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CHAPTER YV

CONCLUSIONS

5.1 Conclusion
The Lao market is open to foreign investors, so Telecommunications
Industry in Laos is facing many competitive challenges. It is a question what
policies and strategies to promote continued development of Telecommunications
industry in Laos’s in the next open telecommunications market. This paper
studied in this regard, by analyzing the Telecom Environment, and the hope of
offering recommendations to development of Laos’s telecommunications to
facing the “Porter’s Five Forces” .
For the four main objectives in this paper, some findings have been listed:
1. By using the Environment framework to analysis the environment of Laos’s
telecommunication industry. The Laos’s telecommunications industry for
decades and is greatly controlled by the government, which because the
telecommunication industry is considered to be pillars industry of Laos. Even
since the 1980s, the government has a lot of adjustment and reforms to the
telecommunications industry management system and the market structure,
which has experiences two reform phases, in fact, the market is still no real
competition, but a more extensive the government control.
2. The Porter’s five forces framework is used to make a further analysis of the
current condition of Laos’s Telecommunication Industry, by listing substitute

products and new entrants after the Telecommunication market has been
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opened. It’s not easy for foreign competitors to enter Laos’s market which
because the government will implement many policies to protect the local
telecommunication operators and support the development of their
competitive advantage.

. Third, because the gradual openness of the industry to foreign investors and
foreign competitors will reshape Laos’ telecommunication industry. We can
see that local Laos’s enterprises have a unique advantage, for instance the
protection of the government, the leading size, the familiar of the market and
culture, and quality of foundation. However, foreign enterprises have more
advanced technologies and experiences, and of course they will encounter
series of problems on government policies and cultural invasion. The
government is going to support the domestic telecommunications industry at
least for a short time, to protect Lao Enterprises reduce the negative effects to
the minimum to foreign enterprises invasion.

. Finally, by facing the threats of foreign competitors the recommendations of
Laos’s telecommunication industry are given. In future, Laos’s telecom
operators need to develop their own core competencies and create sustainable
competitive advantage by System Innovation, Technology Innovation, Market
Innovation, Management Innovation and Enterprise Culture Innovative to
enhance their competitiveness. Finally, the establishment of strategic Porter’s
five forces has practical and important significance for the domestic

enterprises and foreign enterprises.
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52 Limitation the Study

It is a broad topic and contains many aspects issues on Porter’s Five
Forces: An Exploratory study of the Telecommunication Industry in Lao PDR. In
this study, it can be mentioned some important points that are telecommunication
operation industry, and cannot be mention all the relevant discussions such as the
entry strategies for foreign competitors, and situation of Telecommunication
Equipment Industry.

The latest data collection is difficult in some respects still inadequate, yet
to be explored further in future study. The interviews or telephone interviews is
used to get the information, such information can only be given second-hand to
study, although secondary data sources is very wide, which will affect this paper’s
objectivity and rigor. It is expected that studies can be extended to the broader

area and access to more accurate data of relevant information in the future.

5.3 Recommendation for Future Research

Due to the differentiation in different regions in Laos, it is really hard to
collect all of the required data in a short period, such as the differentiation of
customer demands between rural and city in different regions. Therefore, the
future research should extend its research period for collecting both primary and
secondary data broadly. As the recommendation, future research may collect some

further primary data or more secondary data, such as:
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For analyzing the environment: Change of customer demand in mobile
communication between rural and city in different regions. Questionnaires
could be provided as a major method to achieve this research objective.

For analyzing company strategies: the experience and feeling of customers
when they use different network operators. How do they feel about the
strategies of each company, and what services or products do the companies
need to improve in the future etc. in-depth interview or focus group could be
taken between mobile users in different companies.

This research focuses on the competitive strategy on Laos’s
Telecommunications industry, which limited attend to its finance part. Future
research could also consult the financial statements in each company to
process its analysis.

It could collect large amounts of data from successful foreign investors about
how they enter into Laos’s market and what strategies they use to cooperate
with the domestic companies in Laos.

It is challenge to do this research, which due to the information and

technology develop every day. But it is really an interesting topic that is worth to

be investigated into.
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APPENDIX 1: Questionnaire

Porter’s Five Forces Analysis: an Exploratory Study of the
Telecommunication Industry in Lao PDR

This questionnaire is designed for a Master’s degree research project in
International Business at ATMA Jaya Yogyakarta University. Your cooperation in
completing this questionnaire will be greatly appreciated. All information you
provide will be treated with the greatest confidentiality. Thank you very much for

your help and cooperation.

List of Interview questions
1. If your company has chosen a specific geographical market, which one? For
example; east or north side of Laos, cities or countryside.
2. If your company has chosen to specialize on any segment of customers in
-If you have chosen a special market what kind of premium value does your
company give to this segment? For example, the customer service 24/7, high

coverage, innovative products or maybe the lowest price per minute.

3. If your company offers any extra services to your customers, which ones? If
yes,
- Have you developed any new services during 2010?

- Do you offer any services that are unique for the market?
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. If your company brand represents anything what is it?
- If it does, which methods is your company using? For Example: TV,
Radio or Magazine.

- What kind of expenditure has your company for marketing each year?

. If your company has some pricing policy which one is it?
- For example: always having a 10% lower price than the competitors, call
for free within your company net or maybe let your customers call a 100

free minute for a fixed fee?

. Number of employees?

. How is your company structured?

- How far down in the organization do you have responsibility for the

result? Number of employees per unit

. Anything else you want to add; own thoughts about your company’s vision or

its chosen strategies?

We would like to conclude this interview with expressing our gratefulness

for your time and engagement with answering our questions. Your information

will be very useful for us in our research on the Laos telecommunication Industry.

Yours sincerely,
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APPENDIX 2: Combining the Five Forces Model with Generic strategies

Five Forces

How to mitigate the

impact of this force

Generic strategies

Potential Build barriers to entry to Economies of scale and lowest unit
Entrants deter new rivals. cost are barriers to entry (cost
leadership), as are powerful brands
and loyal customers
(differentiation).
Buyer Either tie in your buyers Buyers are less likely to leave you if
Power through contracts or loyalty, | they clearly value what you’re
or increase the number of offering-e.g low prices (cost
buyers so that you’re fewer | leadership) or high quality
dependants on any one. (differentiation).
Substitutes | Ensure that your product is | Quality/innovation —e.g. patents -
unique and, therefore, hard | are hard to copy (differentiation)
to substitute.
Supplier Either uses only raw Cost leaders tens to be large owing
power materials that are available | to the economies of scale needed for

from a range of suppliers, or

widen your pool of

this, which reduces supplier power.

By using only undifferentiated
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suppliers. suppliers, you can easily switch
suppliers, thereby reducing their
bargaining power.
Competitive | Win competitive battles Cost leadership gives you the upper
Rivalry with rivals hand in any price war, if customers

believe your product to be
differentiated; they will not see your
competitors’ products as viable

alternatives.
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APPENDIX 3: LTC

Porter’s Five Forces Analysis: an Exploratory Study of the
Telecommunication Industry in Lao PDR

This questionnaire is designed for a Master’s degree research project in
International Business at ATMA Jaya Yogyakarta University. Your cooperation in
completing this questionnaire will be greatly appreciated. All information you
provide will be treated with the greatest confidentiality. Thank you very much for

your help and cooperation.

List of Interview questions
1/. If your company has chosen a specific geographical market, which one?
For example; east or north side of Laos, cities or countryside.

We separate our customer segmentation by age behavior incomes and
lifestyle (not for part or side of country)
e M-Phone GSM (Post paid Mobile) — we focus on high end user-like business

man or who have high incomes.

e M-phone (Prepaid) — we focus on who middle income and age>25.

e Ah-Lo ( Prepaid Mobile) — we focus on teenage rural customer “Low income”

2/. If your company has chosen to specialize on any segment of customers in
Laos, which one? For example, private or business market, youngsters, older

people or maybe lifestyle.
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- If you have chosen a special market what kind of premium value does your
company give to this segment? For example, customer service 24/7, high
coverage, innovative products or maybe the lowest price per minute.

We try to give different things for different type of customers such as
product service, promotion... as you know Post Paid and M-phone. We give VIP
card that they can use in our partner shops forget discount or special service and

also can use our free WIFI internet 1 hour/day.

3/. If your company offers any extra services to your customers, which ones?
If yes,
- Have you developed any new services during 2010?
In 2010, we have stated to
- Do you offer any services that are unique for the market?
We are still creating new service for each type of our customer and this

year we start up our clear strategy for each product.

4/. If your company brand represents anything what is it?
- If it does, which methods is your company using? For Example: TV,
Radio or Magazine.
- What kind of expenditure has your company for marketing each year?
We are N:1 in telecommunications in Laos “In Mobile, Internet”. We

maintain and improve the quality of network and service.
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We show our image in every channel. Such as TV, Radio, Magazine
Newspaper, leaflet, month to month, because every channel can reach different

customer group.

5/. If your company has some pricing policy which one is it?

- For example: always having a 10% lower price than the competitors, call
for free within your company net or maybe let your customers call a 100
free minute for a fixed fee?

We follow up telecom Ministry price policy but we will give other, value
thing to our customers instead of doing price war with other operator. Eg: we do
promotion 3515 for who refill card and make call can have a chance to random to

get 50,000,000 kip/day in cash.

6/. Number of employees?

Around 1.895 employees.

7/. How is your company structured?
- How far down in the organization do you have responsibility for the
result? Number of employees per unit?
LTC was established on 1996 and joint venture between Lao Government

and Thailand, such LTC have 16 Divisions and 16 Provincial on nationwide.
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8/. Anything else you want to add; own thoughts about your company’s vision or
its chosen strategies?

LTC was a telecommunication operator of international standard that
provides a comprehensive range of telecommunication services and honoring its
obligation to Lao PDR. And using socio-economic responsibility as principle by
applying up to date and appropriate technology to enhance the sustainable
development of the best telecom service quality and bringing more value to our

customers.

We would like to conclude this interview with expressing our gratefulness
for your time and engagement with answering our questions. Your information

will be very useful for us in our research on the Laos telecommunication Industry.

Yours sincerely,

Ms. Sompathana Lakhisy
lakhaisy@hotmail.com

Mobil phone: (856-20) 55621775
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APPENDIX 4: ETL

Porter’s Five Forces Analysis: an Exploratory Study of the
Telecommunication Industry in Lao PDR

This questionnaire is designed for a Master’s degree research project in
International Business at ATMA Jaya Yogyakarta University. Your cooperation in
completing this questionnaire will be greatly appreciated. All information you
provide will be treated with the greatest confidentiality. Thank you very much for

your help and cooperation.

List of Interview questions
1/. If your company has chosen a specific geographical market, which one? For
example; east or north side of Laos, cities or countryside.

The Marketing of ETL is not area limited or customer boundary divide
because according environment like customer group had the general provinces in
country region. The customer had all urban area so North to South and the group
customer many is Vientiane, Lungprabang, Savannakhet and Champasak region

because this region had many population.

2/. If your company has chosen to specialize on any segment of customers in
Laos, which one? For example, private or business market, youngsters, older

people or maybe lifestyle.
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- If you have chosen a special market what kind of premium value does your
company give to this segment? For example, customer service 24/7, high
coverage, innovative products or maybe the lowest price per minute.
To give the discount services or the gift to the customer of ETL in the part
time is based on the service that ETL has. Such as:
e Prepaid service: this service gives 50% more of a total balance when the
customers have already reloaded it; calling rate is only 90kip/Minute.
e Post paid: it gives 10% discounting of a total balance when the customers pay
the payment.
o Internet: the customers can choose each type of internet services of ETL and

there is a discounting when they use prepaid internet service.

3/. If your company offers any extra services to your customers, which ones? If
yes,
- Have you developed any new services during 2010?

- Do you offer any services that are unique for the market?

For every year; ETL has the frequently activities to give the presents to the
customers in term of balance score collecting in order to get free balance base on
the total score that they have collected as well as they can get some souvenir from
ETL after their payment paying for Example: T-shirt; Polo shirt; watch; key
garland; calendar. Another, the highest balance score collecting can be exchanged

with motorcycle; mobile, tour air ticket go to Malaysia; Singapore or can be
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exchanged with USB; Gold and so on. In 2010, ETL has many new services on
mobile such as:
e Prepaid: Toh — Toh Sim-card service.
e Internet: use internet by using Sim (net Sim) and WIFI (Hotspot) service.
For Netsim: it covers throughout the country and unlimited of service. It

can use by using mobile and USB which connects to Computer.

4/. If your company brand represents anything what is it?
- If it does, which methods is your company using? For Example: TV,
Radio or Magazine.
- What kind of expenditure has your company for marketing each year?
The trademark is ETL, it has many service types which are divided by
bade on the types of service such as: prepaid service has 02 brands:
1/. Mobile phone: prepaid & post paid; prepaid (P-phone, Toh-Toh).
2/. Internet: HIL; ADSL; Mixnet; HHU; Dial up; Wi-Move; Wi-net;
DPLC; IPLC; Hotspot; Web hosting.
3/. Fix Phone: PSTN
ETL, Promotion tools are: TV; Radio; Newspaper; Magazine,
Advertisement and spot which promote in any events or festivals that have the
contest. The expenditures of ETL consist of Promotion payment, booth decorating

payment in any festivals etc...
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5/. If your company has some pricing policy which one is it?
- For example: always having a 10% lower price than the competitors, call
for free within your company net or maybe let your customers call a 100 free
minute for a fixed fee?
ETL price policy is divided by basing on types of service such as:

1/. Prepaid: can call in the cheaper price for 80% to the some operator or different
operators (00:00 am — 06:00 am).
2/. Post paid: the renting service price is discounted by basing on the policy of
customer groups; the normal price is 110.000kip/month.
e Governor customer is 15.000 kip/month.
e Private companies; organizations; and general business customers are 30.000

kip/month.

e General customer is 50.000 kip/month.

6/. Number of employees?
Total 730 persons, Women are 217 persons including 440 in Vientiane

Capital and 290 persons in 16 provinces.

7/. How is your company structured?
- How far down in the organization do you have responsibility for the
result? Number of employees per unit?

ETL is a state owned Enterprise which all of its operations are supervised

by the National Authority of past and Telecommunications (NAPT), and ETL
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have 12 Divisions and 16 Provincial Branches Number of employees per unit is

about 5 employees.

8/. Anything else you want to add; own thoughts about your company’s vision or
its chosen strategies?

ETL services from the be gaining up to now ETL has developed its
business step by step to fulfill the satisfaction of the customers. ETL
Telecommunications net work is covered 90% of the high density of the
population area and ETL’s aim is to bring the service to the customers and people

in the value country.

We would like to conclude this interview with expressing our gratefulness
for your time and engagement with answering our questions. Your information

will be very useful for us in our research on the Laos telecommunication Industry.

Yours sincerely,

Ms. Somphavanh
hp@etllao.com

Tel: (856) 21 260015
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APPENDIX 5: Unitel

Porter’s Five Forces Analysis: an Exploratory Study of the
Telecommunication Industry in Lao PDR

This questionnaire is designed for a Master’s degree research project in
International Business at ATMA Jaya Yogyakarta University. Your cooperation in
completing this questionnaire will be greatly appreciated. All information you
provide will be treated with the greatest confidentiality. Thank you very much for

your help and cooperation.

List of Interview questions
1/. If your company has chosen a specific geographical market, which one?

For example; east or north side of Laos, cities or countryside.
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2/.  If your company has chosen to specialize on any segment of customers in
Laos, which one? For example, private or business market, youngsters, older

people or maybe lifestyle.

~ ] ’
LY J
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Yega3y wasinsju Yosifioty.

- If you have chosen a special market what kind of premium value does your
company give to this segment? For example, customer service 24/7, high

coverage, innovative products or maybe the lowest price per minute.
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3/.  If your company offers any extra services to your customers, which ones?

If yes,
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- Have you developed any new services during 2010?
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- Do you offer any services that are unique for the market?

¢ wiuBdSnaunoadaButju Stock trading S9gauaanoadadio
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4/. If your company brand represents anything what is it?
- If it does, which methods is your company using? For Example: TV,
Radio or Magazine.

- What kind of expenditure has your company for marketing each year?
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Ysiwo aedyinaulasvuanaguiiofiin, Tnasway cavbuoravaau, ven

> o0&

TudggudivTunauialg d3naulngduaageswon@a cuulndotfugnaa.
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sounalgvseEalunalesvumiciug lueounwigseweesdddo
o9 soulnencuuiseduGou naglnacway, govduoraeawicuuie

Dug00 sucBewu/1d9.

5/. If your company has some pricing policy which one is it?

glunoeuntobuetovnelunauzey cuuluiged édq%‘izﬁaianmqo
10% Tuzqngé?gf}l‘uhuél“m‘j’u n3 50% & 550 2egnauiiSnuducy.
> Prepaid 29619 100.000 fu/tGon snuwS 3GB/month.

. USB 3G 2967 500.000 HL, 20LU 1 USB 7.2 Gb ¢c2¢ 1 Sim 3G.

For example: always having a 10% lower price than the competitors, call
for free within your company net or maybe let your customers call a 100 free

minute for a fixed fee?

1 I a~ ] ' "\ -~
govaadSnauticiuaacBaanedouiiu nagd8FondnSunacalniy

weiingauSogenay casaatnniasaafinos Sezqedu.

6/. Number of employees?

wetingauzesdddagdmo Hifis300 v, aowdlg 17u209luvemo

299.
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7/. How is your company structured?
- How far down in the organization do you have responsibility for the

result? Number of employees per unit?

Ye9sagnaudadineegdddo glino auudensud 12 A, B9t Sura

«

17a209Mhoveina. FauauwelngaucUD 58U /1 siosgay.

8/. Anything else you want to add; own thoughts about your company’s vision or

its chosen strategies?

d8Fogliono SeanoauasanssBudyinunzes@onsfionjsgiiuna
Snaanoau zfné‘gaagaqn. ‘im‘fnaou:ﬁgmuzﬁqmummuqnznsaqoz"n‘mg‘ta"
aasqu‘fa’muﬁgi’ﬁuiuiﬁumn?ﬂgaiﬂj BSu: nwci’mﬂmqauﬁmi"i’leau

Yelnon 209898y SuwrsansuuvyacuuBunaundndendunaudionsua.
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We would like to conclude this interview with expressing our gratefulness
for your time and engagement with answering our questions. Your information

will be very useful for us in our research on the Laos telecommunication Industry.

Yours sincerely,

Ms. Latsamy
Latsamy@unitel.com.la & Doung@unitel.com.la
Mobile phone: (856-20) 99900041

Tel Office: (856-21) 990368
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APPENDIX 6: Tigo Lao

Porter’s Five Forces Analysis: An Exploratory Study of the
Telecommunication Industry in Lao PDR

This questionnaire is designed for a Master’s degree research project in
International Business at ATMA Jaya Yogyakarta University. Your cooperation in
completing this questionnaire will be greatly appreciated. All information you
provide will be treated with the greatest confidentiality. Thank you very much for

your help and cooperation.

List of Interview questions
1/. If your company has chosen a specific geographical market, which one?
For example; east or north side of Laos, cities or countryside.

Tigo operator is not giving a service to specific customers, but this
operator serve to any birds of customers which include governor customers;
business customer as well as general customer and students as well. It meant it
serve to all kind of customers. And Tigo coverage from south to north and
especially in the big cities as Vientiane, Champasak (Pakse) , Luangprabang,

Savannakhet provinces are the areas that have a lot of customers.

2/. If your company has chosen to specialize on any segment of customers in
Laos, which one? For example, private or business market, youngsters, older

people or maybe lifestyle.
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- If you have chosen a special market what kind of premium value does your
company give to this segment? For example, customer service 24/7, high
coverage, innovative products or maybe the lowest price per minute.

Tigo services are served to any kinds of customers such as governor; -
business; companies; General customer as well as student in any colleges or
universities. There are also many new services such as SMS; Voice mail; Internet

and 3G as well.

3/.  If your company offers any extra services to your customers, which ones?
If yes,

- Have you developed any new services during 2010?

- Do you offer any services that are unique for the market?

Yes, we have, there are many services of Tigo which are served to Tigo’s
customers such as. GSM services: this service consists of prepaid; Postpaid; SMS;
Voice mail and Bilateral roaming; data services ( GPRS/EDGE; MMS); VAS;
CRBT; WAP and Tigo will launch internet services (Wimax). From 2008-2010;
we have started to develop and deploy. Wimax network for the customers who are
looking for faster internet connection and currently Tigo is evaluating for 3G

number service.

4/. If your company brand represents anything what is it?
- If it does, which methods is your company using? For Example: TV,

Radio or Magazine.
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- What kind of expenditure has your company for marketing each year?

The trade mark is Tigo that has a slogan is “open up year world”. There
are many methods which are used to promote Tigo services Such as: TV; Radio;
Magazine; advertisement and so on and after that Tigo is also promoted in any
event of festivals.

The expenditures are included promotions payments; and payments for the

activities which are hold on by Tigo... etc.

5/. If your company has some pricing policy which one is it?

-For example: always having a 10% lower price than the competitors, call
for free within your company net or maybe let your customers call a 100 free
minute for a fixed fee?

Tigo Promotion makes long calls very cheap prices 30 Menu. The
customers can make 30 minutes call during the day by typing A send 3060 as well
as type B send 3060 to get 60 minutes call there 4 promotions which are listed
below: U Don Don Ying Dai Bonus: This service is every number of Tigo Which
is used more than 2 years will get on net bonus 10%; if 3 years up the customer
will get bonus on net 20%; more than 4 years is 30% and (+) 1.000 SMS per day;
Tigo call music 300 kip/day as well as Do nothing but get paid: this services is
just receive the call but the customer can get the balance from their friends who

call them.
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6/. Number of employees?

Tigo has the currently around 250 employees (including 15 foreigners)

7/. How is your company structured?
- How far down in the organization do you have responsibility for the
result? Number of employees per unit?
Tigo is constructed by basing on the structure as: GEO; Government
relation officer; CPO; CIO; VAS/SP; Administration; Procurement
Manager; CTO; Commerical; Customer operation (customer call center &

customer care); Human resources; Marketing and Sales.

8/. Anything else you want to add; own thoughts about your company’s vision or

its chosen strategies?

We create a world mobile services are affordable; accessible; and available
everywhere and to all.

We would like to conclude this interview with expressing our gratefulness
for your time and engagement with answering our questions. Your information

will be very useful for us in our research on the Laos telecommunication Industry.

Yours sincerely,

Tigo Lao








