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FPL wins 1985 Edison Award 
See page one
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We’re No. 1 FPL wins 
Edison Award!

t seems like just yesterday FPL 
Group President Marshall McDonald 
challenged us to “become the best 

managed electric utility in the United States, 
an excellent company overall, and be recog
nized as such.” It’s been a big challenge, but 
today we’re proving that we can do it. Earlier 
this month, on behalf of the Company’s nearly

On behalf of all em ployees, FPL Chairman of 
the Board John Hudiburg proudly accepted  
the Edison Award from Edison Electric Insti
tute Chairman S.H. Smith, Jr.

14,000 employees, FPL Chairman of the 
Board John J. Hudiburg proudly accepted the 
Edison Award at the Edison Electric Insti
tute’s (EEI) Annual Meeting in San Fran
cisco, California.
The Edison Award, the electric utility indus
try’s most prestigious award, is presented 
annually to the investor-owned electric utility 
which has demonstrated “distinguished con
tribution to the development of the electric 
light and power industry for the convenience 
of the public and the benefit of all.”
Established in 1958, the award has acquired 
national prominence for its significance in 
recognizing conscientious service and pro
gressive development.

FPL was selected the recipient of the 1985 
Edison Award out of three utilities nomi
nated. The Company won because of its ability 
“to maintain high levels of excellence in all 
aspects of supplying electric service, as de
monstrated by the development and company
wide implementation of its Quality Improve
ment Program (QIP).”
Through FPL’s management commitment 
and employee involvement in QIP, the Utility 
has achieved significant savings, increased

customer satisfaction, reduced production 
and delivery costs, and improved communica
tions and cooperation among employees. FPL 
also was recognized for its dedication to in
dustry service by sharing its unique program 
with others.
Accepting EEI’s highest award, Hudiburg 
said, “The Edison Award means more to us 
than any other we have ever received because 
it is recognition from our own industry. And, 
because the recognition cites our Quality Im
provement Program.”
Hudiburg continued, “Winning is often a mat
ter of teamwork. With more than 8,000 of our 
employees serving on Quality Improvement 
Teams, nowhere can that be more evident 
than in this case. We currently have 1,400 
QIP teams working to solve problems at their 
work place.” He also stressed that FPL in
tends to continue in its own journey of quality. 
Then he challenged everyone at the meeting 
to not only do what FPL is doing...but to do 
it even better.
Hudiburg was presented with a wooden 
plaque displaying both sides of the bronze 
medallion award. One side of the medallion 
features Thomas Alva Edison, the father of 
the electric industry. The award’s creed is 
displayed on the other. FPL also received a 
replica of the medallion in the form of a gold- 
plated coin. In addition to these awards, EEI 
has made a contribution to the Company’s 
employees’ fund. m

1BEW ratifies contract

New benefits announced  
for C o m p a n y employees

age increases, an additional holiday, 
improvements to the vacation 
schedule, an increase to the Pension 

Plan and a new pension option are some of 
the benefit improvements recently announced 
by the Company.
The Company’s revised benefits are included 
in the contract recently ratified by members 
of System Council U-4 of the International 
Brotherhood of Electrical Workers (IBEW). 
The new contract was signed earlier this 
month by the IBEW after more than seven 
months of negotiations. The benefit improve
ments announced by the Company affect both 
bargaining and non-bargaining unit 
employees.
In effect through October 31, 1988, the new 
three-year agreement encompasses certain 
improvements in employee benefits. Some of 
these improvements are retroactive.

WAGE INCREASES: Bargaining unit 
employees will see general wage increases for 
the years 1985, 1986 and 1987.
HOLIDAYS: Effective in 1988, Martin 
Luther King, Jr. Day will be added to the 
Company’s list of holidays, bringing to 11 the 
number of paid legal holidays. It will be ob
served the third Monday in January.

Continued on page 5

CIP
President’s
Cup
Winner

Winning the CIP P resi
dent’s Cup and $500, 
Ann Richelieu, Service 
Planner, brings the 
silver back to Western 
D ivision for the second  
consecutive year. For 
more information, turn  
to page five.



News Capsules
•  The Utility has submitted its annually- 
revised “10-Year Power Plant Site Plan” to 
Florida’s Department of Comm unity Affairs. 
The plan includes projections for peak load 
and generation through 1995, projecting a 
1995net energy for load of68,022gigawatts, 
compared with the 1985actual net energy for 
load o f55,997gigawatts.

•  The Florida Public  Service  Com m is
sion ap p ro ved  FPL’s  req u est to  lo w er  
sum m er e lec tr ic  charges. The second de
crease th is y e a r  m eans th a t a 1,000kw h  
residen tia l b ill th is sum m er w ill be  
$11.78less  than la s t sum m er. The redu c
tion rep resen ts  the lo w est FPL fuel 
charges in m ore than six  years.

•  The Utility has received the 1985 “Best 
Fleet” Safety Award from the Southeastern 
Electric Exchange. The award recognizes 
FPL’s safe driving achievements “in the pre
vention of accidents while performing acts of 
public service. ”

•  FPL E m ployees’ C red it Union h e ld  
ground-breaking cerem onies for a n ew  
fa c ility  a t  the P a lm etto  E xpressw ay and  
G ratigny Road, in D ade County. Con
stru ction  on the bu ild in g  is  sch edu led  
to  begin before the en d  o f  the m onth w ith  
com pletion  targeted  for Septem ber, 1987.

•  The Institute of Nuclear Power Operations 
awarded accreditation to Turkey Point’s non- 
licensed operators and health physics techni
cians training programs. These programs are 
the first of 10 that will be considered for ac
creditation. Having obtained accreditation 
for the first training programs, FPL is now 
a provisional member of the National 
Academy for Nuclear Training, a group estab
lished for industry-wide training improve
ment. When all 10 programs are accredited, 
FPL will become eligible for full membership 
in the academy.

• N ova U n iversity  in B row ard  C ounty  
has re ta in ed  FPL E nergy S ervices Inc to 
im plem en t an en ergy  m anagem ent p r o 
gram . The five-year perform an ce con
tra c t inclu des an en ergy  m anagem ent 
con tro l system  and im provem en ts to  
ex istin g  heating, cooling and ligh tin g  
equipm ent.

•  The Florida Public Service Commission 
agrees with FPL findings that most custom
ers no longer need cash-back incentives to 
encourage them to purchase high-efficiency 
electric cooling and heating systems. The 
Commission ruled that FPL’s Cooling and 
Heating Program could be discontinued in 
phases, terminating the program as of 
January, 1988.

•  St. Lucie Unit No. 2  re tu rn ed  to serv ice  
Jun e 5 fo llow in g a 60-day refu elin g  o u t
age. The refu elin g  w ill a llow  the un it to  
opera te  an o th er 18 m onths. InM ay, both  
un its a t  St. Lucie w ere lis te d  am ong the  
10 low est-cost gen era tin g  un its in the  
U nited States.

Learn safe work habits...it’s not just 'kid’s stuff’
he June Safety Poster theme, “Fol
lowing safety rules is not ‘kids stuff,’ 
safety rules protect” was developed 

by Cocoa Working Foreman Paul R. Shutes.
There are a lot of near-accidents in the work
place. Take a poorly stacked pile of material 
that topples in a warehouse, for example. Al
though no one is injured and equipment isn’t 
damaged, that kind of situation indicates a 
problem. The incident that almost causes an 
accident may cause a real accident the next 

time. Sometimes the 
margin of safety at 
work is only a split sec
ond or just a fraction 
of an inch. A serious 
injury could’ve re
sulted had someone 
been walking near 
that stacked pile at the 
wrong time.
One way to prevent 
these, as well as other, 

types of accidents is to develop safe work 
habits. Whether you are a new employee or 
one who has been working at the same com
pany for 15 years or more, following safety 
rules is important. Experience never “out
grows” safety.
Establishing good work habits will promote 
safety. Learn the safe way to do your job.

Practice the right habits and continue to do 
your job properly and safely. And finally, 
don’t become lax and forget the safe habits 
you learned. Sometimes we think we can do 
a job faster and easier, and in the interim, 
neglect our safety and the safety of others. 
That’s when accidents happen.
Remember that near-accidents are sure signs 
that something is wrong. Keep your eyes open 
for the little things that can cause future 
problems. Don’t ignore near-accidents. Inves
tigate why the situation occurred.
Eliminate their cause before they cause real 
injury and damage. ■
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Paul R. Shutes

Don’t let crime rob you of a nice vacation
ummer is here and many of you will 
be going on vacation to get away from 
the pressures you face every day. 

Whether you’re planning to travel all over 
Europe or go fishing at Uncle Jake’s, enjoying 
the time away with peace-of-mind is most 
important. But it may take a little planning 
on your part.
Planning for a vaca
tion involves more 
than just making re
servations for travel 
and lodging. Before 
you leave on your trip, 
make arrangements 
for the protection of 
your home. Unfortu
nately, crime doesn’t 
take a vacation. To 
help you safeguard 
your home from burglary, below are some 
easy tips to follow:
•  Don’t publicize vacation plans to strangers.
•  Stop mail and newspaper deliveries or ask 
a friend to pick them up.
•  Plan to have the lawn mowed if you are 
planning to be away for an extended time.
•  Set lights on an automatic timer. Lights 
should turn on and off in different rooms at 
random times during the evening.
•  Connect your radio to an automatic timer. 
Set the radio to a talk show station because 
voices will discourage burglars.
•  Leave shades in a normal position.
•  Don’t leave a message that you are out-of- 
town on your telephone answering machine.

•  Ask a neighbor to park in your driveway.

Everyone is vulnerable to crime and there’s 
no way to escape it. When you and your family 
are away on vacation, remember the follow
ing tips because they may lessen your chances 
of becoming a victim:

•  Don’t take unnecessary valuable items. If 
you must, use the hotel safe.
•  Don’t leave jewelry, cameras, money or cred

it cards in your room.
•  Double lock the door to your hotel room.
•  Avoid display of excessive wealth to hotel 
employees and guests.
•  Park your car close to your room in a well- 
lighted, well-traveled area. For your pro
tection, if you have to park in remote areas,

ask someone to accom
pany you to and from 
your car.

•  Report suspicious 
persons, incidents or 
circumstances to hotel 
management or to 
local authorities.
Vacations are a time 
to have fun and to 
relax. Don’t allow 

yourself to become a victim. FPL’s Corporate 
Security Services Department has prepared 
a brochure “Your Guide to Crime Prevention 
and Personal Safety.” If you would like more 
information about what you can do to protect 
yourself and your family against crime, pick 
up your free copy available through 
NEWSBOARDS. m



FPL Policy Deployment: 
Roadmap to the future

olicy Deployment: You may have 
heard the term being used by your 
bosses these last few months. But 

what does it mean? How will it affect you?
The term stands for the second phase of the 
Quality Improvement Program. It is a struc
ture for communicating corporate direction, 
setting strategic objectives and developing 
projects to meet those objectives.
Earlier this month, divisions, power plants, 
support departments, power plants and re
lated staff departments presented their 1987 
goals, plans and objectives (Policy Deploy
ment). Their presentations were made to the 
seven member Policy Deployment Committee 
in Miami in a process designed to intergrate 
planning and corporate objectives with up
coming budget preparation.
“In essence what each area of the Utility has 
done has been to draw an easily understood 
roadmap of1987 projects that attempt to rep
resent ‘breakthrough’ thinking. Everything 
proposed had to specifically support related 
Tactical Agenda items,” said Western Divi
sion Vice President Tom Petillo. “The Com
mittee hearing our presentations, made sure 
that each department or division was focus
ing on those specific corporate objectives. It 
has been a soul-searching but rewarding pro
cess,” said Petillo. m

Ensure ‘depository’ address is correct
pplying for a home mortgage loan? 
Need verification of your deposits? If 
so, there is a standard form that all 

lending institutions use called Request for 
Verification of Deposit. By completing this 
form and signing in the appropriate areas, 
the lending institution will submit the re
quest to the “depository” which handles the 
account (the “depository” is the place where 
your money is held. )

Verifications of de
posits are sometimes 
delayed because 
employees do not have 
the correct mailing ad
dress of the depository 
or have confused the 
depository with some
thing else.

dit Union, your Division Personnel office or 
work location.)

On the other hand, if you are requesting a 
verification of deposit on all your accounts 
with the Credit Union, the Verification of De
posit should be mailed to:
Florida Power & Light Company 
Em ployee’s Federal Credit Union  
P. O. Box 029124 
Miami, FL 33102

For any outstanding contract vehicle loans 
through payroll deductions, the request 
should be addressed to:
Florida Power & Light Company 
Payroll Deductions 
P. O. Box 029100 
Miami, FL 33102

If you are requesting a Verification of Deposit 
for either ESOP or Thrift Plan accounts, or 
both, please address your Verification of De
posit request form to:
Florida Power & Light Company 
Employee Benefits Department 
P. O. Box 029100 
Miami, FL 33102
(Do not address it to Bankers Trust, the Cre

Therefore, if you have an outstanding con
tract vehicle loan through payroll deductions, 
or a vehicle and/or signature loan and savings 
with the Credit Union, and if you have sav
ings in the ESOP and Thrift Plans, you need 
to complete three individual requests for ver
ification (which should be mailed to three 
different locations,) in order not to delay your 
qualifying for such loan/mortgage. Once these 
forms are received by the proper depository, 
they are given top priority. m

FPL Close-Up: above and beyond the call
I hatever it takes...that’s the commit

ment we FPLers make... to do our jobs 
I to the best of our ability.

Sometimes, though, we feel we must go 
beyond that call of duty. And recently, FPL’s 
Close-Up crew did just that.

This oversized tandem parachute is designed  
so that it can easily be steered to a pinpoint, 
feather-like landing, as FPLers Jon Sikorsky  
and Bob Hunter recently experienced.

“Close-Up has always looked for employees 
who participate in interesting activities out
side the work arena. We’ve covered FPLers 
who were balloonists, sculptors, karate ex
perts, bagpipe players, you name it. But, 
when we heard about an employee who also 
is a world-class parachutist, we ‘jumped’ at 
the story,” said Close-Up’s anchor and co-pro
ducer Bob Hunter.

FPL’s General Office Computer Graphics 
Operator Jon Sikorsky is more than just a 
parachutist. He also is a good salesman and 
talked Hunter, and the show’s director Diane 
Morrison, into jumping.

“I’ve never experienced anything like it be
fore,” said Hunter, once his feet were back on 
the ground. “It gets pretty cold up there. But 
my adrenaline was rushing and the cold was 
the last thing on my mind. All I thought about 
was getting down safely and capturing the 
experience on tape.”

When it was over, both Morrison and Hunter 
agreed it was an experience they would not 
soon forget. Would they do it again? “Oh, sure, 
I would,” Morrison said. “But, to be honest 
with you, had it not been for Close-Up, I prob
ably never would’ve tried it.”

In the meantime, your Close-Up team will 
continue to search for the most exciting and 
interesting stories available and, whatever it 
takes, you can be assured they’ll go that extra 
mile.
Or, in this case...two extra miles.

Straight down.

Another step...you’re flying
______________________ by Bob Hunter

nt’s your first jump. You reach
altitude and it’s time to go. You 
step outside the doorless plane 

onto a narrow platform. The earth is a quilt 
of browns, blues and greens. The clouds,

You are too excited,

thousands of feet 
below, are gray- 
white puffs of 
cumulus mountains.

The roar of the 
plane’s engine 
explodes in your 
helmet, but you 
don’t hear it. The 
blast of the cold 
wind is numbing, 
but you don’t feel it.
oo frightened.

Another step...and you’re flying. Breath
less, you feel your adrenaline rush. The 
earth and sky flash in a blinding blur. Sec
onds pass and you stabilize.
For a few seconds, you have wings. You 
are flying. You are free.
Too soon, your short-lived freedom ends. 
At the foot of the clouds, you pull your rip
cord. You are jolted back to reality.
The ground slowly takes on definition 
as you gently, silently glide back to earth. 
You touch.
Victory! You have soared with the eagles 
and looked the heavens in the face. You 
are exhausted, but anxious to be free 
again...and fly.



uick. Into the taxi at once, Wattson. 
A most valuable item has been sto
len,” said Sherlock Ohms to his 

trusted friend, Dr. Wattson.
The short and rotund Wattson gave a slight 
grunt as he settled into the back seat. “Stolen, 
Ohms? I say, what’s been stolen?”
“Electricity,” observed Ohms, eyeing his 
longtime sidekick intently. “A highly devious 
criminal has struck, Wattson, and he — or 
she — must be stopped immediately.”
“But Ohms,” said Wattson, “how on earth can 
you steal electricity?Why, you can’t even see 
it. And wouldn’t it be awfully dangerous?”
“Your lack of knowledge is shocking, if you 
will pardon the pun,” replied Ohms.
“And I suppose you’re an expert on the mat
ter, as usual,” retorted Wattson.
“Quite so,” said Ohms modestly. “For in
stance, FPL’s current diversion program has 
detected more than 65,000 cases of current 
diversion since its inception in 1975. Enough 
evidence has been gathered to back-bill some
40,000 customers and collect nearly $14 mill
ion in that time.”
“Current diversion, you say?” repeated 
Wattson.
Wes,” answered Ohms. “It’s another word — 
actually two — for stealing electricity. The 
most common method involves tampering 
with an FPL meter to make it measure less 
than the amount of electricity actually used.”
“And how is that done?” asked Wattson.
“In a variety of ways, my good fellow,” 
answered Ohms, “and some of them are in
genious. The object of such dastardly deeds 
is simply to slow down or bypass the 
mechanism which measures the electricity 
going through the meter and into the resi
dence or business.”
“But Ohms, such an appalling act must surely 
be illegal!”
“Precisely, Wattson, and the courts are well 
aware of that fact. Why, just last February, 
a Dade County man was sentenced to six 
months in jail for tampering with his electric 
meter, which was recording only one third of 
the electricity actually 
being used during a 
three month period.”
Wattson was sur
prised. “Jail, you say?
That chap certainly 
paid dearly for his ill- 
gotten electricity, 
wouldn’t you agree?”
“Jail is often just part 
of it,” replied Ohms.

“In addition to incarceration, fines of up to 
$1,000 may be levied. As well as restitution 
for the electricity stolen.”
“Then this meter tampering is pretty serious 
business,” said Wattson.
“I’m afraid so, Wattson, which is why we have 
no time to lose.”
“My goodness,” exclaimed Wattson, “FPL’s 
good customers must get terribly upset at 
this sort of thing.”
“Precisely, Wattson. Those good paying cus
tomers, unfortunately, are the very ones who 
end up paying for these losses. That’s why 
everyone should be concerned with electrical 
theft.”
“Just how are these dishonest rascals 
caught?” asked Wattson.
“Through careful observation, among other 
methods,” said Ohms. “FPL meter readers

have become experts at detecting the 
slightest trace of a tampered meter. Any ir
regularity is noted and followed up with a 
thorough investigation by highly trained and 
experienced current diversion experts.”
“So taking on these FPL fellows is sort of like 
taking on Scotland Yard, eh?” smiled 
Wattson. “I should think that people would 

think twice before 
tampering with their 
meter.”
“Indeed,” agreed 
Ohms, clearing his 
throat as the taxi cab 
pulled over.
“I say, Wattson, speak
ing of meters... Ours is 
still running. Would 
you be so kind as to 

pay the taxi driver?” «

FOR 
YOUR

HEALTH
By Donnie Braswell, RN M S,Corporate Nurse

ore than 11 million Americans (5 mil
lion of them are children under 16 
years of age) have, or have had, 

asthma. It tends to run in families and usu
ally is seen in more than one family member. 
Boys are more inclined to suffer with asthma 
than girls.
Bronchial asthma is a chronic condition 
marked by periodic attacks characterized by 
a wheezing (or whistling) type of breathing. 
There is a shortness of breath and a cough 
due to partial obstruction of the bronchi and 
bronchioles of the lungs.
There seem to be three things that contribute 
to the obstruction of these breathing passages 
-  swelling and inflammation of the mucous 
membranes, spasms of the smooth muscles, 
and secretions of mucus and other substances 
into these breathing passages.
The asthma attack may last a few hours or 
could go on for weeks. It can be mild or severe.
At the peak of an attack, victims will present 
a distressing sight, usually sitting up, not 
wanting to move or speak. They are breathing 
through their mouth and are most anxious, 
with a pale face and bluing lips. It can happen 
anywhere, anytime, but more often happens 
at night.
Asthma can be controlled through medication 
and other means, but it cannot be cured. Some 
children, about half, seem to “outgrow” this 
disease as they enter their mid-teens. How
ever, in some instances, it may reappear in 
later life.
Asthma patients frequently have viral infec
tions prior to an attack and they are often 
sensitive to tobacco smoke, air pollution, 
paint, perfume, dust, etc. They may be sensi
tive to changes in weather, cold air, humid 
climate or changes of season. They might be 
allergic to foods and food additives, or to

plants or plant products such as grasses, hay 
and ragweed. Animals are another source of 
their problem — cats, dogs, horses, birds and 
feather products — to name just a few.

While some over-the-counter medications 
may be helpful in controlling asthma 
episodes, others are not. In addition to being 
ineffective, they may have side effects dis
agreeable to the patient. A medical doctor — 
such as a specialist in respiratory diseases — 
is the best person to make the decision on 
what to give, when, where and how.
When dealing with an asthmatic attack vic
tim, try to remember the following:

Tips to help the asthm atic
•  Reassure the patient. The tone of 

your voice should be calm and 
self-confident.

•  Give m edication prescribed by a 
physician (if you have none, 
transport the patient to a hospital 
for treatm ent).

•  Give clear liquids (warm if  possi
ble) to prevent dehydration.

•  Try to determ ine w hat triggered  
the episode and rem ove it, or the 
victim , from the area.

Parents should let a child’s teacher know that 
the child has asthma. The child’s friends 
should also be told. They can be very suppor
tive and helpful in time of need.

Children with asthma, with their doctor’s ap
proval, can and should participate in many 
sports. Swimming and sailing are best, but I 
know of a young man who, with his doctor’s 
permission, even played football in high 
school. His coach carried his inhaler. He even 
played well enough to make the “Miami 
Herald” All Conference Team for three 
straight years.
As you can see, most asthmatics can lead a 
normal life with proper control and planning.
For more information on living with asthma, 
contact your local American Lung Association 
chapter. •
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News
Employees Challenged to Prepare for 'Brave New World'
Jack Jackson in a series of May meetings challenged key 
FPL personnel in four cities to have the vision and fore
sight to lead FPL "into a brave new world ruled by 
customers."
Jackson said that each FPL employee -  regardless of job 
title, position or geographic location -  has a responsibility 
to help ensure customer satisfaction.
Jackson told receptive Customer Service, Power Plant,
T&D, Engineering and Marketing employees that they 
play a vital role in "the marketing circle."

“I  communicate every day with people. I f  you ’re not 
straightforward, truthful or honest about where you 're 
coming from or who you are. you 've lost them. They ’ll 
call the PSC. General Office, or their attorney. Our job is 
to prevent that. Any business must have good commu
nications. We need to carry the message to the public, 
crews, office workers and customers. Communications 
is the key."
George Pilcher
Northeastern Division Claims Agent 
Daytona Beach

Jack Jackson captures the attention of the standing room only audience in Daytona Beach.

The veteran of more than 20 years with American Airlines 
said FPL is not unlike an airline in terms of how it delivers 
service. "Each flight requires two dozen or more behind- 
the-scenes employees who provide such things as fuel, 
cabin service, ticketing, catering, scheduling and baggage

Northeastern Division Vice President Joe Scott explains his Divi
sion Vision to Jack Jackson.

handling. Every one of those employees is involved in the 
marketing process to make each customer happy -  and 
to make each flight a success," Jackson said. “Yet the 
customer, the passenger, may only see four or five of the 
employees -  the ticket agent, the flight attendant, and 
maybe the pilot.”
“It's the same at FPL. The customer may only deal with 
one or two of you directly but dozens of FPL employees 
are working to take care of that customer,” he continued. 
"And that is what marketing is about."

"Jack Jacksons message brought us a long way down 
the road we need to travel. Well have some success 
depending upon the commitment o f top management. 
Often our research seems geared to creating self- 
fulfilling prophesies, asking questions in such a way 
that we hear what we want to hear. We need to ask 
more pointed questions.
"Change is difficult to achieve in any corporate culture. 
especially in a regulated business such as ours. In the 
long run, to survive, we need to do it.’’
John Jacob
District Claims Manager 
Ft. Lauderdale

Nine Steps to  C u sto m e r Satisfaction
Jack Jacksons presentations in May to FPL employees reflect his insight into a deregulated, highly competi
tive. customer-oriented and rapidly changing corporate world. He drew a meaningful parallel between his 
experiences with American Airlines and where he perceives the utility industry is today. Nine key points sum
marize his message:

1. Find out what the customer wants. Then change, reorganize, restructure to provide it to him/her.
2. Look at the things we do well as opportunities to solve the problems of existing and new customers.
3. Be flexible Dogmatic thinking gets in the way of meeting customers' needs.
4. Remember that “marketing" is how the customer perceives what you're doing, not how you perceive 

yourself.
5. Share information. Then customers will feel they have a part in what you’re doing for them.
6. Speak and write in jargon-free terms that the customer can understand.
7. Mean what you say.
8. Say what you mean.
9. Deliver what you promise.

“We got the Jack Jackson message loud and clear that 
we need to be close to our customers. For years we were 
very complacent, with a take it or leave it attitude 
because we were the only place to get power. Now, we’re 
all becoming more customer-oriented, both internal 
and external. Customer needs will affect the way we do 
business, and the future o f our company depends 
upon what we do today."
Mayra Suggs
Customer Service Manager 
Miami District

This message was hammered home in a whirlwind blitz of 
meetings around the state -  four in two days. Employees 
from the five FPL divisions were invited to gather in 
Miami, West Palm Beach. Venice and Daytona Beach to 
attend the Jackson sessions as part of FPL's celebration of 
“Marketing Week" in Florida.
FPL's challenge, according to Jackson, is to market, which 
he defined as finding out what the customers want, then 
changing, reorganizing and restructuring to provide it to 
them. This, he said, is more important than merely selling 
("here's the phone, go sell it. we've already built them").

Real marketing requires "listening, really listening to the 
customer," he explained. “Not listening with what I call 
your ‘earflaps’ closed."
Jackson’s anecdotes of employees protecting "turf” areas 
and failing to think creatively -  to the customer’s detri
ment -  drew knowing chuckles from his audiences.
“In the airline industry we were once a lot like you are in 
utilities. We were so in-house oriented, we couldn't think 
‘customer,’ ” he said.
“Once we even so much as told customers, ‘if you don’t 
like our departure times, drive or take a bus.’

"By taking a pro-active approach, we at FPL seem to be 
going in the right direction. I ’ve been with the company 
28 years, and I  feel that the changes haven’t scratched 
the surface yet. Were going to be a new company every 
morning, and I'm more enthusiastic about working here 
now than ever."
Joseph A. Murphy 
Customer Service Supervisor 
Central Broward Office



“Brave New World” Continued from cover

Jack Jackson entertains questions from Northeastern Division and district officials. Left to right: Larry Herndon, Bruce Berger. Bob 
Nichols, John Ratliff, Jackson, Wayne Bussey and Bill Roberts.

"Today airlines give the customer more choices than ever 
before. Do you want to know the snow depth in Colorado? 
Do you wish to jet ski in St. Thomas? Take a train trip 
through France? Do you want salt-free meals? Kosher 
food? Airlines don’t sell seats anymore -  they're in the 
travel industry."

“While upper management is telling us, 'do whatever it 
takes to get the job done,' middle management says 'this 
is my boundary and don 'tstep over the line.' I hope mid
dle management picks up the ball on these new ideas.
“Also, when you market, you have to communicate. And 
clear, precise communications are important. We have 
need to share information with each other, yet we use an 
awful lot of unnecessary technicaljargon."
Fran Marinelli
Marketing and Energy Management Analyst 
Southern Division Marketing

Jackson said the utility industry is where the airline 
industry was in 1978. "the year we changed from selling 
to marketing."
He praised FPL for being "one of a very few utilities" to 
have the vision to prepare for a dynamic future including 
possible deregulation.
Jackson said that solutions to making the customer king 
must cross departmental lines, and that these solutions 
don’t always originate in the company’s Marketing Depart
ment. To do the best job for the customer, every employee 
should understand the need for cooperative action, he 
emphasized.

Marketing Director Peter England (right) listens as Western Divi
sion Vice President Tom Petillo (left) and Jack Jackson exchange 
views on marketing.

“I’ve been with the Company 19 years, and I ’ve seen a 
lot of cycles and changes. We are where A merican A ir- 
lines was. We need to meet the customers’ needs, not 
just hand them a menu and say this is it.
“ I t hen I came here (Delray Beach), we handled50.000 
customers; now we serve175,000. We 've grown from a 
family concept to a large office where we sometimes 
forget how to relate to the customer. We need to try to 
get back to family thinking even though we’re large.” 
Anna Graves
Customer Service Supervisor 
Delray Beach

"What restricts necessary communications is what I call 
‘wad’ thinking -  Transmission here, Generating there. 
Marketing over there. You must overcome ‘wad’ thinking 
and work as a team to get the best job done for the 
customer."
Jackson didn't minimize the difficulty in getting people’s 
thinking re-channeled. "You're in for a period of agoniz
ing change. It won't be easy,” he told FPL'ers. 
Opportunities to serve the customer better are everywhere, 
he noted. In the airline industry, Jackson said Delta scored 
points by offering kids -  and their parents and grandpar
ents -  a tour of the cockpit.

The Southern and Southeastern Divisions' audience listens 
intently as Jack Jackson makes a point.

“What's mundane and routine to you may be of tremen
dous interest to your customers. Don’t take your opera
tions and uniqueness for granted."

"For the past several months. I ’ve been trying to think 
not as an employee but as a customer. We need to start 
doing the things the customer wants us to do. Customer 
Service, Engineering, Transmission - we all have to 
start to think ‘marketing’.
A year and a half ago I heard Marshall MacDonald say 
that if we weren’t ready for changes, we’ll be run over as 
if by a freight train. When you hear it from the top, you 
tend to believe it. Middle managers who want to change 
things will have the support of top management."
Ben Norton
Customer Service Supervisor 
Venice District

Another airline example: "Ten years ago the reservation 
operation was perceived as data processing, an expense 
Now it's being sold as a marketing tool -  telemarketing."
American Airlines Telemarketing, he said, will now train 
your people and lease you lines. The airline used existing 
resources -  its skill at organizing reservations systems 
and unused nighttime phone capacity -  to solve market
ing problems for other organizations.
With the operating climate changing, Jackson said utili
ties, like airlines, will learn to anticipate events rather than 
react to them after the fact.
"In a regulated environment, you can be on track, sitting 
still, and everybody moves at the same pace In a more
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competitive environment, you can be on the right track, 
sitting still, and get run over."
Jackson said a less regulated environment demands con
tinuous flexibility in planning as well as the expectation of 
fewer certainties.

“If we provide the best service we can, we don’t need 
to fear deregulation. The customer will stay with 
a company that’s providing good service.
“Mr. Jackson brought out good points about com
munications between offices, department and people. 
If you lose communications, you’ve broken a link in 
a chain. Everyone must communicate as a family.
If you have vital information, it should be openly 
discussed.”
Bonnie Williams
Consumer Services Representative 
Central Broward Office

"From now on, you will be constantly changing. The 
forces around you make change happen that quick," he 
predicted.
“The more choices you open to customers, the more 
chances you have to make mistakes. And the harder 
you've got to work at marketing and communications. 
There’s no plateau down the line where you can say,
“ ' we’ve arrived.’ ’’
Jackson emphasized that “your customer is looking for 
100% service satisfaction, but he’s willing to accept mis
takes depending upon how well he perceives your ability to 
resolve his problems.”

V ideotape Available
If you haven’t heard the inspirational Jack Jackson yet. 
you have another chance.
A 60-minute edited videotape of Jackson's remarks is 
now available. Your Department may reserve a copy for 
viewing by calling:

Spero Canton 
G.O. Marketing 

227-4311 
or

Susan Wydler 
G.O. Marketing 

227-4324

D o tty  Norton:
Let's Sharpen Selling Skills
"We all need to sharpen our selling skills.”
Southern Division Area General Manager Dotty Norton 
brought this message to the more than 200 Dade and 
Broward FPL employees invited to hear Jack Jackson’s 
remarks.
In introducing Jackson, Norton underscored a recurrent 
corporate theme -  the need for every FPL employee to 
become customer driven.
"Every one of the FPL programs designed to meet our 
customers’ wants and needs, is going to call for increased 
sales efforts from every FPL’er. including you and me," 
Norton said.
She reiterated that FPL must do more to produce reve
nue. "It’s no longer sufficient just to keep costs down," 
she emphasized.
These thoughts and the need for every FPL’er to be 
involved in the marketing process also were expressed by 
Division Vice Presidents Tom Petillo, Joe Scott and Ted 
Moffett as they introduced the Jackson program in Ven
ice, Daytona Beach and West Palm.

Energy Management News
An informal publication produced periodically by the 
FPL Marketing Department for all Utility employees. 

Peter A. England 
Director o f Marketing 

Stan Huguenin
Coordinator, Marketing Seances 

Dave Langley 
Editor

Susan Wydler 
Clerical
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FPL-Backed Student 
Program Wins 
National Awards

Late in 1981, two Dade County schoolteachers -  Patricia 
Temple and Alicia Barrionuevo -  came to FPL seeking 
support for an educational proposal: the Governor’s 
Energy Award Program for junior high students. As a 
leading member of the Governors Energy Partners, a 
consortium of industrial and commercial firms and orga
nizations and associations throughout Florida, FPL got 
the program adopted. In May, as a result of the program’s 
impact and educational accomplishments, the two teach
ers were cited on a national level by the Freedoms 
Foundation of Valley Forge. Hiking part in recognition 
ceremonies in Tallahassee at a meeting of the Governors 
Energy Partners were (left to right) USAF Lt. General 
Richard Montgomery of the Foundation; Governor Bob 
Graham; educators Temple and Barrionuevo; Tom 
Hopkins, FPL Educational Services Specialist; Ofelia 
Alvarado of Ryder Systems, a financial supporter of 
the program along with FPL; and Stan Huguenin, FPL 
Marketing Services Coordinator, who developed the 
promotional aspects of the program and coordinated 
its adoption by the Partners four years ago.

FPL Marketed to  
Qualified Prospects

Staffing an FPL minority business display at the Annual 
Cultural and Economic Development Fair is Cynthia 
McIntyre, NED Budget Analyst and Minority Business 
Coordinator. The event, attended by over 5,000 people, 
was held at the Ocean Center in Daytona Beach in 
May. McIntyre and other trained employees regularly 
market the advantages of FPL to qualified prospects 
at similar displays and exhibits throughout the year.

'Don't Let Go'
"Don’t Let Go” posters and buttons are gaining popular
ity in District Offices throughout the FPL system. Russ 
Demarais (below), Southeastern Division Commercial 
Manager, originated the slogan late in 1985 in an effort 
to promote FPL employees’ sensitivity to customers. The 
phrase is a constant reminder to all FPLers to "hold on 
to the customer until that customer is satisfied."

What's 32-Feet Long 
and Looks Like a 
Customer?

A new display in the General Office. The 32-foot-long 
display was created for the Marketing Department by 
Graphics and Audio-Visual Services, and features 
80 photos of FPL’s customers. The display reminds 
employees th a t" ... marketing means satisfying custom
ers' needs . . .  and that's every FPLers job." The display 
was placed in the G.O. employee entrance lobby 
to help celebrate Marketing Week, May 26-30, and 
remained on view through mid-June. Sections of the dis
play will be exhibited in the Divisions later this year. 
Seen here giving the display a final check are (left to 
right) Bob Gumz, Supervisor of Audio-Visual Service; 
Rafael Valenzuela of Graphics; Gary Rosenfeld. Audio- 
Visual Services; and J. C. Collier. Jr., Vice President of 
Energy Management.

Customer Importance 
Reminder Unveiled 
Systemwide
Northeastern Division Vice President Joe Scott (left) 
and Marketing Manager Wayne Bussey preview the new 
Combivision display designed to help remind all FPL 
employees of the importance of customer's. Nine of the 
displays introduced during “Marketing Week" (May 
25-31) were distributed to all Divisions for use through
out the year. They feature photographs of FPL employ 
ees doing their job, with a flashing message, "What’s the 
main job of every FPL’er??... Customer Satisfaction." 
Scheduling of the displays will be handled by Division 
contacts Cassandra Payne, SDK; Wayne Williams, SEK; 
Gary Koester, EDK; Morris Fisher, NDK; and Rick 
Chalker, WDK.

Hospital Corporation 
Receives Recognition 
From FPL
Basic American Medical, Inc. (BAMI), which owns or 
operates 22 hospitals in the southeastern United States 
and Puerto Rico, was honored in May by FPL for its local 
commitment to energy management. Western Division 
C /I representative Hugh Hackney was instrumental in 
helping BAMI implement effective energy action at the

Fort Myers Community Hospital. “As a result of its com
mitment, BAMI will be able to continue meeting its cor
porate goal of delivering quality health-care services to 
patients at a fair price," Hackney said. Bud Dabney (third 
from left), FPL Marketing Coordinator in Miami, pre
sented awards to BAMI representatives and officials 
(from left) Ned Voska, John Gass. Herbert Dorsett,
Bob West and Samuel Politz.



Building Contractors, 
Officials Benefit from  
FPL Seminars
FPLers in Western Division recently provided an oppor
tunity for area contractors and building officials to hear 
about changes to the Florida Model Energy Efficiency

Code, which went into effect on April 1st. The seminar, 
sponsored by FP&L, was held at the Holiday Inn on 
Lido Beach in Sarasota.
The meeting was attended by over 200 people, who 
turned out to hear Rick Dixon and Daryl O'Connor 
(pictured) of the Florida Department of Community 
Affairs. The two described changes implemented in 
the new State building code.
This meeting and ones like it held in the Fort Myers and 
Punta Gorda areas reflect FPL’s continuing effort to help 
area contractors keep informed about the latest issues 
in energy management.

New FPL Displays 
Use Computers 
to Attract Customers

Persistence Pays

Through efforts by Southern Division Sales Promotion 
Representatives Jim Herndon and Pete Accornero, and 
Marketing Service Representatives Wanda Devoe and 
Nick Reising, residents of a major apartment/condo 
complex on Miami Beach are now enjoying the benefits 
and rewards of Florida Power and Lights energy conser
vation programs. Numerous meetings were held between 
FPL's representatives and the management of the South 
Bay Club. Energy-conserving installations were started 
in December, and completed in February of this year. 
Here, FPL’s Herndon presents $25,216 (FPL’s portion of 
the costs) to South Bay Manager Diane Hiblick as 
Buddy Nash of Energy Conservation Center, the solar 
film contractor, looks on.

'Press Hard, Ma'am, 
Three Copies,
Third One is Yours'
The selling skills of hundreds of FPL employees were 
honed in workshops held throughout the system from 
February through May. The workshops support the 
objectives of FPL’s 1986 Strategic Marketing Plan. 
According to Carol Entrekin, Marketing Programs

'1987-The Year of 
the Customer'

“1987 -  the year of the customer” was the theme of a 
Marketing Planning Conference held recently at the 
Bonaventure Conference Center. The meeting was 
attended by representatives of 11 G.O. departments in 
addition to G.O. and Division Marketing. Focus was on 
company-wide efforts for 1987 and beyond to identify 
key customer programs for development. “The coopera
tive efforts of all departments within FPL will allow us 
to deliver these new programs to the customer in a 
timely manner,” according to John Evelyn, Marketing 
Planning Coordinator. This message was integrated

Wanda Devoe (left), Southern Division Marketing, helps 
Merryll Rosenfeld test her "Energy I.Q.” at the Greater 
Miami Home Show, which ran from May 24-June 1 at the 
Miami Beach Convention Center. The new computer dis
play unit used for the energy quiz is based on a proto
type developed in 1985 by Eastern Division’s Marketing 
Communications Group. Response to the EDK display 
was so positive that the General Office has provided a 
similar display unit to each of the Divisions for use at 
home shows, fairs, malls and other exhibits.

into the presentations of four guest speakers. Will Coe, 
Vice President of Fuel Resources, Power Supply and 
System Planning (pictured), addressed the impact of 
strategic marketing on the efficiency of FPL’s generat
ing facilities, since off-peak sales are critical to the 
optimum utilization of a power plant. Bob Sears, Treas
urer of FPL and Assistant Treasurer of FPL Group, 
explained how FPL would benefit financially from 
increased off-peak sales: and Mark Wegel of Eastern 
Airlines emphasized the importance of "teamwork" in a 
successful organization. (The conference participants 
were divided into five “teams" to demonstrate the syner
gistic effect of all departments working together.) In 
closing remarks, FPL President Bob Tallon reinforced 
the concept that all employees are in marketing -  as far 
as the customer is concerned.

Supervisor responsible for marketing training, "The use 
of role playing allowed participants to practice skills."
Here Southern Division participants Willard Sharp, Jr., 
and Deyrdre Reyes practice “closing" the sale. During 
1986, FPL employees are supposed to sell more than
130,000 customers on the idea of buying one or more 
energy management programs offered by FPL.



ceiling insulation to produce savings to run tools, adding 
a heat pump that more than pays to run a VCR and TV, 
and adding reflective window film to create savings to 
run a microwave and food processor.

“The new campaign responds to the questions of how 
else can we reach people to get a conservation-based 
message across,” noted England.

An emphasis on personal energy management differs 
from the strict conservation message of the past.
"We stress that managing energy resources is the same 
as managing money or anything else. The choice is 
the customers,” said Rose.

FPL's ads are being run throughout the FPL service ter
ritory in print, radio and TV versions. For radio, FPLs 
message has been tailored for country and western, rock 
and all-news station formats, plus Hispanic media use.
A separate advertising package for participating con
tractors and dealers also has been made available if they 
want to tie into the FPL message.

Hume Sindelar reports to the FPL Corporate Communi
cations Department under Vice President Jack Francis. 
Corporate Communications’ “client” is in turn the Mar
keting Department. England and Stan Huguenin, Coor
dinator of Marketing Services, are closely involved with 
the campaign and its development. The new strategy 
evolved out of a series of brainstorming sessions last 
summer involving both departments.

"Before we launched the campaign, we tested the rough 
creative concepts on typical FPL customers, and we will 
continue to do this periodically to make certain we 
remain on target," said Huguenin.

“We re not so much changing our basic message as 
we are changing our ‘packaging,’” Huguenin noted.
"It’s comparable to Tide soap being marketed in a ‘new, 
improved’ version, and in a different box.

“After four years of telling our customers to manage 
energy better so they can help hold down their electric 
bill, get an FPL rebate, help defer power plants, and help 
us reduce oil usage, we’re now telling them they can do
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all of that but emphasizing the selfish motivation aspect 
-  you as a consumer can improve your energy lifestyle,” 
Huguenin continued.

In developing the campaign, Hume Sindelar worked with 
FPL's five Division marketing staffs and G.O. personnel 
to ensure compatibility with their needs. Advertising 
schedules can be adjusted to reflect "the specific energy 
needs of each Division and their customers," according 
to Huguenin.

Over the next year, Rose anticipates that FPL will be fea
turing even more new ads promoting FPL programs 
designed to shave peak demand and increase off-peak load.

Florida Power & Light’s energy management message 
to consumers has undergone a subtle yet significant shift 
in “packaging."

An ad campaign begun in March asks consumers to 
conserve where possible so they can enjoy the lifestyle 
advantages energy use makes available -  VCR’s, comput
ers. microwaves and the like.

The campaign also nudges consumers toward energy 
usages such as outdoor lighting of homes at night that 
tend to shift demand toward off-peak periods.

The campaign's theme is a result of extensive research 
into “what motivates people to manage energy better,”

“Our new heat pump saves more than 
enough money to run the VCR and TV. 

Do you think FPL knew that when 
they helped us buy it?”

Sure we did. FPL is encouraging everybody to manage transfers it indoors. And in the summer, it cools by
their energy efficiently because lowering peak energy removing heat and humidity from inside,
demand delays the need for new power plants -  an You might also want to install a heat-recovery
expense everyone must share. water heating system with your new heat pump to

Installing a high-efficiency central heat pump can save even more money,
cut your heating costs up to 40% because it's more To find out how to qualify for a cash incentive
efficient than a conventional electric heating system. and to get more information on energy management,
In the winter, the heat pump extracts heat from the call our 24-hour toll free number, 1-800-821-7700.
outside air (yes. there's always heat in the air) and

FLORIDA POWER & LIGHT COMPANY

said Pat Rose, account supervisor for Hume Sindelar & 
Associates, FPL's ad agency for the past 11 years.

The agency and a research firm used an interview-based 
technique called psychographics to identify attitudes 
toward energy usage shared by groups of individuals.

“Covering my windows with 
reflective film  more than covers the cost 

of running my microwave and food processor. 
So why did FPL help me do it?”

FPL is encouraging everybody to manage their energy less energy cooling your home. (You’ll also protect your
efficiently because lowering peak demand delays furniture from fading.) lb  encourage you to take this
the need for new power plants -  an expense everyone energy-saving step, we'll even pay part of the cost,
must share. Tb find out how to qualify for this incentive and

When you cover your windows and glass doors with to get more information on energy management
solar film, solar screens or qualifying awnings and shut- in general, call our 24-hour toll free number,
ters, you'll get less sun. And less sun means you'll use 1-800-821-7700.

p p i g l

They found that many consumers, while still interested 
in cost savings, were “primarily motivated by comfort 
and the enhanced lifestyle made possible by electricity,” 
said Peter England, FPL Director of Marketing.

Typical trade-offs suggested in the ads include adding

“Our high-efficiency air conditioner 
saves enough money to pay for outdoor lights. 

So why did FPL help us buy it?”
FPL is encouraging everybody to manage their energy 
efficiently because lowering peak energy demand delays 
the need for new power plants -  an expense everyone 
must share.

An air conditioner with an energy-efficiency rating 
of 9 or higher can significantly cut your energy usage. 
So you can improve your lifestyle without increasing

your bill. In fact, we'll even give you a cash incentive 
to replace your old, inefficient air conditioner with an 
energy-saving one.

To find out how to qualify for a cash incentive 
and to get more information on energy management 
in general, call our 24-hour toll free number, 
1-800-821-7700.

M u

“Our water heating heat pump 
saves more than enough money to 

support my favorite pastime. 
And guess who helped us buy it?”

- FPL did. Because we’re encouraging everyone 
; to manage their energy efficiently to lower peak 
energy demand and delay the need for new power 
plants -  an expense everyone m ust share.

A water heating heat pump delivers more 
I  energy in the form of heat than it consumes in 

electricity. It takes heat from the air and transfers 
I  it to the water in the water heater. And it can cut

your water heating costs by as much as 50%.
To encourage you to take this money-saving, 

energy-saving step, we’ll even help pay for your 
new water heating heat pump. To find out how to 
quality for an incentive and to get more informa
tion on energy management, call 332-9161 in 
Ft. Myers and 598-1110 in Naples between 8 a.m. 
and 5 p.m.

Shrne on ion, Earl! 
ion Done tier Wrong!
FPL's advertising has lost that, er, institutional
feeling.
Case in point: country and western stations 
around the state are playing the lament of one 
down-in-the-dumps country fella named Earl, 
whose house started “cheating" on him by 
wasting energy.
In the 30-second radio ad, Earl says, “I loved 
my house but I treated her bad, never came 
home, never fixed her up.”
Rather than cry or pack his bags and hit the 
road, Earl called FPL for a free home energy 
survey.
“If you love her, you've got to help her,” was 
the advice. "Weatherstrip those doors, caulk 
those windows. Throw a blanket over the water 
heater so it don't have to work so hard.”
Earl saved so much energy that “now we can 
listen to the radio all night long.”
This is an example of meeting the consumer 
“where his head is at," said Pat Rose, FPL’s 
account supervisor at the Hume Sindelar ad 
agency.
“Too often a utility is perceived as stuffy, mon
olithic. This type of ad talks in language the 
customer can relate to. Radio especially has 
the ability to put FPL into a far more humanis
tic light," Rose explained.

FPL Ads Bring New TWist To Old Theme



FPL Presents Design Award 
to Sarasota 'Passive' Home Builder

FPL Western Division Passive Home Advisor Dale Boudreau (second from right) presents special design award to Jack Wolfe of 
Florida Design Homes. Also participating in ceremonies (from left) were Troy Cummings and John Herrli, Jr. of Florida Design Homes, 
Bill Carlyle, Western Division Marketing Manager, and Rick Chalker, Western Division Marketing Supervisor.

Florida Power & Light presented a special design award 
in May to the developer of a new 2,300-square-foot 
“passive” home. Built by Florida Design Homes, the resi
dence in Sarasota was built to the specifications of 
FPL-provided plans to maximize energy efficiency without 
mechanical devices.

Built with the unique Florida environment as a critical 
design element, the new home is designed to meet the 
specific guidelines of FPL’s Passive Home Program. 
Unlike conventional homes, passive homes are designed 
to minimize heat gain in the summer and retain heat in 
the winter.

The Sarasota home has no mechanical air conditioning 
or heating system and relies upon radiant barrier insula
tion, “vented skin” walls, solar water heating, ceiling fans 
and other energ^saving features. The home is expected 
to use an estimated $30 to $40 per month in electricity.

The award was presented during Sarasota's "Parade of 
Homes,” which was held between April 5 and April 20.
To date, the Watt-Wise Line has received more than 500 
requests for passive home information. MEC-GO reports 
that 612 sets of passive home plans have been sold, 
and from those plans, a total of 6 homes have been con
structed, two of which are outside of the FPL service 
territory.

FPL Reports to Governor 
on Energy Management 
Accomplishments

1985 A  'Watershed'

Energy M a n a ge m e n t R epo rt Sum m arizes a 
Banner Year

FPL representatives in May reported to Governor Bob 
Graham and officials of the Governor’s Energy Office on 
impressive company results over the last seven years in 
meeting corporate and State energy management goals 
and objectives.

G.O. Marketing Services Coordinator Stan Huguenin 
presented the report on May 7, in Tallahassee, during a 
meeting of the Governor’s Energy Partners, a consortium 
of industrial and commercial firms and organizations 
and associations throughout Florida.
Among FPL accomplishments since 1980 cited by 
I luguenin:

• FPL is a two-time winner of the US. Department of 
Energy’s award for energy innovation: for its passive 
home and residential pool pump programs.

• has achieved oil savings surpassing 2.5 million 
barrels per year.

• operates a conservation awareness program for con
sumers that continues to serve as a model for other 
utilities in the state and nation. As part of the aware
ness campaign, the Watt-Wise Line has answered 
more than 256,000 inquiries; the Watt-Wise Van 
received more than 375,000 visitors; and FPL field 
personnel have reached millions of people through 
more than 20,000 speeches, displays and exhibits.

• supported creation, development and implementation 
of the statewide Governor’s Energy Award for Florida 
junior high students. This program in May was hon
ored for its success by the Freedoms Foundation at 
Valley Forge.

• has a nationally-recognized school support program 
that strongly stresses energy management. FPL’s 
Award-Winning “Florida Aids for Classroom Teach
ers" program includes a catalog of materials, an 
annual journalism competition and a quarterly 
newsletter.

• has ongoing advertising that promotes customer 
participation in FPL’s conservation programs as well 
as featuring no- and low-cost conservation 
information.

• has created and produced award-winning 
conservation-related films for students and adults: 
“Power to Save" and “Uncle Roger Saves His Valu
able Friend." Copies of the films have been pur
chased by other utilities throughout the country.

• has achieved energy demand savings equivalent to 
two-thirds of a 600 MW power plant which, at 
today’s prices, would cost approximately $1.5 
billion to build.

In 1985, FPL continued to achieve impressive results in 
meeting the conservation goals and objectives specified 
in the Energy Management Plan for the ’80s.
The "1985 FPL Energy Management Report." which 
became available in June, illustrates in detail the achieve
ments made in the conservation programs, and forecasts 
coming achievements in new strategic sales programs 
designed to support new marketing goals.

More than 313,947 commercial industrial and residen
tial customers participated in FPL’s conservation pro
grams, resulting in a summer peak demand reduction of 
approximately 109,000 kilowatts and an annual savings 
of approximately 364 million kilowatt-hours.
This translates to approximately 607,000 fewer barrels 
of oil FPL will have to buy -  and FPL customers will not 
have to pay for -  each year.
In his introduction to the Energy Management Report. 
Vice President of Marketing and Energy Management 
Joe Collier exjtlained the significance of 1985 in the short 
history of FPL’s energy management effort: “Energy 
management is a relativeqiewcomer when viewed against 
Florida Power & Light's history.
"Yet, since 1978 when the Marketing and Energy Con
servation Department was officially formed, the energy 
management group at FPL has been one of the Utility's 
most active. Because of its rapid growth and changes, 
the energy management function is vastly different than 
what it was just those few years ago.

"In that evolutionary timeline, 1985 stands out as a 
watershed year. In 1985, FPL reassessed its energy man
agement functions and made a fundamental decision to 
become even more of a market-oriented organization. 
Thus, FPL is returning to a vision of the customer as the 
foundation of its energy management activities. The 
company is basing its research and program activities on 
the desire to know the customer better, defining the cus
tomer's needs and wants, and programming to them.”

T he N ew  M arketing Dynam ic

All FPL employees, no matter what their job description, are be
coming marketers - many for the first time. They’re learning cus
tomers’ needs and wants, and focusing on meeting them. With 
those needs and wants constantly changing, the marketing 
process is truly dynamic.

Collier also explained how the energy management effort 
is continuing to evolve: “FPL is focusing on continuing 
to remind consumers to use energy wisely and efficiently. 
The company is also encouraging consumers to pur
chase additional electricity when appropriate to fulfill 
their wants and needs, and where it contributes to 
improving the overall efficiency of the utility system."

Stored Cooling -  'A technology w hose tim e has come'
Stored Cooling is a technology whose time has come, 
according to Frank Yanaros, Marketing Project Man
ager -  Conservation, in a recent address to the Florida 
Association of Energy Engineers (FAEE). Yanaros 
told FAEE members that stored cooling systems can 
significantly reduce electrical demand requirements for 
cooling buildings by allowing the downsizing of air- 
conditioner compressors -  as much as half in many 
cases -  resulting in lower costs. Thermal storage shifts 
much of the air-conditioning demand from daytime to 
nighttime by storing cooling output in the form of ice 
or chilled water. Not only is the total demand reduced, 
but it also makes time of use rates attractive to further 
reduce cooling costs. The utility and all of its customers
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also benefit, because the shifted demand will help defer 
the need for future power plants. Much interest was 
shown by the audience of engineers and contractors.
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C IP  speakers a g a in  score high
fairs -  as one of the top ten information pro
grams in the nation. (CIP speakers made 
more than 5,000 presentations and reached 
nearly 190,000 people during 1985, both new 
CIP highs.)
Tallon told CIPers that FPL’s Quality Im
provement Program is “the most significant 
and far-reaching program ever embraced by 
our Company — a program which resulted in 
our being nominated for Edison Electric 
Institute’s coveted Edison Award.” He said 
the work of 1,400 QIP teams “gives me a 
great sense of pride in our employees and 
their efforts. It’s indicative of what’s going 
on throughout FPL in every facet of our 
operations.” »

Above right: Melodie 
Womble, who coordi
nates FPL’s Community 
Information Program, 
applauds speakers for 
outdistancing their 
nearest national com
petitor by more than  
four times, w ith fewer 
speakers.

Right: “Who will win?” 
thinks CIP Coordinator 
Charlotte Damato as 
she listens to the final
ists in  the President’s 
Cup com petition. Larry 
W allenstein, Channel 6 
News Director, judges.

ervice Planner Ann Richelieu of the 
Sarasota District won the coveted 

_ _ _  President’s Cup in the annual Com
munity Information Program (CIP) Speakers 
Competition last month. It was the second 
consecutive year a Western Division speaker 
captured the trophy.
Star Smiley, an Eastern Division Dealer 
Sales Representative and Greg Hollingshead, 
a Fort Myers Service Planner, were the other 
finalists. All three made speeches to the as
sembled CIPers at their tenth annual 
awards-information seminar. Their final pre
sentations, and an unrehearsed, hard-hitting 
question and answer session, were judged by 
an independent panel of communications 
professionals.
More than 200 CIPers, company executives 
and guest speakers attended the two-day 
affair.
Group Vice President Wayne Brunetti spoke 
to CIPers about the future, predicting a more 
competitive industry. “By this I mean not only 
between utilities, but also competition be
tween various kinds of energy,” he said. “We’ll 
be facing changes in how energy is produced 
and distributed.” He depicted these changes 
as opportunities for the Company.
FPL President Bob Tallon also spoke before 
the group. He congratulated the CIP speakers 
for two accomplishments: a record-breaking 
45 percent increase in the number of speeches 
given over the previous year, and being 
named by “P. R. News” — a leading journal 
in the field of public relations and public af-

UNION Continued from, page 1

It’s not for everyone

Does public speaking appeal to you?
VACATION: Twenty working days vacation 
will be authorized in the year of an employee’s 
15th anniversary of continuous service, and 
for each year thereafter through 22 years, 
effective January 1, 1988. In addition, 25 
working days vacation will be authorized in 
the year of an employee’s 23rd anniversary 
of continuous service, and for each year there
after, also effective January 1, 1988.
PENSION PLAN: An increase to the Basic 
Benefit portion of the pension formula is 
proposed — subject to approval by the Board 
of Directors of FPL Group, Inc. -  and is to 
be retroactive to all employees who retire 
November 1, 1985, or later.
NEW PENSION OPTION: This pension 
option guarantees the retiree 120 monthly 
payments as calculated by the 10-Year Cer
tain Option Schedule. Should the retiree die 
prior to receiving all 120 monthly payments, 
the remainder of the 120 monthly payments 
continues to be paid to the designated bene
ficiary. This option will be effective only for 
those whose payments have not yet com
menced as of November 1, 1985.
In addition to these, other revisions include 
changes in certain work schedules, job trans
fer requests, and overtime distribution, and 
an increase in the per diem rate for meals, 
as well as the establishment of two new job 
classifications. A

n
nterested in becoming a Community 
Information Program (CIP) speaker? 
If so, be prepared to make a major 
commitment in time and personal sacrifice.

For example, could you handle the prepara
tion? CIP speakers need a great deal of study 
on a particular subject before talking about

it. Could you handle 
jeering and taunting 
when facing a hostile 
audience?
CIPers need to be pre
pared to handle ANY 
audience. And finally, 
could you handle the 
extra hours “on the 
job,” and without pay? 
A CIPer’s only remun
eration is the satisfac
tion of knowing he or 

she is a member of an elite corps of company 
spokespersons providing a valuable and 
necessary service to the community.
If you’re still interested, you first need the 
approval and support of your supervisor. Once 
you decide to try to qualify, and have super
visory support, you then should contact your

CIP Division Area Coordinator (see end of 
story), who will provide a description of your 
division’s program, a list of self-help training 
materials, and the opportunity to observe an 
experienced CIP speaker “at work.”
Qualification for CIP means giving a 
minimum of 12 CIP speeches on at least three 
different topics annually. Initially, it’s recom
mended you speak to youth groups or FPLers 
until completing Level I training.
Training is offered through FPL’s Organiza
tion Development & Training Department in 
conjunction with Corporate Communica
tions. Video equipment, training consultants 
and practice provide solid preparation and 
basic public speaking skills.
CIP is not for everyone, of course. But if you 
think you’ve got what it takes, contact your 
CIP Division Area Coordinator.

CIP D ivision Area Coordinators
Southern Division: Rob Payan 
Southeastern Division: John Riffle 
Eastern Division: Linda Caravetta 
Northeastern Division: Anne Hilson 
Western Division: Charlotte Damato

F PL's
Com m unity
Inform ation

Program



Anniversaries

------------------40 y e a r s --------------------

N.E. Gavin, Daytona Beach 

____________35 y e a r s --------------------

I. J. Baughman, Lake City 
D.M. Brandon, General Office 
W.E. Coe, General Office 
C.D. Green, West Palm Beach
J. J. Hudiburg, General Office 
SA. Hutcheson, Fort Lauderdale 
W.D. Lang, General Office
V. W. McLeroy, Hollywood 
R.S. Pudney, Fort Lauderdale
A. Williamson, Jr., West Palm Beach

------------------30 y e a r s --------------------

M.L. Ashworth, Cocoa 
J.J. Ault, Fort Lauderdale
C. V. Brown, General Office 
J.R. Campbell, Sebastian 
Julia A. Cook. General Office 
J.R. Gause, Sarasota
J.K. Hays, Juno Beach
D. H. Hedleston, Fort Lauderdale 
R.K. Jackson, Fort Lauderdale
F. B. Madewell, Daytona Beach 
Gertrude M. Morgan, General Office 
M.L. Parkman, Fort Lauderdale
M. A. Ransom, Miami
L.M. Wood, Jr., General Office

____________25 y e a r s --------------------

R.O. Dixson, Jr., Miami 
J.H. Grantham, Jr., West Palm Beach 
H.G. Seher, Juno Beach 
R.R. Shrigley, Stuart

____________ 20 years ------------------

E. E. Brooks, Jr., Sarasota 
R.E. Brown, Sanford
Diane S. Bryant, General Office 
J.C. Bunn, Lake City
W. T. Cheaney, Fort Lauderdale 
Rita W. Costantino, General Office 
Roberta S. Economy, Juno Beach 
RA. Hillman, Juno Beach
R.J. Kadera, Jr., General Office
G. B. Leblanc, General Office 
D A  Marcure, Fort Lauderdale 
AH . Miller, Sarasota
Perrine Palmer, North Miami Beach 
Gloria S. Pogel, Fort Lauderdale 
J.W. Shelton, Delray Beach 
R.L. Weigle, Sarasota 
R.W. Wren, General Office 
R.W. Young, Cocoa

------------------15 years --------------------

D. C. Alexander, Sanford 
Clara C. Alzola, Miami 
J.M. Bealle, General Office
B. F. Black, Fort Myers
PA.. Braune, Fort Lauderdale
R. E. Burgess, St. Lucie 
J.L. Campa, Miami 
W A  Carlan, Sarasota 
L.P. Caves, Miami
S. E. Cullen, Miami
Marta B. Fernandez, General Office 
William C. Foreman, General Office 
W.P. Garcia, Miami
E. J. Gaskill, St. Lucie 
J.D. Gentile, General Office 
J.D. G illespie, Miami
J.T. Harley, West Palm Beach 
D.W. Harvey, Fort Pierce 
R.S. Henry, General Office 
J.W. Hickson, Fort Lauderdale
C. H. Jam es, Manatee
C.E. Jones, Jr., Coral Springs
N. M. LaPierre, Hialeah

Debbie A  Little, Fort Lauderdale 
R.E. Love, Miami 
P.W. Luttenajer, Fort Lauderdale 
J.O. McCarthy, Delray Beach 
J.B. McNulty, Fort Lauderdale 
D.M. Moss, Fort Lauderdale 
Elizabeth L. Price, Miami 
J.W. Ratliff, Daytona Beach 
C.K. Resh, Sarasota

Antonio Rodriguez, General Office 
J.M. Safarik, West Palm Beach 
J.R. Short, Juno Beach
S. E. Shuck, Venice
D.W. Spinks, Delray Beach 
D.W. Stanley, General Office 
Elizabeth W. Tancer, Fort Myers 
D.H. Taylor, Miami 
M.M. Townsend, Princeton 
C.S. Warrington, Jr., Miami 
Gregory Wilson, Coral Springs

-------------------10 y e a r s -----------------

C. B. Allen, General Office 
J.F. Arrington, Palatka 
J.E. Baker, Fort Myers 
Nanci S. Ballard, Perrine
D. G. Bishop, Manatee 
W.J. Bloeser, Jr., St.Lucie 
J.C. Boyd, Jr., Delray Beach 
R.R. Brooks, Hollywood 
A F . Bruns, General Office 
J.E. Clayton, Punta Gorda 
J.C. Couture, St. Lucie 
Beatriz C. Cuesta, Miami 
J.R. Cuesta, Miami
T. C. Denault, General Office 
R.L. Dewitt, Cocoa
D.T. Dollar, Miami
W.E. Durham, St. Lucie
C.O. Echegoyen, Miami
R.J. Erickson, Fort Lauderdale
T.J. Fossella, Miami
R A  Fuller, Fort Myers
M.P. Halpin, Sanford
Sandra K. Hicks, Sarasota
Carol N. Hruby, Hialeah
W.T. Hurst, Daytona Beach
Barbara A  Jaindl, General Office
T.M. Jett, Sarasota
G.L. Johnson, Sarasota
M.W. Kiner, Cocoa
J.W. Lawson, Naples
R A  McCarty, Sanford
G. G. Meyers, Manatee 
Kristy M. Mishoe, Palatka
H. L. M itchell, St. Lucie 
A J . Noble, West Palm Beach 
R.J. Osborn, General Office 
J.M. Parent, General Office

M.P. Redmond, Indiantown
R.W. Reynolds, Hialeah
P.L. Silas, Stuart
C.W. Skeen, Dania
P.L. Smith, General Office
T.C. Suggs, Cocoa
P.R. Sutherland, General Office
Doretha W. Taylor, Daytona Beach
Pilar Villaverde, Miami

J.W. White, Naples 
J.W. Worley, Hialeah

_____________ 5 y e a r s ---------------------

T.R. Ackerson, Jr., Fort Lauderdale
R. W. Adams, Jr., West Palm Beach
A I. Alvarez, Miami
W.C. Anderson, Belle Glade 
Christine J. Andrews, Hollywood 
B.K. Baesler, Sarasota 
Karen P. Bellevue, Central Broward 
R.J. Bennett, Daytona Beach 
J A . Bernal, General Office 
Karen S. Black, Fort Lauderdale 
Nancy J. Blanchard, Venice 
Carol A  Bowersox, Fort Myers 
MA. Bretz, Fort Lauderdale 
Suzanne Bromstrup, St. Lucie
T. C. Brown, General Office 
F.P. Bruno, Miami Beach 
D.W. Busch, General Office 
R.J. Butler, Sanford
W.S. Calfee, Miami
J.H. Cazorla, Fort Lauderdale
D.P. Charron, St. Lucie
Deborah R. Christman, General Office
Michael Cleare, Miami
T.L. Clemmens, Hollywood
J.W. Connor, Indiantown
J.P. Coughlin, General Office
Caryl H. Cullen, West Palm Beach
W.K. Daily, General Office
Mehroo K. Damri, General Office
D.K. Debock, St. Lucie
Neci S. Diaz, Miami
L.P. D igiovanni, Punta Gorda
Deborah L. Dodds, Hollywood
J.E. Dragon, Miami
Lynn Ernst, Juno Beach
R.E. Esteva, Miami
Susan D. Ferrell, St. Lucie
R. W. Gardner, Jr., Miami 
Adel M. Gastle, Juno Beach 
J.W. Giles, St. Lucie
Jane N. Gole, West Palm Beach 
Edward Gondzi, Fort Myers 
O.S. Grandt, West Palm Beach 
Holly M. Harmer, Juno Beach 
D A  Hays, General Office
S. T. Holtzclaw, Dania
R.W. Hooten, Fort Lauderdale

Gloria J. Jackson, West Palm Beach
Martha M. Jackson, General Office
Brenda L. James, Juno Beach
J.A. Jennings, Hialeah
M.S. Keightley, Miami
R.N. Kelly, Miami
T.S. Kelly, General Office
R.W. Kemmer, General Office
D.V. Killane, Indiantown
R.G. Koester, West Palm Beach
M.J. Lang, Punta Gorda
J.J. LaSelva, Miami Beach
J.A. Lazaro, Miami Beach
J.M. Lesko, Dania
R. K. Lewis, Fort Lauderdale 
W.A Logan, Pompano Beach 
G.T. Loree, St. Lucie
M.S. Lunday, General Office 
Donald MacArthur, Miami
S. L. Magee, Miami 
Judith S. Manus, Margate 
S.R. Mashke, Venice
C. S. McCluskey, Hollywood 
Jacqueline L. McCoy, Fort Lauderdale 
J.J. Meinardi, West Palm Beach 
R.T. Melnicoff, St. Lucie
R.J. Meyer, Juno Beach
R. G. Miller, St. Lucie
S. J. Mock, Indiantown
D. P. Moose, Miami
A. D. Morris, Miami
J.E. Morris, General Office
B. S. Papageorge, Riviera Beach 
Timothy Paschal, Miami 
R.W. Paul, Jr., Fort Lauderdale 
Alice M. Peiro, Miami
W.J. Perez, General Office 
W.R. Perry, West Palm Beach
R. J. Polizzi, Miami
J. B. Posthum us, Hollywood 
W.J. Pough, Miami
L. J. Pritz, Miami 
Iliana A. Ramirez, Miami
S. L. Rappuhn, Hollywood
T. E. Reaves, Fort Lauderdale 
A.B. Redmon, Miami
K. W. Richardson, Fort Pierce 
J.S. Richman, General Office 
Maria W. Rivero, General Office 
Lisa M. Rodriguez, Okeechobee 
A.L. Rousseau, Jr., Miami
M. D. Royer, Juno Beach 
Lourdes C. Sanchez, Miami
L. G. Sanderson, Jr., General Office
R. L. Savige, Fort Myers
A J . Scheiblich, Fort Lauderdale 
Anna M. Schmidt, Sarasota 
Stacey Shaw, General Office 
Earl Smith, North Miami Beach 
June T. Snow, Margate 
Kathy L. Spatcher, Macclenny 
V.S. Spillman, St. Lucie 
Cynthia L. Stafford, General Office 
D.E. Stinson, Bradenton 
J.B. Strutz, Hollywood 
C A  Suastegui, General Office 
D.R. Thompson, Fort Myers
S. W. Tice, Miami
J.B. Tinsley, Fort Lauderdale
D. J. Tippin, Riviera Beach 
John Torak, Jr., Fort Lauderdale 
P.J. Tornelli, Daytona Beach
H. J. Tozzer, General Office
E. M. Vaughn, Juno Beach 
J.R. Villar, General Office 
Sharon L. Wakefield, Pompano Beach 
J.M. Walker, Melbourne
R.J. Walker, Jr., Sarasota 
P.D. W aterhouse, Princeton 
Marilyn M. Weber, Miami 
D.W. Willmore, Riviera Beach 
Shelley L. Wintter, Dania
I. B. Wolff, Fort Myers 
M.J. Woodard, Miami 
W.L. Wright, Palatka

D.M. Brandon
General Office/35

W.D. Lang
General Office/35

C.V. Brown
General Office/30

W.E. Coe
General Office/35

H A  Stearns
General Office/35

H.G. Seher
Juno Beach/25



Retirements

Beatrice E. ARRANTS, Delray Beach Operations 
Steno Clerk, 5 years of service. Arrants joined FPL as 
an Operations Steno Clerk in Delray Beach in 1980.
Harriet E. BARBARA, General Office Accounting 
Clerk, 27 years of service. Barbara joined FPL as a 
Junior Clerk in Miami in 1954.

Robert L. BLOCKER, Cape Canaveral Plant 
Watch Engineer, 18 years of service. Blocker joined 
FPL as a Helper in the Turkey Point Plant in 1967.
Ford C. COWHERD, West Palm Beach Substation 
Electrician, 33 years of service. Cowherd joined FPL 
as a Helper in West Palm Beach in 1953.

Floyd C. DAVIS, Miami Transmission & Distribu
tion Supervisor, 38 years of service. Davis joined FPL 
as a Helper in Miami in 1947.

Harold E. DICKENS, West Palm Beach Trouble- 
man, 34 years of service. Dickens joined FPL as a 
Lineman in Belle Glades in 1951.
Faiga R. ELVOVE, Miami Operations Steno Clerk, 
12 years of service. Elvove joined FPL as an Opera
tions Steno Clerk in Miami in 1974.
Mavis W. HERRING, Palatka Secretary, 14 years 
of service. Herring joined FPL as a Clerk Trainee in 
Palatka in 1971.

Jay T. SEXTON, Port Everglades Plant Boiler At
tendant, 4 years of service (long term disability). 
Sexton joined FPL as a Helper in the Riviera Plant 
in 1981.

Carroll N. SMITH, General Office Senior Proce
dures Analyst, 48 years of service. Smith joined FPL 
as a Messenger in Miami in 1938.
Curtis H. SMITH, General Office Accounting Arc
hives Specialist, 32 years of service. Smith joined 
FPL as a Porter in Miami in 1954.

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

R elation s
So many times people 
take for granted ser
vices offered by a util
ity company. Dodd 
Construction is really 
pleased to work with 
David Rude, Service 
Planner, A1 Clemens, 
Service Center 
Superintendent, and 
Pete Lowe, T&D 
Supervisor, who con
ducted business in a 

professional manner and with the spirit of coopera
tion. Dodd Construction hopes to continue its good 
rela tions w ith  F lorida  P ow er & Light Com pany.

Arcadia

B ack On Track
Trying to get a business started left me with a limited 
cash flow and I was unable to pay my electric bills. 
Fortunately, I met Jobina Cassaro, Customer 
Account Clerk, and through her efforts I now am 
able to meet my financial obligations again. I want 
to compliment her on the kindness and profes
sionalism she showed to me during my crisis. In a 
collection job, one must know how to treat people 
during their bad financial periods. Ms. Cassaro cer
tainly has learned the magic formula.

Fort Lauderdale
H eater T akes The H eat

It’s a real pleasure to commend Judy DesLauriers, 
Field Service Representative, for the splendid job 
she did analyzing and solving a serious heat and 
air-conditioning problem in our new home. The air- 
conditioning contractor couldn’t find anything wrong 
with our unit, but finally, a week later, found the 
heat pump wired to the AC unit. However, this was 
only at the insistance of Ms. DesLauriers. She main
tained from the very beginning that our heat system 
was causing the problem. In addition to her profes
sional expertise, we found Ms. DesLauriers to be 
tactful and charmingly warm as she “got things 
done.” It must be a satisfaction to have people of her 
caliber reflecting the competency and integrity of 
your organization. Palm Coast

E m ployee’s A dvice A ppreciated
Several months ago, I was in need of an air-condition
ing unit and I decided to call FPL for advice. I was 

most fortunate to speak 
with Dick Hammond, 
Energy Conservation Rep
resentative, who took the 
time to explain the different 
types of air-conditioning 
units and recommended 
what he thought to be the 
best buy for my needs. Mr. 

Hammond not only was courteous, but he seemed 
truly concerned about helping me. It is rare these 
days to find employees like Mr. Hammond.

Sarasota

Com pany D ollars Saved
Howard Ennis, Working Foreman, is an excellent 
employee in my book. Anyone who can save FPL 
money and at the same time give the customers what 
they want, is a loyal and caring company man. Mr. 
Ennis and his crew came onto our jobsite to set a 
new pole. With some re-engineering, Mr. Ennis not 
only saved money for FPL, but made the area more 
attractive to our development. You should be proud 
to have a man of his caliber in your organization.

Delray Beach
Favorable O pinion R estored

We recently had a shut-off charge billed to our ac
count. When I called your office, I spoke with Mark 
Sherwood, Customer Accounting Clerk, who not 
only solved my problem, but was courteous and pa
tient throughout our conversation. He certainly re
stored this customer’s opinion of your company.

Surfside

R epairs N eed ed
My apartment needed cleaning and repair work des
perately before I could rent it, but the electricity had 

been turned off. When I 
called your Palatka D is
trict Office, the people I 
spoke with were so courte
ous. They have always been 
willing to help me whenever 
I call with questions. You 
apparently have a very good 
company with many good 
people working for you. I 

just wanted to say thank you. Palatka

L ights Out
When the lights at my mom’s house started blinking,
I called FPL. Soon after my call, Harry Biles, 
Troubleman, arrived and checked the outside wires 
and lines, but he could not find anything wrong. He 
called the main office to report the blinking lights 
and then left. About one and a half hours later, our 
lights went completely off, so I called FPL again. Mr. 
Biles came back to our home and decided to check 
the fuse box, which I felt was above and beyond his 
job. We were happy he did though because he found 
the problem. Mr. Biles replaced the fuse and our 
problem was solved. My mother and I really ap
preciate Mr. Biles taking the time to help us. Our 
thanks go to a very fine employee.

Miami Springs

N orthern  T hank You
I want to thank your employee Don Coblentz, Com
mercial Service Representative, for sending some 
Florida Sunshine to New Jersey. I am sure that you 
are aware of the disinterest, discourtesy and disre
gard abounding in too many businesses and social 
services. What a unique and welcome pleasure it was 
to receive Mr. Coblentz’s prompt, interesting and 
most efficient reply to our recent inquiry concerning 
our account. Please accept our gratitude for his com
petence and courteous response.

Jersey City, New Jersey

B ill P aid  T w ice
I paid my bill twice and Don Ayers, Customer Ser
vice Clerk was very helpful in straightening out the 
problem. He saved me from having to put a bank 
stop on one of the checks. I really am grateful for all 
his help. West Palm Beach

F ast & E ffic ien t Crew
I would like to express my appreciation to Nick 
Cimmento, Working Foreman, T.R. Hamilton,

Lineman, Jimmy F razier,
Lineman, and T. R. 
Clanton, Helper Itinerant, 
for the excellent job they 
did restoring my electricity. 
Not only was the crew at my 
home in less than an hour 
after I reported the outage, 
but they analyzed the prob
lem in minutes. I am ex

tremely impressed with the professionalism of the 
crew members. FPL can be proud of the image these 
men portrayed of their company.

Satellite Beach

C hildren’s S ociety  B en efits
On behalf of the volunteers organizing the Food Fair 
Extraordinaire to benefit the Children’s Home Soci
ety, please accept our thanks for the assistance of 
Jacquelyn Brown, Customer Service Representa
tive. Ms. Brown arranged for us to have the electricity 
turned on at an empty store in the Volusia Mall which 
we used to prepare for the benefit. Our event could 
not have been accomplished without the support of 
the entire community, and we greatly appreciate 
Florida Power & Light’s assistance.

Daytona Beach

A nsw ers Q uestions Well
We requested an energy survey for our home and 
were so pleased that you sent Suzanne Brown Mar
keting Service Representative. Ms. Brown was not 
only courteous and thoughtful, but she answered all 
of our questions and was very knowledgeable in her 
field. We are so impressed by her service, that should 
we ever need another survey, we would definitely 
ask for her. Miami

In Mem oriam

Donald L. ROSS, 63, retired (1985) Delray Beach 
Commercial Service Representative, May 10. He is 
survived by his widow, Gracelyn.

Robert T. WHEELER, 69, retired (1982) General 
Office Senior Draftsman, May 18. He is survived by 
his widow, Maxine.



N E W S

Turtle-walk tours again being held
hey’ve already started coming out of 
the surf and onto the beaches near 
the St. Lucie Plant. Their single in

stinctive purpose is both mandatory and cru
cial: they must lay their fragile eggs if their 
species is to survive.
Soon, the entire beach on Hutchinson Island 
will be host to some 4,500 turtle nests, each 
containing more than 100 eggs. And, as in 
years past, FPL again will be protecting those 
nests and conducting “turtle walks” to share 
this centuries-old ritual with interested 
individuals.
The walks will be conducted by FPL’s Envi
ronmental Affairs Department on June 13,14, 
20,21,27 and 28, and again on July 5,11,12, 
18, 19, 25 and 26. They begin at 9 p.m. and 
include a slide presentation. So as not to dis
turb the turtles, group size must be limited. 
Reservations, therefore, are necessary.
To reserve your place, call one of these offices: 
Fort Pierce, 461-0590; Indian River, 589-8911; 
Port St. Lucie, 461-1967; or Stuart, 286-6900.
The types of turtles that primarily are seen 
on that 22-mile stretch of beach are 
loggerheads, leatherbacks and green sea tur-

tles, all of which are either on the Federal 
Government’s “endangered” or “threatened 
species” list.
Other groups sponsoring turtle walks along 
Florida’s east coast include the Jensen Beach 
Chamber of Commerce (334-3444), Hobe 
Sound Nature Center (546-2067), and Chil
dren’s Museum of Juno Beach (626-8280 hH

A loggerhead  tu r tle  gen tly  lays h e r  eggs in  th e  
sand  as on lookers w atch  th is  age-old ritu a l.

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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FPL has been named reci- H0UK* GERTRAUD J  9 1 2 0  PPE
pieni of the Edison Electric 8 5 4 0  NW 7  CT
Institute’s 1985 Edison PEMBROKE P I N E S  FL  3 3 0 2 4
Award, the electric utility 
industry’s highest honor. For 
more details, see page 1.
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