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Abstract

The base of a price strategy establishment follows the triangle: the costs, the competition and the customer value.  The services price barriers are often complex. Taking the case the mobile telecommunication services providers that operate on the Romanian market (Orange and Vodafone and Cosmote), we will see that the listed prices have the tendency to be complex, sometimes can not be understood and the comparisons between the mobile telecommunication providers are very difficult to be made. 
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	 Din ofertele a doi operatori – Vodafone şi Orange, se va analiza acelaşi tip de abonament (cu 1 000  de minute naţionale incluse). Deşi este dificil să se compare tarifele, comentariile sunt următoarele:

· Abonamentul lunar pentru operatorul Orange este 100 de euro/lună fără TVA, în timp ce pentru acelaşi tip de abonament, dar pentru operatorul Vodafone, este nevoie de 93 euro/lună fără TVA.

· Chiar dacă abonamentul este mai scump la Orange, tarifele acestui operator pentru apelurile ce depăşesc minutele incluse în pachet sunt mai ieftine decât la Vodafone, adică 0,07 euro (în Orange şi reţele fixe) şi 0,11 euro (în alte reţele mobile) comparativ cu 0,10 euro (în Vodafone şi reţele fixe) şi 0,15 euro (în alte reţele mobile).

· Astfel, un client care trebuie să aleagă între cele două tipuri de abonamente, va alege varianta care corespunde cel mai bine nevoilor sale. Dacă acesta consideră că nu va depăşi cele 1 000 de minute incluse în abonament, va alege varianta mai ieftină de abonament la operatorul Vodafone. Dacă va depăşi aceste minute incluse în abonament, iar următorul nivel de 2 000 de minute nu îl avantajează, acesta va alege oferta de 1 000 de minute a operatorului Orange.

· Totuşi, anumiţi clienţi nu acordă mare atenţie diferenţelor de preţ şi aleg operatorul de telefonie mobilă de care se simt ataşaţi.

Potrivit unei analize ANRCTI, o majoritate covârşitoare a utilizatorilor de servicii de telefonie mobilă nu au idee despre compoziţia abonamentului, din cauza ofertelor şi tarifelor complicate şi variate (Mihail S., 2007, p. 29). 

Operatorul Orange comercializează servicii de voce pentru cartelele pre-pay utilizând şapte planuri tarifare, fiecare dintre acestea având între patru şi şase tarife pentru apelurile naţionale. Pentru abonamente, acelaşi operator oferă servicii de voce naţionale având 26 de planuri tarifare şi, pentru aproape fiecare dintre acestea, propunând nu mai mult de una până la patru combinaţii pentru 12 extraopţiuni ce pot fi asociate acestor planuri tarifare. Totuşi, multe din extraopţiuni sunt comercializate la preţuri diferite, în funcţie de valoarea abonamentului, altele se află în combinaţii de scară, în timp ce fiecare din cele 26 de planuri tarifare au cel puţin două tarife diferite pentru apelurile naţionale. Luând în considerare faptul că Orange România deţine cea mai mare parte de piaţă, cu o cifră de afaceri de 1 234 milioane de euro în 2007, fie clienţii acestui operator nu sunt deranjaţi de varietatea mare de oferte, fie preţul nu are cea mai mare importanţă pentru ei. 

Potrivit unui reprezentant al Grupului France Telecom, clienţii din România sunt cei mai informaţi şi sunt atenţi la costuri. Acest tip de ofertă a fost special creat pentru a favoriza flexibilitatea clienţilor. Din vânzările înregistrate, a rezultat faptul că această abordare a avut succes, în comparaţie cu perioada în care operatorul Orange avea un număr limitat de tipuri de abonamente. 

5 CONCLUZIE

În efortul lor de a-şi adapta serviciile la nevoile diferitelor segmente de piaţă, companiile de telefonie mobilă au pus în practică un număr mare de tipuri abonamente, ceea ce împiedică orice comparaţie între operatori. Aceste abonamente pot fi internaţionale, europene sau naţionale. Preţul lor variază în funcţie de numărul de minute sau ore incluse în pachet. Minutele din afara pachetului şi apelurile către alţi operatori sunt mai scumpe.
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	1    1 INTRODUCTION

Many people find it hard to describe their user profile with precision, what makes it hard to develop price comparisons as long as the telecommunication providers base their prices on a variety of factors. 

2. PRICE BASED ON THE VALUE
Nobody will pay for a service considered of poor quality. That’s why the marketing people have to determine the way that people see that service before giving it the adequate price. When the clients buy a service, they balance the pros (the benefits obtained buying that service) and cons (the cost of the purchase). Most people are ready to pay more to gain time, reducing a very important effort, obtaining more comfort. In other words, they are ready to pay more to reduce the non monetary costs of a product.

Admitting the differences that the clients are ready to make among these costs, determines the enterprises to create several levels o service. For instance, the mobile telecommunication companies propose different services, offering the possibility for a client to pay more for a supplementary service. 

A research of Valerie Zeithaml (1988) shows that a client can give a very personal and subjective definition to the value. The author underlines four ways to express the value:

· The value is a weak price

· The value is all that one wants from a product

· The value is the quality that one obtains for the price paid

· The value is what one has for what he has paid

Basing on the fourth category of value, the authors Christopher Lovelock, Jochen Wirtz and Denis Lapert (2004) give a definition to the net value: this is the sum of all the perceived benefits minus the sum of all the product’s costs. More the difference (positive) between them is bigger, more the net value is important. Fore instance, because of their complexity of some Internet sites of the mobile telecommunication service providers, the consequence was time wasting for the clients that find it difficult to reach what they are looking for. 

How does the price strategy permit the development and maintenance of a long term relationship with the client? 

The discounts are not always the best solution when a new product is launched or the target is client fidelity. Frederick F. Reichheld in “The Loyalty Effect” (1996) shows that the persons that are attracted to low prices can easily choose another competitor with low prices. An alternative to discounts for the bought volume is the discount when a number of services is bought once. More the number of services bought by a client from the same provider is grater, more the relation between the two is stronger. A relationship of confidence allows the enterprise to learn more about its clients and then make the service more personalized.   

From a managerial point of view, some approaches are possible for minimizing the non monetary and monetary costs as to raise the value for the consumer:

· Reducing the costs linked to the buying duration, delivery and consumption;

· Minimizing the superfluous psychological costs for every stage of the process, eliminating or reorganizing the disagreeable stages of the process

· Eliminating the superfluous physical costs undergone by the client, during the research and delivery phases;

· Reducing the sensorial costs by creating more attractive visual environments, minimizing the noise, placing pleasant furniture, etc;

· Clearly identifying the other material costs and specifying the way to reduce them or proposing alternatives.

3. LEADERSHIP BASED ON LOW PRICES
The services of low prices attract the clients that have limited budgets and can also be of interest for the ones that buy in great quantity. The consumer has to understand that he must not associate the price and quality. The provider has to make sure that the costs linked to the sale permits obtaining advantages. Some service enterprises based their entire strategy on a leadership using low prices, being the case, for example, of the mobile telecommunication service provider, Cosmote (june 2008). 

4.  THE COMPLEXITY OF PRICES
The access to mobile telephony services grew within the last years. Technological developments permitted the rise of the services’ capacities such as the possibility to send image messages, for instance. It is not a surprise if the demand exploded and the competition became ferocious in more and more countries. 

Some subscriptions permit an unlimited consumption during pick hours. The family subscriptions allow the parents and children to use their mobile telecommunication package on many telephones on the condition that the total amount of communication doesn’t exceed the monthly subscription. Another alternative is the prepaid subscription which gives the possibility to the consumer to buy a telephone and communication credit when necessary. The communication duration can be calculated from the first second and the written messages can be included in the package. 

Analyzing two offers of mobile telecommunication services from Orange and Vodafone for the same subscription type (1 000 national minutes), we find it difficult to compare the tariffs. However, we can make some comments:

· The monthly subscription for the Orange provider is 100 euro without added value, whereas one has to pay 93 euro / month without added value for the same facility.

· Whereas the monthly subscription is higher within the Orange offer compared with the same type of subscription at Vodafone, the tariffs for the calls exceeding the 1 000 national minutes included into the package are cheaper for the Orange provider, i.g. 0,07 euro (in Orange and fixed networks) and 0,11 euro (in other mobile networks) than for Vodafone - 0,10 euro (in Vodafone and fixed networks) and 0,15 euro (in other networks). 

· Thus, a client that has to choose between the two subscriptions, he will choose the one that better fits his needs. If he thinks that he will not exceed the 1 000 national minutes included into the subscription package, he will choose the cheaper subscription from Vodafone. If he will exceed the 1 000 national minutes and the next level of subscription with 2 000 national minutes is too much for him, he will choose the Orange provider.

· There are some clients that don’t pay attention to the small difference of price and choose the mobile telecommunication provider that he feels attached to.

Many surveys in different countries revealed the existence of many unsatisfied clients. The site ConsumerReports.org affirms that a user from three in the U.S.A. has the intention to change his mobile telephony operator. Those who had already changed their provider explained that they searched a more adapted and profitable service. 

According to an analysis of Romania’s ANRCTI (The Information Technology and Communication Settlement National Authority) the national mobile telephony users have no idea of their subscription payment composition, because of the complicated offers and tariffs. 

A mobile telecommunication operator – Orange commercializes voice services for prepaid cards using seven tariff plans, each one having between four and six tariffs for national calls. For the subscriptions, the same provider offers national voice services within 26 tariff plans, and for almost every one of these plans having no more than one to four combinations of 12 extra options that can be associated to them. However, many of the extra options are commercialized at different prices, depending on the subscription value, others are linked into scale combinations, while within every one of the 26 tariff plans there are at least two different tariffs for national calls. Taking into consideration the fact that Orange Romania has the biggest market share, with a turnover of 1 234 million euro in 2007, either its clients are not disturbed by the large variety of offers, or the price is not the most important element for them. 

According to a representative of France Telecom Group, the clients from Romania are the most informed and pay attention to costs. This type of offer was especially created for the clients’ flexibility. From the sales, it was revealed the fact that this approach was successful, compared to the period with a limited number of subscriptions for the Orange clients. 

5 CONCLUSION

Within the effort to adapt their services to the needs of different market segments, the mobile telephony companies put into place a great number of subscriptions that stop any comparison between the providers. These subscriptions can be international, Europeans and national. Their price varies depending on the number of minutes or hours included in the package. The minutes outside the package and the call towards other operators are more expensive.




