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	External Factors
	Weight
	Rating
	Weighted Score
	Comments

	Opportunities 
	0.00-0.1
	5.0-1.0
	0.35
	

	Leading upgrade from 3G to 4G
	0.08
	4
		0.32



	The upgrading from 3G to 4G may help T-Mobile to keep the customers in touch although it has to be continuous (Fleischmann & Srikantaiah, 2011).

	Growth rates and profitability
	0.07
	3.5
	0.245
	Having a rise in growth rates and profitability is a good attempt to diversify the service delivery

	Acquisition of iPhone
	0.1
	5
	0.5
	iPhone acquisition is important as far as the boosting of the company sales is concerned which has to be kept at an affordable price (Heikkilä & Heikkilä, 2013, August).

	New markets
	0.02
	1
	0.02
	The presence of new markets is of great importance towards the presence of the company in the mobile industry although it has to be accompanied by thorough research.

	Addition and growth of Wi-Fi enabled tablets
	0.02
	2
	0.04
	The T-Mobile company introducing addition and growth of Wi-Fi enabled tablets should be accommodative in terms of cost incurred (Gadhavi & Shah, 2010).

	Growing demand
	0.09
	4.5
	0.405
	Growing demand for mobile services are desirable to the T-Mobile company since it will tend to increase its sales Fleischmann & Srikantaiah, 2011).

	Emerge from global markets
	0.05
	3
	0.15
	Global markets to any industry are very critical since the company will be able to have a wide market share. However, some research on the same global market is necessary to avoid downfalls.

	Opening new stores
	0.03
	2.5
	0.075
	The opening of new stores will help T-Mobile to reach out to new customers out there and thus at the end of the day record more sales (Heikkila & Heikkilä, 2013, August).

	Getting customers in the door
	0.05
	2.5
	0.125
	Getting customers in the door can only be achieved through giving of incentives which will help to determine the future of the T-Mobile company as it will boost its dominance.

	Better prices at international market level
	0.09
	4.5
	0.405
	Having better prices at the international market level will help the T-Mobile company to increase its production as higher prices lead to higher profit margins (Fleischmann & Srikantaiah, 2011).

	Threats
	
	
	
	

	Increased labor costs
	0.07
	3
	0.21
	Labor costs in T-Mobile are so high such that it tends to affect the prices of the services offered by the company (Gadhavi & Shah, 2010).

	Financial capacity
	0.06
	2.5
	0.15
	The financial capacity of the T-Mobile is limited such that it has to depend on external funding from financial institutions (Sammut‐Bonnici & Galea, 2015).

	Rise of strong competitive market
	0.01
	0.5
	0.005
	A competitive market is starting to creep in which has forced the company to adopt new tactics to deal with the same such as marking low prices to the services as possible and also put up with the innovativeness of other companies.

	How to deal with the emerging markets
	0.04
	2
	0.08
	T-Mobile dealing with the emerging markets have not been easy since the mode of advertising is very expensive which in turn increases the production costs (Fleischmann & Srikantaiah, 2011).

	Economic recession in Europe and the United States
	0.03
	3
	0.09
	The now and then economic recession in Europe and the united states is limiting the T-Mobile vision to reach every customer out there.

	Relying on other companies for supplies
	0.01
	1
	0.01
	Since T-Mobile does not have its own sources of supplies, this tends to inhibit the production level of the company which makes it not to be very competitive (Sammut‐Bonnici & Galea, 2015).

	Slow in adopting market changes
	0.08
	4
	0.32
	T-Mobile is known for slow adaption to market changes and this makes the company lag in terms of competition with other companies (Gadhavi & Shah, 2010).

	Slow advances in technology
	0.04
	2.5
	0.1
	The company is fond of using outdated technology that other companies have already experimented on. Such a practice tends to limit its competitiveness level (Fleischmann & Srikantaiah, 2011).

	Patent infringement lawsuits
	0.06
	3
	0.18
	Patent infringement lawsuits restrict the T-Mobile company indulges in its daily operations. This includes restriction in use of some mobile network applications.

	Need to beat the Wall Street expectations
	0.1
	5
	0.5
	The Wall Street expectations are so high to meet as they aim at ensuring that the customers get the best of the services thus becoming a great threat to the company (Heikkila & Heikkilä, 2013, August).

	Total
	1.0
	
	2.4
	


Overall, T-Mobile Company is not very well in the mobile services industry. Looking at the opportunities, the company does not utilize them to the maximum and hence the existing threats will ever be a concern. However, upgrading from 3G to 4G is a clear indication that the company is concerned with the tastes of the customers. Again, the company needs to be aggressive in terms of adapting to market changes and also keeping in touch with the technological advances. Failure to this, T-Mobile will not be able to keep up with the stiff competition in the market as other companies are highly innovative. As long as the company wants to deal with the competition and have the largest market share, there exists a challenge of ensuring that the company adopts the right tactics to attract as many customers as possible.
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