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ABSTRACT Aim and problem: Our aim with this study is to understand the 

dynamics on Colombian broadband market and the business 

opportunities arising from it. For that purpose we have 

formulated the following 3 research questions: 

1) What characterizes the Colombian broadband market? 

2) How can broadband contribute to development in Colombia? 

3) Who benefits from business opportunities on the Colombian 

broadband market? 

 

Method: The authors have chosen the qualitative study method 

in order to have better understanding, explanations and analysis 

of the problem. The collection of the empirical data has been 

conducted through interviews in Colombia.  

 

Result & Conclusions: Research has shown that broadband  

in Colombia is still under development and is present mainly in 

urban areas while rural areas still show a great lack of the 

service. Operators are offering triple play service which 

includes telephone, Internet and television at different speeds 

and prices. 

 

The development of Broadband has a positive economic impact 

on the Colombian society and contributes to increase 

competitiveness and is a driving force for economic by 

stimulating productivity. 
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Suggestions for future research: The study has been limited 

to Colombian broadband market, the broadband technology 

and services based on broadband technology. The authors 

suggest for a future research to study how the expansion of 

broadband in rural areas in Colombia will affect the life and the 

businesses. 

 

Contribution of the thesis: This study contributes to the 

understanding of the present situation of the broadband 

market in Colombia and the business opportunities open for 

vendors, operators and end users.  

Keywords Broadband, triple play, price, competition, government, 

alliance, vendor, operator, end-user, Colombia. 
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1 Introduction  
 

This chapter introduces the subject and why it is interesting to analyse it. It also 

states the research questions and the aim of the study. 

 

1.1 Background 

 

The use of telecommunication technology applications and services has become 

important elements in most people lives in the western world. In many other parts of 

the world many people still live without them.  Broadband is a technology with high 

penetration. Today broadband technologies provide interesting and useful products 

and services to a huge number of people worldwide. The telecommunications 

industry is expanding in volume, products and services as well as geographically. 

Internet has now reached about one billion users. 
1

  

 

Today, fixed and mobile internet are big business. Ericsson, Siemens, Alcatel are 

some of the vendors that develop the technology in order to provide innovative 

products, services, and advanced features on existing products and services with 

higher capacity. End-users demand for triple play services drive the demand for 

higher network capacity over the fixed and mobile networks, leading to even more 

variety of devices and services grows. Interactive and personalized High Definition 

TV services require advanced fiber access networks, and need of higher bandwidth 

capacity drives the access technology evolution. 
2

 

 

The operators need broadband network architecture to provide the customers with a 

service level which is equal to the country standard of broadband services. 

Furthermore they have to ensure connectivity in line with the highest country 

standards and introduction of new services and additional network capacity have to 

be done at a minimal additional cost of ownership. New services have to converge to 

existing seamlessly and provide convenient accessibility across all use devices and 

networks. 

 

Businesses are often depending on the broadband services, or at least to use 

internet as part of their business and an increasing number of new businesses using 

the internet. Communication technologies involving internet, mobiles, multimedia and 

                                            
1  Ericsson AB corporate, ´Broadband Everywhere`- Ericsson AB, retrieved on 2008-12-15, 
<http://www.ericsson.com/drivingthemarket/broadbandeverywhere/index.shtml> 
2 M Robins, ´The Telco Triple-Play` Scoring a Successful Deployment with Comprehensive Lab 
Testing and Service Management White Paper [On-line]. May 2005, retrieve 2009-09-06, p.5. 
<http://www.spirent.com/documents/3771.pdf> 

http://www.ericsson.com/drivingthemarket/broadbandeverywhere/index.shtml
http://www.spirent.com/documents/3771.pdf
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other applications and systems, affect the daily lives of more and more people. 

People connect to friends, family and colleagues, at the office as well as from home. 

Users download music, films or play interactive internet games. In Colombia which is 

a developing country, access to internet and broadband is far from granted 

everywhere and for everyone.  

 

Colombia, which is a democratic republic is the fourth largest country in South 

America and the third most populous in Latin America, after Brazil and Mexico.3 The 

country’s population is approximately 45 million and about 35 percent of the 

inhabitants’ live in the major cities: Bogotá, Medellín, Cali, and Barranquilla.4  

Colombia has a total of 0,9 million Internet subscribers, which is approximately 4,7 

million Internet users and more than 2/3 access Internet by using ordinary telephone 

lines.
 5  

 

The internet is still only used by a smaller part of the population and telecom 

infrastructure is old, but under upgrading. This may go rapidly in areas with 

commercial benefits from a fast upgrading. With our research questions we intend to 

analyze the Colombian market and study the business possibilities and how the 

country and different actors can be benefit from it.  

 

As markets evolve and mature, business models change in order to be commercially 

successful! Are the fixed operators ready to change their business in order to create 

value and enhance the user experience in order to capitalize opportunities? 

 

Can mobile broadband provide opportunities for operators in mature and new 

markets? Can mobile broadband operators cover rural areas and earn loyalty from 

those customers? 

 

1.2 Problem and aim / Research question 

 

Broadband is a technology that has transform society and economy around the 

world. With the deployment of broadband, new doors have been opened in the 

different environments that are part of people’s normal life. When industrialized 

countries have used the technology for years and for every day’s life, developing 

countries are still in an earlier stage development. This also provides opportunities to 

over-bridge technology-gaps and go directly to newly developed technology, while 

                                            
3 Portal del Estado Colombiano, ´Gobierno en línea`, retrieved on 2009-10-09, 
<http://www.gobiernoenlinea.gov.co/tema_ciudadanos.aspx?temID=8> 
4 Library of Congress- Federal research division, ´Country profile: Colombia`, USA, Feb 2007. p.7 
5 Ibid, p. 19-20. 

http://www.gobiernoenlinea.gov.co/tema_ciudadanos.aspx?temID=8
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industrialized countries have had a technology development process to reach this 

technology. 

 

The aim of this study is to understand the dynamics on the Colombian broadband 

market and analyse who benefits from the business possibilities. 

 

We have therefore designed the following research questions: 

1) What characterizes the Colombian broadband market? 

2) How can broadband contribute to development in Colombia? 

3) Who benefits from business opportunities on the Colombian broadband market? 

 

This work has been limited to the Colombian broadband market and the 

infrastructure involving vendors, operators and end-users with rules set up by city, or 

country governments.  

 

1.2 Disposition of the study 

 

Our introduction provides the background for our research on the Colombian 

broadband market. The methodology presents our approach to the theory, empirics’ 

analytics and conclusion parts of our study. 

 

The theory section explains our chosen theoretical frame of reference we have 

applied on the study. In the empirical part we present the material we obtained from 

our interviewees with deep insight on Colombian broadband market. 

 

Thereafter follows our analysis of the empirical material and reflections raised from 

our study. Our conclusions and recommendations finalize the study. 
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2 Theory 
 

In this chapter the authors provide a description about Colombia and the different 

technologies used for broadband services as well as marketing theories to give an 

understanding about the theoretical framework. 

 

2.1 Colombia – country description 

 

Colombia is the 26th largest nation in the world and the fourth largest country in 

South America with an area of 1,141,748 km
2. The country is bordered in the east by 

Venezuela and Brazil; in the south by Ecuador and Peru; in the north by Panama 

and the Caribbean Sea; and in the west by the Pacific Ocean. Colombia is the only 

country in South America to touch both the Atlantic and Pacific oceans.  

 

The country is the third most populous country in Latin America, after Brazil and 

Mexico. Every 10 years the population is counted in Colombia. According to the 

official final number compiled by the last (2005) national census conducted by the 

National Administrative Department of Statistics - DANE, the national population was 

41,5 million in 2005. The population is calculated to 45,5 million 2010 and is 

expected to grow to 50,9 million 2020. About 35 per cent of the total population is 

concentrated in four cities: Bogotá, Medellín, Cali, and Barranquilla.
6

 

 

Colombia has the third largest Spanish-speaking population in the world after Mexico 

and the United States. The country is democratic republic established in the 

Constitution of 1991. The president serves as both head of state and head of 

government, and is supported by the Vice President and the Council of Ministers. 

The president is elected to serve four-year terms and is currently limited to a 

maximum of two terms.
7

 

 

In 2006 Colombia was the fifth-largest economy in Latin America. Since the 

liberalization of the economy under the new constitution of 1991, the government 

has sought to facilitate the gradual transition from a highly regulated economy to a 

free-market economy by tariff reductions, financial de4, privatization of state-owned 

enterprises, and adoption of a liberal foreign-exchange rate. Although the economy 

went into recession in 1998–99 as a result of external shocks and monetary 

                                            
6 Library of Congress- Federal research division, ´Country profile: Colombia,´ USA, Feb 2007. p.7 
7 Portal del Estado Colombiano, `Gobierno en línea` retrieved on 2009-10-09, 
<http://www.gobiernoenlinea.gov.co/tema_ciudadanos.aspx?temID=8> 

http://en.wikipedia.org/wiki/List_of_countries_and_outlying_territories_by_total_area
http://en.wikipedia.org/wiki/1_E12_m%C2%B2
http://en.wikipedia.org/wiki/Venezuela
http://en.wikipedia.org/wiki/Brazil
http://en.wikipedia.org/wiki/Ecuador
http://en.wikipedia.org/wiki/Peru
http://en.wikipedia.org/wiki/Panama
http://en.wikipedia.org/wiki/Caribbean_Sea
http://en.wikipedia.org/wiki/Pacific_Ocean
http://en.wikipedia.org/wiki/Atlantic_Ocean
http://en.wikipedia.org/wiki/Spanish_language
http://en.wikipedia.org/wiki/President_of_Colombia
http://en.wikipedia.org/wiki/Head_of_state
http://en.wikipedia.org/wiki/Head_of_government
http://en.wikipedia.org/wiki/Head_of_government
http://en.wikipedia.org/wiki/Vice_President_of_Colombia
http://en.wikipedia.org/wiki/Council_of_Ministers_of_the_Republic_of_Colombia
http://www.gobiernoenlinea.gov.co/tema_ciudadanos.aspx?temID=8
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tightening to curb inflation, it rebounded since 2003 as a result of confidence in the 

political and economic policies of President Álvaro Uribe Vélez. 
8

 

 

The recovery of growth in the gross domestic product (GDP) and an overall 

reduction in criminal and political violence contributed to the favourable conditions 

that enabled President Uribe to be re-elected in May 2006 with a strengthened 

popular mandate. The economy remained steady despite continuing weak domestic 

and foreign demand, slow GDP growth, austere government budgets, and serious 

internal armed conflict, until the world wide economic down turn 2008.
9

 

 

Since Colombia’s telecommunications industry become liberalized in 1991, the 

sector has added new services, expanded coverage, improved efficiency, and 

lowered costs. The sector has had the second largest (after energy) investment in 

infrastructure (22 per cent) since 1997. However, the economic downturn between 

1999 and 2002 adversely affected telecommunications. 
10 

 

During this period the industry lost US$2 billion despite a profit of US$1 billion in 

local service. In June 2003, the government liquidated the state-owned and heavily 

indebted National Telecommunications Company (Empresa Nacional de 

Telecomunicaciones—Telecom) and replaced it with Colombia Telecom (Colombia 

Telecomunicaciones). That enabled the industry to expand rapidly, and in 2004 it 

constituted 2.8 per cent of gross domestic product (GDP). Telefónica of Spain 

acquired a 50 per cent share in the company in 2006. 
11

 

As a result of increasing competition, Colombia has a relatively modern 

telecommunications infrastructure which primarily serves larger towns and cities. 

Colombia’s telecommunication system includes the Intelsat Company, 11 domestic 

satellite Earth stations, and a nationwide microwave radio relay system. The 

country’s tele-density (the density of telephone lines in a community) is relatively 

high for Latin America (17 per cent in 2006). However, there is a steep imbalance 

between rural and urban areas tele-density, with some regions below 10 per cent 

and the big cities exceeding 30 per cent. Bogotá, Medellín, and Cali account for 

about 50 per cent of telephone lines in use. The number of telephone main lines in 

use totalled over 7, 8 million. Colombia Telecom accounted for only about 31 per 

cent of these lines; 27 other operators was accounted for the rest. 
12

 

 

Colombia’s mobile market is one of the fastest-growing businesses in the country. In 

2004 mobile telephones overtook fixed lines in service for the first time. By 2005 

                                            
8 Library of Congress, 2007, p.11. 
9 Ibid. p.11 
10 Ibid, p. 19. 
11 Ibid. 
12 Ibid, p. 20. 
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Colombia had the highest mobile phone density (90 per cent) in Latin America, as 

compared with the region’s average density of 70 per cent. The number of mobile 

telephone subscribers totalled an estimated 21.8 million in 2005, or 47.4 subscribers 

per 100 inhabitants, as compared with only 6.8 million in 2001.
13 

 

Colombia is still far behind Brazil, Mexico, and Argentina in terms of online usage. It 

had an estimated total of 0,9 million Internet subscribers, a figure that equated to 4,7 

million Internet users, or 11.5 per cent of the population. Colombia had 581,877 

Internet hosts in 2006. Although as many as 70 per cent of Colombians accessed 

the Internet over their ordinary telephone lines, Dial-up access is losing ground to 

broadband, Colombia had 0,35 million broadband subscriber lines. In 2006 the 

number of personal computers estimated 87 per 1,000 inhabitants, a rate still below 

other large Latin American economies.
14

 

 

In 2004, Radio and Television of Colombia (Radio y Televisión de Colombia—RTVC) 

replaced the liquidated National Institute of Radio and Television (Instituto Nacional 

de Radio y Televisión—Inravisión) as the government run radio and television 

broadcasting service, which oversees three national television stations and five radio 

companies operating about a dozen principal networks. Colombia has about 60 

television stations, including seven low-power stations and approximately 515 radio 

stations (see also Mass Media, below).
15

 

 

Colombia has many national and regional television channels. The National 

Television Commission oversees television programming. Radio and Television of 

Colombia Colombia’s principal television and radio operator, oversees three national 

television stations (two commercial and one educational) and five radio companies 

(which operate about a dozen principal networks). The country has two major 

national radio networks and there are nine other principal networks. In total several 

hundreds of radio stations are registered with the Ministry of Communications.
16

 

 

Colombia is currently fourth in Latin America in the progress and coverage of 

Information and Communication Technologies (ICT), and is just a post from the goal 

the Government set for 2019. According to the report submitted by the Ministry of 

Communications, the country is making considerable progress in promoting ICT in 

education, health and justice as well as business competitiveness, with the 

promotion of micro enterprises.
17 

                                            
13 Ibid. 
14 Ibid. 
15 Ibid, p. 19-20. 
16 Ibid, p. 25 

17 Presidencia de la República, ´Colombia ocupa cuarto lugar en cobertura de las TIC en 
Latinoamérica`, retrieved on 2009-10-09,  
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According to The National Television Commission it is expected that approximately 

in 2011, 25% of the Colombian population will have access to the Digital TV.
18

   

 

2.2 Strategic alliances 

 

The evolving need of business is changing the matter how companies can be 

effective and maintain and achieve leadership. In order to be profitable, companies 

have been in the necessity to look for partners and create strategic alliance. 

 

Just doing business in another country may require the firm to license its product, 

form a joint venture with a local firm, or buy from local suppliers to meet “domestic 

content” requirements. As a result, many firms are rapidly developing global strategic 

networks, and the ones which create the better global network are the ones who are 

successful.
19

 

 

Alliances are usually interpreted in terms of transaction cost economics, whereby the 

focus is on equity-based joint venture as a specific type of alliances. Through joint 

ventures firms partially internalize their collaboration with other firms and thereby 

have better possibilities to monitor and reduce the costs associated with various 

uncertainties embedded in such collaboration. These costs might for example relate 

to uncertain outcomes, opportunistic behavior of the partner, or lack of mutual trust.
20

  

 

Strategic alliances offer opportunities like share resources and expand services. At 

the same time if the businesses are located geographically in the same area it is 

possible to share a market target positioning the company in better situation. 

 

Well-managed alliances allow companies to obtain a greater sales impact at less 

cost. To keep their strategic alliance thriving, corporations have begun to develop 

organizational structures to support them and have come to view the ability to form 

and manage partnerships as core skills.
21

 

 

                                                                                                                                        

<http://gel.verytel-outsourcing.com/contenido_ciudadanos.aspx?temID=2&conID=21434> 
18 Comisión Nacional de Televisión, ´Televisión Digital Terrestre`, retrieved on 2009-10-09, 
<http://www.cntv.org.co/cntv_bop/tdt/brochure_digital.swf> 
19 P Kotler and K.Keller, ´Marketing Management´ 12e. USA, 2006, p.57 
20 C Palmberg & M Pajarinen, ´Alliances Increasingly Important in Internationalization Strategies of 
Finnish Firms, Finland, 2005, p 78. 
21 P Lorange & J Roos, `Strategic Alliance: Formation, Implementation and Evolution`, USA, 1993, p. 
4. 

http://gel.verytel-outsourcing.com/contenido_ciudadanos.aspx?temID=2&conID=21434
http://www.cntv.org.co/cntv_bop/tdt/brochure_digital.swf
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2.3 Marketing model 

 

Different concepts and factors influence companies to market a product. One of the 

most used concepts in marketing is the Marketing Mix which refers to a combination 

of many elements that a company uses to market its product, as there is much more 

to marketing than just advertising. It essentially looks at everything your company 

can do to ensure its success in marketing the product. 
22 

 

 

The marketing program consists of numerous decisions on value-enhancing 

marketing activities to use.
23

 One traditional depiction of marketing activities in term 

of marketing mix has been defined as the set of marketing tools the company uses to 

pursue its marketing objectives. 
24

 McCarthy classified these tools into four broad 

groups, which he called the four Ps of marketing: Product, Price, Place and 

Promotion.
25

 

 

 

Fig. 1 Factors influencing the Marketing Mix
26

 
Source: Vignesh, 2006.

 

                                            
22 W Evans, ´Management skills & Leadership Development course`. USA, 2009. p.252. 
23 Kotler and Keller, p.19. 
24  N Borden, `The concept of the Marketing Mix`, Journal of Advertising Research 4 (June). USA. 
1994. p.2. 
25 E McCarthy,  `Basic Marketing: A Managerial Approach`, 12th ed. USA.1996. p 413. 
26 Vignesh, `Principles of Marketing, 2006, retrieve 2011-02-07, 
http://www.google.se/imgres?imgurl=http://utdallas.edu/~vxc054000/ba3365/img/fig1.jpg&imgrefurl=ht
tp://ba3365.wordpress.com/category/class-reviews/page/2/&usg=___2pnytxm-
23svzWxGZIgORHIn1s=&h=491&w=501&sz=51&hl=sv&start=16&zoom=1&um=1&itbs=1&tbnid=eoln
wMI_Q0WdMM:&tbnh=127&tbnw=130&prev=/images%3Fq%3D4ps%2Bof%2Bmarketing%26um%3
D1%26hl%3Dsv%26sa%3DN%26ndsp%3D20%26tbs%3Disch:1&ei=52FQTdT-Io_tsgblo7m0Dw 
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Kotler & Keller refer to other factors that affect the marketers and they are the 

environmental factors. This concept is known such as PEST: Political, Economic, 

Social and Technological environments.  The figure below shows the combination 

between the competitive forces (PEST) and the marketing program or Marketing Mix 

that influence directly the customer. 

 

The figure 1, shows the combination between the tools mentioned by McCarthy and 

the environmental factors from Kotler and Keller where the target is the consumer. 

 

2.3.1 Marketing Mix 

 

2.3.1.1 Product 

A product is anything that can be offered to a market to satisfy a want or a need. The 

product concept holds that consumers will favour those products that offer the most 

quality, performance, or innovative features. A new or improved product will not 

necessarily be successful unless the product is priced, distributed, advertised, and 

sold properly.
27

 

 

When the physical product cannot be differentiated, the key to competitive success 

may lie in adding value services and improving their quality.  

 

 

2.3.1.2 Price 

Pricing is one of the most important elements of the marketing mix, as it is the only 

element of the mix which generates a turnover for the organization. The remaining 

3p’s are the variable cost. It costs to produce and design a product; it costs to 

distribute a product and costs to promote it.
28

 Pricing is difficult and must reflect 

supply and demand relationship. It is not a matter of simply setting lower prices; it is 

a matter of reengineering the company’s operations to become a low-cost producer 

without sacrificing quality.
29

 Pricing a product too high or too low could mean a loss 

of sales. 

 

 

                                            
27 Kotler and Keller, 2006, p. 372. 
28 F. Brassington and S Pettitt, ´Principles of Marketing`, 4th ed. England, 2006, p 433. 
29 Kotler and Keller, 2006, p. 447. 
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2.3.1.3 Place 

Place refers to how an organization will distribute the product or service they are 

offering to the customer. Marketing objectives can be affected by distribution 

channels used by marketers to display, sell or deliver the product. It is important to 

distribute the product to the user at the right place at the right time. Profitability will 

be affected if marketers underestimate demand and customers cannot purchase 

products because of it.
30

 

 

2.3.1.4 Promotion  

Sales promotion is a key ingredient in marketing campaigns and consists of a 

collection of incentive tools, mostly short term, designed to stimulate quicker or 

greater purchase of a particular product or services by consumers or the trade.
31

 

Whereas advertising offers a reason to buy, sales promotion offers an incentive to 

buy. Sales promotion includes tools for consumer promotion such as samples, 

coupons, prices off and free trials.
32

 Sales promotion enable manufacturer to adjust 

to short term variation in supply and demand and benefits flow to manufacturers and 

consumers.
33

 

 

Promotion almost always has a measurable impact on sales, but the effect is usually 

purely short term. Promotions induce consumers to try new product instead of never 

straying from current ones and help manufactures to sell more than they would 

normally sell at the list price. It also let them to adapt programs to different consumer 

segments. Consumers also feel satisfaction when they take advantage of price 

specials. Number of brands has increased and competitors use promotion 

frequently, many brands are seen similar which it makes consumers more price-

oriented.  

 

2.3.2 Marketing Environment 

 

The PEST analysis is based on analyses and understanding of the company’s 

macro environment. One has to create a kind of framework in order to organize the 

macro-economic factors. The PEST analysis it self is one such framework which 

classifies by source the external factors (political, economical, social and 

technological) that influences the company.   

                                            
30 Ibid, p.26. 
31 R Blattberg and S Neslin, `Sales Promotion: Concepts, Methods and Strategies`, London, 2002, 
pp. 310-338.  
32 Kotler and Keller, 2006, p.585. 
33 P Farris, and J Quelch, `In Defense of Price Promotion`, Sloan Management Review. USA. 1987. 
pp 63-69. 



 19 

 

During the time different terms has been used for the macro environment analysis. 

Terms like PEST, PESTLE (political, economical, social, technological, legal and 

environmental) are quite well known recognized. The term PESTLE has been used 

regularly in the last 10+ but it is difficult to establish its history. 
34

 There is no major 

documentation of credits given to any particular individual or organization for 

pioneering this analysis. However, from citations and records of its earliest uses, 

there are a few individuals who are considered important in connection with the 

same.
35 

 

In our investigation, we have gotten several terms used by different authors trying 

to describe the elements involved in the external environment. ETPS is one of 

them, a mnemonic for the four sectors of the environment: Economic, Technical, 

Political, and Social written by Francis J. Aguilar (1967) in his book Scanning the 

Business Environment.  This author defined environmental scanning as the 

systematic collection of external information in order to lessen the randomness of 

information flowing into the organization. He suggests that environmental 

assessment is more effective where a formal search replaces the informal search of 

the environment. 
36 

 

In the early 1970's, Arnold Brown focused on "STEP" (Strategic Trend Evaluation 

Process) and outlined the environmental factors as STEPE (Social, Technical, 

Economic, Political and Ecological). 
37 

 

In the 1980+, after many people tried to define the environmental factors in many 

ways, the most recognized theories has been PEST, PESTLE, STEP and 

STEEPLE analysis (Social, Technological, Environmental, Economic, Political, 

Legal and Ethical). 
38

 

 

The most recent factors included in the macro environment are the Legal and 

Ethical which are parts of the political and social environment according to other 

authors. In this research, we will adopt the PEST analysis as technique used for 

identifying changes that are taking place within the environment.  

                                            
34 RapidBI, `PEST or PESTLE Analysis`, 2007, retrieved on 2011-05-17, 
<http://rapidbi.com/management/pestle/> 
35 A Dcosta. `PESTLE Analysis History and Application`, Published on Dec 22, 2010, retrieved on 
2011-05-18,  
<http://www.brighthub.com/office/project-management/articles/100279.aspx#ixzz1Mgsdm82w>. 
36 J Morrison & T Mecca,`Managing Uncertainty: Environmental Analysis/ Forecasting in Academic 
Planning`, retrieved 2011-05-18, <http://horizon.unc.edu/courses/papers/Mang.html>. 
37 A Dcosta. `PESTLE Analysis History and Application`, Published on Dec 22, 2010, retrieved on 
2011-05-18,  
<http://www.brighthub.com/office/project-management/articles/100279.aspx#ixzz1Mgsdm82w> 
38 Ibid. 

http://rapidbi.com/management/pestle/
http://horizon.unc.edu/courses/papers/Mang.html
http://www.brighthub.com/office/project-management/articles/100279.aspx#ixzz1Mgsdm82w
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These changes may result in new business opportunities. Equally the changes may 

pose threats to the viability of a business. To identify the subject for a PEST 

analysis it is vital to avoid losing the focus on the investigation. In our research we 

have formulated questions for our interviewees considering our theory which helps 

us to reach discussion points that provides us the possibility to analyse the data 

collected and to get the answers to our study. 

 

2.3.2.1 Political Environment 

Development in the political and the legal environment; which is composed by 

laws, governmental agencies, and different pressure groups that influence and limit 

organizations and individuals, have a significant impact on companies marketing 

decision.  

 

Changes in laws can themselves create new business opportunities. Mandatory 

recycling laws gave the recycling industry a vast market and many new companies 

took benefit of the new niche, started to making new products from recycled 

material. The major trends in US deals with the increase in business legislation and 

the growth of special interest groups.
39

 

 

Marketing decisions are substantially impacted by developments in the political / 

legal environment. This environment is composed of laws, government agencies 

and pressure groups that influence and constrain various organisations and 

individuals in society. Legislation has steadily increased over the years and has a 

number of purposes. The first is to protect from each other’s. So laws are passed 

to prevent unfair competition. The second purpose of Government regulation is to 

protect consumers from unfair retail practices. Some firms, if left alone would 

adulterate their products, tell lies in their advertising, deceive through their 

packages and bait through their prices. 
40

 

 

2.3.2.2 Economic Environment 

The economy’s available purchasing power depends on the current income, prices, 

savings, debts and credit availability. Trends have also to be monitored because 

they can significantly affect the business, especially if the customers mainly are 

high income, or price sensitive customers. In global economics the marketers 

                                            
39 Kotler and Keller, 2006, p. 93.  
40 R Yuvarani, `Forces in the retailers macro environment`, Posted: Jul 04, 2009, retrieved on 2011-
05-19, <http://www.articlesbase.com/marketing-articles/forces-in-the-retailers-macro-environment-
1014206.html> 

http://www.articlesbase.com/marketing-articles/forces-in-the-retailers-macro-environment-1014206.html
http://www.articlesbase.com/marketing-articles/forces-in-the-retailers-macro-environment-1014206.html
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monitor the variation in income distribution in various countries, especially if 

affluence levels are rising.
41

 

 

The changes in economic conditions can have destructive impacts on business 

plans of a firm. Economic forecasters looking ahead through the next decade are 

likely to find their predictions clouded by the recurrent themes of shortages, rising 

costs and up and down business cycles. These changes in economic conditions 

provide marketers with new challenges and threats. How effectively these 

challenges could be converted into opportunities depend on well-thought-out 

marketing programmes and strategies. Further, no economy is free from the 

tendency of variation between boom and depression, whether it is a free economy 

or controlled economy. In any event, economic swings affect marketing activity, 

because they affect purchasing power. 
42 

 

2.3.2.3 Social environment 

Socio-cultures are created by beliefs, values and norms shaped by the society and 

specify people’s tastes and preferences. People absorb a world view which defines 

their relationship to themselves, the society, organizations, nature and others. 

Short or medium long demographic trends are rather reliable tools. The main 

demographic force monitored by marketers is population which they analyses 

regarding size and growth rate in countries and regions, as well as age distribution, 

ethnic mix, education level, household patterns, plus the characteristics and 

movements in region.
43

 

 

Changes in population demographics have many potential consequences for 

organizations. The changes in total population are related with the demand for 

products and services. 

 

Rising educational levels also have an impact on organizations. Higher educational 

levels allow people to earn higher incomes than would have been possible 

otherwise. The increase in income has created opportunities to purchase additional 

goods and services, and to raise the overall standard of living of a large segment of 

the population. The educational level has also led to increased expectations of 

workers, and has increased job mobility. Workers are less accepting of undesirable 

working conditions than were workers a generation ago. Better working conditions, 

stable employment, and opportunities for training and development are a few of the 

                                            
41 Kotler and Keller, 2006, pp. 85-86. 
42 Yuvarani, 2009, <http://www.articlesbase.com/marketing-articles/forces-in-the-retailers-macro-
environment-1014206.htm> 
43 Kotler and Keller, 2006, pp. 79-85.    
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demands businesses confront more frequently as the result of a more educated 

workforce. 
44 

 

2.3.2.4 Technological Environmental 

Technology is one of the most dramatic forces shaping people’s lives. Technological 

innovations can create changes that affect industries and economies. Companies 

are looking for new process and developments that can help their companies to 

reduce costs and increase production.
45

 

 

Advances in technology are an important factor which affects detail marketers in two 

ways. First, they are totally unpredictable and secondly, adoption of new technology 

often is prevented by constraints imposed by internal and external resources. At the 

same time, it should be remembered that technological progress creates new 

avenues of opportunity and also poses threat for individual firms. 
46 

 

Technological advances have greatly changed the manner in which businesses 

operate. Organizations use technology in many ways, they have  

 

1. Technology infrastructure such as the internet and other information exchange 

systems including telephone 

2. Technology systems incorporating a multitude of software which help them 

manage their business. 

3. Technology hardware such as mobile phones, Blackberries, laptops, desktops, 

Bluetooth devices, photocopiers and fax machines which transmit and record 

information. 

 

Technology has created a society which expects instant results. The technological 

revolution has increased the rate at which information is exchanged between 

stakeholders. A faster exchange of information can benefit businesses as they are 

able to react quickly to changes within their operating environment.  

 

 

 

 

                                            
44 Encyclopedia of Business, `Macroenviromental forces`, retrieved on 2011-05-19, 
<http://www.referenceforbusiness.com/management/Log-Mar/Macroenvironmental-Forces.html>  
 
45 Ibid, p. 92. 
46 Yuvarani, 2009, <http://www.articlesbase.com/marketing-articles/forces-in-the-retailers-macro-
environment-1014206.htm> 
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2.4 Broadband Technology 

 

There were limited options to deliver scalable, cost-effective high bandwidth services 

via existing wireless and physical media. Over the time when newer technologies 

developed, the term broadband has become synonymous with higher bandwidth 

services. Broadband has become a common name for high speed Internet. There 

are several different definitions of broadband. The Swedish Post and Telecom 

Agency has defined broadband as any Internet connection supporting downstream 

speeds of 2 Mbit/s or higher
47

. 

Broadband can also be defined as communications technology that can pass several 

streams of data or multi-channelling along a single medium such as a cable or radio 

frequency (RF) wave.  Broadband can refer to high-speed Internet services, fiber 

optic services, cellular services or broadcasting services among others.
48

 

Furthermore, broadband can either be classified as fixed broadband, or wireless 

broadband.  

 

2.5 Fixed broadband 

 

Different technologies can be used for fixed lines broadband. Those technologies are 

the xDSL, FTTx and cable television network. 

 

 xDSL stands for Digital Subscriber Line. It utilizes the existing copper lines 

commonly used for the fixed telephony. This technology is used for designing 

and delivering triple-play services.  

 

 FTTx is a generic term for Fiber-To-The-x, where x specifies the configuration 

used in the network. Broadband network architecture like the Fiber-To-The-

Home (FFTH) and Fiber-to-the-building (FTTB) uses optical fiber to replace 

cooper cables used for last mile telecommunications.  

 

 Cable Internet utilizes already existing cable television networks. 

 

 

                                            
47 P Davidsson. & O Holmström,  `Bredbandskartläggning 2007 - en geografisk översikt av 
grundläggande förutsättningar för tillgång till bredband` ( on line), available: 
<www.pts.se/upload/Rapporter/Internet/2008/Bredbandskartlaggning_2007_2008_5.pdf>, retrieve 
2009-10-08, p. 21) 
48 R Kayne, ´What is Broadband?` WiseGeek, retrieved on 2009-11-20, 
<http://www.wisegeek.com/what-is-broadband.com>  

http://www.pts.se/upload/Rapporter/Internet/2008/Bredbandskartlaggning_2007_2008_5.pdf
http://www.wisegeek.com/what-is-broadband.com
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2.5.1 XDSL  

XDSL is a family of technologies that provides digital data transmission over the 

wires of a local telephone network. Originally, DSL stood for digital subscriber loop, 

but the term digital subscriber line has been widely adopted as a more marketing-

friendly term. DSL works by dividing the frequencies used in a single phone-line into 

two primary "bands". 
49

 

The speed ranges of the xDSL technology vary depending of different factors such 

as the chosen technology, line conditions and implemented services. Download 

speed is higher than upload for Asymmetric Digital Subscriber Line (ADSL) and 

equal to download speed for the less common Symmetric Digital Subscriber Line 

(SDSL).  Higher frequencies for Internet traffic (25 kHz and above) are separated 

from lower frequencies for telephony services (4 KHz and below) with DSL filter on 

each phone outlet. Then it is possible to use the same cooper cable to send voice 

and data simultaneously without interference from each other. The phone only sends 

or receives the lower frequencies and the user hears only the human voice. 

The main advantage of xDSL is that it does not require any new infrastructure where 

POTS (Plain Old Telephone System) lines are present. But the disadvantage is that 

the traffic speeds diminish with the distance between the customer and the DSLAM 

(Digital Subscriber Line Access Multiplexer). The DSLAM is a networking device 

which connects a group of customers to the Internet backbone, the World Wide Web. 

The most used xDSL technologies during the last years have been ADSL and VDSL. 

 

2.5.1.1. ADSL 

It means an Asymmetrical Digital Subscriber Line. This is one of the earlier DSL 

technologies and also the most common. Older ADSL standards can deliver 8 Mbit/s 

to the customer over about 2 km. The latest, current ADSL technology (ADSL2+) 

delivers download speeds up to 26 Mbit/s (but only 1 Mbit/s upstream) depending on 

the distance from the DSLAM.50 Distances over 2 km significantly reduce the wires 

usable bandwidth. 

 

2.5.1.2 VDSL 

VDSL is an abbreviation of Very High Speed DSL and can with current technology 

(VDSL2) reach speeds of 100 Mbit/s both up- and downstream, simultaneously by 

raising the frequency to 30 MHz. When raising the traffic speed to 30 million signals 

per second, the customer must be much closer to the DSLAM. Speeds with VDSL2 

                                            
49 C Hellberg, D Greene & T Boyes, `Broadband Network Architectures`, Prentice Hall, Boston, 2007, 
p2. 
50 Corning, ´Broadband Technology Overview` White Paper [On-line]. Available: 
<http://www.corning.com/docs/opticalfiber/wp6321. pdf>, 2005, p 4. 

http://en.wikipedia.org/wiki/Digital
http://en.wikipedia.org/wiki/Access_network
http://en.wikipedia.org/wiki/Asymmetric_Digital_Subscriber_Line
http://en.wikipedia.org/wiki/Symmetric_Digital_Subscriber_Line
http://en.wikipedia.org/wiki/ADSL
http://en.wikipedia.org/wiki/Mbit/s
http://en.wikipedia.org/wiki/Bandwidth_(computing)
http://www.corning.com/docs/opticalfiber/wp6321
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drop after the distance becomes more than 300 meters, compared to 2 kilometers 

with ADSL2+.51 It was designed to support the wide deployment of Triple Play 

services, such as voice, video, data, high definition television (HDTV) and interactive 

gaming. VDSL2 is designed to enable operators and carriers to gradually, flexibly, 

and cost efficiently upgrade existing xDSL-infrastructure. 

 

2.5.2 FTTx 

 

Fiber to the x is the deployment of fiber, or optical cables to a specific location at the 

customer’s premise. The “X” is used to describe the specific application of the 

service.
52

 

 

Fiber-optic cables has the advantage that it can deliver much faster broadband 

speeds to the customer than it otherwise is possible over the existing copper access 

network. This technology uses light instead or electricity which avoid the problems of 

interference and attenuation that the cooper cables have. This means that much 

higher speeds can be reached over much longer distances. Depending of the 

equipment used, it is possible to get from 10Mb/s to 1 Gbit/s which gives the facility 

to the consumers to download or upload music, movies and data much faster.  

 

With FTTx two set-ups are possible: Point to Point (P2P) and Point to Multipoint 

(P2MP).  In P2P a dedicate fiber is running from the central office to the customer. It 

means, there is always a dedicated path between the customer and operator which 

ensures security and simplifies customer service.
53

  

In P2MP one optical fiber is running from the operator to an area where the signal is 

divided to different customers. This configuration reduces the amount of fiber and 

central office equipment required compared with point to point architectures.
54

 

 

 

 

                                            
51 Aware. Inc, ´VDSL2 – The Ideal Access Technology for Delivering Video Services`, White Paper 
[On-line]. Available: <http://www.ictregulationtoolkit.org/en/Document , 2957. pdf> , May 2006, 
retrieved on 2009-09-10, p 8.  
52 Broadband SoHo, `FTTx Tutorial`, retrieved on 2009-11-21, 
<http://www.broadbandsoho.com/FTTx_Tutorial.htm>.  
53 Corning, `Broadband Technology Overview` White Paper [On-line]. Available: 
<http://www.corning.com/docs/opticalfiber/wp6321. pdf 2005>, p 5-6. 
54 Wikipedia, `Fiber to the X`, retrieved on 2009-11-30, 
<http://en.wikipedia.org/wiki/FTTX#Shared_fiber> 
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2.6 Cable Internet  

 

Many cable television systems also have the capacity to provide subscribers with 

Internet access and telephone service through a high-speed digital modem. All of 

these services can be bundled together at a reasonable monthly rate, thus 

eliminating the need for separate telephone and Internet access accounts with other 

providers. Some cable television systems have interactive features which allow 

viewers to select specific programs and movies for on-demand viewing, or provide 

digital recording for later review. 

 

2.7 Wireless broadband 

 

Wireless broadband is high-speed Internet service via wireless technology. It is 

available in many homes, private business, Internet cafés and local “hot spots” in 

many cities. The advantage of Wireless broadband is that the computer which 

receives the Internet signal is not tied by any Ethernet cable. It transmits the signal  

via radio waves making the Internet portable through the equipment that use 

wireless. 
55

 

 

2.8 WiMAX 

 

WiMAX is an abbreviation form of Worldwide Interoperability for Microwave Access. 

It is a wireless digital communications system that is intended for wireless 

"metropolitan area networks". WiMAX is designed to support long-distance wireless 

connectivity to the Internet in areas not serviced by cable modem or DSL. It can 

provide broadband wireless access (BWA) up to 50 km for fixed stations, and 5 - 15 

km for mobile stations.  

 

This system can operate on both licensed in the 2.5 or 3.5 GHz and non-licensed 

frequencies or in the 5.8 GHz, providing a regulated environment and viable 

economic model for wireless carriers.
56

 WiMAX is a second-generation protocol that 

allows for more efficient bandwidth use, interference avoidance, and is intended to 

allow higher data rates over longer distances.
57

 

 

                                            
55 WiseGeek, `what is wireless broadband`, retrieved on 2009-11-20, 
<http://www.wisegeek.com/what-is-wireless-broadband.htm> 
56 C  Fishburn, `WiMAX PC Cards`, retrieved on 2009-11-18, 
<http://wimaxpccards.com/Definition_of_WiMax.htm> 
57 WiMAX.com, ´What is Wimax`,  retrieved on 2009-11-17, <http://www.wimax.com/education> 

http://www.wisegeek.com/what-is-wireless-broadband.htm
http://wimaxpccards.com/Definition_of_WiMax.htm
http://www.wimax.com/education
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2.9 Mobile Broadband 

 

Mobile broadband is the name used to describe various types of wireless high-speed 

internet access through a portable modem, telephone or other device.
58

 A recent 

trend in internet service is the introduction of mobile broadband. This is the high 

speed internet access provided through a cell phone service, most often 3G.
59

 The 

service can be utilized either via a cell phone or a computer and theoretically can 

reach download speeds of 14, 4 Mbit/s. These speeds are very much affected by a 

number of factors such as the distance between the user and the station and the 

number of users using the same radio station at a time between others. Furthermore, 

the range of the station decreases when the number of users increases.
60

 

 

2.10 Triple play 

 

 IPTV (Internet Protocol Television) and VoIP (Voice over Internet Protocol) are two 

services that go hand in hand with the broadband technology. IPTV is television 

broadcasted over internet infrastructure and VoIP is the same principle, but with 

telephony. The two services, bundled with a broadband internet service are referred 

to as Triple Play.
61 

 

 

The concept of triple play did not really take off until video over IP (Internet Protocol) 

services were popularized. Triple-play referred to voice, video and data services 

delivered over an IP network. 

 

Video over IP services include television channels transmitted to households over an 

IP network (IPTV) and Video on Demand (VoD), which allows users to request on 

demand movies and TV shows streamed over their IP network connection. But video 

content is not restricted to these general categories. YouTube and Network Private 

Video Recorders (NPVRs) are two examples on how the market dynamics are 

changing to encompass more than simple VoD and IPTV.
62 

 

The broadband market has been changed with these technologies that have created 

new competition. An internet service operator is not only competing with other ISP 

                                            
58 M Ergen, `Mobile Broadband`, Springer US, 2009, p.4. 
59 UMTS Forum, 2005, p. 1. 
60 Ibid, p.5. 
61 M Robins, `The Telco Triple-Play: Scoring a Successful Deployment with Comprehensive Lab 
Testing and Service Management` White Paper [On-line]. Available: 
<http://www.spirent.com/documents/3771.pdf>, May 2005, retrieve 2009-09-06, p.5. 
62 Ibid, p35. 
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(Internet Service Provider), but also with fixed line telephony operators and TV 

companies.  

 

At the same time cable television companies can compete with  xDSL and FTTx 

focused ISP’s due that they can introduce internet services via their cable TV 

network that often are completely independent from the telephone and fiber optic 

infrastructure.  

 

2.11 Today’s Broadband 

 

With over 100 million lines commissioned worldwide, DSL is a global and well-

recognized technology. DSL deployment is even a political issue in many countries. 

Some governments track the overall number of DSL subscribers and subsidize large 

infrastructure deployments to attract businesses and development. Such politically 

initiated broadband infrastructure deployments follow the same pattern as 

construction of roads and bridges or electricity infrastructure may be subsidized to 

stimulate economic growth.   

 

DSL represents more than 63% of global broadband connectivity and is available in 

every developed country, as well as in many poorer economies. With services 

available to more than 75% (and rapidly growing) of the population in developed 

countries across Europe, the U.S, Japan, and Korea, and other countries, dropping 

prices and wide availability are helping fuel its deployment. 

 

With services such as Internet, voice, and video provided to individuals, businesses, 

educational institutions, and governments, DSL has cut into a large cross section of 

society. Some of DSL’s early success was attributed to the fee structure, in which 

customers were giving a fixed line speed for a flat monthly fee. In some parts of the 

world, this is most common, but others still charge on a usage tariff, which is usually 

volume-based.  

 

The majority of demand comes from high speed Internet services, which are 

becoming increasingly commoditized as indicated by decreasing prices. Telephone 

companies are looking at new ways to provide additional revenue, generating 

services over DSL. They are looking at where new customer bandwidth demands 

are coming from. Higher speed Internet, VoD, broadcast/multimedia, and high 

definition TV are all services that are well aligned with customer market trends. 

 

This market is now expanding, not from embedded base of narrowband connectivity, 

but rather from subscribers who want multimegabit rate DSL. With the adoption of 

triple play services is created a greater dependency on quality of service compared 
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to today’s service delivery. Subscribers expect the same or greater quality and 

reliability they currently experience with their satellite, cable service.
63

 

 

2.12 Internet users in Colombia 

 

In June 2009, Colombia had a total of 2.75 million fixed and mobile subscribers of 

Internet access service, which represents a growth of 11% from March 2009. Access 

to Internet through fixed networks increased with more than 90 thousands new 

connections totalling 2,25 million subscribers, which represent a growth of over 4% 

from March 2009.  

 

Subscribers through dedicated access reached 2,12million, obtaining a growth of 

3.6% over the preceding quarter. Dedicated access subscribers represent 77% of 

total fixed access and mobile subscriber’s. The growth trend continues but the 

growth rate is less than during earlier periods. In comparison with previous periods, 

access through switched connections is increasing. This may depend on promotion 

plans offered to the end users, as well as possible cases in which the subscriber 

cannot afford the rate of a dedicated plan and instead seeks to change to a switched 

plan.
64

 

  

Counting all fixed and mobile subscriptions for Internet access, the subscribers’ 

penetration to this service reached 6.1% was in June 2009, while the penetration to 

Internet via fixed networks was 5%. When looking at the distribution of fixed 

subscribers residential users represent 86%, while the remaining value is distributed 

among the corporate subscribers with 13% and 1 % for collective centres. 
65

 

 

 

2.13 Estimated possible internet users  

 

The estimated possible number of residential Internet users in Colombia 2009, was 

close to 7.7 million users, including both dedicated and non-dedicated users. The 

estimation is performed by the Communications Regulation Commission, based on 

information reported by the operators and the number of people per household 

according to DANE (National Administrative Department of Statistics). Including 

corporate and collective centres, the estimated possible number of fixed Internet 

                                            
63 Ibid, p.30. 

64 Communications Regulation Commission – Republic of Colombia, `Connectivity Quarterly Report-
June 2009`, Bogotá, p.3. 
65 Ibid. 
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users in Colombia is 19,8 million. Relating that figure to the estimated population of 

45 million residents 2009, gives a possible market penetration of 44%.
66

 

 

Internet subscribers with fixed connection in Colombia are classified into three 

segments: Residential, Corporate and Collective Centres. Table 1 shows the number 

of subscribers during the first and second quarter of 2009 according to the 

classification of the segment and the percentage change between the quarters. 

 

2.14 Dedicated Internet access      

 

Graph 1 show new subscribers of dedicated to fixed Internet access with a certain 

band width in Colombia during the past 7 years. New subscriptions during 2009 until 

June, was close to 0,22 million, an increase of 41.5% from previous year. All 

operators have had lower levels of growth compared with the same period in 

previous year, and confirm additionally possible back connections from subscribers 

who had purchased the service in prior periods. 
67
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Graphic 1. Fixed dedicated Internet access subscriber 2003-2009[1]

[1] Unified Information System of the Telecommunications Sector (SIUST), http://www.siust.gov.co/siust/, retrieved on 2009 10 20.

Source: SIUST

 

 

Information from Unified Information System of the Telecommunications Sector 

(SIUST) provides figures on subscribers’ access to internet in terms of distribution 

per technology (graph 2). Almost two thirds of subscribers or 64.07 per cent of uses 

the xDSL technology. 

 

                                            
66 Ibid, pp 3-4. 
67 Ibid, p.4 
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Approximately a third of dedicated Internet users’ access via fixed Cable (HFC) or 

32.3 per cent. WiMAX and wireless technologies share of dedicated Internet users’ 

access is only 2.11 per cent. Remaining 1,53 per cent of the dedicated Internet 

users, access internet by using other technologies. These figures include cleansing 

of operators databases and moreover, the technology migration by from customers 

regarding WiMAX and other technologies.
68

 

 

xDSL

64,07%

Others

1,53%

WiMAX

2,11%

Cable

32,30%

Graphic 2. Distribution of fixed subscribers dedicated by technology

June 2009.[2]

[2] Unified Information System of the Telecommunications Sector (SIUST), http://www.siust.gov.co/siust/, retrieved on 2009 10 20.

Source: SIUST

 

 

Close to 53% of the total dedicated connections occurred in the speed range 

between 512 and 1024 Kbps, while almost 32%, connected at the speed range 

between 1024 and 2048 Kbps. More than 7% connected between 256 and 512 

Kbps, less than 5% connected between 2048 and 4096 Kbps and fewer than 3% 

connected at higher speed then 4096 Kbps.
69

 

 

There is a decline in subscriptions to lower speeds than 512 Kbps, and increase in 

subscriptions with higher speed, especially in the segment between 2 and 4 Mbps. It 

is explained by the migration of subscribers to higher speeds, market dynamics and 

operator having created attractive offers in this segment. The geographical trend 

regarding fixed dedicated access subscription is towards decreased growth in 

Bogotá increased growth in other cities and municipalities.
 70
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There are four operator companies that have almost an equal percentage of the 

fixed subscribers. The company with most subscribers is EPM Telecommunications 

with over 22%, followed by the operator ETB who has strengthen its position since 

the previous period and now holds 21% of the fixed subscribers. Colombia Telecom 

is counted for 20 % and has lost a position, while Telmex Home has approximately 

19% of the fixed subscribers. 

 

2.15 Mobile Internet 

 

There was an almost 57% increase in the number of Internet connections through 

mobile networks subscription, from 0,32 million to 0,5 million between March and 

June 2009. The number of subscribers, who accessed Internet through mobile 

networks during the second quarter increased by 2.04% compared to March. The 

mobile internet traffic increased with 143% during the same time. 

 

The mobile internet networks customers can use three payment plans for their use of 

the mobile internet: prepaid, post-paid or a monthly plan. Most of the mobile internet 

networks subscribers still prefer to use prepaid cards or accounts. In June 2009 53% 

of the subscribers used prepayment, which is a reduction compared with the 

previous quarter. The post-paid subscribers increased with 2 percentages to 33% of 

the subscribers. The remaining 14% subscribers are with Internet subscription plans, 

which also is a higher figure than the previous quarter. That displays an ongoing shift 

in customer behaviour from access by demand remains which still is most widely 

used in the country by mobile subscribers, to post-paid or by paid by plan Internet by 

subscription.  

 

Three main operators cover the mobile Internet in Colombia: Telefónica Móviles, 

Comcel and Colombia Móvil. These operators use the three basic payment plans for 

their customers: prepaid, post-paid and monthly plan. Telefónica Móviles presented 

a slight decrease in subscribers that accessed Internet by demand, using a prepaid 

plan. Access on demand in post-paid mode, shows a slight growth for all three 

operators and a marked growth for all in the number of subscribers who have a 

monthly plan.
71
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3. Method Description 

 

The methodology we have chosen is based on a qualitative case study with an 

abductive approach. Four people from different organizations have provided us with 

data during non-standardized free interviews, complemented with predefined 

questions letting our interviewees’ freedom to develop the discussion. In the 

empirical chapter we present the data from the interviews and connect them to our 

research questions. The analysis which serves as the basis for our conclusions has 

the same structure as the empirics. We present our findings in the conclusion 

chapter and reflect on the chosen methodology. 

 

3.1 Research design  

 

The research design is set up for the specific study to be performed and has to be 

balanced between what would be the ideal design, and what is practically possible to 

perform. The work out of the research design includes techniques and 

considerations that will have an important influence on the whole research project.
72

 

 

With the chosen method, described in this chapter, we achieve a deeper 

understanding and explanations of our research problem and an analysis of the 

Colombian broadband market. To refer our written sources we have used the Oxford 

reference system through the study including the bibliography. 

  

3.1.1 Adductive approach  

 

There are different ways of how to relate the theory to the empirical data and wise 

verse. In the research literature two approaches are commonly described, the 

inductive and deductive approach.
 73

 The inductive approach is described as the 

discovery road developing new theory based on observations. The deductive 

approach is used for testing hypothesis, based on existing theory.
74

 The research 

approach is called abduction when reality and empirical data is used together with 

existing theories to understand and discover patterns in the examined reality.
75

 We 

                                            
72 K Halvorsen, `Samhälls-vetenskaplig metod, Studentlitteratur`, Sweden,1992, p.61. 
73 A Graziano, M Raulin, `Research Methods a process of inquire`, Fifth Ed., Pearson Education 
Group,Inc, Boston, 2004, pp.36. 
74 I Holme & B Solvang, `Forsknings-metodik om kvalitativa och kvantitativa metoder, andra 
upplagan, Studentliterartur`, Sweden, 1997, pp.51.  
75 Graziano & Raulin, 2004, p.36. 
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consider this approach as most applicable to the way we perform our study as it is in 

line with below described method. 

3.1.2 Qualitative case study  

 

The qualitative method is characterized by its purpose to provide an understanding 

and explanation of a specific problem or phenomenon. The quantitative method is 

based on collection of a larger volume of material from which statistical conclusions 

are drawn. 
76

 

 

Interviews and observations are typically used in the qualitative method. The 

interviews can either be verbal or in written and it is common to take notes or record 

the interviews.
77

 

 

Case studies are especially suitable for researchers working on their own and 

provide the possibility to in depth study a limited problem during a limited time.
78

 

These studies are closely linked to the qualitative approach that the case study 

method by many has become to be seen as synonymous as a qualitative research.
79

  

 

The purpose is not to make generalizations from the case study, instead it has an 

analytic purpose and the focus is often on processes, i.e. how something proceeds 

and develops.
80

 The case study method allows researchers flexibility to shift attention 

to whatever seem most interesting and relevant at the time.
81

 We chose the 

qualitative case study method because we are interested of understanding, 

explanation and the analysis of the problem.
 

 

3.1.3 Perspective and objectivity  

 

The perspective can be described as how we look into the problem formulation and 

problem solving
82

. Our perspective has been shaped from our working experience for 

companies acting on the international stage within the industrial sector. We consider 

Colombia as an exiting and very interesting country in north South America 

 

                                            
76 U  Lundahl &  P Skärvad, `Utredningsmetodik för samhällsvetare och ekonomer`, Studentliterartur, 
Sweden, 1999, pp.185 Graziano & Raulin, 2004, p.36.  
77  Lundahl & Skärvad, 1982, p.72. 
78 J Bell, `Introduktion till forskningsmetidik, andra upplagan`, Studentliterartur, Sweden, 1995, p.15 
79 Lundahl & Skärvad, 1999, p.185 
80 Halvorsen, 1992, p. 67. 
81 Graziano & Raulin, 2004, p.51. 
82 Lundahl & Skärvad, 1982, p 71. 
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In scientific context it is discussed whether it is possible or desirable to achieve 

objectivity within social-science research, but in practical research and analysis 

situations it is required that investigations shall strive to be objective.
83

  

There are three main views regarding researchers approach to objectivity. 

 

1. Complete objectivity is possible and should be what researchers try to obtain. 

2. Complete objectivity is not possible to obtain, but one should try to reach the 

highest degree of correctness.  

3. Subjectivity is acceptable in socio-science context, as according to this view 

it’s not possible to distinguish between what is subjective and objective.
 84

 

 

The second view dominates within socio-science. Objectivity and factness is 

achieved according to this view if one presents the; perspective, considerations and 

standpoints, that has affected the study, as well as the connection between 

perspective, method and result.
 85 

 

 

We cannot claim that we are completely objective as the interview method requires 

good pre-understanding. Already our selection of interviewees, which is done on a 

judgmental basis, prevents us to claim full objectivity, as we don’t have access to 

people with similar positions at all vendor or operator companies on the Colombian 

broadband market. 

 

3.1.4 Selection  

 

We have chosen a judgmental selection approach for our study. We have, from our 

best knowledge selected the interviewees, requiring they have extensive experience 

and positions providing good insight in the Colombian Broadband market.  

 

3.1.5 Selection of interviewees and data collection 

 

When phenomena are studied in their natural context, observations are used. Using 

non standardized interviews allows formulating questions and chose their order 

unprejudiced. The free interview is not only information oriented but also person 

oriented and is characterized by: 

 

 The purpose with the interview is not tight defined and aim is wider and less 

focused compared to structured interviews. 
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 The purpose is to catch the respondents’ opinion of a certain situation, 

attitudes and values as well as pure facts. 

 

 Not only information seeking questions, but also dialogue developing 

questions are used, in order to stimulate the respondent to develop his/her 

questions and thoughts.
86

 

 

We have made our observations during non-standardized free interviews, and only 

designed a few predefined questions giving the respondent freedom to develop the 

discussion. The questions are presented in appendix. However, objections against 

this approach are that it is sensitive and dependent on the researchers’ pre 

knowledge and experience of the subject
87

.  

 

In order to decide where to seek our interviewees we discussed with different people 

with insight in this business. The discussions confirmed our understanding of the 

process. We have not studied the involved business processes in our job. This 

review had only as purpose to clear out in what areas we would look for our 

interviewees. We found that we should concentrate on 4 areas.  

 

These 4 areas are the vendor, operator, end-user and government. The vendor 

provides system and networks, to the operator who provides services to end-users, 

governmental regulation and stimulations supports or restricts the business. We 

judgmentally decided to cover these 4 areas in our interviews. Financial markets, 

International crises, subcontractors for civil works, consultants and others could also 

affect the process, but we are not studying the process itself.  

 

We decided to carry out 1 interview with a person from respective area in Colombia. 

Therefore we have performed four interviews with people from different 

organizations with different relation to broadband services. We knew two of the 

interviewees since before and the other have been contacted after recommendations 

from people with insight in the broadband business in Colombia. The collection of the 

empirical data has been through face to face interviews in Colombia and each 

interview took approximately 1 hour. We took notes and used an mp3 recorder 

during the interviews. We have had follow up calls to clarify question marks and we 

gave the interviewees the possibility to take part of our written interpretation of 

respective interview before adding them to our study. 

 

 

In order to create a comfortable and open environment during the interviews, we 

have on an early stage committed us to handle the information with confidentiality 
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and granted the interviewees not to present the names of people interviewed or the 

organizations they work for, but we present what kind of organization they work for. 

 

3.1.6 Interviewees 

 

The first interview was held with a person from the administration of City Bogota’s 

Government. The person is a man in the mid-fifties, who has worked more than 15 

years within the Capital’s government. He has more than 15 years within the 

Capital’s government. The person is known to have insight and awareness of 

governmental procedures and regulations at the country level, as well as on the 

Capital level.  

 

Our vendor interviewee is a man in the early fifties, from one of the major 

international vendor companies on the Colombian broadband market. He holds a 

leading position in the Colombian Company and in sales the region north South 

America and Central America. The vendors can provide the technical systems and 

solutions, the operators require, as well running and maintaining the systems. Such 

companies are; Huawei, ZTE, Nokia-Siemens, Ericsson and Alcatel Lucent. 

 

Our operator interviewee is a man, around the forties, with more than 10 years of 

experience from operator companies. He is director at one of the major broadband 

operators, which is a domestic company. The operators build and own the 

broadband networks. They provide the broadband services to the end customer. 

 

The person we interviewed regarding the end-user perspective is a senior director 

working for north South American & Central American region for a global market 

intelligence company. He is around 40 years old, with more than 15 years’ 

experience from several companies with end user contacts and market research. 

 

3.1.7 Research questions linked to theory, empirics and analysis 

 

In our study we have developed a theoretical framework which is developed from the 

PEST (Political, Economic, Social and Technological) factors, in combination with 

the 4Ps (Product, Price, Place and Promotion), and theories for business strategic 

alliances along with theories for broadband and triple play technology. 

 The theoretical framework is developed from the problem area and our research 

questions. 

 

The authors’ selected four different kinds of organizations to get the; vendor, 

operator, government and end-user perspective on our research questions. We 

prepared a set of interview questions for each interviewee as a starting point for the 
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non-standardized free interviews. These interview questions are tested on one 

senior colleague from each of companies the authors work for.  

 

We structured the collected data material from each interview, following a structure 

we had set up based on our theory. The structure consisted of the research 

questions, where of two was further subdivided. By doing that, structuring and a first 

analysis was performed in parallel. When all material was structured further analyses 

was performed.  

 

If we had interviewed people in other organizations it is possible that the findings 

would not be exactly the same. The authors’ active part of the interviews and the 

presentation and analysis may have been affected by personal experiences and 

opinions. Therefore we cannot claim that the interviews, interpretation, presentation, 

analysis and conclusions are free from subjectivity, or free from misunderstandings. 

 

In the empirical chapter we have presented the data material from each interview by 

using a structure which follows the research questions and is linked to the theoretical 

framework. Research question 1 is linked to the theories for business strategic 

alliances and the theories for broadband and triple play technology. 

We have linked research question 2 is to the PEST and subdivided it to the Political, 

Economic, Social and Technological factors. Research question 3 is linked to the 

4Ps and is subdivided into Product, Price, Place and Promotion.  

 

In the analysis chapter we have analyzed the data material presented in the 

empirical chapter. The structure is the same as in the empirical chapter, but the 

analysis is presented directly on the research questions level (including subdivision 

on research questions) to involve different aspects in the analysis. Data presented in 

the empirical chapter showed that the interviewees had more and deeper information 

on some PEST factors or 4Ps. This circumstance is therefore also reflected in the 

analysis which is not based on equal amount on information from each interviewee.  

 

To avoid subjectivity and to collect different perspectives, we have interviewed 

people from different spheres of interest. Our 4 interviewees are holding director or 

equivalent positions, in their respective organizations. The selection of interviewees’, 

their positions and experience are described in 3.1.4 to 3.1.6.  

 

The interview questions and the presentation of the interviews follow the selected 

theories and the questions are presented in the appendix at the end of the 

document. The interviews are in a structured way presented in the empirical chapter 

as well as the analysis and the conclusions, clearly following the theoretical chapter.  

Therefore we consider we have achieved a good level of objectivity in our study. 
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3.1.8 Reliability 

 

Reliability in a study relates to in what extent errors in the measurement occur 

inconsistently. High level of reliability is characterized by absence of random 

measurement error, and in what extent the measurement is affected by those who 

have performed it, and under what circumstances it is performed. Good reliability is a 

condition for a study’s validity
88

. 

 

As we perform a qualitative case study, using interviews with dialogue developing 

questions requiring pre-knowledge focusing on understanding and analyzing our 

study, it also requires certain pre-knowledge to evaluate the reliability. We consider 

our experience from businesses are, and have been within, as a good base for 

dialogue development discussions with the interviewees and to interpret and analyze 

the information. However, we cannot prove that our study is not affected by 

measurement errors, or that our study is free from misunderstandings. 

 

3.1.9 Validity  

 

Validity relates to in what extent a researcher measure what he intended to measure. 

There are mainly three kinds of validity. Content Validity, which relates to if the 

measurement instrument, has been affected by the researchers’ subjectivity 

regarding sampling, statements, questions or other indicators affecting the 

instrument. Empirical validity is the relation between predicted result and obtained 

result and is applicable for testing hypothesis. Construct validity is concerned with 

relating the measurement instrument to the study’s theoretical framework.
89

 

 

Validity can also be seen as internal or external. Internal validity is related to if the 

instrument measure what it is set up to measure and it is a high degree of 

correspondence between the theoretical and operational definitions. External validity 

is related to the correspondence between answers of the questions and the 

conditions we measure. Good validity is characterized by absence of systematic 

measurement error.
 90

 

 

Our interviews started with initial predefined questions, and we have used a 

qualitative method with non-standardized free interviews allowing the interview 

persons to develop further explanation to the selected questions. This method 

requires good business pre-understanding by the authors.  
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The validity in our research is strong in the sense that additional, possibly important 

explanations may have be disclosed that otherwise would not have been covered by 

our pre-defined questions. However, the validity also becomes weaker as the 

interview discussions went beyond the predefined questions and the study could 

suffer from validity weakness due to misunderstanding of the interviewees 

explanations. We also consider that the validity is good regarding the relation 

between the measurement instruments to the study’s theoretical framework which is 

clearly visible through the whole study. 

 

The outcomes of the interviews are presented in the empirical chapter. Furthermore 

we have reduced the validity weakness by taking notes and by using an mp3 

recorder during the interviews. In addition we performed follow up calls with the 

interviewees and provided them our written interpretation of respective interview 

before including the material to our research. We have described this procedure in 

subchapter 3.1.5. Therefore, we consider that it is possible for another person to re 

perform the same study and to achieve the same result, given that the conditions are 

the same. Over the time the technology develops and also other environmental 

factors (like economic up- and downturns) change. That would probably affect the 

data collected and consequently the analysis and the conclusions. 
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4. Empirical study 
 

In the empirical chapter we provide an introduction to the broadband business and 

present the data material collected from our interviews. The 3 research questions are 

headlines in all interviews. The authors have linked the research question 1 to the 

theories for business strategic alliances and the theories for broadband and triple 

play technology. Research question 2 is linked to the PEST and subdivided it to the 

Political, Economic, Social and Technological factors. We have linked research 

question 3 is to the 4Ps and is subdivided into Product, Price, Place and Promotion. 

The linked structure can be traced back to the theoretical framework and forward th 

the analysis.  

 

4.1 Broadband in Colombia 

 

The use of telecommunication technology applications and services has become 

important elements in most people lives in the western world. In many other parts of 

the world people may still live without them.  Broadband is a technology with high 

penetration, which has passed one billion users with very different expectations on 

functionality and accessibility. Users are constantly increasing their demands for the 

services offered by the operators.
91

 

 

The history of broadband and development of triple play products are closely linked 

to the history of internet and the World Wide Web. As early Internet was using the 

existing telephone line structure via modem calls, the number of users steadily 

increased and the volume of information sent and received increased there was a 

need for new communication structures. Today broadband based on different 

technology and different speed is in use, not developed countries as well as in most 

developing countries. 

 

Broadband was initially a term used to distinguish multi-frequency communications 

systems from baseband systems. Telecommunications companies could offer only a 

limited range of highly reliable, lower-bandwidth services over their widely installed 

conventional copper twisted-pair telephone wire.  

 

Limited range of different services that could be offered due to network limitations 

has been a main obstacle for the telephone companies when attempting to expand 

their service portfolios. As multi-service broadband network architectures continue to 

evolve, telecommunication companies can deliver a much wider range of voice, 
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video, and data services than ever before.
92

  The telecommunication companies are 

operators on the broadband market. One of our interviews was with a person from 

an operator. Another interviewed person came from a vendor company, which 

provides networks and systems to the telecom companies. We also interviewed a 

person from the administration of government of the City of Bogota and a person 

from a market research Company who gave us the view of the end-users. 

 

4.2 Interview – City Government 

 

Under this paragraph we present our interview with the person from the 

administration of Bogota City’s Government. 

 

4.2.1 What characterizes the Colombian broadband market?             

 

The person from the City Government comments that the Colombian broadband 

market has seen a number of mergers and take-over among the telecom companies. 

The broadband infrastructure is still mainly in and around cities, while it is mostly 

missing at the countryside.  The Colombian IT market is foreseen to grow by about 

8% annually until 2013. The long lasting consumer-driven economic up-turn ended 

2008, but government programs and increasing computer affordability kept up 

spending on IT products and services. The IT spending is forecasted to increase by 

approximately 50% until 2013 while the PC penetration is projected to grow by about 

10% annually during the same time. This is a base for increased investments on 

broadband infrastructure and related products and services. 

 

4.2.2 How can broadband contribute to development in Colombia? 

4.2.2.1 Political Environment 

Our interviewee means that we can see that politicians at global and regional levels 

work to design and implement fair rules for open competition However, local 

politicians sometimes perceive broadband as a mean to improve their own region’s 

competitiveness. The consequence may be that public spending on broadband is 

used to provide broadband access for free to local communities, which makes the 

market for operators unbalanced. Governmental restrictions and encouragements on 

the broadband market is closely linked to the whole domestic IT market.  

 
                                            
92 Davidsson, P. & Holmström, O. 2008, Bredbandskartläggning 2007 - en geografisk översikt av 
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It is in the governments’ interest that computers and other devices are affordable for 

most people. Tax deduction programs or initiatives for schools and universities are 

often used to accomplish these objectives. During the recession 2008-2009 

governmental programs kept up spending on IT products and services. In addition to 

the governments programs launched to facilitate the IT development in the country. 

Colombia’s government has launched a national plan for ITC. The key target for the 

broadband area is to increasing the percentage of municipalities with broadband 

access to 70% within 2 years, and during the same time increase households with 

broadband access to 40%.  

 

During the 90: s the Colombian telecom market became much deregulated, but I 

don’t want to see a completely deregulated market, says our interviewee. He 

consider that it is important for any country to have a regulatory framework to 

encourage that broadband is built out in rural areas where it is not obviously 

commercial. Furthermore, the ministry of communications and the regulation 

commission of telecommunications have initiated a project which aims to promote 

mass adoption of broadband services through promotion policies and demand 

policies. The main objectives with the promotion policies for service providers is 

consolidations to a competitive market structure in the broadband access services 

area and encourage the development of new technologies such as wireless and 

power line communications, among others. Colombia’s demand policies objective is 

trough information campaigns on the advantages of using broadband systems, 

achieve a broadband culture in the educational sector, encourage and support IT 

education. The program has had positively impacted the Internet and broadband 

development in Colombia and is one of the drivers of the adoption of broadband 

access services in the country. 

 

4.2.2.2 Economic Environment 

The devaluation of the local currency against the US dollar during the recent 

recession had a severe effect on IT related business as products and systems 

mainly are imported, said our interviewee. This initiated a slowdown in private IT 

spending during this period.  To set off this slowdown governmental program kept 

spending up during this time. The local currency has recovered against the US dollar 

but the last 2 years have been difficult years for households and many households 

have deferred unnecessary spending, which includes IT equipment.  

 

At the end of 2010 an interesting broadband dependent project took off, which will 

have a big impact on Colombia’s’ development and welfare, our interviewee said. It 

was the creation of the Centre for Bioinformatics and Computational Biology of 

Colombia and the first in Latin America (CBBC). The purpose of the project is to 

provide technology services for data processing and storage, software development, 

technical and scientific support to companies, public organizations, universities and 
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research groups in Colombia. To achieve this, a reliable broadband infrastructure is 

needed. 

 

The project is a partnership led by the Ministry of Information Technologies and 

Communications and the Administrative Department of Science, Technology and 

Innovation, in conjunction with Microsoft Colombia, Microsoft Research and a group 

of universities in Colombia. The centre will be advised by international experts from 

United States, Spain and other countries. The government and the universities are 

sponsors and Microsoft contributes with computer architecture, high-performance 

software applications and services.  

 

The government wants to position Colombia as a country which promotes the use of 

ICT in strategic areas such as biotechnology and biodiversity and the centre is a 

great opportunity for the country to generate scientific research and development. It 

will be a hub for a series of specialized research centres, networked across the 

country and achieve a positive jump in the country's competitiveness and there will 

be a close cooperation with Microsoft Research.  

 

Bioinformatics and computational biology is used in the areas of biological sciences, 

agricultural sciences, health sciences, physical sciences and earth. There are today 

237 research groups in these fields In Colombia using ICT tools. The centre will 

generate and promote knowledge in developing projects and push other productive 

sectors in agribusiness, oil, new materials, and health, among others. One objective 

is the creation of high performance research and innovation projects in record time 

sharing knowledge with other centres worldwide. Development projects will start at 

outlying centres in the Caribbean and Orinoco regions, where Colombia has great 

natural resources. Governmental investments are planned ahead to take advantage 

of these resources to improve national productivity. 

 

4.2.2.3 Social environment 

Our person from the City Government describes, that we can see that Governments 

around the world pay much attention to the value and benefits of broadband 

connectivity, and they are supporting implementation and services providing such as 

entertainment, information and public services move online. Foreseeing 

governments want to avoid that their citizens and companies are left behind. They 

need to provide an environment that balances need for social advancement with 

need for long term investment and competitiveness.  

 

He continues, as I already mentioned the governmental demand policy’s aim to, 

trough information campaigns make people aware of the advantages broadband 

systems can provide, and thereby achieve a good IT knowledge culture especially in 

the educational sector in order to encourage information technology education.  
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Another governmental incitement in order to increase the IT knowledge is the 

“Computers for Education program” which since early this century has supplied 

schools with hundreds of thousands computers. Colombia is part of the international 

program “One Laptop per Child” which aims to increase IT knowledge among 

children. The aim is to provide laptops to children that otherwise probably not would 

have access to their own laptop. 

 

These programs aim to on an early stage increase the IT knowledge among a big 

mass of children which the country can benefit from on a long term basis, says our 

interviewee. With a big base of children dealing with IT early in their lives will on a 

long term basis, positively impact the IT education, business, social segregation and 

living standard for themselves and for the country. The government has as an 

objective to increase the ICT spending as a key tool to advance its central strategic 

goal to integrate disaffected groups. Furthermore the government does also promote 

the development of call centre business, and IT outsourcing industry to Colombia 

from other countries. These businesses are in highly degree depending on fast and 

reliable broadband infrastructure to the cities where they are located. 

 

4.2.2.4 Technological Environment 

The international program “One Laptop per Child” laptops are equipped with Linux 

operating systems as it is cheaper than to use Windows operating system, says our 

interviewee. The big disadvantage is that Linux operating system is not so 

widespread and it has proved to be an obstacle for many users. As Windows is the 

dominating operating system Colombia’s government has announced that the 

Computers for Education program from 2010 shall support an upgrade of the 

operating system to Windows XP, to get most out of this program for the users. 

 

He continues, Colombia’s governmental stimulations together with requirements for 

the area-coverage connected to the negotiation for licenses, the mobile broadband 

technology provides an elegant way to supply rural regions with broadband access 

at speeds and capacity which is not excellent, but enough for most users. However, 

we are still in the beginning of such expansion. 

 

4.2.3 Who benefits from business opportunities on the Colombian 

broadband market? 

 

4.2.3.1 Product 

The full service broadband infrastructure is prepared for rolling out advanced 

multimedia services like triple play by using broadband, which will generate the new 

revenues which the operators need to continue to invest in the future. Regarding 
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products our interview person means that the benefits in terms of development of 

rural areas based on an expanded broadband infrastructure, together with IT 

knowledge in broad scale are on the long term the most important products for the 

Country. Looking in a shorter perspective, products that definitely will benefit from a 

developed broadband infrastructure are the planned call centre business and other 

IT industries that can be outsourced to Colombia.  

 

4.2.3.2 Price 

Companies can be able to provide competitive price on outsourcing services, as a 

consequence of cost differences between countries. This is one of the reasons way 

there is profitable to place call centre business and other IT industries in Colombia. 

Competitive prices on outsource IT services or products can be achieved by 

reducing cost and tax by locating the business to low “estratos” areas (see under 

place). Business advantages can also arise from differences in cost for salary levels 

between countries. Another important factor is the low cost for telephone calls 

 

4.2.2.3 Place 

Big and small business in cities already benefit from the broadband infrastructure, if 

they are located in cities. In Colombia Cities and suburbs are classified in areas 

“estratos”, due to how wealthy or poor the area is. Rich areas are “estratos” 5 and 

very poor areas are “estratos” 1.Cost for rent, electricity, water and also taxes are 

lowest in “estratos” 1 and highest in “estratos” 5. This can provide a business 

advantage to companies establishing in lower classified “estratos”. Traditionally, 

businesses in low “estratos” areas are not based on technology, but physical labour. 

 

4.2.3.4 Promotion 

Colombian government promote development of call centre business located in 

Colombia, and IT outsourcing industry from other countries to Colombia. Such 

businesses needs fast and reliable broadband infrastructure in and to the cities 

where these businesses are situated. In addition, Colombia has available IT 

competences due to good education system. There is few language barriers’ in Latin 

America as Spanish is spoken in most countries, except Brazil and well educated IT 

people speaks often English. 

 

4.3 Interview – Vendor 

 

Under this paragraph we present our interview with the person from the vendor 

company. 
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4.3.1 What characterizes the Colombian broadband market?             

Our vendor interviewee explains, in Colombia broadband is defined as all connection 

over 1 Mbps. The actual broadband penetration including both fixed and mobile 

broadband is only about 5% while the PC penetration is around 13%. It means that 

in Colombia, the number of broadband access needs to increase during the coming 

years to supply connectivity to the PC. The increase of broadband adoption is 

actually faster than when the mobile telephones became available for most people. 

There are mainly five broadband vendors on the Colombian broadband market. Two 

of them are Chinese companies; Huawei and ZTE. We have the Finnish-German 

company Nokia Siemens, Swedish Ericsson and the French – American company 

Alcatel Lucent.  

 

He continues, among the telecom companies a consolidation is on-going and we 

have several examples of mergers or partnership. EPM Telecommunications is part 

of the UNE organization, which is a joint venture between seven Colombian 

telecommunications companies in order to get nationwide coverage and become one 

of Colombia’s main operators. In fact, all of the main operators have via acquisitions 

or involvement into alliances gained market shares on the Colombian internet 

services market. Operators’ are continuously looking for partnerships in order to 

reinforce their business our interviewee says, the last wave of alliances is driven of 

the need to be able to provide mobile broadband. They early had a good 

understanding that consolidation of units and alliances with strategic partners is 

essential to be able to take the market shares they have today.  

 

The leading operators have each between 16 per cent and 19 per cent of 

subscribers nationwide.  UNE (EPM) is offering bundled fixed and mobile telephony 

services, via partnership with the mobile operator TIGO. Telmex is expected to go 

into partnership with mobile operator Comcel, part of the América Móvil group. 

Furthermore, there are already quadruple play offers on Colombian broadband 

market. It is Telefónica S.A. that is offering bundled fixed and mobile telephony 

services for both the residential and business segments through an alliance with 

Movistar, which is a mobile unit acquired by Telefonica SA. 

 

ETB has a very aggressive strategy to acquire cable operators to achieve a fast 

geographic growth nationwide regarding wireless networks in smaller cities. Thereby 

ETB has been ahead of the xDSL broadband access growth in Colombia by utilizing 

the already existing copper cables in order to expand the broadband customer base.  

Furthermore, ETB’s strategy seems to have been to establish alliance with TV 

companies like the DIRECTV, Inc. to be able to provide triple play services to its 

broadband customers. Another active operator is the Spanish telecom company 

Telefónica S.A which for a long time has been operating in the country has 

reinforced its presence by taking over Colombia Telecom. Telmex strategy has been 

to acquire a number of cable companies; TV cable, Superview, Cable Pacífico, 
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Cablecentro, and Satelcaribe. Thereby Telmex ensured control over the 

infrastructure for an important part of the TV market to be able to provide aggressive 

triple-play offer. 

 

Our interviewee says, the consolidation we have seen and still see among the 

operators at the Colombian telecommunication market is a natural step which follows 

the broadband development. New broadband infrastructure systems are heavy 

investments and they need to be big enough to manage it financially. Previously the 

market has been diversified because telephone, TV and Internet has been 

considered as different businesses. The operator companies have been organized in 

structures where they have acted as independent companies; developing plans, 

infrastructure and other products and operated independently from each other. 

 

4.3.2 How can broadband contribute to development in Colombia? 

4.3.2.1 Political Environment 

Colombia is today seen a fairly stable democracy despite problems with criminal 

groups in remote areas. Last year’s election of a new president didn’t change the 

political situation in the country. I consider that the political environment in Colombia 

provides an open and fair competition for business negotiations with our 

counterparts, which are private companies. As the broadband market is well 

deregulated there are no major obstacles in shape of governmental interventions. 

Local agents are not needed in the business process as all major vendors on the 

broadband market are well known by the operators and have their own 

representation in the country.  

 

4.3.2.2 Economic Environment 

As we are one of the main broadband vendors on the Colombian broadband market 

we want to see the broadband penetration increase to balance the PC penetration as 

forecasted, the vendor states. As vendors mostly don’t provide financing to 

operators, these need to have the financial strength to pay upon deliveries. Normally 

these payments are already secured via the bank guarantees already before the 

contract is signed. The recent recession slowed down operators spending as the 

operators are dependent on consumer driven consumption of products and services.  

 

He continues, as a supplier company it is important to have good knowledge of the 

main actors in the Colombian market, both our competitors and potential customers. 

We perform regularly market analysis based on different reports generated by 

performing market analysis companies like Cintel, IDC, Pyramid and other who has 

local presence in Colombia. In addition, analysis of competition is practically done 

through market studies and the result of the public tenders. The customer analysis is 
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carried out through the growth plan of the different operators, their strategies and 

achievements and technical and financial results. The customers’ strategies are of 

course not public, but due to their activities in the Colombian market, we know pretty 

well how they will act. 

 

4.3.2.3 Social environment 

The development of Broadband has definitely a positive economic impact on the 

Colombian society and contributes to increase competitiveness in educational 

system and among businesses and is a driving force for economic growth, the 

interviewee emphasize. Many new businesses that start today are very dependent 

on broadband and triple play, which creates a huge number of new jobs. As the 

broadband infrastructure increases to expand, these companies and job will also be 

created in villages and rural areas. This is an important step towards development of 

the countryside. 

 

4.3.2.4 Technological Environment 

The technical environment is the telecommunications business; from identify needs 

for commercial products, developing them, to selling and often implementing, testing, 

running and maintaining them. The products are different kinds of broadband 

structure supplied via wire, fiber or mobile. Furthermore, the products need to have 

the functionality the specific operator requires to provide different kind of triple play 

products. Thereby can our customers offer the end-users, broadband fixed 

telephony, mobile telephony, pay-tv, VoIP, pay-tv and other services depending on 

the speed of chosen broadband solution! 

 

The main providers’ of broadband infrastructure provide similar networks and 

system. Price, performance and quality may differ. Sometimes one or another 

vendor offer functionality which is still not developed. This can be a disadvantage for 

them as the operators don’t want to wait for undeveloped, unproven functionality. 

 

Systems using optical fiber are expensive to implement, but are the fastest 

motorways. 3G is mainly implemented in cities medium and high “estratos” areas 

(“estratos” see operator, social environment).  

. 

4.3.3 Who benefits from business opportunities on the Colombian 

broadband market? 

4.3.3.1 Product 

End-users constantly require better, faster and a more extensive broadband 

infrastructure. They require fast and reliable broadband and high quality Triple Play 
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and will soon demand quadruple play products, so there will certainly be an 

increasing market for broadband and internet services.    

 

High performance products with functionalities compatible to different broadband 

technologies are required by the operators and we need to assist with technical 

competence to support to the operators along the product lifecycle. Local support 

and the ability to offer functionality required by the operators are also important 

capabilities in a package provided to customers. Functionality that is typically 

provided is of course fixed or mobile broadband, telephony VoIP, and pay TV 

services, which allows the end customer to .choose the service that, satisfy their 

needs.  

4.3.3.2 Price 

We have the late years seen experienced an increased competition between 

broadband vendors as new vendors from a low-cost country now is established on 

most markets. Initially, they suffered from insufficient quality and reliability, but they 

competed with price from the very beginning. Over time their products has become 

better and better but they continue to offer very competitive prices, due to production 

in a low-cost country and with engineering salaries below the European competitors. 

 

Therefore, price is nowadays the main decision point for operators. Price is not just 

the operators cost for the initial investment. We have an important job in helping the 

operators to see the total lifecycle cost of running and maintaining the systems. 

System components compatibility and the possibility to upgrade the system are also 

factors of importance when estimating future cost.  In some cases the lead time has 

been very important and helped us to sell despite a slightly higher price compared 

with our competitors.  

 

4.3.3.3 Place 

All vendors are foreign, but all major vendors have offices in Colombia. The 

operators are all local, but can have foreign owners or are part of a joint venture with 

a foreign owner. The operator needs to provide local support and have the ability to 

offer what the end user requires in order to be successful in the Triple Play business.  

 

Vendors also need to act locally despite their overall global business. As business 

nowadays, is not just about to sell but to support the customer in their solutions that 

supports their business processes. It means we need to support the operators locally 

in cities and towns. 
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4.3.3.4 Promotion 

In this business, vendor to operator, there is no advertising in newspaper or on TV, 

except for publishing of major contracts and the possibility for interested vendors to 

purchase the condition requirements. This is a way for the operator to ensure they 

only have to deal with serious tenders.  

 

Otherwise all information is directly exchanged between respective company’s 

business people. The vendors know most of the operators on the Colombian 

broadband market and there are occasional business contacts in order to exchange 

information regarding coming projects and the vendor products. Operator can 

directly choose a number of vendors to compete for a contract.  There are also 

continuous contacts with existing customers, regarding after sales on existing 

systems.  

 

Businesspeople not just meet when it is a new bid. These are important ongoing 

business contacts in order to maintain the personal business relations that are so 

important in the business process. It’s important not only from having a personal 

relation, but also to have a, preferably, common understanding of customer needs 

and requirements and the suppliers technologies and products.  

 

We support the customer to see the overall solution and to see the total cost of the 

investment by providing cost estimates of running and maintaining the system. 

Financing or discounts are not part of business offers as they have to be sent in, by 

all interested vendors, on a certain day, at a certain time, due to technical and 

commercial requirements. 

 

4.4 Interview – Operator 
 

Under this section we present our interview with the person from the operator 

company. 

 

4.4.1 What characterizes the Colombian broadband market?             

Our interviewee describes that the Colombian broadband market still is under strong 

development and that broadband is available in the main and middle sized cities, but 

is still rare or not available in rural areas. Mobile broadband is in a quite early stage 

in Colombia. This means that we can benefit from experiences broadband service 

providers have from other markets. There is not broadband access everywhere in 

the country, so if a company can bring broadband services to an unexploited market, 

the possibility to success there is very high. Broadband service offers are often 

similar and the competition between operators is though. New areas are selected for 
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broadband implementation and operators strive to be first and gain benefits from 

that. 

 

To create a successful and profitable broadband business, it is important to provide 

good services offer (i.e. good commercial ability to avoid a price war and differentiate 

through other factors like attractive/new services. Customer friendly prices and good 

availability (coverage) are definitely the keys to get the business, at this stage of the 

market, when products and services are developed and there is a fierce competition 

at the broadband market.  It is most likely that in the future, when broadband 

becomes available almost everywhere, other factors like quality or post-sale service 

could make a difference.  But right now, availability and price are most important. 

 

4.4.2 How can broadband contribute to development in Colombia? 

4.4.2.1 Political Environment 

Colombian government, through the telecommunications ministry, has different 

programs especially designed to bring broadband services to poor communities. The 

cost for additional spectrum granted by the government, which an operator may have 

to finance if it has been a requirement for receiving a contract, is a good example. 

The operator then has to commit to finance certain infrastructure in order to provide 

broadband services in areas that otherwise shouldn’t have been a selected area for 

broadband implementation. 

 

Since mobile broadband is still new in Colombia, operators can take advantage of 

the experience and success cases that providers have had in other markets.  

 

4.4.2.2 Economic Environment 

 As there still are many unexploited markets in Colombia, operators want to be the 

first on these markets, and of course, get the biggest part of the cake. On more 

mature markets, which are mainly the main cities, the objective is to get a big volume 

of customers on locations where wired broadband is yet not available.  

 

The broadband infrastructure projects involves the vendor in the whole project, 

because the operators need the supplier’s expertise in building and tuning the 

network and maintenance and sometimes also to run the system. The operator 

evaluates at the suppliers from both commercial and technological point of view.   

These topics, together with low TCO (total cost of ownership) can shape a good 

business for the operator, pleasure and good experiences for the end-user.  

 

The last years recession has temporarily changed the business from being 

consumer driven to be supported by governmental initiative to build broadband 
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infrastructure in areas that otherwise wouldn’t have been selected by the operator 

companies. 

 

4.4.2.3 Social environment 

Our interviewee says that governmental intervention and governmental incitements 

are crucial for bringing broadband to rural areas and poor communities. Decisions 

are taken at the telecommunications ministry and can have the shape of 

requirements on the operators, when the telecommunications ministry negotiate new 

licences with them. Such requirements are that the operator does not pay for the 

licence, but with infrastructure to bring broadband services to schools located in 

relatively poor towns. 

 

4.4.2.4 Technological Environment 

The infrastructure for broadband is either to use copper wires, fiber, radio, or the 

existing mobile telephone infrastructure, which needs to be upgrade to also be able 

to support broadband. The fixed broadband supports 3G (4G is not available). 

 

In the mobile communications business, the goals are to migrate all the 2G-data 

consumers to 3G, due to efficiency reasons. With the introduction of 3G / 3,5G 

services in the country, the real mobile broadband has come to Colombia, says our 

interviewee.  

 

Mobile customers are still in a high degree “mobile services consumers”, and in a 

small, but increasing amount “mobile broadband customers”.  

Compliments with the mobile broadband technology are insufficient speed which 

even within cities may not be sufficient to fully use the triple play services. The speed 

of mobile broadband is still a problem and not always reaching 1 Mb/s even in the 

major cities and is often dropping to less than 100kb/s. 

 

4.4.3 How benefit from business opportunities on the BB market? 

4.4.3.1 Product 

Our customers are in a high percentage “mobile services consumers” and in small, 

but increasing amount “mobile broadband customers”. The mobile broadband 

customers look mainly for internet connectivity “everywhere”. They know that mobile 

broadband is far away from the speed that wired broadband technologies offer 

today, but the service is good enough, and the mobility and low prices make that an 

attractive solution for many people. Especially in zones that doesn’t have wired 

broadband access yet, but 3G coverage. 
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With mobile broadband we can offer Internet access, TV with limited channels, not in 

real time, but with some delay or even repetitions, depending of the channel, and of 

course, the traditional mobile services: voice, SMS and MMS.  The services portfolio 

is a kind of “standard” for any mobile operator, therefore, no special decisions have 

been taken to choose one service or another.  The differentiation comes in terms of 

commercial plans, quality, post-sales services, not because of the services by 

themselves. 

 

Today, on a market so exposed to competition, ccompetitive prices and good 

coverage are important for winning the customers as operators have similar products 

and services. In the future, with an almost nationwide broadband coverage quality 

and after-sale service can be other factors of importance.  

 

4.4.3.2 Price 

Attractive price and good availability (coverage) are definitely the keys to get the 

business, at this stage of the market, with fairly developed products and services and 

a fierce competition.  It is most likely that in the future, when broadband becomes 

almost 100% available everywhere, other factors like quality or post-sale service 

could make a difference.  Right now, availability and price are most important. Today 

it likes a “price war” when operators try to build a good customer base. From the 

mobile broadband point of view, the service offer is similar, but companies look for 

differentiation through good quality and still low prices.   

 

As we today can see fierce competition, a strong cost control is also necessary in 

order to be able to offer a very competitive price and still make money. 

 

4.4.3.3 Place 

Broadband is available in the main and middle sized cities, but is still rare or even 

unavailable in rural areas. Mobile broadband is far away from the speed that wired 

broadband technologies offer today, but the service is good enough, and the mobility 

and low prices make that an attractive solution for many people. Especially in zones 

that doesn’t have wired broadband access yet, but 3G coverage. Still mobile 

broadband has coverage in the cities and around them.  

 

Sales success on this market is depending on the main distribution channel 

elements; product, price, promotion and place. Price is by far the most important 

element for the customers, but place is also very important as I mentioned before, 

broadband access is still rare outside cities and those surroundings. If a company 

can bring broadband services to an unexploited market, the possibility to success 

there is very high. The competition is intensive on the broadband market both for 

fixed and mobile operators. This is “time of conquer”, since there still are unexploited 
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markets and the first to be there will get an advantage. Telmex have been a very 

successful service provider in the Capital and acquired more subscribers than other 

operators. Thereby Telmex got control over the infrastructure for an important part of 

the TV market to be able to aggressive offer triple-play offer 

 

4.4.3.4 Promotion 

If I want to be successful, our interviewee continues, it is most important to 

understand the market. To build success it is a huge advantage to be the first 

broadband operator to offer services in a certain region. Furthermore, it is important 

to have a well prepared network in order to manage to deal with constantly 

increasing traffic volumes. 

 

An operator who wants to maintain the market position or to increase the market 

share has to develop the services offered. The operator has to avoid to only 

becoming a “pipe” for people connecting to the Internet. Instead the operator has to 

be an end user provider of a number of cheap and attractive services than just high 

speed Internet connections.  

 

To create a successful and profitable broadband business, it is important to provide 

good services offer (i.e. good commercial ability to avoid a price war and differentiate 

through other factors like attractive/new services). The coverage or availability of the 

service must be better than what competitors can offer. Right kind of people in the 

organization is of course very important. Key people, who understand the business 

and the company’s mission and visions, are needed to sell the services and to tie up 

suppliers. Other key employees are the technical expertise installing and maintaining 

the systems. 

 

4.5 Interview – End User 

 

Under this section we present our interview with the person who is not connected to 

a vendor or operator company. He is working for a global market intelligence 

company. 

 

4.5.1 What characterizes the Colombian broadband market?             

 

In general all the operators are offering the same services and have created different 

packages where the customers can choose the best one according to its 

convenience. They are based in triple packages or duets in any combination of the 

Internet at all speeds. They are offering basic package accompanied by some 
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additional fees depending of the quantity of channels that you want to see. For 

example any of them includes the sport channel or cartoon channels. So if the 

customer wants to include them in the package, he has to pay extra fee for them.  

The same situation is for the speed, as much speed the customer wants, as much it 

has to pay for it. But prices between the operators are more or less homogenous.  

 

Our interviewee points out that there has been an increase in number of broadband 

accesses during the last years. In parallel it has been an increase in the demand for 

cable TV and Triple play combo (TV + Internet + landline telephone), from 

Colombian households. The high number of low price lap tops and a concentration to 

the cities characterizes the Colombian Broadband Market.  

 

Mobile broadband is becoming more and more important. I think that our country´s 

high mobile penetration compared to our general economic indicators is one of the 

reasons. Another reason for the popularity of mobile broadband is that Colombia has 

among the lowest mobile rates in Latin America. The disadvantage with the 

technology used by mobile operators is that speeds rarely reach 1MB/s even in the 

major cities and sometimes is less than 100kb/s. Some operators like Tigo offer 

higher speeds but has less coverage than other operators.  

 

4.5.2 How can broadband contribute to development in Colombia? 

4.5.2.1 Political environment 

The Colombian broadband market is very much deregulated today, but where the 

operators build the new broadband infrastructure is anyway often directed by the 

government via permissions or contracts. The government has an intention to build a 

nationwide broadband coverage, but certain jungle and mountain areas will probably 

never be covered. By providing broadband to the countryside much more people will 

start to use provided product. Schools, libraries, doctors and others at countryside 

will benefit from the extended infrastructure.  

 

4.5.2.2 Economic environment 

The economic environment has been difficult for many people the last years. The 

recent recession affected people in the way that the uncertainty increased, big as 

well as small, businesses lost customers and many people lost their jobs. Interest 

certainly went downwards, but if a person can’t pay cash for a laptop that person is 

seldom granted loans. Operators provide pay-plans for broadband services and if a 

customer doesn’t pay the service is simply cut off. Lots of households reduced their 

spending these years by doing so. It directly impacted the operators’ revenue and 

they became more dependent on governmental contracts for new broadband 
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infrastructure projects, which otherwise would have slowed down the broadband 

development in Colombia.  

 

4.5.2.3 Social environment 

 

The first very obvious contribution is an increased it knowledge, which not necessary 

comes from the schools, but from mainly young people’s curiosity for especially triple 

play products. Some people just want to play, but they anyway have to search 

actively and gain certain understanding of internet and the equipment. Other users 

have discovered the richness of information on internet, and are actively searching 

for new knowledge. Distance education via broadband has become popular and so 

has different social media. Among, especially younger, people it has become natural 

to, chatting, blogging, twittering and being active on Facebook. This means creating 

or extending social networks, which means exchanging information. Many 

Colombians, living abroad and the social media have provided a fantastic possibility 

to “domestic” Colombians to keep in touch with their relatives abroad. It’s not so 

many years ago since very expensive telephone calls, or letters were the only 

alternatives to communicate with relatives abroad due to most Colombians didn’t 

have computers.  

 

4.5.2.4 Technological environment 

From the end-user perspective, the broadband infrastructure technology is not of 

very much interest except for price, speed, availability and coverage. If the end-user 

have that, the technology behind is of little interest. End-users are more interested in 

the services provided and what they can do with them. Furthermore, what the user 

can do with the products provided on internet, and internet related pages. That may 

lead to high requirements on the end-users home equipment. This makes people 

interested in speakers, web cameras, routers, home network, powerful CPU, 

additional memory, graphic and also to upgrade existing equipment. In order to do so 

people needs to acquire product and technical knowledge. That leads to an 

increased user knowledge and technical knowledge among many end-users. 

Regarding the countryside, wireless technologies, such as Internet fixed wireless 

access and local multipoint distribution systems will probably be the way for most 

countryside users to access internet.  

 

4.5.3 How benefit from business opportunities on the BB market? 

4.5.3.1 Product 

Customers’ perception of a product is very much affected by their previous 

experiences, and what influences acquaintances and relatives transmit to them. 
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Medias’ product advertising and promotion, mainly on TV and Internet for these 

products have a strong impact on the end-users wishes. Triple play services are 

requested by many customers who need high broadband speed and reliability. An 

important factor is also that the product, the service provided, is easy to access. 

However, in the end, price is the element which will be most important for most end-

users, together with the possibility to easily require updates of the service provided.  

 

4.5.3.2 Price 

Prices that are as low as possible for a good service offered by the operator are 

most importance for most end users. As there has been a tough price competition 

between operators in the cities, customers have often many different alternatives to 

choose between, unless the customer is looked to an agreement or have a common 

provider if living in a condominium. Many consumers at the Colombian broadband 

market are price sensitive, so the price is of highest importance for the big mass of 

end-users.  

 

In parallel to the cable broadband the mobile broadband has become an important 

alternative, not only in cities but also in their near surroundings and in towns, due to 

the coverage of the mobile broadband and the possibility for people living in 

condominiums to choose product and supplier. Another reason for the popularity of 

mobile broadband is that Colombia has among the lowest mobile rates in Latin 

America 

 

4.5.3.3 Place 

In general end-users don’t show any loyalty to their service providers, and operators 

try to look the end-users to as long term agreements as possible. Depending on 

where the customers live they may not even have any option to change supplier. If 

they live in a condominium they may have less possibility to change service provider, 

as there often is a common operator for the whole building.  

 

Mobile broadband provides an option also for this kind of end-users. The mobile 

broadband has an increasing number of users and is what many potential customers 

in less dense-populated areas are waiting for. The obvious reason for these people 

living outside the city areas is of course that mobile broadband is the only alternative 

for many people to access high speed internet in today’s Colombia. 

4.5.3.4 Promotion 

End user consumers purchase decisions are mainly based on previous experience, 

advertising and product promotion, mainly on TV and Internet. Other people 

experiences, as word by mouth is an important source of inspiration, as most 
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consumers have discussed different alternatives with the family, friends, or collages 

before taking a purchase decision.  

 

For consumers, the broadband speed and reliability, together with accessibility to the 

offered services, are important factors, as well as the price, as many consumers at 

the Colombian broadband market are price sensitive. Some operators like Telmex 

offer high speeds broadband to low speeds price. The possibility to use pay plans 

has also become more used in the marketing to end-user customers.  

 

Some operators use the strategy to provide their customer a faster broadband, 

allowing them to navigate and enjoy Internet in higher speed, for a small increase in 

the month price paid for the service. Other operators, like Telefonica Telecom, profile 

themselves by focusing on the upload speed, which is a quite new approach that 

operators did not talk very much about before. 

 

Empresa de Telecomunicaciones de Bogotá launched recently a promotion package 

to customers to celebrate its 120 within the telecommunications. The promotion 

package was to reward customer loyalty via a triple zero program. The winners were 

rewarded with an amount which multiplied their monthly bill by; 10, 100 or 1,000. The 

amount was to deposed on a Bancolombia debit card.  

 

Another operator arranged a lottery, dedicated to new customers of broadband 

services. If people registered before specific date they had an opportunity to 

participate in the draw for months and years of service free, printers and other 

prizes. It shows how operators have been creating different campaigns and 

promotions in order to get and maintain customers.   

 

The empirical data material presented above is analysed in the following chapter. 
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5. Analysis 
 

 

In this chapter we analyze the empirical material following the same structure, as in 

the empirical chapter, based on the research questions where of research 2 and 3 

are subdivided into PEST factors and the 4Ps. Differently to the empirical chapter, 

the analysis is presented directly on the research questions headlines, PEST factor 

or 4Ps level. Data collected from the interviewees were more detailed and 

comprehensive on some PEST factors or 4Ps, while other interviewees had less 

information on the same topic. This is also reflected in the analysis which is not 

based on an equal amount on information from each interviewee. 

 

5.1 What characterizes the Colombian broadband market?             

 

The market for telecommunication in Colombian is deregulated and fully open for 

competition. The broadband business in our study is due to our limitations, the 

relation between vendor and operator plus operator and end-user. There are 5 main 

vendors on the Colombian broadband market according to the information provided 

by the vendor interview person: French – American company Alcatel Lucent, 

Swedish Ericsson, Finnish-German company Nokia Siemens and the two Chinese 

companies Huawei and ZTE.  

 

There are several broadband operators in Colombia. Four operators are bigger than 

the others and have together about 2/3 of the subscribers. These are; UNE, Telmex, 

Telefónica S.A, ETB. Broadband infrastructure projects are expensive investments. 

The cost for telephone calls is among the lowest in South America which has 

reduced the profitability for the telecommunication companies. This has undermined 

the telecommunication companies’ financial strength and forced a consolidation in 

the business and thereby have better possibilities to monitor and reduce the cost as 

mentioned in the theory by Palmberg & Pajarinen. This consolidation has occurred 

through acquisitions and partnerships which are in line with the information supplied 

by our interviewees representing the government and the vendor sides.  

Consolidation purposes have not only been financial, but also to acquire more 

geographical coverage and to get a bigger customer base. Operators have 

developed partnerships and acquired new companies in order to position themselves 

in the market.  

 

Internet (data) and television are more seldom provided in separate networks. An 

increasing number of customers require alternative technologies and mobility in 

preference to traditional phones. Fixed operators will increase services like video on 

demand and Pay TV, in order to offset traditional voice market reductions. Traditional 
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fixed telephone lines will be significantly reduced due to decreased demand for 

telephony, Internet (data) and television in separate networks. They will replace their 

traditional networks with a networks technology that can offer all three services 

telephony, Internet and TV (triple play) from a single connection at home. The trend 

is towards a single converged network that offers multiple access types. 

 

IPTV has emerged as an important platform for digital TV services driven by the 

telephone companies’ desire to deploy triple-play services. Moving into the TV sector 

is an essential step if the telephone companies’ at the same time shall remain 

important players in the communication and entertainment sector. One of the 

operators, Telmex, concentrates on gaining critical masses of pay-tv subscribers, 

offering VoIP, broadband, and pay TV services through fiber-optics, while Telefónica 

uses a convergence strategy including fixed telephony, mobile telephony, pay-tv and 

broadband.  

 

The broadband development in cities is driven by demands for new services as it 

has been stated by the interviewees. Continuously increasing supply of online 

games, movies, music, TV shows etc. is entertainment that makes people more and 

more dependent of Internet. Increased competition across the voice and data access 

sectors has diminished telephone companies’ initial advantage. Instead there is a 

decline in demand for fixed-line communications.  

 

The telephone companies’ have therefore leveraged their network infrastructure to 

deliver a broader range of applications and services to consumers. Telefónica is 

offering bundled fixed and mobile telephony services for both the residential and the 

business segment through an alliance with its mobile unit, Movistar. UNE (EPM) is 

also offering bundled fixed and mobile telephony services , via partnership with the 

mobile operator TIGO , Telmex has went into partnership with mobile operator 

Comcel, part of the América Móvil group. Fixed operators in Colombia lose 

subscribers on the traditional voice market and turn towards services like video on 

demand and Pay TV, in order to offset reductions on the traditional voice market, 

according to the Communications Regulation Commission as described in the theory 

chapter 2.12. 

 

5.2 How can broadband contribute to development in Colombia? 

5.2.1 Political environment 

 

Colombia is a stable democracy in North South America, with a more than 200 years 

old constitution. The country has had, and partly still has problem with drug-related 

guerilla in remote areas. The country is strategically situated with coasts both to the 

Pacific Ocean and Caribbean Sea, and thereby to the Atlantic Ocean. The 
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telecommunication business has been regulated like in many other countries but 

today this area is deregulated as mentioned by the Library of Congress in chapter 2. 

The government can via telecommunications ministry, by using subventions, partly 

rule where the extension of the new broadband infrastructure shall be installed. All 

telecommunication operators on the broadband market are private and without 

governmental ownership.  

5.2.2 Economic environment 

 

The network bandwidth in Colombia is growing according to Communications 

Regulation Commission, but compared to previous years the growth slowed down in 

2009 due to the economic recession which affected many people, businesses lost 

customers and many people lost their jobs. Broadband has a positive economic 

impact on the society and can increase competitiveness, drive economic growth 

through new started business and create job opportunities in existing and new 

companies 

Investment in optical fiber cable networks are expensive, compared to reusing 

existing cable networks. Optical fiber cable networks are installed mainly in areas 

where customers pay for higher bandwidths and speed. Such areas are typically city 

areas with businesses, condominiums and higher class private homes. Areas with 

different economical levels of the population therefore have access to different 

broadband technologies. Still, single users in areas completely without fixed 

broadband network installations, can use the mobile broadband if the area is 

covered by mobile stations. However the speed and bandwidth is limited compared 

to optical fiber networks 

 

As the government  representative person mentioned, the new Center for 

Bioinformatics and Computational Biology of Colombia (CBBC) will surely have a 

positive impact on Colombia’s economic and social development based on the 

interactive network between the center, universities research groups, development 

projects, foreign advisors, Microsoft Colombia and ‘Microsoft Research and the 

government. The broadband dependency is clear in such interactive environment, 

especially as ICT and the use of ICT is one of the cornerstones in this project which 

aim to provide technology services for data processing, storage and software 

development. Furthermore, to supply technical and scientific support to universities 

and research groups, companies and public organizations, and to fulfill these plans 

electronic motorways are needed, in shape of a good broadband infrastructure. 
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5.2.3 Social environment 

 

According to the Library of Congress, as explained in part 2.1, fixed networks do not 

reach users beyond cities. Until the infrastructure is further expanded, only wireless 

service providers will be able to reach markets beyond urban centres. Mobile 

broadband can bring broadband to remote areas that otherwise would not be 

targeted for investments in broadband infrastructure.  

 

The country can benefit from encouraging investment in technology that enables 

higher speeds and a countrywide broadband coverage. The CBBC project will 

generate benefits for individuals, companies and the country in related areas like 

agricultural, health, physical, engineering, humanities and social and maybe other 

areas. As spin-offs new jobs will be generated within different sectors and new 

businesses emerge. People will benefit from improved education and healthcare, 

probably most in poorer areas if businesses are created in such areas. New ways of 

exploiting natural resources can boost living condition in a poor area. 

 

As development of the use of ICT is one base in this project the need of an extended 

reliable broadband infrastructure is obvious. Outplacement development projects in 

regions with rich natural resources, with the declared objective to promote 

investments as a spinoff of the project it’s clear that broadband is needed also in 

remote areas.  

 

5.2.4 Technological environment 

 

The technical environment is the telecommunications business and consists due to 

our limitations of the relation between vendor and operator plus operator and end-

user. The broadband infrastructure can be copper wire, optical fiber, radio or mobile 

as described in the part 2.4 of the theory chapter. 

The end-users can then be offered, broadband fixed telephony, mobile telephony, 

pay-TV, VoIP, pay TV and other services depending on the speed of chosen 

broadband solution. Systems using optical fiber are expensive to implement, but 

provides high speed. 3G is mainly implemented in cities medium and high “estratos” 

areas. 

 

As our interviewees mentioned the development of broadband is driven by demands 

for new services. Online games, movies, Music, TV shows, etc is entertainment that 

makes people more and more dependent of Internet. Share video clips attracts many 

people on websites like YouTube were new videos are viewed every day. The use of 

chat rooms and different communities like Facebook, Windows Life and many 

others, can receive tens of thousands new members every day. These ways of 

utilizing the tremendous availability to different services is also a way of socializing 

online today.33 
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Consumers’ acceptance is essential for the success of new applications and this is 

the reason for the uptake of triple play. Triple play brings together telephony, Internet 

and TV, from the same wall-socket using digital subscriber line (DSL) technology in 

one common infrastructure. xDSL, which is well described in part 2.10  is the 

preferred technology by operators in the Colombian broadband market. The main 

advantage is the low cost of reusing the already existing cooper cable networks. 

Other technologies, like FTTX, are in use as well, but the cost of this technology is 

initially much higher than using xDSL.  

 

Implementing broadband infrastructure based on optical fiber, the FTTX technology, 

requires first investments in the optical network cables and digging up streets and 

pavements in order to install the network. Equipment cost for stations have to be 

added both for xDSL and FTTX, but still the optical fiber is not inside the buildings 

and houses. Cost for the connection from the street and installation inside is still to 

be added to the investment. Once the FTTX broadband infrastructure is there the 

technology is faster and have higher capacity than xDSL network. 

 

Multimedia is still quite new in the Colombian market, but part of the future of home 

entertainment and it provides viewers the possibility to record, rewind and fast 

forward global channels, electronic program guides and personal media channels 

among others. It also allows end users, television on demand with multiple picture-in-

picture features as well as cutting-edge functions giving the facility to users to record 

their favourite shows from wherever they are.  

 

5.3 How benefit from business opportunities on the BB market? 

5.3.1 Product 

 

Colombia’s mobile penetration is higher than one could expect, based on the 

country’s general economic indicators, thanks to the mobile rates, that are among 

the lowest in Latin America, as stated by Library of Congress studied in chapter 2.  

Mobile networks already exist with high penetration. It gives the possibilities for 

broadband mobile operators to reach many potential customers, especially at 

countryside where fixed networks not exist and are too expensive to install as to the 

vendor interview person described. Other broadband options, like mobile broadband, 

will succeed in areas where their differentiating characteristics give them a 

competitive advantage. 

 

The product the operator buys is different from the product the end-user buys. The 

product the vendor provides the operator with is a system of cables, optical fiber, 
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radio or mobile broadband infrastructure, together with stations, antennas and 

functionality which the operator can use to provide their products to the end-user. 

 

The product the end-user buys, or subscribes is often Triple Play which typically 

includes HDTV-based IPTV, Video on Demand (VoD), broadband Internet services 

and VoIP. Triple play is supplied by the service provider via a single infrastructure 

such as xDSL.  

 

If the subscriber has broadband supplied via FTTX technology with a speed much 

higher than via broadband using the xDSL technology as explained in part 2.5.2, the 

subscriber can enjoy more features. The product can then be home entertainment 

which provides viewers the possibility to record, rewind and fast forward global 

channels, electronic program guides and personal media channels among other 

features.  The product may be television on demand with multiple picture-in-picture 

features as well as cutting-edge functions giving the facility to users to record their 

favourite shows from wherever they are.  

 

The IPTV is one of the most promising new opportunities for operators in Colombia. 

IPTV reduce churn and protect telephony companies from competitive threats of 

Triple Play Services from the cable industry. The main challenge for the operators in 

order to be successful with the IPTV deployment is to have enough bandwidth in 

their networks according to the operator interview person. Delivering multiple HDTV 

streams, whole home DVR, and other services all add up in terms of bandwidth. The 

customer's expectations for pay-tv services require a high robustness in terms of 

bandwidth. 

 

5.3.2 Price 

 

The market is mature despite there are many uncovered areas and the price 

competition is tough and is led by the Chinese companies in the vendor to operator 

business. Price is the main decision point for operators. In connexion with the theory 

by Kotler and Keller, end-customers are also price sensitive and if they can change 

to another operator they do it if a more affordable offer is presented. As consumers 

of the operators’ products are increasingly reluctant to pay high prices for products, 

companies are trying to find methods to increase revenue without raising prices. The 

solution has been through the addition of fees for what had once been free features. 

It also makes it more difficult for consumers to compare competitive offerings. 

 

Companies justify the extra fees as the only way to cover expenses without losing 

customers. Many argue that it makes sense to charge a premium for added services 

that cost more to provide, rather than charge all customers the same amount 

regardless of whether or not they use the extra service. That can be extra channels 
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in TV like discovery channel, sports channels, cartoons, etc. as mentioned by the 

end user perspective interviewee. 

 

5.3.3 Place 

 

Broadband Triple play services via fixed broadband, has been offered mainly in 

medium and high “estratos” areas in the big cities in Colombia while mobile 

broadband has covered same and other urban areas due to the facility to use the 

already installed network for the traditional mobile telephone service. It’s not possible 

to directly use the mobile telephone networks for mobile broadband. It is needed first 

to upgrading stations and other equipment.  

 

The Mexican company Telmex have been the most successful service provider in 

Bogotá, at least regarding market shares as stated by the vendor interviewee. In that 

way the company ensured control of the infrastructure for a big share of the TV 

market in order to aggressive offer triple-play. This strategy requires the company to 

have a critical body of pay-tv subscribers in order to be able to aggressively offering 

VoIP, broadband, and pay-tv services through fiber-optics.  
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There is a fierce competition on broadband services as the vendor and the operator 

interviewees has explained and in parallel there are new more affordable plans for 

subscribers and there is a change in choice of payment plans for Internet access. 

Access by demand remains most widely used payment method among mobile 

subscribers in Colombia, but it is decreasing, as post payment methods and 

payment by plan is becoming more common.  

 

Access on demand has increased while fixed access schemes have decreased. The 

reason is due to the cost of fixed access compared to the cost per claim which is 

cheaper.  

 

Operators know that the main driver on the broadband services market is the 

proliferation of specific content and applications, such as networks, online games, 

communities, and so on, that makes that they have created special portals and 

products intended for the young users, as an example. Not all users have the 

possibility to pay the expensive use of dedicate broadband described by the end 

user perspective interviewee. Therefore, operators have created new subscriptions 

plans that accommodate the needs of the end user. 

 

The analysis of the empirical data material will result in the conclusions presented in 

the next chapter. 
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6. Conclusions 
 

In our conclusions we point out our findings and relate them to our research 

questions. 

 

6.1 What characterizes the Colombian broadband market?             

 

Broadband is far from available for everyone in Colombia, but a huge number of 

people have ability to get broadband access if they live in country’s cities and their 

surroundings, as broadband is very much concentrated to the urban areas. The rural 

areas are not covered by fixed broadband, and still to a very little extent covered by 

mobile broadband. 

 

There are five major international vendor companies competing for the broadband 

infrastructure projects to supply the operators with systems and functionality 

according to operators’ requirements. The Colombian telecommunication business is 

mature and there have been severe competition between companies. Cost for 

telephone calls in Colombia is among the lowest in South America.  

 

End customers are price sensitive, which reduces operators’ margins and makes it 

difficult to survive for smaller operators. In addition, investment in new broadband 

infrastructure is expensive and most operators look for a partner to share the cost 

with. Alliances are a way of gain more muscles on a mature market. Achieving 

increased market shares and broadening the customer base are other reasons for 

alliances. Another reason for alliances is to acquire new knowledge. If a telephone 

service provider, which wants to provide broadband triple play services and need to 

acquire competence from a TV company. The market consolidation on a mature and 

over established broadband market is expected according to theories  

 

 

6.2 How can broadband contribute to development in Colombia? 

 

Regulations on the Colombian telecommunication market are removed. Private 

investors build broadband infrastructure where it is profitable. There are also 

governmental programs aiming to provide broadband to areas that would not 

otherwise be selected.  

 

Broadband can be delivered via different technologies to end-users, and can be 

transmitted via fixed lines of copper wires already installed for fixed telephony, 

optical fiber, or cable television networks. There are also wireless and mobile 
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technologies for broadband transmission in Colombia. The increase in broadband 

connections using multimedia services drives the demand for higher network 

capacity and quality. The operators want to supply the growth and they have the 

incitement to remove barriers to further broadband penetration and usage.  

 

Mobile networks are the less expensive broadband infrastructure, due to the 

reuse of installed bases, and it will become the dominant technology in rural areas. 

Installing broadband infrastructure in rural areas can be commercial risk taking, 

unless the government is co-financing such project. These areas are less dense 

populated, and many people cannot afford a computer or to use internet. Mobile 

broadband does not allow the same speed as fast broadband like optic fiber and the 

speed is further reduces by distance and number of users. Still, mobile broadband 

have to be the technology used to provide coverage of rural areas and governmental 

contracts, or part financing will be needed. 

 

Several governmental programs aiming to increase the IT-knowledge and 

accessibility to computers and internet are started. This kind of programs will be 

needed to increase the IT knowledge, especially among children and in poorer rural 

areas and low “estratos” areas in cities. Colombia’s wellbeing will be improved in 

many sectors like the healthcare with need for instant and reliable.  

 

The new Centre for Bioinformatics and Computational Biology of Colombia 

(CBBC) will have to use a fast and reliable broadband infrastructure to be able to 

instantly interact with universities and research groups, in Colombia and abroad. In 

addition the development projects that will be started in the Orinoco, the Caribbean 

and other regions, will require possibilities to transfer high volumes of information. 

Such outplacement decision of information intensive research and development 

projects will speed up the implementation of the broadband infrastructure and 

possibilities to spin-off development in those areas 

 

The new centre (CBBC) which is cooperation between the government, Microsoft 

Colombia, Microsoft Research and a group of universities, together with international 

expertise will increase Colombia’s competitiveness and speed-up development in a 

number of related fields, especially when research result will be applied to 

practicality. Broadband infrastructure will be an important condition when the CBBC 

will generate new businesses and jobs through these projects in the fields of 

agribusiness, oil, new materials, health, and other sectors. Promotion of these 

sectors will contribute to economic and social development in Colombia, but it will 

require tools to promote the new businesses. 

 

Business at countryside are in general not hi-tech, instead it’s practical and hands 

on. Many people at countryside and remote areas are poor and will not afford to 

utilize the benefits of broadband. There is little tradition and knowledge of using IT. In 
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longer term, with governmental programs for broadening IT knowledge and when 

countryside town students graduate with IT competence, it can be attractive to move 

business from cities to countryside towns. New small businesses using broadband 

will start and new jobs be created, but accessibility to broadband will not change the 

business structure in a short term. In a long term IT related businesses can be a 

complement to traditional rural work. 

 

With broadband access also in remote areas, education is the sector which will 

benefit from distance, interactive educational programs and poor areas schools will 

get more to access educational material. By having broadband connection, the 

geographic location becomes less important and makes it easier for people to live 

and work in rural areas 

 

Work from office Video conferencing and same-time meetings provides face-to-

face meetings or document sharing providing good possibilities to work in groups 

even if they are spread out over different locations. 

 

Work from home.  When a high number of employees efficiently can work from 

home it will help to reduce busy traffic and the congestion in the cities and thereby 

contribute to reduce carbon dioxide emissions by avoiding unnecessary travel if 

users have jobs in which they can work from home. 

By using the connectivity for email and access to companies server’s people can 

easily access the same files and information as the colleagues at the office.  

 

6.3 How benefit from business opportunities on the BB market? 

 

Increase of broadband customers is necessary. Although less developed 

broadband markets are emerging, others are become slowly growing, as a saturation 

point is reached. As a consequence average price for broadband access continue to 

fall. Therefore, broadband will continue to be extended which both 

telecommunication companies operating in the Colombian market and the foreign 

suppliers of net equipment will benefit from. 

 

The broadband infrastructure and the consolidation between companies, both 

regarding increase customer base and to merge telecom and TV competence, is the 

foundation to commercialize on the increased traffic, which will be the consequence 

of triple play and other new products. This will be a cash cow for the operators. 

 

Mobile broadband will extend fast, making cost effective broadband accessible 

almost everywhere. It is possible because the mobile broadband operators can use 

their existing networks and just install the hardware needed in order to offer the 

broadband services. Because this advantage, mobile operators will cover rural areas 
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while fixed operators will have more presence in the urban areas. Mobile operators 

have to invest a lot to upgrade mobile phone systems to mobile broadband systems, 

Operators extension of broadband is purely commercial and in order to reach a close 

to nationwide coverage the government has to either provide financial support, or via 

other means encourage the extension to the poorest areas. Vendors of mobile 

network systems will get the business to sell and install the equipment for the 

necessary upgrades of the mobile network systems, to mobile broadband network 

systems. 

There are big business potentials for the operators when the mobile phones in 

a future are used nationwide for different net services via broadband. Even if the 

number of users will not increase so much, it is the net traffic which probably will 

increase dramatically by the use of services which create much more traffic than 

calls and sms does. The request for smart mobile phones will then also increase in 

rural areas. 

Everyone, and every company, with internet sales directed towards Colombian 

customers have augmented possibilities to benefit from increased sales due to 

extended broadband infrastructure bringing them an enlarged potential customer 

base as new consumers can shop 24 hours a day from their homes, work, internet 

café’s or via 3G phones. 

 

It is important to remember that many end consumers are not motivated by 

new technological offerings. Instead affordable telephone calls (fixed or mobile) 

are most important to many people who cannot afford the new broadband services. 

For them a low price is more important than the availability to advanced services. 

Anyway, they are an important contribution margin to operators’ revenue. 

 

Broadband infrastructure increases the accessibility to different services, like 

governmental information, bank services and entertainment. When more and more 

visitors request improved services and possibilities to interact, the content and 

quality of the services and products will increase. Most citizens, having broadband 

access can benefit from these possibilities. Some of these services can be delivered 

over a narrowband connection, but broadband improves the quality, usability and 

accessibility dramatically. 

 

6.4 Critical reflections and suggestion for further studies 

 

In our study we have used a qualitative method and non-standardized free interviews 

starting from predefined, initial questions letting the interviews develop into further 

questions. This requires a good business pre-understanding by the authors, but can 

make it more difficult for another person to exactly repeat the same study. However, 
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as we have described in the method chapter, we have presented the data in a 

structured way, with different perspectives, in the empirical chapter.  

 

The study could have suffered from subjectivity and validity weaknesses because of 

the chosen method with interview discussions beyond the predefined questions and 

the authors could misunderstand the interviewees’ explanations. However, we 

followed up the interviews with telephone calls and the interviewees have been 

provided with a written document of their interview. The collected material has been 

presented in a structured way. Therefore we consider that the research does not 

suffer from subjectivity. In addition we consider that measurement instrument in 

relation to the study’s theoretical framework is relevant. Complementary 

explanations, perhaps of high value, have been collected by using the chosen 

method which supports our opinion that the validity is good.  

 

Re-performance of the study is possible, but as times goes by; technology 

development, financial up and down turns as well as other changes may cause 

changes in governmental incentive, operators or end customers choice. That could 

then leads to other conclusions then those we have provided. 

 

Could we have used another method for our research? If we had done a case study 

for the government, vendor or the operator we would probably have got deeper 

information and perhaps got a deeper insight from the chosen perspective. On the 

other hand we would have missed other important information. Performing a 

quantitative research would have been difficult to carry out as we have interviewed 

high level managers and there are a limited number of companies. In order to cover 

several business aspects we consider that the method we used is the best for this 

study 

 

This study is interesting from a technological view as well as from a commercial and 

marketing view. Therefore, future studies can be focusing on one of the different 

perspectives in order to get a deeper understanding of that specific perspective. That 

can be a case study performed from the governmental, vendor or operator 

perspective. 

 

6.5 Recommendations 

 

Our recommendation is to continue to build out the mobile broadband infrastructure, 

as it is a much less costly way to provide broadband to rural and remote areas. 

Especially as the mobile telephone infrastructure already has a good nationwide 

coverage. The cost for upgrading the mobile telephone infrastructure to mobile 

broadband infrastructure is much lower than for fixed broadband infrastructure. Such 
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decisions have to be political as the commercial value for operators are also much 

less compared to urban areas. 

 

6.6 Contribution of the thesis 

 

This study contributes to the understanding of the present situation of the broadband 

market in Colombia and the business opportunities for vendors, operators and end 

users. The authors have developed a theoretical framework from existing theories. 

The mix of the four Ps of marketing; product, price, place and promotion is combined 

with the PEST, consisting of the political, economic, social and technological 

environments and theories for business strategic alliances. The technological 

environments has been supported with broadband theories as broadband is central 

in our thesis. We have connected these theories to the specific circumstances for our 

study and linked them to the empirical and analytic parts of the thesis providing a 

theoretical framework well adapted for our thesis Broadband business in the 

Colombian market. It can be understood by other researchers and provides a tool for 

anyone who wants to perform a similar study. 

 

This study displays the benefits for people and the society in Colombia if the vendors 

and operators continue to improve the networks in order to use more advanced 

products. Benefits also occur if the government will promote further extension of the 

broadband infrastructure in Colombia to include the countryside and especially by 

using the radio technology. The results of our job can be used by vendors or 

operators in the Colombian broadband market, or by vendors or operators on 

markets with similar conditions to Colombia.  
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Appendix A - Non standardized interview questions 
 

City Government 
 What characterizes the Colombian BB Market? 

 

 At what stage is broadband development in Colombia? 

 

 What broadband technologies are in use in Colombia? 

 

 Has the government encouraged broadband initiatives in Colombia? 

 

 Has such initiatives (if any) affected the economic and social environment in 

Colombia? 

 

 What are the government’s plans to increase the IT knowledge in Colombia? 

 

 

Vendor 
 What characterizes the Colombian broadband market? 

 

 What broadband technologies are in use in Colombia? 

 

 What broadband services do your company offer to the operators, and why 

those services? 

 

 How does your company perform the analysis of the market, competition and 

customers? 

 

 How do elements like; product, price, promotion & place affect your sales 

success? 

 

 What business conditions like discount, deliveries, financing etc. do you 

consider as most important to offer the customer in order to get the business? 

 

 What organizational strengths do you consider most valuable for creating of a 

strong broadband business? 

 

 How has broadband affected the economic and social environment in 

Colombia? 
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Operator 
 What characterizes the Colombian broadband market? 

 

 What broadband technologies are in use in Colombia? 

 

 What broadband services are available and requested by the market today? 

 

 How does your company perform the analysis of the market, competition and 

customers? 

 

 How do elements like; product, price, promotion & place affect your sales 

success? 

 

 What business conditions like discount, deliveries, financing etc do you 

consider as most important to offer the customer in order to get the business? 

 

 What organizational strengths do you consider most valuable for creating of a 

strong broadband business? 

 

 How has broadband affected the economical and social environment in 

Colombia? 

 

 

End user 
 What characterizes the Colombian broadband market? 

 

 What broadband technologies are in use in Colombia? 

 

 What broadband services are offered by operators to the customers? 

 

 How do you analyze the operator’s offers, in order to choose products? 

 

 How does elements like; product, price, promotion & place affect your 

purchase decision? 

 

 What business conditions like discount, deliveries, financing etc do you 

consider as most important when you chose operator? 

 

 How has broadband affected the economical and social environment in 

Colombia? 

 


