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Case Study of TeliaSonera
1.     Many multinational companies fall in their expansion in emerging economies. What are the main capabilities and resources that drive TeliaSonera’s successful growth in Eurasia markets?
TeliaSonera Company became successful in Eurasia due to its ability to incorporate alliances and make well-informed acquisitions. It understood the benefits brought about forming alliances and acquisitions through the merger of Telia of Sweden along with Sonera of Finland in 2002 Beijer, S., & (Magnusson, 2018). The merger made the company more efficient in integrating diverse business ideas useful in thriving in Eurasia. It became successful due to its desirable performance within host countries as it was often ranked position one or two. The company overcame the liability of doing business in host countries by leveraging its experience on telecom expertise it developed in Nordic countries and incorporated in Eurasia. Being the first operator of 4G networks installed in Europe, TeliaSonera had a better-quality network investment background in advancing telecommunication development in Eurasia. The company has vastly grown to be a leading telecom provider and administering services to its customers in Eurasia.
It has amassed multiple customers in Eurasia as exhibited by wise decision-making as well as intrinsic comprehension of the telecom industry. Additionally, the company has championed the will of pleasing its customers by ensuring they can be efficiently connected to their far-off families and friends through communication (Huynh, & Roos, 2019). For example, it operates under the brand name of Ncell in Nepal where it helped in the provision of better communication among the people a place where communication has been a traditional problem. The markets associated with emerging economies in Eurasia provided opportunities for the company to grow and develop. It launched mobile networks that garnered increased use among the people. Due to the low penetration of mobile network in Eurasia, TeliaSonera leveraged this advantage to dominate the opportunity. Therefore, it offered ample mobile networks to customers.
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2.     Given the institutional differences between European and Eurasian markets, what are the main challenges faced by TeliaSonera in Eurasia? Which strategies enable TeliaSonera to minimize the risks of these challenges?
In its quest to achieve international expansion strategy in Eurasia, TeliaSonera faced various challenges. They included weak institutional settings of certain Former Soviet Union countries, legal and regulatory systems, ambiguous institutional frameworks as well as high risk and bureaucrat of economic systems were risky. The ambiguous institutional frameworks generate added risks to the functioning of businesses thereby elevating the investment costs. Furthermore, the telecom industry faces other liabilities like heavy infrastructure spending along with related fixed costs. However, TeliaSonera has overcome the aforesaid challenges in different ways. Firstly, it has used its close ties with the government along with strong business that it has created to enhance its expansion in the market (Kaulio, Thorén, & Rohrbeck, 2016). Over the years, the company has been a trendsetter of mobile network operations like WAP and MMS services in different countries. Most customers have been compelled to consider using the telecom provider’s services. Secondly, TeliaSonera has leveraged low penetration of mobile networks notable within Eurasia as compared to European markets to create an opportunity to introduce required mobile services absent in the market. a great deal of potential for the company was offered to provide mobile networks in Eurasia as consumers in the market relied on mobile networks as compared to fixed landlines. Thirdly, the company took advantage of the fewer competitors in the market to accomplish higher margins thereby welcoming increases in foreign direct investment.
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The expanding younger population has helped in the heightened consumption of telecom services provided by TeliaSonera. The telecom provider has received astronomical growth opportunities as the younger population is more inclined towards using mobile networks with the internet. Thus it has installed various mobile services that seek to please its customers. Moreover, the older generation is still a target market for the company. Both the target markets – the older generation and younger generation – have improved the profitability of the firm (Beijer, & Magnusson, 2018). TeliaSonera has overcome difficulties in different countries such as Nepal by providing world-class technologies to resolve the issue of poor communications that has existed in the countries.
3.     How does TeliaSonera differentiate itself from its competitors in Eurasia?
TeliaSonera has differentiated itself from its competitors within Eurasian markets in myriad ways. Foremost, forming alliances and acquisitions has ensured that it expanded and successfully differentiated with other companies. The alliances, as well as acquisitions, have had an astronomical contribution towards its success that has seen the company bag the first or second positions in different countries it telecommunication services. TeliaSonera’s objective of providing better and quality telecommunication services was unparalleled by its competitors. It had the aim of trendsetting operations in Eurasian markets where penetration of mobile networks was low but active. For instance, TeliaSonera’s alliance with Kcell was a perfect example of showcasing how it was the first trendsetter of introducing GPRS technology. The 51% share in the firm presented Kazakhstan with ease of accessing mobile internet, WAP along with MMS services. Another noteworthy acquisition by TeliaSonera is 80% equity of Nepalese youth brand MeroMobile currently known as Ncell. The telecom provider, Ncell, astoundingly developed into a GSM leader within Nepal. TeliaSonera created multiple job opportunities for the natives of the state by generating multiple local jobs. Besides, it improved communication within the country that was poor before.
Also, the new branding strategy by TeliaSonera was pivotal in differentiating it with other potential competitors in the market. It used the same brand image in Eurasian markets to articulate the unchanged message of unity within its loyal customers (Hansson, Khodari, & Gurtov, 2018). TeliaSonera has the quest of making sure that its strengths integrate its principal as well as local features. Thus the company has been able to create strong local brands alongside forming close operations with potential customers within every market. The strategy has enhanced the unity among all companies of TeliaSonera based in the Eurasian market.
TeliaSonera success in providing mobile telephone services in Eurasia was successful as it regarded its organizational capabilities that sought to provide quality and efficient telecommunication services (Huynh, & Roos, 2019). It resorted to forming alliances and acquisitions that ensured it operated under diverse brand names in different countries. The brands include Azercell, MegaFon, Ncell, Kcell and Ucell. Thus the customer base of the company expanded and coupled with better mobile services it offered in the countries, it garnered many devoted consumers. The capability of TeliaSonera to embrace expansion into other global markets is as a result of its strength in the integration of two features – leading and local. The company is endowed with leading operators having international strength alongside reach. Locally, the company has strong brands operating in close association with customers. This has helped the company to locally strengthen its brands' image and gain a competitive advantage over other companies.
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