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About this report

This report focuses on aspects of Analysys Mason’s Connected
Consumer Survey that relate to the behaviour, preferences and
plans of mobile users in the Middle East and North Africa (MENA).
In particular, it focuses on customer satisfaction, churn and
retention-related aspects of mobile services. The survey was
conducted in association with On Device Research.

The research was conducted between August and October 2017.
The survey groups were chosen to be representative of the mobile-
Internet-using population in the region. We set quotas on age,
gender and geographical spread to that effect. There were 4500
respondents in the region.

KEY QUESTIONS ANSWERED IN THIS REPORT

=  What are the drivers of mobile customer experience? How do they vary
by country and by operator?

=  Which key factors influence consumers’ intention to churn? How have
consumers’ priorities been evolving?

=  What are the Net Promoter Scores (NPSs) of operators in MENA? Which
operators lead and why?

=  What effect does bundling additional services have on customer
retention, and how do new service-based pricing models affect KPIs?

= What is the relationship between network performance and customer
satisfaction, especially in terms of speed and coverage?
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WHO SHOULD READ THIS REPORT

= Operator-based strategy executives and marketing managers who are
interested in understanding consumer market trends, the role of
operators as content distribution channels, and the impact of differing
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 and service performance managers that wish to
understand how particular aspects of service design and network
performance influence customer satisfaction and what are the key levers

\_ o improving retention. )
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Network coverage and price show the strongest overall impact on
customers’ willingness to recommend and, therefore, on NPS

Some aspects of mobile services have a greater impact on
willingness to promote (and, therefore, on NPS) than others. We
performed statistical regressions to assess the effect that a one-
point improvement in satisfaction rating for different service
elements has on willingness to recommend, all other things being
equal. Our findings are as follows.

= Network coverage was the strongest single factor. Improving
coverage leads to a greater improvement on NPS than other
factors. Data speeds also had an impact, but a weaker effect
on NPS outcomes.

= Operators’ poor levels of price satisfaction play a significant role
in bringing NPS down, but are perhaps less influential overall
than one might expect. Customer service satisfaction was also
a major driver of overall satisfaction.

= The size of customers’ data, call or SMS allowances was not
statistically significant across the region, though did register in
Oman and Qatar. Customers may express dissatisfaction with
these aspects of their service, but also feel that they are
broadly under their control: they can always upgrade their plan.

In the case of network coverage satisfaction, a one-point
improvement (on a scale of 1 to 5) leads to an average increase in
willingness to recommend of nearly 0.4. This could potentially lead
to a large increase in NPS (by as much as 10 points or more) if the
benefits were fully realised.
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Figure 7: Results of statistical regressions on satisfaction scores against respondents’
willingness to promote their service provider, GCC countries, 20171
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1 Questions: “Please rate your satisfaction with the following aspects of your mobile service”, “On a
scale from O to 10 how likely are you to recommend your service provider...”; n = 3493.
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Poor experiences of network performance (both in terms of coverage and
data speeds) are likely to prove decisive for churn in MENA

Despite the widespread presence of pricing as a stated motivation
for churn, closer analysis reveals that other factors are often more
decisive. This offers more room for operators to differentiate and
to actively improve their churn performance.

We performed statistical regressions to explore the relationship
between customer satisfaction levels and propensity to churn. The
regressions assess the effect that a one-point improvement in
satisfaction rating has on propensity to churn, all other things
being equal. The measure shows the impact of an increase in
satisfaction of one point (on a scale from 1 to 5) on the level of
potential churn previously discussed.

As with the analysis on NPS, network coverage satisfaction shows
the strongest influence. A one-point increase in this score
decreased the potential churn rate by over 8 percentage points on
average. This reflects the fact that intention to churn was
generally higher among challenger operators.

In contrast to the NPS correlations, price satisfaction was not
shown to be statistically significant at a regional level, again
supporting its relatively low position among the factors cited by
potential churners. The level of satisfaction with data allowances
did, however, have a strong correlation. This is a related measure
to price and probably includes some indication of value for money.
It also suggests that there are opportunities for operators to use
additional data to target potential churners.

© Analysys Mason Limited 2018

Figure 11: Impact of increase in satisfaction with aspects of mobile services on intention to
churn, GCC countries, 20171
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Source: Analysys Mason

1 Questions: : ‘Please rate your satisfaction with the following aspects of your mobile service’; “Do
you intend to make a change to your mobile service within 6 months?”; n = 3493.
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About the authors

Karim Yaici (Senior Analyst) leads Analysys Mason’s The Middle East and Africa regional research programme. His primary areas of
specialisation include operators’ digital strategies, new telecoms opportunities and challenges, and consumer trends in growth markets. Prior to
joining Analysys Mason, Karim was an associate analyst at Ovum, where he authored reports on mobile accessories and mobile applications.
Prior to that, he worked as a research engineer at the Institute for Communication Systems and Vodafone. Karim holds an MSc in Information
Systems Management from the University of Southampton and a PhD in human-computer interaction from the University of Surrey.

Stephen Sale (Research Director, Consumer Services) oversees Analysys Mason’s consumer research and is also the lead analyst for the
Future Comms research programme. His primary areas of specialisation include next-generation communication services, over-the-top (OTT)
player strategies and mobile pricing. He also has extensive experience in analysing operator strategies and forecasting fixed and mobile service
markets. Before joining Analysys Mason in 2004, Stephen worked in the industry on areas that include VolP, 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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Analysys Mason’s consulting and research are uniquely positioned

Analysys Mason’s consulting services and research portfolio
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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.
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Research from Analysys Mason
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Consulting from Analysys Mason

Q\GVTAL SERVICE oy TRANSACTION SUPPORT

Quality of service = Commercial due diligence

N
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Market review = Technical due diligence

Margin squeeze tests = Mergers and acquisitions

Analysing regulatory accounts (M&As)
Regulatory economic costing = Debt and initial public offerings
(IPOs)

Policy development and response ) )
= Joint-venture (JV) structuring

Media regulation
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