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Abstract   

The aim of the study is to present the role of positioning in the marketing strategy steps and to 
determine the importance of the services positioning items. 
Adding to that, the study measures the perceived position of the service brand on competitive 
markets, the case of "mobilis". 
There are three strong brands of telecom service offered by the operators on the Algerian cellular 
market, which indicates that the competition is quite big. 
Furthermore, competitive and customer dynamic change, managers must evaluated whether their 
services remain appropriately positioned, in the end, the effective positioning lets brand occupy a 
preferred and unique position in the customers minds. 
Keywords: Market Segmentation and targeting- service/brand positioning- consumer behavior 
competitive market.  

Résumé   

Le but de cette recherche est de présenter le rôle du positionnement dans les étapes de la stratégie 
du marketing et de déterminer l'importance du positionnement des services. 
En plus, cette etude mesure la positionnement perçue de la marque du service sur le marché 
concurrentiel, le cas de «mobilis». 
Dans le marché Algérien, Il ya trois marques sont très fortes dans télécoms service, ce qui indique 
que la concurrence est très intense. 
Et en plus, compétitive et le changement dynamique du client, les manager doivent évaluer si leurs 
services restent convenablement positionnées, en fin, le positionnement efficace permet à la 
marquee d acquérir une position privilégiée et unique dans l'esprit des clients. 
Mots clés: segmentation et ciblage- positionnement service/marque- le comportement du 
consommateur- marché concurrentiel. 
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2004  2009  

 
     

2009  2010   2009         

2.7%         

  
      

.             

)               4-

1.(   

    

  

  

  

  

   

 

2004 : 

 

     

OTA .       

2005:      "ATM"  "WTA"    OTA   

 

18%               WTA  

 

ATM      " "        "La 

carte star" .   
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2006 :     "ATM"   OTA    "WTA"  

.           

2007 :    "ATM"   

 

        

"WTA"    14%   

 

 

2006  OTA 

"DJEZZY chat, Noice Mail, MMS"  Black Berry   

  

  

  

    

2008 

 

2010 :        "OTA"   

 

          

WTM  ATM    

 

              

ATM   

 

        

"post payé" 
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2008      

"Nedjma Illimite"   2009  "LA STAR HALA"         

2009       2009    

 
 

2010 

1    

"WTA"       1% 

 

            

Arabe Advisors

 

Group  

 

      

" "     2010      

 

 

11   59.5%                   

 

   

"ATM"  "WTA"       

 

"OTA" .   

  

   

:ATM     

   

   

" " "ATM"    "B.C.G"   

 

                      

 

          

:                  

                                                          

 

1 http://www.arabadvisors.com/Pressers/presser-060610.htm. 

http://www.arabadvisors.com/Pressers/presser-060610.htm
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"Question Marks" "Stars""cash crows"   "Poor 

Dog"        

:      

I .D.A.S :             "prépayé"  

 

      

94%                 

.                

II .D.A.S :             

 

      

"Post payé"                    

 

            

"OTA"      

 

     

"ATM"   

 

    

 

     

  

   

 

.            

  

    

"D.A.S" .    

  

    

"Boston Consulting Groups"       

"B.C.G" :   

 

I      .

   

   

 

:     
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)   4-4              ( 

 
 

 
:   

         

2010     

OTA:= 0.5812     

     

ATM:=0.217   

     

WTA:= 0.2070 .  

  

  

II       .2010:   

  

     

2010  =  

D.A.S 2009  2010      

 

DJEZZY  1867837000  1746566000  

58 ,12%  
-6.5% 

 

MOBILIS   

  

637892000  

  

636346000  

21.1 8%  

-0.24%  

 

NAJMA   

  

503800000  

  

622100000  

20.70%  

23.5%  

  3009529000  3005012000  100%  
----------- 

)  2010(-

 

)  2009(  

  

)  2009( 
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III       .(B.C.G)        

B.C.G    

 

:           

= :    

  

:    

   

 

OTA:=1.38    

  

 

ATM:= 0.27     

   

WTA:=0.26            

B.C.G    :       

 

         

  

      

:

 

  

  

  

 

(D.A.S) 

2008-

2009( 

  

  

1

 

Mobilis -0.24% 21.18% 0,27 636346000 USD 

2

 

Djezzy  -6.5% 58.12% 1,38 1746566000  USD

 

  

  

     

 



  

 

  

  

-0.15

-0.1

-0.05

-1E-17

0.05

0.1

0.15

0.2

0.25

0.3

 

0

Poor Dogs

Nedjma 

Mobilis; 

Nedjma; 

Question Marks

Poor Dogs

 

Mobilis; -0.2%

Nedjma; 23.5%

Model B.C.G

Mobilis

Question Marks

 

1

Model B.C.G

Mobilis Djezzy

% 

"

Model B.C.G

Djezzy Nedjma

 

"EXCEL 

  

DJEZZY; -6,5

Nedjma

Stars

 

"

-

5%

Cash Cows

USD

       

B.C.G

    

2

Cash Cows

USD
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B.C.G 

   
  

  
  

  
    

-6.5% 

  
     

 
       

" "     

   

         

23.5%             

 

.  

   

  

 

 

 

  

 

  

      

 

.    

 

   

BCG    

  

" "    

  

  

 

" " 

  

         

 

 

.  
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:               

 
    

  
 

    
            

  

.           
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.   : 

   
:   

  
  

 
 

 
    

  
  

 
  

  
               

  
      

 
    

 
  

 
     

 
 

.    

 

:  

   

Statistics 

  

city age gender educa incom socioprof familysitua 

N Valid 143

 

143

 

143

 

143

 

143

 

143

 

143

 

Missing 0

 

0

 

0

 

0

 

0

 

0

 

0

 

Mean 1,5804

 

2,0559

 

1,5035

 

3,6923

 

2,1538

 

1,6014

 

1,3147

  

city 

  

Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid saida 89

 

62,2

 

62,2

 

62,2

 

mascara 25

 

17,5

 

17,5

 

79,7

 

Témouchent 29

 

20,3

 

20,3

 

100,0

 

Total 143

 

100,0

 

100,0
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Age 

  
Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid less20 13

 
9,1

 
9,1

 
9,1

 

bet 20-40 111

 

77,6

 

77,6

 

86,7

 

bet 50-60 17

 

11,9

 

11,9

 

98,6

 

more 60 2

 

1,4

 

1,4

 

100,0

 

Total 143

 

100,0

 

100,0

    

Gender 

  

Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid male 71

 

49,7

 

49,7

 

49,7

 

female 72

 

50,3

 

50,3

 

100,0

 

Total 143

 

100,0

 

100,0

    

Education 

  

Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid <seco 5

 

3,5

 

3,5

 

3,5

 

seco 17

 

11,9

 

11,9

 

15,4

 

prof 18

 

12,6

 

12,6

 

28,0

 

univ 88

 

61,5

 

61,5

 

89,5

 

higstud 7

 

4,9

 

4,9

 

94,4

 

inspec 8

 

5,6

 

5,6

 

100,0

 

Total 143

 

100,0

 

100,0
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Income 

  
Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid noinco 3

 
2,1

 
2,1

 
2,1

 
less8 60

 
42,0

 
42,0

 
44,1

 

bet8-15 27

 

18,9

 

18,9

 

62,9

 

bet16-25 29

 

20,3

 

20,3

 

83,2

 

bet26-45 15

 

10,5

 

10,5

 

93,7

 

over45 7

 

4,9

 

4,9

 

98,6

 

6,00 2

 

1,4

 

1,4

 

100,0

 

Total 143

 

100,0

 

100,0

    

Socio professional 

  

Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid unemp 18

 

12,6

 

12,6

 

12,6

 

stud 53

 

37,1

 

37,1

 

49,7

 

pub 53

 

37,1

 

37,1

 

86,7

 

privat 12

 

8,4

 

8,4

 

95,1

 

special 4

 

2,8

 

2,8

 

97,9

 

entrep 3

 

2,1

 

2,1

 

100,0

 

Total 143

 

100,0

 

100,0

    

Family situation 

  

Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid unumar 102

 

71,3

 

71,3

 

71,3

 

marri 37

 

25,9

 

25,9

 

97,2

 

widow 4

 

2,8

 

2,8

 

100,0

 

Total 143

 

100,0

 

100,0
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:         

   
 

   
         

95%

 
      

:    

:H0

   

         .  

:H1

 

 

 

.     

  

  

  

  

   

Independent

 

Variable

  

 

 

Nominal )(  

 .

  

   

  

 

 

 

Dependent

 

Variable

  

       

  

  

  

   

 

     

 

    

   

One-

 

Way ANOVA    

ANOVA 

brand satisfaction 

 

Sum of Squares

 

df Mean Square F Sig. 

Between Groups 1,222

 

5

 

,244

 

3,427

 

,006

 

Within Groups 9,771

 

137

 

,071

   

Total 10,993

 

142
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One Way ANOVA

  
   

 
(sig)

 
      

 
0.05=

  
(5%)

  
       P. 

Value

  
0.6%

     
F   3.427

 
     

   
     

   
 

   
 

(Post Hoc)
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Multiple Comparisons 

 
brand satisfaction 

LSD 

(I) operator (J) operator 

Mean Difference 

(I-J) Std. Error Sig. 

95% Confidence Interval 

Lower Bound Upper Bound 

djezzy prepaid djezzy postpaid ,15082

 
,12423

 
,227

 
-,0948

 
,3965

 
mobilis prepaid ,21008*

 
,06173

 
,001

 
,0880

 
,3321

 

mobilis postpaid ,01749

 

,07697

 

,821

 

-,1347

 

,1697

 

nedjma prepaid -,04918

 

,05891

 

,405

 

-,1657

 

,0673

 

nedjma postpaid -,04918

 

,13784

 

,722

 

-,3217

 

,2234

 

djezzy postpaid djezzy prepaid -,15082

 

,12423

 

,227

 

-,3965

 

,0948

 

mobilis prepaid ,05926

 

,13002

 

,649

 

-,1979

 

,3164

 

mobilis postpaid -,13333

 

,13791

 

,335

 

-,4060

 

,1394

 

nedjma prepaid -,20000

 

,12870

 

,123

 

-,4545

 

,0545

 

nedjma postpaid -,20000

 

,17915

 

,266

 

-,5543

 

,1543

 

mobilis prepaid djezzy prepaid -,21008*

 

,06173

 

,001

 

-,3321

 

-,0880

 

djezzy postpaid -,05926

 

,13002

 

,649

 

-,3164

 

,1979

 

mobilis postpaid -,19259*

 

,08600

 

,027

 

-,3627

 

-,0225

 

nedjma prepaid -,25926*

 

,07030

 

,000

 

-,3983

 

-,1202

 

nedjma postpaid -,25926

 

,14308

 

,072

 

-,5422

 

,0237

 

mobilis postpaid djezzy prepaid -,01749

 

,07697

 

,821

 

-,1697

 

,1347

 

djezzy postpaid ,13333

 

,13791

 

,335

 

-,1394

 

,4060

 

mobilis prepaid ,19259*

 

,08600

 

,027

 

,0225

 

,3627

 

nedjma prepaid -,06667

 

,08400

 

,429

 

-,2328

 

,0994

 

nedjma postpaid -,06667

 

,15028

 

,658

 

-,3638

 

,2305

 

nedjma prepaid djezzy prepaid ,04918

 

,05891

 

,405

 

-,0673

 

,1657

 

djezzy postpaid ,20000

 

,12870

 

,123

 

-,0545

 

,4545

 

mobilis prepaid ,25926*

 

,07030

 

,000

 

,1202

 

,3983

 

mobilis postpaid ,06667

 

,08400

 

,429

 

-,0994

 

,2328

 

nedjma postpaid ,00000

 

,14188

 

1,000

 

-,2806

 

,2806

 

nedjma postpaid djezzy prepaid ,04918

 

,13784

 

,722

 

-,2234

 

,3217

 

djezzy postpaid ,20000

 

,17915

 

,266

 

-,1543

 

,5543

 

mobilis prepaid ,25926

 

,14308

 

,072

 

-,0237

 

,5422

 

mobilis postpaid ,06667

 

,15028

 

,658

 

-,2305

 

,3638

 

nedjma prepaid ,00000

 

,14188

 

1,000

 

-,2806

 

,2806

 

*. The mean difference is significant at the 0.05 level. 
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:        

  
       

   
P. Value    ),0010( 

  
  

 
       

P. Value   

 
),0000(

  
   

  
  

 
   

   
  

 
         

  
  

P. Value   

 

),0270( .     

  

        

 

      

 

  

      One 

Way ANOVA.    

Descriptives 

brand satisfaction 

 

N Mean Std. Deviation Std. Error 

95% Confidence Interval for Mean

 

Minimum Maximum 

 

Lower Bound Upper Bound 

djezzy prepaid 61

 

,9508

 

,21804

 

,02792

 

,8950

 

1,0067

 

,00

 

1,00

 

djezzy postpaid 5

 

,8000

 

,44721

 

,20000

 

,2447

 

1,3553

 

,00

 

1,00

 

mobilis prepaid 27

 

,7407

 

,44658

 

,08594

 

,5641

 

,9174

 

,00

 

1,00

 

mobilis postpaid 15

 

,9333

 

,25820

 

,06667

 

,7903

 

1,0763

 

,00

 

1,00

 

nedjma prepaid 31

 

1,0000

 

,00000

 

,00000

 

1,0000

 

1,0000

 

1,00

 

1,00

 

nedjma postpaid 4

 

1,0000

 

,00000

 

,00000

 

1,0000

 

1,0000

 

1,00

 

1,00

 

Total 143

 

,9161

 

,27824

 

,02327

 

,8701

 

,9621

 

,00

 

1,00

   

ANOVA 

brand satisfaction 

 

Sum of Squares

 

df Mean Square F Sig. 

Between Groups 1,222

 

5

 

,244

 

3,427

 

,006

 

Within Groups 9,771

 

137

 

,071

   

Total 10,993

 

142
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:      

95%

   
      

  
    

 
   

  
   

 
   

  
           

 

=0.9508

   

=0,21804

    

       

   

           

          =0.7407

   

 

=0,44658

    

        

 

  1

  

  

0

 

 

  

 

=0.9333

   

 =0,25820   .

 

   

 

        

  

  

 

 

  

    

.   

05

  

  

:
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Frequencies   

Statistics 

dissatisfied 

N Valid 13

 

Missing 130

   

dissatisfied 

  

Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Commtariff 3

 

2,1

 

23,1

 

23,1

 

commqual 2

 

1,4

 

15,4

 

38,5

 

promotion 8

 

5,6

 

61,5

 

100,0

 

Total 13

 

9,1

 

100,0

  

Missing System 130

 

90,9

   

Total 143

 

100,0

    

:    

  

    

  

 

  

      

  

       

 

61.5%

 

   

23.1%

   

   15.4%  

   

    

  

: 

 

            

     

   

 

   

95%
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:   

:H0

   
               

:H1

 

                    

 

     

  

 

  

  

Crosstabs Test    

Crosstabs   

gender * operator Crosstabulation 

Count 

  

operator 

Total 

  

djezzy prepaid

 

djezzy 

postpaid mobilis prepaid

 

mobilis postpaid

 

nedjma 

prepaid 

nedjma 

postpaid 

gender male 33

 

2

 

6

 

12

 

16

 

2

 

71

 

female 28

 

3

 

21

 

3

 

15

 

2

 

72

 

Total 61

 

5

 

27

 

15

 

31

 

4

 

143

    

Chi-Square Tests 

 

Value df Asymp. Sig. (2-sided)

 

Pearson Chi-Square 14,369a

 

5

 

,013

 

Likelihood Ratio 15,245

 

5

 

,009

 

Linear-by-Linear Association

 

,060

 

1

 

,806

 

N of Valid Cases 143

   

a. 4 cells (33,3%) have expected count less than 5. The minimum expected 

count is 1,99. 
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Symmetric Measures 

  
Value 

Asymp. Std. 

Errora Approx. Tb Approx. Sig. 

Nominal by Nominal Contingency Coefficient ,302

   
,013

 

Ordinal by Ordinal Gamma ,001

 

,126

 

,008

 

,993

 

N of Valid Cases 143

    

a. Not assuming the null hypothesis. 

b. Using the asymptotic standard error assuming the null hypothesis. 

 

  

 

:   

  

13Sig. = 0.0
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-      :

  

Descriptive Statistics 

 

N Minimum Maximum Mean Std. Deviation 

multisubscrip 143

 

,00

 

1,00

 

,4545

 

,49968

 

Valid N (listwise) 143

       

Frequencies  

Statistics 

multisubscrip 

N Valid 143

 

Missing 0

 

Std. Deviation ,49968
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Multi-subscription 

  
Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid no 78

 
54,5

 
54,5

 
54,5

 

Yes 65

 

45,5

 

45,5

 

100,0

 

Total 143

 

100,0

 

100,0

   

  

:   

     

  

  

     

   

 

45%

  

           

.            

  

  

    

  

   

 

  

 

 

95%

  

 

  

 

  

.  

 

:       

:H0

   

 

 

     

 

     

:H1

  

      

 

     

  

        

(Grouping Variable or Factor)

  

         

 

 

.    :

 

    

(Test Variable)

   

    

T   Independent sample T test

  

 

:    
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T-Test  

      

  

Independent Samples Test 

  

Levene's Test for 

Equality of 

Variances t-test for Equality of Means 

    

95% Confidence Interval 

of the Difference 

  

F Sig. t df 

Sig. 

(2-tailed)

 

Mean 

Difference

 

Std. Error 

Difference Lower Upper 

multisubscrip Equal variances assumed ,224

 

,637

 

,243

 

141

 

,809

 

,02034

 

,08385

 

-,14542

 

,18611

 

Equal variances not 

assumed 

  

,243

 

140,955

 

,809

 

,02034

 

,08358

 

-,14543

 

,18612

  

  

 

            

 

0.46

 

 

  

=0, 50231

 

,44440

  

 

=0,50039

    

         

  

 

 

 

Levene s

 

Test for Equality

 

Variances

 

       

 

0.637

  

     

0.05

    

  Equal variances not assumed

     

t

  

0.24

   

    0.89

  

  0.05

  

Group Statistics 

 

gender N Mean Std. Deviation Std. Error Mean

 

multisubscrip male 71

 

,4648

 

,50231

 

,05961

 

female 72

 

,4444

 

,50039

 

,05897
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.  

  

  

- :      

             

Frequencies                

Notoriety 

Statistics 

Notoriety 

N Valid 143

 

Missing 0
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Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid dje.mob.nedj 39

 
27,3

 
27,3

 
27,3

 
dje.nedj.mob 77

 
53,8

 
53,8

 
81,1

 
mob.dje.nedj 4

 
2,8

 
2,8

 
83,9

 

mob.nedj.dje 2

 

1,4

 

1,4

 

85,3

 

nedj.dje.mobi 17

 

11,9

 

11,9

 

97,2

 

nedj.mob.dje 4

 

2,8

 

2,8

 

100,0

 

Total 143

 

100,0

 

100,0

   

- :  

  

  

  

         

53.8%

   

 

) :      123.(    

27.3%  

  

 :) 12311.9%

    

)123(.  

-      

 

  : 
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Frequencies      

Operator change 

  

Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid no 65

 

45,5

 

45,5

 

45,5

 

yes 78

 

54,5

 

54,5

 

100,0

 

Total 143

 

100,0

 

100,0

    

      

54%

    

     

 

:     

Statistics 

operatchange 

N Valid 143

 

Missing 0
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Frequencies  

Statistics 

Switching 

N Valid 78

 

Missing 65

   

Switching 

  

Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid dje to mob 27

 

18,9

 

34,6

 

34,6

 

dje to nedj 17

 

11,9

 

21,8

 

56,4

 

mob to dje 17

 

11,9

 

21,8

 

78,2

 

mob to nedj 13

 

9,1

 

16,7

 

94,9

 

nedj to dje 3

 

2,1

 

3,8

 

98,7

 

nedj to mob 1

 

,7

 

1,3

 

100,0

 

Total 78

 

54,5

 

100,0

  

Missing System 65

 

45,5

   

Total 143

 

100,0

    

 

 

        

   

34,6%  

 

 

   

 

  

  

 

21,8%  

 

 

      

16.7%  

   

   

 

 

  

  

  

 

 

 

  

   

. 

 

:    

56.4% .              

38.5%     

 

.   

5.1%      .  



 

    

  

  

 

  

  

  

  

  

 

:

:

  

:H

 

:H
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1

  
5

 
   

  
     )3 -

4(  

 
     

 
  

SWD 

 
 

 
 

  
  

 
      

30

 

    

  

       

 

)2(  

  

  

 

T   (One Sample T-Test)

 

.    

T-Test   

One-Sample Statistics 

 

N Mean Std. Deviation Std. Error Mean

 

SWD 143

 

2,9273

 

,53789

 

,04498

   

One-Sample Test 

 

Test Value = 2                                        

 

t df Sig. (2-tailed) Mean Difference

 

95% Confidence Interval of the 

Difference 

 

Lower Upper 

SWD 20,615

 

142

 

,000

 

,92727

 

,8384

 

1,0162

 

  

:                

 

    

2.9273

  

  0.53789     t 

  

    

  

    

Sig= 0.00

  

   

  

)0.5(   

 

95%

  

         

 

  

.  

:            
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Descriptives  

Descriptive Statistics 

 
N Minimum Maximum Mean Std. Deviation 

Price difference 143

 

1,00

 

4,00

 

3,4615

 

,75777

 

Promotion difference 143

 

1,00

 

4,00

 

3,2448

 

,78018

 

Friends consideration 143

 

,00

 

4,00

 

2,2238

 

1,06427

 

time 143

 

,00

 

4,00

 

2,5245

 

,97744

 

quality 143

 

,00

 

4,00

 

3,1818

 

,95413

 

Valid N (listwise) 143

        

       

  

3.146

  

   

3.24

 

 

  

2.52

  

 

 

    .

 

               

.     

   

 

SERV PREF:   

 

  

  

             

SERV 
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PREF               

 
               

    

  

   

  

      

"       

 

      "

:       

 :

        

4

  

2.5

  

1.5

  

0

  

  

TAN1

 

TAN2

 

TAN3

 

REL1

 

REL2

 

RES1

 

RES2

 

ASSU1

 

ASSU2

 

EMP1

 

EMP2

      

Service Quality

 

SERVQUAL
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:        

Case Processing Summary 

  
N % 

Cases Valid 54

 

37,8

 

Excludeda 89

 

62,2

 

Total 143

 

100,0

 

a. Listwise deletion based on all variables in the 

procedure. 

  

Reliability Statistics 

Cronbach's 

Alpha N of Items 

,650

 

10

   

      

0.65

  

          

 

 

0.6  

  

:

   

Descriptives   

Descriptive Statistics 

 

N Minimum Maximum Mean Std. Deviation 

cleanliness 54

 

2,00

 

4,00

 

3,6111

 

,56357

 

availability 54

 

2,00

 

4,00

 

2,6852

 

,63911

 

design 54

 

2,00

 

4,00

 

3,2963

 

,63334

 

Valid N (listwise) 54
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Descriptive Statistics 

 
N Minimum Maximum Mean Std. Deviation 

Tangibles 54

 
2,33

 
4,00

 
3,1975

 
,43204

 
Valid N (listwise) 54

           

Std. Deviation

  

 

    

0,56357

 

3,6111

 

Cleanliness

 

01 

 

0,63911

 

2,6852

 

Availability

 

05 

 

0,63334

 

3,2963

 

Design

 

06 

 

0,43204

 

3,1975

 

Tangibles

    

:  

  

                   

 

 

  

    

2.68

  

                    

 

.                    

 

 

  

 

0.43

 

       .  

 

: 
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Descriptive Statistics 

 
N Minimum Maximum Mean Std. Deviation 

hours 54

 
2,00

 
4,00

 
3,4630

 
,53950

 
competence 54

 
1,00

 
4,00

 
2,8333

 
,69364

 
Valid N (listwise) 54

      

Descriptive Statistics 

 

N Minimum Maximum Mean Std. Deviation 

reliability 54

 

2,50

 

4,00

 

3,1481

 

,44116

 

Valid N (listwise) 54

        

Std. Deviation

  

 

    

0,53950

 

3,4630

 

Hours

 

08 

 

0,69364

 

2,8333

 

Competence

 

04 

 

0, 44116

 

3,1481
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H.E. Sheikh Abdullah Bin Mohammed Bin Saud Al Thani, Chairman of Wataniya Telecom 
commented: 
The year 2010 was another successful period for Wataniya Telecom showing continuous growth in 

customers, revenue and EBITDA. In our home market of Kuwait we
competitive pressures and we have increased our share of the market. Wataniya Telecom Group s 
revenue has increased by 13.5% and EBITDA has increased by 15.5% compared with the same 
period in 2009. The Algeria operation (Nedjma) in
increased by 41.8%compared with 2009 leading to first annual net profit. In Palestine, the business 
has developed well with more than 350,000 customers and, after the year end, saw the launch of 
Wataniya Mobile as a 
Review of Operations 
The Group s operational performance can be summarized as follows: 
Wataniya 
Wataniya Kuwait's customer base increased to 1.78 million customers at the e
increase of 15.7% on 2009. Revenues for the year 2010 were KD 221.6 million (USD 789.3 million), 
an increase of 9.0% compared to revenues for the same period in 2009 of KD 203.3 million (USD 
724.1 million). EBITDA for the year 2010 was KD 98
EBITDA for the same period in 2009 of KD 93.6 million (USD 333.3 million). Net profit was at KD 69.8 
million (USD 248.6 million), compared to net profit for the same period in 2009 of KD 109.2 million 
(USD 388.7 m
Note 1.
Communications regarding subscriber license fees, which enabled the company to reverse the 
previously recorded accruals of KD 52.1 million (net of related exp
net profits. After excluding the one
year 2010 compared to the same period in 2009. 
Note 2.
reclassification of MOC license fee (Postpaid subscribers) from below EBITDA to above EBITDA. 
Tunisiana 
The Tunisiana customer base at the end of 2010 stood at 5.93 million customers: an increase of 
13.8% on 2009. Rev
revenues for the same period in 2009 of KD 102.3 million (USD 364.5 million). EBITDA for the year 
2010 was KD 55.9 million (USD 199.1 million) from KD 55.2 million (USD 196.6 mi
period last year representing an increase of 1.3%. The net attributable profit to Wataniya Telecom for 
the year 2010 were KD 23.6 million (USD 84.1 million), compared to KD 23.7 million (USD 84.5 
million) for the same period in 2009. 
Nedjma 
The Nedjma customer base at the end 2010 was 8.25 million customers: an increase of 2.7% on 
2009. Nedjma posted revenue growth with revenues for the year 2010 standing at KD 174.7 million 
(USD 622.1 million) an increase of 23.5% compared w
million) for the same period in 2009. EBITDA for year 2010 was KD 65.9 million (USD 234.8 million), 
an increase of 41.8% on KD 46.5 million (USD 165.6 million) for the same period in 2009. The total 
net profit fo
9.8 million (USD 35.0 million) for the same period in 2009. The net attributable profit to Wataniya 
Telecom in the year 2010 was KD 2.0 million (USD 7.2 million) com
KD 7.0 million (USD 24.8 million) for the same period in 2009. 
Bravo 
Bravo s customer base stood at 0.20 million at the end of 2010, an increase of 8.3% from 2009. Revenues for 
the year 2010 i
same period in 2009. The total net loss for the year 2010 was KD 7.0 million (USD 25.0 million) compared to a 
total net loss of KD 11.1 million (USD 39.5 million
Wataniya Telecom for the year 2010 was KD 3.9 million (USD 13.9 million), a 36.7% improvement compared to
the loss of KD 6.2 million (USD 22.0 million) for the same period in 2009

H.E. Sheikh Abdullah Bin Mohammed Bin Saud Al Thani, Chairman of Wataniya Telecom 
commented: 

 
The year 2010 was another successful period for Wataniya Telecom showing continuous growth in 

customers, revenue and EBITDA. In our home market of Kuwait we
competitive pressures and we have increased our share of the market. Wataniya Telecom Group s 
revenue has increased by 13.5% and EBITDA has increased by 15.5% compared with the same 
period in 2009. The Algeria operation (Nedjma) in
increased by 41.8%compared with 2009 leading to first annual net profit. In Palestine, the business 
has developed well with more than 350,000 customers and, after the year end, saw the launch of 
Wataniya Mobile as a 
Review of Operations 
The Group s operational performance can be summarized as follows: 
Wataniya - Kuwait 
Wataniya Kuwait's customer base increased to 1.78 million customers at the e
increase of 15.7% on 2009. Revenues for the year 2010 were KD 221.6 million (USD 789.3 million), 
an increase of 9.0% compared to revenues for the same period in 2009 of KD 203.3 million (USD 
724.1 million). EBITDA for the year 2010 was KD 98
EBITDA for the same period in 2009 of KD 93.6 million (USD 333.3 million). Net profit was at KD 69.8 
million (USD 248.6 million), compared to net profit for the same period in 2009 of KD 109.2 million 
(USD 388.7 million). 
Note 1.In Q2 2009, Wataniya Kuwait was successful in a ruling involving the Ministry of 
Communications regarding subscriber license fees, which enabled the company to reverse the 
previously recorded accruals of KD 52.1 million (net of related exp
net profits. After excluding the one
year 2010 compared to the same period in 2009. 
Note 2.In 2009 Earning release EBITDA was reported as KD190.2 million.
reclassification of MOC license fee (Postpaid subscribers) from below EBITDA to above EBITDA. 
Tunisiana - Tunisia 
The Tunisiana customer base at the end of 2010 stood at 5.93 million customers: an increase of 
13.8% on 2009. Rev
revenues for the same period in 2009 of KD 102.3 million (USD 364.5 million). EBITDA for the year 
2010 was KD 55.9 million (USD 199.1 million) from KD 55.2 million (USD 196.6 mi
period last year representing an increase of 1.3%. The net attributable profit to Wataniya Telecom for 
the year 2010 were KD 23.6 million (USD 84.1 million), compared to KD 23.7 million (USD 84.5 
million) for the same period in 2009. 

edjma - Algeria 
The Nedjma customer base at the end 2010 was 8.25 million customers: an increase of 2.7% on 
2009. Nedjma posted revenue growth with revenues for the year 2010 standing at KD 174.7 million 
(USD 622.1 million) an increase of 23.5% compared w
million) for the same period in 2009. EBITDA for year 2010 was KD 65.9 million (USD 234.8 million), 
an increase of 41.8% on KD 46.5 million (USD 165.6 million) for the same period in 2009. The total 
net profit for the year 2010 was KD 2.9 million (USD 10.2 million) compared to the total net loss of KD 
9.8 million (USD 35.0 million) for the same period in 2009. The net attributable profit to Wataniya 
Telecom in the year 2010 was KD 2.0 million (USD 7.2 million) com
KD 7.0 million (USD 24.8 million) for the same period in 2009. 
Bravo - Kingdom of Saudi Arabia 
Bravo s customer base stood at 0.20 million at the end of 2010, an increase of 8.3% from 2009. Revenues for 
the year 2010 increased to KD 22.1 million (USD 78.6 million) from KD 20.1 million (USD 71.6 million) for the 
same period in 2009. The total net loss for the year 2010 was KD 7.0 million (USD 25.0 million) compared to a 
total net loss of KD 11.1 million (USD 39.5 million
Wataniya Telecom for the year 2010 was KD 3.9 million (USD 13.9 million), a 36.7% improvement compared to
the loss of KD 6.2 million (USD 22.0 million) for the same period in 2009

H.E. Sheikh Abdullah Bin Mohammed Bin Saud Al Thani, Chairman of Wataniya Telecom 

The year 2010 was another successful period for Wataniya Telecom showing continuous growth in 
customers, revenue and EBITDA. In our home market of Kuwait we
competitive pressures and we have increased our share of the market. Wataniya Telecom Group s 
revenue has increased by 13.5% and EBITDA has increased by 15.5% compared with the same 
period in 2009. The Algeria operation (Nedjma) in
increased by 41.8%compared with 2009 leading to first annual net profit. In Palestine, the business 
has developed well with more than 350,000 customers and, after the year end, saw the launch of 
Wataniya Mobile as a public shareholding company following a successful oversubscribed IPO. 
Review of Operations 

 

The Group s operational performance can be summarized as follows: 
Kuwait 

 

Wataniya Kuwait's customer base increased to 1.78 million customers at the e
increase of 15.7% on 2009. Revenues for the year 2010 were KD 221.6 million (USD 789.3 million), 
an increase of 9.0% compared to revenues for the same period in 2009 of KD 203.3 million (USD 
724.1 million). EBITDA for the year 2010 was KD 98
EBITDA for the same period in 2009 of KD 93.6 million (USD 333.3 million). Net profit was at KD 69.8 
million (USD 248.6 million), compared to net profit for the same period in 2009 of KD 109.2 million 

illion). 

 

In Q2 2009, Wataniya Kuwait was successful in a ruling involving the Ministry of 
Communications regarding subscriber license fees, which enabled the company to reverse the 
previously recorded accruals of KD 52.1 million (net of related exp
net profits. After excluding the one
year 2010 compared to the same period in 2009. 

In 2009 Earning release EBITDA was reported as KD190.2 million.
reclassification of MOC license fee (Postpaid subscribers) from below EBITDA to above EBITDA. 

Tunisia 

 

The Tunisiana customer base at the end of 2010 stood at 5.93 million customers: an increase of 
13.8% on 2009. Revenues for the year 2010 were KD 101.0 million (USD 359.7 million), compared to 
revenues for the same period in 2009 of KD 102.3 million (USD 364.5 million). EBITDA for the year 
2010 was KD 55.9 million (USD 199.1 million) from KD 55.2 million (USD 196.6 mi
period last year representing an increase of 1.3%. The net attributable profit to Wataniya Telecom for 
the year 2010 were KD 23.6 million (USD 84.1 million), compared to KD 23.7 million (USD 84.5 
million) for the same period in 2009. 

Algeria 

 

The Nedjma customer base at the end 2010 was 8.25 million customers: an increase of 2.7% on 
2009. Nedjma posted revenue growth with revenues for the year 2010 standing at KD 174.7 million 
(USD 622.1 million) an increase of 23.5% compared w
million) for the same period in 2009. EBITDA for year 2010 was KD 65.9 million (USD 234.8 million), 
an increase of 41.8% on KD 46.5 million (USD 165.6 million) for the same period in 2009. The total 

r the year 2010 was KD 2.9 million (USD 10.2 million) compared to the total net loss of KD 
9.8 million (USD 35.0 million) for the same period in 2009. The net attributable profit to Wataniya 
Telecom in the year 2010 was KD 2.0 million (USD 7.2 million) com
KD 7.0 million (USD 24.8 million) for the same period in 2009. 

Kingdom of Saudi Arabia 
Bravo s customer base stood at 0.20 million at the end of 2010, an increase of 8.3% from 2009. Revenues for 

ncreased to KD 22.1 million (USD 78.6 million) from KD 20.1 million (USD 71.6 million) for the 
same period in 2009. The total net loss for the year 2010 was KD 7.0 million (USD 25.0 million) compared to a 
total net loss of KD 11.1 million (USD 39.5 million
Wataniya Telecom for the year 2010 was KD 3.9 million (USD 13.9 million), a 36.7% improvement compared to
the loss of KD 6.2 million (USD 22.0 million) for the same period in 2009

H.E. Sheikh Abdullah Bin Mohammed Bin Saud Al Thani, Chairman of Wataniya Telecom 

The year 2010 was another successful period for Wataniya Telecom showing continuous growth in 
customers, revenue and EBITDA. In our home market of Kuwait we
competitive pressures and we have increased our share of the market. Wataniya Telecom Group s 
revenue has increased by 13.5% and EBITDA has increased by 15.5% compared with the same 
period in 2009. The Algeria operation (Nedjma) in
increased by 41.8%compared with 2009 leading to first annual net profit. In Palestine, the business 
has developed well with more than 350,000 customers and, after the year end, saw the launch of 

public shareholding company following a successful oversubscribed IPO. 

The Group s operational performance can be summarized as follows: 

Wataniya Kuwait's customer base increased to 1.78 million customers at the e
increase of 15.7% on 2009. Revenues for the year 2010 were KD 221.6 million (USD 789.3 million), 
an increase of 9.0% compared to revenues for the same period in 2009 of KD 203.3 million (USD 
724.1 million). EBITDA for the year 2010 was KD 98
EBITDA for the same period in 2009 of KD 93.6 million (USD 333.3 million). Net profit was at KD 69.8 
million (USD 248.6 million), compared to net profit for the same period in 2009 of KD 109.2 million 

In Q2 2009, Wataniya Kuwait was successful in a ruling involving the Ministry of 
Communications regarding subscriber license fees, which enabled the company to reverse the 
previously recorded accruals of KD 52.1 million (net of related exp
net profits. After excluding the one-off gains in the year 2009, Net Profit increased by 
year 2010 compared to the same period in 2009. 

In 2009 Earning release EBITDA was reported as KD190.2 million.
reclassification of MOC license fee (Postpaid subscribers) from below EBITDA to above EBITDA. 

The Tunisiana customer base at the end of 2010 stood at 5.93 million customers: an increase of 
enues for the year 2010 were KD 101.0 million (USD 359.7 million), compared to 

revenues for the same period in 2009 of KD 102.3 million (USD 364.5 million). EBITDA for the year 
2010 was KD 55.9 million (USD 199.1 million) from KD 55.2 million (USD 196.6 mi
period last year representing an increase of 1.3%. The net attributable profit to Wataniya Telecom for 
the year 2010 were KD 23.6 million (USD 84.1 million), compared to KD 23.7 million (USD 84.5 
million) for the same period in 2009. 

The Nedjma customer base at the end 2010 was 8.25 million customers: an increase of 2.7% on 
2009. Nedjma posted revenue growth with revenues for the year 2010 standing at KD 174.7 million 
(USD 622.1 million) an increase of 23.5% compared w
million) for the same period in 2009. EBITDA for year 2010 was KD 65.9 million (USD 234.8 million), 
an increase of 41.8% on KD 46.5 million (USD 165.6 million) for the same period in 2009. The total 

r the year 2010 was KD 2.9 million (USD 10.2 million) compared to the total net loss of KD 
9.8 million (USD 35.0 million) for the same period in 2009. The net attributable profit to Wataniya 
Telecom in the year 2010 was KD 2.0 million (USD 7.2 million) com
KD 7.0 million (USD 24.8 million) for the same period in 2009. 

Kingdom of Saudi Arabia 
Bravo s customer base stood at 0.20 million at the end of 2010, an increase of 8.3% from 2009. Revenues for 

ncreased to KD 22.1 million (USD 78.6 million) from KD 20.1 million (USD 71.6 million) for the 
same period in 2009. The total net loss for the year 2010 was KD 7.0 million (USD 25.0 million) compared to a 
total net loss of KD 11.1 million (USD 39.5 million
Wataniya Telecom for the year 2010 was KD 3.9 million (USD 13.9 million), a 36.7% improvement compared to
the loss of KD 6.2 million (USD 22.0 million) for the same period in 2009

H.E. Sheikh Abdullah Bin Mohammed Bin Saud Al Thani, Chairman of Wataniya Telecom 

The year 2010 was another successful period for Wataniya Telecom showing continuous growth in 
customers, revenue and EBITDA. In our home market of Kuwait we
competitive pressures and we have increased our share of the market. Wataniya Telecom Group s 
revenue has increased by 13.5% and EBITDA has increased by 15.5% compared with the same 
period in 2009. The Algeria operation (Nedjma) in
increased by 41.8%compared with 2009 leading to first annual net profit. In Palestine, the business 
has developed well with more than 350,000 customers and, after the year end, saw the launch of 

public shareholding company following a successful oversubscribed IPO. 

The Group s operational performance can be summarized as follows: 

Wataniya Kuwait's customer base increased to 1.78 million customers at the e
increase of 15.7% on 2009. Revenues for the year 2010 were KD 221.6 million (USD 789.3 million), 
an increase of 9.0% compared to revenues for the same period in 2009 of KD 203.3 million (USD 
724.1 million). EBITDA for the year 2010 was KD 98
EBITDA for the same period in 2009 of KD 93.6 million (USD 333.3 million). Net profit was at KD 69.8 
million (USD 248.6 million), compared to net profit for the same period in 2009 of KD 109.2 million 

In Q2 2009, Wataniya Kuwait was successful in a ruling involving the Ministry of 
Communications regarding subscriber license fees, which enabled the company to reverse the 
previously recorded accruals of KD 52.1 million (net of related exp

off gains in the year 2009, Net Profit increased by 
year 2010 compared to the same period in 2009. 

In 2009 Earning release EBITDA was reported as KD190.2 million.
reclassification of MOC license fee (Postpaid subscribers) from below EBITDA to above EBITDA. 

The Tunisiana customer base at the end of 2010 stood at 5.93 million customers: an increase of 
enues for the year 2010 were KD 101.0 million (USD 359.7 million), compared to 

revenues for the same period in 2009 of KD 102.3 million (USD 364.5 million). EBITDA for the year 
2010 was KD 55.9 million (USD 199.1 million) from KD 55.2 million (USD 196.6 mi
period last year representing an increase of 1.3%. The net attributable profit to Wataniya Telecom for 
the year 2010 were KD 23.6 million (USD 84.1 million), compared to KD 23.7 million (USD 84.5 
million) for the same period in 2009. 

 

The Nedjma customer base at the end 2010 was 8.25 million customers: an increase of 2.7% on 
2009. Nedjma posted revenue growth with revenues for the year 2010 standing at KD 174.7 million 
(USD 622.1 million) an increase of 23.5% compared w
million) for the same period in 2009. EBITDA for year 2010 was KD 65.9 million (USD 234.8 million), 
an increase of 41.8% on KD 46.5 million (USD 165.6 million) for the same period in 2009. The total 

r the year 2010 was KD 2.9 million (USD 10.2 million) compared to the total net loss of KD 
9.8 million (USD 35.0 million) for the same period in 2009. The net attributable profit to Wataniya 
Telecom in the year 2010 was KD 2.0 million (USD 7.2 million) com
KD 7.0 million (USD 24.8 million) for the same period in 2009. 

Kingdom of Saudi Arabia 

 

Bravo s customer base stood at 0.20 million at the end of 2010, an increase of 8.3% from 2009. Revenues for 
ncreased to KD 22.1 million (USD 78.6 million) from KD 20.1 million (USD 71.6 million) for the 

same period in 2009. The total net loss for the year 2010 was KD 7.0 million (USD 25.0 million) compared to a 
total net loss of KD 11.1 million (USD 39.5 million) for the same period in 2009. The net attributable loss to 
Wataniya Telecom for the year 2010 was KD 3.9 million (USD 13.9 million), a 36.7% improvement compared to
the loss of KD 6.2 million (USD 22.0 million) for the same period in 2009

H.E. Sheikh Abdullah Bin Mohammed Bin Saud Al Thani, Chairman of Wataniya Telecom 

The year 2010 was another successful period for Wataniya Telecom showing continuous growth in 
customers, revenue and EBITDA. In our home market of Kuwait we
competitive pressures and we have increased our share of the market. Wataniya Telecom Group s 
revenue has increased by 13.5% and EBITDA has increased by 15.5% compared with the same 
period in 2009. The Algeria operation (Nedjma) increased its revenue by 23.5% and EBITDA 
increased by 41.8%compared with 2009 leading to first annual net profit. In Palestine, the business 
has developed well with more than 350,000 customers and, after the year end, saw the launch of 

public shareholding company following a successful oversubscribed IPO. 

The Group s operational performance can be summarized as follows: 

Wataniya Kuwait's customer base increased to 1.78 million customers at the e
increase of 15.7% on 2009. Revenues for the year 2010 were KD 221.6 million (USD 789.3 million), 
an increase of 9.0% compared to revenues for the same period in 2009 of KD 203.3 million (USD 
724.1 million). EBITDA for the year 2010 was KD 98.9 million (USD 352.2 million) compared to 
EBITDA for the same period in 2009 of KD 93.6 million (USD 333.3 million). Net profit was at KD 69.8 
million (USD 248.6 million), compared to net profit for the same period in 2009 of KD 109.2 million 

In Q2 2009, Wataniya Kuwait was successful in a ruling involving the Ministry of 
Communications regarding subscriber license fees, which enabled the company to reverse the 
previously recorded accruals of KD 52.1 million (net of related exp

off gains in the year 2009, Net Profit increased by 
year 2010 compared to the same period in 2009. 

 

In 2009 Earning release EBITDA was reported as KD190.2 million.
reclassification of MOC license fee (Postpaid subscribers) from below EBITDA to above EBITDA. 

The Tunisiana customer base at the end of 2010 stood at 5.93 million customers: an increase of 
enues for the year 2010 were KD 101.0 million (USD 359.7 million), compared to 

revenues for the same period in 2009 of KD 102.3 million (USD 364.5 million). EBITDA for the year 
2010 was KD 55.9 million (USD 199.1 million) from KD 55.2 million (USD 196.6 mi
period last year representing an increase of 1.3%. The net attributable profit to Wataniya Telecom for 
the year 2010 were KD 23.6 million (USD 84.1 million), compared to KD 23.7 million (USD 84.5 

The Nedjma customer base at the end 2010 was 8.25 million customers: an increase of 2.7% on 
2009. Nedjma posted revenue growth with revenues for the year 2010 standing at KD 174.7 million 
(USD 622.1 million) an increase of 23.5% compared with revenues of KD 141.4 million (USD 503.8 
million) for the same period in 2009. EBITDA for year 2010 was KD 65.9 million (USD 234.8 million), 
an increase of 41.8% on KD 46.5 million (USD 165.6 million) for the same period in 2009. The total 

r the year 2010 was KD 2.9 million (USD 10.2 million) compared to the total net loss of KD 
9.8 million (USD 35.0 million) for the same period in 2009. The net attributable profit to Wataniya 
Telecom in the year 2010 was KD 2.0 million (USD 7.2 million) com
KD 7.0 million (USD 24.8 million) for the same period in 2009. 

Bravo s customer base stood at 0.20 million at the end of 2010, an increase of 8.3% from 2009. Revenues for 
ncreased to KD 22.1 million (USD 78.6 million) from KD 20.1 million (USD 71.6 million) for the 

same period in 2009. The total net loss for the year 2010 was KD 7.0 million (USD 25.0 million) compared to a 
) for the same period in 2009. The net attributable loss to 

Wataniya Telecom for the year 2010 was KD 3.9 million (USD 13.9 million), a 36.7% improvement compared to
the loss of KD 6.2 million (USD 22.0 million) for the same period in 2009

H.E. Sheikh Abdullah Bin Mohammed Bin Saud Al Thani, Chairman of Wataniya Telecom 

The year 2010 was another successful period for Wataniya Telecom showing continuous growth in 
customers, revenue and EBITDA. In our home market of Kuwait we
competitive pressures and we have increased our share of the market. Wataniya Telecom Group s 
revenue has increased by 13.5% and EBITDA has increased by 15.5% compared with the same 

creased its revenue by 23.5% and EBITDA 
increased by 41.8%compared with 2009 leading to first annual net profit. In Palestine, the business 
has developed well with more than 350,000 customers and, after the year end, saw the launch of 

public shareholding company following a successful oversubscribed IPO. 

The Group s operational performance can be summarized as follows: 

Wataniya Kuwait's customer base increased to 1.78 million customers at the e
increase of 15.7% on 2009. Revenues for the year 2010 were KD 221.6 million (USD 789.3 million), 
an increase of 9.0% compared to revenues for the same period in 2009 of KD 203.3 million (USD 

.9 million (USD 352.2 million) compared to 
EBITDA for the same period in 2009 of KD 93.6 million (USD 333.3 million). Net profit was at KD 69.8 
million (USD 248.6 million), compared to net profit for the same period in 2009 of KD 109.2 million 

In Q2 2009, Wataniya Kuwait was successful in a ruling involving the Ministry of 
Communications regarding subscriber license fees, which enabled the company to reverse the 
previously recorded accruals of KD 52.1 million (net of related exp

off gains in the year 2009, Net Profit increased by 

In 2009 Earning release EBITDA was reported as KD190.2 million.
reclassification of MOC license fee (Postpaid subscribers) from below EBITDA to above EBITDA. 

The Tunisiana customer base at the end of 2010 stood at 5.93 million customers: an increase of 
enues for the year 2010 were KD 101.0 million (USD 359.7 million), compared to 

revenues for the same period in 2009 of KD 102.3 million (USD 364.5 million). EBITDA for the year 
2010 was KD 55.9 million (USD 199.1 million) from KD 55.2 million (USD 196.6 mi
period last year representing an increase of 1.3%. The net attributable profit to Wataniya Telecom for 
the year 2010 were KD 23.6 million (USD 84.1 million), compared to KD 23.7 million (USD 84.5 

The Nedjma customer base at the end 2010 was 8.25 million customers: an increase of 2.7% on 
2009. Nedjma posted revenue growth with revenues for the year 2010 standing at KD 174.7 million 

ith revenues of KD 141.4 million (USD 503.8 
million) for the same period in 2009. EBITDA for year 2010 was KD 65.9 million (USD 234.8 million), 
an increase of 41.8% on KD 46.5 million (USD 165.6 million) for the same period in 2009. The total 

r the year 2010 was KD 2.9 million (USD 10.2 million) compared to the total net loss of KD 
9.8 million (USD 35.0 million) for the same period in 2009. The net attributable profit to Wataniya 
Telecom in the year 2010 was KD 2.0 million (USD 7.2 million) com
KD 7.0 million (USD 24.8 million) for the same period in 2009. 
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Financial Review 

Revenues

Total Consolidated Revenues increased 2% in 
comparison to the previous year, with GSM 
revenues up 3% YoY. 
 
Despite the overall increase during the period, GSM 
revenue growth was negatively impacted by the 
6.5% decline in Djezzy’s revenues for the year 
ended December 31st, 2010. The adverse 
conditions in Algeria still persist; the hindrance of 
promotions in conjunction with the drop in 
incoming tariffs from the newly implemented 
catalogues adjusted in July 2010, have had a 
negative impact on the operation’s revenues.  
Although the SIM card shortage has now been 
contained, it impacted the YoY decline in 
revenues. 
 
The revenues of Mobilink for the full year of 2010 
showed a 5% increase compared to the same 
period last year.  It is worth considering the impact 
of currency devaluation, as the YoY increase in 
Mobilink’s revenues in local currency terms 

amounted to 9%.  The significant growth in the 
Pakistani operation can be attributed to an 
increase in subscriber base, as well as highly 
effective promotional activities throughout 2010. 
 
The strong subscriber uptake of banglalink, as well 
as the penetration of new market segments, 
resulted in a 30% YoY increase of revenues. 
Similarly, the increase of koryolink subscribers had a 
positive impact on the operation’s revenue growth 
for the year 2010 compared to the same period 
last year. 
 
Telecel Globe revenues increased by 25% YoY as a 
result of subscriber acquisition and focused market 
penetration.  In Q4 2010 the decline in tariff prices 
in Burundi, CAR and Zimbabwe, led to an overall 
decline in revenues. 
 
The 36% YoY increase in “Other” Telecom Services is 
attributed to growth of subscribers of OT Lebanon 
(Alfa Management Contract). 

Table 6: Consolidated Revenues1  

 
1. On 4 January 2011, OTH sold its entire shareholding in Orascom Tunisia Holding and Carthage Consortium through which OTH owned 50% of Orascom Telecom Tunisia 

(“OTT”).  As a result the proportionate consolidation of OTT during Q4 is no longer applicable under IFRS as it renders the entity an investment held for sale, and consequently 
a discontinued operation under IFRS rules. Figures for 2009 and 9M 2010 have been restated to reflect the accounting treatment of OTT.     

2. On July 13, 2010, the amended and restated shareholders’ and settlement agreements concluded with France Telecom entered into force. Consequently, starting Q3 2010, 
Mobinil is reflected through the equity method. Mobinil’s financial figures for 2009 and H1 2010 are represented as a discontinued operation under IFRS. 

3. Other Telecom Services Companies include C.A.T., OT Lebanon and TWA in 2009 and OT Lebanon, Mena Cable and TWA in 2010. 

Subsidiary

Represented 
31 Dec.

2009
US$ (000)

31 Dec.
2010

US$ (000)

Inc/
(dec)

Represented 
Q3 - 2010

(3 months)

Q4 - 2010

(3 months)
US$ (000)

Inc/
(dec)

GSM

Djezzy (Algeria) 1,867,837 1,746,566 (6.5%) 444,597 452,915 1.9%

Mobilink (Pakistan) 1,058,448 1,107,067 4.6% 266,705 280,869 5.3%

banglalink (Bangladesh) 350,884 456,984 30.2% 120,576 122,284 1.4%

Telecel Globe (Africa) 81,384 101,830 25.1% 28,040 25,007 (10.8%)

koryolink (North Korea) 25,951 66,402 155.9% 18,445 24,757 34.2%

Total GSM 3,384,503 3,478,848 2.8% 878,363 905,833 3.1%

Telecom Services

Ring 206,474 152,278 (26.2%) 38,895 37,506 (3.6%)

Other 79,906 108,350 35.6% 28,695 27,912 (2.7%)

Total Telecom Services 286,380 260,628 (9.0%) 67,590 65,419 (3.2%)

Internet Services 88,881 86,058 (3.2%) 29,061 8,780 (69.8%)

Total Consolidated 3,759,764 3,825,534 1.7% 975,014 980,031 0.5%

3 

2 
2 
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