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Executive Summary

Grameenphone Limited is the leading Telecom operator in Bangladesh where a strong &
organized Human Resource Management in ternally called as ‘People & Organization’ is
always working for the formulation HR strategies for the betterment of the employees as
well as to achieve the ultimate organizational goal. Grameenphone Ltd. takes its
employees as human capital. Here our objective of study is to discuss about
telecommunication business in Bangladesh, to discuss about Humanresource Planning
(HRP), to discuss about Recruitmentand Recruitment Policies, to discuss about selection
strategies, to discuss about Trainingand Development, to discuss about Transfer,
termination and Other Disciplinary Action strategies and to discuss about Benefits, Leave
and Other Allowances strategies.

Human Resource planning of Grameenphone is the process of getting the right number of

qualified and competent people into the right job at the right time. Putting another way,
HR planning is the system of matching the supply of people internally and externally with
the openings the company expects to have over agiven time frame. The quality of the
candidate and his/ her expertise are deciding factor how Grameenphone will succeed in
achieving its visions, objectives and tasks.

Grameenphone training policy is to support employee training which is directly linked to
the individual® specific jobs and his or her future envelopment. The training program is
expected to enhance job-related knowledge as well as develop technical and/ or
managerial skills. In addition to training program, employees are encouraged to search
and utilize personal developmental opportunities for his/her career progression.

Career planning/development identify as sequence of development activities, for malign
din formal,short-term or long term that help smake an individual capable of assuming a
higher position in future .

Grameenphone still has a positive imagein the Mobile market. Due to its various
innovative products and wide market coverage, strong network, at cheaprate with various
service centers and its value added services, it can be considered as the market leader in the
telecommunication industry and its competitors are far behind. Grameenphone is also
market leader in teams of HR strategies and employee’s involvement & engagement
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Partl

Profile of
Grameenphone

Organization’s Overview, Profile & Strategies of the
Organization.

grameenphone
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Chapterl:Organization Overview

1.1 CompanyBackground

Grameenphone

Ltd.hassteppedintoits17thyearofoperation,havingcompletedits16thyearonMarch26,2013. 1t
istheleadingtelecommunicationsserviceproviderinthecountrywithmorethan45millionsubsc
ribersasofDecember2012.Grameenphonehasbeenrecognizedforbuildingaqualitynetworkwi
ththewidestcoverageacrossthecountrywhileofferinginnovativeproductsandservicesandcom

mittedafter-salesservice.

1.2HistoryandMilestones:

November28,1996:GrameenphonewasofferedacellularlicenseinBangladeshbytheMinistry
ofPostsandTelecommunications.
* March26,
1997:GrameenphonelauncheditsserviceonthelndependenceDayofBangladesh.
“* June1998:GPstarteditsservicesintheportcityofChittagong,thesecond
“* largestcity
inthecountry.CelltocellcoverageintheDhaka-ChittagongcorridoralsoenabledGPtointr

oduceitsserviceinanumberofotherdistrictsalongthe
way.

* September1999: GPstarteditsserviceintheindustrialcityofkhulna.Onceagain,anumbe
rofotherdistrictscameundercoverageofGPbecauseofthecellto cellcoveragebetween
DhakaandKhulna.EarlierinSeptember1999, it
introducedtheEASY pre-paidserviceinthelocalmarket. Italsointroducedthe
VoiceMailService(VMS)andtheShortMessageService(SMS)andotherValue

AddedServices(VAS).

* June2000:GrameenphonestarteditsservicesinSylhet, BarisalandRajshahi, bringingalls
ixdivisionalheadquartersunderthecoverageofitsnetwork. Theservicein Barisalregion
wasstartedafterthemicrowavelinkbetweenKhulnaandChittagongwascompleted.
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* August2003:Aftersixyearsofoperation, Grameenphonehasmorethanonemillionsubscr
ibers.
““ November2005:GrameenphonecontinuestobeingthelargestmobilephoneoperatorofB

angladeshwithmorethan5Smillionsubscribers.

““November16,2006:Afteralmost10yearsofoperation, Grameenphone hasover

10millionsubscribers.Grameenphonehasbuiltoneofthemostextensiveinfrastructures
ofBangladesh and isa major contributortothedevelopmentofthenationaleconomy.
* December31,2007:Grameenphoneisoneofthelargestprivatesectorinvestmentsinthec
ountrywithanaccumulatedinvestmentofUSD$1. 7billionuptoDecember2007.Gramee
nphoneisalsoonethelargesttaxpayersinthecountry,having
contributednearlyBDT5000Crore in
directandindirecttaxestotheGovernmentExchequerovertheyearsofwhichisamount,B
DT1670Crorewaspaidin2005alone.
£2008: IntroducedBlackBerryService;commissionedbrandpositioning&launched Stay
Close’ &‘CustomerCareCampaign’andreached20millionsubscribers.
£ 2009: ListedonDhakaStockExchangel td.andChittagongStockExchangeLtd.;launche
dinternetmodem,special OlympicRegionalTalent
Hunt,StayGreenCampaign, InternetPackageP5&P6,Grameenphonebrandedhandset

&studylinealsoreached21millionsubscribers.

£ 2010:Launchednewtariffplan,‘MobiCash’ financialservicebrand,EkotaforSME,Baad
honpackageandmobileapplicationdevelopmentcontest&networkcampaign;reached
29.97millionsubscribers.

1 2011:Launched‘Myzone’-
locationbaseddiscountonusage,MicroSIMcardsforiPhone,SpondonPackagewithl-
secpulse;Grameenphonebrandedhandset(C200,QWERTYhandset‘Q100’and
Androidhandset‘Crystal’),CustomerExperienceLab,eCaresolution;Completedswap
pingof7,272n0s.0fBTS;Reached36.5MillionSubscribers.

1 2012: Awardedlicensefor2Goperationfor15yearseffectivefromNovember2011;twone
waffordablepackages‘ Amontron’and‘Nishchinto’ werelaunched, 10-
secondpulsewasintroducedforallproductsincludinghelplines; AGPAppwaslaunchedt
ofacilitatemobileselfservice;Reached40.02millionSubscribers.

“ January,
15



2013:SuccessfullyDeploysOracleCommunicationsNetworkResourceManagementS

olutiontoTransforminventoryOperations.
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Grameenphonewasalsothefirstoperatortointroducethepre-paidserviceinSeptember1999.1na
dditiontocorevoiceservices,Grameenphoneoffersanumberofvalue-addedservices,ineachcas
eonbothacontractandprepaidbasis. Itestablishedthefirst24-hourCallCenter,introducedvalue-
addedservicessuchasVMS,SMS, Fax&DataTransmissionServices, InternationalRoamingSer
vice, WAP,SMS-basedPush-Pull
Services,EDGE,personalringbacktoneandmanyotherproductsandservices.Grameenphonen
earlydoubleditssubscriberbaseduringtheinitialyearswhilethegrowthwasmuchfasterduringth
elateryears.ltendedtheinauguralyearwith18,000customers,30,000 bytheendof
1998,60,000in1999,193,000in2000,471,000in2001,
775,000in2002,1.16millionin2003,2.4millionin2004and5.5millionin2005customers.Curre
ntlythecustomerbaseofGrameenphoneisover40million.
GrameenphoneoffersthewidestcoverageinBangladesh. Thepopulationcoveragehasincreased
fromapproximately85%in2005toabove90%in2006.Currentlythepopulationcoverageis98%(
IncludingvoicecallandEdge/GPRS).Inaddition;GrameenphonealsooffersGPRSinmostofthe
countryandEDGEinurbanareas.
Fromtheverybeginning,Grameenphoneplacedemphasisonprovidinggoodafter-salesservices
.Inrecentyears,thefocushasbeentoprovideafter-saleswithinashortdistance

fromwherethe customers live. There arenowmorethan 400 GPServiceCenter, 20
GPCFranchise,rechargeretailers:105,000+,totalretailers:18000+,distributors:96,Singlehotli
newhichoperates 24/7;thecountrycovering all64 districts.Inaddition,thereare62
GPCustomerCentersinallthedivisionalcitiesandtheyremainopenfrom8am-7pm

everydayincludingallholidays.

Grameenphonehasgenerateddirectandindirectemploymentforalargenumberof
peopleovertheyears. Thecompanypresentlyhasmorethan6,000full-time,part-timeandcontrac

tualemployees.Another 70,000 peopleare directly dependenton

Grameenphonefortheirlivelihood,workingfortheGPdealers,retailers,scratchcardoutlets,supp
liers,vendors,contractorsandothers.

Inaddition,the VillagePhone Program,also startedin 1997, provides a good
income-earningopportunitytomorethan200,000mostlywomenVillagePhoneoperatorslivingi

nruralareas. TheVillagePhoneProgramisauniqueinitiativeto

provideuniversalaccess to telecommunicationsservicein remote,ruralareas.
17



AdministeredbyGrameenTelecomCorporation,itenablesruralpeoplewhonormallycannotaff
ordtoownatelephonetoavailtheservicewhileprovidingtheVillagePhoneoperatorsanopportun
ity
toearnaliving.Grameenphonehasgenerateddirectandindirectemploymentforalargenumberof
peopleovertheyears. Thecompanypresentlyhas

morethan6,000full-time, part-timeandcontractualemployees.Another70,000people

aredirectlydependenton Grameenphonefortheirlivelihnood,workingfortheGP dealers,
retailers,scratchcardoutlets,suppliers,vendors,contractorsandothers.

Inaddition,the VillagePhone Program,also startedin 1997, provides a good
income-earningopportunitytomorethan200,000mostlywomenVillagePhoneoperatorslivingi

nruralareas. TheVillagePhoneProgramisauniqueinitiativeto

provideuniversalaccesstotelecommunicationsserviceinremote,ruralareas.AdministeredbyG
rameenTelecomCorporation,itenablesruralpeoplewhonormallycannotaffordtoownatelepho
netoavailtheservicewhileprovidingtheVillagePhoneoperatorsanopportunitytoearnaliving.
TheVillagePhoneinitiativewasgiventheee GSMintheCommunity”’awardattheGlobal GSMCo
ngressheldinCannes,FranceinFebruary
2000.GrameenphonewasalsoadjudgedtheBestJointVentureEnterpriseoftheY earattheBangla
deshBusinessAwards in2002.
Grameenphoneconsidersitsemployeestobeoneofitsmostimportantassets. GPhasanextensive
employeebenefitschemeinplaceincludingGratuity,ProvidentFund,Grouplnsurance,Family
Healthinsurance, TransportationFacility, Gym,RecreationCentre,Day Care
Centre,Children’sEducationSupport,higherEducationSupportfor

employees, In-HouseMedicalSupportandotherinitiatives.

1.3 Mission. ObjectivesandStrategy

.
Leadingtheindustryandexceedcustomerexpectationsbyprovidingthebestwireles

sservices,makinglifeandbusinesseasier

18



Weexist tohelp ourcustomers get thefull
benefitofcommunicationsservicesintheirdailylives.Wewanttomakeiteasyforcust
omerstogetwhattheywant,whentheywantit.We'reheretohelp

Values:
o Make ItEasy
o KeepPromises
« Belnspiring
o BeRespectful

BrandPromise:
e StayClose
e GoBeyond

e Itishowwedo business
e It'sallaboutlivingourvision,values,codes, leadership,governingprinciplesinou

rdailylifeanddeliveruponourbrandpromise—StayClose

izationals
o Flatterorganization

e Twogrowthstream:Leadership&Specialist

WorkplaceEthics
e FortifiedCodesofConduct

e Ensuredcompliance

nabili :

e Paperlessoffice
19



Reducel5% carbonemissionby2012 &40%by2015
CorporateTransformation:'GreenCompany"'

Aware-Engage-AdvocateGPemployees
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TheshareholdersofGrameenphonecontributetheirunique,in-
depthexperienceinbothtelecommunicationsanddevelopment.
ItisajointventureenterprisebetweenTelenor(55.8%),thelargesttelecommunicationsservicepr
oviderinNorwaywithmobilephoneoperationsin12othercountries,andGrameenTelecom
Corporation(34.2%), anon-profit sisterconcernofthe internationallyacclaimedmicro-
creditpioneerGrameenBank. Theother10%sharesbelongtogeneralretailandinstitutionalinves
tors.

Thetechnologicalknow-howandmanagerialexpertiseof Telenorhasbeeninstrumentalin
settingupsuchaninternationalstandardmobile phone operation
inBangladesh.BeingoneofthepioneersindevelopingtheGSMserviceinEurope, Telenorhasals
ohelpedtotransferthisknowledgetothelocalemployeesovertheyears
Theinternationalshareholderbringstechnologicalandbusinessmanagementexpertisewhilethe
localshareholder providesa presencethroughoutBangladeshand
adeepunderstandingofitseconomy.BotharededicatedtoBangladeshanditsstruggleforeconom
icprogressandhaveadeepcommitmenttoGrameenphoneanditsmissiontoprovideaffordabletel

ephonytotheentirepopulationofBangladesh.

. Ihe Share holders

Telenorisemergingasoneofthefastestgrowingprovidersofmobilecommunicationsserviceswo
rldwidewithownershipinterestsin12mobileoperatorsacrossEuropeandAsia. Telenorisorganiz
edintothreebusinessareas; Mobileoperationscoveringl2countries,andFixed-
lineandBroadcastservicescoveringtheNordicregion.
Telenorholds55.8percentofGrameenphone,withGrameenTelecomCorporationowningthere
maining34.2percent. Therestofthesharesbelongtogeneralretailandinstitutionalinvestors. Tele

norhasplayedapioneeringroleindevelopmentofcellularcommunicationsinBangladesh.

1. The Telenor Group

o Morethan150millionmobilesubscribersworldwide
22



Strongsubscription growth,particularlyinourAsianoperations
Listedas No.1lonDowJonesSustainabilitylndex 2008
Rankedastheworld'sseventhlargestmobileoperator
Revenues2007:NOK105billion
Workforce2007:35800man-years

ListedontheOsloStockExchange,withheadquartersinNorway

Il. GrameenTelecom
GrameenTelecomCorporation,whichowns34.2%ofthesharesofGrameenphone,isanot-for-

profitcompanyandworksinclosecollaborationwithGrameenBank. Theinternationallyreputed

bankforthepoor,hasthemostextensiveruralbankingnetworkandexpertiseinmicrofinance. Itun

derstandstheeconomicneedsoftheruralpopulation,inparticularthewomenfromthepooresthou

seholds.
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GrameenTelecom,with thehelp of
GrameenBank,administerstheVillagePhoneProgram,throughwhichGrameenphoneprovides
itsservicestothefastgrowingruralcustomers.GrameenTelecomtrains
theoperators,suppliesthemwithhandsetsandhandlesallservice-relatedissues.
GrameenBankcurrentlycoversmorethan67,000villageswhichareservicedby2121bankbranc
hesalloverthecountryside.Asofmay2006,thebankhad6.33millionborrowers,97percentofwho
mwerewomen.
GrameenTelecom'sobjectivesaretoprovideeasyaccesstoGSMcellularservicesinruralBangla
desh,creatingnewopportunitiesforincomegenerationthroughself-
employmentbyprovidingvillagerswithaccesstomoderninformationandcommunicationbased

technologies.

® Telenor
® Grameen Telecom

u General Retail &
Institutional Investors

no
N
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Grameenphone(GP)firmlybelievesthatbusinessoperationmeansdealingwiththestakeholders
with trust andconfidenceand thereisalink between stakeholders'value andgovernance.With
that objectiveinview, GPhas beenworkingrelentlesslyto createlong-
termstakeholdersvaluethroughprovidingaswellasmaintainingvastlyinnovative,easy-to-
useandbest-valuetelecommunicationsservicesinthemarket. Inpursuing
theseobjectives,theBoardofDirectorsoftheCompanyiscommittedtohighstandardsofCorporat

eGovernancewhichit believesare criticalto businessintegrity and

25



performance.Asaresponsiblecorporate citizen,GP is alsocommitted

tomaintainingfulltransparencyandpositivebusinessconductinternallyandtowardsthecommu

nitywithwhichGPcarriesoutitsbusiness,includingitssuppliers,customersandbusinesspartners

AtthesametimetheCompanyexpectsthatallitsBoardofDirectors,employeesandsupplierswou

Idactwithhonesty,integrityandopenness.

a)

b)

RoleoftheBoard

TheDirectorsoftheBoardareappointedbytheShareholdersatthe AnnualGeneralMeeting(
AGM)andaccountabletotheShareholders. TheBoardisresponsibleforensuringthatthebusi
nessactivitiesaresoundlyadministeredandeffectivelycontrolled. TheDirectorsoftheBoard
keepthemselvesinformedabouttheCompany'sfinancialpositionandensurethatitsactivitie
s,accountsandassetmanagementaresubject to
adequatecontrol. TheBoardalsoensuresthatGrameenphonePolicies&ProceduresandCod
esofConductareimplementedandmaintained,andtheCompanyadherestogenerallyaccept

edprinciplesforgoodgovernanceandeffectivecontrolofCompanyactivities.
BoardComposition

TheBoardinGPiscomprisedofnineDirectors,includingtheChairmanwhoiselectedfroma
mongstthemembers.IncompliancewiththeCorporateGovernanceGuidelinesissuedbythe
SecuritiesandExchangeCommission(SEC)andaspertheprovisionoftheArticlesofAssocia
tion(AOA)oftheCompany,theBoardofDirectorshasappointedanindependentDirectorin2
010.WebelievethatourBoardhastheoptimumlevelofknowledge,composureandtechnical
understandingaboutCompanybusinesswhich,combinedwithitsdiversityofcultureandbac

kgroundstandsastheperfectplatformtoperformanddeliver.

BoardMeetings

TheAOA oftheCompanyrequirestheBoardtomeetatleastfourtimesayearormorewhendul
ycalledforinwritingbyaBoardmember. DatesforBoardMeetingsinayeararedecidedinadv
anceandNoticeofeachBoardMeetingisservedinwritingwellinadvance.SuchNoticecontali
nsdetailedstatementofbusinesstobetransactedateachmeeting. TheBoardmeetsforbothsch
eduledmeetingsandonotheroccasionstodealwithurgentandimportantmattersthatrequirea

ttention.
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d) Divisionof workfortheBoardandChiefExecutiveOfficer(CEQO)

TherolesoftheBoardandChiefExecutiveOfficerareseparateanddelegationofresponsibiliti
esisclearlyestablished,setoutinwritingandagreedbytheBoardtoensuretransparencyandbe
ttercorporategovernance. Tothatend, GPhasalsoadoptedGovernanceGuidelinesforChief

ExecutiveOfficer. TheCEOis the

27



authoritativeheadforday-to-daymanagementinGP.

e) SubsidiaryRelationship

TheBoardofDirectorsofthesubsidiarycompanyofGPisobligedtoprovidetheBoardofDire
ctorsofGPwithanyinformationwhichisnecessaryforanevaluationoftheCompany’spositi

onandtheresultoftheCompany’sactivities. GPnotifiesthesubsidiaryCompany’sBoardofD
irectorsaboutthematterswhichmaybeofimportancetotheCompanyasawhole.GPalsonotif
iesthesubsidiaryCompany’sBoardofDirectorsaboutdecisionswhichmaybeofimportance

tothesubsidiarycompanybeforeafinaldecisionismade.

f) Accesstolnformation

TheBoardrecognizesthatthedecision-

makingprocessishighlydependentonthequalityofinformationfurnished. Infurtherancetot
his,everyDirectorhasaccesstoallinformationwithintheCompany. Throughouttheirtenurei
noffice,theDirectorsarecontinuallyupdatedontheCompany’sbusinessandtheregulatorya
ndindustryspecificenvironmentsinwhichitoperates. Theseupdatesarebywayofwrittenbri

efingsandmeetingswithseniorexecutivesand,whereappropriate,externalsources.

2.3BoardCommittees
Forbetter,quickerand furnished flowofinformation and
therebyexercisingeffectivegovernance,theBoardhasalsoconstitutedanumberofCommitt
eesandhasdelegatedcertainresponsibilitiestotheBoardCommitteestoassistindischargingr
esponsibilities. TheroleofBoardCommitteesistoadviseandmakerecommendationstotheB
oard.EachCommitteeoperatesinaccordancewiththeTermsofReference(TOR)approvedb
ytheBoard.TheBoardreviewstheTORoftheCommitteesfromtimetotime. TheBoardappoi
ntsthemembersandtheChairmanofeachCommittee. AbriefdescriptionofeachCommitteei

spresentedbelow:
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a. AuditCommittee

TheGrameenphoneAuditCommitteewasestablishedinlate2008asasub-committee ofthe
BoardandhasjurisdictionoverGrameenphoneanditssubsidiaries. TheAuditCommitteeisc
omprisedofthreemembersoftheBoardincludingthelndependentDirector. TheChiefExec

utiveOfficer,theChiefFinancialOfficer,theCompanySecretaryandtheHeadofInternal Au
ditarepermanentinviteestothe AuditCommitteemeetings.

TheAuditCommitteeassiststheBoard in dischargingits
supervisoryresponsibilitieswithrespecttointernalcontrol, financialreporting, riskmanage
ment,auditingmattersandGPsprocessesofmonitoringcompliancewithapplicablelegal &r
egulatoryrequirementsand  the  Codesof = Conduct.TheAuditCommitteeCharter,
asapprovedbytheBoard,definesthepurpose,authority,composition,meetings,dutiesandre

sponsibilitiesoftheAuditCommittee.

TheAuditCommitteemet7(seven)timesduring2011andattendanceoftheCommitteemem

bersinthemeetingswasasfollows:

Name Attendance
M Shahjahan 5/7
Per Erik Hylland /7
Or. Jamaluddin Ahmed FCA /7

b. TreasuryCommittee

ThiscommitteeconsistsofthreememberswhoareappointedbytheGPBoard.Allsignificant
financialmatterswhichconcerntheBoardarediscussedinthiscommitteemeetingindetail.U
ponendorsementoftheTreasuryCommittee,suchissuesareforwardedtotheBoard

fortheirfinalreviewandapproval.

TheTreasuryCommitteemet6(six)timesduring2011andattendanceoftheCommitteemem
bersinthemeetingswasasfollows:

Name Attendance
M Shahjahan 5/6
Pal Stette 6/6
Raihan Shamsi 6/6

¢. HumanResourcesCommittee

ThisCommitteeconsistsofthreememberswhoareappointedbytheGPBoard. TheCommitte
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esupportstheBoardindischargingitssupervisoryresponsibilitieswithrespecttoCompany’
sHumanResourcespolicy,includingemployeeperformance,motivation,retention,success

ionmatters,rewardsandCodesofConduct.

TheHumanResourcesCommitteemet1(one)timeduring201landattendanceoftheCommi

tteemembersinthemeetingwasasfollows:
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Name Attendance

Per Erik Hylland 1/1
M Shahjahan 1/1
Arnfinn Groven (replaced by Mr. Haroon Bhatti on August 01, 2011) 171
Haroon Bhatti (appointed on August 01, 2011) 0/0

d. Health,Safety,SecurityandEnvironmentCommittee

ThisCommitteeconsistsofthreememberswhoareappointedbytheGPBoard. TheCommitte
esupportstheBoardinfulfilling
itslegalandotherobligationswithrespecttoHealth,Safety,SecurityandEnvironment(HSS
E)issues. TheCommitteealsoassiststheBoardinobtainingassurancethatappropriatesyste

msareinplacetomitigateHSSErisksinrelationtothecompany,employees,vendorsetc.

TheHealth,Safety, SecurityandEnvironmentCommitteemet1(One)timeduring2011andat

tendanceoftheCommitteemembersinthemeetingwasasfollows:

Name Attendance
Per Erik Hylland 1/1
M Shahjahan 0/1
Dr. Mochammad Shahnawaz 1/

2.ACompliancewith Rules&Regulationsof theCountry

Compliancebuildsstakeholders'trust. Tohavegovernancecascadedrightthroughthewnhol

eCompany,theManagementTeamofGrameenphoneastheleadersofacompliantCompan
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yadoptedwaysthatassurecompliancetoallregulatoryrequirementsandinstillorganization
altrustamongsttheBoardMembers,Shareholdersandcustomers. Theregulatorybodiesma
intainaclosemonitoringprocessonGrameenphoneandhasheightenedthefocusontranspar
ency,aswellasanincreasedneedtoprovideaccurateandperiodicreportingofissues/eventsa
ndcertifications. Inthiscontext,theCompanyprovidescompletesetoffinancialstatements
andrelevantdocumentstotheSecuritiesandExchangeCommission(SEC),StockExchang
es,NationalBoardofRevenue(NBR),RegistraroflointStockCompanies&Firms(RJSC),
BangladeshTelecommunicationRegulatoryCommission(BTRC),theBoardofinvestme
nt(BOl)andallotherrelevantbodies
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1.7 Marketing Strategy:

A marketing strategy is a process or model to allow a company or organization to focus
limited resources on the best opportunities to increase sales and thereby achieve a
sustainable competitive advantage.

An organization's strategy that combines all of its marketing goals into one
comprehensive plan. A good marketing strategy should be drawn from market research
and focus on the right product mix in order to achieve the maximum profit potential and
sustain the business. The marketing Strategy is the foundation of a marketing plan.

1.8 List of the Different Types of Marketing Strategies

Marketing is a strategy used by companies to communicate with the consumer and make
him knowledgeable about the various features of their products and services. It is an
essential part of attracting the target buyers to a particular product, and companies use
various innovative or tried-and-tested techniques to stay ahead of their competitors and
make their place in the market.

Here are some of the most popular and effective types of marketing:
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Affinity Marketing— Also known as Partnership Marketing, this technique links
complementary brands, thereby creating strategic partnerships that benefit both
companies. While one adds value to existing customers by generating more income, the
other builds new customer relationships.

Alliance Marketing — Here two or more entities come together to pool in their resources
to promote and sell a product or service, which will not only benefit their stakeholders,
but also have a greater impact on the market.

Ambush Marketing — This strategy is used by advertisers to capitalize on and associated
themselves with a specific event without the payment of any sponsorship fee, thereby
bringing down the value of sponsorship. It has sub-categories like direct or predatory
ambushing or indirect ambushing by association, to name a few.

Call to Action (CTA) Marketing— CTA is a part of inbound marketing used on
websites in the form of a banner, text or graphic, where it is meant to prompt a person to
click it and move into the conversion funnel, that is, from searching to navigating an
online store to converting to a sale.

Close Range Marketing (CRM) — Also known as Proximity Marketing, CRM uses
bluetooth technology or Wifi to promote their products and services to their customers at
close proximity.

Cloud Marketing — This refers to the type of marketing that takes place on the internet,
where all the marketing resources and assets are transferred online so that the respective
parties can develop, modify, utilise and share them.

Community Marketing — This technique caters to the needs and requirements of the
existing customers, as opposed to using resources to gather new consumers. This
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promotes loyalty and product satisfaction and also gives rise to word of mouth marketing
among the community.

Content Marketing — In this case, content is created and published on various platforms
to give information about a certain product or service to potential customers and to
influence them, without making a direct sales pitch.

Cross-media Marketing — As the name suggests, multiple channels like emails, letters,
web pages etc are used to give information about products and services to customers in
the form of cross promotion.

Database Marketing — This utilizes and information from database of customers or
potential consumers to create customised communication strategies through any media in
order to promote products and services.

Digital Marketing — This strateqy uses various digital devices like smartphones,
computers, tablets or digital billboards to inform customers and business partners about
its products. Internet Marketing is a key element in Digital Marketing.

Direct Marketing — This is a wide term which refers to the technique where
organizations communicate directly with the consumer through mail, email, texts, fliers
and various promotional materials.

Diversity Marketing — The aim of this strateqy is to take into account the different
diversities in a culture in terms of beliefs, expectations, tastes and needs and then create a
customized marketing plan to target those consumers effectively.

Evangelism Marketing — It is similar to word-of-mouth marketing, where a company
develops customers who become voluntary advocates of a product and who promote its
features and benefits on behalf of the company.

Freebie Marketing — Here a particular item is sold at low rates, or is given away free, to
boost the sales of another complimentary item or service.

Free Sample Marketing — Unlike Freebie Marketing, this is not dependent on
complimentary marketing, but rather consists of giving away a free sample of the product
to influence the consumer to make the purchase.

Guerrilla Marketing — Unconventional and inexpensive technigues with imagination,
big crowds and a surprise element are used for marketing something, a popular example
being flash mobs.

By keeping in mind the distinctive features of the product, the demographics of the target
consumer and their spending power, and the current strategies of existing companies, an
effective marketing strategy may be successfully created.
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The types of marketing keep evolving with new developments in technology and changes
in the socio-economic structure of a market. | try to keep up, and update the list as things
develop. Please let me know if I’ve forgotten anything from the list by leaving a
comment.

Chapter 2.0 Marketing Strategy of Grameenphone :
2.1 Grameenphone Product Mix

A product is anything that can be offered to a market and that is potentially valued by
atarget market for the benefit or satisfactions it provides, including objects,
services,organization, places, people and ideas.As in a service providing business
Grameenphone provides different types of service inits market as its products. In
telecommunication business coverage and quality is moreimportant than the number of
product or service offered. With its best coverage and goodquality Grameenphone has
become the number one mobile operator in Bangladesh.Grameenphone has categorized
its products in two types. These are

1.Standardized and

2.Customized Products.

Products

Standardized Customized

Pre-Paid Post-Paid

Standardized Product
Standardized Product also has been divided into two types: Pre-Paid and Post-Paid.
Pre-Paid The brand name of prepaid products is Smile Prepaid Standard and Smile
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(Mobile to Mobile).

» Smile (Prepaid Standard)

+ Shohoj Package

 Aapon Package

» Bondhu Package Smile Standard prepaid allows consumers to make and receive ISD
and NWD call inall telecom operators.

» Smile (Mobile to Mobile) Smile Mobile to Mobile allows its consumers to make and
receive call from any mobile Postpaid

» Xplore Xplore is the brand name of post paid product of Grameenphone. It is
categorized in two types:

Xplore Package 1 and Xplore Package 2.

Both of these Post-paid products has BTTB (Local, NWD, ISD and Economy ISD)
connectivity, Flexible Credit Policy, Wide collection of value added service(SMS,
EDGE, Welcome Tune, Voice Mail, Voice SMS) and International Roaming facility

Customized Product

®Business Solution” is provided as a customized service to different medium and large
organization and Professionals. This customization allows interesting call and sms charge
among the member of the organization, fax and internet service within the organization
branch. The customized service of one organization is never told to other or disclosed.
Separate Strategic Business Unit (SBU) is responsible for the success of each of this
product. As the way, this organization has proved that SBU is important for the successof
a product in its market. Interestingly &d-juice”, which is claimed as a life style brand of
Grameenphone, is not mentioned with this product line Branding.

The name or names that identify a company’s products can be very important in
positioning them. The brand name distinguishes a product from competitor’s products. A
strong brand identity creates major competitive advantages. A brand that is recognized by
buyers encourages repeat purchases. Grameenphone is successful in its products
branding. All most every prepaid mobile phone user is aware about its &@Smile” prepaid
package and business consumers are aware about @&Business Solution”. This Branding
images comes from good quality of Grameenphone’s products as well as its high
promotion activities. Corporate branding places primary emphasis on building brand
identity using the corporate name. Grameenphone has become a corporate name in
telecommunication businessin Bangladesh. Corporate branding offers the advantage of
using one advertising and sales promotion program to support all of the firm’s products.
And it is often found in Grameenphone advertisements. Corporate branding has become a
branding strategy because the product offering is relatively narrow in telecommunication
business

Grameenphone’s Strategic Analysis of Existing Products

Grameenphone regularly evaluates the performance of its product. This evaluation of the
performance of the product portfolio provides its management with diagnostic
information to guide its strategies for new products, product modification, and product
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elimination. But the strategic analysis of existing products requires tracking the
performance of the products in the portfolio, as shown below:

2.2 Literature review

The strategic situation analysis considers market and competitor analysis, market
segmentation and continuous learning about market.

Designing marketing strategy examines customer targeting and positioning strategies,
relationship strategies and planning for new products. Marketing program development
consists of product, distribution, price and promotion strategies design and
implementation to meet the value requirement of targeted buyers.

2.3 Marketing strategy process
Strategic situation analysis

Marketing management uses the information provided by the situation analysis to guide
the design of a new strategy or change an existing strategy. The situation analysis is
conducted on a regular basis after the strategy is under way to evaluate strategy
performance and identify needed strategy changes.

» Market vision, structure, and analysis
* Segmenting market
* Continuous learning about markets

2.4 Designing market-driven strategies

Strategic situation analysis phase of the marketing strategy process identifies market
opportunities, defines market segments, evaluates competition and assesses the
organizations strength and weakness. Market sensing information plays a key role in
designing marketing strategy. Which includes,

 market targeting and strategic positioning
 marketing relationship strategies
* planning for new products

2.5 Market-driven program development
Market targeting and positioning for new and existing products guide the choice of
strategies for the marketing program components, product, distribution, price and

promotion strategies are combined to form the positioning strategy selected for each
market target. The marketing strategy implement the positioning strategy. The objective
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is to achieve favorable positioning while allocating financial human and production
resources to markets, customers and products as effectively and efficiently as possible.

2.6 Following sub points are including:

* strategic brand management
« value chain, price and promotion strategies

Implementing and managing market-driven strategy
Selecting the customer to target and the positioning strategy for each target moves
marketing strategy development to the action stage. This involves designing the

marketing organization and implementing and managing the strategy.

* Designing effective market-driven organizations.
* Strategy implementation and control

Findings

Strategic situation analysis

2.7 Market vision, structure and analysis

®&To be the leading provider of telecom services all over Bangladesh with satisfied
customers, shareholders and enthusiastic employees”. GP has a dual purpose: to receive
an economic return on its investments and to contribute to the economic development of

Bangladesh where telecommunications play a critical role.

The mission is to provide value at an economic cost, process in diversity, and continue to
contribute to growth of industrialization in Bangladesh by being the market challenger.

GPs market structure is very strong to other telecommunication company’s. GP create an
excellent distribution channel to serve their product. GP also set a strong networking
system.

GP always analyze the competitor markets because competitors are suddenly launched
new package and also low call rates.

Segmenting markets
Basically they segment their market in considering two factors; one is demographic and

another is geographic.
Geographic segmentations call for dividing the market into different geographical units
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such as countries, state, cities etc. GP provide international roaming system for there
customer to use other country.

Demographic segmentation divides the market into group based on variable such as age,
gender, family size, lifecycle, income etc. GP offers GP national for all kinds of
customers.

2.8 Continuous learning about markets

Basically future market forecasting is very difficult. Although they try to learn about the
market through using the researcher. The researchers continuously conduct survey and
other method to gather current market situation in whole over Bangladesh and
periodically submit their report to the superior. Through a recent study shows customer
like to purchase low call rate service and various extra offers like internet, MMS, GPRS,
News update, Health line etc.

Chapter 3.0 Designing market-driven strategies
3.1 Market targeting and strategic positioning

Marketing segmentation reveals the firms market segment opportunities. GP now
evaluates the various segments and decide how many which wants to target. Now the
targeting market of GPs most probably young generation because now they provide some
attractive offers to attract the teenage people.

GP try to make their positioning strategy combining with the lower call rates and offering
attractive benefits and promotions to customer.

43
3.2 Marketing relationship strategies

GP make a strong marketing relationship may include subscribers, marketing channel
members, suppliers, competitor analysis and internal teams. They organize periodically
conference with their distributor and try to motivate them by providing reward, extra
incentives, gift hamper; sometimes it depends on sales performance. They make relation
with customers through basically providing best network service and sometimes also
providing promotional offer by making public relations such as sponsoring social
program. GP also sponsored Bangladesh national cricket team to buildup a relationship to
all kinds of people.
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3.4 Planning for new product

GP are always try to launched varieties types of new services like health line, voice SMS,
MMS, GP world service, Mig33 and welcome tunes etc to attract the consumers. GP also
provide their D-juice subscribers at .30 Tk per minute at 12.00 am to 6.00 am and their
smile subscribers at 1.20 tk per minute at 9.00 am to 4.00 pm. They always concern about
the quality service at competitive low call rates and select the required distribution
channel as target customer easily take their service.

Chapter: 4.0 Problems and Prospect of Grameenphone
4.1 Problems

Sometimes poor network is the vital problem for the subscribers due to some planned
works. Still all the people of Bangladesh are not under GP network coverage and scope
are still there. Grameenphone provides less facility for the subscribers. It charges more
for any services than other operators. Call waiting time in hotline is high. Sometimes
users’  dissatisfaction arises due to wunavailability of connection facility
while there is some planned work or technical up gradation. Not enough facilities for
subscribers. For example, prepaid subscribes are still getting one friends and family
number for low charge while other operators are giving five friends and family numbers.
So GP is losing product attractiveness. The only way for application, suggestion or any

valid reason of any subscriber they need to send FAX which is complicated, time
consuming, expensive and also difficult from a remote place. Employee motivational
training is not improving. Recently Grameenphone Ltd. Charges for transportation
facility even for the employees who usually do their office at odd time (other than 8am
to 5pm). 44

Recently it creates huge employee dissatisfaction. Current limit for post paid subscribers
(tk500) IS not justifiable for some valued subscribers.
More emphasis in profit making. Most of the customers in Bangladesh are illiterate.
Sometimes it becomes very difficult to make them realize about the new product and
offer.

4.2 Prospects
5.1 In spite of having some problems, prospect of Grameenphone Ltd. is very good for

the EDGE service is excellent. Now the subscribers can get a faster internet, wap and
mms services. New offers like group talk, EISD, free BTTB and ISD incoming call have
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been introduced and there are so many upcoming events. New value added services like
pay for me service is going to make the Grameenphone’s product more attractive.

High-quality customer service and customer manager have made Grameenphone unique
than other operators. Country best call center makes the customer satisfied. In 2007 its
target is to be the best call center in South-East Asia. Strong management team, highly
committed employees and good corporate environment of Grameenphone are helping the
company to sustain as the market leader. Online solution (grahokkotha online) is making
the organization more acceptable than other operators. Now a day, mobile phone is a
necessity, not a luxury. So the prospect of mobile industry is very good. Grameenphone
has still has the opportunity to provide better product and services to attract more
customers. As Grameenphone gathered lot of confidence of customers by providing
better services, the prospect of Grameenphone

4.3 Definition of Marketing Strategy:

A marketing strategy is a process or model to allow a company or organization to focus limited
resources on the best opportunities to increase sales and thereby achieve a sustainable competitive
advantage.

An organization's strategy that combines all of its marketing goals into one comprehensive plan.
A good marketing strategy should be drawn from market research and focus on the right product
mix in order to achieve the maximum profit potential and sustain the business. The marketing
strategy is the foundation of a marketing plan.

Conclusion

Finally we can say that Grameen Phone is the best. The subscribers and consumers
perception about this mobile company are approximately good. After examine of its
marketing mix (Product, price, place and promotion) marketing segmentation and
competitive position we can say that it is a world class cellular company and applying
better marketing method. Finally we want to say that the marketing strategy and
policies of Grameen Phone are world class and better than the other mobile company’s
in our country.
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