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identified@ a@ bias@ in@ innovation@ studies@ favoring 
manufacturing@ as@ opposed@ to@ service@ enterprises 
[1][2] ， Miles@ in@ particular@ has@ pointed@ out@ that@ more 
careful@ research,@ however,@ has@ revealed@ that@ service 
industries@do@innovate ， Sirilli@and@Evangelista@[3]@have 
analyzed@ the@ Italian@ service@ sectors@ through@ surveys 

indicating@that ， between@ 1993@ and@ 1995 ， one@third@of 
the@ market@ services@ firms@ studied@ have@ introduced 
technological@ innovations ， a@ ratio@ similar@ to@ that@ of 
manufacturing@ companies ・ The@ analyzed@ company ， 
Brastel,@ an@ international@ telecommunication@ provider 
in@Japan,@ has@ introduced@ a@ service@ innovation@ in@ the 
form@ of@ a@ rechargeable@ pre ・ paid@ calling@ card ， which 
has@ since@ been@ imitated@ and@ created@ a@ market@ niche ， 
No@ particularly@ new@ technology@ was@ involved@ in@ its 
implementation;@it@was@rather@the@clever@integration@of 
different@ established@ technologies@ that@ made@ the 
innovation@ possible@ and@ effective@ organizational 
integration@ and@ customer@ focus@ that@ made@ it 
successful ・ First ， a@theoretical@framework@is@presented 

and@ the@ methodology ， scope ， and@ limitations@ are 
described ・ The@ market@for@international@ calls@ in@Japan 
is@ then@ analyzed@ with@ the@ objective@ of@ providing 
background@ information@ on@ the@ competitive 
environment@ faced@ by@ the@ company@ analyzed@ in@ the 
case@ study ・ The@ company@ is@ situated@ within@ this 
market@ through@ a@ competitor@ analysis ， providing 
insight@ into@ different@ market@ niches@ and@ competitive 
strategies ， A@ novel@ technique@ for@ measuring 
comnetitiveness@ based@ on@ orice@ and@ service@ index@ is 
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calls 
in@ Japan@ is@ analyzed ， highlighting@ trends@ and@ issues 
important@for@the@case@study ， This@analysis@is@followed 
by@a@study@of@the@competition@within@this@market ， with 
the@ objective@ of@ positioning@ Brastel@ against@ its 
competitors ・ A@novel@ approach@ is@ put@forward@ for@the 
competition@analysis,@ based@on@two@ dimensions:@ price, 
and@ service@ convenience@ and@ breadth ・ Finally ， the 
company@ itself@ and@ the@ services@ provided@ are 

analyzed ， with@ emphasis@ on@ capability@ integration 
aspects ・ In@ this@ paper ， we@ focus@ on@ the@ first@ 2@ steps ， 
analysis@of@the@market@and@competitive@benchmarking   

With@ fewer@ than@ 200@ employees ， this@ case@ is 
interesting@for@two@main@reasons ・ Firstly ， the@company 
grew@ significantly@ in@ the@ last@ years@ due@ to@ its 
successful@ innovation@ in@ international@ calling@ services 
by@ the@ introduction@ of@ a@ rechargeable@ pre-paid@ card ， 
as@ opposed@ to@ traditional ， single-use@ ones ・ Secondly ， 
there@ is@ the@ fundamental@ role@ of@ organizational 
integration@and@application@of@IT@in@the@innovation@and 
subsequent@evolution@of@the@provided@services ， as@well 
as@ the@ diversification@ of@target@customers ， One@ of@the 
authors@has@had@the@experience@of@interacting@with@the 
company@ both@ as@ a@ customer@ and@ Ⅲ 0re@ directly 
through@a@period@of@part-time@work@when@this@research 
was@conducted1.@The@latter@provided@invaluable@access 
to@ the@ company ， s@ internal@ structure@ and@ strategic 
positioning@activities   
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the@international@calling@market@in@Japan ・ Most@of@the 
pre-paid@ competitors@ analyzed@meet@this@ condition,@ as 。 Ⅱ。 。 。 。 " Ⅰ。 世 。 。 。 。 "5 

opposed@to@the@post-paid@ones ， A@significant@amount@of   

traffic@is@finely@distributed@over@a@much@larger@set@of destination@countries ， representing@a@24%@market                             
share@ -@ of@ the@ same@ magnitude@ as@ the U S ・ I f 三 りの   

  
on@a@lean@organizational@structure degree@ of@ integration ， to@ keep@ ， coupled@with@a@high the@ language O. U  山色 のの 0- 一 @ 一 Ⅰ Ⅰ り 4tl%A 20% 
diversification@ costs@ low ・ This@ strategy@ is@ actively@ m 
pursued@by@Brastel   

  

4.@Competitor@analysis 
Having@ described@ the@ market@ for@international@ calls   

as@a@whole ， in@this@section@we@intend@to@assess@Brastel, 
in@ relation@ to@ competition ・ The@ players@ are@ analyzed     

from@ a@ customer@ perspective ， by@ looking@ at@ retail   

prices@ and@services@ offered ， Two@indexes@ to@ measure '" Ⅰ "" 。 "' 且イ 。 。 "" 加ゆ。 打は 。 倍 """" 

competitiveness@were@devised, and@a@service@breadth@index, 亡ご : 三 % ㌔にⅡ 5 品 c 舌 linde ごこ 5.Se ㎡ ce Ⅰ ndexcomposition 
were@compared@based@on@these   It@ is@ also@ interesting@ to@ compare@ the@ players@ regarding@ the 

4.1@Selection@of@Players qualitative@ aspects@ of@ the@ services@ offered ， The@ complexity 
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5.2@Payment 

Similar Ⅰ   ， the@ payment@ dimension@ was@ also@ rated@ from@ a 

convenience@and@ease@of@use@point@of@view ・ At@the@bottom@are 
single-use@pre-paid@calling@cards@(E) ， For@rechargeable@cards ， 

even though 七 hey are also pre-paid ， convenience       

                                              虹 yuably  the  mos と                       way of 

paying@for@calling@services@is@post-paid@billing   

    
  
  
    

    

    臣 の 一 O   U 一     
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In@terms@of@language@support ， post-paid@providers@are@ we@see@the@least@sophisticated@services ・ Prices@ offered 
much@ more@ limited ， This@ is@ in@ accordance@ to@ their@ by@MCI@and@Primus@are@quite@good ， but@still@lag@behind 
higher@ price@ competitiveness@ to@ the@ U ・ S ，， a@ very@ big@ rechargeable@ cards@ in@ a@ general@ sense ・ KDDI@ on@ the 
market@requiring@only@English@ and@Japanese ， Pre-paid other hand is able to charge premium prices for its 
providers@ are@ much@ more@ diversified ， targeting@ the@ SuperWorld@ calling@ card ， most@likely@due@to@ its@ brand 
foreign@ community@ in@ Japan@ by@ supporting@ multiple@ name@ and@ comprehensive@ distribution@ network   
languages ， Additional@ features@ are@ more@ evenly@ Looking@at@the@post ・ paid@providers ， the@big@incumbent 
distributed@ among@ the@ players ， even@ though@ none@ companies@ -@ NTT ， KDDI ， and@Japan@ Telecom@ -@ offer 
offers@ all@ four@of@them@ simultaneously ・ Brastel@ comes@ basically@ the@ same@ services,@ at@ the@ same@ prices   
close ， but@ it@ is@ still@ not@ possible@ to@ use@ their@ Smaller@post-paid@competitors@-@Fusion ， J-Call@/@World 
rechargeable@ card@ in@ other@ countries ・ Finally ， it@ is@ Link ， and@ G-Cal@-@offer@similar@services ， but@ at@ lower 
interesting@ to@ notice@ the@ increased@ variability@ among@ prices ， It@is@useful@to@notice@the@broad@area@covered@by 
the@ rechargeable@ pre-paid@ providers ・ Brastel@ comes@ rechargeable@ cards ， as@ opposed@ to@ traditional@ ones 
top@because@of@one-step@dialing@convenience@and@wide@ and@ post-paid@ providers ， which@ are@ more@ neatly 
support@ for@ languages@ and@ additional@ features ， even@ grouped@ together ・ This@ suggests@ that@ the@ market@ for 
though@ the@ prices@ are@ more@ complicated@ due@ to@ the@ rechargeable@cards@is@more@immature@when@compared 
different@ rate@ classifications ， Primus@ PhoneBank@ to@ the@ other@ two ， perhaps@ understandably@ since 
comes@ second ・ It@ also@ offers@ wide@ language@ support ， Brastel@ created@ this@ service@ only@ a@ few@ years@ ago ， in 
however@ dialing@ is@ less@ convenient@ and@ only@ two@ 2000.@ Naturally ， it@ is@ possible@ to@ say@ that@ there@ is@ a 
additional@ features@ are@ offered@ (speed@ dial@ market@ for@ each@ group@ of@ competitors ， as@ individual 
programming@ and@ use@ from@ other@ countries ・ )@ customers@ pose@ different@ needs,@ price@ sensitiveness, 
QuickPhone@ comes@ third ， due@ to@ narrower@ language@ and@ brand@ name@ valuation ， However ， rechargeable 
support ， A@ bit@ surprisingly ， ASP@ Check@ comes@ last ， cards@ in@ general@ constitute@ a@ significant@ threat@ to 
even@ though@ it@ was@ launched@ in@ September@ 2001 ， as@ traditional@calling@cards ・ Post-paid@providers@rely@more 
one@ of@ the@ first@ imitations@ of@ Brastel's@ rechargeable@ on@brand@name@and@convenient@services,@ and@are@able 
card ， No@additional@features@ are@provided ， and@dialing@ to@ charge@ more@ for@ it ・ Peter@ Drucker@ [6]@ would 
is@as@inconvenient@as@with@a@traditional@pre-paid@card@-@ perhaps@ classify@ this@ as@ "creaming"@ the@ market,@ i ・ e ， , 
no@option@of@phone@registration   concentrating@ on@ a@ lucrative@ niche ， while@ allowing 

6.@Conclusions@ and@ summary@ Of@tougher@challenges@at@smaller@profit@margins ，   Brastel 
competitiveness@of@key@players managers@ estimate@that@post-paid@competitors@tend@to 
It@ is@ now@ possible@ to@ position@ the@ analyzed@ players@ offer@better@connection@quality@and@are@more@focused 

regarding@ price@ and@ service@ competitiveness ， as@ on@ business@ users@ and@ native@ Japanese ・ They@ argue 

shown@ in@ Figure@ 3.@ Brastel@ is@ well@ positioned@ both@ that@ the@ foreign@ community@ in@ Japan@ is@ in@ general 
from@ price@ and@ service@ perspectives ， Their@ rates@ are@ more@ sensitive@ to@ prices@ and@ prone@ to@ use@ pre-paid 
not@ absolutely@ the@ best ， but@ still@ are@ extremely@ providers ， so@the@goal@is@to@provide@good@quality@at@low 
competitive ・ On@ the@ service@ dimension ， one-step@ cost ， The@ study@ has@ also@ confirmed@ the@ notion@ of 
dialing@ coupled@ with@ wide@ language@ support@ and@ ， servuction ， ， in@ which@ the@ customer@plays@ an@integral 
additional@ features@ put@ Brastel@ in@ a@very@ comfortable@ part@in@the@value@provided@by@the@services@ consumed ， 
situation ， at@least@W Ⅱ en@considering@any@other@pre-paid@ being@able@to@customize@th0 Ⅲ for@his@or@her@particular 
competitor   needs@and@preferences   
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