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ABSTRACT
The broadband market of Pakistan, boasts an above average broadband penetration rate. There are around five to six closely competing broadband companies, with PTCL being the market leader. Broadband growth has come about due to higher speeds, increasing consumer demand and competitive pricing strategies. Wireless broadband is the latest addition and it offers the advantages of mobility, convenience and flexibility over DSL. 

wi-tribe came to Pakistan during June 2009, and provides its services in the four major cities of the country. First six months were smooth, but six months later the company was challenged with the problem of “slow customer growth rate”, primarily due to low levels of acquisition and retention.
Online surveys, interviews and a focus group discussion were used to study growth opportunities for wi-tribe in major cities along with second tier cities such as Peshawar & Gujranwala. The purpose was to find out the reasons for the slow growth, the service gaps, and all the new packages, offers and segments that could be explored. The consumer survey & discussions revealed that the lack of unlimited downloading, limited packages, limited coverage, high prices and poor signals have contributed to the slow growth, whereas the company interviews have revealed poor signal strength & low speed to be the main reasons. Launching in the second tier cities is a costly prospect and would involve higher prices, thus given the limited budget of the users; it should not be pursued until the prices have been driven down. 
We recommend wi-tribe to fulfil the existing service gaps and simultaneously go beyond its basic service offerings. That can be done, by offering unlimited downloading services, long term contracts, student packages, USB dongle on instalment basis, service improvements and targeting corporate institutes.
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CHAPTER 1:
INTRODUCTION

1.1 Broad Problem Area:

The first six months of operations in Pakistan, went by successfully and wi-tribe was able to achieve much of the growth targets that it had originally planned for. Another six months down, and the fate of the company totally turned around. Ever since then, wi-tribe has been faced with a number of different challenges; the most serious from amongst them all has been the problem of “slow customer growth rate”. The slow customer growth rate is mainly due to the low levels of acquisition & retention. Unfortunately the growth rate has reduced, below that which is acceptable and this issue has become a major cause of worry & concern for the company.

Much To the dismay of the company, some of the existing consumers have switched to other internet service providers reducing the overall consumer base. While giving a personal interview, Mr. Basit Hussain (Manager Research & Planning) claimed that at one point the customer churn rate had increased to 17-18 percent, and the growth rates had fallen. He quoted speed & signal issues as possible reasons for that. There have been complaints of weak signal strength at some locations & the speed has been inconsistent with what the customer requires. There have been instances where the sales team has sold connections to customers in areas where the service was not even available. This has called a lot of resentment amongst those potential customers and they have gone on to bad mouth about the company. Wi-tribe has taken notice of this issue already. Acquiring new customers has been an issue as well, since wi-tribe has not been able to position itself so well in the market till now. The potential customers either are not aware, do not have a very good perception about the company or are not motivated enough to switch over. 

Apart from these internal reasons, there are however certain macroeconomic & competitive forces which have contributed towards the slow growth as well. The local economy still shows the after effects of a recession and consumers have been limiting their expenditures & usage to a certain extent. The growth in Gross Domestic Product (GDP) for 2009/10 on an inflation adjusted basis has been recorded at a provisional 4.1%, but at the same time overall CPI inflation has accelerated to 13.3% year-on-year in April (www.blog.travel-culture.com). The inflationary pressures may well have limited the growth in customers as well.

Secondly, the competitive environment has also remained volatile. Key competitors like PTCL, Wateen, LINKdotNET, QUBEE & Mobilink (infinity) have been using competitive tactics such as increased downloading speed/capacity, newer packages, reduced prices & other promotional offers. The competitive forces have posed a threat to the company in terms of sustaining their existing customer base & acquiring the new ones. Acquiring new customers is as important as retaining the existing ones, but as per research it generally costs five times more to acquire a new customer then to retain an existing one. (www.ipsos.com) Given this fact, the company will have to first concentrate upon retaining their existing clientele, building long term relationships with them; simultaneously the company will have to continue with its efforts of acquiring new customers.

wi-tribe has faced problems in terms of retaining its existing clientele, since the customers do not seem to be fully satisfied with the service. The company has been trying to research and identify the exact reasons for that. Customers help pay off the major investments that any broadband company has to make; the cost of erecting one BTS tower is divided/spread over the total number of customers being catered to in one particular area. The greater the number of customers, the lower will be the cost of catering to each. The slow customer growth rate has constrained the existing customer base & has affected the company financially as well.

There are a large number of implications for this problem and the company’s present as well as future can be at stake. wi-tribe will have to gauge the expectations & needs of the existing consumers & fulfil them properly else those consumers will not only defect themselves but will also spread negative word of mouth. The company will have to ascertain the exact reasons as to why the growth rate has slowed down & correct them in time. Dissatisfied customers not only defect themselves but they also discourage other potential customers from selecting the same service. This might give rise to further problems then and the customer growth rate may fall even further. Therefore the spread of negative word of mouth may have to be curtailed through reduced service gaps & a greater use of “social networking”.
As every problem gives rise to certain opportunities; thus this problem provides an opportunity for wi-tribe to first grow within its current markets & then explore growth opportunities in certain potential markets. The time is right for wi-tribe to try to enhance its customer base through service improvements & better offerings. Wi-tribe is currently operating in major cities such as Karachi, Lahore, Islamabad & Rawalpindi, therefore it first needs to address all possible growth opportunities within them & then explore certain potential markets as well. As a first step, wi-tribe needs to explore all the possible gaps that exist in terms of the kind of service that it should be offering & the kind of service that it does offer. The company will have to try to fill up all the possible gaps so that the customer growth rate can be brought back to normal. Perhaps the company may have to work towards correcting its technical issues, enhancing its signal strength and then offering packages which are needed.

 
The problem of slow customer growth rate, offers an opportunity for wi-tribe to explore certain potential markets such as Peshawar & Gujranwala as well. As part of its second phase of growth, the company did plan to include these two potential cities. In order to improve upon its coverage & to enhance the existing clientele base, such cities will be tested for future growth. The affordability, needs, perceptions, responses, usage trends & awareness will have to be evaluated against the cost of launching services there. Future growth plans will be formulated after analysing the costs versus the benefits. The company can look into these two markets since they are not as saturated as the major ones are. This can enable the company to acquire new kinds of customers and explore new market segments as well. 

 
However, this all is conditional upon correcting the basic service issues at first and then capitalizing on the opportunities. Growth is only possible if the current state of the company is improved, so the problem needs to be addressed so as to do better in the future. In order to acquire new customers, the market positioning, brand image & perceptions have to be improved. 

The stated as well as implied needs of the customers will have to be fulfilled in order to get the maximum customers on board. The brand may also have to be re-vitalised & strengthened while keeping the future sustainability in mind. The Q-Tel group has invested a lot of hopes in wi-tribe Pakistan, along with heavy investments therefore this problem has to be solved in time.

1.2 Problem Statement: 
“Wi-tribe’s customer growth rate is lower than expected possibly due to periodically falling acquisition & retention levels”
1.3 Research Objectives:
Following are the objectives, which this research project expects to meet:

· To identify the growth opportunities for wi-tribe within current markets i.e. (Islamabad/Rawalpindi, Karachi)

· To identify the growth opportunities for wi-tribe within potential markets such as Peshawar & Gujranwala 

· To identify all the possible weaknesses that may have contributed towards the falling acquisition & retention levels

· To identify new packages and offers that wi-tribe may launch

· To uncover new areas or segments which can be explored to increase the current consumer base  

· To identify the service improvements that are needed to be made 

· To identify the consumer perceptions about the brand vis-à-vis other Internet service providers

1.4 Research Methodology:

Research methodology is a complete framework that defines the step by step methods of carrying out a successful research i.e., the research design, activities of the research, population size, how it’s carried out, type of instruments used, tools & techniques, progress measurements, and the factors that lead towards desirable results. 

These are the indicators of speculative logic and reasoning which lead towards core of the problem that is being explored. Methodology is basically the means through which the problem or opportunity is thoroughly researched. Its importance is reflective in the scope of the research being carried out. It includes all the methods & techniques through which the research results & findings can be generated. It is the Methodology that allows the research study to be concluded on a specific basis. 

1.5 Type of Study:

For the purpose of this research project, we have carried out an “exploratory study”, and have tried to explore opportunity of growth & improvement for wi-tribe. The reason we chose to conduct an exploratory study, is because we did not know much about the situation & all the possibilities that were there. In addition to that, we also did not have much of information as to how similar problems had been solved in the past. 

Most Broadband companies in Pakistan are faced with the problem of slow customer growth rate, but much of the research carried out is internal and is not publicized. We therefore carried out an exploratory study to find out the problems with wi-tribes service and all the possible opportunities that it had available in the existing as well as potential markets. Through the research study we explored specific areas of growth which wi-tribe could make use of, in terms of new products/service, new uses, new segments etc. 

The research helped in studying the growth possibilities for the company within its existing markets (Karachi, Islamabad/Rawalpindi); as well as the chances of growth in second tier cities (Gujranwala & Peshawar), whether launching the service there would be worthwhile or not. Primary data was gathered through questionnaires, interviews & a focus group as well. Two different questionnaires were distributed in the first tier and the second tier cities respectively. The first one was intended to explore improvements & changes that needed to be brought about in the existing markets, where as the second one focused on exploring the potential of those markets and all the possible benefits & risks associated with it. 

Personal interviews with the company personnel, helped gauge the company’s point of view, their key strengths & plans for growth. Whereas the focus group helped explore all the possible needs of broadband users & what packages & offers they would like to make use of in the future.
The in depth analysis, helped develop a way forward for the company what they should do in order to have a better present and future.

1.6 Population/Sample:

A sample is basically a small portion of the population that helps represent the whole of it. When a certain hypothesis has to be tested, a specific sample is selected; tests are applied and are then studied. The results gathered are assumed to be similar to what they would have been like had the test been applied on the entire population. This basically helps in avoiding wastage of resources. In short we can say that a sample is a subset of the population.

Following are the sample sizes that were considered in each instrument of research:    

1.6.1 Questionnaire:

· University going students (between 18-27 years) who are users of broadband & wireless broadband connections 

· 50 from the existing markets (Islamabad/Rawalpindi & Karachi) and 25 each from potential markets such as (Gujranwala & Peshawar)
1.6.2 Interview:

· Marketing Communication Executive : Mr. Waqas Khan

· Manager Research & Planning       : Mr. Basit Hussain

· CLM Executive                     : Hira Asad 

1.6.3 Focus Group:

A group of 10 broadband users (university students), including some wi-tribe users were brought together to conduct a focus group discussion. The discussion included both male & female participants. The main purpose of the FGD was to get hold of the open ended views of the broadband users.

1.7 Instruments and measures:

1.7.1 Questionnaire:

A questionnaire is an instrument comprising of a chain of questions and stimuli for the purpose of gathering information from target and potential consumers.   

A separate questionnaire was designed for the first and the second tier cities respectively. The questionnaires included a set of closed ended questions. The questionnaire was conducted online and was hosted on “esurveyspro”. The SPSS software was used to analyse the results. 

1.7.2 Interview:

An interview is a formal discussion carried out with some person(S) in order to get their open ended views about specific issues at hand. The purpose of an interview is to get first-hand information from the interviewee and be able to get the maximum out of them. Three personal interviews were conducted from the identified personnel of the company’s management. The responses to the answers were written down simultaneously. The questions were mailed to the respective interviewee before the interview, so that he/she could be prepared. Most of the interviews lasted between half an hour to one hour, where we were able to gather all the possible information and were satisfied with the outcome. 
1.7.3 Focus Group:

“A focus group is a form of qualitative research in which a group of people are asked about their perceptions, opinions, beliefs and attitudes towards a product, service, concept, advertisement, idea, or packaging”.



A Group of broadband users (university students), including some wi-tribe users were gathered and a discussion was carried out with them. The FGD was based on a set of open ended questions with an aim towards getting the maximum out of the respondents. The complete exercise was recorded on video, in order to help reduce any errors while transcribing it. 

The focus group questions were based on the usage of broadband internet, the importance of wireless internet, the new packages & segments that can be explored; the problems with existing ISPs and the improvements that wi-tribe would need to bring about. The purpose was to get hold of their needs & perceptions and evaluate all the possible service gaps that exist. The main benefit of a FGD is that respondents answer more openly than they would in a close ended survey.

1.8 Scope and Limitations
1.8.1
Scope: 
The research project covers many aspects of wi-tribe. The project has not only covered all the growth opportunities that are available to the company but also possible reasons & solutions to the slow customer growth rate. The project is company specific and the findings will hopefully prove to be useful for the company itself. It is based upon exploring growth within current markets as well as the possibilities for growth in potential markets such as “Peshawar” & “Gujranwala”.  The scope is not just limited to finding the problems with wi-tribes current service, but also what other services it can offer, what new segments it can explore and how it can improve its competitive position. We have tried to compare the position of wi-tribe specific to other internet service providers and tried to gauge the customer’s perceptions about each. The project has also covered the needs and requirements of the broadband consumers of today and what changes they propose. 

The project also sheds light upon what plans the company has to solve the problem at hand. The consumer survey will provide specific results of all the opportunities that the company can capitalize on. The company over-view covers the entire background of the company, the marketing mix, the promotional methods etc. A PEST analysis has also been done, to show the various external factors that are affecting the company.

1.8.2
Limitations:

Following are the major limitations that were faced during the period of research:

· Since the surveys were conducted online, convincing people to fill them up promptly was very difficult. Time delays were faced, primarily because of the slow response. 

· Getting enough respondents to fill up surveys in the second tier cities was also difficult. 

· There can be problems pertaining to the accuracy of information, since there is always the risk of a “statistical bias”.

· Conflicting views of the respondents created difficulties in compiling the final results. 

· Gathering participants for the focus group discussion was a bit difficult. They all had their time issues, commitments & other priorities.

· There are very few previous researches conducted on wi-tribe, thus there was very limited secondary data available. Multiple company interviews had to be conducted, in order to get hold of company specific information.
CHAPTER 2:
LITERATURE REVIEW

Broadband growth across the world

Biggs & Kelly, (2006) have examined some of the common reasons for broadband growth across the world. As per the research carried out by the ITU, 2006; there was a growth of 60.7% in the number of broadband subscribers between 2003 & 2004. At the end of 2003, there were 98.9 million subscribers and they rose to 158.9 million during the end of 2004. There were more than 200 million subscribers, in the year 2005. Broadband has become popular in many developing countries across Asia & Latin America, and is now available in up to 145 different economies of the world. Competitive pricing strategies, increasing consumer demand for multimedia services, higher speeds through a roll-out of infrastructure have all contributed towards the growth of broadband markets.  
While definitions vary from market to market, the ITU has defined broadband, as any service that provides a speed of up to 256 kbps in at least one direction. According to (Deutsche Bank, 2005), the feasibility of higher transfer rates has caused the perceptions of broadband to change. “Broadband”, allows millions of mobile subscribers to enjoy very high speeds for uploading & downloading of files.  (Biggs & Kelly, 2006)
The Global Adoption of Broadband

Lee & Brown, (2008) have carried out research in order to explore all the factors influencing the global adoption of broadband. “Broadband”, includes all the communication technologies that provide a high speed always-on connection to a large amount of residential & small-business subscribers (Crandall, 2005).

One of the key components of the knowledge economy include, “broadband infrastructure”. Innovation, productivity, growth & foreign investment are encouraged via a widespread & affordable broadband access (International Telecommunication Union, 2003a). 

The successful diffusion of broadband has enabled the provision of advanced Internet Protocol (IP) - based services such as telephony & video. It was estimated that the adoption of broadband technologies will lead to an increase in capital expenditure, which in turn will increase the US gross domestic product (GDP) and generate a large number of jobs per year       (Criterion Economics, 2003). 

The price elasticity of demand for broadband service is much greater than narrowband service (Rappaport et. al.2001​).

A combination of policy, consumer demands, and technological factors along with a broadband-related industry can influence the deployment of broadband amongst many countries (Lee and Chan-Olmsted, 2004).

Broadband speed might influence the broadband demand, when pursued as a product differentiation strategy. Speed is positively correlated with the demand for broadband services and can be used to enhance its adoption (International Telecommunication Union, 2003b).

ICT factors such as infrastructure & tele-density have influenced broadband adoption. The role of government in Information & Communication Technology (ICT) development is integral for rapid broadband deployment (Frieden, 2005b).

   Factors influencing consumer adoption of broadband
Vicente & Lopez, (2008) have examined several socio-economic factors that can have an impact on the likelihood of broadband subscription. Broadband diffusion has largely been influenced by variables such as educational attainment & age. Broadband services are less likely to be purchased by the lower income groups, since their price represents a greater proportion of their overall budget. The awareness of benefits from greater access to information and the ability to manage it have been reduced by a lack of higher education. The elderly also seem to be less accustomed to these types of information technologies (OECD, 2004).

Income is positively related to the probability of having internet access at home, whereas age has a negative relationship with it. Research results have shown that broadband adoption is affected/influenced by only the highest levels of education. Therefore, internet access would most likely be found in households where at least one occupant has a university degree. The size of the family also has a positive influence on probability of having home access. Those households that have a fax machine have a greater probability of having internet access. 
  Dwivedi, Lal & Williams, (2009) have examined the main drivers & barriers of consumer adoption of broadband in the UK. In order to attract customers, the UK based Internet Service providers exert marketing efforts related to speed, download limit, duration of contract & monthly cost (www.compare-uk-broadband.com). 
The influence of factors such as Utilitarian outcomes (UO), hedonic outcomes (HO) and perceived resources on broadband adoption within UK households has been examined. The dependant variable “broadband adoption” is affected by several independent variables such as attitudinal (Utilitarian outcomes & hedonic outcomes), normative (social influences- SI), control factors (self-efficacy- SE), demography (age), and facilitating conditions resources-FCR). The Utilitarian outcomes can be used to examine the adoption & usage of broadband technology, typical to that of any household setting. Utilitarian outcomes are the extent to which household activities such as budgeting; homework and work are made more effective by the usage of a Personal computer Therefore, if broadband is perceived to be more useful for work or household activities than there would be higher chances of it being adopted at home (Venkatesh and Brown, 2001).
Hedonic outcomes (HO) also influence PC adoption in the home (venkatesh & Brown (2001). 
HO is the gratification that is derived from using a PC for games, fun & entertainment (Venkatesh & Brown (2001).The slow speed of the dial-up internet restricted the entertainment potential of the PC. Thus, the broadband technology will be adopted more by those individuals who perceive it as a good entertainment medium.  Social influences (SI) from friends, colleagues/peers & family members in the form of conversations and messages, is considered to be a primary influence for the perceptions of broadband adoption (Venkatesh & Brown 2001). 

As per research, it is assumed that if social networks with positive messages influence the broadband adopters, they would have a greater intention to adopt broadband (Venkatesh and Brown, 2001; Taylor and Todd, 1995).

 Cost & perceived resources have been identified as important influences for broadband adoption. An affordable monthly cost of broadband for middle income households, was recognised by the South Korean Government’s vision as being one of the primary factors for the high rates of broadband adoption (Lee and Choudrie, 2002). 
Service Quality of Wireless Broadband Internet
Chang and Hseih, (2010) have examined the relevance of service quality for wireless broadband internet. America & Europe both established a number of different wireless projects (Institute for information industry, 2005). 

The internet has become a very important part of daily life, since Msn, E-mails, or even video conferences are all accessible through the internet itself. Wired internet caused much inconvenience since it was limited by space & time. On the other hand, wireless broadband internet has helped achieve people’s need of mobile internet since it is mobile & instant (Chang and Hsieh, 2010). 

Juran has defined “Quality” as “fitness for use”, that is the degree to which you can satisfy consumers’ needs (Juran, 1974).

According to Grönroos, 1990; “A service is an activity or series of activities of more or less intangible nature that normally, but not necessarily take place in interactions between the customer & service employees and/or systems of the service provider which are provided as solutions to customer problems”. Grönroos quality model is a consumer oriented method that is used to measure the service quality. Functional quality & Technical quality were the two quality dimensions that were developed in the Grönroos model. Technical quality is a result of the firm’s expertise & knowledge i.e. what the consumer gets. Whereas, functional quality refers to how the consumer receives the service, i.e. the expressive performance of a service. Thus, the consumers are basically concerned with how they get technical quality functionally.  An acceptable level of functional quality has to be provided in order to satisfy consumers. 

“Expected service” & “perceived service”, are the two variables which the perceived service quality in the Grönroos model depends on (Grönroos pp36-44, 1984). (Chang and Hsieh, 2010).
Pricing strategies for Broadband connections
According to Biggs and Kelly, (2006), broadband internet is one of the most advanced technologies of the twenty first century. The pricing strategies of the broadband operators have strongly affected the growth & expansion of the broadband markets. 
There are a number of different characteristics that differentiates broadband from the earlier technologies. The broadband service does not require users to dial up to an ISP first.  There are no additional costs of catering to a greater number of users. Most broadband connections are priced on the basis of a flat-rate, in an “all-you-eat pricing”. Broadband connections are priced on the basis of data (content), rather than on the basis of time whenever any thresholds exist. Most of the times, broadband packages are free of any limitations on the maximum volume of information that can be downloaded or transferred within a specific month. In addition to this, the usage of broadband is not dependant on distance-pricing; it does not change with the subscriber’s location or the location of partners they are interacting with. (Biggs and Kelly, 2006)

Since broadband has higher capacity to transmit information, therefore it can be used in place of a great number of existing services, including text & voice messaging, Video & audio streaming for entertainment purposes, transferring of files and the retrieval of information. Broadband pricing strategies will also have an influence upon the pricing strategies of service providers providing other types of communication services (Biggs and Kelly, 2006).
Usually broadband packages include a fixed installation fee; equipment charges; fixed monthly access fees (based on a flat-rate); additional thresholds, in terms of data volume (megabyte) or time limits based on the existence and level of price & time caps; additional service fees for certain additional services such as monthly virus scan checks can also be levied. As part of the broadband package, some operators charge a separate fee for internet access or for email accounts. Sometimes discounts are also offered in the form of signing-on bonuses, loyalty and renewal discounts. Other services including voice over internet protocol (VoIP) or IP telephony are also being offered. Other elements of the “triple play”, including TV channels or minutes of telephone service are being increasingly bundled together with broadband. Early rapid market growth has been driven mainly by unmetered or flat-rate pricing (Biggs and Kelly, 2006).
Biggs and Kelly, (2006) have also evaluated the “future evolution of pricing strategies”, by giving an account of the operators of different countries. Broadband operators have offered a combination of all three strategies in certain countries. Austrian operator, Telekom offers time, data transfer of flat-rate pricing options to its DSL subscribers. In France, France Te´ le´com provides discounts to its new and existing customers who take on longer-term two year contracts. It’s useful since it locks in revenues over a longer period and rewards loyalty as well. Vigorous pricing packages can be customized according to the distinct profiles of users, for instance, for “gamers”, “window-shoppers”, “chatterers”, and “music lovers”.  DSL providers are trying to position themselves in terms of bundled services, the “triple play”, i.e. a combination of data, voice and video communications offerings. (Kelly P. B., 2006)
Attitudinal viewpoint for forecasting ‘churn’

Churn rates, the ratio of customers leaving their affiliation with a company, in a saturated market can easily reach 30% per year (Thomas et al., 2004; Wei and Chiu, 2002). To stay even with the rate, companies should constantly attract & gain new customers (Kamakura et al., 2003). Additionally, it’s a primary objective for a company to raise its acquisition rate so that it surpasses the churn rate (Bonfrer et al., 2008). At times acquisition costs could be greater than the customer’s lifetime revenue, mainly for the customers who do business for a short time period (Reinartz and Kumar, 2002; Novak and Hoffman, 2000).

Profitability can be improved by focusing on satisfying existing customers for longer period of time rather than on new customer acquisition (Reichheild, 1996; Reinartz and Kumar, 2003). Moreover, customer turnover can also upset the chances of new customer acquisition, as unsatisfied customers can spread negative-word-of-mouth (Allenby et al., 1999; Lopez et al., 2006).

There are two kind of relations; non-contractual and contractual. In non-contractual relation, a customer hardly informs the company if and when he is ending the relationship. A company is unable to observe their behaviour and resultantly define them active or inactive (Fader et al., 2007). 
By the time customer’s status is confirmed as a definite churner, he has already quit the company. Whereas, in contractual settings customer’s purchasing history may contain inconsistencies, or varying pattern of buying reflecting changes in customer’s interest in the company. Such frequent changes may specify tendency to churn due to lack of offerings in the product mix (Reinartz and Kumar, 2002).

There is a complex and indirect relationship between satisfaction and loyalty, mainly due to the influence of other factors like product quality, social pressure, commitment, perceptions etc., on relationship duration (Bolton et al., 2004).

Companies should mainly observe indicators for indecision to avoid churn and manage customers who are in-danger of churning. (Zorn, Jarvis, & Bellman, 2010)
Solving the problem of flat sales/Customer Churn

Sales revenue should not be flat, considering the fact that the world is not flat either, but this is a reality that has to be accepted at times. Sometimes companies are faced with the problem of “flat sales”, although they are convinced that their sales department is working consistently and that the marketing or advertising budgets have not been cut back either. The company’s products or services also seem to be delivering value, yet a problem is still evident. 

The company is suffering from the problem of “customer churn”, where it is losing customers at a higher rate than is gaining new ones. The problem of customer churn cannot be solved, by blaming it on the economic downturn, the increased competition and or an ineffective sales team. The answer to the problem of flat sales & “customer churn” will be found by an honest evaluation of four main determinants of customer value, i.e. products and/or services; sales representatives; management & service quality. 

The company needs to start with carrying out a “situational assessment”, and find out what the situation is all about. The statistics pertaining to customer churn need to be examined & their background story needs to be explored. Questions need to be asked, relevant to where the customer defection is actually taking place. Competitors which are stealing the most customers need to be identified, the flat culture of the company needs to be made more energetic etc. 
The firm needs to start with a very clear & honest assessment of why the customers are leaving and then develop mechanisms of people, processes & technology to solve the current problems (Hall, 2007). 
Importance of Retention Strategies

Profitability increases with rising customer retention rates; 5% increase in retention rate can raise profitability from 25% to above 85% (Reichheld and Sasser, 1990; Reichheld, 1993; 1996; Heskett, Sasser and Schlesinger, 1997).

The leverage effect was the result of factors like falling marketing cost, administration cost, setup costs, efficiency in timely delivery of products & services to the customers and increased sales per customer ratio. The basic thought behind everything is that, long-term customer value leads towards increase in customers that an organization can retain. Resultantly higher is the profitability and growth.

The concept of Long term value (LTV) of customers is centred on the perception of customers as a source of profitable revenue; that’s earned from customer’s knowledgeable usage and investment by others to whom the services are recommended (Heskett, Sasser and Schlesinger, 1997; Reichheld, 1996). The degree to which components like base profit, reduced operating cost, premium, acquisition cost, increased purchase, rise in balance, referrals etc., contributes to profit and cost in comparison with time spent to help in determining the ‘revenue curve’.

Significance of long-term value can be understood with the help of following features:

· Marketing expense to acquire new customer; when a generous amount of investment is put in to acquire a new customer, it’s not easy for a company to earn any benefit for a considerable time period. The cost of switching is normally quite high, but in certain sectors where interaction between customer and supplier is a basic necessity for the completion of service; this cost becomes extremely high and unbearable.

· Administration costs for new customer entry in an organization; this cost varies according to industry type and the time period or chances of its recovery. Main steps that require finances are membership services, customer information collection and entry, customer approval etc. 

· Servicing costs; with time organizations develop a system to process customer transactions efficiently, which results in low servicing cost. Whereas, when customers start switching the system gets disturb and alterations are required along with extra time spent. For companies like financial where larger packets of transaction takes place this cost raises a lot.

· Sales margins; the longer a customer is with the company, the higher is the chance to grasp a price premium. Basically it’s been argued that more a customer trusts the company and values the relationship, any price increase doesn’t bothers him.

· Sales volume/customer; targeting high volume customers will generate extensive revenue for the company. In major companies 70% of the revenue is generated through high volume/usage customers. So, increasing the retention rate along with customer’s expenditure will be quite profitable and would bring-in a lot of revenue.

· Word of mouth; services such as experience based (restaurants), credibility based (technical & professional service), high risk companies etc., have a very high impact of ‘word of mouth’ may it be positive or negative. 

The acknowledgment of long-term value of customers by many companies led to an interesting change in the marketing strategy; originally growth and profitability were accomplished through strategies planned to increase the market share, while now companies are more focused towards customer satisfaction and retention for increase in profitability (McDougall, 2001).
Customer Acquisition versus Customer retention
 “The primary purpose of a business is to create a customer” (Drucker, 1973). In the recent years, businesses have begun to acknowledge the benefits of customer retention & have slightly lost focus over “customer acquisition” (Lawrence Ang and Francis Buttle, 2006).  

Within competitive & mature markets, “customer retention” happens to be a very important goal.  For new businesses which are exploring new geographic areas or market segments, or are launching new products or services or new versions of an existing product or service “Customer acquisition” still stands to be very important.  Businesses, which are a part of a growing market, have to try to expand the market size, rather than to retain the existing customer base. Even where customer retention constitutes as the core strategy, customer acquisition is still considered to be important. “25 % or more customers may need to be annually replaced” (Sellers 1989; Hanan 2003; Buttle 2004). 

Focusing on customer acquisition would provide much more of economic returns to a firm than otherwise (Goodwin and Ball, 2003). 

Issues pertaining to “customer acquisition” range from the STP (Segmentation, targeting & positioning), communicating with customers, developing value propositions, media planning & selection for campaigns, development & deployment of consumer sales promotions. The elements of the marketing mix also have a role to play in customer acquisition, such as the introductory offers (van Ackere and Reyniers 1993),     affiliate marketing or partnership programs (Hoffman and Novak 2000), word-of-mouth (Buttle 1998; Stokes and Lomax 2002), viral marketing (Dellarocas 2003). 
Broadband social impact on internet access in context of households

The article by Ben Anderson basically covers the changes that surfaced with the emergence of broadband. To prove if broadband actually changed everything or not broadband users who were using narrowband prior to technology breakthrough were studied and their change patterns were analysed 

In 2003 Lee et al. compared Asian cultures with non-Asian cultures; he proposed that Asian cultures are more expected to use Internet for inter-personal communication compared to non-Asian cultures. It was concluded that the ease of affordability contributed towards the increased demand of broadband in Asian cultures. During research he also came across a new aspect ‘mobilization’ of demand through IT literacy events like; aiming housewives, elderly personal, military workforce and farmers who might have had an important influence in levelling up the demand (Lee, O’Keefe & Yun, 2003). 

Firstly the switch to broadband; it had a positive effect on time spent online including the frequency of emails and internet related activities. 

Another important aspect that was evaluated was the fundamental outcome of being a female or a person past middle age (i.e., 45–64) in comparison with young age (18–24). Results showed that middle-aged users spend less time on internet compared to youngsters due to their smaller range of activities. Education also plays an important role in internet usage; people who have at least 16+ qualification levels normally had a wider range of online activities compared to those with less qualification level (Anderson, 2008). 

Infrastructure Investment for Broadband

Infrastructure is one of the main aspects affecting the provision of broadband services. The more strong or sold is the infrastructure; the better is the service. Continuous investment is a basic requirement which helps in maintaining any sector/service. Since 1930s financial crisis overall world economy has been facing a major downturn, such crises are more inclined towards problems in infrastructure investment. To avoid such issues most of the developed countries and certain middle-income countries had declared a package known as ‘countercyclical fiscal stimulus’ which helped in demand increase, job creation, sustained growth in the long run and expansion in the economy output capacity. ‘Investment in the ICT infrastructure’ was one of the strategies that gathered major support and provided desired results.

High-speed internet access is fast becoming a necessity; many countries had start seeing it as a mean to earn global superiority in the field of productivity, long-term competitiveness, sustainable growth and prosperity. Like British reflects digital networks as the ‘‘backbone of the economy in the decades ahead’’ (Daily Yonder, 2009). Broadband had number of economic benefits that were considered, like; customer benefits, new opportunities, lower costs, innovation and rise in trade and exports.
Significance of Broadband for the Developing Countries

In the fourth quarter of 2008, sharp fall was observed in the global industrial production i.e., by 20% whereas, abrupt leap was observed in income and developing country activity by 23 and 15%, respectively (World Bank, 2009). The motivating effect that infrastructure investment had on developed countries, in terms of job creation also applied to developing countries. It was not a minor achievement considering the falling wages and employment opportunities.

A study was done by World Bank on the econometric analysis of growth in 120 countries (1980-2006); internet and broadband were also considered along with fixed and mobile phones. Findings showed that with every ten-percentage-point increase in broadband penetration there was a noticeable 1.3 percentage-points increase in economic growth (Qiang, 2009). The effect of growth in broadband was solid in developing countries compared to developed and advanced than internet and telephone sector. 

Broadband Infrastructure Encouraged for the Developing Countries

According to the statistics of 2007, less than 5% (average) of population used broadband in low-income economies or urban areas. Following were some of the factors considered which proved that investment was a good option during the economic downturn:

· Openings for employment, demand and network effect

· Improvement in the productivity through longer-term cumulative supply-side effect

· Bringing in private investment, considering the decreasing rate of financing

Alterations in the regulatory areas also became a requirement for the adoption of change like the ‘licensing regime, which needed to be changed so that it becomes neutral and flexible enough for the acceptance of new or upgraded technology. Also, the need was to bring in offers like competitive subsidies and tools like cost-sharing, which help in the easy installation of network infrastructure. 
Strategy Proposed for ‘Rural Areas’

The author proposed some strategies for the investment that’s being done for the development of broadband; he particularly focused on the rural areas of developing countries. The investment was being done for either high-speed backbone networks in rural and remote areas or last-mile connectivity to homes in urban areas. It is a general understanding that network development in the rural areas is bound to bring in more productive results, because the networks in urban areas are already installed and developed; the only need is of regular up-gradation of technology (Organization for Economic Cooperation and Development, 2009). (Zhen & Qiang, 2010)  

‘Korea’ – A Successful, Broadband Using Country

Korea is one of the leading country where broadband was a great success; the statistics provided by OECD in June 2005 showed that per 100 occupants 25.5 were subscribers of broadband and the average penetration rate was 11.8 (OECD, 2005). 
Several features had been attributed to this; the most important factor according to OECD (2001) is high level of competition between different infrastructures. The main factors contributing to broadband boom in Korea are; government effort, competition, geography and culture. The remarkable expansion in this segment is due to the synergistic process i.e., supply-side push and demand-side pull. It basically intensifies the speed of development. The forces that are playing a major role in demand-side pull are; cyber trading, IP telephony, IT-based education, internet cafes, low prices and online games.

The first driving factor considered was competition; OECD (2001) reasoned that the success of expansion was mainly due to competition between companies, infrastructure and different technologies. Price wars become more aggressive leading towards lower prices. 
Government effects were also considered as a leading driver for success. Government also provided loans at principal rate to ISPs for high-speed access of network and set-up education centres at post-offices and schools which provided education either free of charge or at minimal cost.

Geography is the third main driving factor discussed where Koreans believed that denser the population is less is the cost of providing a network connection. In Korea major proportion (about 48%) of people live in apartments and providing them with a connection cost less compared to a target market which is scattered and diverse. 
Culture was considered as the last driving factor. Many researchers over the time stressed upon its importance & highlighted the ‘hurried mentality’ i.e., high degree of impatience of Koreans. They proclaimed that this factor brought aggressive competition in Internet cafes directed them in adapting to new technology as efficiently as it was possible (Choi, Kim, & Kim, 2007). 
The Customer Life- Cycle Concept

The notion of “Customer Life-cycle planning” is less well-known within the marketing literature, even though the concept of product life-cycle planning is quite well recognized. Ideas of a customer ladder, staircase or journey along which customers tend to advance, has been put forward by a number of customer management authorities (Christopher, Payne and Ballantyne 1991; Gordon 1998; Ang and Buttle 2002; Buttle 2004). 

There has been a lot of research on the first-time customer, prospect & the suspect, which make up for the initial steps of the ladder. An unqualified prospect, which is either a person or an organization, is known as a “suspect”. The customer, who has made an initial purchase from any vendor, is known as a “first-time customer”. The “Customer life cycle process” allow companies to manage each of these customers, with different techniques & means. This then allows them to manage customers throughout the time period that they stay with the company and to engage them in long term relationships (Ang & Buttle , 2006).
Impact of Socio-Economic Factors for Broadband Adoption

Different forms of communication technologies have become very important for daily life; while broadband has been the one that’s been widely accepted and adopted. Main cause of concern was the variation in the technology distribution. These problems were a source of social rejections which were caused by the unequal distribution to segments like low education and income level that had no or little access to technology. (Mason and Hacker, 2003).

Research has been done considering the diverse viewpoints on socio-economic factors in the light of digital divide. Issues like technology usage and adoption in an organization and society were studied by IS researchers with regard to socio-economic characteristics (Harris et al., 1996). 

Previous researches done in this field recommended that variables like; income, education, employment status and household consumers had a direct relation with the internet access; whereas, age of the consumer had an indirect relation (Anderson et al., 2002). 

Finch (1986) reasoned that age can be studied as an independent variable to describe a specific social group, process, individual or collective behaviour. 

Morgan (1986) defined gender as a crucial variable, a very important factor in social research. It can be used in both forms; descriptive as well as an explanatory variable (Morgan, 1986). Burgess (1986) debated that individuals with respectable/decent education had a high chance of good occupations, resultantly it’s more expected that they accept new innovations (Dwivedi & Lal, 2007).
Usage of Internet Services in Pakistan

Studies have shown that different users use internet at different time slots, for varying purposes and in diverse contexts. The internet has been commonly used for multiple reasons such as to gather information, academics data gathering, entertainment, as a communication channel etc.

The results that were deduced from the research were;

· People who are interested in academics and diverse information gathering are more dependent on internet.

· Teachers and professionals normally used internet as a source of information while youngsters or students were more interested in the entertainment side. But the results showed that percentage of students using internet for academic purposes is quite higher compared to teachers.

· Online journalism or newspaper access was more compared to online services like paying utility bills, online banking, online ticketing etc.

· Mostly people use internet for chatting or online communication may it be to get in touch with friends and family abroad or match making.  

Basically internet usage has both positive and negative effects; its penetration in Pakistani society is quite rapid. Negative impact is mostly related to those who are heavy users and unaware of technology’s impact on their lives. Those who used it for specific purpose are on the right track. Hence, for the new generation there is a requirement for proper checks and balance and education about its pros and cons (Ali & Aslam, 2008).
CHAPTER 3:
INDUSTRY OVERVIEW
3.1
Broadband:

Broadband is a high speed, ‘always on’ internet connection.  ‘Always On’ is a facility in which users have access to internet as soon as internet browser is switched on compared to ‘dial up’ where a need exist to dial ISP number for the connection. 

The main difference between dial-up internet access and broadband internet access is the ‘speed of access’ and always-on ability which helps in performing a wide array of application at one time. It also helps in providing various services and benefits both direct and indirect to the society such as, online education, healthcare, e-government, e-businesses, e-agriculture and e-commerce.

Broadband access is generally known as a facilitator for the economic and social development of any country. It has a very powerful influence compared to other interacting services as it doesn’t only allow people to communicate, but also help in doing long distance businesses efficiently, better education, improved health services, and enhanced entertainment services. Broadband connection can also be used for a ‘two-way’ interaction that would not be possible with a slow and unreliable ‘dial up’ connection such as online classrooms, business conference, lectures, relatives living abroad and health clinics where the teacher and student, business associates in different parts of world, doctor and patient etc., can see and talk to each other through their computer devices.

Broadband is an important tool for the economic development of a country as it helps in increasing workers’ productivity, improved wages, enhancement of job skills, and bundling of services for efficiency gains in both time and money. New industries are also created as a result of broadband, as penetration grow demand for computer and other facilities increases like devices and networking equipment. This helps in creation of new job opportunities (Broadband policy, 2004).
3.1.1 Benefits of Broadband:

· Current technologies are unable to meet the high bandwidth requirements for new upcoming applications that combine voice, video and data.

· Entrance of broadband technologies has permitted traditional and new forms of communication to become a reality throughout the world.

· Proficiencies in the distribution of goods, services and information.

· It reduces the challenge of low population density and physical remoteness from cities.

· Broadband helps in bridging the digital divide.

(International Telecommunication Union, 2003)
3.2
Broadband and Pakistan:

Broadband has been named as ‘The Next Big Thing’ for Pakistan because it’s not only fast and reliable but also a cheap source of information distribution and communication. This market has practiced incomparable growth rates i.e., gradually increasing penetration level due to installation of latest technologies like WiMax and EvDo. Pakistan is ranked one of the top five most dynamic economies in terms of increased internet penetration in South Asian region (Source: UNCTAD 2009). Although it’s showing excellent performance in the recent times, a huge potential is being offered by the Pakistan’s broadband market in terms of infrastructure expansion, new subscriber addition and introduction of value added services (Telecom Quarterly Review, 2009).
3.2.1
ISPAK:

ISPAK is the ‘Internet Service Providers Association of Pakistan’. It was formed in 1997 with a single goal to offer a common platform for all the Internet Service Providers (ISPs) functioning in the country where they can easily discuss professional, infrastructural and regulatory issues and deal with national telecom regulator i.e., PTA and the national telecom infrastructure providers that are; PTCL, Ministry of Communications and other Governmental/Non-Governmental organizations. 

3.2.2
Broadband services in Pakistan:

The broadband service needs to guarantee a certain level of bandwidth at any given time with no limitations on users. One of the most critical elements of a good broadband service provider is the outstanding, exceptional service. The key factors or requirements are affordability, reliability, courteous behaviour, professional installation team, quick plug and play solutions and a confirmation that systems will be under complete warranty.

Some areas where the service providers need to improve are; add value to the respected customer base, professional level of the business centres and the call centre staff. Complete comprehensive understanding of the market needs along with the staff member is a basic requirement (Broadband services in Pakistan).
3.3 Broadband users & technologies in Pakistan:

3.3.1
Technologies:

Pakistan is offering a wide range of broadband technologies like DSL, Cable, FTTH and WiMax. At present DSL is the leading broadband technology with approx. 56% of the market share. Major DSL operators in Pakistan are Micronet, LinkDotNet, CyberNet, MultiNet and PTCL.

Wimax is the second largest broadband technology in terms of market share with 30% of the total broadband subscribers. Wateen, Mobilink Infinity and wi-tribe are the companies mainly using this technology. Then is EvDo with a 9% share, PTCL and Worldcall are users of this technology. HFC (Hybrid Fiber-Coaxial) is the holder of 4% share, Worldcall also uses this technology. Whereas, FTTH owns only 1% market share and Nayatel is using this technology (Broadband users in Pakistan, 2010).
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3.3.2
Users:
Broadband users in Pakistan have reached 816,807 as of April 2010 (Source: PTA). Pakistan Telecom Authority statistics said that Internet Service Providers of Pakistan added a total of 44,370 broadband subscribers in April 2010 compared to addition of 55,932 broadband subscribers in March 2010. DSL users decreased by 3% and HFC saw a decline of 2% in last 7 months. While EVDO witnessed highest growth rate in last two quarters also WiMAX subscribers’ share grew by 2% (Broadband users in Pakistan, 2010).
3.4
Broadband Growth in Pakistan:

Pakistan has been ranked 6th in terms of quarterly growth and 10th in terms of annual growth in the global broadband market (Source: Point Topic). While the industry statistics collected by PTA place Pakistan at the top of both lists (Telecom Quarterly Review, 2009).
3.4.1
Major broadband players:

PTCL and Wateen are the two major operators of broadband in Pakistan along with other companies like Worldcall, Link dot net, Link direct and wi-tribe who are catching up fast. With 332,267 subscribers PTCL is the market leader, the subscribers are more than double than the main competitor - Wateen with 151,015 subscribers.
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PTCL’s growth rate is around 226% in last one year while Wateen’s stand at 223% which is strikingly similar to PTCL. Worldcall and Link dot net are also steadily growing and show a better position compared to December 2008 figures. Whereas, wi-tribe added 25,514 subscribers in a very short span of time and promises a bright future.
3.4.2
Future Prospects:

Broadband potential must be used in a way that people focus more on convenience rather than simple entertainment which is the main motive nowadays in Pakistan. Mostly people around the world are using it as a learning medium to educate themselves and explore online business opportunities. Online shopping is increasingly becoming popular in other country which is almost non-existent in Pakistan. Serious efforts are required in these areas. World is becoming more and more oriented towards online connectivity of its services, they are using internet to contribute to their economic betterment, social networking and government-public interaction.

Wireless service growth in Pakistan is another important possibility that broadband sector have to consider, with its potential it will take over broadband subscribers in a few years. This will be an amazing achievement rarely seen anywhere in the world (Telecom Quarterly Review, 2009).
3.5
Competitive Environment:

Following are the six main competitors:
3.5.1
PTCL (Fixed Broadband):

Pakistan Telecommunication Company Limited (PTCL) is Pakistan’s most reliable and largest converged services carrier providing all telecommunications services from basic voice telephony to data, internet, video-conferencing and carrier services to consumers and businesses all over the country. PTCL has access to HD multimedia resources over internet and provide continuous experience of uninterruptable downloading speed (About PTCL, 2009). It has number of packages covering all the segments of the market like; Broadband 10MB, Broadband 1MB to 4MB, Broadband Double Speed, Broadband WiFi, Free Email, Broadband Packages, PTCL BUZZ, Broadband Student Package and Business DSL (Broadband Pakistan (DSL), 2009).
3.5.2
PTCL EVO (wireless Broadband):

PTCL EVO is Pakistan’s fastest 3G Wireless Broadband internet offering customers a “superior 3G internet experience”. It offers flexibility to roam in more than 100 cities Nationwide and waste less time waiting with matchless & amazing speed of up to 3.1Mbps. It is basically a USB device compatible with desktops & laptops and instant prepaid recharge through Vfone-scratch cards (EVO Wireless Broadband, 2009).
 

3.5.3
Wateen:

Wateen Telecom is the Abu Dhabi Group's latest venture in Pakistan. Wateen Telecom has been set up to become the leading "Carrier's Carrier" providing services based on quality, reliability and affordability in the communication and media sector. It basically offers a technologically advanced service that allows residential customers’ affordable, high speed and always-on access to broadband internet (About Us). There are three types of packages available depending on the speed i.e., 256kbps, 512kbps and 1000kbps. Charges regarding CPE device are also added which increases the total cost considerably (Broadband Internet).
3.5.4
Qubee:

Qubee is providing fast, reliable and competitively priced broadband internet to residential and small business customers across Pakistan. They believe that everyone should be able to enjoy trouble-free access to the internet and their aim is to make a magical internet experience available to everyone and every day, without an exception. It is a brainchild of a group of global telecoms professionals who saw that a new technology called WiMAX could really change the internet experience for millions of people worldwide (About Us, 2010). Qubee introduces range of new packages to suit the monthly need. Be it speed or volume; Qubee has the solution which is fast and reliable (Qubee Packages, 2010).
3.5.5
Mobilink Infinity:

Mobilink infinity is the debut communication technology provider with a dynamic integration of people, skills, services and support. They are geared towards empowering segments of all sizes and natures with the latest in communication technology, no matter how diverse the needs and scattered the locations. It operates across the country with service availability in the remotest of locations via a strong and scalable network. The products range is diverse and offer the convenience of tailored services for the perfect combination of communication and technological expertise. There are three packages with reference to speed (256kbps, 512kbps and 1mbps) while 2 packages depending on data usage (Mobilink Infinity, 2010).
3.5.6
Worldcall:

WorldCall is a part of Oman Telecommunications Company (Omantel); it is the most reliable and unique telecom and multimedia service provider in Pakistan. Its business was launched in June 1996 with payphone operations. Worldcall offers an array of services under three major service categories i.e. Data, Entertainment and Voice (About Us, 2009).
It provides two types of products:

Cable broadband – Thunder; it is based on HFC infrastructure with internet speed up to 10Mb (Cable Broadband, 2009). 
Wireless broadband – it’s a small plug & play USB device. The activation charges are Rs. 1,299/- (Wireless Broadband, 2009).
CHAPTER 4:
ORGANIZATIONAL OVERVIEW
‘wi-tribe Pakistan’
4.1 Company History:

Backed by unrivalled experience, knowledge and vision, wi-tribe; a Qtel Group Company, was born in April of 2007 and is a proud partner of the A.A. Turki Group of Companies (ATCO) and Clearwire in Jordan and Pakistan, and San Miguel Corporation in the Philippines . In 2008, operations were launched in the Hashemite Kingdom of Jordan, and have recently expanded to several cities across the kingdom. With wi-tribe’s dedicated customer care representatives, it has quickly become a force to be reckoned with and is helping evolve the telecom industry. The year 2010 marks the launch of wi-tribe in Philippines (www.wi-tribe.pk).
4.2 Company Introduction:

wi-tribe saw Pakistan as a region with a lot of untapped potential. There was a vast population & low penetration. A decision was then taken up to acquire 100 % of Burraq Telecom, an existing telecommunications company based in Islamabad. This was followed by an intensive re-branding exercise, and wi-tribe Pakistan was born. Wi-tribe Pakistan came online and became a part of the tribe during July 2009 in four major regions; Karachi, Lahore, Islamabad & Rawalpindi with plans for further expansion & growth (www.wi-tribe.pk). 

Wi-tribe offers consumer broadband plans at speeds of 256Kbps, 512kbps and 1Mbps. Its Wimax equipment suppliers include Aptilo Networks and Motorola (www.itp.net).
Wi-tribe is focused towards delivering the most reliable wireless broadband internet across its network of operations. Wi-tribe is a specialist in the art of wireless broadband internet, since they offer instant connectivity with fully customized plug & play devices, offering the latest in wireless technology. Wi-tribe is offering global operations in several emerging markets and the experience is leveraged to ensure consistent, focused & dedicated services for the customers (www.wi-tribe.pk). 
Wi-tribe ushers in a new era of communications across Middle East, Asia & Africa and they cater to both personal users and businesses. Wi-tribe aims to become a top 20 telecom player by 2020. According to the chairman of the Qtel Group, Sheikh Abdullah Bin Mohammed Bin Saud Al-Thani, the launch in Pakistan is wi-tribe’s biggest project to date. The launch has allowed the company to promote its expansion strategy and to leverage the scale & strengths of the Qtel Group. The CEO of Qtel believes that broadband actually represents a major pillar of growth for the company, mostly in markets which have a low broadband penetration rates (www.itp.net). 

4.3 wi-tribe’s vision:

“To be the preferred multimedia experience in the communities we serve” (www.wi-tribe.pk).
4.4 wi-tribe brand:                              

First of all the brand signifies that the company is a “wireless tribe” or is a wireless internet service provider. Secondly the smiley in the logo shows that it is a “friendly company that cares for the customers. There is an emphasis upon “Exclusivity”, and the brand does portray that image (Khan, W, 2010, personal interview). 

The brand was created for those individuals who see themselves as part of the community that is embracing the freedoms of the digital era and want to break the chains that tie them to the inadequate offerings of mainstream telecoms providers (www.wi-tribe.pk).
4.5 Wi-tribe Values:

Following are the five values or commandments that all wi-tribers live by: 

1. Customer centric: To allow customers to drive the business.

2. Simplicity: To strive for simplicity in whatever is done, delivered and communicated.

3. Improvement: To continuously evaluate and seek innovative ways to improve services and work practices.
4. Integrity: To ensure that all actions & decisions meet the highest ethical standards 

5. Fun: To have fun & create Fun.
(www.wi-tribe.pk)
4.6 Products & services:

1. Wi-tribe desktop modem

2. Wi-tribe Wi-Fi modem

3. Wi-tribe USB 

(www.wi-tribe.pk)

4.6.1 wi-tribe desktop modem:

The slider modems are customized devices offering seamless wireless broadband connectivity. 
Packages offered: 

	Speed
	volume (GB)
	Activation (Rs)
	Monthly (Rs)

	256 Kbps
	6
	500
	650

	512 Kbps
	6/12
	500
	750/1,200

	1 Mbps
	6/12/15
	500
	950/1,350/1,600


4.6.2 wi-tribe Wi-Fi modem:
Wi-tribe’s slider PLUS offers flawless wireless connectivity for home or office use. This allows users to experience wireless broadband service without the hassle of any wires. The Slider PLUS modems are Wi-Fi enabled and makes use of the latest technology. 

Packages offered: 
	Speed
	Volume (GB)
	Activation (Rs)
	Monthly (Rs)

	256 Kbps
	6
	1,500
	650

	512 Kbps
	6/12
	1,500
	750/1,200

	1 Mbps
	6/12/15
	1,500
	950/1,350/1,600


4.6.3 wi-tribe USB:   

Wireless broadband has become much more flexible than ever before. The wi-tribe USB dongle allows users to take their wi-tribe connection where ever they go.
	Speed
	Volume (GB)
	Activation (Rs)
	Monthly (Rs)

	256 Kbps
	6
	2,500
	1,000

	512 Kbps
	10
	2,500
	1,500


Packages offered:
Terms: 
· Refundable Security Deposit and Activation to be paid upfront

· Email notifications on 80% and 100% consumption of volume 
(www.wi-tribe.pk)
4.7 Promotional activities: 

Wi-tribe engages in a number of different promotional activities ranging from advertisements to brand ambassadorship programs to upsize offers, competitions and sponsorships.  The company is known to be the most active when it comes to carrying out promotions and other activities. The purpose of these promotions is to activate the brand, to boost the sales, to create further brand awareness & to position the company properly in the minds of the target audience. Since wi-tribe wants to maintain its image of “Exclusivity”, the promotional mediums & activities are all in line with that.
4.7.1  Advertising:

The main forms of advertising incorporated by wi-tribe include print, visual and online advertising. Print Ads are issued in local magazines such as Sunday times and Aurora. Newspaper Ads are placed in English newspapers such as The news and Dawn. Billboard advertisements are also put up in strategic places within the four major cities. In addition to this wi-tribe also has an online community on “Facebook” and advertisers through that. The creative department of the company works with an outsourced agency, known as the “ideas workshop” for the development of the concepts and the Ads. Wi-tribe is now considering the use of a more focused or targeted form of advertising i.e. through the local cable channels. A transition is expected from showing “emotional benefits” to “functional benefits” (Khan, W, 2010, personal interview). 
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4.7.2 Social Networking: 
Wi-tribe is a part of social networks such as Facebook and Twitter and uses them to positively engage the audience. New promotions and offers are advertised via the social communities and a large number of competitions are also held. Since wi-tribe relies a lot on the “word of mouth”, therefore this allows it to spread positive word of mouth and help curtail the spread of the negative. Around 13,000 fans follow wi-tribe on both Facebook as well as Twitter (Khan, W, 2010, personal interview).
4.7.3 Promotional offers & deals:
There are a large number of promotional offers and deals that are used to promote the brand and the services. Most of them include optimized speed, bandwidth and discounts. The most recent promotional offers are:

· 5 GB of bandwidth for Rs.99/moth in addition to existing bandwidth, applicable for all packages. 

· “Speed boost” offer, whereby customers can get 50% more speed for 99 Rupees in addition to the current package charges.

· A “Happy Day offer”, in which customers can avail unmetered bandwidth by paying Rs.100 for one day and Rs.300 for three days (www.propakistani.pk).  
4.7.4 Event sponsorships: 



The company has most recently served as a silver sponsor for the “P@SHA ICT Awards 2010” and provided Wi-Fi connectivity at the venue along with live streaming. Wi-tribe also provided free live streaming for “TieCon’10”, an event held in Lahore (www.propakistani.pk).
4.7.5 Wi-tribe (Social Media Bar):
Wi-tribe also launched their very own social media bar for easy browsing by users. The wi-tribe Social Media bar offers one click browsing to all major social and bookmarking networks, along with, it offers search results, weather updates, email alerts etc., (www.propakistani.pk).
4.7.6 wi-tribe share & win campaign:



This campaign gives a chance to users to win IPODs by sharing information with their contacts. The participants are expected to pass on information of the up-sized/additional data limits to three persons and based on that they then enter into a lucky draw and get a chance to win (www.propakistani.pk).
4.7.7 Other competitions:

· Win big with wi-tribe: involved lucky draws for free Dell laptops
· “Independence day” competition: Entries based on why someone loves Pakistan. One best entry was to be selected 
· “Foosball competition”: Highest scorers on an online game would be entitled to win

· “Wi-tribe Top fans competition “: Entries based on why someone is a Top fan of wi-tribe, maximum likes on an entry, won the prize. 

    (www.wi-tribe.pk)
4.7.8
Below the Line Activities:
· Top shop campaign: A ten days campaign from 29th August till 8th of September. Brand ambassadors were placed outside shops such as Dwatson, Shaheens, and Illusions etc. 
· Three phase campaign: From 25th September to 31st December, involving newspaper attached coupons & branded vehicles followed by kiosk activities and then “door to door” selling in the last phase of the campaign (Khan, W, 2010, Personal Interview). 

4.8 Corporate social responsibility: 

· “Relief Drive”: wi-tribe employees made donations from their salaries in order to support the victims of the devastating floods. The funds were used to provide 200 family care packages containing one month of relief rations and goods.

· “Recycle Marketing”: whereby panaflex skins were used to produce water proof school bags for the underprivileged children.
· Rolling out Eco-friendly operations, by promoting a “paperless environment”. 

· BTS towers have also been powered by rechargeable universal power supplies in order to conserve energy within the country.
4.9 Placement & service delivery:

Wi-tribe provides it service within four main cities of Pakistan i.e. Karachi, Lahore, Islamabad and Rawalpindi (www.wi-tribe.pk).
The coverage map includes all the areas that are covered, orders can be placed online and the sales representatives contact interested persons themselves (Khan, W, 2010, Personal Communication).
4.9.1  Payment Methods:

The customers can select any one of the following payment methods (www.wi-tribe.pk): 
· Payment through wi-tribe scratch cards

· Payment through Easy Paisa

· Payment at wi-tribes customer care centres

· Payment through bank deposits: 

· Payment through courier home collection

· Payment via wi-tribe drop box 

4.10 Segmentation, targeting & positioning: 
4.10.1 Segmentation:

· A combination of segmentation bases including geographical areas, demographics and psychographics.

· Commonalities have been discovered and clusters have been developed in order to create segments.

· Social Economic classes A, B and C are considered

· Conversationalists, teenage yuppies, white collar professionals, conventionalists, Middle age googlers and Touch & Go light users (Hussain,B,2010,Personal Interview).
4.10.2 Target market:
Wi-tribe claims to target a niche segment of the society, which includes individuals belonging to upper middle & upper income groups. College and university going students have been targeted, since they are the major users of broadband internet. Though the company intends on becoming an “exclusive brand” that only caters to the limited few who are educated about the fair use policy & can afford the services; yet they cannot ignore the youth that constitutes a major chunk of the population (Hussain ,B, 2010,Personal Interview).
4.10.3 Positioning: 

Wi-tribe positions itself as a wireless internet service provider and uses the slogan “online with no line”, which signifies the Ease & convenience being provided to consumers. The users can use wi-tribe to log onto the internet without the hassle of any wires. In a way, the slogan helps educate the audience of what wireless broadband actually is. The company has positioned itself as being a leader in terms of quality and reliability (Khan, W, 2010, Personal Communication).
4.11
SWOT Analysis: 
Strengths:
· Strong backing & support: The strong financial backing & support by the Qatar Telecom group is considered to be a key strength of the company. Many important matters pertaining to the wi-tribe are managed by the group. The company is eligible for a lot of support & assistance from Q-Tel, and that gives it an edge over other local service providers as well. 

· Reliable services: “Service quality” & “reliability” have always been the key focus at wi-tribe. There are stringent checks & measures on the quality of services & that has resulted in somewhat reliable & consistent services over time. 
· After sales services: Another key strength of the company is it’s “after sales services”. There are after sales services at each & every step ensuring maximum customer satisfaction. 
· Promotional activities: wi-tribe has been able to boost effective & efficient promotions. The company has been carrying out focused promotions so as to not dilute the company’s image. There is a specialized team on board that looks after the ATL & BTL activities & their efforts have led to positive results. 
Weaknesses: 

· Limited coverage: unlike other well established broadband companies, wi-tribe is offering its services in only four main cities. The limited coverage, acts as a weakness since the mass market potential cannot be exploited. Limited areas are covered within the areas of operations, and many individuals cannot avail the services even. 
· Lack of unlimited downloading services: Unlike other wireless service providers, wi-tribe does not offer unlimited downloading capacity, and the users are only allowed to access the prescribed data volume. This is a de-merit for the company, since “unlimited downloading capacity”, is a need of the audience. The wi-tribe service does not suit the heavy broadband users. 
· Confusing brand image: The brand image or identity of the company has been perceived to be very confusing for the audiences. In other words, there is no distinct brand image or identity & a lack of positive associations. 
· Limited amount of services: wi-tribe offers a limited amount of services, which prevents it from directly competing with market leaders such as PTCL. Wi-tribe does not offer triple play/bundled services (Video, voice & data). This combination is considered ideal by the broadband users, since they are able to avail all the basic services from the same service provider. In effect, wi-tribe is just offering wireless internet services, unlike others like PTCL which are offering much more.  
Opportunities:

· Expanding towards second tier cities: wi-tribe has the opportunity to expand towards second tier cities such as Peshawar, Gujranwala, Faisalabad & Multan and include them in its network as well. Internal expansion & growth will allow the company to increase its network coverage and have a higher customer base than before. 
· Offering unlimited downloading capacity: wi-tribe has the opportunity of going beyond the fixed data limits & offering unlimited downloading services. By offering unlimited downloading capacity, the company can cater to all the heavy users as well and can satisfy the audiences much better. This added customer freedom & convenience can help to enhance the customer base. 
· Merger with a telecom company: wi-tribe has an opportunity to merge with another telecom company & offer bundled services i.e., a combination of voice, video & data service.  Wi-tribe can offer video conferencing, voice over IP & television services as well. 
· Live streaming services: wi-tribe has just recently been offering free live streaming services for events such as the TieCon, 2010. Wi-tribe can avail this as a lucrative business opportunity and can commercially launch the “live streaming services”. 
· Targeting new consumer segments: Apart from the segments wi-tribe is already catering to, it can also target the working professionals, housewives and the older educated citizens. The company can explore their specific needs and try to make them a part of the tribe as well. 
· Targeting Educational institutes: As a wireless service provider, wi-tribe can also offer its services to educational institutes such as colleges & universities.  The company can sign long term deals with universities and offer their Wi-Fi services to them. Universities like Bahria University have been seeking a reliable Wireless service provider. Such corporate deals can help generate a lot of value for the company.
· Acquiring new equipment suppliers: wi-tribe can acquire new equipment suppliers and can offer better quality & more reliable services than before.
Threats:
· New players in the market: New entrants can pose tough competition for wi-tribe. The existing customer base of the company is threatened by the presence of new service providers. If the new service providers are offering a better value for money, than the existing customers may choose to move away.  
· Competitive tactics of existing service providers: The existing service providers might start to offer more cheaper & innovative services, which can prove to be a threat to wi-tribes current market share. 
· Restrictive policies by the PTA: changes in the policies being implemented by the PTA, can threaten the existence & operation of wi-tribe. 
4.12 PEST Analysis:

The external environment includes factors that are outside the company, but which can have an influence upon what happens inside it. These factors are not in direct control of the company, and the company has no choice but to adjust to those changes.

· Political Environment: There are a number of factors in the political environment that can affect and hinder the operations of wi-tribe. Changes in the policies being implemented by the PTA can have a negative influence upon the company. Since wi-tribe is a foreign company, changes in the government can bring about changes in the level of government support & assistance that they receive. Political ties & relations between Pakistan and the Saudi-Arabian government can also have an influence upon the sustainability of wi-tribe. A part from this the usual political situation of the country can also give rise to problems. Owing to the current security situation of the country, a number of violent & non-violent risks can be faced. Strikes & political movements can hinder the operations. Likewise, the government can increase the GST rates, or other types of taxes, creating financial difficulties. 

· Economic Environment: The Economic environment includes factors pertaining to the general economy of Pakistan. The current economic condition does have an influence upon the company. The economic environment includes factors such as inflation, per capita income, foreign direct investment, exchange rates etc. An increase in the inflation rate will lower the buying power of the people and may cause a fall in the number of prospects that are available. The demand for broadband services is positively correlated with the economic activity; during a downturn economic activity slows down and the demand for wireless internet services also becomes restricted. Thus a recession or a slump both might have a negative impact on wi-tribe. On the other hand, an economic boom might help the company progress. 

· Socio-cultural Environment: The socio-cultural environment includes social, demographic & cultural factors that may have an indirect influence upon the company. The needs of the society evolve over time, and there might be a greater social acceptance for wireless internet services over time. If the social acceptance increases, so will the demand and this might go in favour of wi-tribe.  If women start to work & become more social & work oriented, they will become a part of wi-tribes target audience as well. These social factors can have a positive influence upon the company.

· Technological Environment:  The technological environment includes technology related factors that influence the company. Wi-tribe is a technology related company, and makes use of the wi-max technology; any advancement in technology will have an influence upon the company. New kinds of technology may warrant certain changes to the internal as well as external processes of service delivery. New & innovative technologies can also help improve the service quality of wi-tribe. 
CHAPTER 5:
IDENTIFICATION OF ISSUES

The data analysis tool used for the evaluation and assessment was SPSS Statistics 17.0. First of all the variables were defined, then responses from the questionnaires (both 1st Tier & 2nd Tier) were fed into the data editor which were analysed using the Descriptive Statistics; Frequency Analysis technique. Using SPSS output, pie charts and bar charts were generated and subsequently issues were identified. For particular information that was not gathered in light of Likert scale was evaluated in MS office – Excel.
5.1 Questionnaire for 1st Tier Cities

The questionnaire was designed according to cities where wi-tribe already exists, checking its growth potential there. Questionnaires were basically distributed to the broadband users (university students) in the existing markets – Rawalpindi, Islamabad and Karachi. The sample size for this group was 100 respondents, sampling style used was random and the responses were recorded in the SPSS Data Editor and analysed accordingly.
Respondent's Gender:

	

	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Male
	41
	41.0
	41.0
	41.0

	
	Female
	59
	59.0
	59.0
	100.0

	
	Total
	100
	100.0
	100.0
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Respondents are separated in the light of their gender to decide whether male part of society uses internet services more in major cities or female. Results show that female percentage is higher compared to male i.e., 59% of females compared to 41% of males.

Respondent's age:

	

	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	18 - 20
	10
	10.0
	10.0
	10.0

	
	21 - 23
	43
	43.0
	43.0
	53.0

	
	24 - 26
	41
	41.0
	41.0
	94.0

	
	above 26
	6
	6.0
	6.0
	100.0

	
	Total
	100
	100.0
	100.0
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The respondents were also assessed on the basis of their age. Results showed that 10% of respondents are between 18-20 years while 43% are 21-23 years. Similarly 41% of respondents are in 24-26 years and 6% are ‘above 26’ years. Showing that major part of users lie in the age of 21-23 years.

City where respondent currently resides:

	

	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Islamabad
	46
	46.0
	46.0
	46.0

	
	Rawalpindi
	18
	18.0
	18.0
	64.0

	
	Karachi
	36
	36.0
	36.0
	100.0

	
	Total
	100
	100.0
	100.0
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The respondents are required to identify the cities where they are residing and according to the defined sample it is a fair distribution with 46% users from Islamabad, 18% from Rawalpindi and 36% of users from Karachi.

	Maximum qualification level:



	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Bachelor's
	47
	47.0
	47.0
	47.0

	
	Masters
	50
	50.0
	50.0
	97.0

	
	MPHIL
	1
	1.0
	1.0
	98.0

	
	PHD
	2
	2.0
	2.0
	100.0

	
	Total
	100
	100.0
	100.0
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When respondents are asked to mention their qualification i.e., the latest degree; 47% have completed their bachelor’s degree, 50% users are holder of master’s degree with 1% users who have done MPHIL while 2% are holders of PHD.  

Parental Income:

	

	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	> 20,000
	24
	24.0
	25.0
	25.0

	
	> 50,000
	19
	19.0
	19.8
	44.8

	
	> 80,000 - 110,000
	42
	42.0
	43.8
	88.5

	
	Any other
	11
	11.0
	11.5
	100.0

	
	Total
	96
	96.0
	100.0
	

	Missing
	No response
	4
	4.0
	
	

	Total
	100
	100.0
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The sample identified for testing is university students, who mainly rely on parental income that’s why in this question respondents are required to mention the rough range. 20% of users mention that the income level is greater than Rs. 20,000, 19.79% selected greater than Rs. 50,000 while the major chunk confirmed their parent’s income to be between Rs. 80,000 to 110,000. Around 11.46% of users mention the exact income to be more than Rs. 110,000, Rs. 200,000, Rs. 500,000 and around 10,000. 4.17% of users didn’t feel comfortable to respond to the question.  

	Which type of connection is respondent currently using?



	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Wireless Broadband
	45
	45.0
	45.9
	45.9

	
	Dial-up
	2
	2.0
	2.0
	48.0

	
	DSL (Broadband)
	47
	47.0
	48.0
	95.9

	
	Any other
	4
	4.0
	4.1
	100.0

	
	Total
	98
	98.0
	100.0
	

	Missing
	No response
	2
	2.0
	
	

	Total
	100
	100.0
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In answer to the question about the type of connection users mostly use;  42.57% of users are using ‘wireless broadband’ service, 1.98%  using ‘dial-up’ while 49.50% are using ‘DSL (broadband)’.  The 5.94% of users are using cable network, DSL & wireless both and Fiber optic (wireless). Hence proving that major part of user are using services of either wireless broadband or DSL (broadband).
Which connection respondent is currently using?

	

	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	PTCL
	44
	44.0
	44.9
	44.9

	
	Any Other
	11
	11.0
	11.2
	56.1

	
	PTCL (EVO)
	3
	3.0
	3.1
	59.2

	
	wi-tribe (modem)
	11
	11.0
	11.2
	70.4

	
	wi-tribe (USB Dongle)
	2
	2.0
	2.0
	72.4

	
	LinkDotNet
	6
	6.0
	6.1
	78.6

	
	Wateen
	9
	9.0
	9.2
	87.8

	
	Qubee
	2
	2.0
	2.0
	89.8

	
	World Call
	10
	10.0
	10.2
	100.0

	
	Total
	98
	98.0
	100.0
	

	Missing
	No response
	2
	2.0
	
	

	Total
	100
	100.0
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In response to the question about the ISP provider that a responder is currently using; major share i.e., 43.56% is of PTCL users, with 2.97% using PTCL (EVO), 10.89% using wi-tribe (modem), 1.98% using wi-tribe (dongle), 6.93% using Linkdotnet, 8.91% using Wateen, 1.98% using Qubee, and 9.90% using Worldcall. Around 12.87% of responders are users of NTC, Cable-net services, Micronet, Nayatel and Army connection. Hence, it proves that PTCL is the market leader and first preference of broadband service users.
Monthly expenditure on internet usage?
	

	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Less than 500
	10
	10.0
	10.0
	10.0

	
	500 – 1000
	49
	49.0
	49.0
	59.0

	
	1100 – 1600
	34
	34.0
	34.0
	93.0

	
	More than 1600
	7
	7.0
	7.0
	100.0

	
	Total
	100
	100.0
	100.0
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When respondents were inquired about their monthly expense on internet usage; 49% identified their expense to be between Rs. 500 – 1000, 34% acknowledged it to be in the range of Rs. 1100 – 1600, 10% users’ expense is ‘less than Rs. 500’ while the remaining 7% users are using heavy packages that’s why their expense is of ‘more than Rs. 1600’. This shows that the packages users mostly prefer lie between Rs. 500 – 1600.
Who influenced into buying the connection?

	

	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Friends
	47
	47.0
	47.5
	47.5

	
	Family
	30
	30.0
	30.3
	77.8

	
	Workplace Colleagues
	11
	11.0
	11.1
	88.9

	
	Sales representatives
	11
	11.0
	11.1
	100.0

	
	Total
	99
	99.0
	100.0
	

	Missing
	No response
	1
	1.0
	
	

	Total
	100
	100.0
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When respondents were inquired about the influencers in the buying decision; in 47.47% cases friends are the major influencers, 30.30% users are influenced by family, 11.11% by both workplace colleagues and sales representatives. Results Show that friends and family are the major influencers in making the decision to buy an internet connection.     

For what activities internet is mostly used for? (Tick all options relevant to you) 

	Activities
	Percentage of respondents
	No. of respondents

	Internet surfing (blogs, websites, news column, interesting facts etc.)
	18.99%
	83

	Study purposes/assignments (articles, research papers, databases, e-books etc.)
	18.08%
	79

	Learning & Education (online courses, lectures, tutorials etc.)
	12.36%
	54

	Online communities (Facebook, twitter, MySpace, Orkut etc.)
	18.76%
	82

	Downloading purpose (music, games, movies etc.)
	16.02%
	70

	Online Communication (Msn, windows live chat, Skype etc.)
	15.79%
	69

	Total number of respondents
	100
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When respondents were asked to identify the main activities they perform or use internet for; 19% are interested in internet surfing, 18% use it for study purpose/assignments, 12% for learning & education, 19% spend time on online communities, 16% use it for downloading purpose and 16% main usage is online communication. Mainly internet surfing and online communities like Facebook, Twitter, MySpace etc., are major focus of internet users.
Which factor influenced the most while buying a connection?

	

	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Price
	18
	18.0
	18.2
	18.2

	
	Downloading speed & volume
	73
	73.0
	73.7
	91.9

	
	Perceived signal strength
	8
	8.0
	8.1
	100.0

	
	Total
	99
	99.0
	100.0
	

	Missing
	No response
	1
	1.0
	
	

	Total
	100
	100.0
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Respondents were asked about the major factor that influenced the user to buy a connection; ‘downloading speed & volume’ is the major influencer which 73.74% of users identified, 18.18% pointed out ‘price’ to be the main factor while 8.08% thought ‘perceived signal strength’ is a major influencer. It shows that downloading speed and volume of a connection is the most critical/important factor in buying one.

For high speed, excellent service & unlimited download would respondent compromise on price?

	

	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Yes
	68
	68.0
	68.0
	68.0

	
	No
	32
	32.0
	32.0
	100.0

	
	Total
	100
	100.0
	100.0
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When a respondent was offered a high speed, excellent service and unlimited download connection would he/she be prepared to compromise on price; 68% respondents are ready to avail the offer while remaining 32% declined. It proved to be a good opportunity/offer.

Which sales promotion activity respondents considered to be the most effective/influential?

	

	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Price discounts
	52
	52.0
	52.0
	52.0

	
	Volume of Data (Upsized)
	34
	34.0
	34.0
	86.0

	
	Competitions with prizes
	7
	7.0
	7.0
	93.0

	
	Any other
	7
	7.0
	7.0
	100.0

	
	Total
	100
	100.0
	100.0
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When inquired about the influence of sales promotion activities; 52% users identified ‘price discounts’ to be the most influential medium, 34% thought ‘upsizing of data volume’, 7% believed ‘competitions with prizes’ to be more impactful while the remaining 7% gave their own input that a combination of price & volume of data, more downloading speed, quality of service, good signal quality, unlimited access and price discounts along with upsizing will be more influential.

Which factor would influence respondent to switch from one ISP to another?

	

	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Poor signal strength/ dis-connectivity
	64
	64.0
	65.3
	65.3

	
	Low downloading speed
	26
	26.0
	26.5
	91.8

	
	Poor customer service
	7
	7.0
	7.1
	99.0

	
	Limited coverage
	1
	1.0
	1.0
	100.0

	
	Total
	98
	98.0
	100.0
	

	Missing
	No response
	2
	2.0
	
	

	Total
	100
	100.0
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65% users think that ‘poor signal strength/dis-connectivity’ is the main reason for switch from one ISP to another while 26% believe low downloading speed, 7% consider poor customer service and 1% count limited coverage to be the reason for the switch.
"Social Networking/Facebook/Blogging" has become quite popular nowadays: do respondents consult these sources before making a decision? 


	

	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Yes
	29
	29.0
	29.3
	29.3

	
	No
	70
	70.0
	70.7
	100.0

	
	Total
	99
	99.0
	100.0
	

	Missing
	No response
	1
	1.0
	
	

	Total
	100
	100.0
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In response to the question about social networking & blogging that, does these sources have any impact on decision making for buying a connection; major portion of the sample (70.71%) doesn’t agree with it that is., for such minor decisions thorough consultation isn’t necessary while 29.29% users do visit blogs & social networks.
Would respondents ever like to make use of the "pay as you go" offer, it is similar to the concept of prepaid mobile cards?

	

	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Yes
	38
	38.0
	38.4
	38.4

	
	No
	29
	29.0
	29.3
	67.7

	
	Maybe
	32
	32.0
	32.3
	100.0

	
	Total
	99
	99.0
	100.0
	

	Missing
	No response
	1
	1.0
	
	

	Total
	100
	100.0
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‘Pay as you go’ is a bill paying offer similar to the concept of prepaid mobile cards, when sample was asked would they avail such an opportunity; 38.33% users answer positively, 29.29% are not interested while remaining 32.32% are indecisive. The results are kind of mix, it doesn’t show either the offer would be productive or not. 

The USB dongle is a wireless USB device which provides the mobility & convenience that our everyday lives demand. Considering student life or otherwise, do respondents consider it useful enough to purchase?

	

	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Yes
	57
	57.0
	58.2
	58.2

	
	No
	13
	13.0
	13.3
	71.4

	
	Maybe
	28
	28.0
	28.6
	100.0

	
	Total
	98
	98.0
	100.0
	

	Missing
	No response
	2
	2.0
	
	

	Total
	100
	100.0
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58.16% users are in favor of buying a USB dongle device compared to 13.27% who declined the offer while 28.57% are indecisive. Positive trend shows that there is a strong potential market for the dongle device.

If a broadband connection (DSL/wireless) was offered on a one year contract, with lower monthly fees than usual, would respondents be willing to opt for it?

	

	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Yes
	61
	61.0
	61.0
	61.0

	
	No
	13
	13.0
	13.0
	74.0

	
	Maybe
	26
	26.0
	26.0
	100.0

	
	Total
	100
	100.0
	100.0
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Major chunk of the sample i.e., 61% are in favour of utilizing the offer of yearly contract with lowering monthly fee while 26% are indecisive and 13% are not ready to make any contract. According to the results of research it would be a quite productive offer.   

If offered a wireless broadband connection for a trial period of seven days, would respondents be willing to try it out?

	

	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Yes
	72
	72.0
	72.0
	72.0

	
	No
	13
	13.0
	13.0
	85.0

	
	Maybe
	15
	15.0
	15.0
	100.0

	
	Total
	100
	100.0
	100.0
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When respondents were offered a 7-days trial period; 72% users responded positively to the offer compared to only 13% in decline while 15% indecisive (maybe). Trend is showing a productive turnout, if the offer made available in the market.

If on the purchase of one connection, offered the opportunity to get other supplementary connections at a lower cost than the original, would respondents be willing to opt for such an offer?

	

	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Yes
	43
	43.0
	43.0
	43.0

	
	No
	29
	29.0
	29.0
	72.0

	
	Maybe
	28
	28.0
	28.0
	100.0

	
	Total
	100
	100.0
	100.0
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43% of respondents are ready to avail the offer of supplementary connection while 29% are against it and 28% are indecisive showing a mix result i.e., around 50% chance are there that the offer can turn out to be productive one. 
If the ISP offers an "anti-virus services", in place of a nominal fee, would respondents like to avail them?
	

	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Yes
	55
	55.0
	55.6
	55.6

	
	No
	24
	24.0
	24.2
	79.8

	
	Maybe
	20
	20.0
	20.2
	100.0

	
	Total
	99
	99.0
	100.0
	

	Missing
	No response
	1
	1.0
	
	

	Total
	100
	100.0
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55.56% of users responded positively to the offer of ‘anti-virus services’ on nominal fee, while 24.24% declined it and 20.20% are in decisive. Hence it shows that there is some potential for such an offer to attract the market. 

	What's the opinion about advertisements of wi-tribe?



	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Attractive & Effective
	16
	16.0
	16.0
	16.0

	
	Average, one of the many
	65
	65.0
	65.0
	81.0

	
	Ineffective, poor recall
	19
	19.0
	19.0
	100.0

	
	Total
	100
	100.0
	100.0
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Respondents are asked to comment on the advertisements of wi-tribe, what they feel about them; 16% think they are ‘attractive & effective’, 19% think they are ‘ineffective, poor recall’ while the major portion i.e., 65% think they are ‘average, one of the many’. Responses show that the ads are nothing unique, similar to what mainly services are trying to show. 

What kind of a brand image does wi-tribe have?

	

	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Traditional & out-dated
	6
	6.0
	6.1
	6.1

	
	Modern & Sophisticated
	24
	24.0
	24.5
	30.6

	
	Youthful & Fun-loving
	39
	39.0
	39.8
	70.4

	
	Confusing (No distinct image)
	29
	29.0
	29.6
	100.0

	
	Total
	98
	98.0
	100.0
	

	Missing
	No response
	2
	2.0
	
	

	Total
	100
	100.0
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Responses show a mix opinion about the brand image; 6% think that it is ‘traditional & out-dated’, 24% consider it as ‘modern & sophisticated’, 39% have the opinion that is it ‘youthful & fun-loving’ whereas, 29% find it ‘confusing (no distinct image)’. 
	Considering first ever interaction with the "wi-tribe" brand, were respondents able to associate it as a "wireless broadband service provider"?



	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Yes
	70
	70.0
	70.7
	70.7

	
	No
	29
	29.0
	29.3
	100.0

	
	Total
	99
	99.0
	100.0
	

	Missing
	No response
	1
	1.0
	
	

	Total
	100
	100.0
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70.71% respondents think that they were able to link their first-interaction of wi-tribe to the service it is providing (broadband service) may it be in any medium. While 29.29% think they were confuse and unable to associate. 

Questions particularly for ‘wi-tribe’ users:

	How can wi-tribe become more competitive?



	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	New packages & offers
	17
	17.0
	50.0
	50.0

	
	Increased coverage (More areas)
	7
	7.0
	20.6
	70.6

	
	Re-branding
	7
	7.0
	20.6
	91.2

	
	Service Improvement
	3
	3.0
	8.8
	100.0

	
	Total
	34
	34.0
	100.0
	

	Missing
	Not a user
	66
	66.0
	
	

	Total
	100
	100.0
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34% of the sample was user of wi-tribe; they were asked particular questions about the service. In response to how wi-tribe can increase its competitiveness; 50% think that it should come up with ‘new packages & offers’, 20% are advising ‘re-branding’ strategy, 8% recommended ‘service improvement’ while remaining 20% suggested ‘increased coverage (more areas)’ to be the best possible alternative.   

‘wi-tribe's quality of service in comparison to other ISPs’

	

	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Better
	16
	16.0
	47.1
	47.1

	
	Similar
	11
	11.0
	32.4
	79.4

	
	Worse
	7
	7.0
	20.6
	100.0

	
	Total
	34
	34.0
	100.0
	

	Missing
	Not a user
	66
	66.0
	
	

	Total
	100
	100.0
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47.1% of users think that wi-tribe’s ‘quality of service’ is “better” than other ISPs, while 32.4% consider it to be “similar’ and 20.6% put it in the category of “worse”. (These percentages are calculated from 34% - the wi-tribe users),

	‘Wi-tribe's value for money in comparison to other ISPs’



	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Higher
	9
	9.0
	26.5
	26.5

	
	Similar
	15
	15.0
	44.1
	70.6

	
	Lower
	10
	10.0
	29.4
	100.0

	
	Total
	34
	34.0
	100.0
	

	Missing
	Not a user
	66
	66.0
	
	

	Total
	100
	100.0
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‘Value for money’ basically calculates the accordance of service with what users are paying for. 26.5% respondents feel that wi-tribe’s value of money is “higher” than other ISPs, 44.1% think its “similar” to others while 29.4% deliberate it to be “lower”. So, the major portion of sample thinks it to be similar to what other ISPs are providing. (These percentages are calculated from 34% - the wi-tribe users).   

5.2 Questionnaire for 2nd Tier Cities
The questionnaire was designed to check growth potential in cities where wi-tribe is planning to enter. Questionnaires were distributed to the internet users (university students) in the potential markets – Gujranwala and Peshawar. The sample size for this group was 50 respondents, sampling style used was random and the responses were recorded in the SPSS Data Editor and analyzed accordingly.

	Respondent's Gender:



	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Male
	29
	58.0
	58.0
	58.0

	
	Female
	21
	42.0
	42.0
	100.0

	
	Total
	50
	100.0
	100.0
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In second tier cities (Gujranwala & Peshawar) results show that male part of the society uses internet services more compared to female as 58% are male while 42% are female. 
	Respondent's age:



	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	18 - 20
	8
	16.0
	16.0
	16.0

	
	21 - 23
	16
	32.0
	32.0
	48.0

	
	24 - 26
	22
	44.0
	44.0
	92.0

	
	above 26
	4
	8.0
	8.0
	100.0

	
	Total
	50
	100.0
	100.0
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The respondents were also assessed on the basis of their age. Results showed that 16% of respondents are between 18-20 years while 32% are 21-23 years. Similarly 44% of respondents are in 24-26 years and 8% are ‘above 26’ years. Showing that major part of users lie in the age of 24-26 years.

	Which City respondents currently reside in?



	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Gujranwala
	30
	60.0
	60.0
	60.0

	
	Peshawar
	20
	40.0
	40.0
	100.0

	
	Total
	50
	100.0
	100.0
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The respondents are required to identify the cities where they are residing. This is a direct question and results show that; 6o% users are from Gujranwala and 40% are from Peshawar.

	Maximum qualification:



	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Bachelor's
	30
	60.0
	60.0
	60.0

	
	Masters
	17
	34.0
	34.0
	94.0

	
	MPHIL
	3
	6.0
	6.0
	100.0

	
	Total
	50
	100.0
	100.0
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Respondents are asked to mention their qualification level i.e., the latest degree; 60% have completed their bachelor’s degree, 34% users are holder of master’s degree while 6% have done PHD. Results show that mainly students who are either doing or have done bachelors are the users of internet/broadband services. 

	Parental Income:



	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	> 20,000
	19
	38.0
	38.8
	38.8

	
	> 50,000
	14
	28.0
	28.6
	67.3

	
	> 80,000 - 110,000
	11
	22.0
	22.4
	89.8

	
	Any other
	5
	10.0
	10.2
	100.0

	
	Total
	49
	98.0
	100.0
	

	Missing
	No response
	1
	2.0
	
	

	Total
	50
	100.0
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University students are the identified sample, they mainly rely on parental income that’s why respondents are asked to mention the rough range. 38.78% major chunk of the users mention that the income level is greater than Rs. 20,000, 28.57% selected greater than Rs. 50,000 while 22.45% confirmed their parent’s income to be between Rs. 80,000 to 110,000. Around 10.20% of users mention the exact income to be Rs. 5,000, Rs. 15,000, Rs. 16,000, Rs. 25,000 and around 150,000. 2.04% of users didn’t feel comfortable to respond to the question.  

	Monthly expenditure on the internet?



	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Less than 500
	7
	14.0
	14.0
	14.0

	
	500 - 1000
	28
	56.0
	56.0
	70.0

	
	1100 - 1600
	12
	24.0
	24.0
	94.0

	
	More than 1600
	3
	6.0
	6.0
	100.0

	
	Total
	50
	100.0
	100.0
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14% of respondents identified that their monthly expense is ‘less than 500’, 24% mentioned their expense to be between 1100 - 1600 while 6% declared it to be ‘more than 1600’. The major chunk of sample i.e., 56% declared that their monthly expenditure is between 500 – 1000. This shows that mostly students are using either student packages or discounts.
	Time spent on the internet daily?



	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	1 - 3 Hours
	21
	42.0
	42.0
	42.0

	
	4 - 6 Hours
	20
	40.0
	40.0
	82.0

	
	More than 6 Hours
	9
	18.0
	18.0
	100.0

	
	Total
	50
	100.0
	100.0
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Respondents were asked to identify the time limit they spend daily using internet; 42% use it for 1 – 3 hours, 40% users on average spend 4 – 6 hours while 18% daily access it for ‘more than 6 hours’. Hence mostly people access internet for maximum 6 hours on daily basis. 

For what activities internet is mostly used for? (Tick all options relevant to you) 

	Activities
	Percentage of respondents
	No. of respondents

	Internet surfing (blogs, websites, news column, interesting facts etc.)
	15.85%
	29

	Study purposes/assignments (articles, research papers, databases, e-books etc.)
	20.77%
	38

	Learning & Education (online courses, lectures, tutorials etc.)
	8.74%
	16

	Online communities (Facebook, twitter, MySpace, Orkut etc.)
	19.67%
	36

	Downloading purpose (music, games, movies etc.)
	18.58%
	34

	Online Communication (Msn, windows live chat, Skype etc.)
	16.39%
	30

	Total number of respondents
	50
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Respondents were asked to identify the main activities they perform or use internet for; 16% are interested in internet surfing, 21% use it for study purpose/assignments, 9% for learning & education, 20% spend time on online communities, 18% use it for downloading purpose and 16% main usage is online communication. Mainly study purpose/assignments and online communities like Facebook, Twitter, MySpace etc., are major focus of internet users.

	Which type of connection respondents are currently using?



	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Wireless Broadband
	9
	18.0
	18.4
	18.4

	
	Dial-up
	3
	6.0
	6.1
	24.5

	
	DSL (Broadband)
	37
	74.0
	75.5
	100.0

	
	Total
	49
	98.0
	100.0
	

	Missing
	No response
	1
	2.0
	
	

	Total
	50
	100.0
	
	


[image: image45.png]If a broadband connection (DSL/wireless) was offered on a
one year contract, with lower monthly fees than usual,
would respondents be willing to opt for it?

Wyes

No
Maybe
M Missing

[34.69%)

14.29%)




Respondents were asked about the type of connection they are using; 18.4% of users are using ‘wireless broadband’ service, 6.1% using ‘dial-up’ while 75.5% are using ‘DSL (broadband)’. Hence proving that major part of user are using services of DSL (broadband).

	Which connection respondents are currently using?



	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	PTCL
	32
	64.0
	69.6
	69.6

	
	PTCL (EVO)
	3
	6.0
	6.5
	76.1

	
	LinkDotNet
	4
	8.0
	8.7
	84.8

	
	Wateen
	3
	6.0
	6.5
	91.3

	
	World Call
	2
	4.0
	4.3
	95.7

	
	Private Cable Net
	1
	2.0
	2.2
	97.8

	
	Any Other
	1
	2.0
	2.2
	100.0

	
	Total
	46
	92.0
	100.0
	

	Missing
	No response
	4
	8.0
	
	

	Total
	50
	100.0
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In response to the question about the ISP provider that a responder is currently using; major share i.e., 69.6% is of PTCL users, with 6.5% using PTCL (EVO), 8.7% using Linkdotnet, 6.5% using Wateen, 4.3% using World call and 2.2% using private cable net. Around 2.2% of responders are using Micronet. Hence, it proves that PTCL is the market leader and first preference of broadband service users.

	Who influenced into buying the connection?



	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Friends
	30
	60.0
	61.2
	61.2

	
	Family
	11
	22.0
	22.4
	83.7

	
	Workplace Colleagues
	8
	16.0
	16.3
	100.0

	
	Total
	49
	98.0
	100.0
	

	Missing
	No response
	1
	2.0
	
	

	Total
	50
	100.0
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Respondents were inquired about the influencers in the buying decision; 61.27% are influence by friends, 22.4% users are influenced by family while 16.3% by workplace colleagues. Results Show that friends are the major influencers in making the decision to buy an internet connection.   
Who else uses the internet at respondent house? (Tick all the options relevant to you)

	Family Member
	Percentage of respondents
	No. of respondents

	Siblings
	62.69%
	42

	Mother
	2.99%
	2

	Father
	19.40%
	13

	Grandparents
	1.49%
	1

	Other relatives
	13.43%
	9

	Total number of respondents
	50
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Respondents were asked to identify the family members who use internet in their home; 63% users said apart from them their ‘siblings’ use internet, 3% said their ‘mother’ also use it, 19% said their ‘father’ while 2% claimed their grandparents are also the users. Also in 13% home other relatives are included. Hence mainly siblings are the users of internet services.  
	Which factor influenced the most while buying a connection?



	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Quality of Service
	11
	22.0
	22.0
	22.0

	
	Economical (good value for money)
	16
	32.0
	32.0
	54.0

	
	High downloading speed
	9
	18.0
	18.0
	72.0

	
	Round the clock connectivity
	6
	12.0
	12.0
	84.0

	
	Mobility & Convenience
	8
	16.0
	16.0
	100.0

	
	Total
	50
	100.0
	100.0
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Respondents were asked about the major factor that influenced the user to buy a connection; ‘Economical (good value for money)’ is the major influencer which 32% of users identified, 22% pointed out ‘quality of service’ to be the main factor, 18% thought ‘high downloading speed’, 12% think ‘Round the clock connectivity’ while 16% think ‘mobility & convenience’ is the major influencer. It shows that economical (good value for money) is the most critical/important factor in buying a connection.
	For a wireless user, which feature appeals the most?



	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Mobility & Convenience
	21
	42.0
	42.0
	42.0

	
	High downloading speed
	15
	30.0
	30.0
	72.0

	
	Flexibility
	2
	4.0
	4.0
	76.0

	
	"Always on"/connectivity
	12
	24.0
	24.0
	100.0

	
	Total
	50
	100.0
	100.0
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Respondents were asked to identify a feature which appeals them the most; major chunk i.e., 42% think ‘mobility & convenience’ to be the one while 30% pointed out ‘high downloading speed’, 4% considered ‘flexibility’ and 24% think “always on”/connectivity to be the one. Results proved that even in second tier cities users look for convenience when they adopt a service.

	If satisfied with a particular type of connection or ISP, would respondents advise others to buy it as well?



	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Yes
	43
	86.0
	89.6
	89.6

	
	No
	5
	10.0
	10.4
	100.0

	
	Total
	48
	96.0
	100.0
	

	Missing
	No response
	2
	4.0
	
	

	Total
	50
	100.0
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89.6% of users responded positively when they were asked whether they will advise others to use a particular connection if it is satisfying their requirement or not whereas, only 10.4% users responded negatively. Word-of-mouth is a strong medium for increase in sales, companies have to meet customers’ needs this will resultantly grow their business. 

	The USB dongle is a wireless USB device which provides the mobility & convenience that our everyday lives demand, do respondents consider it useful enough to purchase?



	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Yes
	38
	76.0
	79.2
	79.2

	
	No
	3
	6.0
	6.3
	85.4

	
	Maybe
	7
	14.0
	14.6
	100.0

	
	Total
	48
	96.0
	100.0
	

	Missing
	No response
	2
	4.0
	
	

	Total
	50
	100.0
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79.17% users are in favour of buying a USB dongle device compared to 6.3% who declined the offer while 14.6% are indecisive. Positive trend shows that there is a strong potential market for the dongle device.

	If a broadband connection (DSL/wireless) was offered on a one year contract, with lower monthly fees than usual, would respondents be willing to opt for it?



	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Yes
	25
	50.0
	51.0
	51.0

	
	No
	7
	14.0
	14.3
	65.3

	
	Maybe
	17
	34.0
	34.7
	100.0

	
	Total
	49
	98.0
	100.0
	

	Missing
	No response
	1
	2.0
	
	

	Total
	50
	100.0
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More than half sample i.e., 51% are in favour of utilizing the offer of yearly contract with lowering monthly fee while 34.69% are indecisive and 14.29% are not ready to make any contract. According to the results of research the offer will be productive to some extent.

	If offered a wireless broadband connection for a trial period of seven days, would respondents be willing to try it out?



	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Yes
	33
	66.0
	67.3
	67.3

	
	No
	4
	8.0
	8.2
	75.5

	
	Maybe
	12
	24.0
	24.5
	100.0

	
	Total
	49
	98.0
	100.0
	

	Missing
	No response
	1
	2.0
	
	

	Total
	50
	100.0
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When respondents were offered a 7-days trial period; 67.35% users responded positively to the offer compared to only 8.16% in decline while 24.49% indecisive (maybe). Trend is showing a productive turnout, if the offer made available in the market.

	Broadband internet provides the convenience of round the clock connectivity, high speed internet access & the flexibility to download large volumes of data. Given all these benefits, why respondents still not using it? (Only non-broadband users)



	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Lack of knowledge & understanding
	6
	12.0
	27.3
	27.3

	
	Cannot afford it
	7
	14.0
	31.8
	59.1

	
	Do not own a personal computer
	1
	2.0
	4.5
	63.6

	
	Do not have any service available in the area
	8
	16.0
	36.4
	100.0

	
	Total
	22
	44.0
	100.0
	

	Missing
	No response
	28
	56.0
	
	

	Total
	50
	100.0
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44% of the sample was non-broadband users, they were asked why they don’t adopt broadband service when it is providing such benefits, and following reasons were outlined:

27.3% think ‘lack of knowledge & understanding’, 31.7% highlighted lack of affordability i.e., ‘cannot afford it’, 4.5% pointed out that they ‘do not own a personal computer’ while 36.4% ‘do not have any service available in the area’. Main reasons that share the most of sample are affordability and availability of service.

	Which sales promotion activity is considered to be the most effective/influential?



	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Price Discounts
	27
	54.0
	55.1
	55.1

	
	Data volume (Upsized)
	8
	16.0
	16.3
	71.4

	
	Competitions with prizes
	13
	26.0
	26.5
	98.0

	
	Any other
	1
	2.0
	2.0
	100.0

	
	Total
	49
	98.0
	100.0
	

	Missing
	No response
	1
	2.0
	
	

	Total
	50
	100.0
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When inquired about the influence of sales promotion activities; 55.1% users identified ‘price discounts’ to be the most influential medium, 16.3% thought ‘upsizing of data volume’, 26.5% believed ‘competitions with prizes’ to be more impactful while the remaining 2% gave their own input that the combination of all mentioned activities will be quiet influential.

	Respondent ever heard about wi-tribe?



	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Yes
	27
	54.0
	55.1
	55.1

	
	No
	22
	44.0
	44.9
	100.0

	
	Total
	49
	98.0
	100.0
	

	Missing
	No response
	1
	2.0
	
	

	Total
	50
	100.0
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55.10% of respondents replied that they have heard about wi-tribe while 44.90% haven’t heard of it. It’s quiet a 50-50 situation where half are aware of the new brand while rest are unaware or have no idea what it is.

5.3 Analysis of Company Interviews:
5.3.1   Analysis (Interview 1: Research & Planning department)

This interview was taken on the 27th of September 2010, from Mr. Basit Hussain, Manager Research & planning. 
Q1:  To what extent has Wi-tribe been able to meet its growth targets, since its start up?

First six months were successful; growth of around 10,000 subs in one month, then the Growth slowed down in the next six months and the subs fell to 4000/month. Out of 20,000 customers, 6000 to 10,000 were being churned. Push tactics are being avoided. 
Q2:  What efforts are being made to stop the falling customer retention & acquisition rates?
Poor signal strength and low speed are the major reasons. Poor signal strength due to wrong sales, low quality & technical output. On-boarding teams are taking care of the issues. Technical teams have personally visited the places and provided technical assistance to the customers. A system is used to manage the complaints; tickets are generated whenever a technical issue is faced. A CRM system is planned for the future.
Q3:  As per research or otherwise, what factors/reasons have contributed towards the slow growth in customers? 

Summer vacations, poor quality of services, Signal strength problems and insufficient reasons or incentives for staying with the company are all possible reasons. 

Q4:  What is the progress towards the second phase of growth which was originally planned for at the start up?
Decisions for growth are based on the penetration rates. Socio Economic Class C has been planned to be targeted. Some wrong decisions have been made including certain barren places such as ‘Bannigala’. The Cost of erecting the BTS tower has to be spread over the number of customers being catered to. 

Q5:  How does Wi-tribe segment the market? Are there different products/services for different types of customers?

· Psychographics & Demographics

· Different names have been allocated to the segments

· A conjoint analysis is run; different variables are identified

· Different speed and volume packages are offered

Q6: What are the current promotional efforts for the acquisition & retention of customers?
· A New department known as “Customer Lifecycle Management” has been created
· A number of customer retention initiatives are taken
· A number of sales strategies are used as well
Q7: What growth opportunities is Wi-tribe planning to capitalize on?

· Unmet needs of the white collar professionals & teenage yuppies

· Areas which have not been acquired so far

· Unmet needs of areas which have not been acquired

Q8:  How does the company counter the competition, given the extremely volatile competitive environment?
· By focusing on quality & providing better services

· Wi-tribe does not lead the change but follows later

· Does not match the price changes made by competitors

· The company does not play on price

· Value added services are used 

· Anti-virus services & online payment options are being considered

Q9: What competitive advantage(s) or Unique selling proposition does Wi-tribe have to boast?
· Reliability and connectivity

· Tries to keep down time low and offers the same speed, both peak and off-peak times
Q10: Where do you see Wi-tribe within the next 1-3 Years? 

· As the second largest broadband company

· In terms of subscribers: second largest after PTCL

· In terms of quality: To cross PTCL & be on top
Q11: How does Wi-tribe position itself within the market? Does it position itself as a leader, a follower or a challenger?
· A leader in terms of quality and reliability
· Does not carry out frontal attacks
Q12: Which new market segment(s) is Wi-tribe planning to target in the future?
· Plans to target “conventionalists” (potential users)

· Planning to segment & target the unmet needs of the white collar professionals and the teenage yuppies
Q13: What new products/ services are planned to be launched?

· Services that provide maximum convenience to customers

· Anti-virus services & online payment options

· VOIP & a telephone service as well
Q14:
How does Marketing help in the successful roll out of new products and services?

· Creating awareness, interest and desire

· Research helps in the roll out of products & services

· Control groups are used to test products and assess the chances of success & failure

· Concept testing

· Accurate sales forecasts are generated 
Q15: Do you think that launching Wi-tribe in potential markets such as Peshawar & Gujranwala would be a success? 
· Original second phase of growth did include these second tier cities
· Cost constraints do exist, distance to Peshawar is very long
· Incremental cost to customers can be high, and not affordable
· Can be considered as a long term plan 
· Multan & Faisalabad are now being considered 
Q16: Do you consider the advertising efforts of the company to be adequate or effective? 

· Initial efforts were not adequate, current are

· Issues with the clarity of the message

· From showing emotional benefits to functional benefits

· Jordan based promotional clips were run here

· General public could not perceive it as an ISP

· Latest Concept has been a success 
Q17: What efforts are being made to sustain the company over the longer term?

· Working on a new concept known as the “Customer Life cycle” (CLC)

· Separate department has been formed and it is working towards the companies sustainability 
Q18: Does Wi-tribe compete in terms of price, services, packages/offers or something else?

· Competes via services

· Smooth browsing: streaming videos without any issues

· Unlike PTCL, wi-tribe does not over promise 
Q19: As per research, it generally costs five times more to acquire new customers than to retain the existing ones; what opinion do you have about this?

· Wi-tribe believes in acquiring & retaining customers both simultaneously
Q20: Does Wi-tribe make use of “Social networking”, if so what benefits have been realised from doing so?

· Online presence on both twitter & Face book

· Yahoo networks are also used

· Online advertisements help attract traffic 
Q21: How does Wi-tribe try and maintain the level of service quality?

This is looked after by the CLC department; different issues are identified and solved. Technical and speed issues are also addressed. 

Q22: The Coverage has been considered slightly limited, are there any efforts being made to expand it and include more areas?

· Coverage issues have been addressed and the coverage has been improved over time. 
· Compared to Wateen, there are no coverage holes
Q23: What brand activation strategies are in use at present?  
· A detailed BTS analysis is carried out and the period is compared. 
· Reasons are identified for the decline in customers.
· The MARCOM & Sales team are assigned the responsibility.
· There are a number of BTL activities that are in practice to activate the brand. 
Q24: What role does “Public Relations” play in strengthening the overall image of the company?

· Public relations activities help promote visibility amongst general public. 
· Current flood relief efforts did not help bring any visibility

· PR activities have failed to tie up with the brand 
Q25: Has the company ever thought of diversifying into new types of products/services? If so, what new product areas were to be explored? Please elaborate

· Online shopping and banking

· Blogging

· Selling bandwidth space 
Q26: What does the brand stand for? What kind of a brand image is the company trying to portray?

· The brand stands for “reliability” and “wireless broadband” 
· wi-tribe is a reliable wireless broadband services provider
· The company is trying to project a “youthful image” at present 

Q27: What was the primary objective of the Q-Tel group, when they decided to launch themselves in Pakistan?

· The business plan that was handed over to the Q-Tel group was very catchy 
· The group launched wi-tribe in Pakistan, since they felt that the country offered attractive prospects for growth 
· Terrorism and the floods created problems later on
Q28: External growth helps enhance competitiveness, is there a possibility for any merger or acquisition in the near future?

· Wateen had asked the Q-Tel group to buy them out
· Wateen was denied on the pretext that it had a lot of bad debts & corruption.

· If the Telco’s start merging with broadband companies then a merger can be considered. 
Q29: There were rumours of wi-tribe being taken over by Telenor, would you like to comment on that? 
Those rumours are all false, since Telenor does not wish to invest in anything at present. 
5.3.2: Analysis (Interview 2:  Marketing Communication)

This interview was taken from Mr. Waqas Khan, Marketing Communication Executive on the 20th of October, 2010. 
Q1: What does the ‘wi-tribe’ brand stand for? (Brand Personality)  

· The basic brand of wi-tribe stands for a “wireless tribe”. 
· The smiley in the logo indicates that it’s a consumer friendly company.
· Wi-tribe has tried to portray itself as an exclusive brand
· Superb quality & after sales service 

· Targeting not just the youth but those who have graduated from universities and have entered into their practical life

Q2:  How does wi-tribe ‘position’ itself in the market?
· Wi-tribe tries to position itself as an Exclusive brand
· Both ATL & BTL campaigns are used

· Reliability of services

· Customer orientation
Q3:  What BTL activities has wi-tribe been involved in?

· Top shop campaign which lasted for ten days and involved brand ambassadors being placed outside prominent shops

· Three phase campaign involving, newspaper attached coupons and branded vehicles, followed by kiosks and then door to door selling by the sales representatives 

Q4:  What are the benefits of these promotional activities?

The promotional activities help generate interest amongst the audience and then help create successful leads (sales).

Q5:  How does ‘wi-tribe’ make use of “social networking”? What are the benefits of it?
· Active presence on Face book and twitter
· More than 13,000 fans

· Public relations teams look after the communities

· Online competitions are held 
Q6:  There has been a focus towards “Blogging”. How far do you think it is useful?

· Blogging helps to generate a positive word of mouth and prevent the negative one
· Helps attract new customers and answer the queries of the existing ones 

Q7: What was the purpose of Brand Ambassador Programs? How were they executed?

· They help to educate potential customers about wi-tribe, the services being offered etc

· First the ambassadors educate and they try to sell the service to them 

Q8:  Wi-tribe is very active in holding competitions, how are they decided? 

The competitions are aligned with the exclusive image. Wi-tribe can easily give out hundreds of low priced gifts, but that doesn’t match the image and that’s why the gifts are 2 or 3 in number and are items like PSP , Dell laptops etc. 

Q9:  How are advertisements developed?

· The creative department works with “ideas workshop”, an outsourced agency

· Final output goes to the ATAL agency and they decide the media

Q10: How does the company promote itself?
· A more focused approach is planned to be used

· Making use of local TV channels for targeting the right kind of customers 
5.3.3: Analysis (Interview 3: Customer Life cycle Management)

This interview was taken on the 15th of November, 2010 from Ms. Hira Asad, CLM executive. 

Q1:  What is the ‘customer lifecycle process’? How is it being used in the company? 

· At present a separate department has been created for it 
· Retaining the current customers, managing relationships with them and promoting them as “lifelong customers”

Q2:  What are the benefits of following the CLC?
· If the customer is happy, the company is happy and if the customer is happy, the customer stays

· CLC helps to retain the customers

· If the customers are satisfied, they spread a positive word of mouth and the customer base increases

Q3:  What efforts does wi-tribe make to acquire new customers?
· BTL activities, such as brand ambassadorships, door to door selling and setting up of kiosks

· Customer promotions and competitions

Q4:  What efforts are being made to retain customers as life-long customers?
· Understanding customers and then incentivizing accordingly

· Each customer is separately focused on and is given personalized treatment. 

Q5: When customers defect & leave the company, are they followed up to identify why they left?
· Churned customers are followed up

· A “churn study” is carried out; a random sample of around 100 people is taken from the “database of churners”
· In the case of sales return, the customer intimates the company about leaving, but as with involuntary churn, they leave without paying the bill or informing

· Special “Dunning teams” are assigned to make the calls, enquire why the customers left and then retrieve the CPE (Customer’s premises Equipment) 
Q6:  What is the purpose of all the churn studies that are carried out?
· To study the results, identify the problems and then solve them
· With the CLC department now in place, problems will be solved even more actively than before 

Q7: Insider sources have revealed that the churn percentage has gone down, what are the possible reasons for it? 

· Wi-tribe has changed its CPE (Customer Premises equipment), and that has helped improve the signals

· The company has also revolutionized its customer care 

· With better training and more incentives, the sales teams performance has drastically improved

· The coverage has also been improved and more areas have been included
Q8:  How does the company plan to keep churn at minimum in the future?
· Remaining consistent with all the improvements that it makes 

· Continuously improving
· Removing loopholes within the service

· Efficient after sales service 

Q9:  What purpose does the ‘customer care’ department serve?
The customer care department focuses on the queries of customers and tries to answer them on time. 
Q10: How are customer complaints managed by the company?
· Each customer query or complaint is managed by a customer care officer

· The complaints are monitored to check if they are being properly handled or not

Q11: How are corporate customers targeted and acquired?
· They might be targeted in the near future

· “Educational institutes”, is one corporate segment that can be targeted

Q12: What ‘customer relationship management’ efforts are being made by the company?
· More personalized services than before

· New system for managing the queries

Q13: Where do you see wi-tribe in the near future?
Wi-tribe is already one of the best, but plans to be amongst the top 3 broadband companies of Pakistan. 

5.4 Findings & Analysis (Focus Group Discussion):
Introduction: 

In order to get a clearer and a well-rounded idea of the needs & views of broadband users, a focus group discussion (FGD) was held. The purpose of the Focus group discussion was to explore all the opportunities which the broadband companies such as wi-tribe could capitalize on. The FGD was held on the 28th of October, at 19:00 hrs at the premises of Bahria University.  This was a one hour long discussion between the moderator & the participants. There were a total of ten participants, including both male & female (university students).
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Participants (Gender): 

There were a total of ten participants, out of which 4 were females and 6 were males. 

2. Age (Participants):
Two participants were 23 years old, five were 24 years old, and two were 25 years old while only one was 26 years old. The average age of the participants was “24.2” years.
3. Type of connection, Internet Service Provider being used along with the respective satisfaction levels:

· Majority of the participants were using PTCL (DSL)
· Discussion showed a transition towards “wireless connections”

· A user of PTCL (DSL) was dissatisfied with the amount of time it takes company to act on complaint & repair

· The user of the wi-tribe modem was not comfortable with the fixed downloading limits; preference for an “unlimited downloading offer”
· wi-tribe dongle user found the device to be portable but faced issues with the Signals
· Nayatel and LINKdotNet user were satisfied with the service; connectivity, unlimited downloading offer, fast downloading speed & efficient customer services
4. Key Factors that are kept in mind before selecting an Internet service provider:
· “Speed” & “price” were main factors 
· PTCL (DSL) users identified “unlimited downloading offer”, “data volume” and “reasonable price”
· “Student package” is also a major influence due to affordability and fulfilled all the needs. 
· A LINKdotNet user quoted “convenience of downloading”, “browsing” and “customer service” as the key influencers 
· For a dongle user “portability” counts the most 
5. Factors that have contributed towards the exponential growth of broadband over the years, along with the benefits that it has offered over dial-up internet:
· Major problem: phone line was used & calls couldn’t be made

· The broadband technology with time become cheaper and contributed towards the growth. It offers higher speed compared to dial up 
· Changing requirements of people; as initially internet was only used for browsing and chatting, but now they also use it for “online communication”
6. The Evolution of wireless broadband, and the advantages it offers over fixed broadband: 
· “Mobility”, “round the clock connectivity”, and “simultaneous usage” - the primary advantages 
· It can be used anywhere, at any time and multiple users can access it at the same time without any wait 

7. Impact of “Social Influences” on the adoption of broadband services:
· Friends, family, and neighbours
· Positive word of mouth by wi-tribe employees 
· Two female users found their “brothers” to be the most useful sources of information
8. Relationship between age and the adoption of broadband along with the need to have different packages for different age groups: 

· With age the requirements and usage of internet changes e.g., senior citizens would be having a different set of requirements and usage
· Different specially designed packages for older age group, stay at home people like house wives, people who use it primarily for “online communication”, corporate users (for higher data usage) etc.

9. Feasibility of “Pay as you go services”, whether it would be successful or not:
· Negative response over the idea because they felt that restricting the usage to a certain time period would not be a good idea
· Main reason to switch was to avoid the hassle of buying hours and being limited to a certain amount
10. The influence of affordability upon the adoption of broadband. Are the current broadband packages being offered affordable or not? 

· The respondents had a consensus over one aspect and that was ‘the broadband DSL packages are affordable and well within the reach of the users’

· The subscription charges of Rs. 750-850 were considered nominal and affordable
· The initial device cost & subscription charges of the dongle device were considered to be high along with the volume based packages of Qubee & wi-tribe
· The DSL services were considered affordable while the wireless internet services were considered to be high priced for the masses. 
11. The usefulness of the “USB dongle” (wireless device): 

· Participants felt that the dongle device would be most suitable for the corporate people/professionals, who are usually on the move
· Mobile internet was claimed to be preferred over the dongle device as it can also be used on laptop through Bluetooth device

· It’s more useful for individuals who are managing a number of things at the same time
· Negative opinion mostly due to weak signals and connectivity
12. New consumer segments that can be targeted by the Internet service providers:
· “Youth”, “corporate segment”, “older generation” and “online communication”
· Housewives can also be targeted as they have started using internet for Facebook or watching videos etc.
13. The influence of “free trial offers” upon buying behaviour:
· Majorly it was a positive response 
· Alternative view: ‘free services are always better than the actual package’
14. Strategies or incentives for building long term customer relationships: 

· “Reliability of services”, “service quality” and “Personalized customer care” 
· Customers at wi-tribe are notified via SMS about their bill status. Similarly Qubee customers are personally wished on their birthdays. These lead towards valuable relationships.
15. The relevance of “blogs” and “online communities” for broadband connections:
· Negative view from participants on consulting “blogs” 
· More reliability on friend’s opinion 
16. Importance of Customer services for broadband connections:
· Poor customer services, lead to customer dissatisfaction. 
· PTCL customer services were considered to be poor 
17. The Feasibility of “Long term contracts”:
· Mixed opinion towards the proposition 
· Concessions & consistent services were conditions set for such contracts 

· Such contract was only agreeable if provided by a government service provider, such as PTCL
18. Improvements that are needed in the current broadband packages:
· Companies can offer the dongle devices on instalment basis, just like PTCL is doing 
· The device cost can be spread over a year, making it more affordable 
· Packages can be further customized to suit the different needs of the users, along with continuous innovation and new offers in packages
19. Influence of sales promotion activities on consumer choice & decisions:
· Mainly the response was negative 
· More importance is given to service itself and its quality

· The promotional activities were labelled as gimmicks, such activities just help to spark curiosity and temporary interest

20. Image of wi-tribe as an internet service provider:
· Most of the participants had a negative image about wi-tribe due to poor coverage and limited downloading capacity 
· It has been skimming the market ever since its launch, and still hasn’t brought the prices down. The company is still considered to be high priced
· Research has not been done properly also its strategies are not properly aligned
21. Advertisements of wi-tribe:
· They were not considered to be quite appropriate for the target audience. They seem to be targeting 2% of population only

· Audience were unable to relate them with the kind of services being offered. Public should be able to connect and relate
· “Functional benefits” should be highlighted more 
· PTCL is good at advertising & targets the audiences exceptionally well
22. Most useful advertising medium:
· “TV advertisements” produces most productive results

· Radio advertisements, billboards, newspaper advertisements, internet advertising via Facebook and Google Ads 
· Pop up Ads should be avoided since they are very annoying for the users
23.
Future of wireless broadband in Pakistan:
· Users find wireless internet to be very convenient

· The usage will increase even more as it will be accessible from the shopping centres, malls, cafes etc. 
· Alternative view was that the companies such as wi-tribe and Qubee are not very sustainable as they are not providing much of coverage. Along with less infrastructure available


24.
Improvements that wi-tribe should make:
· It needs to improve upon its coverage; go beyond major cities and explore areas where PTCL and other competitors are not already present
· The quality of service needs enhancement 

· The prices should be reduced for the dongle device as well as the Wi-Fi modem
· More investment in required in advertising, sponsor concerts for youth etc. Basically requires a good brand activation strategy
· Unlimited downloading capacity to be provided From the marketing perspective
5.5 Identification of issues:
The following issues have been identified via the consumer surveys, the interviews and the focus group discussion.

5.4.1 Lack of customer loyalty:

Wi-tribe has found it slightly difficult to retain customers. The customers have shown tendencies to switch over to other internet service providers quite quickly. After the first six months of wi-tribes launch in Pakistan, the customer churn rate had touched 17%. Some of the customers have discontinued the service without any prior notification or anything. They just stopped paying the bills and did not return the equipment even. Special teams were made to visit the customers and get the equipment back. This kind of churn has been classified as “involuntary churn”. Special churn studies are then carried out in order to gauge the reasons for it. From the company interviews it has been ascertained, that the company has not been able to drive consumer loyalty; more attractive incentives and CRM strategies are being explored. 

5.4.2 Caps on downloading capacity:

Wi-tribe is one such company that does not offer “unlimited downloading services”; there are caps/limits on the downloading capacity. From the focus group and otherwise it was discovered, that this is a major weakness of wi-tribes service. The current broadband users demand unlimited downloading services, since their usage varies with time. The existing users of wi-tribe consider this to be a major constraint since they are not able to freely avail the services. The limited downloading capacity makes wi-tribe less competitive, because companies like Wateen & PTCL (EVDO) provide unlimited downloading capacity. The company does not offer unlimited downloading services, in support of the “fair use policy”. However, from the customer point of view this is a service gap that needs to be covered. The flexibility of usage is constrained by such limitations and the users are not able to download as many movies, files and music as they want to do. 

5.4.3 Poor signal strength & slow speed: 

Two of the major factors that have attributed towards the slow customer growth rate, has been “poor signal strength” and “slow speed”. The churn studies have revealed that majority of the users have switched because of these two reasons. The variation in signals & the slow speed has disturbed the usage. The company has had to take serious notice of this issue, and has tried to bring about drastic improvements in the technical output. The questionnaires have revealed that one of the key influencing factors is “downloading speed”, and if that is low then the company will have issues in acquiring more customers. The consumer survey has also revealed that one of the major reasons why users would switch from one internet service provider to another is, “poor signal strength”. Negative word of mouth can prove to be quite harmful for the company, and thus this technical issue will have to be consistently addressed. 

5.4.4
Youth market is not being directly targeted:
The marketing communication executive claimed that wi-tribe is not targeting the youth directly and are primarily targeting those individuals who are educated and are working. However, the BTL activities and promotions all seem to be focused on the youth. There seems to be an inconsistency between what the company plans to do, and what it is actually doing. The youth market cannot be ignored, since it constitutes majority of the population. The youth use the internet much more frequently as well. The company will have to clearly define its target audience, and take account of the youth market as well. 

5.4.5 Wireless device/USB Dongle is high priced: 

Research has revealed that the wireless devices, especially the “USB dongle” is considered to be high priced. The device cost is high and is not considered so affordable. As per the consumer survey, majority respondents on average spend between 500 to 1000 Rupees on the internet. Considering their average expenditure, device cost of Rs. 3900 would not be easily affordable. The prices would have to be brought down for an easy affordability.

5.4.6 Limited coverage:
Since its inception in Pakistan, wi-tribe has been faced with the problem of limited coverage. The company only offers its service in the four major cities of the country and does not offer it any of the smaller towns or second tier cities. This gives a competitive advantage to its close competitors like PTCL, which offers its service in every nook and corner of the country. Even within the four major cities, the service provider does not offer its service at all the possible locations. Many localities are not covered by the service, and that leaves out a lot of potential that the company could have exploited. There are users who would like to try the service out, but are unable to do so just because their areas are not covered. In terms of subscribers, the ISP can never dream of being on the top, unless it tries to improve its basic coverage at first.

5.4.7 Public relations activities have failed to tie up with brand: 

Wi-tribe has claimed to face issues in terms of tying up its public relation activities with the brand. Some of the PR activities have not brought any publicity to the company. The “Win Big with wi-tribe scheme”, brought much more publicity to Dell than to the wi-tribe itself. Even the flood relief efforts program did not bring much of visibility. Even though the employees donated money from their salaries and different packs were prepared and sent, yet it did not create much of goodwill. A lot of funds are being allocated towards these activities and they need to be made more effective in order to bring visibility to the brand. 

5.4.8 wi-tribe does not play on “Price”:
As per literature review, the price elasticity of demand for broadband services is higher than that of narrowband services. Broadband users are largely price sensitive, and consider the price of the service to be very important. Low price offers and discounts have been considered influential, but unfortunately wi-tribe does play on price. The company does not take a lead in terms of cutting prices, but follows later once the other competitors have done so. By doing this, wi-tribe will not be offering much of value to customers and this will prevent them from developing a competitive position. 

5.4.9
Catering to very limited market segments:
Although wi-tribe has categorized its customers in terms of different segments and profiles, but it is catering to very few segments. Wi-tribe has maintained a focus on individual users and has ignored the presence of business users, and the corporate segment which can be of much value to the company. Concentrating on just a few market segments, will not help bring much of growth. By diversifying into new market segments such as the corporate segment, the chances of growth can be further enhanced. 

5.4.10 Lack of a distinct brand image/identity: 

As a brand, wi-tribe has not been well positioned in the market. Thirty percent of the respondents consider the brand image to be confusing. The brand image is not distinct and there is a lack of strong brand associations. The respondents of the focus group discussion were also vague about the brand personality and image. Advertisements are mostly used to position a brand in the market, and wi-tribes advertisements are considered average, and one of many. The private research studies have revealed that some of the advertising themes have also not appealed to the target audience. Since there are no strong brand associations, so the recall also tends to be limited.

5.4.11 Limited brand awareness in second tier cities:
After conducting research in two second tier cities, such as Peshawar & Gujranwala it was discovered that almost half of the respondents had not even heard about wi-tribe. This limited awareness, would make it very challenging for wi-tribe to launch there. 

CHAPTER 6:
POSSIBLE OPTIONS/ALTERNATIVES
The following are the possible options and alternatives available to wi-tribe for enhancing its competitiveness. The potential of each alternative would have to be carefully studied with respect to the cost and benefits. Only after careful consideration can the company decide to avail one or a combination of the alternatives. 

6.1 Re-launching the brand: The wi-tribe brand in Pakistan can be re-launched with a totally new image and identity. This can help to let go of all the negative associations that were attached with the brand. The brand can be re-launched with a totally different outlook as per the company’s requirements. A distinct brand identity can be developed with clear brand associations. The brand can be re-launched with the help of advertisements, BTL activities, and PR campaigns. This can help to properly position the brand within the market, and gain more recognition amongst the audience. 
6.2 Long term contracts: In order to curtail the switching behaviour of customers, wi-tribe can offer long term contracts from 3 months to 2 years. The long term contracts can involve slightly lower monthly subscriptions than otherwise. The customers can thus be encouraged to enter into such contracts, and can be retained for a longer period of time. 
6.3 Loyalty cards: “Loyalty cards” can be offered to the customers who have stayed with the company for one year or longer. Such customers can be entitled to attractive incentives, such as discounts, up-sized volume & speed, special packages etc. This can be used as a “customer retention strategy”. 
6.4 Exploring new market segments: wi-tribe can go beyond the basic individual users and cater new market segments such as the business users and even the housewives. Special deals and packages can be offered to suit the specific needs of such users.
6.5 Expanding towards other cities: wi-tribe can explore the growth potential of other cities, including second tier cities and small towns. This can help provide a better overall coverage to the company.
6.6 Enhancing coverage: wi-tribe can try to cover more areas and provide their services there, this can help enhance the overall customer base and increase the growth rate.
6.7 New packages & offers: Given the diversity of needs and requirements, wi-tribe can offer new packages & offer to suit the specific needs of the users. The current packages & offers are very limited and do not cover all the needs of the users. 
6.8 Unlimited downloading services: Given the competitive disadvantage that wi-tribe has, it can start offering unlimited downloading services.  The caps and limits can be removed in order to offer much greater flexibility to the users.
6.9 Price offers: wi-tribe can start leading with change, and can offer better prices than its competitors. The low price offers can help provide much more value to customers, and can help retain & acquire them. 
6.10  Merger with a Telecom Company: In order to provide bundled services, wi-tribe can try to merge with a renowned telecom service provider. This would prove to be an important source of growth and would allow the company to set a trend for other broadband companies to follow.
6.11 Localized Advertisements: The advertisements can be entirely localized to suit the specific requirements of the market. Such advertisements need to be developed that connect with the target audience, and help generate interest amongst them. Local themes, ideas, and words can be incorporated. Rather than outsourcing the development of advertisements, an in-house agency can be maintained in order to have much more of direct control over the end result. 
6.12 Event sponsorships: wi-tribe can adopt similar PR models to that of the telecom companies. Public events such as “concerts” can be sponsored in order to bring in more of visibility and publicity for the company.
6.13 Rigorous sales training: The sales representatives can be rigorously trained, such that they properly understand their area of responsibility and generate leads in appropriate areas. There have been complaints, where the sales representatives have sold connections to individuals whose areas weren’t even covered. This created un-necessary confusions & discontentment amongst potential users. Thus the sales persons can be trained to sell connections in the right areas and use less of “push tactics”, since they never really work out. 

6.14 Personalized customer care services: The customer care services can be personalized to suit the specific requirements of the customers. Each complaint/query can be handled promptly by a specific customer care representative. In order to add a special personalized touch, customers can be wished and sent birthday cards on their birthdays, this can help develop a stronger bond between the ISP and the customers.
CHAPTER 7:
BEST POSSIBLE OPTION/RECOMMENDATIONS
Given the basic problem of “slow customer growth rate”, wi-tribe needs to fulfil its existing “service gaps” and simultaneously go beyond its basic service offerings. The company needs to correct all those issues that constrain its current growth, while exploiting sources of futuristic growth. Growth will not just come from within the existing customers, but also the potential users/customers. Thus, we recommend wi-tribe to try and satisfy both its existing and potential users. Following are the improvements and measures that we recommend wi-tribe to make:

7.1
The Caps/limits on downloading capacity need to be removed: one of the basic advantages of a wireless broadband service is the flexibility that it provides. If the downloading capacity is limited and constrained, the flexibility would just not be there. At present, wi-tribes service is considered less preferable, because of this very reason. The company claims to do so, in support of the “fair use policy”; that their users do not need such kind of services. Based on the focus group and otherwise, we recommend wi-tribe to change their stance and start offering “unlimited downloading services”. Perhaps, one of the major reasons why wi-tribe is not so popular and does not have a high customer growth rate is because of this very factor. If the caps/limits are removed, the users would be able to enjoy the flexibility that they deserve and the company would become as competitive as Wateen & PTCL. 
7.2
Increasing area coverage: wi-tribe needs to include more areas within its network. At present they are offering their services in a limited number of areas; there are users who might never be able to experience wi-tribes services because of a lack of area coverage. The service needs to be made available in smaller towns and areas as well, where other competing ISPs are not present. This will help in enhancing the overall customer base.

7.3
Correcting service quality issues: Given the nature of service being provided, the service quality issues need to be dealt with very proactively & tactfully. Broadband users are very sensitive towards the quality of services, and the signal strength. Since the previous research studies had concluded, that poor signal strength & low downloading speed were the contributory factors for churn, thus these needed to be corrected. A proactive approach needs to be adopted rather than a reactive one; the technical department needs to take proactive measures, such that there are no quality issues. We recommend the company to maintain regular checks and measures, adopt a more reliable technology & dedicate specially trained people to this task.

7.4
The USB Dongle should be offered on an instalment basis: Given the high device cost, we recommend wi-tribe to offer the USB Dongle on easy monthly instalments. The questionnaire results show, that users are interested in making use of this wireless device. Perhaps the usage is constrained because of the high cost. We recommend wi-tribe to spread the cost over one year and allow users to pay a portion of the device cost along with the monthly subscriptions. This will help in increasing the overall customer base of wi-tribe.
7.5
Long term contracts should be offered: we recommend wi-tribe to start offering long term contracts, from 3 months to 1 year. The long term contracts should involve a lower monthly subscription than otherwise. These contracts would help the company lock in revenue & retain the customers for a longer period of time. Respondents have shown a positive response towards the prospect of long term contracts, and thus this can be an opportunity for the company to acquire more customers.

7.6
Provision of Bundled services (Data, voice, and video): If wi-tribe wants to make a mark for itself in the broadband industry, it needs to explore the opportunity of bundled services. Triple play (bundled services) need to be offered. These bundled services would an all in one package, including telephone, cable TV & Internet services. This three in one package will provide users the convenience of getting all the services from one single service provider. The diversification will help wi-tribe grow and earn revenue from multiple services.

7.7
Long term Growth in second tier cities: Growth towards second tier cities such as Peshawar & Gujranwala can be useful but expensive at the same time. The cost of technology would be high, and thus the incremental cost per customer would also be high. According to Mr. Basit Hussain (Manager Research & Planning), it would cost roughly 1700 Rupees to service one customer. The income levels are much lower in the second tier cities, and the average prices of broadband services are also lower, thus a high priced service would not be welcome. We recommend wi-tribe to consider this as a long term plan, to be pursued after a year or so, when the technology becomes cheaper and the company becomes stable enough to offer lower prices.

7.8
Special Student Packages: we recommend wi-tribe to launch special student packages, since the respondents have shown a positive response to the student packages being offered by PTCL. 

7.9
Additional value added services: we recommend wi-tribe to offer value added services such as “Anti-virus services”. If such services are offered in place of a nominal fee, they would make the existing packages even more attractive to use.

7.10
Price discounts: we recommend wi-tribe to start playing on “price”, since price discounts have been considered as the most effective sales promotion activity. The company has claimed to compete in terms of “value added services”, but we recommend that price discounts should be offered. Wi-tribe should take a lead in terms of lowering prices, rather than following later. Special summer packages and discounted offers can be offered. The price offers will help provide much more of value to the customers.

7.11
Targeting corporate institutions: If wi-tribe wants to grow and expand its current base, then it should start targeting corporate institutions, such as “universities”. The educational institutes can serve as profitable sources of growth. Universities are often seeking reliable wireless service providers, and wi-tribe can exploit such an opportunity. Most recently Bahria University had issued an offer for such a deal. We recommend wi-tribe to respond to the tender notice and try and get hold of such valuable contracts.
7.12
Pass on the word:  “word of mouth” is something wi-tribe has always relied upon. Wi-tribe can make further use of this, by encouraging their existing customers to get more users on board. We recommend wi-tribe to launch a scheme whereby they offer a twenty percent discount to all those customers who get one more user on board. This way, the existing customers can help wi-tribe expand the customer base. Wireless broadband users are price sensitive, and thus such a discount can encourage them to market the service to others.

7.13
Best advertising concept:  As per the analysis wi-tribe has not been able to able to come up with any such creative Ad and the advertisements have been considered “average”. We recommend wi-tribe to launch a campaign, whereby the users are made to suggest creative concepts for the next wi-tribe Advertisement 2011. The participation should be limited to wi-tribe users only, thus encouraging more and more individuals to join. The winning Ad concept should be implemented and the winner should be made a brand ambassador for six months along with some prize money.

7.14
Birthday Fun:  we also recommend wi-tribe to launch a scheme whereby they personally celebrate the birthday of one of their loyal customer. A lucky draw should be held of all the users who have been with the company for a period of six months or more and one user would win. The lucky user should get a chance to have their birthday personally celebrated by the company.

CHAPTER 8:
ACTION PLAN
Since the problem of “slow customer growth rate”, can have many adverse effects for the company, it needs to be addressed as soon as possible. A period of “six months” needs to be allocated towards this corporate & business level improvement. The changes & improvements would have to be executed in a systematic manner. The following steps as part of the action plan will be followed to help solve the problem at hand. 

Time frame     
:  Six months

Responsibility 
:  All departments

Level of change
:  Corporate and business level. 

Targets:        


· Bring down the churn rate to 3-4 percent

· Increase the growth rate to an acceptable level

8.1 Companywide involvement: As a starting point, all the departments will be involved in solving the problem. A companywide meeting will be held including directors and team leads of all the different departments. The significance of the problem will be discussed in an open manner, and each executive would be awarded the right to participate and devise solutions. Based on the consensus of the meeting, each department will be assigned a different set of duties to be performed. The minutes of the meeting and the actions finalized will be circulated via the intranet. Thus, the target will be communicated on the corporate level, and all the departments will be designated their specific responsibilities. Each department would be expected to play a pivotal role in reducing the churn percentage & increasing the growth. 

8.2
Breakdown of departmental responsibilities into individual tasks & duties: Each departmental responsibility would be further divided into individual roles & tasks that would have to be performed.

8.3
Contacting the churned customers: A random sample of 100 individuals will be selected from the “database of churners”, and they will be personally contacted. The possible reasons for discontinuation will be gauged and communicated back to the company. Department specific problems will be outlined, communicated and corrected. 

8.4
Setting up a fully computerized system for managing the “tickets”: A “ticket” is generated whenever a customer is faced with a technical issue. The current system is partially manual & computerized. As part of the action plan, a fully computerized system will be set up, which handles the “tickets” in an orderly manner. The system will help monitor the exact status of each “ticket”, to ensure that each technical issue is handled on time. 

8.5
Acquiring new wireless equipment: In order to offer unlimited downloading services, the company will have to acquire a different type of wireless technology. All the possible equipment suppliers will be studied and the best will be selected.

8.6
New product planning, testing & development: The feasibility of providing “anti-virus services” will be worked out, technology and processes will be aligned accordingly. The services will be tested on some control groups, priced appropriately and then launched.

8.7
Implementation of service quality checks & measures: The technical department will be made to implement all such checks in order to improve upon the service quality being offered. If a service quality issue is faced, then a technical representative will be sent to the customer as soon as possible.

8.8 Partnership with a telecom company for the provision of bundled services: wi-tribe will contact the respective telecom companies and will try to engage one in a partnership. The technology & processes will be put in place by the product & the IT department.

8.9 The Customer care services will be revolutionized: The customer care representatives will be trained to provide better services to the customers. Customer care representatives will be offered a different method of dealing with customers. Personalized services will be offered to the customers, with special recognition on birthdays. The customer care representatives will be made responsible to personally wish the customers, and cards will be dispatched on the specific addresses.

8.10
Feasibility studies for growth in second tier cities: Different feasibility studies will be carried out, in order to study the possibility of launching services in other cities. The research department will be designated this role. Once the company is more financially stable and gets a go ahead from the corporate heads, the formal launch will be executed.

8.11
Re-allocation of funds from the marketing communication budget towards the service quality improvements and new offerings.  

8.12
Allocation of funds by the finance department: Funds will be released for the respective changes, after approval by the corporate heads. 

8.13
A system of “loyalty cards” will be developed, and handed over to the long term customers. These loyalty cards will be promoted via direct mail and television advertisements.

8.14
Response towards the tender notice issued by Bahria University: The company representatives will follow up on that, get maximum details and negotiate a deal. Other potential corporate institutes will also be contacted in similar ways.

8.14
Monthly training sessions will be held for the sales Reps to ensure that they meet their targets and do not sell connections in the wrong areas. 

8.15
Pricing team will work out the details of all the new price offers, and the long term contracts. The details will then be shared with the product team, so that such offers can be launched.

8.16
The target audience will be clearly defined and communicated to all the departments, in order to reduce any discrepancies. The marketing communication will be aligned with the specific target audience and positioning.
8.17
Close monitoring of results, to assess whether the churn rate is going down and the growth rate is going up. Series of proactive and corrective measures will then be followed. This will primarily be done by the research teams, to study whether the changes have been effective or not. A bi-weekly meeting will be held and the results will be communicated to the specific heads.
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