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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 developmentin

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

research projects and activities conductedont he Ki ngdom of Saudi Arabiabds I nfor
Technologies (CT) sector, it covers key supply side stakeholders and numerous demand side consumers

spanning individuals /households, private and public sector establishments.

1.1 Target Audience

Leaders or professionals working actively in the KSA ICT sector
Knowledge economy teachers and students
ICT products, services and solutions manufacturers/wholesaler s/reseller s

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

A

ICT Investors

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 personalande st a b | i grhodudivity ,Employeed satisfaction, reduce costs, and generate

new valued added servicesor salesthrough the use of ICT products, services and solutions Wh et her youdr e
individual or an establishment, wi t h t he rapi d devel opnfoenatibn aod Kn@wedge i Ar al
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 revisitng 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 shar¢heir

Ynitially, the Mar ket Studies Department considered naming ic6he rese
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 Al CT pulseo in the Kingdom of Saudi Arabi a.

CITC - ICT Market Study (2009-2010)
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knowledge, experience and individual benefits gained through the useof ICT products/services and solutions

with in their personal and professionall i f e Ghetwoika d

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 insightsto usewithinbot h per sonal and business |lives I nshadAl

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 feedbackover the course of the research planning and data collection phases. If
you have anycomments 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,Sa u d i Alnfarrbatiosm & £ommunications 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 liberalation 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.

CITC - ICT Market Study (2009-2010)
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program “Yesser” = 3 Mobile License

[WWW.YESSER.GOV.SA] = National Communications and
= National ICT plan Information Technology Plan
= ICT Ministry = 2nd mobile licensee launches Regulatory Framework Updates

E-Transaction & E-Crime Acts
Universal Service Fund (USF)

S, service
= IT added to Commission’s Mandate

(cITc) = EasyNet
®* Telecom Act s Liberalization of VSAT Services ®* Home PC Initiative Reference Offer for Data Access
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2002 1 2004 I 2006 I 2008
2001 2003 2005 I 2007

= Telecom Bylaw
i L aticna ey ® 3G Service launched

= |CT Market Open for ) L ’
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ervices

Liberalization = |nternet Restructuring
nd i H
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= Liberalization of Fixed Services
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Figure L ICT Regulatory Decisions Time-line
Expanding the scope of previous market research activities concluded in 2005, CITC in 2009 embarked on a
comprehensive | CT Market Study timdugira.ug®hed het BWhwd ss edo mal
intendedtoserveasCl TCds prime input for it sinitiativestandracdilibate KSAor gul at c
its journey to an Information Society & Knowledge Economy2. 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 Al CT Mar kEhe ainsis to dtydy tRer carjert statws of KSA ICT supply, adoption and
usage of ICT services in additiontotheCl1 TC rul es and regul ati onsobpromatpgact on

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 1329%. The field and online survey indicated that al t hough st i | | 6 e xp emnolsile veob, .
servicesas 6 v e r y . Theomotilé ARPU reached 182/SAR/Line. Fixed telephony household penetration
reached68% of sur veyed househol ds. &icxdd esn¢ 0v igqtheaghitheigymrieeav @ ch go
wer e r e g moddraedto ex p e @ sThe/Fexéd.line ARPU reached177 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 intemet speed is currently 724 Kbps with a yearon-year growth of 82%.
Subscribersrated Internet prices asdnoderatetoex pensi ved and t he quadboodtyverpf of f ¢

good®6.

2 For further information see National Information & Communication TechnologiesiRlaw.mcit.gov.sa
3 Visit CITC website for the latest figures available in ICT Quarterly Indicators Répoww.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 gréer 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 fromSOHO, Small and Medium size
establishments (SME), Large, Very Large (L&VL) private establishments to Governmental (Gov)
establishment 6s uslI&ED servieen All establishpnentsorated thé fixed servicesd quasl ity
6excell enltédss noated th e teh e npsriivceebs. aSSMEG , L&VL, and 6gover |
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 etablishments 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
6 E x p e nwaile the Governmental establishmentsr at ed t hem as 6Very Expensived.

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 sectorsn
KSA. The study investigated new services planned for introduction in the KSA market including new-
technology based sevices 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 Servicesand 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
6Software integration/ Business solutionsé, O6Consultancy
and 6Telecom cor e I The avgraga marketing bsidyet, .as pgeroemtagé of total revenue, has
reached4.1% in 2009.

CITC - ICT Market Study (2009-2010)
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Most of the interviewed ICT services and technologieslisted initiatives aimed to increasethe ICT products and
services professional awareness and usage across their various customers segments However, only few
presented successfulinitiatives help ing increase the ICT usageacross variousemployee and society segments
Only 30% of ICT services and technologiesoffer 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 lowasICT services and technologiesonly enroll on average
9 such students a year. However based on feedbackthe enroliment number is expected to double in 2012.

CITC - ICT Market Study (2009-2010)
11
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2. Survey Findings T 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 summarizesthee st ab | i s h me arnd présents vanialis absgrsations relevant to SMEs, large

& very large establishments in addition to governmental agencies

2.1 Respondent Ratings  System

During the field s u r v respdndents were provided with show card including similar figure to efficiently
capture responses for question requiring ratings (e.g.from very unsatisfied to very satisfied, seerespective
footnotes for further details.

1 2 3 4 5

Very Positive
Opinion

Very Negative
Opinion
Figure 2: ICT Value Chain- Individuals & Households Consumers

CITC - ICT Market Study (2009-2010)
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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.

Service
Providers

ICT Technologies
Suppliers
Equipment

Infrastructure
Software

Y

Fixed
Mobile

Internet
Data

Resellers Retailers

POS
Services

VAS
Providers

Content
ASP

SPServices

Consumer
Individuals
Households

— Business
m Government

Figure 3: ICT Value Chain- Individuals & Households Consumers

2.3 Individual/Household respondent profile and
demographics
Field Survey Online Survey
Total Sample Size 1514 2872
Gender
Male 54.8% 95.3%
Female 45.2% 4.7%
Age
15419 12.5% 3.7%
20-39 71.5% 82.7%
40-60 15.7% 13.0%
61-70 0.3% 0.6%
Saudi Nationality 69.1% 89.2%
Geographic Distribution
Riyadh 30.2% 421%
Jeddah 17.6% 11.1%
Eastern Region 7.5% 8.4%
Mekkah & Medinah 13.1% 9.5%
Rest of KSA 31.6% 28.9%
Household Head % of 19% 59.6%
Respondents
Educational Level
High Education 52% 73.7%
Elementary to
Secondary Education 44.7% 26.3%
Average Income KSR/Year 47.7 163
Average Household Size 5.6 6.3

Figure 4: RespondentsiProfiles for Field & Online Surveys

CITC - ICT Market Study (2009-2010)
13
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2.4 Public Awareness of CITC

2.4.1 Public Awareness of CITC and its roles

iDo you know what the Communications and I nfor mat
i s?0 (Multiple Choice)

Awareness of CITC (Field Survey) Awareness of CITC Role (Field Survey)

To regulate the telecom market 53.4%
To monitor offered Telecom & IT services’ quality
To regulate the ITmarket

Not Aware To protect the consumer of public Telecom & IT Services
s To encourage the intreduction of new technologies & services in KSA
Toincrease telecom & IT competition

I don’t know

% of Field Respondents aware of CITC

0% 20% 40% 60% 80% 100%

Other

Awareness of CITC (Online Survey) Awareness of CITC Role (Online Survey)

56.20%
52.10%
42.60%

40.10%

To regulate the telecom market
To monitor offered Telecom & IT services’ quality
To regulate the IT market

To protect the consumer of public Telecom & IT Services
29.20%

25.70%

To encourage the introduction of new technologies & services in KSA
To increase telecom & IT competition

Idon’t know 16.10%

Other % of Online Respondents Aware of CITC
1 T T

Online Survey was hosted at CITC |
website which explains the high 0% 20% 40% 60% 30% 100%

awareness level

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

54.7% of surveyed individuals were aware of CITC of which 53.4%i ndi cat ed CI TCds r ol
the telecommunications market. These percentagesindicates over 50% of the survey populations are unaware

of Cl T @aéaisfunction astelecommunications market regulator.

CITC - ICT Market Study (2009-2010)
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2.5.1 Average Mobile Lines

fiHow many

mobil e

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

lines per household.

% of Respondents

% of Respondents

70%

Mobile Lines Household Penetration (Field Survey)

per Household

i nes

househol

ar e

there in

your

60%
50%
40%
30%
s .
10%
0% —
Oneline only 2-5lines 6-10lines 11- 20lines 21-30lines
|l% 8.92% 65.37% 22.80% 2.51% 0.40%
Figure 6: Mobile Lines Household Penetration (Field Survey)
Mobile Lines Household Penetration (Online Survey)
70%
60%
50%
40%
30%
20%
o R —
Oneline only 2-5lines 6-10lines 11-20lines 21-30lines
|l% 13.50% 61.54% 20.54% 3.96% 0.46%

Figure 7: Mobile Lines Hous ehold Penetration (Online Survey)

CITC - ICT Market Study (2009-2010)
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2.5.2 Number of Personal Mobile Lines used by Individuals

AiHow man

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

y mobi l

e

i nes

do

you

personally

use?o0

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 f r om t he fi el d and
= 100% Number of personal mobile lines used by Individuals (Field Survey)
E 75%
T = (]
58 o —
2= More than 5
é 1line 2lines 3lines 4lines 5 lines .
lines
s [me 73% 20% 6% 1% 0% 0%
Figure 8: Number of Personal Lines Used by Individuals (Field Survey)
£ 100% Number of personal mobile lines used by Individuals (Online Survey)
g2 75%
S g 50%
§: % I
e one line 2 lines 3 lines 4 lines 5 lines Mort.zthan 3
ES lines
| H (%) 53.50% 34.90% 8.00% 2.00% 0.60% 1.00%

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

CITC - ICT Market Study (2009-2010)
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2.5.3 Reasons Behind Having Multiple Lines

AWhy do you use mmoki tdahi na®0

When respondents were asked &6Why d52% of eld respsrelentsand 8%t han o
of online respondents indicated primary reason asb e i ng 0 h a dine aspeopleekagw tha numberd 47%

of respondents indicated 6 c 0 s t savingdéd as the seconutplerioestandid28 or t an:
indicated Oseparate I|lines for business and pferrfisldbn use:
respondents.

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

multiple mobile usage.

Reasons Behind Having Multiple Mobile Lines (Field Survey)

Subscriber had to keep the line as people know the

52%
number

Cost saving 47%

Separate lines for business and personal use

Other 9.20%
% of Individuals Having Multiple Mobile Lines
T

0% 20% 40% 60% 80% 100%

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

Reasons Behind Having Multiple Mobile Lines (Online Survey)

Subscriber had to keep the line as people know the
number

Cost saving
62%

Separate lines for business and personal use

Other 10.4%

0% 20% 40% 60% 80% 100%

Figure 11 Reasons behind Having Multiple Mobile Lines (Online Survey, Multiple Choice)

CITC - ICT Market Study (2009-2010)
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254 Awareness of Mobile Number Portability (MNP) & Consideration

for Changing Mobile Operator
iAre you aware that you can now change your mobile op
without changing your phone number (Mobile Number Portability)?o

The online respondents showed 92% awareness compared to 75% of field respondentsvh en asked 6Ar e
aware that you can now change your mobile operator in Saudi Arabia for free without changing your mobile

numb.er 6

iTaking into account that you can keep your mobile num
your mobile operator to any other existing operator in
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.

Awareness of mobile number portability Consideration of changing Mobile Operator (Field Survey)
(Field Survey) S

—

e

M Do Not Consider
M Consider

Notaware
25% & May Consider

Aware
75%

Consideration of changing Mobile Operator (Field Survey)
Awareness of mobile number portability
(Online Survey)

—

M Do Not Consider Changing
Operator

M Consdier Changing Operator

Figure 12 Awareness of Mobile Number Portability & Consideration for Changing Mobile Operator

CITC - ICT Market Study (2009-2010)
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2.5.5 Reasons for Changing the Mobile Operator

Aiwhy would you consider changing your mobile operator?90
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.

Reasons for Changing Mobile Operator (Field Survey)

Better rates and packages
Better quality of service
Better service coverage

Better quality of customer care

Innovative products 21%

o0
Other 3%% % of Individuals who consider or might consider changing operator
T T T T T 1

0% 20% 40% 60% 80% 100%

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

Reasons for Changing Mobile Operator (Online Survey)
Better rates and packages 70%
Better quality of service
Better service coverage

Better quality of customer care

Innovative products

Other 10%
% of Individuals wheo consider or might consider changing operator
T T T ]

0% 20% 40% 60% 80% 100%

Figure 14: Reasons for Changing Mobile Operator (Online Survey, Multiple Choice)

CITC - ICT Market Study (2009-2010)
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Q32 ADo you use the I nternet service through your mobi
operator?0o

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.

Field Survey Online Survey

%1 1

m Use m Use
m Do Not Use m Do Not Use
Figure 15 Mobile device Internet usage (Field and Online Survey)
2.5.6 Rating the Mobile Services 0 Quality
AiHow do y ou quality eof serhice 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

ser vi c e qaberagaB.23), withyustomer care , coverageand signal strength receiving the lowest ratings.

Rating the Quality of Mobile services (Field Surve

5
[
o 4
&%, 3 4.05
o 2
IS
@ 1

Overall  Voice quality oVoice quality of Quality of = Coverage in MMS handset Easiness of Customer Care
satisfaction local calls international roaming serviceyour area and Configuration Mobile Number
calls signal strength  easiness Portability
Figure 16. Consolidated rating the Quality of Mobile Services (Field Survey*)
‘“Poor, Fair, Good, Very Good, Excellent is represented from 1 to 5 r e

CITC - ICT Market Study (2009-2010)
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Rating the Quality of Mobile services (Online Surve

- I I I l I . l

Overall  Voice quality oVoice quality of Quality of = Coverage in MMS handset Easiness of Customer Care
satisfaction local calls international roaming serviceyour area and Configuration Mobile Number
calls signal strength  easiness Portability

Rate (Scald-5)
[l N w H (&)

Figure 17 Consolidated rating the Quality of Mobile Services (Online Survey)

2.5.7 Rating the Mobile Services 6 Pr i ces

AfiHowWwo you rate the prices of service provider mobil e se
On average across both ield and online respondents rated> prices of mobile service asd6 moder at e t
expensive. While the field survey participants on averagerated 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 roaming

service and mobile internet service receivedmoderate to expensiveprice ratings.

Individuals Rating the Prices of Mobile services (Field Survey)

V Expensive
5

Rate (Scale 1-5)
[ IV N

Mobile Calls Value added
V Cheap MobileCalls | Mobile Calls to Mobile Internet services (e.g.
Average to the Same to Other Roaming SMS MMS ring tones
International service
NetworkK Networks Service and flash
Destinations
news)
H Rate 3.39 3.01 3.40 3.76 3.72 2.85 3.17 3.72 3.46

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

Very Cheap, Cheap, Moderate, Expensive, Verywéxpespomeei wacepvaskbnabt

CITC - ICT Market Study (2009-2010)
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Individuals Rating the Prices of Mobhile services (Online Survey)

V Expensive

“'.R 5

v 4 4.08

© 3.88 .

a 3 i 3.75 3.37

@

® 2

o

l "

V Cheap Mobile Calls | Mobile Calls Mobl!e Calls Mobile Int ¢ val dded

Average tothe Same | toOther Intern:tional Roaming SMS MMS n er_ne a ue? ©
Network Networks - Service service services
Destinations
M Rate 3.71 3.32 3.75 .3.85 | 13.88 | 3.37 3.58 4.08 3.89

Figure 19: Individuals Rating the Prices of Mobile services (Online Survey)

2.5.8 Frequency of Changing Mobile Handsets

fiHow often

do you <ch

ange

you

r Cel

ul

ar

handset ?0
According to the field survey individual mobile subscribers on averagechange their mobile handsets every 15

months. Similarly online respondents on averagechange their mobile handsets every 16.4 months.

Frequency to change mobile handsets (Field Survey)

& 1-6 Months

& 7-11Months

M1-2years

M More than 2 years

Frequency to change mobile handsets (Online Survey)

7%

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

2.6 3G Services

M 1-6 months

M 7-11months

1-2years

B More than 2 years

2.6.1 Awareness and Usage of 3G Services

iDo you know what

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

speed internet asthe most widely known 3G services

CITC - ICT Market Study (2009-2010)
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Awareness of 3G Services (Field Survey)

H Aware

H Not
Aware

Awareness of 3G Services (Online Survey)

H Aware

H Not
Aware

91.70%
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Awareness Levels for each 3G Service (Field Survey)

Video calling
High speed Internet over 3G
Ring Back Video

Mobile TV/Video on Demand

94.3%

_ 46.1%
I 35.0%
I 30.6%

Videomail I 25.7%
Listen to audio on your mobile _ 23.2%
Multiplayergaming [ 20.6%
Video conferencing I 15.4% % of Mobile Subscribers Aware of 3G Services
0% 20% 40% 60% 80% 100%

Awareness Levels for each 3G Service (Online Survey)

video calling

High speed Internet over 3G
Ring Back Video

Mobile TV/Video on Demand
Video mail

Listen to audio on your mobile
Multiplayer gaming

Video conferencing

e 74.3%
T 69.9%
[ 24.7%
(. 19.6'%

| 15.7%

[ 20.6%

[ 21.1%

Figure 21: Awareness of 3G ServicegMultiple Choice)

2.6.2 3G Services Usage

AiWhich of the f ol

services across all 3G Services.

owi ng

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

[—15.3% % of Mobile Subscribers Aware of 3G Services
0% 20% 40% 60% 80% 100%
. 26
services do y ou use -’70

3G Services Usage by Mobile Subscribers (Field Survey)

Video calling
High speed Internet over 3G

17.4%
6.9%

)

Ring Back Video

Listen to audio on mobile

Multiplayer gaming
Mobile TV/Video on...

Video mail

Video conferencing

4.7%
3.7%

2.6%
2.4%

1.5%
0.6%

0%

20%

% of Mobile Subscribers
T

40% 60% 80% 100%

Figure 22: 3G Services Usage by Mobile Subscribers (Field SurveyMultiple Choice)

CITC - ICT Market Study (2009-2010)
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3G Services Usage by Mobile Subscribers (Online Survey)

Video calling 31%
High speed Internet over 3G 39%

Ring Back Video

Listen to audio on mobile
Multiplayer gaming

Mobile TV/Video on Demand 14%

Video mail
% of Maobile Subscribers

0% 20% 40% 60% 80% 100%

Video conferencing

Figure 23: 3G Services Usage by Mobile Subscribers (Online SurveyMultiple Choice)

fiHow often do yosuerusieca”e 3G
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 onlineespondents indicated use once every2.1days.

Frequency of 3G services usage (Field Survey)

100%
w
S 80%
W)
3 60%
M 40%
5 20%
® o [ ] -
0%
Every three
Weekly Monthly Daily months Once a year
(Quarterly)
W Rate 46% 27% 20% 4% 3%
Figure 24: Frequency of 3G services usage (Field Survey)
100% Frequency of 3G services usage (Online Survey)
o 80%
]
o 60%
g 0,
g 40%
* R
0% [ —
Everythree
Weekly Maonthly Daily maonths Once ayear
(Quarterly)
M Rate 24% 17% 43% 11% 5%

Figure 25: Frequency of 3G services usage (Online Survey)

CITC - ICT Market Study (2009-2010)
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bscribing to

3G?0

Approximately 84% of field respondents and 43% of onliner e s p o n granary dson for not using 3G

services was because they felt nmeed for 3G services. At approximately 40%, the second reason for not using

3G services for both respondent types isfelttobe6 e x pensi veb.

| do not need the 3G service
Expensive

Handset not compatible
Coverage not available
Other

Respondents use company subscription

| do not need the 3G service
Expensive

Handset not compatible
Coverage not available
Other

Respondent use company subscription

Reasons for not Using 3G Services (Field Survey)

83.80%

16.20%
3.60%

0.90%

0.80% o of Mobile Subscribers Who are Aware of 3G Service but do not use it
0% 20% 40% 60% 80% 100%

Reasons for not Using 3G Services (Online Survey)

43%
40%
I %olf Mobile Suhscrihel"s Who are Aware o‘f 3G Service but do‘not use it .

0% 20% 40% 60% 80% 100%

Figure 26: Reasons for not using the 3G ServicegMultiple Choice)

CITC - ICT Market Study (2009-2010)
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26.4 Rating3GServices 6 Qual ity

fiHow do you rate the Quality of service provider 3G Ser
While field respondents rated® t he 3 G s er v ancavesaye off 868 I(goad yto very good), online
respondents gaveit a lower average rating of 2.81 (fair to good).

Rating for 3G Services Quality (Field Survey)

Excellent
5
4
o 3
L=
@ 2
3 1
E Poor| Q‘ua\ltjdofd
T
e Quality of Coveragein valucadae
. Video services (e.g.
Overall Video call Internet Mobhile yourarea
Average conferencing ring back
satisfactions quality speed TV/Video on and signal
quality videoand
Demand strength
online
gaming)
B Average rate 3.60 3.58 3.74 3.64 3.52 3.60 3.54 3.58
Online Respondents Rating Quality for 3G services
Excellent
- 5
o 4
2z
] 3
Q
g 1! . ,
Poor Overall . Video Quaht_y of | Coveragein Quality of
. . Video call . Internet Mobile your area
Average | satisfactions ) conferencing . N value added
quality 3G . speed3G | TV/Videoon | andsignal i
3G quality 3G services 3G
Demand 3G | strength 3G
H Rate 2.81 2.97 2.84 2.78 2.87 2,62 2.82 2.771
Figure 27: Rating Quality of 3G Services (Field & Online Surveys)
*Poor, Fair, Good, Very Good, Excellent is represented from 1 to 5 re¢

CITC - ICT Market Study (2009-2010)
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S €

rvice

provider

3G

Across both respondent groups on average3G servicesprices were rated between fimoderate to expensived. On

average field and online respondents rated 3G services pricesas 3.88 and 3.81 respectively.

V Expensive
5

Rating the Prices for 3G Services (Field Survey)

o
i 4
2
3 3.88
2
I 2
&
1 . .
VCheap|  average Internet video call Video Mobile TV video on Video mail | Onlinegaming Otherva\ye
Conferencing demand added services
H Rating 3.88 3.88 3.87 3.84 3.94 4.04 3.87 3.83 3.77
. Rating Prices for 3G Services (Online Survey)
V Expensive
—_ 5
n
—
2 4
E 3 3.91
g 2
o
1 .
VCheap . Video . Mobile TV Video on Video mail Online Othervalue
Average Internet3G | Video call 3G | Conferencing . added
3G demand 3G 3G gaming 3G .
3G services 3G
M Rate 3.81 3.91 3.78 3.78 3.85 3.83 3.77 3.81 3.79

Figure 28: Rating the Prices for 3G Services (Field & Online Surveys)

CITC - ICT Market Study (2009-2010)
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2.6.6  Annual Expenditure on Mobile Telecom Services

AiHow much did you spend over Nboabsitl €l 2s emowitchess?o5over t he
For both field and online respondents who have a mobile we can see from the below figure thatthe majority
are spending between 500-4000 SAR on mobile services per year.

m Field m Online

7%

14% 14%

3% 1% o A% 0% 0%
— |

Nothing Less tharbO0SAR 500-4000SAR  4,001-10,000SAR 10,001-100000 More than100,000 | don't know
SAR SAR

Figure 29: Annual Expenditure on Mobile Telecom Services (Filed & Online Surveys

CITC - ICT Market Study (2009-2010)
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2.7 Internet Services through Mobile Networks

2.7.1 Internet Through Mobile Telecom Services

AfHave you used the I nternet over the past 6 months?0
The surveyed field respondents 60% used internet over the last 6 months.

m Used Internet

m Did Not use Internet

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

fiHave you used the Internet through mobile telecom netw
At 70%, online survey respondents used mobile Internet services provided by operators compared with 20%

of field survey respondents.

Field Survey Online Survey
m Use Mobile Internet m Use Mobile Internet
Do Not Use Mobile m Do Not Use Mobile
Internet Internet

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

iDo you hav e Inrnesultscriptien that you personally use inside and outside your

home?0
At 87%, of field and 75% of online survey respondents do not have a Mobile Internet Subscription used inside

and outside of the home.

Field Survey Online Survey

m Have a Mobile
Broadband
Subscription

m Have a Mobile
Broadband
Subscription

m Do Not Have a
Mobile Broadband
Subscription

m Do Not Have a
Mobile Broadband
Subscription

Figure 32: Mobile Internet Subscriptions status for use inside and outside the home (Fiel d and Online Survey)

CITC - ICT Market Study (2009-2010)
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AHow do you rate the Quality of Mobile broadband
insid

The perceptions across various attributes for mobile broadband internet services both inside and outside the

e and out si d(€onygobdated figueshe ? 0

home are listed below. Overall online survey respondents were less satisfiedacross all service attributes
compared to field survey respondents.

Rate (Scald-5)

Rate (Scald-5)

5.00

4.00

3.00

2.00

1.00

5.00
4.00
3.00
2.00
1.00

Field Survey
EH HE
Overall Connection Service coverage in your Technical  Customer Care Voice calls over
satisfaction- Speed availability (for area and signal ~ Support Internet
Mobile Internet all times) strength

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

Online Survey

I

Overall Connection Service coverage in your Technical  Customer Care Voice calls over
satisfaction Speed availability (for area and signal ~ Support Internet
Mobile Internet all times) strength

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

CITC - ICT Market Study (2009-2010)
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AHow much do you spend YEARLY for Mobile personal I nt er

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.

m Field m Online

26%
24%
0,
10% 11%
9 3%
3% 2% 1% 2%
0% 0% 0% 0% 0%
- ./
Nothing Less tharbO0SAR 500-4000SAR 4,001-10,000SAR 10,001-100000 More than100,000 | don't know
SAR SAR

Figure 35: Annual Expenditure on Mobile Personal Internet Services(Field and Online)

CITC - ICT Market Study (2009-2010)
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2.8 Fixed Telephone Services

2.8.1 Fixed Line Household Penetration

fiAre you subscribed to the fixed |Iine service?o0
Results for fixed line household subscription show 68% for field survey and 88.8% for online survey.

Households’ Subscription for Fixed Line Service (Field Survey) Households Subscription for Fixed Line Service (Online Survey)

M Subscribed to FixedLine

M Subscribed to FixedLine N
Service

Service
M Not Subscribed to Fixed

M Not Subscribed to Fixed . .
Line Service

Line Service

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

2.8.2 Number of Fixed Lines Per Household

fiHow many fixed |ines do you have at home?590
The average number of fixed lines is estimatedat 1.09 and 1.4lines per household for field and online surveys

respectively.

Households Number of Fixed Lines (Field Survey)

100% 93%
80%
60%
40%
20%
3% 1% 1%
0%
Two Three More than three
Households Number of Fixed Lines (Online Survey)
100%
0% 65.30%
60%
A0% 27.00%
20% 5:60% 2.10%
0% R
Two Three More than three
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Figure 37: Number of Fixed Lines Per Household (Field & Online Surveys)

2.8.3 Rating Quality of Fixed Line Services

AfiHow do you rate the Quality of Fixed Telephony service

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.

Field Survey

5
© 4
3 4.23
& 3
o 2
5
x 1

Overall satisfaction Voice quality for Voice quality for Easiness to obtaiechnical Support Customer Care
- fixed local calls Fixed international calls new or second line Fixed Fixed
Fixed - Fixed
Online Survey

5
()
o 4
8 3
) 293
: 2 ik
x 1

Overall satisfaction Voice quality for Voice quality for Easiness to obtaiechnical Support Customer Care
- fixed local calls Fixed international calls new or second line Fixed Fixed
Fixed - Fixed
Figure 38: Rating Quality of Fixed Line Services (Field & Online Surveys)
"Poor, Fair, Good, Very Good, Excellenwdisesppnesewaedavaiolmalil ¢ oo Bt ir @
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2.8.4 Rating Fixed Line Services 6 Pr i ces
fiHow do you rate the prices of the Fixed Phone services
Field and online respondents rated® the fixed servicesd p ras finedsrate to expensived. International calls
were considered the most expensive.
v Expensive Individuals Ratings for Prices of Fixed Line Services
I 5
- 4
=2 3
& V Cheap i Valu_e added
Average Local Calls National Calls '"teg‘:lt;o"al Ca'u::::::;er secr;'lce?s"‘:ég'
identity)- fixed
= Rate 3.19 2.57 2.88 [3917] 3.44 3.15
ve . Online Respondents Ratings for Prices of Fixed Line Services
xpensive
N
" O
S e —
B V Cheap Value added
Average Local Calls National Calls Intelgn::::;onal Ca'::::‘:::::;er si:’ﬂi?s'::ég'
identity)- fixed
= Rate 3.50 2.98 3.25 3.77 3.61
Figure 39: Rating Prices of Fixed Lines Services (Field & online Surveys)
AQ57. How do you rate the Quality of Prepaid Calling Cz¢

Looking at the overall satisfaction ratings ® for quality of prepaid calling cards very good andfair was reported
from field and online respondents respectively. Across both survey it can be observed that field respondents
gave higher ratings across all attributes related to prepaid calling card services.

E X p e n s ivailableiogon.r e pr esent

Field Survey
5
[Te]
< 4
S 3
O
2, 3.77 371 3.77
o
g 1
Overall satisfaction ~ Voice quality for local Voice quality for Service availability (for Customer care
calls international calls all times)
88very Cheap, Cheap, Moderate, Expensive, Very
? Poor, Fair, Good, Very Good, Excellent is represented from 1to 5réspeetl y . 61 dondt knowbd
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Online Survey

P NWRAO

| ]
2 . Y I ' . 245

Overall satisfaction ~ Voice quality for local Voice quality for Service availability (for
calls international calls all times)

Rate (Scald-5)

Customer care

Figure 40: Rating Quality of Prepaid Calling Cards (Field & Online Surveys)
2.8.5 Annual Household Expenditure on Fixed Line Services

AiHow much did you spend over fixed telephone | ine servi

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. .

m Field mOnline
57%

41%

10% 9%
19 3% 2%

7%
0% 1% 0% 0% 1% 0%

Nothing Less tharb00  500-4000SAR 4,001-10,000SAR10,001-100000  More than

| don't know
SAR SAR 100000SAR

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

fiDo you own a computer for your personal use?bo
The Field survey indicated a household personal computer penetration of 58.1%, while online survey indicated
a penetration of 93%.

Household Computer Penetration (Field Survey) Household Computer Penetration (Online Survey)

Do Not Have
Computer, 7%

Have
Computer,
58.10%

Have
Computer, 93%

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

2.9.2 Number of Desktops  and or Laptops owned by households

iwhat is the total number of desktop computers at
For households equipped with computers, both surveys indicated higher ownership of laptops than desktops.
The field survey reveak households own 1.18 Desktop computers and 1.5 laptopon 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 nline and

field survey reveals higherPC and Laptop ownership amongst online respondents as indicated in figure _

Average number of Desktops/Laptops owned by households (Field Survey)

a
5
3
Sg 4
g8z,
=32
g
85452
L I
22 4
58
= Computers Per Individual Laptop Per Individual
Ownership Per Individual: 68.6% 87.2%
8. s Average number of Desktops/Laptops owned by households (Online Survey)
a
_{% )
g2z
s o3
R R
5 g2
i ARE—
2 C
£: o
Computers Per Online respndent Laptop Per Online Respondent
Ownership Per Individual (online): 134% 211%
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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

iHow often do you change youO®nedhwisekt op or |l aptop?0 (

For households who own desktop PC/laptop, respondents were asked 6How often

or laptop?d The below table summarizes percentages acro
Laptop % Desktop %
0% 219 0% 16% 1%

0

17%
2%

m1-2years m1-2years

m 1-6months m 1-6months

m3-5years m3-5years

H7-11months m7-11months

EL R2y Qi OKFy3as yvy& O EL R2y Qi OKFy3as§ v& O
= Not applicable = Not applicable

Figure 44: Frequency of changinglaptop and desktop (Field Surveys)

Laptop % Desktop%

1% 1%

2% _ 3%

9%

m 1-6months m 1-6months

m7-11months m7-11months

m1-2years m1-2years

m3-5years m3-5years

m Not Applicable/ | don't change unless necess: m Not Applicable/ | don't change unless necess:i

Figure 45: Frequency of changing laptop and desktop(Online Surveys)
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29.4 AnnualH ous e h odndPRessonal Expenditure on Computer
Equipment, Software and Accessories

i Wh at i bousthiolé and personal expenditure spent on Computer equipment, Software

and accessories over the past 12 months?590

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 notmaking such purchases.

u Field m Online

45%

35%

23%

12% 19 13%

9%
4%

.

Nothing Less tharb00SAR  500-4000SAR  4,001-10,000SAR 10,001-100000SAR More than100,000
SAR

2%

Figure 46: Annual Household Expenditure on Computer Equipment, Software & Accessories
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2.9.5 Percentage of individuals who use computers

fiDo you use computers?o

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

ils I nternet used at your home?0
Responses to feld survey indicate household internet penetration is 53.5%, while online survey indicates 96%

penetration levels.

Household Internet Penetration Household Internet Penetration
(Field Survey) (Online Survey)

 Household Subscribed to Internet WHgusehold skstabed o Iatariet

u Household Not Subscribed to Internet M Household Not Subscribed to Internet
Figure 47: Household Internet penetration (Field & Online Surveys)

fiwhat type of broadband Internet do you use at home?0
According to the field survey, DSL formed 80.8% of internet technologies used at households, while the online
Surveyindicated that DSL formed 79.5%.

CITC - ICT Market Study (2009-2010)
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Type of Internet Used by Individuals at home (Field Survey)

E 100% 80.80%
§ 80%
S 60%
3 40% N
g 20% 10 5.30% 2.70% 1.40% 1.10%
5 g% J— —
g Internet
I .
£ DsL Dial up Others throughia | -Satallita WiMAX
s Mobile Internet
= Provider
m (%) 80.80% 11.10% 5.30% 2.70% 1.40% 1.10%
Type of Internet Used by Individuals at home (Online Survey)
g 100% 79.50%
2 .
° 80%
=
2 60%
3
= % 15.40%
= .40°
2 20% 6.10% 5.50% 4.60% 1.60%
g 0% - I S— —
< Internet
H
I througha Satellite
z DSL z WiMAX Dialu Others
,—; Mobile P Internet
= Provider
I m(%)| 79.50% 15.40% 6.10% 5.50% 4.60% 1.60%

Figure 48: Type of Internet Used by Individuals at home (Field & Online Surveys, Multiple Choic €)

2.10.2 Households Usage of Wireless Routers

AiDo you hav

wirelessly?o

e

a wirel

ess

router

nst al

| ed

at h ome

Comparison of usage for wireless routers shows47.5%for field and 76.2% online survey respondents.

Household’s Usage of Router for Wireless Connection (Field Survey)

Do not use

irelessrouter,
52.50%

Use Wireless

Router, 47.50%

Figure 49: Households Usage of Wireless Routers

Use Wireless
Router, 76.25%

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

fiDo you share

buil ding??o

t he

Il nternet
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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.

2.10.4

fiDo
t he

For the first time in KSA, the survey investigated the

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

100%

80%

60%

40%

20%

0%

% of internet-enabled households
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Number of Computers in the Household that share the same Internet
Connection (Field Survey)

One

Two

Three

Four

Five

More than five

(%)

63.80%

23.70%

7.00%

2.70%

2.20%

0.80%

100%

80%

60%

40%

20%

% of internet-enabled households

0%

Number of Computers in the Household that share the same Internet
Connection (Online Survey)

B

I

One

Two

Three

Four

Five

More than five

‘I%

28.02%

30.56%

20.19%

10.45%

5.65%

5.13%

Households Sharing the Internet Connection With Other

Households
you share the
building?bo

connection.

Households Sharing the Internet Connection With Other

M Share Internet

cost

Households (Field Survey)

M Does not Share Internet

of t

he

M Share Internet

nternet

connect

Households Sharing the Internet Connection With Other

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

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

2.10.5

Current & Planned

Subscriptions

fi Wh a't

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 316
Mbps, indicating 82% year on year growth. The Online survey indicates an average current internet speed for

s the speed

Average Speed of Household Internet

of

broadband

Il nternet

at your

home?0

household subscriptions of 122 Mbps. However, for the same survey, the average planned speed over the

coming 12 months period is expected to reach 614 Mbps, indicating 402% year on year gowth.

inilf

want

you
to

Current and Household Internet Speed (Field Survey)

1.400
1.200
1.000

0.800

Mbps

0.600

0.400

0.200

0.000

Current Internet Speed

Planned Internet Speed

m Mbps

0.724

1316

Current and Household Internet Speed (Online Survey)

7.000

6.000

5.000

4.000

Mbps

3.000
2.000
1.000
0.000

-

Current Internet Speed

Planned Internet Speed

‘leps

1.223

6.143

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

plan to i

upgrade?0

ncrease t

(One

he |
Choice)

nternet

broadband

speed

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.

CITC - ICT Market Study (2009-2010)
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Internet speed upgrade A Onifire
Survey Survey
I dondét want to increase the spee 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

i Wh at is the reason for

Reasons for households planning to increase Internet speed

i ncr e@sliple Ghoiteche i nternet

speed?0

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

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

BB

Field Survey

9%

To have better quality To have better speec To increase the downloadncreasing to a higher There are new offers in

e e

limitation speed does not cost thahe market that | want to

much subscribe to

Online Survey

To have better quality To have better speec

To increase the Increasing to a higher There are new offers in
download limitation speed does not cost thahe market that | want to
much subscribe to

Figure 54: Reasons for households to increase internet speedField and Online Survey)
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2.10.7

fiHow do

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 and39% expensive b very expensive. 10 % respondents did not know18% of

you rate the price of

t
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Rating of the price of Internet provided to household

he broadband servi

ces

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

- 9%

Expensive Very Expensive

H B

expensive.
Field Survey
v)
€
3]
el
c
o
o
[%]
]
o
iS)
5 3% 9%
I
Very Cheap Cheap Moderate
Online Survey

‘g
5]
©
c
o
o
[%]
]
o
£ o b e

Very Cheap Cheap Moderate

Expensive Very Expensive

Figure 55: Rating Prices of Internet Services (Field and Online Survey)
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2.10.8 Annual Household Expenditure for Broadband Internet
Service
fiHow much doeosabWBARIYoOlsdasi s the broadband I nternet at you

For both field and online respondents annual expenditure for Internet Services is primarily between 500-
4000 SAR per year.

u Field m Online

61.4%

38.2%

15.0%

5.8%
0.0% 0.09 37 2.9% 0.29%1.1% 0.29% 0.1% 0.0% 0.0
.0% 0.0% -. 2% L .2%0.1% .0% 0.0%

Nothing Less tharb00 500-4000SAR 4,001-10,000 10,001-100000 More than | don't know
SAR SAR SAR 100,000SAR

Figure 56: Annual Household Expenditure o ver Internet Services (Field & Online Surveys)
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2.10.9

iHow do you rate the QualiugedfatnyeunehomePui ces
While field survey respondents overall rated1© broadband internet services at 3.84 (good to very good), online
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Rating the Quality of = Broadband Internet Services

respondents rating was of 2.40 (fair to good).

Field Survey
5

o 4
o)
8 2
- 1
i)
g Overall Connection Service Coverage in  Easiness to proper Customer careVoice calls over

satisfaction speed availability (for your area and obtain new or  technical Internet

all times) signal strength second line support
Online Survey
5

!
g 3
(8]
H O
23 E . M B BN
©
04 Overall Connection Service Coverage in  Easiness to proper Customer careVoice calls over

satisfaction speed availability (for your area and obtain new or  technical Internet

all times) signal strength second line support
Figure 57: Rating the Quality of Household Broadband Internet Services (Field & Online Respondents)
YPoor, Fair, Good, Very Good, Excellent is represented from 1
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2.10.10

fiHow do

Rating Broadband Internet Services

you

rate

the price of

t he

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

broadband servi

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

Field Survey
v)
c
()
=]
c
o
@
o —
S
X Very Cheap Cheap Moderate
Online Survey
g
()
e}
c
o
2 0% 1%
0 (
& i
©
S Very Cheap Cheap Moderate

Expensive

Expensive

- 9%

Very Expensive

Bl

Very Expensive

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

111111 y/ery Cheap, Cheap, Moderate, Expensive, Very Expensive r e pr esent e d

option.
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2.11 Individual/Household Bundled Services

2.11.1 Satisfaction level with bundled services

Awhat is the | evel of your satisfaction with the bundl e
Looking at responses from both field and online survey it can be observed that poorawareness levels and lack

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

Field Survey Online Survey

0.2%

3.0%—_0.3% 0.1%

m Not Aware of bundled services offel

m Not Aware of bundled services offel m Aware of but not subscribed to any bundled servic
m Aware of but not subscribed to any bundled servic m Very satisfied

m Very satisfied m Satisfied

m Satisfied m Neutral

m Neutral m Unsatisfied

m Unsatisfied m Very unsatisfied

m Very unsatisfied m not answered

Figure 59: Awareness and Satisfaction levels for bundled servicegField & Online Surveys)

Al f not sat iasrfea etdhe wheaadsons ?0

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 6 Weak t echni cal S
and bundled 6o0offers are too difficuldt to understandbo.
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2.11.2 Services that might be considered with a bundled service
offer

fiwhat are the services that you wish to be bundled toge

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

Field Survey
Fixed Mobile Internet Electricity Water All of the  None of the Others
Telephony  Telephony Services subscrlptlon above above

Online Suvey

jlllll -

Fixed Mobile Internet Electricity Water All of the  None of the Others
Telephony  Telephony services subscrlptlon above above

Figure 60: Awareness and Satisfaction levels for bundled serviceqField & Online Surveys)
Analysisr eveal s that fixed telephony services and mobile s
services that are preferred by individuals to be considered in bundled offers.

2.12 Personal Web Pages

2.12.1 Individu als Owning or Managing Websites & Domain Names

fiDo you own oOor manhage a personal website?0

CITC - ICT Market Study (2009-2010)
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The field and online respondents who own or manage a personal website are reported as 5% andl17%

respectively.

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

iPl ease indicate your websites various domains A(Multip
Both field 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 process!? 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)

2 |ndividuals or establishments interested in registeriripoanain Name Registratioran find more informatioat http://www.saudinic.net.sa
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