance on the part of the com-
mission stems from an effort to combat 
fraud. According to the Hispanic Institute, 
a nonprofit advocacy group, prepaid call-
ing card consumers on average are only 
able to use about 60% of the talk time.  
The rest is eaten up in undisclosed fees 

and surcharges, especially if they make multiple calls on 
the same card.

Most prepaid carriers have three to four people on 
staff just to handle the paperwork, Retske said. “There is 
a mountain of rules and regulations about advertising 
and promotions. Providers must make USF [Universal 
Service Fund] payments. If calls are going to be made out 
of your home state, you must get regulatory approval 
from the other 49 states. There are compliance issues 
with tax structures. Even the Federal Trade Commission 
is involved.”

If there were a compelling reason for a small telco to 
enter the prepaid market, it would be best to partner 
with an existing provider as a reseller, Retske said. “There 
aren’t the high margins to be had, but the risk is much 
lower,” he said.

Ironically, the prepaid calling industry—particularly on the
landline side—which was developed for pay phone use may
soon find itself as obsolete as pay phones themselves.

Rachel Brown is a freelance writer. She can be reached at  
rachelsb@aol.com.
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uch has been written about the 
changes taking place in the 
telecommunications industry, 
including the importance of 
forming partnerships as a strat-
egy for overcoming market forces and regulatory pressures. 

Indeed, from regional networks to joint purchasing agreements, the part-
nership concept has proven effective in positioning companies for success.

The next step—and an absolutely necessary one—is for telcos 
to bring the idea of partnering in-house. If we are to be success-
ful, it’s critical that we start forming partnerships between the 
various functions within our own organizations. Telcos have tra-
ditionally operated with a system of silos wherein the marketing, 
operations, engineering and accounting areas all act like 
islands unto themselves. That philosophy may well prove disas-
trous in the new environment we’re all facing.

Doing It Backward
How many times have you seen this happen? Engineering pur-
chases some equipment and deploys a new service into a com-
munity. Then it’s up to marketing to figure out how to sell the 
service in that area while accounting calculates when—or if—it 
can be done profitably. In the meantime, engineering goes off 
and starts another project, with no knowledge of how it fits into 
the company’s overall marketing or financial strategies.

Now imagine a scenario wherein all departments look at that 
next capital expenditure in a holistic, cross-functional way. The 

questions become:
> “Engineering: What new technology is available, what neighborhoods 
could we take it into and how soon could you have it built?”
> “Marketing: What are the demographics, what products can you sell 
into these areas, at what price points, and what is the competition doing?”
> “Operations: What capacity do you have for new installs, and how long 
will it take to get new customers connected?”
> “Finance and accounting: What makes the most financial sense and 
keeps us in line with the company’s overall goals?”

The result of this approach is that no 
one functional area is making decisions 
in a vacuum, while leaving marketing to 
“now go sell it” and accounting to “make 
the numbers work.” This certainly does 
not mean that “accounting just wants to 
tell everyone else what to do.” Rather, it 
represents a new model for working 
together—providing every department 
in the company the information it needs 
to make decisions based on factual 
information.

The Strongest Relationship
While the input of every department is 
absolutely important, the strongest 
working relationship in this new industry 
reality should be between the account-
ing department and the marketing 
group. They must work closely together, 
even be strong advocates for one 
another. Why? Because at the end of the 
day, we all must become marketing-
driven companies. That is, we must be 
selling a product or service for which 
there is a demand and that is priced 
where we can make money. Marketing 
is the function that provides the data, 
while accounting provides the numbers. 
Everything else must support that. 

B Y  T O D D  C R A N D A L L
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Imagine a 
scenario 

wherein all 
departments 
look at that 
next capital 

expenditure in a 
holistic, cross-
functional way.

I L LU S T R AT I O N  BY  P E T E R  H O R J U S

M

In-House 
Partnerships 
in a 
Marketing-
Driven 
Company
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REDCOM

www.redcom.com

REDCOM’s carrier-class softswitch platforms preserve your investment in legacy assets, while off ering safe passage to modern VoIP 

technology. All with no mandatory maintenance contracts, annual service agreements, or forced upgrades. Contact a REDCOM customer 

advocate today to learn how you can deploy a new fl exible communications network while also lowering your operating costs.

PROUDLY DESIGNED
& MADE IN THE USA

Is your network stuck
in the land of confusion?

REDCOM
can guide you
down the right
migration path.
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Prime Media offers a range 
of Ad Insertion services from 
affordable digital equipment 
to full turnkey partnerships. 
 

With 52 systems represented, 
62 equipment deployments, 
and 23 years of experience, 
our professional services 
and support solutions are 
strategized to improve your 
system’s bottom line. 
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what 
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experienced team can do for 
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Walter Baker 
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New 
Revenue 

New 
Marketing 

Options 

If we’re going to build a marketing-
driven company, we must shift our focus to:
> What our customers need now.
> What technologies they are going to 
demand in the future.
> How we differentiate ourselves from 
the competition.
> How we position ourselves in the mar-
ketplace.

When we become customer-focused, 
action-oriented and financially disciplined 
—and align the rest of the organization in 
the same manner—then we can truly say 
we are driven by the marketing function.

But to make all this happen, account-
ing has to reinvent itself. We must be in 
the business of educating marketing 
and all other departments, of providing 
them with the information they need to 
come together, and of collectively mak-
ing decisions about the business. To 
become a true partner with the other 
functional areas, accounting must move 
beyond its traditional role of simply 
being a transactional-based, historical-
looking function, and move toward a 
more forward-looking perspective (all 
the while maintaining excellence in 
transactional processing and historical 
reporting, of course). Only then can we 
provide other departments with the 
timely information they need to help our 
companies get ahead of the curve and 
make decisions in real time.

Make It Happen
How do we make that happen, in a prac-
tical sense, within our organizations? 
Here are some thoughts:
1. Be patient. Silos weren’t built in a day, 
and neither were mindsets. It will take time
to change the way people think about 
doing business, so don’t get discouraged
when it doesn’t happen overnight.
2. Build teams. Assign every department 
a “go-to partner” from the accounting 
team. This person can help departments 
with the budgeting process and other 
issues, and be there to answer ques-
tions that may arise in the course of 
daily business.
3. Get together. It may sound simple, but 
regular meetings involving all depart-
ment leaders allow everyone to get a 
clear picture of how their function 
affects the entire operation. If you gather 
as a group only during budget season, 

the terms “marketing driven” and “for-
ward looking” will mean nothing.
4. Practice accountability. It’s always 
easy to fall back into the old way of 
doing things—even when we know that 
“old way” is not going to work moving 
forward. Hold one another accountable 
for doing business the new way, every day.

As rural telcos, we are about more 
than the numbers. But as we focus on 
providing reliable technology to our cus-
tomers, and doing so with the best, most 
people-focused customer service in the 
business, we have to make sure that all 
departments agree on what the num-
bers will be. We then need to align our-
selves to make those numbers happen. 
That will be the only way to survive in the 
industry reality that lies ahead.

Todd Crandall is chief financial officer for 
Telecom Management Services. He can be reached 
at tcrandall@tmsvcs.com
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When we become customer-focused, 
action-oriented and financially   
disciplined—and align the rest of the 
organization in the same manner—
then we can truly say we are driven 
by the marketing function.
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Broadband Adoption and  
Your Consumer

Video and Changing Customer 
Habits

To submit article ideas, send proposals to the editor at 
publications@ntca.org.

NEXTissue
Check out the 
Rural Telecom 
Solution Providers 
Directory at 
www.ntca.org.

Visit our 
website at 
ruraltelecom.org

The Rural Telecom website 

includes magazine content 

and exclusive, online-only 

articles that can be enjoyed 

by all visitors. 

FOR ADVERTISING INFORMATION, CONTACT LISA FREEDMAN AT 

703-351-2089 OR LFREEDMAN@NTCA.ORG.

thein

RTMay-June2013.FINAL_cc.indd   35RTMay-June2013.FINAL_cc.indd   35 4/25/13   12:35 PM4/25/13   12:35 PM



AD
PAGE 36

NISC

RTMay-June2013.FINAL_cc.indd   36RTMay-June2013.FINAL_cc.indd   36 4/25/13   12:35 PM4/25/13   12:35 PM



37May•June 2013

MAY–JUNE 2013

By Tennille Shields, NTCA Senior Writer/Editor

When a company offers services throughout a 10,000-square-mile territory and 

operates networks in three separate states, it may not be feasible to offer a local 

retail presence. Unique cases like this often call for ingenious solutions for reach-

ing out to all customers, no matter where they live.

Proudly serving 25,000 landline, 11,000 Internet and 15,000 wireless customers 

who choose to call rural America home, Nemont Telephone Cooperative (Scobey, 

Mont.) opted to take its mobile store on the road rather than risk losing custom-

ers throughout the regions it serves (northeastern and south-central Montana, 

northwestern North Dakota and northern Wyoming). 

The company invested in a 

mobile trailer that serves as 

a one-stop shop for all of its 

customers’ communications 

needs. The store is staffed 

by customer service repre-

sentatives and marketing 

specialists who are available 

to answer questions and sign up new customers. 

“Our customers love having Nemont at their fingertips to activate new services 

or upgrade existing ones, and to have an opportunity to sit with us, ask questions 

and provide us with welcome face-to-face feedback,” said Kate Chudoba, Nemont’s 

PR & marketing manager.

 Following a successful first year on the road in 2012, the cooperative has a full 

slate of events and activities planned this spring, summer and fall. Chudoba shared 

that the mobile store tends to attract a crowd wherever it stops. “We’re very 

McDonough Dials 
Up Broadband
By Tennille Shields,   
NTCA Senior Writer/Editor

While one should not dismiss the 

inherent value of a good old-fash-

ioned textbook, there’s something 

to be said for using technology to 

gain real-world experience or 

being able to watch the profes-

sionals at work. 

Students at the Western 

Illinois University (WIU) 

School of Agriculture, as 

well as local high-school 

and 4-H participants, are 

reaping the rewards of McDonough 

Telephone Cooperative’s (Colchester, 

Ill.; and its subsidiary, MTC Commu -

nications) expansion efforts to 

deploy fiber-optic technology to 

the farm. 

The company was awarded a 

$25,000 Broadband Innovation 

Fund Grant, all of which was passed 

through to the WIU School of 

Agriculture for agricultural educa-

tion and broadband utilization. The 

grant was awarded by the Part-

nership for Connected Illinois, a 

nonprofit organization that seeks 

to ensure broadband access 

throughout the state. Fiber is now 

enabling WIU students to have 

access to technology while they 

are on-site at the farm, as well as 

distance learning and videocon-

ferencing capabilities for class-

room instruction. 

NEW!

 NTCA’s 
Exchange 
newsletter  
is now an 
integral part of 
Rural Telecom!

 Nemont Telephone 
Takes Its Mobile Store 
‘On the Road’

 40
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Committee 
Update
NTCA–The Rural Broadband 

Association greatly values the 

thoughts, insights and input of its 

member companies. The contribu-

tions of NTCA committee mem-

bers play a key role in helping the 

association further its mission, 

vision and values. 

The following committees held 

meetings during the 2013 Rural 

Telecom Industry Meeting & EXPO 

in Lake Buena Vista, Fla. For more 

information on these committees, 

visit www.ntca.org/about-ntca/

committees-councils/.

Associate Member  
Advisory Council

The Associate Member Advisory 

Council (AMAC) is planning to 

survey associate members on 

their member experience. The 

group offered ideas and thoughts 

about the future structure of 

AMAC following the unification of 

NTCA and OPASTCO. All agreed 

that they like the formal structure 

of AMAC; the formal rotation of an 

annual chairmanship; and capping 

the council at 15 members. 

Association Services 

With the unification of NTCA and 

OPASTCO, the Association 

Services Committee will be split 

into two committees, one for 

membership and one for educa-

tion/meetings. Committee members 

identified several issue-sensitive 

topics for future NTCA training 

and seminars, including rising 

health care costs, new revenue 

streams, shrinking subscriber 

bases, buying power among com-

panies and board term limits. 

Government Aff airs, 
Industry and Wireless

The committees elected officers 

during a joint meeting on February 

3. The group discussed and 

“The university previously 

had a dial-up connection, 

which obviously had its limitations,” said Bill Buchanan, president of McDonough 

Telephone Cooperative. “Students used to have to wait until they returned to the 

classroom in order to input information. Now, students can do everything on-site 

and send the information back to the university. With fiber, the university can 

broadcast in real-time using the WIU local channel or McDonough Web feed.”

A Community Partner

Located in west-central Illinois, the cooperative has members throughout a five-

county region. WIU is McDonough Telephone’s largest customer. Buchanan shared 

that the cooperative applied for the grant to help out the university and students 

throughout the region. Broadband is allowing college students and high-school stu-

dents to learn more about agriculture and the opportunities that exist in region. 

For example, he said, distance education allows students to watch guest 

speakers who may be in another state. In addition, WIU can produce live stream 

videos of classroom instruction that can be recorded and shown at a later date. 

“We have a large swine management community about 25 miles away,” Buchanan 

said. “The animals are susceptible to getting sick, so it’s not conducive to have 

students on-site. Using the fiber technology, the professors and veterinarians can 

go out to the farms and use an interactive video stream to show students in the 

classrooms what they are doing.” 

On March 15, WIU hosted a bull sale that was broadcast using live streaming 

video. Local residents, as well as regional livestock producers, were able to access 

the show using the Internet and IPTV. The university also produced a video that 

explained the auction process, the handling and evaluation of bulls during the test, 

and what bidders look for in a quality bull.

An Eye on the Future

Like many others, the cooperative no longer operates on the “build it and they will 

come” philosophy. Buchanan believes that a better approach to doing business is 

showing existing businesses and young students what the area has to offer using 

broadband technology. 

“Our focus is on community stability and helping to educate kids about the local 

opportunities that exist in the agriculture industry in and around our communities,” 

he said. “If we can take these resources [distance learning and videoconferencing] 

out into the communities to provide opportunities for school-aged kids to learn 

about the educational opportunities that WIU can offer—livestock and farm man-

agement, veterinarian science, brokering, elevator management—we may be able 

to retain those kids in the area.”

Consistent with its cooperative commitment, McDonough Telephone is an appli-

cant for the Illinois Gigabit Community Challenge, a statewide initiative that pro-

vides funding for the most promising ultra high-speed broadband deployment 

projects as part of a multiyear economic development program.  

McDonough 
Dials Up 
Broadband 
from page 37

 40

” d B ll B h d f M D h

A Western Illinois 
University pro-

fessor prepares 
for the annual 

bull sale. 
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In 2012, Direct Communications issued in an inter-

nal challenge to position its product offerings as 

“Faster Streaming Broadband,” and encouraged all 

of its customers to stream as much video as 

humanly possible. (For reference, see the “Per-

spective” column in the May/June 2012 issue of 

Rural Telecom magazine.)

Since then, a few industry developments have 

played right into the company’s competitive strat-

egy. First, all of Direct Communications’ wireless 

competitors now are capping data, or throttling 

speeds if customers download too much. Accord-

ing to an IHS Screen Digest Broadband Media mar-

ket insight report, even Comcast is capping data, 

which is wonderful 

news for indepen-

dents like Direct 

Communications 

that now can 

claim to be the 

only provider to 

offer unlimited 

data with no caps. 

Second, online 

video has become 

more prevalent, more sophisticated and more 

bandwidth-intensive. In 2012, video streaming 

sales surpassed hard media sales for the first 

time ever. Netflix reported on its website that 

high-definition (HD) video will use 2.3 GB per hour. 

A Verizon 4G customer could use up his monthly 

data allotment on a single HD movie. Netflix is 

beginning to roll out 3-D streaming video and 

SuperHD quality, and soon Direct Communications 

will be streaming Ultra HD, which has four times 

the resolution of current HD. Ultimately, in a future 

of video streaming, fiber providers are going to 

beat out all Internet competitors. Any wired pro-

viders that are currently capping data and pre-

venting customers from using their broadband 

service as their primary entertainment source are 

givin g up their competitive advantage.

Last year, Direct Communications discovered 

that two-thirds of customers were streaming 

online video, after several years of the company 

coaxing them into the chute by giving away stream-

ing devices like Xboxes, Wiis, Rokus, Apple TVs, 

Kindle Fires or free yearlong subscriptions to 

Netflix with broadband service. 

Following the completion of the 2013 annual cus-

tomer satisfaction survey, Direct Communications 

found that almost 99% of customers are now 

streaming video, with 75.5% reporting that they 

are streaming video every day. 

When asked how satisfied they were with their 

video streaming experience, 75.5% were either 

extremely satisfied or satisfied with their viewing 

experience. This was almost identical to the statistics 

for overall satisfaction with Direct Communications 

as a provider, which obviously means that if video 

streaming works, customers are happy. 

Over the past year, Direct Communications’ 

total line count grew by 10%, a net growth of 308 

customers in a stagnant real-estate market. 

However, another key to success has been pairing 

this online video strategy with the company’s 

fiber-optic rollout. After cross-tabulating the 

results for fiber versus copper (DSL) customers, 

the company found a huge difference in customer 

happiness. In 

examining these 

results, it almost 

appears as though 

fiber and copper 

customers are 

being served by 

two completely dif-

ferent companies. 

Yet, Direct 

Communications 

provides identical broadband service no matter what

the medium. Evidently, there is enough difference 

in technology to result in a very different online 

experience. 

Clearly, if online video is the future of entertain-

ment, let decision-makers, service providers and 

politicians everywhere take note: If you want a con-

tented populace, let them watch video over fiber.  

Making Your Internet Service     
Unique, Better and Special
By Brigham Griffi  n, Direct Communications Marketing Director

l t hi ti

How often do you use your 
home Internet connection  
to stream online? (Netfl ix, 
Hulu, YouTube, etc.)

7.3%

1.4%

Often
(about once/week)

Occasionally
(about once/month)

Never
50 100 150 200 250 300 350

Daily75.5%

15.8%

How satisfi ed are you with your 
online video streaming experience?

■ COPPER
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Extremely
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Slightly
dissatisfied

Neither
satisfied
nor
dissatisfied

Slightly
satisfied

Extremely
satisfied

21.8% 50.4%

18.5%

1.0%
1.7%

48.8%

32.4%

11.1%

6.8%7.6%
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evaluated a number of pressing federal telecom-

munications policies confronting the industry, 

including universal service and intercarrier com-

pensation transformation and implementation 

challenges, federal mapping dilemmas, IP evolution, 

wireless and spectrum matters, video, cybersecu-

rity and the Farm Bill. The committees also 

received an update on the new Congress and its 

respective leaders, and an outline of NTCA’s 

involvement in the 2012 election cycle. [Members 

of Congress fundraised for the 2012 cycle for two 

years, and one-third of senators fundraised for 

the 2012 cycle for six years.]

In addition, the committees approved five policy 

resolutions: A Broadband Future; The Importance 

of Restoring Regulatory Certainty and Making 

Conditions More Favorable for the Attraction of 

Capital for Rural Telecommunications; Pursuing 

Call Completion; Alleviating Regulatory Burdens; 

and Leveling the Wireless Playing Field.

Innovation and Technology

The Innovation and Technology Committee, which 

explores new telecom business opportunities and 

technologies, discussed results of its innovation 

survey that showed that fiber-to-the-home deploy-

ments are a significant and successful access 

technology, and that security and surveillance 

systems and services are gaining in popularity. 

The group also discussed call completion, DSL pat-

ent infringement, convergence strategies and 

video challenges. Following the success of last 

year’s Regional Meetings presentations, the com-

mittee discussed the possibility of offering a 

“Must-Have Apps for Your Smartphone and 

Tablets” presentation for the 2013 meetings.  

proud of the look we’ve developed for the store.  It 

makes a great billboard at events and catches  a 

lot of attention,” she said. “It is inviting, and repre-

sents our commitment to innovation.” 

Wheelin’ and Dealin’

The rollout of Nemont’s mobile store coincided with 

its upgrade from the legacy 1X network to the 

new 3G network that was completed in all of the 

Montana markets and most of the North Dakota 

markets last year. The remaining North Dakota 

markets will be upgraded to 3G this year.

The network upgrades allow the cooperative to 

offer high-speed mobile data. The upgrades also will 

help to eliminate dropped calls by enhancing the com-

pany’s tower-to-tower hand-off capabilities as cus-

tomers travel between North Dakota and Montana.

In 2012, the company launched a number of 

new products—nationwide 3G mobile data, unlim-

ited voice and text packages, and an unlimited 

text and picture messaging plan—that have helped 

to expand the customer base in Montana and 

Nemont Telephone from page 37

Committee Update from page 38

North Dakota, Chudoba said. “These products offer 

the features our customers want and need at very 

competitive rates.” 

When the mobile store rolls into town, the com-

pany’s representatives tend to focus on wireless 

voice and 3G data products, as well as broadband 

services, but they are prepared to discuss any 

and all of the services with new and existing cus-

tomers, Chudoba said. Nemont also sells a variety 

of wireless accessories through the mobile store. 

“We often run promotions when we are at spe-

cial events that are only valid through the mobile 

store, and this year we plan to really drive home 

the message about our nationwide 3G data prod-

ucts,” she said. 

“Many of our customers don’t live near any of 

our retail locations,” she continued. “The mobile 

store has given us the opportunity to reach many 

in a more convenient venue. Folks who come out 

for one of our PR events can now take advantage 

of our mobile store to activate new services, or 

resolve issues and concerns on the spot.”  

SHARE 
YOUR 
STORY
NTCA–The Rural 
Broadband 
Association 
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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NTCA REGIONALS   

2013
REGIONAL MEETINGS

Regions 1, 2 & 3 
July 14–16
The Greenbrier
White Sulphur Springs, W.Va.

Regions 7, 8 & 10 
July 21–23
Hilton Branson Convention 
Center
Branson, Mo.

Regions 4 & 5 
August 11–13
Grand Traverse Resort and Spa
Traverse City, Mich.

Region 9 
October 13–15
Hyatt Regency Lake Tahoe 
Resort, Spa & Casino
Incline Village, Nev.

Region 6 
October 27–29
Holiday Inn Sioux Falls–City 
Centre
Sioux Falls, S.D.

Visit www.ntca.org/events for more 
information, or email meetings@ntca.org.

Build Employee Morale 
Capitalize on Opportunities 
Secure Your Future
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Stahlstown, PA

from a coaxial and analog platform to an all-
digital network, adding more than 100 new 
channels with more high defi nition and DVR 

options than ever before. Our fi ber Internet 
service offers speeds up to 25 Mbps with 
24/7 tech support. 

Workforce
Laurel Highland Total Communications, 
Inc. has 33 employees. The workforce has 
remained stable over the recent years. 
Many of our employees are local residents 

that live within our service territory. 

Customer Profile 
A typical customer in our service territory 
is a Caucasian between the ages of 50 
and 60. Our telephone access lines have 

been declining. 

History
Laurel Highland Telephone Co. was 
formed in 1908 by local businessmen 
and farmers after Bell Telephone Co.’s 
management refused to extend service 
into the area due to the low population 

density in what was and still is mainly a farm-
ing area. The company acquired a second 
exchange in the 1960s and began installing 
cable TV that same decade. A fi ber to the 
premise project began in 2003 and now pro-
vides service to the 175-square-miles territory. 
Most recently a third telephone exchange 
was added in 2008.

The company became an NTCA member this year 
when OPASTCO and NTCA unifi ed. 

Service Territory
Laurel Highland Tele phone Co. (LHTC), 

has a service territory of 175 
square miles. The telco 
has two exchanges, 
4,500 access lines and 
about 4,200 customers. 

LHTC’s territory is 
centrally located in the 
Laurel Highlands region 
of southwestern 
Pennsylvania. The 

mountainous condi-
tions create cooler tem-

peratures than other parts of 
the state, as well as rain, wind, 
snow and even the occasional 
tornado or microburst. Our 
company has had to deal with 
many of Mother Nature’s occur-
rences, and having a state-of-
the-art, fi ber-optic network 
helps us troubleshoot faster and 
address service outages in a 
timely manner. 

Technology 
Our fi ber-optic network allows us to 
provide customers with high-quality 
telephone, television and Internet ser-
vices. Our telephone services include 
local and long-distance calling plans, 
and our very popular unlimited calling 
plan with caller ID, call waiting, voice 
mail, call forwarding and speed dial-
ing. Our television service is currently being converted 

Laurel 
Highland  
Telephone Co.
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Refresh Your Strategies.
Refine Your Practices.

Reinvent Success.

Order Today...

R
E
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NTCA–The Rural Broadband 
Association produces a 

collection of resources that
can help you develop

and improve your
business practices. 

To refresh your strategies
and move your business 

forward, order these
products from

the NTCA eStore at 

www.ntca.org/estore.

T

RTMay-June2013.FINAL_cc.indd   43RTMay-June2013.FINAL_cc.indd   43 4/25/13   12:35 PM4/25/13   12:35 PM



AD
PAGE 44

CHR  

ph  713.351.5111        email  info@CHRSolutions.com

From Rural America to urban cities, CHR Solutions provides a full range of solutions and services to help Communications Service 
Providers (CSPs) plan, design, build, manage, and monetize their networks.

 Engineering and Construction     Billing Software and Customer Care 
 Network Integration and Management   Managed IT, Cloud, and NOC 
 Regulatory and Financial 

For over 75 years, CHR Solutions has been committed to ensuring the success of CSPs by investing in the development and 
deployment of rural networks and infrastructure. e’ve grown over the years. e now have twelve of ces, four datacenters, one 
business process outsourcing center, and provide 24x7 support. However, our commitment to our clients remains the same.  Our 
growth was to ensure you have access to the extensive resources and expertise you need to grow your business.

We’re looking forward to the next 75 years in helping you succeed. 

Learn more at www.CHRSolutions.com/75Years

YEARS
of connecting our great nation
75
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