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Long-distance
price-slashing
put on hold

As competitors,
profits dwindle,
phone companies
switch strategies

BY TOM FREDRICKSON

The grear long-running sale on
long-distance phone service has
ceased. After years of slashing and
reslashing their prices on long-dis-

dously if you look at any given year
over the past five years,” says Mr.
Weinger, president of Ronkonko-
ma, L.l.-based Communication
Research Consultants Inc. “But in
the past six to eight months, they
haven't budged.”

In an industry where intense
competition and tit-for-tat price
cuts have driven long-distance
rates for business customers down
by more than 50% in the last three
years alone—to between 3 cents






