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Describing developments in telecommunications as
dynamic could sound like an exaggeration were it not
for the unprecedented events of the last 18 months.
The arrival of 5G technology and the auction of 5G
frequencies has dynamically impacted products

and put pressure on current operators. Based on

the outcomes of the auction, the development can

be expected to lead to the rapid construction of 5G
networks of the highest quality, and consequently,
innovative services of an international standard
available to both the public and industry. However, the
COVID-19 pandemic created similar dynamics, which

have multiplied the already growing demands on
the speed and quality of mobile and broadband data
connections.

Whether the arrival of 5G or the pandemic was the decisive
factor cannot be determined with certainty today. Besides,
another significant aspect has been a global rise in the
number of online content providers and in the total amount
of content, and consequently mobile device requirements.
Operators are attempting to respond to customer
requirements by offering quality converged services and
eye-catching family plans, such as specialized content,
smart home services or digital TV.



DIGITAL MATURITY INDEX

Our series of studies began with an analysis of mobile
internet, the Czechs and Mobile Data 2016 study, and
continued with an analysis of broadband internet services
in The Czech Digital Household 2018. Now, we bring
these two areas together through an analysis of phone
plans. We examine Czech households through the lens
of the services they utilize and describe them by means
of a digital index. This number shows the extent to which
technologies impact the lifestyles of representatives of
individual segments, and how lifestyle is reflected in
online behaviour and the consumption of services. Our
survey resulted in four segments differentiated by the
level of digital maturity. The study introduces you to the
characteristics and needs of passive minimalists, content
consumers, conservative experts, and digital leaders.

With an increasing interest in reliable services comes
an increasing share of customers willing to pay for
quality content or the development of faster and smarter

devices. And we are observing that in turn operators

are also adjusting their product offers. These firms

are shifting from a wide selection of mobile tariffs and
broadband connections to an extremely simple offer, to
which operators are adding subsidized phones, digital

TV or other accessories, including streaming services
such as Netflix. Does this suggest that the operator of
the future will be a multimedia provider, from which the
customer will purchase everything, including devices and
equipment? Or, will connectivity still lead?

The fact that infrastructure remains the focus of attention
is also seen in a global trend in the telecommunications
market: the establishment of what are known as
TowerCos, i.e., subsidiaries to which the operator
allocates only passive and non-key parts of the
infrastructure. In some cases, an operator may sell it to
global infrastructure players. These efforts to optimize
infrastructure could also indicate that operators aim
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for greater content specialization and breaking into

the world of global content providers, who have been
increasing their dominant position in recent years, at the
expense of operators.

With the arrival of LTE, the entry of fourth operators has
profoundly altered the global telecommunications market.
They have a presence in around half of the EU countries.

As a result of increased downward pressure on prices, the Ondfej Holek

value of the telecommunications market itself has also Associate Director
fallen in these countries. We do not know precisely how and Telco Sector Leader
the situation will develop. In some countries, operators KPMG Czech Republic
may adapt to more competition; in others, there may be Tel.: +420 602 351 799
consolidation and consequent price increases. In all cases, E-mail: oholek@kpmg.cz

however, one can expect the acceleration of digitalization
(reduction in staff costs), upgraded telecommunication
technologies, extensive digital transformations, less
face-to-face interaction, and a transfer of customer
communication to digital self-care platforms.



KEY FINDINGS

e Those with a higher level of digital maturity index and

a better technology connection will incur lower costs on
average for using broadband services. This probably results
from the fact that those who rely on an optical connection
are better informed about the products on the market.

e User segmentation confirmed that people with a
high digital maturity index can be found in all socio-
demographic groups.

e Switching to a different broadband operator is, in terms
of frequency, fully comparable with changing a mobile
operator, despite the fact that with broadband services,
the offer is significantly more limited.

e Although providing bundles is one of the priority
activities of operators today, and the offer is dependent
on attractive discounts, the willingness of users to switch
providers because of a bundle is relatively low.

e A user’s digital maturity does not affect data
consumption. The decisive factor here is age: younger
people consume significantly more data than older
groups.

e Concerning mobile services, voice and text messaging
have clearly become a commodity. Above all, data and
data volume prices are decisive.
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A key part of the study is market segmentation, from
which four user segments emerged. They differ in terms
of data and service use, knowledge, device ownership,
and digital behaviour.

Segmentation based on these aspects offers a more
comprehensive view of household behaviour than the
traditional breakdown by age, demographic characteristics,
and education. In the previous study, The Czech Digital

Household 2018, we presented segments based on

household use of broadband services. In this study, we
examine the application of digital services, both broadband
and mobile, and therefore offer a new perspective

on customer and family segmentation, depending on
convergent services and digital behaviour in general.

Each of the four digital segments was ascribed a digital
maturity index, which is based on the following pillars:

Device: equipment and use of devices.

Services: paid content consumption
and data volumes.

Satisfaction: overall satisfaction with mobile and
broadband services.

Behaviour: users’ behaviour in digital space with
regard to the time spent on it, and the preferred
devices for various activities.

Knowledge: theoretical knowledge of the digital field.


https://assets.kpmg/content/dam/kpmg/cz/pdf/KPMG_Ceska_digitalni_domacnost_2018.pdf
https://assets.kpmg/content/dam/kpmg/cz/pdf/KPMG_Ceska_digitalni_domacnost_2018.pdf

The individual pillars are based on groups of questions
that relate thematically to the pillars. We devised a digital
maturity index to make it easier to identify segment
properties. The index applies values from 1to 5: 1
indicates users who are not engaging with the digital
world; on the contrary, a 5 means that the digital world
is essential to them. Given that the survey is conducted
online, we did not analyse those without a broadband
connection or mobile data services, which results in a
rating in the upper half of the numerical scale. We would
expect a lower score for users who are not significantly
affected by modern technologies, i.e., they do not have
an internet connection or mobile data.

"



SEgMeNts: dgitalindex

Device Services Satisfaction = Behaviour Knowledge
Passive minimalists 3 2.5 3 3 2
Content consumers 3.5 4.5 3 5 2.5
Conservative experts 4 4 4 4 5
m Digital leaders 5 5 3 5 5
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PASSIVE MINIMALISTS

Making up two thirds of the passive minimalist segment
are women with an average age of 55. In terms of
economic activity, this segment has the highest share

of retired respondents, at 38%. Naturally, this is a more
digitally passive group — less than 10% of representatives
consume more than 1 GB of mobile data. Compared with
other segments, passive minimalists own the fewest digital
devices, both individually and in their households, one of
the reasons for the lowest digital index score. Their mobile
is mainly for traditional services such as calls and texting,
preferring to connect to the network via broadband.

Passive minimalists also have a conventional approach

to internet use: they seldom subscribe to prepaid modern
streaming services and, on average, spend the least time
on the internet. Another reason for the lowest score is their
awareness of connection technologies, including speeds;
such knowledge is the weakest compared with that of
representatives of other segments. Respondents also tend
towards a specific provider and have the least interest in
changing it or in a better internet service. The segment can
be characterized as undemanding, but at the same time it
is not easy to address.
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CONTENT CONSUMERS

Almost one third of the population is represented by
the content consumer segment, of which women make
up 60%. Given the low average age — 40 — this group
has the highest proportion of both students (13%) and
respondents on maternity or parental leave (10%).

The segment contains a part of the population with
high mobile data consumption: almost half download
more than 3 GB per month. When it comes to digital
and smart devices, these users make do with fewer

products, specifically a smartphone as their primary
internet device. About 40% of respondents watch prepaid
streaming services such as HBO GO or Netflix. The same
share of this segment claims that it would pay extra

for better quality internet service. However, in terms of
knowledge of digital technologies, respondents with
low scores are concentrated here, reflecting that they do
not depend on broadband and are more responsive to
mobile offers.
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CONSERVATIVE EXPERTS

The smallest of the segments that we defined are
conservative experts, accounting for 13% of the
population. It consists of older users with an average
age of 54 and a predominance of men to women at a
ratio of 70:30. As with passive minimalists, this segment
has a greater than average number of respondents of
retirement age, i.e., 33%. Mobile data consumption
resembles that of the first segment, i.e., negligible or
even non-existent because conservative experts use

a mobile as an internet device only minimally. On the
contrary, this group favours conventional desktops and
laptops. In addition, they own the highest number of

TVs per household across segments, confirming that
these users favour more traditional equipment. However,
this fact does not detract from their knowledge of digital
technology, which is the highest of the segments. This is
also reflected in the willingness of half of respondents to
pay an additional amount for a better internet service and
in their preference for fibre-optic cable as a broadband
connection. Compared with other segments, conservative
experts will appreciate more the possibility of purchasing
services as part of a bundle and managing services online.
It can be said that they are the most particular about the
quality to price ratio. They also appreciate simplicity.
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DIGITAL LEADERS

Digital leaders constitute more than one fifth of the
population, and 71% of them are men with an average age
of 40. Members of this segment have the highest income
per individual. As with content consumers, it has an
above average share of students, at 10%. Digital leaders
can be characterized as the most digitally mature for
many reasons. There are the most “data-heavy” users,
with 18% of respondents consuming more than 10 GB of
mobile data per month. More than half of digital leaders
subscribe to streaming services, the largest proportion

across all segments. Although they own the most

digital devices on average both individually and in their
households, they prefer a smartphone as their primary
internet device. Compared with others, this segment has
the largest share of respondents who plan to change both
mobile and broadband providers. In addition, 60% of
digital leaders say they would pay extra for better quality
internet service and generally prefer cable. This factor,
combined with the fact that they are very tech-savvy,
makes digital leaders very demanding customers.



DIGITAL LEADERS: AVERAGE MOBILE DATA CONSUMPTION PER MONTH

30%

25% L]

20 [ |

5% N = I

0% ' e

5% B N EERE

v = N B EEN
I do not I do not know 200 MB 201-500 MB 501-1 000 MB 1.01-3 GB 3.01-5GB 5.01-10GB  Over 10 GB
have data and under

21



22

SEGMENT EVALUATION

The most significant differences between the segments
lie in the second and fifth pillars, i.e., services
(consumption of mobile data and paid content) and
knowledge, respectively. The difference is least in the
third pillar: satisfaction with mobile and broadband
services is at almost the same level in all segments.

In general, the digital leader segment can be regarded
as the most digitally mature. Conversely, we see that
the least digitally ready are in the passive minimalist
segment; they achieve the lowest values in each of the
digital maturity pillars.

User segmentation adds value when asking more

complex questions. Should the operator focus on more
sophisticated clients and services to increase market share?
Is it worth teaching the customer to use more services?

Or is the quality to price ratio the decisive factor, and the
customer will tend towards appreciation of simplicity?
Segmentation based on the digital maturity index makes it
possible to define four different types of households and
users and helps identify which combination of services and
their parameters a segment will favour. As an example, in
terms of connection, conservative experts mainly favour



broadband connections, are not sensitive to price, and pay
attention to the technology and quality of the connection.
In contrast, passive minimalists are mostly indifferent to
suggestions from the operator, and are most responsive to
a cheaper offer, even at the expense of quality.

This segmentation has confirmed that there are
digitally mature users in all socio-demographic groups.
However, a certain correlation with socio-demographic
data undoubtedly exists. For example, in the passive
minimalist segment, which has a high proportion of

pensioners, young people using data and consuming
online content are also found; likewise, in the digital
leader segment, members include older people, who are
less active in such activities.

23
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PLANS ARE INCREASINGLY ATTRACTIVE

In recent years* we have not seen significant changes
in the use of devices (computer, laptop, mobile phone
and smart devices), technological awareness and skills,
or the rate of change of provider. However the increase
in the use of service plans is noticeable — the share of
respondents who combine multiple services from one
provider grew from 18% in 2016 to 22% in 2018 and 27%
in 2020. This trend also relates to the increasingly wide-
ranging offer of mobile service and broadband bundles
from mobile operators, who are gradually expanding
the availability of quality broadband services. As can
be expected, the increase in mobile data consumption
from 320 MB in 2016 to 2.6 GB with SIM cards in 2020 is
also noticeable (for SIMs with an active data tariff, use
increased from 600 MB to 4 GB).

COVID-19 HAS INFLUENCED ALL DIGITAL SERVICES

In the two years since our previous study, The Czech
Digital Household 2018, we have observed the largest
changes in digital behaviour, primarily resulting from
the COVID-19 pandemic. More than half of Czechs are
spending more time on a computer because of this;
44% report spending longer time on a mobile phone
and watching videos and films more often. One fifth of
respondents are dealing with the acquisition of a higher
quality internet connection. COVID-19 also affected the
purchase of prepaid services such as Netflix, Spotify or
HBO GO, in which nearly 16% of respondents report an
increase.



https://assets.kpmg/content/dam/kpmg/cz/pdf/KPMG_Ceska_digitalni_domacnost_2018.pdf
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CHANGES IN BEHAVIOR AS A RESULT OF THE PANDEMIC

More time spent on computer EEFA 33% 8% 23% 17%
More time spent on mobile phone RE¥A 31% 10% 22% 23%
Watching more videos/films/serials Kk§A 31% 8% 23% 25%
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More time spent working from home KA 17% 12% 15% 38%

Listening to more music/podcasts/audiobooks [EA 20% 1% 29% 31%
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THE GREATEST SATISFACTION IS WITH SIMPLICITY AND
CUSTOMER CARE

According to the results of KPMG’s extensive customer
experience study, A Friend Indeed: The Top 100
Customer Experiences in the Czech Republic 2020,
Telecommunications is the second-worst rated sector
after Utilities. In contrast, we are now identifying the
aspects with which respondents are most satisfied and,
conversely, those with which they are least happy.

Concerning mobile services, respondents had the most
favourable view of simplicity (easy selection, payment,
etc.), quality of care, or being able to manage everything
online. Regarding broadband services, respondents are

most satisfied with simplicity, and finally with connection
technology and customer care.

The survey also showed that respondents who use
mobile voice services express only slightly less
satisfaction with most of the parameters in the survey.
The exception is the quality of customer care and a
mobile phone as part of a contract, with which customers
without data are satisfied. One would expect, among
other things, data users to be less satisfied with the
quality of coverage if they do not have a sufficiently fast
mobile connection, but the opposite is true.


https://www.nejlepsi.cx/
https://www.nejlepsi.cx/

THE SMALLER THE OPERATOR, THE MORE SATISFIED
THE CUSTOMER

Customers of smaller operators are usually more
satisfied. When it comes to both mobile and broadband
connections, around 20% of clients of large operators and
over 30% of customers of virtual operators and smaller
internet connection providers are “completely satisfied”.
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USER SATISFACTION WITH CURRENT BROADBAND SERVICE PARAMETERS
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THE PRICE TO DATA VOLUME RATIO IS A WINNER,
BUT CONNECTION STABILITY IS IMPORTANT TOO

To better understand customer satisfaction and loyalty,

we established which parameters of mobile or broadband
services respondents perceive as the most essential. For
mobile services, this means both the price to data volume
ratio, i.e., the number of free minutes and data for a tariff
price, and the coverage quality. Concerning broadband
services, the stability of the connection is the most important
for customers, followed by price and customer care.

THE DISCERNING CUSTOMER WANTS NEW
TECHNOLOGY, A GOOD PRICE AND QUALITY
CUSTOMER CARE

The discerning customer sees all the measured
parameters, apart from a subsidized telephone, as vital.
For mobile operators, this means maintaining a high-

quality service (new technologies, higher speed, and
managing increased traffic) and offering attractive tariffs/
bundles, while not neglecting the quality of customer
care, brand building, or online accessibility. These
answers suggest that customers are accustomed to a high
standard of service. Mobile operators are responding

to market trends, i.e., betting on automation and

directing customers to self-care. However, it should be
remembered that customers still expect the same quality
care as before, when these digital technologies were not
available, because customers are used to such a standard
historically. For operators, the challenge is to deploy
digital technology to save resources but provide services
of the same or higher quality in all parameters. In addition,
to achieve full self-care among customers, operators must
also transform customer perception of the operator’s care.



ONLINE RATHER THAN BRANCHES

For mobile and broadband services, it matters more that
customers can manage everything online (absolutely
important for 46% of respondents) than doing so at bricks
and mortar branches (27%).

TWO STRIKES AND YOU ARE OUT

Overall satisfaction depends mainly on the parameters
that matter most to the customer. Respondents who
were dissatisfied with several of the most significant
parameters were significantly more likely to say that they
were considering changing provider.

* Respondents who do not plan to change operators on
average reported dissatisfaction with one of the key
parameters.

* Those planning a change then said that concerning
the most important parameters, they are dissatisfied on
average with two of them or more.

Respondents most often state that four parameters (out
of the nine we asked about) are essential, and the other
three are quite important. However, the data did not
indicate a group of “spoiled” customers, for whom all
parameters are significant and who are still looking for
better services because they are repeatedly dissatisfied.

Given that only 14% of respondents plan to change mobile
operators, it could be said that operators manage customer
expectations relatively well. However, customer departure
is a constant threat that hangs over them. A less loyal
customer who is more aware of shortcomings can find two
mistakes relatively easily and then will look for another
operator. A stable customer is more forgiving, dissatisfied
with one key area at most, and stays with the provider.
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DECISIVE FACTORS WHEN CHOOSING A MOBILE SERVICE PROVIDER

Cost of voice and SMS
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DECISIVE FACTORS WHEN CHOOSING BROADBAND PROVIDER
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DISSATISFIED CUSTOMERS INTEND TO SWITCH. THEY

WOULD LIKE A BETTER OFFER OR BETTER TECHNOLOGY.

Fourteen per cent of those surveyed are considering
changing mobile service providers, and 13% are thinking
of changing broadband providers. These respondents
indicated that they were less satisfied, changed providers
more often in the last two years, and are most willing to

accept a worse service quality in exchange for a discount.

Presently, all operators are promoting bundles offering
mobile services and broadband internet combined. We
ask what are the benefits of such plans? Is it the price

advantage and greater convenience for the customer,

or the operator’s certainty that the client with a bundle
will not defect to a competitor? The expectation that the
customer with a bundle is less likely to switch is entirely
reasonable, but this has not been confirmed at all in

our data. Mobile operators are still actively promoting
bundles, and evidently see other benefits in them: among
other things, they could be a useful acquisition tool.
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DATA USERS PLAN TO SWITCH MORE OFTEN

The percentage of respondents planning to change their
mobile operators in the near future increases with data
consumption. Although 9% of respondents who are
non-mobile data users plan to switch, this figure doubles
(17%) among respondents with a plan with data over 1
GB. This fact could be interpreted as customers seeing
voice and text messaging services on a very similar level
and believing that the main differences lie in data plans.
As data consumption grows, so does the technical know-
how of customers and their level of engagement with the
digital world, which allows them to shop around better
and to choose the best.
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CHANGING OPERATOR BECAUSE OF BETTER OFFERS -
BUT ALSO NECESSITY

Among the main reasons for planning a switch to a
new mobile service provider, 72% of respondents
mentioned a better offer from a competitor (better
parameters or a lower price). At the other end of the
scale, dissatisfaction exists with the current service,
or the opportunity to purchase an advantageous plan
(10% and 9%).

In the last two years (year), 17.1% (9%) of respondents
actually changed their mobile service providers. They
did so because of a more advantageous offer (56%), the
possibility of an employee tariff (13%), insufficient signal
coverage (13%) or the opportunity to obtain a bundle or a
family plan (9%).

An incentive to change broadband internet service is
better technology or a relocation elsewhere. With regard
to broadband connection, the main motivations behind
the plans to switch are that a competitor has better
technology, dissatisfaction with the customer’s existing
service, or a cheaper offer (25% each). Fourteen per cent
of respondents are considering a change because of an
opportunity to purchase an advantageous plan.

In the last two years (year), 17.2% (8%) of respondents
actually changed their home internet broadband service
providers. They were led to switch primarily by insufficient
quality or an offer elsewhere with better technology (21% +
15%), relocation (28%) or a lower price for the service (22%).



50%
45%
40%
35%
30%
25%
20%
15%
10%

5%

0%

INTENTION V ACTUAL REASON FOR CHANGING MOBILE SERVICE PROVIDER

Competitor has a
cheaper offer for
the same services

M Intention

More

Di.

offer from a
competitor

with mobile services
from existing provider

bundle

Cheaper offer
elsewhere
¢ able service

Better offer elsewhere

(better service

Being able to have
an employee tariff
(

for a lower price)

Actual reason

[ for
the same price)

9

(employer is with
another operator)

Insufficient
coverage
where needed

43



INTENTION V ACTUAL REASON FOR CHANGING BROADBAND PROVIDER
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UNLIMITED DATA BECAUSE OF CONVENIENCE AND

GREATER DEMANDS
Out of 1,000 respondents interviewed, 637 have an active Less than 9% of data users have unlimited data (55 out of
data plan, with an average consumption of 4 GB (on a 1,000 respondents, i.e., 5.5%). The most common reasons
SIM card with active data).Network operators commonly for choosing it are elimination of the need to constantly
offer unlimited data tariffs. They differ, among others, by monitor data consumption (85%), plans with limits are
download speeds or limits, which trigger reduced data no longer sufficient (63%), or mobile data instead of a
speeds after they are exceeded. broadband connection (59%).
MOBILE DATA: PLANNED V ACTUAL CONSUMPTION
200
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WHO ACTUALLY USES UNLIMITED DATA?

Unlimited data is considered expensive by most data
users without this service and who are not intending to
use it. However, price is a real obstacle to purchasing an
unlimited plan only for a small number of them.

Seventy-seven per cent of data users do not have nor
plan to take advantage of unlimited data, and a large
group of them stated the reason being that they would
not use it. Some respondents said that choosing the

tariff is not their decision, and finally, for approximately
17%, the price of unlimited tariffs prevents them from
subscribing to them. Of 1,000 respondents, only around
8% would like unlimited data but will not purchase it
because of the high price.

We identified the 17% (8%) of respondents for whom the
real obstacle is price, by checking the authenticity of their
answers, which is necessary for the price questions.
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WILL MOBILE REPLACE HOME BROADBAND
CONNECTION?

Although the third most cited reason for acquiring substitute for broadband internet, mainly because of
unlimited data is replacement of a broadband concerns about lower quality (41%), and the need to have
connection, a large proportion of respondents find a home connection even in their absence (30%). Another
doing so difficult to imagine. A full 68% of respondents factor was that the price was unfavourable compared
cannot yet imagine mobile data on their phone as a with that of an available broadband connection (15%).
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INTEREST IN BUNDLES IS INCREASING THANKS TO THEIR
SIMPLICITY, BUT THE OPERATOR MUST COME UP WITH
AN ATTRACTIVE OFFER AND BREAK WITH TRADITION.

Thirty per cent of respondents with mobile services and a
home internet broadband connection have these services
with one provider. For another 3%, another member of
the household has a broadband internet bundled with
mobile services.

BUNDLES VERSUS CHEAPER OPTIONS AND INERTIA

In the future, a further increase in the share of households
with one provider of mobile services and another provider
of broadband services can be expected, depending on the
offer of existing mobile operators.

Respondents whose services are supplied by different
providers cite the most common reasons:

¢ the availability of a cheaper broadband connection offer
from a provider other than their mobile operator;

¢ the mobile operator in their area does not provide a
connection, or if it does, it is not of sufficient quality
(10% + 9% + 5%);

e historical experience with different providers and an
unwillingness to change anything;

¢ the remaining respondents do not make the decision about
the connection, or they are not able to combine services.

MOBILE SERVICES AND BROADBAND FROM A SINGLE PROVIDER
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MOBILE SERVICES AND BROADBAND FROM DIFFERENT PROVIDERS
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FOR SOME RESPONDENTS, THE BUNDLE IS CRUCIAL;
OTHERS CHOOSE FIBRE-OPTIC QUALITY

For 35 per cent of respondents, it is crucial to have
broadband internet as part of a wider bundle. About

half do not consider broadband internet an essential
component of the package. Therefore, they are unlikely to
actively search for bundles.

In addition, a significant number of respondents claim that
the high quality of broadband internet is crucial for them.
Forty-seven per cent stated that they already had an optical
connection or would switch to such a provider immediately,
if it were available. Dominating this group of respondents
are those who are convinced that a cable connection is
significantly better than an over-the-air equivalent. Thus,

a large part of the respondents prefers a high-quality
broadband connection to the simplicity and financial
advantage of the plans (if the broadband internet included in
the plan is not of sufficient quality). In addition, this fact is in
line with the digital index: the higher the score, the more the
customer prefers a quality broadband connection.

For broadband connection providers, this means that the
situation must be evaluated individually for individual
regions/types of locations. In addition to preferences, this
depends on (growing) competition, focus on one of the
segments, technologies available in the location, product
offer, or specific providers.
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MOBILE IS INCREASINGLY SIGNIFICANT

With the dynamic development of smartphones, some
digital activities are going mobile. At least occasionally a
mobile phone is used by:

® about one third of respondents for watching TV, films,
or series;

e more than half of respondents for shopping, payments,
and banking;

e approximately three quarters of respondents for online
communication, looking up information or social network
activities.

CUSTOMERS ARE LOOKING FORWARD TO 5G, BUT THEY
ARE NOT PLANNING TO BUY A NEW MOBILE PHONE YET

As domestic operators begin campaigns about 5G
networks, respondents are slowly becoming aware of this
technology:

* One third of them state that they are aware of the
benefits of the 5G network, and only slightly fewer (28%)
believe that 5G will bring benefits to them as well.

e Less than 15% plan to replace devices so that their
phone is 5G compatible.

¢ Less than half of respondents do not yet know what
benefits 5G can offer.

It should be noted that the advantages of 5G are not
apparent to all resident customers (they are limited to
higher data speeds). In the future, however, with the arrival
of new 5G services, we can expect increased interest in this
technology.
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The study was based on data from an independent
survey carried out at the end of 2020. We interviewed
1,000 respondents from the Czech Republic who have a

broadband internet connection at home or use mobile data.

An independent research company collected the data.
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