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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 Europe and the USA. In particular, it 

focuses on the mobile customer experience, key satisfaction and 

churn indicators and the channels used by customers to interact 

with their service providers. 

The survey was conducted in association with Dynata between 

August and September 2020. The survey groups were chosen to 

be representative of the mobile-internet-using population. 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 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 Europe and the USA? 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? How is the channel mix changing? What effect are digital 

channels having?

▪ 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.

▪ Vendors and solutions providers that want to identify best practice in 

operators’ digital experience initiatives and develop benchmarks for 

assessing the impact of these initiatives on operator KPIs.

Western Europe (WE)

▪ France

▪ Germany

▪ Italy

▪ Spain

▪ Sweden

▪ UK

Central and Eastern Europe (CEE)

▪ Poland

▪ Turkey

North America (NA)

▪ USA
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Operators in Europe and the USA generally have higher NPSs than 

those in other regions, but NPS is most useful for comparing 

peers in specific countries, as well as measuring progress over 

time. Operators’ scores are clustered together in some countries 

(such as Sweden), which suggests that there is a lack of 

differentiation, while there is a broad range of scores in other 

countries, often with a stand-out performer.

▪ A few operators have NPSs that are similar to those of 

players in high-scoring sectors such as retail, and even to 

those of internet brands. Turkcell particularly stands out, 

which supports its positioning as a digital brand.

▪ Challenger operators often score highly, generally because 

they focus on meeting the needs of clearly defined 

segments and tend to have competitive pricing. Indeed, 

Figure 2 shows that MÁSMÓVIL in Spain and Iliad in Italy 

performed well in 2020. MVNO brands such as Tesco Mobile 

and giffgaff in the UK also score consistently highly, though 

they were not included in Figure 2 due to small samples.

▪ Some challenger brands have struggled to continue to 

please customers as their user bases grow. Free had the 

highest NPS in France in 2017, but it has now fallen behind 

Orange and Bouygues.

▪ T-Mobile led in terms of NPS in the USA until 2019. Verizon 

took the lead in 2020 due to its strong network proposition.

Figure 2: Net Promoter Score for mobile operators, Europe and 

the USA, 20201,2
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Turkcell, Iliad (Italy) and Verizon are the stand-out mobile operators in Europe and 

the USA in terms of Net Promoter Score

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.
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Analysis of customer satisfaction results highlights the strong role that customer 

services play in the overall customer experience

The link between satisfaction and customers’ willingness to 

promote (and therefore NPS) varies by mobile service attribute. 

We performed statistical regressions to assess the effect that a 

one-point improvement in satisfaction for different service 

elements has on willingness to recommend, with all other things 

being equal. We found the following.

▪ The strongest single predictor of willingness to promote is 

customer service satisfaction. Customer service is proving 

to be a real differentiator for some operators (such as T-

Mobile USA), while SFR’s customer service problems 

continue to negatively affect its NPS.

▪ The perception of network performance plays a major role in 

overall customer satisfaction. It continues to act as the 

major market dynamic in both Turkey and the USA, where 

the main beneficiaries are Turkcell and Verizon, respectively. 

Network coverage and data speeds are collinear, meaning 

that they have the same statistical relationship to NPS.1

▪ Low levels of price satisfaction play a key role in reducing 

the NPS, but this is less influential overall than one might 

expect. There is a strong correlation between price 

satisfaction and NPS in Poland, despite relatively little 

differentiation between the operators. Data allowances are 

not a strong influencer. Consumers may say that they are 

unhappy with this aspect, but they can exercise control by 

upgrading their plan.

Figure 4: Impact of a one-point increase in satisfaction with 

specific aspects of mobile services on willingness to 

recommend, Europe and the USA, 20202
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1 Panellists often gave the same scores for satisfaction with data speed and with network coverage, because most of those who experience 

slower data speeds than expected also experience coverage issues. Therefore, these two indicators end up being collinear when used as 

independent variables. 2 Please refer to the methodology and panel information section for the sample size and relevant survey questions.

The results of the regression analysis provide a kind of ‘code 

book’ for the interpretation for the satisfaction scores on the 

previous slide. They highlight aspects of the mobile customer 

experience that are the most decisive and can help to guide 

operators in their efforts to make a difference to customers or to 

improve KPIs.

Service 
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FR DE IT PL ES SE TR UK US

Customer

service

Network

performance

Price

Data

allowance

Weak Strong

Correlation

Source: Analysys Mason
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Stephen Sale (Research Director) directs Analysys Mason's consumer research, which covers consumer mobile, fixed, convergence and video 

markets. His specialist areas are mobile operator strategies, customer experience and telco growth opportunities. He has extensive experience 

in advising senior executives on strategic issues and speaking at and chairing conferences. Before joining Analysys Mason in 2004, Stephen 

worked in the industry on areas that include VoIP, next-generation service architecture and broadband access. He has a degree in economics 

and an interdisciplinary MRes from the University of London.
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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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Consulting from Analysys Mason
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