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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 respondents’ usage of digital services. 

The survey was conducted in association with On Device 

Research (ODR) between August and September 2019. The 

survey groups were chosen to be representative of the mobile-

internet-using population in the Middle East (ME). We set quotas 

on age, gender and geographical spread to that effect. There 

were a minimum of 750 respondents per country.
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About this report

▪ What are the main payment mechanisms and devices for e-commerce in 

the Middle East and how often do consumers engage in e-commerce?

▪ What are the most popular mobile wallet services in the Middle East?

▪ What are the main payment mechanisms for physical purchases in the 

Middle East and how often do consumers engage in physical 

commerce?

▪ Which organisations are consumers in the Middle East most willing to 

trust with their personal data?

▪ What are the ownership and interest levels for a range of connected 

devices?

▪ Operator-based strategy executives and marketing managers who are 

interested in understanding consumer market trends, and the changing 

role of operators as digital service providers.

▪ 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 in e-commerce, 

payments and identity management.

▪ Equipment/device manufacturers and software providers that want to 

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

operator customers to better address market opportunities in services 

related to e-commerce and payments.

Middle East (ME):

▪ Kuwait

▪ Oman

▪ Qatar

▪ Saudi Arabia

▪ UAE
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E-commerce: mobile phones remain the dominant channel for e-commerce in the 

Middle East, but there are still a number of barriers to m-commerce

More than half of the panellists use mobiles to purchase goods 

or services online, but this figure is lower than in 2018. 

The use of mobiles for e-commerce declined slightly, but the use 

of other channels, such as private and work PCs and tablets, also 

fell. This suggests that consumers are using fewer devices for 

shopping, though they have a clear preference for mobiles.

Mobiles are most popular channel for e-commerce in Saudi 

Arabia and the UAE, particularly among older consumers. 68% of 

users aged 35 and over use mobiles compared to 46% of 18–24 

year olds. Work PCs/laptops are more frequently used in Oman 

and Qatar than elsewhere, and are more popular with 18–34 year 

olds than older consumers across the region.

24% of panellists that do not engage in m-commerce cited 

usability as the main reason for not doing so, 24% cited security 

and 22% specified poor network reliability. However, these 

reasons varied by age group and country. For example, usability is 

a greater issue for panellists aged 35 and over than for younger 

consumers. Network reliability is a greater obstacle in Saudi 

Arabia than elsewhere (cited by 25% of non-m-commerce users). 

Operators in Saudi Arabia should improve their network coverage 

in order to increase m-commerce penetration. More generally, 

operators have an opportunity to facilitate payments on e-

commerce platforms, while e-commerce players can focus on 

improving their user interfaces to make it easier for consumers to 

navigate their products.

Figure 4: Devices used for online purchases, ME, 20191

Figure 5: Reasons given for not engaging in mobile commerce 

by those who do not, ME, 20191
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1 Please refer to the appendix for sample sizes and relevant survey questions. 
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Panellists said that they are less likely to trust their operators 

than tech giants with their data in return for a benefit, 

especially in Oman and Qatar. 

Overall, 11% of panellists said that they are prepared to entrust 

their data to their mobile operator in return for a benefit; this is 

down from 14% in a similar set of countries in the region in 2018 

(Oman, Qatar, Saudi Arabia and the UAE). Consumer trust fell the 

most (by 4pp) in Oman and Qatar to 8% and 10%, respectively. 

Consumers trust Mobily and STC the most out of all operators 

(16% and 14%, respectively).

Young respondents (18–24 year olds) are much less likely to hand 

over their data to their operator in return for a benefit than 

panellists in any other age group in Qatar. This highlights the 

challenge that telecoms operators have in engaging with younger 

consumers. 18–24 year olds were more trusting of tech players 

Google, Facebook, Amazon and Apple than their operators. Many 

operators have already sought to cater towards youth needs with 

sub-brands. Examples include Etisalat’s Swyp, which offers social 

media-specific data and includes various perks such as vouchers 

and access to ticketed events. 

Operators should seek to strengthen consumer trust to remain 

competitive with digital service enablers and protect new 

investments in fintech services and digital services. They can also 

do more in terms of offering alternative digital services to improve 

their standing with young consumers.

Figure 9: Proportion of respondents that are willing to share 

personal data for a benefit, by country and organisation type, 

ME, 20191

11

Consumer trust: operators lag behind banks and big tech players in terms of 

consumer trust, meaning that there is pressure to re-engage users

1 Please refer to the appendix for sample sizes and relevant survey questions. 
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About the author
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Inigo Barker (Research Analyst) is a member of the Consumer Services research team in London and works on the Video Strategies research 

programme. He previously worked in trade publishing and editing. He holds a first-class BA (Hons) degree in Classics from the University of 
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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

20



Connected Consumer Survey 2019: digital services in the Middle East

Consulting from Analysys Mason
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