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ABSTRACT TE 1 5 9 03 1

The purpose of this independent study was to study the marketing strategy of 3 mobile
phone service companies in Thailand, i.e. Advanced Info Service Public Company Limited: the
provider of *1-2-Call!” pre-paid system, Total Access Communication Public Company [ imited:
the provider of “Dprompt™ or “Happy Dprompt” pre-paid system, and TA Orange Company
Limited: the provider of “Just Talk” pre-paid system. The data analysis was focused on the
marketing strategy during July 2002 —June 2004 totally 24 months. structured by STP marketing
and marketing mix strategy. The study was accomplished by using the qualitative research which
was described as the narrative method.

The study revealed that the providers had the same fundamental target markets who
needed to control their expenses, who did not want to worry about monthly fee. who needed to be
anonymous in registration. and who were not heavy user. and who were new user to mobile
phones. In preliminary stage of market segmentation. system mobile phone service providers used
demographic  segmentation criteria: age, gender, income and education. Then the major
seementation variables were psychographic scgmentation such as life style and personality. and

behavioral segmentation such as usage rate and benefit sought.
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In target market selection, the consideration on market size. market growth rate.
business resource to meet the needs of target groups. including competitive condition. Presently,
the targets markets of the pre - paid system mobile phone service providers were teenage market
and provincial market. Morcover, the providers focused on sub scgments by life style
characteristics, for cxamples, moviegoer, entertainment lover, music lover and travel lover. The
sub scgments were also identified by extra benefit such as information on money and capital
markets, information on health, ctc.

In market positioning, it was found that the pre-paid system mobile phonc scrvice
providers positioning concept to brand personality. The brand personality of 1-2-Call! pre-paid
svstem of mobile phone service provider was freedom of communication and branded for the new
gencration. Happy Dprompt was positioned as public brand and social-concerned brand. Just talk
was positioned as the more advanced in technology than the competitors, with brand personalities
of honest. cheerful, colorful‘ and lively. It was vital the 3 providers in creating the outstanding
brand positioning. The brand perceptions were also measured.

The marketing strategy on pre-paid system mobile phone service providers structured
by marketing mix strategy or 4P’s:

1. Product

The three providers applied the product strategy based on product differentiation from
product development and network development

2. Price

Firstly, each provider applied discriminatory pricing strategy to set up the prices of
mobile phone, sim card, air time and refill card for new users. The second strategy was volume
discounts pricing; air time and extra service. For air time pricing, DTAC and TA Orange provided
only one service rate all over the country for every networks as uniformed delivered Pricing.
While AIS used zone pricing strategy to differentiate prices among same arca. necar-by arca. and
cross arca, among the same network. The extra service pricing was considered by extra service

needs of cach target group. It charged according to usage rate, and the quantity of data.
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The result of the studics revealed that the pre-paid system mobile phone service
providers used the similar strategy, by sctting the branch company shops or having the official
dealers all over Thailand. They all sccked ways to extend their innovative channels: cooperating
with different business alliances to open to new varictics all the time, especially the refill card
sclling channel as to provide the customers the most convenience.

4. Promotion

The purposcs of advertising were to inform massage to audience. to persuade people
to use the service, and to create image of the mobile phone service. For the sales promotion. there
were various ways such as lowering the service rate, extending the refill card period. contributing
the coupon shared with the business alliances, offering prizes by arrange sweepstakes and
contests. giving the bonus to customers, arranging the special events that involving life styles of
target groups. scasonality and special festivals, getting involved the business alliances with the
special privileges and applying the price strategy with sales promotion activities. Finally. every
provider had used publicity and public relations to distribute information both for business and

socicty.



