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Executive Summary
Comcast is an American organization positioned in the United States as an industry leader in
television, internet, and park services. This company offers low-to-moderate-cost services that
deliver high value, and often create its own physical infrastructure to provide service to new
areas that might not otherwise have access to these services. Comcast offers bundled packages
under the XFINITY brand name to deliver additional value to consumers, as well as to create an
ecosystem of Comcast products.
China was selected as the country with the most expansion potential for Comcast’s first
attempt at entering the foreign marketplace. This provides access to an extremely large market
with political and economic opportunities for continued growth. When evaluating and selecting
a country, our team’s highest priority was the safety of existing policies to support growth.
Comcast is entering a market that is already supported by several competitors offering
similar products. Comcast will need to approach this with a multi-tiered strategy of cost
advantage, acquisitions strategy, and differentiation, with different segments of the strategy
giving them an edge over subsets of their competition. This can be done by utilizing their
existing American base to cut foreign costs, as well as by collaborating with existing companies
or obtaining exclusive franchise rights in certain geographic regions.
Comcast’s primary client base consists of all demographics and age ranges, but the Asian
Generation X demographic makes up the majority of their sales at roughly 66%. To target these,
Comcast can leverage both their ability to generate new infrastructure as well as government
support to bring new, faster, and more efficient offerings to the market to support growing
business and social trends.
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Comcast’s primary overall goal should consist of controlling a majority of the foreign
market. However, while this strategy does support their introduction to the foreign market, it
may not be a long-term maintenance strategy. Comcast should plan to reevaluate their position
and strategy after obtaining market dominance.
Discovering available business opportunities internationally requires the implementation of a
sound business plan designed specifically to mitigate risks. Comcast’s expansion into China
requires services that meet the customer’s expectations, are respectful of local customs, cultures,
competition and marketing. Our team is cognizant of the operational and financial risks as well
as challenges associated with expansion. The SWOT and TOWS matrixes were used to generate
strategies for overcoming business risks and exploiting business opportunities in China.
Several government initiatives support rapid development in the high-tech industry.
Since 2014 China has announced $110 billion worth of tech mergers and acquisitions. The
purpose is to divert manufacturing away from low-value labor intensive services into the realm
of smart technology. With new investments, growth markets, and higher GDP, China has begun
perusing lucrative acquisitions overseas. This resulted in the adoption of international standards
by the Chinese government. This will further pressure the Chinese government to reconsider
legal aspects that hamper international profitability. China has grown revenue in the TV and
video industry by $17.55 billion in 2015 and is forecasted to reach $26.84 billion in 2020. China
also has the largest number of TV subscriptions households in the world at 254 million. China is
a booming broadcast market with 90% of TV subscriptions coming from cable. As such, India
and China represent a huge pool of potential customers for many foreign investors within the
entertainment industry. This creates an extraordinary opportunity for Comcast to expand into
China with its unique product features and company resources.
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With the strengths and opportunities readily available to Comcast for expansion into China, we
also need to be careful to overcome our strengths and be mindful of the threats. Careful
planning, awareness and tracking of these weaknesses and threats are critical. Our team plans to
conduct meetings to strategize how to overcome our weaknesses and threats. Hiring a risk
manager to develop mitigation plans, monitor the environment, control the process and involve
key stakeholders as appropriate.
Comcast has its work cut out for it when expanding to China. However, through smart
leverage of its tools and support structures, as well as clever leverage of competitors, Comcast
can sustain themselves in a foreign market and produce a viable, self-sustaining entity.
Comcast’s first JV in China will benefit from facilities and equipment of its partner to start this
overseas business.
Competition is intense in China, but with a competent marketing plan Comcast can enter
the country with confidence. Beginning by targeting the correct demographic and understanding
the market size, Comcast will have customized its marketing plan to focus on growth. Comcast
will emphasize its marketing with products, services, and packages to several types of target
buyers. Generation X and Millennials represent 48% of the Chinese population and make up a
significant number of target buyers. Additionally, baby boomers represent 11% of target buyers
and purchase multiple packages with premium content. With vast opportunities available,
Comcast must rely on several key characteristics of the marketing plan to become successful.
Comcast has utilized the four P’s of marketing management: product, pricing, promotion,
and placement. This marketing mix uses the four major areas of decision making in the
marketing process that help Comcast obtain its desired results. Comcast will continue to provide
the traditional services in China that it provides in the US. The products offered include cable

COMCAST BUSINESS PLAN
communications, cable networks, broadcast television, and filmed entertainment, Comcast
marketing plan focuses on product extension and promotion adaption. Comcast will keep the
same products and services but adapt the promotional effort to target new customer segments in
China.
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Comcast Business Plan
Introduction

Our team has selected Comcast, part of the technology industry, for entry into the
Chinese market. Through our analysis we have described the external opportunity and threats
that exist for Comcast to enter the Chinese market; recommended an entry strategy that will be
most successful for Comcast, given its strengths and weaknesses; described the target buyer and
how the product/service can best be marketed in China; estimated the revenue potential of the
entry strategy for Comcast; identified all costs for implementing the strategy and gaining
revenue; and created a summary income statement showing the profit potential of the proposed
entry strategy.
Industry Description
According to Global Edge (2017), the technology industry is composed of companies
producing electronic components, scientific and technical instruments, and computer hardware
and software, and computer services. It is a very fast paced, competitive, and highly concentrated
industry in which innovation is the key to success.
Primary demand drivers are rapid technological advances, but spending depends on the
health of the domestic economy. The profitability drivers are technical expertise, innovative
services, and effective marketing which can be seen in Comcast gaining new subscribers based
on digital video, broadband, and telephone services.
This business plan and our strategy will allow us to obtain the competitive advantage and
become profitable.
Products and Services
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Comcast, initially began with marketing television, internet, telephone, and wireless
services. Comcast has increased business revenue from $23.7 billion in 2007 to $48.1 billion in
2013. In 2010, Comcast began promoting their trademark triple play packages, including digital
cable, internet, telephone and radio services. Comcast has five revenue generating segments that
reflect their core strategy: cable communications, cable networks, broadcast television, filmed
entertainment, and theme parks.
Through investments in technology Comcast has built a sophisticated network that has
the capability to deliver the fastest broadband speeds, personalized videos to any platform, and
communications technology to both business and retail clients (Comcast, 2017).
Buying Proposition
Comcast’s variety of services and reputation are imperative selling features in
international markets. Comcast is one of the nation’s largest video, high-speed internet, phone,
wireless, security, and automation services providers to residential and business customers.
Additionally, Comcast owns NBCUniversal, one of the world’s leading media and entertainment
companies in the development, production, and marketing of entertainment, news, and
information to a global audience (Comcast, 2017). In addition, proprietorship of news and
entertainment television networks, NBCUniversal owns a premier motion picture company,
significant television production operations, a leading television stations group, world-renowned
theme parks, and a suite of leading Internet-based businesses (Comcast, 2017).
Technology and innovation are at the forefront of Comcast’s business strategy. Comcast
recognizes that their clients’ time is valuable and endeavors to communicate efficiently and
effectively.
Buyer
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In the modern era consumers demand technology that connects them faster with friends,
family, and business engagements. In 2016, children are vying for technology and a child
owning a smart phone by 10 years old is common (Donovan, 2016). Tablets and laptops are
being utilized more effectively to connect people to the entertainment they love thus driving the
demand for television and high-speed internet to new levels of profitability.
Resources
Comcast currently employees 153,000 people, bringing together a mixture of talent,
creativity, and teamwork with the belief that the right technology can change the world. During
initial introduction and deployment of Comcast services they plan to bring employees from the
United States and slowly transition the various positions of Network Maintenance, Sales
Associates, Business Account Executives and Communication Technicians, Installation and
Services to in-country support. The United States will remain present in the overall management
and business operations, but most of these tasks will be handled by the countries citizens.
Comcast is experienced with international expansion since this was already accomplished
with NBCUniversal in January 2011. They have 2,500 employees across 36 countries. “The
years since have seen an unprecedented level of investment in the company’s core businesses, a
clear sign that Comcast is committed to making NBCUniversal a global leader among media and
entertainment companies” (NBCUniversal, 2017).
Competition
Comcast’s current competition is DirectTV, Dish Network and Time Warner Cable
Enterprises. According to D&B Hoovers, Comcast is the biggest pay TV provider in the US
with about 27.7 million video subscribers for its core cable division. The company downloads
the bulk of its revenue from its cable services offered in 39 states and the District of Columbia.
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Its broadband Internet service has about 23 million subscribers and its XFINITY computer
telephony service has about 11.5 million customers.
International Expansion
Rationale
The strength of Comcast’s domestic market is stable and has been for an extended period.
Comcast will set a realistic budget to include the costs, resources and time needed to expand the
market. They will target the market thoroughly to consider all competitors, work with legal to
gain an understanding of the business framework and avoid costly mistakes. Comcast will also
learn to understand the local culture to include the language, business hours, and requirements to
verify the expansion plan is feasible.
Goals and Objectives
The goal of expanding Comcast internationally is to increase the global footprint of the
organization by offering high quality products and services worldwide. Comcast strives to keep
costs under control, penetrate the market, follow the established timeline, and develop strategic
partnerships when able.
Company Strengths
Unique Product Features
Due to the rapid change of Information Technology, Comcast provides communications
products and services as well as entertainment content to consumers while operating in intensely
competitive and consumer-driven environments. Comcast and its competitors deliver similar
products and services such as cable TV and high speed internet, voice services, and filmed
Entertainment to residential customers and businesses. The majority of its competition only
offers a subset of the products and services available at Comcast.
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Company Resources
Comcast organization with its growing number of diverse portfolio would be able to
achieve competitive advantage through the proper use of its organizational resources. According
to the Resource Based View (RBV) theory, companies with short-run competitive advantage can
be converted into a sustained competitive advantage using resources that are heterogeneous in
nature (Ketchen, 2012).
One example of this is the exclusivity broadcast right detained by NBCUniversal, which
generated $376 million and $1.6 billion of revenue during the 2015 Super Bowl and the 2016
Rio Olympics respectively (Comcast Statement 10-K form, 2016). Comcast also acquired
various theme parks such as Universal theme parks in Orlando, Florida, and Hollywood in
California. The company’s 51% interest in the Universal Studios theme park in Osaka, Japan
acquired in November 2015, gives the company opportunity to mark its footprint internationally.
Additionally, Comcast’s strengths also reside in its diverse workforce who also are
committed to giving back to the communities. The Internet Essentials program helped to
connect 750,000 families to the Internet in 2016. Since the creation of Internet Essentials
program, three million low-income Americans have taken advantage of this initiative.
Company Processes
Comcast successfully diversifies its portfolio through strategic acquisitions. For
example, on August 22, 2016, Comcast acquired DreamWorks Animation, which is
approximately 2% of Comcast’s total assets (Comcast Statement 10-K form, 2016). As Comcast
management described, “these different businesses units are actively working together to find
ways to share resources and leverage each other’s wins to create even more value” (Comcast,
2017). In capitalizing in its primary mean such as NBCUniversal segment in doing business
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internationally, Comcast organization are already looking forward as official partner to the
Winter Olympics in Pyeong Chang in 2018.
These strategic resources provide the foundation to lead the Comcast’s company to
superior performance over time and to create advantages over competitors.
Company Weaknesses
Comcast possess several weaknesses which present a disadvantage for financial success.
On the consumer front, poor customer service affects the sustainability of the company’s primary
income streams. For expansion purposes, infrastructure costs reduce Comcast’s ability to rapidly
deploy. Additionally, the dependencies on third parties for content and services make Comcast
particularly susceptible to rising costs in such services.
Customer Service
In a subscription based industry such as cable or internet, customer retention carries a lot
of value. Unfortunately, a primary weakness of Comcast lies in this area. According to the
American Consumer Satisfaction Index (2017), which polled nearly 180,000 citizens nationwide,
Comcast has performed poorly in both the Internet Service and Television Service categories.
Not only has the company scored below-average in both categories since 2001, but as recently as
2015 it has found itself ranked at the very bottom of the list. This has earned it the mediaappointed title “America’s Worst Company” (Consumerist, 2014).
Robert Edmonds (2013) detailed a customer service case study of Frontier, a direct
competitor to Comcast in some markets. Of particular note are the fact that an inability to get
support for one technology may impact other technologies by the same vendor; for example,
Comcast’s support for their internet may impact a consumer’s desire to maintain them for phone
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or cable providers. As a result, this weakness should be viewed as a high-risk, high-impact
concern.
Infrastructure
The infrastructure requirements for new services can be significant. According to
Comcast, 16 states have access to the newest gigabit network services (Gigabit Internet, 2017).
An additional 12 states are planned. However, of those 28 states, nearly half (13) only provide
the service in a single city. This means that geographically the services are extremely limited to
a small subset of areas, with the rest of the nation is limited to slower, more outdated services. In
addition to city utility bids and zoning regulations, the cost poses a particularly high impediment
for rolling this out rapidly. The U.S. Department of Transportation (2017) estimates the costs of
fiber optic installation at approximately $15,000 per mile. At 3.8 million square miles, covering
just 10% of the United States with a core infrastructure, excluding individual home lines, would
require roughly $5.7 billion.
This also devalues the existing mega-infrastructure currently in place for cable-based
service. In expanding to remain competitive at the top tier, Comcast will have to reduce support
for its mid-tier services, or vice versa. This puts the company in the unique position of needing
to determine which path forward it wishes to take in each market, as well as which primary
competitors it will have to compete with.
Programming Costs
A lesser considered weakness of Comcast is their dependency on external services to
support their content offerings. Comcast, like many cable providers, provides bundled packages
of channels provided by major channel conglomerates such as ABC and Fox, and leverages these
to secure contracts with smaller groups like Nickelodeon and Home and Garden. These
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contracts make up the backbone of its cable services; however, as media consumption turns to
on-demand style viewing and mobile devices such as tablets and cell phones for on-the-go shows
rather than being confined to a physical location, this weakness has become one of Comcast’s
greater concerns.
To remain competitive Comcast has maintained contracts with exclusive channels like
HBO and Stars to provide on-demand blockbuster movies, but as Netflix has begun developing
“Netflix-exclusive” shows and even secured contracts with blockbuster companies to air popular
movies soon after box office, the gap has shrunk significantly. As a result, Comcast is exposed
to pressure from “cord-cutting” millennials to provide significantly more value to justify the
higher service costs.
Industry Perspective
Buyers
Buyers are the procurers of services offered by Comcast. The buyer’s subscriptions and
purchases provide the needed cash flow that makes Comcast a profitable business. Consumers
are more connected with friends, family, and work – now more than ever. This generates a great
opportunity for Comcast to cross sell its services to be used on tablets and laptops. The demand
for television and high speed internet is continuously increasing and Comcast provides these
services as a one stop shop, eliminating the need for interfacing with multiple vendors.
Supplier Inputs
Suppliers inputs help Comcast create the services that they sell to buyers. This includes
labor, financial resources, and raw materials. Through potential suppliers Comcast can evaluate
the opportunity to demand higher prices. The more suppliers available, the less goods and
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services are going to cost. Comcast has designed its supplier program to “promote, increase and
improve the participation of diverse businesses” (Comcast, 2017).
Competitors
There are five competitive forces that gauge the intensity of competition in an industry.
These five forces include the following: (1) Threats from new entrants; (2) Substitution of new
products or services; (3) Bargaining power of suppliers; (4) Bargaining power of buyers; and
finally, (5) the existing competitors (Dahab, 2008).
Government regulation and technology trends need to be evaluated since they both have
the means to impact profitability substantially. Even though the broadcasting business is highly
regulated there is still fierce competition within the industry. The competitors to Comcast are
those organizations who produce or offer similar products or services. By utilizing the five
forces, Comcast will recognize its profit potential and predict future rivalry. Analyzing strategic
groups will help Comcast understand its rivals, borrow ideas to improve their situation, and
reveal gaps in the industry to capitalize on undiscovered opportunities. Additionally, substitutes
within the market should be examined. While Comcast and Charter Communications are cable
providers, Direct TV and Dish Network are substitute services targeting the same market. These
substitutes within the industry impact cost to the same degree as direct competitors and should be
monitored in the same way.
Threats
Five forces framework introduced by Porter is an effective tool used in determining the
overall level of competitiveness in the industry. Porter’s Five Forces analysis can be illustrated
in the following manner:
Customers and Buyers
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In the Broadcasting Media & Cable TV industry, the bargaining power of buyers (consumers) is
high. This bargaining power is due in part to low cost alternatives of communications products,
services offered, and entertainment content available to customers. Therefore, more people are
likely to explore them.
In addition, because of new technologies and variety of distribution platforms for viewing
content, consumers have immense selection of programming to choose from. This is only
facilitated with the increased presence of sources of entertainment in Internet of Things (IoT).
Finally, the availability of substitutes makes the bargaining power of consumers increase.
In fact, Comcast management stated that: “Changes in consumer behavior driven by new
technologies and distribution platforms for viewing content may adversely affect our businesses
and challenge existing business models.” (Comcast Statement 10-K form, 2017).
Suppliers
The bargaining power of suppliers varies by supplier type in the entertainment industry.
First, the supplier’s tendency to bargain is high since Comcast relies on new high-quality
content to be created to increase profitability. For instance, Comcast multichannel video provider
industry has continued to increase its price due to the cost of sports programming, and the
company expects this trend to continue in the future (Comcast Statement 10-K form, 2017).
Second, vertical integration allows new entrants into an industry because it provides
suppliers circumvention of broadcast networks (Ketchen, 2012). The example of the HBO’s
“HBO GO” app enabling consumer access on multiple platforms illustrates this concept.
Lastly, the size and concentration of supplier’s relative to Comcast within the
Broadcasting Media & Cable TV industry is low. This is primarily due to the limited number of
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independent content creators and distributors within the networks. As a result, the overall
strength and bargaining power of suppliers is medium.
Potential New Entrants
The threat of new entrants into any industry depends on the strength of the barriers to
entry, and the resulting response of existing competitors (Ketchen, 2012). The Broadcasting
Media & Cable TV industry acquires many companies with significant presence in media
networks and filmmaking, thus creating a significant barrier to entry. Additionally, entertainment
companies have high capital requirements in equipment and infrastructure which acts as a barrier
to entry from new competitors. (Technology services, 2016). Moreover, regulatory decision
plays an integral part for intellectual property protection. For example, any changes to the FCC
rules could have a negative impact on Comcast businesses and operations. Due to all these
challenges, the threat of new entrants to the entertainment industry is relatively low.
Substitute Products or Services
Comcast could face detrimental impact as a result of substitute products and services.
One major threat of substitution the industry experiences is advancements in technology.
According to the PWC’s Deals practice report for 2013, “technology giants such as Google Inc.
and Apple Inc. plan to continue to increase their pressure on the entertainment and media
industry by driving convergence” (PWC, 2013). Both companies now have become pioneers
and market leaders in variety of media distribution.
Level of Competition
Most sectors of the entertainment industry face daunting challenges from alternative
delivery methods and this has created competition among entertainment delivery platforms. For
instance, telecommunications companies such as AT&T and Verizon are now delivering
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television programming to consumers via ultra-high-speed internet connections using dish and
fiber optic respectively. Another strategy being implemented across the Broadcasting Media &
Cable TV industry is acquisition and collaboration to close the gap of competitive advantage
against other company leaders within the sector and ultimately creates higher levels of
competition.
Opportunities
Within the cable and internet industry, two major technological opportunities are
prevalent now. The first is the recent improvement to wireless bandwidth standards, which allow
for much greater upload and download speeds. The second is the advent of faster LTE and
Bluetooth standards, allowing for different methods of connectivity and increased delivery of
mobile content. These improvements impact the ability to deliver, and more importantly
consume internet and televised content in a variety of ways.
Regarding wireless bandwidth standards, last year in 2016, DOCSIS 3.1 was finally
standardized at the organizational level, with Mediacom leading the charge and instituting the
standard across their business (Light Reading, 2016). This standard offers 10 times the
throughput on both upload and download connectivity (CableLabs, 2017). Since the majority of
internet providers still use DOCSIS 2.0 or 3.0, this provides an incredible opportunity to expand
hardwired networks to higher limits, as wireless transfer at the consumer end no longer poses a
potential bottleneck for newer infrastructures like fiber
Other lighter standards have also improved and are experiencing constant improvements.
Bluetooth 5.0 (2017) is one such example. While the standard does throttle itself to speeds well
below that of modern WIFI or hardwired connections, it provides significant range
improvements and is perfectly suitable for audio and data transmission. For video transmission,
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5G is set to roll out in roughly 2020, and offers up to 4Gbps connectivity (Villas-Boas, 2017).
This provides a second opportunity to capitalize on to support video streaming, and comes with
the added benefit of being a mobile standard that is not wired directly into a home.
Mitigation of Global Risk
Comcast faces a varying amount of threats from customers/buyers, supplier’s, potential
new entrants, and threats of substitute product and services. All these threats aim to decrease the
profitability of Comcast as a business. Besides these potential threats to the business, global
risks present an entirely new set of challenges.
One strategy that can help Comcast mitigate global risk is the PESTEL analysis.
PESTEL is an anagram made of six segments: 1) political, 2) economic, 3) social, 4)
technological, 5) environmental, and 6) global (Saylor Academy, 2012). Recognizing these
issues provides the data necessary to develop mitigation strategies at the macro level.
Political factors examine government issues and how these issues impact the success and
profitability’s of companies (PEST Analysis, 2014). This section includes elements such as tax
policies, changes in trade restrictions and tariffs, and the stability of governments (Saylor
Academy, 2012). This is important to Comcast because the company is subject to regulation by
federal, state, and local governments. These governmental bodies extensively regulate the video
services industry and may increase the regulation of the internet service and VoIP digital phone
service industries (Comcast Corp., 2016).
Navigating the political mitigation process is a complex effort. It is essential for any
modern society to have a well-designed system of regulation. The issue is that laws and
regulations can change unexpectedly. According to Steffen et al (2015) 20% of executives
regard political risk as the greatest disincentive for any investment in emerging markets. Thus, it
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is essential that companies have well defined political mitigation strategies when expanding into
foreign territory.
The first mitigation strategy focuses heavily on developing a well-connected presence in
a new country. When addressing new markets, companies must first hire people from the
entering country that completely understand the regulations of the government. Companies can
mitigate regulatory risks with a carefully crafted ownership structure – such as multilateral
development banks and institutions- that have powerful influences on government (Steffen et al,
2015). This can have a deterrence effect on political intervention. Working closely with large
companies that are already established within a country can place much pressure on governments
and help prevent regulatory issues arising without facing economic backlash in other areas.
A second mitigation strategy involves working directly with governments to
mitigate regulations. Joint ventures (JV) with local partners can enable an entering corporation
to be more than just a foreign investor entering an emerging market. To mitigate potential
regulatory risk Steffen et al (2015) proposes a best-practice framework. This framework
structures the risk factors and measures of responsibilities. The government will be responsible
for laying a foundation for low risk environments designated for an entering company and the
company will agree to manage these risks efficiently (Steffen et al, 2015). This strategy helps
companies mitigate government regulation through cooperation.
Economic factors focus on external issues impacting the success and profitability
of companies (Thompson & Mclarney, 2017). It includes elements such as interest rates,
inflation rates, gross domestic product, unemployment rates, levels of disposable income, and the
general growth or decline of the economy (Saylor Academy, 2012). Mitigating these types of
risks includes understanding your numbers. Ensure you understand and predict your costs,
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understand your payroll margins, understand the cost of debt and be financially ready to comply
with changes to government regulations.
Social factors analyze demographic and cultural aspects of company markets (PEST
analysis, 2014). Social factors include trends in demographics such as population size, age, and
ethnic mix, as well as cultural trends such as attitudes toward obesity and consumer activism
(Saylor Academy, 2012). Social mitigation includes understanding and encompassing a
countries culture. Injecting social responsibility into the organization and being culturally
sensitive to long standing traditions will help mitigate risks associated with foreign culture.
The technological segment centers on improvements in products and services that are
provided by science (Saylor Academy, 2012). Relevant factors include changes in the rate of
new product development, increases in automation, and advancements in service industry
delivery. Mitigation strategies in the technological area must include cyber security. This field
helps ensure that the protection of data is eminent and ensuring that the services offered by
Comcast go uninterrupted.
The environmental segment involves the physical conditions within which organizations
operate. It includes factors such as natural disasters, pollution levels, and weather patterns
(Saylor Academy, 2012). Mitigation strategies include recognizing possible causes of pollution
from a company and developing strategies that mitigate that threat.
Finally, the legal segment centers on how the courts influence business activity.
Examples of important legal factors include employment laws, health and safety regulations,
discrimination laws, and antitrust laws (Saylor Academy, 2012). One of the most important
legal mitigation strategies are intellectual property laws. Intellectual property refers to creations
of the mind, such as inventions, artistic products, and symbols. The four main types of
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intellectual property laws are patents, trademarks, copyrights, and trade secretes (Saylor
Academy, 2012). Through the proper utilization of these tools it is possible to mitigate global
risks.
One of the biggest strategy implications is the idea that late adoption can result in missed
opportunities to capitalize on new technology. Additionally, standards are expensive to institute
cross-company, so like Mediacom’s transition to the 3.1 standard, a company is often best served
by picking a standardized version and committing to it periodically, rather than attempting to
capture every technological update (Light Reading, 2016). Analysis and modernization state of a
company’s current infrastructure is a necessary consideration when considering the significance
of the benefits provided by upgrading.
Additionally, cost becomes a significant concern as geographic and regional fears can
limit the ability to run new infrastructure to certain areas. Wireless range has been a perpetual
downside to the technology, and while it is improving it is not yet at a standard that makes it an
alternative to hardwire infrastructure. Until such a time as the standards of these technologies
improve further, expensive hardline infrastructure remains the ideal method, slowing down
adoption and improvement cycles.
Country Selection Rationale
To identify a selection of two primary countries for expansion, the team identified eight
countries (Russia, Mexico, Brazil, the Philippines, India, Vietnam, China and Egypt) that were
primary cultural influencers and known growth regions. All eight countries would be unique
areas of expansion for Comcast, and provide unique benefits and downsides to expansion. These
eight countries were then narrowed down in two additional steps, bracket-style, to reach a
selection of Russia, Brazil, China, and India, and then further to China and India.
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Finally, the two countries were compared against each other in a pairwise analysis. A
full breakdown of opportunities and threats used to form a comprehensive and logical final
decision, in which Comcast’s own strengths and weaknesses were addressed and synergies or
conflicts with the country-level opportunities and threats were identified and addressed,
following the SWOT process. The group settled on China as the most opportune country for
expansion.
Country Comparison
China and India together will account for 80% of the region's 666 million pay TV
Subscribers by 2022. Between 2016 and 2022 China is projected to add 40 million subscribers
while India bringing in an extra 30 million (Telecommunications Report, 2017). China and India
together will account for 80% of the region's 666 million pay TV subscribers by 2022.
Pay TV revenue will increase by $5.75 billion between 2017 and 2022. India will contribute
$3.25 billion to the additional revenues, with China bringing in $1.10 billion more (Unknown,
2017). Pay TV revenues will double in Bangladesh and Myanmar, but will fall in six other
countries. China Radio and TV will gain 19.97 million digital cable subscribers between 2016
and 2022.
Opportunity China
There are several significant initiatives that will contribute to the expansion and revenue
of the Chines pay TV growth factors. The Belt & Road (B&R) initiative facilitates increased
investment in telecoms infrastructure and services in markets along strategic routes. For Chinese
telecoms operators and equipment providers, it mainly acts as an accelerator of their global
expansion strategies (Chow, 2017). It provides opportunities to deepen their presence in
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developing markets and position themselves for future data and cloud services growth
(Telecommunications Report, 2017).
China's B&R also known as One Belt One Road (OBOR) initiative aims to create trade
and transport corridors between China and Europe via Central Asia, South East Asia, South Asia,
the Middle East and East Africa (Telecommunications Report, 2017). Although not well
publicized, the development of telecoms infrastructure and deployment of services along B&R
routes is just as critical to economic development as transport projects. In 2017, Chinese players
will continue to pursue their expansion strategies, in line with China's national agenda of
acquiring IT know how from abroad to develop a more sophisticated technology sector along
with its OBOR goals.
Powerfully driven by national policies, new businesses like broadband networks, new
generation mobile communications, cloud computing, and high-speed information transmission
are accelerating the upgrading of China's communications industry. The president Xi Jinping
has declared that China’s GDP growth must be 6.5% through 2016 – 2020 (Chow, 2017). With
pay-tv showing promising growth forecast, to reach a compound annual growth rate of 8.9%
over the period until 2020. This growth would equate to an additional $26.84 billion for the
Chinese economy.
The State Administration of Press, Publication, Radio, Film and Television (SAPPRFT)
and the Ministry of Industry and Information Technology (MIIT) have announced their focus for
the industry for the next five years. Generally speaking, the SAPPRFT will focus on digitizing
the TV industry from device to network and also tighten the home video sector especially
internet TV (Chow, 2017). This will help the TV market grow in subscribers as well as in
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revenue. The MIIT will focus on improving broadband connections and reducing price for pay-tv
over the next few years. This will have a contributing growth effect for the pay-tv sector.
Opportunity India
India is expected to be the magnet for foreign investment in the region's pay TV sector.
This is due to the welcoming attitude towards international investors and the higher profitability
of the industry in the country. India's pay-tv industry will grow from $7.4 billion in revenue in
2013 to $12.3 billion by 2018, clocking an average annual growth rate of 11% (MPA Report,
2016).
The total pay-tv subscribers are expected to reach 165 million by 2018 and 180 million
by 2023. At the end of 2013, India had 65 million pay-tv subscribers (MPA Report, 2016). It is
forecasted that 70% of Indian pay-tv market will be digitalized by 2023 (MPA Report, 2016).
The forecasted growth is to remain strong between 2017 and 2020 as the digital systems
infrastructure are implemented throughout the entire country. According to the Indian
government, after 2017, digital pay-tv subscriber growth will decelerate making way for
consolidation and increased focus on monetization (MPA Report, 2016).
According to Mihir Shah, vice-president (India) at MPA, “the Indian market is important
because of its accessibility for global media distributors and investors and its high levels of paytv penetration” (MPA Report, 2016). India’s government is supporting growth in this sector by
changing regulations. These regulation changes are destabilizing current market but the
government's digital addressable systems (DAS) mandate will be an important catalyst for new
growth. DAS is beneficial because it provides the necessary infrastructure through which TV
networks in digital and encrypted form can be controlled. This system only allows authorized
users to receive channels using a set top box.
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The DTH, or direct-to-home, cable industry revenues will reach $4.0 billion by 2018
(Electronics Report, 2017). India’s pay for TV growth rate is expected to reach 39% by 2023
which equates to 56% of the digital market. Additionally, MPA Reports (2016) projects that
rapid de-regulation in the industry will help foster opportunity for growth. Digitalization of
cable networks will pave the way for growth in cable broadband. MPA expects the share of
cable in the fixed broadband market to grow from 6% to almost 15% between 2013 and 2023.
Threat Factors and Trends
The broadcasting and cable industry is an important provider in the delivery of
entertainment and information. Today’s innovations and technological advances have broadly
opened the doors to new entertainment mediums and distributions. Thus, broadcasting and cable
industry has a significant and rapidly growing role in the delivery of telecommunications
services.
The industry leaders in the entertainment sector are mostly diversified into many
segments of the industry. Comcast had extended its business segments and now operates in four
categories. In addition, Comcast plans to launch a wireless phone service using its virtual
network operator rights sometime this year (Comcast Statement 10-K form, 2016).
Through its mergers and acquisitions as well as its efforts to deploy new and innovative
services to consumers, the broadcasting and cable industry has fostered the development of a
highly competitive telecommunications market. Using Porter’s approach to analyze the threat
and trends factors we can determine the overall level of competitiveness in the industry.
Threat of New Entrants in Cable
The TV and entertainment industry has faced relatively low threats from new entrants.
This is due to high cost barriers including technology and infrastructure expenses. However, the
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evolution of online distribution and developments in IT have increased the threat of new entrants
to the industry. These developments have provided the catalyst through which lower costs can
be accomplished. For example, traditional phone service provider such as AT&T is now offering
data and video packages to compete with cable companies. This new innovative method of
reaching clients dilutes the profitability of the cable industry. Fortunately, these margins remain
low and are not considered an imperative threat at this time.
Bargaining Power of Buyers
The bargaining power that buyers have is immense. Buyer bargaining power is driven by
an abundance of offers in Broadcasting and cable TV industry. Exponentially, consumers are just
not satisfied with one form of entertainment and information. According to Sarma et al. (2017),
the production of smart TV’s has created a shift in cable subscribers to streaming service
subscriptions. As a result, this increased in audience fragmentation hurts broadcasters and pay-tv
operator revenues.
Threat of Substitute Products
The threat of alternatives for products or services offered by broadcasting and cable TV
providers is high. Substitutions for traditional cable or satellite TV products include a wide range
of streaming services, video games, and the increasing popularity of major social networking
websites such as Facebook, YouTube, and Snapchat. Companies such as Netflix, Amazon Prime,
YouTube, and Hulu offer streaming over-the-top (OTT) services which deliver film and
television content via the Internet, without the need for traditional cable or satellite TV
subscriptions (PWC, 2016).
Bargaining Power of Suppliers
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Bargaining power of suppliers is low in broadcasting and entertainment industry. Most
companies within the industry are using vertical integration strategy to primarily own, handle,
and control every area of this industry and subsequently to control the bargaining power of
suppliers. In fact, Sarma et al., (2017), indicated that most companies will continue to invest in
merger and acquisition for access to more contents through partnerships. Thus, this merger and
acquisition strategy will likely lead to an increase in debt for acquirers.
Market Competition
Rivalry in broadcasting and cable industry is intense. Major companies competing in the
industry along with Comcast locally include Verizon, AT&T/DIRECTV, Dish Network, and
Time Warner Cable. Team, T. indicated that Comcast owns 38% market share and has been
steadily losing their share in the Pay-tv market due to intense competition, from rival’s such as
DirecTV (26% share) and Dish Network (14% share) (Team, 2016). See appendix A for
graphical display of U.S Pay-TV Market Share.
China Mobile -one of the key players within the industry -is the world's largest wireless
operator with 826.2 million customers at the end of 2015 (China telecommunications report,
2016).
Economy
Along with technology, a weak economy can change consumer confidence and spending
on products or services delivered by cable TV providers. Especially the decrease of disposable
personal income can lead budget conscious subscribers to purchase fewer premium channels or
cut their cable TV provider services entirely. Economic conditions of any modern society are a
threat to profitability yet in the era of technologically advanced societies direct access to
broadcasting information will always remain a pertinent service.
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Other Threat Factors
Obstacles to growth in rural area include aging infrastructures, lack of electricity, and
expensive infrastructure rollout prevent cable TV expansion. Politically, governments prevent
access to foreign markets due to restrictions on foreign direct investments. Additionally, with
the increase scrutiny of merger and acquisitions by FCC regulatory agency, it will be difficult for
cable TV providers to shift their businesses into a profitable industry. Another major threat factor
is the significant bureaucratic delay over intellectual property enforcement in emerging markets.
This is representative of the typical 1420 days it takes to resolve an intellectual property dispute
in India (Doing Business in India, 2017).
Summary Rationale for Country Selection
China’s significantly larger economy and stable regulations make it a safer move, as most
of the groundwork to enter has been laid by the country in advance. India, while maintaining the
social and economic desire to expand, is doing so on a smaller scale and political movement is
advancing slower. A company looking to enter and take rapid advantage of business
opportunities cannot wait upwards of four years to resolve business disputes, nor can they
effectively expand into areas with dependencies on nonexistent infrastructure.
The two primary threats within China for Comcast’s entry will be competitor rivalry and
the high costs involved with bargaining or acquiring suppliers. China has powerful technology
providers already in place within the country, and direct acquisition may not be an effective plan
in all cases. Competitors such as China Mobile hold a significant market cap, and customers
may not be keen to change services unless a provocative offer can be made.
Target Market Size
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The broadcasting and entertainment industry with its variety of services such as video,
high-speed Internet, and voice services have the capability to target consumers of all ages and
generations. According to the World Factbook, seniors and baby boomers represent
approximately 21% of Chinese population while generation X and millennials represent
approximately 62% of the population (Central Intelligence Agency, 2017). Tanner and
Raymond stated that millennials or generation X are the drivers and main supporters of
technological changes, and these groups tend to be the most responsive to new technologies
(Tanner & Raymond, 2012). The heavy investment of this demographic segment should offset
the revenue on traditional cable TV and subscription which tends to decrease over time as the
number of baby boomers decline.
Additionally, Comcast could take advantage of the Chinese Gross Domestic Product
(GDP) and others key economic indicators. Indeed, the GDP in China was worth $11064.66
billion in 2015 and it represents 17.85% of the world economy (Trading Economics, 2017). The
Trading Economics data analysis also suggested that China’s total disposable personal income
increased to approximately $5000 in 2016 from approximately $4600 in 2015 (Trading
Economics, 2017). Consumer confidence index in China which indicates purchasing habit of
consumers in goods and services increased from 102.5 in year 2012 to 113.40 in 2017.
Finally, according to China telecommunications report, to meet its network infrastructure
strategic plan and increase broadband subscribers from 213.4 million at end of 2015 to 271.4
million by 2019, the Chinese government is supporting the expansion of fixed broadband
networks through funding and foreign investment in rural areas (Business Monitor International,
2016). Again, this opportunity can be leverage by Comcast to reach the Generation X and
millennial buyers in rural areas.
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For 2017, the population estimate for the country is 1.37 billion individuals, with a
growth rate of around 0.4% per year. Of these, about 806 million are considered economically
active, with an approximate 4.3% unemployment rate. From these statistics, we can determine
that Comcast’s current target audience would be roughly 95.7% of the economically viable 806
million population, or about 772 billion people. This is about 57.2% of the country’s population.
Even with competitors already in the market, a market of this size should be able to effectively
bear several competitors effectively (“Country Data China”, 2017; The United States Census,
2016).
To help determine a trajectory census data of the past 15 years can be examined. In
2012, China’s population was roughly 1.28 billion and growing at a marginally higher 0.5% per
year, with an economically active population of 762 million. However, the viable market this
time decreased from 57.2% to 56.2%, due to rising unemployment rates. This represents a
decrease in market of about 1% of the viable customer base and 2% of the total country
population. These shifts were small, but notable (“Country Data China”, 2017).
Extrapolating this trend out by 10 years requires making the same adjustments from 2002
to 2017 a second time, and then reducing those adjustments by a factor of 66% to accommodate
for the 5 fewer years. This creates a rough 2027 projection of a 1.43 billion population, 836.4
billion viable customers, and 4.6% unemployment rates, for a total target market of 798 million,
or 55.7% of the population. This projection is again a greater volume, but a markedly lower
portion of the population (“Country Data China”, 2017).
Unemployment rates were not projected, but after an immediate expected jump on 2018,
the estimates normalize back down, placing them at roughly 4.0% in 2017. Following the same
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calculations as before, this gives Comcast an expected viable population of 53.4% of the
economy, notably just shy of 3% less of the total population and a full 5% decrease over the
market base. (“Country Data China”, 2017; The United States Census, 2016).
Competitive Risk/Advantage in the Selected Country of Entry
Primary competitors in this market consist of DirecTV, Dish Network, Viacom, Level 3,
AT&T, Verizon, Time Warner, and Walt Disney. Their core competitive advantages are
detailed in a table in Appendix B, with competitor advantages to be considered as risks for
Comcast as the client.
Risk Mitigation Strategies for the Selected Country of Entry
Comcast utilizes competitive strategies to gain advantages in the market. Three specific
strategies will be necessary to compete internationally in the Chinese markets. The strategies
include a cost advantage strategy, an acquisition strategy, and a differentiation strategy.
Strategic cost management is essential because it helps explain the total effort of planning,
organizing, managing, coordinating, and supervising cost advantages and cost management
systems that will produce the information of cost data required by the mission, aim, and
strategies of a business (Kirli, 2016).
Comcast has an extremely large cash flow from its dominance, operations, and activities
in the American market. This cash flow is the result of Comcast’s greatest asset and their cable
franchise rights (Comcast 10-K, 2017). The cash flow from the sales in the US provides the
funding necessary to acquire cable systems from competitors and often these cable system
acquisitions include multiple franchise areas. Currently Comcast serves approximately 6,400
franchise areas in the United States. Implemented in China, Comcast can utilize its cash flow to
purchase existing cable systems from local competitors to acquire the franchise rights in different
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Chinese cities. The cable franchise rights have an indefinite useful life since there are no legal,
regulatory, contractual, competitive, economic, or other factors which limit the period over
which these rights will contribute to Comcast’s cash flows (Comcast 10-K, 2017).
This acquisition strategy results from massive cash flows provides the foundation for cost
leadership strategies. Cost leadership focuses on strategies that help Comcast lower costs
compared to its competitors. According to Ducia and Ducia (2014) cost leadership strategies can
be achieved through cost minimization approaches in scale economies. So, if Comcast is aiming
to obtain a competitive advantage from the domination strategy by low costs, it must conquer a
superior amount of the Chinese market share compared to its competitors. This would result in
the cost advantage from economies of scale.
To obtain advantages from economies of scale, it is necessary that the total production
expense for the whole value chain be lower than the total expenses for each of the value chains
of the rival companies. This is possible in two ways (Porter, 1980): the thing should be done
better than the rival companies do it, the operations of the value chain should be carried out more
efficiently, and the factors determining the level of the expenses in the value chain should be
correctly managed; or the company’s value chain should be corrected up to the unification of the
operations or the rejection to very costly chain activities.
Comcast, a leader in the cable industry, has been developing its process for many years
and has great understanding in managing large scale operations. This provides a significant
benefit because Comcast can expand the company through efficient value chain operations.
Additionally, the low cost of labor in the Chinese markets is another cost advantage that Comcast
can utilize to expand faster and further than its Chinese counterparts which would eventually
lead to a differentiation strategy.
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A cost advantage strategy would be highly beneficial when combined with a service
differentiation strategy. Currently Comcast provides X1 technology with voice controlled
remotes as innovative solutions compared to offering channels at lower prices. Comcast also
differentiates itself from other Chinese cable providers by offering innovative business services
designed for fortune 1000 companies. These services include an interactive tool that allows
customers to store and share files online, host voice services that use cloud network servers, a
business directory listing, and additional capacity for multiple phone lines (Comcast 10-k, 2017).
Also bundling its services to provide clients with high speed internet and cable entertainment at
competitive prices will provide the competitive advantages that will ensure the company remains
profitable.
Comcast in China could face legal, financial, political, social, and environmental risks;
So Comcast should consider and employ good strategies to prevent them. In using TOWS
analysis, we can recommend various strategic choices to help Comcast capitalizes on its
strengths and opportunities as well as minimizes its weaknesses and threats. Below is a
combination of internal and external environmental factors that Comcast should use to develop
an effective organizational strategy to expand its business in China.
Strengths and Opportunities (SO)
Comcast should use its diverse products and services that it offers to attract millions of
Chinese subscribers. First strategy, the variety of products and services will provide Comcast the
opportunity to target these additional consumers within all ages and generations by 2022. Second
strategy, the increasing liberalization and deregulation of the Chinese economy by its
government should help Comcast to establish partnership in JV for its expansion in China. JV
provide numerous benefits, such as low production and labor costs, the option of using the local
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partner’s existing facilities and sales and/or distribution channels as well as the privilege to
participate in a large share of the Chinese market. Indeed, China Telecommunications report
suggested that JV will increase speed and profitability of network roll-outs, especially in rural
regions (Business Monitor International, 2016, p.25).
Weakness and Opportunities (WO)
Comcast should take advantage of Chinese market opportunity to mitigate its
weaknesses. Strategy number one, the company has little to none in mobile wireless investment.
Chinese government being open to new technology innovation had adopted mobile virtual
network operators (MVNOs) into its market to provide some form of competition to their three
big mobile network operators. Thus, Comcast would apply for MVNO licenses and overcome its
lack of mobile wireless segment by focusing on offering mobile wireless products and services to
Chinese costumers. Second strategy, in order to maintain its market share in the U.S., Comcast
immensely invests in fiber-network deployment. In pursuing similar strategic goal in China, the
higher labor cost of fiber-network deployments significantly would be reduced due to the
Chinese cheap labor environment. Consequently, Comcast would attract more Chinese
companies that need high speed internet data to conduct their businesses efficiently.
Strength and Threats (ST)
Comcast should exploit its strengths to overcome China level of threat such as strong
Chinese government involvement in the market. There is a substantial difference between
Chinese and American governments role in business. United States have a capitalist structure
with minimum government involvement whereas China has a planned economy closely tied to
government. In fact, foreign business investments remain subject to government restrictions in
China. Namely, according to china country report, the National Development and Reform
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Commission (NDRC) and State Administration for Industry and Commerce which are
responsible for implementing the foreign investment law, before 2014 were not allowing foreign
investment in 79 industry sectors (BTI, 2016). First strategy, Comcast known for achieving
vertical integration of complimentary and connected services, could exploit its strategic company
process to initiate foreign investments in China by targeting industry sectors allowed by the
government. Another threat is the Chinese censorship laws which remain a concern for
international investors. An example of strategy would be to acquire an experimented and wellestablished entertainment company such as Viacom Inc. Viacom Inc. which delivers a variety of
media contents in China already have significant experience in dealing with China government
in ensuring political acceptability of their contents.
Weakness and Threats (WT)
Due to its adoption of fiber- network infrastructure Comcast is competing against its own
older wire cable network infrastructure. The Chinese infrastructure is still weak and access to
basic utilities such as electricity and broadband network remains inadequate in rural areas. So,
the lack of basic infrastructures utilities prevents the cable TV and cable network expansion in
many rural areas. Comcast strategy should be to explore, design and deploy alternative network
infrastructure technology in China that could carry out basic utilities such as electricity and
broadband internet which is known as Power over Ethernet (PoE) in remote Chinese countryside.
PoE is a technology that lets network cables carry electrical power (n.d, 2016). Moreover,
Comcast should also capitalize on government projects which promote rural broadband
expansion in China. According to China telecommunications report, the Chinese government
plans to invest an estimated $22 billion into a rural broadband expansion project to enhance
network coverage in those regions by 2020.
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Another major government project to promote rural mobile wireless in China included
the deployment of more than 600,000 new 4G network over the next three years (Business
Monitor International, 2016, p.13). As a result, Comcast weakness would be reduced and its
level threat would be avoided if the company could take advantage of the Chinese government
plan to boost network broadband and wireless in rural zones such as townships and villages.
Opportunity Exploitation Strategies for the Selected Country of Entry
In order to succeed in capturing opportunities and securing competitive advantage,
Comcast should mitigate risks strategically and conduct appropriate due diligence on every
aspect of their business in China. Namely, the award of MVNO licenses by Chinese government
enables new entrant opportunity for company such as Comcast in Chinese mobile wireless
business without the huge cost associated in building network wireless infrastructure. Comcast
also should take advantage of China’s cheap labor to deploy fiber-network which would attract
more Chinese companies.
It is to expect that China will remain the most attractive emerging market in the world for
the next several years. However, strong government involvement in the Chinese market also
poses risks. Therefore, risk mitigation strategies should focus first on investing in strategic
acquisition and JV in order to be familiarized with the complex Chinese market. Also, Chinese
rural areas which are poor in terms of network infrastructure deployments could be seen as
opportunities by Comcast to minimize its weaknesses and avoid country level threats since the
Chinese government is ready to invest in the expansion of broadband networks in remote
Chinese locations. Focusing on these opportunities and risk mitigations will help Comcast
experience higher investment returns and become an industry leader in the Chinese market.
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Comcast’s substantial cash flow could be used to purchase existing cable network
competitors locally and acquire the franchise rights in different Chinese cities. Further, to tap
into Chinese market shares, Comcast must ensure that their products and services offered meet
both businesses and customer needs and are better than any other Chinese competitors.
Moreover, as the technological environment shifts towards wireless and mobile platforms,
Comcast should capitalize on these groups to invest in broadband and Internet service around
urban and rural areas of China.
Comcast should be able to engage in infrastructure deployment and price competition to
win market share in this economically viable consumer driven market. According to Business
Monitor International, the fixed broadband landscape in China is expected to evolve over the
next five years, as government invests into infrastructure and the opening of the sector to private
companies (Business Monitor International, 2016). Furthermore, the three Chinese cable
operator’s strategy focuses exclusively on winning customers. However, Comcast should do
more than that and consider how to retain users and extract greater value from them. Thus, the
message such as “Comcast deliver’s the world’s best entertainment and online experience! “ will
fit this strategy mindset and appeal to the targeted buyers.
China's telecommunications market is prized for high growth, given its favorable
demographics. In fact, the deployment of wireless technologies is often cheaper and more easily
available than rolling out wireline infrastructure, particularly in a geographically diverse and
challenging terrain such as China. Moreover, in October 2015, the MIIT in China reported that
an estimated $22 billion will be invested into the project by 2020 to upgrade internet access for
more than 30 million households and have 98% of villages connected to a broadband network
(Business Monitor International, 2016). Therefore, Comcast corporate strategy should focus on
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investing and deploying network infrastructure in rural areas to provide rural consumers its
bundling services including high speed internet and cable entertainment to gain competitive
advantages.
Entry Strategy Legal Structure
JVs provide unique opportunities to Comcast that they would not normally be able to
leverage. JVs are partnerships between two or more companies for mutual expense and benefit
to both parties. The benefits and expenses do not always have to be equal in nature, but should
be roughly equivalent (Boundless, 2017). These compromises allow a company to leverage the
finances, infrastructure, or other benefits of a competitor to improve their own position; of
course, this comes at a risk of one competitor receiving more impactful benefits than the other.
While the joint goal is mutual success, both companies do remain competitors, and the success of
the JV must be balanced against the success of their competitor.
Within China, one of the largest and most influential networks is AT&T. AT&T has held
a presence in China for over three decades, providing infrastructure, security, and support for
mobile and computing services (“AT&T in China”, n.d.). They have also collaborated with other
companies, such as with China Mobile for the Internet of Things (“AT&T and China Mobile”,
2017). This demonstrates two key points: that AT&T has partnered with companies previously
and is open to the idea, and that AT&T may be a line in to other future partnerships. As a new
entrant to the market, Comcast’s time is best spent on less risky approaches with a high chance
of success, leveraging a high-value successful company.
Comcast’s biggest barrier to entry is infrastructure. AT&T already has market share in
over 300 cities with matching infrastructure, this means they hold equipment that Comcast can
build off to reach these same markets (“AT&T in China”, n.d.). Comcast’s best political move
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would therefore be to trade for access to this infrastructure and support network. For this to
work effectively though, Comcast would need to offer AT&T valuable services in return.
Between AT&T internet and DirecTV, Comcast is unable to directly offer services as a part of
this JV. Instead, they may wish to exercise their marketing departments or customer support
networks to facilitate the logistics of AT&T’s services, rather than trying to supplement them.
This could strengthen AT&T temporarily, but only as long as the JV lasts, allowing for some
incentive to maintain the venture.
Since Comcast and AT&T are direct competitors, the entry strategy would also require
mutual agreements on how to distribute the customer base. This is done in the US with zoning
regulations to ensure only one or two accessible IPs per area to avoid significant market overlap.
This may require some concessions on Comcast’s part as AT&T already holds these markets, but
as an entry strategy their goal should focus on entering and gaining market share.
Foreign Direct Investment
Foreign direct investment is another choice for Comcast. FDI refers to investments that
involve an equity stake of 10 percent or more in a foreign-based enterprise (Soltani, 2009). FDI
requires the direct and active hands-on management of foreign assets. Foreign direct investment
(FDI) is being considered as an entry to china because it provides Comcast with sufficient
strategy that is aligned with our competitive strategy. This method of entry allows for direct
ownership of its facilities allowing the transfer of resources which include capital, technology,
and personnel. Comcast can utilize its resources and available cash flow from its dominance,
operations, and activities in the American market to enhance its presence in China. FDI
ownership provides Comcast with the highest levels of control over the operations and the ability
to understand the consumers’ needs and culture. This strategy also provides the greatest insight

COMCAST BUSINESS PLAN

35

into the competitive environment. However, it requires a high degree of resources and more
commitment. These resources will help establish Comcast in the market place but will not
guarantee its success.
Comcast would need to establish a headquarters in China and hire and train its own
salesforce. This salesforce would be educated and trained in the products, packages, and
services offered by Comcast while also integrating the Chinese cultural aspects such as tolerance
and respect for religion, language, food, customs, and the arts. These integrated aspects will be
an important characteristic in getting people to accept the American company. These workers
would also need to have backgrounds from multiple disciplines and be licensed to work legally.
It is also important that managers be bilingual to understand the cultural and business spirit of
Comcast.
Best Entry Method
While FDI can be very valuable to maintain capital and control during foreign expansion,
it does require tapping into existing financial pools to do so. If entry fails, that money is gone.
FDI works more effectively when a company has multiple pools to draw from, and when highrisk-high-reward strategies generate significantly greater reward than cost to compensate for the
additional risk.
JVs, on the other hand, allow for a safer, low-risk-low-reward entry where collaboration
takes a higher priority than immediate profits. This supports companies where they may not
have strong finances to back an entry with, or when their competition might eclipse them in the
market they wish to enter.
JV is the more effective choice for Comcast, as they do not currently have multiple pools
to pull from and cannot afford to cripple their single working market. Additionally, as a new
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entrant to the global market during the transition from their US-only status, mentorship, and
support can provide an easier entry. At a later point, Comcast may wish to utilize FDI, but for an
initial expansion, a JV strategy is the smarter play.
Comcast Organizational Structure
Comcast makes its initial entry into Chinese markets by setting up a JV or alliance
agreement with one Chinese partner to roll out its two primary businesses, Comcast Cable and
NBCUniversal in China. This international JV between Comcast and the chosen partner will
allow both companies to join forces in various areas of expertise, including cross-marketing
arrangements, technology-sharing agreements, production-contracting deals, and equity
agreements.
A global product division structure can help to accommodate local needs of Chinese
market. Appendix E provides an illustration of Comcast organizational chart in partnership with
the Chinese JV company. In growing into a new region as China will take a lot of time, planning,
and consideration to details if Comcast wants to be successful. Thus, this organizational chart is
useful as it alleviates the burden off the Chairman/Chief Executive Officer for monitoring the
operations of foreign partners. The two Vice President heads of the international division will
coordinate and monitor overseas activities and report directly to Comcast Chairman/CEO.
Similarly, the Chinese JV company will nominate its corresponding Vice Presidents (VP) to
participate in the project of setting up Comcast international operations. In addition, two project
managers such as Project Manager for Comcast cable and Project Manager for NBCUniversal
will either need to be promoted to head this project or brought in from the outside. The combined
management resources will form a JV Management Committee in order to successfully
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implement and facilitate the integration of Comcast in Chinese market. See arrow lines in
appendix E.
Since there will be an expansion in China, new roles and responsibilities will be
temporally created until the completion of the project. In fact, Comcast upper management will
need to make some decisions so that mid-level management employees including most directors
of key departments would need to adjust their roles and relocate to China for this JV project.
This special Comcast management team should be skilled and properly trained on implementing
new Comcast business model within the United States.
The project manager will lead and coordinate both the Comcast and JV company team
that are responsible for implementing the firm in the Chinese market. Under the supervision of
each project manager, Comcast’s directors will focus on providing training to various
departmental and operational managers of the JV Company to ensure that the two business units
will operate as described by the project timeline and agreement of both parties. The Chinese
team will include full-time dedicated staff from different functional departments of the JV
Company during startup and after one year of JV company operation. The two project managers
and directors living in both locations should be able to communicate effectively with all relevant
partners within the organizational structure to facilitate decision making. Namely, all
stakeholders and project team members will use electronic communications including e-mail,
texting, instant messaging, video, and web conferencing to communicate with each project
manager formally or informally. Finally, Comcast and its JV Company will outsource some
functional departments such as Finance, Information Technology (IT) and Human Resources
(HR) for the purpose of solely focusing on collaborative relationship within their core
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companies’ competencies. For instance, the contracted HR department will deal with employees
hiring in accordance with the Chinese employment law.
Salary Cost of Comcast JV Company’s Employees
According to nationmaster.com website, yearly salary of employees is four times less in
China compared to the U.S (n.d, 2017). The salary of each employee involved in the expansion
of Comcast in China can be found in Appendix F. The cost associated with all employees’
incomes participating in JV launch will be approximately $19.678 million for start-up and
$46.451 million within one year of operation, respectively. Appendix C includes the key
operational stakeholders of Chinese JV Company.
Roles and Responsibilities
Appendix D is a table summarizing the roles and responsibilities of some employees
involved in the first JV of Comcast in the Chinese market.
Most of Comcast management employees included in the JV process will devote half of
their working time between start-up and year one to ensure that both companies benefit from
these partnerships. On one hand, Comcast local partner would be very helpful in dealing with
political risk factors such as a hostile Chinese government in freedom of media contents.
However, this comes at the cost of providing JV Chinese Company access to new technology,
knowledge and skills in delivering products and services to consumers, resulting in a stronger
competitor. See Appendix F for Comcast management staff time allocation during the JV
project.
In-country Marketing Plan and Costs
Since Comcast is aiming to roughly match the US customer basis of 22 million customers
by 2020, their ongoing costs should reflect a high fraction of the equivalent US costs. For
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equipment, 50% of current US costs were used initially as startup funds, with 90% in subsequent
years. This should approximate the adoption curve as they push towards their initial goal of
capturing 2% market cap, and remain accurate for roughly 5 years of growth. Programming
costs were approximated with an initial content distribution of 1/3 Chinese-tailored
programming, 2/3 dubbed US programming. After the initial introduction, this would transition
to 50% for each.
Pricing Strategy
As the Chinese broadband and telecommunication market nears saturation, Comcast must
ensure that their products and services offered meet both businesses and customer’s needs, and
are better than any other Chinese competitors in price. In fact, services, and products such as
video, high-speed Internet, voice services, and mobile wireless services available at Comcast
could be delivered to consumers in China using competitive pricing advantage as it does in the
U.S to continually increase its market share. So, according to China Telecom website, China
average price for bundle package is around $273 per year and average mobile package price is
approximately $395 per year which equal to $668/year or approximately $55 a month (China
Telecom, 2016). Using the pricing strategy, Comcast should be able to offer a value price in
delivering triple play services including video, internet service, and mobile wireless service
better than the competitors. This will be a positive initial step for Comcast to retain their
subscribers and open long-term mobile network profit opportunities.
Promotional Message
Comcast’s recommended positioning message for entry into China should reflect the
competitive advantages Comcast holds over its competition to support sales within all market
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demographics across China. To accomplish this, a recommended positioning message has been
created on Comcast’s behalf:
Comcast deliver’s the world’s best entertainment and online experience! Through
investments in technology Comcast has built a sophisticated network that has the capability to
deliver the fastest broadband speeds, phone, wireless, security, and automation services to
residential and business customers. Additionally, Comcast has expanded their reach into the
entertainment industry and now operate in cable networks, broadcast television, filmed
entertainment, and theme parks. Comcast is committed to their customers and strives to deliver
exceptional service.
Promotion Methods and Costs
Comcast China will utilize various bundle deals to appeal to the market. These bundles
will include combining television, internet, and voice in any combination. We will also include
the Norton Security at no additional cost. The marketing team will evaluate the possibility of
providing Visa Reward Cards to the first subscribers, offer reduced rates, and upgraded internet
speeds for longer term contracts. These incentives coupled with Comcast’s reputation will
attract customers and allow Comcast to prove its positioning statement “Comcast deliver’s the
world’s best entertainment and online experience!”
We anticipate Comcast China’s promotion expenses to be greater than or equal to those
in the United States. We expect to invest a considerable amount of time and monetary resources
on advertising via television and radio commercials, billboards, social media, newspapers,
handing out flyers, visiting real estate agencies and apartment complexes. Potentially offering
kickbacks if the real estate agencies and apartment complexes send Comcast China customers.
According to the 2016 Comcast 10-K the total advertising, marketing and promotion expenses
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for Comcast were $6,114M in 2016, $5,963M in 2015 and $5,10M in 2014. The 2016 figures
will be used as our basis of estimate for Comcast China promotional startup costs plus 10% = $6,
725.4M. The allocation for promotional costs will decrease by 5% in the following year =
$6,419.7M.
Estimated Market Share
China has the world’s largest television audience, with a 97% household penetration for
TV coverage and 50.3% of internet users (Central Intelligence Agency, 2017). There are three
national broadcasting companies in China as follow: China Central Television (CCTV), China
Education Television (CETV), and China Xinhua News Network Corporation (CNC). Among
the three, CCTV is the leading national broadcaster and most recognized in China with 30% of
audience share over the national territory (Italian Trade Commission, 2011). On the broadband
and mobile market, China is largely dominated by three state-owned companies including China
Unicom, China Mobile and China Telecom that have the monopoly of internet and mobile
wireless service providers.
Comcast first JV investment strategy should be focusing on Chinese broadband and
mobile wireless market. In fact, the MIIT is awarding more MVNO licenses to enable new
entrants and push convergence between the telecoms and broadcasting industries in order to
expand triple- or quad-play services (mobile, video, voice, and internet) to Chinese consumers
(Business Monitor International, 2016, p. 28). Moreover, the entry of new MVNOs will provide
market share and price competition to the three unavoidable operators cited above.
In an established broadband and mobile wireless market as China, China Unicom, China
Mobile, China Telecom and other cable TV operators already offer similar products or services
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that Comcast and its JV Chinese Company expect to deliver. See China Broadband Market share
in Appendix G.
First, China Telecom is the leader as wireline operator in China, with strong presence in
the broadband market and a market share of 43%. Next, China Mobile is the world's largest
wireless operator and a market share of 22.4%. Furthermore, China Unicom is second largest
wireless operator with and a market share of 27.2%, it is ahead of China Mobile but trails behind
China Telecom in the Chinese broadband market. Finally, the remaining market shares are
distributed among cable TV operators and other broadband companies with a market share of
5.6% and 1.8%, respectively (Business Monitor International, 2016).
As Comcast is entering into a JV with a cable TV operator to construct and operate a
mobile multimedia interactive broadcast TV network in China, it is to estimate that Comcast will
need about 2% of market share of each target buyers described previously. In this regard, by
2020, Comcast and its JV Company will be able to distribute its products and services to 2% of
Chinese 144 million senior subscribers or 2.88 million senior buyers as well as 2% of Chinese
151 million baby boomer subscribers or 3.02 million baby boomer buyers. Furthermore, the
largest subscriber base will come from generation X and millennial buyers with 2% of 670
million consumers or 13.4 million of generation X buyers and 2% of 106 million consumers or
2.12 million of millennial buyers. This insignificant market share compares to Comcast U.S
market share of 57% will enable the company to provide fixed broadband and mobile converged
services to compete at the same level as the three large telecoms operators.
Financial Value
Revenue Forecast and Assumptions
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China’s broadband and telecommunication industry is dominated by three big service
operators including China Telecom, China Mobile, and China Unicom, each providing both
broadband and mobile services. As Comcast is entering into a JV with a Chinese broadband and
mobile wireless operator to compete against established companies such as China Unicom,
China Mobile and China Telecom, it is to estimate that Comcast will need about 2% of market
share which can be translated into a customer base of approximately 21 million of subscribers for
the first year in operation (Refer Marketing Plan). The China broadband and telecommunication
market has posted increasing rates of growth over recent years. In fact, the market growth data
compiled in 2016 by Business Monitor International (BMI) Research indicated that China mobile
wireless subscription saw an increase of 34% growth year over year (BMI, 2016). Additionally,
growth in broadband subscribers is expected to increase more rapidly in the fixed broadband
networks with the government’s support to fund rural areas infrastructure. Thus, Comcast easily
should be able to reach its target buyers size of 21 million subscribers within the year one of
operation.
According to China Telecom website, the average price for a bundle package in China is
approximately $273 per year and average mobile package price is approximately $395 per year.
Both services and products are equal to $668/year or approximately $55 a month (China
Telecom, 2016). Using the pricing strategy, Comcast should be able to offer a value price (i.e.
$600/year or $50 per month) in delivering triple play services. Therefore, the Revenue will be
equal to 21 million subscribers * $600 bundle package service/year = $12.6 billion of revenue.
Cost Forecasts and Assumptions
Costs of Goods Sold (COGS) are a major driver of the cost structure of most industries.
In the cable service provider industry, scale appears to have the greatest impact on COGS due to
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an appreciable lack of inventory. The COGS helps determine the price to charge for its services
and the volume of business it needs to remain profitable.
Comcast will likely suffer from higher COGS during the first several years within China.
There will be much more expenses associated with providing the service to new consumers.
This is a direct result of less infrastructure support, fewer substations, and the inability to spread
its costs over a larger base. Currently COGS for Comcast equates to 24,463 million in 2016.
The projected revenue for 21 million subscribers which equates to $12.6 billion every
year must take Operating and Administrative Cost ($3.8 billion), Research and Development
Costs ($3.2 billion), and Sales and Marketing costs ($4 billion) into account resulting in $1.6
billion in revenue. Additionally, since this is a new venture there would be no inventory costs at
the beginning of the year. This will change in year two depending on the resources required to
ship XFINITY top boxes, remotes, cable, or any other technological hardware needed to receive
service.
Income Statement
The project income statement can be found in Appendix H.
Balanced Scorecard
By focusing management efforts on the organizations financial performance, internal
processes, learning and growth and customers, a balanced scorecard (BSC) framework is
established. Objectives, measures, targets and initiatives are metrics used to evaluate the
organizations efforts between short and long term objectives, financial and non-financial
measures, laggings and leading indicators and internal and external performance perspectives.
The BSC is necessary as the workplace becomes diversified and is only beneficial if the
organizations strategy is well defined, both leading and lagging measures are used and metrics
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are customized to the organization are developed. The BSC for implementing Comcast into
China can be found in Appendix J.
Conclusion
Comcast has its work cut out for it when expanding to China. However, through smart
leverage of its tools and support structures, as well as clever leverage of competitors, Comcast
can sustain themselves in a foreign market and produce a viable, self-sustaining entity.
Comcast’s first JV in China will benefit from facilities and equipment of its partner to start this
overseas business.
It should be noted that expenses are cut as part of this JV strategy and we are giving up
equity, not revenue, to execute this plan. Additionally, we have chosen a strategy that will
require Comcast to offer approximately 10% equity for 25% of its costs covered. This has a 3year breakeven period that aligns most closely with our ~5 year timeframe, without giving up
unnecessary equity. The assumptions cited and successful execution of the aforementioned
strategy will competitively position Comcast China within the Asian market introducing another
option for consumers, potentially reducing annual costs and minimizing monthly bills by
combining services. Comcast’s Asian pricing strategy will yield a value price of $600 a year for
subscriptions or $50 a month payment. This is the projected revenue for 21 million subscribers
which equates to $12.6 billion every year, resulting in $1.6 billion of revenue.
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Pay TV Market Share
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Appendix B
Competitive Advantages

Competitors Competitive Advantages
DirecTV
• Brand recognition
• Presence overseas/familiar with conducting
business outside the United States
• Numerous options
o Pay-Per-View
o On Demand
• Customer satisfaction
Dish Network
• Low infrastructure cost for satellite
• Cheaper service
• Customer satisfaction and retention
• Flexibility of service availability
Viacom
• International media network with its
programming content reaching 530 million
households in more than 180 countries
• Expertise in dealing with media censorship
in china by the government
• Media networks segment provides a wide
variety of entertainment contents, products,
and services for consumers in targeted
demographics
Level 3
• Extensive Patent Portfolio
• Robust portfolio of services and
distribution strategy
• Strong communications network
AT&T
• Financial Strength
• Already in China
• Partnership with China Mobile
• Directv ownership
Verizon
• Strongest market share of the U.S. mobile
and wireless connectivity market.
• FiOS service makes Verizon business
model distinctive by offering Fiber

Comcast’s Competitive Advantages
•
•
•
•
•
•

Wide variety of products
Company resources
Diverse portfolio
Intellectual property
Diverse workforce
Vertical integration

•
•
•

Financial Strengths
Subsidies, including NBCUniversal
Intellectual property that's difficult
to reproduce
Fastest service

•
•

•
•

Businesses with interests in many
areas/ownerships in industry
Provides a broad range of
communications products and
services and entertainment, news,
and information content to
consumers (diversified portfolio)
Better pricing
Vertically Integrated

•
•
•

Large Market Presence
Vast Infrastructure
Vertically Integrated Operations

•
•
•

Financial Strengths
Subsidies, including NBCUniversal
Intellectual property that's difficult
to reproduce
Fastest service

•

•
•
•

Businesses with interests in many
areas/ownerships in industry
Provides a broad range of
communications products and
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network cables where they can
Leading the way to introduce and adopt 5G
technology network in U.S.

Time Warner
• Video/high-speed data and voice services
• Cable modem

Walt Disney
• Extensive customer reach of Walt Disney's
cable networks
• The company has a strong brand portfolio
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•
•

services and entertainment, news,
and information content to
consumers (diversified portfolio)
Better pricing
Vertically Integrated

•
•
•
•
•
•

Wide variety of products
Company resources
Diverse portfolio
Intellectual property
Diverse workforce
Vertical integration

•
•
•

Large Market Presence
Vast Infrastructure
Vertically Integrated Operations
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Appendix C
Company Roles

Roles

Comcast

Responsible for
overseeing,
directing, and
controlling Comcast
cable business
operations
Responsible for
overseeing,
directing, and
controlling
NBCUniversal
business operations
Responsible for
leading JV of
Comcast and
Chinese company
project and
maintaining
successful team
members within
Comcast cable
business unit.
Responsible for
leading JV of
Comcast and
Chinese company
project and
maintaining
successful team
members within
NBCUniversal
business unit.
Train legal team
analyze legal issues
that affect the
Comcast and its
activities at the
international levels
associated with the
Organization’s

VP of International
Comcast cable

Employees
Responsible
President/CEO
Comcast cable

VP of International
NBCUniversal

President/CEO
NBCUniversal

Project Manager
Comcast cable

VP International
Comcast cable

Project Manager
NBCUniversal

VP International
NBCUniversal

Director of Legal
Affairs

Chinese JV
Company

Legal team

VP International
NBCUniversal and
Chinese JV
Company
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Train manager to
develop, implement
sales strategies
negotiate
program/digital sales
Train managers to
develop and
maintain network
architecture, and
deliver
products/services
that transform the
customer experience
Train managers on
daily Media
Distribution for
assigned Chinese
territories
Train managers on
production schedules
and content services
Train managers on
providing multiplatform marketing
solutions to reach
audiences most
effectively and
efficiently
work in customers’
homes and outdoors
to install XFINITY
products and
services
Train and dispatch
Field Service
Technician
Train managers in
providing to
businesses and
customers superior
technical support
service and assist
them with billing
issues.
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Sales & Marketing
Director

Manager of sales

VP International
Comcast cable and
Chinese JV
Company

Director of
Engineering

Field Manager

VP International
Comcast cable and
Chinese JV
Company

Director of Media
Distribution

Manager of
Series/Shows
Distribution

VP International
NBCUniversal and
Chinese JV
Company

Director of
Programming and
Production

Manager of casting
and current
programming

Director of
marketing and Ads
Sales

Manager of Online
Ads Sales

VP International
NBCUniversal and
Chinese JV
Company
VP International
NBCUniversal and
Chinese JV
company

Director of
Customer Care

Field Service
Technician

Chinese JV
company

Field Manager

Chinese JV
company

Customer service
Manager

VP International
Comcast cable and
Chinese JV
Company
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Responsible for
overseeing,
directing, and
controlling Chinese
JV Company
business operations
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VP of Chinese JV
Company

Chinese JV
company
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Appendix D
Comcast Corporate Structure 1
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Appendix E
Comcast Corporate Structure 2
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Appendix F

Comcast Employee Allocation and Costs
Startup
Employee
VP of
International
Comcast cable
VP of
International
Comcast cable
Project Manager
Comcast cable
Project Manager
NBCUniversal
Sales &
Marketing
Director
Customer Care
Director
Director of
Engineering
Director of
Media
Distribution
Director of
marketing and
Ads Sales
Director of
Programming
and Production
Director of Legal
Affairs

% Time
allocation
40%

Dollars amount

Year One

$7,2 million

% Time
allocation
40%

$7,2 million

40%

$7,2 million

40%

$7,2 million

100%

$140,000

50%

$70,000

100%

$140,000

50%

$70,000

50%

$60,000

50%

$60,000

50%

$55,000

0%

Dollars amount

50%

$80,000

50%

$80,000

50%

$65,000

50%

$65,000

50%

$62,500

50%

$62.500

50%

$75,000

50%

$75,000

50%

$100,000

50%

$100,000
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Appendix G
China Market Breakdown
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Appendix H
Income Statement

Year 0
Revenue
Programming and production
Other operating and administrative
Bundled Landline Packages
Mobile Packages
Depreciation
Amortization
Total Revenue
Expenses
COGS
Operating and Administration
Research and Development
Inventory Costs
Advertising, marketing and promotion
Fixed Costs
Advertising, marketing and promotion
Product Modifications
Promotion Costs
Distribution Costs
Headcount Costs
Total Expenses
Income before income taxes
Income tax expense
Net income
Net (income) loss attributable to noncontrolling interests and
redeemable subsidiary preferred stock
Net income attributable to Comcast Corporation

Year 1-3

6,300.0
6,300.0
2,520.0
3,780.0
1,738.8
478.8
14,817.6

12,600.0
12,600.0
5,040.0
7,560.0
3,477.6
957.6
29,635.2

(8,250.0)
(2,850.0)
(2,400.0)
0.0
(3,000.0)
(15,145.2)
(15,145.2)
(6,741.2)
(5,044.1)
(2,276.3)
(1,083.8)
(23,395.2)
(8,577.6)
0.0
(8,577.6)

(8,250.4)
(2,850.0)
(2,400.0)
(0.4)
(3,000.0)
(16,616.7)
(16,616.7)
(7,978.1)
(4,814.8)
(2,961.4)
(862.5)
(24,867.1)
4,768.1
(1,764.2)
3,003.9

0.0
(8,577.6)

(90.1)
2,913.8
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Appendix I
Balanced Scorecard

FINANCIAL PERSPECTIVE:
Objective

Measures &
Target

Initiatives

➢ Produce positive income within 5 years.
➢ Net Income break-even value of $0
➢ Cost maintenance to ensure Year 3’s COGS remain within 6% of Year
0’s costs, or lower.
➢ Ensure revenue follows the expected average service adoption per
customer.
➢ Monitor key performance targets on a quarterly and annual basis
➢ Monitor technology and service adoption rates
➢ Generate reports for the marketing team to identify which service
packages customers prefer.

CUSTOMER PERSPECTIVE:
Objective
Measures &

➢ Acquire and retain new customers while expanding Comcast brand
recognition in Chinese market
➢ Establish 5 new customers per quarter
➢ Maintain greater than 80% customer satisfaction

Target

Initiatives

➢ Customer Focus Groups to increase brand awareness
➢ Campaigns to highlight the wide variety of services offered by
Comcast brand by developing sales and marketing literature
➢ Initiate 24/7 customer service
➢ Provide 30 days of free internet to television customers to build
awareness for bundling options
➢ Stabilize monthly bill to fixed amount so customers know what to
expect
➢ Offer $20 credit if repair technician is more than 15 minutes late to
appointment

INTERNAL PERSPECTIVE:
Objective
Measures &
Targets

➢ Deployment of combined mobile wireless services (e.g. Cellular and
Wi-Fi).
➢ Acquire Mobile Virtual Network Operator (MVNO) license to
increase Comcast’s proportion of mobile market share in China by
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➢
Initiatives

➢
➢
➢
➢
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0.25% year over year.
Increase Comcast’s footprint of Wi-Fi connectivity by 5 million Wi-Fi
hotspots installed around the Chinese country in year 2020.
Take advantage of MVNO license to compete against the three largest
Chinese mobile network operators
Facilitate expansion of wireless broadband network particularly in
geographically diverse and challenging rural areas of China.
Add value to Wi-Fi connectivity by increasing and offering speeds of
up to 5 Gbps to residential customers.
Deploy advanced wireless hardware for fastest distribution of overthe-top content (OTT) services including Facebook, Skype, and
WhatsApp within Comcast wireless network infrastructure.

LEARNING AND GROWTH:
Objective
Measures &
Targets

Initiatives

➢ Develop and train staff to recognize sales opportunities, learn the IT
system that supports customer service, and how to build relationships
with local businesses
➢ Increase sales revenue 2% every week
➢ Generate 1.3 million new subscribers every month
➢ Grow market share 20% quarterly
➢ Target new households at a rate of 3.9 million per week
➢ Foster environment of aggressive marketing
➢ Create incentive program that will motivate sales department
➢ Launch TV, cable, internet, newspaper, radio, and billboard campaigns
to attract new subscribers
➢ Implement departmental standards that help shape the culture of
Comcast Asia
➢ Reinforce initiatives that promote healthy working environments,
effective communication channels, and alignment with mission and
values
➢ Request customer feedback on quality of service provided, reevaluate
approach and repeat

