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Optus continues to lead in customer satisfaction, but Vodafone shows
signs of improved perception among its customer base

The Net Promoter Score (NPS) is a standard metric for measuring Figure 1: Net Promoter Score for selected mobile service providers, by country?
customer satisfaction. The main value of the metric is in comparing
the results of peers in specific countries and demonstrating P Other Telstra Optus Mobile
historical developments. Cross-country comparisons are difficult Australia e Vod.afone ®
due to cultural variances. However, it is worth noting that operators
in Australia scored relatively poorly in relation to their peers in I I C )
Western Europe and the USA. Scores also decreased year-on-year France
for all Australian operators. -
Customer satisfaction is important to operators because: Germany H——e—
= the potential to upsell services is greater when the customer I—

base is well-disposed 't— ._‘q

Spain

= gatisfied customers are less likely to churn. R
Optus continues to be the best-performing Australian operator in s
terms of customer satisfaction with an NPS of -5, down from +3 in e
2016. Market share leader Telstra (with a 55% share of active SIMs =
in 3Q 2017) registered an NPS of -16, slightly behind that of . P
Vodafone (-15). Vodafone’s score improved significantly year-on-
year: it was -24 in 2016. Vodafone has historically lagged behind in
terms of network coverage. The improved NPS suggests that its -40 -20 0 20 40
remedial investment in metropolitan and regional areas is being Net Promoter Score

recognised by its customers. Fornon-Australian  Lowest Average Highest

Customer numbers for the smaller players/MVNOs were relatively operators: u 14 A

low, so we have reported them in the aggregate as ‘Other’. Source: Analysys Mason

1 Question: “On a scale from 0-10 (where O = not at all likely, and 10 = definitely), how likely are
you to recommend your mobile service provider to friends or family members?”; n = 6000.
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Ecommerce adoption in Australia has yet to reach similar levels to that in

Europe and the USA

14% of respondents in Australia made online purchases either
weekly or on most days, but ecommerce engagement was not
at the levels seen in mature markets.

Online shopping is a frequent activity in Australia. 46% of
respondents made online purchases more than once a month,
and 14% bought goods or services online at least weekly or on
most days (Figure 14). This puts Australia at the midpoint between
emerging Asia-Pacific (where about a third of panellists made
online purchases more than once a month) and Western Europe
and the USA (where an average of 60% of respondents bought
goods online once per month or more) in terms of ecommerce
engagement.t

52% of Australian female respondents made online purchases
more than once a month, compared to 41% of males.

Female respondents in Australia engaged with ecommerce more
frequently than males. Apparel and accessories was the most
common product category for ecommerce overall (Figure 15), and
a significantly higher proportion of female participants (65%)
frequently bought apparel online, compared to males (34%).
Operators should explore the possibility of providing ecommerce
services that make it easier to buy these products online (such as
easier returns).

1 See Analysys Mason’s Connected Consumer Survey 2017: OTT and digital economy services in
Europe and the USA.

© Analysys Mason Limited 2018

Figure 14: Frequency of online purchases?
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Figure 15: Top three categories of goods purchased online?
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2 Question: “Do you ever buy goods or services online? This includes both physical items, such as
ordering shopping or a book to be delivered by post, and digital items such as apps or streaming
video services.” n=1000.

3 Question: “What kind of goods do you usually purchase online? Please select all that apply.”;
n=755.
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http://www.analysysmason.com/Research/Content/Reports/ott-de-europeus-rdmv0-rdmy0/
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Analysys Mason’s consulting and research are uniquely positioned

Analysys Mason’s consulting services and research portfolio

0‘\9“ama"5f°rmaffo,,

Consumer

. Regulation
services

Enterprise
and loT

Transaction
support

Digital

e** anal
economy ... mqsgﬁys

Regional

markets
Strategy

Telecoms and planning
software and

networks

Spectrum

© Analysys Mason Limited 2018

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.

= Qur 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

=  Qur 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
Ny

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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= Mid-market financial sponsors

Expert legal support

Radio spectrum management STRATEGY AND A7 77 /N T LTI TPLD ,
Net cost of universal service PLANNING STRATEGY AND PLANNING :
LN

LN

Radio spectrum auction support = Commercial expertise

. . . <
Postal sector policy: universal service o‘%f
obligation (USO), liberalisation, costing,
pricing and regulation

= Technology optimisation

SPECTRUM MED\P‘ = New digital frontiers

analysysmason.com/consulting
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