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Verizon Wireless, a leader in the telecommunications industry, possesses a corporate strategic goal to provide Internet services and products to a variety of markets – both nationally and internationally.  Advances and innovations within telecommunications occur extremely fast, leaving some international markets with outdated services, products, and fundamental base support (e.g. cell towers).  To capture the international market and need existing in Canada, Verizon Wireless proposes upgrading the existing Internet service to a 4G network and introducing modern and innovative 4G technologies.  The 4G network and technologies supports development for the telecommunication industry and provides Canada a competitive edge in the worldwide business market.


Market Needs


With technology advancing so quickly, countries like Canada have a hard time upgrading systems to the newest gear.  Currently, Canadians must rely on 2G and 3G networks, which are slow, frequently drop calls, provide unstable Internet speeds, and often freeze downloads.  Switching Canada to a 4G network and employing new wireless 4G technologies meets the market needs.  Meeting the market needs allows companies and Canadians to use the fastest speeds available while consuming five times less power, keeping Canada green and energy efficient (Vuong, 2010).  With an increase in speed, Verizon can help Canada create growth in the communication industry and in the global business industry, particularly with Canada’s neighbor to the South, the United States, who is already running on 4G in most major cities.  In doing so, Canada can continue to trade and create market needs for imports and exports and can do it much more effectively than on a 2G or 3G network.

Market Growth

In 2006, 90.5% of all Canadians relied on land lines and only 66.8% relied on cell service (Mobile Ireland, 2010).  With huge potential to increase the growth of cell service, Verizon can introduce 4G and grow the Canadian markets substantially.  The problem with Canada still stems back from the old technology used to create cell networks.  With Verizon’s budget and vast technological advances, Verizon can offer customers an ideal situation and instead of relying on message machines and land lines, Canadians will be able to talk on the go and complete their everyday business tasks and chores remotely.  Employing 4G technology, Canada can create growth and even stimulate the economy.  

Verizon’s main competition in Canada would be Telus Communications.  With reporting 9.8 billion in operating revenues in 2010, Telus has a clear lead in the communications industry in Canada (Telus, 2011).  With Verizon reporting revenues of close to 110 million dollars in 2010, Canada could be a huge growth market for Verizon and their 4G networking, TV, Internet, and phone services.  If only 66% of Canada’s estimated 33 million residents own cell phones, 33% of the market has been untouched and the remaining 66% who own cell phones or have current services would more than likely consider switching to a stronger carrier focusing market attention from Telus to Verizon.  Verizon would have a very good opportunity for market strength and market growth by carrying services over the Canadian border.

SWOT Analysis

	Strengths

- Technological advances and knowledge

- Strong leadership with proven track record

- Increased return on investment/profits
	Weaknesses

- Putting up new towers very expensive

- National  pride (support local companies)

- New to Canada

	Opportunities

- Expansion of established market into a global presence

- Form a partnership with landline provider

- Entice new cellular customer base
	Threats

- Major competitors established a solid base in Canada

- Governmental regulation on new towers 

- Tower costs (using established towers)



Strengths and weaknesses focus on the internal environment of the organization, whereas opportunities and threats focus on the external factors (Kotler, & Keller, 2006).  Internally, Verizon is strong in its technological knowledge and abilities.  Verizon’s strong leadership has the capacity to succeed in any market and increase the profits of the organization on a global level.  Externally, Verizon cannot ignore the possibility of expanding the cellular consumer base in Canada.  Becoming a global provider is a logical step; consideration of a partnership with a landline provider supports Verizon’s entry into Canada alongside major competitors already firmly established in Canada.


However, as a relatively new company to Canada, many Canadians may believe that they should “buy Canadian.”  Additionally, the government and citizens are increasingly concerned about all the new cellular towers and how they affect health (Health Canada, 2011).  Finally, if Verizon is to use towers of other companies, they cannot control the costs.  If these tower providers form an alliance with other cellular providers, Verizon faces costs that exceed their ability to profit.  National pride and excessive costs of new towers create a difficult starting point.

Competition


In target market decisions, the key determinant of the competitive frame of reference is the competition within the markets (Kotler & Keller, 2007).  Monopolizing competition presently occurs in the Canadian market, by one of the few companies (e.g. Bell Canada and TELUS Corp) that exist in the country.  One company, Rogers Wireless recently announced their move toward 4G wireless, preparing to launch this enhancement in the cities of Toronto, Montreal, Vancouver, and Ottawa - these cities happen to be the largest cities in Canada.  The company is expecting to expand coverage within their 25 largest markets by 2012 (Visittocanadal, 2011).


In Michael Porters Five Forces, rivalry is a high concentration ratio in the market.  Characterizing Rogers wireless as a monopoly, Verizon has the opportunity to change the present market share and create vertical integration, by introducing their product into the smaller areas outside of the major areas within the country.  Vertical integration is extremely strategic, causing higher stakes, increasing competition, allowing profit increase for Verizon, and intensify rivalry in the areas that were not previously serviced (QuickMBA, 2010).

Product Offering, Definition, and Identification


The world of cell phones and mobile technology rapidly has evolved in recent years. The newest generation of cell phones, known as 4G Technology, provides higher bandwidth, wireless broadband with increased data transfer speeds, and a wider variety of multimedia applications.  4G simply stands for 4th generation (4G Review, 2010).  One of the most advanced new features Verizon offers is the 4G LTE (Long Term Evolution) network.  The network is the gold standard for 4G technologies, possessing the highest speeds and the most reduced lag times. With LTE, one can watch full-length movies with little or no buffering, download a song in mere seconds, play numerous online multi-player games, and share pictures and videos in real-time. Verizon 4G LTE also provides the ability to connect to people and to things.  In addition to the 4G LTE network, Verizon Wireless offers 4G smartphones (HTC Thunderbolt and Droid), tablets (Motorola XOOM and Samsung Galaxy Tab), mobile hotspots and notebooks.  

Justification


As a telecommunications company in a highly competitive market, Verizon Wireless is leading the way for advanced technology by continuing to create new products, maintaining market share as well as increasing its revenue.  Verizon Wireless justifies its relatively sizeable budget allocations for new product research and development given the leading-edge technology on which the market is established.  Additionally, brand positioning must remain strong attracting new investors and increasing funding from existing investors.  The primary objective of Verizon Wireless’ business is to reach all consumers in various markets, from mobile phone devices to the latest-generation tablet computers, such as the iPad.  The latest mobile network technology, the 4G network, has begun rapidly to overtake its 3G predecessor, reflecting consumer demand for immediate access to data at any time.  Such innovation is paramount to Verizon’s efforts to increase revenue and maintain customer loyalty.  The company’s reputation has become synonymous with quality because Verizon could quantify benefits with cost.

Conclusion


   Remaining competitive in an ever-changing, technically knowledgeable business market is paramount for any corporation.  Providing the 4G network and associated technologies to Canada, a country still relying upon an outdated 2G or 3G network services, and products, is vital for Verizon Wireless’ realization of their corporate goals, growth, and profitability.  Verizon Wireless has an impressive opportunity to secure the international marketplace in Canada while providing a valuable service and commitment to its Canadian clientele.  
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