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Electronic meter reading 
A more efficient system 
See page one
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Micro-computers put ‘byte* in
or more than  60 years, most of FPL’s 
m eter reading operations have been 
performed m anually -  from recording 

the m eter “reading” to reviewing “route” 
documents. But recent studies have shown 
th a t autom ation of these operations would 
increase cash flow through the avoidance of 
billing delays, and increase overall productiv
ity. It was time technology replaced tradition. 
E n ter electronic m eter reading.

ITRON DataCap

The D ataCap un it is m anufactured by 
ITRON, Inc., the vendor selected to provide 
th is system. I t is a hand held, self-contained, 
computerized m eter reading device into 
which a m eter reader records electric m eter 
information onto a magnetic mini-cassettee 
tape inside each unit.

The device is 10172 inches by 31/2 inches and 
powered by a rechargeable battery. It has an 
elaborate keyboard and liquid crystal display 
screen. The unit weighs about 2 1/2 pounds.

Alison Parry, ITRON’s Project M anager, said, 
“FPL drew upon the best feature designs th a t 
our o th er  customers now use and came up  
w ith an excellent system. We’ve committed 
ourselves to make sure th is system meets all 
expectations.

“We’ve had to stay on our toes to keep up with 
FPL’s constant dem and for quality and the 
resu lt is the finest system in the industry ,” 
she continued. “FPL’s system is on the cutting 
edge of technology without becoming overly 
expensive or difficult to m aintain .”

E m ployee in volvem en t

corded by the m eter reader, data regarding 
the next customer will appear.

“The Datacap greatly reduces the potential 
for error,” explains Varnum. “If the reading 
entered is too low or too high, based on the 
custom er’s billing history, the m eter reader 
is alerted to a possible error. He can then 
immediately re-read the meter. This feature 
alone saves time and costly re-reads.”

The D ataCap also alerts the m eter reader 
when to change the tape or batteries, or when 
the end of the route has been reached. It also 
autom atically notes the date and time of each 
m eter read.

“It actually beeps when it has something to 
tell you,” says Frank  Strizelka, an FPL M eter 
Reader. “And, it won’t stop beeping until you 
acknowledge the message.”

The information stored in the DataCap also 
can help the m eter reader find out-of-the-way 
m eter locations or report service problems. 
BEWARE OF DOG or KEY IN MAILBOX are 
typical instruction codes th a t flash across the 
display screen.

A b u tton  does it  all

The lines of communication work both ways 
on the DataCap. M eter readers will be able 
to press a button to note a m eter change, 
m eter irregularities or custom ers’ service re
quests, thus elim inating time-consuming 
paperwork.

When the m eter reader completes the day’s 
assignm ent, the taped information will be 
transm itted  to the Company’s m ainfram e
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meter reading

Weighing less than three pounds, this DataCap 
unit will enable meter readers to log informa
tion quickly and with fewer errors.

“Our system has been developed by the people 
who will use it,” said Brad Varnum, who is 
coordinating the project for Commercial Op
erations. “Every effort was made to have the 
ultim ate users of th is system involved during 
the project’s design and development stages.

“And th a t m eant representatives from each 
Division had to pitch in, along w ith staff de
partm ents like Systems & Programming, 
Computer Operations, Telecommunications 
and Custom er Accounting.”

The DataCap keyboard, w ith its 56 color- 
coded, clearly m arked keys is the epitome of 
compactness and utility. The keys, tightly 
grouped to conserve space, are large enough 
to allow convenient operation.

W ith a touch of a finger, m eter readers can 
enter inform ation and obtain im m ediate feed
back. Each matchbook-sized mini-cassette 
stores data for 300 accounts w ith inform ation 
which includes the custom er’s name, address, 
the m eter num ber and so on.

Error p o ten tia l reduced

This inform ation is loaded into the D ataCap 
unit. Once a reading has been properly re-

Now better than ever

U.S. Savings Bonds earning market rates
he U. S. Savings Bonds Program has 
been around almost as long as this 
country is old. Its history can be traced 

back to Civil W ar days. And, since its begin
ning, the buying of U.S. Savings Bonds by 
the citizenry has been directly related to sup
port for our form of government.

Today, U.S. Savings Bonds are doing more 
than  ju s t strengthening our country. They’re 
also helping to realize tomorrow’s dreams... 
yours, as well as your family’s.

G uaranteed  m inim um
How? By earning a t least a 7.5 percent in
te rest ra te  (if you hold the bonds five or more 
years). G uaranteed! M arket rates, however, 
have been higher, so Savings Bond’s in terest 
also has been higher. In fact, the current six- 
m onth ra te  is 8.36 percent (good through 
April).

In essence, unlike other investm ent in s tru 
ments, you take advantage of high m arket

ra tes w ithout investing thousands of dollars 
a t a tim e...and without m arket risk! Daytona 
Beach Secretary Jessie Lemoyne said, “I be
came involved in the Savings Bonds Program 
about 11 years ago because I thought it would 
be a good savings plan for my children. But 
I didn’t  w ant to ‘gamble’ their savings w ith 
other riskier investm ents. Today, all of my 
four children have a bond in the ir nam e.”

Besides no risk, there’s also no lim it on w hat 
you can earn. If in terest ra tes go higher, your 
bonds will keep up. And all this for as little 
as $25, the price of a $50 EE Bond.

But, if m arket ra tes drop to very low levels, 
you’re protected since the bonds are g u aran 
teed to earn  no less than  7.5 percent from 
date of issue, compounded semi-annually, 
until m aturity.

At the guaranteed minimum rate , you d ou 
b le your m oney in  10 years. Bonds will
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Douberleys met at FPL

H usband a n d  wife retire 
with 86 years of service

uinness Book of Records, watch out! 
A nother record has been broken. 
Not ju s t by anyone, mind you, but 

by two FPLers — a husband and wife team.
G

A ssistant G eneral Office D rafting Supervisor 
M. G. “Sam” Douberley and his wife Suzanne, 
G.O. Audit Clerk, have set the new Company 
record for the most service years combined 
(86) of any m arried couple working for FPL.

General Office Employment M anager Billy 
Anderson said, “I’ve been working here for 
more th an  40 years, and I know of no other 
husband and wife team  who worked for the 
Company longer than  the Douberleys.”

The Douberleys; who met each other 40 years 
ago a t FPL, recently celebrated the ir re tire
m ent a t a combined party  hosted by the Gen
eral Engineering and Inter-U tility Affairs 
departm ents. Approximately 200 of their 
friends and co-workers came to honor them.

Douberley started  working for FPL in 1940 
in the G eneral Engineering D rafting D epart
ment. Two years later, after the bombing of 
Pearl Harbor, he left to serve in the Navy. 
(FPL guaranteed jobs for employees who had 
to leave because of the ir participation in the 
w ar effort.) W hen he returned  in 1946, his 
job in the Engineering D epartm ent was w ait
ing for him.

Mrs. Douberley began her career a t FPL in 
1944, bu t left shortly after to continue her 
education. She m et her husband upon her 
re tu rn  a year-and-a half-later.

In addition to the ir long service record, the 
Douberleys also have had excellent a tten 
dance records. Douberley received a special 
perfect attendance aw ard from the Engineer
ing Services D epartm ent. For 16 straight 
years, he never missed a day. In fact, from 
1940 to present, he missed a total of only six- 
and-a-half-days. Incidentally, Mrs. Douber
ley also can be proud of a perfect attendance 
record — she didn’t miss a day from work her 
last th ree years.

Now th a t they are retired, the Douberleys 
plan to sell the ir home in Miami and move 
upstate to the ir second home in Ocala. “My 
wife was born in Miami and raised in Tif- 
ton,Georgia, bu t I’m from Gainesville, 
Florida. Moving to Ocala will be like going 
home,” said Douberley.

S m iles abound  for Sam  and Suzanne  
D oub erley  w ho recen tly  celeb rated  
th e ir  FPL retirem en t after 86 years o f  
com bined  serv ice.

Whenever you’re in doubt; make sure you talk it out

he March Safety Poster Theme, 
“When in doubt, ta lk  it out,” was de
veloped by Sunrise Service Center 

Lineman Chris D. Barbera.

when changes or additions of personnel affect 
the crew; 7) anytim e a second crew comes on 
the job; 8) anytim e it is requested by a crew 
member.

Communicating is a very im portant part of 
our everyday life. W hether we’re talking with

our children, co-work
ers or even total s tran 
gers, communication 
is im portant. In our 
jobs, though, it can be 
more than  impor
tan t. . .it can be crucial.

T hat’s why talking out 
a job, or holding “ta il
board” conferences, is 
a m ust a t FPL. The 
purpose for these ta il

boards is to plan the work to be done in such 
a way th a t it is done safely and with 
maximum efficiency. In fact, a correctly-held 
tailboard conference is a supervisor’s best 
tool for accomplishing these two objectives.

It is im portant also to remember th a t a ta il
board conference is an  integral part of any 
job. Tailboards should be held:

1) before starting  each job; 2) on large jobs 
before starting  each different job part; 3) be
fore starting  the job again after an in terrup
tion; 4) before procedure changes caused by 
w eather or revised plans; 5) immediately 
upon discovering an unforeseen hazard; 6)

Remember, if you have any doubt about a job, 
ta lk  it out!

W h e n  in D o u b t

Talk it O u t.

Cliris R. Barbera ■ Sunrise Service Center- March, 1986,Safety Poster * •

News Capsules
•  A Dade County resident was sentenced last 
month to six m onths in ja il and fined $250 
for tam pering w ith his electric meter. The 
damaged m eter was recording only one-third 
of the electricity actually being used during 
a three-m onth period.

•  Directors of FPL Group, Inc. on February 
10 elected Daniel F. Crough as a member of 
the board. Crough has been president of Col
onial Penn Group, a subsidiary of FPL Group, 
Inc., since 1983 and chief executive officer 
since December, 1985. In other action, the 
board elected Richard A. Anderson as assis
ta n t treasu re r of FPL Group, Inc. Prior to his 
election, Anderson was assistan t treasu re r 
and m anager of financial resources of Florida 
Power & Light Company.

•  FPL Group, Inc. on Febuary 10 declared a 
regular quarterly  dividend of 49 cents per 
share on its common stock. The dividend is 
payable March 17, 1986 to shareholders of 
record on February 28, 1986.

•  The Public Service Commission on Feb
ruary  21 approved FPL’s fuel, energy (ECC) 
and oil backout (OBC) adjustm ent factors for 
the April-September recovery period. Effec
tive w ith m eter readings on April 1, a 1,000 
kilowatt-hour residential bill will total $78.44.

•  FPL in February announced the sale of $150 
million of 30-year first mortgage bonds, to 
bear in terest a t 9.875 percent per year. The 
bonds will be reoffered to the public a t 100 
percent of par. N et proceeds from the sale 
will be used to redeem its $125 million F irst 
Mortgage Bonds, 15 7/8 percent Series due 
March 1, 2011. The 15 7/8 percent bonds are 
to be redeemed on M arch 3,1986 a t $1,131.40 
per $1,000 principal am ount plus accrued 
interest.

•  The U.S. Supreme Court, in a major deci
sion protecting the rights of utility com
panies, ruled February 28 th a t states cannot 
force utilities to include consumer-group m es
sages in custom ers’ bills. The justices voted 
5-3 to overturn a California Public U tilities 
Commission order requiring Pacific Gas & 
Electric to give the “extra space” in its bill 
envelopes to a consumer group.

•  The num ber of consumer high bill inquires 
received by the Public Service Commission 
(PSC) from FPL customers decreased 25 per
cent in 1985. Overall, custom er inquires de
creased 8 percent, according to recently-re
leased figures from Commercial Operations. 
Custom er calls and le tters to FPL’s executive 
offices also decreased 33 and 26 percent, re
spectively, in 1985, compared with the previ
ous year.
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aving been cited by a leading public 
relations and public affairs journal 
as one of the ten  best public informa

tion program s in the nation last year, FPL’s 
Community Information Program  (CIP) 
posted another achievement recently when 
its 1985 figures were tallied. Not surprisingly, 
CIP speakers ended the year breaking 
records, having given more than  5,000 
speeches to nearly 190,000 people.

The num ber of oratorical presentations is an 
increase of 45 percent over 1984 figures and 
the highest increase since the program ’s in
ception in 1972. And if you add non-CIP talks 
— by m arketing, ASSIST, energy advocates, 
etc. — nearly 7,000 speeches were given by 
FPLers in 1985 to almost a quarter of a m ill
ion people.

“To put th a t in perspective,” said program 
coordinator Melodie Womble, “when a CIP 
Task Team m et last fall to contact 25 different 
organizations regarding speaker bureau ac
tivity, the closest competitor had 30 percent 
MORE speakers than  FPL’s CIP, yet collec
tively gave 80 percent LESS speeches.”

“CIP is FPLers,” said Womble, “because it’s 
made up of employees representing every 
level of the company — district m anagers, 
linemen, phone board representatives, ser
vice planners, electricians, etc. The program 
has recognized the m any talented FPL 
employees a t every level of the Company.”

Continued Womble, “CIP is designed to create 
public aw areness and understanding of the 
energy business. We accomplish th is by pro

viding timely and consistent information 
using professional, w ell-trained Company 
speakers. I t works because our employees 
MAKE it work.”

H ow  To Q ualify
If you are interested in becoming a CIP 
speaker, you m ust first qualify. Qualification 
m eans giving a t least 12 speeches -- on three 
of 12 different topics available -  to a t least 
six adult audiences.

Participation in CIP is strictly voluntary, but 
is not for everyone. Based on recommenda
tions formed by a CIP Task Team last year,

candidates m ust un 
dergo a screening pro
cess. They first m ust 
get supervisor ap
proval, then  provide a 
w ritten statem ent to 
the ir division screen
ing board explaining 
why they wish to be

come CIPers. Before applying, candidates 
should have a minimum of two years with 
the Company.

Once an employee becomes a candidate, the 
employee accompanies a qualified speaker 
for several ta lks to get a little experience. 
T hat FPLer, in the m eantim e, also is receiv
ing more formal training. Eventually, he be
gins giving speeches. And as his experience 
increases, more difficult ta lks are scheduled.

Admitted Womble, “I t’s not always easy, and 
it requires a lot of your personal time, but 
it’s certainly personally rew arding...and fun.”

computer via telephone lines. T hat same day, 
a  customer bill will be produced. It will be 
mailed the following day.

“No other utility  our size or w ith such a geog
raphic diversity a t present can bill on the 
same day m eters are read,” V am um  said.

“W ith a total cost of about $4.5 million, the 
system is expected to pay for itself in 21 
months. We will realize savings of about $2.3 
million alone in in terest per year because of 
‘same day’ m eter reading and billing feature, 
and overall efficiency increases,” V am um  
explained.

“Representatives from each Division, along 
w ith staff employees, were assigned to one of 
two core team s and received train ing  on the 
entire system. They are now responsible to 
tra in  and assist district personnel in the sys
tem ’s im plem entation,” said Vam um .

P ilo t projects b eg in

The “parallel” test, which compares hand
w ritten  m eter data  w ith th a t which was en
tered into the DataCap, began in late March. 
After a successful parallel test, the pilot pro
jects will begin -- first in Hollywood and, one 
week later, in St. Augustine. “By Fall of this 
year, we should have all 39 FPL ‘read’ sites 
on board,” V arnum  concluded.

Said Strizelka, “We are all excited about this 
new system and we especially appreciate the 
opportunity to contribute to its development. 
I’ve read m eters for two years and I can 
guarantee this new system beats the old pen
cil and m eter card routine hands down.”

The Case of the Prodigal Sun
say, Ohms,” said Dr. W attson, 
straightening his beach blanket, “the 
sun is intolerable. I find it quite in

credible th a t you can stand th is blazing in
ferno w earing th a t plaid hat, m atching scarf 
and tweed bathrobe.”

Professor Sherlock Ohms turned  to his short, 
rotund sidekick. “The sun, my dear W attson, 
is an incredible form of energy.”

W attson was not impressed. “If you say so, 
Ohms. But if the sun is so bloody good, why 
can’t we use it for things like electricity?”

Ohms squinted through the smoke curling 
from his pipe. “We do, W attson. In fact, FPL 
recently finished a year of operating its first 
solar generating un it a t a substation near its 
G eneral Office building in Miami. They found 
the technology to be as reliable as the sun 
th a t powers it.”

“Well, b last it, Ohms, why don’t  they use 
power from the sun instead of all th a t oil and 
those nuclear units and — w hat do they call 
it? -  th a t coal-by-wire transm ission from 
other utilities?”

Ohms blew a perfect smoke ring tow ard the 
incoming waves. “The cost of solar is still con
siderably more expensive than  conventional 
power generating systems, W attson. Plus, 
unfortunately, the sun doesn’t  shine all the 
tim e — even in the Sunshine S tate,” he 
explained.
W attson cleared his throat. “Cost. W hat do 
you know about cost, Ohms?”

“I t’s elem entary, my dear W attson. The cost 
of each solar-generated kilowatt hour during 
the first year of the FPL test was 57 cents. 
If I rem em ber correctly, the national average 
cost per kilowatt hour for conventional oil- 
fired generation is 6.4 cents. For the less ex
pensive nuclear generation, the cost is 3.5 
cents per kilow att hour. So there’s still quite 
a difference, wouldn’t  you agree?”

W attson let out a deep breath. “Quite right, 
Ohms. Still, it strikes me as extraordinary 
how they can convert the power of the sun 
into electricity.”

“It’s no real m ystery,” said Ohms. “The FPL 
un it converts solar energy directly into elec
trical energy as sunlight strikes silicon photo
voltaic cells. In nine m onths of data col
lecting, the solar un it produced 12,100 kilo
w att hours of electricity.”

W attson chuckled. “I say, Ohms, next you’ll 
be telling me how much electricity would have 
been produced if there had been no clouds 
during th a t period.”

Ohms seemed surprised. “Most observant, 
my good fellow. The answ er is precisely 19,600 
kilowatt hours. But then  th a t’s not really re

levant, is it, since we have no way of elim inat
ing the clouds?”
“Quite right,” W attson agreed.

“You see, W attson, the solar system works 
even when there appears to be little  available 
sun. However, it operates a t a greatly reduced 
power output. It is therefore not only expen
sive, bu t also im practical a t tim es.”
“Maybe,” offered W attson, “solar energy isn’t 
such a good idea after all.”

“To the contrary,” said Ohms. “As FPL notes, 
although it is more expensive than  conven
tional sources, the price has been decreasing 
as research continues. A breakthrough could 
make solar power economically feasible and, 
if so, FPL w ants to gain experience w ith it 
through the use of the experim ental system .”

“My goodness, Ohms, I didn’t  realize you 
knew so much about the sun,” said W attson.

Ohms tu rned  to his long-time friend. “I would 
suggest you pay considerably more attention

to the sun yourself,” 
he said.

“How’s that, 
Ohms?” asked 
W attson.

“Your nose, 
W attson. I t’s as 
red as a lobster. I 
can only deduce 
th a t you’ve for
gotten the sun 
screen once 
again...”
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SAVINGS BONDS C o n tin u ed  fro m  p a g e  1
Monthly Accumulations - Series EE Savings Bonds

M o n th ly
S a vin g s

A t 7 .5  P e rce n t 
5 y e a rs  10 ye a rs

A t 10 P e rce n t 
5  y e a rs  10 ye a rs

$10.00 $699.00 $1728.10 $700.97 $1928.28
25.00 1759.34 4348.46 1763.94 4863.34
37.50 2639.01 6522.69 2645.91 7295.01
50.00 3518.68 8696.92 3527.88 9726.68
75.00 5278.02 13045.38 5291.82 14590.02

100.00 7037.36 17393.84 7055.76 19453.36

reach face value in a shorter period if the m ar
ket-based ra te  is higher. Ken Trueblood, Gen
eral Office Senior Personnel Adm inistrator, 
likes th a t feature, “The Savings Bonds Prog
ram  was another painless way to save. One 
of the benefits of the program is watching 
your savings double as the bonds m ature.”

as owner, one person as beneficiary). Delray 
Beach Cable Splicer Ron Sanders puts it th is 
way, “I started  buying Savings Bonds back 
in 1957 when I was in the service. When my 
son was born, I began getting him one a 
month. And the way things are going, by the 
time he gets to be my age, he’ll be rich.”

Planning for your future? 
Savings Bonds can help

I S Savings Bonds can help YOU in 
your retirem ent years, and help your

| child with money for a college educa
tion. H ere’s how:

As far as retirem ent is concerned, Savings 
Bonds have tax-saving options. For example, 
you can buy bonds to supplem ent your re tire
m ent income. Then, when you actually retire 
and begin cashing them  in, you can report 
the tax-deferred in terest as income on your 
tax return. You likely will be in a lower tax 
bracket by then, and w ith a double exemption 
if you’re over 65, you’ll have more of the 
money you’ve saved to enjoy. One retiree re
ported th a t he bought a $100 bond every 
month (purchase price was $50) for 15 years. 
When he retired, he began cashing a bond a

J e ss ie  L em oyne

M arket-based in terest
Twice each year, the Treasury determ ines 
the Series EE Bond m arket-based ra te  for

in terest periods th a t 
begin in the next six 
months. Each new 
rate  will be given wide 
publicity.

In addition, new rate  
information is pub
lished regularly so 
you’ll always know 
how much your bonds 
are earning and how 
much they are worth. 

Here are a few reasons why U.S. Savings 
Bonds are a be tte r investm ent now than  
they’ve ever been:

•  H igh m arket in terest rates: Instead of 
the old fixed rates, bonds now pay variable 
rates — like the money m arkets. So there’s 
no limit to how much in terest bonds can earn.

•  G uaranteed  m inim um  return: At pre
sent, bonds have a guaranteed re tu rn  of 7.5 
percent (through April). You may get more, 
but you’ll never get less.

•  Im portant in com e tax  savings: Federal 
tax  on in terest earned can be deferred until 
the bonds are cashed. In addition, there are 
other tax  advantages if you’re saving for a 
child’s education or for your retirem ent (see 
accompanying story). Said N orth Broward 
Custom er Service Supervisor Richard Ar
lington, “I started  m any years ago. Today, 
though, I ’m using those Savings Bonds to help 
put my children through college.”

•  C om plete safety: 
Backed by the U.S. 
Government, bonds 
are registered sec
urities th a t are easily 
replaced if lost, stolen 
or destroyed.

•  A liq u id  in v est
m ent: Bonds can be 
cashed in anytim e 
after six m onths, u n 
like other investm ents 

requiring a longer com mitment of funds.

K en T rueblood

•  R egistration : Bonds may be registered in 
the nam es of individuals (adults or minors), 
in single-ownership form, co-ownership form 
(two owners) or beneficiary form (one person

•  F lexib ility: If you wish to buy bonds of 
higher or lower am ounts, or change the 
names inscribed on the bonds, or change the 
NUMBER of bonds you buy, you can do so 
quickly, easily.
•  C onvenience: The Payroll Savings P lan is 
a great way to save. Plus, you can take care 
of details right where you work. In fact, to 
make it very easy for all active FPL employees 
to participate (if they’re not already doing so), 
in clu d ed  e lsew h ere  in  th is  issu e  is  a 
green  payroll d ed u ction  card. Instruc
tions are self-explanatory but you should mail 
the card to Payroll Deductions - ACG/GO.
•  FPL draw ings: As an incentive for new

and current members, 
FPL will give away a 
$50 Savings Bond for 
every 10 program par
ticipants. W inners will 
be chosen by weekly 
drawing, beginning 
March 17 through 
April 11, 1986. 
Remember, w hether 
you w ant to save a lit
tle or save a lot, it pays

to join the U.S. Savings Bonds Program. De- 
lores Rivera Lorenzo, a Clerk Typist in the 
Southeastern Division Automotive D epart
ment, sums it up like this, “Savings Bonds 
are a great way to establish a retirem ent fund 
early on. W henever I get a raise, I sign up 
for another bond.”

T o en ro ll:
1. Get a payroll deduction card from 

your personnel departm ent or 
newsboard. 2. Fill out and 
sign. 3. Mail inter-office 
to Payroll Deductions - 

ACG/GO.

month (each one now worth about $200). As 
you consider YOUR retirem ent plans, think 
about how Savings Bonds can help your 
future.

If you have college costs ahead, buy Savings 
Bonds in your dependent child’s nam e (with 
you as beneficiary, NOT co-owner). The first 
year, file a federal tax re tu rn  in the child’s 
nam e listing accrued in terest as income. 
U nder the In ternal Revenue Code, up to 
$1,000 in unearned income (e.g., interest) 
may be accumulated each year w ithout a tax 
liability.

Therefore, each of your children could own 
bonds earning up to $1,000 in terest per year 
(assuming the child has no other income) 
w ithout subjecting the income to taxation. 
This first year’s re tu rn  establishes intent, 
and no fu rther re tu rns will be necessary un
less income in any year exceeds the filing limi
tation established by the In ternal Revenue 
Service.

Buying bonds in th is m anner can m ean quite 
a difference in the am ount of money you 
realize on your savings dollar.

More suggestions to FPL taxpayers from 1RS
he deadline for filing income tax  re 
tu rns is around the corner. The In te r
nal Revenue Service (IRS), however, 

would like to make filings as painless as pos
sible and, as such, offers the following tips:

Copies of federal income tax  re tu rns from 
prior years not only serve as good financial 
records, bu t they can serve as guides for fil
ling out fu ture re tu rns as well. According to 
the IRS, a good deal of inform ation may be 
utilized from old copies, especially for those 
taxpayers whose financial situations stay  al
most the same from year to year.

Being able to refer to completed re tu rns could 
also be helpful to those FPL employees who 
may la ter wish to am end the ir re turns, in

come average, or who are called in for a tax 
examination.

Now, if you have not retained copies of prior 
year tax returns, the IRS says you can request 
copies from them. Requests can be made on

Form 4506, “Re
quest for Copy of 
Tax Form,” avail
able by w riting or 
calling the IRS. 
The charge is 
$4.25 per return .

Full paym ent m ust accompany all orders. 
Allow a t least 30 days for delivery. Taxpayers 
m ust allow a t least 10 weeks processing time 
after the original re tu rn  is filed before re
questing a copy or other information.
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FPL Moves Into New Marketing Mode
Florida Power & Light and the utility industry are facing 
changes unlike any seen before Primarily, we are facing 
competition from many others who now have means to 
meet our customers’ energy needs that FPL traditionally 
has been able to supply.

The new FPL marketing approach is a response to these 
changes based upon: 1) Listening to our customers;
2) Finding out how FPL can better serve them to help 
improve their quality of life; 3) Making certain every FPL 
employee is involved in the marketing process.

“In order to increase the overall efficiency o f the electric 
system and to maximize our earnings potential, we 
must have a better understanding o f our customers’ 
preferences and our opportunities to satisfy their needs.” 
R. E. Tallon,
Executive Vice President
Florida Power & Ligh t Co., Sum m er - 1 9 8 5

“No matter what an employee’s job description,” notes 
FPL Energy Management Vice President J. C. Collier, Jr., 
“identifying and satisfying customer wants and needs 
is the responsibility of every FPLer. Through daily inter
action with customers, all our employees must help us 
successfully shape the Company’s marketing environment.”

In developing a planned approach to the marketplace,
The 1986 Strategic Marketing Plan was developed 
to serve as a blueprint for action for Florida Power 
& Light -  helping to guide the corporation and all of its 
employees through this critical year.

• FPL must exert even greater effort to fulfill the 
energy needs of its customers and convince those 
customers that it is satisfactorily meeting that 
objective

• 1986 marks the formal re-emergence of a total 
marketing effort at FPL; that is, strategic con-

ON-PEAK MANAGEMENT

198® FPL Marketing Opportunities
This FPL Strategic Marketing Plan is designed to 
help meet customer wants and needs, as well as 
corporate goals and objectives.

servation and sales programs designed to benefit 
both customers and shareholders.

• FPL must position all employees to become a key 
factor in the marketing and customer service effort. 
Marketing is no longer the role of a small seg
ment of the Company’s personnel, but is an integral 
and vital part of every employee’s daily quality 
job performance

Key marketing strategies are to increase off-peak sales, 
reduce on-peak demand, and continue to meet Florida 
Energy Efficiency and Conservation Act (FEECA) goals. 
This will be accomplished by maintaining successful 
Watt-Wise conservation programs, implementing 
new off-peak sales efforts, and improving Marketing 
Communications to market these programs and services.

“The most effective Marketing Departments in services 
businesses are not those that are good in marketing. 
The most effective ones are those that get everyone else 
in the organization to practice marketing.”
Leonard Berry
Professor o f  Retailing and M arketing Studies 
Texas A & M  University D ecem ber - 1 9 8 5

“A key result of a successful marketing effort will 
be the increased utilization of FPL’s supply resources, 
especially our base load capacity,” noted Peter England, 
Director of Marketing. “The 1986 predicted Load Factor 
is 61.5%, based on the anticipated summer peak. A 
one-half percentage point improvement to 62% would 
add $18,000,000 to FPL’s base revenues.”

England encouraged FPL employees to be even more 
customer-oriented, and “to participate in the Utility’s 
innovative efforts to link our customers to the energy 
products and services they need. With the help and 
enthusiasm of FPL employees, we will be successful in 
meeting the energy needs of our customers, and 
improving the financial integrity of the Company.”

“Marketing is not coming back as a function - a pool 
o f skilled, high-flying marketing professionals -  but 
as a business objective; the focus o f everyone in 
the enterprise.”
H. M. Snider,
Manager, Corporate M arketing  
General E lectric C om pany Sum m er - 1 9 8 5

Every Employee Is A  Key Factor

John Rawls
Customer Service Representative 
Cocoa District Office
“Recently on a Friday evening, John received a 
call at his home A local realtor whom John had 
helped before was calling on behalf of her client 
who had moved to Titusville that day and was 
unable to obtain electrical service. Since the 
domestic water supply was dependent on an 
electric water pump, failure to have electric 
service not only resulted in no refrigeration or 
lights, but also no water for cooking, bathing or 
drinking. John assured the customer he would 
take action and called the local dispatcher. 
Electric service was connected within an hour, 
thus enabling the family to have water and 
electric service for the weekend.”
Mark McKinley 
Assistant Customer Service 
Supervisor -  Cocoa

Johnny Schnorbus 
Troubleman
Southern Emergency Services 
“On December 30th, we called your company 
relative to an electrical problem we were 
having. Your company sent Johnny Schnorbus 
in response to our call. Mr. Schnorbus was 
very efficient and courteous. He is certainly a 
credit to your company.”
L C . -  Miami

Janet Blair
Customer Service Representative 
Okeechobee District Office 
“Janet is an employee who serves our community 
always with a pleasant smile and positive atti
tude. Her dedication to our customers and com
pany is clear, with over 25 years of service.”
Larry Rock
Customer Service Supervisor 
Okeechobee District Office

At FPL, Marketing Is...
• Answering the phone with a smile in your voice...

• Listening, really listening, to your customer...

• Driving safely and courteously in every company 
vehicle...

• Doing what you said you’d do for the customer 
when you said you’d do it . ..

• Putting yourself in the customer’s place...

• Being willing to help, even when it’s “not your job” ...
• Feeling proud to work for FPL, and letting it show...
• Treating other employees as “customers” too...

H
“Two weeks ago I was robbed in a bank of my 
wallet. There were many important papers that 
would have been difficult to replace, especially 
at my age of 81! 1 drove home and in one hour 
I received a call from an employee of yours,
Mr. Fletcher Knotts, who had found my wallet.
Mr. Knotts made arrangements to have the wallet 
delivered to me. In this day and age it was a 
real pleasure to find someone so honest, frank, 
and caring. Hence this letter about a very 
fine gentleman.”
H. A -  Sarasota

E.S “Tim” Fox
Power Services Representative 
Macclenny District Office 
“Tim exemplifies the cooperation we would 
like to see by all Power Service Representatives 
handling large accounts. He has been instru
mental in providing us the opportunity to offer 
our C /l  energy analysis program to some of 
Northeastern Division’s largest customers. Tim 
never fails to make his clients aware that FPL has 
a team of highly professional representatives 
capable of helping these customers realize 
maximum benefits for their electric dollars.”
Wayne Bussey 
Marketing Manager 
Northeastern Division



FPL Continues Energy Conservation Programs in 1986
While FPL embarks on a broad-based marketing 
program in 1986 (see story, page 1) -  designed to put 
more emphasis on encouraging customers to purchase 
additional electricity when appropriate to fill their wants 
and needs -  the Utility will continue to operate effective, 
ongoing Watt-Wise conservation programs.
FPL, for instance, in 1986 expects to:

• Perform 108,266 residential home surveys.
• Award Watt-Wise incentives to more than 130,000 

customers who make specific FPL-recommended

energy conservation improvements in their homes.
• Achieve a residential summer kW reduction goal 

of 73,752.
• Achieve a summer kW reduction goal of 10,898 

through Commercial/Industrial energy surveys.
While 1986 is ambitious, it follows a seven-year history of 
impressive conservation results. The bottom line for 
FPL's comprehensive energy management program to 
date includes:

• Conducting more than 430,000 residential and

4,500 commercial/industrial surveys.
• Market penetration through all of our Watt-Wise 

Programs with more than 700,000 installations of 
specific energy-efficient products.

• Summer kW savings of 327,000.
• Reaching millions of consumers through our Con

servation Awareness public information campaign. 
A 1985 consumer awareness survey indicates 
that 70% of our customers are aware that FPL 
markets a variety of energy conservation programs.

1983 1984 1985 Program- 1986
(Home Surveys) To-Date Goal

1983 1984 1985 1986*
[ Annual Summer Kw Reduction )

■ ■■ -- ■

Conservation 
Cooling and Heating 

Program

27,000 (G) 
26.756(G)

1983 1984 1985 Program- 1986 1986*
(Installations) To-Date Goal

Conservation 
Water Heating 

Program

11.630(G) 14.000(G)

32.666(G)

1983 1984 1985 Program- 1986 1986*
(Installations) To-Date Goal

_____

Conservation
Insulation
Program

19.490(G)
8.698(G)

1983 1984 1985 Program- 1986 1986*
(Installations) To-Date Goal

Home Energy 
Loss Prevention 

Program
36,747 (G)

-A,.: . . ..... i

19,580 (G)

Conservation 
Window Treatment 

Program

1984 1985 Program- 1986 1986*
(Installations) To-Date Goal

1983 1984 1985 Program- 1986 1986*
(Installations) To-Date Goal

G = Projected * = Summer Demand Reduction Goal



Reaching O u t To 
Special Customers
Western Divisions Marketing and Consumer Affairs 
departments have joined with a State agency to assist 
visually impaired consumers in five Florida counties. 
After reading in the local newspaper about the inability 
of those with poor vision to perform such things as

setting a home thermostat for heating and cooling, 
turning on/off the stove/oven and inserting/remov- 
ing electrical plugs, Division Marketing Manager Bill 
Carlyle and Consumer Affairs Advisor Charlotte 
Damato decided to see if FPL could help. They met with 
Mark Gibson of the States Division of Blind Services 
and adopted methods to mark home air conditioning 
thermostats to assist these customers with energy man
agement and safety. Here, Ronnie White, WDK Market
ing Inspector, shows a customer how he has specially 
marked the thermostat (see insets). Desired heating 
(68°) and cooling (78°) temperature indicators are cut 
from plastic tape, with “heat” on left from red and 
“cooling” on right from blue. Center pointer is black 
tape. In addition to providing this energy-related assist
ance, Marketing representatives are alerting these 
customers to additional help they can obtain from the 
Division of Blind Services if they desire.

A  New Service Tool For FPL 
And Metals Fabrication 
Customers
FPL’s Marketing Department held meetings in February 
to report on a new service being offered through FPL for 
metals fabrication customers . . .  the Utility Subscription 
Service (USS). As one of 10 utility charter members of the

USS, FPL can now assist our 1,500 demand customers 
that are involved in some aspect of metals fabrication -  
such as Motorola Inc., Ft. Lauderdale; Modem 
Aluminum Coating, Hialeah and Sheffield Steel, Palatka. 
The metals customers and FPL representatives can call 
the USS "Metaline” on a direct line for professional 
technical assistance which translates into productivity 
and cost savings for metal fabricating businesses in our 
service territory. Here, Don Adams, Industrial Marketing 
Manager, talks about the new service with FPL Power 
Service and Commercial Industrial Marketing 
Representatives from Southeastern and Eastern Divisions 
who attended a meeting in Boca Raton.

Around 
TheDMsions
Still U n iq u e . . .
A fte r All These Years
Two Tennessee Valley Authority (TVA) representatives 
came to Miami in February to study FPLs award-winning 
Watt-Wise Van to see if the concept could work for 
them. Harry Austin, Communications Specialist for 
TVAs Division of Conservation and Energy Management 
(center), and Program Administrator Brian Jones (left), 
toured the van with G.O. Marketing Analyst Spero 
Canton at FPLs Hialeah Service Center. During the last 
six years, FPLs Watt-Wise Van -  featuring displays on 
energy conservation -  hosted more than a half-million 
Floridians. After touring the van and reviewing logs and

maintenance records, Jones and Austin said a van would 
be an ideal sales and promotion tool to help communi
cate with TVA customers located in seven states.

FPL Cool Storage Seminars Promote New Technology
The Southwest Chapter (Fort Myers) of the American 
Society of Heating, Refrigeration and Air Conditioning 
Engineers (ASHRAE) held a cool storage seminar for 
contractors and engineers in February.
FPL Commercial/Industrial Representative George 
Brown (center) helped explain the inner workings of a 
cool storage tank.

The concept of making ice or chilled water overnight and 
using it to cool buildings during the day is still relatively 
new to many contractors, but is gaining support. The 
Governors Energy Office has called cool storage an asset 
for customers, utilities and the state since it shifts energy 
consumption from on-peak periods to hours when 
system load is low . ..  and thus saves money.
The seminar is part of a series of meetings to be held to 
communicate FPLs commitment to this new technology. 
ASHRAE is scheduled to hold a similar seminar in Miami 
in March.

Better Homes And Gardens Magazine 
Features FPL Passive Home
Florida Power & Lights Passive Homes Program once again is in the national 
limelight in the spring issue of Better Homes and Gardens Magazine “Home 
Plan Ideas.” The publication devotes attention to passive home designs from the 
sunbelt states and features FPLs South Florida Passive Design #2. The article 
includes a photo essay of a modified passive home recently completed in 
Ormond Beach, and has generated hundreds of phone calls demonstrating a 
growing interest in passive home construction. Marketing programs analyst 
Wayne Waldron says response has been “incredible” and states the magazine 
plans to run a follow-up story in the summer issue detailing FPL’s Passive Home 
Program. Additional information on the Passive Home Program can be obtained 
by contacting your Division Passive Home Representative or Wayne Waldron 
at 227-4321, in the General Office Marketing Dept.

FPL Assists Building Industry In Preparing 
For N e w  Energy Code
Don Stago, Northeastern Division Marketing 
Representative (far right), discusses energy-efficient 
residential building measures with officials at the annual 
Building Officials Association state conference. More 
than 300 building inspectors attended the three-day 
conference in February in Daytona Beach. Stago and 
other FPL representatives have been assisting the State 
Department of Community Affairs with conducting of 
workshops to help explain the new State Building Code, 
which goes into effect April 1st. The Code requires 
more stringent energy-efficient building practices in 
all new residences constructed after that date.



NASA Powers Up 
With Cool Storage

FPL's Watt-Wise Line
Motivates Customers To Take Action

The National Aeronautics and Space Administration, 
always on the cutting edge of technology, is about to 
take one giant step into an energy-efficient future 
by using thermal storage to cool and heat a 30,000- 
square-foot NASA office building.

A seven-man delegation of scientists and energy 
management employees from the Kennedy Space Center 
visited FPL’s Bradenton District Office in February to 
inquire about this new technology.

The group toured the facility and heard from three of 
FPL’s thermal storage experts -  George Brown (WDK), 
Bill Smith (NDK), and Mark Thompson (WDK) -  about 
how the system makes ice or chilled water at night to 
cool a building during peak daytime hours.

NASA energy management contractors say their 
research has shown that most of the problems with 
existing units are a result of mechanical malfunctions in 
air conditioning systems and are not related to cool 
storage design or operation.

NASA says in the future cool storage could be used in 
Space Shuttle hangars, where temperature and humidity 
control are critical.

In 1985, the toll-free Watt-Wise Line™ telephone service 
continued to provide a key link between our customers 
and information about FPL’s Energy Management 
Programs. The Watt-Wise Line is staffed with two 
operators who answer energy conservation questions, 
take requests for surveys, provide Watt-Wise incentive 
information, and have at their disposal more than 80 
taped messages to play in response to customer queries 
on energy topics. Last year, the Watt-Wise Line received 
72,156 calls, was responsible for 9,608 surveys, and 
played 14,890 energy conservation tapes. Gisela Shidiak 
(left) and Camille Edwards, Customer Service Representa
tives from the Miami District Office, are currently on 
rotation to operate the systemwide customer service facility.

Banking W ith Conservation Helps Daytona Firm
When the Daytona Beach branch of Security First 
Federal Savings and Loan Association contacted Florida 
Power & Light looking for help in lowering energy costs, 
the Marketing Department was able to respond.

Larry Nelson and Bob Bennett, Northeastern Division 
Energy Conservation Representatives, worked with Dean 
Pritts from Security First Federal (SFF) in identifying 
ways to reduce energy use at three representative 
buildings. During the 18 months following FPL energy 
conservation surveys, several recommendations were 
implemented by SFF that reduced energy consumption 
by 27%. Pritts is excited about the results and feels that 
the equipment has performed beyond their expectations.

“During the first year, we saved enough money to pay 
our entire maintenance staff salaries,” Pritts said, “and 
we have saved more than 1.3 million kWh. Along with 
electric demand and natural gas reductions, the total 
savings comes to more than $100,000 since we began 
this project.”

Some of the measures implemented included installing 
an energy management system and electronic timeclocks 
to turn equipment off during non-business hours; 
installing window film and high-efficiency fluorescent 
lighting; reducing outside ventilation air coming into the 
building, and eliminating the inefficient operation of air 
conditioning and heating systems.

The approximate cost of $10,000 to implement the 
measures was recovered within just a few months. As a 
result of the success achieved at these buildings, SFF 
plans to expand its energy conservation program to 
include all of its facilities in the future YEAR



Part of a series on Group subsidiaries

Telesat Cablevision enters picture as

nn the highly competitive world of cable 
television companies, Telesat Cablevi
sion, Inc. bills itself as “the alternative.”

In 1985, enough people “bought” th a t line — 
and Telesat’s services — to make it the largest 
private cable company in Florida.

Based in Pompano Beach, Telesat was ac
quired by FPL Group in April, 1984, for $3.3 
million. As opposed to franchised cable com
panies, which have agreem ents with 
m unicipalities to lay cable across public road
ways, Telesat contracts to provide custom- 
designed programming and service to m ulti
unit dwellings such as condominiums, large 
planned un it developments and high-rise 
apartm ent complexes.

C able com pan ies d iffer

“The technology is exactly the same for both 
kinds of cable companies,” explains Telesat 
Executive Vice President H arry  Cushing, “ex
cept th a t we don’t  run  miles and miles of 
cable. We simply have more electronic equip
m ent in the field and less cable.”

Private cable companies such as Telesat are 
not regulated as are franchised companies 
and do not pay cities franchise fees or have 
the ir services and rates governed by them. 
Because the private companies cannot cross 
a public right-of-way with transm ission lines, 
all the ir transm ission equipm ent -- such as 
a satellite dish an tenna — is installed on the 
grounds of the complex.

According to Cushing, the traditional m arket 
for the franchised cable operators has always 
been the single family neighborhood. “They 
usually left the m ulti-unit dwelling com
m unities until last as the least desirable 
areas they would serve. That really left a gap 
in the Florida m arket,” he says.

“We found th a t by putting  together packages 
of television programm ing on a project-by- 
project basis we could give those communities 
exactly w hat they w anted — and a t a lower
cost.”

C osts are less

That lower cost, points out Cushing, is possi
ble largely because of the high percentage of 
potential subscribers Telesat is able to reach.

“O ther cable companies might charge $25 a 
month but get only 25 percent of the resi
dents. We might charge $7.50 for the same 
thing but serve virtually the entire develop
m ent,” he says. When FPL Group acquired 
Telesat from American Communications and 
Television, Inc., the company served 7,500 
residential units in Dade, Broward and Palm 
Beach counties. Annual gross revenues to
taled $840,000.

“In the first year with Group, Telesat will 
have nearly doubled in size,” notes FPL 
Group Vice President Bob G ardner, who also 
serves as president of Telesat.

Subscribers now num ber around 15,000 and 
annualized gross revenues are near the $2 
million mark. By the end of1986, it’s projected 
th a t Telesat could be serving more than
33,000 subscribers w ith gross revenues ap
proaching $5 million.

Pedro Guilarte, corporate development prog
ram  m anager for Group as well as vice pres
ident of Telesat, says th a t plans call for con
tinued expansion, w ith a projected budget of 
$24 million over the next th ree years for 
growth and construction. Offices in Tampa 
and Orlando have opened recently and busi
ness is expected from those areas soon.

C ontinued  exp an sion

The m anagers of both Telesat offices are 
former FPL employees. Theodore Granger, 
Tam pa m anager, was a power sales represen
tative in the Sarasota D istrict while Orlando 
M anager Cecil Taylor worked in the M arket
ing D epartm ent of the Southern Division.

Presently, Telesat has only about a dozen 
sales people. But according to Guilarte, many 
leads for new customers come from people 
who simply th ink  Telesat m ight be interested 
in serving a particu lar area with which 
they’re familiar. “These are people who con
tact us about providing service for where they 
live, for instance,” he says.
FPL Group’s entry  into the Telesat picture 
was hardly a surprise, given the original 
Group philosophy of diversifying into areas 
of utility-related experience. As Group C hair
m an of the Board M arshall McDonald told 
stockholders in 1984, “We th ink cable televi
sion is a natu ra l for us. We set poles, lay lines, 
bill customers. About 85 percent of the things 
the cable business does, I would say we have 
experience in, which is an unusually high 
proportion.”

Q uality  and serv ice  im portant

Cushing points to quality and service as keys 
to Telesat’s success. “T hat’s w hat we hope to 
stress and obviously FPL has plenty of experi
ence in both,” he says.

For Cushing, who has been with Telesat since 
its March, 1983 inception, the acquisition was 
“like a breath  of fresh air.

“Group understands th a t this is a very capi
tal-intensive business. I t’s not every investor 
who has the understanding  tha t, in order to 
build p lants and bring customers on line, you 
don’t  look a t im m ediate returns.

“Our fu ture depended upon finding a parent 
company th a t could fund the capital growth. 
In m any ways we’re like FPL. You don’t build 
a nuclear power p lant and look a t a re tu rn  
in three to five years. We’re not looking a t 30 
years, bu t we do have to look a t five to eight 
years to re tu rn  the capital investm ent. Our

D n Jan u ary  of 1984, H arry Cushing re
ceived a le tte r from FPL Group expres
sing possible in terest in Telesat, a 
fledgling Pompano Beach-based private cable 

television company. The young general m an
ager w asn’t  sure exactly w hat to think.

“It was obvious th a t FPL Group was very in 
terested  in acquiring Telesat, bu t I had no 
idea if they were in terested  in me,” adm itted 
the 33-year-old Cushing. “I hoped to convince 
them  they should be.”

cable alternative

Telesat’s Harry Cushing: “Customized cable 
television is available and affordable.”

cable contracts, for example, are all long-term 
— 10 to 15 years.”

Group also has provided Telesat w ith another 
im portant ingredient — credibility.

C redib ility  im portant

“We don’t  have to go into a long discussion 
about our credibility when we ta lk  to people. 
All we have to do is tell them  th a t we’re an 
FPL Group company. And in th is business, 
credibility is vital,” says Cushing.

“The cable business has grown from w hat 
was once ju s t a giant an tennae system into 
an en tertainm ent delivery medium. We 
haven’t invented any new technology, bu t we 
have invented a new m arketing scheme. Our 
record dem onstrates th a t we can go into areas 
being serviced by other companies and com
pete. We ARE the a lternate  choice in cable.”

Cushing expects more and more people to 
have th a t choice. The Cable Act of 1984 in 
effect deregulated the cable television indus
try. In addition, Telesat has plans to get into 
the franchised cable business as well.

And finally, Cushing points out th a t 250,000 
people a year are moving into Florida — many 
of them  into new developments.

“I don’t  th ink  you will ever see us doing whole 
cities, bu t we will focus on new development. 
And everyone w ants to watch TV.”

The convincing didn’t take long. By April, 
Telesat was part of FPL Group. And p a rt of 
the package was Cushing.

“My first thought was th a t a giant was coming 
in and tak ing  over and we’d be swallowed 
up,” adm itted Cushing. “That hasn ’t been the 
case. I feel like we’re still enjoying our honey
moon and I don’t w ant it to end.”

The end appears nowhere in sight. When

S ee T e lesa t, p a g e  8

Prof ile...Harry Cushing, Telesat Cablevision
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Anniversaries

----------------- 35 years--------------
T.E. Clement, Miami
H. A. Doan, Miami
S.E. Gunderson, Fort Myers 
W.E. Harris, Sarasota 
W.G. Kramer, Miami
I. A. Lasorsa, Daytona Beach 
D A  Mullis, Palatka
R. E. Pagliai, Miami
S. T. Slimak, Miami 
M.L. Wilkins, Miami 
W.E. Wood, Palatka
----------------- 30 years---------------
R.G. Campbell, Miami 
P.D. Mooney, Miami
J. F. Sikes, Macclenny 
J.W. Summers, Lake City
M. J. Warren, Jr., Hialeah
R.W. Witcher, Jr., General Office
------------------20 years--------------

T. I. Borden, Miami
R.W. Bowman, Delray Beach 
D.L. Bratton, Merritt Island 
G.L. Bruscia, Miami 
R.I. Cartier, Palatka
B. T. Clark, Miami 
D.J. Facsina, Miami 
T.G. Ferland, Jupiter 
W.H. Flint, Fort Lauderdale 
J.J. Gella, Miami
W.J. Hofman, General Office
I. G. Johns,
Miami
J. L. Kennett,
Miami 
R.S. Klein,
General Office
N. C. Murphy,
Sarasota 
R.L. Natter,
Miami
R.M. Palumbo,
Miami
C. W. Perdue, Manatee
P.K. Petrides, Daytona Beach
R. W. Reid, Bradenton 
C A  Reinbolt, Bradenton
D. K. Sharpe, Fort Lauderdale 
G A  Skillas, Jr., Fort Lauderdale 
L.K. Taylor, Coral Springs
C. C. Veil, Miami
J.R. Watts, Coral Gables 
Roger Whitworth, Palatka
D. A. Willis, Fort Myers 
G.A. Wolfe, West Palm Beach
-----------------15 years----------------
S. F. Barkelew, Miami 
P.D. Berkley, Riviera Beach
R. E. Bobo, General Office 
J.R. Brooks, Miami
S. G. Carruthers, Sarasota 
B.L. Compton, Coral Springs 
L.L. Craig, Juno Beach

J. M. Cudzilo, Punta Gorda 
D A  Culpepper, Juno Beach 
R.P. Defroscia, Fort Lauderdale 
G.E. Dyer, Jr., Fort Pierce 
Lona Rae Dyk, Delray Beach
K. M. Edwards, Fort Lauderdale 
R.S. Hamilton, West Palm Beach 
J.C. Hanson, Miami
L. R. Harford, Sanford 
P.S. Harpel, Jr., Miami 
J.B. Harper, Juno Beach 
J.D. Harpley, General Office
L. C. Harrison, Miami
Gail E. Hastings, General Office
M. E. Hedden, General Office 
W.A. Jones, Fort Lauderdale 
A.J. Kirch, General Office 
M.J. Lisov, Naples
V. E. McKinney, Miami 
J.W. Mills, Margate
R.C. Nahm, Jr., General Office 
J.E. Nelson, Stuart 
Willie Perry, General Office 
T.L. Pilgrim, Jr., Miami Beach 
Patricia H. Reigel, General Office
W. E. Stoeber, Jr., Fort Lauderdale 
Mayra P. Suggs, Miami
L.D. Sweeting, Miami 
R.R. Tackett, Englewood 
Jerry Tang, General Office 
R.A. Wagoner, Juno Beach 
T.E. West, Fort Myers 
J.B. Young, Bradenton
---------------- 10 years------------------
G. E. Baro, Miami
D. A. Brace, Manatee 
Miriam C. Chism, Juno Beach
A. J. Coll, General Office
E. L. Echevarria, Miami 
J.C. Edgar, Riviera Beach 
R.W. Ehrlich, Fort Pierce 
R.F. Emplit, General Office
B. J. Escue, Juno Beach 
Patricia R. Estevez, General Office
J. M. Forte, Miami
C. M. Goodiel, St. Lucie 
L.R. Gross, Punta Gorda 
W.R. Harkinson, Sarasota 
Israel Hernandez, Fort Lauderdale
F. H. Hewett, Manatee 
P.W. Heycock, St. Lucie 
F.L. Heyer, Sarasota 
C.E. Hildebrand, Dania
L. D. Hogan, Jr., Fort Lauderdale 
W.J. Holloway, Hollywood
H. H. Jabali, Juno Beach 
E.J. Jones, West Palm Beach
K. G. Kauffman, Manatee 
J.A. Keener, Indiantown 
T.E. King, General Office
M. L. Kirkland, Miami
Bonnie S. Knowles, Fort Lauderdale 
J.D. Lathbury, Hollywood 
E.V. Leviness, St. Lucie 
J.L. Lewis, Miami 
J.A. Lord, St. Lucie

W.H. Lori, Fort Myers
G. A. Mason, Cocoa 
P.D. McEntee, Manatee
D. M. McGuire, General Office 
J.R. Medley, Fort Lauderdale 
W.D. Mills,
Miami
H. L. Moe,
Sarasota 
J.D. Payne,
General Office 
William Perez,
Miami
J.K. Peterson,
General Office 
W.R. Phillips,
Miami 
W.L. Rhett, Hollywood 
R.T. Ruhlman, Riviera Beach 
J.R. Scafidi, St. Lucie
E. W. Sherman, Juno Beach 
T.H. Simmons, General Office 
W.J. Simpson, Miami
L. C. Snyder, Bradenton 
D.B. Spann, Sanford 
T.L. Sutton, Fort Myers 
H.L. Taylor, Manatee 
Theresa A. Voigt, General Office 
R.R. Walker, Pompano Beach
R. L. Wierengo, Fort Myers
S. A. Woske, Miami
Barbara C. Woulard, Fort Pierce
------------------5 years-------------------
Kathy E. Adderly, Hialeah 
Gail L. Annacario, Pompano Beach 
Debra A. Archer, West Palm Beach 
Esther Bado, General Office
S. R. Batchelor, West Palm Beach
G. M. Bauer, Englewood
B. E. Bellevue, Fort Lauderdale
T. D. Bentley, General Office 
P.Q. Bethel, Coral Gables
Gloria E. Bowman, Fort Lauderdale 
A.J. Bruggner, Bradenton
H. E. Cadwell, Fort Lauderdale 
J.C. Cano, General Office
D. E. Caruana, Fort Lauderdale
E. F. Clark, Stuart
F. X. Collum, Jr., Pompano Beach 
W.S. Darragh, Fort Lauderdale
G. L. Dent, Pompano Beach
C. H. Devilling, St. Lucie
M. E. Diffee, Miami
Marlene Drewes, Fort Lauderdale
D. J. Feingold, Juno Beach 
Robert Fisher, Stuart 
Aletta D. Folsom, Bunnell 
D.D. Fowler, Indiantown 
J.C. Franklin, Juno Beach 
Patricia A. Fuller, General Office 
Nancy O. Garrenton, Fort Lauderdale 
Theresa A. Gobleck, Coral Gables 
Amelia T. Gomez, Coral Gables 
Jacquelyn M. Gulko, West Palm Beach 
Janice M. Healey, West Palm Beach 
Patricia A. Healy, General Office

A. E. Hernandez, Miami 
D A  Holko, Stuart
J.P. Honeysett, St. Lucie
B. J. Hoopingarner, Sarasota 
Gloria A. Jabat, Coral Gables 
D.J. James, Miami
J.D. Jenkins, Fort Myers
L. E. Johns, Fort Lauderdale
M. D. Johnson, Cocoa 
J.E. Kennemore, Dania 
G.E. King, Naples
Karen E. Kohler, General Office 
Susan I. Kramer, Miami 
D.A. Kranz, Miami 
J.F. Kuper, Juno Beach 
S.W. Lewandowski, Dania 
J.F. Linder, Dania
L. C. Mathis, Miami
Debra A. McCloud, Daytona Beach 
J.R. McKinney, Daytona Beach 
Doriska A. McWoodson, Miami 
Manuel Mena, Miami 
Lisa M. Moore, Naples 
J.J. Mullen, General Office 
Shirley K. Nemeth, Fort Lauderdale 
Jacquelin Olympio, Hollywood
B. J. Osborn, West Palm Beach
M. M. Oshea, Miami
C. R. Owens, Fort Pierce
F. F. Pagliughi, Hollywood 
Jennifer L. Parnell, Daytona Beach 
P.C. Pollitz, Riviera Beach
J.C. Pope,
West Palm Beach 
S.A. Poulsen,
General Office 
B A  Preshong,
Miami
Faride Quinones,
General Office 
M.P. Raldiris,
Juno Beach 
J.N. Richards, s - E- Gunderson
Miami Fort Myers/35
B.W. Rivers, Fort Myers
A. G. Russillo, Jr., Delray Beach
D. M. Sacharnoski, Riviera Beach 
R.A. Shaw, Miami
M.H. Shorter, Miami 
Susan N. Shukow, General Office 
Linda L. Simioni, Fort Lauderdale 
Mary P. Slepow, Juno Beach 
Debbra J. Smith, Coral Gables 
Antonio Soto, General Office 
R.C. Stossel, Jr., West Palm Beach
B. K. Strout, General Office 
Beverly A. Szybinski, General Office 
R A  Taboas, General Office 
W.H.L. Taylor, St. Lucie
B.J. Telatovich, Fort Lauderdale
R.J. Torres, Miami
D.D. Weeks, Juno Beach
J.C. Weiss, Miami
B.G. Whitfield, Fort Lauderdale
Dana K. Wilson, West Palm Beach
Barbara T. Wooster, Miami
G. C. Ziegler, Delray Beach

H. A. Doan
Miami/35

W. H. Fox
General Office/35

Honors

Venice Office Clerk Lynda DeBaets has been hon
ored by the Venice Little League, Inc. DeBaets who 
is a member of the organization’s Board of Directors 
received a plaque for her outstanding contributions 
to the program.

General Office Division Automotive Service Super
visor Bruce Gintoft has been rated “Superior” in 
basketball officiating and received a plaque by the 
Florida High School Activities Association. Gintoft 
has been a basketball official for 13 years.

The Aviation Department received two awards 
from the National Business Aircraft Association. The 
awards were presented for the department’s excel
lent safety records in both flying and maintenance.

The St. Lucie Nuclear Power Plant has been 
named the 1985 recipient of the Palm Beach Blood 
Bank’s Public Service Award in the group catagory. 
The power plant received the award in recognition 
of their support for the blood bank and for meeting 
the needs of the community.

Coral Gables Senior Record Clerk Scotty Orr has 
been named cashier of the month for 12 consecutive 
months.

Southern Division Energy Conservation Representa
tive Benjamin Baum has been selected to appear 
in the 1985 edition of Outstanding Young Men of 
America. Baum is being honored for his outstanding 
civic and professional contributions to the commun
ity, state, and country.
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Retirements

Marvin E. ARRANTS, Okeechobee District Man
ager, 45 years of service. Arrants joined FPL as a 
Store Helper in the Eastern Division in 1940.

Charles E. BRODBECK, Miami Equipment 
Operator, 33 years of service. Brodbeck joined FPL 
as a Helper in Miami in 1952.

Joe P. BRYANT, Miami Transmission & Distribu
tion Supervisor, 37 years of service. Bryant joined 
FPL as a Helper in Fort Lauderdale in 1948.

Sam DOUBERLEY, General Office Assistant Draft
ing Supervisor, 46 years of service. Douberley joined 
FPL as a Draftsman in Miami in 1940.

Suzanne T. DOUBERLEY, General Office Audit 
Clerk, 40 years of service. Douberley joined FPL as 
a Steno Clerk in Miami in 1944.

George GOTCH, General Office Nuclear Energy 
Supervisor of Codes and Inspections, 12 years of ser
vice. Gotch joined FPL as a Power Resources 
Specialist in Miami in 1974.

Alfred L. HOOKER, Jr., Eastern Division Distribu
tion Dispatcher, 38 years of service. Hooker joined 
FPL as an Electrician in West Palm Beach in 1946.

John JOHNSON, Jr., Eastern Division Stores 
Manager, 34 years of service. Johnson joined FPL as 
a Material Man in the Eastern Division in 1951.

Thomas M. LYONS, St. Lucie Plant Supervisor, 11 
years of service. Lyons joined FPL as an Assistant 
Plant Engineer in the St. Lucie Power Plant in 1974.

Harold L. MARTIN, Fort Lauderdale Plant Assis
tant Storekeeper, 35 years of service. Martin joined 
FPL as a Helper in Miami in 1950.

Eric S. MARVELL, Western Division Meter & Op
erations Engineer, 33 years of service. Marvell joined 
FPL as a Helper in Sarasota in 1952.
Pierre V. PERRYMAN, Western Division Stores 
Manager, 35 years of service. Perryman joined FPL 
as a General Clerk in Miami in 1950.
Frank M. PRESCOTT, Southern Division Service 
Dispatcher, 37 years of service Prescott joined FPL 
as a Helper in Fort Lauderdale in 1948.
Bernice M. TAYLOR, Juno Beach Secretary, 12 
years of service. Taylor joined FPL as a Clerk Trainee 
in the General Office in 1974.
Edwin J. TILTON, Jr., Juno Beach Area Construc
tion Supervisor, 32 years of service. Tilton joined 
FPL as a Student Engineer in Miami in 1953.
Henry M. WILLIS, Cocoa Assistant Service Plan
ner, 33 years of service. Willis joined FPL as a Stores 
Helper in the Western Division in 1953.

In Memoriam

Harold C. GAUGER, 63, retired (1983) Eastern 
Division Meter Reader, February 12. He is survived 
by his widow, Harriett.

John J. SULLIVAN, 52, Turkey Point Plant Super
visor, January 14. He is survived by his widow, Betty.

Vernon D. WELLS, 78, retired (1972), Miami Dis
tribution Inspector, February 28. He is survived by 
his widow, Mildred.

Elections

Western Division Energy Conservation Representa
tive Dick Hammond has been elected Secretary of 
the Manasota Chapter, National Spa and Pool Insti
tute.

Stuart District Office Power Services Representative 
Bob Bibik has been elected President of the Civitan 
Club of Stuart. Bibik also was recently re-elected for 
his third term on the Tri-County Rehabilitation 
Center Board of Directors where he will serve as 
treasurer.

Turkey Point Mechanic Itinerant Eugene Berry 
has been elected to a four-year term on Florida City’s 
five-member commission.

Western Division QIP Facilitator Gary Carstens 
has been elected to serve on the Board of Directors 
of the Boys’ Club of Manatee County, Inc.

Chairman of the Board Marshall McDonald re
cently has become a founding member of the Advisory 
Board for the Rinker School of Business at the Palm 
Beach Atlantic College.

General Office Purchasing Coordinator Daniel J. 
Brewer has been elected to a two-year term as As
sistant Vice President for the National Association 
of Purchasing Management Board of Directors repre
senting the Southeastern United States.

Dear FPL Letters in this column, sent to FPL by customers, reflect exceptional effort, courtesy and performance by employees.

R esto red  F a ith
My faith in mankind was restored when I was fortu
nate enough to have Sally Amon (Delray Beach 
Customer Service Representative) assist me with the 
transfer of electric service to my new home. Ms. Amon 
was kind, considerate and courteous which means a 
lot to me especially since I find myself dealing with 
rude and inconsiderate people so often. My praise 
goes out to Sally Amon.

Delray Beach

P r o v id e s  C o n sc ie n tio u s  S erv ice
The changes we needed to make at our Clearlake 
Trailer Court were easy to complete due to the know
ledge and helpful advice of Phillip Wilson (Field 
Service Representative). Not only were his sugges
tions helpful, but he also showed us prompt and con
scientious service. I appreciate the attention we re
ceived. As a representative of Florida Power & Light, 
consider Mr. Wilson one of the best.

Cocoa Beach

K eep  P ro je c t  O n S ch ed u le
With the help of three of your employees, Mario A. 
Bohorquez, Service Planner, John Foster, Work
ing Foreman, and Joe Soldani, Apprentice Line
man, our building project stayed right on schedule. 
FPL can be proud to have individuals such as these 
three men on its staff. As a building company, our 
service requirements are very demanding, neverthe
less, Bohorquez, Foster and Soldani were there to 
help us when needed. We would like to thank them 
for their exemplary performance “above and beyond” 
the call of duty.

Palm Beach Gardens

M eters S w itc h e d
We have lived at our present address for the past 
four years, and in more than one occasion we re
quested that someone from your company investigate 
our power bill, which seemed too high. The result 
was that our meter was being read correctly, etc. 
When our neighbors down the hall moved, I found 
that the electricity in my apartment was turned off. 
When I called FPL, Ralph A. Llera (General Service 
Representative) investigated my problem. Thanks to 
his professional and thorough assistance, it was de
termined that all along these four years we have had 
our meters switched. I am certain that you will be 
proud to know that he could not have represented 
your company in a better manner. We would like to 
present our congratulations to you for having such 
a fine employee.

Miami

D o in g  It R ig h t
We, at Publix Supermarkets, would like to commend 
Florida Power & Light for restoring our electricity 
so quickly. It is a pleasure working with those who 
have a mutual interest in “doing what’s right” for 
the customer. Thanks for the good job!

Hollywood

C o u rtesy  B e n e f its  C om pan y
While trying to obtain a new electric account with 
FPL, I had the fortunate opportunity to speak with 
Aixa Martin, Office Clerk. She was very efficient, 
most courteous and it was a pleasure doing business 
with her. A company like FPL definitely benefits 
from employees like Ms. Martin.

Hialeah

C o n n ec tio n  M ade S im p le
I want to thank Tom Fossella, Customer Service 
Representative for handling my account. He made 
the process of getting electrical service to my home 
seem so easy. It was a pleasure doing business with 
him.

Miami

T rees G et G room ed
Our trees at Melbourne Village recently were pruned 
and we wish to express our gratitude to FPL and its 
contractor Davey Tree Service. The pruning was car
ried out in a thoroughly professional manner and 
Harry Bruce, Assistant T&D Supervisor, is to be 
commended for his coordinating efforts. We also 
would like to compliment the Davey Tree Service for 
a job well done.

Melbourne Village

P o w e r  P ro b lem  S o lv ed
I was having problems getting power connected to 
my apartment until I was fortunate enough to speak 
with Jose Solares, Service Planner Supervisor. He 
was very efficient and as a result, my situation was 
taken care of immediately. It is a pleasure to deal 
with individuals like Mr. Solares.

Hialeah

C lerk ’s U n d e r sta n d in g  P a y s  O ff
Thanks so much to Barbara A. Thompson, Office 
Clerk and Debbie A. Rude, Customer Service Clerk, 
for their patience, help and understanding during 
our financial crisis. They restored our faith in people 
and we are forever grateful for all they did for us.

Punta Gorda
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TELESAT C o n tin u ed  fro m  p a g e  5

acquired by Group, Telesat consisted of 15 em
ployees operating out of3,000 square feet of 
office space. The company had 7,500 paid 
cable subscribers in multiple-dwelling units 
throughout a three-county area of southeast 
Florida.

Less th an  a year later, Telesat has 35 em
ployees and a new Pompano Beach office of
12.000 square feet. Offices in Tam pa and O r
lando have ju s t opened. Subscribers num ber 
around 15,000.

Not bad for a company which began in March, 
1983, w ith a pair of non-air-conditioned offices 
in the back of a Pompano Beach warehouse. 
And not bad for a guy who left the cable bus
iness in Columbus, Ohio, so he could be near 
the ocean.

The 6-foot 4-inch Cushing, whose enthusiasm  
m atches his size, has been big on cable since 
1974 when he entered the industry fresh out 
of Ohio Tech with an  associate’s degree in 
electronics engineering technology.

“I was director of technical operations for a 
cable company in Columbus with more than
100.000 subscribers,” says Cushing, “but I 
always w anted to live near the ocean - 1 love 
anything to do with the ocean. Plus I thought 
I could advance better by getting in on the 
bottom of a new, growing business.”

The move was “somewhat of a culture shock

a t first. Heck, this is only the second job I’ve 
had in my life,” he smiles.

But Cushing’s first look a t a high-rise con
dominium quickly convinced him he had 
made the right decision.

“There w asn’t  anything like th a t back in Col
umbus. I started  knocking on doors, asking 
people if the ir condo had cable. I found a lot 
of them  had been bypassed by the cable com
panies. In other cases, the people couldn’t  
afford cable rates. The m arket was apparent,” 
he explained.

T hat was the beginning of w hat Telesat calls 
the custom designed cable system.

Telesat 
Cablevision,
an FPL Group company

In addition to norm al cable programm ing 
needs, the company offers customers special 
options, such as a Community Bulletin Board 
and security cam era channel.
The m enu of programm ing offered is practi
cally unlimited, Cushing points out, and Tele
sa t is prepared to satisfy individual tastes.

“We consider ourselves the delicatessen of 
cable. O rder it ju s t about any way you w ant 
and we’ll serve you. Instead of pastram i or 
salam i or corned beef, we’ll give you CNN, 
ESPN or HBO. We’ll give you w hat you want, 
a t a price you’ll like,” he grins.

Florida Power & Light Company, a sub
sidiary of FPL Group, Inc., is the fifth largest 
investor-owned tax-paying electric utility in 
the country, serving some 6 million fellow 
Floridians. Sunshine Service News is pub
lished monthly for employees, retirees and 
their families. Editorial offices in FPL G.O., 
Miami. Phone: 305-552-3887
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