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Executive Summary 

Aytel telecom is a telecommunications company located in The Hague, The Netherlands. As a start-up company trying to approach the Dutch telecom market, Aytel wants to explore on a new market within the Chinese community in the Netherlands. 

The purpose of this report is to create a marketing plan in order to enter and penetrate the Chinese community in Holland as a new market. 

For a clearer and more coherent report, information and data analysis are presented in a well-organized manner. First, the general information about the Aytel telecom is presented including customer segmentation and the three dimensional business definitions. Second, the external analysis, competitor analysis and industry analysis are presented. The result of these analyses helps Aytel to come up with a proper marketing plan to compete with other telecom service providers. The SWOT analysis is then discussed, examining the strengths and weaknesses of the company for them to be able to make the necessary adjustments needed for future business plans. 

Finally, a recommendation plan is drawn containing feasible marketing strategies based on the interviews and questionnaire survey results, as well as the internal and external analysis.
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Chapter 1

 Introduction

1.1  Why this subject

Aytel telecom is a start-up telecommunication company located in The Hague, The Netherlands. Its main target market are “foreigners” in the Netherlands who consistently make personal and business calls to their home country. As an intern of the company from January to July 2009 and with a Chinese background, I was tasked by the company to conduct a research of the market possibilities for the Chinese community in Holland and formulate a marketing plan to penetrate the said market.  

1.2  The Central Question

The research is aimed at formulating a marketing plan in order for Aytel telecom to reach and penetrate the Chinese community market in The Netherlands. Thus, the central research question is:

· How can Aytel telecom penetrate the Chinese community market and what appropriate marketing strategies are needed?

In an effort to answer the aforementioned central research question, the following sub-questions are formulated:

· What are the characteristics of the Chinese community in the Netherlands?

This parts deals with the demographic features of the Chinese community such as age, gender, occupation, way of living and etc. It also discusses the different characteristics between Chinese immigrants and Chinese students who come to The Netherlands solely for study purposes. 

· What is the favorite form of media among the Chinese community in the Netherlands?

Knowledge on the kind of media that is preferred by the target market helps the company in identifying what type of marketing advertisements is most appropriate to promote the product to its target group.
· What is the calling behavior of the Chinese community?

This part explains how often Chinese people make calls to their homeland and which methods of calling to China they prefer – whether through internet, IP card, or direct call.
· With regards to different types of calling services, which products are preferred by both existing customers and potential customers?
A questionnaire survey is made in order to find out the product preferences of both existing customers and potential customers. The survey also includes the basic customer needs of the target market. 

· Who are the competitors? 
The competitor analysis enables the company to see its competitive advantage against its competitors in the market. The SWOT analysis will also help determine the company’s strengths and weaknesses and formulate a marketing promotion plan based on the results of the said analysis. 

1.3  Research Methods

Several research methods are incorporated in order to meet the objectives of the research. Primary and secondary methods of research are used in order to obtain qualitative and quantitative information on this subject. Information about the current telecom market in the Netherlands and general information about the Chinese community in Holland are gathered by means of desk research and information search on the internet. Furthermore, a survey method in the form of questionnaire is also utilized in order to obtain the consumer buying preferences and needs of the target market. 

Chapter 2 
Company Profile & Market Definition
2.1 General Information for Aytel telecom 

Aytel telecom is a start-up company that provides telecom service through the internet. With a great insight into the telecom market and the customers’ needs, the company carries most of its services through IP or VOIP calls. Aytel telecom considers that its customers’ basic need is to stay connected, wherever they are in the world. With globalization, more and more communities are geographically distanced from their home country. Thus, the demand to stay connected with family, friends and relatives in their homeland or anywhere else has surged high. However, cost has been an issue for foreigners who want to call to their homeland since it is expensive to make such calls. Nevertheless, Aytel telecom is dedicated to provide high quality internet based calls and IP calls with low prices. With this objective at hand, Aytel telecom mainly concentrates on “Foreigners’ market” in The Netherlands, mainly the Chinese and Turks market.

2.2 Three Dimensions Business Definition (Abell)
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2.21 Served Customer Group
· Target Group:
Aytel telecom defines its customers as people who are willing to make international calls. The customers could be people who immigrate to another country like expatriates with tight ties with their home country, students who are studying abroad, companies with international operations and the like. These specific market groups maintain close contact with family, friends and business partners in their homeland. These groups also come from different ethnic compositions. Statistics indicate that the five biggest ethnic groups in The Netherlands are the following: Indonesian (395,800), Turkish (357,900), Surinamese (328,300), Moroccans (314,700) and Chinese (43,900) (Demographics of the Netherlands, “Migration” section, Para. 2). Among these ethnic groups, the Chinese market has the biggest potential market possibilities since the trend suggests that more and more Chinese are coming to Holland to study and work.

· Served Customers
1.    Chinese students
The number of Chinese students who are coming to The Netherlands to study has been continuously increasing over the years. From a group of 20 in 1911, their numbers continued to increase, interrupted only by World War II in 1957. Out of the roughly 1.400 ethnic Chinese from Indonesia in the Netherlands, 1.000 are students. In the late 1970s and early 1980s, Hong Kong also became a significant source of Chinese migrants to The Netherlands, with about 600 to 800 per year, falling off to around 300 to 400 per year by the late 1980s. Also in the 1980s, the Netherlands began to become a popular choice for students from mainland China. Factors which influenced this popularity included the tuition fees which were relatively lower than those in the United Kingdom, and the ease of obtaining a student visa as compared to the United States. In the beginning, there were PRC government-financed students consisting of top students selected by examination and gained admission at prestigious Dutch universities such as Leiden University. However, in the 1990s, more privately-financed students, students on Dutch scholarships, and short-term exchange students began to arrive. By 2002, embassy figures showed roughly 4,000 PRC students in the Netherlands (Wikipedia, “Migration History” Para. 2&3). This specific group of Chinese in the Netherlands is perceived to have more intensive contact with families and friends in China than those who are in Holland on employment basis as well as those who are already immigrants. 

2.   Immigrants and Chinese staying in the Netherlands on employment basis

In most cases, immigrants have relatives in China but the whole family is settled in the Netherlands. The demand for calling to China is low with this market group. On the other hand, Chinese people who are working here in the Netherlands do not have much time to make calls because of busy working schedules. They mostly only want to make international calls during the weekend. 

3.   Corporations who have business operations with China

There are several companies in the Netherlands which are engaged in business trade and operations with China. These companies make phone calls with Synergy Company. In fact, making phone calls are much more convenient than sending emails. Furthermore, utilizing internet based phone calls are much cheaper than direct calling. 
· Served Customer Functions

1.   The needs of Chinese students

Since Chinese students call very often, they want to call cheap in order to save money.  They also like surfing on the internet and most of time use computer based VOIP calls. At times, they also prefer IP calling card which is combined with their mobile phone. This method makes it easier for them to make calls anytime, anywhere.

2.   The needs of immigrants in the Netherlands

In general, immigrants have fixed line telephone service at home. Furthermore, they prefer fixed line based VOIP calls. In addition, some of the immigrants are old and less educated, thus, using fixed line calling is recommended since it is easier and less complicated.

3.   The needs of companies

Generally speaking, companies that do business with Chinese companies use both computer based VOIP calls and fixed line based VOIP calls. 
Technologies Utilized
1.  Chinese students group

· Computer based VOIP calls

2.   Immigrant groups

· Fixed line based VOIP calls

3.   Trade companies

· Fixed line based VOIP calls or computer base VOIP calls
· Product Profile of Aytel telecom

1.    Fixed line Based VOIP calls 
Aytel telecom offers “Residential Broadband Phone” service. This high-quality “Broadband Phone” only requires a bandwidth of 130Kps. First, simply plug the phone with the current broadband internet connection provided by most of the internet service providers and one can enjoy simultaneous internet access even while chatting over the “Broadband Phone”. Presently, the company offers three different packages:
A. Basic NL---€ 9.95 p/m  - (Unlimited, not including the fees that you use in a normal Dutch line)
B. Netherlands and Turkey--- € 29.95 p/m (Unlimited, not including the fees that you use a normal Dutch line)
C. All countries included---€ 49.95 p/m (Unlimited, not including the fees that you use a normal Dutch line)
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2.    IP calling Card
This service is simply connected to a local mobile phone. Customers simply pay for the calling time in advance and reduce the prepaid balance as making calls. To make a call, just dial the Access Number, enter the password and dial the phone number you wish to call. For instance, if you have 200 minutes mobile calling time for a local mobile company, and you buy an IP card from Aytel telecom, when you want to dial an international call, you should dial 0900, and press your password. The calling price will be deducted from the 200 minutes allowed with your local phone provider and the minutes from the IP card. It is a convenient way of calling to other countries. It is price-oriented and not that expensive to use the direct dialing method. The tariff is €0.015/min
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1) Computer based VOIP calls
Customers can simply download the software from the company’s website and install the software in the computer. People can avail of this service to make calls anywhere in the world. Furthermore, if people want to use this service, they first have to top up certain credit money into their account. The expiration period of the credit is three months.
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2.3 Internal Analysis 
1. Management Capabilities 
2. Organizational Structure - As a start-up company, Aytel does not employ many personnel and all the existing company staff works well with each other. Furthermore, the company structure facilitates the free flow of information. However, because of the few customer service staff, the company could not reach the customer well and receives less customer feedback. 
3. Planning - The short term plan of Aytel is to approach the Chinese Community in the Netherlands. If this market runs well, Aytel is going to expand their market to other European countries. The company’s long–term plan also includes offering a telecom service with Asia and Europe combined.  
4. Coordination - Since Aytel telecom does not have experienced staff in the Chinese market in the Netherlands, the coordination of the technical department and the market department is not going very smooth.  
5. Staffing – All the company staff are working diligently together and put a lot of effort on the project. Nevertheless, they do not attend regular trainings and workshops which results to low performance. 
6. Supervision - The staff does not have good supervision because there is only almost one person in each department who receive instruction and guidance from the discussions during conferences. They also get performance instruction from CEO. 
7. Training - The company does not have the capability to provide continuous regular trainings and seminar to its staff. These trainings and workshops are essential in order to update the employees of the new techniques and strategies and train them so they can perform their tasks more efficiently.
8.  Management Information System - The manager does not have sufficient information toward the progress of approaching the Chinese market in the Netherlands. In addition, the manager does not have experience on the telecom market. He does not know what the needs of the target group are, thus, consequently cannot set up an appropriate marketing action plan.
· Programming Capabilities 
1.    Capacity
Aytel telecom has proper marketing objectives in approaching the Chinese market and is believed to be capable in venturing on this new market opportunity. If the company runs this business venture well, they could invest more money on other projects. 
2.    Quality 
In the beginning, the company could not provide high quality service because of lack of technical support. At present, along with the development of new technology, the company is now able to provide high quality service at reasonable price. 
· Financing Capabilities 
1.    Self-financing 
Aytel telecom gets the funding from the parent company which focuses on the construction business. At times, the company gets financial barriers but still is in good financial condition with the support of the main company. 
2.    Outside funding sources 
Aytel telecom works with several business partners for the Mainland China telecom project. In this business venture, Aytel only provides technical support and the other companies invest the money. 
Chapter 3
External Analysis

3.1 Industry 
Voice Over Internet Protocol (VOIP) is a technology practice for transmitting voice conversation over a data network using an Internet Protocol (IP). Within the last 10 years, it has developed itself from an unknown free downloadable service used by technicians to a worldwide multimillion euro industry and a service now in use by thousands of large organizations (RESEARCHANDMARKET, VOIP in Europe- A country analysis, Para.1). According to the research group InfoCom, aggressive price for triple plays is expected to see 88 million VOIP subscribers in West Europe by 2012. The strongest growth will come from countries with immature broadband market such as Greece and, to a lesser extent Spain. InfoCom predicts that Netherlands could take over France as the leading VOIP market because of the fierce competition between the cable operators, KPN and the DSL provider (FierceVOIP “Europe VoIP to reach 88 million” Para. 1&3). In Europe, VOIP market has great potential and with the rapid growth of subscribers, it is a favorable opportunity for Aytel telecom. 
3.2 Customer Analysis 
3.2.1 Existing customer 
The existing customers of Aytel telecom are Turks who live in the Netherlands for a long time, but still have strong connection with Turkey. As a start-up company, Aytel suffers a lot of difficulties. They do not have many sales persons to expand on the Turkish market. Moreover, most of the Turks here are less educated making it harder to explain new technology such as VOIP. Turks are also not very open to accept new technologies. With a shortage of employees, the company could not offer adequate after sales service. With all the factors mentioned above, these current customers are easily tempted to switch to other telecom companies. 
3.2.2 Potential Customer 
The Chinese community is a large ethnic group in the Netherlands. They also have a huge demand of calling to family members back in China. It is a well known fact that most of the students contact their families frequently. They are well educated, at least with a HBO degree, and they are young people who accept new technologies easily. Moreover, the immigrants should also be taken into consideration. It is recommended that people who are in international trade business should also be considered potential customers because saving costs is also important for them. 

3.2.3 Customer Segmentation

The following analyses are drawn based on the questionnaire and interview results. 
1. Chinese immigrants and Chinese who are working in the Netherlands 
More often than not, immigrants have relatives in China even if the whole family is already settled here in the Netherlands. They like to call their family and friends in China but the need is not that strong. On the other hand, Chinese people who are working in Holland do not have much time to make international calls. Mostly, they only want to make calls during the weekend.  
2.   Corporations who are doing business with China 
In the Netherlands, there are several companies who are trading with China. These companies have to make phone calls with Synergy Company. Making phone calls is much more convenient than sending emails. Furthermore, using Internet for phone calls is much cheaper than the traditional way of calling. 
3.    Abroad Students 
There are more and more Chinese students who are studying in the Netherlands. They have a constant desire for calling their family and friends back in China. Aytel may focus on this particular group and recruit student representatives to introduce and sell the service among Chinese students. 
3.3 Competitor Analysis (Price)
3.3.1 The mobile providers 
There are five main mobile providers in the Netherlands. It is necessary to compare the tariff among these mobile providers. 
	Destination
China
	KPN
	T-Mobile
	Vodafone
	Telfort

	
	€1.1128/Min
	€2.25/Min
	€1.95/Min
	€2.25/Min


Aytel telecom’s tariff is absolutely lower than these mobile providers. 
3.3.2  Prepaid Cards providers
	Destination 
China
	Lebara
	LYCA
	Vectone 
	GT Mobile
	Ortel

	
	€0.045/Min
	€0.09/Min
	€0.06/Min
	€0.09/Min
	€0.05/Min


Compared to the Aytel telecom tariff, the prepaid cards is a bit more expensive, but they still have the advantage in the sense that prepaid card is more convenient and the quality of the calling conversation is better than the VOIP calls. 
3.3.3    0900 service providers 
	
	Destination 
	Provider 
	Number 
	Code
	Start ct
	Ct/min
	

	 
	China
	Het Net
	klik
	
	
	           
	       
	  

	 
	China
	BudgetBel
	0900-1546
	
	4,5
	        1   
	       
	   

	 
	China
	BelBazaar
	0900-0812
	
	4,5
	        2   
	       
	  

	 
	China
	Goedkoopbellen.nl
	0900-1230072
	
	4,5
	        2   
	       
	  

	 
	China
	Hallobuitenland.nl
	0900-0580
	
	4,5
	        2   
	       
	    

	 
	China
	Voicetraders
	0900-7001234
	
	4,5
	        2   
	       
	   

	 
	China
	Internationaalbellen.nl
	0900-5600801
	
	4,5
	        2   
	       
	

	 
	China
	BuitenlandBellen.nl
	0900-0696
	
	4,5
	        2   
	       
	

	 
	China
	Albacom.nl
	0900-9502
	
	4,5
	        2   
	       
	

	 
	China
	Teleknaller
	0900-0845
	
	4,5
	        2   
	       
	

	 
	China
	Qazza!
	0900-8399
	
	4,5
	        2   
	       
	

	 
	China
	SlimCall
	0900-4008802
	
	4,5
	        2   
	       
	

	 
	China
	Beldiscount
	0900-0860
	
	4,5
	        2   
	       
	

	 
	China
	Telebuddy
	0900-0400823
	
	4,5
	        2   
	       
	

	 
	China
	Belknaller
	0900-0129
	
	4,9
	        2   
	      
	

	 
	China
	BelBob
	0900-1425
	
	4,5
	        2,5   
	       
	

	 
	China
	Belgigant
	0900-1230214
	
	4,9
	        2,5   
	       
	

	 
	China
	0900Bellen.com
	0900-0779
	
	4,5
	        3   
	       
	

	 
	China
	CallsDiscount
	0900-7501010
	
	4,5
	        3   
	*       
	

	 
	China
	BelDeWereld
	0900-4444003 
	33333**
	4,5
	        3   
	       
	

	 
	China
	123bel.nl
	0900-1913
	
	4,5
	        3   
	       
	

	 
	China
	BelKnap
	0900-1713
	
	4,5
	        3   
	       
	    

	 
	China
	Telegoedkoop
	0900-555 55 03
	
	4,5
	        3   
	       
	 

	 
	China
	BelZo
	0900-9002211
	
	4,5
	        3   
	       
	

	 
	China
	RAMtel
	0900-33 33 003
	
	4,5
	        3   
	       
	

	 
	China
	HelloAsia
	0900-1751 
	
	4,5
	        3   
	       
	

	 
	China
	Globetalk
	0900-1633002
	
	4,5
	        3   
	       
	

	 
	China
	De Belpiraat
	0900-0198
	
	4,9
	        3   
	       
	

	 
	China
	TeleStunt
	0900-1444
	
	4,9
	        3   
	       
	€

	 
	China
	CallEasy
	0900-2021400
	
	4,5
	        4   
	       
	

	 
	China
	Telekampioen
	0900-5050235
	
	4,5
	        5   
	       
	

	 
	China
	PennyPhone
	0900-8045
	
	4,5
	        5   
	       
	

	 
	China
	Teledump
	0900-1717
	
	4,9
	        5   
	       
	

	 
	China
	Bel1649
	CPS 1649
	
	8,0
	        3   
	       
	

	T
	
	
	
	
	
	
	
	


Looking at the table, it is obvious that these 0900 numbers cost between €0.065 and €0.109 per minute. It is quite cheap to call 0900 numbers with fixed telephone line. In contrast, if people call 0900 numbers with their mobiles, the charge is as expensive as 10 to 20 cents per minute by their mobile providers. Many consumers do not perceive 0900 numbers positively. This calling method is not adopted by many people. Apparently, 0900 providers are not the main competitors for Aytel telecom.  

3.3.4 IP Calling Card 

In the last few years, there have been some leading IP calling card providers like Asian card, EZTone, GNC Asia card. However, with the development of new innovative calling method like VoIP calls, these calling cards gradually disappeared in the Dutch market. Before, consumers could buy these cards in some retail stores. Today, because of the scarcity of these calling cards, people have to buy them through the card company’s website with the use of credit card. It is not a convenient way because many potential customers have no credit cards and are not interested in having one or just does not have the means to have one. The table below shows some of the main calling card providers. 
	Destination 
China
	Colon.com
	Com fi
	Centcalls

	
	€0.02/Min
	€0.017/Min
	€0.017/Min


Aytel telecom could provide the same service with a fee of €0.015, which is slightly cheaper than the providers above. Nevertheless, the most important element is that of the sales channel. 
3.3.5 VoIP-----Pc to Phone
Freecall and Skype are two widely accepted Pc to Phone calling providers. Consumers have to install certain software in their computers and top up their credits through credit card or local bank card in order to make PC to phone calls. 
Free call: €0.01/Min (China Mobile)
€0.005/Min (China telephone) 
Skype: €0.11/Min (both phone and mobile)
p.s. Both Free call and Skype have period of validity which is normally 3 months.  
Compared to those providers, Aytel telecom has a price advantage and PC to phone calling method is limited by the use of computer. Moreover, it is also recommended that Aytel telecom develops this calling method to satisfy the needs of potential customers who prefer using computer to make international calls. 
To sum up, Aytel telecom has potential to meet the needs of the Dutch/Chinese market. Nevertheless, the marketing strategy is really crucial. Aytel telecom should implement after sales services and other services that competitors offer in order to successfully penetrate the market. 
3.4 Five Competitive Factors (Porter)
3.4.1   Entry of competitors 
· Capital/ investments requirements 
In entering the telecom market successfully, companies should invest a large sum of money on purchasing equipments and for the training of technicians. However, Aytel, which is now concentrating on the Dutch market do not need to invest that much money as other competitors. 
· Customer Switching Cost/ Brand loyalty 
Actually most of the VOIP customers are still searching for cheaper providers. Furthermore, they do not have any cost of switching to another provider. Explicitly, the customers do not have strong brand loyalty. 
· Access to distribution channel 
Aytel telecom should set up their own distribution channel because most of the VOIP providers are selling their products through internet websites. 
· The likelihood of retaliation from existing industry players 
Apparently, the price of Aytel service is a bit cheaper than the competitors. The retaliation of the other providers could result in a pricing war.
· Government regulations: can new entrants get subsidies?
According to government regulations, new entrants will not get any subsidies. Aytel telecom will have to use its own strength to successfully enter the telecom market. 
3.4.2   Threats of substitutes 
· Quality.
Aytel has already summed up a list of problems which will possibly occur in the daily use of the services they offer. In addition, they are trying to solve these problems in their new system. It is suggested that the company should provide higher quality service than substitute providers. 
· Buyers’ willingness to change provider 
Consumers are trying to find out which company provides cheap price but high quality services. If they find one, buyers are willing to change providers easily. 
· The relation between price and performance of substitute
Other substitutes could provide high quality service with reasonable prices. It is important that the company provide value-added service to compete with those providers. 
· The costs of switching to substitutes: Is it easy to change to another product?
It is easy to change to another product for customer using VOIP services. They only have 3 month validity period. And for IP calling card users, the only thing they have to do is to use up their current credits to be able to change to another provider. 
3.4.3 Bargaining power of suppliers 
· Concentration of suppliers: Are there many buyers? What about the suppliers?
There are few dominant suppliers in telecom market but there are a lot of potential buyers that could use the services. 
· Branding: Is the brand of the suppliers strong?
The suppliers in this market have a good reputation and have a strong brand name. 
· Profitability of suppliers: Are suppliers forced to raise prices?
Aytel telecom has a good relationship with their suppliers and the suppliers will not raise their price for the reason that more retailers are to appear in the near future. 
· Suppliers threat to integrate directly into the industry 
Aytel telecom focuses on the Chinese and Turkish community in the Netherlands. The company also has business partners in China. “Verizon” which is the main supplier in this market does not have any business partners in this area. 
· Role of quality and service
Suppliers like Verizon provides high quality service for Aytel which result in constant high quality VOIP services. 
· The industry is not a key customer group to the supplier
The key customer group in this industry is the one who desires to make international calls. 
· Switching costs: Is it easy for suppliers to find new customers?
It is not easy for suppliers to find new customers. As the industry is one using high technology, new customers could not easily master the new technology. Consequently, the suppliers will not switch to new customers often because of lack of knowledge about new technologies.
3.4.4 Bargaining power of buyers
· Concentration of suppliers: How many buyers and dominant suppliers are there?
There are dominant suppliers in the market, for instance, Freecall, and Skype. Nevertheless, there are many potential customers who want to make phone calls all over the world making it still a big market opportunity.

· Differentiation: Are products standardized?
Aytel telecom plans to provide different services in order to satisfy different customer needs. Aytel has a customer segmentation in order to distinguish different customer needs. 
· Profitability of buyers: Are buyers forced to be tough?
With more and more providers entering the telecom market, buyers get profits from the pricing war. 
· Role of quality and services 
The buyers want high quality services which makes that one of the most important factor for choosing a provider. 
· Threats of backwards and forward integration into the industry. 
The buyers do not pose threat to the backwards and forwards integration of the industry. 
· Switching Costs: Is it easy for buyers to switch suppliers?
It is easy for the buyer to switch to other suppliers. The customers are quality and price orientated. 
3.4.5 Industry of rivalry 
· The structure of competition: Rivalry will be more intense if there are lots of small or equally sized competitors. Rivalry becomes less if an industry has a clear market leader. In fact, the rivalry is less in telecom market because there are dominant providers in this field. Furthermore, some large telecom companies are protected by the local government. The competition will not be that fierce for entering this market. 
· The structure of industry costs: Industries with high fixed costs encourage competitors to manufacture at full capacity by cutting prices if needed. For entering the telecom market, Aytel should cut down the prices to compete with other providers because customers are price orientated. 
· Degree of product differentiation: Industries where products are commodities typically have greater rivalry. In the telecom market which does not have great rivalry, Aytel telecom can segment the different customers in order to attract more customers. 
· Switching costs: Rivalry is reduced when buyers have high switching cost. It is easy for customers to search for new providers and switching cost is almost inexistent.
· Strategic objectives: If competitors pursue aggressive growth strategies, rivalry will be more intense. If competitors are merely “milking out” profit in a mature industry, the degree of rivalry is typically low. Aytel telecom’s objective is to enter the market with reasonable price; however the value added services are seen as very important.

· Exit barriers: When barriers to leaving an industry are high, competitors tend to exhibit greater rivalry. There are a lot of competitors in the market who have loyal customers. Furthermore, with high technology service, it is hard to persuade potential customer to try new services. These are the main barriers for an effective penetration of the market. 
Chapter 4
SWOT Analysis
The following figures explain the SWOT analysis of Aytel telecom.  Figure 1 is the internal strengths and weaknesses, Figure 2 determines the opportunities and threats of the company and Figure 3 is the confrontation matrix which defines the possible future strategies for Aytel telecom.
4.1   Figure 1. SWOT Analysis (Internal)
	Internal factors
	Strengths
	Weaknesses

	Management 
	S1:   Hard-working        employees with strong sense of loyalty and obedience to the management
	W1: Chief management has less experience in telecom field.
W2: Lack of professional marketing developer 

	Finance 
	
	W3: Financial disadvantages of a start-up company - lack of capital, and high promotion costs

	Product 

	S2: Different VOIP services, satisfying different costumer needs
	W4: High number of  existing competitors
W5: Could not offer good after sales services

	Marketing 
	S3: Price advantage compared to other competitors
	W6: Not successful in the Turkish market, and has not penetrated the Chinese market 


The table above indicates that Aytel telecom has a lot of barriers for the future penetration of the Chinese market. And with capital restraint, the company could not afford expensive promotion activities. Extensive but low cost promotion is essential. Distribution channel, on the other hand, is another essential factor. 
4.2 Figure 2: SWOT Analysis (External) 
	External Factors
	Opportunities
	Threats

	Economy

	O1: Chinese people in the Netherlands enjoy average level income
	T1: Because of the financial crisis, the economy is in depression 

	Consumers 
	O2: Growing number of Chinese people in the Netherlands which increases the demand of calling to China. 
	T2: Loyal and conservative consumers who do not want to switch to other types of calling services.

	Competitors 
	O3: Offering consumer-orientated services which fulfill the desire of the consumers 
	T3: Many skilled,  experienced and professional competitors


In terms of opportunities, Aytel telecom still has a broad space for further development. However, for the reason that the economy is falling down rapidly, the company should concentrate on the cash flow. For the competitors, Aytel telecom should not only focus on the price, but also service and convenience. 
Generally, more and more Chinese people come to the Netherlands. It is supposed that there is a unfulfilled market demand. It is necessary for Aytel telecom to know the needs of the Chinese people in order to satisfy their demands making international calls. 
Figure 3: Confrontation Matrix 
	
	Strengths
	Weaknesses

	
	S1:   Hard-working        employees with strong sense of loyalty and obedience to the management 
S2: Different VOIP services, satisfying different customer needs
S3: Price advantage compared to other competitors
	W1: Chief management has less experience in telecom field.
W2: Lack of professional marketing developer 
W3: Financial disadvantages of a start-up company - lack of capital, and high promotion costs 
W4: High number of  existing competitors
W5: Could not offer good after sales services 
W6: Not successful in the Turkish market, and has not penetrated the Chinese market

	Opportunities
	Strategies-SO
	Strategies-WO

	O1: Chinese people in the Netherlands enjoy average level income

O2: Growing number of Chinese people in the Netherlands which increases the demand of calling to China 
O3: Offering consumer- orientated services, which fulfill the desire of the consumers

	SO1: Developing the Chinese market with price advantages and good service.
SO2: Recruiting skilled workforce to develop the Chinese telecom market 

	WO1: Cooperate with other investors to obtain more funds.
WO2: Recruit capable employees to develop Chinese market.
WO3: Establish good customer service system 
WO4: Utilize advantages, for example, no validity period; do not buy the credits through credit cards or master cards. Have absolute superiority.

	Threats
	Strategies-ST
	Strategies-WT

	T1: Because of the financial crisis, the economy is in depression
T2: Loyal and conservative consumers who do not want to switch to other types of calling services.
T3: Many skilled,  experienced and professional competitors

	ST1: Explore new market within people in China with high demands to call abroad

ST2: Create dynamic and convenient  calling method to attract more Chinese customers
	WT1: Arrange more sales to organize promotion campaigns. 
WT2: Work with some mobile providers to generate new projects.



In conclusion, with the possible strategies formulated based on the SWOT analysis, the most crucial element for Aytel telecom is to set up a proper marketing development plan combined with product adjustment in order to attract more Chinese customers. A more detailed marketing action plan is found in the following chapter.
Chapter 5
Marketing Action Plan
5.1 Marketing objectives 
The objectives are demonstrated as following: awareness, knowledge, attitude, and behavior. (Frances Brassington Stephen Pettitt, 2003, Principles of Marketing)
· Awareness 
Establishing and upgrading awareness of Aytel telecom among Chinese community is very essential. Since Chinese people are not fully aware and familiar of Aytel telecom service, it is essential to disseminate plenty of advertisement among popular Chinese media. This would create awareness and familiarity so people will easily recognize what services Aytel telecom offers. It also helps create an impression that the company logo stands for trustworthy services.

· Knowledge
It is important for the customer to know what the products exactly are. In other words, to promote the products and make people understand and be familiar with how it works. If they know Aytel products well, there are better chances that people will choose them.
· Attitude 
Customers’ attitude towards a product could be divided into following sectors: Awareness, Acceptance, Preference, Insistence and Reassurance (Smith P.R &Taylor,J, 3rd Edition, Marketing communication: An integrated Approach Kogan Page, P.11). Actually, elder Chinese people are reluctant to accept new products compared to young Chinese people. Elders are conservative and they want to stick to their old calling methods. However, they are also easily influenced by other people. Word of mouth seems to be a promotion approach. If a small group of people feels that Aytel’s products are good and they spread the words to other Chinese, then more and more people would want to try the product.

· Behavior 

There are customers who are loyal to their products. In contrast, there are also customers who would like to try new products. Product promotion should be emphasized, and the right place and right price should be taken into serious consideration. 
The AIDA model can help Aytel telecom in setting up conscious objectives:
1. Awareness → launching the Chinese market with a distinctive product perception
2. Interest → stimulate people using VOIP calls through various marketing tactics.
3. Desire → consider Chinese demand of making international calls and try to meet this demand.
4.  Action → influence customer purchasing behavior through excellent product and services.
5.2 Marketing Strategies 
Marketing strategies play an important role in attracting a new market. This section discusses so called 4Ps as the basic elements of achieving effective marketing rewards. These are the product, place, price and promotion.

· Product
· Chinese Students 
Based on the results of the questionnaire, Chinese students prefer IP calling card, and computer based VOIP calling method. Since students have already subscribed certain minutes for local mobile calling, it is convenient and cheap to make direct calls. On the one hand, most of the students spend lots of time with computers, thus, using computer based VOIP calls seem to be their first option. 
· Chinese Immigrants in the Netherlands 
As most of the immigrants have settled down with their family in the Netherlands, they do not have much connection with China. Furthermore, these people have installed fixed line telephone service at home so fixed line VOIP service is recommended. 
· Chinese Trading Company
Generally speaking, trading companies need both fixed line services and computer based VOIP services. Because fixed line service is a bit expensive compared to computer based VOIP service, it is only recommended for special and emergency use.
· Prices
· Fixed line based VOIP
It is suggested that fixed line services should not be monthly-charged. For customers who do not have that much calls, it is better to charge in minutes. In addition, the monthly charge is around 30 euro, and the charge per minute is 0.020 euro. 
· Computer based VOIP
Most of VOIP providers offer an expiry period of three months which is not convenient to everyone. Aytel should set up a new offer to extend the validity period to more then 3 months. Moreover, the rate is around 0.015 euro per minute for a certain dominated VOIP companies. Aytel can adjust the price to 0.012 euro based on cost analysis. Lowering the rate will result to attracting more customers. 
· IP calling card
IP calling card is 0.015 euro per minute which is the lowest price in the market. Aytel should use other services aside from using call cards because remembering the password is not easy for many customers.                                                                                                                                                          
· Place / Distribution 
· Fixed line based VOIP
Customer can sign up a contract at Aytel office itself. This service can also could be offered and done through internet. 
· Computer based VOIP
Customers download the calling software and purchase credits through internet. It is recommended that Aytel works well with popular banking system which allows customers to buy credits fast and easy. 
· IP calling card
In selling IP cards, Aytel can recruit student representatives to sell the cards around school which is the simplest way to attract more student customers within a short period of time. Furthermore, Aytel can also sell the IP calling cards at Chinese supermarkets or grocery shops. 
· Promotion
Promotion campaigns
A.  The majority of the immigrants in the Netherlands work in restaurants. They are mostly not well-educated and with medium-low level income. This group of people prefers promotion activities which could win the prizes such as air ticket and consumption vouchers.
B.  For elder people, the discount card is preferred. 

C.  For Chinese students, special price offers and service assistance to sign contracts with mobile companies are recommended. 
D.  For trading companies, computer maintenance as an extra service is preferred since this cut down the cost for IT expense. 
Advertising
Because of shortage of working capital, Aytel telecom may choose one of popular newspapers to publish the advertisement, for example, China Press. Television and radio channels are not that effective because they are less popular among the Chinese community. Publishing advertisements on website like GGD and 6park are very helpful since these are very popular among Chinese people, especially GGD since it is founded by Chinese abroad students. Aytel telecom should negotiate with GGD and collaborate together to reach the best publishing price.
BBS—Bulletin Broad Service 
Publishing information on BBS is another promotion method which does not cost any money. BBS is popular among students and among the young generation. Aytel telecom can employ representatives to issue the company products and promote it on BBS. People regularly surfing on the internet will notice the information. This method is most recommended. 
Sponsoring 
Aytel can also participate in some Chinese festival celebrations. For some important Chinese festivals, the Chinese community mostly holds parties and gatherings. Aytel can give donations for the celebration from which they will gain a good reputation among the Chinese people. 
Chapter 6
Conclusion
Based on the data presented in the previous chapters, it is concluded that there are huge opportunities for Aytel telecom to enter and penetrate the Chinese market in the Netherlands. 
Generally speaking, there is a striking growing number of Chinese people who come to the Netherlands to study or work. The Chinese people in the Netherlands can be divided into two main groups: people who work in restaurants who do more physical rather than intellectual jobs and the group of students who are open to new calling methods and open to accept them. If Aytel telecom has a comprehensive understanding of the Chinese community and implement proper marketing plan, it is foreseen that more and more Chinese would use the services provided by Aytel. 
In terms of the central question “How can Aytel telecom penetrate the Chinese community market and what appropriate marketing strategies are needed?”  This can be achieved by being a reliable provider with low-cost international call rate offer. In addition, promotion cannot be neglected.  Some important promotion campaigns include the following:
---advertising on Newspapers and Website
---promotion campaigns among Chinese community
---publishing information on BBS
---offering extra services like computer maintenance 
---develop more retailer stores 
---coordinate with other mobile companies 
In conclusion, with the tenet to be a reliable, trustworthy provider, Aytel telecom can successfully approach Chinese customers through the possible strategies mentioned above. 
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Appendix A:  Terminology

1: VOIP: 

Voice over Internet Protocol (VoIP) is a general term for a family of transmission technologies for delivery of voice communications over IP networks such as the Internet or other packet-switched networks. Other terms frequently encountered and synonymous with VoIP are IP telephony, Internet telephony, voice over broadband (VoBB), broadband telephony, and broadband phone.
2: IP

IP is the usual abbreviation for Internet Protocol. It is also a common abbreviation for different things in different fields. In this report especially indicate the telecom field.

3: ATA

An analog telephony adapter, or analog telephone adapter, (ATA) is a device used to connect one or more standard analog telephones to a digital and/or non-standard telephone system such as a Voice over IP based network.
4: PSTN

The public switched telephone network (PSTN) is the network of the world's public circuit-switched telephone networks, in much the same way that the Internet is the network of the world's public IP-based packet-switched networks. Originally a network of fixed-line analog telephone systems, the PSTN is now almost entirely digital, and now includes mobile as well as fixed telephones
5: IAD

An Integrated Access Device (or IAD) is a customer premises device that provides access to wide area networks and the Internet. Specifically, it aggregates multiple channels of information including voice and data across a single shared access link to a carrier or service provider PoP (Point of Presence). The access link may be a T1 line, a DSL connection, a cable (CATV) network, a broadband wireless link, or a metro-Ethernet connection.
6: KDN

Kenya Data Networks (KDN), is Kenya's largest private data carrier and infrastructure provider. KDN operates a combination of microwave radio and fiber optical links, over which it provides layer 2 carrier services (Ethernet, Frame Relay) to corporate customers. Furthermore, KDN houses and maintains a number of international internet gateways, which it sells to corporate customers such as ISPs
7: DSL

DSL (Digital Subscriber Line) is a family of technologies that provide digital data transmission over the wires of a local telephone network.

Appendix B:
 Business Partner 

Verizon

Verizon Business is Aytel telecom’s network provider. All the VOIP calls are transmitted by the Verizon Business. Furthermore, for enterprises and government agencies around the world, Verizon Business is a leading provider of global IT, security, and communication solutions, with the world’s most connected IP network. In addition, Verizon also helps in improving infrastructure and application performance, securing extended enterprise, enabling collaboration and connecting customers, partners, suppliers, and employees (Our Company, Verizon Business website).

For more information, please go to www.verizonbusiness.com
Grandstram
Grandstream HandyTone Analog Telephone Adapters/IAD series offers a comprehensive line of affordable VOIP access devices based on Grandstream’s innovative and proprietary technology platform. The HandyTone series offers the entry-level IP Telephony user superb audio quality, rich functionalities, interoperability with the leading 3rd party VoIP providers, and compatibility with most service providers.  The HandyTone series is compact, works with any PSTN or cordless phone and fax machines and offers the simplicity of plug and dial, making it ideal for the basic IP telephony user. (Products,Grandstream’s official website). Now, Aytel telecom adopts HandyTone 486, which is a next generation Internet data, voice, fax and PSTN “all-in-one” integrated access device based on SIP standard. (Products,Grandstream’s official website).
Appendix C: 
Questionnaire 
Questionnaire
Calling behavior of Chinese Community in the Netherlands 

Aytel telecom is a start-up company providing telecom service based on internet. It offers IP calling card and VOIP services. What they want to achieve is that the customers can receive better service with lower costs.
For the reason that Aytel telecom wants to expand the Chinese market, the purpose of this Questionnaire is to gather general information and investigate the calling behavior of the Chinese community which will help the company obtain more Chinese customers. 
This Questionnaire contains 22 questions. It will take you about 10-15 minutes to fill in the questionnaire. Please read the instructions carefully.

Thank you for your cooperation. If you have any questions, please do not hesitate to contact us. 
We look forward to receiving your reply. 
Yours sincerely,

Shanshan Yuan 
Product Introduction for Aytel telecom
1: Fixed local line with ATA box, making unlimited international calls. This service is a kind of VOIP. It is very suitable for people who have the fixed telephone line at home.
2: IP calling card, which is connected to your mobile phone. If you make a call, it will deduct the minutes from the IP card and also from your local mobile phone.
A: General Information 
1: What is your gender?
□ Male 

□ Female
2: What is your age?
□ 18-24 years old
□ 25-30 years old
□ 20-40 years old
□ 40-60 years old 
3: How long have you been in the Netherlands?
□ Born in the Netherlands
□ Less than one year
□ 2-5 years
□ 6-10 years
□ More than 10 years
4: Where do you live now in the Netherlands? -----------------------------------
5: What is your educational background?
□ Primary School
□ High School
□ MBO
□ HBO
□ WO
□ Master
6: Which of the following languages do you speak?
□ Chinese (Mandarin)
□ Chinese (Cantonese)
□ Dutch
□ English
7: What is your occupation?
□ Entrepreneur
□ Employees
□ Free lance, please indicate _________________

□ Student with part-time job or internship
□ Student
8: To which field of work does your job belong?
□ Restaurants/Hotel
□ Tourist Agency 
□ Consultancy（law, accountant）
□ Beauty/ Hair Salon 
□ Trading 
□ Others, please indicate -------------------------------------
B: Media
9: Which newspaper do you like to read? You may tick more than one option.
□ Asian News
□ ZEN Magazine
□ China Press
□ 看中国
10: Which Chinese Channels do youlike to watch?
□ New Tang Dynasty TV
□ Chinese Channel
□ PhoenixCNE
□ CCTV-9
11: Which radio channel do you like to listen to?
□ GGD Internet Radio
□ Chinese Radio Salto
□ Radio 747AM
12: Which Website do you like to surf?
□ www.gogodutch.com
□ www.6park.com
□ www.asiannews.nl
□ Others--------------------------
C: Calling Behavior

13: How do you make local calls?
□ Fixed telecom lines
□ Prepaid Mobile
□ Mobile with subscription 
□ VOIP calls
14: Do you have any needs of calling abroad?
□ Yes
□ No Please skip the Question 15-18
15: How do you make international calls?
□ Prepaid Mobile
□ Direct calling with local lines 
□ VOIP calls
□ IP calling cards
16: How often do you make international calls?
□ Almost everyday
□ 2-3 times per week
□ Once a week 
□ Once a month
17: How long do you make an international call?
□ Less than 10 minutes
□ 10-30 minutes
□ 30-60 minutes
□ More than one hour
18: Why do you choose your current call service?
□ Convenient
□ Cheap
□ High quality
D: Requirements for calling services

19: What kind of service do you prefer?
□ VOIP services using something like Skype, Freecall
□ IP calling card
□ Prepaid Mobile calling card
□ Using chatting software, MSN, QQ
20: If Aytel telecom offers you a lower cost service compared to other suppliers, which service will you choose?
□ VOIP
□ IP calling card
21: What are your requirements for making international calls?
□ Convenient 
□ Cheap 
□ High quality 
□ Others
22: If you have any suggestions, please indicate-----------------------------
Appendix D: Questionnaire Analysis 1: Calling behavior analysis 
A: General Information
1: Gender Analysis 
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Aytel telecom wants to obtain adequate number of Females and Males. In case male calling behavior differs from females, it is wise to select equal number of males and females. 
2: Age Analysis 
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Most of the participants are between age 18-24 years old and 25-30 years old. These two groups count for 68% of the total respondents who wish to use VOIP calls.  
3: The length of being in the Netherlands 
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The largest groups are people who live in the Netherlands for 2-5 years. It is 

supposed that most of the respondents are students, or work here after studying. Another group are immigrants and the people born in the Netherlands who mostly have their whole family living in the Netherlands. The do not have much demand for making internationally calls. The target group should be the students, and the people who work here but whose families are in China or somewhere else. 
4: Living Places Analysis 
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As showed in the charter, most of people live in the big cities of the Netherlands. This is due to the reason that students choose big cities to study and the majority of immigrants are doing business in big cities. If Aytel telecom begins to set on the promotion, it should focus on big cities. There is no need to promote in every city which is a way of saving upfront investment.
5: Education Background Analysis 
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Most of the participants have HBO degrees except some early immigrants who are less educated. Well-educated people are easy to accept new and convenient things. Maybe it is easy to recommend new calling services to these people. 
6: Speaking and Written Language analysis 
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It is so complicated to count the exact number of people who speak Chinese, Dutch and English since most people speak more than one language. Generally speaking, people who could speak Cantonese could speak both Dutch and English. On the other hand, people who speak Mandarin mostly speak only English because most of them are students here. For written language, it is another case. Most of the people who are born in the Netherlands could not write or read Chinese. Dutch is like their mother language. However, students or Chinese not born in the Netherlands could write Chinese and English. 
7&8: Occupation and field of work Analysis 
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Most of people here could be divided in two large groups: one group are the students, and the other group are entrepreneurs and employees. Most of the students have part-time jobs such as working in the restaurant as waiters, or having internships in a company, working in commercial field or engineering field. On the other hand, the entrepreneurs have restaurants in big cities or manage beauty salons. In fact, they do not have much connection with China since they already have their whole family together here in Holland. This group have to make local calls.  Aytel telecom could also provide the VOIP service to these groups. The students and employees are believed to have more connection with China. They make more international calls to their families. 
B: Media 
9: Favorite Newspapers
[image: image12.png]80
70
60
50
40
30
20
10

ill

Asian News ChinaPress ZHE
Magazlne





Because of the limited press in the Netherlands, people do not have many choices. They get newspapers mainly from the restaurants or Chinese supermarket. In my opinion, publishing advertisement in the newspaper, which could provide best price could be enough. 
10: TV Channels 
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As the graph indicates, most of people in the Netherland prefer New Tang Dynasty TV and PhoenixCNE, which broadcast the news or TV serial in Cantonese. In contrast, Chinese students can only watch Dutch TV channels because they do not install the Antenna. It is suggested that promoting on TV is not that useful since publishing 

advertisement on Chinese Channel and Dutch Channel will cost a lot of money, and may not obtain the expectated effect. 
11& 12: Radio and Website 
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With the development of the Internet technology, the number of people who use internet is growing rapidly. However, there are still some old people who do not know how to use computer. They prefer using radio as the way of receiving news. In the Netherlands, GGD internet and Chinese Radio Salto are two most popular Radio Channels. The majority of people consider Website as favorite channel. GGD and 6park are two trendy websites. There are already some telecom companies who publish the advertisement on the website. It is vital for Aytel telecom to publish more attractive and impressive advertisement. 
C: Local Calls 
13: Local Calls
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Most participants use mobile with subscriptions. This is cheap compared with Prepaid Mobile and convenient compared to fixed telecom lines. For local calls, few people use VOIP calls. For the mobile with subscriptions, people always sign the contract with minutes, for example, 200 minutes, or 400 minutes, so on and so forth. The main mobile companies are T-Mobile, KPN, Orange, Telfort, and Vodafone. One thing that should be taken into consideration is that Chinese students abroad can only subscribe the mobile contact with T-Mobile. For IP calling card, Aytel telecom can coperate with T-mobile to arrange both mobile contract and IP calling contract together. On the other hand, the main fixed line providers are KPN, Tele2. Aytel telecom can spread flyers in the retailers of the providers in order to promote the service - VOIP calls transmitting with local lines. 
14: Calling Method
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Most of people prefer VOIP calls especially the computer base VOIP calls because people spend more and more time on computer. Direct calling seems too expensive. It is convenient for emergency situation but for normal regular calling, it is not a good choice. Prepaid card is very cheap for making international calls; however, the price of making local calls is extremely high compared with mobile with subscription. Furthermore, taking two mobiles is not that portable. IP calling card is very popular a few years ago, which could be used combined with mobile. It is a kind of popular calling method before the VOIP calls. It is necessary to investigate why this method is not acceptable recently. 
15&16: Frequency of making international calls and the call length 
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People regularly making international calls spend 10-30 minutes calling to China. The normal frequency is 2-3 times a week. Apparently, the market is very big and Aytel telecom also wants to expand the market in other parts of Europe. It is essential to establish effective marketing strategy to occupy the telecom market. 
17: The reason using current calling method 
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Cheap is considered to be the main reason why people select the current telecom service. High quality is also very important. However, the quality of using computer based VOIP calls is very ropy. It is being chosen not only because of the convenience but also because of the price. Aytel telecom should set up proper price, and also consider value added service. 
D: Requirements for calling services 
18: Current calling method
The trend is that great majority of people are now using chatting software like, MSN, QQ. Another group of people are using VOIP services, for instance Skype and Freecall. These two kinds of connecting methods are the main stream, and these two methods are based on the Internet and computer. Aytel telecom should adjust the calling service. It cannot be denied that a large group of people prefer using chatting software. It is essential for the company to attract the people who are using chatting software. 
19: The desire of using VOIP calls or IP Calling cards
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Using VOIP calls based on the computer is more cheap and convenient for the people who spend a lot of time on computer. From the questionnaire analysis, the price is supposed to be the main reason of choosing a calling method. For Aytel telecom, it is important to develop the VOIP software as Skype does. The fixed line based VOIP is only suitable for everybody. Moreover, IP calling card is limited by the people who do not have much local calling time. If a person’s local calling minutes has exceeded, the overrun minutes will be expensive and it is not worth to use the IP calling card. Aytel telecom should consider to cooperate with local mobile providers to control the cost of overrun local minutes. 
Conclusion 
As the charts and analysis show, Aytel telecom still has huge potential to occupy the Chinese telecom market in the Netherlands. Aytel telecom can first publish the advertisement on main newspapers, especially on website; however, it is important to make attractive and impressive information to compete with other providers. The company should provide extra services such as extra discount for the loyal consumer, or obtaining computer maintenance after making one year contract, etc,.  Moreover, the consumers should be made aware of the products. Furthermore, the price is an essential factor in the fierce competition, however, value added service is still of equal importance.

Appendix E:
Interviews
Interview Questions

· General Information
· What is your age?
· How long have you been in the Netherlands?
· Where do you live now in the Netherlands?
· What is your educational background?
· Which languages do you speak?
· What is your occupation?
Media
· Which newspaper do you like to read?
· Which Chinese Channels do you like to watch?
· Which radio channel do you like to listen to?
· Which website do you like to surf?
Calling Behavior

· How do you make international calls?
· How often do you make international calls?
· How long do you make an international call?
· Why do you choose the current call service?
· What are your requirements for making international calls?
Interview Transcript 1
Date: March 21st 2009

Attendees: 2 (1 female and 1 male)
Place: Amsterdam 
The two participants come from Fujian, China. The male is 45 and the female is 41. They both work in a Chinese restaurant. They could speak Cantonese, Chinese, a little bit Dutch. They could not speak any English. They live in Amsterdam for almost 5 years. Their educational level is high school education. 
They are a couple and their whole family still lives in China. They have the desire of calling to China but they do not have much free time. This is the reason they now use Ortel prepaid SIM card to make international calls. Normally, they call back to China two to three times a week, which last for 15 to 20 minutes. However, they will also call on some traditional Chinese holidays. 
They like to read newspaper, like China Press, which they get from the restaurants. They do not have much time on television. Since they do not really master the computer skills, they seldom search on the internet. 
Their desires of calling internationally is cheap, but also the quality of connection. They think that if they have fixed line at home, VOIP through fixed line will be their choice. Furthermore, they do not have mobile subscription so IP calling card is useless to them. 
Interview Transcript 2
Date: April 18th 2009

Attendee: Male
Place: The Hague
This guy is 26 years old, who works as Surveyor in an oil company. He is a postgraduate, and lives in the Netherlands for 3 years. He could speak Chinese, English and a little bit Dutch.
Because his parents are in China, he calls them almost once a week and they will talk for almost one hour. He currently uses Skype to call to China. He also needs to call the other relatives on important Chinese festivals, like spring festivals. 
He spends his spear time on reading newspapers and browsing on internet. He likes reading Asia News and frequently visiting GGD or some other sites. He could not watch some Chinese Channels. He only watches certain English news, for example BBC or CNN.
He thinks that Skype is cheap but the connection quality is not good. Sometimes people could not hear each other. He is searching for a new calling method, which is cheap and with high quality. He considers that IP calling card is cheap for short calls. He is interested in new product which is similar to Skype.
Interview Transcript 3
Date: May 4th 2009

Attendees: 2 (one male and one female)
Place: HHS
The girl is 20 and lives in the Netherlands for 2 years. The boy is 22 and lives in the Netherlands for 4 years. They all live in The Hague. They are students, who will obtain a bachelor degree after graduation. They all speak Mandarin, English but could not speak Dutch.
The girl contacts her family at least three times a week. Every call lasts for at least 20 minutes. However, she uses QQ or MSN to contact the family. For the boy, he contacts the family once a week, and uses Freecall. Each call normally lasts for 30 minutes.
As students, they all like to surf on the Internet, not only for studying but also for leisure. They all like to visit GGD to get more information of the Netherlands, and to get some living tips. They do not have a television so they never watch TV.
They would like dynamic new calling method. Price is important for them. They prefer PC to phone calling method. Since they have limited minutes for local mobile, they do not like use IP calling card. They hope if they could get more minutes for discount, then they could select IP calling card. 
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Chinese (Cantonese)





Chinese (Mandarin)





English 





Dutch 





Free Lance, taking care of baby at home. 





Mostly work in Restaurants, or with internship in commercial field





Law, Finance, Marketing, Engineering








Restaurant, Tourist Agency


Beauty Salon, Hotel 
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GGD Internet Radio,


Chinese Radio Salto
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