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Title: Business Strategic Decision
Topic: Change from Metro PCS to Metro by T-mobile
Specific Purpose: To inform the relevance of changing Metro PCS to Metro by T mobile
Thesis Statement: To determine if the change of company name from Metro PCs to Metro by T-mobile was a good business decision. 
Introduction
Attention Material
Some changes in business are necessary for the process of improving the level of services to the customers as well as filling possible gaps in an organization. 
Credibility Material
Different changes might take place in business; they include internal changes like management policies. External changes like in technology, customer needs; reactive changes where a company is forced to react to a force like new laws; and finally, proactive changes where the owners of a business may decide to change a business through innovation in a bid to improve the services. Proactive changes need robust decision-making process since it might have negative or positive changes (Ruhnke & Schmidt, 2014). 
Thesis Statement
Metro PCS changing to Metro by T-mobile is a massive change for the company, and depending on the outcome the difference could be positive or negative. This paper focuses on supporting the difference in the company.
Body
(1)The change in the company began the Metro PCS merging with T-mobile to improve their services in the provision of prepaid wireless data services. The relationship between the two has shown that the T-mobile owns metro PCS; therefore, decisions to make any change in the company in under T-mobile.

(2) The recent change in the business was that of changing the name from Metro PCS to Metro by T-mobile. Improvement in other services followed change in the title; for instance, new services like Amazon Prime were introduced during the changes. The branding also was followed by provision of unlimited plans at $50 and $60 per month for 5GB LTE hotspot and 15GB hotspot respectively.  

(3) Despite those changes, the cost of some services from Metro PCS did not change, for example, the cost of adding a new line which remained to be $30 (T-mobile, 2018).
(4)The change in the name from Metro PCS to Metre by T-mobile to me seems like an excellent step in increasing the profits for the business. Branding has its advantages and disadvantages, and in this case, it is worth trying. The reasons as to why rebranding of the business would result in positive results are that;
(a) Firstly, it offered a chance for the company to reach new clients. Since the company was a merge, including the name T-mobile, could help reach customers who were not familiar with Metro PCS but knew about T-mobile. At this point, the company introduced new services that they would offer in the new name. (b)Secondly, it was a new way of standing out from the competitors; the new name attracts the attention of many since individuals would be interested in knowing the new services the company offers.
(c) Finally, it expands the influence in the market that increases the profits for the company (Miller, Merrilees, & Yakimova, 2013).

Conclusion
From the paper, it is clear that, at some points, change is necessary for every business. Change of Metro PCS to Metro by Tmobile was an excellent step for the company as it offered the business a chance to introduce new services. The reasons as to why I would support such changes are because rebranding comes with some advantages. The benefits of rebranding include; reaching new customers who would be initially not familiar with either if the names of the merged companies. Also, the company would stand out from the competitors by getting a more relevant name for the business and the services offered and finally increasing profits through market influence.
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