	To: Market Research Agency 
	No:

Date:            , 2009

	Project name: Customer need identification (qualitative research)


	National and/or regional level of study: 

	Contact person (Name/ Phone): 
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	Methodology: in-depth interviews (IDI)

	Main Research Objective:

identify the profile of business customers of telecommunication services

 (e.g. communication services usage patterns, needs and expectations)


	Specific Research Objectives:

1. Present consumption behavior of telecommunication services (emphasis on internet usage)
· Identify the communication services presently used and the communication needs covered by them

· Explore the present usage habits

· Explore the satisfaction level towards the use of communication services: likes vs. dislikes

2. Decision making process for communication services
· Identify:

· Communication needs that triggered the acquisition process for the used communication services

· Information sources and their role in choosing the providers and their services

· People involved in the decision

· Decision criteria

· Perceptions on the integrated vs. separated (each from a different provider) communication services

· The most suitable commercial points

· Budget planning behavior for communication services and the persons involved into establishing it

· Identify future directions anticipated by respondents for acquisition and communication services usage

3. Perceptions regarding communication services providers

· Identify the factors that are considered important in the client-provider relation for communication services  (KANO model- must, key drivers, value added)

· Identify the 3 most important providers for communication services and the reasons for this perception

4. [for SME customers] The relation with X company
· Explore the relation with X company:

· Explore the present degree of satisfaction: the positive and negative experiences

· Identify the extent to which they would be interested to substitute X company and the factors that trigger churn vs. those which prevent it

· Expectations from X company 

5. [for SME Non clients] Relation with X company 

· Explore the perceptions on X company 

· Identify the factors that could foster switch to X company 

· X company business voice options: awareness and attractiveness

6. ‘Wimax’ – concept evaluation: spontaneous reaction; attractiveness (likes/ dislikes); addressability/ relevancy; strengths and weaknesses; attractiveness of the idea; relevance for the company’s needs; purchase intention


	Target market:
· SME customers of X company  6- 8 IDI
· SME non clients of X company 6- 8 IDI
· SME users of internet 6- 8 IDI
· SME non users of internet 6- 8 IDI


	Additional information to be provided:
(i.e.: concept description, price points, internal data etc.)
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