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KEY QUESTIONS ANSWERED IN  THIS REPORT WHO SHOULD READ THIS REPORT

This report focuses on aspects of Analysys Mason’s Connected 

Consumer Survey that relate to the behaviour, preferences and 

plans of fixed broadband users in Europe and the USA. 

The survey was conducted in association with Dynata between 

July and August 2019. The survey groups were chosen to be 

representative of the broader online consumer population in 

Europe and the USA. We set quotas on age, gender and 

geographical spread to that effect. There were a minimum of 

1000 respondents per country.
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About this report

▪ What are the most significant drivers of Net Promoter Score (NPS) for 

fixed broadband operators and which operators are particularly effective 

at scoring highly and why?

▪ What are the most significant drivers of fixed broadband churn and how 

can operators most effectively approach customer retention?

▪ What is the effect of customers’ use of digital channels by customers on 

customer satisfaction and retention?

▪ Do value-added services have a measurable effect on customer 

satisfaction and churn intention? And if so, which value added services?

▪ Product managers and strategy teams working for fixed operators that 

are launching new broadband products aimed at the retail market, or 

operators designing their response to those of their competitors.

▪ Marketing executives and product managers for operators that are 

making decisions about service design and its impact on customer 

retention of broadband bundles.

▪ Regulatory authorities and associated bodies tasked with overseeing 

competition in the fixed broadband market

Western Europe:

▪ France

▪ Germany

▪ Italy

▪ Spain

▪ UK

North America:

▪ USA

Central and Eastern Europe:

▪ Poland

▪ Turkey

GEOGRAPHICAL COVERAGE
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Net Promoter Score (NPS) is a widely used metric that expresses 

overall customer satisfaction as a single measure.1 Various 

factors determine NPS, some of which are cultural – for this 

reason, it is only helpful to compare NPSs for operators within 

countries rather than between countries. Nevertheless, two 

general trends have emerged from the results. First, NPSs have 

shifted upwards, with the average NPS increasing from +8 to +10 

since 2018. This is largely due to speed hikes and also because 

of increasing fibre penetration (see the next slide). Second, NPSs 

now have a wider range (-11 to +50) than in 2018 (-18 to +32). In 

key markets (such as Italy, France and Turkey), some operators 

have fallen behind while the rest of the market has improved.

At the country level, incumbents’ NPSs in France and Spain are 

high, but altnets in Poland and Turkey are outperforming incumbents.

▪ In France, Orange led all other fixed players in terms of 

satisfaction with speed, reliability and the overall service. 

▪ In Spain, Movistar recorded higher satisfaction than all others in 

terms of overall service, service reliability and customer service. 

▪ Cableco UPC in Poland led rivals in satisfaction with speed and, 

to a lesser extent, customer service and usage restrictions. 

▪ Turkcell Superonline outscored its rivals in terms of satisfaction

with speed, reliability, customer service, price and usage 

restrictions. It outscored the market average most in terms of 

satisfaction with speed (+0.40) and usage restrictions (+0.32).

Figure 5: Net Promoter Score (NPS) for fixed broadband 

providers, by operator, Europe and the USA, 20192
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Net Promoter Scores (NPSs) have generally increased against a background of 

speed hikes, with incumbents in some countries performing particularly well

1 Respondents were asked to assess the likelihood that they would recommend their provider on a scale from 0 to 10. The NPS is 

calculated by subtracting the share of detractors (those that rated an operator 6 or below), from the share of promoters (those who rated 

it 9 or 10). 2 Please refer to the appendix for sample size and relevant survey questions. 
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As we did for customer satisfaction, we performed a statistical 

regression of churn intention on the five key components of the 

service to better understand drivers of churn. We found that, 

similarly to our 2018 survey, reliability/speed was the most-

important factor overall, especially in France, Turkey and the UK 

(see figure 15). The positioning of reliability/speed above price 

and customer service is a positive signal that operators with a 

strong fixed infrastructure can potentially reduce churn by 

increasing speeds, and monetise these boosts as well. 

Notably, a similar story emerged among the overall panel, but 

different dynamics emerge at the country level.

▪ In Italy, price strongly correlates with churn intention. This is 

an index of how competitive the retail market in Italy is, with 

operators implementing aggressive pricing strategies to 

encourage migration to fibre (for example, FTTP/B plans are 

sold at the same price as DSL plans).

▪ In Poland, customer service satisfaction had a higher 

correlation with lower churn intention than reliability/speed. 

This was similar to the situation on the satisfaction side in 

Poland where customer service was most important.

▪ In Germany, consumers engage less with applications that 

require high speeds and, accordingly, reliability and speed 

do not have a strong correlation with churn intention. Other 

aspects such as customer service are more important.

Operators in nearly all countries surveyed should prioritise speed boosts and 

improved service reliability to lower churn

Figure 14: Results of a statistical regression on satisfaction 

with specific aspects of the service against intention to churn 

from their service provider within the next 6 months, Europe 

and the USA, 20191

Figure 15: Results of a statistical regression on satisfaction with 

specific aspects of service against intention to churn from their 

service provider within the next 6 months, by country, 20191
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1 Please refer to the appendix for sample size and relevant survey questions. 

France

Germany

Italy Poland Spain Turkey UK USA

Customer service –4.36 –3.52 N/A –6.44 –3.86 –3.69 N/A N/A

Reliability/speed –7.41 -3.45 –4.68 –5.34 –4.09 –7.60 –7.06 –4.65

Price N/A N/A –10.56 N/A –2.81 –4.59 –4.05 N/A

Usage 

restrictions
N/A N/A N/A N/A N/A N/A N/A N/A

-4.7

-3.7

-2.7

-10 0

Reliability/speed

Price

Customer service

Usage restrictions

Percentage-point change in probability of churn with a 1-point 

increase in satisfaction with fixed broadband service aspect

Not statistically significant

Source: Analysys Mason
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Contents
Executive summary

Better speed and reliability are likely to yield the greatest 

improvements in satisfaction

Improved service speed is more important to suppressing 

intention to churn than better price satisfaction

Value-added services are likely to improve satisfaction and 

retention only in specific instances

Methodology and panel information
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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 that 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.

Analysys Mason’s consulting services and research portfolio
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Analysys Mason’s consulting and research are uniquely positioned
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Research from Analysys Mason
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Consulting from Analysys Mason
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