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E x e c u t iv e S u m m a r y

The telecom industry of Bangladesh is, at the moment, experiencing accelerated growth.
According to one telecom analyst, Abu Saeed Khan, the growth curve may resemble a
“hockey stick” by the end of 2006.
All credit this fact to Orascom’s acquisition of Sheba Pvt. Telecom in September 2004.
Considering its track record, people knew that the newly formed Banglalink™ would
shake the market somehow.
Since its entry into the market, the company has managed to make the others stand up
and take notice. Its subscriber base is growing at a very high rate per month. Plotting the
position of the company in a BCG matrix reveals that the business is a question mark,
and with more investment injected into the company it can come closer to, if not become,
the star. This will be the likely scenario, as the CEO of the company announced during a
press conference recently that it was planning to invest a further $180 million for
expansion purposes.
With the amount of promotion AKTEL is doing, it is also likely that it may overtake the
industry leader soon and occupy the star position (200% growth rate compared to GP’s
109%)
If one studies the comparative analysis of the market, it can be seen that GP has already
built brand equity among its subscribers. Thus far, it has been able to hold on to its
leadership without doing very much. However, this is likely to change soon with the
other telecoms taking steps to increase their market share by keeping the consumers in
mind. Already people are using a Banglalink SIM as it has lucrative tariff rate and other
value added services. The company has the expertise and background to pull off that kind
of a game.
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Chapter: 1

In t r o d u c t io n
“Bangladesh is w ell suited fo r O TH ’s [Orascom Telecom Holding] ongoing expansion
into emerging m arkets, and our preparation fo r the challenges o f providing top
qu ality services nationw ide is solid. We are confident that Banglalink ™ w ill repeat the
success story o f M obilink in Pakistan. ” 1

- Mr. Naguib Sawiris, Chairman and CEO
It was with these statements that Orascom launched its first package in Bangladesh that
they had hoped to rock the telecom industry. However, neither their competitors nor the
public had needed these words to convince them that Banglalink™ would be bringing
them a great offering. Ever since Orascom bought off Sheba (Pvt.) Telecom in 2004,
people had been expecting something big, given their record of accomplishment in other
countries.
The present economic system is characterized by globalization and free flow of
information across the countries. Most of the countries are trying to accept this idea for
the development of their economic wheel and accommodating mere overseas for this
purpose. By having, access to information and communication network the economic
participants at micro and macro level can be benefited. This idea is not limited to
developed countries but it is more appealing to the developing countries whether there
exists a gap between the demand & supply.
In 2005, a telecommunication industry research institution published that Banglalink is
the fastest growing mobile company in the world. Obviously, this is a proud for
Bangladesh. Being a part of this company, I am really excited. Since OTH started its
business in Bangladesh, the company had hoped to rock the telecom industry. As the
1 Press Release on the occasion of Banglalink™’s launch on February 10, 2005
Internship Report
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telecom industry is growing very rapidly in our country, Banglalink is keeping pace with
this growth. Since its subscriber growth rate in 2005 was 2825%.”Quite Surprising!”
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Bangladesh is obviously well suited for Orascom Telecom Holding’s ongoing expansion
into emerging market. Banglalink is well prepared for taking the challenges for providing
top quality services nation wide. Banglalink provided many innovative ideas in telecom
industry for the last year and still keeping its promises.
Before entrance of Orascom Telecom Holding in Bangladesh, there was a monopoly
market. As soon as this company came, the tariff rate decreases drastically which was
very much desired by our people. Therefore, Orascom is not only a mobile company but
also a blessing for our country.
Though Banlalink is a multinational, company it’s branding created an image to our grass
root people. 1 should say, It need not to recognize Banglalink by its’ name but only seeing
the brand logo.

1.1 S cop e & O b j e c t iv e __________________________________________________
Telecommunication is very much comprehensive & complex industry. It deals with
different areas to capture the market & it requires huge promotional activities to survive.
More over they have to come up with different innovative ideas to have a position in the
market. Thus, it is observed that the study covers a broad spectrum such as product, price,
promotion, govt, regulation etc. The study will focus on Banglalink only among the other
companies operating in the industry. Based on the above facts this specific objectives of
the study is as follows
>•
>
r
>
>

To give an overview of Telecommunication industry in Bangladesh.
To give an insight into the product of Banglallink.
To give the administrative procedure of Banglalinnk.
To deal with the performance of the company.
To give a comprehensive study with the other companies in the market.

Internship Report
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1.2 M eth o d o lo g y
The study is based on primary and secondary data. Information has been collected from
different published materials such as annual report, Newspaper, books and periodicals,
internet etc. Financial analysis has been done by using appropriate mathematical
techniques. Primary source consists mainly of personal observation during the attachment
period. Interviews with the sales people at direct sales booth & direct interaction with
customers helped in conceptualizing what customers are looking for. Frequently asked
questions from customer gave an idea as to what they considered were important factors
& not just, what the telecom companies thought were important.
Secondary information came mainly from websites, mainly the official website of the
telecom companies. A few articles on newspaper also helped in the collection of
information. Data used this report are mostly updated till date. The mass-market data are
updated based on standard package. Moreover some date are given here are the
approximate value of the calculation.

1.3 C o n s t r a in t ______________________________________________
Several information regarding on going projects could not be used to analyze further
competitive positioning of Banglalink, as they were considered confidential.As I was
working for Banglalink, I could not interview employees from its competitors, as would
have been the case normally, and had to rely solely on information available to the
public. Some of the data used this report is not recently updated and some factors are
being hided by the company.
Chapter Summary: Not only the developed countries but also the developing
countries are good market for telecommunication companies. In this condition,
Bangladesh is obviously a huge and attractive market. As OTH focuses on expanding
their business in Muslim countries, they discovered a potential market in our country.
Both secondary & primary sources had been explored to grab data for the report.
However, some limitations were faced which were negligible.
Internship Report
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Chapter:2

Introduction to the company

Name: Banglalink™
Location: Headquarter in Dhaka, Bangladesh.
Historical background: Banglalink™ is the latest addition to the GSM family of OTH.
Naguib Sawiris, Chairman and CEO of OTH, announced the acquisition of Sheba
Telecom (Pvt.) Limited with a cost of US$60m in September of 2004.
Parent company
Orascom Telecom Holding S.A.E (OTH), one of the most dynamic telecommunications
company in the world, was established in 1998. Originally an Egyptian company,
headquartered in Giza, Egypt, now operates in more than 10 countries and has grown to
become the largest and most diversified GSM (Global Systems for Mobile
Communications) network operator in the Middle East, Africa and Asia. With nine
licenses covering the region, Orascom Telecom has positioned itself as a leading
telecommunications conglomerate in emerging markets of this region. In fact, most of its
companies are leading the industry in the countries they operate, notably Mobilink in
Pakistan. It is also the largest capitalized company on the Cairo & Alexandria Stock
Exchange.
Orascom is a conglomerate of three different companies:
► Orascom Construction Industries,
► Orascom Technologies, and
► Orascom for Hotels and Tourism.
However, Orascom Telecom is a holding company that owns and runs several mobile
GSM networks across Egypt, the Middle East, Africa, and the Indian subcontinent. A
Part of Orascom Telecom is publicly traded on the London and Cairo Stock Exchanges
and the Sawiris family in Egypt owns the remainder of shares in the company.
Internship Report
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Within five years from the date of its inception, OT established strong presence in the
GSM Association (the world's leading wireless industry representative body), represented
by Chairman and CEO Mr. Naguib Sawiris, who was selected to join the GSM
Association’s CEO Board since 2003. OT will have a strong impact on the multi-billion
dollar global wireless network business, and will help guide the strategic planning for the
future of the industry in the world.
Banglalink™ - Be mobile, B'linked

The Sawiris family, of Egypt, owns the majority stake in the company (56.9%). Orascom
Telecom Holding is a leading player in the Cairo and Alexandria Stock Exchange where
it is traded under the symbol (ORTE.CA). On the London Stock Exchange, its GDR is
traded under the symbol (ORTEq.L). OTH's IPO raised US$320 million during the year
2000, and was the largest offering on the Egyptian Stock Market at the time.
The above operational facts indicate the following market share:
Table 1: Orascom's market share
Country
Algeria
Pakistan
Egypt
Tunisia
Iraq
Bangladesh
Congo Brazzaville
Zimbabwe
Democratic Republic of Congo

Internship Report

Brand name
Djezzy
Mobilink
MobiNil
Tunisiana
Iraqna
Banglalink
Libertis
Tel Zim
Oasis Telecom

Market Share
73.0%
63.8%
53.5%
29.4%
100.0%
12.0%
36.8%
31.0%
5.1%
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Information about Founder
Name of the founder(s): Orascom Telecom Holdings (OTH) group.
Characteristics of founder(s): Orascom Telecom Holding S.A.E. (“Orascom Telecom”)
is a leading mobile telecommunications company operating in nine emerging markets in
the Middle East, Africa and South Asia.
Established in 1998, the company has acquired nine operating licenses in this region.
With nearly 520 million people and an average mobile telephony penetration of only 5%
falling under these licenses, Orascom Telecom has positioned itself as a leading
telecommunications conglomerate in the emerging markets of this region. The
organization has managed to build an amazing subscriber base of around 15 million in
just a short span of six years by the end of 2004.
The capital of Orascom Telecom is estimated at 1.1 billion Egyptian Pound represented
in 110 million shares.

Mission and Vision
Mission statement: “to reduce the total cost of ownership of buying and using a mobile
phone. Moreover, to achieve this vision, the company has established some values that it
tries to instill in its employees. They want their employees, and the company as a result,
to be straight forward, reliable, innovative and, above all, passionate.”
Vision: “understand people's needs best and will create and deliver appropriate
communication services to improve people's life and make it easier”.

Internship Report
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Chapter: 3

T e l e c o m m u n ic a t io n I n d u s t r y

in

Ba n g la d esh

No other communication device except mobile has kept so much impact in Bangladesh.
In every aspect of our life mobile plays a very important role in our country. I should say,
mobile company has brought socio cultural change in our country. On the other hand, it
plays an important role in economical sector.
There are five-telecommunication companies in our country. The main reason for such a
small numbers is the regularization of the industry by the government. There is also a
new company from Middle East (Warid) is ready to launch their product in Bangladesh
very soon. For years, the Bangladesh Telegraph & telephone board (BTTB) had been the
sole player in the market. Bangladesh telecom limited(BTL) was the first entrant in this
market backed in 1989 when it was awarded a license to operate cellular, paging and
other wireless communication networks been renamed to pacific Bangladesh telecom
limited and given a brand name Citycell Digital to it’s cellular services. After that,
Grameen Phone, Aktel and Banglalink has entered the industry with various changes in
between BTRC has formed Teletalk Bangladesh Ltd. on behalf of the mass public.
Meanwhile, the industry is also set with licenses to operate PSTN or fixed phone lines in
the upcoming months.
While the market for mobile phones, specifically, has been growing steadily since its
introduction back in 1993, in the past 18 months the market has more than doubled,
growing from 1.5 million subscribers in early 2004 to 4.2 million at the end of 2005.
At this stage, with market penetration being less than 2% in a population of 140 million
people, there is great potential for expanding subscriber base in the country. However, in
Bangladesh, as well as in many other emerging markets, operators concentrate on raising
the ARPU (Average Return per Unit), which is an appropriate strategy for developed
markets where the mobile market has been saturated. In emerging markets, operators
Internship Report
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should concentrate more on acquiring new subscribers and on obtaining a greater pie of
the market share.
Over the last two to three years, the number of mobile subscribers in Bangladesh has
been doubled on an annual basis. If the government is able to continue the deregulation
process and more mobile operators are licensed, it is predicted that there will be around
25 million mobile subscribers in the country by 2007.
Following tremendous growth in the country's mobile phone industry over the last few
couple of years, Bangladesh, despite of being a developing country, is not far away from
reaching remarkable phone users by the end of year 2015.
In Bangladesh there are some impressive mobile operators here, the country also has a
pool of brilliant software developers, apart from having a positive rate of economic
growth as well as a progressive government. As Bangladesh is 'one of the key markets,'
no doubt, growing high and it is heading towards the right direction.
The government can support growth through making legislative framework, developing
infrastructure and preparing tax-free mechanism.
3.1 G

rameen

P

hone

L

t d

.

GrameenPhone is at present leading the industry with 10 million subscribers out of a total
market size of 20 million (approximately). It plans to provide network coverage to 90%
of the market by the end of the year.

Parent Company
Date of Launch
Subscriber
Growth Rate
Market Share
Internship Report

Grameen Phone At a Glance
Telenor (Norway)
March 26, 1997
10 million
109%
55%
8
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The company was formed through a joint venture between Telenor, a leading Norwegian
mobile company, and Grameen Telecom, a not-for-profit organization established by
Professor Dr. Yunus. More than 60% ownership belongs to Telenor.
3.2

AKTEL

Telecom Malaysia International Bangladesh (TMIB) Ltd. was formed through a joint
venture between Telekom Malaysia Berhad (70% equity interest) and A.K. Khan & Co.
Ltd. back in 1996. They launched their mobile service, branded AKTEL, in 1997.
Having recently stepped up all its promotional campaigns, AKTEL can proudly boast of
6 million subscribers in its network and the second position in the industry.

Parent Company
Date of Launch

AKTEL At a Glance
Telekom Malaysia

Subscriber

In the Year 1997.
6 million

Growth Rate

200%

Market Share

26%

3.3

B an g lalin k

Banglalink is the latest addition to the GSM family in our country. It
started its business by the acquisition of Sheba Telecom (Pvt.) Limited
with a cost of US$60m.

b'Ctnala'lnk

The company aims to make a difference in the lives of the people. Its
vision is to “understand people's needs best and will create and deliver appropriate
communication services to improve people's life and make it easier”. Their mission is,
therefore, to reduce the total cost of ownership of buying and using a mobile phone.
Moreover, to achieve this vision, the company has established some values that it tries to
Internship Report
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instill in its employees. They want their employees, and the company as a result, to be
straight forward, reliable, innovative and, above all, passionate.
Banglalink™ - Be mobile, B'linked

As Sheba Telecom, the worst performing network operator in the industry, the company
had only 30,000 subscribers. To dispel this image, OTH had re-branded Sheba as
Banglalink™ in an attempt to give it a completely new image.
With that kind of a reputation at its disposition, the Banglalink™ management has placed
one of the highest priorities on improving its network. In this respect, they have installed
state-of-the-art equipment from Siemens and Huawei and brought in over 1,000 people,
including experts, from 15 countries around the world to set up the required
infrastructure. The system took a record of four months (less than half the normal time) to
build. In 2005 alone, Orascom invested $120 million, earmarking close to another $300
million for future investments.
While Banglalink™ started out quite small, it has increased its coverage from 9 to 23
districts in just over three months. Moreover, in less than only four months, it increased
400,000 subscribers from a mere 30,000 in February before the launch.
3.4

C it y C ell

CityCell was the first mobile operator to enter the country, was back in 1989 when
Bangladesh Telecom Limited got a license to operate cellular, paging, and other wireless
communication networks. However, in February 1996, the company was renamed as
Pacific Bangladesh Telecom Limited (PBTL) and the CityCell brand launched, just one
year before GP.

Internship Report
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Parent Company
Date of Launch
Subscriber
Growth Rate
Market Share

CityCell At a Glance
Pacific Bangladesh Telecom Limited
In February 1996
1.1 million
9.75%
5%

While the market share of CityCell is nothing to be proud of, it is true that CityCell is
behind many of the features we take for granted from our operators. For example, it was
the first company to introduce the 15-second pulse rate, a long time before the pulse war
began. Moreover, it was the first ever operator to introduce off-peak rates, SMS and
IDD/NWD for pre-paid subscribers.
Singapore Telecommunications Limited (SingTel) bought 45% equity interest in the
company, with an option to buy 60%. Thus, CityCell may turnaround and make a come
back very soon.
3.5

T

eletalk

Teletalk formally introduced on December 28, 2004. The company will release 2.5 lakh
SIM cards in the first phase, out of targeted 10-lakh connections that would be sold by
mid 2007.
While there were many people willing to purchase this line due to the lower tariff it
promises, there were two problems associated with the company. First, it did not provide
any interconnectivity with the other private mobile operators. Second, the formation of
Teletalk may be under question. There is an ongoing litigation against Teletalk in the
public interest. According to the AOA and MOA of the company, it seems that the public
own the company and not the government. If the case goes in their favor then, it can
continue business as usual. Right now, they have interconnectivity with other operators.
Internship Report
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Chapter Summary: Within few years, the telecommunication industry in Bangladesh
expanded dramatically. There are five telecommunication companies are operating their
business in this country. All middle class people in Bangladesh can afford a mobile
phone now, as start up price has been decreased much than before. If the rules of
Bangladesh government can be formulated as more flexible, then opportunity of
telecommunication industry will enhance. Despite of the intervene government rule the
growth rate of this industry is remarkable.

Internship Report
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Chapter-4
Product
4.1 P r o d u c t s

and

S e r v ic e s

of

B a n g l a l in k

and serv ices

Telephone sector is a service-oriented sector. Banglalink offers various types of new and
innovative telephone services to both the urban and rural people of Bangladesh during the
last two years. The mobile-to-mobile service, the pre-paid service, the PCO services are
among its largest innovations. Besides these largest ones Banglalink also introduced a
number of value added services like the cricket update service, international roaming
facility, Voice Mail Service, Text Mail Service, I-Bubble, Song dedication services etc.
The company is the pioneer in most of its services. Handsets or the phone-set and the
SIM Cards are the only physical products provided by the company. Banglalink as able to
reach telephones in many remote areas of the country and connects those areas with the
foreign countries. The prime services provided by Banglalink are broadly customized in
the two types- the post-paid service and the pre-paid service.
Product offering & Pricing
Banglalink™ currently has seven packages in the market. When the company started out,
government regulations had prevented it and other telecom companies from selling SIM
cards alone, but rather had to bundle them with a handsets. However, this policy has been
withdrawn ever since BTRC’s Teletalk itself started selling SIM cards alone to the
public.
In fact, according to customer feedbacks, Banglalink™ packages are all attractive, since
the connections and monthly line rents are the lowest in the industry, and would have
attracted a lot more customers, if only the network could be improved.

Internship Report
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Banglalink currently has two pre-paid packages. They are Desh and Ladies First. Both of
these packages are of two types. They are M2M, and standard. M2M means calls can be
made to any other mobile, Standard connection has T&T incomming and outgoing
facility. The package Desh and Ladis First has competitive advantage through tarrif and
the number of FnF.

Post-paid packages
There are quite a few number of post-paid packages. They are Call and Control,
Upperclass, Commercial User, PCO etc. There are subdivisions in all those packages.
The Call and Control package has two divisions. M2M and Standard. Recently
management has decided not to sell the M2M package. The key feature of this package is
that, the user will be abling the benefits of Postpaid but will be paying their bill via pre
paid scratch cards.
Upperclass is the core post paid package of Banglalink. For taking the connection the
user has to pay TK 150 and needs to pay a deposit of more than TK 1000. This deposit
will determine the Talktime credit limit of the user’s connection. Commercial User is
purely designed for the user’s who wants to use the SIM for commercial purpose.

Corporate Package
The corporate package of banglalink named “Enterprise” has been the latest addition of
the overall banglalink packages. The package has very attractive features and are usually
targetted to any company who can provide the photocopy of their trade license and utility
bills. It has best banglalink package interms of their benefits like tariff compared to the
other banglalink packages. The key features of the package is given below:
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Lowest call tariff among the existing operators.
Special discount on connection fee.
Special waiver of monthly fee.
Lowest call rate to any Banglalink numbers.
T&T incoming FREE.
Lowest SMS charges
3 FnF numbers to any operators
Free Golden numbers upon availability
Free monthly itemized bill
Free retrieval of Voice Message Service
1- Miss (Missed Call Alert)
I - Bubble (Voice Message Service)
=> Special services in “Enterprise” package
❖ Zero Security deposit for the connections
❖ Unlimited credit limit for the connections
❖ International Roaming facility up to 111 countries with 251 Operators
❖ Waiver of Security deposit for International Roaming
❖ International SMS facilities in 170 countries among 640 operators
❖ SMS Broadcast to unlimited numbers with a cheaper SMS rate
❖ Fax and Data Service
❖ 24-hour prompt customer service for one stop solution
❖ Dedicated Account personnel to meet your specific needs and ensure faster
service
❖ Dedicated customer inquiry number.
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Apart from the sale of connection, Banglalink™ dealers and the Direct Sales team sell
scratch cards for their pre-paid subscribers and handsets, as long as it is sold with a
connection since the company does not earn any profit from the sale of handsets alone.
Now the company has stopped selling the SIMs with the handsets.

Tariffs
First Banglalink™ and then BTTB with Teletalk Bangladesh Ltd; the price war can be
said to have well and truly started. While Teletalk charges the lowest among all the
operators, it did not have the mobile-to-mobile connection with other operators, hence
with only T&T incoming and outgoing facilities, the mobile phone is not much of a
mobile phone. Now they do have all the features.
While the Banglalink™ product themselves are attractive and the initial cost of
purchasing is the lowest in the industry, the tariff rates are similar to other network
operators, if not higher.
At present, with so many packages and special offers from the telecom companies, most
people are frustrated and confused, especially with the billing system. People are used to
calculating their billings in terms of tk per minute. But with so many options, people,
these days, spend more than half the time in calculating which packge, on what day, and
at which time would give them the maximum benefit. With this in mind, Banglalink™
introduced a new pre-paid tariff rate which simplies matter considerable by just stating
how many minutes a person can speak with which scratch card.
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While Banglalink™ started out quite small with network coverage in only 9 districts the
number has been increasing regularly and now there is coverage in 61 districts.
For proper availabilty of the product there are distributors. The distributors have more
than a hundred dealers working for them, with the number increasing regularly.
Sales also takes place from the DS Booth attached to the Customer Care Center.
Currently there are are only five booths, they are in Chittagong, Khulna, Sylhet and
Dhaka. These booths are run and managed by the employees of the company itself.

Packaging
The logistical companies do the packaging completely. The ‘Ring’ provides the company
with the SIM cards sealed within CD covers and SAF forms. Oraslnvest is also involved
in the packaging process.
Similar to GrameenPhone’s packaging, Banglalink™ also has a distinctive packaging.
Smaller and more petite in size, the Banglalink™ insignia occupy most of the space.
Many people can be seen carrying around Banglalink™ packages in their hands on their
way to offices and other places these days.

Promotion
With product offerings becoming almost similar amongst the network operators, most
now compete in terms of special offers. Telecom companies all have stepped up their
marketing activities and are pushing for aggressive promotions, far more aggressive than
they had been in the past and far more aggressive than companies of other industries had.
While the chapter on competition analyzes the special offers of Banglalink™ against its
competitors, the following section discusses only the offers of the company and its
relative attractiveness.
Internship Report
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Launch Offer: The initial offer with which the company launched its operation was the
Tk. 3,400 package. The package contained one pre-paid M2M connection, six scratch
cards worth Tk. 1,800 and a handset. The offer came as a bang in the mass market. While
people had expected something big from the time OTH announce the purchase of Sheba
Telecom, this offer was big and exceeded many expectations. People would start lining
up from early morning and stayed as long as necessary to get the connection. Often the
line would extend all the way from the 4th floor, where the DS booth is located, to the 2nd
floor. Daily average sales had been around 350-400 connections per day at the booth.
The offer had been in line with the company’s mission to reduce the total cost of owning
a mobile, which it had identified as the biggest barrier today impeding the development
of an emerging market. Thus, the attractiveness came from the price of the handset,
which came to somewhere around Tk. 1,500 and had nothing to the actual product itself,
i.e. the SIM card. Since network problems still existed, many customers, more often than
not, threw away the SIM or gave it away and just used the handset.
This is evident from the fact that sales had significantly dropped after the end of the offer
(April 30, 2005). Daily average sale was around 10 connections per day at present from
the DS booth. And ever since the end of the offer, the company has not introduced any
new offer that is in line with their mission to reduce the total cost of owning a mobile.
MGM: (Member-get-Member) This offer was launched on March 29, 2005 and
continued for two months and was available to only purchases from the DS Booths. The
objective of the offer had been to build loyalty amongst the existing post-paid subscribers
and boost sales of the launch offer.
For post-paid subscribers to avail this offer, they would have to introduce a pre-paid
customer to Banglalink™ (maximum of two). This would result in a discount of Tk. 800
from their monthly airtime bill for each person they introduce. The offer had been of
moderate success and introduced more than 2,500 pre-paid subscribers to the network.
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Family link: This offer had been specially designed for the employees, vendors and
agents of the company. An employee could purchase a maximum of three Tk. 3,400package for only Tk. 3,000 for friends and families. The offer was open for only a month
(March 31 - April 30) and was just gathering momentum when it closed. The main
reason for ending it was due to the difficulty it raised in daily operations. However,
during the short span of time, the offer had introduced a total of 385 pre-paid subscribers
to the system.
Habib CD: This promotional was a limited offer,
launched on May 1 last year, until stock lasts. Under
this scheme, for every pre-paid connection purchased, a
customer would get Habib' Moina Go CD. What makes
the offer special was that the album had been
copyrighted by the company and was therefore
available only with Banglalink™ connections (pre
paid). The popularity of Habib's first two hit albums
(Maya and Krishno) had helped to attract the attention
and raise the interest level of this third one (Moina Go).
1000 SMS free: The 1000 free SMS offer
had been instigated just one to two days after
the big launch of Djuice from
GrameenPhone. It effectively undermined
their Tk. 1 per message tariff, which was
supposed to have been an immense attraction
to customers.
The offer was only available to pre-paid
customers and was valid for six months
during which period the subscriber must be activated at all times. It had been observed
that many subscribers keep Banglalink™ pre-paid SIMs now-a-days as a second SIM,
which they use to send messages. While this earns very little revenue, it helps to build
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customer equity and will promote continuous use of the SIM once the network is
improved.
Lifetime validity: Now Banglalink is offering life time validity for recharge any amount
starting from TK 10. This offer ends up the validation period for scrach card and I’top up
recharge. This is a point of difference where every other operators have limitation for
their card recharge.
International SMS at Tk. 2 only: This is a promotional offer for three months, startng
May 16th. The rate has been kept same as national SMS rates to induce more usage of the
service. However, it may or may not change after the promotional period is over.

Recent Offer for Desh prepaid package
□Tk. 0.29/min (banglalink to banglalink) applicable for all banglalink connections
□Tk. 0.99/min (to any mobile from 12 am to 9 am) is applicable for only banglalink
pre-paid desh connection
□Tk. 1.96/min to any mobile from 9 am to 12 pm remains unchanged for banglalink pre
paid desh connection
□FnF charge: tk. 0.99/min (to any mobile from 12 am to 9 am)
Tk. 0.29/min (banglalink to banglalink from 12 am to 9 am)
Outgoing FREE with incoming calls
10% bonus talk time free on the total incoming calls received that month on banglalink
desh connection from any operator
e-ISD
With e-ISD, it is possible to make international calls to 25 countries at economy rates.
Process: dial ’012’ + country code + tel. no.
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On the morning of February 10th 2005, when Banglalink™ first announced the release of
its first ever offer, the streets were all lined with Banglalink™ banners. There were
posters all over the place and ads in most prominent newspapers. Some newspapers
carried an advertise of Banglalink™ titled “All you need to know about...” and below it
the logo of the company. While the communication materials had not been as impressive
as one would have liked, it had achieved visibility like no other brand. For all its
promotions, Banglalink™ uses newspaper ads, posters & leaflets.
For retail Outlets and the DS booth decorations, buntings and danglers are used.
Communications of significant nature are broadcast on TV. A common theme run
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The most recent pre-paid package came into market with a
bang. The customers for the first time got to talk at a low tariff
o f TK 2.5 only, further after it has been redused to Tk 1.96
only. The response was crazy. Total sales hence revenue
further boosted.
The recent tag-line in the TV-commercials of Banglalink is
(translated into English) “Wherever there is a will to change
there is Banglalink”. The commercials of the Fisherman and another commercial
consisting of the Sub-urban girl trying to make a difference has caught the heart of many.
Value Added Services
As mentioned earlier, the industry is on the road to a price war. Most of the operators are
competing to bring down their prices below that of others and thus induce customers to
switch operators. However, the low cost of switching is also causing more customers to
switch operators frequently based on the special offers available at that time and reducing
brand equity.
Nevertheless, once people get tired o f special offers, operators have to turn back to their
basic product and compete at that level. Moreover, since networks can be improved with
just a little bit of time and a lot of investment, most operators would sooner or later be
competing in terms of the value added services they have to offer.
Like all the other subsidiaries of OTH, Banglalink™ also places a high importance in
adding newer and more unique value added services to its operation. The various VAS
available to customers are described in Table 2.
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Table 2: Value Added Services

VAS
Call
Forwarding
/Diverting
Call
Waiting/Ho
lding

Description
Charge
This allows subscribers to divert their calls to another number of their
choice, when they cannot either answer the phone themselves or their Free
SIM is taken out of the mobile and another one put in, in its place
This service allows subscribers to accept calls from a caller while
talking to another.

Free

Callers can choose to have certain numbers barred which would
prevent the caller from coming through the line. The service is Tk. 3002
provided upon request by a subscriber.
This feature allows subscriber to see the identification of the caller on
the display before answering. This is a standard feature provided by all Free
CLIP
operators.
Tk. I00J
Banglalink™ can provide its post-paid subscribers with an itemized (monthly
Itemized
bill, either monthly or on demand.
) & Tk.
Bill
115 (on
Some cases it has provides free of chearge.
demand)
This acts as an answering machine when a subscriber is:
Normal
Voice Mail • Unreachable
Airtime
• Engaged in another call
Service
Charge
• Not in the mood to answer
Tk.
Short
It allows subscribers to send text messages to other subscribers of
.99/mess
Messaging
Banglalink™, GrameenPhone & AKTEL.
age
Service
Tk.
SMS Push- Subscribers can receive the latest jokes, quotes, cricket & weather
Call
Barring

2 The highest rate charged in the industry
1 Lowest in the industry
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Pull

updates, horoscopes, emergency numbers, send for taxi cabs through
their Push-Pull services.

Premium
SMS

Subscribers can download ringtones and logos by sending an SMS to
444

TAdda/Conf
erence
Calling

Through this service, subscribers can talk to more than one caller
(connect up to 10 callers, depending on handset) at the same time. It is
similar to having a group conference, just this is on the phone instead
of face-to-face.

SMS Adda

SMSemail

f/m
2/messag
e
Tk.
9/downlo
ad
Normal
Airtime
Charge
for each
person
connecte
d
Tk.
2/messag
e
Tk.
2/messag
e
Tk.
2/messag
e4
Charge is
not yet
set
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This is similar to chatting online, where a subscriber can enter a chat
or adda room and send messages to all the people in the room or to one
person in the room.
With an unique ID. such as 0191xxxxxx(2>banglalinkgsm.com, the
subscriber can send & receive e-mails from anywhere and any address
in the world.

Intemation
al SMS

A subscriber can send SMS to 171 countries & 640 operators around
the world

GPRS

A subscriber will be able to surf the Internet via this VAS. This will be
lauched by the end of December.

From the very beginning, Banglalink™ has been commited to making mobiles affordable
and innovative. Their first launch offer not only made mobile owning more affordable
from Banglalink™ but from all operators as well.
4 Subject to change after 3 months.
Internship Report

25

____ m

Banglalink™ - Be mobile, B'linked to n ^ b tir d '

In terms of innovation, the company has introduced Call Conferencing, SMS Adda &
SMSemail as a part of the service they offer. Few months back, the previous CEO of the
company, Lars P. Richelt has unveiled several emergency recharging systems (“an ER for
mobiles”) around the city that would allow consumers to recharge their handset,
regardless of the operators they use, free of cost in public places such as hospitals,
universities,etc.

Chapter Summary: Banglalink has a wide range of product, which are selling in the
market. The ratio of selling pre-paid & post-paid is 90:10. Banglalink Frequently offers
new products to grab the market. It has huge range of VAS (Value Added Services)
which are frequently used by subscriber like song dedication, international SMS, news
update, jokes etc. Banglalink is always innovative in offering product & service to its
customer.
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Chapter: 5
F u n c tio n a l

a d m i

NSTRATIVE DEPARTMENTS

There are approximately eight functional departments in the organization. The functions
of these departments are described in the following sections:
5. 1

Sa

les

One of the most important links in the chain, the sales department is responsible for all
the sales activities of the organization. The department, led by Mr. Arif Mehmood
Mallik, Director Sales, is divided into four divisions: Direct Sales, Corporate Sales,
Distribution Sales and Sales Support.
Distribution Sales: This is the largest team in the department. Consisting entirely
of male employees, this department is responsible for managing the activities and
ensuring that sales targets are met by the company’s six distributors (Lipro, Asimpex,
Butterfly, Propel, Deens & Deshlink). They are also responsible for ensuring that these
distributors and all the dealers operating under them are following the policies of the
company with regard to promotions, package offerings, branding, pricing etc. Hence, the
team works mostly outdoors and report to the office in the evening or early morning for
completion of any paperwork.
5.1.1

Flow Chart: 1

(^Sales Departm ent^

^ Direct Sales ^
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5.1.2 Corporate Sales: Corporate Sales is a relatively small team compared to direct and
distribution sales. They are yet to launch any packages, although they have recently
started selling to public call offices (PCO) through Flora Computer Systems.
5.1.3 Direct Sales: This is the largest team in the department, consisting of more than 20
employees. This department is dealing with the sale that is directly dealing with the
customer.
All the other operators sell their products solely through their dealers, and more recently
some have added selling activities to their Customer Care activities, but are yet to make it
a separate entity similar as is in Banglalink™.
5.1.4 Sales Support: This team is the smallest of all the four teams. Nevertheless, they
form an integral part of the department by providing logistical support to the other three
teams. Thus, they have to maintain liaison with the Procurement Department; Kallol
Group, our scratch card distributors; the warehouse, where all POSM and handsets are
stored; the Ring and Oraslnvest (wholly own subsidiaries of OTH who provide the
company with SIM cards, SAF and other logistical support.
5.2

M

a r k e t in g

The Marketing team also consists of several teams, which includes PR &
Communications, VAS, Loyalty & Retention and International Roaming. The teams all
report to Omer Rashid, the Marketing Director.
The Loyalty & Retention team is responsible for the designing of the special offers
launched from time to time in an attempt either to increase customer base or to increase
ARPU. The VAS division is responsible for the continuously adding valuable services to
provide a complete solution to existing customers, for example, for making conference
calling & ring tone/logo downloads possible. These two teams together are in charge of
making the customers experience with our network more satisfying.
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PR & Communication is responsible for designing and developing all promotional
materials for the marketing of any new product/package and any other activities. They
coordinate and work directly with the advertising agency and other vendors. While other
companies have an entire department for promotions and branding, at Banglalink™ this
division, consisting of only a handful of people is responsible for this task.
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5.3

H

u m an

R

esources

Aside from recruiting and training employees, the HR department is also responsible for
disseminating internal communication to all users and in the process of developing
compensation packages for its employees, such as medical insurance under the group
plan, life insurance and running several activities such as the Vaccination Program for all.
Training activities are continuously taking place to develop and hone the skills &
knowledge of the personnel, such as the English Language & MS Project Courses for
selected employees and conducting a GSM Orientation session for all employees,
especially the Sales, Marketing & Customer Care Departments who have to deal with
customers.
5.4

C

u s to m e r

C

ar e

Rumana Reza, the only female director in the organization, is the head of the Customer
Care department. This too is segmented, consisting of the Customer Care division itself,
and then there is Care Line, Credit Management Unit and the Support Services Unit.
They are responsible for handling customer queries and providing solutions to any
problems faced by the subscribers.
While the above departments are all located in the headquarters in Gulshan 2, the
Customer Care people are divided between the head office and the Call Center.
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■

illing

The IT & Billing department, as is evident from the name, is in charge of all the
hardware, software and program requirement of the other departments. They also
generate the bills for the company subscribers (post-paid).
5. 6

A

d m in istr atio n

Apart from the Administration division, the department also consists of the Legal
division and the Project Management Office.
5. 7

F

inance

The finance department is the largest department at the head office with an entire floor
devoted to their needs. They consist of the Procurement & Cash Management divisions
among many others.
5. 8

T

e c h n ic a l

The technical people are all located at Hosna Tower in Gulshan - 1, but many work off
site, taking care of BTS or BSCs. The various divisions of this particular department
include Access Network, Core Access, O&M, and Rollout.
Chapter Summary: Banglalink has eight administrative divisions. Main functional
divisions are like Sales, Marketing, Finance, Human Resource, Technical etc. CEO
(Chief Executive Officer) heads all the divisions. Each department has a manager to
supervise all the activities of respective department. Strategic decisions are come from
the top management.
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6.0 Assigned Job during Internship Period
I had the opportunity to complete my internship from one of the fastest growing
telecommunication sectors, Banglalink. The duration of my internship was from 21st
January to 20th April’ 2007. I was assigned to work in corporate Sales Department, a
division of Sales department. In this department, 1 have performed as a regional and
booth coordinator. I also had look after the administrative part of these two sectors.
Besides working these two sectors, I performed other duties as and when was required by
the company. The responsibilities that I had during this period and my overall findings in
my observations are briefly given below.
6.1 Description of the Job
As 1 worked in two sectors, my responsibilities were as follows.
S Performed duty as a regional coordinator where I need to maintain
communication with Rajshahi, Khulna, Chittogong and Sylhet region for their
SME selling.
S Performed as booth coordinator where I was continuously looking after their sales
and other requirements.
S As a coordinator, I need to prepare two daily reports one is for five direct sales
booths and other one is daily regional BDO sales report. I also maintained a
regional financial report.
S Maintaining internal and external (Customers/ Employees) communication with
BL direct sales booth
S Synchronizing sound communication among BL booths and SSU, CCD, CMU, IT
S Handling crisis communication/ pressure situations
S Worked as a member of strategic sales Wing (Back Office, Sales)
S Keeping Inventory track record of DS Booth and strategic Sales unit.
S Monitoring & justifying product requisition from DS Booth
S Deliver product for the booth requirements and DSA product requirements
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6.2 Specific Responsibilities of the Job
Being an intern, I performed different activities. Beside these, I had some specific
responsibilities authorized by the respective department. These are given below.
S The position I have been worked is a permanent position for intern so from the
very first day I had my specific responsibility and duty.
S I have worked under the supervision of Mr. Miah Md Rashedul Hasan, assistant
manager, corporate sales. During my working period the most important thing 1
have learned from him is that how to manage people and how to make to work
done through others.
S Daily combined sales reporting, F top up Balance transfer for sales booth and
some administrative work was included in my job responsibility.

6.3 Differente Aspects of Job Performance
Internship period is very important as well as sensitive for a student throughout his/her
career life. Coping with a very different environment, adjusting with the organizational
culture and custom is an all through challenging task. As this is the beginning of a
professional life, one must complete this period with full devotion and attention. The
success of an intern reflects his/her attitudes towards the responsibilities he/she will have
in future. Keeping all the views in mind, I have tried best to perform my assigned duties
wholeheartedly. I would like to highlight some of the important aspects of the jobs I
performed.
S As a regional coordinator, I need to deal with four regions except Dhaka. At the
end of every day I got the SME sales report from each four region then I need to
accumulate it and preparer the final report that is need to send to my manager.
S As a booth coordinator, I got daily sales report at the end of each day, prepared
the combined sales report, and then send it to my manager. As for booth
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issue and distribution.
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S I also was the responsible for the administrative part for both region and booth.
They also informed me about their needs and requirements and it was my
responsibility to take necessary steps for these.
S As a member of strategic sales, I also work in back office to support our team.
Stock maintenance for strategic sales and send the ARF to the activation team was
also included is my job at the last month of my internship period. However, it was
not my responsibility but I have attended two sales calls. I intentionally attended
their for the purpose of learning. It was a great experience for me to attend those
two sales calls. I have learned how to deal with people and how to focus our
product towards our customer.
Working in BanglaLink is a great experience for me. I have had some good experience as
well as some bad experience. Nevertheless, my overall learning has enriched my
knowledge and working capability in telecommunication sectors. I believe this
experience will add some unique value for my further career. Some odd job was also
included in my job. I believe that every intern needs to do this for the purpose of learning.
At the end, I am happy to make some changes in the working process and this thing gets
me relaxed form some odd jobs.
6.4 Critical Observations
The observations that I have regarding my job is as follows,
S Bureaucratic problem: bureaucratic problem is the main concern for make work
being delayed. Most of the cases every department has some bureaucracy. Only
for this reason, some process takes long time to be done. There are also some
people those inefficiency and irresponsibly causes other people suffer.
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S Problematic process flow : there is lots o f work process in BL, which could have
been done better in a very simplified way. One example I can give here is that the
product lifting for DSA product. Here I was assign for lifting the product from
warehouse and than deliver the product to booth. In this regards, the dealer could
directly lift the product from warehouse but the process was not like that. In that
case, I told the total problem to my manager and other manager to sales support
department and then they took necessary steps to solve this problem.

S Lack o f Training for BD O ’s: Business development officers (BDO) are working
in the root level for the SME selling. Total number o f BDO is 207, working in the
different region in the country. Their educational level is not so high and
experience o f selling is very low. Most o f the month SME target has not been
fulfilled. In that case, training program for BDO might enhance the total SME
selling.

6.5 R ecom m endations
Based on my overall observation throughout the internship period, I would like to
forward some suggestion as follows.

S There is big difference between my internship expectation and reality. Students
should given some idea before they go for internship. The people who already
have completed their internship can attend seminar arrange by the university. This
will help the students to cop up with new professional environment.

S

In Banglalink, interdepartmental communication should be improved. Strong
interdepartmental communication will help banglalink to enhance its performance
and help to run swiftly.

S There is some procedure in banglalink those are critical, unnecessary and time
consuming. These procedures should be change and need to find some simplified
way to make the job done.
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S I found some dissatisfied employees. Most o f the cases employee satisfaction is
the key for the success o f any organization top management should more concern
about employee satisfaction.

S Intern student should keep in mind that they are representing their university in
the organization. In that case, they may need to cool and soft minded, they also
need to deal the fact very smartly.

Chapter Summary: The job I have performed there is some good or odd job on this part.
I have taken all o f this as my learning experience. The students those who are yet to do
their internship need to talk other students who already have completed their internship.
Everywhere their will be enormous work pressure for the interns but they need to manage
every thing.
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Chapter: 7
E m pir ic a l A n a lysis of B a n g l a l in k
The launching o f B an g lalin k 's operation has shaken th e cell p h o n e m ark et by its
inaugural o ffer w ith very attractive handset price and low co n n ectio n cost, w hich
w ere the m ain entry barriers for new subscribers to en ter th e b ase o f m obile
telephony. In addition, by launching w ith attractive offers and p ro m ises o f quality
services, th e co m p an y has bro u g h t about m any p o sitiv e ch an g es and m ost
im portant one is the co m petitiveness it has bro u g h t in the m ark et and helped
fostering the pace o f th e g row th o f the sector, w hich is u ltim ately b o o stin g th e new
com pany's grow th as w ell. A fter launching o f B an g lalin k on F eb ru ary 10 2005,
every thin g is get g o in g as planned and the co m p an y is satisfied w ith its
perform ance and pace o f grow th.
T he com pany w as lau n ch ed w ith a netw o rk con n ectin g key cities an d tow ns in
nine districts on ly for pro v id in g quality netw o rk facilities and w ith in th ree m onths
the com pany has ex p an d ed its netw ork in 25 districts and till date it has covered
61 districts, 425 th an as & 88% population. W orld fam ous teleco m solutions and
netw orking firm S iem ens has inked a 50 m illion d o llar n etw o rk in g co n tract w ith
B anglalink and n ow is w o rk in g on setting up the h ig h -tech n etw o rk b ase across
the country.
B anglalink is o fferin g the m ost affordable connection w ith a m o b ile-to -m o b ile
connection. M o reo v er, B anglalink has introduced In ternational SM S for the first
tim e in B an g lad esh as ju s t a o ne-year-old com pany w h ere as the o th er operators
w ho are here for y ears have failed to introduce it at the b eg inning. A lso as a first
com pany B an g lalin k has b ro u g h t in en tertain m en t b ased v alu e ad d ed services like
'SM S A dda' w h ich is a Internet based chat service, co n feren ce callin g for pre-paid
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subscribers w h at th e oth er operators first o ffered only to p o st-p aid custom ers.
M ore over v o ice telep h o n y services, unlim ited valid atio n o f cards, very consistent
inter-connectivity w ith o ther operators and BTTB th at are very fine in term s o f
high quality b ecau se o f th e brand new netw ork and the tech n o lo g y b eh in d it.
G ram een P hone and A ktel - has reduced th eir p ackage p rices, ex ten d ed validity
tim e o f cards, h an d set prices have also com e dow n as th e v o lu m es o f trade has
gone up and th e o verall ex p enditure o f subscribers have d ecreased significantly
and the overall m ark et hav e grow n and a reduction o f prices hav e seen in all areas.
M oreover, all these hap p en s because the entrant o f B an g lalin k in th e m arket.

B anglalink co uld o ffer th e m ost attractive inaugural p ack ag e so far w ith very low
handset prices b ecau se th e com pany had a plan for th at and it had to provide
subsidies for th e h an d sets and the sets w ere not tax or duty free. A nd the
B anglalink's targ et w as rem o v e the initial barriers to ex p an d th e m ark et first and
m ake m obile telep h o n y affordable to m ass p eople by cuttin g th e o v erall costs and
handset prices even and no other operators had earlier fo cu sed on this point.

In addition, co m p etitio n could be seen on n ew spapers ad v ertisem en ts th e operators
are putting in ev eryday, though th ere are lack o f clarity on th o se ad vertisem ents.
B ecause there are hig h lig h ts on one thing and footnotes say so m eth in g else and
m aking read ers to tally confused about actually w h at is on th e offer. B ut
B anglalink is v ery clear in th eir advertisem ents about w h at's on th e o ffer to the
point and alw ays p refer to it’s com m unication very clearly stated to avoid
m isunderstanding, said the m ark etin g guru o f th e new kid on th e B an g lad esh 's
m obile m arket.
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7 . 1 P e r f o r m a n c e o f B a n g l a l i n k i n t h e L a s t y e a r __________
7.1.1

Subscriber G

rowth

B an g lalin k started its o p eratio n w ith a c lien t b ase o f 3 0 0 0 0 by o ffe rin g a lu crativ e
p ack ag e w ith h an d set. U p to A u g u st 05, su b sc rib e r in creased slo w ly . H o w ev er,
a fte r o ffe rin g n ew p ack a g e c lien t b ase in c re ases d ra m a tic a lly in N v e m b e r’05.
M o reo v er, at th e en d o f th e F eb ru ary , it co m es up w ith a clien t b ase o f 1500000,
Ju n e 06 it reac h ed 2 0 0 0 0 0 0 an d at th e en d o f M arch 2 0 0 7 , it reac h ed 3.5 m illio n .

T able: 3
Month
(Quarter)

Feb'05

May’05

Aug'05

Nov'05

Feb’06

Jun, 06

March'
07

30000

42000

50000

1000000

1500000

2000000

3500000

Subscriber

G raph: 1
SU BSC RIBER GROWTH
4000000
3500000
3000000
2500000
2000000
1500000

□ Feb’05
m May’05

□ Aug’05
□ No\/05

1000000

■ Feb‘06

500000

□ Jun, 06

0

B March' 07
Subscriber
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7 .1 .2

G

rowth

R ate

T h e g ro w th rate o f B an g lalin k is q u ite su rp risin g . In th e m o n th o f M ay, it w as
2 8 .5 7 % . In ad d itio n , a fte r few m o n th s it b eco m es 9 5 .0 0 % in N o v e m b e r’05. E v ery
m o n th it is g ro w in g w ith a rap id pace. T h e g ro w in g rate w as h ig h in th e first
q u a rte r in th is year. G rap h ica l re p resen tatio n is g iv en b ello w .

Table: 4
Month
(Quarter)

Feb'05

May’05

Aug'05

Nov’05

Feb'06

Feb' 07

0.00%

28.57%

16.00%

95.00%

33.33%

100.00%

Growth Rate

G raph:2

Growth Rate
120 . 00 %

---------------------------

100. 00%
80.00%
60.00%
40.00%
20 . 00 %
0 . 00 %

—

................................................-............

□

□

-

□ Growth Rate

1

n

.

^
n

^

^

~

-

Month
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7.1.3

M

arket

S hare

G ram m en p h o n e is in th e le ad in g p o sitio n in te rm s o f m a rk e t sh are. T h ey
p o sse sses 55 % m a rk e t sh are w h ere as A k tel h as 2 6 % an d B an g lalin k h as 12% .
C ity cell & T eleta lk h as resp ectiv ely 5 % & 2% .

Table: 5
O perator
M arket Share

Grameen
55%

Aktel

Banglalink

Citycell

12%

26%

5%

Teletalk
2%

Graph: 3
Market Share Till February’Oj

7 .2

Performance

A nalysis

by

Po r t e r ’s

F ive

Forces

model

In th e past tw o y ears, th e c o m p etitiv e en v iro n m e n t in th e te leco m in d u stry h as
b eco m e in ten sely co m p etitiv e, w ith n o t o n ly co n stan t sp ecial o ffers an d n ew v alu e
ad d ed serv ices, b u t also w ith n ew an d b ig g e r en tra n ts, an d th e ir ag g ressiv e
m ark etin g .
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The follow ing sections describe th e com petitive en v iro n m en t in th e industry using
M ichael P o rte r’s five forces m odel.

7.2.1 T

hreat

of

Intense Segment R

ivalry

E ver since, O T H p u b licly an n ounced that it w as bu y in g 100% eq u ity interest in
Sheba T elecom Ltd. th e industry has been on shaky grounds. S u ddenly all telecom
com panies stepped up th eir prom otions.
U ntil even several m o n th s back, the telecom co m p an ies h ad enjo y ed secured
positions in th e m ark et and w ere sitting back, relax in g on th eir laurels. G P never
did anything to red u ce th eir charges for th eir consum ers; rath e r they introduced
several p ackages, alm o st every on o f them co n tain in g d ifferen t benefits and
various ta riff plans. H ence, all they m anaged to do is co n fu se it clients.
W hile they have n o t ch an g ed m uch in the past few m onths, they have certainly
started to take the co n su m er in m ind w ith th eir D juice p ackage, w h ich n ot only has
arranged concerts for its loyal custom ers (m ostly y o u n g p eo p le) b ut also added
“ X tra K h atir” am o n g its cam paign th at allow s them to g et disco u n ts in various
exclusive restaurants.
Since the end o f 2004, A K T E L has stepped up all its p ro m o tio n al activities and
becom e ag g ressiv e in its cam paigns. Suddenly, it is n ow m ore v isib le and m ore
people are now aw are o f th e brand. In fact, if G P did not hav e a clear lead in the
num ber o f su b scrib ers, A K T E L could have quite easily cau g h t up w ith them at the
rate that they are going. O n the o ther hand, custom ers are often d isap p o in ted w ith
the n etw o rk ’s p erfo rm an ce as m essages are often d eliv ered or receiv ed late; and
calls are often unsu ccessfu l or dropped frequently.
W ith

the

p u rch ase

of

45%

of

C ityC ell

from

PBTL

by

S ingapore

T elecom m u n icatio n s L im ited (S ingT el), few m onths back and w ith an option to
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purchase up to 60% total, rivalry from this co m er o f th e field m ay also increase
soon. H ow ever, n ow it is not doing very w ell and is co n stan tly on the receiving
end o f co m plaints ab o u t bad netw ork. M oreover, b eing th e only C D M A operator
in the country, p eo p le are hesitant to buy a C ityC ell co n n ectio n since it m eans that
they have less flexibility and cannot change th eir con n ectio n w h en they w ant, as is
the trend now , w ith o u t having to buy ano th er handset. In ad d itio n w here W arid is
yet to launch it is also a big th reat for the o ther com pany.
T eletalk, hav in g lau n ch ed its package quite recently is alread y in the m idst o f
several scandals. F irstly, it did n o t have any interco n n ectio n w ith th e o th er private
m obile operators. H o w ev er, even befo re th at becom es an issue, th ere is a question
o f w hether th e very fo rm atio n o f T eletalk is legal. In its m em o ran d u m & articles
o f association, it states th at th e people ow n th e com pany and not th e governm ent.
So this puts into q u estion w h eth er B T T B ’s m obile p h o n e license and its
subsequent tran sfer to T eletalk is legitim ate.
7 .2 .2

T

hreat of

N

ew

E

ntrants

H aving doubled th e n u m b er o f subscribers in only a year, p eo p le are slow ly
realizing the po ten tial o f the m obile industry. W ith th e m o b ile telep h o n y
penetration in th e country b eing som ew here around m erely 1.56% in a p o p u lation
140 m illion people, th ere is a huge potential for o b tain in g and in creasin g m arket
share.
This is quite ev ident from the n um ber o f foreign investors ey ein g B an g lad esh as a
place for p o ten tial investm ent. F irst, T elenor, a leading N o rw eg ian co m p an y ow ns
a m ajority stake in G ram een P h o n e, and T elecom M alay sia w en t into jo in t venture
w ith A K K han T eleco m to form A K T E L . T h en O T H , the lead in g teleco m p ro v id er
in the M iddle E ast p u rch ased 100% equity o f S heba T eleco m an d renam ed it
B anglalink™ and n ow S ingT el buys a huge chunk in C ityC ell.
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based company getting their license to operate their business in Bangladesh is about to
launch their product. All existing companies are planning their strategy to defend Warid
and industry may have some possibility to further reduction in price.
7.2.3

T

hreat

of

S

ubstitute

P

roducts

M obile telep h o n y is a tech n o lo g ical p ro d u ct w here research ers are constantly
innovating w ays to im prove and m ake m odern lifestyle co n v en ien t. H ence, m obile
phone o perators are constantly un d er the th reat o f b ein g rep laced by new
technology.
M oreover, B an g lalin k ™ is one o f the four operators in th e cou n try w ho provide
services using G S M tech n o lo g y (C ityC ell b eing th e only o n e u sin g C D M A
technology). A K T E L & G P had both introduced G PR S in th eir services. G P also
introduced E D G E tech n o lo g y few m onth back, w hich runs on h ig h er frequency
and capable o f v ideo stream in g and p ro v id in g M M S services. H ence, unless
B anglalink™ can m o v e onto h ig h er frequency levels, it is un d er th reat o f being
replaced by o perators w ho can.
A t the beg in n in g o f th e last year, B T R C approved the licenses o f 19 private
com panies to o perate P S T N lines, w hich w ill enable them to p ro v id e fixed phone
lines sim ilar to B T T B in all regions o f the country.
7.2.4

T

hreat

of

buyers

’

growing

bargaining

power

W ith the m arket p o ten tial in B angladesh ju s t hav in g been d isco v ered by p otential
foreign investors, it is likely th at custom ers can ex p ect to see m ore changes in the
industry, w ith m any m ore players fighting for m arket share. T his w ill give them
opportunity to ch o o se from a n um ber o f packages from any o p erato r they w ish.
M oreover, w ith prices com ing dow n significantly ev ery d ay and sw itch in g cost

Internship Report

43

Banglalink™ - Be mobile, B'linked h*kM‘

com ing dow n, B an g lalin k ™ w ould not only have to w o rry ab o u t ex p an d in g
custom er b ase b ut also w o rry ab o u t m ain tain in g the n u m b er th at th ey do have.
7.2.5

T

hreat

of suppliers

’

growing

bargaining

power

F or B anglalink™ th e effect o f suppliers is m inim al. T he co m p an y gets all its
supplies from O T H itse lf and need not w orry about supply sh o rtag e or increasing
cost o f supplies. T he supplies com e directly to R ing B an g lad esh , a w holly ow ned
subsidiary o f O rascom , from w here the com pany gets its su p p lies w h en required.
U ntil about several m o n th ago, the suppliers b arg ain in g p o w er h ad been great,
since it had been g o v ern m en t reg u latio n th at a netw o rk o p erato r can n o t sell a SIM
alone but m ust sell it w ith H andset. H ow ever, w ith th e w ith d raw al o f the
regulation, B an g lalin k ™ no longer has to d ependent on h an d set m an u factu rers and
accepts any or all p rice dem anded by them .
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7 . 3 P e r f o r m a n c e A n a l y s i s b y b c g Matrix
Although the BCG model has been traditionally used for analyzing a portfolio o f SBUs
for a single organization, this report looks at the mobile industry using an extended
version o f the BCG model5.
Table 6: M arket s h a r e & g ro w th r a t e of in d u s try p la y e rs

Market
Growth

Mobile

Position

share
rate

Operator
(million)
GrameenPhone

10

109%

6

200%

Star
Question mark, moving to

AKTEL

the left
Banglalink™

3.5

100%

Question mark

CityCell

1.1

9.75%

Under-developed

TeleTalk

.47

45%

Outside o f matrix

Industry Total

21.07

-

Analysis
GrameenPhone had become a leader, a star, in
the market soon after it entered the industry.

Year

Achievement

2002

775000

its start in 1997 to build a subscriber base o f 10,

2003

1.16m

00,000, the company has been growing fast

2004

2.4m

2005

5.5m

2006

10m

While it took the company nearly 10 years from

since then.
While AKTEL has been in the market as long as

5 Anwar, S.F and et al (1998)
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GrameenPhone has, it had failed to take the aggressive growth strategies that GP had
used from the beginning, such as heavy promotion to build brand loyalty. It grew quite
slowly and tried to improve their technology and network slowly without creating too
much hype. However, AKTEL has stepped up its promotional activities and is fast
gathering more and more market share. Hence, with an impressive growth rate o f nearly
200%, this question mark may become a star not too far in the future.
Banglalink™ was as good as dead, and thus, a dog (even in a high growth market) while
it operated under the brand name Sheba. However, with the change in ownership, it is
giving the star and the second operator o f the country a run for its money. While it may
seem too ambitious saying that it would overtake the leader anytime soon, it is certainly a
possibility. Considering the fact that it is setting up BTS towers at a rate faster than its
competitors and thus trying to repair its image as the worst network provider, plans to
have all 61 districts covered by the end o f the last year, which took others years to build,
it shows their aggressive stance in acquiring market share. The growth in subscriber base
certainly reflects this aggressive positioning. It took Banglalink™ merely 4 months to
build a subscriber base o f 400,000, while it took nearly five years for its largest
competitor to build a subscriber base o f 500,000.
Hence, while both AKTEL and Banglalink™ are still question marks in the model they
are both giving the star o f the market a hard time, and may soon displace it, if it does not
do something soon about its packages.
It is difficult to map CityCell using the BCG matrix, mostly because it has a very low
relative market share and a very poor growth rate in an industry with impressive growth
rate and hence falls in the under-developed category. This may, however, be explained
away with the fact that CityCell operates through the use o f CDMA technology while the
rest o f the market is following the GSM technology, with GrameenPhone having just
moved into GPRS & EDGE recently. However, with the purchase o f PBTL by SingTel
for an amount o f nearly $60 million, CityCell may be in for some expansion and show
signs o f change in the years to come.
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With only .47 m illion subscribers. Teletalk has a relative market share that falls below
2% and hence does not fall into any o f the quadrants. M oreover, while the grow th rate o f
Teletalk indicates that it may overtake CityCell soon, with the litigation, it is under, and
expansion plans o f CityCell, it is still in question.
200%

Star

AKTEL
Banglalink™
GP
O

100 %

M arket
grow th rate

Cash Cow

Question
mark
Under-developed

CityCell

o%

Dead

Orphan

-

1

0

O

Teletalk

0

0.1

%

LO

Figure 2: BCG Matrix

Relative
m arket share

7.4 Market Analysis
Even until a several m onths ago, custom ers were usually loyal to their network operator
either because they liked the operator’s service (usually the case with GP users) or
because they had no other choice. H owever, now-a-days, custom ers are able to fit in two
SIM s into their mobile and use whichever is less expensive or the best option for what
they have to do.
The following sections look at the m arket characteristics and trends to determ ine the
m arket situation in the industry.
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7.4.1 M arket C haracteristic
As mentioned earlier, the market more than doubled in the past year and is continuously
growing. However, the requirement o f the various customers is not the same. A market
analysis o f the cellular phone industry in China, divides today’s cell phone users into four
segments. Table 6 describes the characteristics o f these segments in terms o f Bangladesh.

Table 7: M arket s e g m e n t a t i o n

Bangladesh

Attitudes/needs

Strategies

scenario

Hard-working
professionals;

Heavy

Banglalink™ offers various

high

quality-conscious when

In Bangladesh, this

value added services for this

purchasing; they would

segment

section.

rather

few and hence less

forwarding
VMS,

buy

expensive

quality

products

&

focused

hesitant

to

to

the

Users
shift

gadgets that would take
them

is

on

very

than
other

segments.

For example, call
and

call

SMSemail

holding,

conferencing,
&

the

most

extensive international SMS
capabilities.

a long time to

adjust to.
Highly
individuals
heavy
Internet

Technolo

With GP and AKTEL both

educated
who

are

This section o f the

offering

GPRS,

of

the

population consists

moving

onto

mostly

technology,

users
and

other

innovative technology.

gy

o f young

and

GP

EDGE

Banglalink™

boys between the

may lose out market share in

ages o f 15 and 40

this segment.

Enthusia

They are willing to try

in

sts

out new gadgets as soon

While this segment

However, Banglalink™ has

as they are in the market

is still quite small,

introduced a few VAS for

and a substantial amount

it is growing bit by

them, such as SMS Adda,

o f their income/pocket-

bit and companies

which would allow them to
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money is spent on these

must

consider

create chat rooms for them

items.

them

when

and their friends to discuss

developing

a

marketing strategy
since

they

are

more

prone

to

tech-news

and

Premium

SMS services.

The

company

is

also

change than others

extending its product line in

are.

terms o f handsets to bring in
the more popular ones and
those capable o f carrying out
more actions than just make
calls.
While

Djuice

probably

captured a whole section o f
this
after

segment
their

immediately

launch,

it

is

Enjoying life rather than
currently

not

doing

very

living frugally.
This

segment

well.

consists o f mostly
Associating brands with
young
role

models

such

boys

and

or

less,

all

the

girls below 30 who

operators

are into impressing

capture this segment since

their

they are willing to spend

celebrities.

Fashion
Seekers

More

as

friends

or

are

trying

to

This particular segment
colleagues.

Thus,

more

on

accessories

or

would rather purchase a
for

features that are will increase

products that are

the popularity o f the things

showy

they own. For example, more

they
brand

that

look

is in and

considered cool within
his/her circle.
outside.

on

the

or less, all operators have
premium SMS services such
ring tone, logo or picture
download options.
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H abib’s Moina Go CD is
also

for

this

category

considering his first two hit
albums among this segment.
Operators in Bangladesh are
now on the verge o f a price
war,

mainly

segment.

due

to

this

Reduced

connection fees, peak & offpeak rates and lower pulse
are all for the benefit o f this
Willing to pay for top
segment.
brands,

but

will

also
With

more

and

wait for price drop;
Yield

easily

to

more

people

The Fun Dose service from

owning

mobile

AKTEL is perfect for this

phones,

this

segment

is

growing

steadily

It is for this segment, the

and makes up a

Banglalink™ first introduced

significant portion

the Tk. 3,400 package. The

o f the users.

1000 free SMS promotion is

sales

promotion.
Social-

While the are attracted

Life

by lower prices, they are

Lovers

more

induced

by

products that would help
them

stay

with
families.

connected

friends

and

category.

also for them. Furthermore,
we had the M other’s Day
promotion

&

international

SMS to UN peacekeepers for
them. T-adda is a perfect
value added service to help
them stay in touch with one
another.
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mm

Growth Potential & Trends

With the mobile telephony penetration in the country being less than 2% where there is a
population o f 140 people and only about 900,000 own fixed phone lines, there is a huge
potential for growth. Flow o f FDI investment is likely to increase in this industry as
investors realize the growth potential o f the market.
Moreover, as mentioned earlier, operators are now providing various packages and
special offers to customers. A recent trend in the market seems to be that people now
have two or three SIM cards fit into their mobiles and use them alternatively, depending
on what they want to do and which operator offers the best solution to the need.
According to a special feature by DeshiM obile6, a leading Bangladeshi portal about
mobiles & mobile operators, most people interviewed for the article were found to carry
Banglalink™ as a second SIM. While these customers make their choice between GP and
AKTEL when it comes to primary operator, most use Banglalink™ as their second
operator. Moreover, with the com pany’s network improving at the rate that it is and the
increasing number o f satisfied customers; it is possible that the company will knock
down GP as the leading operator in the country in a few more years down the line.

7.5 SWOT Analysis of Banglalink
7.5.1 S tre n g th
Huge capital investment: As mentioned earlier, Orascom Telecom has great plans for
Banglalink™. Wherever OTH has gone, it has become the industry leader there or is on
its way there. A possible explanation is that the organization kicks o f its companies with
a huge capital outlay to help get rid o f or solve all the hitches. In 2005 alone, Orascom
will invest SI 80 million, earmarking close to another $300 million for future investments.

6 www.deshimobile.com
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Expertise: As mentioned earlier, OTH had over 1000 people, including 15 experts,
working on the infrastructure to get the company started in a record four months. These
experts, with several years o f experience in the telecom industry, now help in the day-today operation o f the business.

Tight control over sales process: Many people in the industry do not know the sales
process, since their distributors and dealers deal it. However, with the Direct Sales Booth,
the people involved know the sales process intimately and are responsible for achieving
the sales target and project implementation, thus giving the company a strong control
over the process.

Creativity: Banglalink™ has a lot o f creative and innovative people involveed in
marketing and planning. They have a great contribution in selling connections by creating
many attractive offers perfectly in time.

7.5.2 W eak n ess
Network: The greatest weakness o f Banglalink™ is its network. While the reception is
quite clear when the user is out o f doors, once inside, the reception breaks up. The worst
part is the company has entered a market where the industry leader has been reigning
supreme for years now and people are bound to compare the leader’s services with
Banglalink’s performance, even if it is new to the market. People tend to forget that it had
taken the leader more than three years since its start to provide its subscribers with a
decent connection; hence, it is with Grameen’s present performance that Banglalink™ is
compared and sure enough, the latter does not fare well. Still Banglalink™ is weak from
the side o f network coverage in rural areas and villages though its network is strong
enough in towns.

Unorganized structure: OTH bought off Sheba (Pvt.) Limited last September and
immediately started changing the structure o f the loosing concern. They are constantly
recruiting people, adding/deleting levels to the organogram. Thus, the environment is
constantly chaotic, with many people not knowing who to contact or whom to report to
and who is responsible for what. This takes away time and energy away from the selling
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activities. T h u s , so m e p e o p le h a v e to w o rk b o th fo r s a le s an d c u s to m e r
c a re s

th o u g h

th e y

a re

th e

e m p lo y e e

o f o n ly

s a le s

o r c u s to m e r c a re

d e p a rtm e n t.

Inadequate human resources: While many people drop o ff their CVs at the office on a
regular basis, finding sufficient numbers o f people, with the correct qualifications, has
become hard to find. Hence, a handful o f people are doing the work o f many leading to
back log o f work.

Bureaucracy: The new management is trying to create a system where each individual is
responsible and accountable for his duties. While it is a good idea, it has also created a
bottleneck at the administrative & financial level, where work gets stuck and stays stuck
until all papers are properly signed and taken care of.

Promotion: The marketing team failed to make attractive T.V ads for different satellite
channels. Most o f their T.V ads are quality less, same and boring also.

7.5.3 O p p o rtu n itie s
Re-invent it: As mentioned earlier, the company created a strong buzz when it entered
the market. Previously an unknown entity, many people now know o f the existence of
Orascom Telecom. They have done their studies and know that OTH stands for success.
Thus, the people are ready to see Banglalink™ as a total different entity from its
predecessor and are willing to give it another chance to re-invent its image in the market;
not an issue to be taken lightly by the company.

Rural market: Still around 90% o f Bangladeshis are not mobile users o f which a great
portion is living in rural areas. As 85% people o f Bangladesh are living in rural areas,
Banglalink™ has a great opportunity to capture a huge market share by offering the
highest reasonable price and spreading strong & effective network coverage.
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7.5.4 T h r e a t s

Price wars: While in the true sense it had Banglalink™ who started this price war with
its M2M package, it has created a series of price cuts that many operators failed to afford.
After eight years o f high call charges, Grameen has finally decreased its rates. BTTB has
also entered this battle with Teletalk Bangladesh Limited. With free T&T incoming and
the lowest, charge T&T outgoing through its both pre-paid and post-paid package, this is
sure to become popular once it has gained access to other operators’ networks. Now it is
a matter o f thought that how long Banglalink™ can be aggressive in random price-cutting
and providing services to be the market leader.

New corner : A threat not only for Banglalink™ but also for all other operators is new
foreign investors are coming soon in the mobile industry o f Bangladesh with huge capital
and latest technologies who can develop country wide network over one day through
satellite system.

C h ap ter sum m ary: In tw o year, w hat B anglalink has done so far is surprising. It
started its o p eratio n w ith netw o rk coverage in nine cities. A t th e end o f the first
year, it reaches in 61 districts & covered m ost o f th e area o f th e country. A fter
launching its o p eratio n in this country ta riff rate decreased d ram atically , w hich
other operato r ch arg e h ig h er before. B an glalink w ill go far if it can con tin u e the
business in this w ay. W ithin tw o year, it g rab b ed a g o o d fractio n o f m ark et share
in our country.
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Chapter: 8
C O M A R A T I V E A N A L Y S I S OF B A N G L A L I N K
8 .1 C o m p a r a t i v e A n a l y s i s

8 .1 .1

Ba sed

on

O

r ig in

GP w as form ed th ro u g h a jo in t ven tu re b etw een T elen o r, a leading N o rw eg ian
m obile com pany, and G ram een T elecom , a n o t-fo r-p ro fit o rg an izatio n established
by P rofessor Dr. Y unus. M ore than 60% o w nership b elongs to T elenor.
T elecom M alay sia In tern atio n al B an g lad esh (T M IB ) Ltd. w as fo rm ed th ro u g h a
jo in t venture b etw een T eleco m M alaysia (70% equity interest) and A .K . K h an &
Co. Ltd. back in 1996. T hey launched th eir m obile service, b ran d ed A K T E L , in
1997.
C ityC ell w as th e first m o b ile o p erato r to en ter th e co untry, w as b ack in 1989 w hen
B angladesh T eleco m L im ited w as aw arded a license to o perate cellu lar, paging,
and other w ireless co m m u n icatio n netw orks. H ow ever, it w as n ot until F ebruary
1996 that the co m p an y w as renam ed as P acific B an g lad esh T eleco m L im ited
(PB T L ) and th e C ity C ell brand launched, ju s t a y ear ahead o f G P.
Banglalink™ is the latest addition to the GSM family o f OTH. Naguib Sawiris, Chairman
and CEO o f OTH, announced the acquisition o f Sheba Telecom (Pvt.) Limited with a
cost o f US$60m in 2004.
T he m uch -aw aited T eletalk caused quite a stir w hen it w as fin ally form ally
introduced on D ecem b er 28, 2004. T he com pany w ill release 2.5 lac SIM cards in
the first phase, out o f targ eted 10-lac connections u n d er th e sch em e
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Table: 8
O perator

G ram een

A ktel

B anglalink

C itycell

T eletalk

O rigin

T elen o r

T elecom

O rascom

C ityC ell

BTTB

(N o rw ay )

M alaysia

(P acific

(B anglade

B an g lad es

sh)

(Egypt)

(M alaysia)

h T eleco m
L im ited )

8 .1 .2 B a s e d

on

F

irst

F

ootstep

in

Bangladesh

C ity cell is the first en tran t m obile com pany In B angladesh. It it has started its
business in 1996. A fter that, G ram een phone cam e and w ith in few years, it
grabbed m ost o f th e m ark et share. In the sam e year, A K T E L launched its
operation and em erg ed as a strong co m p etito r in the industry.

T h en B anglalink

cam e and shook the w h o le industry by its ag g ressiv e strategy.

Table: 9
O perator

Grameen

Year

March

26,

Aktel

Banglalink

Citycell

Teletalk

1997.

February,

February,

December

2004

1996

28, 2004

1997

8 .1 .3 BASED O N S u b s c r i b e r
G ram een P hone is at presen t leading th e industry w ith 10 m illio n su b scrib ers out
o f a total m ark et size o f ap p ro x im ately 20 m illion. A K T E L can p ro u d ly boast o f 6
m illion su b scrib ers in its netw o rk and the second p o sitio n in th e industry. W here
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as b an lalin k is g ro w in g v ery fast w ith a su b sc rib e r o f 3.5 m illio n . T h o u g h C ity cell
is th e first m o b ile o p e ra to r in B an g lad esh , it has o n ly 1.1 m illio n su b scrib ers.

Table: 10

S u b scrib er

G ram een

A k tel

B an g lalin k

C ity cell

T eletalk

10 m illio n

6 m illio n

3.5 m illio n

1.1 m illion

.47 m illion

G arph:4
Comparison: Number of subscribers

□ Grameen

m Aktel
□ Banglalink
□ Citycell
■ Teletalk

8 .1 .4 B a s e d

on

G r o w th R ate

W ire less in tellig en ce G S M A h av e p u b lish e d th a t B an g lalin k is th e fastest g ro w in g
m o b ile co m p an y in th e w o rld w ith th e g ro w th rate o f 2 825 % ( In fo rm atio n b ased
on 2 0 0 5 ). N o w th e g ro w th rate o f B an g lalin k is an a v era g e o f n early 100.
G ram ee n an d A K T E L are g ro w in g in a g o o d p ace. H o w e v er, th e p e rfo rm a n c e o f
city cell is q u ite u n satisfac to ry .

Table: 11

Rate
•

Grameen

Aktel

Banglalink

Citycell

Teletalk

109%

200%

100%

9.75%

45%

D ata based on last three m onths average
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G arph:5
Comparison: Growth Rate

2

5

0

%
2

0

0

%

200%
1 5 0 %

iu y v
/ D

1 0 0 %

100%
4
5

0

%

9

-7 5

%

5

%

j

0%

if
/

8.2 C

&
9

J

<f

/

omparative

analysis

in t e r m s

of tariff

rate

8 .2 .1 P r e - p a i d
T ariff comparison of operator from other operator

Table:12

Call rate

Grameen

Aktel

Banglalink

City cell

Teletalk

TK. 2.5

TK. 2.50

TK. 1.96

TK 1.76

TK 2.2

* All tariffs given based on their leading package in the market.

A s G P is, th e m a rk e t lead er h as g o o d n e tw o rk c o v era g e th ey u su ally d o n ’t
c o n sid e r to ta r if f rate. A K T E L an d G P h av e th e sam e rate in g en era l. O n th e o th e r
h and, th o u g h city cell rece n tly d ecre ase d its ta r if f rate b u t fo r so m e co n strain t,
th ey are n o t ab le to in c re ase su b scrib er.
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G arph: 6
Call rate Comparison

I* 1-6

j O Call rate j

Banglalink

Grameen

Citycell

T ariff comparison in same operator
Table: 13

Call rate

Grameen

Aktel

Banglalink

City cell

Teletalk

TK. 2.00

TK. 2.00

TK. 1.96

TK 1.76

TK 1.80

G arph: 7
Comparison: Call rate (Same operator)

2
□ Grameen
1.9

■ Aktel
□ Banglalink

1.8

□ Citycell

1.7

■ Teletalk

1.6
Operators

In this case, also , G P an d A K T E L h as th e h ig h e st ta rif f rate w h ere as C ity C ell h as
low est. C o m p a ra tiv e ly B an g lalin k an d T ele ta lk h as a little b it h ig h e r ta r if f then
C ity cell ch arg e.
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Po

st

___ ■

-paid

T ariff comparison of respective operator from other operator

Table: 14

Call rate

Grameen

Aktel

Banglalink

City cell

Teletalk

TK. 1.9

TK. 1.9

TK. 1.85

TK 3.00

TK 1.9

♦All tariffs given based on their leading package in the market and their disclose information

G raph: 8
Post Paid Call rate Comparison (Other operator)

□ Call rate

0.5

B a n g la lin k

G ra m e e n

C it y c e ll

T e le t a lk

In case o f p o st, p aid co n n ec tio n s B an g lalin k ch arg e s v ery c o m p e titiv e ta r if f in th e
m a rk e t .city cell sh o w s h ig h b u t th e y h av e n o t g iv e th e ir m ain co n ce rn in p o stp aid
area. A s th ey p ro v id e C D M A te ch n o lo g y h an d sets, it is w o rk in g as a d isa d v a n ta g e
for them . T eleta lk ch arg e s sam e ta r if f alo n g w ith G P an d A k tel.

T ariff comparison in same operator
Table: 15

Call rate

Grameen

Aktel

Banglalink

Citycell

Teletalk

TK. 1.9

TK. 1.8

TK. 1.5

TK 2.0

TK 1.5
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G raph: 9
Comparison; Post paid (Same Operator)
2.5

1.5
□ Call rate

0.5

Grameen

Banglalink

Aktel

Citycell

Teletalk

In th is case, B an g lalin k an d T eleta lk o ffers v ery lu c ra tiv e ta riff, w h ere as G P and
A K T E L o ffers a little b it h ig h e r tariff. C ity cell h as n o t y et rev ised th e ir p o st-p aid
ta rif f it sh o w s th e ir lack o f co n cern ab o u t th e ir p o st p aid p ro d u ct.

8 .2 .3 C o m p a r i s o n

of

SM S

charge

Table: 16
O perator

Grameen

Aktel

Banglalink

City cell

Teletalk

Same Operators

TK. 1.50

TK. 1.5

TK. 0.99

TK. 2.00

TK. 1.00

Other Operators

TK. 2.00

TK. 2.00

TK. 0.99

TK. 2.00

TK. 1.00

♦All tariffs given based on their general leading package in the market
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G raph: 10

i

Comparison: SMS Charge

2.5

2
1.5

□ S am e Operators

1

il Other Operators

n

0.5

0

✓

<#
cP

<r

&
<>>

O'

S M S ch a rg e is lo w est in B an g lalin k . A fte r th a t, T ale ta lk ch arg e s T K 1.0 an d o th e r
o p e ra to r ch arg e s re sp ectiv ely h ig h .

Analysis by some key features
Table: 16
Features

Grameen

Aktel

Banglalink

City cell

Teletalk

Financial

Financially

Financiall

Financially

N ot

W eak

Strength

Sound

y Sound

Sound

Enough
financially
sound
have

Very

little

Skilled

Skilled

Skilled

Resource

human

human

energetic

enough

human

resource

resource

human

skilled

resource.

resource

&

N ot

Human

but

human

in

resource

Have covred 425

Recently

small
number.
N etwork

A lm ost

Internship Report

full

All

most

Very

poor

62

Banglalink™ - Be mobile, B'linked

Coverage

area

of

thana’s

covered

&

88%

population

Bangladesh

of

Bangladesh.

is covered

Rarely

of

tic

(This

network

network

major issue for

(Now

complain)

Excellent

trying

good
is

network

most o f the

coverage.

areas.

Problema

Strength

Covered

the

Not

so

Poor.

good

to

improve)
Brand

Excellent,

Satisfacto

Image

have

ry

good

Excellent

Normal

Poor

Lucrative

Satisfactory

Was

relations with
media

&

channel
partners
Tariff

High

Satisfacto

Rate

Very

lucrative

ry
(Prepaid
only)

Packages

xplore,

Easy

Smile, Djuce

AKTEL

Desh,

Ladies

Power,Ph

First,

Upper

urty, Joy.

Class

7 (Aalap 24,

2 (Pre-paid,

Aalap

B

PCO-Public

Aalap

Call

Me, CityCell
500,

AKTEL

Shabar

Call O ffe r),
Padma

Phone, Aamar

SIGNATUR

Phone

E,

,CityCell
Premium),
Jonophone

GSM

GSM

service

service

service

provider.

provider

provider

Technolo

GSM service

GSM

Only

gy

provider

service
provider
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C h ap ter S um m ary: Though Banglalink has come to the market after a long time later
than GP & AKTEL its performance is remarkable. Banglalink started tariff rate
competition in the market. Within two year, it grabbed 3.5 million subscribers, which is
very notable. Growth rate o f Banglalink was 2825% in May 2005, which is published by
an international telecommunication

industry research institution named “Wireless

Intelligence” . Call rate is very competitive in comparison to other operator. Banglalink
also provide superior after sales service, which is very important for a telecommunication
industry.
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Chapter: 9
S u m m a r y and C o n c l u sio n
Mobile companies are playing an important role in our economy & have a huge impact.
An international research institution has published that Banglalink was the fastest
growing mobile company in the world with a growth rate o f 2825%. Since Orascom
Telecom Holding started its business in Bangladesh, the company had hoped to make a
strong position in the telecom industry. As the telecom industry is growing very rapidly
in our country, Banglalink is keeping pace with this growth. Bangladesh is obviously
well suited for Orascom Telecom Holding’s ongoing expansion into emerging market.

Mobile company has brought socio cultural change in our country. There are fivetelecommunication companies in our country like Grameen Phone, Aktel, Citycell,
Banglalink, Teletalk. Another mobile company is coming very soon to launch their
business in this country. In emerging markets, operators should concentrate more on
acquiring news subscribers and on obtaining a greater pie o f the market share.
Banglalink offers various types o f new and innovative telephone services to both the
urban and rural people o f Bangladesh during the last two years. The mobile-to-mobile
service, the pre-paid service, the PCO services are among its largest innovations. Besides
these largest ones Banglalink also introduced a number o f value added services like the
cricket update service, international roaming facility, Voice Mail Service, Text Mail
Service, I-Bubble, Song dedication services etc.

Eight divisions are performing their respective responsibilities to conduct the whole
operation o f Banglalink. Important divisions are Finance, Marketing, Sales, Customer
care, Technical etc.

Incase o f growth o f subscriber Banglalink is doing very good. Call charge is very
lucrative than most o f other operator. Network coverage is also satisfactory. As
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Banglalink always follow to aggressive marketing within few years, it would grab the
market. However, some competitors are strong enough as they are doing their business
for a long time.
The mobile industry is growing at excellent pace these days. While it took the industry
leader more than six years to reach its first million subscribers, Banglalink reached in this
figure just in 10 month, with an annual growth rate o f 2825%(2005) in the industry.
Therefore, it is clear that Banglalink is the fastest growing industry in the country.
However, mobile companies are doing well in their operation but it has some
shortcoming also. Some people can exploit benefits by using mobile.
In a country where the mobile telephony penetration is below 2%, the best strategic move
for any operator would be to concentrate on expanding the subscriber base. For this,
packages such as Banglalink’s launch offer and its most recent tariff plans are ideal, since
like most emerging markets, Bangladesh is also a pre-paid driven market.
However, in a population where majority o f the people live below the poverty line it is
doubtful as to how far the companies can succeed in increasing percentage penetration.
Hence, new & innovative ideas should be implemented to capture the market. On the
other hand, it should be ensured that government would implement right policy to collect
tax from the operators.
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Appendix

BANGLADESH IS THE WORLD’S POTENTIAL NUMBER ONE TELECOMS
GROWTH MARKET

LONDON, April 20 (bdnews24.com) —A survey carried out by an unusual collective of
researchers from the Russian School o f Economics, the London Business School, various
colleges o f Cambridge University and the Anglo-Russian telecoms investment group
Altimo, comes to the conclusion that those companies, manufacturers, vendors and
service providers want to make the most o f the world's telecoms markets should focus on
Bangladesh, India and China.

The report says southern and south-eastern Asian markets will provide suppliers with the
most lucrative opportunities over the course o f the next five to seven years thanks to a
felicitous combination o f "high projected per capita GDP growth and significant current
capital expenditure".

Teijo Pankko, the finance director o f Altimo says the strong growth evident in parts o f
the Asian telecoms is not a mere flash in the pan and that it is set to continue especially in
countries such as Bangladesh, India, Indonesia and Vietnam.

Outside o f Asia the report also cites Russia, Ukraine and Uzbekistan as growth hotspots.
Mr. Pankko says, "Russian and Slavic countries are as social over the phone as they are
over the table. And there, as soon as people have money they are willing to spend it and
they just love mobile phones."

Interestingly even the US and Canadian markets are found still to possess considerable
potential. The research says despite the received wisdom that North America is one o f the
best-served and most highly penetrated markets on the planet; the reality is that telecom
density remains surprisingly low in comparison to Korea, Japan and Western Europe and
that there is still plenty o f opportunity out there for imaginative and determined players.

The report confirms that Western Europe is now a super-saturated telecoms market
characterized by fierce competition, declining fixed voice revenues and particularly fickle
and volatile subscribers with no brand loyalty whatsoever.

And, while the research points up the potential in places like Bangladesh it also warns
that by no means all emerging and developing markets are as attractive. For example, it
says that "many o f the countries o f sub-Saharan Africa offer significantly less attractive
investment environment" than in other parts o f the world.

According to the report the Top Five countries for telecoms investment are Bangladesh,
China, India, Indonesia and Russia. Bottom o f the pile - and there are some surprises
here too - are Estonia, Israel, Ireland, Tanzania and Nigeria.

Martyn Warwick is the Editor-in-Chief o f telecomTV in London

Tariff Plan
Banglalink
desh tariff:

"desh" tariff plan
O utgoing

r

Peak (9 am to 12 am)
banglalink to banglalink

Tk. 1.96/min

banglalink to Others

Tk. 1.96/min

Off Peak (12 am to 9 am)
banglalink to banglalink

29 paisa/min

banglalink to any mobile

99 paisa/min

ers)
Tk. 0.79/min

banglalink to banglalink

Tk. 1.25/min

banglalink to any mobile

SMS
banglalink to banglalink

Tk.0.99/SMS

banglalink to Others

Tk.0.99/ SMS

• Cricket
• News
• Joke

Tk. 1.00/SMS

banglalink postpaid tariff:
if.O O * - 2 3 j 0 0 )

lSS.S£t.!Sr

Banglalink

1.5 0/M in

1.5 0/M in

M obile & New P S TN

1 . 85/Min

1.5 0/M in

1.85/M in +T8<T charge

1 . 50/M in + T & T charge

F n F o n -n e t tariff

0 . 85/Min

0.8 5/M in

F n F o ff-n e t tariff

1.25/M in

CALI.T Y P E

Outgoing calls to

Incom ing calls fro m

T& T

M ob ile, T & T & New P S T N

1.2 5/M in
Free

S M S to Banglalink

0 .7 5 /m e s s a g e

S M S to o th e r m obile

1.0 0/M e ssage

S M S - In te rn a tio n a l

1.6 2/M e ssag e

O th e r charges
I ' bu b b le

O n -n e t tariff

1.0 0/2 M in

O ff-n e t tariff

1 .5 0 /2 M in

V M S R etrieval
Call Confe re nce

Free
A s p e r o u tg o in g call

Grameen Phone
SMILE subscribers will enjoy reduced tariff o f only Tk 2.0/min all day for all GP to GP
calls and Tk 2.5/min to any other operator.
SMS to any GP-GP number is Tk. 1.5 and to other local and international operators is Tk.
2.

Tariff and line rent
xplore Package 1 has come up with a very attractive and competitive tariff.

Peak (6 a.m.
-11 p.m.)

Tk. 1,9/min

Off Peak (11
p.m. - 1
a.m.)

Tk.
1.50/min

Incoming: Free
Tk.l.O/min

Super Off
Peak (1 a.m.
- 6 a.m.)
HHmI . I?Si!!
Tk. .30/min*
il ' *]
GP to GP
only

Outgoing: GP Tariff +
BTTB charge (Local/
NW D/ ISD)

GP: Tk.1.50
Other
Operator:
Tk.2.00

Tk.
1.50/min

- -

W

F&F:
Tk.0.50

m

m

' ■

’

* P rom otional T a riff

Line Rent: T k.l00/m onth
BTTB Incom ing is absolutely free for X plore Package 1:

• 30 sec pulse in the 1st min for all numbers (including F&F)
• 15 sec pulse from 2nd minute onwards for all numbers (including F&F)
• For ISD & NW D calls: BTTB’s Peak (8am - 10pm) & Off-peak (10pm - 8am) rate
will be applicable for BTTB charge
• All figures are excluding VAT. 15% VAT will be applicable.

Aktel
AKTEL POWER Tariff Plan (including former Exceed)
Peak Hour
8am - 12mn

Off Peak Hour
12mn-8am

Tk/min

Tk/min

1st - 4th min: 2.50/min

1st - 2nd min: 2.50/min

Particulars
OUTGOING

To AKTEL

^

I

:.. .•

/,» “•

•••

•.

•

from 5th min: 1.75/min
.. '•

•
r/

’

To AKTEL FnF

0.90

1st - 2nd min: 0.90/min

To Other Operator FnF

1.50

1.50

To Other Operator mobile and
private PSTN

2.50

To BTTB (Local/NWD/IDD/EIDD)

2.50 + BTTB

2.50 + BTTB

FREE

FREE

I

J

INCOMING (Tk. permin)
From Mobile and private PSTN

1st 5 min Free and From 6th min: 1st 5 min Free and From 6th min:
1.00/min
1.00/min

From BTTB

Post paid
AKTEL SIGNATURE-JOY tariff plan (for those who will activate partner SIM)
Taka per min (excluding
VAT)

Peak

Off Peak

Particulars

7am-12am

12am-7am

To Joy Partner
Number

0.70

0.70*

To any other
AKTEL

1.80

1.80*

To other
Operator
Outgoing
(Tk/min)

Incoming
(Tk/min)

To BTTB

-i V

1.90

1.90
SSI liif |§§! § H|
1.90+BTTB

1.90+BTTB

FnF (To AKTEL
number)

0.80

0.80*

FnF (To other
operator number)

1.50

1.25

FnF (BTTB)

1.50+BTTB

1.25+BTTB

From Mobile

FREE

FREE

From BTTB

FREE

FREE

City cell

(H ello j
Hello Tomake "'SZEEr•
•
•
•
•
•

Enjoy! The lowest rate o f 1.76 /min to any number, any time
Tk. 0.25/min to any CityCell number from 12 a.m. to 6 a.m.
Tk. 0.25/min to any 1 preferred CityCell number
2 additional Friends & Family (FnF) numbers to any operator
Tk. 1.00/SMS to any number
24 hour BTTB incoming free

Post Paid
Minimum Talk time: Tk 200/month*

thereafter

Teletalk
Prepaid
All r a t e s a r e on p e r m in u te b a s is
Call Directions

:

Whole country single zone
Off-Peak
Peak
l0 p m -1 2 am
8am -10pm
6am -8am

Using Hours

T e le ta lk to
T eletalk
T e le ta lk to o t h e r
m o b ile s, BTTB &
PSTNs

.

Out Going
Calls

;

Incoming Calls

T e le ta lk to
O verseas

Super-off-peak
*l2am - 6am

Tk. 1.8 0

Tk. 1 .6 0

Tk. 0 .6 0

Tk. 2 .2 0

Tk. 2 .0 0

T k .1 .0 0

Tk. 2 . 2 0 +
ISD & EISD**
C h a rg e s

Tk. 2 . 0 0 +
ISD & EISD**
C harges

Tk. 1 .0 0 +
ISD & EISD**
C harges

From Mobile,
B T T B ,a n d
PSTNs

F ree

SMS (Per
Messsage)

Tk. 1 .0 0

Postpaid

Call
Using Hours
Directions
T ele ta lk to
T e le ta lk
T ele ta lk to
Outgoing O th e r Mobiles,
Calls (per
BTTB a n d
minute)
PSTNs
ISD Call from
T e le ta lk
Incoming
Calls
SMS

From Mobile,
BTTB a n d
PSTNs

Peak

Off-peak

Super Off-peak

8am-10pm

10pm-12am
6am-8am

12pm-6am

Tk. 1 .5 0

Tk. 1 .4 0

Tk. 0 .6 0

Tk. 1 .9 0

Tk. 1 .7 0

Tk. 1 .0 0

Tk. 1 .9 0 +
ISD & EISD**
C h a rg e s

Tk. 1 .7 0 +
ISD & EISD**
C harges

Tk. 1 .0 0 +
ISD & EISD**
C harges

Free
Tk. 1 .0 0 (P e r M e s s a g e )

