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KEY QUESTIONS ANSWERED IN THIS REPORT WHO SHOULD READ THIS REPORT

This 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 Survey Sampling International between July 

and September 2018.

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?

▪ What 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 Taiwanese video content consumption habits? Are OTT video 

services popular?

▪ Which OTT communication apps and digital services are used the most 

in Taiwan?

▪ 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.
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NPS is the standard industry metric for tracking customer 

satisfaction. It is useful for comparing the performance of peers 

in specific countries, as well as measuring progress over time. We 

used the standard methodology for our NPS calculations.

The NPSs for all Taiwanese mobile operators are negative, and 

the number of ‘detractors’ outweighs the number of ‘promoters’ 

in each case. Chunghwa has the highest score (–9) and Taiwan 

Mobile has the lowest (–36).

The main predictors of customers’ willingness to recommend, and 

therefore NPS, in Taiwan are the levels of satisfaction with 

network performance, customer services and pricing. 

Chunghwa’s position as NPS leader derives mainly from its 

customers’ positive perception of network quality, particularly in 

terms of coverage. T Star’s customers are the most satisfied with 

pricing of all respondents in Taiwan, and this accounts for the 

operators’ relatively strong NPS. Taiwan Mobile’s customers were 

dissatisfied with prices and network performance.

Customer service satisfaction levels are reasonably low in Taiwan, 

and there is little difference between the operators. FET’s and T 

Star’s customers are slightly more satisfied with customer service 

than Chunghwa’s and Taiwan Mobile’s.

Figure 6: Net Promoter Score for mobile operators, selected 

countries1
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Chunghwa is the NPS leader in Taiwan, but all operators have negative scores

1 Please refer to the methodology section for sample size and relevant survey questions.
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Two key points emerged when we analysed the NPS for fixed 

broadband providers.

▪ Incumbent Chunghwa outperformed cableco kbro and the 

rest of the market in terms of NPS. Compared to the rest of 

the market, Chunghwa also received higher satisfaction 

scores for all service aspects (overall satisfaction, speed, 

reliability, customer service, usage restrictions) except price.

▪ Fixed operators in Taiwan received lower NPSs than those in 

Australia, Europe, New Zealand and the USA (operators’ 

NPSs ranged between –18 and +32 in these 

countries/regions). It is difficult to determine the extent to 

which cultural factors (rather than genuinely poor 

satisfaction) drove this, as this trend was also observed for 

mobile services.

Panellists said that they were the least satisfied with price out of 

all service aspects, but an analysis of the direct relationship 

between satisfaction with these aspects and willingness to 

recommend showed that increased customer service satisfaction 

was correlated with the greatest increase in willingness to 

recommend. This may explain why Chunghwa can charge higher 

prices than its rivals (an average of TWD835 compared to 

TWD649 for the rest of the market) for slightly lower speeds (an 

average of 71Mbit/s compared to 77Mbit/s for the rest of the 

market) while still maintaining an NPS lead.

Chunghwa’s subscribers are happier with their service than subscribers of other 

fixed providers; customer service is most-influential metric for NPS

Figure 9: Net Promoter Score, by fixed broadband provider, 

Taiwan1, 2

Figure 10: Correlation between satisfaction levels for specific 

aspects of fixed broadband services and willingness to 

recommend, Taiwan1
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1 Please refer to the methodology section for sample size and relevant survey questions.
2 The NPSs for TWM Broadband and FET seednet were not identifiable, but there was evidence that they were below Chunghwa’s.
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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.

Analysys Mason’s consulting services and research portfolio
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Analysys Mason’s consulting and research are uniquely positioned
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Research from Analysys Mason
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Consulting from Analysys Mason
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