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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 online consumers in Taiwan. The survey was conducted 

in association with Dynata between July and August 2019.

The survey groups were chosen to represent the broader online 

consumer population. We set quotes on age, gender and 

employment status to that effect. We sampled 1000 respondents.
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About this report

▪ What are the drivers of mobile and fixed customer experience? How are 

operators performing?

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

consumers’ priorities been evolving?

▪ What are the Net Promoter Scores (NPSs) of mobile, fixed and pay-TV 

operators in Taiwan? Who leads and why?

▪ What are the typical video content consumption habits in Taiwan? Are 

OTT video services popular?

▪ Operator-based strategy executives and marketing managers that are 

interested in understanding consumer market trends, the role of 

operators as content distribution channels and the impact of different 

approaches to pricing in the market.

▪ 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.

▪ Product managers that wish to understand how particular service design 

aspects (such as bundling and pricing) influence customer satisfaction 

and how retention can be improved. 

Developed Asia–Pacific

▪ Taiwan



Connected Consumer Survey 2019: mobile, fixed broadband, TV and video services in Taiwan

Operators should promote value-added services more and should consider using 

service-based pricing to complement unlimited data offerings

The Taiwanese market is dominated by unlimited data offers 

and price competition; operators should look for alternative 

models.

Taiwan had the highest number of unlimited data plan users 

among all respondents of our Connected Consumer Survey 2019 

in advanced markets (47% in Taiwan compared to 13% for the 

average for advanced markets). However, nearly half of customers 

are not on unlimited data plans. Price competition is also intense 

in Taiwan, meaning that it is difficult for operators to monetise 

data. Tariffs in which specific apps or content are either zero-

rated or are allocated their own data allowance have not been 

widely used in Taiwan, even though these have been a viable 

alternative to the unlimited data approach elsewhere.

The inclusion of bundled VASs correlates with higher spending.

Bundling extra services or content is a way for operators to attract 

and upgrade customers. Access to Wi-Fi hotspots is the most-

popular type of VAS in Taiwan and is taken by 33% of 

respondents, followed by cloud storage and video streaming 

services (21%). The average spend is higher when any VAS is 

included. For example, customers with a gaming service (though 

this was rare) reported spending an average of 112% more per 

month than respondents that do not subscribe to any VAS. VASs 

are also associated with higher satisfaction, so this should 

encourage operators to promote them.

Figure 5: Penetration of value-added services, Taiwan, 20191

Figure 6: Total average monthly self-reported mobile service 

spend, by value-added service (if any), Taiwan, 20191

11

1 Please refer to the appendix for sample size and relevant survey questions.

None
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The awareness of 5G is growing in Taiwan.

The level of awareness of 5G in Taiwan grew between 2018 and 

2019; 38% of respondents stated that they were familiar with 5G 

in 2019 compared to 17% in 2018, and 58% had heard of it (68% 

in 2018). However, the awareness of 5G was lower than the 

average for other advanced markets, particularly those where 

operators have already launched a commercial 5G service.1

The willingness to pay extra for 5G-enabled services is high in 

Taiwan, and customers are primarily interested in faster 

speeds. 

We asked respondents how interested they were in various 5G-

enabled services and if they would be willing to pay extra for 

them. The willingness to pay was high in Taiwan compared to that 

in other countries, but consumers were mostly interested in the 

same services as elsewhere, namely superfast browsing speeds 

and 5G as an alternative to home broadband (30% for each). 

FET’s customers were particularly interested in fast speeds, which 

suggests that there is an opportunity for this operator to market 

faster speeds and introduce speed-tiering, but also reflects issues 

with the current network performance (this was also observed 

through lower speed satisfaction for FET than its main 

competitors and a high percentage of potential churners citing 

network aspects as their motivation). 4G networks will continue to 

support the majority of customers and traffic, and operators 

should continue to invest in them. 

Figure 7: Interest in 5G-enabled mobile services, Taiwan, 20192
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Consumers’ reasonably high willingness to pay more for 5G means that there are 

monetisation opportunities for operators

1 Taiwanese operators launched their commercial 5G services in July 2020.
2 Please refer to the appendix for sample size and relevant survey questions.
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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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