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WHO SHOULD READ THIS REPORTKEY QUESTIONS ANSWERED IN THIS REPORT

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

consumer survey that relate to the behaviour, preferences and 

plans of consumers worldwide. In particular, it focuses on the 

penetration of fixed–mobile convergence (FMC), the 

characteristics of consumers that take FMC plans and how the 

adoption of FMC plans correlates with intention to churn and 

customer satisfaction.

The survey was conducted in association with Dynata between 

July and August 2022. The survey groups were chosen to be 

representative of the internet-using population in selected 

countries around the world. We set quotas on age, gender and 

income. There were at least 1000 respondents per country.
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About this report

This document is for Analysys Mason’s subscription service customers only. Usage is subject to the terms and conditions in our 

copyright notice.

▪ How should market structure influence operators’ strategies for 

offering FMC retail bundles?

▪ What are the most-significant drivers of customer satisfaction for FMC 

subscribers, as measured by Net Promoter Score (NPS)? Which 

operators have the highest NPSs and why?

▪ What are the most-significant drivers of fixed broadband and mobile  

churn among FMC customers and which strategies can operators 

adopt to improve customer retention? 

▪ How does the use of customer service channels and the take-up of 

value-added services (VAS) vary among FMC and non-FMC subscribers?

▪ Product managers and strategy teams working for converged 

operators that are launching new FMC offers aimed at the retail 

market, or operators that are designing a response to their 

competitors’ offers.

▪ Marketing executives and product managers for operators that are 

making decisions about service design and its impact on the customer 

retention of FMC offers.

▪ Industry observers and regulators that want to understand how FMC is 

affecting the customer experience.

▪ Western Europe (WE): France, Germany, Ireland, Italy, Norway, Spain, 

Sweden and the UK

▪ Central and Eastern Europe (CEE): Poland and Turkey

▪ North America (NA): Canada and the USA

▪ Developed Asia–Pacific (DVAP): Australia and New Zealand

▪ Emerging Asia–Pacific (EMAP): Malaysia and the Philippines

▪ Africa: South Africa
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We use the term ‘FMC’ to refer to respondents that take their 

primary fixed broadband and mobile services from the same 

operator. We explicitly refer to this group of respondents as ‘FMC 

customers’. We can split these respondents into two groups.

▪ FMC bundle customers (17% of the panel) purchased their

primary fixed broadband and mobile services together as a 

retail bundle. 

▪ FMC cross-sell customers (27% of the panel) take their 

primary fixed broadband and mobile services from the same 

provider, but did not buy these services as a single retail 

bundle. 

The term ‘standalone’ refers to respondents that take their 

primary fixed broadband and mobile services from separate 

providers. 

Our definitions of FMC and standalone do not account for 

respondents that take their primary fixed broadband and mobile 

services from different providers but also have a bundled mobile 

SIM as part of their fixed broadband package (9% of the panel). 

These respondents are likely to use their bundled SIM for a 

mobile device that is not their primary handset. These 

respondents are referred to as ‘secondary SIM FMC customers’ in 

Figure 1, but are not included in the remainder of the analysis.

Figure 1: Self-reported FMC classification by country, 

worldwide, 20221,2
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We use ‘FMC’ as an umbrella term that includes FMC bundle and FMC cross-sell 

customers

1 Please refer to the appendix for sample size and relevant survey questions. 
2 Self-reported survey data requires respondents to have a full understanding of their telecoms services, which is not always the case. This may explain why a 

higher share of respondents reported bundling mobile services with their fixed broadband service than expected in countries such as Norway and the Philippines.
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FMC penetration varies between countries due to differences in 

market structures and operators’ strategies, but operators in 

all countries should work to increase FMC take-up.

Our annual consumer survey analyses the fixed broadband and 

mobile preferences of 19 000 online adults in 17 countries. Over 

half of all respondents reported taking some form of FMC plan. 

However, FMC is still nascent in many countries. Market 

constraints such as a lack of converged networks and expensive 

wholesale access charges limit FMC penetration in some 

countries, but many operators have the potential to grow their 

FMC subscriber base by implementing more ambitious FMC 

strategies.

There are several benefits for operators that can increase the 

proportion of their customer base that takes both fixed and 

mobile services. FMC customers spend more on mobile and fixed 

broadband services, on average, than customers that take fixed 

and mobile services from separate providers. FMC customers are 

also more likely to share data between multiple SIMs, which can 

reduce churn, and they are more likely to bundle VAS.

Over half of respondents that take FMC plans also bundle pay TV 

or streaming video, but these services are usually purchased in 

optional loose bundles and are rarely a compulsory component of 

the FMC package. Indeed, pay TV  has been decoupled from FMC 

bundles in most of the mature FMC markets.

Figure 2: FMC share of total broadband subscribers, by country, 

worldwide, 2021 and 20221
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FMC customers are more valuable to operators than their standalone counterparts, 

but FMC penetration is still low in some countries

1 Please refer to the methodology and panel information section for the sample size and relevant survey questions. Canada, 

Norway and South Africa were included in the survey for the first time in 2022.
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Global leaders in TMT management consulting

Analysys Mason is the world’s leading management 

consultancy focused on TMT, a critical enabler of 

economic, environmental and social transformation.

We bring together unparalleled commercial and 

technical understanding to deliver bespoke consultancy 

on strategy, transaction support, transformation, 

regulation and policy, further strengthened by globally 

respected research.

Our clients value our advice which combines deep 

domain knowledge with global reach and local insight 

into markets to help them achieve meaningful business 

results.

We are committed to our clients, employees and 

communities – contributing to a world where technology 

delivers for all.

analysysmason.com/what-we-do
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Our research services
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