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1 INTRODUCTION

1.1 Background

The heading of this particular project is ‘The Talking Companies: Discovering the Marketing, Services, and Branding of Telecomm Operators”. 

Other than providing basic knowledge regarding the background of Telecomm industry of the country, the aim of the project is to develop a strong and deep understanding of the various market entry strategies that have been adopted by the Telecomm companies’ overtime. It will explore the various means of foreign market penetration that can be adopted by a company such as Joint Ventures, Piggybacking, Ownership and so on, while explaining the necessity of understanding the meaning of provision of ‘service’ as well as coping with ‘brand marketing’ in this particular industry. It will also evaluate the social, economic, technological and political conditions that have to be dealt with whenever a company is to enter the market. This specific project has been proposed to benefit the upcoming Telecomm operators or entrants of the industry as well as those seeking an in depth understanding of the various linkages within the industry.

1.2 Problem Statement/Priority Issue

The problem statement of this project deals with discovering the importance of branding and services and gathering sufficient data for analyzing various marketing and entry techniques.

1.3 Objectives 

The main reason or motive behind this research on Zong, Telenor and Mobilink was to determine the market entering strategies used when entering into the Pakistani market, the problems that the Cellular Companies face in providing their services, the major service gaps that Mobilink, Telenor, and Zong are facing, and the importance of brand elements when a foreign company enters into a new market. The project will include the creation of hypotheses to assist the conduction of the research and for the complete and proper analysis of the survival necessities of these Telecomm companies. 

1.4 Research Methodology

“Research” is a word derived from the Latin word meaning “to know”. Its about answering certain questions like:
· What would I want to know? 

· How would I want to gain knowledge? 

· Why would I want to know this? 
There are numerous methods of conducting research including traditional, authoritarian, ideology, legal precedent, universal/absolute truths and myths. In fact, numerous logics depict what the research should include. The research also affects the researcher as it can be a part of their intuition, “common sense” or intra-personal processes. 

Research is normally carried out over a long period of time by the researcher as its commonly viewed as an established body of knowledge. It starts off with the provision of a background against which the knowledge can be evaluated. It allows researchers to communicate their findings to be compared with other researches and so on. 

The method of research is what sets it apart from other modes of acquiring knowledge. It’s a collection of tools, techniques, and methods and forms the basis for many research texts and courses. 
1.4.1 Types of Research

Exploratory Research

Exploratory research is done qhen a problem is not defined clearly or the scope of the problem is vague. It helps to find the best research plan, subject selection, information gathering methods and can sometimes also conclude the unreality of the problem in questions. 
This type of research can be exceptionally informal and relies heavily on secondary research including review of present data, qualitative approaches as discussion with consumers, management, competitors, employees and also certain formal approaches that include interviews, focus groups, case studies, projective methods etc. 
Although exploratory research does not provide us with results that can assist in the process of decision-making but such research gives you with significant data required to look into a situation provided. This research type can give us insight about the “why”, “when” and “how” anything occurs but cannot tell us “how many” or “how often”. 
Comparative Research

This type of research deals with comparing two or more things to discover something about the things in question. It makes use of several disciplines in one study.
The basic manner of comparison is the same for this type of research as in our daily practice of comparison. The similar cases are treated similarly, and vice versa. The thought to ponder on is that if one is unable to distinguish between two cases, this type of research will not produce helpful conclusions. 
Comparative research normally makes use of secondary analysis of quantitative data mostly because of the cost associated with obtaining primary data. 

Descriptive Research

Descriptive research is exceptionally common in many cases as a primary or exploratory study but is also considered an independent investigation since it targets describing social systems, social events’ relations, provision of background data about the concerned issue and provision of explanations.
Classification Research

Classification research aims to categorize the units in question into groups to evaluate differences, relationship explanation and clarification of social events or relationships. A few examples of this type of research would include ranking of groups in accordance with their attitudes, classification of people according to their body form and so on.
Explanatory Research

This type of research deals with the explanation of social relationships or targets to explain social events, advanced structure knowledge, test or revision of theory and so on. 
Casual Research

Casual research, also known as the ‘respected’ research type of social sciences explains the causes and consequences of social phenomena. It basically establishes relations between variables depicting that one is the case of the other and that they are highly interdependent; ones occurrence will cause the other’s occurrence.
1.4.2 Research conducted by the Researcher 

There are a total of six researches in all and this research that has been conducted is a combination of Descriptive Research, Comparative Research and Explanatory Research. The Descriptive Research which has been used, is to describe the whole telecom industry and how different new entrants entered Pakistan as well as how these new players are currently performing in regard to their competitors. The comparative research was hence used to establish grounds on which the players of the telecom industry are standing and the influence of these companies in comparison to their rivals. The third type of research, which has been conducted by the researcher, is the explanatory research. This research was undertaken to determine a connection between the companies. The validity of the both the hypothesis is tested through this research. 
1.4.3 Data Gathering Methods

The research was completed with the help of information gathered. The information was gathered by different processes such as; newspapers, magazines, textbooks, Internet search, telecom companies television Advertisements, studying their brand elements, conducting surveys from their customers and also interviewing some of their employees.

1.4.4 Analysis

The thorough information gathering and processing of data helped in developing analysis for the three companies.  Also, this analysis was done to testify the hypotheses, which have been mentioned earlier in the report. The literature review provided the strong and intense backbone for this research and appropriate analysis has been done in accordance to the strategies mentioned.
1.4.5 Limitations

The project analysis was started at the completion of our last semester, so it can be observed that some recent aspects might be not included in the research. Also as Zong Telecom is a new player in the market, we have collected primary data for the Zong company. 

2 LITERATURE REVIEW

To explain the effects of branding and service gaps on a firm, we have identified various aspects. Some illustrated aspects were positive, some negative and some were in the middle of the situation stating that both of these elements are exceptionally important for a product’s demand amongst consumers. Some of these aspects can be viewed with the help of the articles selected below. 
 “The importance of branding: beyond building customer loyalty, successful brands have the power to enter the consumer unconscious, weaving their way into the fabric of everyday life.” (www.thefreelibrary.com)
This article by Phil Phillips from Chemark Consulting speaks of Branding and states that it is a very important contributor to the prevalence of any kind of a product or a service being distributed by a company. (www.thefreelibrary.com)

Brand is also defined as “a means of identification”. A brand is also used as a trademark and is normally referred to as a second name that is entitled to that particular product by its manufacturer and consumers. (www.thefreelibrary.com)

However, at Chemark consulting, a brand is viewed in a completely different manner and is not solely restricted to being viewed as legal protection of the product. (www.thefreelibrary.com)
Brand management, in their view, should focus on molding the customer’s minds and perceptions/attitudes in relation to a product leading to buying behavior that is positive. To attain this goal, the managers should be well-informed about their end-users. The brand’s effect on buyers normally talks for its power. The power of the brand forces the customer base to ignore other products if this particular brand is not available. There are many examples of brands that have gained massive acceptance and developed huge customer bases and are used as action verbs, like ‘Xeroxing’ documents and ‘Fedexing’ packages. Similarly, Aspirin immediately reminds us of Bayer due to its brand power. (www.thefreelibrary.com)

There are two elements associated with Branding including external and internal. (www.thefreelibrary.com)

Internal brand elements include: 

- Relation to the customer’s brand description or Personality. 

- The social context related to the brand or the Culture. For example: Mercedes' "engineering excellence"

- What the brand depicts/says about us or Self-Image. For example: Driving a Honda rather than a Suzuki. 

Similarly, the external elements include:

- A brands physical characteristics that make us curious in relation to its functions or Physique. 

- Relation to the prospective nurtured customer or Reflection. 


- Relationship – or the brand should have a noticeable relationship with the end-user.

Advertising age carried out a study in 1983 that comprised of 25 companies that had earned phenomenal brand reputations in 1923 and were still strong in their industries 60 years later at either the top or the second position in their industries due to their powerful brands. (www.thefreelibrary.com)
Keeping in mind the external and internal elements mentioned above, Sherwin-Williams remained the top brand in architectural paints in U.S. from 1983 to 2006. Keeping at the first or second slots in their respective industries in terms of branding were Coca-Cola Soft Drinks, Gillette Razors, and Kellogg’s Corn Flakes. Interestingly enough, out of the 25 companies in the survey in 1983, the five companies mentioned above made it with the number one or two slots through 2006 while the rest lost their slots at the same time.(www.thefreelibrary.com)
The other companies/brands slipped to number three or lower positions in lesser time. These companies include Singer Sewing Machines, Eastman Kodak Cameras, Goodyear Tires and so on. (www.thefreelibrary.com)
As can be observed through these facts, powerful brands stick around for a longer period of time, even decades but if not taken care of in the right manner, they can loser their identity. The concept of brand loyalty has become excessively fragile in today’s competitive era than it ever had been before. It’s maintenance has become exceptionally difficult.(www.thefreelibrary.com)
Brand loyalty loss can be exemplified with Sherwin-Williams’ acquisition of Pratt & Lambert Paint Company. The number one company in size, Sherwin-Williams, took over a smaller company that had a higher ranked quality image. The question arises whether Sherwin-Williams be able to maintain their image or lose the brand value purchased. (www.thefreelibrary.com)

Durable brands are exceptionally attractive to the regular customer. On the other hand, new brands have to deal with costly marketing for a breakthrough in the market. (www.thefreelibrary.com)

The second article adopted for projection in our project is relevant to the impact of service performance which is as follows:

"Assessing and improving service performance for maximum impact: insights from a two-decade-long research journey" (Parasuraman, 2004)

This article, by A. Parasuraman, from University of Miami, Florida, talks about assessing and improving the performances in services through reducing quality gaps. The research states the following:

- With the assistance of interviews and insights attained from broad focus groups of customers and senior executives belonging to various sectors, the research team came up with the GAPS model. This model states that the gap that deals with the customer’s expectations from the service and perceptions (Gap 5) happens due to a series of shortcomings within the organization of the service provider (Gaps 1-4). Hence, the correction of those shortcomings will result in the closure of Gap 5.  (Parasuraman, 2004)
- A need to establish a measure for analyzing how the customers perceive the quality of service was deemed important by the research team. For this purpose, they established a string of experiments that resulted in SERVQUAL. This is a two-part instrument that is viewed in 5 dimensions. It is used to analyze or measure the expectations and perceptions of customers with the service attributes grouped with the 5 dimensions i.e. tangibles, assurance, empathy, responsiveness, and reliability. This tool has become excessively useful as a measure of balance for assessing quality. (Parasuraman, 2004)

- SERVQUAL was followed by an extensive study of the 4 internal gaps. The main idea was to discover the actual cause for the gap’s existence. This study was carried out with the help of various organizational units as well as the analysis of organizational behavior. As a result an extended GAPS model was formed which contained consisted of a list of shortcomings contributing to the gap. This model is extremely helpful in the diagnosis and closure of the gaps. (Parasuraman, 2004)

- Another phase established that the end-users did not only succumb to a single expectation but in fact carried with themselves a range of expectations. If labeled at the tolerance zone, the top contains the desired services whereas the bottom contains the adequate services. A service falling within the zone and or above the desired services is satisfactory and pleasing for the end-users. However, a service that falls out of the tolerance zone normally leads the end-user to look for another service. (Parasuraman, 2004)

These phases led to the refinement of the instrument with the conclusion of the following features of service quality:
· The desired service level.

· The minimum service level acceptable to the customer.

· The perceived level of service offered.
When attained, they establish a tolerance zone for each SERVQUAL dimension.

The research team went on to document multiple aspects that had an interrelation with the remaining aspects in one manner or the other. The research concluded with a ‘SQ information system’ containing transactional surveys; mystery shopping; new, declining, and lost-customer surveys; focus group interviews; customer advisory panels; service reviews; customer complaint, comment, and inquiry capture; total market surveys; employee field reporting;

employee surveys; and service operating data capture.

Hence, for libraries to excel in the provision of service to end-users, they should recognize the most useful channel for user interaction which can differ by user and transaction type. They should also understand that the type of e-service expected by the end-users is more in-depth and involves more than having a good website. They should also be well aware of user’s and employee’s acceptance for technology based systems of service. Hence they should work to capitalize on technology. They also need to remove the barriers that result in poor service. The libraries need to make use of many methods to listen to and understand users and their needs. Most importantly, the service expectations of users should be understood and the level to which they are being met. (Parasuraman, 2004)

2.1 SERVICES

Services can be defined as a collection of deeds, performances and processes. These services can be a part of the main product, which is being provided, or the service itself can be a core product. There are five characters of a service; Lack of ownership, intangibility, inseparability, perishibility and heterogeneity. (www.themanager.org)

SERVICE GAPS

Services are hard to handle compared to products. There are other problems associated to services, which can give birth to gaps that are very difficult to comprehend. (www.themanager.org)

Quality of Service

This is the most important concept but also it is difficult to define and measure. Though, it can be defined in various methods how the service can meet the expectations. We can get hold of it such as by measuring as the difference in customer expectation and the perception of service. Measuring the quality of service helps in comparing the before and after changes. For this, The SERVQUAL approach is the mostly used method. (www.themanager.org)

2.2 Model of Service Quality Gaps
 The concept of service quality basically caters seven major gaps. These gaps have a direct connection with the customers and they are listed below:

· Gap1: The expectations of customers versus management perceptions
It exists when there is a lack of productive market research direction and also due to the reason of inadequate communication in upward direction.

· Gap2: The perception of management versus service specifications
This gap is came across as a result of inadequate amount of commitment shown to quality provided by the service or not provision of standard maintenance also due to absence of setting specific goals.

·  Gap3: Service specifications versus the delivery of service
This occurs on the basis of uncertainty of the role or presence of any sort of conflicts. It might also be due to poor employee-job fit or technology-job fit.

· Gap4: Service delivery versus the external communication
This gap is there due to the too little horizontal communications.

· Gap5: Difference between customer expectations and their perceptions of the service delivered
If there is any kind of pressure or influence exerted by the customer or there is faced any kind of inefficiency by the service provider, we face this gap. This influence or the expectation maybe due to personal needs or any kind of past experience, with the product.

· Gap 6: Discrepancy between customer expectations and the perception of employees’
The gap is a result of the differences in the understanding of customer expectations by front-line providers of service.

· Gap7: The Gap between employee’s perceptions and management perceptions
This happens to be when there is any kind of misunderstanding in the management perceptions in regard to the customers' expectations. (www.themanager.org)
2.3 BRAND MARKETING

A brand is the symbolic representation of any kind of offering by the company. This is a way of marketing which includes representing the company's name in a unique way either bye designing the logo or using other visual elements.
A brand also is the representative of the perception of product in psychological terms, known as brand image. It is the construct of the product in the minds of the people also the expectations associated to it. That is why the most important task of researcher is to align the product with the consumer's expectations, which he does by branding. (www.wikipedia.com)
2.4 Brand Elements

Logo

Logo is an important brand elements known logotype (logo). Logo has to be set in a special style or font, which is easily readable and understandable. The Brand element has to be distinguishing from other competitors in the same industry.

The organization must protect its brand logo with the help of registration. With the help of this no illegal use of the logo can happen. Once the brand image is developed in terms of the organization it can be a valuable asset known as intellectual property.

People are in a mistaken belief that considering logo as just a symbol. A logotype can consist of name only or a name and symbol. (en.wikipedia.org)

Slogan
There are some slogans which are included in the logo. In this case it is known as a claim or tagline. This helps in supporting the image of the brand. There is a basic difference between slogan and brand slogan; the later remains the same for a very great amount of time however, the slogan is linked to different products/services offered by the company. (en.wikipedia.org)

Monograms
It is a design made by corresponding or combining two or more letters or other symbols to develop a monogram. They can also be formed by combining the initials of the name of the company. (en.wikipedia.org)

Jingles
It is a catchy way of advertising a brand in a melodious way. This is used on radio or Televisions. This way helps memorizing the product/service in the minds of the potential as well as present customers. (www.google.com.pk)

Brand Perception
The most important brand element is the perception that the customers take home. This can lead to success or complete failure. The key to a successful brand perception lies in the fact that the perception that clients entails is parallel to what the company wants to represent. For complete success it has to be comprehensive and clear. Developing a proper brand perception is a long term process and requires greater strategy. (www.wikipedia.com)

Brand Personality 

It is related to the brand image which is formed in the mind of customers. Once the image is formed it is very difficult to change the image.

Brand Personality unites the brand to the customer. There is an association between the brand personality and the personality of the clients. Brand Personality develops by an amalgamation of marketing communications and definite experience with the brand. (www.wikipedia.com)
3 INDUSTRY OVERVIEW/ANALYSIS

3.1 Market Analysis
Pakistan came into being in the year 1947, its creation led to the birthright of great British Post, Telegraph & Telephone (PTT), which only had started with the installation of 7000 telephonic lines. The in 1962 it divided into two parts i.e. Telephone & Telegraph Department and the Postal departments. In 1991, under the PTC act the department was further reorganized and private companies came into play respectively. The noncore services were granted license, these included services like, Paging, Data Network Service and manufacturing of telephone exchange. In the 90s,Paktel and Pak com (Instaphone) were given the license to operate as cellular companies. 

The dawn of internet and its practice helped the Global Telecom scenario during 1995. Telecom monopoly was no longer able to fight the entry of new innovatory technologies. The internet enabled the Voice mail and email to become the part of PTCL .

As of now there are six cellular companies operating. There has been an incredible increase in Cellular market. 

(www.pta.gov.pk)

3.2 Pest
The analysis of the Pakistani market is vital to understand the strategies adapted by foreign Cellular Organizations, therefore the focus has been throen upon the Political, Economic, Social and Technological market conditions

Political Factors
In 2004, about 182 licenses were issued to 66 companies, which also include Telenor and Zong. These licenses allowed foreign investors to enter the market and has also

increased competition among the local companies who have

indulged in a price war. This  helped the Telecomm sector

grow instantly.( www.pta.gov.pk)

Economic Factors

A country's economy has a very critical connectivity with its political conditions. The economic factors have added to its political instability. 

At first Paktel and Instaphone were leading the Telecomm sector, until Mobilink entered the market in 1994.Mobilink targeted Executives class and expanded into the market with its competitive advantages such as GSM. 

The buying behavior of the consumer has increased substantially. The credit can be given to the amount of Multi Nationals that entered the Pakistani market and catere with employment opportunities. This granted the individuals with more buying power. 

The companies like, Ufone, Mobilink, Paktel, were not working upto the mark. However, they were competing to gain shares of the markets through lowering their prices and changing their images. ( www.finance.gov.pk)

Social Factors

Social factors take into account the buying behavior and affordability of the consumers. The buying behaviors of Pakistani consumers are influenced by their social circles. Cell phones with post paid connections have become very vital. Mobile phones have become a fashion statement. 

A few years ago, the general public could not have thought of buying cell phones due to their prices and expensive connection charges, along with technological confusions like, between AMPS and GSM. However, Ufone provided consumers with affordable connections for the lower class. Following suit, Mobilink also lowered its prices.
For the Mobile companies entering the market, the social changes in the country were welcoming since they noticed that the possession of mobile phones and hence cellular connections had not just become a trend but a necessity and luxury that nearly every age-group can not do without.

Technological Factors

The awareness of Information Technology led to the awareness of in terms of the existence of various kinds of softwares, hardware’s and electronics involved in various industries. 

Instaphone and Paktel the first market entrants, had  gained access to the technologies and the later entrants gained a paved path. The new entrants were not facing any difficulties, since the suppliers of Motorola, Siemens, Ericsson etc. were incorporated already and were helping the technical part for the Telecomm industry. 

Anyhow, all of the companies had to have their own transmitters set up in different areas of the country. Mobilink, founded as the initiator of GSM had to beat its competitors in establishing this new technology. However, the rest of the companies, such as Telenor and Warid were unable to beat their competitors.

3.3 SWOT ANALYSIS OF MOBILINK, TELENOR AND ZONG
	SWOT analysis of the three companies

	Mobilink
	Telenor
	Zong

	Strengths
	· First Mover’s Advantage

· Well Established Brand Name

· Familiarity of customers

· Largest Network

· Large Customer Base
	· International Experience

· Strong brand name

· One of the Top 12 players internationally

· Understands consumer demands due to late and strategic entry
	· Low rates nation wide

· Strong image of parent company

· Network portability



	Weaknesses
	· Inability to sustain large network and subscriber base

· Highest prices in the market

· Frequent breakdowns in service

· Brand image being affected negatively 

· Only recently started GPRS and MMS 


	· Weak Service

· Was unable to live up to the expectation at its launch

· Less coverage


	· Image is associated with Paktel ( which is not that positive)

· Bad MIS



	Opportunities
	· Can capitalize on established brand name

· Can retain consumers through building relationship marketing


	· Potential market great

· Expand network to include more areas

· Joint ventures with handset companies
	· Expanded network globally

· It can cover Pak China border



	Threats
	· Fierce competition (both from cellular and WLL providers)

· New entrants

· Existing customer base may switch to a competitor 
	· Fierce competition (both from cellular and WLL providers)

· New entrants

· Poor service may create a permanent bad image for the brand 
	· Fierce competition (both from cellular and WLL providers)

· New entrants 




3.4 PORTER’S FIVE FORCES MODEL
This model is one of the important model used to determine the competitive environment that is existing in the respective industry.

Suppliers and their Bargaining Power

This is an exclusive idea however; the product that is being offered is more or less the same. In Pakistan there are many suppliers of Telecom which results in minimizing their bargaining power and thus leads to compromise on price margins. The customers use the suppliers for the promise on the superiority of service that they provide. They are also chosen on the fact that how well they cope with industry pressure in terms of innovation as well. Due to this reason the customers scan the suppliers on his know how and select the one most appropriate for him/her.
Customers and their Bargaining Power

In service industries the customers enjoy a high bargaining power because the customer can easily switch if not satisfied. But in some product ranges such as the pot-paid connections, the manufactures can charge a higher price for this very product. So the bargaining power of the customers varies according to the product range offered by them.

Threat of New Entrants

This is a constant and most came across threat to an organization as an entry barrier. The competition is completely based upon few determinants such as;
· Quality

· Price

· Acquiring Licenses

· Public Relations

Therefore it is technical to enter in such an industry cause of the high initial costs, such as that of the licenses, which have to be paid initially. To take advantage on the other operating suppliers in the industry the above mentioned determinants are very important.
Threat of Substitutes

There is also constant threat of substitution is present. But since the cellular phones are so much in demand and are perceived so different, the threat is comparatively relative. GO CDMA and WLL are definite substitutes for the companies.
Competitive Rivalry between Existing Players

As we all know that there are 6 companies that provide the same product with some changes in prices which are even very close. Hence, the competition is very high. All of these companies are frequently adding new value added items so as to get the maximum share and become the leader in the industry. In this context the existing leader is Mobilink and its lead cannot be taken over so easily, other companies would thus have to clearly define their strategies and add new features in their connections to attract the customers and retain them.

[image: image1.wmf]
Figure 1-1 (Porter Five Forces Model)
Source: (http://www.themanager.org)

3.5 Telecom Sector of Pakistan
In Paksitan, the Telecomm sector has emerged as the the fastest growing sector. This change came about after letting the private sector in for their operations. It is exhibiting a positive yet slow growth in revenue, teledensity and subscribers over the past few years. The total density was viewed at 60.6% at the end of the third quarter of March 2009. Meanwhile, the cellular segment is leading with a share of 93.7%. (www.pta.gov.pk)

Cellular Mobiles
Pakistan has currently five cellular mobile operators that are using GSM technology, including Telenor Pakistan, PTML (Ufone), China Mobile Pakistan, Pakistan Mobile Communication Limited. However, the sixth operator, Instaphone is using D-AMPS technology. EDGE services are being offered by Telenor and Mobilink whereas GPRS services have been launched by the GSM operators. R4/NGN network is being deployed by some operators in the core network. (www.pta.gov.pk)

There are six mobile operators in the northern areas while including five Pakistan GSM operators who are giving the services. Since 2003, SCO is the incumbent Mobile Operator. Mobile licenses were issued to the Pakistan operators after the 2005 earthquake. 

The 3G mobiles are using the UMTS technology as GSM technology. Also the frequency allocation board is busy with the clearing of core 3G band which it will be done with quiet soon. This band will be given to only three operators based on the auction procedure. This process was completed by 2008 and also it was started over by the auctioned operators in 2008. (www.pta.gov.pk)
Several initiatives were provided by the PTA to boost the cellular industry which included the implementation of the CPP regime in 2001; considered a huge milestone in the country’s mobile sector. Hence, the table depicts the massive boost observed in the market. (www.pta.gov.pk)

Foreign investment has a vital involvement in the growth of the Telecomm sector of Pakistan as can be seen in the recent years and is a resultant of the allowance of licenses by PTA. (www.pta.gov.pk)
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Figure 5-2 FDI 

Source: http://www.pta.gov.pk
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Figure 5-3 (Subscriber Base)
(http://www.pta.gov.pk/)

Prices

For a customer to accept a product, its pricing plays a massive role in their minds. The products quality is considered proportional to its price, however, at times the quality is also considered high irrespective of its price. This is due to many reasons including:

· The customer’s ability to think and react is affected highly by their environment. 

· The customer’s thought process is nourished by the influence of the coordinates. 

· The consumer’s thinking habits are developed by the type of products available to them. 

The post-paid connection packages prices of Mobilink, Telenor and Zong are mentioned as below:

	  
	Mobilink 
	Telenor 
	Zong

	Line Rent 
	100
	100
	100

	  15% GST 
	15
	15
	15

	Total 
	115
	115
	115

	Free Minutes 
	100 
	100
	100

	Free SMS 
	0 
	0 
	20


Security Deposit (Rs.) 

	  
	Mobilink 
	Telenor 
	Zong

	NWD 
	1200 
	1000
	1000 

	ISD 
	3500
	3000
	1500

	International Roaming 
	20000 
	20000 
	15000


Sources: (www.mobilinkgsm.com, www.telenor.com, www.zong.com.pk)

The table depicts that the prices of these companies have lowered when compared to those at the time of their initial operations. Moreover, new entrants are also coming up with exceptionally competitive prices which are extremely low with package attractiveness for the customers. A huge number of Mobilink and Telenor customers, though satisfied with the prices provided by their connection providers, do opt for more than two connections which has led an increment in the buying power of the general population. This, in turn, has increased the connection usage to more than 10 Million. 

Due to the strict regulations enforced by PTA for new entrants to offer low prices to the customers, Telenor and Zong accepted the entrance of the market with penetrating prices. A new entry would never be able to gain any share of the market if they assume the strategy of high priced packages due to the trend of low priced packages set by the already present competitors in the market. Therefore, in order to survive the new entrants have to make do with rock bottom prices with innovative and attractive packages.

4 ORGANIZATIONAL OVERVIEW

4.1 MOBILINK
Mobilink came forward as a company to start its operation in Pakistan in 1994. by the end of 2001 mobilink had a ingraved its share in market to around 40%. The management control was taken by the Orascom group in 2001, from then on the company had changed the market dynamics drastically. Thus due to its unique strategies and capabilities the company made its name and had an exceptional growth which made it a market leader. It was the first in the market to operate a 100% GSM technology.
Market Size

Total size of the mobile market is 95.69 million in a realm of 152 million people approximately. For this reason, the market penetration is only 6.4%; this clearly displays the potential in the Pakistani market. Mobilink leads the market (30.4% market share) with its two brands, Indigo and Jazz.
Mobile Operators

Mobilink was the third entrant in Pakistan after Paktel and Instaphone in 1994. Mobilink penetrated the market as the first GSM operator and introduced many new services like SMS and true international roaming in Pakistan as a new concept. 
Network Coverage

Mobilink is the leader with digital coverage extending to over 320 cities which covers 90% of the urban population. The largest domestic coverage is enhanced by extensive International Roaming agreements to widen the connectivity horizons. 
The Mobilink Brands

The Mobilink brand portfolio consists of two strong brands, Jazz and Indigo. They both cater to the prepaid as well as postpaid market respectively.
When Jazz was first launched in 1999, the concept of prepaid telephony was still very fresh. As there was only one prepaid product pre-existing in a market. The pre-existing product was generally unaware of its potential advantages. Mobilink Jazz effectively developed the market, educating them about the advantages of having a prepaid connection. The advertising communication for Jazz revolves around the concept of Jazz being a popular brand among the masses, which holds a special place in the heart of the customers. The brand connects the emotions of millions of people and has acquired a community position. The new selling line of “Jazz – Aur Sunao” an Urdu phrase which entails to “tell me more” is a indication of the fact that Jazz urges its family of customers to talk more and more, and stay in touch with their loved ones. 
Mobilink re-entered the postpaid services under the  brand name, Indigo. Indigo is the innovative cast of communication, which provides customers with the ultimate power of communication. Mobilink Indigo take cares of the needs of not only Pakistan’s leading corporate organizations & high profile individuals but with offerings like complementary connections, it aims to keep its subscribers always linked. 
Sales Strategy

The "franchise" concept was brought to Pakistan's mobile industry for the first time by mobilink. Also it is operating the biggest network of franchise here. Each franchisee is adequately equipped to process sales, collect bills and offer other customer services. 
Social Responsibility

Mobilink is fulfilling a role as socially responsible corporate entity by paving towards a goal of bright and healthy Pakistan. It has worked to support Shaukat Khanum Memorial Cancer Hospital & Research, “Umeed-e-Noor”- a trust for special kids, Islamabad Cricket Association of the Blind, a heavy donation for surgical buying to the Agha Khan Foundation and a lot more. Mobilink also took part in The village phone program with the help of Khushhali Bank, a leading micro finance bank. Pakistan Telecommunication Authority greatly appreciated this program and showed great interest in its development initiative. 
4.2 Zong

China Mobile launched its operation as Zong. China Mobile is world's leading operator with a customer base of over 300 million. The most distinctive features of China mobile is to offer custom made products, services and tariffs in order to match the individual customer requirements of its huge subscriber base. This gives them the ability to build strong customer loyalty which provides profitable returns. They offer a diverse range of payment/tariff choices to choose from according to one's usage pattern, purchasing power and usage nature. China Mobile opened its first subsidiary in Pakistan which has the license to operate voice, data and all value added services in the whole country. Pakistan is a key market which is likely to offer extensive growth for the company. ZONG, was launched with an aim to maximize profits by targeting every niche of Pakistani market through offering packages which no other mobile operator would provide. Their packages truly sets them aside of other mobile operators in Pakistan. Hence, this works as their Unique selling proposition.

Vision

"Zong's vision is to make communication exciting and become the leading mobile operator in Pakistan"

Brand Values

· Trust 

· Worthiness 

· Respect 

· Responsibility 

· Team work 

· Communicate openly

Mission

"To be leading mobile operator of Pakistan by continuously innovating and offering exceptional quality services; to be a good corporate citizen and envoy of friendship between china and Pakistan."

4.3 TELENOR
Telenor Pakistan, a subsidiary of Telenor ASA (Norwegian Company) was granted the NOC (License) in April 2004. After establishing their infrastructure it launched the first commercial services in Islamabad, Rawalpindi and Karachi on March 15, 2005. 
Telenor Pakistan is determined to offer excellent quality mobile services in order to capture market share and restrict the existing consumers from switching to other mobile operators (Mobile Churn). 

GOALS

The goal of Telenor is to create shareholders value through the serving of customers, partners and the general public interest. 

CORE VALUES

Dynamic
Dynamics take account of insight and active involvement with an aptitude for implementation.

Innovative
Being inventive means continuously being on the watch out for new opportunities for development and growth.

Responsible
Being responsible means hoist realistic expectations, deliver as pledged.

5 IDENTIFICATION OF ISSUES

5.1 HYPOTHESIS
H:1 “The organization’s key to success in order to reach its maximum potential lies in minimizing/removing service gaps”
H:2 “Brand elements are exceptionally important in attaining competitive advantage in today’s competitive environment.”

5.2 SERVICE GAPS ANALYSIS

Service gaps are crucial when it comes to determining the shortcomings of companies, institutions or organizations. These gaps assist in discovering the lapse between the expected/desired results and the actual ones. Hence, it provides the company with insight to improve their operations according to the perception and requirement of their customers. 

Gap Number 1 

Customers’ expectations versus management perceptions

Customers perceptions are the reason why the company survives or fails. A company works to attain a positive place in a customer’s perception. However, that place cannot be attained if a company does not research on the requirements of their target audience which results existence of a gap between services provided to the customers and their actual demands. Warid Telecomm failed because it created such a gap by providing them with 30 sec billing though they required free weekend charges and sms’s and so on; whereas Mobilink, Telenor and Zong are keeping their customers in view when developing their custom packages that cater to every individual in one way or the other. 

Gap Number 2

Service specifications versus service delivery

To explain this we can take a supportive example i.e the services provided by Zong that are barely upto mark because they give more focus to selling their connections while the technology does not follow it at that rate. There are massive network failures which cause the system to hang for days. So, it is observed that the service, which is delivered to the customers, is not what the company is providing to the customers.  

Gap Number 3

The discrepancy between customer expectations and their perceptions of the service delivered

Customers always expect more from a company than it is providing. So is the case with all three companies under consideration, which are Mobilink, Telenor and Zong. For example Mobilink, although is providing exceptional services, does not provide its customers with comparatively low rates. This motivates the customers to move onto other operators in search of lower rates such as Telenor and Zong.

The service quality of Zong is not considered upto the mark which both the company initially promised. Although customers purchase the connections from Zong and Telenor, most of them are switching back to their old connections of Mobilink. Many customers also complained initially that the credit deducted for the calls and the sms’s sent were a lot more than the rates given by Telenor and Zong. Thus, it is obvious that many of gaps are there in the services of all of the companies in one mannerism or another which they need to overcome to fully penetrate the market.

Gap Number 4

The discrepancy between customer expectations and employees’ perceptions
An example that can explain this gap can be taken from when Mobilink was initially introducing its GPRS service. Obviously, the customer expected the Customer Service Representatives to have thorough knowledge of the GPRS service. Customer Service Representatives are taken as the front end of the company and are exceptionally important to the company. 

The customers could not get their GPRS issues resolved as the pre-requisite of the deficient knowledge of the CSRs and which created massive gaps between the company employee’s and their customers. One customer was suffering from the same non-connectivity issue and asked the Customer Services Representative to call the manager since they were unable to provide the customer with the solution. However, the employee quickly disconnected the call assuming that the customer will make a complaint. This attitude obviously put a negative impression on the customer, creating a gap between the customer and the company.
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5.3 BRAND ELEMENTS  
BRAND ELEMENTS OF MOBILINK

Pakistan Communication industry is at a new era and thus defining the brand elements with greater clarity. Mobilink is sharing its renewed values and new identity with its customers as; 
Mobilink GSM – Reshaping Communication
 Mobilink after its inception in 1994 has continuously being growing. The company is not anymore just a cellular organisation but due to its brand recognition is a preferred product for the people. It is a brand identity for its Loyal customers and providing best communication services. Mobilink’s logo encompasses its customer’s hopes, wishes and dreams. They are capitalizing their efforts on bringing life to the hopes and dreams of their customers and thus bringing then together in return. 
The Mobilink World is encouraging its customers to create bonds and talk more. It is the company that has the major market share in Pakistan. Mobilink covers almost the whole urban zone of Pakistan.
 Mobilink is using the new lively, rich and unique brand colours. The color scheme of Indigo signifying "its re-birth and its unique stature" in the Pakistan telecom industry. 
Mobilink’s other package comprises of the prepaid “JAZZ” connection. This package was introduced in Pakistan in 2000. Its focusing on the youth of country which is a revolutionary step in expanding the company’s customers. The colours used in the logo are bright yellow and red which represents fun and entertainment. One of the important things that these colours also represent are the different occasions such as basant etc. 
The tagline of Mobilink JAZZ “Aur Sunao” reflects that the prices of JAZZ are low as compared to mobilink’s other packages. 
Mobilink acknowledges that the previous year or so they had met many hardships to sustain a prosperous image and growth. But now the are sure of the fact that they are equipped to play for their dreams i.e. attain leadership and rapid growth.  Mobilink is certain about its new image and states that “Our new look and feel is reflective of our new vision and thinking.” 
BRAND ELEMENTS OF TELENOR     [image: image4.wmf]
Telenor is a Norwegian company which took its toll in the Pakistani Market in April 2004 when the Pakistan Telecommunication Authority approved its license. It was then the company geared up in entering the market. At that time, all one could hear was the new entrants that were entering with penetrating prices, extremely good services and good packages etc. there are certain features or strategies that were adopted by the company that are worth mentioning.

The slogan that Telenor has is “AB CHAHO KUCH BERH KEH”, which shows that they are trying to tell their customers  that Telenor is here to provide them with high quality service and better quality connections with better prices, which are beyond customer expectations.

The parent company of Telenor is using this logo which means that Telenor aims at shrinking the horizons throughout the world, and Telenor being the quality source of communication for them. 

Telenor's logo is spreading the message of a thin tehni, which grows and sprouts leaves, which symbolizes vast boundaries and connection. Thus, Telenor wants to connect everyone through its quality service. Telenor has used small symbols in their advertisements, in the billboards and their posters which reflect the Pakistani feeling, this has aroused the patriotism. The verses used in their first advertisement of “Sitaron say agay thikana hamara” and “Bol kah lab azaad hain”, reflect our national poetry and the scene of a mela going on in a far flung area gives an impression that the culture of Pakistan is enclosed in that particular advertisement. The mela seems to take place in a haveli where a lot of people have gathered; here the traditional dhol walay and a Ferris Wheel are shown which seem to add to the festivities. The happiness on the faces of our Pakistani individuals seems to revitalize the event of the launch of Telenor. 
The colour bit of Telenor is also vital.Telenor  obviously had to come up or pick a colour, which were not being used by any other company, and also which would bring acknowledgment to their reflection. Telenor chose dull blue and bright yellow colors for their logo, representing zest and passion.
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BRAND ELEMENTS OF ZONG


China Mobile launched its first international brand in Pakistan, named Zong. Its motive was to come with notion of empowering and liberating the people of Pakistan. Not also this but also to become a part of their lives such that they totally change their way of life along with their perception. A change that anyone would desire but a little thought would be possible. 

Zong wants the people to communicate around with whoever they want without the tension of tarrifs or network problems. They came forwards with the core essence of unusual trend of customer services and extraordinary offerings in their products. Not only is their idea to provide with communication channel but also entertainment and interesting value added services.

The logo used by Zong consists of circles in blue, red, orange and yellow which are conjoining. From this logo the researcher has perceived that China Mobile has aimed to interlink their customer’s desires with full circle and complete results as expected. The circles also depict the completion of their goals and attainment of success for the company.

The jingles used by Zong are upbeat and their advertisements have always aimed to attack the competitors without having to use dancing and such other tactics to attract their customers like Mobilink and Telenor normally do. The company provides their customers with simple yet informative advertisements that appeal to the massive audiences. The taglines used by Zong, ‘Sub Keh Do’ is exceptionally catchy and up to the current scenario asking the audiences to challenge their services by speaking their hearts out without interruption and failures to the world.

5.4 Market Entry Strategies

Mobilink
Mobilink at one time had attained a monopoly in the Pakitan's telecom sector. It is still leading the market with 30.9% share. Mobilink was the first GSM operator and introduced many new services like SMS and true international roaming for the first time in Pakistan. Mobilink entered in a very corporate-level way. Being solely unique and new it had to convince the people to subsribe, which they easily did. Mobilink grew larger over time, because of its business strategies, such as the launch of the Jazz pre-paid. The "franchise" concept was brought to Pakistan's mobile industry for the first time by mobilink. It currently operates the largest franchise network in Pakistan with over 250 franchisee/national distributors (dealers operated service centers).

Mobilink had entered the Pakistani tele-communication market well enough by its unique marketing and advertisement strategies, when a multi-national Orascom. Even in lesser than the period of two years time Mobilink achieved an exceptional growth of almost 672% and attained market leadership.

Telenor
Telenor entered the market after acquiring the license bid of $291 Million in April, 2004. This Norwegian company created a lot of hype before entering the Pakistan. As it was said by many individuals that the company would offer very low prices for all its packages, which would create a lot of distress for Ufone and Mobilink, along with other operators. Telenor entered the Pakistani Market on the 15th of March, 2005. Before the launch of the company, even Ufone and Mobilink were slicing the prices of their packages and were ready to face a head-on competition with Telenor. Telenor entered the market with penetrating prices, excessive advertisements, high publicity and by spreading a lot of happening in the big cities. A 54% share held by its parent company Telenor ASA backed the company. 

The parent company would be providing support to Telenor in Pakistan. The biggest problem of maintaining a successful organization is to provide services which are differentiated and consistent, which is a promise of Telenor. Patronage a foreign company has also elevated the image of Telenor in the eyes of the consumers. 

ZONG

China Mobile’s ZONG, is the latest entrant in the Telecomm sector in Pakistan, and it plans manage a successful and leading telecommunication business that will focus primarily on the mobile market segment with their competitive prices. 

ZONG has entered the market keeping in view the introduction of various important aspects that were previously lacking in the industry. The company introduced the biggest Customer Service Centers of the industry that are using up-to-date technology to take care of their customers on a 24 hour/7 days a week basis. Mobilink and Telenor have not been able to yet compete with Zong in this regard though they have since uplifted their Customer care centers drastically. 

The most obvious and successful market entry strategy that has been utilized by ZONG was that of provision of low and unbeatable prices to their customers. With prices that forced Mobilink, Telenor, and Ufone to hit rock bottom, ZONG entered the industry and attained a hefty market share that was not being expected by the rest of the competitors. The company has very smartly and swiftly targeted the lower middle and lower class along with the upper middle class with their exceptionally low rates and is coming up with competitive tariff packages and plans that are keeping them in the game since their introduction in the market. 
5.5 Brand Perception Index

MOBILINK

Visual
	Attributes
	Weighted Avg.
	Rating (1-5)
	Total

	Connection Package
	0.4
	3
	1.2

	Colors of Ad
	0.4
	4
	1.2

	Logo
	0.2
	3
	0.6

	Total
	1
	
	3.0


Verbal
	Attributes
	Weighted Avg.
	Rating (1-5)
	Total

	Ad Copy
	0.4
	4
	1.6

	Customer Services
	0.25
	3
	0.75

	Word of mouth
	0.35
	4
	1.4

	Total
	1
	
	3.75


Experiential
	Attributes
	Weighted Avg.
	Rating (1-5)
	Total

	Connectivity
	0.5
	3
	1.5

	User Friendly
	0.25
	3.5
	0.875

	Service Charges
	0.25
	4
	1

	Total
	1
	
	3.375


Brand Perception Index (B.P.I) = Visual + Verbal + Experiential



   
      =
3.0 + 3.75 + 3.375



      
      =
10.125  

TELENOR
Visual
	Attributes
	Weighted Avg.
	Rating (1-5)
	Total

	Connection Package
	0.4
	3
	1.2

	Colors of Ad
	0.4
	5
	2.0

	Logo
	0.2
	4
	0.8

	Total
	1
	
	4.0


Verbal
	Attributes
	Weighted Avg.
	Rating (1-5)
	Total

	Ad Copy
	0.4
	5
	2.0

	Customer Services
	0.25
	3
	0.75

	Word of mouth
	0.35
	4
	1.4

	Total
	1
	
	4.15


Experiential
	Attributes
	Weighted Avg.
	Rating (1-5)
	Total

	Connectivity
	0.5
	3
	1.5

	User Friendly
	0.25
	4
	1.0

	Service Charges
	0.25
	4
	1.0

	Total
	1
	
	3.5


Brand Perception Index (B.P.I) = Visual + Verbal + Experiential



   
      =
4.0 + 4.15 + 3.5



      
      =
11.65

ZONG

Visual
	Attributes
	Weighted Avg.
	Rating (1-5)
	Total

	Connection Package
	0.4
	3
	1.2

	Colors of Ad
	0.4
	4.5
	1.8

	Logo
	0.2
	2
	0.4

	Total
	1
	
	3.4


Verbal
	Attributes
	Weighted Avg.
	Rating (1-5)
	Total

	Ad Copy
	0.4
	5
	2.0

	Customer Services
	0.25
	2.5
	0.625

	Word of mouth
	0.35
	4
	1.4

	Total
	1
	
	3.5


Experiential
	Attributes
	Weighted Avg.
	Rating (1-5)
	Total

	Connectivity
	0.5
	4
	2.0

	User Friendly
	0.25
	4
	1.0

	Service Charges
	0.25
	4
	1.0

	Total
	1
	
	4.0


Brand Perception Index (B.P.I) = Visual + Verbal + Experiential



   
      =
3.4 + 3.5 + 4.0



      
      =
10.9  

Analysis of BPI

From the BPI done above it is clear that due to Telenor’s strong advertisement it has a strong brand name in the Pakistani Telecom Market and due to this fact Telenor has a strong brand perception in the minds of the consumers. Also from this analysis the researcher has been successful in determining that the market leader in terms of strong advertisement, strong ad copy and strong word of mouth has enabled Telenor to be the market leader in the current scenario.  

This leaves Zong and Mobilink behind with second and third number. Despite the fact that Mobilink is doing heavy advertisement but it can not meet the standards that Telenor have built. It is cause of the reason Telenor is new entrant who entered with a heavy investment in its advertising and promotional strategies. The advertisement of Telenor was evident during the cricket matches between India and Pakistan where all one could see was the Telenor ads. The company has also invested heavily in their billboards and promoting their logo in such a way that whenever one sees the picture of some leaves on a branch of a tree, one can remember Telenor’s logo.

On the other hand the connectivity and service charges of Mobilink are very low as compared to Telenor, which is proving to be a problem for the company, today also as well as in the past. So this is the major problem which is taking place in Mobilink, which it should try to improve in order to enhance customer perceptions. Also the service facilities provided by Zong are not very good and the connection rate of their customer services is at all up to the mark as well. Hence all of this has added up to the fact that according to the BPI done, Telenor has the highest brand perception, after Telenor, Zong follow which despite having excellent advertisement strategies is not doing well due to its low customer service facilities.

6 Conclusion and Recommendations

For any firm to enter a market, it needs to give utmost attention to the form of market entry strategy that will be used. Research and hard work needs to go into the formulation of such a strategy because that will define the success or failure of these companies/firms. The companies must be careful to provide the quality of services that they have initially promised to maintain their customers. The thesis has identified the market entry strategies of Mobilink, Telenor, and Zong so as to understand the importance and path of their entries to assist in comparative research for future entrants. 

The Hypothesis 1 states that 

 “The organization’s key to success in order to reach its maximum potential lies in minimizing/removing the service gaps”

In light of our research, it is concluded here that this hypothesis holds true. If we keep all three companies under consideration in mind, we will be able to identify the authenticity of this hypothesis. For example, Mobilink has always maintained to lower the service gaps by the usage of unique features such like 3G to attract customers. Telenor has maintained consistent services since their inception since they realized that they need to attract consumers from the already present market leaders such as Mobilink. Similarly, Zong came into the market advertising low prices however did not focus much on its services. After they started losing their customers and their growth became stagnant, they then started improving their services in unison with the customers desires and are now gaining share again. Hence it is proven that these companies would not be able to survive the competitive market conditions if they did not focus on minimizing the service gaps and focused solely on lowering their prices. 

The second Hypothesis states that 

“Brand elements are exceptionally important in attaining competitive advantage in today’s competitive environment.”

Brand elements are playing an exceptional role in the success of companies. Everything that the consumer can relate to or view i.e. the logo, the slogan, the tagline, the colors and etc are essential for new market entrants and this has been also concluded by the BPI index research above. 

Mobilink entered the Telecomm industry with a flash of Red in its campaigns and its logos of its packages and overall brand were extremely attractive to the customers. Till about 2004, the company retained its customers through its red, blue and yellow colors and a focus on Mobilink being “the largest Cellular Company in Pakistan” as its tagline. However to wave off the competition, Mobilink started converting its Star Connection to Indigo, which stood for more elegance, class, style and with the Mobilink One World concept, claimed to unite everyone.

The latter market entires including Telenor and Zong, made use of massive and bold promotional campaigns and brand images that were hard to miss by the Pakistani consumers. Telenor used its free sms campaign to attract the customers alongside its attractive logo that included yellow and blue swirling branches that touched people’s lives. Zong advertised their logo and positioned themselves as an operator for the general population that allows them to re-connect with eachother through voicing out all of their opinions and statements. The logo that included interlinked circles in different colors depicted their target of all types of people in the country to achieve their desires. 

Comprehending the importance of brand elements in Mobilink, Telenor and Zong have helped them attain sales and good recognition easier than they would have expected. Hence, this hypothesis that relates the success of organizations with the power of their brand elements holds true for all of the companies under consideration. With the help of their strong brand elements, they have managed to associate with the Pakistani consumers, making home in their lives and providing them with optimum level of services and helping them attain success.

For the recommendations, the researcher would like to add that:

· Zong need to focus on talks with the PTA to attain permission to rent out their networks to other mobile operators for a specific time of the night since they do not have many low priced packages available at night to attract the youth and hence loose money at that end. With the outlet of network time to other operators, Zong can ensure a fixed cash stream coming their way. 

· On the other hand, they can devise such packages as those that are low priced and attract their consumers to use their connections at night for minimum prices. That can also help them maintain their consumer base and possibly increase their market share. 

· Zong also needs to position their brand image in a manner that creates an emotional connection with the audience. They need to follow suit with Telecomm operators like Telenor and work on the provision of more powerful advertisements than currently being deployed. 

· Mobilink needs to focus on increasing their switches in the country, to ensure quality for their customer base and to remove or minimize the service gaps that are created in the absence of these requirements. 

· Mobilink and Zong need to work towards retaining their customers through devising quality customer retention programs including quality services and unbeatable packages such as provision of discounts and such on each loading done by the consumers. This has to be applied as the retention of a customer costs about $2/person and attaining a new consumer costs about $12/person approximately.

· Telenor can improve their position by provision of services in regions that have not been reached by other Telecomm operators as yet such as the urban areas. This would help them in attaining the customer base far and wide in the country.

· Telenor also needs to fully understand and incorporate the local values and practices in their operations since initially they faced many setbacks due to the strict compliance with their International standards. 
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