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THE RISE AND FALL OF BLACKBERRY
[bookmark: _Toc7147025]INTRODUCTION
This report attempts to establish the main causes that led to the rise and fall of Blackberry Limited (Blackberry) by analysing different factors associated with the management decisions failure and the consequences of poor strategic options. The report will include the smartphone as a business entity and operational functioning for the period of six years which is within 2007 to 2013. Numerous parameter have been set, and certain assumptions has also been made to conduct a reasonable analysis.
In other to achieve the objectives of this study, a brief Blackberry background, the success and failure story will be illustrated as well as its nature, scope and the impact on how the company came to stardom. Series of alternative management decision will also be evaluated with the initial decision that contributed to the collapsed of Blackberry as a company.
Three different problems solving tools and techniques will be employed to analyse possible solution to classify the feasible causes of blackberry problem in order to find out the origin of the crisis that collapse the company. These are PESTEL framework, Porter’s Five Forces and SWOT analysis. This report is going to suggest means and process of finding solution to the fall of Blackberry to prevent such from happening in the future and communicate all findings and advice to the management on steps to follow to prevent future occurrence. Hence, the study will create suitable monitoring and review techniques that allows those involved in decision making to learn from failed experience, to achieve better results by willing to adapt to change and to be more accountable for all decisions both positive and negative. Many academic materials will be gather from different renowned scholars and satisfied sources, which will be construe to find means of solving the problem encountered by Blackberry.
[bookmark: _Toc7147026]BLACKBERRY BACKGROUND 
BlackBerry Limited is a Canadian multinational organisation founded in 1984 by Mike Lazaridis and Douglas Freginby specialising in enterprise software and the Internet of Things, which was originally known as Research In Motion (RIM). Blackberry is a telecommunications and wireless equipment organisation, prominently known for their Blackberry smart phones. Despite the success record, they have failed to improve on their achievement (Stern, 2009). Majorly, develops both software and hardware which create platforms and solutions for access data together with instant messaging, web internet, e-mails & internet browsing and apps (Mossoff, 2011). 
In 1999, after long stretches of concentrated advancement RIM launched  its first mobile device known as BlackBerry 850 (d'Incelli, 2008). The organisation came to lime light in the technology industry with the invention of Blackberry 5810 in year 2002, with more advanced features, yet the issue was the absence of fundamental highlights of a smartphone where there was no mouthpiece and even no speaker. Which follow by BlackBerry 7230 a year later in 2003 and other subsequent phones for almost a decade. During the time their products took control of the highest market in the US along with the global smart phone industry, with models on every mobile network carrier around the world. No products could complete with Blackberry for business customers as at the time. Which was called "Crackberries." (Rosewell J, 2015).
In 2006, BlackBerry become a famous administrator for a substantial number of clients and an absolute necessity have for individuals and most corporate bodies around the globe giving it the reputation of the preferred smartphone among the different users, for example, are the constant email enthusiast, innovators, business owners , youths and many people in different work of life (d'Incelli, 2008). Within period RIM share cost achieved its limit of $124.51 making it the most important Canadian organization worth over $67.35 billion (Ballington, 2015).
The RIM was confronted with other challenges including legal patent body of evidence against NTP Inc. which guaranteed that the company has encroached on licenses held by NTP, this has constrained RIM to pay $23.1 million (d'Incelli, 2008). Specifically, the limited capacity of RIM is: the exceptional BlackBerry service that made it stand out against its competitors is the BlackNerry Messenger (BBM) which lies in the core of their productions and represents the most coveted feature for smartphones (d'Incelli, 2008).
The introduction of profound anticipated Blackberry Z10 was one of the most recent advance on a lengthy, difficult experience for one of the world's first smart phone producer. This is an opportunity for Blackberry resurrection. Rather than the to build on the past glory they remain stagnant and open avenue for other competitors likes Apple Inc and Samsung to flourish. Hence, the likes of other top smart phones companies that were actively dominated the industry which includes Palm, Dell, HP, Nokia, Danger, and RIM followed the same trend and lost from the radar till date (Lee et.al., 2011).
[bookmark: _Toc7147027]THE RISE OF BLACKBERRY 
One of the proceeding with innovation industry riddle ever is the way the RIM the makers of BlackBerry, among the most prized and change cell phones of our age, evaporate steeply still stayed stunned to many BlackBerry clients everywhere throughout the world. Not long after BlackBerry was first presented in 1999, giving buyers clear portable access to messages, boundless individual and gathering messages then shoppers and business clients were fixated to their "CrackBerrys" as it was affectionately called. It saw uniqueness and wealthy narrative in the telling of a "very personal and broad industry story about the people who invented the BlackBerry, its mismatched CEOs and one of the most disruptive technology races of all time" (McNish & Silcoff, 2017).
According to Boone et.al., (2014) it was made known to the public as the biggest learning of how the smartphone race of over a decade ranks among the promising, best and generally upsetting technology of all time. The sales of Blackberry smartphones start from zero in the 2000 to over 50% global consumer market within a decade. Nothing of such rapid consumers market penetration so fast since the invention of TV. The pace of innovation and acceptance of Blackberry was a huge success in the history of innovation, thus a curse BlackBerry ending. 
The company developed from a tiny business in Waterloo, Ontario to a multinational company with the sales of over $20 billion within a decade. Although, it was magnitude to meet up with consumers demand, its accomplishment portrayed much improved adversaries into the technology market. 
The brilliant part of BlackBerry’s software and technology licensing business also flourishing generating huge income from other partners and stakeholders. Blackberry was expected to multiply those revenues to nearly $1 billion annually, generating $237 million in the first quarter, more than 150% (Conley, 2015). Most of the gain accrued was from series of licensing agreement with other companies and with no guarantee of meeting up the supply of agreement. Hence, apart from licensing, the other software keep increasing by 20% annually. In addition, RIM acknowledged it will be difficult to turn take advantage of the instant BBM messaging app into multimillion dollar business yearly, contrary to initial plan. There are other alternative avenue for BlackBerry as a company to continue growing without instant BBM messaging apps,with percentage of available assets, but with poor management decisions, it was designed to become failed company in the history of technology industry (Campbell, 2015).
[bookmark: _Toc7147028]THE FALL OF BLACKBERRY 
Blackberry was at one time the greatest mobile phone manufacturer tumbled and vanish from the radar till date (with 3% of the market currently) and pave way for the likes of Apple iPhone, Samsung and Google Android working frameworks which are now the front runner in the smart phone market till date. Practically Blackberry's do not exist in the industry (Underwood, 2012). Besides, how can technology giant neglects to enhance as indicated by customers needs and advance as the various other competitors have done as such far? Rather than planning for better improvement of their products, they remain stagnant and decided to rethink its items. This didn't allow them to accomplish the highest point of the amusement rather fell drastically to the most minimal in the smart phone business which in the end slammed them out completely (Strik, 2011).
The collapse of BlackBerry’s from fame has been one of the most dramatic organisational failures till date. When it first penetrates the smartphone market, the product came with varieties of innovation that has never been experience in the mobile phone industry which were led to incredible achievement like never before. However, once Apple and Google entered the competitive market dominated by the big giant in the industry in 2007, the cell phone industry turned into the staging ground for a standout amongst the most brutish and ruthless innovation contest ever exist. Motorola and Nokia were thumped out and BlackBerry hazardously injured. It is remarkable how savage the challenge was and keeps on being as extraordinary failure cost mobile phone producers, for example, Xiaomi penetrate the market.
Since 2008, BlackBerry R&D focuses exclusively around mobile computing and similar product. BlackBerry had extraordinarily expenditure control progression total prior to crisis, despite all that it output drop by 40% as consequence of losing bit of the general business. At certain period BlackBerry relies on government and corporate partnership to survive. There is no doubt that BlackBerry face series of challenges that contributed to the downfall. A study conducted by (Himsel & Inkpen, 2017), Blackberry external environment revealed the primary dangers originated within the industry market sectors (Strik & Finn, 2011). 
At the point when iphone and Samsung penetrate the market, BlackBerry noticed expanding precariousness and comprehensive nature in its condition which both added to the helplessness that troubled the management ability to take appropriate decision at any point. There were heaps of issues with BB's organisational structure having two co-CEOs, and they were not set up for such quick development of the company. Furthermore, insufficient investments were made to drive to strategic directions that is customized to a company that turned out to be essentially bigger in size and authority. BlackBerry has isolated its attention on Market into two sections; one wireless devices and operating framework, for example BlackBerry 10 and Z10 segment is remote gadgets and working framework, for example, BlackBerry 10 and Z10. Subsequently,full market attention on wireless solutions for corporate companies and governments as well as undertaking other enterprise server and licenses (McNish et.al., 2015).
The movement of smart phones market from 2G mobile phones to cell phones, BlackBerry had not seen the move and had not have an appropriate methodology to make aggressive items which lead to losing piece of the overall industry. The BlackBerry operational system was the most noteworthy contributed to their collapse to respond viably to the evolving condition. Its brisk growth and a poor operational system brought about a wrong culture loaded up with a high regard set on organisation an across the entire board dread the unusual. The speed of its development likewise drove an unavoidable pomposity and this joined with the way of life for the most part high insularity brought about poor structure choices and powerlessness to comprehend their circumstance. These distinctive viewpoints benefited from one another and together made a culture contradicted to change. The outcome was an organization stuck in business as usual of 2005 and reluctant to adjust to the trend and discontinue grow with the initial capacity (Mossoff, 2011).
[bookmark: _Toc7147029]THE ROUTE CAUSES OF BLACKBERRY PROBLEMS
Blackberry Limited have been deemed to be failing based on two major factors;
1. Share price and 
2. Market share. 
To start with, the share price peaked in July 2007 at $236.66, at which point the benchmark Apple was at 2529.66. In November 2013 Blackberry was valued at a mere $7.06 (day high price), over a 97% fall in value. In comparison, the Apple had risen by over55%, showing BlackBerry had underperformed the market by over a 152%.Secondly, global market share peaked at first quarter of 2009, holding 20%, and this fell to 0.6% in fourth quarter of 2013. Within the USA, Blackberry held 42.6% of the smart phone industry in first quarter of 2010, which had fallen to only 3.6% in fourth quarter of 2013 (Ellis et.al,. 2013).
[bookmark: _Toc7147030]CRITICAL ANALYSIS AND SUGGESTED SOLUTION
In order to measure Blackberry’s strategic options, Porter’s Generic Strategic Options model will be employed. These approaches are well known as "generic strategies," because they are commonly been used in products and services industries including organisations of different capacity. It was first established by Michael Porter in 1985 in his book, "Competitive Advantage: Creating and Sustaining Superior Performance." (Porter, 2008). Porter named the generic strategies as "Cost Leadership" (no frills), "Differentiation" (developing outstanding attractive products and services) and "Focus" (offering expert service in a difficult market). Which was later subdivided the Focus strategy into another parts: "Cost Focus" and "Differentiation Focus." (Porter, 2008). Detailed in figure 1 below:





Fig 1:
[image: https://html1-f.scribdassets.com/3lcgff5oao3t9huw/images/2-16eb68d28a.jpg]
Source: Porter’s Generic Strategic Options Model (2014).	

In Fig.1, this model states that a company can take only one of four possible strategies, as selecting one instantly eliminates the other options. For example, it is not possible for both be a cost leader and differentiate at the same time, as differentiation requires investment in R&D, which in turn would increase prices. The differentiation strategy, which Blackberry undertook, entails providing products that offer different benefits from other competitors, which are widely valued by different buyers (Porter, 1997).
The aim of this approach is to gain competitive advantage over major competitors in the industry by offering superior products at increase price with value for money spend on such products, as most buyers preferred to by more expensive products with best quality to inferior once. For example, this can be seen by Blackberry retailing their high-end phones, including Blackberry 8800 for £200 on contract, a similar price to what other competitors were selling similar products. 
Successful differentiation depends on several factors. Firstly, identifying andunderstanding the strategic customer is key. Although in later years Blackberry soldmany of their devices to non-business users, they had built their business on cateringfor business needs. In this case, although the end user (company staff) needs to beaccounted for, the business itself was not seen as a strategic customer. That beingthe case, factors such as security and device management become much more important (Jarzabkowski and Kaplan, 2015).






Fig. 2
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In the Fig.2 above it is clearly shows that a Critical Success Factors(CSF) analysis which shows that Blackberry had a higher perceived value for business users, as many of the BlackBerry features, such as the security and always on push e-mail, were valued much more higher that other products of similar functions. In comparison, non-business users place higher value upon Internet access and applications which are Blackberry priority then. 
The broad differentiation Blackberry had previously created was seriously weakened upon the release of the iPhone and Android handsets, as they offered much more functionality than that of Blackberry phones. Due to the difference in structural design of the relevant operating systems. While Blackberry’s operating systems only specialised on Java platform. Thus, other competitors took advantage of Blackberry lack of innovation, for example Apple launched iOS for the Apple iPhone app and Android which are adopted by many smart phone manufacturer including Samsung were based upon aC++ platform, which create greater capabilities, allowing for greater functionality (Martin & Martin, 2009).
In reference to McGrath, (2013) the release of development kits by Apple and Google allowed for third parties to also build apps for their devices. Developers saw this as a great opportunity and began creating thousand of apps for their respective iOS and Android. The vast variety of choice added huge improvements in functionality for these handsets in comparison to Blackberry’s, that wanted to dominate the market without foresight.Whether Blackberry underestimated how important these critical success factors would be for non business customers or they could not react quickly enough due to having a Javabased architecture is unknown. Either way, they did not successfully re-assess their relative strengths in order to maintain their differentiation.
Secondly, the identification of key competitors is crucial. Prior to the iPhone release, competitors such as Windows and Palm existed, however these rivals had only ever managed to penetrate the business user market. Smartphones had always been branded as essential for business users however not so necessary for non-business users. From 2006 onwards, BlackBerry had begun to penetrate other segments such as the teenage market, attracting them with the ability to access Facebook and chat easily via BlackBerry Messenger (McGrath, 2013). 
Due to these early successes and being the market leader, the assumption was made that any new entrants would compete on the same terms. However, as previously mentioned, the landscape completely changed with the release of the iPhone and looking at the critical  success factors, BlackBerry are disadvantaged as their differentiation was not as valuable on broad basis. As the Generic model states, two strategies cannot be followed and as they were no longer creating value via differentiation and did not compete on price, they were destined to fail (Martin & Martin, 2009).
Furthermore, the difficulty of imitation must be carefully assessed. Looking at the critical  success factors analysis, the factors business-users place high value on were difficult to imitate. For example, the BlackBerry Enterprise Servers (BES) service offered to companies allowed for extremely easy device management and ensured very high security. In addition, BlackBerry having their own push e-mail service meant it was always on soe-mails were pushed to the users’ device the moment the server received them. In comparison, competitors such as Apple license Microsoft ActiveSync, which only checks for e-mails periodically or when the users actively checks. Analysing these factors should have revealed that these were not marketable to the entire market, as non-business users do not place the same importance upon them (McGrath, 2013). Their failure to see these factors were non-imitable lead to them to continue with a broad differentiation strategy, which eventually lead to failure.
[bookmark: _Toc7147031]Limitations of Blackberry
There are several limitations to the above analysis to determined the Blackberry failure. Firstly, several assumptions have been made in order to create a manageable scope to analyse. In reality, BlackBerry is a multi- national company with several product and service offerings. In order to fully understand their shortcomings, the analysis scope would have to be broadened to include all the offerings in all countries. This would involve conducting portfolio analysis, including a BCG Matrix to compare their market share in different markets and also assessing the Product Life Cycle (PLC) of each of their offerings. 
For example, due to the loss in market share in smartphones, its possibly they were turning into ‘dogs’, in comparison to their BES service and newly acquired QNX OS, both of which show much more promise as potential future‘stars’. In addition, looking at the PLC of their handsets, it is likely they are in the first stage of their development process in Emerging Markets, mean while they are in the development arrange in fully established markets, for example, the USA market. Furthermore, despite the fact that Lalloo et.al., (2015) explained that an expansion in market introduction prompts expanded business execution, they additionally express that the higher the technological instability, the more fragile the relationship is, as new options of gaining competitive advantage emerge all around rapidly, in this manner cutback the impact of market orientation. Innovative disturbance contributes to the fast changes in "the entire process of transforming inputs to outputs and the delivery of those outputs to the end customer” (Lalloo et.al., 2015).
The use of D'Aveni's theories of interactive strategies within hyperactive markets enables such to be examined frequently. Hyper competitive happens when the cycles of competition (seen in Fig.3), become considerably more exceptional and quick. Taking a gander at how speedy technological innovation has recently transformed, one might say that hyper competition presents in the smartphone industry.
Fig. 3
[image: https://html2-f.scribdassets.com/3lcgff5oao3t9huw/images/5-0d98fc44da.jpg]

As the strategic options within the Generic model depend on stable economic situations conceivably none of the key choices accessible would have been reasonable, in which case utilising D'aveni's intelligent procedures (see Fig.4) could have been much more appropriate. According to Krause, (2017), D'aveni states that administrators need to reconsider their way of dealing with business-level procedure as it might never again be conceivable to anticipate practical spot of competitive advantage. In addition, getting ready for long haul maintainability may really shatter the competitive advantage by reducing the pace of reaction and that managers need to figure out how to be carryout their duties more faster than other competitors.
A portion of these procedures may have been well-suited for BlackBerry. In reference to Krause, (2017), D'aveni said making new methodologies may prompt tearing apart old bases of achievement. Rather than Blackberry always in hurry to introduce new phones that were not really marketable, they could have opened up their BlackBerry Enterprise Server administration to accept all handsets in light of the increase of "bring your own device" (BYOD) schemes in various organisations. Despite the fact that this took it from the USP they had through the similarity of utilising their gadgets on their servers, it appears to be reasonable for them to make income streams from the individuals who are not making use of their smartphones utilising, as this would have appealed to Chief Technical Officers as the servers are very secure. BlackBerry, in truth has now done this, in spite of the fact that it might now be past the point of no return for the unhealthy organisation.
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Fig. 4 Interactive Strategies (1995)
[bookmark: _Toc7147032]PESTEL ANALYSIS 
The PESTEL framework is a strategic tool employed by various organisations in order to classify and study the business surroundings in which they function; the environmental influences are grouped into six which are: Political, Economical, Social, Technological, Environmental and Legal factors (Cadle et.al., 2014).
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[bookmark: _Toc7147033]PORTER’S FIVE FORCES ANALYSIS 
The framework was developed by Michael Porter’s a renowned academic known for various theories on economics, business strategy and problem solving skills, to identify the potentials of certain industries in terms of looking to exact competitiveness forces such as: competitive rivalry, buyers, alternatives, suppliers and possible new entrants into the industry (Tseng et al, 2014). These five forces will be use to illustrate the industry structure, the table below highlight the attractiveness of the industry is primarily small due to the high level of rivalry between competitors, that increase the negotiating power both consumers and business entities the difficulty of new entrants into the industry.
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[bookmark: _Toc7147034]SWOT ANALYSIS
The SWOT analysis is use as capture the complete strategic situation of certain company, in other to evaluate the business environment and capabilities. In summary, the outcome of the  analysis is used to provide overall knowledge of the strengths, weakness, opportunities and threats of BlackBerry (Pickton, and Wright, 1998). SWOT analysis will help to determine the origin of the crisis and provide means of finding solution to Blackberry failure as well as to generate alternative options to prevent future occurrence (Kimball, 2017).
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[bookmark: _Toc7147035]RECOMMENDATIONS
 Although there are certain limitations of the analysis, it is evident from the analysis conducted, BlackBerry should have begun to use a focused differentiation strategy for their handset business instead, focusing primarily on businesses and business users. Evaluating the CSF and SWOT analysis, BlackBerry’s handsets clearly have a relative strength over its competitors. The improved security and protection, particularly when the competitors were new to the industry, where main drivers in the industries make information in the market their priority. Also, the capacity to deal with every one of the devices effectively and safely on BES makes their products significantly more engaging. Conversely, non-business clients care about the apps and Internet access extremely highly. A large number of the areas BlackBerry perform beyond expectations are the ones which non-business clients hope to conduct their business, yet don't see as key drivers as their preferred choices. On the off chance that BlackBerry's hierarchical structure had been increasingly helpful for market introduction they may have acknowledged where their relative qualities lay and changed their technique as needs be. After the arrival of the iPhone, Verizon probably requested that Blackberry make an 'iPhone executioner'. This says a great deal regarding the mentality of the Blackberry officials at this fundamental minute in the market. Up to that point they had been showcase pioneer, and now needed to completely re-survey their business going ahead. Subsequently, a conventional structure with one CEO would have been considerably more helpful for proactively showcase orientating.
A careful strategic and marketing audit would have demonstrated that a decrease in their promoting spend on non-business clients would have given them time and cash tore-manufacture their working framework. As it would be increasingly troublesome for multinational companies that patronises them to quickly switch loyalty, their strengths would have been channel towards keeping up their market share inside this fragment alone, again to purchase time to re-assemble the engineering with the goal that long haul, a wide separation system could be taken again once a superior item offering was created.
[bookmark: _Toc7147036]CONCLUSION
The market forces in the current society demand companies to react to changes more efficiently and quickly in other to be reckon with as technologies take full control of present generation. The management need to understand that rapid change in all aspect of the society is inevitable and organisations cannot believe that past glory guarantee future achievement.
 Every industry keep changing on daily basis with the invention of technology, all organisations stakeholders mostly the decision makers have to be on their toes at all times to align with the constant changing and be aware of any changes and how to implement such changes in their various organisation to avoid been left behind in other to pilot the affairs of their organization to the right path. managers must accept change at all level rather than refuse to accept it, it is important for companies leaders to be visionaries of possible new changes in their respective industries. There is always possibilities that modern technology opens up a new market that may threaten the existing one, that is why Apple Inc. and Samsung are among the current leading technology brand globally, which they continue entering into the emerging market to gain advantage of first-mover. This was the deadly mistake Blackberry made for been satisfied. While Samsung and Apple continue challenging each other moving into the smart phones and other technology market to continue the dominance of big market share, but Blackberry allow the opportunity to slip off and was push out of the smart phone industry completely and they are now history in the industry. The top management stakeholders that refused to adapt to change and accept major evolution such as these or lack of them, as it occurs in Blackberry are the main problem behind the collapse of the company.
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monitoring capabilities of Smart Phones especially BlackBerry
Hyglene and safety standards for manufacturers

Issue of cyberbullying

Economical

Steady growth in developing countries
Fluctuation in exchange rates

Economic meltdown

Elastic demand means more price sensitivity
Intense and high competition

Social

Practical necessity to own a smartphone.
Changing demographics

Users need to stay connected with the external world
Antisoclal elements can obstruct brand perception
Technology mishap can tarish brand image

Ufe style

Technological

Ease of use.
Hightechnology

Robust features

Continuous and rapid change

‘Advances intechnology

Advent of mobile computing

State-of-the-art sophisticated operating systems
Innovation in product accessories

Envionmental

Recycling and waste disposal
Environmental standards including: Energy usage, eco-friendly
manufacturing, etc:

= High volume of production

Innumerable patent lawsults between competitors
‘Countries imposing ban on some products especially RIM
eg: UAE, China and India





image7.png
Forces.

Importance

Threat of new entrants
Require huge capital for investment
High brand value

Intellectual property rights
Constant innovation in technology
High fixed costs.

Strong distribution network required
High economies of scale

Threat of substitutes.
« Tablets, notebooks, PC's,regular handsets.
«_Intemet based calls

‘Suppliers power
= Lots of providers of both hardware and software products
«_High competition between suppliers

Moderate

Buyers power
Variety of choices for consumers
Limited differentiation

Elastic demand, high price sensitivity
Low or moderate brand loyalty
Large base of customers

Low dependency on distributors

Moderate to high

Competitive rivalry
High and direct competition between rivals
Big competitors,

Technological competition

Brand identity

Diversity of competitors and products

Price wars
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Smng"-
. Robustsecurity and relabilty of data

« Enterpriseresource provider used in
majorty of fortune 500 companies

« Strong hardware and sof tware inegration

« Distinguished QWERTY keyboard

« Unique technology including QNX platform
mobile fusion

« Unique instant messaging application

+ Expandable memory

‘Weakness
« Slow response to other competitors and
changes in the market
Lackof clear positioning
Low diversified portfolio
Significant technological issues ex:global
outages
Decrease in sales and profit
Bad management decisions and problems
between top managers
« Inability of management to find solutions
for industry threats
Ageing and archaic product
Dependency on corporate custorer
segment
Limited innovation capabilties
Low number of apps available on the
BlackBerry store
«_Poor presence in other markets eg: tablets

Opportunities
" Rising demand for smart phones
 Growth in emerging markets.

« Potential to expand in the tablet market
« Extended application offering

« Social integration

« Create strategic allances.

« Increase number of apps.

Threats
Fast technological change

Intense competition

Political threats

Investors worrying on decreased market
share

Infringements of patents

Environmental factors

Saturated market in developed countries
Low usage from corporate users segment
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