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Main Findings Ipsos

* Telecoms services are crucial and will remain so in the years to come, but online purchases
and online messaging and calling will gain further importance

* 36% of consumers uses streaming, most of them via OTT services

* For international calls, most citizens use online services and expects to do this more and more

* When choosing a mobile or fixed broadband provider, quality is more important than price

*  68% of consumers prefers bundles rather than individual contracts

* Large majority of Europeans have abundant choice of broadband providers

* Changing broadband provider is first driven by the offer, then by price or a specific problem

* Majority of EU citizens are familiar with the broadband technology they use, but awareness
and familiarity with features such as Latency, Packet Loss & Jitter is limited
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2. RESEARCH METHODOLOGY
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Survey scope and approach

o
(&)  SAMPLE

* 10 countries (UK, France, Germany, Spain, Italy,
Poland, Romania, Sweden, Bulgaria, The
Netherlands).

*  N=1000 per country

* Target: individual aged 15+

* Quota set on age (3 age groups), gender and
region.

For more detailed profile countries: see appendix.

-

®

DATA COLLECTION

*  Online interviews on Ipsos panel

r QUESTIONNAIRE

10’ device agnostic questionnaire
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3. KEY FINDINGS
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The telco sector is important for the quality of
life, in particular the traditional communication
services and mobile internet. Together with

online purchases and online texting/calling,
these services will also become more and more
important in the future.




TELCO IS VERY IMPORTANT FOR THE QUALITY OF DAILY LIFE, IN PARTICULAR THE
TRADITIONAL COMMUNICATION SERVICES AND MOBILE INTERNET.

Importance of different activities for quality of daily life

M | can do without

Telephone calls (landline or mobile) o

Using a smartphone to go online
. . M Crucial
Sending online messages (WhatsApp, FB...)

Sending texts using telephone provider

Making online purchases

w

Using online maps (Google maps...)

N

Using social media (Facebook, Twitter...)
Watching digital TV

Online calls (Skype, FaceTime...)
Watching videos (YouTube, Vimeo...)

Downloading films/series

[y

[
(=]

Streaming films/series (Netflix...)
Streaming music (Spotify, iTunes...)
Listening to online radio

Playing games online
*Numbers are rounded

Base: n=1000/country



TRADITIONAL COMMUNICATION SERVICES AND MOBILE INTERNET ARE CRUCIAL FOR ALL
GENERATIONS. FOR GENERATION Z AND MILLENNIALS SOCIAL MEDIA AND MAPS ALSO ADD
VALUE TO THEIR LIFE, WHILE FOR OLDER GENERATIONS IT'S RATHER ONLINE PURCHASE &
DIGITAL TV.

% Crucial for quality of life

Telephone calls (landline or mobile) [ 52%  |[_6a%  |[ 63% [ 8% |[ 67% I[ 65% |
Using a smartphone to go online | 57% 1 60% I 52% || 46% I 33% | 23% |
Sending online messages (WhatsApp, FB...) | 51% 1 53% || 42% || 38% I 33% 11 25% |
Sending texts using telephone provider | 38% 1 42% | 35% 33% | 31% | 26% |
Making online purchases 25% 35% | 38% || 35% | 29% | 23%
Using online maps (Google maps...) 20% | 39% | 37% 33% | 27% 19%
Using social media (Facebook, Twitter...) 38% 29% 25% 20% 15%
Watching digital V. 21% 24% 26% 28% 27%
Online calls (Skype, FaceTime...) 24% 26% 22% 20% 21% 16%
Watching videos (YouTube, Vimeo...) 34% 27% 23% 16% 12% 8%
Downloading films/series 14% 17% 16% 10% 7% 4%
Streaming films/series (Netflix...) 19% 17% 14% 9% 6% 4%
Streaming music (Spotify, iTunes...) 22% 15% 11% 8% 5% 3%
Listening to online radio 8% 11% 12% 11% 7% 8%
Playing games online 20% 12% 11% 8% 7% 4%




ONLINE PURCHASE, MOBILE INTERNET, TRADITIONAL COMMUNICATION SERVICES AND
SENDING MESSAGES ONLINE ARE ALSO THE ACTIVITIES THAT WILL FURTHER GAIN

IMPORTANCE

Services that will gain importance in daily life

Making online purchases
Using smartphone to go
online

Telephone calls (landline
or mobile)

Sending online messages

Base: n=1000/country

Using social media
(Facebook, Twitter...)
Using online maps
(Google maps...)
Online calls (Skype,
Facetime...)
Watching digital TV
Watching videos
(YouTube, Vimeo...)
Sending texts using
telephone provider

Streaming films/series
(Netflix...)

Listening to online radio 20%
Downloading films/series 20%
Streaming music (Spotify,
iTunes...)

Playing games online 16%

22%

17%




ACTIVITIES THAT WILL GAIN IMPORTANCE IN LIFE ARE QUITE SIMILAR ACROSS GENERATIONS....
CONSUMERS OF THE FUTURE WILL USE THEIR SMARTPHONE MORE TO GO ONLINE.

Quality of daily life — Activities that will gain importance in the near future — By age

% will gain importance
Making online purchases [ 48% | [_53% | [ 53% | [ 6% | [ 53% | [ 49% |
Using smartphone to go online | 57% | | 53% | | 51% | | 48%
Telephone calls (landline or mobile) | 42% | | 42% | | 41% | | 49%
L ] |

Sending online messages (WhatsApp, FB...) | 54% | | 49% | 42% 44%
Using social media (Facebook, Twitter...) I 51% I I 43% I 37% 37%

Using online maps (Google maps...) 32% 41% 38% | 1 38%
Online calls (Skype, Facetime...) 40% 39% 36% 36%
Watching digital TV 30% 26% 31% 38%

Watching videos (YouTube, Vimeo...) 47% 39% 33% 28%
Sending texts using telephone provider 32% 29% 27% 32%
Streaming films/series (Netflix...) 33% 26% 27% 18%
Listening to online radio 17% 18% 22% 21%

Downloading films/series 25% 23% 22% 18%

Streaming music (Spotify, iTunes...) 30% 21% 20% 13%
Playing games online 26% 16% 16% 13%




Majority of EU-citizens uses the streaming
services via another company than their telco

provider.




ABOUT ONE OUT OF 3 EU CITIZENS STREAMS MUSIC OR VIDEOS.
STREAMING IS VERY POPULAR IN NORTHERN EUROPE.

36%

STREAMS VIDEO OR MUSIC

(EG. NETFLIX, SPOTIFY, ...)

Base: n=1000/country
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STREAMING IS SKEWED TOWARDS YOUNG EU CITIZENS
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MAJORITY OF EU CITIZENS STREAMS VIDEOS OR MUSIC VIA A COMPANY OTHER THAN

THEIR TELCO PROVIDER. THIS IS THE CASE IN ALL COUNTRIES BUT BULGARIA.
‘ ™

\\ B Contract with telecom provider = No contract with telecom provider = Free account  Don't know

[} —
U gL 4 P
Py . » ~ex,

ake Llu['HdJ b “ 3

5 oy ‘
7 B SV =
g e
. .
w K vl S ]
\/ ; 4
/ v
g:uma‘l] —
L oG
R @red
7

Base: uses additional servicesin hm)séhold\ Don’t know : 4%



Online is at least as important for international
calls as traditional telco, and will further gain

importance.




ALMOST ONE OF OUT 2 EU CITIZENS HAS MADE AN INTERNATIONAL CALL IN THE PAST YEAR.

2 48%

Base: n=1000/country



INTERNATIONAL CALLING VIA THE WEB IS HIGH IRRESPECTIVE OF AGE.
FUTURE CONSUMERS ARE EXPECTED TO USE MORE AND MORE ONLINE.

B
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15-19y.0. 20-29y.0. 30-39y.0. 40-49y.o0. 50-59y.o0. 60+ y.0.

INTERNATIONAL
TELEPHONE CALLING IS
DONE VIA...




ONLINE WILL FURTHER GAIN IMPORTANCE FOR INTERNATIONAL CALLS.

REGULAR

i ‘

R

MAKINGTNTERNATIONA

\\

Base: n=1000/country



IMPORTANCE OF ONLINE FOR INTERNATIONAL CALLS WILL INCREASE FOR ALL

T

GENERATIONS.

MAKI NG 15-19y.0. 20-29y.0. 30-39y.0. 40-49y.o0. 50-59y.o0. 60+ y.0.

INTERNATIONAL
CALLS IN THE FUTURE




Key barriers for exclusive online texting or calling
are fact that not everyone uses the (same) apps,

possibility to text for free via telco company
and/or lower quality of call.




Ipsos
KEY BARRIERS FOR ONLINE TEXTING ARE PENETRATION OF APPS AND FREE TEXTING

OFFERED BY TELCO PROVIDER. FOR ONLINE CALLS THE ACCESSIBILITY VIA APPS AND
LOWER QUALITY OF CONNECTION ARE BARRIERS FOR HIGHER USE.

Reasons for not sending texts solely online? Reasons for not calling solely online?

Not everyone can be reached via an Not everyone can be reached via an
app app

Texts are for free as well Better quality of call

I’'m concerned about privacy I’'m concerned about privacy
regulations regulations

Is difficult on my mobile phone Is difficult on my mobile phone

| have no smartphone | have no smartphone

Other reason Other reason
Avg.#:1,4 Avg.#:1,4

Base: respondents sending texts; online messages n=4988 Base: respondents making telephone calls; online calls n=4608



Choice for a mobile, fixed or broadband provider
is not solely driven by price. Also quality

features play an important role.




PROVIDER CHOICE IS NOT SOLELY INFLUENCED BY PRICE. ALSO QUALITY OFFERED BY

THE PROVIDER IS A VERY IMPORTANT CHOICE DRIVER.

Drivers of providers’ choice

Mobile market

Network coverage E
Price !

i

1

Call quality P

Speed of mobile data
network

Amount of data E
Number of call minutes E
Customer service

Reputation of provider m

Number of SMS/texts m m

Base decision maker: n=9094

B Not really important

Fixed market

Price H
Call quality H
Number of call H
minutes
Customer service E

Reputation of provider

Base decision maker: n=6064

Ipsos

Important but not crucial B Important and crucial
Broadband internet market
Internet connection |
’
quality |

Price !

Download speed !
|

Amount of data
included in your
subscription

Upload speed E

Technology used E

Customer service E

Reputation of provider

Base decision maker: n=9014

*Numbers are rounded



ALSO FOR CURRENT BUNDLE USERS THE PROVIDER CHOICE IS NOT SOLELY INFLUENCED

BY PRICE. FOR THEM ALSO QUALITY FEATURES PLAYS A CRUCIAL ROLE.

Drivers of providers’ choice
— CURRENT BUNDLE USERS

Mobile market

1
Network coverage p
.1

Price ;

Call quality :

Speed of mobile data
network

Amount of data E
Number of call minutes E
Customer service E

Reputation of provider m

Number of SMS/texts m “

Base: n=6758

B Not really important

Fixed market

Price l
Call quality

Customer service

Number of call
minutes

Reputation of provider EY

Base: n=5345

Ipsos

Important but not crucial B Important and crucial

Broadband internet market

Internet connection |
quality ‘|

Price I

Download speed

Amount of data
included in your H
A
subscription
4

Upload speed
Technology used E

Customer service E

Reputation of provider m

Base: n=6804

*Numbers are rounded



Majority of EU citizens prefers bundles to
individual contracts. Preference for bundles

becomes more outspoken with age.




MAJORITY OF EU CITIZENS HAS ITS TELCO SERVICES BUNDLED IN ONE CONTRACT
(THOUGH LESS IN POLAND & SWEDEN).

68%

HAS SERVICES BUNDLED
TOGETHER IN ONE
CONTRACT

Base: n=1000/country
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IMPORTANCE OF BUNDLED CONTRACTS INCREASES WITH AGE.

68%

HAS SERVICES BUNDLED
TOGETHER IN ONE CONTRACT

n=832 @ n=1785 @ n=1902 @ n=2332 @ n=1956 @ n=1194 @

20-29y.o0. 40-49y.o.
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MAJORITY OF EU-CITIZENS PREFERS TO BUNDLE THEIR TELCO SERVICES IN ONE
CONTRACT.

Ipsos

Preference of type of ¢

Base: n=1000/country



BUNDLING TELCO SERVICES IN ONE CONTRACT IS PREFERRED BY ALL GENERATIONS.
OLDER CITIZENS HAVE A MORE OUTSPOKEN PREFERENCE FOR BUNDLES.

Preference of type of contract — By age

1 1
AGE n=1902 n=2332 n=1956 n=1194
- o ho R0 10

n=1902 @ n=2332 @ n=1956 @ n=1194 @

n=1902 @ n=2332 @




LARGE MAJORITY OF BUNDLE USERS WOULD STILL PREFER A BUNDLED CONTRACT. |pSOS
CURRENT NON BUNDLE USERS HAVE A LOWER PREFERENCE FOR BUNDLES.

Preference of contract nt bundle users vs. non bundle users

‘kCURRENT BUNDLE USERS

NDLE USERS

Base: bundle users n=6807 | non bundle users n=3194 *Numbers are rounded



Large majority of Europeans have broad choice
of broadband providers.




FOR THE MAJORITY OF EU CITIZENS THERE ARE SUFFICIENT BROADBAND PROVIDERS AVAILABLE (I.E. I

79% INDICATES THEY CAN CHOOSE BETWEEN AT LEAST 2; 81% INDICATES THERE ARE ENOUGH OR TOO MANY psos
TO CHOOSE FROM). NUMBER OF PROVIDERS AVAILABLE IS ALSO BY MAJORITY (79%0) CONSIDERED

AS COMPARABLE OR EVEN MORE COMFORTABLE COMPARED TO OTHER SECTORS.

er sectors

Base: Decision makers n=9153
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BOTH AMONG PEOPLE WHO BUNDLED THEIR SERVICES IN ONE CONTRACT AND THOSE WHO ‘
DIDN'T , A MAJORITY INDICATES THEY HAVE A CHOICE BETWEEN SEVERAL PROVIDERS. i |

BUNDLE NONBUNDLE
USERS USERS T
,N — o - _g:"*
,/‘
L -

~ CAN CHEOSE BETWEEN
MULTIPLE BROADBAND
PROVIDERS

Base: Bundle users n=6805 | non bundle users n=3194
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MAJORITY ALSO INDICATES THEY HAVE ENOUGH OR EVEN TOO MANY BROADBAND B > &

PROVIDERS TO CHOOSE FROM. THIS IS SIMILAR WITH PEOPLE WHO CURRENTLY HAVE
THEIR CONTRACT BUNDLED OR NOT.

BUNDLE
USERS
U1 M “
NON BUNDLE
USERS =

| el }'ﬂ |

<8

€
Base: Bundle users n=6805 | non bundle users n=3194 \ N \\§>



A MAJORITY WITH BOTH BUNDLE USERS AND NON BUNDLE USERS BELIEVE THEY HAVE
AN EQUAL AMOUNT OF CHOICE OR MORE CHOICE COMPARED TO OTHER SECTORS.

6805 [ non bundle use




Changing broadband internet provider is first
driven by the offer, than by price or a specific

problem.




MAJORITY INDICATES THEY ALREADY CHANGED BROADBAND SUPPLIER.




QUITE SIMILAR % OF PEOPLE ALREADY CHANGED Ipsos
BROADBAND INTERNET PROVIDER.

619%

HAS CHANGED INTERNET
BROADBAND PROVIDER

Base: decision makers

20-29y.o0. 40-49y.o.



WITH A BETTER OR OTHER OFFER BEING A MORE IMPORTANT CHURN DRIVER THAN

PRICE.
BETTER PRICE ‘
< FOR SAME OFFER

. A
»

?7._ | A A¢ -~ 4]‘ ‘
MAIN REASON FOR CHANGING
D INTERNET PR(



Ipsos
BETTER OFFER IS A MORE IMPORTANT CHURN DRIVER THAN PRICE FOR ALL

GENERATIONS.
/ t
BETTER n=238 n=942 n=1193 n=1406 n=1154 n=626
MAIN REASON PRICE 15-19y.o0. 20-29y.o. 30-39y.o. 40-49y.0. 50-59 y.o. 60+ y.o0.
FOR CHANGING  229%0
BROADBAND

INTERNET PROVIDER
PROBLEM

22%

@ O
© ©

Base: Decision makers who changed provider n=5559



Majority perceives the price of broadband
internet as fair or rather cheap. For one third of

the EU citizens it’s considered as rather
expensive.




MAJORITY FINDS THE PRICING OF BROADBAND INTERNET FAIR OR RATHER CHEAP.
ABOUT ONE THIRD FINDS IT TOO EXPENSIVE.




PRICE PERCEPTION IS QUITE SIMILAR WITH PEOPLE WHO CURRENTLY HAVE THEIR
INTERNET BUNDLED AND THOSE WHO DON'T.

HoOw DO YOU FEEL ABO H



Ipsos

QUITE SIMILAR PRICE PERCEPTION ACROSS GENERATIONS.

RATHER
CHEAP

8%

FAIR n=1236 ! 1488 n=1855 n=1499 n=886

How DO YOU FEEL PRICE .0. 20-29y.o0. 30-39y.o0. 40-49y.o0. 50-59y.0. 60+ y.o0.
ABOUT THE PRICE

FOR BROADBAND 5 8 0/ o | \/

INTERNET

RATHER £2E
EXPENSIVE

3490

Base: Decision makers n=9153



Majority of EU citizens are familiar with the
broadband technology they use, but awareness

and familiarity with features such as Latency,
Packet Loss & litter is limited.




. AWARENESS AND FAMILIARITY WITH LATENCY, PACKET LOSS & JITTER IS LOW.

Base: Decision makers n=9153



AWARENESS OF BROADBAND TECHNOLOGY USED APPEARS HIGH....

Broadband technology used at home

28%

DECISION NO DECISION
MAKER MAKER

OO

86%

IS AWARE OF BROADBAND TECHNOLOGY USED

18%

DECISION NO DECISION DECISION NO DECISION DECISION NO DECISION
MAKER MAKER MAKER MAKER MAKER MAKER

e o

SATELLITE

DECISION
MAKER

NO DECISION
MAKER

Ipsos



About one out of 2 EU citizens involved in the
choice of an internet provider is prepared to pay

extra for a bandwidth that better fulfils their
needs.




y N Ipsos

ABOUT 1 OUT OF 2 IS WILLING TO PAY MORE FOR THEIR INTERNET BANDWIDTH

o

Willingness to payimore { dwi ; il needs is aware of
current price :

b

Base: decision makers for whom bandwidth partially or does not meet needs n=2999



For more information:

52

ILSE BRUWIERE
Sr. Client Service Director

Tel: +3292162203
Mail: llse.Bruwiere@ipsos.com

TIM DAELEMANS
Senior Research Executive

Tel: +3292162270
Mail: Tim.Daelemans@ipsos.com

LAURIEN DESIMPELAERE
Research Executive

Tel: +3292162296
Mail: Laurien.Desimpelaere@ipsos.com
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ABOUT IPSOS

Ipsos ranks third in the global research industry. With a
strong presence in 87 countries, Ipsos employs more
than 16,000 people and has the ability to conduct
research programs in more than 100 countries. Founded
in France in 1975, Ipsos is controlled and managed by
research professionals. They have built a solid Group

around a multi-specialist positioning — Media and
advertising research; Marketing research; Client and
employee relationship management; Opinion & social
research; Mobile, Online, Offline data collection and
delivery. Ipsos has been listed on the Paris Stock
Exchange since 1999.

Ipsos

GAME CHANGERS

“Game Changers” is the Ipsos signature.

At Ipsos we are passionately curious about people, markets, brands
and society.

We make our changing world easier and faster to navigate and inspire
clients to make smarter decisions.

We deliver with security, speed, simplicity and substance. We are
Game Changers.

Ipsos is listed on Eurolist - NYSE-Euronext. The company is part of the
SBF 120 and the Mid-60 index and is eligible for the Deferred
Settlement Service (SRD).

ISIN code FR0000073298, Reuters ISOS.PA, Bloomberg IPS:FP
WWW.ipsos.com
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