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FTTH INDUSTRY LEADERS

In February 2012, Pedro Correa was 
named vice president of Verizon En-
hanced Communities (VEC), a unit 

of Verizon that is focused on marketing 
the company’s  FiOS voice,  high-speed 
Internet and TV services to tenants and 
property managers of multidwelling-
unit (MDU) properties. Correa is a 
37-year veteran of Verizon who most 
recently was president of the business 
unit responsible for Verizon’s directory 
assistance and related services. 

Recently, BroadBand Commu-
nities spoke with Correa about his 
plans for VEC and the future of FiOS 
in MDUs. Highlights of that conver-
sation follow. 

BroadBand Communities: What do you bring from your prior 
experience with Verizon to your new position at VEC?
Pedro Correa: My background has always been in customer 
service, one way or another. I spent the last two and a half 
years in the 411 business – actually, I spent a total of 12 years 
in that space, counting earlier stints – and before that, I was 
in a multicultural organization responsible for delivering FiOS 
in Spanish, Cantonese, Mandarin, Korean and Vietnamese. 
We also had two centers supporting hearing-impaired and 
vision-impaired customers. We provided end-to-end in-lan-
guage experience – the bill, the collateral, the online experi-
ence, services, and product, even video on demand, were all in-
language. There are 22 percent of MDU residents who speak 
Spanish or other [non-English] languages, so multiculturalism 
will be a focus for me at VEC, too – reaching that base through 
both content and customer experience. 

I’m also creating a customer experience manager position 
for VEC. That’s one area I believe is an opportunity for our 
business. We already have a great product in FiOS. A lot of 
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companies advertise a certain amount 
of speed, but during the busy hour, it’s 
not there. The FCC has confirmed that 
we actually have the speeds we advertise. 
What I want to do is make sure we offer 
high-touch along with the high-tech – an 
end-to-end customer value experience. 

BBC: VEC already has a good track 
record with property owners. Is there 
any area where you’ve found  
a shortcoming?
PC: I don’t believe customers always under-
stand the full value of FiOS. For example, 
on the FiOS TV platform, in addition to 
great picture quality and high-definition 
content, there are widgets for many other 
services that people don’t even know they 

have. If you’re an NFL fan, you probably know we have the 
Red Zone, but how about FiOS Movie Night? Every Friday, 
there’s a movie deal that’s very competitive, cheaper than going 
to the video store – HD movies for $2.99. When the end user 
turns the TV on, a message should appear on the screen for 30 
seconds saying, “Movie Night on Friday, $2.99” – so you’d be 
using the FiOS platform to promote the service, rather than 
telling people to go to the information channel. To me, people 
don’t do that. They don’t even remember what channel it is. We 
could also do a better job during the install of taking people 
through all the functions on the remote control. 

A lot of people buy FiOS for the HD and the picture clar-
ity, but I’m not sure many customers can go beyond those two 
things. When I’ve done customer focus groups, some people 
talk about their bad experience with cable or how good the 
FiOS picture quality is. So there’s a huge opportunity for creat-
ing customer value through some other services I don’t think 
customers have connected with yet. In the MDU space, that’s 
definitely prevalent. 

Pedro Correa
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New FiOS APPliCAtiONS 
BBC: Verizon’s Concierge platform 
available to MDUs has so many 
services riding on it – everything 
from package delivery tracking to 
pizza ordering. What will you do to 
make that more understandable to 
property managers?
PC: Our early assessment is that it’s an-
other huge opportunity like the widgets 
on FiOS TV. You can use Concierge to 
check local restaurant menus and or-
der from them, to see what’s happen-
ing in your building, or to reserve the 
clubhouse for a birthday party. Just as 
people buy cars with all sorts of bells 
and whistles and use only about 20 per-
cent of them, Concierge is still largely 
unknown. People haven’t really spent a 
lot of time understanding its value and 
using all the features associated with it.

My team is spending time in this 
area, stepping up communications 
about it. It’s a combination of training 
the sales force and training the build-
ing staffs – on my side, I’m driving the 
sales force to make sure we’re doing a 
good job. We have to communicate to 
building owners that there’s no addi-
tional cost for them and that Concierge 
enables communications and social net-
working within their communities. 

BBC: Can you sell home monitoring 
services in high-rises? They’re pretty 
well protected against intruders.
PC: Energy-control services are an im-
portant part of Verizon’s Home Moni-
toring and Control, allowing customers 
to remotely control thermostats and 
lighting while also monitoring the en-
ergy used in their households and seeing 
all the watts they’re using. Live cameras 
give folks in high-rises the ability to 
check what’s going on in their homes 
while they’re away.

BBC: Do property owners 
understand they can use the energy 
monitoring services, too?
PC: For the property owners, building 
Home Monitoring and Control into 
their units is an important amenity that 
makes properties more attractive to po-
tential tenants. It means higher occu-
pancy rates, higher revenues and demon-
stration of support for a greener lifestyle.

wiNNiNg New CuStOmerS 
BBC: Verizon has said it won’t be 
seeking any more FiOS franchises. 
Are there still opportunities to 
increase the number of customers in 
the footprint that exists today? 
PC: Currently, there are about 5.4 mil-
lion MDU residences that could eventu-
ally get FiOS. They’re in locations where 
we’ve put fiber along their streets. And, 
so far, we have gained agreement with 
property owners to open 2.1 million 
MDU residences for sale of FiOS. That 
leaves us plenty of headroom for growth. 

In our business plan for 2012, we 
have plans for MDU residences passed 
to go from 5.4 million to 5.7 million 
and open for sale to go from 2.1 million 
to 2.4 million. But even without those 
extra 300,000 homes, only around 30 
percent of the MDU residences open for 
sale today are subscribers, so I have a 70 
percent market opportunity to go after. 
We’ve got to market to them and close 
that sale. 

We’re very happy with where we are 
in a short period of time with FiOS. 
We’ve grown by leaps and bounds, going 
from zero to nearly 5 million customers 
in a space where we didn’t even have a 
product. To be the new kid on the block, 
getting a 30 percent penetration rate 
is a good result, but the second part of 
the race is also important. Getting to a 
penetration rate above 50 percent, which 
we have in Keller, Texas, the first FiOS 
community, will take a lot of hard work. 

So we have to market to the base and 
introduce enhanced services both to sell 
to that 70 percent and to hold onto the 
30 percent. We hope the home monitor-
ing and control service will add value 
for customers. We introduced it in the 
fourth quarter of 2011, and the early re-
turns look pretty good. 

BBC: We’ve written about Verizon’s 
effort to market FiOS to young 
“techknowledgeables” in MDUs. 
Are you planning other targeted 
marketing efforts?
PC: The “MustHaveFiOS” marketing 
plan you’re referring to was launched 
in D.C. last year and then expanded to 
New York, Philadelphia, Dallas and Los 
Angeles. It targets the young whipper-
snappers aged 25 to 39. As I mentioned, 
we’re also planning to market specifi-
cally to multicultural groups. A third 
group is seniors, 55 and over – we’re go-
ing to tailor a marketing plan for them 
that you’ll see in the middle of 2012 or 
in the third quarter. That’s a growing 
community. They require specific chan-
nels – they’re not looking for unlim-
ited channels but specifically for movie 
channels and video on demand. On the 
data side, they’re looking for 15 to 20 
Mbps, not for 100 Mbps. 

BBC: Are you looking for new ways 
to work with property owners to 
market FiOS services?
PC: One opportunity for us would be 
more partnering on marketing mes-
sages. There has to be a benefit for both 
parties, so we have to convince the 
buildings that cobranding with us cre-
ates a value proposition. Some develop-
ers already understand that FiOS adds 
value to their properties, so they’re inter-
ested. For others, we need to show them 
that FiOS makes it easier for them to 
market their properties. 

BBC: Do you feel any need to 
compete with cable companies 
by offering door fees to property 
owners?
PC: Usually, the value of the FiOS prod-
uct outweighs the need to do that. There 
are isolated cases where we’ve offered 
incentives at the property level, but in 

Getting to a penetration rate  
above 50 percent, which we have in  

Keller, Texas – the first FiOS community –  
will take a lot of hard work.
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most cases we’ve been successful with-
out having to do that. 

BBC: Verizon has done a lot of work 
with vendors to improve FTTH 
technology, especially in MDUs, and 
to push costs down. Are there still 
more opportunities for cost savings?
PC: We’re continuing to make advance-
ments – improving fiber, using splice-free 
connectors, introducing desktop ONTs –  
and there are still some areas where we 
believe we can drive costs down and pro-
vide additional options for consumers. 

DireCtiONS FOr grOwth
BBC: Is any part of the country prime 
territory for MDUs?

PC: The Northeast. Just on the basis of 
pure numbers, that represents 70 per-
cent of the opportunity. Other areas of 
the country – Florida and California es-
pecially – are starting to grow because 
large numbers of housing foreclosures 
have created rental opportunities. 

BBC: There have been rumors 
that VEC would become the “CLEC 
from Hell” in areas outside Verizon 
territory where fiber was available.
PC: We’re not anywhere close to that 
strategy. Our strategy is to move custom-
ers from copper to FiOS within our own 
territory. If the copper plant has really 
gotten old and if fiber is already there, we 
want to see them switch to fiber. It will 

mean a lot in terms of maintenance cost 
savings. Ten percent of the copper base 
generates 70 percent of the dispatches. 

It’s still too early to tell what the 
Verizon Wireless purchase of spectrum 
from cable companies will mean in the 
long term. Out of franchise, selling 
wireless services will be part of our strat-
egy. It’s too early to discuss what it will 
mean for us in franchise. 

BBC: At the FTTH Conference last 
fall, Virginia Ruesterholz talked 
about wireless/wireline integration 
(particularly LTE and FiOS) as the next 
big challenge for Verizon. How do 
you see this affecting VEC? 
PC: Obviously, we can bundle wireless 
and wireline products and create a qua-
druple play. But beyond that, we’re look-
ing at it and meeting with the wireless 
side to see if there are other opportunities 
to enhance the consumer experience in 
the multifamily market. There will be op-
portunity to create a collaboration with 
wireless in this space. It’s coming. v
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Our strategy is to move customers from copper to 
FiOS within our own territory. It will mean a lot in 

terms of maintenance cost savings.


