Business Case Study

CanCom

Business Strategy

In 2009, the board of directors at CanCom met with an intention of discussing expansion.  For 16 years, the company has provided internet solutions to local and regional businesses and private consumers in Ontario.  Technology advances in internet communications has made it easier to set up and deliver solutions to a wide variety of customers.  In addition, recent data shows that more than 84 percent of Canada’s population uses the internet, which is up from 67.5 percent in 2005. 

Therefore, CanCom leaders have decided to make an effort to become a North American leader in internet solutions and needs a new company branding and communication strategy.  

A new branding and image strategy must be implemented to make it more recognizable to both old and new customers all across Canada.  The board of directors at CanCom has agreed to hire an independent consulting firm that specializes in branding and PR.  CanCom will ask the consultants to provide business strategy advice, including analyzing CanCom’s current strategy, determine improvements, focus on competitors, and offer financing solutions. 

Company Background

Canadian Deregulation

In 1993, the Canadian Telecommunications Act was passed, effectively eliminating monopolies in the telecommunications industry.  Advances in communications technology had paved the way for private businesses to offer services to provincial customers.  Without the fear of monopolistic bullies, smaller businesses emerged in an open telecommunications market.  With so many companies vying for their niche and market share, competition was healthy and offered customers choices they never had before.  

CanCom was formed in the Province of Ontario shortly after deregulation by a few executives, Bill Underwood and Darin Rettinger, from Bell Canada who were weary of the monopoly giant’s tactics and strict corporate policies that did not favour the customer.  Seeing a growth in a new communications form known as the World Wide Web, the pair decided to focus on providing internet connectivity solutions to homes and businesses.

Company Evolution

CanCom became a high quality dial-up internet provider to residents and businesses in Ontario.  Technology developed and improved quickly during the 90s, and soon customers were not just happy with dial-up internet speeds.  Broadband and high-speed internet access was in popular demand by the year 2000.  

As broadband solutions improved, so did the service offerings from CanCom.  In the 2000s, CanCom set out to be a leader in providing high speed internet access using DSL, Broadband, and Cable solutions, and later with Wi-Fi and mobile high speed access.  

The more users wired into the internet system, the more prominent the threat of virus infection and hacking grew.  Thus, internet security also became a top priority for CanCom in the 2000s.    

As of 2008, CanCom was a prominent leader in offering high speed internet connection for home and business, mobile high speed connectivity, and internet security within the Ontario Province.

Current Operations

CanCom’s main service areas are data and information services, as well as advertising directory services related to internet search databases.  CanCom employs about 800 people who are trained in providing dedicated customer satisfaction.  Their goal is to make the experience simpler and easier for the customer.  The company is committed to quality and marks it as the top component in its service offerings.  Its business practices are characterized by high quality and integrity, which stretches at a top-down level from executives to interns.

CanCom is headquartered in Toronto, Ontario, where they have focused on offering internet solution to Ontario customers since 1993.  CanCom offers the latest in high-speed data services that enhance and improve business operations and home internet connectivity, including secure DSL, Fibre network, Ethernet, Wireless and Dial-up solutions.

The company has a proven record of dependability and a rich history of leadership and innovation.  They have become a leader in the Ontario market with strong community and provincial ties.  

Future Direction

In looking to the future, the company wants to remain flexible and resourceful in the data and information services industry.  With their success in Ontario, they feel it is time to promote their services and offerings to the greater Canada market.  In order to make an impact on the national market, however, CanCom needs a message that they can deliver that highlights the CanCom identity and brand.  

CanCom wants to maintain their roots in Ontario and promote their unique advantage in the province, while at the same time create a new image that is consistent with their brand of quality.  A current branding strategy has emphasized their strong customer service focus, and their hope is to bring new and easier data and information solutions at a reasonable price to all of Canada.

The Market and Industry

The Canadian telecommunications industry has grown considerably during the last 16 years since deregulation took place.  Still, there are many recognizable companies, both from Canada and the United States, that make up the bulk of the market share for telecommunication services.  

The biggest telecommunications companies in the internet provider sector control about 95% of the cable television and internet provider market.  The two most prominent companies are Shaw Communications and Rogers Communications, Inc.  With 95% of the wireless market share held by these companies, CanCom must find its niche in the national high-speed internet access provider market.  

As of the year 2000, only 12% of Canadian households were hooked into high-speed broadband internet connections.  By 2008, the number of broadband users increased to 84.3%, or about 28,000,000 Canadian users.  

Competition

Major competition in the high speed internet arena comes first from the Rogers Communications, Inc., which is the largest cable television and internet provider in Canada.  Rogers also has wide penetration in the Canadian wireless, long distance, and home phone services.

Shaw Communications is the leading competition for Rogers in total market share.  Shaw controls a number of companies that provide cable, satellite, and telecommunications products across Canada.  

Other competitive high speed internet businesses in Ontario and throughout Canada include SwitchWorks, Acanac, Inc., Odynet, Inc., and Velcom.  Each of these competitors has made efforts to provide a wide variety of internet solutions to both residential and commercial customers in Canada.  

Current Branding Strategy

Communication Objectives

CanCom has devised a branding and marketing strategy to help promote it as a major competitor in the internet provider sector of Canada’s telecommunications industry.  CanCom relies on its strengths to aid its promotional efforts, which include:

· Customer focused

· Excellent and proven customer service track

· Competitive prices

· Committed to quality

· World-class products for both business and residential

· History of innovation and leadership

· Strong Ontario market leader

· Community ties in Ontario

Desired Positioning

CanCom wishes to put its business and products in relative comparison to the major players of Canadian internet providers.  In the collective minds of the target market, consumers should see CanCom as a leader not just in quality internet service, but as THE leader in customer service and satisfaction.

Desired Image Goals

CanCom has set goals in which it hopes to meet in the public consumer eye.  These include:

· Accessible

· Open/Responsive

· Trusted

· World Class

Identity

A new identity will be designed to make CanCom more identifiable to more consumers.  This will entail:

· Creating a new logo.  The old logo will be retired, and a new professionally designed logo will take its place and be introduced to customers.

· Colours.  The colours associated with CanCom branding will be redefined as well.  Colour goals are to be a warm, friendly, yet tech-savvy scheme.

· Slogan.  A new branding slogan will be introduced as well, emphasizing CanCom’s strength to the customer.

Internal Culture

In order to succeed with a new national branding strategy, CanCom needs to motivate its 800 employees to support the branding program.  The employees need to know what the new branding represents and what it promises for the future of CanCom.  Therefore, the internal campaign will focus on the following:

· The goal is to create loyalty to the company and develop an emotional tie to the new branding strategy.  

· Old brands will be ceremoniously put to rest and an enthusiastic “charge” will proceed with the new ones.  CanCom will dignify the past and celebrate the future.

· Employees will be trained companywide to live the new brand and serve customers within the new brand.

Brand Financing

Of course, CanCom’s branding strategy does not come for free.  The main source of financing will be its own cash reserves.  Executives determined a few years ago that a national branding strategy may be needed in the near future and started saving a portion of its profits in liquid assets.  Approximately $10 million has been earmarked for branding campaign efforts.

The company will need additional capital to finance the branding strategy and will sell additional shares of stock.  Estimated capital to be raised in this manner is about $5 million.

External Help

Now that CanCom’s background and business strategy has been laid out, you are charged with consulting the business on improving on their bid for brand replacement and national market penetration.  CanCom would like you do address the following issues:

· What are the goals that could be added or improved upon?  

· Will the implementation strategy as outlined be successful or will additional steps need to be taken?  

· What aspects of CanCom’s service offering could be focused on more to improve their strategy?  What aspects could be improved or added that would lend a hand in promoting a new image?

· What slogan would you recommend for the new CanCom logo?  Is there improvement to the logo that would help their branding efforts? 

· What strategies could CanCom make to penetrate the large market share held by Rogers Communications and Shaw Communications?  Should they consider buying out smaller regional companies?

· Will the internal financing of CanCom’s branding effort be sufficient?  Should additional debt equity be considered?  Should outside financing be considered as well?

· How long will it take to make CanCom’s branding efforts a success?  What is the market share potential?  

EXHIBIT 1

Canadian Internet Usage Statistics
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	YEAR
	Population
	Users
	% Penet.

	2000
	31,496,800
	12,700,000
	40.30%

	2003
	32,050,369
	20,450,000
	63.80%

	2005
	32,440,970
	21,900,000
	67.50%

	2008
	33,212,696
	28,000,000
	84.30%


