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A STUDY ON THE EFFECTIVENESS OF ‘TM ITALK WITH MOBILE’
PROMOTION CAMPAIGN IN KOTA KINABALU

1.0 INTRODUCTION

1.1 Background of Telekom Malaysia Bhd

Telekom Malaysia Berhad (TM). The Group's principal activities are establishing, maintaining
and providing telecommunication and related services under the license issue by the Minister of
Energy, Water and Communication. Other activities include provision of mobile
telecommunication services, provision of sofiware development and sale of software producits,
provision of intemet services, consultancy & engineering services in telecommunication,
interactive multimedia communication services and solutions, printing and publications services,
research and development activities in the areas of telecommunications and multi-media,
trading in customer premises equipment and maintaining telecommunication equipment,
development, operation and marketing e-commerce services, implementation of government
school project, provision of multimedia education systems and software, portal services and
other related services and investment holding. The Group operates in Malaysia, Indonesia and

other countries.

In line with its vision to become the communications company of choice, TM continues its efforts

towards providing quality products and services for all its valued customers.

With a focus on the nation’s retail telecommunication needs, TM Retail (TMR) embarked on
various initiatives to defend its traditional Voice business while growing its Data business and

improving customer service.

TMR’s sustained Voice business can be largely attributed to increased initiatives in penetrating
the VolP market segment. Aggressive card services promotions, fixed line call plans and Fixed-

Mobile-Broadband product bundles were introduced as strategic moves to increase usage.
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Retention activities through loyalty programmes and the introduction of altemative services have

also improved the overall Voice services’ physical performance.

Through the ‘Consumer Sales’ under TMR operation had introduced various packages including
Low Entry and attractive prepaid packages for telephony services, and loyalty packages such as
the Merdeka Plan. Aggressive promotions of TM Home Prepaid, ITalk With Mobile and Ring

Ring were also seen in view of the advent of mobile and VoIP services migration.

1.1.1 Vision

“Our vision is to be the Communications Company of choice - focused on delivering Exceptional

Value to our customers and other stakeholders”

1.1.2 Mission

To achieve our vision, we are determined to do the following:

= Be the recognised leader in all markets we serve.
= Be a customer-focused organisation that provides one-stop total solution.
= Generate shareholder value by seizing opportunities in Asia Pacific and other

selected regional markets.

= Be the employer of choice that inspire performance excellence.

Page | 2



