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Abstract 

Service marketing is something new, and a lot of companies are working on answering 

the demand as best they can. Consumption behaviour implies a lot of changes in every 

market, and companies have to deal with all these changes. Companies must be able to 

adapt their strategy to be competitive. This has implications for the different models 

they use to adapt. Furthermore, there is a big difference between the theory and the 

practice. There are a lot of variables that must be taken into consideration in order to 

develop the best strategy and to offer the best service possible. During this research, 

the authors have used a qualitative case study with an abductive approach to develop a 

theoretical model based on the theory and the practice. Through interviews, the authors 

have discovered the importance of following the “flow”. Companies need to be always 

be updated by developing a CRM. But also the variable technology that plays an 

important role in offering a certain product or service. Moreover, the industry is 

growing very fast, and companies must be able to change all the time and develop new 

product to be real competitors. So this investigation provides a model that varies from 

market to market with an explanation of how to develop a certain strategy based on all 

the information you can gather. 

Keywords: service, information and communication technology industry, theoretical 

model, value, process 
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1. Introduction 

In this chapter, the authors are going to discuss the background to the thesis, the 

problem and the aim. Furthermore, a list of definitions that are used throughout the 

thesis is also presented.  

1.1. Background 

Researchers have tried to distinguish between research into service and product without 

coming up with a clear definition. There are still some misunderstandings concerning 

service marketing. Nobody really knows what it means, and it remains very confusing 

(Vargo & Lusch, 2005). Service marketing is a relatively new theory, and describes the 

relationship between customers and value creation. The customer is the co-creator of 

value (Lessem & Palsule, 1997; Normann & Ramirez, 1993; Prahalad & Ramaswamy 

2004; Toffler, 1980). It is no longer only about the company that is trying to add value. 

Nowadays, companies must create a relationship with their customers. They must 

reconfigure their role and their value chain (Ballantyne & Varey, 2008). According to 

Ranaweera, & Sigala (2015), the need to develop and investigate models his becoming 

really important. A lot of researchers argue that there is no connection between the 

value chain, gap model, blueprint and 7P’s. Procurement, production, distribution and 

consumption are no longer separate steps in the supply chain (Ballantyne & Varey, 

2007). Few companies work hard to build a relationship between their value chain and 

their customers by trying to build a real link. Building a link between theories will 

enable a company to come up with a certain framework where all the important facts 

of the company are mixed to have a clear view of the opportunities available and what 

must be enhanced (Normann & Ramirez, 1993).  

It is becoming more and more important to understand how to obtain added value in a 

market where the service is getting more important every day (Ramirez, 1999). 

Improvements in customer service in terms of supply response and logistics force 

companies to be more competitive. The role of the marketer becomes more focused on 

managing communicative interaction in facilitating key relationships (Ballantyne & 

Varey, 2007). This does not mean that the classical market will disappear for the 

exchange mechanism. Collaborative activities are already evident at many levels of 

business. And an evolving service-dominant marketing logic is a challenge for 

companies that cannot be ignored (Ballantyne & Varey, 2007). 

According to Hadjiantonis (2012), the telecommunication sector has become an 

important key in the economy of the European Union. Because of the competition, 

telecommunication companies have to diversify and increase the number of services 

they offer. The deployment of new networks with the new services is subject to 

uncertainties due to technological innovations but also due to the competition 

(Hadjiantonis, 2012). The information and communication technology (ICT) industry 
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is growing rapidly. And it makes an important contribution to the economic growth in 

advanced countries (European Commission, 2013).  

According to Dr Kar (2012), the top major frameworks in the service industry are not 

related to productivity in terms of both quantity and quality of service delivery. How 

the company can base its strategy on only one framework? (Kar, 2012). 

Let’s take an example: someone is looking for a restaurant. First of all, the customer 

will look at the menu, afterwards he will look inside the decoration, customers who are 

already inside the restaurant. If it is empty, it maybe means that is not good and if it is 

totally crowded it will be the opposite (Lendrevie & Levy, (2013)). According to 

lendrevie and Levy (2013), it has been really important to create an environment where 

everything is linked between each other. And the different theories that already exist 

do not permit to have this general view.  

1.2. Problem Discussion 

Previous research has shown that service research has evolved very quickly over the 

last few years and decades. Previously, service management was not really a focus area 

among researchers (Ranaweera & Sigala, 2015). In the 1990s, the service industry 

started to become increasingly important in the corporate world and in academic 

disciplines (Berry & Parasuraman, 1993). Indeed, the service industry is among the 

most rapidly growing markets in the Western world and has become, therefore, an 

important area of research in the marketing and management field. The increased 

attention to the field brought with it a large number of new theories and approaches. 

Authors such as Parasuraman (1985), Cronin and Taylor (1992) have revolutionized 

the field with papers on the gap between customers’ expectations and perceptions and 

new models such as Servqual and Servperf.  

During the last decade, service research has been taken to a new level. The field has 

become interdisciplinary and we now speak of service science (Maglio & Spohrer, 

2008). The goal of service science is to involve scientific understanding in the 

management of service companies. In fact, according to Maglio and Sphorer (2008), 

service science combines organization and human understanding with business and 

technological understanding to categorize and explain the many types of service 

systems that exist as well as how service systems interact and evolve to co-create value. 

Hence the need for a common vocabulary and common perception (Vargo & Akaka, 

2009). The common vocabulary and perception has brought consistency and improved 

the legitimacy of the field. 

Service research has, most of the time, been based on the ‘goods’ theories or been in 

conflict with them (Vargo & Akaka, 2009). The traditional concepts and frameworks 

have their origin in manufacturing and packaged goods companies (Gronroos, 1990). 

Indeed the traditional frameworks, such as the value chain or the 4P’s, were not taken 

into consideration because some of the service characteristics such as intangibility, 
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customer heterogeneity or the fact that customers have to be treated as co-producers are 

not integrated in these frameworks (Edvardsson & Gustafsson & Johnson & Sanden, 

2000). One thing all authors and researchers now agree on is that both the service and 

goods fields are extremely different and need adapted models. Therefore specific 

models have been developed; examples are the ‘Blueprint’ model (Byrnes, Dornberger 

& Suvelza, 2009), the 7P’s and the above-mentioned Servqual and Servperf models. 

These models try to fill the gap with the ‘Goods theories’ by focusing the attention on 

customers’ experience, perception and the consistency.  

In marketing, consistency is considered one of the most important success factors for 

companies in the ‘goods’ or ‘service’ industry. Consistency means that every level of 

the company should carry out the same values and message internally and externally 

(Merhige, 2012). The ‘goods’ industry has, for example, the ‘value chain’ model, which 

basically represents the different levels of the company and their connection (Drake, 

2011). The model can be an important tool for building consistency. In the ‘goods’ 

industry, the value is created during the product manufacturing or adaptation process, 

which does not apply to the service industry, as the value is co-created with the 

customers. Therefore models such as the value chain cannot be used in the service 

industry. Consequently, we can say that there is a lack of global models or processes in 

the service industry, which are needed to build consistency and improve companies’ 

performances (Drake, 2011). 

This thesis addresses a significant gap in the development of global model to build 

consistency between theories that already exist and the practise in order to develop a 

strategy to improve companies’ performance. 

The service industry is, as mentioned earlier, a very broad research area. This paper 

will focus on a specific market inside this industry: the telecommunication market. The 

information and communication technology (ICT) sector is a very demanding market 

where the customer’s perception is an important success factor. This paper will develop 

a new framework for this particular market in order to help companies adapt their 

offering and services to meet customer needs and at the same time create consistency 

throughout every level of the company. Indeed we have seen that most service models 

have concentrated on customer perception and that the traditional global models from 

the goods industry couldn’t be implemented in the service industry and in our case in 

the telecommunication market. Therefore our primary goal will be to develop a global 

model for the telecommunication industry. 

In this thesis, The authors are going to focus their study on the telecommunication 

market. Even in times of economic crisis the market does not strop growing This 

technology is now present in every sector. Everything is connected or will be connected 

to each other. All the countries in Europe are trying to invest in the deployment of a 

mobile broadband. This market is huge and will continue growing; we are all touched 

by this technology (European Commission, 2013). 
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1.3. Research Question 

Therefore the aim will be to answer the following research question: 

 How are they working with business model in the service industry on a global 

process´ perspective? 

1.4. The Purpose of the Study 

The purpose of this study is to analyse how companies working in the service industry 

especially in the telecommunication are using business model to have a competitive 

advantage, and how this affect their development. The objective of the authors is to find 

and explain patterns how companies are working with existing theories in practise. The 

author’s aims to analyse the existing model and come up with new theoretical 

framework in order to improve the current analytical possibilities. 

Afterwards the authors will used this model based on existing theories to analyse 

companies through interviews and they will come up with an improvement of this 

model to get a real understanding of the difference between theories and practise. The 

creation of a new business model will help the authors to identify the insufficiencies 

and possible improvements and implications that the framework could bring to the 

industry. 

1.5. Key concepts 

Nowadays services are everywhere; we all use credit cards, phones, TV … plenty of 

services that we do not pay attention to anymore, as we have got used to them. As Karl 

Albrecht and Ron Zemke (2004) ( said: “Ours (economy) is a service economy and has 

been for some time”, so the service economy has existed for a long time but it is only 

now that we are really paying attention to it.  

To define service we have to go back more than two centuries. At that time, researchers 

were already focusing on the creation and possession of wealth. And they stated that 

the right of ownership could be established and exchanged (Smith, 1776). Service is 

very difficult to define because it covers vast and complex activities.  The word service 

was originally linked to the work of servants, but after a time it changed to “the action 

of serving, helping, or benefiting; conduct tending to the welfare or advantage of 

another” (Brown, 2002). Nowadays, most researchers understand that service is a 

process of “doing something for someone” (Vargo & Lusch, 2004). 

Service industry can be defined as “an industry made up of companies that primarily 

earn revenue throught providing intagible products and services. Service industry are 

involved in retail transport, distribution, food services, communications and utilites, 

wholesale trade, retail trade, finance, insurance, real estate and public administration. 
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(Service Industry retrieved on 29/10/2015 from 

http://www.referenceforbusiness.com/management/Sc-Str/Service-Industry.html) 

Global process  is «a process of adujusting a company’s strategies to adapt to 

condtions in other countries» (What is global marketing?Strategies, definition & issues 

retrieved on 29/10/2015 from http://study.com/academy/lesson/what-is-global-

marketing-strategies-definition-issues.html) 

Business model : According to Ovans (2015), p1, “a business model has two parts : 

part one includes all the activities assiciated with making something : Part one includes 

all the activites assciated with making something : designing it purchasing raw 

materials, manufacturing, and so on. Part two includes all the activities associated with 

selling something : finding and reaching customers, transacting a sale, distributing the 

product, or delivering the service.  

ICT: “information and communication technology – or technologies – is an umbrella 

term that includes any communication device or application, encompassing: radio, 

television, cellular phones, computer and network hardware and software, satellite 

systems and so on, as well as the various services and applications associated with 

them, such as videoconferencing and distance learning” (European Commission, 

2013)  

1.6. Delimitation 

This research is based on different theories that are used in service marketing but it will 

also show that the theories do not explain everything. The model may be used by 

companies but it will need modification for each case. The study needs more research 

to use this model for a special industry or service. We will not be able to say that the 

framework can be used for every situation but it might be a good basis from which to 

start the analysis. Companies need to go more deeply into the research for further 

information. 

1.7. Disposition 

After having outlined the background, problem area and purpose of this study, the 

theory chapter will describe the major service theories that are relevant for the analysis 

of a service company. The methodology chapter describes the way the authors 

conducted the thesis and what method and approach they decided to follow. Then the 

empirical data will show the collected information of the secondary data and cases. In 

the subsequent analysis chapter, they will develop their framework and demonstrate its 

relevance. In the final chapter, they will answer their research question and come up 

with certain conclusions and implications for the service industry.  
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2. Frame of Reference 

This chapter presents a literature overview of the service industry on the 

telecommunication market. It is the basis for the development of our own model in order 

to answer our research question. 

This paper will be focused on the service industry and more especially on the 

telecommunication market. According to the MCE (Management Centre Europe, 

2013), the telecommunication market is facing four major value-creating areas. Indeed, 

in order to build a strong corporate strategy, develop consistency and create a 

competitive advantage, all Telcos (companies active on the telecommunication market) 

should consider these four areas: 

 Competition 

 Technology 

 Customers 

 Employees  

More information about these four areas will be given in the empirical data chapter.  

Figure 1 : Summary of theoretical process

 

Source: own-construction  

Disposition of the theoritical 
framework

Service 
Industry

Global 
process

Theoritical 
models

Business 
Models

Model based on 
research
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2.1. Business Models 

This thesis is not about strategy but business models. Our point is to create a model that 

will lead to the improvement of companies’ business models. Indeed a survey carried 

out by the Economist Intelligence Unit showed that managers nowadays are more 

interested in new or improved business models and processes than in new products 

(Chesbrough, 2010). According to Amit and Zott (2012), managers prefer this solution 

because less investment is required and the return on investment of new products is 

always uncertain. The business world and academics are now very interested in 

business models because they are often an underutilized source of future value and this 

approach can create a competitive advantage. Indeed a business model is very difficult 

to copy (Amit & Zott, 2012, 41-49). 

The authors define a business model as “a system of interconnected and interdependent 

activities that determines the way the company ‘does business’ with its customers, 

partners and vendors” (Amit & Zott, 2012, 41-49). A business model can be considered 

an addition of specific activities related in a specific way and known as an activity 

system. The design of the business model can be explained through the elements of the 

activity system. These two parameters will give the business model its final design (Zott 

& Amit, 2010).  

The design elements are also divided into three activities: 

 Activity system content 

 Activity system structure 

 Activity system governance 

Activity system content: This activity refers to the selected activities of the firm. It 

regroups the main activities of the company and the additional ones. For example, a 

bank will offer the usual banking services and in addition some investment guidance. 

In order to do that the bank will need to train its employees, hire new staff and develop 

the company’s operating systems in order to link the activities together (Amit & Zott, 

2012, 41-49). 

Activity system structure: The different activities inside a firm need to be linked 

together. This activity describes how and why they are connected together (Amit & 

Zott, 2012, 41-49). 

Activity system governance: This activity responds to the question: who is performing? 

For example, the sales activity can be performed by the company itself or by a franchise 

or distributor (Amit & Zott, 2012, 41-49). 
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In conclusion, the activity system describes how the company does business. With this 

thesis and the creation of their model, the authors want to help companies improve their 

business model. This improvement could lead to a certain sustainable competitive 

advantage. 

Now in order to get a clear understanding of the ICT market, the authors first have to 

understand what is implied by the service industry. 

2.2. Service Industry 

After years of investigation and research, scientists have the capacity to come up with 

a real definition, which is “Services are economic activities offered by one party to 

another. Often time-based, performances bring about desired results to recipients, 

objects, or other assets for which purchasers have responsibility. In exchange for 

money, time, and effort, service customers expect value from access to goods, labour, 

professional skills, facilities, networks, and systems; but they do not normally take 

ownership of any of the physical elements involved” (Lovelock, 2005). According to 

different definitions, the authors have continued to see that the difference between a 

service and the service sector has been defined in different ways, which has proved that 

not all scientists agree on the same point of view (Zeithalm & Bitner & Gremler, 2010). 

Because the distinction between goods and services is not very clear, it has been 

important to highlight and to draw a distinction between service industries and 

companies, service as product, customer service and derived service. 

Service industries and companies include companies or industries whose core 

product is a service (e.g. hotel, airline industry etc.).  

Service as product includes companies offering a product with an additional service 

to add value to their product. The customer has to pay to get this service (e.g. a company 

providing services linked to the product of another company). 

Customer service is the service offered by the company as an additional value. But the 

customers don’t have to pay (e.g. after-sales service). 

Derived service is another way of looking at the meaning of service. Steve Vargo and 

Bob Lusch suggest that the service is provided by the good, not the good itself (e.g. a 

razor provides barbering services) (Zeithalm & Bitner & Gremler, 2010). 

Services can also be explained by five specificities: 

Intangibility means the immateriality of services. The services are not goods that we 

can touch or see. The intangible nature of service makes appreciation more difficult for 

the customers. 
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Perishability means that without customers, a company cannot produce services.  It is 

impossible to split the production from the consumption. Most of the time the customer 

has to be present to receive it. The services cannot be saved, stored or returned.  

Inseparability means that the proximity to your customer is very important for 

providing the best service. For companies, the integration of the customer into the 

process of service means that the distance you have between the company and the 

customer is very porous. There are constant interactions between the internal part and 

the external part. The integration of the customer into this process implies a lot of 

contact with each other. 

Heterogeneity means that the quality and the nature of a service can vary from the 

provider to the customer. The service provided by a company can be totally different 

from one place to another even if the service is the same in each place (Landrevie 2013). 

We can see that services are very different to goods and need to be handled in a specific 

way. Therefore we have collected the most important theoretical frameworks adaptable 

for service companies and indeed also Telcos.  

2.2. Theoretical Models 

2.2.1. 7P 

Jerome McCarthy developed the marketing mix model, also known as the 4P’s. Booms, 

Bitner and Tetreault (1990) found that the model was not sufficient for the service 

industry and developed their own model called the 7P’s (Van Vliet, 2011). The 7P’s 

are an extended version of the traditional marketing mix. The traditional version was 

composed of these four elements: 

 Product 

 Price 

 Place 

 Promotion 

According to Booms, Bitner and Tetreault (1990), the characteristics of the service such 

as inseparability, intangibility, perishability and heterogeneity could not be ignored 

when analysing a business. Therefore they added three new features to the model: 

People: They are the face of the company when delivering the services. They need to 

be taken into consideration when analysing the business because they represent the 

biggest characteristics for customers when assessing the quality of a service (Van Vliet, 

2011). (More information about this topic in the Servqual model.) 

Physical evidence: The physical evidence is the tangible part of the service. A good 

example would be food on an aeroplane or a brochure available in a theme park. Since 
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services are intangible and cannot really be measured, it is important for the company 

to put effort into the tangible aspects of the service (Van Vliet, 2011). 

Process: A service is a chain of action that involves procedures and protocols. During 

the service delivery, the customer will always follow several steps with different types 

of contact with employees and additional services. (More information about this topic 

in the Blueprint model.) 

Figure 2: 7P model. 

 

Source: http://www.toolshero.com/service-marketing-mix-7ps/ Retrieved on 23/02/14   
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2.2.1. Blueprint 

Service is a very particular industry and failure can occur faster than in any other 

market. How often does a waiter give you the wrong plate or your hotel room is not as 

clean as you expected? The reason is that service has an impact but no physical form 

(Shostack, 1984). Services are intangible and consumers are part of the process. 

According to Bitner and Ostrom and Morgan (2007), service has to be seen as a process. 

The process can be seen as a constellation of different features that must work in 

synergy in order to be effective. Understanding how the consumer feels during the 

whole process is vital for the company. It helps to solve problems and identify possible 

opportunities and areas for improvement. In conclusion, service needs to be seen as an 

experience where the consumer co-creates with the company. Managing this experience 

is the most difficult part in the industry and designing an effective process and 

analytical framework clearly helps to improve the customer perception (Bitner et al., 

2007). 

According to Shostack (1984), a service blueprint gives the company the opportunity 

to identify all the possible issues that are part of the service process. Service 

blueprinting is a flexible approach to building and managing a successful process 

design and analysis (Bitner et al., 2007). The design of a blueprint involves several 

steps. 

Identifying processes: The goal is to map the different steps that are involved during 

the entire experience of the customer. The different steps can be identified as the service 

blueprint components. There are five different components: 

· Physical evidence 

· Customer actions 

· On-stage/visible actions (employees) 

· Backstage/invisible actions (employees) 

· Support processes  
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Figure 3: Blueprint model example. 

 

Source: Digital service blog, service blueprinting, 30 November 2009. Retrieved on 30/01/14/ 

from Digiservices.wordpress.com 

On the above graph you can see the example of a hotel service blueprint. Lines separate 

the five steps (Barwise & Meehan, 2004). First we have the line of interaction. This is 

where all the physical interaction between the employees and the customers needs to 

be listed. The second line is the line of visibility. Under the line is everything that 

happens backstage and is not visible to the customers. The last line is the line of internal 

interaction. This is mostly all the support processes, such as the IT department and the 

accounting, for example. 

Isolating fail points: After having outlined the different steps involved in the process, 

the different failing points can be identified. This identification and the design of a 

recovery process are vital for the company (Shostack, 1984). The quality of service is 

always higher when the critical points and their recovery plans have been established 

during the design phase. 

Execution: All services are based on time and the respect of the delays is critical for 

good execution of the process. Therefore an execution time needs to be set up. The 

more complex the service gets, the lower the time latitude can be (Shostack, 1984).  
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2.2.2. Gap/Servqual Model 

“Quality is an elusive and indistinct construct. Often mistaken for imprecise adjectives 

like goodness, luxury, shininess or weight” (Buttle, 1996, 8-31). Measuring quality is 

an important factor for any company in any industry. However, the theories known to 

measure quality in the goods industry are insufficient for the service industry because 

the characteristics of service such as heterogeneity, intangibility and inseparability must 

be taken into consideration. 

According to Parasuraman, Zeithaml and Berry pp.41-50 (1990), quality is a 

comparison between expectations and performances. Indeed it is impossible to measure 

quality if the company does not know what the consumers are expecting. The authors 

also explain that services are not only a manner of outcome but also how the product is 

delivered.   

These features have encouraged researchers to develop a model to measure the gaps 

between customer expectation and their perception of the actual service (Parasurama, 

Zeithaml, & Berry, 1990, 41-50).  

Figure 4: Gap model. 

 

Source: http://blog.verint.com/service-quality-gap-model .Retrieved on30/02/2014 

In this model, we can see that five gaps exist in the service delivery process. The aim 

of this model is to help companies narrow the gaps in order to offer the best possible 

customer expectation/perception ratio. 

Gap 1: Consumer expectation – management perception: The manager does not always 

understand how the consumer interprets quality and what features the service must offer 

in order to meet the customer’s needs. This gap can have an impact on the consumer 
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evaluation of the service (Parasuraman, et al., 1990). Survey research can be a relevant 

action for considering closing or narrowing the gap (Buttle, 1996). 

Gap 2: Management perception – service quality specification gap: The first gap was 

about identifying the difference between the expectation of the consumer and the 

management perception (Buttle, 1996). When the first gap is identified, the 

management will try to close it and that is where the second gap appears. It is sometimes 

very difficult or impossible for the service provider to narrow the gap due to a lack of 

resources or market constraints (Parasurama et al., 1990. 

Gap 3: Service quality specifications – service delivery gap: Even if the company has 

done everything to standardize the service quality, the delivery gap is still a major 

problem for service companies (Buttle, 1996). Indeed, employees have a strong 

influence on the service delivery quality. Many company executives insist that it is 

really complicated to maintain a standard quality when people (employees) are 

involved (Parasuraman et al., 1990). 

Gap 4: Delivery – external communication gap: Customer expectation plays an 

important role in perceived value. Therefore companies must be careful when 

advertising their services in order to avoid too large a difference between customer 

expectations and perception (Parasuraman et al., 1990). 

Gap 5: Expected service – perceived service gap: In different contexts, customers will 

expect different levels of quality. Companies must always try to exceed customer 

expectation and try to identify, according to the context, what the customer expects 

from the firm (Buttle, 1996). 

These models are all very specific and none of them represent the global process needed 

in a service. Therefore we have decided to develop our own process to fil this gap and 

we are going to base our design on the value chain model.  

2.2.3. Value Chain 

The value chain model was developed by Michael Porter and appeared for the first time 

in his book Creating and Sustaining Superior Performances (1985). The model 

describes the different activities inside a firm and how they are related to each other. 

As the name suggests, the aim of this model is to understand how to create value and 

improve it (Rowe, Mason, Dickel, Mann, & Mockler, 1994). The model shows which 

particular activity creates value and how it affects other activities. According to Porter 

(1985), a company is not only a conglomeration of machinery, equipment, people and 

money, but that they are all connected. According to the author, this connection is what 

creates the value for the customers.  

The model is divided into two sections: the primary and the support activities (Porter, 

1985). The primary activities concern the creation and delivery of a product or service. 

The primary activities are divided into five main areas (Rowe et al., 1994): 
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Inbound logistics: This activity regroups all the input activities, such as the storage, 

store and suppliers relationships. 

Operations: This activity is responsible of the transformation of input into output. 

Outbound logistics: Once the output has been created, this activity is responsible for 

the collection, storage and distribution of the products. 

Marketing and sales: This activity is the one responsible for the advertising of products 

and communication with the customers. It is also responsible for sales. It is the revenue-

creating activity. 

Service: This concerns the activities needed to keep the buying process effective for the 

customer. 

These primary activities are all connected to the second section, which is the support 

activities (Rowe et al., 1994). These activities are, for the most part, not known by the 

customers but are necessary to keep the business afloat. The connections between the 

support and primary activities are an important value-creating factor (Porter, 1985). 

The support activities are divided into four main areas: 

Infrastructure: The infrastructure concerns the organizational structure of the company, 

the company’s culture, but also departments such as accounting, finance, IT etc. 

Human resource management: This activity involves the hiring, training and 

management of the workforce. 

Technology development: This activity is mainly involved in the support of the 

transformation of inputs into outputs by developing more effective processes or 

innovation. 

Procurement: This concerns the acquisition of inputs that will be later transformed into 

outputs. It also involves all the relationships with suppliers.  
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Figure 5: Value chain model. 

 

Source: Porter, Michael E., "Competitive Advantage". 1985, New Process 

2.3. Global process 

A company can be seen as an addition of compartments that work together to create a 

product or service. All these compartments have their own tasks and responsibilities 

and in order to make it work they follow a process defined by the management team. 

In this thesis, when the author speak about global process they mean the process that is 

leading the company from the bottom to the top. This process is vital for the company 

because it organizes everything and can create synergy among the different 

compartment in order to improve efficiency and corporate profitability. 

2.4. Model based on research 

During our theory collection, the authors found that these models were all very relevant 

for certain focus areas inside the service industry and therefore applicable to the 

telecommunication market. The blueprint focuses on the operational level, the Servqual 

model identifies perception gaps between the customers and the firm, and the 7P’s are 

an extended marketing mix. But what about a global process in order to be able to build 

synergy and corporate performances? We have also seen at the start of the Frame of 

Reference chapter that the four most important areas in the telecommunication market 
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are: the competition, the technology, the customers and the employees. These areas are 

not present, or very little, in the service theories.  

The authors therefore decided to try to build a global process that would help companies 

identify problems and opportunities in order for them to fix or take advantage of them. 

The process would also focus on the main focus areas stated earlier. Since the authors 

are only students, with limited practical experience in the field, they decided to take as 

a basis the ‘value chain’ model and to modify it with the different features gathered 

during the theory collection. 

Figure 6: New model based on existing theories. 

 

Source: Own- construction 

The figure above is a summary of the process we have developed. As you can see, the 

structure of the value chain and some of its features are still recognizable. We have kept 

the division between support activities (red) and the primary activities (blue). We have 

adapted some of the features and added a third dimension. This dimension can be called 

the analysis activities (green). The process that we have decided to develop is a constant 

analysis of the most important areas and direct improvement from the basis of the 

company (infrastructure) until the final contact with the customers. The purpose is to 

implement a global and constant analysis and improvement of all parts of the company 

in order to build synergy and corporate performances that will lead to a competitive 

advantage. 
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In order to provide a better understanding of the process, we will describe the different 

features: 

2.4.1. Analysis Activities 

This activity is the biggest difference regarding the value chain. It will constantly 

analyse the market and the competition in order to identify possible opportunities and 

ensure awareness of market changes. It will also use the Servqual or Gap model to 

identify possible gaps between the customer and firm perception in order to improve 

the service offerings. 

This analysis will be the starting point of the process. The adjustments that will have to 

be made in the different parts of the company will be based on the findings made by 

this activity.  

2.4.2. Support Activities 

The support activities are based on the one already existing in the value chain. They are 

still divided into four activities but with one new one. Indeed the ‘infrastructure, human 

resource management and technology development’ are still present in the new process 

but are slightly adapted to the service requirements. The new feature is the ‘process’.  

Infrastructure: We described earlier that infrastructure concerns the organizational 

structure of the company, the company’s culture, but also departments such as 

accounting, finance, IT etc. This has not changed from the original version. 

Infrastructure can still be considered to be the basis of the company and is structured 

mostly in the same way in goods and service companies. Therefore we had no reason 

to change it. 

Human resource management: Earlier in the value chain explanation, we stated that 

HRM is the activity that involves the hiring, training and management of the workforce. 

This is still true in a service company and Telcos but the focus is elsewhere. Indeed in 

Telcos the employees are an important part of the customer’s experience and need 

therefore to be even more highly trained. Employees are considered to be a part of the 

service you are buying. This is very different to the goods industry where the emphasis 

is on the efficiency and not on the building of long-term relationships with customers. 

Technology development: In the value chain, this activity mainly involves the support 

of the transformation of inputs into output. It is very different for our new process. In 

the telecommunication industry, technology development is a major success factor and 

can lead to a sustainable competitive advantage. Indeed, Telcos need to be aware of the 

technological changes and adapt their offers to the new technologies in communication 

and cellphones, for example. 

Process: The process activity is the new feature present in our process. Service is a 

blend of several processes that form the global service. It is, therefore, very important 
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to dispose of an individual activity concerning this topic. This activity will be 

responsible for analysing the different processes and making sure that the relationships 

between them are optimum and create a synergy. The process activity will be closely 

related to the ‘blueprint’ model in order to analyse the different processes seen and not 

seen by the customers. 

For the support activities, we can see that many features from the value chain remain 

the same but with the necessary adjustments to fulfil the requirements of the service 

industry, and more especially the telecommunication market. 

2.4.3. Primary Activities 

Service: The service activity is the service developed by the company. It is what they 

want to offer to their customers. Everything must be included from the start until the 

end. It is everything the customers are going to see and experience. This activity will 

then be analysed with the ‘customer experience and feedback’ activity in the analysis 

activities to check whether there are any gaps between the customer expectation and 

the offered service. 

Marketing: This activity will be responsible for all marketing activities and will be 

based on the 7P’s. The telecommunication market is a very demanding market and 

marketing can be considered to be one of the most important success factors.  

Customer experience and feedback: This activity is what we can consider to be the final 

step. It will regroup the actual use of the service by the customers. All the activities 

stated before work so that the customer experience can be as high-performing as 

possible. This activity will be the basis of the data used in the analysis activity. 

This model is only based on our theoretical research, therefore we need more 

information about the practical features of the industry to come up with a relevant 

model. What need to cover, and logically cannot be found in the theory, is: 

 How are customers acting on the market? 

 How is the competition on the market? 

 What processes do they use? 

 What support activities do they have? 

These are vital questions that need to be answered by professionals of the field. 

Otherwise it will be impossible for us, to claim any relevance in our model. 
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3. Methodology 

This chapter presents our research approach as well as the empirical study. It shows 

the methodology approach used in the conduct of this thesis. 

3.1. Overall Research Approach 

In this chapter we will explain the approach we choose to answer our research question 

and then we will describe the approach from different authors. 

Figure 7: Methodology approach. 

 

Source: Own-construction based on Bryman. A & Bell. E, Business Research Methods, Oxford 

University Press, Third edition, 2011 

The authors have been choosing a qualitative study using a multiple case study with an 

abductive approach. Theses choices will be explained in the paragraphs below 

3.1.1. Abductive approach 

According to Bryman and Bell (2011), there are two possible ways to conduct business 

research. The deductive and inductive theories aim to relate the theory with the reality. 

The deductive approach is the most common and is about defining hypotheses from 

everything that is known about a particular field of research. When the hypotheses are 

defined and the data collected, the analysis will confirm or reject the hypothesis. In the 

inductive approach the theory is the outcome of the research. The decision to choose 

between one of the two approaches should be based on the suitability for answering the 

research question (Bryman & Bell, (2011) p 13). But according to Peirce (1955), there 

is a third option, which is abduction. Peirce has said that the induction and the deduction 

modes should be completed by the abduction mode. The abduction is thus inferring a 

case from a result and a rule.  It starts by considering all the facts. These observations 

give rise to hypotheses that are related to facts. Then you integrate the facts into a more 

general description that is related to a wider context (Givon, 1989).  
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Figure 8: Abduction model 

 

 

 

 

 

 

 

 

Source: Own construction based on Peirce (1955) 

The figure 7 shows how the abduction research is developed in this thesis. 

Since this study aims to describe and to explore the utilization of theoretical framework 

into companies. The authors have decided to do an abductive approach. Indeed, we 

have studied the existing theories for the service industry by considering all the facts. 

Then, with the observation and the data collection we will come up with a general 

description in the development of our new model. Indeed our data collection will be 

conducted in a qualitative way in order to go more deeply into the details and get a 

better understanding of the context of our research question (Stokes, 2000). 

During this study the authors have, in connection with Peirce (1955) reviewed the 

existing theory during the collection data. It has imply some changes in the  existing 

theoritical framework. These changes between the data collection and the theory have 

been done  in order to identify pattern. After the interviewed the authors have observed  

some difference with the theoritical frawework they have built based on the existing 

theories. Based on this new findings, the authors decided to developed an onther 

framework in order to explain the different factors. 

3.1.2. Research Method 

According to Bryman and Bell (2011), the research strategy means the general 

orientation to the conduct of business research. There are two fundamental types of 

research method that concern the way of collecting and analysing data. The authors 

have decided to use a qualitative research in order to answer the research question. 

Qualitative research collects detailed information from a small number of people. 

According to Creswell (2009), qualitative research uses different methods of data 

collection, strategies of inquiry, analysis and interpretation to the quantitative method. 

Theory 

Case 

Result 
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This method refers to meanings, concepts and characteristics (Berg, 2007). The kinds 

of question that are going to be used are  “how”, “when” and “what”, the kinds of 

question that push the participant to think about the answer (Denzin & Lincoln, 2000). 

Qualitative research analysis measures things that are difficult to analyse 

mathematically. Statistical techniques are less powerful but it is easier to get much more 

information and it is more meaningful in real-world situations (Bryman & Bell, 2011, 

p26-29). 

The authors have decided to use the qualitative method to gather information from a 

small number on companies and to focus on them. Indeed, qualitative research focus 

more on words than the amount of data collected. The qualitative research gives a lot 

of information when the researchers interpret deeper the different data collected and 

conclusions are more developed (Bryman & Bell, 2011, p26-29). Because it has been 

really difficult to measure what was used in the service industry; the authors had to 

think with the people and understand their feelings and what they  were thinking about 

it. It has been really hard to measure this kind of information. It has been really 

important to understand the actor’s interpretation. 

3.1.3. Research Strategy  

The aim of the strategy was to answer the research question. But the literature did not 

answer everything. The literature did not explain the strength and the weaknesses of the 

theory built on study cases. A case study research may analyse data from many cases 

and provide the opportunity to cross them (Eisenhardt, 1989). 

According to Yin (2013), five different strategies were available to use: experiments, 

archival analysis, survey, history and case study. Because the research question could 

be read as a “how”, they could exclude the survey and the archival analysis. Because 

the authors did not have any control over the event they observed, they could also 

exclude the experiments (Yin, 2013). The authors did not have a lot of data. In order to 

answer the research question the authors have worked on a case study. This study was 

conducted as a case study of 7 companies. A case study combines interviews, data 

collection and observation (Yin, 2013). According to Pinfield (1986), the case study 

helps to test the theory, or according to Gersick (1988) it helps to generate the theory. 

After the development of their new model the authors have decided to do a last 

interview to test their new framework to give more validity to this research. 

One of the reasons the authors have decided to work with a study case was because at 

the beginning you could ask a general question and then narrow it (Yin, 2013). It has 

been really important to get an overview of the environment before going gradually 

into specific questions. According to Yin (2013), having more than one study case will 

be an advantage because our study will not be based on a single source. Having more 

than one source enables additional data to be gathered and a comparison made between 

the different cases (Bryman & Bell, 2011). According to Eisenhardt (1989), having 
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multiple investigations into the same cases encourages creativity in the study. In our 

study, the authors decided to have a general case study (telecommunication) but in this 

case they investigated different companies to differentiate the answers as much as 

possible and reduced the misinterpretation that could come. Working with a within-

case analysis permits the researcher to gain a deeper familiarity with the case. When 

this is accomplished, the cross-case analysis will compare the data collected to find 

similarities or differences among the different cases (Eisenhardt, 1989). Because the 

framework is based on interview and practical fact it is easy to verify (Yin, 2013). Also 

a multiple case-case analysis increase the chance of getting as much relevant 

information as possible to compare the different findings and identify patterns. Indeed, 

the authors have been able to cross the different analysis to came up with patterns. 

These patterns have been used to develop the new model. 

3.1.4. Semi-structured interview 

According to Bryman and Bell (2011), there are many different forms of interviews. 

But the most relevant for us was the research interview. Furthermore, the research 

interview could be divided, but the authors were doing a qualitative study so they only 

defined the semi-structured interview: 

 Semi-structured interview: This is the same principle as the structured interview 

but the question will be more general. So the interviewee will have more chance 

of developing his answers more. And the interviewer has the opportunity to ask 

further questions during the interview (Bryman & Bell, 2011).  

In both cases the interview process is flexible (Bryman & Bell, 2011, p.466–489). 

Following Bryman and Bell (2011), it is easier when you have a structure to conduct 

your cross case. 

In our case, The authors have conduct their interview as a semi-structured interview 

because they have spoken about the general concept; they were focusing on a certain 

subject, they have kept a certain guideline in order to get a deep lever of understanding. 

They have conducted the interviews to give the freedom the interviewees to differ in 

their answers. They only had a few interviews so they needed them to differ from each 

other if they want to make a good comparison.  

The interview guide was based on the frame of reference (see Appendix 1). Questions 

were grouped together depending on which theories are derived from. The interview 

guide is a list of reminders to cover all the areas or questions to be asked. There were 

some basic elements in the creation of your interview guide, such as: creating a amount 

of topic areas – formulated the interview to answer the research question – used 

comprehensible language but also specific information (position in the company, etc.) 

(Bryman & Bell, 2011, p. 466–489). 
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3.1.5. Time Horizon 

For this thesis, the time horizon will be cross-sectional because, following Saunders 

and Tosey (2015), it is cross-sectional when the problem necessitates data collected for 

limited period of time to be used in a particular strategy such as an experiment, action 

research or grounded theory. Indeed, the research has been done on 5 months. This is a 

limited period of time. So the authors consider that the thesis has been made as a cross 

sectional time horizon. 

3.2. Literature Study 

According to Bryman and Bell (2011), the literature review is a crucial part of a 

dissertation. It provides a basis to justify the research question and build the research 

design. This chapter give information in order to examine the subject and which 

theories are relevant (Bryman & Bell, 2011). 

The authors have made a review of the previous research by examining the concept of 

the service marketing, global process and Business model. The authors have also 

checked all the theories linked to the service. They have found information’s into books 

and scientific articles through Google, Google scholar and the library of Halmstad 

University. Because the service industry is new, it has been difficult to find previous 

study concerning this topic so they have focused their research on the different theories 

already use in the sector. Therefore, the literature study was extended to articles about 

competitive advantage, quality service, goods and service. It has revealed a research 

gap since all the studies were about a specific topic in the service industry. Furthermore, 

the authors have not found articles about small and medium company’s (SME) using 

model in the service industry. 

In this study, the theories have been chosen in accordance with the research question 

and purpose. 

3.3. Empirical Study 

This thesis is based on previous research regarding service industry, business model 

and global process. This previous research has been done in order to identify the gap 

and acquire knowledge about the subject. Because the authors decided to work with 

abductive, the theoretical framework has been studied and revised throughout the whole 

study. Secondary data has been collected through internet and diverse information 

concerning the ICT sector. The primary data has been retrieved through semi-structured 

interviews. Because the authors have decided to conduct research as qualitative. 

3.3.1. Company selection 

The authors have developed the gap to have a practical view of this problem. They 

decided to investigate the ICT industry in order to respond the research question. 
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Based on the research frame of reference and the qualitative research, they have 

selected company’s base on the following criteria’s:  

 Based in Europe 

 Firm in the ICT sector 

 Minimum of 5 year experience in the market 

The authors have found companies through the help of an external person who is 

working in the same field.  In order to get an interview, the first contact has been done 

vie e-mail where the company’s have received a brief explanation of the purpose of the 

thesis and the main concepts. Theses e-mails were followed by other e-mail or phone 

call to book a date for the interview. The authors have contacted 10 firms because they 

where running out of time and they have not found the need to contact more. After e-

mails and phone call, they have had 7 interviews. In order to respect the identity of the 

company, the authors have decided to keep all the firms and the respondents 

anonymous.  

When the authors have selected the respondent, they have chosen their respondent base 

on their knowledge of the market. Because this research focus on a specific topic, it has 

been really important to find the right person with the right skill. 

The aim of this study is to get qualitative and specific data by having in-depth 

information by the interviewing a small number of companies. 

Following table shows the different companies and the general criteria’s that were 

important for the authors.  
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Table 1 : Information about the companies and the respondent 

Company Position Location Years of 

experience 

Date 

A CEO Belgium 5 07/05/2015 

B Vice President Belgium 10 14/05/2015 

C CEO France 8 17/05/2015 

D Chief 

Marketing 

Officer 

Germany 12 25/05/2015 

E Territory sales 

manager 

Belgium 9 27/06/2015 

F CEO Sweden 8 05/07/2015 

G CEO Belgium 7 06/07/2015 

 

Source : Own construction  
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3.4. Data analysis  

Figure 8 shows how the authors are going to work to analyse all the data. 

Figure 9: Data analysis method. 

 

Source: Own construction based on Bryman. A and Bell. E, Business Research Methods, 

Oxford University Press, Third edition, 2011 

3.4.1. Documentation 

Most of the data have been collected from the interviews, from observations or from 

books and Internet. According to Miles, Huberman, and Saldana (2013), keeping track 

of the interviews can encourage conceptualization of the text. According to Bryman 

and Bell (2011) transcribing the interviews allows a first check and detailed analysis, 

the authors can check repeatedly the answers to have a vision of the interview to see 

some link between answer. In order, to control all the information the interviews were 

recorded. It has permitted the authors to analyse more carefully the different 

information and others can review the material. The analysis has begun by the 

transcription of all the interviews. 

3.4.2. Conceptualization 

After the analysis of each interviewed the authors identified the different concepts. 

Identifying the concept is key in the process of qualitative research. The aim of the 

conceptualization is to come up with a description of what is observed during the 

interviews and identify what is important (Miles, Huberman, & Saldana, 2013). Theses 

concepts were: competition, customer, model, process. All the concept are linked to the 

frame of reference.  

Indeed, the concept of competition is linked to the theory of 7p, servqual model, 

blueprint. Customer is linked to blueprint, 7p. Concerning the concept model you have 

a relation with the theory of business model. And the concept of process is linked to the 

theory of the value chain. 
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3.4.3. Relationship Data 

According to Miles, Huberman, and Saldana (2013), when a difference has been 

identified, the authors must examine it and find the relationship between these concepts. 

The authors have worked with concept to identify some links between the interviews 

and came up with patterns that could be usefull in the development of their new model. 

Indeed, during the data analysis they have grouped the empirical findings and compared 

to the case to build a new theory. 

3.4.4. Authenticating Conclusions 

According to Miles, Huberman, & Saldana (2013), there are no standards for evaluating 

the conclusion of a qualitative study. When patterns have been discovered the authors 

have been able to highlight different patterns from the first model to build a new model 

based on a practical view of the industry. 

3.5. Validity and Reliability 

3.5.1. Validity 

In this chapter, the authors have analysed the three criteria used for the evaluation of 

business and management research. These criteria have been put in place to reduce as 

much as possible the possibility of getting wrong answers (Saunders, Lewis & 

Thornhill 2009). 

Validity refers to whether the findings are really about what they appear to be about 

(Saunders et al., 2009). To analyse our research the authors referred to the external 

validity. The results of the study are not generalizable to other studies. In order to assure 

this validity, the authors had constantly reviewed the theoretical framework based on 

the new knowledge.  

To avoid this generalization it has been important to make assumptions about the 

appropriateness of the theory they were using to analyse the data. The authors needed 

to be sure that the theory they were using will match with their conclusions. So the 

choice of our theoretical framework is paramount (Saunders et al., 2009). Indeed, the 

authors have decided to use theories concerning the service industry in order to analyse 

the data correctly. 

3.5.2. Reliability 

According to Bryman and Bell (2011), reliability refers to whether the results of the 

study are repeatable or not. This means that someone could reproduce your study in the 

same way and would have the same results as you. One threat may be the subject or the 

participant when you are doing an interview. The interviewee may say what the boss 

wants to hear and not what he really wants to say. The researcher has to be wary of this 

problem and must adapt his research design to avoid it (Saunders et al, 2009). This 
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research has been done on a specific market. It means that it can differ from different 

industry and the framework will need some changes. Because the authors have 

interviewed 7 enterprises, the authors cannot say that the framework they have designed 

is well representative for the all industry. But they have been able to distinguish wrong 

answers by interviewing more than one company. To avoid all these threats, more than 

one person has reviewed the data collection more than once to decrease the possibility 

of misinterpreting the data. Futhemore, they highlighted that the point was to have a 

general view and an in-depth study has to be conduct to have relevant patterns for the 

whole service industry. 

3.6. Research Ethics 

According to Diener and Crandall (1978), there are four mains areas to consider: harm 

to participants, lack of informed consent, invasion of privacy and deception. Before 

interviews, the authors have contacted the respondent to explain the purpose of this 

study. In order to respect privacy the authors have decided that all participants were 

anonymous and also permission has been requested to record the interviewee. They also 

reassured the participant about confidentiality because they knew that a qualitative 

research could lead to certain difficulties. The authors have done everything possible 

to protect the interviewee and not damage his reputation.  
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4. Empirical Data 

This chapter presents all the data gathered by the authors. The data is collected via 

internet, books and via interview to gather information concerning the industry but also 

the environment. 

4.1. Secondary Data 

4.1.1. General Overview of the Market 

According to the OECD’s Ministerial Report (2001), information and communication 

technology (ICT) is an important technology with the potential to grow fast. The ICT 

sector is one of the most innovative in the economy. The digital economy is one of the 

most important in the strategy of Europe with the Horizon 2020 programme (European 

Commission, 2013, p13).  

Table 1 shows us that in the top 50 we have 11 ICT companies that are European. Even 

if we look at the top 10 in the world we can see that we have companies such as AT&T, 

Verizon, NTT, China Mobile etc. All these companies work with products that concern 

communication. 

Table 2: Top 50 operators in the world 
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Source: Etno annual Economic report 2014 



 

 32 

The graph in Table 2 shows us the revenue in the telecommunication sector. It shows 

that from 1990 to 2011, it never stopped growing. This graph proves the importance of 

this sector and this sector is related to our innovation, to the new technology, to the 

strategy that companies are setting up to be competitive to sell more and to attract 

consumers. 

Table 3: OECD key ICT indicators in Europe 

Source: OECD communications 

These two tables show us the importance of telecommunication, and the huge flow of 

money in this sector. The evolution of this sector has been impressively fast over the 

past 20 years (OECD communications, p12). 

4.1.2. The Role of ICT in Business Performance 

As the authors said before, the ICT sector is one of the most dynamic and influences 

the economy in different ways:  

First, the ICT sector is characterized by rapid technological progress and strong 

demand. The sector is growing every year and contributes to the growth in productivity. 

But to benefit from ICT, the need to produce goods is not the most important thing. In 

fact, most of the benefits arise from its use. By using this technology, companies can 

expand their product range, respond better to the demand or customize their services. 

It also helps in managing stock and helps firms to integrate activities throughout the 

value chain (OECD, 2007, p162). 

Secondly, the investment can help companies to hire new specialists to compensate for 

the lack of skill, or develop new strategies because the technology never stops 

changing. Firms that have the highest return on investment (ROI) are companies that 

had invested in the past. The use of ICT throughout the value chain enables companies 

to increase their overall efficiency and become more competitive (OECD, 2007, p162).  
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Table 4: Contribution of ICT investment to GDP growth, 2000–09. Annual average 

growth (%) 

 

Source: OECD, key ICT indicators profile, p8. 

The graph above shows the contribution of ICT investment between 2000 and 2009. It 

shows that ICT is a technology that has the potential to enhance business performance 

if investments are made effectively. 

4.1.3. Employment 

1) In the whole of the EU (European Union), the proportion of the ICT sector in 

the total value added was 8.5%. Moreover, the ICT sector represents 3% of the 

total employment in Europe.  

Table 5: ICT contribution to labour productivity growth in total industries, 1995–

2008 

 

Source: OECD, key ICT indicators. 

If we look at the graph above, we can clearly see that ICT represents an important 

sector in the contribution of labour.  
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4.1.4. Competition 

When the authors are speaking about competition in the telecom industry it has always 

been about expanding into new markets or intense battle for the market share. In most 

of the sector where the increase is slow, a lot of companies become creative in an 

attempt to win customers through differentiated value propositions. But in the telecom 

sector, where the growth is fast, companies don’t have time to pay attention to this in 

their race for market domination. In Europe, the researchers consider that there are, on 

average, 40 major operators that are fighting each other to be the best. This is in contrast 

to China, where there are three major operators, and the US, where there are six 

(European Commission, 2013, p5-p28). 

Nowadays companies must deal with cheaper competition from Asia, companies from 

emerging countries that are trying to enter a mature market. They are expanding around 

the world. Companies have to work together because costs do not stop increasing and 

researchers say that only companies with more than 100 million subscribers will be able 

to survive by themselves (European Commission, 2013, p5-p28). 

In the telecom market, there are many operators but few manufacturers of mobile 

phones or computers. So the service provider should be able to manage his business as 

other big companies are selling the product. In most countries, it is a monopoly network 

(European Commission, 2013, p5-p28).  

Companies also need to be vigilant because technological progress will continue to 

affect the ICT market. This new tech will change the network platforms, enabling the 

provision of audiovisual and data transmission services and the creation of new 

services. The convergence between these platforms and the new services will help 

increase the potential competition across them (European Commission, 2013, p5-p28). 

4.1.5. Technology/Innovation 

In 2011, business R&D expenditure (BERD) accounted for 20–25 % and for 0.2–0.3 % 

of GDP. In Finland and Sweden the shares ranged from 30% to 50% of BERD and from 

0.7% to 1.5% of GDP (OECD, 2013,p18). 

The technology is really important in this sector. So the authors are going to talk about 

a few trends in the technology that have an impact on everyday life and how people 

will use them in the future. Streaming music and video downloads are constantly 

growing. So companies have to work to enhance their network. Companies are trying 

to give high-speed access to their customers, but to do that they have to invest in their 

networks. More and more people are using their smartphone to be connected 24/7. As 

mobile usage has increased drastically, providers have to deal with and find new 

solutions. More and more people are connected but it also means that you need more 

bandwidth. That is why companies are working on 4G. Globally, Europe only 
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represents 8% of 4G subscriptions. Europe is still behind all the big countries like China 

and the US (European Commission, 2013, p5-28). 

We are entering a period when we want our media anywhere and everywhere. Our 

devices have to do the job of collecting all our videos, pictures etc. and storing them on 

a cloud to be able to see all your data on every device you have. The possibility of 

sharing is getting more important due to social media, and people want to be connected 

with each other all the time. So the mobile and fixed, broadband solutions have to work 

together to offer high-quality, anytime, anywhere access to consumers (Management 

Centre Europe, 2013). 

Money and financial transactions are going mobile. Operators are offering mobile 

wallet solutions for small transactions, but are improving their systems to be able to 

cover bigger transactions. The consumer will be able to pay for his transaction with his 

mobile phone. You will no longer need your credit card. But to create “e-banking”, the 

operator must have a relationship with all banks and they must work together to be sure 

that everything will work. With e-banking, we can link e-shopping, buying everything 

you need through your mobile phone or your computer and paying directly 

(Management Centre Europe, 2013, p25). 

As we said before, if companies want to give the best service with the highest speed 

they must invest in their network. We all know that the telecom industry is linked to 

the Internet. Investment in telecommunication infrastructure has begun in the past two 

decades. The most recent investment has been in mobile networks, with 3G, 3, 5G, 4G 

and 5G networks, and fixed networks. Companies continue to invest to be more 

competitive. In the context of converging telecommunication services with both fixed 

networks and mobile networks, it is a real challenge for firms to invest in specific 

services. 

4.1.6. Customers  

People are in constant contact with their family, their friends and business contacts. 

Businesses are connected to their partners, suppliers, customers and their own 

employees around the world. All these people want to be connected; they expect 

everything to be free, mobile and of good quality. Operators with an innovative view 

will partner with consumer services to gain a competitive advantage and give the 

opportunity to the operators to diversify their product and offer it based on the profile 

of the customer or his location (Management Centre Europe, 2013, p36). 

People have information within a minute; they collect their information from the 

network in real time. Customers take pictures with their smartphones and publish them 

on Facebook. They are constantly sharing with their friends (Management Centre 

Europe, 2013, p36).  
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Consumption Behaviour 

More and more people are connected with each other. Being connected all the time has 

an impact on your everyday life but also on your lifestyle (OECD, 2012). 

Table 6: Consumption of Internet 
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 EU average 

% of households that own a computer 80% 

% of households with access to broadband Internet 76% 

% of population who have bought goods and services 47% 

% of population using the Internet more than once a month 72% 

% of population following lessons on the Internet 5% 

% of the working population active on social network 43% 

% of population using e-banking 42% 

C
o

m
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y

 V
is
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n

 

% of companies with access to broadband Internet 52% 

% of companies with a website 71% 

% of companies with online brochure  15% 

% of companies with an e-commerce 15% 

% of companies using client data to develop their marketing 19% 

Source: Economie du numérique: rapport de synthèse, Roland Berger Strategy 

consultants, 2015. 
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Work 

Telecommunication changes the way people work and what types of jobs are available. 

ICT has an impact on employees but also on employers. The impact of these changes 

could be significant for the society or the economy. With better telecommunication, 

people can work and do everything from their home. The Internet has also become vital 

for people who are looking for a job: in 2012, an average of 17% of Internet users said 

that they used it in job research (OECD, 2012, p56). 

Household Expenditure 

Household expenditure surveys highlight how people spend their income and how this 

has changed over time. It is relevant to know how the new technology has an impact on 

our everyday life. People are spending money through telecommunication services 

(OECD, 2012). 

Education and Training 

The use of this technology to communicate but also to provide information everywhere 

can have an influence on students. This technology can be used to learn language but 

can also help with work. Some surveys showed that the performance of students in 

mathematics without access to a computer was lower than those with home access. 

Students can have access to all information with one “click”. They use this technology 

to improve and gain knowledge (OECD, 2008, p13). 

Employees 

Because the sector never stops changing, the people working in the telecom industry 

are facing major changes. If people know the strategic goals and understand the industry 

there is no problem in facing frequent changes. Also, listening to your employees will 

help you to get ideas. Your employees are also your customers. You need to prove to 

them that you are the best provider because they will be the first to promote your 

business (Management Centre Europe, 2013, p40). 

4.1.7. Price 

All companies have different prices for the same service they offer. If we want a better 

understanding we need to narrow our study but the purpose of this thesis is not to 

understand the price. So we are not going to spend more time on this paragraph.  

4.1.8. Product  

 As we said before, we are studying the ICT sector, and this concerns all the 

products we use to communicate, such as the Internet, phones etc. According to 

the European Commission, the ICT sector is divided into the following 

categories:  
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 Components and electronic systems: activities, products and services related to 

electronics. 

 Solutions and electronic software: development of software, applications 

 Computer equipment: collecting, storing and processing information 

 Network equipment: equipment for communication between remote IT entities 

and a local environment 

 Software engineering: methodology, platforms and productivity tools for the 

conception, development and maintenance of software 

 Network service: services related to the Internet 

 Communities, organizations and development tools: organizations and public 

or private companies, associations and communities who contribute to the 

development of the ICT sector 

 Content, services and applications: development, production and supply of 

content, applications and value-added services 

 Services and organizational methods: rational, structured, orderly and 

assessable methods used to achieve a goal 

 In all of these categories there are different products. We do not need to know 

more about the products because the important thing is to have a general view 

of the ICT sector. 

4.2. Primary data 

After having collected the relevant theories and designed the first draft of our business 

model, we have questioned several companies active in the telecommunication 

industry. These companies are all located in Europe and SMEs but have an important 

rate of export. The purpose of this survey is to collect more practical information on 

the functioning, strategies and analysis used by these companies. 

The seven companies, as explained above, are active in the telecommunication market 

but with different activities. There is, for example, companies specialized in the 

transportation of data fibre optics, optical transceivers, etc… 

The authors have decided to keep each company anonymous to avoid any problems. 

See in Appendix 2 the answers of the interview. 

4.2.1. Company A 

Introduction 

The interviewee is the CEO, he is working in this area since 5 years now. The company 

and he is not the only one who takes the decision into the company.  They have a team 

that are working together to find the best solution. But the team need always the 

agreement of their boss to make some changes.  
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Competition 

The company is active in the telecommunication industry.  Their core activitities are 

the transportation of data by using optical Fiber. They are not only working on the 

transportation of data.  They are doing a lot of research and development to develop 

new product but it takes times. 

To differentiate themselves from the competitors, they are trying to offer the best 

quality of their product and service. Nowadays, to be different it is really difficult. 

Following the global process, everything need to be in synergy to offer the best product 

with the best service.  

The need to be innovative is important but you cannot have a super idea every day. So 

you have to focus on your service and your product to become the best partner. 

Moreover, the technology is changing very fast and the need to be up to date is really 

important.  But for a SME it is not easy to always have the right information at right 

moment.  All the theories we have seen prove us that if you want to stay competitive, 

the need to understand the market is really important. In this case, the technology is so 

important that you must be aware of all the new thing coming out. 

Customer 

According the theory we have seen, the customer experience is an important matter in 

the company who offer a service.  In this case the company identify the customer case 

by case.  Because it is impossible for a SME to spent a lot of money on survey. But 

keeping a constant contact with the customer afford to discover the need. Follow our 

global process, the feedback of customer is the final step in the service offer.  To have 

a certain feedback and come up with new idea or to solve a problem and to solve the 

gap (servqual model). 

Support 

Our global process is based on the different theory that already exist. We have noticed 

that the company A is not working with those tool. Because they do not have time to 

spend in the development of a business model. But according the blueprint, the 

company knows the important factor of this market which is the technology. They are 

aware of the problem and focus on the good understanding of the market around them.  

Process 

The process is an important matter to optimize the company.  Following the blueprint 

the importance to follow all the step permit to the company to understand the mechanic 

of the company.  Company A is not using any process to understand their customer.  

But in the future, if the company continue to grow they will definitely think about it.   
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4.2.2. Company B 

Introduction 

The CEO of the company B is not the one taking all the decision.  They have a board 

that is taking the important decision.  They are in this market for 10 years, they know 

very well the market.  

Competition 

According the theory of service, creating value is an important matter to offer a service.  

If  you do not have added value, you will never compete. According the theory of 7P, 

you have to study the market to come up with a global understanding of your market.   

Company B is working on the development of new way to transport the data between 

building or houses. 

Competition 

They differ from their competitor by offering a product and a service of high quality. 

According the theory of the 7P, the company is analysing the market. They are doing 

some survey to see the opportunity to develop something new.  

The technology is evolving every day, the need to develop new product and adapt a 

service by following the technology is really important.  Following the theory of the 

servqual the company is trying to catch the gap. Because when the market is growing 

so fast, gaps will appear and you need to be ready to find it and solve it. 

Customer 

The company identify the customer need case by case.  For each customer, they have 

different problem and they are dealing with it.  There are also using survey to discover 

the feedback from their customer.  But most of the feedback they received are in face 

to face.  Indeed, when they send a technician, he has the opportunity to speak and ask 

question about him and the market.  

Support 

The company is not using any theoretical model and they never thought about it. They 

don’t want to use a theoretical model. Because the theory is to different from the reality. 

If you use a model you have to follow the red line and you cannot cross the line which 

is make the business really difficult to conduct.  Flexibility is an important factor when 

you are an SME.  
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Process 

They have a committee of direction that is taking the decision of changes.  They do not 

have a special process to follow.  But if there is a really of change they will take the 

decision throughout the committee of direction. 

4.2.3. Company C 

Introduction 

The authors have been glad to interviewed the vice president of the company.  The 

company is active on the market for 8 years.  The are several to take the decision in the 

company. The company C is active on the market of data transportation. 

Competition 

The Company is a specialist by making fiber optics communications gears.  To 

differentiate from their competitors company C is trying to find the gap (servqual 

model). Indeed, they focus on the technology to respond as much as possible to the 

needs of the customers. And they identify their market through discussion with the 

customers. Because the technology makes the product with more function and less cost. 

Customer 

According to the 7P it is important to identify the market and here the company try to 

know the customer need by talking in face to face with their customers.  But they are 

not using any questionnaire because the answer rate is low. They compile customers 

need on regular basis and come out with the product that customers need. 

Support 

The company C is not using any models because they do not have the time to develop 

a theoretical model. And they are not going to invest in it.  

 Process 

Our global model come up with a process of decision. In this case, the company is not 

following a well-defined process.  They are doing survey to have an idea of their 

market. They are going to react or develop a new strategy if they see that they are 

missing some customers or they cannot make their promise to customers. 

4.2.4. Company D 

Introduction 

Company D is working in the area of the telecommunication for 9 years.  They have 

serious skills concerning their area of work. 
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Competition 

They are creating value with data Center Optical Transceiver. They differentiate 

themselves by a superior price with a higher performance and a sustaining profitability. 

The technology is evolving; the cloud computing is reshaping in telecommunication 

market. You have the apparition of new players. They always need to be competitive 

and anticipate the future. 

Customer 

Company identify the customer needs by a direct interface, direct communication. The 

best way the receive the feedback is the discussion with their customers.  It helps them 

to define products along with anchor customers. 

Support 

The market is changing so fast, they do not want to spent time on the development of a 

theoretical model. 

Process 

This company is using framework to analyse their service performance. They have they 

own CRM and ISO-compliant process. Which help them to take the best decision or to 

make some changes. If they decide to implement a change in their business model or 

strategy, they are going to do it through internal coordination. 

4.2.5. Company E 

Introduction 

We have had the pleasure ton interviewed the territory sales manager of the company.  

The company E is active on the market for 9 years.  

Competition 

They differentiate from the competitor by creating a value through R&D, sales and 

marketing for optical component for telecom, fiber laser and 3D sensing.   They are 

focus on a few products.  They do not to have a wide range of product because they 

prefer to focus on the high end product with a high level of technology.  

Because the technology has a huge impact on the cost, size... It is important to have a 

clear view of the market. Now, highly integrated products are capable to be 

manufactured in higher volume.  
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Customer 

They identify the customer needs through different way as customer feedback, 

exhibition, market survey, …They also identify need through commercial tenders. They 

receive the feedback from a direct communication with the customer to develop the 

new product. 

Support 

The company is not using any models, they do not have the time even the money to 

invest into a a theoretical model. 

Process 

If the company want to make some changes, they are going to send a customer survey. 

They will analyse it and if it worth it they will identify the issues.  Then they will come 

up with an action plan that will be review 6 months later. 

4.2.6. Company F 

Introduction 

At the company F, we have been welcomed by the CEO.  His company is now in the 

market for 8 years.  He has always been working in this area. 

Competition 

Company F is creating value with the research & development for new product. They 

are trying to differentiate by their technology but also by offering a better service with 

a better quality of service. To get information about the market, they are attending to 

shows and talking with their customers. The need to understand the market is very 

important because the technology is evolving very fast and is playing an important role.  

They need to be aware every day to catch all the information. 

Customer 

To understand their customer there are doing study. They receive most of the 

information through direct discussion with their customer, e-mails…. Then they will 

use their knowledge to come up with a new decision. 

Support 

They do not use any models and they do not want to spend time by developing one.  

Time is running. 
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Process 

They have a process if they want to implement some changes.  They are trying to use 

the tool they have but it is not easy because each case is different and you do not have 

a tool that can be used for every case 

4.2.7. Company G 

Introduction 

The authors have been the pleasure to interviewed the CEO of the company. The 

company is working in the telecommunication market for 7 years.  

Competition 

Technology is moving too fast, it is really difficult for them to be on top all the time. 

But they continue to work and differentiate from the competition by customer intimacy 

operating model. Discussions with their customer are an example to discover the 

different need of their customers. 

Customer 

To bring the best support to their customer, they need to know the market and get very 

close to them. According the company G, they have maintenance contract that are very 

useful to always be in touch with the client on the field and speak with him. 

Support 

The company is using the value chain during seminars and they are doing different 

training to always be aware of the technology.  

Process 

If they would like to make a change, they are applying the theory based on “Our iceberg 

is melting” from Jhon Kotler.   
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5. Analysis 

This chapter presents a combination of our frame of reference and the empirical data. 

First, the authors present the model based on the existing theories with the findings. 

Secondly, they develop the new model based on all the findings.  

5.1. Patterns from empirical data 

In order to find out if their model was accurate or needed to be modified, the authors 

had to analyse their interviews and find out the patterns in the answers.  

 

These are the main trends coming out from the interviews: 

 

How do you try to differentiate yourself from the competition? 

 

Companies try to differentiate themselves from the competition with the quality of 

their services and technology. The understanding of the customer’s needs and 

relationship is also an important factor in helping companies achieve a competitive 

advantage. In this sector, it seems also to be crucial to have product with up-to-date 

technologies.  

 

How do you identify market changes? 

 

The answers to these questions were relatively similar Most companies identify market 

changes by market survey or close discussion with actual or potential customers. In 

order to gather this information, they use surveys, customer feedback or their presence 

at relevant shows and trade fairs.  

 

What is the impact of technology on the telecommunication market? 

The first trend identified in the interviews is that new technology is supporting the 

improvement of their offering and products. On the other hand, the different managers 

explain that the technology is constantly evolving at an incredible rate. They need to 

constantly keep the company knowledge up to date in order to stay competitive and 

improve their products. The majority seem to enjoy the technological changes but also 

realize that it is an important challenge and any wrong choice of technology could be 

catastrophic for the company. 

How do you identify customer needs? 

The customers’ needs are directly identified by interacting with the customers. They 

compare the discussion with the customers and the technology to develop their new 

products.  
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How do you receive feedback from your customers and how do you analyse it? 

Most companies ask their customers directly by e-mail, discussion, meetings etc. and 

analyse the results with their own knowledge and know-how. The results are later 

forwarded to the marketing team, account managers and R&D department. 

Do you use these theoretical models? 

Almost none of the companies use the theoretical frameworks; only one uses the 

value chain model. From the interviews, we have understood that they don’t have the 

time or resources to adapt these kinds of models to their business.  

From the rest of the questions, we can see that the questioned companies are not using 

any framework or sometimes one for a specific matter. They prefer, for the moment, 

to concentrate on what they know and do best. When we asked them if they were 

interested in a global framework that would gather all the activities of the company, 

they all said they would be interested if it was efficient and easily applicable.
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5.2. Review of the data analysis 

Throughout the interview, the authors have noticed that companies working in the 

telecommunication industry have their feedback in face to face with their customers or 

by survey. This way of collecting information can be linked to the theory of blueprint 

(Bitner, Ostrom, & Morgan, 2007). Indeed, companies have a physical interaction with 

their customer in order to list all the customer’s need. According to MCE (2013), 

companies in the telecommunication sector have to develop area as customers to 

develop a strong corporate strategy. With this interview the authors have seen that the 

customer is playing an important part in the development of their strategy. 

Most of the companies are creating value by the quality of their product and their 

services. According to Parasuraman, Zeithaml, and Berry (1990), p2, the quality is a 

comparison between expectations and performances. Companies need to know what 

the consumer is expecting to be able to measure the quality of their product. 

Through interviews, the authors have noticed that the technology is something very 

important. The market is growing really fast. Following the theory of 7 P, companies 

are developing their strategy by watching their environment. They are adapting their 

product and their service in order to respect the customer’s need. According to Booms, 

Bitner and Tetreault (1990), p75, companies have to develop their strategy based on the 

7P (product-place-price-promotion-people-physical evidence- process). 

Almost all the companies are not using model because they had no time to waste by 

working on a model that will need adaption every months. Indeed, the authors have 

understood that the market is growing very fast and it has been a real problem for all 

companies because they need to adapt as fast as possible to be able to respond to the 

demand. The authors have also noticed that developing a model is asking a lot of time 

but also a lot of money. When you are a SME, it is impossible to waste that money by 

developing model if you are not sure it will work. 

The last important point was the technology. Indeed, the authors have clearly noticed 

that technology is playing an important role in the development of the market. 

Companies were able to stay up to date by following the technology. If they could not 

follow the new technology, the company died.  

5.3. Issues of Model Based on Existing Theories 

Previously, we developed a model based on the existing theories in order to help 

companies active in the service industry. The model is designed so that companies 

would have the opportunity to constantly analyse internal and external factors in order 

to stay competitive. The competition and market analysis was the central point of the 

model. Afterwards, when relevant findings were made in this central point (green circle 

on the graphic), the company had the rest of the model to implement suitable changes.  
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Figure 10 : Model based on exiting theories 

 

Source: own construction 

This model, as previously stated, was only based on a theoretical level. Now with the 

interviews, we can analyse the weaknesses of this model and come up with a new 

version.  

Thanks to the interviews, we discovered that our model was completely wrong. With 

the first model, companies had no choice other than to follow the process designed in 

the model. Indeed, when any analysis was carried out or decisions made, the company 

had to follow a long and too structured process. The interviewed companies told us that 

they do not have time to waste with long and exhausting processes. What matters for 

SMEs is efficiency and adaptability. They don’t have any interest in theoretical matters 

but rather a model that is easy to use, saves time and improves efficiency. The biggest 

problem when we showed this model to the companies was the issue of time. They 

explained to us that in the telecommunication market it is impossible to have such a 

long process and that it should therefore be divided or shortened.  

The second biggest issue is that this model cannot be easily adapted to different 

companies. We have understood that every company has a different way of acting, 

analysing, selling etc. With the first model it would have been impossible to reach our 

goal of creating a model easily adaptable to each company active in the service sector.  
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What we also found out is that in the telecommunication market, there are always two 

main areas that come up during the interviews. These two areas are technology 

development and customer management. These two areas are, of course, not fixed and 

can differ from company to company. 

In conclusion, we have to develop a model that is less time-consuming, efficient and 

adaptable for every company. 

5.4. Development of the Final Model 

With regard to the issues stated previously, the authors decided to completely rearrange 

their model. Our goal with this new model is to create an adaptable model organized 

around core development factors. These core development factors would be, for 

example, in the telecommunication industry, technology development and CRM. This 

would bring more efficiency and avoid wasting time analysing unimportant factors. The 

choice of these two factors is also related closely to what they found in the empirical 

data: “the ICT sector is characterized by rapid technological progress and strong 

demand. The sector is growing every year and contributes to productivity growth. But 

to benefit from ICT, the need to produce is not the most important thing. In fact, most 

of the benefits arise from its use. By using this technology, companies can expand their 

product range, respond better to the demand or and customize their services.”  

In the ICT sector, the customer’s needs are constantly changing. Now everybody is 

connected all the time, which is a big difference compared to a couple of years ago. It 

shows that companies need to stay aware and constantly question the market to 

anticipate or follow the new market trends. That is why they have put customer 

relationship management as a central factor in their model. This factor is, therefore, 

related to technology development in order to develop products or services that fulfil 

the new customer needs.  
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Figure 11: Core development factors. 

 

 

Source: own construction 

These factors are the most important factors to analyse and focus on when it comes to 

business development. They can be interchangeable according to the company or the 

market they are active in. Indeed that is really the goal we have been trying to reach: 

build an adaptable model for every company active in the service industry. 

These core development factors will, of course, be influenced and fed by information 

in several areas that can be defined by the company. As an example, we have taken the 

possible factors for the telecommunication market. There would be two areas 

influencing technology development (R&D programmes and market analysis) and one 

influencing customer relationship management (customer feedback). These areas will 

be constantly questioned and analysed in order to create a global understanding of the 

strengths, weaknesses, opportunities and threats in the present or future for the 

company. The core development factors will then serve as a database where managers 

will be able to pick up information before taking any important strategic decisions.  

Technology	
Development	 CRM	
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Figure 12: Factors to develop the strategy. 

 

Source: own construction 

The next step will be to implement the decisions made in the core. With regard to the 

comments made on our previous model, where the implementation process was too 

long, we decided to divide it in two and cut out some unnecessary steps. When speaking 

with the CEO of one of the interviewed companies we realized that not every decision 

had to go through the whole process. Furthermore, the ICT market is very competitive, 

and when a change needs to be implemented, there is no time to lose. Indeed, 

competition is ruthless in this market and any delay could be very harmful to the 

company. In recent years products have evolved at an incredible rate, and if the 

company cannot adapt itself quickly enough, it has only a small chance of survival. 

The implementation process is therefore divided into a structural and a service-

improving process. This will lead to a more direct implementation process where 

strategic decisions will be implemented in the relevant areas of the companies. 

This model will have multiple benefits for the company. First, it will serve as an 

analytical base. Managers will be able to analyse the market, the company, the customer 

etc. only by looking at this model. Indeed the model will be used as a database for every 

employee, manager, salesman or CEO. They will be able to upload all the information 

they have gathered or changes that have occurred inside the company. This means that 

everybody will be aware of everything, prevent misconduct of information and develop 

a global summary of the company’s situation.   
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Figure 13: Final model. 

 

Source: own construction 

5.5. Test framework 

This last part before the conclusion will be used to test our model in a more practical 

way. In order to do this, we conducted a second round of interviews but only with the 

CEO of Skylane Optics, a company active in the telecommunication market with the 

designing and selling of fibre optic-related products. Over a couple of hours, he 

described to us his entire company and how the model could be adapted to it. We started 

the discussion with the two core development factors (technology development & 

CRM) and the CEO agreed to keep them as the central wheel of the model.  

5.5.1. Core Development Factors 

Technology development 

In the ICT market, technology, as stated previously, plays a crucial role. Skylane Optics 

is an SME and benefits therefore from quite a low development budget in comparison 

to other technological giants such as Google, Apple etc. Therefore it needs to find 

funding where possible. The company must sometimes go across the globe to find 

relevant investors. These investors are vital for most projects because the company can 

rarely invest from its own funds.  
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Afterwards there are still many other challenges to face before launching a new product. 

First, the products must fit the standards decided by the ICT standards committee. 

Therefore the CEO decides to integrate these committees in order to gather information 

on the new measures.  

When Skylane have all the relevant information and means to develop a product, the 

final decision comes down to the CEO after discussion with the sales VP and the 

product line manager.  

Influential factors 

Market analysis: 

As Skylane Optics is an SME, it does not have the resources to conduct its own market 

analysis and must therefore find alternative ways. It already uses existing studies but 

mainly relies on its customers and partners around the globe. The purpose is to identify 

potential future trends and anticipate them. Due to its small size, it cannot lead new 

technology development and needs to adapt itself. Therefore the company must remain 

aware of the future development competition and find a way to compete with it even if 

sometimes it goes against its own product development.  

R&D programmes: 

Research and development programmes are probably the most vital activity when 

considering the future well-being of Skylane Optics. The CEO explained to us that there 

are two different types of R&D programmes: experimental and industrial. Experimental 

programmes are developments of technologies that do not exist on the market and 

therefore have no existing standards. The development of an experimental product takes 

about three years before it is launched on the market. Industrial development is the 

development of already existing technologies with established standards. The purpose 

of these developments is to offer new features or upgraded products to the customer. 

Industrial projects take less time to develop (1–2years) due to the existence of standards 

and a better knowledge of the technology.  

Customer relationship management 

Skylane Optics is too small, in terms of resources and geographical presence, to cover 

all the markets in which they are active. Therefore the company works with external 

partners that sell and handle the customer relationship for them. The purpose is to be 

able to create a long-term relationship with customers and be aware of and anticipate 

customer needs and complaints. These partners freelance as account managers for the 

company.  

Another tool, recently launched by Skylane Optics, is the carrying out of two customer 

surveys per year in order to find out the strengths and weaknesses of the company, but 

also the threats and opportunities for the future.  
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A very important thing to handle with care, in this very competitive market, is the 

information coming from the customer. At Skylane Optics, many actors receive 

information and it needs to be regrouped in a common database. Indeed, at the 

company, the engineers, the CEO, the sales representatives, the freelancers and the 

account managers receive information and it needs to be put in a common database, 

otherwise the misconduct of information could be harmful.  

Use of the model 

In the case of Skylane Optics, the core development factors and the influential factors 

will serve as a summary where the most important information will be gathered. It can 

be used to keep an eye on the situation of the company and its environment. According 

to the CEO of Skylane Optics, this part of the model could be very useful before taking 

any important strategic decisions. Indeed, any important decision-making requires a 

global overview of the situation with the relevant information and that is what our 

model can provide to the company.  

For example, market analysis has revealed that new features are currently being 

developed by Skylane Optics’ competition. The information will go to the “technology 

development” part. On the other hand, in the CRM part, it will be checked in the 

customer surveys or relationships whether there is any demand for this new feature. 

When all the information is collected and gathered in the model, the CEO and the 

relevant actors will then be able to take a decision with the relevant information and a 

lower chance of failure. 

5.5.1. Implementation Process 

Infrastructure 

The start of the implementation process is the modification of the infrastructure in order 

to be able to develop the new product. There are different ways for Skylane Optics to 

implement its changes on an infrastructure level. The first possibility is that there are 

no changes to implement in the company. This means that the company is already 

equipped with enough machines, tools, storage etc. to develop the product. The second 

possibility is buying what is needed themselves and developing the product with 

internal investment. The last possibility is creating alliances with other companies. The 

last solution is for bigger projects and requires the establishment of strategic alliances. 

This means that both companies are going to share their resources to achieve the 

product development in a more effective way.  

For Skylane Optics, the modification of the infrastructure concerns only the 

development of resources. Indeed, the production is carried out in Asia by an external 

partner.  



 

 55 

Human resource management  

When a new project has been decided upon, Skylane Optics must hire new researchers 

or allocate old researchers to this new project. The company uses Gantt charts 

(allocation of people in a project) in order to analyse how long and how many people 

will be needed for this project.  

Process 

For Skylane Optics, the first step in the process  is to analyse the probability of success, 

the possible margin and the market shares. If the results are positive, the company can 

start its development. After the first prototype has been made, it is sent to some 

customers to be tested. The customers can then rate the product and come up with 

requests about the product. Skylane must then upgrade its product to the customers’ 

requirements. Every modification costs the company an extra three months. When the 

product is finally approved by the surveyed customers, it must go through the country 

qualification in order to fit to the standards. Afterwards the company can start the 

production – first on a low scale, and if it gets the expected order on a large scale.  

Marketing 

Skylane Optics does not advertise. The company wants its new products to remain 

secret from the competition as long as possible. In order to promote their products, they 

send samples to their existing customers. For new customers, they go with an engineer 

and samples to show the product in privacy. Furthermore, the products are not available 

to keep until the first order in order to prevent industrial espionage. 

Service 

The offered service is a 15-year warranty and a free after-sales service in case of any 

defect with the products. 

Use of the framework 

In the implementation process, the model will be used as a path to follow. Indeed, after 

the decision has been made, it needs to be implemented in different parts of the 

company. The CEO or the manager will, with the help of the model, be able to identify 

the necessary changes and allocate different resources (human, financial etc.) at the 

different steps of the process. In order to save unnecessary steps, we have divided the 

implementation process into two phases because in the discussion with the CEO of 

Skylane Optics, we discovered that not every project needs to follow all the steps.  

In conclusion, we can say that the model will or can be used as a summary of the 

company’s internal and external environment but also as a guide to follow when a 

decision needs to be implemented. We believe that this model can be useful for many 

companies and that it can be easily implemented in all companies, especially SMEs. 



 

 56 

Indeed, they usually don’t have the resources to develop their own. Furthermore, SMEs 

can be more easily adapted to the model. For larger enterprises, we believe that the 

model should be adapted separately to the different departments of the company in 

order to avoid any confusion in the analysis. 

5.6. Research Gap 

In the introduction chapter, the authors explained that an important issue for SME’s 

was to be able to use theoretical frameworks in their daily business activities on a global 

process’ perspective. Indeed most service applicable theories are based on very specific 

activities of the company and they have neither time nor the means to develop and 

implement their own.  

The authors believe that this paper is a first step towards the implementation of global 

business models for SME’s. The model that has been designed is made so that every 

company can adapt and implement it in consideration to their specific markets and 

characteristics. 
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6. Conclusion 

This chapter presents the findings and the final conclusion of our study. The authors 

will answer the research question in this chapter.  

The purpose of this study was to analyse the general models concerning the service 

industry that are relevant for the telecommunication industry, and through interviews 

and a study case develop a new model more adapted to the service industry with a 

synergy between all the factors. Indeed, theories exist, but they are all different, and 

something more general has to be developed to identify the real gap in real life. 

Firstly, the authors have studied the most important theories that already exist. There 

are no links between the theories. If the company wants to develop a special area, it has 

to develop its model and if it has to change things it must change everything. Based on 

the 7P, blueprint, value chain and Servqual model, we developed our first model: 

 

Source: own construction 

The structure of the value chain is still recognizable. We have kept the division between 

support activities and primary activities and added the analysis activities. The process 

is designed to develop a constant analysis of the most important areas with a direct 

improvement of the infrastructure for the customers. 

Secondly, we have carried out research to gather all the information concerning the ICT 

sector. We have collected information about growth, employment, competition, 

customers and technology. All these data show how fast this industry has grown, and 

companies must be able to adapt to changes. Moreover, the interviews explain the 

importance of the technology and the relationship and provide information concerning 

the competition, the market changes, the impact of the technology and their customers. 

Now we understand the importance of the CRM and technology. Thanks to this 
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information, we have discovered that models are not flexible enough. Our model must 

be adaptable for every industry and every company, and not only large companies. 

Not all companies use models to develop a strategy. It depends on the environment. 

Companies do not want to spend all their time working on a model that is not totally 

appropriate for their industry. Indeed, the environment of the company is really 

important for understanding how to develop your own model. 

6.1. Practical 

The model can be described as a summary and a path to follow for the company using 

it. Indeed when a decision needs to be taken, the manager can look at the model to get 

the relevant information and takes his decision. Furthermore, when the decision is 

taken, he disposes of a clear process to follow and be able to allocate the needed 

resources to every step. 

We think this model could be, first of all, helpful for SME because they do not have the 

resources to develop their own and our model can be easily adaptable for them. The 

developed serves as basis but each company willing to use it can or should modify it in 

order to be more relevant to its own business. Indeed the two Core development factors 

are very different regarding the market and the activities of the company.  

6.2. Implication 

This model, we believe, could become a model used by some SME’s in the service 

industry a daily basis to take and implement decisions. We believe that this model could 

improve the effectiveness of company. It would avoid lost of information, lack of 

coordination and of course be a great help in the decision-making. 

6.3. Further research 

The model has, of course, been developed on a short matter of time by two students 

with the help of a couple of companies and could therefore be further investigated. 

Therefore we believe that the model should be used as a base and that company should 

apply it to their business.  

The authors believe that the major point of improvement should be the adaptability and 

implementation. In order to come up with a trustworthy model, the model should be 

tested in real business life situation. The design of this model remains mostly theoretical 

and need to be tested in order to become practical. 
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8. Appendix  

8.1.  Appendix 1: Interview Guideline 

For our Master’s in Strategic Management at Halmstad University, we are currently 

writing a Master thesis. We have chosen the service industry and more especially the 

telecommunication sector to serve as the basis for our paper. This thesis will 

concentrate on the development of a process that would help telecommunication 

companies to constantly analyse their performances and adapt to new market 

opportunities and changes. Therefore we need your help to get some information about 

how your company works and performs. 

Introduction 

1. What is your position in the company? 

2. Could you describe the industry?  

3. Could you describe your company? 

4. How long have you been working in the industry? 

 

Concept : Competition 

 

5. What are the value-creating activities in your company? 

6. How do you try to differentiate yourself from the competition? 

7. How do you identify market changes? 

8. What is the impact of technology on the telecommunication market? 

Concept : Customer 

9. How do you identify customer needs? 

10. How do you receive feedback from your customers and how do you analyse 

it? 

Concept : Support 

11. Do you use theoretical models? 

12. Do you have any framework or process to analyse your service performance? 

 

Concept : Process 

 

13. What are the different steps or elements involved in the process or 

framework? 

14. How do you proceed when you decide to implement a change in your business 

model or strategy? 
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- Is there anything you would like to add or clarify?  

- Can we contact you if necessary? 

 

Thank you for your help. 
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8.2. Appendix 2: Answers from interviews 

Compa

ny 

What is 

your 

position 

in the 

compan

y? 

What are the 

values creating 

activities in 

your company? 

How do 

you try to 

differentiat

e yourself 

from the 

competitio

n? 

How do 

you 

identity 

market 

changes? 

What is the 

impact of 

technology on 

telecommunicat

ion market? 

How do 

you 

identify 

customer 

needs? 

How do you 

receive 

feedback 

from you 

customer? 

Do you 

use 

theoretic

al 

models? 

Do you 

have any 

framework 

or process 

to analyse 

your 

service 

performanc

e? 

What are 

the 

different 

step or 

element 

involved 

in 

framewor

k? 

How do 

you 

proceed 

when you 

decide to 

implement 

a change? 

A CEO, 

not the 

only 

who 

decide 

Transportation 

of data 

Quality and 

service 

Market 

survey 

Fast growing  Case by 

case 

From 

customers 

No time 

to 

develop 

any 

models 

No Analysing 

feedback 

=> make a 

decision 

Discussion

=> make a 

decision 

B CEO, 

Board 

taking 

decision 

Transportation 

of data 

Quality and 

service 

Market 

survey 

Technology is 

growing fast 

Case by 

case 

Customers 

survey, face 

to face 

No No Not 

answered 

Committee 

of direction 

C Vice 

presiden

t, several 

person 

who 

takes 

decision 

Making fiber 

optics 

communication 

gears 

Better 

technology 

and better 

understandi

ng of 

customers 

Discussion 

with the 

customers 

Technology 

makes the 

product 

Face to 

face 

Compile 

customer’s 

need on 

regular basis 

No No Annual 

customer 

survey 

If 

something 

wrong 

developme

nt of a new 

strategy 

D Chief 

marketin

g officer,  

Create value 

with data center 

optical 

transceiver 

Superior 

price with 

higher 

performanc

e 

Paradigm 

shift 

toward 

cloud 

computing 

Need to be 

competitive and 

anticipate the 

future 

Direct 

interfance 

with 

customer 

 Direct 

communicati

on with 

customers 

No Yes CRL and 

ISO-

compliant 

process 

Internal 

coordinatio

n 

E Territory 

sales 

Manager 

Optical 

component for 

telecom 

Focus on 

high end 

product 

with high 

technology 

Customer 

feedback 

Exhibition 

Competiti

on analysis 

Analysis 

report 

Environm

ent 

scanning 

Impact on cost, 

size and power 

consumption 

reduction 

Customer 

requireme

nt, 

specificati

on and 

discussion

s 

Direct 

communicati

on  

No Yes NPV Customer 

survey => 

Identificati

on of issues 

=> 

corrective 

action plan 

F CEO R&D for new 

product 

By the 

technology  

Attending 

shows and 

face to 

face 

Never stop 

evolving and 

very important 

Customer 

backgroun

d study 

Feedback by 

e-mails, 

discussion or 

con-call 

No No Not 

answered 

Using tools 

if it is 

possible  

G CEO Technology 

based on 

solution for 

telecommunicat

ion industry 

Customer 

intimacy 

operating 

model 

Discussion 

with 

customer 

and trade 

show 

Market is 

changing too fast 

Proximity 

with their 

customers 

Feedback 

from account 

manager 

Yes, 

value 

chain 

No Not 

answered 

Applying 

the theory 

‘our 

iceberg is 

melting” 

from 

Kotter 

Source: Own-construction 


