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 Introduction: The Digital Opportunity in an Analog World 
 

 

Problem Statement: AdraWireless, a local internet service provider based in Adra, aims for 

market leadership in a region characterized by a significant and growing digital divide. 

National telecommunication giants predominantly focus their infrastructure investments on 

densely populated urban centers. This strategic choice inadvertently leaves vast rural areas, 

older demographics, and a substantial expatriate community underserved or completely 

neglected. These "forgotten" segments represent a substantial, addressable market for a 

provider with the right strategy and technology. 

Strategic Vision: This report outlines a detailed, data-driven strategy for AdraWireless to 

not only serve but conquer these overlooked market segments. The core of this strategy is 

not to engage in a price war with national behemoths like Movistar or Orange. Instead, the 

path to leadership lies in leveraging key competitive advantages: technological flexibility 

(wireless vs. fiber), superior customer-centricity, and a deep-rooted local presence. 

AdraWireless will become the provider that succeeds where others fail, offering reliable 

internet with service that understands the unique needs of its diverse clientele. 

 

Analytical Framework: To build this strategy, we will analyze the market from four 

distinct yet interconnected perspectives, creating a comprehensive roadmap for growth: 

 
1. Deep-Dive Analysis of the Home Base (Almería): A granular examination of the immediate 

opportunities within the home province to establish a dominant position. 

2. Exploration of Expansion Territories (Granada, Málaga, Murcia): A data-backed assessment 

of the potential, feasibility, and strategic fit of adjacent markets. 

3. Strategic Pillars for Growth: Defining the core principles—the "how"—that will transform 

AdraWireless into the number one choice for its target customers. 

4. Concrete Action Plan: A directly applicable roadmap for the next 36 months, translating strategy 

into tangible steps, milestones, and KPIs. 

 

 This document serves as a strategic blueprint. Its successful implementation will depend 

on agile execution, continuous market monitoring, and an unwavering commitment to the 



  customer-centric principles outlined within. The opportunity is clear; the path to seizing it 

begins now. 

 

 

Part 1: Core Analysis - The Untapped Goldmine of Almería 
 

 

The primary objective of this section is to provide a profound understanding of the 

demographic, technological, and competitive realities of the province of Almería. By 

dissecting the local market, we can identify the most lucrative and immediately actionable 

growth opportunities. Mastering the home turf is the non-negotiable first step towards 

regional leadership. 

1.1 Demographic and Geographic Profile: Where Are the Customers? 

 
Population Analysis 

 

The province of Almería is a market of significant scale and unique composition. As of early 

2024, it is home to approximately 760,964 inhabitants, a figure that has shown consistent 

growth over the past decades, increasing from just over 536,000 in 2001 (Instituto Nacional 

de Estadística, via CityPopulation.de). This growth indicates a dynamic and expanding 

potential customer base. 

 

The population is not evenly distributed. Key municipalities include the capital, Almería 

city (201,946 inhabitants), Roquetas de Mar, Níjar, and Mojácar. These coastal areas are 

densely populated and are major tourist hotspots. For instance, in the first quarter of 2024, 

Almería city and Roquetas de Mar collectively received over 125,000 tourists, highlighting 

the seasonal demand from a transient population (SUR in English). 

 

A critical and defining characteristic of Almería's demography is its substantial international 

population. Data from 2024 shows that of the 760,964 residents, 172,379 were not born in 

Spain. This group is composed of 85,370 residents from Africa, 37,325 from other EU 

countries, and 22,306 from the rest of Europe (Instituto Nacional de Estadística, via 

CityPopulation.de). This large, non-Spanish-speaking community, particularly from the UK, 

France, Belgium, and the Netherlands, represents a core target segment with specific needs, 

https://citypopulation.de/en/spain/admin/andaluc%C3%ADa/04__almer%C3%ADa/
https://citypopulation.de/en/spain/admin/andaluc%C3%ADa/04__almer%C3%ADa/
https://www.surinenglish.com/andalucia/costa-almeria/tourist-ranking-these-are-the-towns-almeria-20240612080847-nt.html
https://citypopulation.de/en/spain/admin/andaluc%C3%ADa/04__almer%C3%ADa/
https://citypopulation.de/en/spain/admin/andaluc%C3%ADa/04__almer%C3%ADa/


such as multilingual customer service and flexible contracts, which are often poorly met by 

national providers. 

Geographic Distribution 

 
Almería's geography is one of stark contrasts. It features a highly developed and populated 

coastline, the Costa de Almería, which attracts tourism and residential development. Inland, 

however, the landscape transforms into Europe's only desert, the Tabernas, and is 

characterized by rugged mountain ranges like the Sierra de Los Filabres (Wikipedia). These 

vast, sparsely populated inland areas present a significant challenge for traditional 

infrastructure deployment. 

 

This geographical reality is a strategic advantage for a Wireless Internet Service Provider 

(WISP) like AdraWireless. The high cost and logistical complexity of laying fiber optic 

cables through mountainous and arid terrain make it economically unviable for large 

corporations. Their business model relies on high-density areas for a return on investment. 

This leaves a vacuum in the inland *pueblos* and rural communities, a vacuum that 

wireless technologies are perfectly suited to fill. Fixed Wireless Access (FWA) can deliver 

high-speed broadband over long distances without the need for extensive physical cabling, 

turning a geographical challenge into a market opportunity. 

 
The characteristic white villages of inland Andalusia represent a key underserved market, where laying traditional 

fiber is often unfeasible 

 

1.2 The State of the Internet in Almería: An Analysis of the Digital 

Divide 

Speed and Reliability 

 
The digital landscape in Almería is a tale of two provinces. While high-speed connections 

are available, a significant portion of the population is left behind. According to a December 

2024 analysis by `FairInternetReport`, the average internet speed in Almería is 227 Mbps, 

which is slightly below the Spanish national average of 243 Mbps. The median download 

https://en.wikipedia.org/wiki/Province_of_Almer%C3%ADa


speed, a more accurate representation of a typical user's experience, is 153 Mbps, lagging 

11% behind the national median of 170 Mbps (FairInternetReport). 

 

The most critical statistic, however, is the one that defines AdraWireless's primary market: 

**23% of Almería's population suffers from slow or very slow internet connections**, 

defined as speeds below 30 Mbps. This figure represents a substantial number of households 

and businesses that are functionally disconnected from the modern digital economy. While 

this number has decreased by 54% since December 2023, it still signifies a massive 

opportunity for a provider capable of delivering reliable service to these areas. 

 

Performance varies significantly by location. While coastal towns like Roquetas de Mar 

boast the highest maximum speeds (up to 1,800 Mbps from certain providers), the median 

speeds tell a different story. Almería city itself has a median speed of 175 Mbps, while other 

towns show even greater variance. This inconsistency highlights that even within relatively 

developed areas, the quality of service is not guaranteed, creating pockets of opportunity. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

The Digital Divide in Practice 

https://fairinternetreport.com/Spain/Almeria


The concept of the "digital divide" is not merely academic; it is a tangible reality in Almería. 

This divide refers to the gap between those who have access to modern information and 

communication technology and those who do not (Wikipedia). The causes are multifaceted 

and align perfectly with the province's profile: 

 

Geographical Disparities: As established, rural and remote areas lack the necessary 

infrastructure for high-speed internet (Vaia.com). This is the most significant factor in Almería. 

Socioeconomic Status: Lower-income households may be unable to afford high-priced internet 

packages or the necessary digital devices. 

Age: Older populations often exhibit lower levels of digital literacy, creating a barrier to adoption 

even when access is available. 

Educational Attainment: Individuals with higher education levels are more likely to possess the 

skills needed to benefit from digital technologies. 

 

The existence of this divide is officially recognized. The Spanish government's "Digital 

Spain 2025" agenda explicitly aims to bridge this gap, with a goal of providing 100% of the 

population with 100 Mbps coverage by 2025 (RedPública). Furthermore, local initiatives 

like the EU-funded Guadalinfo network are actively working to combat depopulation in 

inland areas by providing public broadband access and IT literacy training, particularly in 

towns with fewer than 10,000 inhabitants (Euro Weekly News). These programs validate the 

problem AdraWireless is positioned to solve, creating a favorable environment for a 

company whose mission aligns with public policy objectives. 

1.3 Competitive Landscape: Who Are the Rivals and Where Do Their 

Weaknesses Lie? 

 
To carve out a dominant market share, AdraWireless must understand its competitors not 

just by name, but by their strategic strengths and, more importantly, their exploitable 

weaknesses. The Almería market is a mix of national giants, an aggressive challenger, and 

small local players. 

Identification of Competitors 

 
Based on speed test data from `FairInternetReport`, the primary Internet Service Providers 

(ISPs) operating in Almería are: 

https://en.wikipedia.org/wiki/Digital_divide
https://www.vaia.com/en-us/explanations/spanish/spanish-social-issues/digital-divide-spain/
https://redpac.es/en/news/spain-2025-agenda-aims-bridge-digital-divide-between-rural-and-urban-areas
https://euroweeklynews.com/2022/03/26/working-to-halt-inland-depopulation-in-almeria-province/


The "Big Three": Telefónica (Movistar), Orange, and Vodafone. 

The Challenger: Digi Spain Telecom. 

Local/Niche Players: VADAVO, TELPLAY, Avatel & Wikiker Telecom, and others with very 

limited service areas. 

 

Strength-Weakness Analysis (SWOT-style) 

 
The Big Three (Movistar, Orange, Vodafone) 

 

 

Strengths: 

Brand Recognition: They are household names across Spain with massive marketing 

budgets. 

Bundled Services: They dominate by offering "convergent" packages that include fiber, 

mobile lines, and pay-TV, creating customer stickiness. 

Urban Fiber Network: They have extensive Fiber-To-The-Home (FTTH) networks in 

Almería city, Roquetas de Mar, and other major coastal towns. 

Weaknesses: 

Rural Neglect: Their business model is ill-suited for the low-population-density inland 

areas. Reports have even cited Almería as having some of the "worst infrastructure in 

Spain," likely referring to these neglected zones (Spectrum FM Costa de Almería). 

Inflexible Contracts: They typically require long-term contracts (*permanencia*), which 

are unattractive to seasonal residents and expats. 

Poor Customer Service: Their large, centralized call centers are often criticized for long 

wait times and a lack of personalized support. Crucially, they often fail to provide adequate 

service in English or other languages, a major pain point for the large international 

community. 

 

The Challenger (Digi Spain Telecom) 

 

 

Strengths: 

Aggressive Pricing: Digi competes almost exclusively on price, offering very low-cost 

fiber and mobile plans that are highly attractive to budget-conscious consumers. 

Growing Market Share: Nationally, Digi is rapidly gaining ground on the big players, 

particularly in the fixed broadband market (TelcoTitans). 

Weaknesses: 

https://m.facebook.com/spectrum.fm.costa.almeria/photos/almer%C3%ADa-the-last-province-to-get-electricity-back-it-has-the-worst-infrastructur/1625013895111895/
https://www.telecotitans.com/orangewatch/spains-big-three-see-share-dwindle-in-face-of-challenge-from-digi-et-al/9145.article


Inconsistent Performance: While `FairInternetReport` shows Digi offering the highest 

maximum download speed in Almería (1,800 Mbps), its average and median speeds are 

significantly lower, suggesting that top performance is not consistently available to all 

users. 

Service as a Secondary Focus: The low-cost model often comes at the expense of 

customer support and service quality. Their focus is on acquiring customers through price, 

not retaining them through excellent service. 

Limited Own Infrastructure: While expanding, Digi still relies heavily on wholesale 

access to other networks, which can limit their control over service quality and repair 

times. 

 

Local Players (e.g., VADAVO, TELPLAY) 

 

Strengths: 

Local Knowledge: They understand the local area and may offer more personalized 

service. 

Flexibility: As smaller operations, they can potentially be more agile and offer more 

flexible terms than the national giants. 

Weaknesses: 

Extremely Limited Coverage: Most of these providers serve only one or a handful of 

municipalities. VADAVO, for example, was only tested in one city according to the report 

(FairInternetReport). 

Lack of Scale: They lack the marketing power, brand recognition, and capital to compete 

on a provincial level. They are acquisition targets rather than long-term strategic threats. 

 

 

 

Key Strategic Insight 

 
The competitive landscape in Almería is ripe for disruption. It is dominated by 

inflexible giants focused on urban centers and a price-cutter focused on volume. This 

leaves a clear, defensible market niche for a provider that can build its brand on three 

pillars: reaching the unreachable (geographically), unmatched flexibility 

(contractually), and superior, multilingual service (relationally). AdraWireless does 

not need to be the cheapest; it needs to be the best solution for the underserved. 

https://fairinternetreport.com/Spain/Almeria


1.4 Untapped Market Segments: The Hidden Growth Engines 

 
To effectively capture the market, we must move beyond broad statistics and develop a deep 

understanding of the potential customers. By creating detailed personas, we can tailor 

products, marketing messages, and service delivery to their specific needs and pain points. 

Persona 1: The "Offline" Generation (Seniors & The Digitally Hesitant) 

 
Characteristics: Typically aged 65+, living in smaller inland towns or villages. They may be 

Spanish nationals who have lived in the area their whole lives. They are often wary of new 

technology, lack digital skills, and may not immediately see the need for an internet connection. 

Their social life is centered around the local community, not online platforms. 

Pain Points & Objections: 

"Internet es demasiado complicado." (The internet is too complicated.) - Fear of the 

unknown and complex user interfaces. 

"Es muy caro para lo que lo uso." (It's too expensive for what I'd use it for.) - Perception of 

low value relative to cost. 

"No lo necesito." (I don't need it.) - Lack of awareness of the benefits, such as video calling 

with family, accessing online banking, or making medical appointments. 

"¿Y quién me ayuda si no funciona?" (And who will help me if it doesn't work?) - Deep- 

seated fear of being left alone with non-functioning technology and impenetrable call 

centers. 

 

Persona 2: The International Resident (Expats & Seasonal Homeowners) 

 
Characteristics: Non-Spanish nationals, often from the UK, Netherlands, Belgium, or France, as 

supported by tourism data (Spanish News Today). They may own a second home (a villa or 

apartment) and spend several months a year in Almería. They are digitally savvy but require 

flexibility and clear communication. 

Pain Points & Objections: 

"I don't want a 12-month contract for a house I only use for 4 months." - The rigidity of 

standard Spanish telecom contracts is a major barrier. 

"The customer service doesn't speak English." - The language barrier is a source of 

immense frustration when dealing with technical issues or billing inquiries. 

"The installation process is a nightmare." - Difficulty scheduling appointments and 

communicating with technicians who may not speak their language. 

https://spanishnewstoday.com/almeria-sees-drop-in-uk-and-german-tourists-this-summer-while-french-belgian-and-dutch-surge_1000121620-a.html


"I just want it to work when I arrive." - The need for a "plug-and-play" solution that can be 

activated and deactivated easily. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

The significant population of international residents and holiday homeowners requires flexible, multilingual internet 

services often lacking from major providers 

 

Persona 3: The Rural Entrepreneur (Casa Rural, Agricultural Business) 

 
Characteristics: Owns or manages a business located outside the main urban centers. This could 

be a *casa rural* (rural B&B), an agricultural enterprise (olive or almond farm), or a small local 

workshop. Their business is increasingly dependent on a reliable internet connection for 

bookings, communication, online marketing, and modern operational technology (e.g., IoT for 

agriculture). 

Pain Points & Objections: 

"My connection is unstable and too slow for my business." - An unreliable connection 

directly translates to lost revenue (e.g., missed bookings from platforms like 

Booking.com). 

"The big providers won't come out here." - They are often located in areas deemed 

unprofitable by major ISPs. 

"My upload speed is terrible." - A critical issue for businesses that need to upload high-

resolution photos, videos, or large data files. 

"I need a provider who understands my business needs." - A desire for a B2B relationship 

with service level agreements (SLAs) and priority support, not a standard consumer-grade 

service. 



Part 2: Expansion Analysis - Opportunities Beyond the 

Provincial Borders 

 
After cementing a dominant position in Almería, the logical next step is strategic expansion. 

This section provides a concise, data-driven analysis of the three contiguous provinces— 

Granada, Málaga, and Murcia—to determine a prioritized expansion path. The goal is not to 

expand everywhere at once, but to choose the next market based on the highest probability 

of success. 

2.1 Granada: The Twin Market 

 
Market Profile: The province of Granada is the most logical and promising target for initial 

expansion. Its demographics are strikingly similar to Almería's, with a 2024 population of 

approximately 939,741 (Instituto Nacional de Estadística, via CityPopulation.de). The 

province features a major urban and student hub in Granada city, surrounded by vast, 

mountainous, and sparsely populated rural areas like the Alpujarras and the Granada 

Altiplano. Its economy is heavily reliant on tourism (Alhambra, Sierra Nevada ski resort) 

and agriculture, mirroring Almería's economic structure. 

 

Internet Landscape: The data from `FairInternetReport` reveals a more mature but still 

opportunity-rich market. The median download speed in Granada is 203 Mbps, significantly 

higher than Almería's (153 Mbps) and the national median (170 Mbps). This indicates that 

urban users have high expectations. However, the key opportunity lies in the fact that 

**29.1% of the population enjoys "very fast" speeds (>300 Mbps)**, while **20.35% still 

suffers from "slow" or "very slow" connections (<30 Mbps)** (FairInternetReport). This 

polarization suggests a well-defined digital divide between the connected cities and the 

underserved rural regions. 

 

Competition: The market is competitive, with 16 providers tested in the 

`FairInternetReport` study. While the national players are dominant, strong local providers 

like PROCONO and COMUNITEL demonstrate high average speeds, indicating a vibrant 

local ISP scene. However, their coverage is likely limited to specific areas. 

https://citypopulation.de/en/spain/admin/andaluc%C3%ADa/18__granada/
https://fairinternetreport.com/Spain/Granada


Strategic Recommendation: High Priority. Granada is a natural extension of the Almería 

market. The geographical challenges of the Sierra Nevada and the Alpujarras make it ideal 

for wireless solutions. The successful strategy developed in Almería—focusing on rural 

communities, expats, and tourism-related businesses—is directly transferable and highly 

likely to succeed here. 

2.2 Málaga: The Crowded Metropolis 

 
Market Profile: The province of Málaga is a different beast entirely. It is far larger and 

more densely populated, with a population of over 1.7 million people, heavily concentrated 

along the Costa del Sol (Wikipedia). It is the epicenter of tourism and expat life in 

Andalusia, with major cities like Marbella, Mijas, and Fuengirola. This concentration 

creates a market of immense scale but also intense competition. 

 

Internet Landscape: Surprisingly, the internet performance in Málaga is underwhelming 

for such a developed area. The median download speed is only 162 Mbps, lower than both 

Granada and the Spanish national average. Furthermore, a significant **26% of the 

population experiences slow or very slow connections** (FairInternetReport). This could be 

indicative of network congestion and aging infrastructure struggling to keep up with 

demand in the hyper-developed coastal strip. 

 

Competition: Málaga is a red ocean. `FairInternetReport` lists a staggering **26 active 

providers**. The market is saturated with national giants, aggressive challengers like Digi, 

and a multitude of local ISPs specifically targeting the massive expat communities along the 

coast. 

 

Strategic Recommendation: Low Priority (for now). While the market size is tempting, 

the level of saturation and competition is extremely high. Entering Málaga would require a 

substantially larger capital investment in marketing and infrastructure to even be noticed. 

The strategy should be to dominate the less contested markets of Almería and Granada first, 

building the brand and capital necessary for a potential future entry into Málaga. Attempting 

to compete here prematurely would be a costly mistake. 

https://en.wikipedia.org/wiki/Province_of_M%C3%A1laga
https://fairinternetreport.com/Spain/Malaga


2.3 Murcia: The Quiet Neighbor 

 
Market Profile: The Region of Murcia, bordering Almería to the east, is a large market 

with nearly 1.6 million inhabitants (CaixaBank Research). It has a unique demographic 

profile, being one of the youngest regions in Spain. Its economy is a powerhouse of 

agriculture (often called the "Orchard of Europe") and related industries, with significant 

rural areas dedicated to farming. 

 

Internet Landscape: Murcia's internet performance is strong, with a median download 

speed of 202 Mbps, comparable to Granada and well above the national average. A high 

proportion of users, **30.96% have "very fast" connections**, while the underserved 

segment is smaller, with **17.86% having slow or very slow speeds** (FairInternetReport). 

This suggests a market where fiber has been deployed effectively in populated areas, but 

rural opportunities still exist. 

Competition: The competitive environment is similar to Granada's, with 16 providers 

tested. The market is controlled by the major national players, but there is space for niche 

operators. 

 

Strategic Recommendation: Medium Priority. Murcia is an attractive market to consider 

after a successful expansion into Granada. The key differentiator here is the economy. The 

heavy focus on advanced agriculture presents a unique opportunity for AdraWireless to 

develop and market specialized B2B services. High-speed, reliable internet is crucial for 

modern agribusiness, including IoT sensors for irrigation management, drone operations, 

and logistics. This B2B focus could be a powerful entry strategy into the Murcian market. 

https://www.caixabankresearch.com/sites/default/files/content/file/2024/03/25/34455/2024-03-profileac-murcia-en.pdf
https://fairinternetreport.com/Spain/Murcia


 

 

 

 

 

 

 

 

 

 

 

 

 

 

Part 3: The Growth Strategy: From Local Hero to Regional 

Market Leader 

 
This section translates the preceding market analysis into a concrete, actionable strategy. 

The goal is to define a clear path for AdraWireless to evolve from a local provider in Adra 

into the dominant, go-to ISP for underserved communities across Almería and Granada. 

3.1 Defining the Unique Selling Proposition (USP) 

 
AdraWireless cannot and should not compete with Movistar or Digi on their terms. The USP 

must be built around the weaknesses of the competition and the specific needs of the target 

personas. 

 
Core Message: "AdraWireless: Internet that just works, wherever you live. With service 

you can understand." 

 

This message is built on three strategic pillars: 



1. Local Expertise & Accessibility: This is the "we are not a faceless corporation" pillar. It means 

being physically present and approachable. The message is, "We are from here. We live in your 

community. We speak your language (be it Spanish, English, Dutch, or German), and you can 

find us at the local market, not just through a call center." 

2. Ultimate Flexibility: This pillar directly attacks the biggest pain point for international residents 

and seasonal homeowners. The message is, "No restrictive long-term contracts. We offer 

monthly, seasonal, and annual plans that fit your life, not the other way around. Pause your 

service when you're away, reactivate it with a simple call." 

3. Problem Solving & Reliability: This is the technology and service guarantee. The message is, 

"We deliver reliable, high-speed internet to places others have given up on. Our service includes 

professional installation and a personal, patient explanation of how everything works. We solve 

your connectivity problems." 

 
Fixed Wireless Access (FWA) technology is key to providing reliable broadband in rural and mountainous areas where 

fiber is not an option 

 

3.2 Marketing and Acquisition Plan for Hard-to-Reach Target Groups 

 
A generic marketing approach will fail. Each persona requires a tailored strategy that uses 

the channels they trust and speaks to their specific pain points. 

Strategy for "Offline" Seniors (Persona 1) 

 
Channels: 

Traditional Media: Advertisements in local print newspapers (e.g., `La Voz de Almería`), 

regional radio spots, and flyers distributed in trusted local establishments like pharmacies, 

bakeries, and community centers (*centros de día*). 

Community Presence: Set up a simple, friendly information stand at the weekly markets 

in key inland towns (e.g., Albox, Tabernas, Vélez-Rubio). This physical presence builds 

trust and overcomes technological barriers. 

Word-of-Mouth: Implement a simple referral program ("Tell a friend and you both get one 

month free") that is easy to understand and communicate. 

Message: The messaging must focus on simplicity, security, and service. Avoid technical jargon. 

Use phrases like: "Easily email and video call with your grandchildren." "We install everything 

and explain it patiently." "A local person you can call if you need help." 



Strategy for International Residents (Persona 2) 

 
Channels: 

Digital Targeting: Highly-targeted Facebook and Instagram ads aimed at expat groups 

(e.g., "Expats in Mojácar," "Vera Residents Forum"). Targeting should be based on 

language (English, Dutch, German, French) and location. 

Partnerships: Build strong relationships with local *gestors* (administrative agents), real 

estate agents, and holiday rental companies. Offer them a commission for every successful 

referral. They are the first point of contact for new arrivals and are a trusted source of 

recommendations. 

Expat Media: Advertise in English-language publications that serve the community, such 

as `SUR in English` and `Euro Weekly News` (Euro Weekly News). 

Message: The messaging must highlight flexibility, convenience, and language. Use clear, direct 

English: "Flexible Monthly Internet for Your Holiday Home." "English-Speaking Support. No 

Hassle, No 12-Month Contracts." "Get Connected the Day You Arrive." 

 

Strategy for Rural Entrepreneurs (Persona 3) 

 
Channels: 

Direct Outreach: Identify and directly contact high-potential businesses like *casas 

rurales*, rural hotels, and larger agricultural cooperatives. 

Networking: Join and actively participate in local business associations and chambers of 

commerce. Attend agricultural trade fairs and tourism industry events. 

Case Studies: Develop testimonials and case studies from satisfied business clients. 

Showcase how a reliable connection improved their operations and profitability. 

Message: The messaging must be professional and focus on reliability, performance, and 

business growth. Use terms like: "A stable internet connection that grows your business." 

"Essential for online bookings and modern operations." "Symmetrical speeds for fast uploads." 

"Business-grade service with guaranteed uptime." 

 

3.3 Recommendations for Product and Service Development 

 
The product offering must directly reflect the needs of the target personas. A one-size-fits-

all approach will fail. The following three-tiered package structure is recommended to cover 

the primary market segments. 

Package 1: "Conecta Fácil" (Easy Connect) 

https://euroweeklynews.com/2022/03/26/working-to-halt-inland-depopulation-in-almeria-province/


Target Audience: Seniors, absolute beginners, digitally hesitant users (Persona 1). 

Specifications: A basic speed sufficient for essential tasks like email, web browsing, online 

banking, and standard-definition video calls (e.g., 20-30 Mbps download). The key is not raw 

speed, but stability and ease of use. 

Pricing: An affordable, all-inclusive entry-level price point (e.g., €19.95 per month, VAT 

included). 

Unique Feature: The service is the product. This package must include free professional 

installation and a mandatory one-hour "Patient Explanation" session, where the technician sits 

down with the customer, sets up their primary device (tablet or computer), and patiently walks 

them through basic online tasks. A simple, large-print user guide with contact information should 

be provided. 

 

Package 2: "Casa & Trabajo" (Home & Work) 

 
Target Audience: Expats, seasonal residents, families, and remote workers (Persona 2). 

Specifications: A high-speed, stable connection suitable for streaming HD/4K video, multiple 

users, video conferencing, and online gaming (e.g., 100+ Mbps download). 

Pricing: A competitive mid-range price (e.g., €29.95 per month). The key innovation is a "Flex-

Option" for a small premium (e.g., +€5/month) that allows the contract to be paused and 

reactivated on a monthly basis. 

Unique Feature: Multilingual customer support (English, German, Dutch) as a standard, not a 

premium add-on. A simple online portal for managing the account and pausing/reactivating the 

service. 

 

Package 3: "Profesional Rural" (Rural Professional) 

 
Target Audience: Businesses, *casas rurales*, agricultural enterprises, and demanding 

professionals (Persona 3). 

Specifications: A premium, high-performance connection with very high symmetrical speeds 

(e.g., 100+ Mbps download AND upload). High upload speed is critical for businesses and is a 

key differentiator. 

Pricing: A premium B2B price point (e.g., €49.95 per month). 

Unique Feature: A formal Service Level Agreement (SLA) guaranteeing a minimum uptime 

(e.g., 99.5%) and a 24-hour fault resolution promise. This package should also serve as a 

platform for future value-added services, such as IoT solutions for smart farming or managed Wi-

Fi for rural hotels. 



Conclusion: The Strategic Roadmap to Market Leadership 

 
Summary: The Southern Spanish internet market, particularly in the provinces of Almería 

and Granada, presents a significant and exploitable opportunity for a smart, agile, and 

customer-focused local provider like AdraWireless. By deliberately avoiding a direct 

confrontation with national giants on their home turf (urban fiber) and instead focusing on 

the underserved segments they neglect—rural communities, international residents, and 

specialized businesses—AdraWireless can build a defensible and dominant market position. 

The key to success is not being the cheapest, but being the best solution provider. This is 

achieved through a combination of targeted geographic expansion, tailor-made products, 

and a superior, personal, and multilingual customer service experience. 

 

The following action plan provides a structured, phased approach to turn this strategic 

vision into a reality over the next 36 months. 

1. Executive Summary 

 
Strategic Goal: To become the most recommended internet provider in the province of Almería 

and establish a strong, profitable foothold in Granada within 3 years. 

Key Opportunities: The top three growth opportunities are (1) the rural inland areas of Almería 

(e.g., the Almanzora Valley and the region around Níjar), (2) the large and growing expatriate 

community along the coast, and (3) the similarly underserved rural villages in the province of 

Granada (e.g., the Alpujarras). 

Competitive Advantage: The primary competitors are the national giants (Movistar, Orange) 

and the price-cutter (Digi). Their core weaknesses are inflexible contracts, poor (multilingual) 

customer service, and inadequate coverage in rural areas. AdraWireless will win by excelling in 

these three areas. 

Core Recommendation: Immediately initiate Phase 1 of the growth roadmap. This involves a 

hyper-focused marketing and sales push on the rural municipalities of Almería and the coastal 

expat market, supported by the newly defined product packages. 

 

2. Geographic Opportunity Matrix 



   

 
Province 

 

 
City/Region 

Potential 

Customers 

(est.) 

Current 

Internet 

Quality 

 
Key 

Competitors 

 
Opportunity 

Score (1-10) 

  

 

 
Almería 

Rural Areas 

(Níjar, 

Almanzora) 

 
30,000+ 

households 

 
Low (23% 

<30Mbps) 

Movistar, 

Orange (weak 

coverage) 

 

 
9 

 
 

 
Almería 

Coast 

(Mojácar, 

Vera, 

Roquetas) 

 

 
50,000+ 

(incl. expats) 

 

 
Medium to 

Good 

 

 
All major 

players, Digi 

 

 
8 (focus on 

expat service) 

 

 
Granada 

Rural Areas 

(Alpujarras, 

Guadix) 

 
40,000+ 

households 

 
Low to 

Medium 

 
Movistar, local 

players 

 

 
8 

 

 
Málaga 

Coast 

(Marbella, 

Estepona) 

 
100,000+ 

(incl. expats) 

 
Medium 

(congested) 

 
Very high (26+ 

competitors) 

 

 
5 

 

 
Murcia 

Rural Areas 

(Lorca, 

Caravaca) 

 
60,000+ 

households 

 

 
Medium 

Movistar, 

Orange, 

Vodafone 

 

 
7 

 
3. Strategic Growth Roadmap (3-Year Plan) 

 
Phase 1: Dominance in Almería (Months 1-12) 

 
Objective: Double market share in Almería and become the #1 choice for expats and rural 

residents. 

Action Points: 

Marketing: Launch the "AdraWireless: Conectamos tu Pueblo" (We Connect Your 

Village) campaign in local media and at physical market stalls. Initiate a targeted online 

campaign for expats on social media and in relevant publications. 



Product: Officially launch the "Conecta Fácil" and "Casa & Trabajo" packages with their 

unique service features. 

Sales: Hire two new multilingual sales agents to focus on the Níjar, Almanzora Valley, and 

coastal regions from Mojácar to Roquetas de Mar. 

KPIs: 1,500 new customers; achieve 75% brand awareness among the expat community in the 

focus regions. 

 

Phase 2: Expansion into Granada (Months 13-24) 

 
Objective: Achieve a successful market entry into the province of Granada, focusing on the 

Alpujarras and western rural areas. 

Action Points: 

Infrastructure: Identify and secure 3-4 strategic tower locations (build or lease) to provide 

coverage to the Alpujarras region. 

Partnerships: Establish formal referral agreements with 10+ local real estate agents and 

*gestors* in Granada. 

Marketing: Adapt the successful marketing campaigns from Almería for the Granada 

market, emphasizing local presence and understanding of the unique geography. 

KPIs: Acquire 1,000 customers in Granada; reach the break-even point for the Granada operation 

within 18 months. 

 

Phase 3: Market Leadership & Innovation (Months 25-36) 

 
Objective: Solidify position as the #1 provider based on customer satisfaction and introduce 

value-added B2B services. 

Action Points: 

Innovation: Launch the "Profesional Rural" package and initiate a pilot program for IoT 

solutions with select olive and almond farms to showcase capabilities. 

Acquisition: Explore the possibility of acquiring a smaller local WISP in Granada to 

accelerate growth and gain infrastructure. 

Branding: Launch a PR campaign focused on the theme of "Closing the Digital Divide in 

Andalusia," positioning AdraWireless as a key regional development partner. 

KPIs: Achieve 15% market share in the rural segments of Almería & Granada; secure 50 B2B 

customers for the "Profesional Rural" package. 

 

4. Tactical Playbook: Acquiring Hard-to-Reach Customers 



  
Target 

Group 

 
Characteristics 

 
Pain Points 

 
Channels & Approach 

  

 
 
 
 
 

 
"Offline" 

Households 

 
 
 
 

 
Age 65+, rural, no 

digital skills, distrustful 

of technology 

 
 
 

 
"Internet is too 

difficult," "I don't 

need it," "Poor 

service" 

1. Local Media: Ads in ̀ La 

Voz de Almería`. 

2. Community: Demo stand 

at the weekly market in 

Tabernas/Albox. 

3. Personal Touch: Door-to-

door outreach with a simple 

flyer and a friendly, non-

pushy approach. 

 
 
 
 

 
Seasonal 

Residents 

(Expats) 

 
 
 
 

 
Non-Spanish speaking, 

temporary stays, need 

for flexibility 

 
 
 

 
"Complex annual 

contracts," "Poor 

customer service 

in English" 

1. Online: Targeted ads on 

Facebook Groups ("Expats 

in Mojacar"). 

2. Partners: Collaboration 

with real estate agents and 

*gestors*. 

3. Product: Offer the "Casa 

& Trabajo" package with a 

clear, flexible monthly rate. 

 
5. Product & Service Development Recommendations 

 
 

Recommendation 
 

Description 
Target 

Audience 

Pricing 

(indicative) 

Implementation 

Steps 

 

Package "Conecta 

Fácil" 

Basic speed 

for email & 

news. 

Includes 

installation 

and a 1-hour 

Absolute 

beginners, 

seniors 

€19.95 / 

month 

1. Define technical 

specs (20-30 Mbps). 

2. Develop simple, 

large-print marketing 

materials. 

3. Train installers on 



 
Recommendation 

 
Description 

Target 

Audience 

Pricing 

(indicative) 

Implementation 

Steps 

 personal 

setup/training 

session. 

  patient, clear 

communication. 

 
 
 
 

 
Package "Casa & 

Trabajo" 

High speed 

(100+ Mbps), 

stable 

connection, 

with standard 

multilingual 

customer 

service. 

 
 
 

 
Remote 

workers, 

families, 

expats 

 
 
 

 
€29.95 / 

month (Flex-

option +€5) 

1. Test network 

stability under load. 

2. Establish a dedicated 

English/German/Dutch 

speaking support 

channel. 

3. Launch via expat-

focused channels. 

 
 
 
 

 
Package 

"Profesional 

Rural" 

Premium 

symmetrical 

speeds 

(100/100 

Mbps), SLA 

for uptime, 

and priority 

business 

support. 

 
 
 

 
Businesses, 

*casas 

rurales*, 

farms 

 
 
 
 
 

 
€49.95 / 

month 

 
1. Engineer network 

for guaranteed 

symmetrical speeds. 

2. Draft a clear SLA 

document. 

3. Create a dedicated 

B2B sales and support 

team. 

 


