Marketing, 2nd Edition


Introduction to marketing
Mobile-only households on the rise
Summary
Marketing is an approach to business that puts the customer, client, partner and society at the heart of all business decisions. In this ‘talking point’, Alan Kohler reflects on Telstra’s failure to place the customer at the core of their plans and strategies. Telstra’s results demonstrate the negative effects of a shift in focus away from the customer.

Transcript

Alan Kohler, Presenter: One of my daughters moved out last week. The little house she's now living in doesn't have the phone on and she and her housemate have absolutely no intention of putting it on. 

They've got mobile phones of course with another carrier than Telstra, as it happens, plus wireless modems for the Internet. Same goes for all their friends. A fixed line phone is just so 1990s. There was a graph right at the front of Telstra's results presentation on Thursday showing mobile-only households and looking at it you get the impression this is a trend that's only just begun.

Further on in the presentation it was revealed that fixed line sales revenue fell six per cent and the number of customers fell 151,000, only partly made up by 26,000 net new mobile additions. 

So the world is changing very quickly and very thoroughly and although Telstra built a good 3G mobile network, it's struggling to deal with the changes. Managing director David Thodey even expressed surprise with the speed at which the fixed line business is declining which didn't go down too well with investors.

Now the Government is building a new fibre fixed line network which means the migration away from Telstra's copper will accelerate. The company and the NBN have agreed terms of engagement, whatever that means, and they're now negotiating the details but Telstra's trying to get a special deal basically. It needs that because this week's result showed it's not yet ready for full competition.

After four lost years of just fighting the Government and the ACCC and forgetting about customers, David Thodey and his team have some catching up to do. 

