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Summary

This study provides an economic history of the Internet access market in New Zedland from 1996,
essentialy the inception of the market, to early 1999. It reviews the Strategy literature about entry to

new markets and tests a resource-based theory concerning the timing of entry.

The economic history describes and andyses the Internet access market in great detall. One
advantage of the smdl sze of New Zedand isthat it is possble in Sudies of this sort to examine in
detall the economic and drategic behaviours of dmogt dl firms in the market. The market is one of
low barriers to entry and, often, low switching costs for customers. The entry and exit that have
occurred throughout the three years of the study, and the consequent rapid, steep price declines and
quantity expansions that resulted are described.

The test of entry drategy focusses on the different, complementary resources that each Internet
Service Provider (ISP) has had. Mitchdl’s dual-clock theory is proposed as an explanation as to
why Xtraand ClearNet were late entrants among moderately competitive ISPs and yet quickly
acquired subgtantiad market shares. Mitchdll’s dua-clock theory dates that a firm from a man
industry may enter a subfield later and <till become dominant if its resources, acquired in the main
indugtry, are useable in the new subfield. Mitchell’s theory focuses on an emergent new product or
savice that can be identified as a separate fidd from the main indudry, yet have a definite
relationship with the origina indusiry, hence a subfield. He discusses the Strategy of indusiry leaders,



entering a market later and using complementary resources to gain market share over market

pioneers.

Examination of the theory focuses particularly upon the entry of the ISP Xtra to the New Zedland
market, but not to the exclusion of the other entrants. Xtra is the Internet access service provided by
Telecom New Zedland Limited, and its parent is the largest telecommunication service provider in
New Zedand. Xtra's resources, acquired from its parent company, have enabled it to capture the
largest market share and a sustained compstitive advantage. In particular, the quantity of financia
resources made available to Xtra has enabled the firm's services to be priced competitively and
promoted heavily. There may dso have been some advantage in communication with the parent
company about the use and configuration of network resources thet facilitated the outcome, athough

these resources were available to al competitors at equivalent prices.

Egtablished tedlecommunications firms are likely to have sought a presence in the ISP market as an
option on the evolution of modes of delivery of telephony and related services in the future as
technology unfolds. Direct customer contact by an IP may be as important for future
telecommunications company profitability astraditiona telephony. Xtra's broad-based approach to
acquiring customers and ClearNet’s focus on exiging telephony customers are in accord with this
motivation.

Findly, in the New Zedand ISP market it has been possible for a pioneer garting with very limited
financid resources to compete successfully and continue to peform wel. By its innovative
acquidition of bandwidth and pricing strategies Ihug has demongtrated that it can control costs and
expand usage to the point that it is a feature of the New Zealand market and ranks third in market

share.

The economic history of the New Zedand IP market reveds rapid growth in customer uptake,

geeply falling prices and prices that have converged across suppliers. These results are not



surprising given the low barriers to entry and the increasing range of vaue-added products that are
obtainable on the internet. Any economic evauation of this should aso take into account the classic
network externdity, in which the presence of additiona persons with Internet access implies benefits
to other consumers who may want to exchange information with them. In fact, dthough this
externdity is likely to exig, it may not be a s strong as it was in the history of telephony because of
the reasonably close-subgtitute ways in which consumers can exchange information without Internet
access. Importantly, any economic evaluation should aso take account of the drivers of lower
prices and internet penetration in the population. In this respect the motivations and actions of the
telecommunications companies may have a very important influence the economic performance of
the market. For example, it is argued in this sudy that Xtra has had a strategy of very aggressve
pricing and broad based promotion funded by its parent. If this aggressve stance induced
penetration in the population to expand more quickly than it otherwise would, and Xtra goes on to at
leest cover dl cogts, induding those of its market investment, then these actions will dmost certainly
have improved the dynamic efficiency of the economy. The same would be true of any provider that
influenced the Size, as opposed to the share, of the Internet access market. It islikely that thisisthe

case for market pioneers.
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1.0 Introduction

This study examines the development of the Internet industry in New Zedland over the period 1996-
99, and focuses on the provison of Internet access to business and resdentid customers. It
describes the development of the industry through the growth of Internet Service Providers (1SPs),
the organisations that supply Internet access. During the period under study, the market evolved
from one based on smal providers to one based on large, focussed businesses. Although part of the
shift was due to increased demand for Internet access, the entry of Xtra' into this market was the
defining event. Xtrais a separate entity that is wholly owned by Telecom New Zedland Limited. Its
method of operation (price scheme, billing methods, presentation, etc.) signaled to other market
participants that it was prepared to function in a more competitive way. Furthermore, its parent,
Telecom New Zedand, had extensve resources available to support the new venture, which
sgndled to the other participants that their competitive strategies must change or they would lose
customers. Xtrawas able to enter the market later than many of its competitors, yet quickly capture
the largest market share. Through itsinvestment of resourcesin Xtra, Telecom New Zealand made
a drategic decison to develop and maintain a large presence in the Internet Service Provider (1SP)

market.

Internet access services are very smilar to the more traditiond telephone and data communication
services provided by telecommunication service providers. Most mgor telecommunication service
providers have long histories as locad monopolies, and have accumulated resources over long
periods of time. This accumulation of resources is common among other utilities such as those in
eectricity and trangportation, and include financid, infrastructure, capitd and organisationd
resources. Severa studies have discussed the disadvantages faced by traditional monopolies when
they subsequently face nimble competitors. These one-time monopolies are often unable to
reorganise their dgnificant financid and physical resources, and their management structure is top-
heavy and thus unable to mount counter attacks to the entry of new players in their market. This
study looks at a different case — one involving an incumbent entering into a new subfidd® within its

main industry, when, in addition, the ex-monopoly continues to be competitive in ther origind

1 A business unit of Telecom, New Zealand.



market. The study of Xtrd's entry illustrates how firms with sgnificant resources, complementary to
the market of entry, can successfully enter later. However, from the viewpoint of others in the
industry, this study aso suggests the possibility of competing againgt an incumbent by using a niche
Srategy of securing low cost key resources and maintaining the loyalty of core customers.

More generdly, the business drategy literature recognises that managers are in the podtion to
determine grategies such as adopting late entry into a new market or becoming an early entrant and
subsequently facing later entrants. In determining the appropriate strategy, the manager must decide
how the timing of market entry affects the firm’s current position and its ability to compete in the
future. Rdated to the timing of market entry isthe comparative level of resourcing available to each
of the competing parties when a new entrant takes action. This study examines the relaionship
between timing and firm resources through the example of Telecom Xtra's entrance into the New

Zealand market during the 1996-1999 period.

Notwithgtanding the focus of this study on the complementary resource fector, the exiging
telecommunications companies would have been motivated by other concerns.  In particular, the
Internet was new and had the potentia to utilise the time of their cussomers. Managers of these
companies may have assessed that it was in their firm's interest to go beyond the provison of
network services to maintain direct find customer contact. Maintaining direct customer contact
provides advantages that may accrue through various potentid future demands for
telecommunications related services, and which may protect existing services, such as long distance
toll cals, that are seemingly at risk from the Internet. The drategy of exiging telecommunications
companies may have been to achieve maintenance of their customer base by garnering market share
in the Internet market. The Clear and Telecom drategies of focussing on their telecommunication

clients are in accord with having been motivated by this factor.

Though generdisations are not necessarily possible for a sudy of one industry in one country, there
may be interesting wider implications to the example discussed in this paper.  First, many incumbent
telecommunications service providers are entering or have entered the business of providing Internet

access in the US, Audrdia and Europe.  Also, this example of the ‘incumbent as later entrant’

2 A subfield is defined in Section 3.



versus ‘new player as market pioneer’ is being played out smultaneoudy in many regions. In

addition, this example has lessons for other emerging subfieds in the telecommunications industry.

The paper begins, in Section 2, by defining some relevant telecommunications terms and giving a
brief discussion of the telecommunications market in New Zedand. Section 3 reviews some of the
market entry literature found in business drategy journds. The review focuses on the reationship
between the resources available to the firm and its strategic advantages. Next, Section 4 outlines the
development of the Internet market in New Zedland over the period 1996-1999, focussing on the
evolution of 1SPs through the different stages of development of the industry. These stages are
ddineated through the actions of a particular ISP, Xtra. The relaive changes in market share for
each of the mgjor |SPs are discussed together with the way changes in price have affected different
types of users. Section 5 then congders this history in relation to the drategic literature — the
resources possessed by particular 1SPs, and how these resources have influenced market entry
strategy and market share. Section 6 concludes.

2.0 Definitions and Telecommunications

A lig of tdecommunications terms used in this Sudy is given in Table 1. In this section, | discuss

some of these terms in more detail, as well as noting some of the characterigtics of the industry



Table 1. Tedlecommunications Industry Terms

Bandwidth

The number of bits flowing through the telecommunications line per second. Thisterm
is usually measured in Kbps (thousands of bits per second) or Mbps (millions of bits
per second). The average bandwidth of a customer is defined from their business
location to the ISP's point-of presence. Most customers size their bandwidth
requirement not on average use, but on peak requirements. Choosing the bandwidth
size may effect transmission quality but mostly affects the speed at which the user can

transmit and receive data.

Data

communication

Network which only transfers data traffic, i.e. traffic from computers and other sources.

Voicetraffic isnormally transferred separately from this network unlessit is digitised.

network

Dia up Access | Customers call alocal or long distance toll number which connects directly with a
modem or switch. The modem or switch is attached to the ISP’ s server which connects
the user with an international gateway either directly or via a data communication
network.

Domain Name Unique Internet Protocol identifier such asvuw.ac.nz

Fibre Optic | Plastic cables that allow telecommunications traffic to travel at much higher speeds

Cables than other cable types.

Hybrid Fibre | This is a hybrid network of optical fibre cables of the transport network and coaxial

Coax cableslaid to the home. This hybridisation offers a cost-effective manner of providing
very high bandwidth in the transport network and hundreds of Mbps to the home, as
coaxial cableis cheaper to purchase and install.

IPNet Internet Protocol Network: Telecom's proprietary network that removes Internet traffic
from the PSTN network at each switching exchange and sends it to its destination
(usually an Internet Service Provider) viaan Internet-optimised backbone.

Internet The serviceis provided via ordinary telephones or fax machines, but is routed through

Telephony  or
Fax Service

the Internet via the ISP's telecommunication switch. Quality is lower than current
telephone services but similar to older satellite technology. 1SPs rely on having
switching capability at the destination, which became available in 1998 through ISP

membership services.

Interconnection

Agreement

An agreement between two telecommunications services providers, exchanging traffic
between the respective networks. The agreement includes quality of service and

payment buy one for the use of use of the other’ s network.







Table 1 continued

ISDN High bandwidth service to alocation which offers two or more telephone lines at higher

speed that the normal 128 Kbps on telephone lines.

ISP A service provider that connects the customer to the Internet via dial-up modems, or
high-speed data service connected to telecommunication switches for routing. The ISP
will lease bandwidth from the national infrastructure service provider such as Telecom
New Zealand. The ISP will also often provide its own web site for information and
entertainment and may cache (or store) commonly used web sites around the world for
faster/cheaper retrieval. | SPs often provide value-added services such as customer web

site design and storage.

Gateway Telecommunication switch that provides international access. Internet and voice

telephony gateways are usually separated.

Point of Thisisthe term used for an ISP’ s telecommunication switch located in a particular area.
Presence (POP) | The customer calls alocal number and the ISP is “present” in that location. The data
from the customer is then routed from the ISP’'s switch through the ISP’'s gateway to

either anational or international Internet site.

Toll Calls Calls that are billed per minute and may be either national or international calls but are
outside the free-calling region defined in the Kiwi Share.

VPN Virtual Private Network. Thisis a private network created for organisations with more
than one location. The private network is normally created through a
telecommunications leased line service. The Internet Service Providers have created
private networks on the public Internet through passwords, firewalls and other security

measures.

Prior to 1987, only Telecom New Zealand was permitted to provide telecommunications services.
Telecom New Zedand was part of the New Zedand Post Office until 1986, when it became a
sate-owned enterprise (SOE) under the 1986 SOE Act. Telecom was fully privatised in 1991
through the sale of 98% of shares to Bell Atlantic and Ameritech, with the requirement that more
than 50% of total shares were to be issued to the public within a specified period. Telecom is a
completely verticdly integrated service provider within New Zedand, owning the loca loop dmost
excusvey, owning the mog extensve nationd network infrastructure, and operaing the firgt



internationd gateway. Telecom is the main provider of the nationd tolls network and 0800 numbers.
In addition, Telecom, through its subsidiary, Netway, operates a nationd Internet gateway,
exchanging mogt internationd Internet traffic.  Tdlecom adso has extensive interconnection
agreements and partnerships that provide access to internationd bandwidth. Low cost international
bandwidth is a great advantage for the Internet, as most web sites are located in the US.

At the time of privatisation, the government sold its capitd holdings and invesments in
telecommunications but retained the “Kiwi share’, which requires free locd cdls for dl resdents,
limits resdentid line rental rates, and specifies a relationship between rura and urban customers

renta fees.

In 1991, Clear Communications, ajoint venture among four local and overseas businesses - British
Telecom, MCI, Todd Corporation, and TVNZ? - began offering a toll service in New Zedand,
using along-distance interconnection agreement with Telecom, and began to build afibre optic cable
networks with national coverage®. In 1995, Bell South (now Vodafone) began a mobile service;
and in 1996 Saturn began to build a loca access cable and telephony network in the Welington
region. Rivary between Clear and Telecom dates from difficulty in obtaining agreement on local cdl
interconnection contracts. An extensve legd baitle went to New Zedand's highest court of
adjudication, the Privy Council, before an agreement was reached in 1995, Clear’s initid market
focus was in the internationd and long distance tolls market where it quickly captured 20% of the
market. Clear has avoided entering the market for local loop provison except in the mgor centra
business digtricts, choosing to focus on higher vaue business cusomers. Clear argues its customer

base is limited to new or relocating businesses due to arange of issues including number portability”.

Thus, the tdlecommunications infragtructure is largely owned and maintained by the largest service
provider, Tdecom New Zedand, adthough some companies own smdl private networks that feed
into the nationa network. Maost mgor telecommunications companies own gateways that provide

direct access to international networks.

3 Now 100% owned by British Telecom.

* Clear Communications’ effort to develop anational fibre optic network was greatly assisted by long-term
contracts with New Zealand Railways Corporation to 1993 and then TranzRail. TranzRail, the national railway
company, runs fibre optic cabling along itsrail system.



The market is characterised by light handed regulation under the provisons of the Commerce Act
1986. The Act sets out conduct that inhibits efficient economic mechanisms and prevents
competition. Grievances are usudly brought before the Commerce Commission, the administrator
of the Act. Section 36 and 36A of the Act are intended to prohibit monopolistic behaviour by
dominant firms for anti-competitive purposes. The prohibition is againg misuse of market power.
There have been a large number of complaints made againg the incumbent Telecom to the
Commerce Commission over a variety of matters, including predatory pricing and anti-competitive
Interconnection agreements, that to date have not been upheld.

An Internet Service Provider is defined as an entity that provides access to the Internet as its
primary function. Internet access has been available to the public since 1994 but was first available
some 10 years earlier to some academic and government ingditutions. Since 1996, most 1SPs have
begun to provide additiona services as a way of diversfying into higher value products. 1SPs are
congdered members of the telecommunications service industry since they provide access to the
Internet via the telecommunications infragtructure (which includes telephone service, leased-line
sarvices, data communication, and hilling). Internet access is one of the many services provided by

telecommuni cations companies.

Ligsof ISPs are provided in Appendices B and C, with mgor/nationd 1SPs in Appendix B and
minor/regiond 1SPs in Appendix C. The ISPs are separated by coverage area. National 1SPs are
those which have advertised their servicesin dl mgor cities: Auckland, Wellington and Christchurch.
The table lists locations of points-of-presence (POP). The location of POPs in the table sgnifies
coverage area for an ISP. All customers making a locd call within the POP free cdl area are not
charged toll fees. In 1996, most 1SPs had limited nationd coverage. Voyager had full nationa
coverage because users outside a POP free call area could make use of atoll free number for an
additiona hourly fee, which was about twice the free cdl hourly rate. Xtra did not have full nationa
coverage until 1998 but had the largest number of POPs, meaning that a large percentage of
potential users could access the service without toll charges. In late 1998, Telecom introduced a
sarvice for Internet traffic in order to get this traffic off the nationd network. This new service,

® Telecom claims that it owns all its numbers and a customer must change numbers to switch to Clear or another
carrier. A number portability agreement was reached in early 1999.



IPNet, has diminated competition between |SPs on the basis of POPs. Any customer can now cdll
their ISP via IPNet with no toll charge. The 1SPs must purchase the service from Telecom. Thus,
the consumer dials a loca number, which connects them to ther ISP's server for Internet access.
ISPs not usng IPNet must continue to rely on POPs or toll-free numbers. In addition, customers
whose ISP is not on IPNet pay a surcharge of 2¢ per minute,

Most competitors in the industry sdll Internet access and other related telecommunications services
through bandwidth leased from a data communication network, ether that of Telecom, Clear,
Saturn, BCL or other provider®. Companies then repackage this into amounts ussble by individuas
and companies. Internet access through ether did-up or high speed data connections is a
repackaging of the leased bandwidth, and thus the provision of Internet access has become a new
market, a subfield within the tdecommunications indusiry. A subfield of a main indudry is one in
which either new customers emerge for the products or services of a well-established industry, or
products or services emerge as new developments in a well-established industry. The subfied of
Internet access can be characterised by low barriers to entry, low costs to customers who switch

between 1SPs, and minimd differentiation.

Entry barriers to the IP market are low. All that is required to start an ISP company is an Internet
server ($5,000 to $20,000) and leased bandwidth. Since the leased service can be pad for
monthly, it is easy to adjust costs as required. Switching costs are low. Changing |SPs requires the
customer to pay a connection fee to the new 1SP, obtain a new email address and instal some new
software. The differentiation of products that does exist isin response to the individual needs of the
customer. The factors in determining the level of service include price, speed of access, consstency
of access, and help available to the customer. For example, an experienced Internet customer is
mogt likely to want a low monthly price and high access speed, but minima help. The leve of
service required for business versus residentia customers is distinguished by consistency of access
since a business customer requires greater dependability of access. Switching codts are dso likdy
to be higher for some business users due to the need to change email address but this may be

avoided by purchasing adomain name.

® These other providers may include firms with microwave transmitting equipment or even | SPs themselves as
they develop their own infrastructure.



To summarise the key features of ISP services: their up-front capitd cost is very low, customer
switching costs are low, especidly for those entities with a domain name, and while there is some
vaiation in sarvice characteridics, they ae aufficiently smilar to be regarded as amost
homogeneous. There have been variations over time in the quaity of services that have affected

sarvice characterigtics and the rel ative demands for 1 SPs.

3.0 Market Entry Literature

This section of the paper reviews an area of the business Strategy literature relating to market entry.
It discusses how the nature and quantity of resources of a firm affect the timing of its market entry;
and the effects of entry into anew subfield of an industry, with particular reference to the rdaionship
between the Internet market and the telecommunications market. Much of the literature discusses
entry into an industry with a product. However, it dso discusses products that require a continuing
relationship with the customer, such as medica imaging, automobiles and pacemakers. This literature
is conddered relevant to the current case because telecommunication service providers are
providing access to a network, ether telephony or data communication, and included in this access
sarvice is customer hilling software and consultation.  Consequently, the user will have a continuing
relationship with the provider, dthough auser can switch to aternative providers with some incurred
cods. For example, customers are billed monthly and have contact each time they log in to their
ISP.

Market entry from an economic perspective is characterised by Bain Bensanko 1996) as entry
reaction and retdiation. Bain describes four possible drategic responses an incumbent can take
relative to new entrants into its market. The fird is to deter the new entrants from entering the
market through control of essentiad inputs. The second response is to attempt to block the new
entrants by explicitly sgndling a lower cogt gructure. Signdling to a competitor is dealy and
explicitly indicating a firm’s intended strategy through advertisng, press releases or actions teken. If
new entrants are unable to differentiate their products, then they are expected not to enter the
market because their higher cost structure will prevent them from competing with the incumbent on
price. Thethird strategy isto signd to the entrantsprior to their entering the market that a predatory



price will be charged after entry. Predatory pricing involves afirm setting a price lower than the cost
sructure of competitors, and without regard to its own cost Structure.  The incumbent cannot
credibly continue this strategy without significant cash flows to cover possible extended losses. The
fourth strategy is one of accommodetion of new entrants. This strategy is most likely in cases where
the market has low barriers to entry or high cost of deterrence.

In the economics and drategy literatures, an incumbent is defined in somewhat different terms.
Generdly, theincumbent is a current provider of goods or services in an indudtry that has been in the
industry for a long period and has a substantid market share. In the economics literature, the
incumbent may, depending upon various barriers to entry, have enough market power to be able to
influence the market through price setting, controlling distribution channels or product inputs, or
setting quality standards.  In the drategy literature, the incumbent is assumed to be a stable firm
within that indusiry to be contrasted with the new entrant. Besides being a stable member of the
industry and having some success in gaining market share over a period of time, the incumbent is
generally described as a firm that has developed a set of resources through its past successes. The
incumbent has a secure, well-defined market share and is established within the industry. The power
of the incumbent to influence the market is imperfectly indicated by its market share relative to other
incumbent firms and directly affected by barriers to entry. The set of resources a firm accumulates
from past successes includes financid, infrastructure and capita, both human and organisationd.
These resources support the firm's continued success in a sable or dowly changing industry. In
both classes of literature, dominance in an industry may be gained through a controlling market
share, which is not under credible threat of entry.

Caves and Porter (1977) extend Bain's framework by defining the decison of how to react to the
new entrant in terms of an investment decison under uncertainty. They generdise the decison of
both the new entrant and the incumbent, using the following investment decision criteria’

(1) Expected income after entry

(2) Actud ddtic or structura barriersto entry

" Caves and Porter pp. 242.



(3) Expected reaction of the other firmsin the market or those expected to enter
(4) Reevant resources possessed by the new entrant
(5) Sunk costsin making the decison to enter.

Grucaet a. (1995) create a Smilar framework for reaction to a new entrant, one that is commonly

referenced in the Strategy literature. 1t includes

(1) The competitive environment of the industry — Are products differentiable? Is there a
dominant firm? Isthe industry populated by afew firms or severa?

(2) Choiceof drategy of the new entrant.

(3) Consequences that current entry strategy and subsequent entry decisions have on the current
firmsin the indudry.

In both the economics and Strategy literatures, the process by which afirm decides to enter a market
depends on the nature and quantity of resources that the firm has available to gpply to entry, and the
environmentd factors in the industry. The economics literature typicaly assumes that each firm,
whether deciding to enter a new market or reacting to a new entrant, is a rational decison-maker
wishing to maximise profit. A key component of identifying a firm's srategic behaviour is the time
frame over which profit is maximised. Bain's framework assumes that each incumbent has the
resources to implement the best strategic reaction. Robinson et a. (1992) point out that both Bain's
and Gruca s frameworks assume firms have access to necessary applicable resources in relation to
timing of market entry and ther reative sze in the indudry. In redity, each firm has specific
characteridtics that either helps or prevents it from using al available resources to successfully enact
the appropriate drategy: any discusson of market entry must include the industry environment,
timing and individua firm characteridics.

In contragt, “ resource-based andlys's’, aterminology introduced in Barney (1991), focuses primarily
on the internd eements of the firm that give it a competitive advantage: that is, the firm's internd
srengths and weaknesses in terms of its ability to compete againg other firms. Sinha and Noble



(1997) describe the resource-based view in the following way: “a firm develops, protects and
leverages its own rdatively unique drategic assets while atempting to imitate or diminate the
drategic assets of competing firms”®  Many authors in the strategic management literature use
different terms for resources interchangeably: strategic assets, leveraged assets, core competencies,
dominant logic®, and resources and capabilities.  Barney (1996) points out that while these terms
are usad interchangeably and have roughly the same meaning, the term “core competencies’, asfirst
described by Prahdad and Hamd (1994), is usudly reserved for resources that may be used for
diversfication. All of these terms refer to a set of resources a particular firm possesses that are
goplicable to the firm’s competitive environment and provide a competitive advantage. For example
afirm that has developed a successful digtribution channel may consider this digtribution channd to
be aresource if other firmsin indudtry find it difficult to rapidly creste a distribution channd of these

same qudities.

Barney (1996) generdlises afirm’s resources into four categories

Financid capitd: Money resources. cash flows, liquid capitd,
stock vaue

Physca capitd: Technology, plant, equipment, geographica
location

Humean capitd: Training, experience, judgement or ingght of
individuas or managers

Organisationd capitd: Forma reporting structures, planning, control
and co-ordinating sysgems or informd

rel ationships with suppliers and customers.

He evauates these resources in terms of their value, rareness, imitability and organisstion.  This
evauation criterion is gpplied to a sngpshot of the firm's assets.  Over time the vaue of human
capitd, for instance, may trandate into increased vaue in financid capita through profits. The vaue

8 Sinha and Noble (1997), pp. 468.



of aresource is determined by its ability to enable the firm to respond to environmentd threats. The
term “rareness’ is gpplied with respect to the number of other competitors in a market who have
these resources, whether competing firms are a a cost disadvantage when trying to duplicate or
create subdtitutes for these resources, and whether the firm is organised in such away so as to be
able to exploit the full potentid of these resources.  The usefulness of the resource to the firm
depends on the four properties; and may determine whether a firm entering a new market will have a
competitive advantage over itslikely competitors.

Entrants into a market are classified in Robinson et d. (1992) according to the timing of their entry
relaive to the lifecycle dage of the indudtry. Early entrants into an emerging market are identified as
“market pioneers’. Firms that follow these pioneers as the market becomes identifiable, are called
“early followers’. Firmsthat enter afully defined market, with clear market segments, are classfied
as “late entrants’. There is a diverse body of literature to discuss why the new market has
materialised (see Tushman and Anderson (1986)) and will not be discussed here. The main focus of
this study is to describe the timing of entrants and what advantages they may gain from that timing
relative to their resources in determining their eventuad place in the market. The concepts of value,
rareness, imitability, and organisationa support when evauating resources provide a way to rank a
firm’'s resources and thus its ability to compete in the current environment. When evauating
resources in a market entry decison, these properties must be assessed relative to the entry timing
Strategy rather than as absolute properties of aresource.

Previous work in the drategy literature follows two distinct methods of analysing the timing of
market entrance. The * Absolute Pioneer Advantage theory” or “first mover advantage’ is evauated
in Lieberman and Montgomery (1988). This theory dates that market pioneers are intringcaly
stronger, and have a competitive advantage from being the firgt entrants into a new market. These
firms gain their strength through developing the necessary skills and resources to compete efficiently.

Robinson et a. (1992) go further in asserting that a firm’s given set of skills and resources does not
determine a particular order of market entry but increases the probability that a firm will choose a
particular type of entry. Lambkin and Day (1989) test this assertion and further argue that smaller

® Dominant logic of afirm, for example marketing systems used for competitive advantage.



firms are more able to quickly respond to changes in the product or market. These smaller, more
flexible firms are better suited as either market pioneers (prior to competition entering the market) or
late entrants (able to respond quickly to changes in product demand). Mitchell (1991) extends the
idea that a particular kill set or resource set crestes greater success when a firm times its entry to
make best use of these resources. In his empirica study of the medicd imagery industry, he found
that firms whose parent organisations had higher-vaue applicable resources were most likely to
succeed as early followers. The early follower applies its resources to a market with less risk than

the market pioneer and less competition than met by the late entrant.

In his sudy of market entry in the US automobile manufacturing industry, Carroll (1996) classfies
the entrants based on their bundle of resources. A new entrant may be classified as possessing an
entrepreneuria set of resources. An established entrant brings a set of resources, developed in
another market, that is useful in this new market. Mot literature agrees that older organisations so
often have “baggage’ that prevents them from responding quickly to changes in market demand.
Carrall (1996) contradicts the notion that years of experience in an industry increases the probability
of surviva. He postulates that organisationa resources are the primary reason for increased surviva
rates. Empirica results from the US automobile manufacturing industry show that the established
entrant owes its success in the new market to the difficulty competitors have in replicating its
resources, rather than the age of the firm. Carroll compared bicycle, carriage, and engine
manufacturers entrance into the US automobile industry. In this study, operational and product
digtribution skills increased surviva rates. Results aso showed that newer firms are less likely to
have the financia resources to carry out proper planning prior to market entry. Mitchell (1994) dso
assarts that these etablished firms often have better financid and physical capitd and personnel
resources, and Levintha (1991) finds that these firms are more likely to focus on longer-term

success in anew market.

The second method of analysing timing to market entry relies upon the resource-based andysis
approach. Abedl (1978) discusses a “srategic window” where a firm's specific resources or
competencies best fit the market requirements. Firms that enter during this “ strategic window” are

mogt likely to have a competitive advantage. Kerin et a. (1992) extend this concept by stating that



matching resources at time of market entry with market conditions creates a sustainable competitive
advantage. They define the order of entry as being conditiona upon the following effects. product
development time, scope economies, search characteristics of the good, rate of technica change of
the good, demand uncertainty, process and product innovation, investment in co-specialised assets,
buyer purchase frequency, and market ingtability. Szymanski et d. (1995) describe a particular case
from their empiricd andyss

“The mogt logicd late entrant might, for example, be one that can more effectively capitdize
on their current product portfolio and new product market opportunities as uncertainties
diminish. Late entrants may adso excd a marketing — superior marketing skills can be
crucid for identifying overlooked niche markets"*°

Much of the initid work concerning market entry looked at the emergence of a completey new
market. Later work has focused on entry into new subfields of a currently established industry.
Mitchell (1991) defines a subfield as a new market that emerges following a sgnificant technologica
advancement in an indudry. Sinha and Nobel (1997) describe the emergence of a subfield as a
chance to achieve a sustainable competitive advantage in an otherwise stable and mature industry.
The cause of the change in the industry to create this new subfield may have relevance to a firm

deciding whether its resources in the main market are relevant to the new subfield.

Stinchcombe (1965) describes an industry lifecycle as being defined by two phases. The first phase
has great growth spurts with the founding of many organisations. The second follows as a Sable
period with dow growth. Based upon some events, the industry returns to the first and then the
second phase in acyclicd fashion. This “punctuated equilibrium” of changes in gability and growth
are traditiondly attributed to changes in the environment. This modd assumes tha an industry
doesn't die but transforms itself as product demand changes. Abernathy and Clark (1985) define
these changes as innovations in technology, changes in government policy or regulation, or changes
in consumer preferences. Swaminathan (1998) defines a mature industry as one having a few
dominant firms, high barriers to entry and a low rate of new entrants. Thus competitors in the

mature industry are stable in number and have evolved so that their resources are applicable to the

19 Szymanski et al. (1995) pp. 23.



industry and are not easly imitable  Scherer (1980) describes the case of a few dominant firms
being generdigt firms taking advantage of economies of scae. In his study of microbreweriesin the
US brewing industry, Swaminathan (1998) describes the impetus for a new entry into a mature
industry as coming from either exogenous or endogenous sources. The exogenous cause is crested
by a discontinuity in the industry’s environment. The endogenous changes occur because the
generdigt firms do not serve the customers at the edges of the market well and thus new entrants can
survive on the periphery of the industry. The exogenous factors that precipitate new entry into a
mature industry are the same factors that create a subfield, such as changes in manufacturing process
or technology. Thusasubfied is creasted from a mature industry due to environmental changes that
the incumbents could not have planned for with their current set of resources. New entrants in a
periphera area of amature indusiry signd the creation of asubfied that is offering different products
to the incumbents. This subfield will begin its own lifecydle of dramatic growth followed by Sability.

Gilbert and Newbery (1982) found evidence to suggest that the new entrants into a subfidd will gain
above-norma economic rates of return if their resources are not highly imitable. Mandfield (1981)

found that the first entrants to a subfidd with imitable resources do not have a sustainable
competitive advantage.

There is clearly a dichotomy between the Absolute Pioneer Advantage theory and the resource-
based theory. In one case, the market pioneers will become the market leaders, and in the other
cae the firm that best times its entrance, given its resources, will gain sustained compstitive
advantages. Mitchdl (1991) attempts to explain these two concepts with the idea that different
types of entrants are on different “clocks’. A “clock” can be defined as the time of formation of the
subfidd until afirm entersthat subfield. The concept of dua-clocks is complementary to the idea of

srategic fit between resources and order of entry into a market.

Mitchdll (1991) presents the idea that new entrants into the market as awhole and incumbents in the
main industry are on different clocks for order of entry into a subfield. His basic premise is that two
separate clocks exist: clock-1 records the order of entry of each firm to the subfield, and clock-2
records the order of entry of the incumbents active in the main industry. Clock-2 is a subset of
clock-1 containing only those firms that possess applicable resources. The gap between clock-1



and clock-2 represents the time it takes to replicate the incumbent’ s resources or specialised assets.
For example, if firm A enters 18 months before firm B, and firm B possesses gpplicable resources to
the subfield then, assuming both firms are successful in capturing market share, the theory dtates that

it took firm A 18 months to duplicate firm B’ s resources.

In the framework of resource-based andysis, Mitchell defines the incumbents specidised assets as
characterising the individua firms, with every incumbent having a unique set of these assets. These
Specialised assets or resources are defined under Barney's framework and are specificdly
gpplicable or usable in the subfield. A single resource may provide the incumbent with a competitive
advantage but it is more likdly that the combination of resources provides the advantage. Mitchell’s
empirica sudy of the US diagnogtic imaging industry assumes that success in the subfield is defined
by the amount of market share the firm gains after entering the subfield. His reasoning for using this
definition of successful performance is based upon the assertion that superior market share will lead
to surviva in the subfield.

Mitchell’s (1991) empirica study concludes that an incumbent is better off entering the subfield later,
when uncertainties in product requirements and demands are diminished. He further asserts thet
timing of market entry is more important for incumbents than for new entrants. Since dl incumbents
shae amilar specidised assets, early incumbents may effectively be able to close out later
incumbents by capturing superior market share early. Both incumbents, however, would benefit by
entering later than the market pioneers.  Thus, the order of entry between incumbents is a waiting
game. The key is to be the first incumbent to enter, waiting for product or service demand to be
dable, yet not dlowing the market pioneer to be able to duplicate assets. The incumbent’s
specialised assets are valuable because the users attracted to this subfield are smilar to those using
the products in the main industry, even though the products themselves may have changed. Mitchell
does observe that participation in the main industry does not guarantee that the specidised assets
will be complementary to the subfied for dl incumbents, but that the incumbents are more likely to
possess these assets. The study did not distinguish between types of assets and there may be some
effect from an incumbent’ s possession of more capitd, enabling investment in the subfied with lower
risk to the firm. Thus, in agroup of potentia entrants into a subfield, the incumbents in the field that



possess superior financid assets may have a competitive advantage over other incumbents in this
respect.

Mitchell aso concedes that not al industries will experience this dua-clock phenomenon. The key
to determining whether this Stuation exids in a given industry or subfied is whether incumbents
possess specidised assets that take time and substantial codsts to replicate.  These assets or
resources have been developed prior to the creation of the subfidd, usuadly over many years of
competing successtully in the main indudry.  They often assg in the manufacturing, distribution or
sarvice of anew product. Any new entrant that possesses these applicable resources from another
industry should, in theory, receive the same benefit as the incumbent. In practice, however,
incumbents from indudtries unrelated to the subfield will not possess the same type of resources.
Even though the early entrant acquires some specidised sKkills, these may not be enough to
overcome the broader skill-base of the later incumbent. New entrants that attempt to purchase
resources through acquisitions or mergers often change the resources set through the change of
ownership process and may not gain the same benefits as the incumbent prior to purchase. Thusthe
dua-clock phenomenon is most relevant in industries that have provided incumbents the time in
which to acquire assets.

Banbury and Mitchell (1995) extends the concept of separate clocks for new entrants and
incumbents to include incrementa product innovations. Mitchdl (1991) defines a subfield as a
“ggnificant” technica innovation. Banbury and Mitchell (1995) define a product innovation as
something less radicd: “important incrementa product innovations that are product refinements and
extensions of established designs thet result in substantia price or functiona benefits to users”™

The concept of incrementa innovations can be gpplied to an industry or a subfied in which the early
growth stage has subsided and subsequent actions effect market share. Banbury and Mitchdll’s
empiricd sudy of the US pacemaker industry concluded that, in generd, firms that continue to
innovate are more able to respond quickly to an evolving industry. Furthermore, the incumbent that
introduces the innovation is more likely to gain market share over any new entrant. The incumbent’s

specialised assets often creste a competitive advantage over the new entrant because the incumbent



does not need to develop didribution and marketing systems at the same time that they are
expending resources on product innovations. Banbury and Mitchell conclude that:

“by being firgt to market with incrementd innovations, firms protect their market share from
competitive eroson. Smply put, if somewhat figuratively, it is better for a firm to cannibdize
itself than be eaten by its competitors.”

Thus the incumbent may have an advantage by entering a subfield later, but must continue to monitor
the timing of innovations in order to maintain market share. The study did find that later adopters
have some advantages when an innovation crested a further market segmentation.

From the market entry literature, we can conclude that though first-movers in a new market may
obtain subgtantiad market share, thelr gains are not necessarily sugtainable.  The incumbent who
comes from an industry with complementary resources, speciaised assets, or kills will have
competitive advantages in the new market that dlow later successful entry with lessrisk. Any entry
into a new market involves risk derived from unknowns such as eventud sze of demand and
product requirements. Waiting to enter a subfield after its uncertain birth process diminates some
unknowns, thus decreasing risk. These gpecidised assets have a good chance of being
complementary when the incumbent enters a subfidd of the industry in which they dreedy
participate. Many of the systems that have led to success in the main industry will be of benefit in
the subfield.

These benefits dso continue as products in the subfidd are continualy modified. Thus, when
managers weigh up the potentia benefits of entering a new market, they should first take stock of the
firm’s resources or special assets, as resource analysis would dictate. The next step is to create a
drategy for market entry that includes timing of entry in relaion to the firm’'s resources. The key is
for the incumbent manager to wait until the subfield becomes gstable, yet be the firgt incumbent to
enter. The work presented has illusrated that waiting to enter a new market may in fact be
advantageous for incumbents relative to the actions of other entrants.

" Branbury and Mitchell (1995), pp. 161.



This concludes the review of the management entry Strategy literature.  Its gpplicability to the
Internet market will depend upon the complementary resources actualy provided by the incumbent
and the extent to which the incumbent firm's subsidiary (entrant) has a comparative advantage in
their use. Asidentified, an ISP requires access to bandwidth and a server, neither of which places
high demands on capitd. Any ISP may access the incumbent’'s services, but some smdl
comparative advantage may accrue to an incumbent’s |SP subsidiary due to information held about
the parent’s network services, and managerid communication. In addition to anticipated profits to
be obtained in the new market, the incumbent subsidiary’s entry to the Internet subfield, and the
extent to which it has been supported financidly, may well be influenced by a perceived need for the
parent firm to retain its cusomer base. Although the ultimate effect of the Internet on the
telecommunications indudtry is unknown, there may be advantages in retaining or developing find-
use customer relationships. If so, then telecommunications companies may seek to achieve this by

developing their own Internet service providers.

4.0 Growth of the Internet Service Provider Market in New

Zealand

In this section, | describe the growth of the Internet market in New Zedland, focusing on the
development of 1SP's over the period 1996-1999. The discussion is based on an extensive search
of the Reuters database. First, a search was made based on dl articles published in New Zealand
with the word “Internet” contained within the article. These articles were further filtered for content
regarding 1SPs. A list of al companies providing Internet access in 1996 (the time the Internet
access subfield became commercidised) is provided by a New Zedand guide to the Internet,
“Wired Kiwis’ (Wiggins 1996). The web pages of the ISPs dso provided information about the
indugtry. Little information is known about some early 1SPs that closed prior to the start of this
study (1996).

This study focuses primarily on the ten largest ISPsin New Zeadland, as defined by market share. A
summary of ggnificant events relaing to these ISPs is provided in Appendix A and the narrative
should be read in conjunction with this gppendix.



The development is divided into four distinct stages, according to the level of competitive reaction to
events such as the entry of new competitors and subsequent changes in pricing strategies. Changes
to the demand sde of the market, such as the segmentation of consumers, are a factor in the
development of the market but their role is not explored here. The description emphasises the timing
of entry of tedecommunications service providers reative to the earlier entry of smdler 1SPs, and

classfies each | SP by the resources it possessed at entry.

Stage O is characterised by a smal number of Internet users and collegia competition between
access providers. Thereis no reldively large firm, competition between firmsis minimal and market
penetration is very low. Stage 1 sees Internet access companies run as businesses rather than as
clubs or hobbies. Competition becomes fierce and ardatively large player emerges. Stage 2 begins
amore stable period after the non-survivors have left the industry. Prices are more stable and 1SPs
can be classfied into generdists and nichers.  Internet users are growing by about 100% a year.
ISPs have cut prices to remain competitive, and they seek to provide other telecommunication
sarvices that produce higher margins than Internet access service. Stage 3 sees the emergence of
the larger 1SPs as direct competitors to the telecommunications providers, and another round of

price competition.

4.1 Stage 0: Prior to April 1996
Pre-commercialisation of the Internet in New Zealand

From 1995 to early 1996, there were two distinct market segments, not-for-profit providers and
for-profit providers. The primary difference between these two segments was motivation for
providing Internet access. The not-for-profits were primarily concerned with providing service to
their condituencies and covering the codts of service. The for-profit entities sought financid gain

from providing sarvice.

The not-for-profit organisations can further be broken down into universities and polytechnics, and
co-operatives. The universities and polytechnics were principaly motivated by the need to provide
Internet access for their staff and students. These educationd ingtitutions created infrastructures on



their campuses, and in the early days some of them sought to recover some of their costs by using
excess capacity to extend services into their loca communities.  Providers in this market segment
included: Taranaki Polytech, Canterbury University, Victoria University (now for-profit NetLink),
Walaiki Polytech, and Wanganui Polytech. Much of the costs were covered by the information
technology (IT) infrastructure of the ingtitution and the service was managed by the campus IT daff.

The mgority of users had some &ffiliation with the inditution. There were few business users.

The other type of not-for-profit organisation was the co-operative. Some of these were local
community groups attempting to provide Internet access to smal and rurd towns not serviced by the
educationa indtitutions and for-profits.  These organisations collected money in order to pay for
these services and were usudly run by volunteers. Examples include the REAPs (Regionad Education
Activities Programmes), which provided Internet service to high school students and later to the
surrounding communities. As can be seen from the ISP list in Appendix C, REAPS are il located
in rurd towns. Other co-operatives included PlaNet and PlaNet Free New Zealand. Some of the
origina co-operdives are now run on a profit-making basis and have created niches for their

services by focusing on particular groups/issues eg., Christians, Gays, and environmenta groups.

The for-profit 1SPs can be segmented into homegrown organisations and those started by offshore
organisations. The homegrown organisations were based around the three main population centres
of Auckland, Wdlington, and Chrigtchurch. Often, individuas wanting to use their technicd skillsto
capitalise on a need in the marketplace started these organisations. The best example of this type of
organisation is Internet Users Group (now known as Thug). Tim and Nick Wood started this service
in the basement of their home in Auckland but demand quickly grew and severd moves of premise
were necessary. Other ISPsin this category include ICONZ, IproLink, NetLink, Actrix, SouthNet,
and TpNetLink."? Severa computer stores also tried to capitalise on the new interest in accessing
the Internet. These organisations include CompKarori, Comnet (predominatdly switching
technology), Eastern Southland Internet, Plain Communications, and PC Net. An entrepreneurid
Spirit that overcame alack of financia and management resources typifies these homegrown firms.

The users of these services tended to be smilar to those who subscribed to the non-profit services,

2 Thisis the current name after acquisition by NetLink.



but they either had no affiliation with a service-providing ingtitution, or were seeking grester access
than email and occasond Internet surfing, which was limited by pricing and speed of access. Some

were early business users of the Internet.

Internet service was aso provided in New Zedand by offshore organisations - Microsoft,
CompuServe, IBM Globa Networks, and Voyager. Voyager was darted as a joint venture
between OzEmail and two New Zedand entrepreneurs, with OzEmail™® providing most of the
Internet access expertise. Voyager is an exception to this classfication because OzEmail’ s resources
and character is closer to the case of a New Zedand homegrown I1SP. OzEmail’s finandd and
capital resources were limited and the owners relied on their desire to succeed rather than access to
oversees assets.  The mgority of users of these services were businesses that required a high level

of rdliability and bandwidth.

Demand for Internet access through this period was smal but growing steadily. Some price
competition existed but most variation was due to differentiation based on service. For example,
customers paid a premium to CompuServe for access to its extensve information databases. Fee
structures consisted of a membership fee and usage fee based on Mbytes downloaded.

4.2 Stage 1: Mid 1996 — December 1997
Commercialisation of the I nter net

At the gtart of 1996, there were more than 30 ISPsin New Zedland. Mogt of these 1SPs served
regional markets while Voyager, CompuServe and IBM served the nationd market. The largest
ISPin New Zedand in terms of market share was Voyager. Voyager was 80% owned by OzEmall
and 20% owned by local New Zedland entrepreneurs™ OzEmail was the largest ISP in Austrdia
but had only recently trandated this status into commercia success by recouping part of its heavy
investment in new technology. OzEmail/\Voyager was beginning to gain a reputation as firg firm to
market with each incrementa technologicd improvement. The next largest 1SPs with nationa
coverage were IBM and CompuServe, both operating out of the US. These two providers

3 OzEmail has the second largest subscriber basein Australia.
4 OzEmail now owns 100% of Voyager.



concentrated on providing service to business users. All the 1SPs were roughly price competitive,

with the exception of IBM and CompuServe, which charged a premium.

Voyager focused on the home user with little technical expertise. Prior to Xtra's entry, Voyager's
prices led the competition. VVoyager had six POPs in New Zedand, al in mgor population centres.
Mogt customers could access the service outsde the POP loca cdling area via 0800 toll free

numbers.

CompuServe had digtinct advantages due to its large presence in the US market, which gave it
access to management and software expertise not available to the other nationa competitors.
CompuServe dso had an internationd reputation for the high informational content of its web ste.
Non-subscribers regularly requested access to the dte content, and CompuServe later split Ste
access from the Internet access business to maximise profitability. 1BM had a large internationa
telecommunications network and was able to offer prices based upon a cost structure that made use
of that network. IBM aso had severa large business customers in New Zedand, and was a trusted

name with these indtitutions.

Each of these nationa competitors had a smilar pricing structure for their services and offered either

alocd cdling number or an 0800 (free) calling service.

The amdler 1SPs, such as The Internet Users Group (hug), NetLink, Actrix and The Internet
Company of New Zedand (ICONZ), generaly targeted cusomers in their locd cdling area and
focused on business users within that region. Only Ihug actively pursued a nationa focus. Though
mogt of its customers werein Auckland, Thug secured bandwidth capacity from a source externd to
Tdecom.”® By late in 1996, these smaller 1SPs began to offer limited data transmission services
with their spare capacity. Internet telephony service was available in 1996 but limitations in the
technology consirained uptake until 1998. Actrix offered a nationa Internet service in November

1998 with use of atoll-free number.

> External sources include trans-Tasman service via satellite, an agreement with SITA (an international airline
communications company) for their excess capacity, and an Auckland-based wirel ess service using radio
transmitters. These sources are separate from any bandwidth that Telecom providesto ISP.



Compstition among 1SPs changed dramaticaly in mid-1996 with the entrance of Xtra, a business
unit of Telecom New Zedand. As noted above, Telecom has a commanding competitive postion in
the telecommunications industry in New Zedland arising from its ownership of a large part of the
nationd telecommunications infrastructure, including local access Mot customers cdl their 1SPs

localy usng Telecom owned lines to the ISP s switch or via atoll-free number.

During 1996 and 1997, Xtra was run separately from Telecom. Separate staff were hired to
develop Xtra. Equipment to provide Internet access was purchased. Xtra did not Sgnd its
relationship with Telecom in advertisements and news announcements. However, staff were located
within Teecom buildings and had access to Telecom management saff. The Xtratechnicd staff dso
had unfettered physica access to the Telecom network for ingdling, testing and maintaining their
own equipment. Most importantly, Telecom was funding the venture and seemed to have an open-
ended timeline for success. During 1998, Xtra was re-branded as Telecom Xtra and Telecom
admitted that it did not expect to recoup costs for another two to three years'®. Xtra maintains thet,

dueto its bulk purchasing, it pays Telecom less for telecommunications access than do other | SPs®.

When Xtra entered the market in 1996, the stated goa was to obtain 50% of al new Internet users.
(In fact, during 1996, Internet connections grew a a rate of 17% per month.*®) Xtra did severd
things differently from 1SPs already in the market. Firdt, the set-up fees it charged users were much
lower than those charged by many competitors. Second, charging was on atime basis rather than by
usage (Mbytes), thereby making it easer for users to estimate charges. Third, Internet charges were
placed on the telephone hill, allowing users to make one payment for al Telecom services. Fourth,
their connection package was talored to the inexperienced computer user and their web dte was
designed for the home customer seeking information and entertainment. The Ste was daborate by
New Zedand standards, and Xtra used it to create brand identity. One aim was evidently to draw

more home computer users into the market.

In anticipation of Xtra slaunch, Voyager announced its intention to add POPs to supplement the six

aready operating. More POPs would increase the number of customers who could access the

!° Telecom 1998 Financial Statements
¥ Quote from Xtramanager Chris Tyler to the press.



sarvice viaa (free) locd cdl. Voyager dso announced its intention to purchase additiona servers.
Evidently, however, not al nodes or servers were purchased - OzEmail's 1996/97 end of year

financia report cdlaimed only 6 POPsin New Zedland.

During thefirst haf of 1996, Voyager had problems with the fast growth of customers, as evidenced
by complaints of dow sarvice and inability to fulfil cusomer requests. Rumours circulated in the
press that Voyager was dow paying Telecom for wholesale services, and Voyager cut its 0800
number briefly in a digoute with Telecom. Due to the fast growth in subscribers, Xtra aso had
ggnificant problems in providing service, and there was negdtive press regarding technical help,
ability to connect, and service outages. Most service complaints had stopped by mid-1997.

During Stage 1, Xtra made an additiond significant change to their pricing schedule a entry into the
market. In August 1996 they cut their rates by 50% and their 0800 access prices to $1/hr below
Voyager™.

Xtra's entry price was below other I1SPs, but appeared to have only minor effects on competing
suppliers and customers. The August 1996 pricing scheme, however, had a dramatic effect. Many
amdler regiond 1SPs complained they were unable to compete, and 19 of the 80 ISPs in operation
a the dart this phase either closed or stopped providing Internet access service. IBM and
CompuServe did not match either pricing scheme, and a0 lost customers. The internationa
infrastructure of these |SPs, and associated chegp bandwidth, was a competitive advantage in the
market prior to Xtra's entry; but became a weakness with the entry of Xtra and some of the other
more competitive ISPs. Theinternationa 1SPs experienced high nationd cogts, with few points-of-
presence, but had no advantage internationdly, as Xtra, through Telecom, faced the either the same
or lower internationa costs. Both CompuServe and IBM continued to lose market share and had
became inggnificant competitors by the end of Stage 1.

'8 Templeton, pp 25.
9 Voyager initially charged $6.95/hr and Xtra $4.95/hr but \Voyager immediately dropped their price to $5.95/hr in
order to compete with Xtra's price.



Voyager was the other sgnificant loser during this period, with its market share dropping from 38%
to 22%. Voyager was unable to meet the new pricing regime due to its cost structure, which it
complained was largely dictated by Telecom, from whom it purchased bandwidth and 0800 service.

In November 1996, six months after Xtra's launch, Clear Communications, New Zedand's second

telecommunications service provider, launched its own ISP, ClearNet®. Clear’s initid investment in
the service was NZ3$3 miillion and ClearNet started with 15 points of presence. ClearNet is a
business unit of Clear Communications and there was no pretence of separaion between the two

entities - ClearNet uses the resources of Clear Communication as necessary. Clear stated that its
compstitive advantage would be in its ability to provide superior service. ClearNet launched its
service with much less fanfare than Xtra and primarily offered service to existing customers, most of
which were businesses. In 1997, ClearNet began focusing even more directly on business cusomer

needs, with increased offerings for value-added services such as hosting web sites and supplying

high-speed data services over the Internet. The ClearNet pricing Strategy was different to Xtra's,

and was based on pesk service demand times. (See the ISP price list in Appendix B.) At $5.95

per hour, ClearNet's 0800-access service was unable to compete with Xtra's offer. For whatever

reason, Clear decided that it could not match Xtra's toll free pricing. Despite being less aggressve

on market entry, ClearNet quickly captured about 17% of the market and it maintained this share
throughout the period.

In generd, athough Clear Communications parent companies were wel-resourced, it seems that
Clear may have had fewer resources available than Tdecom.? As may be expected, it targeted
large usars.  Although it has built a nationd backbone, its bandwidth capacity is less than that of
Telecom. Specificdly, the backbone runs only through the main population centres. Its organisation
ismuch smdler than Telecom’s and its customers are mostly confined to businesses in the CBD of
major population centres. Itsresdentia customers are mostly confined to Auckland.

%0 Clear announced their intention to start an Internet access service in July 1996, soon after figureswere first
released showing Xtra's phenomenal growth.

21 75% of Clear Communication was purchased by British Telecom in June 1999 which will may affect access to
resources. MCI was the majority owner prior to British Telecom but Clear’ s financial resources seem to have
been restricted parent owners.



Ihug grew subgtantidly during this period. At thetime of Xtra s entry, lhug began to offer aflat rate
sarvice, backed by the bandwidth it had obtained from sources outside of New Zedand. Its pricing
plan implied far lower charges for heavy Internet users (details in Section 4.5), and Ihug was able to
compete with the other firms in this small segment of the user population. Financia success dlowed
Ihug to grow, offering services nationaly and in Audtrdia by the end of Stage 1.

Other 1SPs, such as NetLink, Actrix, ICONZ and some regiona |SPs, maintained their customer
base but their overal market share did not grow with the mgor 1SPs.  NetLink, for example, chose
to target business customers and de-emphasise resdentia customers.  This relegated them to a

smdl, profitable ISP in the Wdlington region.

Stage 1 thus saw dramatic changesin competitor positions and pricing schemes.

Xtra entered the market and quickly influenced prices and price structures, and expanded

market share.

ClearNet, in a less aggressve manner, entered the market and followed Xtra's actions,
becoming second in market share, targeting business customers and following Xtra's strategic

behaviour.

Ihug competed with a radically different pricing Structure of a flat monthly rate, which it was
ableto offer by sourcing bandwidth from other than Telecom and Clear.

Voyager drifted from firgt to fourth in market position during this period, and was unable to

remain price compstitive.
CompuServe and IBM lost market share.
Smadller and regiond |SPs had to learn to compete in this new environment or exit the market.

The end of Stage 1 brought fewer accusations in the press about anti-competitive behaviour and
violations of net etiquette, and saw more dtable market prices. Xtra's prices remained sable
through to the end of 1997 and, after their initial response, competitors also settled into a period of
dable prices. By the end of the period, dl ISPs were experimenting with offering traditiond



telecommunications services such as ISDN and leased-lines to supplement their Internet access

revenue streams, which had decreased in profitability on a per-subscriber basis.

433 Stage 2: 1998

| SPsdevelop into “ Little Telcos’

After the intense price competition of Stage 1, Stage 2 saw the Internet market move into a period
of sability , with alower rate of exodus of providers. The practice of offering telecommunications
services spread to smaller ISPs, and by the end of 1998, most 1SPs offered some type of
telecommunication service focused on business customers. Most of these services focused on data
communication, but some included forms of traditiona voice telephony. These services competed
directly with those of the telecommunications service providers, and frequently undercut their prices.
As marketing for these services grew, so did customer interest, and the | SPs, as subfidld members,

were effectively competing with firmsin the main industry in some aress.

By the beginning of Stage 2, the ISPs could be classified into two types. “generdigs’ and “nichers’.
The generdids, or “full service ISPS’, included Xtra, ClearNet and VVoyager and can be defined as
those providing service to experienced and inexperienced users, high and low traffic users, and to
both business and residential customers. The companies invested resources in personne, advertising
and technology to attract al customer types. It is gpparent through the market share figures of Table
2 that Xtraand ClearNet had success in using this strategy. VVoyager, however, continued to lose
market share. Of dl the ISPsin the Internet subfield prior to Xtra's entry, Voyager is the only ISP
remaning a gengdis. During Stage 2, customers could dill identify Voyager (and its parent
OzEmail) by its early drategy as industry innovator. For example, Voyager introduced Internet
telephony more than a year before any other competitor, and developed an international network to
support the technology. However, Voyager's image as an innovator does not seem to have been
aufficient to retain its market share in an increasingly price-competitive market. Xtra and ClearNet
shifted during Stage 2 to place more emphasis on business customers, possibly to seek grester

margins.



The rest of the ISPs can be classfied as market nichers. These include Actrix, ICONZ, lprolink,
NetLink, Ihug and dl the amdler 1SPs. Most of the regiond 1SPs maintained either a CBD or
regiond focus. For example, one ISP serving Pamerston North maintained a web page advertising
loca events and the services of local businesses. These 1SPs were often more expensive than Xtra
but competed by meeting the needs of ther locd users. Some 1SPs focused on specific interest
groups, such as rdigious or environmenta groups. Other companies such as NetLink, focused on
the Internet and data communications needs of businesses, offering customers more options for
consulting and technology. 1Thug was the only regionally-based ISP in this stage to have pursued a
nationa subscriber base and business outsde of New Zedand. At the end of Stage 1, it was a
maor competitor in the Auckland region, but was sruggling to launch an ISP and data
communication service in Sydney. Ihug charged (and continues to charge) a flat monthly price for
the service (independent of time or Mbytes used) which has attracted heavy Internet users. It dso
continued to minimise its costs for bandwidth by using innovative contracts and dternative
technologies, such as satellite communications.  This srategy of expanding, reducing cost, and
concentrating on heavy users has paid off, as |hug has grown to be the third most popular service in
the country.

Table2 —Market Share of | SPs— Per centage of Total Customers

Jan 1997 | June 1997 | Jan 1998 | June 1998 | Jan 1999 | June 1999
Xtra 40% 57% 44% 44% 3B% 40%
Ihug unknown | unknown | 17% 15% 15% 16%
Clear Net No ™ 19% 18% 18% 18%
reliable
figures
Voyager 38% 22% 13% 8% ™% 6%
Total 40,000 90,000 180,000 300,000 400,000 500,000
accounts®

A Estimate based on a combination I nternational Data Corporation (IDC) estimates and discussion in the press

Many of the amdl 1SPs continued to survive due to the lack of free cdling options from the mgor
ISPs outside of the population centres. However, the dynamics of competition began to change in



late 1998 as more |1SPs purchased bandwidth on IPNet. |PNet is a network, separate from the
nationd network, which is specificdly built for the trangport of Internet traffic. Using IPNet means
that any ISPisonly aloca cal avay regardless of its POPs. 1PNet contained some new technology
and was publicly tridled for gpproximatdy two months exclusively by Xtra, then was made available
todl ISPs. ClearNet does not use IPNet services due to their own network investments. 1hug uses
IPNet, but aso uses other sources of bandwidth, including satdllite services. Although there are no
accurate figures, anecdota information in the press would suggest many of the medium to smdler
|SPs have switched to |PNet.?

The mgor trend in this period was that more and more 1SPs began to offer data communication
packages to businesses. As shown in Appendices B and C, both the nationd and regiond 1SPs list
ISDN service packages, and many offer leased-line services. These services provide businesses
with high-speed connections to the Internet. For example, ISDN can access the Internet at a
bandwidth of 64kbps - 1.9Mbps. The 1SPs sometimes resdl service provided by Telecom or
Clear, but many repackage their spare capacity to improve revenues. Many |SPs dso began in this
period to offer value-added services such as web page design, web page hosting and e-commerce

fadlities, targeting small business that didn’t have this expertise.

A smdl number of new regiond 1SPs entered the market to fill under-represented market segments.
Most provided low cost service with minimal customer support. Whereas most of the mgjor service
providers charged $2.50/hour for Internet access, these new entrants charged as low as $0.40/hour,
but provided little or no customer support. For example, Paradise.Net opened in 1998 as a small
ISP based in Wellington. The Paradise.Net customer was charged less than 20% of Xtra's price
schedule but had little access to help desk support or ingalation guiddines. None of the incumbents

have offered a smilar service matching price and customer support levels.

During Stage 2, the number of Internet accounts in New Zealand grew by over 100%. Users were
broadly segmented into resdentid and busness customers. A number of medium to smdl
businesses - possibly lured by the lower prices — began developing ways of utilising the Internet to

2 More | SPs have switched to IPNet in late 1999 as aresult of Telecom imposing acharge for all Internet users
accessing their service for more than 10 hours per month. Telecom created this charge to induce | SPs to use



enhance their own business activities. 1hug's growth suggests that users on average began spending

more time on the Internet.

4.4 Stage 3: 1999
The subfield of Internet access entersthe main industry

Stage 3 begins in January 1999 and is 4ill in progress a the conclusion of this sudy. The mgor
event between January and June 1999 was a change in the price schemes offered by Xtra, which
began to offer a flat rate price below lhug's rate. This led to a new round of price cuts, with
ClearNet and Ihug offering prices to match that of Xtras The factors which led to this event
include:

more people connecting for longer periods, and

Ihug improving its market share with the flat rate scheme,

The penetration of most 1SPs into business data communication continues, and the number of
customers seeking Internet access continues to grow. The rate of growth has dowed, but is ill

forecast to increase by around 50%” for the yesr.

During this period, tariffs have switched from time-based hilling to aflat rate. This encourages most
usersto increase their connection time. The long-term effect of flat rate billing is unknown, but in the
short-term it has increased use of the Internet for both traditiona and new services. Internet
telephony and Internet fax are dowly gaining popularity in the market. In addition, the number of
Secure users on Internet Sites (Extranets) has increased, and cable modems are replacing traditional
telecommunication data services. 1SPs are not yet full telecommunication service providers, but the
change seen at the beginning of this period would appear to postion them as competitorsin the main
telephony indudtry.

IPNet and thus remove traffic from the telephony network.
1 DC Research Report.



45 The Effect on Consumers

All Internet users have benefited from the decrease in Internet access prices, with different types of
users enjoying price decreases a different times. Using the price schedule for each ISP listed in
Appendix B, monthly charges for three typica users were caculated from 1996 through 1998.
Only prices for internationd traffic are caculated because it is assumed that most Internet treffic is
international. This assumption is based on the fact that most Stes are located in the US and non-US
users spend most of their time at US Sites. The users are defined as.

Low-End User

Each month, uses 10 hours per month of connection time and downloads 20Mbytes of
internationd traffic, al at peak usage times. As of 1998/99, this characterises a low-
end home user, dthough this would not have been so at the start of 1996.

Mid-Range User

Uses 20 hours per month of connection and downloads 100Mbytes of international
traffic, 50% at peak usage. This characterises either a heavy residentid user or a smal
business, with ardative increase in the former during the sudy period.

High-end User

Uses 50 hours per month of connection time and downloads 500Mbytes of
internationd traffic, 20% at peek usage. This characterises a business user, and the
caculations assume that extra email addresses are not as important as minimising the
monthly charge. Many of these users have high speed dia up connections or upgraded
data connections, athough this has not been assumed for price caculations.

Figure 1 below shows average prices, based on al 1SPs listed in Appendix B, for 1996-1999 for
the three types of user®’. Two averages are shown for 1996, the first for May 1996 when Xtra was
launched and the second for August 1996 when Xtra makes its first aggressive price move. Results

for the mgjor ISPs - Xtra, ClearNet, Voyager, and Ihug - are shown in Figures 2-4.

# These prices have not been adjusted for inflation, which has been low throughout the study period.



Figure 1- Average of Monthly Pricefor All Users
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The tablesin Appendix B and C list ISPs by National and Regiona coverage respectively, and the
| SPs are separated by coverage area. The nationas are 1SPs that advertise their service in dl mgor
cities Auckland, Wellington and Christichurch. The table ligs locations of points-of-presence
(POP). The location of POPs in the table signifies coverage area for an ISP, the area in which al
customers making a connection to the ISP are not charged toll charges. Most 1SPs had limited
nationa coverage in 1996. Voyager had full nationa coverage because users outside a POP free
cdl area could make use atall free number for an additiona hourly fee, which was about twice the
free cdl hourly rate. Xtra did not have full nationa coverage but had the largest number of POPs,
meaning that a large percentage of potentid users could access the service without toll charges. In
late 1996 as Xtra's subscriber base grew rapidly, Xtra indtituted a toll free number at $1 less per
hour than the Voyager number. This event sparked aggressve statements in the press between the
two (see Appendix A) and led to a Commerce Commission investigetion.

In late 1998, Telecom introduced a service for Internet traffic in order to get this traffic off the
national network. The prior service, New Zedand Internet Exchange (NZIX), collected al Internet
traffic on the nationd network and sent it through a specia purpose gateway. This new service,
IPNet, has diminated competition between 1SPs on the basis of POPs. Any customer can now call
their 1SPs via IPNet with no toll charge. The 1SPs must purchase the service from Telecom, which

seems to have not proven cost effective for smaler |SPs.

% The new scheme does not appear to benefit smaller | SPs, based upon their reluctance to take up the
service:instead they pass on the Telecom charge after 10 hours per month for those customers not on | PNet.



Figure 2- Monthly Pricefor Low-End User
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Figure 3- Monthly Price for Mid-Range User
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Figure 4- Monthly Price for High-End User
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For dl three user types there has been a steady decline in price over the period, with the largest
decline for the high-end user. The gap in prices between different |SPs and user types has closed.
Also:

Xtra entered in 1996 & a price somewhat below the average, but it was not the lowest in the
market. The subsequent decrease in the price in late 1996 was large. From Figure 4 we can see
that Xtra made no attempt at price leadership until 1998, when Ihug's market share began to
overtake Voyager's. (See Table 2)

ClearNet entered a the end of 1996 with an entry price matching Xtra's price. Its price
remained stable until 1998, when it increased the price for the low end user (Figure 2) and

decreased the prices for mid-range and high-end users.

Ihug has remained competitive for the low-end user and has maintained the low price leadership

in the mid-range and high-end user segments.

Voyager was not price-competitive for the low-end user until 1997. We can surmise that
Voyager lost customers because of charging a higher price than its competitors through 1996
and 1997. More recently, it has been unable to regain market share.

The convergence of monthly charge over time (see Figures 1-4). The convergence between
Low-End and Mid-Range Users in particular reflects the increasing variety of tariffs offered to

customers on the basis of their usage.

Evidently, al three types of Internet access cusomers have benefited from the lower prices in the
market. Users who use less than the “low-user” above can take advantage of the low-cot, low-
sarvice providers. It isaso clear that as the pricing schemes become less differentiated, 1SPs will be
forced to compete on other factors, such as extra services or dramétic increases in transmisson

Speed.

Ihug has maintained the lowest price for the high-end user throughout the study period. The figures
above show that Xtra's prices were below its competitors for the low cost user but 1hug maintained
alower price for the mid-range and high-end users. Some of Voyager’s decrease in market share

may be explained by itsinability to remain price-compstitive in most of the user classifications during



the study period. The pricing scheme of Xtra complemented the marketing scheme, targeting the

novice or low end user.

4.6 Competitive Interplay

The Internet access market in New Zedand has evolved from a market supplied by small grass
roots providers to a highly competitive environment where the main telecommunications industry
providers have the top two market shares. The largest firm, Xtra, has largely been able to determine
the prevailing price for Internet access. On entry, Xtra charged a price that was below the
prevaling market price and for some firms was less than the cost of supplying access. The
immediate result was a decrease in the number of 1SPs in New Zedand during 1997. This strategy
has had two effects. decreasing the price the other firms had to charge to remain competitive, and
increasing demand. Soon after entry, Xtra intensfied competition by further decreasing its price and
switching to charging by time rather than transfer use. Xtra then maintained this price and began to
focus on expanding services and attracting more business customers. The mgjor 1SPs followed suit
and the result was a more stable period with increased product offerings. In 1999, Xtra further
decreased the market price by introducing aflat rate scheme a alower level than Thug's. The other
magor 1SPs matched this, whereas they had not felt it necessary to match Ihug's pricing scheme prior
to this change. Overdl, the level and variation in prices charged by the suppliers has decreased
greatly since 1996.

Xtra's effect to the market is evident in Table 3, which shows a commanding market share Six
months after launch and continued growth. During 1997, Xtra obtained a large percentage of new

Internet users.

Table 3 - Number of Subscribers®

Pre-5/96 | 1/97 6/97 1/98% 6/98 1/99 5/99

XtraZ® 0 16000 | 51,000 | 80,000 133,000 150,000 | 200,000

% These subscriber figures are from published articles from the Reuters’ News Feed.
*’ |DC Research study claims 214,200 I nternet accounts for 12/97.
%8 X tra counts subscribers as number of people who have signed up, less number of people who have cancelled.



\Voyager 10,000 14580 | 20000 | 23000 | 24,000 28,000 A
Clear Net ® 8 15000 | 35000 | 55000 70,000 90,000
The Internet|” A A 30000 | 45000 | 60000 [ 80000
Group (Ihug)

CompuServe | 7000 8400 7000 A A A A

A Unableto obtain figures for number of subscribers for these times from Reuters News Feed.

® Not in operation until 11/96, no accurate figures by 1/97

Xtra has made competition difficult for some of the other ISP’ sand this has led to complaints to the
Commerce Commission, the administrator of the Commerce Act 1986. The Commerce Act 1986 is
relevant to Xtra as a business unit of Telecom New Zedland. The Act sets out conduct that inhibits
efficient economic mechanisms and prevents competition. Grievances are usudly brought before the
Commerce Commission. Sections 36 and 36A of the Commerce Act are intended to prohibit
misuse of market power. The test generdly gpplied is the ability to dominate a particular market,
not soldly that of providing great influence® The Commerce Commission has ruled that Xtra is not
consdered adominant player in this market Since entry barriers are very low and Telecom is not the

only provider of Internet access, local access or data communication Services.

Xtra maintains that the wholesale bandwidth price it enjoys is dueto its bulk purchasing. It hasdso
been funded heavily by Telecom and continued to sustain significant operating losses through 1998.
Telecom spent NZ$9 million to start Xtra® and initialy predicted Xtrawould be operating at a profit
within one year. Towards the end of 1998, Xtra was till not profitable and CEO Roderick Deane
stated Xtrawill be profitable by 2000** — four years after initia launch.

Each of the 1SPs discussed has created a Strategy for entry into the New Zedland Internet access
market. Each firm decided whether to enter the market and how much to invest in the entry effort.
This initid Strategic decison determined the resources an ISP had on market entry and grestly
influenced their reactions to competition. Telecom New Zedand decided to enter the Internet

access market in 1996, after the initid establishment of demand for access services. Telecom

2> Watson et al. Chapter 24 _ _
Figures quoted from several newspaper articles at the time of Xtra'slaunch.
% CEO statement in 1998 Telecom Financial Statement.



entered the market late relative to the market pioneers lhug, Voyager, and NetLink but earlier than
the second telecommunications service provider, Clear Communications. Telecom’'s drategy for
Xtra was to grow market share and grow demand for Internet access services. In support of this
drategy Telecom placed few expenditure redtrictions on Xtra Telecom New Zedand announced
that it gpent $9 million in direct investment on the launch but tota figures have not been made public.
Through Xtra services offerings in |P telephony, leased lines and ISDN, Telecom has demongtrated
itswillingnessto dlow Xtra to utilise its tedecommunications services in order to grow and maintain
its market share. Other “agents’, including ISPs, had access to these services as well, ether for

their own use or for resde.

In contrast, Clear Communications subsidiary entrant ClearNet may well have been on arestrictive
budget for their product launch, even though the owners of Clear, MCI and later British Telecom,
have had vasly more resources than Telecom New Zedand. However these internationd
companies have their investment soread across a wide range of markets. British Tedecom (BT) is
the mgority owner of Clear Communications and views Clear as the New Zedand member of its
international network, and one of many globa profit centres. It may be that Clear had redtricted
financid backing for its development of Internet services. If so, this would have influenced Clear
Communications strategy of entering the Internet access market in order to offer additiond services
to existing customers. Clear has developed this strategy to best use their other resources. customer
loyaty, customer service, and strong presence in Auckland. Clear’s goa's seem to be motivated by

retaining customers for multiple services rether than growing market share in individual markets.

Xtrd's drategy since its launch has been to grow market share with the view that holding the
majority of subscriber accounts will lead to long-term profitability. ClearNet's strategy isto maintain
customer relaionships, and offering Internet access is another service to provide to its customer
base®. Clear's passive strategy towards the mgjor competitors in the Internet market is due in part
to redricted financid resources and in part to a determined drategy to retain the number two
position in the tedlecommunications market. Other internationaly owned companies such as IBM,
CompuServe and Microsoft entered early when there was little competition. Their initial Srategy



was to use resources developed in the US to compete in the New Zedand market. As more firms
entered the market, these resources ceased to provide a competitive advantage and their structure,

with most resources located in the US, became a disadvantage.

The most successful small ISP has been Thug. 1hug's sirategy has been typica of anew firm, starting
with few resources and growing the business primarily on the entrepreneurid skills of the owners.
Typicd of a gart-up firm, Thug has concentrated on keeping costs low and maintaining cash flow.
There has been no gpparent strategy to grow market share but rather there has been an effort to
maintain the appropriate number of subscribers to minimise the margind cost of investing in
additiond bandwidth. Ihug has focused on residentid customers and smadl businesses.

In contrast, Voyager's srategy has been greetly influenced by OzEmail's financia resources.
OzEmail hasinvested heavily in technologica innovations that have paid off in captured market share
in Audrdia, placing them in second position. Voyager was OzEmail’s entry into the New Zedand
market in 1995. As a market pioneer, it quickly captured market share. However, throughout the
sudy period, Voyager seems to have been unwilling to decrease price in order to reman
competitive. Voyager has concentrated on the competitive resdentid market, and seemingly any
expenses or infragtructure improvements must be covered by income. This is smilar to lhug's
financid Stuation, but 1hug has steadily increased its market while Voyager has lost market share. It
is gpparent that 1hug, through risky and innovative acquisition of bandwidth capacity, has been able
to achieve alower cost Structure and thus remain competitive on price.  VVoyager has not remained

competitive on price, perhaps reflecting its cost structure,

NetLink, a smdler player, has maintained profitability but developed a different strategic direction.
NetLink was darted as a resdentid service through Victoria University of Waellington in 1995.
Though NetLink, through its relationship with the University, had more resources than other New
Zedland gtart-up 1SPs, its primary motivation was not profit but to provide access to congtituents.
Asthe resdential access market became more competitive through the 1996/1997 periods, NetLink
began a shift to build credibility with business cusomers. Currently NetLink has mostly business

% Both Telecom’s and Clear’ s strategies are in accord with an overall strategy of retaining their
telecommuni cations customer bases. The extensive customer base of Telecom meant that it would have to target



subscribers, who are few in number relative to the total market, but more profitable due to the vaue
added services Netlink provides.

The smdler group of ISPs (IproLink, Actrix, ICONZ and newly formed Paradisenet) has
concentrated their resources on retaining customer relationships in specific population centres and
maintaining a pogtive cash flow. Ther long-term strategy gppears to be surviva rather than

expangon.

Xtra's strategy throughout the period has been to grow the market and its market share. Xtra has
had access to financiad, human, physicd and organisationd resources of Telecom through their
relationship.  Xtra has been successful in accomplishing drategic gods and has achieved a
competitive advantage by leveraging off resources shared with Telecom New Zedand. In addition
to heavy financid invesment, Telecom provided Xtra access to the physica network for trids and
tests, and limited use of new technology for testing purposes for short periods prior to its availability
other ISPs. Xtra was ds0 adle to utilise Telecom's expertise in billing software, cal centre
operation and project management. Though the vaue provided by Teecom in human and
organisationa resources may have contributed less than other resources in achieving Srategic ams,
these advantages have nonetheless made a valuable contribution. Other 1SPs have had the same
access to physica resources, but communication aout network use and configuration would have

been easier for Xtra

Evidence of advantage from organisationa resources can aso be observed through a top view of
Telecom New Zedland's organisationd chart and how other 1SPs received service through the
dructure. The organisationd chart is shown in Figure 5. The figure demondtrates lines of reporting
to the CEO. Xtrareported directly to the CEO as a separate business unit within the Enterprise and
Directory Group. All requests were negotiated through the CEO and the Networks Group as
necessary. Clear and Telstra, however, negotiated with Networks Group for services but as
externd entities. This created a layer of decison-making between Clear or Telstra and Telecom
New Zealand that Xtradid not have. The other I1SPs; such as Voyager, Ihug and Actrix, discussed

sarvices with an account manager which in turn were discussed with the Services Group manager

all sorts of customersto be successful in the wider strategy.



and to the CEO as necessary. These ISPs faced an additiond layer of decison-making, which
dowed sarvice requests, communication and implementation. This provided an additiona advantage
for Xtraasit is closest to the decison-making and implementation process. ClearNet would have
amilar advantages within Clear Communication's network. However, top level decison making
would have been heavily influenced by the parent company.

Figure5- Telecom’s Structural 1SP Interface

I nterconnections: Services Provided to:
Clear Communications lhug
TedstraNew Zealand Voyager

&

Xtra

[
©

Resources avalableto individua 1SPs influence the components of business strategy. The decision
of how much to spend on advertisng and which types of advertisng to purchase are directly
affected by financid resources avalable to the ISP. Fgure 6 shows the totd of advertisng
expenditure for Xtra, ClearNet, Thug, and Voyager for 1996 through the third quarter of 1999.
Each ISP's percentage contribution to the total is aso shown. The total advertisng expense
increased subgtantialy between 1996 and 1997 and then more modestly in subsequent years. This
initid jump corresponds to increased competition for subscribers. In an effort to gain consumer
recognition, Xtra has spent at least 50% of the tota expenditure of the top four 1SPs in each year.
The precise causdity between advertisng and number of subscribers is unknown but advertisng is
one possible contribution to Xtra' s rgpid increase in number of subscribers.



Figure 6 — Advertising Expenditure of the Four Major | SPs
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Voyager spent around 50% of the total expenditure in 1996. As the absolute money spent on
advertisng between these four 1SPs jumped in 1997, Voyager's percentage amount decreased
dramaticaly presumably due to its inability to maintain a large expenditure on advertisng. 1hug
subgtantialy increased its advertisng expenditure in 1999.

Part of the reason for the large differences in total advertisng between the four mgor 1SPs can be
explained in Table 4, which lists the percentage of each 1SP's budget spent on TV/Radio versus
Print. Mogt of the advertisng in the TV/Radio category was for teevison advertisements.  Few
ISPs used radio spots.  Print combines both newspapers and magazines. TV advertising is more
codtly than print, but reaches a more diverse audience. Quarterly data were aggregated into annual
totals to avoid fluctuations caused by a contract figure reported in a sngle quarter, yet covering
more than that quarter’ s advertisng.

Table 4 — Advertising Budget Per centage Devoted TV versus Print

Xtra ClearNe Ihug V cyager
TV/Radio Print TV/Radio Print TV/Radio Print TV/Radio Print
1996 0.0% 100.0% 0.0% 0.0% 0.0% 0.0% 0.0% 100.0%
197 56.0% 44.0% 60.8% 39.2% 0.0% 100.0% 0.0% 100.0%
1998 17.6% 82.4% 0.0% 100.0% 0.0% 100.0% 0.0% 100.0%

1999 75.9% 24.1% 0.0% 100.0% 73.1% 26.9% 0.0% 100.0%



Mogt of the ISPs spent some money on print advertisng, with lhug, ClearNet, and Voyager
favouring print over TV. Mog of the large advertisng expenditure corresponds to a sSingle event.
Xtra spent substantial money on TV in 1997, when prices were dropped, and again in 1999, when
the flat rate was introduced. ClearNet has spent sgnificantly less on advertisng and yet maintained
their number two spot in terms of numbers of subscribers. This relates to the strategy to focus on
current Clear Communications customers, spending advertisng dollars on direct marketing efforts
rather than on a push to reach new customers. Xtra has maintained its percentage of advertisng
expenditure even though absolute amounts have risen.  This fits with the drategy of maintaining
leadership in number of subscribers. 1hug has increased expenditure at the same time as the firm has

become more aggressive in the New Zedland market.

The Internet access market is considered to be a subfield on the larger telecommunications market,
and the top four firmsin the Internet market now include two firms that have entered from the larger
market, and two firms that entered directly into the subfield. It is reasonable to assume that the
telecommunications providers are motivated, in part, by a desire to diversfy their service offerings.
For example, in Telecom’s 1999 Annua report, the CEO, Roderick Deane, describes the role of
Internet in its overal Strategy:

“The continuing development of Internet—based online technologies and services has created
demand for access to very high capacity (broadband) networks. Telecom’s broadband
drategy aims to open opportunities to create and sal innovative services and products to meet
this demand and lead the New Zedand economy online. Telecom is committed to an online
future. Thiscommitment will have substantia effects on Telecom’s networks, the services that
Telecom sdls and on interactions between Telecom, its suppliers and its customers...”

5.0 Strategy, Entry and Resources

This section of the paper considers the development of the Internet market in terms of the strategy
literature discussed in Section 2. In particular, recdl that the resources-based andlysis in business
drategy literature focuses on the unique resources possessed by each firm within an industry and
how each collection of resources within the industry leads to success of some firms over others. In
Barney's 1996 paper, resources are classfied specificaly as being vauable, rare, non-imitable and
supportive through the organisation. He podulates that these qudities of an individud firm's



resources may lead to a competitive advantage in the marketplace. The resources of the mgor 1SPs

a the time Xtra s entry and in Stages two and three are shown in Table 5.

Table5 - Resour ces of | SP Competitors

At time of Xtra'sEntry Stage 2 Stage 3
Xtra * Largefinancial resources evident from No changein * Increasein
financial statements resources accessible
» Managementresourcesin physical
telecommunications resources dueto
establishment of
» Parent Telecom network coverage almost |PNet
100% of households and businesses
(available to 1SPs) » Continuing
decreasein cost
 Certain communication advantage from
structure
complementary with Telecom
* Billing processes available from
telecommunications part of business
ClearNet | * Possiblelimited financial resourcesdueto | « Nochangeis « Littlechange

decision of parent firms

» 3yearsexperiencein telecommunication
industry gives some management

expertise

» Clear’sphysical resourcesinclude afibre
optic network connecting CBDs for data
communication low percentage of direct
access outside Auckland (available to

ISPs)

» Call centre and billing processes available
from telecommuni cations part of

business

resources

* Possible reasons for

continuing success
OStrong customer
loyalty

OStrong customer
presencein

Auckland

OCustomer service

skill

e Increasein
accessible
physical
resources due to
establishment of
IPNet




Table 5 — continued

At time of Xtra'sEntry Stage 2 Stage 3
Voyager * Minimal capital available from parent No changein « Littlechange
company, used for investing in new resources, cost :
e Increasein
technology structure continuing accessible
 Survival skills gained by management due disadvantage physical resources
to growth in market share and successes dueto
inAustralia establishment of
- Very little physical capital availablewith 5 PNet
POPsin New Zealand
» Minimal organisational resources
available due to new organisation and
rapid growth in market share.
lhug * Minimal financial capital, working to * Improved financia » Cheap source of

maintain status in market and expand into
Austraia

* Little management experience but

entrepreneurial spirit

» Physical resources consist of several
POPsin New Zealand (comparable with
Voyager) but real advantageis
contracted bandwidth external from
Telecom allowing a more competitive

price structure (ie SITA)

» New organisation with little devel oped
business process and organisational

support systems

capital dueto
profitable business
in Auckland and

Sydney

» Continuetoimprove
access with
contracted
bandwidth

bandwidth
becomes
sustainable

resource

« Capital infusion by

SkyTV share

purchase®

* Management gains

sufficient expertise
to become

resource

Increasein
accessible
physical resource
dueto
establishment of
IPNet

% SkyTV backed out of the agreement in 1999.




Table 5 — continued

At time of Xtra'sEntry Stage 2 Stage 3
IBM/ » Large potential financial capital from * Nochangein Left market for al
Compu- parent company resources practical purposes
Serve » Extensive management experience of » Lack of physical
parent companies resources prevents
- Nophysical capital within New Zealand, Innovative
all holdingsin international networks bandwidth
acquisition and
+ Extensive business processes experience thus competitive
available from parent companies :
price schemes
M ajor * Minimal financial resources Continue to improve e Improvement in
Regionals | * Minimal management resources (varies physical resources via management

extensively between | SPs)
» Minimal physical resources

» Minimal business processes but some

success of survivors

investment in services

resources allows
them to make
better use of their

limited resources.

e Increasein
accessible
physical resources
dueto
establishment of
IPNet

More specificaly, the decison of a firm to enter into a subfied requires the firm to maich its
resources with the ingredients needed to compete within that subfield. The literature discussing entry
into asubfield of a mature indudtry is gpplicable here: the Internet access subfield was created from
the rdaively mature tdecommunications industry. But the development of a new subfield does not
necessarily provide incumbents in the mature industry with a competitive advantage. The resources

of the incumbent must be applicable to the new subfidd. Mitchel (1991) postulated that the



incumbent may enter the subfidd later in the subfidd lifecycle than other less resource rich entrants

without loss of competitive opportunities.

This has clearly been the case for the telecommunication service providers in the New Zedand
Internet market.  What has created their competitive advantage over other Internet access
providers? Telecom and Clear both possess some form of loca access through their investmentsin
telecommunication infrastructure.  Both dso possess a large capacity of chegp internationd
telecommunications traffic through multinationd inter-connection agreements.  Xtra has been more
successful than ClearNet in growing market share largely due to Telecom's subgtantiad financid
support for Xtra that dlowed more flexibility in determining price drategies. 1hug's number three
oot in terms of market share is primarily due to loca and internationa capacity from sources
outsde the other access providers, that dlow a lower cogt structure and thus maintain flat rate

pricing. Mogt of the smaller 1SPs use Telecom's |PNet and its predecessor NZIX .,

Xtra s probability of successin the subfidd was increased by the low cost structure derived from the
physicad network holdings of the parent company: the ability to provide a single bill for telephony,
data communications and Internet access services, the parent company’s well defined business
processes and lengthy experience in managing cal centres, and more generdly, the financid and
management resources availableto it. Telecom's financid resources have alowed Xtrato set price
sructures and provide services that have made a loss for the divison. It has a competitive

advantage in the subfield that supportsits continued large market share.

This can be seen as part of awider strategy for Telecom, in which it seeks to maintain its pogtion in
the tdlecommunications indudtry, including any potentidly profiteble subfields that arise. Xtra's
drategy has been to modify its data communication products when it becomes clear that new
Internet technology promotes other ways of providing services. For example, Xtra introduced
Internet telephony when its competitors did, but withdrew the product after ordinary telephony
customers did not switch to this new product en masse™. It is apparent that Telecom will introduce

new services through Xtra as a subgtitute for current products in order to retain overdl market share

% NZIX —New Zealand Internet Exchange. Thisisan international gateway availableto all Internet service
providers, which is separate from Telecom’stoll call network.



and thereby profitability. Telecom’s operating revenue streams dso demondtrate the changes for the
last 10 years, shown in Table 6. While locd caling revenue has declined from 40% to 30% of
operating revenue and toll cals have declined from 30% to 16% of operating revenue, these
declines have largely been made up by revenue from mobile and data services. As we track the
revenue from mobile services, we see an increase over the period from 3% to 14% of operating
revenue. Unfortunately, Internet and data communications figures cannot be accuratdly tracked
because Telecom changed the definition of these services three times during the period. We can
track enhanced network services until one year after Xtra'slaunch (1997) and find at least a 10% of

operating revenue due to these services.

Table 6: Telecom Operating Revenue Streams 1989-1999-08-25

1989 1990 1991 1992 1993/ 1994 | 1995/ 1996 1997 1998 1999
Operating Revenue

(millions) 2158 2292/ 2431.8 2568 24743 2497/ 2691.9 2924.7 3083 3398 3434
Rev:Local Calls 37.5% 36.0% 34.7% 32.7% 33.9% 34.2% 32.4% 30.4% 29.6% 30.2% 30.8%
Rev:Nat Calls* 29.4% 225% 22.3% 214% 18.9% 18.1% 18.4% 18.8% 18.0% 0.0% 0.0%
Rev: Intnl Calls 17.2% 19.5% 20.4% 19.8% 19.0% 18.3% 17.9% 16.8%| 16.7% 15.4% 13.7%
Rev: Other 15.9% 22.0% 22.6% 26.1% 28.1% 29.5% 31.3% 34.0% 36.5% 0.0% 0.0%
Other/Cellular 2.6% 3.8% 46% 5.8% 7.0% 85% 10.7% 10.3% 12.5% 14.0%
Other/Directories 2.4% 3.6% 48% 3.6% 4.0% 40% 4.1% 4.4% 4.3% 46%
Other/Leased 5.9% 5.7% 5.8% 5.3% 5.1% 49% 4.6% 4.5%

Other/Enhan Ntwk 0.7% 1.5% 3.5% 4.3% 6.2% 7.8% 10.4%

Other/Misc 2.8% 3.6% 4.9% 4.2% 3.3% 2.6% 3.1% 3.4% 3.3%
Rev: Local Service 31.1% 30.2% 30.8%
Rev: Calling 38.1% 36.9% 34.0%
Revenue:

Interconnection 21% 21% 25%
Revenue: Cellular

and other mobile 10.2% 12.5% 14.0%
Rev: Data 8.3% 87% 9.8%
Revenue: Other

operating revenue 10.1% 9.7% 89%

*Revenue from National toll calls was discontinued as a category in the 1998 annual report and split between

Calling Revenue and other revenues.

Xtraand ClearNet have smilar resources developed through their telecommunications business.
ClearNet entered the market Sx months after Xtra and its market share has increased at a dower
ratethan Xtra's. It has moved to second place in market share, but its non-aggressive dtrategy as a

price follower sgnals ClearNet's willingness to remain in the second spot.  The history of events

* Consumers did not accept alower quality of service for greatly reduced prices.



shown in Appendix A demongrates that Cler Communication’'s srategy has been to follow
Telecom'’s actions and maintain parity to the greatest extent possible in price and service offerings.
For example, Tdecom announced it would offer an ISP savice in early 1996. Clear
Communications dso announced a service in August 1996, three months after observing Xtra's
early entrance results. Clear decided it was necessary to offer a smilar service rather than dlow

thelr cusomersto sign up with Xtra.

Over time, the market pioneers have not done as well as the later entrants. The Absolute Pioneer
Theory would predict that companies such as Actrix, Ihug, Voyager, ICONZ and some regionds
should be the market leeders. This advantage should come from smadler firms quickly changing
sarvice offerings to meet ill-defined customer demand and vague preferences.  In fact, the later
entrants have done well due to gpply sgnificant resources targeted on clearly defined customer

preferences.

The primary reasons for the non-gpplicability of Absolute Pioneer Theory are:

The pioneers were unable to creete a differentiability of their products through branding or

reputation. Consumers wanted the lowest price for their accesstime.

The pioneers were unable to create a switching cost barrier. The later entrants picked up
both new customers and switching customers due to the practically non-existent switching
cogtsin this subfield.

Ihug continues to remain competitive as the only firm without the resources of a teecommunications
company. It has been able to do this with a niche Strategy, and has benefited from a growth in their
target niche. It looked for innovative ways to cut costs by devel oping a distribution system outside of
Telecom's services.  International bandwidth is the raw materid for providing Internet access and
Ihug purchased satellite time without knowing whether it would fill the capacity. That gamble, dong
with some technology gambles, such as using locd radio transmisson and subgtantia investments in
internationa traffic access, created a beneficid cost structure for Ihug. It dso began offering a flat
rate service in 1996 when competitors were charging by time and/or traffic. As shown in Figure 4,

the flat rate service greatly benefit high-end users. Ihug's market share has grown from a negligible



share to 16% of the market, largely due to the growth of Internet users in that niche. Xtra and
ClearNet ignored these users until 1999, when Xtra announced a flat rate scheme and ClearNet
matched.

When reviewing the events of the Internet access market in New Zedand, we can classify the entry
drategy by the set of resources a firm possesses and the timing of market entry. A firm with limited
resources that selects early entry can be classfied as a Market Pioneer. This firm is entering when
the lack of resources does not pose a disadvantage. In the case of Internet accessin New Zedand,
the market pioneers would be Thug, Voyager, Actrix, NetLink, ICONZ and IproLink. A late
entrant into a new market with limited resources would be classfied as a Nicher. This firm uses its
limited resources to meet the demands of a small segment of customers whose needs are not well
met by the large firm(s). Examplesin the New Zedand market are firms such as Paradise.Net who
offer alow price, but with limited customer support services. In order to achieve market success,
Ihug has changed its Strategy from Market Pioneer to Nicher. Ihug is an example of how a survivor
of early entry can change its strategy in order to succeed with continuing resource limitations relative

to late entry competitors.

The firms with a larger set of applicable resources aither enter the market early or late. The early
entrant - the Creator firm - is investing money in technology or market research in order to find a
new source of demand, such as a new subfied. This firm has the extra financid resources and
management skills in the main indudry to creste a new subfield. The New Zealand Internet access
market has no example of such a firm (but a dassic example is 3M with its Post-it Notes™®).  The
firm with alarge set of gpplicable resources and a strategy of late entry, relative to Market Pioneers,
is labelled a Clock-Watcher, after the concept of a dud clock. From Mitchdl’s work, this firm
would enter anew market or subfield later and expect to receive substantial market share. Xtra and

ClearNet are examples of Clock-Watchers.

The dud clock theory can only be fully tested in a market with two equd incumbents entering a the
sametime. Mitchdl (1991) tested his theory in the US medica imaging industry with the staggered



entry of incumbentsto anew subfidd. He showed empiricaly that (1) incumbents could enter later
and have strong success and (2) timing between incumbents determined long-term success in the
new subfidd. Mitchel aso podulates that a dud clock mogt likdy exigs in industries with
pecidised assets such as manufacturing or digtribution since they are codlly to replicate. This is
applicable to the New Zedand Internet access market snce a key advantage of telecommunications
firmsisthe ability to digtribute the service locally and possession of anationa network. Entrants that

achieve alower cost structure succeed.

The drategy literature suggests that a decison regarding early or later entry will based upon the
resources available at the time of entry. For example, if an incumbent firm within the main industry
fet it could take the Creator position and gain a mgority market share in the subfied, the use of
resources in the subfield development would be justified. On the other hand, an incumbent firm in
the main industry could enter later, when more information about the new subfied is known, and ill
gan superior performance. In summary, a company can meatch its applicable resources, evauate
them with respect to competitors, and sdect an gppropriate strategy based on the timing of its
entrance into the new market. This study offers support for the resource-based entry-affecting
srategy; athough it demongtrates that innovative pioneers that develop a comparative advantge can

also succeed.

6.0 Final Comment

This study has provided a short economic history of the Internet access market in New Zedand. To
date it has been a subfidd of the tdecommunications industry. The subfield has evolved from Stage
0 when mogt of the users were hobbyists and academics to Stage 1 where the providers became
profit maximisng firms, through to Stage 2 where most |SPs offered traditional telecommunication
savices. This study concludes in mid 1999 at the start of Stage 3 where the incumbents are
aggressively seeking to maintain their rdative position in the subfield.

% A 3M employee discovered how to make temporary adhesive note pads to keep notesin his Bible. 3M used
this discovery to create an entirely new product which later spawned a new subfield within the office products
industry.



This study observes two generdisations from the New Zedand Internet access market. Firt,
resources that a firm possesses and the timing of their entry are more important than entering the
market first. The incumbents entered the Internet market much later but with superior resources that
alowed them to capture substantial market share and creste a sustainable competitive advantage.
The concept of an absolute advantage held by pioneers is not applicable if the cost to consumers of
switching is low, and if sunk costs are low or one or more of the potential competitors are prepared
to commit substantial financid resources. In addition, later entry may be facilitated by ready
organisation of complementary resources. The concept that a Strategic window or relatively short
period exigs between clocksis not gpplicable in these circumstances unless the entrant achieves and
maintains a lower cogt sructure. These conclusons may be more generdly applicable to other
Internet markets globally, and may help companies predict successful srategies in markets with a

dominant competitor. The question of how long an incumbent can wait remains unanswered in this

Sudy.

The economic history of the New Zedand IP market reveds rapid growth in customer uptake,
seeply faling prices and prices that have converged across suppliers. These results are not
surprising given the low barriers to entry and the increasing range of value-added products that are
obtainable on the internet.

An economic evauation of this should take into account the classc network externdity: that extra
persons with Internet access implies the existence of benefits to other consumers who may want to
exchange information with them. In fact, dthough this externdity is likely to exig, it may not be as
drong as it was in the history of telephony because of the reasonably close-subgtitute ways in which
consumers can exchange information without Internet access. Importantly, any economic evauation
should aso take account of the drivers of lower prices and internet penetration in the population. In
this respect the motivations and actions of the telecommunications companies may have a very
important influence on the economic performance of the market. For example, if Xtra's aggressve
pricing and broad based promotion induced penetration in the population to expand over what it
would have been otherwise, and Xtra goes on to at least break even (where its costs include its
market invesment cogts), then these actions will have very likely improved the dynamic efficiency of
the economy. This would be the case for any of the ISPs that by their own actions induced an

A~



expansion in the market as a whole, and for whom the investment was recovered. It is likdly to be

the case for market pioneers.
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Appendix A — Summary of Major Events in ISP market 1996-1998 — Major ISPs

19 POPs

Xtra

Commission

Name Apr-96 May-96 Jun-96 Jul-96 Aug-96 Sep-96 Oct-96 Nov-96 Dec-96 Jan-97 Feb-97
Lanuches national
Actrix Offers | SDN service Looking for roaming partner. |service:
$1.08/hr>$2.50/hr
CompuSeve Spits lS.P from . Has global roaming service.
Information service
Launches service:
$2.95/hr day, $2.50/hr
peak, $2.25/hr off-pe ak
ClearNet $5.95/hr 0800, Accuses
Xtra of anti-competitive
behaviour over bundling
practice.
. Has global roaming
IBM Gl dbal Network! Halves prices service.
Internet Campary of
NZ
The I ntemet Group No plans to launch global
Ltd (1hug) $40/mo flat fee roaming senvice.
Internet ProLink NZ
NetLink Offer VPN service
$4.95/hr peak Fingering/Spammin
$3.95/hr off-peak, (1) Several ISPs meet to . _g 975p: 9 1. Accuses Xtra of Exit
. . incident takes place, X Launches
Voyager NZ Ltd $6.95/h( 0§00. discuss Xtra pricing plan. (2) registers complaint promoting strategy 2. dfelrs fax to fax Internet
v Claims it will Threatens to withdraw 0800 > Expected to launch global service.
A . with Commerce . . telephony
increase from 6 to service roaming service.

Launches service:
$9.98/hr>$6.95
$7.49/hr>$6.95
$4.99/hr>$.95

Switches to hourly rate:
$2.50/hr $4.95/hr 0800

(1)Telecom drops $400 ISDN
connection fee (2) Telecom
blocks Voyager from Xtra
(restored within a week) 3.
Lots of problems in delivering
service.

Invites Voyager to take
part in IPNet trial.

Trials Internet;
telephony




Name Mar-97 Apr-97 May-97 Jun97 Jul-97 Aug-97 Sep-97 Ooat-97 Nov-97 Dec-97 Jan-98
Adrix
$8.50>$5.50,
CompuServe $3.95>$5.50,
$2.80>$5.50
Begin major
ClearNet marketing 1. Advertising focuses on business Introduces iPass
campaign, offers| customers, offers VPN seniice. 2. service, make local
ISDN for Launches Clear Net Commercialto call to ISP in 150
$7.50/hr invite business customers. countries.
1BM Globa Network
Internet Company of
NZ $2/hrto $1.10/hr
Launches
The I nternet Group competitor to 85% of international
Ltd (thug) Telecom's FR traffic goes through
network at great satelite link via Sky
cost savings by Tower. 2. Sells
leasing BW on Launches Sydney | microwave bandwidth
satellite. service via SkyTower. $1.125/hr
Intemet ProL ink NZ Offers 56.6Kbps Offers VPN service over Internet
NetLink
Offers radio based VPN senice.
1. $1.66/hr>$2.49,
$5.99 0800, $4.89/hr
0800prepaid, $2.99/hr
VoyagerNZ Lid 2. Accuses Xira of
differential 0800
charging. Ozemail buys
remaining 20%
. Launches
Xtra FCC Complaint lodged | nternet Changes name to Telecom Xtra,
against them. telephony slashes ISDN prices, refocuses on
Commerce bus cust. Offers data service
Commission Telecom lists cheaper than Netway. 2. Launches | $1.75/hr>$2.50/
rules in favour of [investment in Xtra at| Business Network to offere- hr, $4.95/hr
Xtra. approx. $100m. commerce services. 0800
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Name Feb-98 Mar-98 Apr-98 May-98 Jun-98 Jul-98 Aug-98 Sep-98 Oct-98
1. Spends $100,000 for 3D e-
Actri commerce server for web based
trix shopping mall. 2. Signs on for
Not fully upgraded IPNet and begins national
to 56kbps service.
CompuSeve
ClearNet
Unveils new packages for
Purchases LMDS business customers. Claims
frequency 66,000 subscribers
1BM Globd Network
Internet Company of | To offer 56kbps in Claims NZ Postand ASB Bank
NZ CBDs only. are customers.
The Internet Group
Ltd (thug)
Launches StarNet,
steps up data Plans fast data service using
services ads. satellte connections
Internet ProLink NZ
NetLink Launches Launches Internet phone service
Launches VPN Service via Internet Starts VPN over Intemet "iPhone" in Wellington, Auckland,
Internet. telephony service. Christchurch
1. Launches VPN Service via
Internet. 2. Claims it made
Voyager NZ Ltd operating profit, has 24,000
Cuts 0800to |customers, 800 corporate
$3.36, Relaunches|clients, expect to expand in Offers NetGain, prepaid plans
Intemet telephony| 1998. Has migrated to IPNet. $1.25>$2.50 from $1.25/hrto $2.50/hr.
Xtra
Launches "Business Builder",
ISDN service @ $7.50/hr, 1. Subscribers (1) Suspends Internet telephony
Cuts 0800to Internet roaming service. later reported at (2) Deane quoted as Telecom's
$2.50 IPNet Releases voice over Intemet 124,100 2. Launch future is the Internet (3)
online RFP. $45/mo for 50hrs. [Launches VPN Service Subscribers reported at 133,000




Name Nov-98 Dec98 Jan-99 Feb-99 Mar-99 Apr-89
. 1. Reorganises management

Actrix strudure in order to expand

business. 2. Ha King purchases
Using IPNet company outright.
CompuSeve
ClearNet
1BM Globd Network

Internet Company of
NZ

The Internet Group
Ltd (thug)

1. Claims 60,000 subscribers inNZ,
20,000in Oz. StarNet TV service
installation listed at NZ$3,000. Current rate
in Oz at 400kbps. ISDN Intemet service
A$868 installation, A$59/mo flat rate.
POPs Sydney, Brisbane, Melbourne. 2.
Commerce Commission unofficially
investigating lhug flat rate because it has a
3 hr max in peak times for continous use.

Has 40 ISP customers in Australia. Expected to resel PanAm
Sat bandwidth to Korea and Taiwan. Not using IPNet due to
unreliability.

Tospend $7.5 mi on
private long distance
toll calls network.

Internet ProLink NZ

Not using IPNet.

NetLink

Sets up eftpos transactions on its hosted sites, NetPOS. Costis
$325 to setup and $100/month. Transaction fees applies for
large transaction traffic.

Voyage NZ Ltd

Launches e<commerce

service. Design cost will

be $35,000-$40,000.

1. Hosts ASB's e-commerce site. 2. Has
15 POPs.

Xtra

(1) Telecom floats

charging local dialup data

service access. (2)

$2.96/hr 3. Xtra stil losing

money.

1. Telecom admits Xtra still losing $.
Subscribers are now to 159,600. Launches
web mall site. 2. Hackers infitrate Xtra but
subscribers must pay $150 to trace bad
charges. 3. 5000 customers were left
without email from 27/11 to 28/11 due to
error in upgrade. Web site hosting drops
from $100 to $25/mo.

Launches CommerceBuilder, an e-commerce trading platform

IPNét connedtions. 2.

for businesses wanting transactions on the site.

savicesavdleble

1. Tdecom charges $0.10/hr for

CommerceBui lder allowed to use
128hit encryption by US Dept of
Commerce. 3. Initid packege is
$600/store and $3/invoiceover
$100, mi nimum $100/mo. EDI

Telecom wil offer
ADSL sevice to all
ISPs on IPNet from
April. Subscribers are
now to 160,000.
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Name

May-99

Jun-99

Jul-99

Aug-99

Sep-99

Adrix

Audland Intemet

Exchange
CompuSeve
1. Moving to a flat rate in June but price not disclosed.
Expects to spend $2mil on upgrading the network to
ClearNet meet demand. 2. Clear adds modems and bandwidth
and access points in Christchurch. Currently has 90,000 |Introduces flat rate $39.95 chargein response to Xtra
Customers. and lhugs new flat rate charge.
Globenet
IBM Global
Network
Internet Company of
Nz

Thelnternet Group
Ltd (I hug)

1. Sky TV planning to purchase 30% stake in ISP with an
option to increase stake to 45%. Price estimates for
stake is $30 to $35 milion. Claims 75,000 Internet
accounts. lhug claims Sky has complementary
technology, Sky claims lhug a good investment with
possble future synergy. 2. Claims 80,000 subscribers.
Claims 60% of customers on flat rate. Doubled the time
of its $30 Sapphire account.

Flatrate fee reduced from $45 to $39.50in response to
Xtra price announcement

Sky pulls out of deal to
buy 30% stake due to
lhug plan to offer

competing cable service.

Internet ProLink NZ

NetLink
Paradise.Net Offers free Internet access through Satum.
Quik Introduces flat rate service for $39.95/month.
Voyage NZ Ltd
Xtra 1. Rumours that Xtra may be floated. 2. Introduces new

flate rate for $39.95 undercutting lhug's $45 flat fee. 3.

Claims 200,000 customers

Has first profitable month. Has 200,000
subscribers, 40-50% of the market
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Appendix B: List of Internet Service Providers in New Zealand — National

. Set up Fee On-going Charges Customer
Name L ocation 1996 1996 1996 Connect Charges 199% Service 19% Produds 1996
) Help, desk
) - $168/yr switches to Intl: $3Mb, Nat1: ’ .| Internetaccess web
Actrix Nationwide $0 $65/mo for 60hrs 12/96 $0.50/Mb modem speect page hasting
28.8kbps
Internet access,
(a) $9.90/hr X
o (a) $17/mo for 2hrs Powerusers $13/hr | modem speect magazi ne, downloadable
CompuSeve | Nationwide None Powerusers: $39.50/mo software and news
peak, $0.60/r off-peak, [ 28.8kbps )
for Shrs o deavol ume char service, web page
oS hoging
$2.95/hr 7am-4pm,
$2.50/hr 4pm-12am (all
ClearNet Nati onwide $34.95 None day Saturday/Sunday), Internet access, email
$2.25/hr 12am-7am,
$5.95/hr 0800 service
Auckland )
IBM Globa - y (@) $12moinc3hrs (b) | (a) $5.75hr (b) $5/hr | modem speed
Network Chi sphuch, None $55/moinc 10hrs no datavo ume 14.4kbps Internet access
Wellington
Auckland,
Ckg:rgﬁ:fh' (@) $360/r (B)
Irtermet Hamilton, (&) %25, (b) (&) $10/mo inc 1Mb (b) | $1.20/hr peak ($12/hr 20
Com of | Napier, Nelson, | $100($150 $30/mo inc 3Mb peek, $2.40/hr day userdmodem | Internet access, leased
$n y agdn;er <on ' commi) ($50/mo commlinc | comml) Int1: $1.99/Mb | modem speed: lines, ISDN
10Mb) peak, $0.99/M b off- 28.8kbps
North, Rotorua, peck
Tauranga,
Wellington
(a) $20/mo A uckland
Auckland, ($25.3§ el‘sewhgre) for
Christchurch GMbintrdfic(d) | 0 .50 gamb 10
The Internet . ' $9($75 $30/moAuckland e o userdmodem | Intenet access, email,
wallington, Nat'l: $0.50/Mb, (b) i
Group Ltd Whengarei (via comml) ($34.13 elsewhere) for $0.99/h, ¢) nore modem speed: web page hogting
| GgSIrN) 30hrs c) $39mo ’ ’ 28.8kbps
Auckland ($39.38
elsewhere)
$4995 Intl: $2.80/Mb peak, 2
Intamet ruckad | geoss [ 99FMOBBIS N h e cft-peak, | XTI | yerngt ancess, email
ProLink NZ comml) ). modem speed:
comml) Nat':0.55Mb
28.8kbps
12
Auckland, $30/mo( for 3chrgmo, |$V/hr, Int': $1.60 pek,
Newink | cmischuch, | 0G0 1 ovninet, 20vb Natl), | $0.320ff-pesk, Natl: | STIMOEM | e access, email
Wellingon | ™41 0NY) $10 email $0.20 modem speect
o : 28 8bps
Voyager NZ L $35for 5hrs $10/hr peak, $5/hr off- | modem speed )
Lid Nati onwide connect fime Nore peok 28.8bps Internet access, email
Internet accessTelecom
((":‘))) 212995;?;‘; ;Or'fshc')s (a),(b) $695/hr c) billingon | charges for 1SDN: 945
Xtra Nati onwide $39.95 9 95 for 10 hrs $4.95hr, switchesto o ecorgn bill for modem, $120/mo
S $2.50/r flat 8/96 CBD, $150/mo
discontinues 8/9% .
otherwise




. Setup Fee | On-gaing Charges Customer
Name Location 1997 1997 1997 Connect Charges 1997 Service 1997 Pr oducts 1997
Internet access,
(@ Intl: $2.50/Mb peak, $0.80 . .
Actrix Nationwide (8) $30 (b) $50 $g)/$16f8’y ’GS:) off-peak Natl: $0.50M b pesk, mosfgg(zpeed' W"b' ISDN,
moTor3OrS | ¢0 20 off-peak, (b)$2.50/hr ps Web page
hosting
7Imo for 2h
Auckland, Christchurch, (2)$;39n;3;; fo:s modem speed: Internet access,
CompuServe Duredn, Hamilton, Nore ’ (@) $6.50/r (b) &c) $3.95 Speed: email, web
. 10hrsc) $70/mo for 33.6kbps .
Wellington pege hosting
25hrs
24 tr hel Internet
$2.95 husiness hr, $2.50/hr | net ek modgm ne:;” TVO::'
ClearNet Nationwide $34.95 Nore peak, $2.25/hr atherwise, o .
$5.95'hr for 0800 speed pagehodting,
~=anrior 56.6kbps ISDN
(a) $12/mo for Shrs
IBM Globd | Auckland, Christchurch, Nore (b)$45/mo for (8 $2.50/hr (b) $2.25/hr c) modem speed: |Internet access,
Network Wellington 20hrs c) $90/mo for $1L50/hr 33.6kbps email
50hrs
(@ $10/moinc
Auckland, Christchurch, IMb+ree off-peak | (a) $3.60/r (b) $1.20/hr peak
Duredin, Hamilton, (@) $25,(b) | access(b) $30mo | ($12/hr pesk, $2.40hr day 20
Internet Internet
C(; on of Napier, Nelson, $100 ($150 | inc 3V b ($50/mo | comml) Intl: $1.99/Mb peak, | users/modem nl en ﬁ?:ss'
E:?y Pamerston North, comml) ¢) comml inc 10Mb) $0.99/Mb off-pesk c) modem speed: 1SON S
Ratorua, Tauranga, $100 ¢) $60/mo for 50hrs|  $0.04/min no datavolume 28.8kbps
Wellington Auckland ($55 charge
dsawhere)
(a) $20/mo
Auckland ($25.38
esewhere) for 6Mb 10
The I rternet Auck!ar’d, Chrlstchuch, 49 (75 int! traffic (b) (@ Intl: $0.99Mb Nat!: users/modem Intemg access,
Grow Ltd Wellington, Whangarei comml) $30/mo Auckland $0.50Mb, (b), ) nore modem speed: email, web
P (via IGRIN) ($34.13 e sewhere) ’ ’ o8 Bkip S | pege hosting
for 30hrs c) $39mo P
Auckland ($39.38
€l sewhere)
Internet Auckland, Christchurch, |$49.9 ($39.95 $19.95/mo Int1: $2.80/Mb pesk, $0.98 off- [ modemspeed |Internet access,
ProLink NZ Wellington comml) ($49.95/mo comml) pesk Nat'l: $0.55Mb 56.6kbps email
. $30/mo for
AVL\‘/‘;kllfmdt’ Chlz'schllt'ch Bdhrse2Mbinel | $Vhr, Intl: $L6AMb peak, s/lz A
NetLink arington, Mamilon | ¢ &0 email | traffic+20Mbnat’l | $0.32/Mb off-peck Nal: | U557 MO%EM, [intemel access,
Napier, Palmerston North, . modem speed: email
) traffic $10/mo $0.20Mb
Nelson, Dunedin . 28.8Mbps
email
(&) none (b) $55/mo| (a) $7.95/hr peak, $4.95/hr off-
. for 10hrs, switches|  pesk, (b) $4.95/hr no data
VWT_%Z Nz Nationwide tqo&s;z;\gg;; $49.95/mo for volume charges switches moz%eg(zp?d Interr;i:l:cess,
: 30hrs($249Mr) | $2.99/hr OR $5.99hr 0800 P
3/97 ($4.49/r prepaid) 3/97
Auckland, Wellington,
Christchurch, Dunedin,
) . Chargeon
Gisborne, Hamiltan, honebill Internet access
Xtra Napier, Nelson, New $39.95 $36/mo for 20hrs | $2.50/r, $4.95/hr for 0800 P ’ - !
Plymouth, Pamerston modem speed: emal,
Y ’ 33.6kbps

North, Ratorua, Tauranga,
Wanganui Wellington




Location 1998 (POPsif | Set up Fee . Customer
Name available) 1998 On-going Charges1998 Connect Charges 1998 Service 1998 Products1998
] Intemet access, emall,
&ﬁg fro(re;\j"l') ‘(’S)' ’gz(;‘)mo Peak: (a) $3/Mb (b) newsgroup, web site
) P $49.95, $5 $2.50/Mb ) $2/Mb Off-peak: | modem speed: hosti ng, secure server
Actrix Nationwi de : for 10Mbc) $30/mofor : N
(emadl only) (9 1.50/Mb (b) $1.20/Mb ¢ 56.6kbps | access leased lines, national
15Mb (d) $30/mo for S0frs $0.98/Mb, (d)&(€) $2.50/hr roaming Internet aceess,
(e) $560/mofor 50hrs DDS. |1SDN
(a) $17/mo for 2hrs (b) .
CompuSave Nationwi de $950mofor 10hisc) | (a) $5.50Mr (b)&.c) 395hr 'memna sooes, ima"’
$70/mofor 25hrs group
$2.95 business hr, $2.50/hr d;‘:(h;:zgn terret sccess amail Web
ClearNet | Naiorwide (15P0P) $34.95 None Ingt peak, $2.25/hr otherwise, » Mo €ss emar,
speed: page hogting, ISDN
$5.95hr for 0800
56.6kbps
IBM Globd Nati onwi de+several $70 (none for (8) $11.9mofor Strs (b) | (@) $250/r (b) $2.25/r ¢) Intemet access, emall,
. $45/mo for 20hrs ¢) $90/mo $1.50/hr ($6.19/hr for )
Network countries 1999) . roaming access
for 50hrs roaming)
(a) $10/mofor Shrs+5Mb @ $1.99/hr+$1.99/l\{|b'peak,
emal only (b) $30/Mo for $0.50/Mb off-pesk intl (b)
v $1.20/hr+$1.20/Mb peak,
Internet 20nrs+20Mb Q) SSUMOTOr | -y "ot eric it o) Intemet access, email
Nationwide (POPsin | $50+3mofee | 50hrs+50Mb (40hrs+40Mb ) modem speed: . '
Company of X . . $1.50/hr+$1.50/Mb peak ISDN, DDS, wireless
Auckland, Wellington) | ((d)&(e) $100) [ outside calling area) (d) ) . 56.6kbps . )
Nz ; (time charge al thetime nnections, roaming access
$75/mo for 60hrs+t60Mb inc . B
5email addr © outs de calling area) ()& (€)
$125/mo for 100hrs+100Mb $Vhr+$1/Mb peak, $0.30/Mb
off-pesk intl, $0.20/Mbnal
Internet access wireless
Aleanda, A.UCkI and, (8 $45/mo (b)$480/yr c) local access, satel lite service
Balclutha, Chrigchurch, .
The Intanet Dunedin. Hamilt $33.75/mo for 30hrs(d) & (F) SL10H ()& trans Tasman and in
elntan unedin, Hamilton, $59 $2250imo for 20frs Q& (f) $1. 10 (d)&(e) Sydney, website hosting,
Group Ltd Invercargill, Oamaru, $2.25hr ) )
X (e)$11.25/mo for 10hrs (f) video confeaend ng, StarNet
Quesnstown, Timaru, $50/mo for 100hrs (toll-free) videomulticasing, ISDN @
Wellington, Whangarei "9,
64kbps
(a) $19.95/mo (b) $26/mo . }
Internet o $49.5, for 6Mbc) $44/mofor 25Mb |m|'$2'80/Mbpeak’,_ modem speed: Imemfaax%’ email,
ProLinkNZ Nationwi de ($89.95 s must be id $0.98/Mb off-peak Nat'l: 56.6kb | eased lines, newsgroups,
in commly | (BCoouNts must be prepaid), $055/Mb 6kbps chet rooms,
$49.95/mo comml
NetLink roton, ’ $39.31/mo 8hrs c) (a) $4.49/hr (b) $3.3V/hr L )
Napier, Palma'ston $64.63moflat rate VPN savice, ISDN service,
North, Nelson, Dunedin ’ fibre loopsinWellington.
(8) $25/r o for 10hrs (b)
$40/mo for 20hrs c)
Voyaer NZ o BOR667ex | oy o aDhrs (d) $3.36/hr Peck, S250/hroff- | specet | Internet apess email, web
Nationwi de GST comml 1- peak (a) $3.36/hr (b)&c) - -
Ltd 5users) $75/mofor S0hrs $2.50/hr d) S2/hr (&) $150/H 56.6kbps site hosting
(e)$125/mofor 100hrs, all ’ "
acdsprepaid, corm| retes
xtra Nationwide (all calls 9.5 (a) none (b) $35/mo for $$O/xé§49;rz:so:;godles modem speed: I ntemet access. emil
billed aslocal) ’ 20hrsc) $45/mofor 5ohrs 087) 56.6kbps '




Name L 0cagon ;|._999 St wp Fee On-going Char ges 1999 Connect Cugomer Products 1999 Notes 1999
(POPs if avail able) 1999 Charges1999 | Service 1999
None for Help Desk:
resi dential g?galj’: f)loog’;;/“wf 1‘;’;'”' 24“;?3"3;’:’”" Dial Up56Kbps, | Dial Up One: 1 email address
Adrix Nationwide dialup, |18 SPOne sr.Smotor 1hrs $Uhr =Y%M Apg, ISDN, Cable |and 2.5M page Dial Up Two: 5
$49.95 Dial Up Two: $34.95/mo 10:30pm Aceess VPN | email addresses and 5M page
cor .r de Corporae $79.95/mo Sat/Sun Flat
po Rate max 6hre
. . . Standard: $17/mo for 2hrs, Super Standard: .
Nat de viatol| Dial U N
CompuServe ronwideviato None stated| Value: $39/mo for 10hrs, $70/mo | $5.50/r else Call Centre 18l Up ccess, News
free number s|vice
for 25hrs $3.95/hr
Nati orwide (local Usage 51_;2.50/hr, $5.95/hr 0800 Flat rateonly ava lable for
all not Casual: $26.50/mofor 12hrs 24he/7 day helo | Roami b local access, Usage accounts
CleaNet Ie;b(?ess al $34.95 Serious: $38/mo for 20hrs, $2.50/hr d dedg P hojmn?’s‘g; VPgN must pay $5.96 for email, Web
avariabe in Powe': $51/mo for 30hrs Flat ng, ’ pageis $4.40/mo for 5SM and
aex) Rate: $39.95/mo or $399.50/yr 20M traffic
Nati onwide (local Classc: $12/mo for 5hrs Classic $2.50/hr Help Degk:
1BM Gl obal call access not . : Convenience: | normal business .
! . $78.75 | Convenience: $45/mo for 20hrs . Leasad Lines
Network availableinall Mega $90/mo for 50nrs $2.25/hr Mega hrs, 5 emal
aex) b $1.50/hr accounts forall
Resi dential Lightnet: $14.95/mo
for 20hrs, Midinet: $24.95/mo for
$34.95 50 hrs, M eganet: $34.95/mo for ISDN, permanent
Internet res déwtia] 200hrs Business Entrynet: connections, VPN, Corporaegives 5emal
Company of Nationwide $50 " | $30/mo for 25hrs+50Mb Sohonet: $1/50/hr Help Desk fibre connections, | accountsand freeaccessfrom
Nz corporate $50/mo for 50hrs+100Mb Biznet: Wi reless connections, 12am to 7am
$70/mo for 75hrs+150Mb ADS., Cable access
Comnet: $85/mo for
100hrs+200Mb
Diamond: $39.50/mo Di amond .
} Satellite Internet .
Thelntenet A us: $34.95/mo Sgpphire Hel p Desk: connection. TV Diamond A us must be at local
Nationwide $39 $29.95/mo for 60hrs Gold: $1.50/hr ) . POP cdling locetions, all
Group Ltd 24hr[7 day programming,
$19.95/mo for 30hrs Bronze $10 acounts have5M web page
Internet Telgphony
for 10hrs
Additional
Auddand, _ chargesint1 peak IDN did upand
Hamilton, Nepier, Sandard: $19.95/mo Discovery: ) . .
Internet walinat $4095 | $26/mofor 6M Surfers $44/ (9am-8pm) pemanent, wirdess |Did up accountsinclude 100K
ProLink NZ N ington, ’ motor urers mo $2.80/Mb, int'l access, VPN, leased web page
Chri stchurch, for25M ). )
Duned off 98c/M b, natl: lines
tneden 55¢/Mb
. ISDN, permanent
Auckland, Netvel el 5: $10/mo for 15rs Netvaluel5: Hd p Desk: connections, VPN, .
. . Netvd ues0: $25/mo for 50hrs . X B . Use 0867 access outsideof
NetLink Wid lington, $30 $1.25/hr, 8:30am-5:30pm | fibre connections,
X Netvaluel00: $45/mo for 100hrs A POPs (I PNet)
Chri stchurch otherwise $1/hr M/F Cableaccess, Frame
Netvalue200: $85/mo for 200hrs
Relay
Casual, Casual: $3.36/hr peak (8am-
Vv 'NZ NetGan10 12am), $2.50/hr othewise VPN, ISDN, | eased
oy?_gzz Nationwide 0:$30 NetGain100: $29.95/mo for $1.25/hr Help Desk lines, Internet 5M web page
NeGan20| 100hrs NeGain200: $37.50/mo telephony
0: $37.50 for 200hrs
Advancell:
NZR an: $2.50/hr Advancel0: 5;7?:: Mar 99: $2.50/hr nati onwide
$10/mo for 10hrs, Advance20: Advance20:$1.25 | Help Desk 7am- May 31,1999: Ha Rate
) ) $25/mo for 20hrs Advances0: ) VPN, ISDN, $39.95/mo, Advancel0
Xtra Nationwide $39.95 /hr Advances0: | 11pm, 7 days,
$35/mo for 50hrs Advancel00: . ecommerce $15/mo for 10hrs, Advance20
70dhr $25/moweb site
$65/mo for 100hrs Adv ance: Advancel00: $25/mo for 20 hrs, NZPlan
$120/mo for 200hrs P $2.50hr




Name Web Ste Bandwdth Notes
provider
NzIX
Actrix www.actrix.conzor | 1996/97 | Leased lines $1000 connection fee, $115/mo plus Td ecom charges for i nstall & on+monthly+Mb | SDN $50 connection fee,
www.adrix.gennz | Tdecom $50/mo, plus Telecom charges for instd lation+monthl y Satum suppli ed services ava lable in some areas
|PNet 1999
www.compuservec | CompuServ
om, e
CompuServe www.compuservec | Network/PA
om.au Cnet
CleaNet www.dear.ng.nz CLIX waeb site hosting: $112.50/mo for 10M +200Mb/mo traffic
1BM Gl obal Wwvt‘)/'lbm'm/ﬁ’l p |'EM Cloba
° www.tom.com/gio Network Current name IBM Internet Connedti on Services, accounts 5 additi onal user Idsand 3Mb storage
Network  |alnetwork/newzeal.h
1996/97
tml
Sated in 1992 by Jon Clake and Chris Thorpe"techno-nerds' with 100 accts. Purchased by Ron Woodrow in 1995 due to
finandal trouble. ISDN: dialup: $400 setup, $195/mo for 64kbps+$1.50/Mb i nt'l peak+$0.50 int'| off-peak+$0.20 nat'l
peak+$2.40/hr, $300/mo for 128kbps, centr ex: $800 setup, $295/mo for 64kbps+$1.50/Mb peak+$0.50/ Mb of f-
Internet NZIX peek+%$0.20/Mb nat'l, $590/mo for 128kbps, call-badk : $250 setup, $25/mo Conned Charge: $2.40/ hr peak $1/hr off peak
Company of | www.iconz.co.nz 1996/97, Data Chargelnt: $1/M b peak ($1.50 perm connect) , $0.20 off-peak ($0.30 perm connect), DataCharge Nat1: $0.20/Mb
NZ IPNet L easad Lines: $1500 setup, $155/mo and ogue 28.8k, $195/mo DDS48K, $295/mo DDS64k, $495/moDDS 128k VPN:
web site design : $195 -$795 web sitehost: $250 setup e-commer ce: $250 setup, $50/mo,$0.50/transaction, $50 setup secure
sarver+$10/pg+$10/mo 64k wird ess: $500 set up, $195/mo, $1.50/Mb int'l peak, $0.30/Mbint'l off-peak, $0.20/M b nat'l
roaming: $25 setup, $1/hr non-1SDN, $2.50/r ISDN  global roaming: $7.50/hr, $1/connect DDS charges ava lable
NZIX and
SITA (a), (b) &(f) includes 5M b home page, ©) includes 2.5Mb home page web stehosting: $11.25/Mb/mo Sarnet: Sky Tower:
Thelntenet 1996/97 $767 ingtd lation (inchadware, software, acc setup, dish) sat d litedata service $868 installati on (inc hardware software,
Group Ltd www.ihug.co.nz | some treffic | acct setup, dish) for 500kbps, $59/mo for 60hrs ($2/hr over) or $69/mo fl & rate $20/mo for tol | service. inc 5M b homepage.
P on IPNet, | ISDN: $99 setup, $49/mo+$3/hr inc SMb home page, $99/mo for 60hrs+$2/ hrinc 5Mb home pege, $299/mo+3$0.04/min for
Left IPNet padket call-badk and 5Mb homepage
1999
Internet iorolink NZIX 1996 | Accountsinclude 100KB web page (IMb for comml). DDS installati on $400, $95/mo for 64kbps pl usInt'l: $1.45/Mb pesk,
ProLink Nz | WWWIPIOINKONZY &) v 1997 $0.65/Mb off-peak, Nat'l: $0.15/M b VAN set-up $150-$750, $75-$175/mo depending on | evel of security
private
NetLink www.netli nk.co.nz 1996/97
Tdecom
|PNet 1999
ISDN . .
provided by | SDN: $55 setup, $8/hr for 64kbps (12.5hrs min), $15/hr for 128kbps (10hrs min), $900/mo 64kbps fla rate, $1750/mo
VoyagerNZ “Teley 128kbpsflat raae DDS 64kbps: $500 setup+$900/mo 128k bps: $750 setup+$1750/mo 256kbps: $1250 setup+$3500/mo
Ltd www.voy sger.oonz| o « | VPN:$1326.67 setup+$900/mo+$6/hr | SDN dial connect+$2/hr analoguedial connedt  web site hosting: 1Mb inc in acct,
T(:‘g:i% $155 setup, $33.75/mo for 3 M bytes storage+$10/M b e.comm site $1652 seup+$135/mofor5Mb  Phone: $20
|PNet setup+prepaid cards for NZ, Aust, US HK, S. Africa, Korea, UK, Japan
NzIX Internet ice: C tion ti harged all oh billedon Td bill web site hosting: $112.50/mo f
Xtra wwwxtraconz |96/97, IPNet erng service: Connection timecharged per sec, arges bill ed on Te ecom bill web site hosting: .50/mo for
1998/99 10M+100M b/mo tréfic




Appendix C: List of Internet Service Providers in New Zealand — Regional

) Set Up Fee ) Connect Charges Cugomer
Name L ocation 1996 1996 O n-going Charges 1996 19% Service 1996 Product s1996
Auckland Internet Started in 1997
Exchange
Bay City Internet
Bay of Plenty Internet
Service (PlaNet FreeNZ2)
. Auckland, Christchurch, [$30 ($10 e $30/mo for_ 30hr5+2.0'\,/|b $ir, Intl: $2.50Mb © umrs/moder.n Internet access,
Binary Brothers waellinaton mail only) nat'| traffic+2Mb int'l Natl: &L 25/Mb modem speed: Web desi
o Y) | traffic (310 email only) b 28 8bps o
Bitworks Internet Services
Brice Parker Consultants Gishorne $82 $27/mo Intl: i%llx/lbbNat I Internet access
Intl: $6/Mbpesk, | 3 usersimodem
Cave Rock SoftwareLtd Chrigtchurch None $25/mo $2.50Mb off-peak | modem speed: | Internet access
Nat': $2.50Mb 28.8Kbps
Taupo (REAP-Regional
Central Plateau REAP ) L $60for $2.35/hr or $4.50/Mb | modem speed:
(PlaNet NZ) Education Activities software $15/mo whichever comes 1st 19 2bps Internet access
Programme)
Intl: $3/M b peak,
. 10 users/modem
. Auckland, Christchurch, | $50 ($99 $1/Mb off-peak Nat': .
Comnet Technologies Ltd wellington commi) $15/mo ($45/mo comml) $0.80/Mb peak, $0.50 modem speed: | Internet access
28.8Kbps
off-peak
$30/mo for 3chrs+20Mb
. natl traffic+2Mb int! $2/hr, Intl: $3/Mb .
C°mp';zr3iré;“ema Wellington ;?l(:rlio) traffic pesk OR 10Mb | pesk, $0.60/Mb off- mogge';'(zpeed' Internet access
I off-pesk ($10 email | peak, Nat1: $1/Mb hps
only)
(&) $20/mo for 5SMb(b) | Int1: $1.95/Mb peak, |15 users/modem
CyberNet Ltd Auckland $45 $50/mo for 25Mb ¢) $0.95Mb off-peak | modemspeed: | Internet access
$100/mo for 100Mb Nat': $0.40Mb 28.8bps
12-15
Auckl and, Christchurch, $3/hr no data volume | userdmodem
CyberXpress wellington $50 $30/mo for 15hrs cherges mordem speed: Internet access
28.8kbps
South Network Dunedi $20 ($40 $110/yr ($295/yr $2.65/hr, no data 2 :Trs/moder.n Internet access,
works unedin comml) comml) volume charges modem speed: web advertisng
28.8kbps
Digital EdgeLtd Started in1997
?ﬁﬂro:;vlvﬂyﬁlnf: $3/hr, no data volume 15 users/modem Internet access
Earthlight (PlaNet NZ) Dunedin $40 charges) ($300r cherge modem speed: email
28.8Kbps
com il
Eastern Southland Intermnet Goe $25 ($45 $150/yr ($230/yr $4.50/hr no data modem speed: Ftermet acoess
comml) comml) volume charges 28.8kbps
Slli(ggr?’ns:g;u?ﬁ‘ $13Hyr ($300KT Queenstown: $4.50/hr | 15 users/modem
Efficient Software Internet Oam ’ o, $15 | $3.36€elsewhere,no | modemspeed: | Internet access
A, Qu own, commi) datavad ume charges 28.8kbps

Timaru




. Sd Up Feel . Customer
Name L ocation 1996 19% On-going Charges 1996 Connect Char ges 1996 Service 199 Products 1996
Intl: $2.80/Mbyte , $1.40/Mb Internet ac
EntaNet Online Ltd Tauranga $0(8100 $15/mo ($50 comml) off-peak, 26.78?1?% owl Bmli)szresrlnn:ag:? ermail, W:SS
ag comml) ($1.10/Mb comm) Nat': B hosting, badk-up
$0.50/Mb -oKhps and online he p
ENe Christchurch
gishorne.net
12 per
. $30/mo for 30hrs+10Mb $1ir, Intl: $L50Mb users modem
GlobeNet Wellington $49 nal+sMbirtl Na1:0.50Mb modemspeeg | | Mtemetaccess
28.8kbps
- _— Chrigchurch (nationwide $240hMr, Int'l: $4/MbNat'I: modem speed:
Hindin Communicati ons ViaPNet) from $50 $20/mo &1 45Mb 28.8Kbps Intemet access
e P
i-Max Aucklend Nore $4-12/mo $3.60/Mb peak, $2.30 off-peak mogsergkzpeed: Intemet access
Natl: $1.20/Mb prepaid, $2/Mb -oKops
inet
Interactive Internet
Internet Hawke's Bay Hagtings, Napier None $15/mo Int1: $4MbNa': $250/Mb mog:gkzp;ed Intemet access
24 userd modem
Internet New Zed and Int': $2.75/Mb peak, $1. 50/ Mbyte )
Online Auckland $60  [$20/mo ($30/mo comml) off-peak Nt1: $0.80/Mb modemspeed: | Intemet access
28.8kbps
15 usersmodem
Internet Queenstown Queengown None $175/yr ($295 comml) $4/hr, no data vol ume charges modemspeed: | Intemet access
28.8kbps
Je Internaional Hamilton Cosed in 1996
K iwi Connect Internet A vcklend $40($100 | (3§ $20/mofor5Mb (b) | Intl: $250Mb pesk $0.95 off- 100“;'9'5/”10&, —
Savices wcklan comml) | $40/mofor 20Mb peak, Nat!: $0.50/Mb modem speed: emet aceess
28.8kbps
Kiwi Internet Auckland Frivate Service
Lloyd Group Hamil ton Stated in 1998
20 userdmodem
Lynx Internet Christchurch $75 $15/mo Intl: $5/Mb, Nat'l: $2/Mb modemspeed: | Intemet access
28.8kbps
15 usersmodem
Manawatu Internet modem speed:
Services Ltd (part of Levin, Palmerston North $45 $135/yr ($220 comml) | Intl: $395Mb, Nat'l: $0.50/Mb | 28.8kbps $45 Intemet access
PlaNet) per hour for on-
site seivice
Medi@ne
modemspeett Privete on-line
Microsoft Network Auckl and, Welli ngton $28/mo inc 2hr $19/hr, no data vol ume charges 14.4kb ) conneations,
-AKops Intemet access
Intl: $3/Mb peak, $1.50/Mb off-
10 usergmodem, | Internet access,
Midl and Internet Hamilton $0($100 $16/mo ($50/mo comml) peak, $0.75Mbway off-peak, modem speed: domain name
comml) Nat'l: $0.50/Mb, comml: -
28.8kbps regi strati on

$1.25/Mb 24hr access




traffic

. Sd Up Feel . Customer
Name L ocation 1996 19% On-going Charges 1996 Connect Char ges 1996 Service 199 Products 1996
Millenium Intemet
Services
Mini data
Molten Madia
$10/mo ($45/mocomml) | - 10 users modem,
NetA coess Christchurch $50 $108/yr ($486/yr Intl: M kl)\l';ﬁkglzl\//mb off-peck modemspeed: | Intemetaccess
comml) ’ 28.8kbps
. 6userdmodem, | Intend access
Netbytelnternet Auckland $50($100 | $30/mo ($50commline | | ) o 7en1p Natl: 050Mb | modemspeed: | DDS, ISDN, web
comml) 60 Mb) X )
28.8kbps stehogting
NetGan No Information
NeGHe G - . $20/imo (?5/;” $0.60/hr pesk Intl: SLOSMb | 5usersmodem,
eLommunicaions Auckland $30 werusers) for 8 peak peak, $0.95/Mb of f-peak N a: modem speed: Intemet acaess
Ltd. hours, dl off-peak hrs $0.35Mb 28.8b
and 5Mb per mo . -oKops
8userdmoden,
NorthinfoLinE (NILE) W hangarei $50 $20/mo Intl: $2/Mb, Na'l: $0.50/Mb modem speed: Intemet acaess
28.8kbps
NZ Flat Net $45 Cosed in 1996
) . Audkland: $10/mo ($30 ). _| 9userdmodem,
NZNETImS'Cr;a Services Auck\l/\}md(?,iHit;wr:Iton, $20 commi) Wdlington: Intl.$4;:ao/kMNl;)‘|eid$fl,i20./5’\;)/t:\Aboff modemspeedt Intemet aaEss
: nd $15/mo ($35 comml) et 5L 28.8kbps
$22.50 Int'l: $3/Mb ($2.50Mb comml) |10 users modem,
Omega Centauri | nternet Hamilton ($60 ﬁS'S?H:TET;‘O/mO peak $2/Mb ($1.50Mb comml) off-| modem speed: Intemet aceess
comml) peak Nat': $0.20/Mb 28.8kbps
OUTnée Internet Stated in 1997
Paradise Internet Stated in 1998
Stopped offering setvice
Plain Communicati ons Christchurch directly topublicin S0modens
(1997)
1997
AaNet NZ Auckland
FlaNet (NZ) Bay of Plenty #4060 | 1 16/mo ($40-60mo %0 userg/moder,
+ of PlaNet NZ Rotorua comml) | $2-$4M modem speed: Intemet acaess
(per ) $80for omm) 28,8kbps
PlaNet (NZ) Canterbury _ $50($60 | $1354r ($160 commi) $0.15/min Int'l: $4.90/Mblpeak 15 users/modem,
tof PlaNet N Z Christchurch | for 1hr/ $2.90/Mb off-peak Na': modem speed: Intemet acoess
(parto ) commi) or 1hv/day $2.50/Mb peak $150/Mboff-pesk | 28.8kbps
A aNet (NZ) Hawke's Bay
18 usersmodem
PlaNd (NZ) Ndson Nelson $40(%50 $180/yr ($210 comml) Intl $4/Mb Nat'| $/Mb modemspeed: | Intemet access
(part of PlaNet N2Z) comml)
28.8kbps
PlaNet NZ (mlb.planet)
HaNet (NZ) Wanoanui Wanganui Stopped offering service in 1996
PlaNet (NZ) Wellington ) $150/yr ($200/yr for ’
it of PlaNet N2) Wellington $75 NewsaroLn) Intl $3MbNa'l $0.60/Mb Intemet access
Auckland, Blenheim, $25 f;z”;' frff mo, 12-20
PlaNet Free NZ Christchurch, Gisbame, |\ 5 | cominiday+20Mbintl Timechage Intl: $1.50- USIMOGEM, |\ o o oomss
Hamilton, Kapiti Coast, treffidmorall ratl $2.50/Mb modem speed:
Tauranga Wellington 28.8kbps




. Sd Up Feel . Customer
Name L ocation 1996 19% On-going Charges 1996 Connect Char ges 1996 Service 199 Products 1996
) 10 usersmodem
PlaNet FreeNZ Gaia (part Christchurch $50 $135/yr Intl: $5/Mb Nat'l: $/Mb modemspeed: | Intemet access
of PlaNet Free NZ)
28.8kbps
PC Net Stopped offering servicein 1996
Quik Internet
12 usergmodem,
RAM M anagement Napier, Hagtings $22.50/mo Intl $4MbNa'l $2.50/Mb modem speed: Intemet aceess
28.8kbps
Scenicland Internet Ltd. Started service in 1997
SineSurf Stated in 1997
(a) $0.15/20 min, Int1 $7/Mb peak
(3 $15/mo ($40/mo p.gsgksglhﬂ/lbbogfpe:;jg l;fg’gl/?o 5users'modem,
SirraNet Christchurch None comml) for 20 min (b) . \ ) modem speed: Intemet acaess
$40Mo ($90/ | min Intl $4.5/Mb pesk $2.50/Mb 8.8
mo ($0/mo comml) | et et Natl $2Mb peak SLMb -8Kbps
off-peak
Sky Surf Internet Started servicein 1997
(agsl';ﬂm;’ hhrs(b) $095/hr, Int!: $4/Mbpesk |10 users modem,
Southern Internet Services Christchurch $50 Mé/mgngo hrsr(z;:) $2.50/Mb off-peak Na': modem speed: Intemet acaess
$61.88/M0 90 hrs $1.80/Mb peak $1.35/Mb off-peak 28.8kbps
South Net, SouthNet 12 usersmodem
Queenstown, South Net Te Invercargill $99/yr ($199 comml) $3/hr ($10/hr 0800) no data modemspeed: | Intemet access
volumechages
Anau 28.8kbps
Synapse Networks
Taranaki Netsource Started service in 1997
Taranaki Polytechnic New Plymouth Stopped offering public in 1996 or 1997
The Intemet Group .
Northand Ltd (GRIN) Started service in 1997
The Net No Information
The Packing Shed Started servicein 1997
(8 $0.01/min, Int'l $5/Mb Nat'| ls’OIAdem
TIPNET New Plymouth None (8 $15/mo (b) none $1/Mb (b) $5/hr no datavolume rl;?rder;m Intemet access
charges 28.8kbps
TpNet Started service in 1997
$10/mo w/data volume
TpNetL ink Christchurch $40 chargi ng $40/mo w/ out Intl: $4.95/M Nat'l: $2.50 8 userdmodem
datavolure chaging




. Sd Up Feel . Customer
Name L ocation 1996 19% On-going Charges 1996 Connect Char ges 1996 Service 199 Products 1996
$0.03/min Intl: $4/M pesk, $2/M )
Univasity of Cantebury Christchurch None None off-peak, $0.80/M way off-peak modemspeed: Intemnet acoe§s
. 28.8kbps web page hosting
Nat'l: $1/M
Virtual Comm-Unity Started servicein 1998
o $11250 | $11.25/mo $56.50/mo modem speed:
Waiariki Polytech Rotorua coml comml. $2.25/M off-peek, $$4.50/M peak 28.8kbps
Wairargpa Internet NZ Started servicein 1997
$30/mo for 8Mb Int'l and2Mb |10 users'modem,
Wanganui I nternet W anganui None $35/yr $240/yr comml Na'l then $4.95/Mb Int| and modem speed:
$1.75MbNa' 28.8kbps
Nat'l: $0.20/Mb Int1: $3.60/Mb or |10 users'modem,
Wanganui Polytechnic W anganui $25 $80/yr ($150/yr comml) [$4.20Mbconml peak, $1.50/Mb [ modemspeed: | Intemetaccess
or $1.80/M b comml off-peak 28.8kbps
Economy
Auckl:1d, Hamilton, St$2dsard Economy none Standard | Economy $5/hr Standard none (off-| 8 usersmodem
Wave Inteng Services auranga a $30/mo Premium peak only, 30hrsmax) modem speed Intemet acaess
Thames/Coro e $50 $60/mo Rremiumnone $1.50/Mbyte 28.8kb
Whakatane Premium " -oKops
$100
Web InteN e Started service in 1997
Nonefor
10 usersmodem
dataacd, [ $3.63-$17.78/month $13.50/hr or Nat'l: $0.44/Mbyte | Internet acaess
WebWorldL td Aucdand $20for $395/year (comml) Int1 $0.89/Mbyte mossegkzp;ed web page hogting
time acct i

Wizkid® Internet Limited

Started servicein 1997




) On-going Charges Cusomer
Name L ocation 1997 Set Up Fee 1997 1997 Connect Charges 1997 Service 1997 Products 1997
10 users/ir odenr
Aw:;ljg: Iternet Auckland None $9.95/mo $0.39hr modem speed: Inte'TgDaN:ces,
anee 33.6kbps
Bay City Internet
Bay of Plenty Internet
Service (PlaNet FreeNZ)
$30/month for
Birery Brofh Auckland, Chistchurch, | hrs+2Mb pesk-+at! | $Uhr, Intl: $2/Mb pezk, 120”(;’5'5’”“@“ '”teg%:ﬂ’
inary Brothers Wellington one traffic, $10/month $1/Mboff-pesk modem speedt | WA o
; 28.8kbps intranet design
email
Bitworks Internet Services
Brice Parker Consultants Gishorne $55 $27imo for ?Mb intl | $8.75Mr it SYMbNat: 12 users/modem | Internet access
traffic $1/Mb
(a)$30/mo no time
Cm%ﬁg;ﬁg? for $3/hr, Intl: $2/Mb peek, 8users/modem
Cave Rock Software Ltd Christchurch None . $0.75/Mb off-peak (a&c) modem speed: Internet access
tralficroff-pesk Natl: $0.25/Mb (a&.c) 28.8kbps
traffic c) $25/mofor T ’
1hr/day
Central Plateau REAP (a) $30/mo (b) $30c¢) (3 $2507t, Intl: $2/Mb modem peed:
(PlaNe N2) Taupo None 25 peak, $0.75/Mb off-peak 28.8Kbps Internet access
Nat': $0.25/Mb ’
Nat': $0.80/Mb peak,
10 users/modem | Interne access,
) Auckland, Wdlington, $50($9 $0.50/Mb off-peak ) '
Comnet TechnologiesLtd Christchurch comm) $15/mo ($45 comml) Int'1:$3/Mb pesk, $1/Mb off- modem speed: ISDN, leased
28.8kbps lines
pe&k
$30/mofor
30hrs+20Mbnat|
) ; A $2/hr, Intl: $3/Mb pesk,
CompKarori Internet . .« | traffic+2Mb peak int|l ). modem speed:
Services Wellington $30 $10 email) waffic OR 10Mb off- $0.60/Mbs(;31flfMpsak, Nat': 28.8bps Internet access
peak traffic ($10/mo
enail)
Service now supplied
CyberNet Ltd Auckland by Auckland Internet
Exchange
$3/hr no datavolume 12 users/modem
CyberX press Christchurch $15 $29.50/mofor 15hrs modem speed: | Internet access
charges
28.8kbps
15 users/modem
Dee South Networks Dunedin $39.95 None $298/hr, Qr‘]’a‘rja‘a"d ume modem w;g';d%;f;f
e speed: 33.6kbps 9
(a) $2/mo (b) $32/mro Interne access,
. . modem speed:
Digital EdgelLtd Auckland None 40hrs ¢) $25/mo40 | (@) $2/hr, $1.50/r otherwise 3 6kbps ISDN, | eased
hrs student (d)$55/mro ) lines, DDS
} 15 users/modem
Earthlight (PlaNet NZ) Dunedin $40 $35/qur, $120/yr email $3/hr, no datavolume charge | modem speed: Intemnet acm
only ($300 comml) email
28.8kbps
Eastern Southland I nternet Gore 75 None $4/hr, no datavolume modem speed: | Interne a:ce$
charges 28.8kbps email




) On-going Charges Cusomer
Name L ocation 1997 Set Up Fee 1997 1997 Connect Charges 1997 Service 1997 Products 1997
(a) Queenstown, Oamaru,
(':Al‘::;a:h:s:r? aDlﬁlr:Jtezla;] (a) $135/yr ($300/yr | Timaru, Balclutha: $4.50/hr | 10 users/modem
Efficient Software Internet . "] (8 $15 (b) $59 | comml) (b) $45/mo | Invercargill, Dunedin: $3.36 | modem speed: | Internet access
Invercargill, Oamau,
. ($55/mo comml) (b) nore, nodatavol ume 28.8kbps
Queenstown, Timaru
dharaes (a)or (b)
Intl: $280/Mb peak
$50 ($100 $1.40/Mb off-peak, 8usersimodem | Interne access,
EnterNet Online Ltd Tauranga comml) $15/mo ($50 comml) $0.70/Mb night ow, modem speed: web page
$110/Mbcomml Nat': 28.8kbps hogting
$050/Mb
ESNet May have been asubsiday of Efficient Software
gishorne.net
(8 None (b) $35/mo
12 users/modem,
. for 30 hrs+5Mbintl | (a) $2.50hr (b) $1/hr, Intl: | Internet access,
GloveNet Wellington $39.95 waffic+10Mb natl | $150Mb Nal: $050Mp | Toem et email
) 28.8kbps
traffic
Interne access
- L ) $2.40/r, Intl: $2.50/Mb, modem speed: ) '
Hindin Communications Christchurch $50 $20/mo Nat'!: $0.60Mb 28.8bps email, 7 day
hel pdesk
. Stopped operétion in
i-Ma 19%
inet
Interactive Intemet
. . Interné access,
Internet Hawke'sBay Nape, Hastings ‘ $25 ‘ $1amu° ("zf'f | g2 95 OR®R.75Mb mge'g(a‘fd' email, web
=0 : hosting, web
Intl: $2.75/Mb peak, 24 users/modem
Int(-:rnetcl)\lni/vrsealand Auckland $60 $20/rcnocr)n(i|3;5/mo $1.50/Mbyte off-pesk Natl: | modem speed: | Internet access
$0.80/Mb 28.8kbps
Operationtaken over
Interng Queenstown by SouthNet
) Started and closed in
Jet International 1997
Kiwi Connect Internet .
Services Closed in 1997
Kiwi Internet May be!rlvate
Service
Lloyd Group Started in 1998
20 users/modem
Lynx Internet Christchurch $75 $15/mo Intl: $5MbNatl: $2/Mb modem speed: Interne! access,
email
28.8kbps
Manawéau Intenet - 15 users/modem
ServicesLtd (part of Palmergton North, Levin $45 co:;ﬁsflz: éff(ﬁ;t 9 Inel: Z%?%//TAZNQL modem speed: Interr::];ces,
PlaNet) ' 28.8kbps
Medi @net
Stopped offering
Micrasoft Network serviceto publicin
1997
Bronze: $45/moflat Brorze none Silver: 10 users/modem | Interne access,
Mid and Internet Hamilton $25 rate Silver: none $2.50H .Gold' $095.hr modem speed: email, web
Gold: $20/mo comml e 28.8kbps hogting
Milleniurr Internet
Services
Minidata




PC Net

) On-going Charges Cusgomer
Name L ocation 1997 Set Up Fee 1997 1997 Connect Charges 1997 Service 1997 Products 1997
Molten Media
$10/moor $108/yr - 10 users/modem
NetAccess Christchurch $50 ($45/mo or $486/yr I ng’\t:;Iea; Ef\%b off modem speed: Interr;;:l:cw;,
comml) ’ 28.8kbps
Iprolink took over
Netbyte ntermet operation in 1997
NetGain No information
NetGate Communi cetions ﬁgmserso (szfli/rn;rs $0.60/hr, Intl: $1.9%/Mb 5 usergmodem, Interne access
o Auckland $30 P Sekcealoff- peak, $0.95/Mb off-peck modem o
peak+5Mb Nat'l: $0.35 speed: 28.8kbps
. Stopped operaion in
NorthinfoLinE (NILE) 1997
NZ Flat Net $45 $35/mo
Auckland: $10/mo 9 usersmadem
NZNET Internet Services | Auckland, Wdlington, $0 ($30/mo comml) Intl: $4.80 peak, $2.50 off- modem eed" Interng access,
Ltd Hamilton Wellington: $15/mo | peak Nat': $1.50Mb speed email
28.8kbps
($35/mo comml)
. Stopped operaion in
Omega Centauri Internet 1997
$50 ($100 with modem speed: | Internd access,
OUTnet Internet Auckland instal latior) $50/mo None 28 8kbps email
Paradise Internet
Began service
Plain Communications operation as
CyberX press
PlaNet NZ A uckland
PlaNet (NZ) Bay of Plenty .
(part of PlaNet NZ) Stopped operation in 1997.
$0.015/min, Intl: $2.85/Mb
15 users/modem,
PlaNet (NZ) Canterbury . peak, $1.50/Mb off-peak | Internet access,
(part of PlaNet N2) Christchurch $15 $120/yr for 1hr/day Nat': $1.50/Mb pek, mogsag(ﬁ)esed email,
$0.85/Mb off-peak ’
PlaNé (NZ) Havke'sBay
18 users/modem,
PlaNet (NZ) Nelson Nelson $40($60 $180fyr ($210/yr Il S#MbNatl: $LMb modem peedt Internet access,
(part of PlaNet NZ) comml) comml) email
28.8kbps
PlaNet NZ (mib.pl anet)
|_PlaNet (NZ) Wanganui |
PlaNet (NZ) Wellington . $150/yr ($200/yr inc - - modem speed: | Interne access,
(part of PlaNet NZ) Wellington $ newsaroups) Intl: $3/Mb Nat1: S060'Mb 28.8kbps email
Keri Keri, Whangarei,
Auckland, Hamilton, 12-20
PlaNd FreeNZ Bay of Plenty, Gisborne, 75 $20-$70/mo, $202/6 | $L/hr, Intl: $1.10-$2.50/Mb userdmodem, | Interne access,
Napier, Wellington, mo, $383/yr (overdatd Nat'l: free modem speed: email
Wairarapa, 33.6kbps
Christchurch, Blenheim
. 10users/modem,
Palet Fre NZ Gaia (part Christchurch $50 SL3BHr In1: $5MbNatl: SUMb | modem speet | /e access,
of PlaNe FreeNZ) email
28.8kbps
launched 11/97




1997

) On-going Charges Cusomer
Name L ocation 1997 Set Up Fee 1997 1997 Connect Charges 1997 Service 1997 Products 1997
Quik Internet
$2.8125/hr OR Int1:
$22.50/mo-+lessor of $2.8125/Mb peak, 12 users/modem, Iniernet a00ess
RAM Management Napie, Hastings $33.75 connect timeor data | $1.125/Mb off-peak Nat': modem speed: email '
volume charge $2.025/Mb peak, 33.6kbps
$0.84375/Mb off-peak
" 10 users/iroderr | Interne access,
Scenicland Internet Ltd. Greym\c/)vtg, 2c:|<|t|ka, None None $450hr r;«r:)‘ac:atavd ume modem speed: email, web
P *® 28.8kbps hogting
Nofrills no Interne access,
SineSurf Auckland $66.25 $35/mo None helpdesk, modem email '
speed: 28.8kbps
(a) $0.15/10min, Int1: $7/Mb
peak, $4.50/Mb off-peak
(a) $15/mo for 20 min |Nat': $3/Mb peak, $2/Mb off-[ 5 usersmodem, Internt access
SirraNet Christchurch None ($40/mo comml) (b) | peak (b) $0.30/10min, Int1: modem email '
$40/mo ($90 commll) | $450/Mbpeak, $250/Mb | speed: 28.8kbps
off-peak Nat'l: $2/Mb peak,
$1Mb off-peak
Ez rl“(’;fs(g f’zéjmg (8 $2/hr (b) SL50Mrc) | 7usersimodem '“gﬂ;‘?l 200,
Sky Surf Internet Auckland $49 $1/hr (d) None, nodata modem speed: -
for 30hrs (d) $39mo design, web
volume charge 56.6kbps .
flatrate hoging
Ez; :12253/?2 g ::z Intl: $4/Mb peak $2.50Mb | 10 users/modem,
Southern Internet Services Christchurch $50 . off-peak Nat'l: $1.80/Mb modem speed: | Internet access
©) $AYmOBONIS(A) | ') 35Mb off-peak 28.8kbps
$61.88/mo 90 hrs ) ’
. 8 users/modemin
SouthNet, South Net ) $39.95 includes Interne access,
Queenstown, South Net Te Invercargill, $22.50 ime None $225'hr pedk, $1.13hr off- | Queenstown& Te email, web
Arau Queenstown cradit pek Anau, modem hostin
speed: 56.6kbps 9
Synapse Networks
| Internet access,
Taranaki Netsource New Plymouth, $39.96 None $060/hr, $0.63Mb modem peedt | o1, leased
Stratford, Hawera 33.6kbps .
lines, ISDN
Taraneki Polytechnic
(a) $38/mofor 120hrs I;ts;r;a;z;e;,
The Internet Group Whangarei, K eri K eri, $50 (b) $20/mo for 20hrs | (a) $/hr (b) $2/hr c) $2/hr modem speed: @ isyaradio
Northland Ltd (GRIN) Kaitda, Dagaville c)$10/mofor 10hrs d) $1.50Mb 33.6kbps connection @
(d none 2Vibps
$2.40/hr or $1.50/Mb
The Net 150k international traffic
) ) (@) $45inc5hrs| (g none (b) $45/mo modem speed:
The Packing Shed Franklin (6 none for 40hTS (a) $3.60/hrr (b) $1.08/hr 28 8bps Internet access
10-14
TIPNET New Plymotth None $5/mo $0,60/hv, $0.65/Mb usersmoden, - | Internet access,
modem speed: email
28 8kbps
(9 None (b) gm?/(}g)(ﬁ;org 8users/modem
TpNet Christchurch $56.25 ($34.37 Nat'l: $1.50/MbIntl:4Mb modemspeed | Internet access
($56.25 comml) no
comml) 28.8kbps
connect charges
. Purchased by NetLInk
TpNetLink in1997.
Stopped offering
Uni versity of Canterbury serviceto publicin




) On-going Charges Cusomer
Name L ocation 1997 Set Up Fee 1997 1997 Connect Charges 1997 Service 1997 Products 1997
Internet access
- o (a) $15/mo for 3hrs | (a) $6/hr (b) $5/hr no data modem speed: o
Virtual Comm-Unity Auckland $30 (b) $30/mofor Bhrs volume charge 28.8Kbps wad:ig;')
closed and cusomers
Waiariki Polytech transferred to Wave
Internet
} Masterton, South $4.50/hr OR Intl: $2.81/Mb | modem speed: | Interne access,
Wairarapa nternet NZ Wai rarapa None ‘ None Nat'l: $2.03 33.6kbps | radiolinks
Wanganui Internet No information
Wanganui Pol ytechnic No information
it e | onany s | ST SO | S S| 10 s
Wave Internet Services e % Standard $50 i ’ P A Y. modem speed | Internet access
Thames/Coromandel, Premium $100 for 30hrsPremium | 30hrsmax) Premium none, 33.6kbps
Whakatane $60/mo No datavolume charges ’
(a) $30/mo for 25hrs Interng access,
modem speed: )
Web InterNet Auckland $45 (b) $45/mo for 60hrs (a) $1.10/hr (b) $1/hr 33.6kbps email, 128kbps
0 $65/mo flat rate ’ routing
(@) none (b) $9.95mo | (3 $2.50/hr (b) $250/hr c)
WebWerld Lid Auckiand (@$49.95 | for5hrs, $2095/mo | Intl: SLO5Mbpesk, Br:i;nmo"e:?' g;“i;“‘ﬁé
(0)&c)nore | for 15hrs, $49.95 for | $0.95/Mb off-peak Natl: $ . a(?;s : e g
30hrsc) $10/mo 0.50Mb : 9
Internet access
) . . Intl: $3/Mb peak, $2/Mb off- [ modem speed: . '
Wizkid® Internet Limited Christchurch $45 $15/mo peck Nat'- free 56.6kbps emadl, web page

hosting, |SDN




Name

Location

1998

Set Up Fee 1998

On-going Char ges 1998

Connect Charges 1998

Customer Service

1998

Products 1998

(2)$67.16/6mo for 60hrs email only
(b) $134.66/6mo for 150hrs ¢)

Intemet acoess, emal, e
commerce, dialup/dedicaed ISDN,

Auckland Internet $202.16/6mo for 300hrs (d
Exchange Auckland 389 $269.66/6mo for 600hrs §e>) I
$404.66/6 mo for 600hrs (f)
$607.16/6mofor 900hrs comml
: ] . L Internet access, email, leased lines,
Bay City Intemet Timau now www.timaru.com no price info website desion & hosting

Bay of Plenty Internet

$40 ($75 for 1hr

(a) $100/yr emd | only
(5hrs+5Mb)/mo (b) $20/mo or
$210/yr for (20hrs+15Mb)/mo c)
$25/mo or $270/yr for

$L/hr and $0.60/Mb for

dial up: 33.6kbps,

Internet access, email, | SDN,
and ogueleased lines, news groups

Service (PlaNet Bay of Plenty ; (30hrs+20Mb)/mo (d) $35/mo or nt! traffi
FreeNZ) Service) $382/yr for (45hrs+30Mby mo (&) nti trattic for | SDN 56.6kbps
$70/mo or $770/yr for
(50hrs+100Mby mo (f) $70/mo or
$770/yr for (120hrs+40Mb)/mo
Binary Brothe's Coromandd no priceinfo Internet access, emal, secure
Sselver, newsgroups
Bitworks Internet $40 ($10if  |(a) none but hrs pre-paid (b) $45/mo ! ntgmet ECCESS, emal, web site
; A - $2.20/hr design & hosting, e-commerce
Services download s/w) | (bothinc. emal and home page) cites
DaaPan Intl: $2/Mb
DataFta $27imo for 10Mbintl | pfakafjg;’s‘/’m’fk
Brice Parker ) treffic TimePlan $27/mo for 10hrs ationat . 'me .
Gisborne none F an $2.95/hr Corporate Internet access, emal, nevsgroups
Consul tants Corporae F an $56.25/mofor 20 .
2000SS 2COOUNTS Aan Int': $1.68/Mb peak,
$0.84/Mb off-peak Natl:
$0.56/Mb
time npne timet+1 hr/day: $30/mo $2.50/r for all time
time+2hr/day: $45/mo X ; ) 5 .
$30 dll accounts " 20hrs mo: $25/mo acoounts, Int'l/Nat'l home: Internet access, web sitehosting,
Cave Rock Software Christchurch |except corporzte prega% o mo: $45lmo home $0.75/$0.25, standard: email, national and intemational
Ltd a$120 | (thriday): $150mo standard: $30/mo | 0725025, bulk: news access, ISDN, DDS V.90,
X | . $0.30/$0.15 corp: seaure transadi on sever
bulk: $45/mocorp: $60/mo webhost:
$0.75/$0.25
$35/mo

Central Plateau REAP

Deep South Networks

Dunedin

freefor off-peak

(PlaNet NZ)
Comnet Technol ogies Auc‘kIaWd, ..
Ltd Welli ngton, No priceinfo on page
Christchurch
. $30 for 30hrst2Mb int'| trefficpeak | $2/hr, Intl: $3/Mb peak, . .
Comp';a“’,” Intemet 1 \vetli ngton $30 OR 10Mb off-peak+20M b nzt' $0.60 off-peck, Nat'I: Internet m"?‘;“a' » web site
avices traffic $UMb 0siing
CyberNet Ltd
Personal $15/mo Business$20/mo | Personal $1/hr for 15hrs
al accounts areprepad) then $2.50/hr Business Intemet access, ISDN, web site
berX press 30+ $10 manua (Parson
o s $ Hatrate $32/mo for 3hrs/day peak $1/hrfor 15hrsthen hosting, radio connections
$2.50/ hr




Name L°l°;;';” Set Up Fee 1998 On-going Char ges 1998 Comnect Charges1998 | Y Smi:rgssg viee Products 1998
(a) none (b) $36/mo 45hrs c)$28/mo web design, modem | Internet access, emal, email/fax,
. student 45 hrs d)$39.95/mo 75hrs | (8 $1.95/hr (b) $1.50/hr | speed: 56.6kbps(flat ISDN, secureweb servers,
Digital EdgeLtd Auckland 7
9 9 82 (e) $60/mo 110hrs (f) $45/mo (g) c)& (d) $1/hr rate restricted to dedi cated di d-up modem $75
$32/mo comml aeprepaid 33.6kbps) setup & $140/mo
hep desk, freeweb
. ) $40 (none for | $35/qtr or $120/yr (email only must page 500kb for full !
Earthlight (PlaNet NZ) Dunedin email only) bepaid yry in advance) $3/hr access, max 5Mb Intemet access, email
ema | for emal only
Eastem Southland Internet acoess, email, web site
Intemet Gore $59 $10/mofor3.5hrs $2.81/hr 24hr hel p desk hosting, web site design
Effi dent Software . .
Intemet Purchased by ihug in 1997.
help desk, web page
Int'l: $2.80/Mb peak, $140 | design, 5 emal .
) 70 ($100 off-peek, $0.70 (11pmto | accountscomml, Intane.t amES. amall 'W.Eb Page
EnterNet OnlineLtd Tauranga $15/mo ($50/mo comml) hosting, radio connections,
comml) 7am) $1.10/Mb comml free web page n roun. chat room
Natl: $0.50Mb 500kb (2Mb vsgroup,
comml)
ESNe
gisborne.net Now PlaNet Free NZ Internet access
Freedom: none, Prepay30: $35/mo . .
. ! Freedom: $2.22/hr Internet access, emal, web site
GlobeNet Welli ngton $35.51 for 30hrs Prepay60: $50/mo for Prepays $2/hr hosti ng, ISDN
60hrs
Consulting e.commerce sol utions,
Hindin Communicati ons} Christchurch No direct di dup | ntemet access EDI, onli ne datebases ie National
Library, ISPset ups, I ntranets
i-Max
$15/mo for 20hrs, $35/mo for .
inet Christchurch None 100hrs, $50/mo for 120hrs, $70/mo mosd:gkb ’
for 200hrs s
TSI cCOecs, anar, ananyrax,
Interacti ve I nternet Goneto Wwww.es.co.nz web design & hosting, intranet
Nepier, :
Internet Hawke's Bay Hastings $25 $15/mo $2.50/hr OR $250/Mb Intemet access, email
Internet New Zedand :
. Nosite
Online
I nternet Queenstown Servicetaken over by South Net
Jet Internati onal Stopped operation in 1997
Kiwi Connect | ntemet
Sevices
Kiwi I ntemet
Liovd G Auckland, | $100, $200 for $45/mo, $100/mo for dedicated N 6 Jmod Intemet access, web site desi gn and
oydroup Hemilton dedicated modem one usasmocem hosting, xDSL, PABX, DDS
§ (3 Intl: $3.50/Mb Nat'l: . .
Ly Internet | christchuren sfo _($71‘r;fg,°” (8) $15/mo (b) $30imo $L50/Mb (b) Int: Internet oo ET;TD'NV‘E" site
siteinstdlation) $1.20M b Natl: $0.60Mb osting,
Manavau, Intl: $1.99/Mb (emal
Mar)a/\/atu Internet Lanq, $15 ($4.5 with $135/yr or $12.50/mo for 3M bimo treffic $2.25/M _b) NaI_I: 70 incoming li nes, | ntemet access, email, newsgroup,
Services Ltd (part of | Dannervirke, onsite ($220lyr commi for 5Mb/mo) $0.56/Mb (email traffic modem speed: web Sitehostin
A a\e) Palmerston installation) $0.67/Mb) Cached: 33.6kbps 9
North $1.41UMb




L ocation ; Customer Service
Name 1998 Set Up Fee 1998 On-going Charges 1998 Conned Char ges 1998 1998 Products 1998
. Advertised on Canterbury Online but Internet access, web site design &
Mali@net no site. hosting
Microsoft Network
. Stopped servicein 1997. Accounts
Midiand Intemet transferred to Wave Internet
Mil Ieglunj Internet NGz
Savices
L Greymouth to
Minidata Hokaika $2.50/hr
Molten Media
(a) none (b) $48/mo for 100hrs ) .
. $50 ($250 (@) $2/hr peak, $1.50/hr of f Intemet access, ema |, web page
NetAccess Christchurch . X $62/mo for 200hrs (d) $150/mo . . g
dedicated ling dedicated line flat rate peak (b)& ©) $1.13/hr hosting, daa servi ces, fax email
web stedesign, e commerce
Netbyte I ntemet hosting
NetGan Gone.
NetGate I ntemet il web
Communications |  Audkland $25 $35/mo (acct must beprepa d) Not listed EMEL acess, amd |, Weo page
Ltd design & hosting
NorthinfoLinE
(NILE)
NZ Flat Net Stopped operation in 1997
$30 (privateor | (8 $29/mo for 30hrs (b) $49/mo for Intemet i
NZNET Interng | | comm)$80 | 80hrsc)$69/mo for BOhvs+Semil s150h Help desk, modem | i"‘f‘ta‘(‘f§3 e;f] (}';e”s?gzs
ServicesLtd. vad an with comml web | acas (d) $99/mo for 80hrs+5email -=0/mr speed: 56.6kbps wepsitedesgn Xng, !
. . . microwave link
ste acdsttraffic to web site
OmegaCentauri
Internet
$50 unassisted, Intemet i web
OUTnet Internet Auckland [ $100 for service| (@) email only $10/mo (b) $50/mo nteme amshisigg » We page
call
10/mo for 20hrs (b f Intemet il, web
Paradise Internet None (3 $10/mo for 20nrs (5) $30/mo for $1/hr emet access, gna Webpage
100hrs hosting
Aan
Communi cations
2nd rate schedul e (a)
(8 $100/yr email only for $100/yr email only for
(5hrs+5M b)/mo (b)
(5hrs+5Mb)/mo (b) $20/mo or $20/mo or $210/yr for
$220/yr for (20hrs+20M by mo c) 15hrsimo g $25>;mo
$25/mo or $275/yr for - .
iaNI:( Ng Auddand $56.25 (30hrs+30Mb)/mo () $35/mo or $1/hr andt$a]‘Jbefor int'l 25ho;$270/yg31;r/ I{\te;;;l»acoislsjg_mta.lalst, \(;vd)
ucklan $385/yrfor (45hrs+45Mb)/mofe) rafic I gg(zc/i) ; mo |sitehosting, rid connection
$50/mo or $550/yr flat rate for or yrior
K 40hrs/mo (&) $50/mo
6hrs/day (f) $70/mo for 185in hrsor
Mb. a1 2oa id or $550/yr for 80hrs
 al ecdsae prepal dl ecasare prepaid
ti me:$1.50/hr
PlaNet (NZ) Bay
of Aenty (part Now Bay of Aenty Internet Services
of PlaNet N2)
A aNet (N2)
Canterbury
(part of AlaNet
NZ)




Customer Service

(d) 33.6kbps

L ocati
Name 1gg|;n Set Up Fee 1998 On-going Charges 1998 Conned Char ges 1998 1998 Products 1998
(8 none (b) $12/mo or $55/tmo or
$110/yr for 40hrs+5Mb c)
$22.50/mo or $115.50/6mo or
) (a) $1.80/hr (b), ) &(d)
R aNet (NZ) HaV\ke§ Bay, $227.50/yr for 40hrs+15M b (d) $1.35/hr+$1.35/Mb (&(f) Internet access, email
Hawke's Bay Napier $22.50/mo $115.50/6mo or $L80/rtraffic
$227.50/yr for 80hrst5Mb (€) '
$30/mo for 60hrs (f) $55/mo for
120hrs
A aNet (N2)
Nelson
(part of AaNet
NZ)

RaNet NZ Marlbourch Intemet access, emal, ISDN,
(mib.pl anet) aribourg analogue leased li nes, news groups
Bl aNet (NZ
R aNet (NZ) Wellington, No price info on page
Wellington Kapiti Coast P Pag

(8) $30/mo 60hrs (b) none ¢) $12/mo (a) $1.80/hr (b)
North Shore for 40hrs+5Mb int'l traffic (d) $1.80/hr+$1.35/M b ¢),(d)
asKiwiLink $22.50/mo for 40hrst+15Mbint1 | & (e) $1.35/hr +$1.35/Mb — il 1DN. web
PlaNetFreeNZ | Intemet traffic (6 $22.50/mo for 80hrs+5Mb () $1.80/hr (g) neern amf sg:‘ SO, W
Services, (f) $55/mo for 120hrs (g) none (h) $L/hr+$2/Mbint| stehosting
Marl borough $270/yr for 30hrs/mo+10Mb/mo (1) | traffic+$2/Mb emdl (1)
emal only $100/yr for 6Mb $1.75/Mb
PlaNet Free NZ
Gaia(part of Gone
|-BaNet FreeNZ) |
PC Net Auckland OffersHong Kong radio service
Quik Internet
Lessor of: $2.50r o Intt: Intemet access, emdll, chat room,
$2.50/Mb peek $1/Mb off- o ’
RAM Management | Hawk €s Bay $20/mo pesk Natl: $1.80/M b peak, news groupr?osrz:idr;o links, web
$0.75/Mb of f-pesk 9
Scenicland Internet Gone
Ltd.
Dialup: (a) $10 email only (b)
$35/mo 1 email acd. ¢)$45/mo
2email acas+100M bemall limit (d)
$50/mo 1 emal acct. (€) $60/mo 2
email accts+ 150Mbemail (f)
$75/mo 5Mb web page Peem
S neSurf connect: $200/mo for
28.8kbpst+2emal acats, $250/mo for
28.8kbpst+5amal acas, $250/mo for
33.6kbpst+2emal acas, $300/mo for
33.6kbpst+5emal acats, $300/mo for
56.6kbpst+2emal acas, $350/mo for
56 Bkhnetfemail acde
SirraNet No price info on page
Sy Surfinternet | Auckland mo for 30hrs (d) $39MmOfor | ¢/ sty pesk, of - Hel p desk lemel acaess, emdl, web site
80hrs peak (€) $39/mo for 80hrs(a) - penk free design & hosting




L ocation ; Customer Service
Name 1998 Set Up Fee 1998 On-going Charges 1998 Conned Char ges 1998 1998 Products 1998
(a)-c) $2.50/hr pesk,
(a) $15/mo for 6hrsemail only (b) | $1.95/hr off-peek (d)<(g)
$35/hr for 20hrs ¢) $55/mo for 50hrs | M ore than 90hrs peak ti me
(d) $15/mo for 15hrs(e) $25/mofor | charged & $1.07/hr, Int':
30hrs(f) $45/mo for 60hrs (g) $4 50/Mb pek, $3/Mb of f-
$60/mo for 90hrs (a)-c) prepaid, pesk Nat!: $2/M b peak,
Southern Int t 9.95 ($75
° S:\r:i ;:”e Christchurch Mmmrﬁﬁ 100Mb traffic limit/mo (d)-(g) peak |  $1.50/Mb Off-peak Internet access, emal
time only charged Comml accts: Comml: Morethan 90hrs
$25/mo for 15hrs, $40/mo for 30hrs, | peak timecharged at $1/hr,
$55/mo for 45hrs $70/mo for 60hrs Int'l: $3/Mb peak,
$90/mo for 90hrs dl peak connect | $1.50/Mb of f-peak Nat'l:
time $UMb peak, $0.50/Mb off
pesk
SouthNet, South | DU Intemet ISDN, Secure web
’ Invercargill, | $39.95 (noneif |(a) $10/mo (b) $120/yr for 20Mb/mo | (8 $2/hr (b) $0.50/Mb c) modem speed: n eme. ame$, ' cgre W
Net Queenstown, | - ecng o, | self-installed) ¢) $70/mo for 200Mb $0.35/Mb 56,6k stes, microwave radio
South Net TeAnau ! ’ -oKOpS connedtions, VPN
TeAnau
SynapseNetworks no priceinfo Intemet access, web site hosti ng
Taanaki . .
Netsource No i nformati on
Taanaki No i nformati on
The Internet Group
Northland Ltd No i nformati on
(IGRIN)
No current information/No
TheNet Site
Standard none, Kiwi $22.50/mo for -
! 2.25/hr K spead:
The Packing Shed $45 20hrs Premi e $45/mo for Sanda:d$ Sfhr Kiwi & modem Internet access, | DN
Premium $1.50/hr 56.6kbps
10Chrs+web page
TIPNET No longer valid address.
TpNet Now Sy ngpse Networks
TpNeLink
Univesity of
Canterbury
Virtal pomm— no information
Unity
Waiaiki Pol ytech
NoneOR$50 Intemet access, emal , nevsgroups,
Wa rargpa Internet for ingtélaion $85/mo for 200hrs OR Connect $2.50/hr OR $2/Mb web hosi ng, video conferencing,
NZ help and free Charges "
redio network access
access for month




Name

Wanganui Internet

Wanganui
Pol ytedhnic

Wave Internet
Savices

L ocation
1998

Set Up Fee 1998

(8 $10/mo for 4hrs (b) $30/mo for
30hrs ¢) $45/mo 60hrs (d) $55 for
100hrsinc 5 emal addresses, web

On-going Charges 1998 Conned Char ges 1998

Gone

Gonepol ytechnic info only .

site

Customer Service
1998

Internet access, email, | eased lines,

Products 1998

web s te hosting

Web InterNet

Audckl and,

Hamilton,
Rotorua,

Whangare

$40 ($200
dedicated)

$22.50/mo for unlimited of f-peak,
(b) $30/mo for 40hrs c) $45/mo for @

Prepaid, no help desk: $29.75/mo for

On acct, 5 email addresses: (a)

$1/hr (b) $0.70/hr c)

70hrs (d) $55/mo for 110hrs $0.50/r dedi cated usars

65hrs acctsli mited to 65hrs/mo
Prepaid, no Help desk, dedicated:
$105/mo (Auckland) $123.75
otherwise

$0.50/Mb in excess of

200Mb peak

Help desk, support
56.6kbps

Internet access, email

Web World Ltd

Audkl and

None

$19.95/mo for 10 hrs, $29.95/mo for
$49.95/mo for 30hrs, $74.95/mo for

for 10hrs'mo, $252/yr for 15hrs/mo,

Prepaid: $9.95/mo for 5Shrs,
15hrs, $34.95/mo for 20hrs,
50hrs, $90/yr for Shrs'mo, $180/yr

$320/yr for 20hrs/mo, $468/yr for

30hrs/mo, $750/yr for 50hrsmo,

$150 for 100hrs, $350 for 250hrs,

$650 for 500hrs, $900 for 750hrs,
$1100 for 1000hrs

Prepaid: $2.50/hr

Hel p desk

Internet access, email

Wizkid® Internet
Limited

Christchurch

No pri ce info on page

Intemet access, emad |, web page
hosting & design




