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Why did you choose to enter India in the 
midst of a downturn?
India has taken off in a big way in 
the last 12-15 months. We saw new  
players coming, the market opening up 
and penetration taking off. Waiting was 
not an option. Two years on would have 
been too late to enter. You really have to 
get in when conditions are favourable. 

What’s your strategy for this market?
India is still growing and has not seen 
customer service beyond call centres. As 
a market matures, customer segmenta-
tion becomes important and the mass-
market approach does not work. We’re 
not aiming to be among the top three 
in India. Our aim is simply to have a  
profitable market share of 8-9%.  

But is 8% market share good enough for 
a healthy margin?
Yes. Our business plan is built to have 
a 30% EBITDA margin with this mar-
ket share. We aim to be EBITDA-posi-
tive in three years and capital-positive in 
five years. That is why we need to derive 
some scale advantages. More customers 
is better but we are not going to buy cus-
tomers at the cost of profit.

Is the Indian model of having more than 
ten operators in a circle sustainable?
I really don’t subscribe to the argument 
that India is a crowded market with more 
than ten operators. We have to look at 

the size of the market. We cannot com-
pare India with countries like Thailand 
or Malaysia with 60-70 million people. 
There is no real market leader here. Even 
Bharti has just 25% market share. Other 
markets have market leaders with nearly 
50% share. The Indian market is spread 
among many players. I foresee new cus-
tomers due to GDP growth as people’s 
income grows. 

How will Telenor differentiate itself?
We feel that the competition is much too 
focused on price and not on value-added 
services. Telenor will try to introduce new 
types of services relevant to customers. 
We will try to bring our learnings from 
other markets to India.  

What is the thinking behind having so 
many operational centres in India?
In each of our 12 global operations we 
have tried to get as close to the custom-
er as possible. That’s easy as they are 
small markets. India is different. Han-
dling 22 circles will be too much for a 
centralised office and that is why we are 
grouping things into 11 hubs. Our central  
organisation will be smaller and more 
decision-making power will vest with 
the hub. In terms of market size, each of 
these hubs will be as big as other coun-
tries in our portfolio. 

You have different brands in different 
countries. Doesn’t that cause confusion 
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After a few hiccups, Norwegian firm Telenor is poised to roll out telecom services
in India. The company is targeting a market share of 8% in the next three to

five years. Sigve Brekke, Telenor’s Asia head, tells Anurag Prasad how it plans
to achieve that despite being a late starter.
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