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KEY QUESTIONS ANSWERED IN THIS REPORT WHO SHOULD READ THIS REPORT

GEOGRAPHICAL COVERAGEThis report focuses on aspects of Analysys Mason’s Connected 

Consumer Survey that relate to the behaviour, preferences and 

plans of smartphone users in the Middle East. In particular, it 

focuses on customer satisfaction, churn and retention-related 

aspects of mobile services. 

The survey was conducted in association with On Device 

Research between August and September 2020. The survey 

groups were chosen to be representative of the mobile-internet-

using population in the region. We set quotas on age, gender and 

geographical spread to that effect. There was a minimum of 750 

respondents per country, and 3750 in the region.
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About this report

▪ What are the drivers of mobile customer experience? How do they vary 

by country and by operator?

▪ What key factors influence consumers’ intention to churn? How have 

consumers’ priorities evolved?

▪ What are the Net Promoter Scores (NPSs) and key satisfaction metrics 

of operators in the Middle East? Which companies lead and why?

▪ What is the role of bundling additional services on customer retention? 

How do new service-based pricing models affect KPIs?

▪ What is the relationship between customer service and customer 

satisfaction?

▪ Operators’ strategy executives and marketing managers who are 

interested in understanding the needs of their consumer customer base, 

the different drivers of customer experience and the impact of differing 

approaches to pricing on customer satisfaction.

▪ Market intelligence and research executives in service providers that are 

responsible for understanding end-user trends and supporting business 

units in identifying and addressing new opportunities.

▪ Equipment/device manufacturers and software providers that want to 

identify end-user trends in service and device usage and help their 

operator customers to prioritise investments and improve their ability to 

address market opportunities.

Middle East:

▪ Kuwait

▪ Oman

▪ Saudi Arabia

▪ UAE
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The change in operators’ NPSs between 2019 and 2020 varied 

across the region. The NPSs of operators in Kuwait dropped 

significantly, while others remained the same or improved.

Respondents were asked to rate how likely they were to 

recommend their mobile operator using a scale from 0 (not at all 

likely) to 10 (definitely).1

All operators surveyed received a negative NPS, ranging from –45 

for stc (Kuwait) to –2 for Etisalat . Operators in the UAE continue 

to lead in terms of NPS, but their scores are still lower than those 

of operators in most other regions.

Operators in Kuwait performed badly in terms of NPS in 2020. 

stc’s and Ooredoo’s NPSs fell by 24 and 12 points, respectively, 

between 2019 and 2020. Respondents’ satisfaction with the 

various mobile service aspects also fell during this timeframe, 

especially for voice/SMS and data allowances (see next slide). 

Ooredoo had the biggest drop in satisfaction metrics.

Incumbents generally fared better than smaller operators in 

2020. The gap between incumbents’ and challengers’ scores is 

wider than it was in 2019 in all countries except the UAE. This is 

particularly apparent in Saudi Arabia: stc increased its NPS by 15 

points since 2019 and widened its lead over Mobily to 11 points. 

This suggests that incumbents coped better with the surge in the 

number of support enquiries and the demand for data services 

during the COVID-19 pandemic than challengers.

Figure 2: Net Promoter Score for mobile operators, Middle East, 

20201
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All operators in the Middle East received a negative NPS in 2020; du and Etisalat in 

the UAE and stc in Saudi Arabia fared the best in the region

1 The Net Promoter Score (NPS) is calculated by subtracting the percentage of subscribers that rated the operator 6 or below from the 

percentage that rated it 9 or 10.
2 Please refer to the methodology and panel information section for the sample size and relevant survey questions.



Connected Consumer Survey 2020: mobile customer satisfaction in the Middle East

Figure 3: Average customer satisfaction scores for various elements of the mobile service, by operator, Middle East, 20201

Figure 3 shows respondents’ satisfaction ratings for various elements of their mobile services.2 Kuwaiti operators had lower scores in 2020 

than in 2019, especially for coverage and data speeds, despite having nationwide 4G and 5G networks. Zain had low scores for all service 

elements, but performed better than its two competitors. Pricing, data allowances and speeds remain the three top pain points for 

customers in Oman. Omantel’s customers were much more satisfied with customer service than Ooredoo’s, but they were also more likely 

to be dissatisfied with price. Satisfaction ratings in Saudi Arabia improved between 2019 and 2020. All three operators had relatively high 

scores for coverage, customer service and call/SMS allowances, and stc had a slight edge over its competitors. Etisalat in the UAE

performed slightly better than du in most areas, though du received higher scores for price. These two operators maintained their 

leadership in the region this year in terms of overall satisfaction and coverage scores.
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Respondents are somewhat satisfied with the various mobile service elements in 

Saudi Arabia and the UAE, but there is room for improvement in Kuwait and Oman

1 Please refer to the methodology and panel information section for the sample size and relevant survey questions.
2 Respondents rated their satisfaction on a scale of 1 to 5, where 1 is ‘very dissatisfied’ and 5 is ‘very satisfied’.

LOW HIGH

Service attribute
Kuwait Oman Saudi Arabia UAE

Ooredoo Zain stc Omantel Ooredoo stc Mobily Zain Etisalat du

Tariff/price 3.0 3.3 3.0 2.9 3.0 3.1 3.2 3.2 3.2 3.3 

Data speed 2.8 3.2 3.1 3.0 3.0 3.3 3.3 3.3 3.5 3.4 

Data allowance 3.0 3.3 3.2 3.0 3.0 3.4 3.3 3.3 3.3 3.4 

Coverage 3.1 3.3 3.1 3.3 3.2 3.6 3.4 3.5 3.7 3.6 

Customer service 3.3 3.4 3.2 3.5 3.2 3.5 3.4 3.4 3.5 3.4 

Call/SMS allowance 3.2 3.4 3.2 3.4 3.3 3.7 3.6 3.5 3.5 3.4 

Overall 3.0 3.3 3.1 3.3 3.3 3.5 3.4 3.4 3.6 3.6 

Source: Analysys Mason
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Consulting

We deliver tangible benefits to clients across the telecoms 

industry: 

▪ communications and digital service providers, vendors, 

financial and strategic investors, private equity and 

infrastructure funds, governments, regulators, broadcasters 

and service and content providers

Our sector specialists understand the distinct local challenges 

facing clients, in addition to the wider effects of global forces.

We are future-focused and help clients understand the challenges 

and opportunities new technology brings.

Research

Our dedicated team of analysts track and forecast the different 

services accessed by consumers and enterprises.

We offer detailed insight into the software, infrastructure and 

technology delivering those services.

Clients benefit from regular and timely intelligence, and direct 

access to analysts.
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Analysys Mason’s consulting and research are uniquely positioned

Analysys Mason’s consulting services and research portfolio
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Research from Analysys Mason
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