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1. Executive Summa ry  

The key objective of this study is to support the development of market driven regulations, policies and ICT 

initiatives. 1 To date it is the most comprehensive survey report on the state of ICT growth and development in 

the Kingdom of Saudi Arabia.  This report is a consolidation of a number of qualitative and quantitative 

research projects and activities conducted on the Kingdom of Saudi Arabiaôs Information and Communication 

Technologies (ICT) sector, it covers key supply side stakeholders and numerous demand side consumers 

spanning individuals /households, private and public sector establishments.   

1.1 Target Audience  

 
1. Leaders or professionals working actively in the KSA ICT sector 

2. Knowledge economy teachers and students  

3. ICT products, services and solutions manufacturers/wholesaler s/reseller s 

4. Existing/Prospective license holder s for Telecommunication/IT/Media  Broadcasting Services 

5. ICT Investor s 

1.2 Guidelines to Reader  

 
While reviewing this report we encourage our readers to look for clues on how ICT products, services and 

solutions can help you in your personal and business community . Countless number of opportunities exists to 

increase your personal and establishmentôs productivity , employeeôs satisfaction, reduce costs, and generate 

new valued added services or sales through the use of ICT products, services and solutions. Whether youôre an 

individual or an establishment, with the rapid development of Saudi Arabiaôs Information and Knowledge 

Economies it is essential for you to develop your own understanding of the benefits of ICT to remain 

competitive on a national and global level.  

 

Embracing technology for competitiveness and profitability is not a new venture in the Arab World. 

Knowledgeable readers upon revisiting the rich Arab world history will no doubt see the many benefits 

brought about by the effective and efficient use of technologies of the time i.e. telescopes, measuring tools, 

maps and ships. Therefore in the spirit of past and future successes we encourage all readers to share their 

                                                 
1Initially, the Market Studies Department considered naming the research ñWave 3ò. Comparison of past and current market dynamics, 
ICT indicators and the broader project requirements required reengineering the previous methodology to introduce additional quali tative 
and quantitative components. Hence resulting in title for the research and corresponding report findings. In essence the rep ort is 
measuring the ñICT pulseò in the Kingdom of Saudi Arabia. 
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knowledge, experience and individual benefits gained through the use of ICT products/services and solutions 

with in their personal and professional lifeôs and networks.  

 

As one of the first comprehensive market studies for  the Saudi Arabia Information and Telecommunications 

Market  all readers of this ICT Market Study Report will no doubt gain useful data, information and generate 

their own insights to use within both personal and business lives InshaôAllah.  

 

Important note :  any direct or indirect interpretations that may be implied through the report are solely of the 

authors and not of the CITC. All data and information collected in 2009 and 2010  presented in the report 

represent only the opinions and perceptions of the various consumer segments and opinions of ICT 

Stakeholders in Saudi Arabia.  

 

Furthermore, on behalf of CITC, the market studies department thanks all respondents and participants for 

sharing their experiences and feedback over the course of the research planning and data collection phases. If 

you have any comments or suggestions helpful in improving the usefulness of this and future reports please 

contact us through market_survey@citc.gov.sa. 

1.3 About the Communication s and Information 
Technology Commission (CITC)  

 
The Telecom Act was approved in 2001, and the Telecommunications Bylaw was later issued in the year 2002. 

Since then, Saudi Arabiaôs Information & Communications Technology (ICT) market witnessed a number of 

significant developments which CITC is striving to protect and grow through balanced, fair and sustainable 

regulatory practices and initiatives .  Early market reforms and liberalization  activities  resulted in the licensing 

of the incumbent Saudi Telecom Company (STC), its corporatization process as well as the liberalization of 

some services such as VSAT and data. By 2004, the liberalization of mobile and data markets through the 

licensing of new entrants resulted in the introduction of competition to the sector.  By 2006, CITC smoothly 

transitioned its regulatory framework from technology specific to a technology neutral regime continuing 

however its service specific boundaries. In 2007, the fixed-line market was liberalized, and various regulatory 

frameworks were developed through open public consultation  processes designed to probe the rapidly 

evolving market needs. In 2008 alongside the updated National Frequency Plan a number of Fixed Services 

were issued as part of the liberalization process. 

mailto:market_survey@citc.gov.sa


 
 

 

 

CITC - ICT Market Study (2009-2010) 

9 

 
 

 
 

 

 

 

Figure 1: ICT Regulatory Decisions Time-line 

Expanding the scope of previous market research activities concluded in 2005, CITC in 2009 embarked on a 

comprehensive ICT Market Study to gauge the ópulseô and needs of ICT Industry . The studyôs conclusions are 

intended to serve as CITCôs prime input for its continuous regulatory reforms, initiatives and facilitate KSA on 

its journey to an Information Society & Knowledge Economy 2. Any proposed initiatives or reforms will be 

evaluated through scientific methods focusing on the market needs to create the appropriate level of 

competitiveness, yield affordable, high quality and innovative services in line with international standards.  

The Market Research efforts discussed in this report are part of a program of projects undertaken by CITC 

called ñICT Market Study Projectò. The aim is to study the current statu s of KSA ICT supply, adoption and 

usage of ICT services in addition to the CITC rules and regulationsô impact on the sector in terms of promoting 

existing and new services, sector investments, and needed or associated regulatory reforms.  

 

The Household/Individuals Field Survey ; provided valuable market insights. Mobile penetration rate 

reached 132%3. The field and online survey indicated that although still óexpensiveô, subscribers rated mobile 

services as óvery goodô. The mobile ARPU reached 182/SAR/Line.  Fixed telephony household penetration 

reached 68% of surveyed households. Fixed services received óexcellentô quality rating, though their p rices 

were regarded as ómoderate to expensiveô. The Fixed line ARPU reached 177 SAR/month/line.   

 

Household computer penetration reached 58.1% and household internet penetration reached 53.5% of 

surveyed households with DSL forming 80% of internet technol ogies used at homes. The survey concludes 

that the average household internet speed is currently 724 Kbps with a year-on-year growth of 82%. 

Subscribers rated Internet prices as ómoderate to expensiveô and the quality of offered internet as ógood to very 

goodô. 

                                                 
2 For further information see National Information & Communication Technologies Plan ïwww.mcit.gov.sa 
3 Visit CITC website for the latest figures available in ICT Quarterly Indicators Report ï www.citc.gov.sa 
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Based on rapidly growing internet user penetration rates (see previous CITC Quarterly Indicator Reports), 

alongside the field survey CITC for the first time conducted The  Online Household/Individual Survey . 

The main purpose was to determine or identify the varying awareness, needs, demands, adoption and usage 

levels across both field and online individual/household respondents. Based on the comparison of results 

across both field and online surveys strong evidence suggests the online users have greater ICT Literacy levels, 

understand the benefits ICT can bring to the personal and business life, have greater appetite for new 

products and services, are more inclined to use electronic transactions, self help and value added services 

provided over fixed, mobile and internet.  

 

The Establishments  Survey  investigated several business segments from SOHO, Small  and Medium size 

establishments (SME), Large, Very Large (L&VL) private establishments to Governmental (Gov) 

establishmentôs usage and adoption of ICT services. All establishments rated the fixed servicesô quality as 

óexcellentô, nonetheless rated the prices as óexpensiveô. SMEs, L&VL, and governmental establishmentsô 

expenditure on fixed services reached 7654 SAR/year, 80607  SAR/year and 262202 SAR/year respectively. 

26.6%, 78%, and 79% of all software used in SMEs, L&VL and governmental establishments respectively 

utilize Arabic language.  

 

39.6% of SMEs, 90.8% of L&VL and 92.5% of governmental establishments use the internet. While the 

average internet speed of SMEs stands at 650 Kbps, speed at L&VL and governmental establishments are 

estimated at 1.76 Mbps and 7.54 Mbps respectively. SMEs and L&VL establishments rated internet services as 

óExpensiveô, while the Governmental establishments rated them as óVery Expensiveô. 

 

A comprehensive S ervice  Providers  Survey  was conducted to identify the current services which were 

found to be aligned with the international service provisions  for wholesale, business and consumer sectors in 

KSA. The study investigated new services planned for introduction in the KSA market includ ing new-

technology based services designed to utilize improved Worldwide Interoperability for Microwave Access 

(WiMAX ), Long Term Evolution (LTE) and fiber optic technologies.  

 

Earlier market research activities conducted by CITC were designed to focus on consumers and telecom 

operators. Taking into consideration the rapidly evolving domestic and international ICT market landscape, 

the enabling role of large ICT Services and Technologies Suppliers within the ICT value chain the project was 

re-scoped to ensure all key stakeholder contributing to the efficiency of the industry be included.  

 

The ICT Service s and Technology  Suppl iers  Survey  observed that 62% of the respondents provide 

óSoftware integration/Business solutionsô, óConsultancy servicesô, óMaintenance & asset management servicesô 

and óTelecom core integration/solutionsô.. The average marketing budget, as percentage of total revenue, has 

reached 4.1% in 2009.   
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Most of the interviewed ICT services and technologies listed initiatives  aimed to increase the ICT products and 

services professional awareness and usage across their various customers segments. However, only few 

presented successful initiatives help ing increase the ICT usage across various employee and society segments. 

Only 30% of ICT services and technologies offer financial facilities to  their customers. 77% of the interviewed 

establishments own local training centers for products  and services, and 62% provide online training. On the 

job training of university/vocational appears to be low as ICT services and technologies only enroll  on average 

9 such students a year. However based on feedback the enrollment number  is expected to double in 2012. 
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2.    Survey  Findings  ï Individuals & Households  

The following sub-sections detail the major findings gathered from  the qualitative and quantitative research . 

Section 2 summarizes the major findings of the field and online surveys for individual s and households. 

Section 3 summarizes the establishmentsô findings and presents various observations relevant to SMEs, large 

& very large establishments in addition to governmental agencies. 

 

2.1 Respondent Ratings  System  
 
During the field surveyôs respondents were provided with show card including similar figure to efficiently 
capture responses for question requiring ratings (e.g. from very unsatisfied to very satisfied, see respective 
footnotes for further details.  
 

 

 

 

 

Figure 2: ICT Value Chain- Individuals & Households Consumers 
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2.2  Field & Online Surveys Market Findings  
Section 2 summarizes the major findings from the field and online survey s with respondents representing 

individuals  and households.  

 

Figure 3: ICT Value Chain- Individuals & Households Consumers 

 

2.3  Individual/Household respondent profile  and 
demographics  

 

Figure 4: Respondentsô Profiles for Field & Online Surveys 
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2.4  Public Awareness of CITC  

2.4.1  Public Awareness of CITC and its roles  
 

ñDo you know what the Communications and Information Technology Commissionôs role 

is?ò (Multiple Choice) 

 

 

Figure 5: Awareness of CITC & its Role (Field & Online Surveys) 

 

54.7% of surveyed individuals were aware of CITC, of which 53.4% indicated CITCôs role includes regulating 

the telecommunications market. These percentages indicates over 50% of the survey populations are unaware 

of CITCôs main function as telecommunications market  regulator . 
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2.5  Mobile Services  

2.5.1  Average Mobile Lines per Household  
 

ñHow many mobile lines are there in your household including yours?ò 

Both the field and online surveys reveal that the average number of household mobile lines is estimated at 4.6 

lines per household.  

 

Figure 6: Mobile Lines Household Penetration (Field Survey)  

 

 
Figure 7: Mobile Lines Household Penetration (Online Survey) 
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2.5.2  Number of Personal Mobile Lines used by Individuals  
 

ñHow many mobile lines do you personally use?ò 

The use of multiple mobile lines among individual s has become a trend. According to the survey results more 

than a quarter of respondents are using many personal mobile lines. On average =1.32 lines/Individual 

(mobile penetration =132%)  and 1.61 lines/Individual  from the field and online surveyôs respectively. 

 

Figure 8: Number of Personal Lines Used by Individuals (Field Survey) 

 

 

Figure 9: Number of personal mobile lines used by Individuals (Online Survey)  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 
 

 

 

CITC - ICT Market Study (2009-2010) 

17 

 
 

 
 

 

 

2.5.3  Reasons Behind Having Multiple Lines  

 
ñWhy do you use more than one mobile line?ò 

When respondents were asked óWhy do you use more than one mobile lineô, 52% of field respondents and 38% 

of online respondents indicated primary reason as being óhad to keep a line as people know the numberô. 47% 

of respondents indicated ócost savingô as the second most important reason for multiple lines and 42% 

indicated óseparate lines for business and person useô was reason to have multiple mobile lines for field 

respondents. 

The findings show consumers tend to split between their personal and business mobile usage through 

multiple mobile usage.  

 

Figure 10: Reasons behind Having Multiple Mobile Lines (Field Survey , Multiple Choice) 

 

 
Figure 11: Reasons behind Having Multiple Mobile Lines (Online Survey, Multiple Choice) 
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2.5.4       Awareness of Mobile Number Portability  (MNP)  & Consideration 
for Changing Mobile Operator  

 

ñAre you aware that you can now change your mobile operator in Saudi Arabia for free 

without changing your phone number (Mobile Number Portability)?ò 

The online respondents showed 92% awareness compared to 75% of field respondents when asked óAre you 

aware that you can now change your mobile operator in Saudi Arabia for free without changing your mobile 

numberô.  

 

ñTaking into account that you can keep your mobile number, would you consider changing 

your mobile operator to any other existing operator in the market?ò 

In the same course, 75% of field respondents may do not consider changing mobile operators while 61% of 

online respondents similarly do not consider changing mobile operators. 

 

 

Figure 12: Awareness of Mobile Number Portability & Consideration for Changing Mobile Operator  
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2.5.5    Reasons for Changing the Mobile Operator  
 

ñWhy would you consider changing your mobile operator?ò (Multiple Choice) 

The major reason indicated by field and online respondents were mainly to receive better rates and packages 

and better quality of service. More than 40% of online respondents indicat ed that receiving better customer 

care and innovative products as important reasons for considering changing the mobile operator. 

 

Figure 13: Reasons for Changing Mobile Operator (Field Survey, Multiple Choice) 

 

 
Figure 14: Reasons for Changing Mobile Operator (Online Survey, Multiple Choice) 
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Q32 ñDo you use the Internet service through your mobile handset provided by your mobile 

operator?ò 

At 56%, online survey respondents are much more inclined to use the mobile Internet services provided by 

operators on their personal handheld devices compared with 11% of field survey respondents. 

 
Figure 15: Mobile device Internet usage (Field and Online Survey) 

 
 
 
 

2.5.6     Rating the Mobile Services ô Quality 

 
ñHow do you rate the quality  of service provider mobile services?  (Consolidated figures)  

Looking at the overall satisfaction rating  for quality of mobile services 4.05 (very good) and 3.22 (good) was 

reported from field and online respondents respectively. Online respondents gave lower ratings to mobile 

servicesô quality (average 3.22), with customer care , coverage and signal strength receiving the lowest ratings. 

 

Figure 16: Consolidated rating the Quality of Mobile Services (Field Survey4) 

                                                 
4 Poor, Fair, Good, Very Good, Excellent is represented from 1 to 5 respectively. óI donôt knowô response was available option. 
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Figure 17: Consolidated rating the Quality of Mobile Services (Online Survey) 

 

 

2.5.7     Rating the Mobile Services ô Prices 

 
ñHow do you rate the prices of service provider mobile services?ò 

On average across both field and online respondents rated5 prices of mobile service as ómoderate to 

expensive'. While the field survey participants on average rated the price at 3.39, the online respondents rated 

the mobile services prices at 3.71. For both surveys, mobile calls to international destinations, mobile r oaming 

service and mobile internet service received moderate to expensive price ratings. 

 

Figure 18: Indiv iduals Rating the Prices of Mobile services (Field Survey) 

 

                                                 
5 Very Cheap, Cheap, Moderate, Expensive, Very expensive is represented from 1 to 5 respectively. óI donôt knowô response was available option. 
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Figure 19: Individuals Rating the Prices of Mobile services (Online Survey) 

 

2.5.8      Frequency of Changing Mobile Handsets  

 
ñHow often do you change your Cellular handset?ò 

According to the field survey individual mobile subscribers on average change their mobile handsets every 15 

months. Similarly online respondents on average change their mobile handsets every 16.4 months. 

 

Figure 20: Frequency to Change Mobile Handsets (Field & Online Surveys) 
 
 

2.6  3G Services  

2.6.1     Awareness and Usage of 3G Services  

 
ñDo you know what 3G services are?ò and ñWhich of the following 3G services do you know?ò 

Although 79.2% of mobile subscribers from field survey and 91.7% of mobile subscribers from online survey 

know what 3G services are, 3G services usage levels are still low. Both surveys indicate video calling and high 

speed internet as the most widely known 3G services. 
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Figure 21: Awareness of 3G Services (Multiple Choice)  

 

2.6.2       3G Services Usage  

 
ñWhich of the following 3G services do you use?ò 

Across both field and online respondents Video Calling and High Speed Internet over 3G are the most used 

services across all 3G Services. 

 

Figure 22: 3G Services Usage by Mobile Subscribers (Field Survey, Multiple Choice) 
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Figure 23: 3G Services Usage by Mobile Subscribers (Online Survey, Multiple Choice) 

 
 
 
 
 

ñHow often do you use the 3G service?ò 

Compared to traditional services the use of 3G services is minimal.. Field respondents on average indicated 

using 3G services once every 3.6 days, while online respondents indicated use once every 2.1 days. 

 

Figure 24: Frequency of 3G services usage (Field Survey) 

 
 

Figure 25: Frequency of 3G services usage (Online Survey) 
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2.6.3       Reasons for Not Using 3G Services  

 
ñWhat are the reasons for not subscribing to 3G?ò (Multiple Choice) 

Approximately 84% of field respondents and 43% of online respondentsô primary reason for not using 3G 

services was because they felt no need for 3G services. At approximately 40%, the second reason for not using 

3G services for both respondent types is felt to be óexpensiveô. 

 

Figure 26: Reasons for not using the 3G Services (Multiple Choice)  
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2.6.4      Rating 3G Services ô Quality  
 

ñHow do you rate the Quality of service provider 3G Services? 

While field respondents rated6 the 3G servicesô quality an average of 3.60 (good to very good), online 

respondents gave it a lower average rating of 2.81 (fair to good). 

 

Figure 27: Rating Quality of 3G Services (Field & Online Surveys) 

 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

                                                 
6 Poor, Fair, Good, Very Good, Excellent is represented from 1 to 5 respectively. óI donôt knowô response was available option. 
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2.6.5      Rating 3G services ô Prices 

 
ñHow do you rate the prices of service provider 3G services?ò 

Across both respondent groups on average 3G services prices were rated between ñmoderate to expensiveò. On 

average, field and online respondents rated 3G services prices as 3.88 and 3.81 respectively. 

 

Figure 28: Rating the Prices for 3G Services (Field & Online Surveys) 
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2.6.6      Annual Expenditure on Mobile Telecom Services  

 
ñHow much did you spend over Mobile services over the past 12 months?ò 

For both field and online respondents who have a mobile we can see from the below figure that the majority 

are spending between 500-4000 SAR on mobile services per year. 

 

 

 

Figure 29: Annual Expenditure on Mobile Telecom Services (Filed & Online Surveys, 
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2.7  Internet Services through Mobile Networks  

2.7.1    Internet Through Mobile Telecom Services  

 
ñHave you used the Internet over the past 6 months?ò 
The surveyed field respondents 60% used internet over the last 6 months. 
 

 
Figure 30: Internet Usage over the last 6 months (Field Survey)  

 
 
ñHave you used the Internet through mobile telecom networks over the past 6 months?ò 
At 70%, online survey respondents used mobile Internet services provided by operators compared with 20% 

of field survey respondents. 

 

 
Figure 31: Internet usage through mobile telecom networks (Fiel d and Online Survey) 

 
 
ñDo you have a Mobile Internet subscription that you personally use inside and outside your 
home?ò 
At 87%, of field and 75% of online survey respondents do not have a Mobile Internet Subscription used inside 

and outside of the home. 

 
 

 
Figure 32: Mobile Internet Subscriptions status for use inside and outside the home (Fiel d and Online Survey)  
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ñHow do you rate the Quality of Mobile broadband Internet services for your personal use 
inside and outside your home?ò (Consolidated figures)  
 
The perceptions across various attributes for mobile broadband internet services both inside and outside the 
home are listed below. Overall online survey respondents were less satisfied across all service attributes 
compared to field survey respondents. 
 

 
Figure 33 Satisfaction level across various attributes for mobile broadband internet services (Field Survey) 

 

 
Figure 34 Satisfaction level across various attributes for mobile broadband internet services (Online  Survey) 

 
  

3.74 3.68 3.63 3.61 3.53 3.63 3.61

1.00

2.00

3.00

4.00

5.00

Overall 
satisfaction -

Mobile Internet

Connection 
Speed

Service 
availability (for 

all times)

coverage in your 
area and signal 

strength

Technical 
Support

Customer Care Voice calls over 
Internet

R
a

te
 (

S
c
a

le
 1
-5

)

Field Survey

2.72 2.59 2.42 2.59 2.42 2.56 2.51

1.00

2.00

3.00

4.00

5.00

Overall 
satisfaction -

Mobile Internet

Connection 
Speed

Service 
availability (for 

all times)

coverage in your 
area and signal 

strength

Technical 
Support

Customer Care Voice calls over 
Internet

R
a

te
 (

S
ca

le
 1
-5

)

Online Survey



 
 

 

 

CITC - ICT Market Study (2009-2010) 

31 

 
 

 
 

 

 

 
 ñHow much do you spend YEARLY for Mobile personal Internet?ò 
 
For both field and online respondents who have a mobile and have used internet through subscription we can 

see from the below figure that the majority are spending between 500-4000 SAR on mobile personal Internet 

per year. Amongst online respondents 26% are not aware of their mobile personal internet expenditure.  

 
Figure 35: Annual Expenditure on Mobile Personal Interne t Services (Field and Online)   
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2.8  Fixed Telephone Services  

2.8.1    Fixed Line Household Penetration  

 
ñAre you subscribed to the fixed line service?ò 

Results for fixed line household subscription  show 68% for field survey and 88.8% for online survey. 

 

Figure 36: Household Subscriptions for Fixed Line Service (Field & Online Surveys) 

 

2.8.2      Number of Fixed Lines Per Household  

 
ñHow many fixed lines do you have at home?ò 

The average number of fixed lines is estimated at 1.09 and 1.4 lines per household for field and online surveys 

respectively. 
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Figure 37: Number of Fixed Lines Per Household (Field & Online Surveys) 

 

2.8.3      Rating Quality of Fixed Line Services  

 
ñHow do you rate the Quality of Fixed Telephony services?ò  

 

Looking at the overall satisfaction ratings 7 for quality of fixed line services 4.23 (very good) and 2.93 (fair) was 

reported from field and o nline respondents respectively. Across both survey it can be observed that field 

respondents gave higher ratings across all attributes related to fixed lines services. 

 

 

 

Figure 38: Rating Quality of Fixed Line Services (Field & Online Surveys) 

 
 
 
 
 
 
 
 
 
 
 

                                                 
7 Poor, Fair, Good, Very Good, Excellent is represented from 1 to 5 respectively. óI donôt knowô response was available option. 
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2.8.4      Rating Fixed Line Services ô Prices  

 
ñHow do you rate the prices of the Fixed Phone services?ò 

Field and online respondents rated8 the fixed servicesô prices as ñmoderate to expensiveò. International calls 

were considered the most expensive. 

 

Figure 39: Rating Prices of Fixed Lines Services (Field & online Surveys) 

 

 ñQ57. How do you rate the Quality of Prepaid Calling Cards?ò 

Looking at the overall satisfaction ratings 9 for quality of prepaid calling cards very good and fair  was reported 

from field and o nline respondents respectively. Across both survey it can be observed that field respondents 

gave higher ratings across all attributes related to prepaid calling card services. 

 

                                                 
8 8 Very Cheap, Cheap, Moderate, Expensive, Very Expensive is represented from 1 to 5 respectively. óI donôt knowô response was available option. 

 
9 Poor, Fair, Good, Very Good, Excellent is represented from 1 to 5 respectively. óI donôt knowô response was available option. 
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Figure 40: Rating Quality  of Prepaid Calling Cards (Field & Online Surveys) 

 

2.8.5      Annual Household Expenditure on Fixed Line Services  

 
ñHow much did you spend over fixed telephone line services over the past 12 months?ò 

For both field and online respondents who have a fixed line at home we can see from the below figure that 

majority are spending between 500-4000 SAR on fixed line services per year. . 

 

 

 

Figure 41: Annual Household Expenditure on Fixed Line Services (Field & Online Surveys) 
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2.9  Computers and Software  

2.9.1     Household Personal Computer Penetration  

 
ñDo you own a computer for your personal use?ò 

The Field survey indicated a household personal computer penetration of 58.1%, while online survey indicated 

a penetration of 93%. 

 

Figure 42: Household Computer Penetration (Field & Online Surveys) 

 

2.9.2      Number of Desktops  and or Laptops owned by households  
 

ñWhat is the total number of laptops at your home?ò 

ñWhat is the total number of desktop computers at home?ò 

For households equipped with computers, both surveys indicated higher ownership of laptops than desktops. 

The field survey reveals households own 1.18 Desktop computers and 1.5 laptops on average, indicating an 

emerging trend towards more laptop usage. This trend together with multiple mobile lines and adoption  of 3G 

service trend may suggest increase in mobility preferences of consumers. Comparison between the online and 

field survey reveals higher PC and Laptop ownership amongst online respondents as indicated in figure ̺ .̾  
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Figure 43: Number of Desktops/Laptops owned by Households (Field & Online Surveys)  

 
 

2.9.3       Frequency period of changing Desktop or Laptop computer  

 

ñHow often do you change your desktop or laptop?ò (One  choice)  

For households who own desktop PC/laptop, respondents were asked óHow often do you change your desktop 

or laptop?ô The below table summarizes percentages across field and online survey. 

 
Figure 44: Frequency of changing laptop and desktop (Field Surveys)  

 
 

 
Figure 45: Frequency of changing laptop and desktop (Online Surveys)  
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2.9.4      Annual H ouseholdôs and Personal  Expenditure on Computer 
Equipment, Software and Accessories  

  
ñWhat is the household and personal expenditure spent on Computer equipment, Software 

and accessories over the past 12 months?ò 

For both field and online respondents annual expenditure on computer equipment, software and accessories 

is primarily between 500-4000 SAR per year.  35% of field respondents are not making such purchases. 

 

 

 

Figure 46: Annual  Household Expenditure on Computer Equipment, Software & Accessories 

  

35%

15%

45%

2%
0% 0%

12% 13%

23%

9%

1%
4%

Nothing Less than 500 SAR 500-4000 SAR 4,001-10,000 SAR 10,001-100000 SAR More than 100,000 
SAR

Field Online



 
 

 

 

CITC - ICT Market Study (2009-2010) 

39 

 
 

 
 

 

 

 

2.9.5      Percentage of individuals who use computers  

 
ñDo you use computers?ò 

The survey investigated the percentage of computer users. The below table provides for results for this inquiry 

Percentage of individuals who use computers  % 

Individuals Use Computers 65.8% 

Individuals Do not Use Computers  34.2% 

Total respondents 100.0%  

 

2.10      Household Broadband Internet Subscription  
 

2.10.1  Household Internet Penetration and Internet Technologies 
Used  

 
ñIs Internet used at your home?ò 

Responses to field survey indicate household internet penetration is 53.5%, while online survey indicates 96% 

penetration  levels. 

 

Figure 47: Household Internet penetration (Field & Online Surveys)  

 
 

ñWhat type of broadband Internet do you use at home?ò 

According to the field survey, DSL formed 80.8% of internet technologies used at households, while the online 

Survey indicated that  DSL formed 79.5%. 
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Figure 48: Type of Internet Used by Individuals at home (Field & Online Surveys, Multiple Choic e) 

 

2.10.2  Households Usage of Wireless Routers  

 
ñDo you have a wireless router installed at home to access your Internet connection 

wirelessly?ò 

Comparison of usage for wireless routers shows 47.5% for field and 76.2% online survey respondents. 

 

 

Figure 49: Households Usage of Wireless Routers 

 

2.10.3  Number of Computers in the Household that Share the Same 
Internet Connection  

 

ñDo you share the Internet connection with other households or other apartments in the 

building?ò 
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According to field and online survey 1.57 and 2.5 respectively represent the number of computers sharing the 

same internet connection within a household.  

 

Figure 50: Number of Household Computers Sharing Same Internet Connection (Field and Online Survey) 
 
 
 
 

2.10.4  Households Sharing the Internet Connection With Other 
Households  

 
ñDo you share the cost of the Internet connection with the other households or apartments in 

the building?ò 

For the first time in KSA, the survey investigated the number o f households that share the same internet 

connection.  
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Figure 51: Households Sharing the Internet Connection with Other Households (Field & Online Surveys)  
 
 

Respectively the field and online surveys revealed that 9.4% and 15.8% of internet enable households are 

sharing their internet connection with neighboring /nearby households. This finding can be attributed to 

wireless routers usage; as 45.1% (Field survey) and 76.2% (online survey) of internet enabled households use a 

wireless router. 84.0% of field respondents who share their internet connection also share its cost. 

2.10.5  Current & Planned Average Speed of Household Internet 
Subscriptions  

 

ñWhat is the speed of broadband Internet at your home?ò 

Field survey indicates an average current internet speed for household subscriptions of 724 kbps. However, 

for the same survey, the average planned speed over the coming 12 months period is expected to reach 1.316 

Mbps, indicating 82% year on year growth. The Online survey indicates an average current internet speed for 

household subscriptions of 1.22 Mbps. However, for the same survey, the average planned speed over the 

coming 12 months period is expected to reach 6.14 Mbps, indicating 402% year on year growth. 

 

Figure 52: Current & Planned Household Internet Speeds (Field & Online Surveys) 

 
ñIf you plan to increase the Internet broadband speed at your home, to which speed do you 

want to upgrade?ò (One Choice) 

For the respondents who have internet at home approximately 48% have plans to make some form of upgrade 

to their internet speed, the table below presents approximate percentage breakdown for planned speeds. 
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 Internet speed upgrade   
Field 

Survey  
Online 
Survey  

I donôt want to increase the speed 52.4% 18.7% 
128 kbps 0.2% 0.1% 

256 kbps 1.9% 0.7% 
512 Kbps  4.7% 4.3% 
1 Mbps  21.3% 14.2% 
2 Mbps  8.4% 11.1% 
4 Mbps  5.7% 20.2% 
8 Mbps  2.7% 5.4% 
10 Mbps 1.1% 5.5% 
16 Mbps  0.3% 1.1% 
20 Mbps  1.4% 18.8% 
Respective Sample Size  100.0%  100%  

 
Figure 53: Planned internet broadband upgrades (Field and Online Survey) 

2.10.6  Reasons for households planning to increase Internet speed  

 
ñWhat is the reason for increasing the internet speed?ò (Multiple Choice)  

For the 48% of households planning to upgrade the internet speed over the coming 12 months, the survey 

investigated the reasons for such plans as depicted in the figures below (multiple choice).   

 

 

 

 

Figure 54: Reasons for households to increase internet speed (Field and Online Survey) 
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2.10.7  Rating of the price of Internet provided to household  

 

ñHow do you rate the price of the broadband services at your home?ò (Single Choice) 

The field survey investigated rating the prices of Internet provided to households. The table below provides 

respondents price ratings for Internet . For the field survey, 61% rated internet provided to the household 

between very cheap to moderate and 39% expensive to very expensive. 10 % respondents did not know. 18% of 

respondents of online survey indicated internet prices as moderate, whereas, 39% as expensive or very 

expensive. 

 

 

 

 
Figure 55: Rating Prices of Internet Services (Field and Online Survey) 

  

3% 9%
49%

30% 9%

Very Cheap Cheap Moderate Expensive Very Expensive

%
 o

f 
R

e
s
p

o
n

d
e

n
ts

Field Survey

0% 1% 18% 39% 41%

Very Cheap Cheap Moderate Expensive Very Expensive

%
 o

f 
R

e
s
p

o
n

d
e

n
ts

Online Survey



 
 

 

 

CITC - ICT Market Study (2009-2010) 

45 

 
 

 
 

 

 

 

2.10.8  Annual Household Expenditure for Broadband  Internet 
Service  

 
ñHow much does it cost on a YEARLY  basis the broadband Internet at your home?ò 

For both field and online respondents annual expenditure for Internet Services is primarily between 500-

4000 SAR per year.   

 

 

 

Figure 56: Annual Household Expenditure o ver Internet Services (Field & Online Surveys) 
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2.10.9  Rating the Quality of Broadband Internet Services  

 
ñHow do you rate the Quality of Internet services used at your home?ò 

While field survey respondents overall rated10 broadband internet services at 3.84 (good to very good), online 

respondents rating was of 2.40 (fair to good).  

 

 

Figure 57: Rating the Quality of Household Broadband Internet Services (Field & Online Respondents) 
  

                                                 
10 Poor, Fair, Good, Very Good, Excellent is represented from 1 to 5 respectively. óI donôt knowô response was available option 
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2.10.10  Rating Broadband Internet Services ô Prices 

 
ñHow do you rate the price of the broadband services at your home?ò 

Looking at the rating 11 of field respondents for broadband servicesô prices the majority of 79% revealed prices 

as (moderate to expensive) and majority of 80% as (expensive to very expensive) for online respondents. 

 

 

 

Figure 58: Rating the Prices of Broadband Internet Services (Field & Online Surveys) 

  

                                                 
11

 11 11 Very Cheap, Cheap, Moderate, Expensive, Very Expensive is represented from 1 to 5 respectively. óI donôt knowô response was available 

option. 
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2.11   Individual/Household Bundled Services  

2.11.1      Satisfaction level with bundled services  

 
ñWhat is the level of your satisfaction with the bundled services offers?ò 

Looking at responses from both field and online survey it can be observed that poor awareness levels and lack 

of subscription to bundled service offers constitute the majority of responses. 

 
 

  
Figure 59: Awareness and Satisfaction levels for bundled services (Field & Online Surveys) 

 
 
 

ñIf not satisfied, what are the reasons?ò 

At approximately 74% the majority of field respondents are satisfied, with 30% very satisfied and 54% 

 satisfied.  The main reasons of dissatisfied individuals/households included  óWeak technical supportô 

and bundled óoffers are too difficult to understandô.  
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2.11.2  Services that might be considered with a bundled service 
offer  

ñWhat are the services that you wish to be bundled together?ò (Multiple Choice) 

The survey investigated various services which individuals/households might consider within a bundled offer. 

The figure below provides associated findings.  

 

 

Figure 60: Awareness and Satisfaction levels for bundled services (Field & Online Surveys) 

Analysis reveals that fixed telephony services and mobile services in addition to óelectricityô are the highest 

services that are preferred by individuals to be considered in bundled offers. 

 

 

 
 

2.12      Personal Web Pages  
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The field and online respondents who own or manage a personal website are reported as 5% and17% 

respectively. 

 

 

Figure 61: Individuals Owning or Managing a Website (Field & Online Surveys) 

 

ñPlease indicate your websites various domains ñ(Multiple Choice) 

Both f ield and online survey results revealed significant difference between ownership or management of 

generic domains versus local domains. With the launch of Saudi Domain  Name registration process12 and the 

introduction of Arabic Domain Names  the usage of local domain names is expected to increase.  

Figure 62: Website Domains Owned or Managed by Individuals (Multiple Choice , Field and Online Surveys) 

                                                 
12 Individuals or establishments interested in registering a Domain Name Registration can find more information at http://www.saudinic.net.sa 
 


