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Abstract 
 
Purpose  - The purpose of the thesis is “To explore the Thai ICT market and identify 
differences with the leading market”  Where the research questions are: 

1. How are the main actors influencing the ICT market in Thailand? 
 

2. How can the ICT market in Thailand be improved by identifying the gaps to 
the leading market? 

Method – For reaching the purpose a qualitative case study has been carried out, 
methods that are used are interviews, observations, document studies and literature 
study. Secondary data has been collected from document studies and was compiled in 
excel documents. Primary data has been collected from interviews, employees at 
Ericsson in Thailand has contributed when gather data about organizational 
culture.  Interview with representatives from institutions in Thailand were made to 
achieve current data. Interviews were made to receive a primary source of information 
with high focus on the thesis subject and strengthen by secondary data.  
Findings – The most urgent problem to improve the ICT market in Thailand is to 
develop the infrastructure. The infrastructure needs to be developed in rural areas and 
urban areas. Institutions in ICT need to do active work on the market in order to 
expand and develop the market. Service operator’s needs to standardise and offer less 
price plans in order to minimize confusion among the consumers. The consumers  
need to increase their usage of ICT services in order to decrease the gap to the leading 
ICT market. One solution could be that the government push the development with all 
actors on the ICT market. Changing the foreign business act can lead to investments 
needed to expand the infrastructure. Further, creating a demand of higher technology 
from the consumer’s perspective will pressure the actors to develop robust network of 
high technology and benefit future development of technology.    

Implications – This study has been carried out on location in Thailand but 
communication has not been made in the national language in Thailand, which can 
contribute to misunderstandings of data. The study´s result is strengthened by being 
on location in Thailand, gathering primary data by interviews and do observations on 
place in the target environment.       
Delimitations – The delimitations have been made to look at the ICT market from 
Thailand’s perspective with learning’s from Sweden. Further, delimitations to explore 
the main actors that are influencing the market has been done. A market has many 
environmental forces and they needed to be restricted in this study.  
Keywords – Telecommunication, ICT, Thailand, Actors, Internationalization, 
Benchmarking, Culture, Strategic Management, Sweden 
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1 Introduction 
 
This chapter highlights the importance of research area. The background introduces 
the reader to globalization and how the environment affects a company. Further the 
factors involved in business performance are introduced. A clarification on how 
culture differences in countries creates gaps in markets. Thereafter the purpose of the 
study is presented with the research questions. The chapter also includes limitations 
and thesis outline of the study.  

1.1 Background 
Globalization has led to increased competition among firms all around the world, 
which means each firm compete against other firms in countries with geographical 
distance (Mentzer et al., 2004). Internationalization has further led to firms are 
expanding their products and services into different nations (Amann, 2003). Different 
nations differ from each other in external environment with aspects of history, laws, 
rules and culture (Hofstede, n.y). 
 
Business environment is complex and dynamic (Hong et al., 2011) and, to cope in a 
complex environment on global markets, firms are increasing focus on strategic fit 
and assess cross-functional alignment through the firm (Child & Rodrigues, 2005; 
Rauniar et al., 2008). A firm reach strategic fit when the alignment of goals is aligned 
with the competitive situation on the market (Hong et al., 2011). Strategic fit is 
defined to which degree an organization matches resources and capabilities with 
opportunities in the external market (Sjöstrand, n.y.). Theories of fit in strategic 
management between flows of investment from emerging markets and institution 
consider fit between the environments, strategies, structures, resources and practices 
of the firm. For a multinational firm, the fit must be adjusted along more dimensions, 
domestically, abroad and in the global environment (Gammeltoft et al., 2012). The 
external environment for a multinational company home market differs from the 
external environment in the host country (Luo & Tung, 2007). To achieve fit in the 
environment organizations has to adapt to the environment according to contingency 
theory (Amann, 2003). Organizations internal and external alignment depends on how 
to fit characteristics of the organization with contingencies that corresponds to the 
situation of the organization (Burns & Stalker, 1961).   A contingency in many 
developing economies is the extent to which a firm has a privileged position towards 
the state (Gammeltoft et al., 2010). This contains access to beneficial finance, foreign 
exchange assistance, technical support, privilege in domestic markets and state 
ownership (Buckley et al., 2007). When a firm operate towards its goals in an aligned 
environment where teamwork and cross-functional cooperation are norms, and deep 
commitment is preferred, conflicts are voiced and solved the firm is more likely to 
reach its goals (Larson & Gray, 2011). 
 
One emerging economy that is influenced by high competition is the ICT market and 
that has lead to increased strategic interactions of operators (Cricelli et al., 2011). On 
the list of Network Society City index, Stockholm in Sweden is leading and Thailand 
is not counted, but a big growth is seen in developing countries like Thailand (Srinuan 
et al., 2011). According to Hofstede (n.y.), culture is an important aspect when to 
operate in one nation because it enables a group to function smooth. Culture is 
complex and developed during time and affects individual’s behavior and is a base for 
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actions. Common beliefs and sociality in a group of people can be categorized in 
levels of nation, organization, genders, religion and so on, where people share 
common beliefs and norms (Hofstede, n.y). According to OECD (2013) the ICT 
market is in need of change to be able to grow, area of change is in competition, 
business environment and security and trust. Thereafter to draw benefits from ICT 
market and make it more effective, barriers is in need of improvement for a better fit 
on the market (OECD, 2013). The regulatory policies for competition and the demand 
in the specific market can be fundamental for the development of the market (Halkos 
& Tzeremes, 2007).  The fit for one company in one market has to be aligned with the 
country's culture to achieve success. The alignment can be benchmarked to another 
company in a leading markets country to see connection between actors and 
opportunities for improvement. Benchmarking is a tool to improve business 
performance in a wide range of measures and is an important part of international 
management (Gogazan, 2012). According to contingencies in the market a 
benchmarking to compare and develop practices cannot be directly imitated because 
of different cultures but used as a tool to detect improvements (Lai et al, 2011; Blau & 
Mayer, 1989; Hofstede, n.y.).   

1.2 Problem description 
Cultural distances1 are often referred to as the main differences in values and norms 
between home and host countries of their foreign operations (Kogut & Singh, 1988). 
Different norms, values and beliefs often create big challenges in the process of 
communication and management when a company enters a country with cultural 
distance (Chang et al., 2006). Confucianism that forms a stable society by hierarchy 
of unequal relationships ranking influences Asia cultural views. Asian culture is 
influenced by hierarchy, collectivism, wisdom, and indirect communication styles, 
weak eye contact, ambiguous and is promoted by age or seniority, fixed loyalty and 
job rotation. On the other side, western cultural are influenced by democracy, social 
justice, equality for women, individualism and the communication style is direct, 
polite, strong eye contact and promotion by achievement and job specialization with 
professional mobility (Moran et al. 2011). 
 
When organizations are present in their home institution environment they respond to 
pressure and will adopt norms, values and structural features compatible to this 
environment. That adaption also characterizes the relationship with the stakeholders. 
Organizational theories are incomplete because it is missing a common model that 
separates different organizational cultures (Licht et al., 2013). 
 
There are good possibilities to improve a firm's performance with learning’s from a 
best-case example of a firm from a theoretical and empirical point of view. Over the 
last three decades a multiply methods for international business research has been 
revealed (Melin, 1992). The problem that arises is a lack of concurrence in the 
concepts of internationalization and the theory is blurred with multidisciplinary 
character in the area of internationalization (Toyne, 1989). One reason to this is 
cultural distance in a firm on different locations is associated with difficulties, and 
                                                
1 Cultural distance/Physical distance is defined as the difference between countries within Language, 
politics, cultural, norms, religion, education and business, here referred to as culture distance and 
difference. (Melin, 1992) (Johanson & Vahlne, 2003) 
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situation that prevails is improved when this distance are reduced (Hoon-Halbauer, 
1994). The literatures are lacking in improvement by connections between 
benchmarking and identify the cultural differences to the leading market. Few 
theoretical and methodological structures exist for analyzing the data in 
benchmarking, firms need to find the “best” companies to study and emulate to 
improve different measures (Forker & Mendez, 2001). Emulate the best companies 
can be done in an international benchmarking, globalization and advanced 
information technology has increased the opportunities to do international project but 
needs to be analyzed with the perspective of national differences (Forker & Mendez, 
2001; British quality foundation, n.y.). To have knowledge about the foreign market is 
necessary to survive on the market. It is important to know about culture in terms of 
language, organizational culture and laws that are different between countries (Melin, 
1992). From a theoretical standpoint, it has been proven that knowledge of the foreign 
countries’ situation decreases the cultural distance (Amann, 2003).  Benchmarking 
can be performed from a best-in-class, competitive and industry level. To improve 
from a best-in-class firm, a study of how a specific function is carried out needs to be 
done in order to determination of gap between the functions. Further, establishment of 
process differences and adjustment of goals needs to be done to implement new 
practices in the own firm. When the gap between the comparing function is identified 
there is opportunities for improvements (Camp, 2006).  
 
Thailand is comparably late in adopting pro-competitive regulation in 
telecommunication sector. Competitive environment will be a way to increase quality 
and technology in the ICT market. The regime that prevails in Thailand is a 
considerable obstacle of Thailand's efforts to develop competition in ICT sector. It is 
an opportunity for Thailand to get experience from other countries in order to 
implement best practice regulatory policies (Xavier, 2008). ICT market has not been 
studied much, especially not in Thailand. Benchmarking is an important tool of any 
quality-focused business and provides important data that helps reduce uncertainty in 
work for business professionals. The measured results can lead to the setup of realistic 
goals and also keep them achieved and sustained (Demeo, 2011). Sousa and Voss 
(2008) claims that it is universally known that best practice in a wide range of 
activities leads to superior performance. Doubt have been raised as to their universally 
validity since previous studies are typically survey-based and miss out on contextual 
richness such as relationships between these variables that arises organizational 
uncertainty. Organizational uncertainty is connected to the ever-changing 
environment forces that affect the organization (Sunesson, n.y). 

1.3 Purpose and research questions 
The problem description clarifies that the Thai ICT market is in need of development 
to approach the leading market. Thailand has different environment from the leading 
market and these differences need to be identified in order find the gap from the 
leading ICT market. Suggestions for improvements to develop the Thai ICT market 
towards the leading ICT market will be given from the gap. Therefore the purpose of 
this study is: 
 
To explore the Thai ICT market and identify differences to the leading market. 

To answer the purpose of this report it has been broken down to two research 
questions. To explore the ICT market it is important to know in what way the actors 
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are influencing the market. According to Kotler & Keller (2011) the marketing 
decisions are strongly influenced of the political and legal environment, which 
includes the government, government agencies/institutions and groups that is strongly 
influencing the market. The main actors on a market are the company, suppliers, 
distributors and the consumers, which represent one aligned force in the market 
(Kotler & Keller, 2011). Thereby the main actors and the political legal actors are 
stated as main actors in this study, they are affecting and being affected of the market. 
The first problem statement is: 
 
1) How are the main actors influencing the ICT market in Thailand? 
 
To improve an organization by benchmarking it is important to decrease the gap 
between the learning organization and the leading organization (Camp, 2006), thereby 
the gap is going to be explored of the actors in the Thai ICT market and the leading 
market. When a gap is identified between the actors in the different countries there is 
possibilities to improve the market in Thailand. Sweden is world leading in ICT 
which makes it a best-in-class market for the Thai ICT market to take learning’s from. 
Thereby the second problem statement is: 

               
2) How can the ICT market in Thailand be improved by identifying the gaps to 

the leading market?  
 
To be able to answer the research questions and thereby meet the purpose, a 
qualitative case study at Ericsson Thailand LTD has been made. Ericsson Thailand 
LTD is a suitable company for this study because it is an international company in the 
ICT market and it has connection to other actors on the ICT market in Thailand. 
Ericsson is invented in Sweden and the home environment is located in Sweden and 
the host environment is in Thailand. 

1.4 Delimitation 
The thesis work has been limited due to the study's extent. Delimitations to policies 
and regulations, from government and institutions, that has a major impact on ICT 
market actors in Sweden and Thailand has been investigated. This is because the 
purpose of the study is to explore the ICT market in Thailand by comparing it to 
Sweden. Delimitations to laws about foreign established companies will only be 
processed in Thailand and not in Sweden. This is because the case company is 
originating from Sweden and will therefore not involved in laws regarding foreign 
affairs in Sweden. Institutions that will be investigated are NBTC in Thailand and 
PTS in Sweden. NBTC and PTS are institutions formed by the government in each 
country and have power to govern the actors in the ICT market in agreed way from 
the government. The study has been explored from a network supplier point of view 
and company culture will be limited to the case company. The major mobile operators 
and fixed network operators have only been taking in account with the parameters that 
consumers will consider when choosing an operator. The customer usages that have 
been included are network usage, calls, subscriptions with mobile and fixed network 
and texting. For areas that are included within ICT, see figure 1. 
 



Introduction 

5 

 
Figure 1 - The thesis delimitations 

 
 

1.5 Outline 
 
The report is structured in six chapters with several subchapters, which is illustrated 
by Figure 2. The figure is clarifying a structure and connections between the chapters. 
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Figure 2 - Thesis work outline 

 
Chapter one introduce the subject of the report, provide background information of 
the context and describes the problem to the reader, which leads to the purpose of the 
report and the research questions. The chapter ends with limitation and scope to 
describe the focus of the report and how the report is constructed. In chapter two a 
description of the methods and approach that have been applied in the thesis are 
given. The methods have been chosen so that the report’s purpose will be reached. 
Thereafter chapter three will present the theoretical framework, which is the base for 
the data analysis. The theories are described from an objective point of view to give 
the reader basic information of the theories used. The empirical chapter present data 
of the actors in the ICT market in Thailand today and also data from the Swedish ICT 
market. Chapter five is based both from theories and empirical data with the aim to 
answer the research questions. Further the discussion of the analysis and the methods 
used will be occurring in chapter 6 with the aim to answer the purpose of the thesis. 
The thesis ends with reference list and appendix. 
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2 Methodology 
This chapter includes how information is collected, how data has been analyzed and 
how it has been applied through a case study. This methodology process explains how 
the study has been carried out. In the end of the chapter a discussion about reliability 
and validity of the study are made.  

2.1 Study design 
A qualitative case study has been carried out in order to answer both research 
questions, see figure 3. There are different types of research methods that can be 
applied when different conditions exist depending on type of research questions. The 
research questions can be evaluated from the form of research question, the extent of 
control a researcher has over actual behavioral events and the focus on contemporary 
events. The case study approach has been chosen because of the various types of 
evidence to strengthen the study as, documents, artifacts, interviews and observations. 
A qualitative case study should be used when research questions seek to explain more 
in depth “how” and “why” description of how a social phenomenon works (Yin, 
2009). The case study has been carried out with an exploratory motive, it is used when 
the problem is not clearly defined and can posit an explorative relationship (Yin, 
2014).  
 
 

 
Figure 3 - Connection between methods and research questions 

2.2 Work process 
The work process can be divided into five different phases. The first phase is pre-
study where course material is explored, literature about possible framework are 
reviewed, basic facts about the case company are gathered and first meeting with the 
company took place. Literature study is the following phase parallel with pre-studies 
and strategy and methodology phase, this is the most comprehensive phase and it last 
almost during the whole period. Strategy and methodology is the third phase that 
includes how the study is going to approach the problem in a strategic manner and 
methods are chosen. The fourth phase is the case study and includes the empirical 

Case	  study	  &	  Literature	  study	  

Research	  quesYon	  1:	  How	  are	  the	  main	  
actors	  influencing	  the	  ICT	  market	  in	  
Thailand?	  

Research	  quesYon	  2:	  How	  can	  the	  ICT	  
market	  in	  Thailand	  be	  improved	  by	  
idenYfying	  the	  gaps	  to	  the	  leading	  
market?	  	  
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work of this study. The last phase is data analysis where all the gathered data is being 
analyzed and the research questions are being answered. In figure 4 the five phases 
and time load during the thesis is shown.  
 
  
 

 
Figure 4 - Timeframe during the thesis work process 

During the pre-studies it was essential to find an academic base for the problem that 
the company had. When a problem that was relevant to explore was identified, the 
literature study begun to be able to write purpose of the thesis and write problem 
description.  More comprehensive literature studies resulted in a complete purpose 
and problem description.  
 
The second phase was the literature study and the most time consuming, 
comprehensive phase and it lasted from the middle of January to the end of April. 
This phase was carried out to find suitable theories relevant to our investigation. The 
literature study was systematically done in ways of searching for keywords, journals, 
databases and snowballing sources in other articles to find information about the 
subject of the thesis. Parallel to the literature study the theoretical framework of the 
thesis was shaped. 
 
Strategy and methodology phase was about how to approach the investigation. This 
phase is focusing on which methods and strategies to use in the empirical study to be 
able to answer the research questions with a credible result. Due to the intensive 
literature study the appropriate strategy and method became clear.  
 
The gathering of empirical data lasted from beginning of March to the end of April. 
This phase concerns gathering primary and secondary data from the actors. The 
methods for data collection were applied during the whole phase to gather necessary 
empirical data to answer the research questions and fulfill the purpose. The collected 
empirical data were documented continuously during the case study phase. 
 
During the analysis phase the collected empirical data was analyzed together with the 
theoretical framework and compiled. The differences between Thailand and Sweden 
was stated and analyzed. 
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2.3 Approach 
A researcher can use different research approaches like induction, deduction and 
abduction (Ghauri & Gronhaug, 2005). Deductive approach is the basic form of 
reasoning and it starts with a hypothesis, which is tested to reach a specific and logical 
conclusion (Prawitz, n.y).  This study builds on existing theories, which are tested in 
the thesis and the study is therefore a deductive approach.  This thesis is exploring the 
emerging ICT market in Thailand and the stable market in Sweden from a set of 
theories, the dynamic environment data is gathered and then analyzed for results by 
the theories.   

2.4 Literature studies 

Literature Studies contained books, articles and thesis. Most of the literature was 
gathered from different databases accessed by Jönköping University Library while a 
few was gathered from government website, official websites and other databases 
such as Google Scholar. Literature studies have been used for background, problem 
description and theoretical framework. Table 1 shows the keyword that was used in 
order to find relevant theory within the subject. The majority of the searches were 
made of area and specific words. 
Table 1 - Research words 

 

2.5 Data collection 
The methods used in the case study for gathering data are presented below. A case 
study can be based on data collection such as interviews, questionnaires, observations 
and document (Eisenhardt, 1989), which is the methods used. 
 
According to Yin (2009) there are two types of data, secondary and primary data. 
Primary data has been collected through interviews and secondary data has been 
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collected through documents. Interviews have been one important method in this 
study because it is one of the most important sources of case study evidence (Yin, 
2014). Interviews provide guided conversation with focus on case study topic, 
because during the case study questions will be fluid rather than rigid (Rubin & 
Rubin, 2011).  Document studies have been used as evidence to collect data in the 
extent where relevant information is available. Yin (2014) claims the most important 
use of documents is to corroborate and augment data from other sources and also to 
collect specific details and information, which is the purpose it has served in the 
study. Physical artifacts and direct observations is used in a case-study because of its 
setting in real world of the case. Relevant social and environmental conditions are 
available for observation and indicate about culture in an organization, direct 
observations has therefor been a great indicator to increase trustworthiness of other 
data sources (Yin, 2014). Since this study is exploring the Thai ICT market, personal 
communication in Thailand has been the most important source to validate 
information among the options available. Document studies have been a major part to 
collect specific statistics and numbers of data in this study, also to corroborate and 
augment data from interviews. Indications on physical artifacts and direct 
observations have been explored further in interviews and documents. 
 
According to Mills (2003) triangulation means that one cannot rely on one single 
source of data. One type of triangulation can be made of data sources which includes; 
documentation, archival records, interviews, surveys, observations and physical 
artifacts (Yin, 2009). Triangulation in data sources including documentation, surveys, 
interviews and physical artifacts have been used in this thesis to increase the quality 
when the study by gather data and confirm data.   

2.5.1 Document studies 
Document studies have been the source for secondary data. The document study from 
laws and regulation within Thailand and Sweden was made from official documents 
made by the governments. The documents were read and the parts that were related to 
the subject was highlighted and used as a basis in this thesis. The facts collected in 
documents were validated by other sources before it was used. The laws are 
interpreted from official document made by the government and not from the book of 
law. 
 
Secondary data has been gathered from institutions of NBTC and PTS by document 
studies. Relevant parts from NBTC and PTS are used in this thesis. The data has also 
been used in interviews to ensure data and to achieve specific data that has been 
mentioned in interviews.  
 
The data - and price plans for mobile operators and fixed network was conducted 
through document studies. Short life documents were used for mapping the different 
price plans for both mobile operators and fixed network providers in Sweden and 
Thailand. 
 
When reviewing the information at each mobile operator’s webpage the information 
was compiled in an excel file. The information that was useful was; type of plan, the 
cost for opening a new call, calling, texting, MMS and data prices. It was also 
important to conduct number of free minutes, fixation, subscription price, fixed one 
time price, monthly cost and the cost per year. Monthly payments and one time 
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payment are what is included in cost per year. Shipping cost and offers was not 
included in the information. 
 
The compiled information for fixed network in Sweden and Thailand was made by 
information from the company’s websites. It was important to look at the Mbit/s for 
receiving and sending files, saving space, fixation, price per month and price per year. 
For mobile operators only the regular price was calculated and not the shipping cost 
and offers. The cost the customer pays if the loan router is destroyed or lost was not 
included in the spreadsheet. Some companies that was explored, such as Tele2, Telia, 
AIS and TOT did not have full information on their website. Therefore, with Tele2 
and Telia emails and chat conversations were used to gather the missing information. 
Emails were sent to TOT without answer. The missing information had to be 
translated to English from a Thai speaking person. In the case of missing information 
at AIS, personal communication in a sales store made it possible to complete the 
document. 
 
Further key numbers was calculated in the document. The numbers for maximum, 
minimum and average was calculated for each subject. For mobile operators, the 
subject chosen to look at was:  Price plans per operators, minutes free calls, price per 
SMS, price per MMS, price per call, data included, price per month. For fixed 
network operators the subjects that was compared were: Download speed, upload 
speed, price per month and price per year. 
 
Gathering secondary data for consumers was made from documents providing 
statistics from various sources. The collected data from Thailand could be validated 
by comparing it to NBTC official website on number of Internet user and for calls and 
texting. For complete document studies, see Table 2.  
 
 

Table 2 - Completed document studies 
 
Date Purpose	  (What) Method	  (How) 
2015-‐03-‐19 Broadband	  strategy	  for	  Sweden	  (Government) Structured 
2015-‐03-‐23 ICT	  for	  everyone	  (Government) Structured 
2015-‐03-‐23 Thailand	  Information	  technology Structured 
2015-‐03-‐23 Ericsson	  Mobility	  report Structured 
2015-‐03-‐23 Executive	  summary	  ICT	  2020	  (Government) Structured 
2015-‐03-‐30 Thailand	  -‐	  Information	  technology	  report Structured 
2015-‐04-‐06 Master	  plan	  (NBTC) Structured 
2015-‐05-‐06 It	  in	  the	  service	  of	  humans	  (Government) Structured 
2015-‐05-‐06 Strategy	  for	  regional	  growth	  work	  (PTS) Structured 
 

2.5.2 Interviews 
 
Primary data was collected from interviews. Interviews were made in order to gain 
information that was difficult to receive from other sources or confirming previous 
gathered information. The interviews that were made are shown in Table 3.  
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Table 3 - Interviews 
 

Date Person	  (Who?) Purpose	  (Why?) Method	  
(How?) 

Time 

2015-‐02-‐15 Human	  Resource	  director Company	  and	  purpose	  
discussion 

Unstructured 30	  
min 

2015-‐02-‐20	   Marketing	  Manager	   Thai	  ICT	  market	  
information	  

Unstructured	   40	  
min	  

2015-‐03-‐16 Communication	  and	  
regulatory	  affair 

Stakeholders	  information Unstructured 30	  
min 

2015-‐04-‐28 Financial	  Advisor	  to	  Tech	  
Entrepreneurs	   

Thai	  Stakeholders	  and	  
Consumer	  information 

Unstructured 40	  
min 

2015-‐04-‐28 Vice	  Chairperson,	  ICT	  Working	  
Group 

Thai	  Government	  and	  NBTC	  
information 

Unstructured	   30	  
min 

2015-‐05-‐14 NBTC	  Vice	  Chairman´secretary NBTC	  information Semi	  
structured 

60	  
min 

2015-‐05-‐12 16	  interview	  with	  employees	  
at	  Ericsson 

Culture	  at	  Ericsson Structured 60	  
min 

 

The unstructured form of interviews was necessary to apply to get information about 
the market in a flexible way. The current situation of the market could easily be 
displayed when questions was fluid. The semi-structured forms of the interviews were 
held in order to get specific and current information about the market. Structured 
interviews were made after a questionnaire. This was due to the answers had to fit into 
the Hofstede’s model and minimize the confusion and own interpretation from both 
the authors and the interviewees. A structured interview made it possible to collect 
and generalize all the answers together. 

The first interview was held in order to get information on the company structure and 
work schedule for the thesis. The second and third interview was made in order to 
obtain information about which the main stakeholders are and how are they affecting 
the ICT market. The interview was of unstructured character since the interviewee 
explained the ICT market briefly and identified the main stakeholders. Clarification 
and follow-up questions were made during the interview. The third interview was in 
unstructured form in order to obtain information about customers, stakeholders and 
also references on further sources to find information about Thai ICT market. 

The fourth and fifth interview was in an unstructured form to get information on 
politics, government and NBTC. This interview was made in order to confirm 
previously gathered data.  
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The sixth interview was held in order to gather data about NBTC and what practical 
actions the institution takes for reaching their goal stated in public documents. This 
interview was recorded for easier documenting. Interview questions are found in 
appendix 1. 

The last interview was made with 16 employees at Ericsson. The interviewees’ 
questions are found in appendix 2. The interviews were based on the characteristics 
from Hofstede’s organizational dimensions. The answers were made on a scale so it 
could be matched in to Hofstede’s model. The answers could be divided to four or 
five categories, which were stated in a comparison sheet. The interview started with 
an introduction stating that the answers are anonymous but will be used in a thesis 
work. Further the majority of the questions, 25 of them, are multi choice questions. 
The last two question the respondent had to answer on a scale 1-10 on how accurate 
the answer where. Not all of the employees in Thailand talk or understand English. 
Therefore the interview had to be made with employees that understood English. The 
structured interview with multichoice questions were made to make the answers more 
comparable towards one another which was made in order to apply Hofstede’s theory.  

2.6  Analysis of data 
Data and information about the subject was collected in pre-study, case study and 
literature study. The literature study created the theoretical framework based on the 
thesis focus. The case study was executed to gather the empirical data. Data was 
collected through primary and secondary sources. Directly when the data was 
gathered it was compiled to not miss out on any information. Excel document was 
used for the structured interview, operator and consumer data. Primary data was 
collected trough interviews and compiled in word documents during the interviews, 
the semi-structured interviews was recorded. To minimize misinterpretation of data 
the theoretical framework and theories was studied before gathering the empirical 
data. The data was compared continually with the leading market and more 
comprehensive analyses was made in the analyze phase.  To answer research question 
number one the empirical study was connected to the to the theoretical framework. 
The empirical results of Sweden and Thailand were set against each other to compare 
the each actor on the ICT market. This benchmarking gave a result to the analysis. For 
research question number two the analysis of research question number one was used 
as a base in order to explore improvement of the ICT market in Thailand.  

2.7 Credibility 
Reliability is an indicator on how trustworthy a method used of data collection is. A 
good reliability is achieved when a measure can be repeated with the same results as 
the first time (Patel & Davidson, 2011). To ensure high reliability the data was 
documented directly so that not any data went missing. Document procedures can be 
followed in this study so that the study could be repeated again. Interview questions in 
appendix and also data sources are carefully stated when data is compiled in the study. 
This way the trustworthiness and reliability of the thesis been proved when 
conducting the study in a visible way. The data has been similar through various 
sources and deemed to be reliable before it is used in the thesis. Thereby the reliability 
is strengthened to repeat this study and get the same result. (Patel & Davidson, 
2011).    
 



Methodology 

14 

Validity means to identify correct operational measures for the theory being studied. 
There are two types of validity, internal and external validity. Internal validity means 
seeking the connecting relationship that correlate to reality and also measure the right 
thing to achieve the purpose. External validity is describing if the study's findings can 
be generalized (Yin, 2014). To increase the internal validity of this study the 
background of the study has been discussed with several people with different 
background to have opportunity to examine the right elements to solve the problem of 
the thesis. To assure that research question and purpose of thesis needs to be 
interpreted correctly. Further the data from different sources has been analyzed also 
how much the data influence the ICT market has been analyzed. Comprehensive data 
has contributed to increase the thesis validity. 
 
Yin (2003) suggests that a case study can be used in unique cases when not many 
studies are available. To increase the external validity the theories that has been used 
has been analyzed before using them. Theories that was selected for of the thesis is 
well known and applicable for various kinds of industries and countries. Further, the 
real intention of this study was not to generalize, the intention was unique with a new 
concept and to explore. The exploratory research is used when problems are in a 
preliminary stage (Babbie, 2007), therefore this study is served to explored a relative 
new issue where data has been collected on location in Thailand and not many similar 
studies has been done.    
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3 Theoretical framework  
This chapter contains a theoretical base for the purpose of this thesis. It will be 
applied to the empirical data in the analyze. This chapter starts with the explanation 
on how the theoretical framework is connected to the research questions and 
continues with the theories. The chapter ends with an explanation on how the theories 
have been used in the analyze.  
 

3.1 Connections between research questions and theoretical 
framework 

To provide a better understanding for the reader the research questions are connected 
to the different theories, as figure 5 shows. 

 
Figure 5 - Connection between research questions and theoretical framework 

Theories in the theoretical framework are structured in order to answer the research 
question. For the first research question the theories and tools as “benchmarking” and 
“Hofstede's cultural dimensions” are used to understand the culture of the market, 
with the base of internationalization theory. To answer research question number two 
both the previous theories and one additional theory “contingency theory” and 
“strategic management” is used. 

 
3.2 Internationalization 
Accordingly to Amann (2003) internationalization can be defined as the process of 
entering the organizational environment. The three major theoretical pillars of 
internationalization are the economic pillar, behavioral pillar and process and network 
pillar, see figure 6. The economic pillar contains industrial organizational theory, 
location theory and transaction-cost theory. Process and network pillar contains 
multifocal models and network models. The I-model (Innovation-related model) and 
U-model (Uppsala model) is included in the behavioral pillar (Ohlen, 2002). 
Traditional process-oriented models like the Uppsala model explain a firm's 
expansion behavior over time (Chetty & Campbell-Hunt, 2004). Location theory is 
funded in the strategy on where a company decides to locate their business and why 



Theoretical framework 

16 

they choose that specific country (Amann, 2003). It is based on what type of resources 
the countries have such as transportation cost and trade barriers (Dulupcu and 
Demierel, 2005). 
 

 
Figure 6 - Three major thoeretical pillars of internationalization 

For a company to be on the international market it requires both general knowledge 
and market-specific knowledge, where market knowledge and market commitment 
influence both commitment and current decision (Andersen, 1993). 
Market commitment is both the difficulty in finding the resources allocated to a 
specific market, also the amount of resources allocated. One explanation in 
internationalization process studies is that firms strive to increase its long-term in 
order to keep its risk-taking low (Johanson & Vahlne, 2009). The degree of 
commitment will increase when the firm gains more knowledge and experience. If the 
market uncertainty is high and cannot be reduced with current experience the degree 
of commitment can decrease (Agndal & Chetty, 2007). The volume of resources in 
market commitment is linked to the size of investments in human resources, 
organization and marketing. The more the firm understands the market, the more will 
the risk be reduced. To increase market probability the firm is increasing its value of 
market commitment (Andersen, 1993).  
One way to be able to compete worldwide with internationalization is to have a 
market based on standards. A standard is a official document that defines criteria’s, 
methods, processes and approach. Standardization has a important tasks, as giving 
support to innovation, growth and competition. For competition worldwide, 
standardization can contribute to improve the products and services that is offered. 
Standardizing can be an effective tool within politics and can complement the national 
politics and makes it easier for companies and actors to follow the relevant legislation. 
There are three types of standardization, product standards, process standards and 
standards for management systems. Product standards are often concerning the 
products aspects of quality and safety and making sure the products are compatible 
with related products. The process standards concern what type of prerequisite that the 
product should be produced. Standards for management process helps the 
organization to control their organization (European commission, 2013). 
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3.3 Benchmarking 
Benchmarking is: “A process of measuring and comparing to identify ways to 
improve processes and achieve higher performance” (Lai et al., 2011). Benchmarking 
is a tool to improve performance measurement and is seen as an important part in 
international business program and good management (Gogozan, 2012). 
Benchmarking is widely used to identify management practices, to reach desired 
performance goals in the own firm (Forker & Mendez, 2001). Performance 
measurement can be improved by collect and analyze information about specific 
performances of an organization, system or components. This can involve 
understanding strategies and processes within organizations to see if the outputs are in 
line of the organizations purpose of achievement.  
All benchmarking process search for comparison of practices and performances, with 
the aim to identify companies with excellent execution in functional areas which can 
be measured for comparison, so that excellent practices can be assessed and 
potentially adopted  (Forker & Mendez, 2011). The purpose of benchmarking is to 
generate action and do improvements by changing the way a role is performed, 
process are executed, or strategy is defined (McNair & Leibfried, 1992). 
Benchmarking requires resources especially time to collect data, it can be applied in a 
large variety to meet requirements of improvements and achieve higher performance 
(Lai et al., 2011). There are different ways to collect data, like; relevant industry 
publications, electronic databases, internal company experts, industry observers 
(consultants for example), industry participants (suppliers and customers for 
example)(Harkleroad, 1992). 
Different levels of benchmarking can be applied such as competitive, industry, or 
best-in-class level. Competitive benchmarking focuses on key production and location 
that can shape a competitive advantage over one firms ´rivals. Industry benchmarking 
focuses on broad trends on assortment of related firms in the same market (McNair & 
Leibfried, 1992). Best-in-class benchmarking focuses on superior firms, without 
deference to position on the market or industry in the target part of the business being 
benchmarked (McNari & Leibfried, 1992).  

There are no single benchmarking process that is universally adopted, few theoretical 
and methodological structures exist for analyzing data in benchmarking (Forker & 
Mendez, 2001).  A twelve-step procedure is developed to succeed in benchmarking 
which includes a planning, analysis, integration and action phase, see figure 
7.  Planning phase involves determination of what to benchmark, identify key 
performance indicators, the measures are viewed as multidimensional and can be 
collected in both social and technical categories such as; productivity, safety, 
wellbeing, innovation, quality of work life. Planning phase also includes identify 
benchmarking partners, which means partners committed to benchmark of gathering 
data. Planning phase ends with determine the data collection method and to collect 
data. The analysis phase includes understanding the performance gaps between the 
comparing organization and the own organization. Analysis phase continue with 
predicting future performance levels, that means future performance possibilities. The 
integration phase consist of communicate findings and gain acceptance that focuses 
on to promote communication from top management to action teams. Integration 
phase also includes establish functional goals and implementation plans to reflect 
activities needed to be done. Action phase consist of implementing and monitor 
progress, which is best done in cross-functional teams and strategies is aligned. 
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Action phase continues with measure results against stakeholder wants and needs, 
when benchmarking is used as a method of improvement a ongoing benchmarking is 
done to keep up with wants and needs. Action phase ends with recalibrate 
benchmarks, which means that targets should be recalibrated and process should be 
driven as a continuous improvement tool (Hacker & Kleiner, 2000).   

 
Figure 7 - Benchmarking procedure (Hacker & Kleiner, 2000) 
 

3.4 Contingency theory 
The idea of organizations adapting to the environment is called contingency theory 
(Amann, 2003), which focuses on uncertainty (Blau & Mayer, 1989). The 
organizations internal and external alignment depends on fitting characteristics of the 
organization to contingencies that corresponds to the situation of the organization. 
Contingencies include the environment (Burns & Stalker, 1961), organizational size 
(Child, 1975), and organizational strategy, shown in figure 8. Organizations strive for 
fit with contingencies because its leads to high performance. Misfits with organization 
and contingency is therefore unwanted and the organization adopting new 
characteristics to fit with new levels of contingencies to avoid loss of performance. To 
maintain effectiveness, organization is adopting during time and changing to its 
contingencies (Donaldson, 2001).  
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Figure 8 - Contingency theory of fitting characteristics 

The contingency in environment is involving the degree of technological and market 
change in the environment and affects if the organization structure is mechanistic for 
example; hierarchical or organic for example; participatory. If the market is stable a 
mechanistic structure fits the environment and is most effective. Hierarchical 
approach with specific task operation will ease the decision making for upper level 
managers to provide and get sufficient knowledge. A centralized control makes the 
organization to operate efficient. The organic structure fits the unstable environment 
and draws benefits from the participatory approach where innovation is needed. 
Knowledge and information is shared with lower hierarchical levels and different 
departments and decentralized decision-making generates innovation. If the 
organization has an unfitting organization structure for its environment the 
organization also becomes ineffective (Donaldson, 2001). 

The size contingency is affecting the organization whether it is bureaucratic structured 
or not. The number of employees and the size of the organization is affecting how the 
organization is governed (Lex, 2001). A large organization is most effective governed 
in a bureaucratic structure, which means it can be rule-governed and decisions can be 
taken decentralized. Large organizations have repetitive operations and administration 
to make decisions less expensive and effective (Child, 1975). A small organization 
that wants to take personal and effective decision a non-bureaucratic structure is 
preferable. The top management take decisions centralized and can be effectively 
done in small organizations  (Child, 1972a). If a large organization unfits this 
contingency with simple structure the organization will be ineffective and the top 
management will be overwhelmed by number of decisions (Donaldson, 2001).    

The divisional structure is affected by the strategy contingency. A functional structure 
fits an undiversified strategy, all activities are focused on a single product or service 
and efficiency is achieved by specialization at each function (departments of 
production and development). Divisional structure on the other hand fits a diversified 
strategy, because diverse activities serve different product-markets. Effective 
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utilization of resources between organizational departments can be achieved when 
coordinating each product or service to its division. When an organization misfits the 
strategy contingency and use a diversified strategy a functional structure will have too 
many decisions to deal with and have a lack of responsiveness to the market 
(Donaldson, 2001).      

3.5  Hofstede’s cultural dimensions 
Hofstede’s have two cultural dimensions. One is for the national culture and the other 
one is for organizational culture, shown in Figure 9. Both cultural dimensions 
overlaps since the culture in organizations are usually influenced by the national 
culture.  

 
Figure 9 - Hofstede's different cultural dimensions 

The Hofstede’s dimensions of national culture is divided in five or six dimensions; 
Individualism versus collectivism, Uncertainty avoidance, power distance, 
masculinity versus femininity, long term orientation and in some cases indulgence. 
The original dimension national culture model was created around 1973. These are 
based on the countries different cultures.  

Individualism and collectivism is the relationship between people in a culture. 
Individualism means that the people in the country only look after themselves and 
their family, self-image are defined in I/me. While in a collectivist nation the people 
are in different groups and look after the group in exchange off getting loyalty from 
the group, where the self-image are defined as we. The uncertainty avoidance is the 
degree of which people try to avoid uncertainty in situations. This creates a need for 
rules for required behavior. How is the society looking at the future? Trying to control 
it or just let it happen. Further the power distance is the consequences of difference of 
power and authority relations in the nation. It increases the hierarchy and depended 
relationship in families and in the organizations. How well the people accept that it is 
unequal distributed power in the society. If a country has low power distance it is 
strived to make the power more equally distributed and demand justification. 
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Masculinity are a nation where the people strive for achievement and success, the 
nation is more competitive. On the other side femininity are a nation that care more 
about other and quality of their live where the nation is more consensus-oriented.  

The long term orientation means that the society prepare for the future with 
encouragement in modern education while countries that score low on this one 
maintain the planning hour for hour tradition and norms. Indulgent are the society that 
allows free satisfaction of normal human drives that are connected to having fun and 
enjoying life. On the other side the restraint means that the society reduce the 
satisfaction for normal human drive with strict social norms.  The last two, long term 
orientation and indulgence, have been added late to the model and was not a part of 
the original model. The long-term orientation was added in 1991 and indulgence was 
added in 2010 (Soares et. al., 2007; Hofstede, n.y.). 

Hofstede’s have a model within Organizational culture as well and it is divided in 
eight dimensions. The model describes how the organization value factors like work, 
employees and rules. The model is based on a scale with the opposites in each side, 
see figure 10.  

 
Figure 10 - Hofstede's organizational culture 

In an organization that is goal oriented the employees want to reach internal and 
specific goal within the organization even if the employees have to take risks. It is 
important to get the right result. A key word for employees are “what”. In a means 
oriented organization it is important that the work get done at the right way. The 
employees’ keyword is “how”. The employees avoid risk and putting in limiting effort 
in their work.  

An internally driven culture is based on the idea of the ethics and honesty in the 
organization, and the company knows best what is good for their customers. The task 
they have is given towards the outside world. In an external driven organization the 
most important thing is to meet the customers’ requirements and the results are 
important but not so much ethics. In an easygoing workplace there is not so much 
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discipline. There are a lot of surprises and a loose internal structure and in a strict 
workplace there is a strict internal structure and people are punctual and serious.  

In Local organization the employees are identifying themselves with the boss while in 
a professional organization the employees are identified with the work title or work 
content. An organization with an open system has to both insiders and outsiders high 
accessibility, also welcomes new employees quick. A closed system is opposite, new 
employees have a hard time adapting and fit in in the organization.  

In an employee's-oriented organization the employee feel like the company are 
addressing personal problems and care about the welfare of their employee. In a work-
oriented organization the work is the most important and the organization is only 
concerned if the work is getting done.  

The degree acceptance of the leadership style is to which degree the employees’ 
closes boss fulfills their expectations and if they accept that that person is the leader. 
The degree identification is to which degree the employee feels connected to the 
company, everything from the company goal, clients/customers, the boss and the 
whole organization itself (Hofstede, 1998 ; Hofstede, n.y).  

3.6 Strategic management 
In internationalization the need for seeking business opportunities in a firm is 
emphasized (Ghauri & Cateora, 2006). To ensure action in theory of strategic 
management goals needs to definable and specific, when goals can be realistic 
measurable action-oriented and time defined it is easier to accomplish goals. (Larson 
& Gray, 2011).  

One goal setting method is SMART, and has become a widely used management tool 
(Macleod, 2012). SMART stands for goals has to be specific, measurable, achievable, 
relevant and time bound.  
Ansoff has illustrated how firms can develop with new or existing markets and 
products (1987). On existing markets and/or products or new markets and/or products. 
The matrix displays four different ways to create growth.   

Growth through market penetration is a strategy for firms to increase the existing 
market with existing products (Richardson & Evans, 2007). Usually it is common to 
compete with prices, via more effective market communication, or increase reward 
and loyalty system to encourage existing consumers to buy more (Richardson & 
Evans, 2007). The most cost effective way is to work with internal strategies than 
focusing on external strategies (Aaker, 1992).  

 

3.7  Connection of the theories 
The first research question is discussed from an internationalized point of view, how 
an internationalized product can be transferred between different nations. Cultures 
differ from each nation, the history of the nation forms unconscious belief and values 
in each nation. Organizational cultures are on the other hand rooted in more 
manageable beliefs and values, organizational cultures and the national culture differs 
from each other (Hofstede, n.y). Organization´s culture can be detected when 
exploring physical characteristics of the organization, public documents, behavior and 
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folklore of the organization (Larson& Gray, 2011), which is different in all 
organizations. An organization mainly differs due to level of practices and those are 
more easily learned than the values of national cultures (Hofstede, n.y.). To connect 
the contingency theory, which means that an organization needs to act from the 
prerequisites of the environment, when answering research question number one the 
environment's characteristics is deciding how the organization shall act. When an 
internationalized product/market is expanding, decisions on how the organization 
should operate from the external and internal environment to be successful needs to be 
taken. Internationalization, culture and contingency theory are affecting each other 
and has to be taken into account when answering research question number one, see 
figure 11.  

 
Figure 11 - Self-designed model for the theoretical framework when analyzing the 
empirical data for research question one 

Research question number two is analyzed further from a benchmarking perspective. 
The gap from the leading market is an opportunity for improvement. To 
internationalize the ICT market means to move an existing product to another nation, 
to move this improvement theories of strategic management is taken into account. 
Further, comparing practical work and accomplishment from goals that has been set is 
seen from a strategic management perspective. This is connected to contingency 
theory because of the cultural differences in nations and organization, see figure 12. It 
is not possible to interpret a strategy or an action from another country with different 
environmental forces but it can be seen as best-practice example and used to detect 
improvements. 
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Figure 12 - Self-designed model for the theoretical framework when analyzing the 
empirical data for research question two
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4 Empirical study 
This chapter starts with a description of the ICT market. Further the chapter will give 
a detailed data of the ICT market in Sweden and Thailand in laws and regulations, 
institutions, operators and consumers to be able to answer the research questions. 

4.1  ICT market 
ICT includes all technologies in communication of information. Technology for 
receiving, storing and broadcasting information via any voice, sound, text, images and 
video is included. The telecom network and common standards for communication 
has created a worldwide network of communication (Nationalencyclopedin, n.y). ICT 
has become a core technology within many industries is a technology for consuming 
services (Pierce, 2013).   
 
In ICT market it is important for companies to co-work to compete to reach world 
class within ICT, such as operators doing investments together in infrastructure or co-
operating in service level (Näringsdepartimentet, 2009).  
 
Thailand is behind other countries in applying pro-competitive regulation in the ICT 
market. They could draw benefit when using experience of other countries in order to 
implement a best case regulatory (Xavier, 2008).  
 
ICT are having a rapid change. The mobile communication is increasing, as fixed 
network expansion is needed to support higher technology. Internet is increasingly 
getting a substitute for calls and text. Video distribution is increasing and expected to 
increase more (Mr. Waiwanijchakij, personal communication, 19 April) The use of 
ICT are not only a part of the everyday life for companies, organizations and citizens, 
it also have impact on the growth, competition among companies and the 
development of a sustainable society (Näringsdepartimentet, 2009). 

4.2 Government 
The government creates laws that are to be followed by the people in the country. 
These laws affects business and can creates barriers for business.  

4.2.1 Sweden 
Sweden has a powerful position when it comes to ICT. Receiving top rank in several 
different comparisons to other countries (Näringsdepartimentet, 2009). Sweden have a 
constitutional monarchy. The parliament and government have the power and the 
parliament are chosen by the citizens every fourth year (Nationalencyklopedin, n.y).  
 
The Swedish government task for ICT market in Sweden is to create opportunities and 
goals for the market as well as removing barriers in the market including creating 
relevant control so all actors will be able to act on the same terms. The market 
participants are leading the development of services, products and investments 
(Näringsdepartimentet, 2009).  
 
Sweden was one of the first countries to deregulation the telecommunication market. 
Telelagen (Law of telecommunication) was implemented in 1993, which later became 
The law of electronic communication (LEK). Telelagen was changed in 1997 to fit 
with European union where PTS at the same time got increased power in the 
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telecommunication market (Florestedh, 2012). Strategies within broadband in Sweden 
have been changed since 1999 to benefit the Swedish telecommunication market and 
influenced the breakthrough in Sweden. The first strategy regarding broadband in 
Sweden are: “An information society for all, which has its purpose to guarantee that 
every household in Sweden has access to Internet.” After that two strategies were 
introduced: Open up the Telia network by implementing Local loop unbundling 
(LLU) (Srinuan et al., 2012). LLU will allow other companies to enter the 
telecommunication market and provide broadband services to customers. LLU policy 
increase competition because it removes the barriers for entry (Lee et al. 2011). The 
second strategy was government funding which made the broadband infrastructure 
develop (Srinuan et al., 2012).  
 
There are two main laws concerning telecommunications in Sweden. These two laws 
are the competition law and LEK. The competition law states that it is illegal to abuse 
the dominance in the market (Florestedh, 2012). Further it is illegal to work together 
to barrier, limit or distort the market (Konkurrensverket, n.y). LEK was founded in 
2003 and replaced the radio law and telelagen. The purpose of the law are that 
individuals and authorities will have access to safe and effective electronic 
communications, also to have a wide selection of price and quality within electronic 
communication. To achieve this purpose the competition and international 
harmonization in the telecommunication market should be promoted.  
 
The Swedish näringsdepartimentet (Ministry of industry) (2009) believes that high 
usage of IT is important for Sweden to stay competitive within the 
telecommunication. Through the broadband strategy that Sweden has, the government 
is continuing the work to improve the conditions for the actors and competition. The 
goal within the information technology is to be leading in the world on utilizing the 
digitization opportunities; this goal was developed in 2012. To be able to reach this 
goal the government has on an overall perspective chosen four main strategies from 
the consumers’ perspective:  

• Easy and safe to use 
• Have services that creates advantage 
• The need for development of infrastructure 
• The IT’s role for the development of society (Näringsdepartimentet, 2011) 

 
The objective have been set as following:  “The whole of Sweden should have an 
effective, robust, and future-proof infrastructure for electronic communications with 
high transfer capacity in both directions, so as to enable good technical quality of 
transfer for multimedia services, in a functional, cost-effective and competitive 
market.” 

4.2.2 Thailand 
Thailand has since May 2014 a temporary government after the military coup. 
Thailand has been switching from parliamentary democracy and military rule since 
year 2000 (Nationalencyklopedin, n.y.).   
 
Thailand is late in introducing, installing and applying regulations that are fostering 
the competition. TOT and CAT the two state-owned companies were given 
concessions agreement in 1990 and 1991 to provide analogue mobile service (Srinuan 
et al. 2013). The digital divide between urban and other population in Thailand are 
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affecting the competitiveness for Thailand in the long-term (National broadband 
policy, n.y).  
 
Thailand has three main laws concerning telecommunication. The first one is Trade 
competition Act (TCA) that was implemented in 1999 with the content of restricts all 
trade practices, which creates monopoly, and/or reduces competition (Xavier, 2008).  
 
The second one is telecommunication business act (TBA) of 2001 also called the 
frequency act or NBTC Act were the basis for deregulation Thailand's 
Telecommunication market (ITU, 2015). The purpose of the act is to: “contribute to 
the promotion of public welfare by encouraging sound development of 
telecommunications business and ensuring convenience to the users of 
telecommunications service through proper management of such business.” (ITU, 
2003).  
 
The third law is foreign business act, which states that Thai citizens must own 51% of 
the investment, and that foreigners only can own 49% of the total investment and are 
therefore a minority. Further foreigners are restricted to work in different areas, for 
example rice farming, Thai handcraft and trade in property. It is also forbidden to 
have jobs connected to national security. The restrictions of work are because Thai are 
not ready to compete with foreigners in some areas (Board of investments, 2014). 
 
The new regulatory framework of TBA did not apply for those concessionaires 
happened before the law was enforced but will be applied when the arrangement 
change or the concession expires. Because the concessions remain NBTC cannot 
regulate the companies under the concessions directly. To be able to change or 
convert the existing concessions it would require both the Constitution and the TBA 
to agree on the arrangements. If a company that is in a concession and want another 
agreement the company will be restricted to the 49 percent foreign ownership by FBA 
(Xavier, 2008).  Instead NBTC regulate the companies through TOT and CAT, which 
are the concessionaires (Xavier, 2008). When the concessions ends NBTC gains more 
power to regulate the companies since they provide licenses to the companies directly 
instead of through CAT or TOT, but today there are still a few companies under 
concessions. 
 
The government in Thailand had planned to make TOT private but have delayed the 
process because of the actors. Many actors have been critical to privatization, actors 
like politicians, academics and TOT’s employees. They are worried about job security 
and increasing inequality in access (Srinuan, 2010).  
 
The government of Thailand wants the ICT infrastructure to be a basic tool by 2020. 
To achieve that goal encouragement of investments to expand the ICT in the country 
need to be made. To be able to do this they need to have a free and fair competition. 
The private sectors should come together to make efficient use of shared resources. It 
is important to promote broadband to all people and to improve the quality of the 
network so it will be prepared for the next generation network, following the lead of 
developed countries. Thailand needs to ensure the network security in order to create 
trust and confidence among business and people to make transactions online.  
 
It is important to create appropriate legal infrastructure that should be modern and 
responsive to changes within technology. Laws that are waiting on approval should be 
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adopted immediately, new laws should be prepared and existing laws should be 
evaluated in an urgent matter. Promote and support research and development 
(National electronics and computer technology center, 2011). The government needs 
therefore to consider reviewing and updating the laws within telecommunication so 
that is adapts to new developments and challenges (Xavier, 2008).  

4.3 ICT institution 
Institutions within ICT are presented below. Delimitations to PTS in Sweden and 
NBCT in Thailand have been made because they have big impact on ICT actors and 
are controlled by laws from the government.   

4.3.1 Sweden 
The institution in Sweden that regulates the market is called PTS. PTS is an authority 
that monitors electronic communication and postal services in Sweden, such as 
telecommunication, IT and radio. It was created 1992 and based their work on 
telelagen (the law of telecommunication). From year 2003, PTS base their work on 
LEK and the vision of PTS is that everyone in Sweden will have access to a wide 
choice of good and secure electronic communication services (fixed and mobile calls, 
broadband and postal services) at a reasonable price and quality. PTS has four goals 
that are to shape (1) long-term consumer benefit, (2) long-term sustainable 
competition, (3) efficient utilization and (4) secure communications.  

1. Long-term consumer benefit always aims to give consumer benefits within the ICT 
market. The ideal situation is that the consumers’ active choice is shaping the market 
and to make it possible for the consumers to have access to a wide range of services 
and good information of what the market offers (PTS, n.y). If consumers send 
complaints on the operators to the authority, PTS will oversight the specific operator. 
The most important means for a wide range of services is effective competition 
according to PTS. 

2. The goal for long-term sustainable competition. One way for PTS to assure this is 
to ensure competition between network suppliers and the operators. The market is 
expected to achieve economic efficiency on its own, with a wide range of affordable 
goods and services. The government authorities are setting regulation of the 
sustainable relationship between network suppliers and the services provided by the 
operators. When effective competition is reached the regulations can be removed or 
changed. The ICT market is characterized of factors that unfavor the possibilities for 
long-term sustainable competition. PTS role in helping new actors get into the market 
on clear and fair terms is to view the market and analyze the situation. If there is a 
competition problem on one part of the market PTS will identify which actor/actors 
that has major impact on the market and thereafter take decisions of obligations to this 
actors, for example give other actors access to network and services. 

3. Efficient utilization comprises certain resources that are required to operate within 
the field of electronic communication that are limited, for example the radio spectrum 
that is a requirement for mobile usage. Another limited resource is the number of 
telephone numbers. This is international agreements and structures which sets the 
limits. The resources need to be regulated to be able to be utilized of the consumers. 
PTS divides telephone numbers between different usage and the Swedish number 
plans.  
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4. Secure communications comprises good function and secure electronic 
communication because the society is depending more on it. PTS is working for a 
secure and functional usage of electronic communication by working on robustness 
and also the users security and integrity. The basics for a community depending on the 
ICT market is the infrastructure, networks and nodes is functional and protecting 
against disruptions, sabotage and other incidents. The willingness to use new 
opportunities and services can be inhibited of poor security and integrity protection. 
One important part to increase security on Internet is to inform and have conscious 
consumers, therefore PTS inform consumers on these areas. PTS is also analyzing the 
field of security to control if the actors on the market comply the regulations of 
integrity. The analysis of security consists of management of complaints, inspections 
and monitoring requirement (PTS, n.y.).  

PTS has since 2010 created strategic plans for regional growth. The first plan between 
2010-2013 focused on growth strategy within electronic communication especially in 
broadband. The regional growth strategy plan in year 2014-2020 is a long-term 
strategy that will lead and develop the authorities part in regional growth in regional 
level of the country. Increase the dialog between the authorities and development 
actors to be able to support growth. In the field of electronic communication PTS is 
working to benefit the broadband expansion with measures and tools that is indirect 
and direct supporting regional growth. PTS promotes regional and local actors with 
support in different forms.  
 
One tool that PTS has developed to support broadband expansion is a map over 
broadband availability and speed on broadband where people live and work. It also 
shows regional strategy of broadband expansion for each area in Sweden, which is 
called “Bredbandskartan”.  

Another tool PTS has developed is “Ledningskollen” which is a service that tracks 
networks in Sweden to help planning and coordination expansion of new networks 
and thereby the infrastructure of broadband. This was developed because due to high 
cost when excavations are damaging existing lines and infrastructure. 

The highest cost of broadband expansion is the excavation. Government has one law 
propose on how the expansion of broadband will decrease. The law will decrease cost 
in new opportunities of coordination. When an actor is building a broadband the actor 
gets access to use the channels in previous excavations and also other network owners 
infrastructure. The new law is proposed to get in action from July 2016. PTS will get 
new duties with national dispute resolution and a base of information.   

To increase the robustness in the networks PTS is financing supportive activities. 
Local representatives are involved in the dialog with suitable investment because they 
know about needs and gaps/flaws in the specific area in Sweden. PTS is also 
executing exercises, “Telö-övningar”, for actors in the field of electronic 
communication. “Telö-övningar” has the purpose to create increased capability and 
preparedness between national and regional level, to fulfill the society's need of 
available, reliable and sustained communications in crises and extraordinary events.  

4.3.2 Thailand 
The institution within ICT in Thailand is called NBTC. National Telecommunication 
Commission (NTC) was started to promote free and fair competition as well as 
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support growth, protect customers right and make sure telecommunication services 
are equal and universal throughout the whole country (Xavier, 2008). NBTC later 
became an independent state telecommunication regulator that regulates broadcasting 
and telecommunication services. According to the law, NBTC need 11 commissioners 
that has to be experts in the area of each field of radio broadcasting, television 
broadcasting, telecommunication services, law, and education between the age of 35 
to 75 years old. Laws that NBTC base their work on is Frequency act, also called 
NBTC Act, and the telecommunication business act.  
 
In year 1997 the Institution for national communication and national broadcasting was 
created because the change of ownership of the spectrum. From being owned by the 
government the Thai people now owned it and an independent institution were 
therefore needed and the first article that claimed that the spectrum belong to the 
people was official. The previous two organizations, NCT and NBT were merged in 
2007 by the government. NBTC became one organization handling both broadcasting 
and communication and to take care of spectrum licensing.  ”Thailand is late in 
developing ICT but we are getting ahead very fast” (J. Sirvaras, personal 
communication, 14 May, 2015). Since NBTC did not make any progress in assigning 
spectrum the frequency act was formed 2010 to give NBTC power to assign 
frequency for telecommunication and broadband. In 2011 a full board of 11 members 
was assigned to work at NBTC. NBTC created a spectrum plan in 2012 and a national 
broadband plan for national communication. In 2013 the ICT market in Thailand 
faced a big issue concerning the concession with TOT and AIS. “It is a weak point in 
the law when all consumers that is included under the concession will be outside the 
spectrum” (J. Sirvaras, personal communication, 14 May, 2015). 18 million people 
will be outside the spectrum in two or three years from now and need to be moved to 
another spectrum under another operator, which still remains as a problem according 
to Sirvaras (Personal communication, 14 May, 2015). Spectrum licensing is an action 
that NBTC has done so far that has had a major impact on telecommunication. NBTC 
provides statistics on how many subscribers and market share but does not provide 
information about availability and speed of network in specific areas in Thailand (J. 
Sirvaras, personal communication, 14 May, 2015).  
 
NBTC´s core responsibilities are to regulate for broadcasting and telecommunication 
industry by arranging auctions of frequency allocations and to formulate broadcasting 
masterplan and telecommunication masterplan. The masterplan provides directives for 
broadcasting, radiocommunications and telecommunications services of the country 
during a five-year period. The masterplan has been formulated as a guideline for 
NBTC in frequency licensing and regulation telecommunication business in line of 
Telecommunications Act. The goal is to provide the public with a wide range of 
telecommunication services via modern telecommunication network that is equal 
accessible at an affordable price as a result from fair competition and efficient 
management with the vision “To develop telecommunication business, bridge the gap 
of access information technology, enhance the country's competitiveness, and improve 
quality of life of people.” (NBTC, n.y) 
 
NBTC has six goals during 2012-2016. 

1. To provide the general public with telecommunication services with quality 
and affordable and fair price, for the utmost benefits of the public in both 
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national and local level in education, public health, cultures, state security, 
and other public benefits 

 
This goal is done by promoting the competition in the industry. “Spectrum belong to 
the country of Thailand and the people and we are handing out spectrum via 
auctions,” (J. Sirvaras, personal communication, 14 May, 2015). The right to use 
spectrum belonged to government and has formatted concessions that has the right to 
use the spectrum. Free and fair competition is created in the auctions. NBTC can 
create more competitiveness in auctions by having a cheaper fair. After the auction 
the competition is lost. “We use policies instead of control and command” (J. 
Sirvaras, personal communication, 14 May, 2015). NBTC is promoting price policies 
to ease barriers for the utmost benefit of the public, and so that the price is high 
enough for the operators to get profit and not to expensive for consumers. This goal 
can be reached within three years and they are working towards the goal but they need 
to develop 3G and 4G to a lower price first to complete the goal (J. Sirvaras, personal 
communication, 14 May, 2015). Another issue to reach goal number one is how to get 
more private companies to access the market in order to increase the competition and 
lower the prices. 
 
2. To develop and promote free and fair competition among 
telecommunication operators both incumbents and new entrants 
 
By working with a new concept, infrastructure sharing, this goal can be reached. 
When building new cable or fiber network, the network owners has an obligation to 
share the network with service operators at an affordable price. The policy loaning 
agreement means that if you won a spectrum on an auction the operators has the right 
to loan the network. If a new operator comes to the market the operator has the right 
to negotiate of frequency with the older operator at a fair price. This goal has already 
been reached (J. Sirvaras, personal communication, 14 May, 2015).  
 
3. To promote the utilization of telecommunications and 
radiocommunications resources in an worthy, efficient and sufficient manner in both 
the normal case and the case of an emergency and disasters.  
 
By implementing a critical situation plan, also the concept of infrastructure sharing is 
contributing to reach this goal. All operators need to have a critical business plan for 
emergency. “In a critical situation, operators need to open their towers so that all 
customers in the area can use their network” (J. Sirvaras, personal communication, 14 
May, 2015). This goal is not reached but NBTC has a plan to start cooperation with 
the service operators to implement a warning tower. This will serve as a warning tool 
for public messages instead of using TV and Radio as a channel and public messages 
on phone will be more efficient because almost everyone in Thailand has a phone (J. 
Sirvaras, personal communication, 14 May, 2015). NBTC will conduct a plan at the 
end of this year for the warning tower, last year NBTC did a demo on a warning tower 
in Phuket but it did not succeed.  
 

4. To increase the opportunities in accessing to basic telecommunications 
service in both voice and broadband services 
 
This goal focus on providing basic telecommunication services in the rural areas of 
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Thailand. NBTC provide a minimum fund that makes it possible for companies to 
receive in order to build network in rural areas. NBTC have plans to reach this goal in 
four years (J. Sirvaras, personal communication, 14 May, 2015).   
 
5. To promote consumers awareness in their rights, and develop effective 
and fair systems and mechanisms for consumer protection in telecommunications 
 
“Conflict often comes from misunderstanding in communication” (J. Sirvaras, 
personal communication, 14 May, 2015). Negotiation process between the service 
provider and the consumer that leads to a conflict can often be solved before reaching 
the court. NBTC also has a minimum condition of service, which means they are 
checking quality of service every day according to an assurance plan. If there is a 
technical difficulty the operator needs to pay back to the consumer or give 
compensation of 3G for free. NBTC can give solutions to either the consumers or the 
operators if they have complaints. This goal is already met (J. Sirvaras, personal 
communication, 14 May, 2015). 
 
6. To raise the competitiveness of the country at international level  
 
This can be reached by increasing the number of operators in the market, which will 
increase the competition (J. Sirvaras, personal communication, 14 May, 2015). NBTC 
is only handing out license of spectrum and it is up to the operators to select the best 
technology to the consumers. It is up to the operators if the speed and availability is 
accessible to all consumers in all provinces in Thailand. On global perspective 
Thailand needs more time to reach this goal. 
 
NBTC support their goals through tools like infrastructure funding, access through 
licensing the operators to use the spectrum. “NBTC major tool is promoting and do 
not force” (J. Sirvaras, personal communication, 14 May, 2015). To support the 
expansion of infrastructure the owners do not need a telecom license to operate 
network. Infrastructure is available in every province, however the network needs to 
be spread out to provide local broadband and meet the target (J. Sirvaras, personal 
communication, 14 May, 2015). “Infrastructure is the biggest problem today for the 
telecommunication to get faster in both fixed and mobile network” (Vice Chairperson 
ICT working group, personal communication, 28 April, 2015). 
 
The biggest challenge of NBTC´s goals today is how to regulate apps providing 
services in Thailand. The owners do not have investment or license in Thailand but 
provide services like Facebook, line and Whatsapp. This is a problem because they do 
not pay any fee and it is not fair to the operators that once got revenue from texts and 
calls (J. Sirvaras, personal communication, 14 May, 2015). One of the toughest 
barriers in ICT is the telecommunication adoption in a local content in rural areas (J. 
Sirvaras, personal communication, 14 May, 2015). It is very expensive for consumers 
to buy equipment (smartphone, computer, iPad) and services on network. To get more 
competitive NBTC need to reduce the cost of equipment and services to get more 
people in Thailand to get active on ICT market. If more people use network services 
in Thailand, NTBC can reduce the regulation fee. The availability with network needs 
to expand in the rural areas and the Government has had a policy plan to get 
penetration of 80 percent in four years. TOT and CAT that is state owned service 
provides have asked for financial support by the government but been denied due to 
the government's tight budget. The broadband expansion has been handed to the 
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responsibility of the people. It is difficult to increase fixed network in rural areas 
because of the lack of companies willing to provide that type of service. NBTC mean 
that themselves create more barriers in these situations when asking for a license to 
operate in areas with little revenue. In those cases NBTC wants to decrease the barrier 
for more people in Thailand by working towards more affordable fixed broadband. 
“NBTC is trying to regulate to deregulate”, NBTC means that if the competition is 
enough on the market they would not need to regulate (J. Sirvaras, personal 
communication, 14 May, 2015). 

4.4 Network suppliers 
Some of the biggest network suppliers are Ericsson, Huawei, ZTE, NSN, Alcatel-
Lucent and Nokia. The leading network supplier in the world is Ericsson.  

4.4.1 Sweden 
According to Hofstede’s national culture, as shown in figure 13. Sweden have high 
individualism and indulgence in the country. The long term orientation have of score 
of 53 out of 100 in Sweden, which means that they are either non of long term or short 
term or they are equal amount of both. The power distance and uncertainty avoidance 
are under the middle (50) with a score of 31 and 29. The lowest score Sweden have is 
in the masculinity were they only have 5, see figure 13. 

 

 
Figure 13 - National culture Sweden (Hofstede, n.y) 

4.4.2 Thailand 
The national culture according to Hofstede’s is shown in figure 14. Thailand score 
according to Hofstede’s national culture in following ways: The Power distance is 
high as well as the uncertainty avoidance. The indulgences are close to the middle 
(50) with a score of 45. Both Masculinity and the long-term orientation are close to 
middle but still in less than 50. The lowest score Thailand have is in the individualism 
where they score 20.  
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Figure 14 - National culture Thailand (Hofstede, n.y) 

16 employees participated in cultural interview at Ericsson Thailand. From that an 
average of the answers provided the number from 0-100 that they scored in Hofstede's 
organizational culture. The different areas are goal vs. means oriented where the 
answer was 60.7 which puts them in category D, as shown in figure 15. Further they 
score 46.9 in Internal vs. external which gives them category B. On an easy versus 
strict environment they scored 56.4, category D. With a score of 53.0 in Local versus 
professional they have category C. In open versus closed organization they are in 
category B with a score of 35.8. In work versus employee oriented they have a score 
of 45.6 and category B. In acceptance of leadership style they have a score  of 61.8 
which is close to the middle. The score 56.8 on identification with organization. With 
means that see themselves “in between” identification with the profession and the 
organization, see figure 16. For complete calculations and answers, see appendix 3. 
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Figure 15 - Ericsson's score in Hofstede's organizational culture 

To have high performance in the organizational culture it would have a balance 
between means and goal oriented, would be C. For the risk control has to be high, the 
employee should feel like they can take risks, which is category D in Goal vs. Mean. 
The control should be in easy towards the middle of easy and strict, category B or C. 
The conflict tolerance should be high, D or E in local versus professional, the 
employees should feel like they can open up a conflict or give criticism at anytime at 
the company. The should have an open system and allows and welcome newcomers 
easy and quick, category A. The manager's decisions should be in the middle of what 
is best for the project and what is best for the people, B are the best category to be in 
at Employee-oriented or work-oriented for this. The employee should have high 
identifications towards the organization, this should be at 75-100 (Larson & Gray, 
2011). 

4.5 Mobile operators  
Mobile operators are companies that offer price plans to the consumers. Mobile 
telecommunication operators offer their products based on: The network 
infrastructure, mobile service development and the interface with the consumers 
(Cricelli et al., 2010).  

4.5.1 Sweden 
TeliaSonera also referred to as Telia is a state-owned company. The Swedish 
government owned 37,3% in 2013 and the Finnish government owned 7,8%. In total 
Telia is government-owned to 45,1%. The main companies in the Swedish market that 
are competing as mobile operators are TeliaSonera, Tele 2, Telenor and 3. Each with a 
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market share of 38.2, 28.9, 17.5 and 12.1 percent, see figure 16. In total the main 
mobile operators have 96.7 percent of the whole market. 

 
Figure 16 – Mobile operators market share Sweden 

The mobile operators in Sweden are providing 10 different price plans in average per 
company. The concept let the consumer choose the plan in two steps: 1) For the calls, 
text and MMS, do the consumer want a fixed monthly price with unlimited service or 
do the consumer want to pay for only how much him/her use. 2) The consumer chose 
quantity of data per month, between 0.5 GB to 40 GB with some exception. The 
customers customize price and service after their own needs. As shown in table 4 the 
most price plans have unlimited calls text and MMS included in the price plans. The 
average data that is offered in the plans are 13.1 GB. The maximum price per month 
is 74.8 USD and the minimum is 5.6 USD where the last one are only for internet and 
then the consumer pay for only the calls, text and MMS that are used. The average 
monthly price is 36.9 USD. For full chart see appendix 4. 
Table 4 - Mobile operator information Sweden 

 
 

4.5.2 Thailand 
The mobile operators in Thailand offer 34 plans in average per company. The offer 
different amount of free minutes on a average that is 388.2 minutes. In Table 5 the 
maximum, minimum and average number from price and how much data that is 
offered. The data that is offered in the price plans are average 10.1 GB. The mobile 
operators offers their customers to get free apps in some packages, see appendix 4, 
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some of the apps that are offered are Line, Whatsapp, Facebook, Instagram and 
Wechat. For full chart, see appendix 4.  
 

Table 5 - Mobile operator information Thailand 

 
Over time state-owned companies such as TOT and CAT have dominated the ICT 
market. MICT are creating regulation and monitoring the state-owned companies. 
TOT and CAT began to created concessionaires with private companies in 1990. The 
concessionaires have obligation to share revenue from their operations in order for 
them to operate the system under a time period (World Bank, 2008). TOT gained 
concession with AIS while CAT have concession with DTAC and True. The 
concession in of the biggest mobile operators AIS, DTAC and TrueMove will end in 
2016, 2018 and 2018 (Srinuan et. al., 2011). There are three big companies in the 
mobile operator segment, AIS, DTAC and TrueMove which together have majority of 
the market (World bank, 2008) The market share in 2014 for AIS are 46.63 percent, 
DTAC 28.85 percent and TrueMove have 24.36 percent of the mobile internet in 
Thailand (NBTC, 2015), see figure 17.  

 
Figure 17 - Mobile operator market share Thailand 

For the Mobile network the three main conditions are accessibility, availability and 
affordability. Important to consider for the policymakers and regulators are the 
wireless infrastructure. Wi-Fi hotspots are only providing good internet at populated 
areas but leaves the rest of the citizens without both 2G and 3G internet since both the 
fixed internet and the wireless infrastructure are lacking in the overall country 
(Srinuan et al., 2011). The affordability need to be more stable overall and not only 
for the mobile Internet. The mobile Internet can only make a difference in Thailand 
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over short term. The concessions it is difficult for the mobile operators to provide the 
consumers with a fixed Internet connection (Srinuan, et al. 2011).  
National regulatory agency (NRA) needs to stimulate growth in the mobile Internet 
market but the most pressing task is frequency allocation in order to serve the needs of 
the customers (Srinuan et. al., 2011).  

4.6 Fixed network 
Broadband communications are in the center of the growing information society and 
contribute to innovation, productivity and growth and interests foreign investments 
(Lee at al., 2011). Fixed network are available through Fiber, Cable and ADSL.  

4.6.1 Sweden 
Sweden has four companies providing fixed Internet, ComHem, Telia, 
Bredbandsbolaget and Tele2. In Table 6 are the maximum, minimum and average of 
what the companies are offering their consumers. All companies offer 1000 Mbit/s, 
which also is the maximum speed available, for full information see appendix 5.  
Table 6 - Fixed network summary Thailand 

 
 
Sweden with a high percentage of households using the broadband are originated 
from an established infrastructure and market regulations (Srinuan et al., 2012). The 
goals the Swedish government has within broadband is to have a market in world 
class and to reach that they have some milestones.  In 2015, 40% of the of the 
households should have access to broadband of minimum 100 Mbit/s and in year 
2020, 90% of the household should have that same access. It is important that all 
companies and households have the opportunity to use electronic community service 
by broadband (Industry of ministry, 2009). The market reached the first goal in 2010 
with 44% of the households had access to 100 Mbit/s. To reach the other goal it is 
important to have good conditions and have market actors that are ready to invest in 
the infrastructure (Ministry of enterprise, Energy and communication, 2011).  
 
The effective and safe infrastructure that Sweden have for broadband are promoting 
the development and contributes to creating opportunities for a sustainable growth in 
the whole country (Näringsdepartimentet, 2009).  
 

4.6.2 Thailand 
Thailand’s fixed broadbands are mainly provided by three companies, 3BB, TRUE 
and TOT. The average price for fixed broadband provided in Thailand are 112,9 
USD/Month or 1376 USD per year.  

The downloading speed has a maximum of 1000 Mbit/s and a minimum of 0.3 
Mbit/s.  Only one company offers a downloading speed of 1000 Mbit/s, which is 
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TRUE. The average downloading speed of the plans provided are 68.1 Mbit/s, see 
Table 7. For complete information see appendix 4.  
Table 7 - Fixed network summary Thailand 

 
 
IT2010 policy set up three goals for Thailand. The first one is to raise Thailand’s 
ranking in Technology Achievement Index (TAI) from the group “dynamic adopters” 
to “potential leaders”. Second goal is to “develop Thai knowledge workers to account 
for a total of 30% of the workforce by 2010.” The third goal is the value of industries, 
this value needs to be at 50% of GDP in order for Thailand to develop the industry 
towards a knowledge-based industry (National electronics and computer technology 
center, 2011). 
 
Thailand's IT2020 Policy the goals are to have a universal broadband to all people on 
fair basis.  95% of the population will have access to broadband in 2020.  To have all 
sectors be aware of the importance of ICT the role of development in the economy 
and society in a sustainable manner or at least 50% of the population (National 
electronics and computer technology center, 2011).  

Today the consumers are using the Internet to search for information, read news and 
making personal matters but more and more the trend goes towards a more two-way 
communication. That include social networking, blogs and sharing, also digital media 
such as music, movies, videos are increasing (Industry of ministry, 2009). Mr. 
Waiwanijchakij (Vice president digital product development for AIS) means that by 
2020 at least 55% of all the mobile data traffic will be videos. 

4.7 Consumers 
Consumers’ coverage and behavior is presented below of Sweden and Thailand. The 
trend of Internet usage, calls and text for each of the countries is stated.  

4.7.1 Sweden 
The average usage of mobile data in Sweden is 3,2 GB per month. The percentage of 
individuals using the Internet has gone from 5 percent in year 2000 to a percentage of 
95 in year 2013, shown in table 8.  
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Table 8 - Percent of individuals using the Internet in Sweden 

 
 
Mobile cellular subscription is increasing from year 2000 to year 2013, as it shows in 
table 9. The mobile-cellular telephone subscription has increased with 70 percent 
from year 2000 to 2013.  
Table 9 - Mobile-cellular telephone subscribers in Sweden during year: 2000-2013 

 
 
Broadband Internet subscribers in Sweden has increased from year 2003 to 2013, see 
table 10  for percentage of the population. 
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Table 10 - Fixed broadband subscription in Sweden 

 
 
 
Call traffic is consisting of fixed and mobile calls. In year 2005 fixed calls had a 
majority on 78 percent of all calls in Sweden. The trend is showing that mobile calls 
are replacing the fixed calls and in year 2010 the number of mobile calls is higher 
than fixed calls. After 2010 mobile calls is only increasing and fixed calls is declining. 
In year 2014 mobile calls represent 69 percent of all calls in Sweden, the trend of calls 
is shown in Chart 1 below, for complete numbers see appendix 6.   
 

 
Figure 18 - Fixed and Mobile calls in Sweden 

Chart 1 -Fixed and Mobile calls in Sweden. (First half of the year in one billion 
minutes)  
 
Text traffic in Sweden has had a stable increase and reached the peak within the first 
half year of 2011 with 9 billion text messages. From the first half year of 2012 text 
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traffic has decreased and in year 2014 there is only 7 billion text messages in the first 
half of the year.   

4.7.2 Thailand 
The average usage of data in Thailand is 1,2 GB per month. Percentage of individuals 
using the Internet has gone from 4 percent in year 2000 to a percentage of 29 in year 
2013, shown in table 11. 
Table 11 - Percent of individual using the Internet in Thailand 

 
Mobile cellular subscription has increased from year 2000 to year 2013. Number of 
mobile-cellular subscribers and percentage of the population is shown in table 12. 

Table 12 - Mobile-cellular telephone subscribers in Thailand 

 
 
Broadband Internet subscribers include fixed Internet services and have increased 
from year 2003 to year 2014.  Subscriptions is set in relation to the population and is 
shown in table 13. 
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Table 13 - Broadband subscription in Thailand 

 

The text messaging in Thailand is declining and substitutes of social network are 
growing bigger (J. Sirvaras, personal communication, 14 May, 2015). Mobile calls are 
declining every year from 2010 and today Thailand has an average of 280 minutes of 
calling per months and user. Fixed line subscribers are also declining since year 2010. 
Fixed line subscribers year 2013 was the number of 5 687 000 in Thailand (NBTC, 
2013).
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5 Analysis 
In this chapter the gathered data from the empirical study will be analyzed with base 
of the theoretical framework presented in an earlier chapter and generate the study's 
result. The empirical data has been analyzed under the studies research questions. 

Research question one and two 
The actors involved in this study are analyzed with the theories from the theoretical 
framework as a base in order to answer the research questions. Information gathered 
in the empirical study for both Thailand and Sweden are going to be used in this 
chapter to answer the questions; 
 

1. How are the main actors influencing the ICT market in Thailand?   

2. How can the Thai ICT market be improved with learning’s from Sweden? 

5.1.1 Government 
Johanson and Vahlne (2009) are introducing cultural distance in internationalization 
theory. Internationalized product has a cultural gap between the home country and the 
host country. An unstable political environment for several years has characterized 
Thailand. According to contingency theory it is important to change the organizations 
in order to fit the environment (Amann, 2003). In a technical unstable environment it 
is more effective for an organization to have an organic structure of the organization 
with decentralized decision making. The government needs to adapt to the outside 
terms in order for Thailand to start competing with the leading market.     

The government creates goals and laws that need to be enforced by all people and 
companies in the country. The Swedish government have clear goal within ICT and 
their goals is influencing the whole ICT market, PTS, operators and consumers, in 
Sweden. The government has created a common goal that is imprinted in laws so that 
the whole market work towards the goals. These laws restrict companies and 
organizations to act in certain ways. The laws in Sweden that have been studied are 
promoting a safe and fair market with the aim to give the consumer quality and a fair 
price. Thailand has goals and laws similar to Sweden. Thailand has a goal to expand 
the infrastructure to the country and to have fair and free competition. This was not 
enforced in 2008 even though the Trade Competition Act should make it illegal to 
prohibit free and fair competition was in force 1999. One barrier that is influencing 
the ICT market is the foreign business act. Only 49 percent of the investment in an 
organization can come from foreigners. If not a Thai citizen to invest more than 51 
percent in a company, it is not legal to run the company. According to contingency 
theory organizations have to fit the environment in order to be successful in their 
business. A company with only foreign investors would have to adapt to the Thai 
culture environment to succeed in the business even if the whole investment or 
ownership are by foreigners. A company with foreign investors will still create jobs 
and opportunities for Thai people without the barrier of the investment limit.  

In order for Thailand to succeed they have to provide different political directives. 
First the country must have a will to develop ICT and make it a national agenda, this 
agenda needs to have a structured and clear leadership with supervision preferably 
from the highest level in the country. (National electronics and computer technology 
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center, 2011). The government needs to direct the market more in order for Thailand 
to continue growing.  

The Swedish market opened up the marked with LLU and the government is taking 
measures to ensure the growth, competition and opportunities. According to 
internationalization theory standards for management system would beneficial in this 
area of the market. Creating standards will increase the growth and the competition at 
the market (European commission, 2013). Sweden has standards set by the European 
Union that has lead to a competitive environment in the country. The Thai 
government needs to drive the development forward until the market has set a good 
base to reach competition on its own. The Swedish laws within ICT are not creating 
barriers but are advocating competition on same conditions for all actors. Thailand 
needs to start enforcing laws directly when they are set. Demand the concessions of 
operators to ends and force the companies to compete at the same terms. This is what 
Sweden has done, and if Thailand can fill this gap towards the leading market, they 
can compete on the same terms as the leading market. The Thai government needs to 
create a fair basis for all companies to compete on. 

5.1.2 Institutions 
In internationalization the need for seeking business opportunities in a firm is 
emphasized (Ghauri & Cateora, 2006). NBTC has since the start in 1993 been 
working with auction of spectrum and are late in pro-competitive work but are now 
working with strategies on the expansion in the ICT market. In terms of strategic 
management growth strategies for an existing market and an existing product needs to 
focus on market penetration strategies (Richardson & Evans, 2007). The goal is to 
increase the product usage and according to Richardson and Evans (2007) this can be 
done from price strategies, via increased communication tools and/or increase usage 
of reward system to get the consumers to buy more. NBTC wants to make ICT 
equipment’s and services cheaper to involve all people in Thailand to utilize the ICT 
market. Today NBTC is working with price strategies on the auctions of spectrum to 
reach this goal. Increased communication and reward system in order to lower prices 
could be applied to increase the market penetration.  

According to Johanson and Vahlne (2009) cultural distance differs from the leading 
country in the ICT market, which is defined by language, religion, political in how 
countries are controlled, education and how business is done. A stable political base 
characterizes Sweden and Thailand has had an unstable political base during a long 
time period. According to Hofstede (n.y) Thailand has high uncertainty avoidance, 
which means strict rules, laws policies are enforced to avoid expectancy. As a result 
of this score, the society in Thailand, is not in a state of accepting change and risk is 
adverse (Hofstede, n.y). The prerequisites for NBTC are to operate in an unstable 
environment with strict rules, which in a contingency perspective means that the 
organization needs to change to fit the environment (Amann, 2003). In an unstable 
environment the organization can draw benefits from having an organic structure and 
facilitate for decentralized decision. NBTC´s main work is today to auction spectrum 
license of network and also to formulate a master plan that serves as a guideline for 
telecommunication within five years perspective. Two of six goals in the masterplan 
between 2012-2016 have been reached. Four of six goals are not going to be reached 
within the time limit that are set, due to misunderstanding the goals of the project 
scope (Larson & Gray, 2011). The spectrum auction and the masterplan is a duty 
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formulated in the law by the government. NBTC struggles to reach goals in the master 
plan, the failure of not reaching goals can be due to circumstances beyond NBTC 
control. Since many of NBTC goals requires high technology of infrastructure in the 
whole country for an equal level of service to all consumers one basic requirement is 
to expand the infrastructure. Today, NBTC does not take action on the market when 
spectrum is distributed.  

NBTC are working with policies and free and fair competition. The work within free 
and fair competition is only carried out during the auction. NBTC needs to be 
obligated responsibility that will be required in order for them to reach their goals and 
NBTC should have more power to drive the infrastructure expansion forward, which 
also will make them reach their goals. To ensure action in theory of strategic 
management goals needs to definable and specific, when goals can be realistic 
measurable action-oriented and time defined it is easier to accomplish goals (Larson, 
2011). If the Thai government gave NBTC more responsibility, NBTC can push the 
actors towards actions that will contribute to reach their goals.  

According to strategic management priority in project selection is important to get the 
most important objective done (Larson & Gray, 2011). NBTC has different challenges 
today, such as: 

• Ensure that service providers gets revenue from apps that are developed 
outside Thailand 

• Build infrastructure in rural areas 
• Reduce cost of equipment and services to all people in Thailand 

NBTC needs to figure out what their most important challenge is according to their 
vision, set specific timelines and relevant action-oriented measurable milestones to 
achieve the most important goal which is to promote free and fair competition and 
support growth, customers right and make sure telecommunication services are equal 
and universal throughout the whole country.  

Benchmarking can be used as a tool to improve strategies and performances, when 
determining the gap between the compared functions (Lai et al., 2011). For 
institutions, strategies and actions that had an impact on the market is considered. 
Effectiveness of strategies has been displayed by comparison with actions on the 
market. The physical distance in each country is looked upon a contingency 
perspective and strategies and actions cannot be imitated but can be analyzed in order 
to improve the ICT market in Thailand. 
 
NBTC Goals are similar to PTS goals but the markets in Thailand and Sweden has 
major differences. The vision for PTS aims for all people in Sweden to have good 
access to broadband, telephony and mail. Sweden shapes their institution and goals 
from the laws that has been set from government and EU. PTS is active in working 
towards a pro-competitive environment in ICT market. Active work is set by 
strategies and goals and achieved through action towards consumers and operators. 
Projects to achieve better and equal infrastructure within the whole country is 
supported with funds where network and infrastructure need to be expanded. To map 
the ICT market PTS is providing the service “Bredbandskartan” and 
“Ledningskollen”. This service provides information of where in the country networks 
are set up for sharing and excavating new networks. Clear and structured information 
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about the market gives opportunities for further expansion so that speed and 
availability will be equal to all consumers.  Standards within the whole EU is enforced 
by the law, according to internationalization is standardization a way to compete 
worldwide on a market. To support growth standardization can be used in defining 
processes, tasks and methods (European commission, 2013). 

Since concessions that are formed are valid to 2018, NBTC can not influence the free 
and fair competition of service providers in the market yet. NBTC can facilitate for 
service providers to operate on the market by providing similar services as 
“ledningskollen” and “bredbandskartan”, towards the leading market. Infrastructure is 
expensive and a challenge in both Sweden and Thailand, it is a barrier when it comes 
to expand the infrastructure and it should therefore be facilitated. The biggest gap 
between the leading market and Thailand is how they act on the market. According to 
Hofestede´s cultural dimensions differences in handle situations are different in 
countries and in organizations (Hofstede, n.y). A strategy and goal can fail on a 
market depending on how it is handled. A high-performance culture is characterized 
with loose control, high-risk tolerance and an open system focus (Larson & Gray, 
2011). A greater responsibility for NBTC needs to be handed out from the 
government, to be able to take risks and do visible work on the market. The gap 
towards the leading market is hard to comply with NBTC´s conditions today.  

5.1.3 Network suppliers 
According to Hofestede’s cultural dimensions the difference between Sweden and 
Thailand in national culture is shown in Figure 19. To cope a certain environment it is 
important to match and fit into the environment according to contingency theory. 
Benchmarking to compare Thailand against Sweden has been used.  

 
Figure 19 - National culture Sweden versus Thailand (Hofstede, n.y.) 

In the power distance Sweden have characteristics as: People are independent and 
have equal rights. The hierarchies are only for convenience not because it is needed 
and the leaders are coaching. The power is decentralized and the whole team are 
involved and consulted. Bosses and leaders are informal and addresses by their first 
name and the communication are direct. Thailand is much higher than Sweden in this 
dimension which indicated that inequality are accepted and employees show respect, 
loyalty and stand up for their team in order to receive protection and guidance back 
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from the team members. Managers are more formal and the information flow in the 
organization is hierarchical and controlled.  

Sweden has an individualist society where people to take care of themself and their 
immediate family only. In an organization a person is hired because of mutual 
advantage and promotion are based on performance only. Thailand are opposite from 
Sweden in this dimension and is a collectivist country and have a long term 
commitment to their group where it is important to show loyalty, even more important 
than any other social rule or regulation. In Thailand “yes” is not always an agreement. 
The personal relationship is important in business and it is therefore important not to 
talk business on the first meeting.   

In masculinity Sweden score low, which means that it is a feminine society. 
Organizations take care of their employees. People value equal rights and quality in 
their professional lives. Conflicts are solved by negotiating and long discussions. 
Flexible work hours and workplace is something that is important for the Swedish 
workers. Thailand is also considered a feminine society, which is influenced by less 
competitiveness among people. This means that the traditional male and female roles 
are retained in the country.  

In the uncertainty avoidance Sweden has a low score, which means that it is a more 
relaxed attitude and the people want as few rules as possible. Innovation is motivated 
and schedules are flexible. On the other side Thailand have a high score, which means 
that they are avoiding uncertainty by implementing rules, laws and policies. A country 
with high uncertainty avoidance wants to control everything by remove or avoid the 
unexpected and have trouble accepting changes.  

In the long term orientation Sweden has 53 percent, which in in between long term 
and short term so they do not have a clear statement in this dimension while Thailand 
have a low score. The low score means that Thailand want to achieve quick results 
and have respect for traditions rather than focus on the future. 

Final the Swedish culture have high score in indulgence which means that they follow 
their impulses towards enjoying life and having fun. Thailand on the other hand have 
a score of 45 which means that it is between and are neither or both indulgence and 
not indulgence (Hofstede, n.y).  

The survey on the case company in Thailand shows that the culture is goal oriented. 
Results and goals are important. They are internally driven with focus on business 
ethics and keeping their word. The work discipline is strict with a formal organization 
and punctuality is important. The culture is a mix of local and professional focus. A 
more open system in the company toward letting newcomers in and can often ask 
their boss for advice and tell the boss what they think. The organization is not clear if 
it is work-oriented or employee-oriented. Further the acceptance of leadership is in the 
middle of low and high, it is neutrally to the leadership style. In profession 
identification against the organization identification the score is in the middle as well. 
They are either identified with both or neither.  

The high performance culture according to Larson and Gray (2011) have been applied 
into Hofstede’s organizational culture in order to combine the two theories and have 
created a combination of the two theories, see figure 20.  
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The high performance culture was analyzed and applied one topic at the time to fit in 
to Hofstede’s organizational culture. Benchmarking theory was used to compare the 
organizational culture at Ericsson towards the high performance culture theory. For 
matching the high performance culture, Ericsson is matching on two out of seven. 
Although goal versus means oriented cannot be two categories at the same time. The 
green category is the high performance category that has been implemented in 
Hofstede’s organizational dimensions. The blue categories are where Ericsson is 
today. The striped blue/green are the areas that are matching Ericsson’s culture today 
and the high performance culture. For the high performance they are close to 
matching the goal versus means. This is are hard match because of two different ways 
of matching them. For risk control, which falls under goal versus means oriented, they 
are matching the high performance since they have a D, see figure 19. However when 
it comes to goal versus mean oriented overall they have a D and should have a C to 
have high performance culture. But since they cannot be in two categories at the same 
time they can choose the one that is more in line with their guidelines and priorities.  
 
As shown in figure 20 for easy versus strict environment they should have B and now 
they have D. Ericsson should be easier going culture in order for them to have high 
performance work culture. In Local versus professional Ericsson have a category C 
but should have D or E for the high performance culture, it should be strictly 
professional were the workers are identifying with the company and work in a wide 
point of view. They have category B in open system versus closed system but should 
have A. More open system, focusing on the external, long term and welcoming 
changes and differences. For the employee-oriented versus the work-oriented the 
should have B/C to be high performance culture, which they have. The decisions 
being made need to take both work and employees into account. The degree of 
identification with the organization should be high, which means it should be between 
75-100. Now they only have 56, Ericsson needs to make sure the employees are 
identifying themselves with the whole organization and not only with their job/title, 
because then they could lose valuable employees because they get a better offer at 
another firm. Employees that identify themselves with the organization and not the  
work title is more likely to stay at the company. 
 

 
Figure 20 - Ericsson compared to high performance culture 
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5.1.4 Mobile operators 
According to benchmarking the performance can be analyzed in various ways (Lai et 
al., 2011). By comparing countries the difference will be identified and benchmarking 
can be used as a tool for improving the barriers so that Thailand can take learning’s 
from Sweden. In internationalization is it important to have market knowledge 
(Johanson & Vahlne, 2009), this knowledge is in this comparison taken from 
benchmarking. By comparing the Thai market towards the Swedish market more 
knowledge on the Thai market is gained. Then by creating standards within the 
market will create more competition (European Commission, 2013) and this is made 
by the knowledge from the benchmarking in internationalization. Thailand and 
Sweden's performance is compared in plans, speed, minutes, data and price. The main 
differences between Thailand and Sweden's is the average mobile plans and the 
average monthly price that is offered. The difference on average number of plans is 
23.8 more in Thailand than in Sweden. Also the number of minutes free call in 
Sweden is unlimited compared to Thailand's 388.2. The price for text, MMS and calls 
does not vary significant amounts, see table 14. However the data included is in 
average 9.6 Gb higher in Sweden than in Thailand but that means that Sweden also 
have a higher average monthly price than Thailand. This can have different 
explanations, first is that Sweden offer more expensive price plans and second can be 
that it is more expensive overall in Sweden. According to appendix 4, both of those 
statements are true.  



Analysis 

51 

 

Table 14 - Self-designed model over differences between mobile operators 

 
 
The mobile operators are offering what the consumers are demanding. Sweden 
dominating the operator market with the concept of a few price plans that they 
consumer can choose from to make it fit their usage and what they want. A 
contribution to this is that the average price per month of the plans available is higher 
than the average price in Thailand. Thailand’s mobile operators offer more plans than 
the Swedish does. However many mobile price plans may increase competition 
between the companies but for the customers it may cause confusion.  
 
Customers may not be able to choose the plan that is best for them if there are so 
many choices (Srinuan, 2013). The diffusion of many plans in Thailand is a 
consequence of the lower monthly price. According to benchmarking theory Thailand 
can improve their performance by taking learning from the Swedish market (Lai et al., 
2011). By standardizing their offers they can achieve more competition on the market 
and compete on the same basis (European commission, 2013). By comparing the 
countries it is possible to see what Thailand needs to improve in order to gain more 
power on the ICT market.  

The mobile operator needs to have more structure and instead of having a wide range 
of price plan, have a wider range of add-on packages. According to Hofstede’s 
national culture (Hofstede’s, n.y.) Thailand has high uncertainty avoidance, which 
means that they do not like surprises or unexpected events. This straightens the theory 
of creating standardized product and processes according to European commission 
(2013). Thailand have many price plans that offers free apps, for example Facebook, 
Instagram, Wechat, Whatsapp. The Thai people can use these apps how much as they 
want without paying for it, even if it goes on the Internet. The positive about those 
plans are that if all communication go through those apps they consumer do not need 
to use regular text and calls that cost money. The negative is the infrastructure. Since 
the infrastructures are not completely developed, the consumers might not get Internet 
connection everywhere. Since the data included in average are less there is a problem 
with new apps. The consumers are limited to use only a few apps so when new apps 
are arriving at the market they may not be able to use it if they do not have enough 
data left. Another concern are the GPS that can be used in smartphones with data is a 
good alternative for taxi drivers and drivers overall to use but that requires more data 
and a robust infrastructure.  
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5.1.5 Fixed network operators 
The planning phase in benchmarking theory are including identifying and choosing 
which methods to use. The identification have been made on the fixed network 
operators and methods with comparing the key facts that consumers are interested in 
have been used with the base of benchmarking perspective. In the analyze phase the 
differences are shown (Hacker & Kleiner, 2000) and by those differences 
improvements can be found.  By comparing the countries and see what parts that 
differ the market, seen from a consumer perspective, due to key facts that consumer 
analysis in order to choose a fixed network have been compared. Benchmarking for 
Thailand on Sweden, the parameters that Thailand lacks compared to the leading 
market will be identified. It is important to have market commitment in the market, 
which increases with knowledge and experience (Agndal & Chetty, 2007). Further it 
is important that the market growth through market penetration (Ricardsson and 
Evans, 2007). Further if Sweden's methods cannot be used in Thailand at least the 
problem is identified and other suggestions can be presented to improve the current 
problem. 

The main differences in the fixed network are that Sweden has much more speed to 
offer their consumers to a lower price. The difference in the average price is 62.8 
USD per month. The average downloading speed is differing with 116.3 Mbit/s more 
for Sweden compared to Thailand and the price is 62.8 USD higher per month in 
Thailand, see table 15.  
 

Table 15 - Self-designed model over difference on fixed network operators 

 
 

Thailand cannot lower the price on fixed network until more infrastructure is 
developed and there is more consumers using the fixed network. Comparing Mobile 
operator in Thailand and Sweden they are similar to each other when it comes to the 
parameters previously discussed and Thailand have even lower price than Sweden. 
But Sweden is overall a more stable market in both mobile and fixed network, which 
is what Thailand needs to benchmark from Sweden. When it comes to fixed network 
Thailand is far behind Sweden in both price and speed. A fixed broadband is the basis 
to create a good WIFI. A high WIFI speed can only be reached by having WIFI from 
a fixed network. The mobile data network are not offering speed close to what the 
fixed network are offering, not nowadays at least. Dr. Jesada says that every province 
in Thailand have fiber cable but the problem is that there is no company that wants to 
spread out the fiber to all households because it is too expensive.  

5.1.6 Consumers 
According to Hofstede's theory of culture, the demand can be internally driven or 
externally driven within the organization (Hofstede, n.y.). Thailand has been 
identified to have internally driven organizations and knows best for the consumer 
within ICT. Since the global competition requires access to high data volume in all 
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industries the global ICT market is predictable and heading for the same goal to offer 
consumers good quality network to support activities that requires high data 
consumption. The consumer does not have a big impact on the market since the ICT 
industry requires large investments to improve within infrastructure and increase 
capability on network. Today, network operators are offering services on the market 
with their own abilities from infrastructure to offer fixed and mobile network in 
desired speed and coverage.  The trend in texting and calling services is declining in 
both countries and similar services over Internet is used as a substitute. The Thai and 
Swedish consumer follows the same trend of the network usage but the coverage of 
network and subscription of fixed and mobile network are not as extensive in 
Thailand as it is in Sweden, only 29 percent of the population has access to Internet in 
Thailand. In a benchmark perspective the gap between the two actors in the leading 
country and the learning country is on the usage of Internet. Thailand needs to 
increase the consumer usage of Internet in order to compete with the leading ICT 
market. According to Richardson et al. (2007), to increase the penetration of an 
existing market and product, price competition is a way of increasing market share. 
Thai consumers could increase the usage when services and equipment of services on 
the ICT market becomes cheaper.   

The market in Sweden and Thailand are in different conditions today. Thailand has 
had a slow increase from year 2000 to year 2013 to 29 percent of the whole 
population using the Internet; meanwhile Sweden had the steady increase to 95 
percent during the same years. The operators in Thailand offer a wide range of price 
plans and far more mobile network plans than fixed network plans. The consumer is 
confused of all choices available.  Since Thailand is, according to Hofstede's national 
culture (n.y), characterized with high power-distance that means the culture accepts 
power inequalities. Thai consumers culture are influenced by inequalities and 
suggestions from the authors on higher pressure from consumers on the operators 
could make improvements with more customized and less price plans. According to 
the theory of market commitment the risk for a firm is reduced when the firm 
understands the market (Johanson & Vahlne, 2009). Operators does not understand 
the market if the consumers are confused. Network operators can offer services to 
consumers that is satisfying the consumers, can reduce their risk on the ICT market. 



Discussion and conclusion 

54 

6 Discussion and conclusion 
In this chapter a discussion of the result is made. The result discussion involves the 
research questions to make a structure that is easy for the reader to follow. A 
methodology discussion is also included in this chapter and it ends with conclusions 
of the purpose of thesis. 
 

6.1  Result 
The purpose of this thesis is to explore the Thai ICT market and identify the gap 
between Thailand and Sweden. By looking at the overall market the connection 
between the actors and cultural cap towards the leading market can be discovered and 
improved. By finding differences in the Thai market compared to the Swedish market, 
the issues have been identified and can be improved. By connecting many actors to 
the solution it creates a need for the actors to work together towards a common goal. 
 
To answer this research question the most important aspects of the theories has been 
considered and analyzed against the empirical data that has been gathered from the 
case company and via the case company. Based on this, three most important aspects 
has been taken into account when analyzing the ICT market; penetration, culture and 
strategic management, has been seen to have high importance for the ICT market 
today and to improve it. The ICT market can be seen as a an existing product on an 
existing market and thereby be the most the actors wants to expand the range of 
ICT.     
 
According to Andersen (1993) it is important to have market knowledge in 
international environment. By identifying the differences between the Swedish market 
Thailand can increase the knowledge of a leading market. Exploring the leading 
market, and identifying the gap to the Thai market, a benchmarking case has been 
done. In internationalization one tool that can be used is standardization. The 
standards will increase innovation, growth and competition.  Thailand’s ICT market is 
in need of growth in order to start competing with the leading market. With this as a 
base there are several improvements that can be done by Thailand in order to improve 
the market. The prerequisite found in developing the market further one major barrier 
has been detected, which is the infrastructure of network. Expansion of network will 
give opportunities to reach out to all consumers, when building new infrastructure 
higher technology will be one way to ensure the international standards of network.  
 
For increased usage of fixed network the infrastructure needs to be developed, this 
can be done with more input from the government, NBTC and the companies. The 
authors has detected  three ways that can help the infrastructure develop. The first one 
is that the fixed network operators promote new technology that needs to be supported 
of a highly developed infrastructure. Technology as SMART-TV, Netflix, streaming, 
controlling your home by your smartphone and upcoming developments are based on 
having a highly developed infrastructure. This promotion needs to be effective. The 
operators need to create a need of more data that does not exist yet. If the operators 
can do that, the consumers will create a great demand, which will pressure the 
government, companies and NBTC to expand the fixed broadband. This will create a 
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pressure to develop the infrastructure that does not exist yet and that the actors in ICT 
market cannot refuse the consumers demands.  
 
The second strategy is that the Thai government implements a regulation or law that 
make sure the rural areas will be covered with the infrastructure. If NBTC creates a 
tool where speed and availability are shown all over Thailand, as in Sweden, a priority 
list can be created. The priorities should be on the areas in need of the most 
development. From this map the government can force the operators that buy 
frequency to use, for example 5 percent, of the investment to expand the infrastructure 
in rural areas, starting from the most critical one. If NBTC has more duties on the 
market they can make sure the expansion is happening from the fund intended to 
expand the area of infrastructure.  
 
Another alternative for getting the investment to build infrastructure would be to 
make some changes to foreign business act. If the barrier for foreigners of not owning 
more than 49 percent is removed it can increase business opportunities for investment 
in the Thai infrastructure. The law can regulate so that the owners have to use Thai 
workforce to build or as employees. This it is a halfway compromise, remove some of 
the barrier on the most critical part.  
 
Ericsson is in need of creating a high performance culture in order to make the most 
out of the resources they have. They need to change the work environment to a more 
easy-going by decentralize decisions, involve more employees when decisions are 
made, the employees should not be afraid to take risks and thinking more of the 
employees best and take their personal life as a way of taking good care and caring for 
their employees even more. They need to improve their leadership so it fit more the 
overall picture of what the employee have as their “perfect leader” this will give the 
leaders extra support and trust. The have to have a more open system and looking 
external and long term instead of a short term perspectiv. If they can do this they have 
a high performance culture and even if it is different from the national culture they 
might be able to push the market further. 
 
The mobile operators need to minimize their plans. To standardize a basis of the 
plans, as Sweden have, will increase the competition and the companies will compete 
on equal terms. It will increase the competition by making the offers more equal and 
decrease the consumers’ confusion. It will be easier for consumers and NBTC to 
compare them.  Have a base of either unlimited text and calls or pay for all calls and 
text the consumer makes. Further as in Sweden the consumer can add the data volume 
that they want. If the mobile operators remove the free apps from the plans they could 
make more revenue both from consumers who pay for all calls and text they use and 
also for the set plans that the consumer pays for. The data volume make sure the 
mobile operator gets more revenue and also that the consumer might start using the 
data in another way. The consumer will have more control and free will of the apps 
they actually want to use without a promotion that some apps are free to use.  
 

6.2 Implications 
Theories are not widely researched within the ICT market and complete 
methodologies for the theories are lacking. Therefore the authors had to combine the 
existing theories and methodologies in order to carry out this study. The combination 
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from the existing theories has contributed to identify the gap between Thailand and 
the leading market in Sweden. There are no clear interpretation means how culture 
affects a market, which gives the study limited depth. This is obviated with the 
comprehensive analysis that led to the improvements. 
 
Further, the authors have been aware of the large number of actors the study has 
involved that resulted in a limitation of the data collected. The study did not include 
all aspects but instead choose to focus on a few with great level of detail, which can 
be seen as a limitation for the thesis. This thesis has been carried out in purpose to 
explore the whole market and the authors consider the number of actors explored has 
been strengthen for the study because the main actors are included and analyzed.      
 
Practical implications of this study has been the language barrier, the authors did not 
communicate in the national language in Thailand, which can be seen as a weakness 
of the study and can lead to misunderstanding of data. This has also been seen as a 
strength because the authors has had the opportunity to be on location in Thailand, 
observed dynamics of environment on location.  

6.3  Method discussion 
The methods and approaches that been used to gather the studies result can be 
criticized. This section aims to discuss what has been good in the methods and what 
could have been done better. The chapter discusses the data gathering, data analyses 
and reliability and validity.  

6.3.1 Data collection 
In this study the data collection has been based on case study and literature studies. 
The case study was based at Ericsson in Thailand with observation, interviews and 
document studies as methods for gathering data. This methods used has been 
necessary and relevant in order to gather data to fulfill the purpose of the study. 
Through usage of several different methods, data from one method has been 
strengthened from another method. By using both case study and literature studies a 
broad view of the problem has been displayed. The study has involved data from both 
Thailand and Sweden, but methods of observations and interviews have only been 
made in Thailand, a weakness in methods for data gathering is viewable.  Since the 
authors were located in Thailand it was difficult to receive the same information from 
Sweden by the same methods. The data has been strengthened from different sources 
of document studies instead of different methods. 
 
Organizational culture was compared in one case at Ericsson in Thailand and 
analyzed from a high performance culture perspective, this was analyzed by 
Hofstede’s cultural dimensions and high performance culture dimensions to be able to 
compare them on the same terms. This method was only performed at one company 
and cannot be generalized to all organizations in Thailand, but can be used when 
evaluating a specific organization. Since this study is specific and not meant to 
generalize the authors saw the relevance in this method.   
 
Interviews were majority in unstructured form for gathering primary data with focus 
on the thesis topic. The authors believe this has been a satisfying structure of the 
interviews for gathering updated information of the current situation on the market. 
Semi structured interviews has also been conducted in cases when specific primary 
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data was needed at the same time open ending with discussion contributed to data the 
authors not specific asked for. Structured interviews were held in order to get exact 
answers on questions formed as a survey in order to analyze the organizational 
culture.  
 
Observations in the study have been in unstructured form. The purpose for this was 
that the observations were not done in a predetermined area, but to observe 
interactions, artifacts and dynamics of culture in Thailand. This was not a crucial 
source of information but was used to strengthen other sources and further evidence 
during the data collection.  
 
Literature used has mainly been scientific articles from data bases that Jönköping 
University library provides. Relevant research words have been applied but also 
searching in relevant articles reference. In addition to this, e-books and textbooks 
from Jönköping University library have been used. For each theory used, several 
sources has been analyzed and evaluated before being used in this thesis. This has 
been done both to increase the trustworthiness and also to make the author's 
understanding of the theory wider and to understand how to apply the theories in this 
thesis.     
 
The validity and reliability has been good and carried out by using multiple methods 
and sources and set against each other. Further the methods and work process that has 
been used is well described in the study, which contributes to the fact that the study 
can be carried out again with the same result. This study is specific for the ICT market 
in Thailand and is not meant to be generalized, it can further contribute to other 
studies with this as a base.     

6.3.2 Data analysis 
The empirical study has been analyzed against the theoretical framework when data 
was gathered. The choice of analytical method was considered appropriate because it 
enabled comparison of data from the theoretical framework continually.    

The actors were analyzed separately in order to understand how each actor are lacking 
towards the leading market. By this approach a clear gap for each actor were 
identified. Analysis showed that the actors had similar barrier to overcome in order to 
compete against the leading market, which connects all actors together even when 
they were analyzed separately. This connection was essential in order to develop the 
market and not only the actors in the market.  

6.4  Conclusions 
In this study the ICT market in Thailand has been explored in terms to improve the 
ICT market. To be able to receive a result a benchmarking has been done from a 
cultural contingency perspective towards the leading market. The dynamics of the 
ICT market has been looked upon from different actors; government, institutions, 
network suppliers, operators and consumers. In order to do a benchmark it is 
necessary to find out the gap between the improving organization and the leading 
organization (Hacker & Kleiner, 2000). The Swedish market has been taken as a best-
case example but has not fully been able to imitate in Thailand because of cultural 
differences from Sweden. Strategies and practices have been evaluated in Sweden to 
be enforced in Thailand under their environmental circumstances. 
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For each actor that has been explored, a solution for improving the ICT market has 
been developed, and in combination the improvements for the whole ICT market 
could be improved. The individual solution for each actor that has been evaluated is; 
Government needs to facilitate for all actors on the market by forcing NBTC to more 
responsibility in order to have a pro-competitive environment on the market.  Promote 
the infrastructure expansion by pressuring owners of network to expand the 
infrastructure in rural areas also by opening up the opportunity for foreign investors to 
invest fully in the expansion of the infrastructure. 
Institution, NBTC, needs to provide clear and functional information of and to the 
market. NBTC have to take more responsibility for the market development and 
create more impact on the market. By specific and realistic goals they will improve 
their chances in developing the ICT market. 
Network providers, in an organizational culture point of view, benefits can be drawn if 
working towards a high performance culture within the organization. 
Operators can promote services that require high infrastructure expansion and 
standardize price plans in order to increase network expansion and development. 
Consumer can contribute to an improved ICT market by demanding future technology 
fast, in that way increase pressure on operators to deliver to the market. 

An implementation of these changes can lead to improvements in the ICT market 
towards the leading market. The aspects that is important for developing a market 
needs to be defined and then prioritizing. It is important to strive for a common goal 
within the market, since all the actors in ICT market would benefit from a 
development of the ICT market. A more connected society will benefit the whole 
country´s economy and not only the ICT market.  

6.5 Further studies 
When completed this study it has shown good possibilities to improve a market within 
ICT industry. Because of the lack of studies in this context there is a need to do 
similar studies. Which would contribute to the external validity when a method can be 
applied in different cases within different industries. Due to the lack of studies in this 
market further study with different theories could validate the result for this thesis and 
a standard model for improving a market though benchmarking could be achieved. 
The theories that have been used have been connected in a way that, according to the 
author’s knowledge, not has been used before. Connecting all the theories may have 
contributed to a new angle of benchmarking but it is in need of more research in order 
to confirm this approached were theories can be standardized and used in a general 
level. 
 
Further a study compiled by only interview could raise different topics due to more 
personal information from all actors. Getting interviews with the government and 
information from all the operators of what they believe is the barrier in the market. By 
compile interviews from consumers to see their input and expectations of the market 
could lead to further improvements. By adding more input from employees in the ICT 
market and the consumer, more gaps and improvements in the market can be found in 
further studies.  
 
To improve the market by exploring it there is not a right or wrong way of handling 
decisions, it depends on contingencies on the market. There is many environmental 
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forces and cultural difference that affects the market actors. Further studies on how 
culture and contingency should be taken into account when expanding a market can 
be developed.  
 
Further studies based on the author’s findings can be done using different methods to 
map out the current infrastructure with coverage and speed in different areas in 
Thailand. This would be done in order to view current development within 
infrastructure to increase the opportunities for expansion. 
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Appendix 1 – Interview questions to NBTC 
Interview questions regarding NBTC practical work, history and future.  

- What are NBTC main responsibilities? 
- Which laws are NBTC based on? (Telecommunication act. etc.) 
- When and why was NBTC created? 
- What actions have NBTC done so far that had has had major impact on the ICT 
market? 
 
- Do you provide the general public with information about ICT? Coverage and speed 
in each area? (Are you mapping out speed and availability of network in the whole 
country)? 
- Whose responsibility is it to build infrastructure of network in Thailand?  
- Is it easy for new entrants to enter the market?  
- Is the master plan only a guideline or do NBTC have power to govern the operators 
towards free and fair competition?  
- What do you see as the most challenging goal for the ICT market? 
- What do you think is the toughest barrier for Thailand to overcome within the ICT 
market? 
 
Questions for masterplan 2012-2016: 
1. How NBTC practical work for each the goal done? 
2. Are NBTC going to reach their goal in its timeframe of 2016? If not, when? 
3. How are you supporting the goals? (Policy/action/funding’s/etc.) 
 
 
NBTC goals within five years during 2012-2016 from master plan: 

1.      To provide the general public with telecommunication services with 
quality and affordable and fair price, for the utmost benefits of the public in 
both national and local level in education, public health, cultures, state 
security, and other public benefits 
2.      To develop and promote free and fair competition among 
telecommunication operators both incumbents and new entrants 
3.      To promote the utilization of telecommunications and radio 
communications resources in an worthy, efficient and sufficient manner in 
both the normal case and the case of an emergency and disasters. 
4.      To increase the opportunities in accessing to basic telecommunications 
service in both voice and broadband services 
5.      To promote consumers awareness in their rights, and develop effective 
and fair systems and mechanisms for consumer protection in 
telecommunications 
6.  To raise the competitiveness of the country at international level 
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Appendix 2 – Cultural Interview 
Cultural Interview 

This interview is a part of a thesis work with the aim of understanding 
organizational culture in different countries. Your answers will be used in a 
thesis but your answers will be anonymous.  

The survey is a Choose one alternative type. Choose the statement that you feel 
describes your work situation best. This survey is made from your point of view 
and there are no right or wrong answers. If none of the answer is correct choose 
the one that is closest to the truth. The survey has a total of 27 questions. The last 
two questions are a scale answer. Choose the number that identifies your opinion 
the most. 

Choose one of the alternatives 
1. The company has: 

£ Many rules and regulations £ Not so many rules 
 
2. How do you think the work is motivated on Ericsson? 

£ Harmful internal competition 
£ Continuous monitoring 

£ Inspirational leadership 

 
3. How does the working days look like? 

£ Repetitive work £ Every day offers new 
challenges 

4. How much risk can the employee take? 
£ We don’t take risks 
£ We take risks 

£ Take as few risks as possible 

 
5. How does the company look at ethics and honesty? 

£ We have very high standards of 
business ethics and honesty 

£ We have high standards of 
business ethics and honesty 

£ We have moderate to high 
standards of business ethics and 
honesty 

£ We are not concerned by 
business ethics and honesty 

 
6. How well do the employees stick to their word 

£ We are not consistent in what 
we say and do 

£ We are consistent in what we 
say and do 

£ We are extremely pragmatic 
£ We are fairly flexible in what 

we say and do 

 
7. How does the company look at improvement? 

£ We are the best, there is no 
scope for improvement 

£ We are the best but there is 
always scope for improvement 

£ There is scope for improvement 
 

8. What is the most important when it comes to consumers? 
£ Procedures must be followed 

correctly unless it hurts results 
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£ We try to meet consumer 
demand unless it will go 
against our business 

£ We do what the client wants us 
to do, even if it is not in the 
long-term of the client 

 
9. The work environment 

£ Punctual 
£ Cheerful and relaxed 

£ Are loose without rules 

 
10. The overall company is  

£ Extremely informal 
£ Informal 

£ Formal 

 
11. Which of the following describes the environment the most 

£ A lot of joking at the cost of the 
organization 

£ Not burdened by administrative 
tasks 

£ Planning is emphasized 
 
12. How is loyalty in the company? 

£ Internal loyalty is important 
 

£ Internal loyalty among 
everybody 

£ Managers require subordinates 
to be loyal to them 

£ Loyalty are not that important  

 
13. What is the focus of the work?  

£ Here and now are the most 
important 

£ We have a fairly long-term 
horizon  

£ We have a long term horizon 
 
14. How is the company towards the outside world? 

£ Inward looking £ Outward looking 
 
15. How are newcomers treated at the company? 

£ Newcomers who differ from us 
are right away rejected 

£ Newcomers who differ from us 
should adjust and therefore 
they will be tested out 

£ Diversity is ok 
£ Diversity is welcomed 

 
16. How will a critical attitude be tolerated? 

£ A critical attitude are not ok 
£ A critical attitude is not 

appreciated 
£ A critical attitude by 

subordinates is being perceived 
as rejection 

£ A critical attitude is ok 
£ Without a critical attitude you 

will not get promotion 

 
17.  Choose the statement that is most correct to the environment 

£ Competition and mistrust 
between units is strong 

£ It is important to know what 
competition does 
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£ It is important to monitor what 
happens in our field of 

competence 

 
18.Choose the statement that fit in the most in your environment 

£ The outside world is 
threatening 

£ The norms at work should also 
apply at home 

£ We learn from our mistakes 
19. How are newcomers treated? 

£ Newcomers and outsiders alike 
feel immediately welcome 

£ Newcomers and outsiders alike 
feel welcome 

£ Newcomers and outsiders alike 
don’t feel all that welcome 

£ Outsiders are not welcome 
£ Newcomers have to prove 

themselves by initiation rites 
20. How are failure approached?  

£ Those who fail are given the 
benefit of a doubt 

£ Those who fail are normally 
given the benefit of a doubt 

£ Those who fail are normally 
assumed guilty until proven 
innocent 

£ Those who fail are assumed 
guilty 

21. How much information is given? 
£ Everyone feels well-informed 
£ Information we need in order to 

do a good job can be easily 
acquired 

£ It takes real effort to acquire 
information we need to do a 

good job, unless you know the 
person with information 
personally 

£ The company is secretive, you 
don’t get extra information. 

 
22.How well can you express your thoughts? 

£ We tell the boss what we think, 
even in threatening situations 

£ We tell the boss what we think 

£ We will not tell the boss what 
we think if we find ourselves in 
a threatening situation 

£ We never tell our boss what we 
really think 

 
23.  How comfortable are you talking to your boss? 

£ We can always ask our boss for 
advise 

£ We can often ask our boss for 
advise 

£ We can’t ask our boss for 
advise 

 
24. Which statement is the most true 

£ Management take co-
responsibility for our welfare 

£ Everybody is responsible for 
their own welfare 

£ People are put under extreme 
pressure for no good reason at 
all.  

 
25. Who are the company with your personal problems?  

£ Personal problems are not 
taking into account 

£ Personal problems are taken 
into account
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Mark the number that reflects your opinion 
 
26. In what degree do you think the managers at Ericsson fits your expectations 
of a “perfect leader”? 
        Low/Not at all   High/Very much  
 
 
 
27. What do you identify yourself the most with?  
 
        The profession   the organization 
 
 

Thank you for your participation! 
 

1 2 3 4 5 6 9 8 7 10
00

1 2 3 4 5 6 9 8 7 10
00
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Appendix 3 – Answer from Cultural interview

 
 

Answer Letter Total Number1per1answerAverage1numberCathegory
1.1The1company1has: 16 57.1875 Goal1vs1Mean D
Many%rules%and%regulations 10 B/C 45 450
Not$so$many$rules 6 D 77.5 465
2.1How1do1you1think1the1work1is1motivated1on1Ericsson? 16 56.40625 Goal1vs.1Mean D

Harmful internal competition A 17.5 0
!Continuous monitoring 9 B 40 360
! Inspirational leadership 7 D 77.5 542.5

3.1How1does1the1working1days1look1like? 16 73.4375 Goal1vs1Mean D
! Repetitive work 2 B/C 45 90
! Every day offers new challenges 14 D 77.5 1085

4.1How1much1risk1can1the1employee1take? 16 55.78125 Goal1vs1Mean D
! We don’t take risks 2 A 17.5 35
! We take risks 7 D 77.5 542.5
! Take as few risks as possible 7 B/C 45 315

5.1How1does1the1company1look1at1ethics1and1honesty? 16 42.34375 Internal1vs.1External B
! We have very high standards of business ethics and honesty 3 A 15 45
! We have high standards of business ethics and honesty 8 B 40 320
! We have moderate to high standards of business ethics and honesty 5 C 62.5 312.5
! We are not concerned by business ethics and honesty D 87.5 0

6.1How1well1do1the1employees1stick1to1their1word 16 39.84375 Internal1vs.1External B
! We are not consistent in what we say and do 2 A 15 30
! We are consistent in what we say and do 9 B 40 360
! We are extremely pragmatic 1 D 87.5 87.5
! We are fairly flexible in what we say and do 4 B 40 160

7.1How1does1the1company1look1at1improvement? 16 45.46875 Internal1vs.1External B
! We are the best, there is no scope for improvement 1 A 15 15
! We are the best but there is always scope for improvement 10 B 40 400
! There is scope for improvement 5 C 62.5 312.5

8.1What1is1the1most1important1when1it1comes1to1consumers? 1 16 60.3125 Internal1vs.1External C
! Procedures must be followed correctly unless it hurts results 1 B 40 40
! We try to meet costumer demand unless it will go against our business 12 C 62.5 750
! We do what the client wants us to do, even if it is not in the long-term of the client 2 D 87.5 175

9.1The1work1environment 16 46.09375 Easy1vs.1Strict
! Punctual 4 D 77.5 310
! Cheerful and relaxed 9 B 45 405
! Are loose without rules 3 A 7.5 22.5

10.1The1overall1company1is1 16 60.9375 Easy1vs.1Strict
! Extremely informal 1 A 7.5 7.5
! Informal 6 B 45 270
! Formal 9 D 77.5 697.5

11.1Which1of1the1following1describes1the1environment1the1most 1 16 62.1875 Easy1vs.1Strict
! A lot of joking at the cost of the organization 1 A 7.5 7.5
! Not burdened by administrative tasks 3 B 45 135
! Planning is emphasized 11 D 77.5 852.5

12.1How1is1loyalty1in1the1company? 16 22.65625 Local1vs.1Professional A/B
! Internal loyalty is important 7 A 10 70
! Internal loyalty among everybody 7 B 32.5 227.5
! Managers require subordinates to be loyal to them 2 B2 32.5 65
! Loyalty are not that important D/E 77.5 0

13.1What1is1the1focus1of1the1work?1 16 50.625 Local1vs.1Professional C
! Here and now are the most important 7 A/B 22.5 157.5
! We have a fairly long-term horizon 6 D 65 390
! We have a long term horizon 3 E 87.5 262.5

14.1How1is1the1company1towards1the1outside1world? 16 53.4375 Local1vs.1Professional C
! Inward looking 7 A/B 22.5 157.5
! Outward looking 9 D/E 77.5 697.5

15.1How1are1newcomers1treated1at1the1company? 16 66.71875 Local1vs.1Professional D
! Newcomers who differ from us are right away rejected A 10 0
! Newcomers who differ from us should adjust and therefore they will be tested out 4 B 32.5 130
! Diversity is ok 5 D 65 325
! Diversity is welcomed 7 E 87.5 612.5

16.1How1will1a1critical1attitude1be1tolerated? 16 50.78125 Local1vs.1Professional C
! A critical attitude are not ok 1 A 10 10
! A critical attitude is not appreciated 3 B 32.5 97.5
! A critical attitude by subordinates is being perceived as rejection 3 B2 32.5 97.5
! A critical attitude is ok 8 D 65 520
! Without a critical attitude you will not get promotion 1 E 87.5 87.5

17.11Choose1the1statement1that1is1most1correct1to1the1environment 16 73.59375 Local1vs.1Professional E
! Competition and mistrust between units is strong 2 A 10 20
! It is important to know what competition does 3 D 65 195
! It is important to monitor what happens in our field of competence 11 E 87.5 962.5

18.Choose1the1statement1that1fit1in1the1most1in1your1environment 16 53.59375 Local1vs.1Professional C/D
! The outside world is threatening 5 A 10 50
! The norms at work should also apply at home 1 B 32.5 32.5
! We learn from our mistakes 10 D/E 77.5 775

19.1How1are1newcomers1treated? 16 42.96875 Open1vs1closed B
! Newcomers and outsiders alike feel immediately welcome 4 A 12.5 50
! Newcomers and outsiders alike feel welcome 6 B 35 210
! Newcomers and outsiders alike don’t feel all that welcome 3 C 57.5 172.5
! Outsiders are not welcome 1 D 85 85
! Newcomers have to prove themselves by initiation rites 2 D 85 170

20.1How1are1failure1approached?1 16 38.125 Open1vs1closed B
! Those who fail are given the benefit of a doubt 4 A 12.5 50
! Those who fail are normally given the benefit of a doubt 7 B 35 245
! Those who fail are normally assumed guilty until proven innocent 4 C 57.5 230
! Those who fail are assumed guilty 1 D 85 85

21.1How1much1information1is1given? 16 46.5625 Open1vs1closed C
! Everyone feels well-informed 2 A 12.5 25
! Information we need in order to do a good job can be easily acquired 5 B 35 175
! It takes real effort to acquire information we need to do a good job, unless you know the person with information personally8 C 57.5 460
! The company is secretive, you don’t get extra information. 1 D 85 85

22.How1well1can1you1express1your1thoughts? 16 30.78125 Open1vs1closed B
! We tell the boss what we think, even in threatening situations 5 A 12.5 62.5
! We tell the boss what we think 9 B 35 315
! We will not tell the boss what we think if we find ourselves in a threatening situation2 C 57.5 115
! We never tell our boss what we really think D 85 0

23.11How1comfortable1are1you1talking1to1your1boss? 16 20.9375 Open1vs1closed A
! We can always ask our boss for advise 10 A 12.5 125
! We can often ask our boss for advise 6 B 35 210
! We can’t ask our boss for advise C 57.5 0

24.1Which1statement1is1the1most1true 1 16 31.40625 Work1vs1employee A
! Management take co-responsibility for our welfare 9 A 22.5 202.5
! Everybody is responsible for their own welfare 6 B 50 300
! People are put under extreme pressure for no good reason at all. D 87.5 0

25.1Who1are1the1company1with1your1personal1problems?1 16 43.75 Work1vs1employee B
! Personal problems are not taking into account 8 A 22.5 180
! Personal problems are taken into account 8 C 65 520

26.1In1what1degree1do1you1think1the1managers1at1Ericsson1fits1your1expectations1of1a1“perfect1leader”? 16 61.875 Accept1leadership 6
1 5 0
2 15 0
3 1 25 25
4 35 0
5 2 45 90
6 3 55 165
7 6 65 390
8 3 75 225
9 85 0
10 1 95 95

27.1What1do1you1identify1yourself1the1most1with?1 16 56.875 Identify1with1organization 6
1 5 0
2 1 15 15
3 25 0
4 1 35 35
5 2 45 90
6 4 55 220
7 5 65 325
8 3 75 225
9 85 0
10 95 0
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Which%part Name Range Average Total
Goal%vs.%Mean A 0635 17.5 60.703125 D

B 35645 40
C 45655 50
D 556100 77.5

Internall%vs%external A 0630 15 46.9921875 B
B 30650 40
C 50675 62.5
D 756100 87.5

Easy%vs%strict A 0615 7.5 56.40625 D
B 15645 45
C 45655 50
D 556100 77.5

Local%vs%professional A 0620 10 53.0580357 C
B 20645 32.5
B2 20645 32.5
C 45655 50
D 55675 65
E 756100 87.5

Open%vs%Closed A 0625 12.5 35.875 B
B 25645 35
C 45670 57.5
D 706100 85

Work%vs.%Employee A 0645 22.5 45.6770833 B
B 45655 50
C 55675 65
D 756100 87.5
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Appendix 4 – Mobile operators 
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Tele2 0
Pay&for&what&you&use 0.08 0 0.08 0.16 0.08 0.08 0.5 5.63 0 0 5.63 67.56 Minimum.cost

Pay&for&what&you&use 0.08 0 0.08 0.16 0.08 0.08 5 11.37 0 0 11.37 136.44 Minimum.cost
Pay&for&what&you&use 0.08 0 0.08 0.16 0.08 0.08 20 17.11 0 0 17.11 205.32 minimum.cost
Pay&for&what&you&use 0.08 0 0.08 0.16 0.08 0.08 50 28.6 0 0 28.6 343.2 Minimum.cost
Fixed&price 0 ∞ 0 0 0 0 0.5 5.63 0 17.11 22.74 272.88
Fixed&price 0 ∞ 0 0 0 0 5 11.37 0 17.11 28.48 341.76
Fixed&price 0 ∞ 0 0 0 0 20 17.11 0 17.11 34.22 410.64
Fixed&price 0 ∞ 0 0 0 0 50 28.6 0 17.11 45.71 548.52
Telenor
Mobile&XS 0 ∞ 0 0 0 0 0.5 0/24 22.86 28.72 22.86 303.04
Mobile&S 0 ∞ 0 0 0 0 4 0 34.34 28.72 34.34 440.8
Mobile&S 0 ∞ 0 0 0 0 4 24 28.6 28.72 28.6 371.92
Mobile&M 0 ∞ 0 0 0 0 12 0 45.83 28.72 45.83 578.68
Mobile&M 0 ∞ 0 0 0 0 12 24 34.34 28.72 34.34 440.8
Mobile&L 0 ∞ 0 0 0 0 24 0 57.32 28.72 57.32 716.56
Mobile&L 0 ∞ 0 0 0 0 24 24 40.09 28.72 40.09 509.8
Mobile&XL 0 ∞ 0 0 0 0 40 0 68.8 28.72 68.8 854.32
Mobile&XL 0 ∞ 0 0 0 0 40 24 45.83 28.72 45.83 578.68
3
Fixed&price&3&total 0 ∞ 0 0 0 0 0.5 18/24 28.6 28.72 28.6 371.92
Fixed&price&3&total 0 ∞ 0 0 0 0 2 18/24 40.09 28.72 40.09 509.8
Fixed&price&3&total 0 ∞ 0 0 0 0 6 18/24 51.57 28.72 51.57 647.56
Fixed&price&3&total 0 ∞ 0 0 0 0 12 18/24 63.06 28.72 63.06 785.44
Fixed&price&3&total 0 ∞ 0 0 0 0 20 18/24 74.54 28.72 74.54 923.2
3&Total&3G 0 ∞ 0 0 0 0 2 18/24 22.86 28.72 22.86 303.04
3Mini 0.11 0.00 0.08 0.19 0.08 0.19 0.1 18/24 5.63 28.72 5.63 96.28 Minimum.cost
3Pott 0.11 0.00 0.08 0.19 0.08 0.19 0.25 18/24 11.37 28.72 11.37 165.16 "Pre<paid"
Telia
Telia&mobile&complete 0 ∞ 0 0 0 0 0.5 0 22.98 0 22.98 275.76

Telia&mobile&complete 0 ∞ 0 0 0 0 4 0 34.52 34.52 414.24
Telia&mobile&complete 0 ∞ 0 0 0 0 12 0 46.07 46.07 552.84
Telia&mobile&complete 0 ∞ 0 0 0 0 24 0 57.62 57.62 691.44
Telia&mobile&complete 0 ∞ 0 0 0 0 40 0 69.16 69.16 829.92
Telia&mobile&complete&to&27 0 ∞ 0 0 0 0 0.5 0/24 33.25 33.25 399
Telia&mobile&complete&to&27 0 ∞ 0 0 0 0 4 0/24 43.65 43.65 523.8
Telia&mobile&complete&to&27 0 ∞ 0 0 0 0 12 0/24 54.04 54.04 648.48
Telia&mobile&complete&to&27 0 ∞ 0 0 0 0 24 0/24 63.27 63.27 759.24
Telia&mobile&complete&to&27 0 ∞ 0 0 0 0 40 0/24 74.82 74.82 897.84
Mobile&variable 0.11 0.00 0.08 0.19 0.08 0.08 0.1 0 0 11.43 28.87 11.43 166.03 Use.11.43.per.month
Mobile&variable 0.11 0.00 0.08 0.19 0.08 0.08 0.6 2.83 0 11.43 28.87 14.26 199.99 Use.11.43.per.month
Mobile&variable 0.11 0.00 0.08 0.19 0.08 0.08 1.1 5.66 0 11.43 28.87 17.09 233.95 Use.11.43.per.month
Mobile&variable 0.11 0.00 0.08 0.19 0.08 0.08 2.1 11.32 0 11.43 28.87 22.75 301.87 Use.11.43.per.month
Mobile&variable 0.11 0.00 0.08 0.19 0.08 0.08 5.1 28.29 0 11.43 28.87 39.72 505.51 Use.11.43.per.month 
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Sweden	   	  	   	  	   	  	  

	  	   Maximum	   Minimum	   Average	  

Mobile	  plans	  per	  operator	   16	   8	   10.3	  

Minutes	  free	  calls	   ∞	   0.00	   ∞	  

Price	  per	  text	  (USD)	   0.1	   0.00	   0.0	  

Price	  per	  MMS	  (USD)	   0.2	   0.0	   0.0	  

Price	   per	   call	   or	   minute	  
(USD)	   0.2	   0.0	   0.0	  

Data	  including	  (Gb)	   50.0	   0.1	   13.1	  

Price	  per	  month	  (USD)	   74.8	   5.6	   36.9	  
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Thailand
Fixed&new&call(USD)Free&minutesCall&(USD/minute)Total&price&per&callPrice&per&Text&(USD)Price&per&MMS(USD)Internet&(Gb)Internet&per&month&(USD)Fixation&(Months)Subscription&price&(USD)Fixed&one&time&pricePrice&per&month&total(USD)Price&per&Year(USD)Other

Dtac
Smartphone&Love&and&Roll 0 100 0.04 0.04 0.03 0.15 1.5 9.08 0 9.08 108.96
Smartphone&Love&and&Roll 0 150 0.04 0.04 0.03 0.15 3 12.11 0 12.11 145.32

Smartphone&Love&and&Roll 0 300 0.04 0.04 0.03 0.15 5 18.18 0 18.18 218.16
Smartphone&Love&and&Roll 0 400 0.04 0.04 0.03 0.15 7 24.25 0 24.25 291
Smartphone&Love&and&Roll 0 900 0.04 0.04 0.03 0.15 9 30.33 0 30.33 363.96
Smartphone&Love&and&Roll 0 900 0.04 0.04 0.03 0.15 12 39.43 0 39.43 473.16
Smartphone&Love&and&Roll 0 ∞ 0 0 0.03 0.15 15 45.5 0 45.5 546
Smartphone&Love&and&Roll 0 ∞ 0 0 0.03 0.15 20 60.68 0 60.68 728.16
Smartphone&freshy 0 100 0.04 0.04 0.03 0.15 1 7.56 0 7.56 90.72
Smartphone&freshy 0 150 0.04 0.04 0.03 0.15 2 10.59 0 10.59 127.08
More&Voice 0 240 0.04 0.04 0.06 0.15 0.03/Min 6.04 0 6.04 72.48
More&Voice 0 380 0.04 0.04 0.06 0.15 0.03/Min 9.08 0 9.08 108.96
More&Voice 0 650 0.04 0.04 0.06 0.15 0.03/Min 15.15 0 15.15 181.8
More&Voice 0 950 0.04 0.04 0.06 0.15 0.03/Min 21.22 0 21.22 254.64
More&Voice 0 1400 0.04 0.04 0.06 0.15 0.03/Min 30.33 0 30.33 363.96
More&Voice 0 1900 0.04 0.04 0.06 0.15 0.03/Min 39.43 0 39.43 473.16
Second&of&Love 0 450 0.05 0.05 0.03 0.15 0.031/MB 12.11 0 12.11 145.32
Second&of&Love 0 700 0.05 0.05 0.03 0.15 0.031/MB 18.18 0 18.18 218.16
Second&of&Love 0 1000 0.05 0.05 0.03 0.15 0.031/MB 24.25 0 24.25 291
Happy&55&Freever 0 0 0.02 0.02 0.061/MB 1.52 0 Pre6paid
Happy&Buffet&Weekly&Automatically&renew0 0 0.04 0.04 No1informationNo1information 2.09 0 8.36 108.68 Pre6paid
Smartphone&Weekly&89 0 30 0.03 0.03 No1informationNo1information0.04 2.7 0 10.8 140.4 Pre6paid
Smartphone&monthly 0 100 0.05 0.05 No1informationNo1information0.5 6.04 0 6.04 72.48 Pre6paid
Smartphone&monthly 0 100 0.03 0.03 No1informationNo1information0.5 9.08 0 9.08 108.96 Pre6paid
Smartphone&monthly 0 150 0.03 0.03 No1informationNo1information0.75 12.11 0 145.32 Pre6paid
Smartphone&monthly 0 250 0.03 0.03 No1informationNo1information1 15.15 0 181.8 Pre6paid
Smartphone&monthly 0 400 0.03 0.03 No1informationNo1information2 21.22 0 254.64 Pre6paid
Jai&Pum&R&Free&Net 0 0 0.01 0.01 No1informationNo1information 0.03/Minute 1.52 0 18.24 Pre6paid
Call&to&dtac 0 0 0.03 0.03 No1informationNo1information 0.06/MB 0.3 0 3.6 Pre6paid
Value&call&R&Day&time 0 0 0.04 0.04 No1informationNo1information 0.03/Minute 0.91 0 10.92 Pre6paid
Value&Call&R&Night&time 0 0 0.03 0.03 No1informationNo1information 0.03/Minute 0.91 0 10.92 Pre6paid
Muan&Suen&Lai&Lai 0 0 0.01 0.01 No1informationNo1information 0.03/Minute 0.91 0 10.92 Pre6paid
Call&to&all&network 0 0 0.01 0.01 No1informationNo1information 0.06/MB 1.52 0 18.24 Pre6paid

TRUE
iTalk&+ 0 250 0.04 0.04 0.06 0.15 0.5 0.03/Mb 6.09 6.09 73.08
iTalk&+ 0 400 0.04 0.04 0.06 0.15 0.5 0.03/Mb 9.15 9.15 109.8
iTalk&+ 0 650 0.04 0.04 0.06 0.15 0.5 0.03/Mb 15.27 15.27 183.24
iTalk&+ 0 950 0.04 0.04 0.06 0.15 0.5 0.03/Mb 21.39 21.39 256.68
iTalk&+ 0 1400 0.04 0.04 0.06 0.15 0.5 0.03/Mb 30.57 30.57 366.84
iTalk&+ 0 1900 0.04 0.04 0.06 0.15 0.5 0.03/Mb 39.76 39.76 477.12
4G&iNet 0 0 0.04 0.04 0.06 0.15 3 15.27 15.27 183.24
4G&iNet 0 0 0.04 0.04 0.06 0.15 6 21.39 21.39 256.68
4G&iNet 0 0 0.04 0.04 0.06 0.15 10 27.51 27.51 330.12
4G&iNet 0 0 0.04 0.04 0.06 0.15 14 33.36 33.36 400.32
3G&iNet 0 0 0.04 0.04 0.06 0.15 0.5 6.09 6.09 73.08
3G&iNet 0 0 0.04 0.04 0.06 0.15 1.5 12.21 12.21 146.52
3G&iNet 0 0 0.04 0.04 0.06 0.15 3 18.33 18.33 219.96
3G&iNet 0 0 0.04 0.04 0.06 0.15 5 24.45 24.45 293.4
iSmart&4G 0 150 0.04 0.04 0.06 0.15 1.5 0.01/Mb 15.27 15.27 183.24
iSmart&4G 0 300 0.04 0.04 0.06 0.15 3 0.01/Mb 21.39 21.39 256.68
iSmart&4G 0 450 0.04 0.04 0.06 0.15 5 0.01/Mb 27.51 27.51 330.12
iSmart&4G 0 600 0.04 0.04 0.06 0.15 8 0.01/Mb 33.36 33.36 400.32
iSmart&4G 0 850 0.04 0.04 0.06 0.15 10 0.01/Mb 39.76 39.76 477.12
iSmart&4G 0 1200 0.04 0.04 0.06 0.15 10 0.01/Mb 45.88 45.88 550.56
iSmart&4G 0 2000 0.04 0.04 0.06 0.15 10 0.01/Mb 58.12 58.12 697.44
iSmart&3G 0 120 0.04 0.04 0.06 0.15 0.75 9.15 9.15 109.8
iSmart&3G 0 150 0.04 0.04 0.06 0.15 0.75 12.21 12.21 146.52
iSmart&3G 0 300 0.04 0.04 0.06 0.15 1.5 18.33 18.33 219.96
iSmart&3G 0 450 0.04 0.04 0.06 0.15 2.5 24.45 24.45 293.4
iSmart&3G 0 600 0.04 0.04 0.06 0.15 4 30.57 30.57 366.84
iSmart&3G&Buffet 0 ∞ 0.04 0.04 0.06 0.15 2 12.21 12.21 146.52
iSmart&3G&Buffet 0 ∞ 0.04 0.04 0.06 0.15 4 18.33 18.33 219.96 Unlimited1between17617
iSmart&3G&Buffet 0 ∞ 0.04 0.04 0.06 0.15 5 27.51 27.51 330.12 Unlimited1between17601
iSmart&3G&Buffet 0 ∞ 0.04 0.04 0.06 0.15 7 45.88 45.88 550.56 Unlimited1between17617
iSmart&3G&Starter 0 100 0.04 0.04 0.06 0.15 1 7.62 7.62 91.44
iSmart&X3&3G 0 ∞ 0.04 0.04 0.06 0.15 3 11.75 11.75 141 Unlimited116617
4G&Prepaid 0 0 0.02 0.02 0.03 0.06 1 5.48 5.48 65.76
4G&Prepaid 0 0 0.02 0.02 0.03 0.06 2 8.54 8.54 102.48
4G&Prepaid 0 0 0.02 0.02 0.03 0.06 3 11.6 11.6 139.2
AIS
Xtra&Talk&Talk 0 300 0.05 0.05 0.09 0.12 0.05/6MB 7.72 7.72 92.64 Including1Facebook,1line,1Whatsapp,1kakao1free
Xtra&Talk&Talk 0 580 0.05 0.05 0.09 0.12 0.05/6MB 13.9 13.9 166.8 Including1Facebook,1line,1Whatsapp,1kakao1free
Xtra&Talk&Talk 0 850 0.05 0.05 0.09 0.12 0.05/6MB 20.08 20.08 240.96 Including1Facebook,1line,1Whatsapp,1kakao1free
Xtra&Talk&Talk 0 1150 0.05 0.05 0.09 0.12 0.05/6MB 26.26 26.26 315.12 Including1Facebook,1line,1Whatsapp,1kakao1free
Xtra&Talk&Talk 0 1380 0.05 0.05 0.09 0.12 0.05/6MB 30.9 30.9 370.8 Including1Facebook,1line,1Whatsapp,1kakao1free
Xtra&Talk&Talk 0 1720 0.05 0.05 0.09 0.12 0.05/6MB 37.08 37.08 444.96 Including1Facebook,1line,1Whatsapp,1kakao1free
Xtra&Talk&Talk 0 2200 0.05 0.05 0.09 0.12 0.05/6MB 46.35 46.35 556.2 Including1Facebook,1line,1Whatsapp,1kakao1free
Chat&marathon 0 0 0.05 0.05 0.09 0.12 0.01/MB 12.33 12.33 147.96 Including1WIFI1access
Chat&marathon 0 0 0.05 0.05 0.09 0.12 0.01/MB 13.87 13.87 166.44 Including1WIFI1access
Chat&marathon 0 0 0.05 0.05 0.09 0.12 0.01/MB 23.14 23.14 277.68 Including1WIFI1access
Chat&marathon 0 0 0.05 0.05 0.09 0.12 0.01/MB 30.87 30.87 370.44 Including1WIFI1access
iSmart&Music&Package 0 100 0.05 0.05 0.09 0.12 0.5 11.09 11.09 133.08 Music1service1included
iSmart&Music&Package 0 200 0.05 0.05 0.09 0.12 1.5 14.18 14.18 170.16 Music1service1included
iSmart&premier&league 0 300 0.05 0.05 0.09 0.12 2.75 12 21.6 21.6 259.2 3801games1premier1leugue
iSmart&premier&league 0 400 0.05 0.05 0.09 0.12 3 12 27.78 27.78 333.36 3801games1from1premier1leuge
iSmart&premier&league 0 500 0.05 0.05 0.09 0.12 4.5 12 33.96 33.96 407.52 3801games1from1premier1leuge
Smartphone&package 0 150 0.04 0.04 0.08 0.11 0.5 0.05/min 10.47 10.47 125.64
Smartphone&package 0 150 0.04 0.04 0.08 0.11 1 15.73 15.73 188.76
Smartphone&package 0 350 0.04 0.04 0.08 0.11 1 20.98 20.98 251.76
Smartphone&package 0 500 0.04 0.04 0.08 0.11 2 26.23 26.23 314.76
Smartphone&buffet&package 0 200 0.05 0.05 0.09 0.12 1 24 24.69 24.69 296.28
Smartphone&buffet&package 0 300 0.05 0.05 0.09 0.12 2 24 33.96 33.96 407.52
iSmart 0 100 0.05 0.05 0.09 0.12 0.5 8.91 8.91 106.92
iSmart 0 150 0.05 0.05 0.09 0.12 0.75 11.89 11.89 142.68
iSmart 0 300 0.05 0.05 0.09 0.12 1.5 17.84 17.84 214.08
iSmart 0 400 0.05 0.05 0.09 0.12 2 23.8 23.8 285.6
iSmart 0 500 0.05 0.05 0.09 0.12 3 29.76 29.76 357.12
Kui&Sa&Jai&package 0 360 0.14 0.14 0.08 0.15 0.05/MB 12 9.11 9.11 109.32
Net&SIM&no&throttling&package 0 0 0.05 0.05 0.09 0.19 0.3 12 6.15 6.15 73.8
Net&SIM&no&throttling&package 0 0 0.05 0.05 0.09 0.19 1 12 7.69 7.69 92.28
Net&SIM&no&throttling&package 0 0 0.05 0.05 0.09 0.19 2 12 12.33 12.33 147.96
Net&SIM&no&throttling&package 0 0 0.05 0.05 0.09 0.19 4 12 21.6 21.6 259.2
Net&SIM&no&throttling&package 0 0 0.05 0.05 0.09 0.19 6 12 24.69 24.69 296.28
Net&SIM&Always&package 0 0 0.04 0.04 0.09 0.18 12 11.89 11.89 142.68
Net&SIM&always&package 0 0 0.04 0.04 0.09 0.18 12 20.82 20.82 249.84
Net&SIM&Always&package 0 0 0.04 0.04 0.09 0.18 12 23.8 23.8 285.6
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Difference	  Thailand-‐Sweden	   	  	  

Average	   Sweden	   Thailand	   Difference	  	  

Mobile	  plans	  per	  operator	   10.3	   34	   23.8	  

Minutes	  free	  calls	   ∞	   388.2	   	  -‐	  ∞	  

Price	  per	  text	  (USD)	   0.02	   0.07	   0.04	  

Price	  per	  MMS	  (USD)	   0.03	   0.14	   0.11	  

Price	  per	  call	  or	  minute	  (USD)	   0.05	   0.04	   -‐0.01	  

Data	  including	  (Gb)	   13.1	   3.5	   -‐9.6	  

Price	  per	  month	  (USD)	   36.9	   20.9	   -‐15.93	  

 

 

	  

Thailand	   	  	   	  	   	  	  

	  	   Maximum	   Minimum	   Average	  

Mobile	  plans	  per	  operator	   35	   33	   34	  

Minutes	  free	  calls	   ∞	   0	   388.2	  

Price	  per	  text	  (USD)	   0.09	   0.03	   0.1	  

Price	  per	  MMS	  (USD)	   0.19	   0.06	   0.1	  

Price	  per	  call	  or	  Minute	  (USD)	   0.14	   0	   0.0	  

Data	  including	  (Gb)	   20	   0.04	   3.5	  

Price	  per	  month	  (USD)	   60.7	   5.48	   20.9	  
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Appendix 5 – Fixed network
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Sweden	   Maximum	   Minimum	   Average	  
Download	  speed	  (Mbit/s)	   1000.0	   2.0	   184.4	  
Upload	  speed	  (Mbit/s)	   100.0	   0.4	   19.3	  
Price	  per	  month	  (USD)	   115.4	   26.3	   50.2	  
Price	  per	  year	  (USD)	   1384.2	   316.1	   630.8	  
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Thailand	   Maximum	   Minimum	   Average	  
Download	  speed	  (Mbit/s)	   1000.0	   0.3	   68.1	  
Upload	  speed	  (Mbit/s)	   100.0	   0.1	   9.2	  
Price	  per	  month	  (USD)	   612.1	   18.0	   112.9	  
Price	  per	  year	  (USD)	   7406.1	   215.8	   1376.0	  

 
Difference	  Thailand-‐Sweden	  

	   	  	  	   Sweden	   Thailand	   Difference	  
Download	  speed	  (Mbit/s)	   184.4	   68.1	   -‐116.3	  
Upload	  speed	  (Mbit/s)	   19.3	   9.2	   -‐10.1	  
Price	  per	  month	  (USD)	   50.2	   112.9	   62.8	  
Price	  per	  year	  (USD)	   630.8	   1376.0	   745.2	  
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Appendix 6 – Consumer 
 

	  	   2000	   2001	   2002	   2003	   2004	   2005	   2006	   2007	   2008	   2009	   2010	   2011	   2012	   2013	  

Thailand	  	   4%	   6%	   8%	   9%	   11%	   15%	   17%	   20%	   18%	   20%	   22%	   24%	   26%	   29%	  

Sweden	   5%	   52%	   71%	   79%	   84%	   85%	   87,76	   82%	   90%	   91%	   90%	   93%	   93%	   95%	  

Table 1: Individuals using the Internet in Thailand (NBTC, 2013) and in Sweden (ITU, 20) 

 

 

 

 

 

 

Table 3 – Number of Mobile-cellular-subscriptions and percentage of the population in Sweden. 
(Statistiska centralbyrån, 2014)(ITU, 2014) 

 

2000 2001 2002 2003 2004 2005 2006
Thailand/poplulation !62!343!000 !63!069!000 !63!798!000 !64!488!000 !65!087!000 !65!559!000 !65!884!000
Thailand/(persons) 3!056!000 7!550!000 17!449!890 21!616!910 26!965!548 30!460!238 40!125!470
Thailand(percenage/of/population/%) 5% 12% 27% 34% 41% 46% 61%

2007 2008 2009 2010 2011 2012 2013
Thailand/poplulation !66!077!000 !66!185!000 !66!277!000 !66!402!000 66400000 66580000 66790000
Thailand/(persons) 52!973!994 61!837!164 65!952!313 71!726!300 77!449!000 85!012!000 93!849!000
Thailand(percenage/of/population/%) 80% 93% 100% 108% 117% 128% 141%

Table 2 - Number of Mobile-cellular-subscriptions and percentage of the population in Thailand. 
(ITU, 2014) (Trading economics 2010) 
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Table 5 – Broadband Internet Subscribers in numbers and percent of the population in Sweden(Post och 
telestyrelsen, 2014) 

 

 

Table 6 - Outgoing calls form fixed and mobile phone in Sweden first half of each year in one billion 
minutes. (Post och telestyrelsen, 2014) 
 

 

 

Year Thailand(number) Thailand(Percent3of3population)
2003 11611 0,02%
2004 164775 0,25%
2005 555495 0,85%
2006 893548 1,36%
2007 1293341 1,96%
2008 2072799 3,13%
2009 2624278 3,96%
2010 3204499 4,83%
2011 3822354 5,76%
2012 4351909 6,54%
2013 4930430 7,38%
2014 5491095 8,19%

Year Sweden(number)Sweden.(Percent.of.population)
2003 1095000 12,20%
2004 1410000 15,65%
2005 2522000 27,87%
2006 2489000 27,31%
2007 2775626 30,23%
2008 2898937 31,32%
2009 2941648 31,49%
2010 2996707 31,83%
2011 3024739 31,90%
2012 3069880 32,13%
2013 3115700 32,30%
2014 -

1H#2005 1H#2006 1H#2007 1H#2008 1H#2009 1H#2010 1H#2011 1H#2012 1H#2013 1H#2014
Total 21,5 21,8 23,2 22,8 21,5 21,5 21,2 20,4 19,7 20,0
Fixed5calls5services 16,8 15,9 15,7 14,0 11,9 10,5 9,5 8,3 6,9 6,1
Mobile5Call5services 4,7 5,9 7,5 8,8 9,6 11,0 11,6 12,1 12,8 13,9

Table 4 - Broadband Internet Subscribers in numbers and percent of the population in Thailand. (NBTC, 
2015)  
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Table 7 - Text traffic in Sweden. Text per subscription and month and total text traffic in millions in first 
half of each year. (Post och telestyrelsen, 2014)  

 

 

Table 8 - An avearge of blended, post paid and prepaid mobile calls per subscriber and month. Fixed line 
subscribers in total numbers. (NBTC, 2013) 
 

 

Table 9 - Average of data consumption per smartphone user in Thailand and Sweden. (Report of smartphone 
behaviour, 2013) 

 

1H#2008 1H#2009 1H#2010 1H#2011 1H#2012 1H#2013 1H#2014
Text%per%subscription%and%month 20 79 112 136 138 117 105
Total%text%traffic%in%billion 2 5 7 9 9 8 7

2002 2003 2004 2005 2006 2007 2008 2009 2010 2011 2012 2013
Mobile'call'traffic' 259 249 243 305 366 414 336 482 322 284 278 280
Fixed'line'subscribers = 6'99,7'401 697,9484 729,3467 721,9893 756,3352 739,4349 720,494 692,4844 666,1174 636,4286 568,7038

Thailand Sweden
Data$usage$GB/month 1,2 3,2


