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Disclaimer

TRA does not make any representations or warranties, either express or implied,
that:

- The information is free from inaccuracies, errors or omissions;

- The information is exhaustive;
- The information is of merchantable quality and fitness for a particular purpose.

s TRA, including its officers, board members, employees, agents and contractors, is not liable
WWW.TRA.ORG.BH for:

© v o

- Any inaccuracy, error or omission in the information contained in this document; nor

- Any loss, damage, cost or expense whether direct, indirect, consequential or special, incurred by, or arising by
reason of, any person using or relying on the information and whether caused by reason of any inaccuracy, error,
omission or misrepresentation in the information or otherwise.

s TRA notes that the information contained in this reportis based on a survey of a
sample of 1665 residential consumers and as such may not necessarily represent the
market or the population as a whole.

« This survey fulfills the requirement to undertake research and publish information as
set out in Article 54 of the Law. It also fulfills the requirements of Article 25 to provide
information to the Regulator as set out in the Individual Licenses granted to the Operators
mentioned in the survey

Kingdom of Bahrain - ¢l dalao


http://www.tra.org.bh/
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The key objectives of 2022
telecommunications Services Market

Survey

@

Understand the level of access
and usage for telecommunications
services in Bahrain

Assist the Authority in its
decisions to take appropriate
regulatory action.

Identify the changes in

(@ consumer needs andfindtheir new

trends in terms of
telecommunications usage.

*ﬁ‘zﬁi‘r Give an indication of consumer

E@ satisfaction and assistinthe
identification of any issues of concern.

NIQ
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Sample Coverage

1665 Face to Face interviews have been conducted among residents of Bahrain in 2022
The sample distribution was based on Bahrain population distribution with age 15 years old and
above

GOVERNORATES GENDER NATIONALITY AGE GROUP

(> E2 B

35%

Capital ?
3pG% P g Male 6 3% @ Bahraini 4 2% 20%
1 Muharraq

16%
Northern 17%

26%
Southern ﬂ
20% fg\ Female 37% mg Non-Bahraini 58% I

15-24  25-34 35-44 45+

NIQ
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Residential Survey 2022: Hey Highlights

o Z; & &

Of respondents

100, Ownershipof 100+ accessto internet 87.,

Mobile Phone at home of r.es.pond'ents are
87% satisfied with

1000 Ownership of of respondents use OTT Mobile Services
* Smart Phone of respondents App to make international
100% used internet in calls
last 3 months of respondents are
96% of rgspondents use 87% satisﬁid With
Mobile data 98% of respondents Internet services
using internet daily

Mobile Services Internet Service International Calling Customer satisfaction

NIQ
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Mobile Service Usage Summary

i

100.

ACCESS

All respondents use
Mobile services

100.

SMART
PHONE

All respondents own
smart phone

2

Vv

96%

MOBILE
DATA

Of respondents use
mobile data to
access internet

<[]

9.

SWITCHING
PROVIDERS

Of respondents
switched their mobile
phone provider in last

12 months

(5

87%

SATISFACTION

Of respondents are
Satisfied with the
overall Mobile
services.



Mobile Internet Usage and Activities

Frequency of activities through mobile

Ordering a ride / taxi | 12 KAk 82%

_ Ordering food 2
Access to a Mobile phone

. . 0, 0,
Shopping online 13% 6% 38%
5% 5% 28%
|

Streaming videos on apps like youtube/.. | e

Use mobile wallet |12% ' 20%

Using it as a hotspot 5% 6% 26%
% i i I | 40/ (0
Surfing social media 055

Downloading music/ videos

5%

25%

Mobile banking

Mobile games 5% 6% 40%

19% 4%4% 6%

Checking emails |

D%

Browsing internet like google etc.

Video/audio calling using social media or VOIP el

)] Of respondents use internet though mobile data : : : : o
Texting using social media applications such.. I

Video calling

I
Of respondents use internet through wifi on SMS 18% 6% 9%
mobile

20% 60% 80%

At least once a day or more often At least once a week At least once a month
m At least once in the last 3 months m Have not used in the past 3 months ®Never used

Q. Can you please tell me how often do you do the

Browsing sites, Access apps, Social media, such as Whatsapp, Facebook, . e )
following activities on your mobile phone?

N I Q Q Do you use Mobile Data to access the internet? Internet access we mean
Instagram mobile banking, etc.?



Average monthly expenditure — Mobile services

Average monthly spend on mobile has increased during 2022.

Less than BD 10 BD 10.1 - BD 20 More than BD 20
4% 700
61% .
ca0s 8% E506
48%
40%
29% 5704 31% 30%
2105 24% 19% 150,
12A> 1% 0
90/

6% 4%

H =
2015 2016 2017 2018 2019 2021 2022 2015 2016 2017 2018 2019 2021 2022 2015 2016 2017 2018 2019 2021 2022

Q. What is your household's average monthly bill on mobile services?
Base : All

NIQ 13



Overall Satisfaction : Mobile services

87% of respondents are satisfied with overall mobile services, satisfaction has increased from the past year.
Ease of bill-payment and recharging process, followed by voice-network quality appeared to be gathering maximum satisfaction.

Overall Satisfaction

2021 2022
MEAN 3.92/5.00 MEAN  4.45/5.00

60%

38%

35%

27%
14%

0
% > 4%
] - .
- N
Very satisfied Fairly satisfied Neither satisfied Not satisfied Not at all satisfied

nor dissatisfied

Don’t Know Mentions Not Shown. Will not add to 100%

Satisfaction by Service Attributes

Ease of billing and payment process

Ease of recharging

Quality of customer service

Pricing of mobile services including calls, data
and roaming

Variety of mobile voice and data products
available

Consistency of speed of mobile internet

Speed of mobile internet

Quality of network for making voice calls

Ability to make calls without call dropping

m Very satisfied m Fairly satisfied
Not satisfied Not at all satisfied

56% 23% 6%

57% 20% 8% 4

41% 30% 17% BEAG
36% 29% 22% 350
39% 31% 19% =%
40% 32% 18% B2
43% 35% 15% 4]
50% 32% 11%0%]
51% 34% 10%17

m Neither satisfied nor satisfied

N IQ Q. How satisfied are you with the following elements of your Mobile services?



Usage of Mobile Data

Usage of Mobile Data usage continues to remain very high.

Use Internet vis Mobile Data

99% 96%

90% 93%

87%

80%

78%

2016 2017 2018 2019 2020 2021 2022

Q. Do you use mobile data to access the internet?

NIQ



Overall Usage & Satisfaction : Mobile Data

Satisfaction with mobile data has also increased vs. last year.

Satisfaction with mobile data service

Satisfaction with connectivity, pricing, Quality of customer
service and variety of mobile products has recovered in

2022, particularly among Bahrainis

Top Boxi ] Mobile data connectivity Pri.ce of Variety of mobile voice and data Quality of customer service
Very satisfied % mobile data products
2022** 40% 36% 39% 41%
2021* 30% 24% 30% 27%
2020* 51% 26% 44% 36%
2019 38% 28% 28% 35%

Q. How satisfied are you with the following elements of your Mobile
services?

*Calibrated mean scores
**In 2022 Mobile Data Connectivity refers to consistency of speed

Base : All mobile data users

NIQ




Switching mobile service providers : Key factors

Attractive promotion & pricing and better mobile coverage are the key reasons for switching between mobile providers

2019 . 2020 .2022

Switched Mobile Service
32%
20% Q% Provider in the last 12
months
22% 2104 21%
179, 18%
15% 15%
137 11%
0
9% 10% 99 9oy
6%
4%
Better mobile Attractive promotion Good price Was offered a better Better data Unhappy with current Other
coverage bundle connectivity customer service

Q. Have you switched between mobile providers in the last 12 months where you do not use the previous provider anymore?
Q. Please tell me what was the most important reason for which you have switched your mobile service provider?
*attributes are not put for 2021 because of change in methodology

Base: All Who Switched Between Mobile Providers

NIQ



Enhancing Mobile Services: Suggestions for Improvement

For mobile services, pricing remains the key improvement area suggested by the respondents

- 2022
33%
20%
17%
Reduce charges Improve the quality of Improve the range of Improve the quality of
mobile services services available from  customer services
mobile phones
2019 75% 53% 34% 36%
2018 62% 53% 55% 55%

Base : All

Q. Could you please tell me if there are any suggestions you would like to make to help serve you better in the future for mobile phones?

N I Q *attributes are not put in 2020 because of change in methodology
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100.

ACCESS

Of respondents have
access to home
internet, including,
Home Broadband
and Mobile Data

Internet Service Usage Summary

100.

USAGE

All respondents have
used the internet
daily in the last 3

months.

47.

E-COMMERCE

Of respondents
purchase goods &
services online with
purchase frequency

at highest level

SWITCHING
PROVIDERS

Of respondents have
switched their internet
service provider in the
last 12 months mainly
due to price and
service quality.

1]
87.

SATISFACTION

Of respondents are
satisfied with service
provided and high
satisfaction in
reliability, speed and
consistency.



Internet Usage

Respondents can access Internet from anywhere in Bahrain with almost all of them using internet daily.

Home internet access

98% 99% 98y, 100% 100% 100% 100%

2015 2016 2017 2018 2019 2020 2021 2022

Q. Do you have access to internet at home?

Internet usage from any location

(last 3 months) Internet usage frequency

98% 99% 980, 100% 100% 100% 100% 3% 0% 0% 0% 19 2% 1% 1%

2015 2016 2017 2018 2019 2020 2021 2022 2015 2016 2017 2018 2019 2020 2021 2022

= Every day = At least once a week m Less than a week

Q. Have you used internet from any location in the last 3

Q. On an average, how often did you use the
months?

internet in the last 3 months?

N IQ Base: All

Base: All Base: All Internet users
© 2023 Nielsen Consumer LLC. All Rights Reserved.



Internet Usage Analysis: Active locations

While most respondents use internet service from their homes, internet usage across locations, especially work has returned to pre Covid
levels in 2022.

Figures in %

Home 84% 76% 98% 87% 94% 98% 94% 92%
Work 62% 58% 73% 66% 70% 48% 58% 71%
Community internet . . . . . . , .
access facility 20% 14% 42% 46% 23% 20% 33% 35%
Another
persom’s home 38 20 37% 25% 33 26% 32 49%
Mobile ) ) ) ) ) 29% 20% 49%
Commercigl_ internet 26% 16% 24% 35% Qu 15% 17% 23%
access facility
Place of education 14% 10% 10% 34% 16% 13% % 18%
Q. Please look at this card and tell us where did you use the internet in the last 3 months? Base: All Internet users

NIQ



Online Purchase Frequency : Last One Year

Demand for online purchase continues to grow in the post Covid19 market.

3%
4%
SHOP ONLINE o) 2
D eeeee— (90
fa e E—
==4:133 shipping & Special OFFER ¢’
()
o7% 61%
32%
22% 20%
2018 2019 2020 2021 2022

1-2 times 3-5times ®6-10times ®More than 10 times

Q. How many online purchases did you do in the past 12 months? Base: All who purchased online
**No Response mentions not shown. Will not add to 100%

NIQ



Online purchase, Average monthly spend on Internet

While, necessities (food & groceries) remain high, however, online purchase of clothing has picked up a lot. Average spending on internet remains
steady over last year.

Online Purchase : Type of purchase
Average monthly

expenditure (BHD) 1070 350

e s
65%

PAONRS) 2021 2022 62%
Clothing 63%

17 20 19 1500
0
Household goods 24%
2019 m 2021 m2022 29%
0,
m
Cosmetics 2206
28%
17%
10027 Tickets or booking 1%
37%87% 2
. 31%
Travel products  gelss
8%
Computer or video e
games i
0,
13% 15% 0% .
11% 10% Books, magazines a1
6% .
0%
2% 2% .
° I 0% 0% -7 1% 1% . Computer equipment %
Under BHD 15 BHD 16-25 BHD 26-35 BHD 36-45 BHD 46-55 Don't know 0%
Medicine  pus 2019 ®2020 ®=2021 m2022
Base: All who purchased online 17%
Q. When did you last buy or order goods or services over the internet? Q. How much on an average, do you spend on home internet services each month?
N I Q Q. What types of goods or services did you buy or order over the Internet for private use in the last 3 months? Base: All Internet Users at home



Factors to switch internet service providers

Reasons for switching internet provider remain largely price and service quality.

68%
55%
45%
37%
32%
27%
Price Service quality

Base: Those who switched Internet service providers

43%

12% 13%

Customer service

2019

40%

19%

18%

Range of services offered

Switching internet

provider

w
I

2020 =2021 m2022

Base: All Internet Users

39%

28%

0 0, 0, )

Fewer packages with Reliability
current provider

Switched Internet
provider in last 12
months

15%

o 0 0
6% 2% “

Privacy and security
reasons

Q: Have you switched your internet service provider in the last 12 months?

N I Q Q. Please tell the reasons for switching your internet service provider



Overall satisfaction

Internet Services

Overall internet satisfaction improves further from previous year, with consistency & speed of internet gathering highest satisfaction.

Overall Satisfaction

Satisfaction by Service Attributes

2021 2022 Consistency of internet speed
MEAN 3.97/5.00 MEAN 4.38/5.00
Speed of internet
55%
Value for Money
39%
33% 329
Response of your service provider while
dealing with your problems
15%
9% 9%
2% 3% 1% Reliability of the internet service
— |-
Very satisfied Fairly satisfied  Neither satisfied Not satisfied  Not at all satisfied m Very satisfied
nor m Neither satisfied nor dissatisfied
dissatisfied Not at all satisfied

m2021 m 2022

18% 724

36% 15% VA%

22% WY

19% LR

42% 15% 700

W Fairly satisfied
Not satisfied

Q. How satisfied are you with the following elements of your
Internet services?
Base: All Internet users

NIQ

*Some attributes are not put in 2022 because of change in methodology
**Don’t Know Mentions Not Shown. Will notadd to 100%



Suggestions to improve Internet services

Reduced charges remains the key area of improvement along with better Internet service quality

2022

41%
15% 15%

30%
- =

Reduce charges Improve the quality Unlimited internet Range of services/ Improve quality of Privacy and security

: of internet services package internet service customer service reasons

: packages

I
2021 65% ! 48% 21% 21% 24% 18%
2020 43% E 42% n/a n/a 16% n/a
2019 | 80% : 58% n/a n/a 37% n/a
2018 i_ 61% E 74% n/a n/a 65% n/a

Base: All Internet users

Q. Could you please tell me if there are any suggestions you would like to make to help serve you better in the future for internet?
*attributes are not put in 2020 because of change in methodology
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OTT Applications

[SECHIA

Access to OTT
All of respondents use OTT

application to communicate

Usage

Of respondents use WhatsApp
the most out of all OTT

applications

© 2023 Nielsen Consumer LLC. All Rights Reserved.



OTT Apps : Usage & Comparison

= WhatsApp remains the lead OTT app with small presence of skype, Viber, = SMS usage is stable over last couple of years
iMessages along with other popular apps like IMO, Facebook, BOTIM, Snapchat.

OTT apps used Proportion of messaging — OTT vs SMS
98%
mOTT mSMS
kg P Rd B BA i e
2022 39%
6% 8% 6%
n/a n/a s BN

WhatsApp Messenger  IMO Skype Viber iMessages Others

88% M 88%

2021 98% 43% 32% 17% 8% 5% n/a
2020 97% n/a n/a 5% 3% 7% n/a
2019 100% 59% 36% 18% 15% 6% n/a
2018 96% n/a n/a 34% 29% 22% n/a
0L 9%k na na a2% 39% 16% na 2015 2016 2017 2018 2019 2020 2021
2016 98% n/a n/a 43% 34% 28% n/a

Base: All
Q. Which of these means of communication do you use to communicate with friends and family (In

Bahrain or outside of Bahrain) at least once a day?
Q. What proportion of your messaging do you do via SMS or by OTT instant messenger apps (Skype,
Viber etc.)

Base: Allwho use OTT
N I Q © 2023 Nielsen Consumer LLC. All Rights Reserved.




Unavailability of instant messaging & OTT apps

Calls using mobile continues to be the preferred alternative in case of unavailability of OTT services — use of SMS also picked up.

What if instant messaging apps are not available?

Phone call using Mobile

Not made thecall

Email

SMS

Phone call using Fixed line

I 30%
I 75%
70%
94%

B 4%

N 29%
21%
21%

I 20%
B 15%
17%
11%

I 39%
I 3%
5%
11%

H 6%

I 3%
5%
6%

Base: All

What if OTT Call are not available?

Phone call using Mobile

Not made thecall

Email

SMS

Phone call using Fixed
line

Q. Consider the last time you used an IM service (ex. WhatsApp etc.) to communicate, in the absence of that service what would you have done?
Q. Consider the last time you used an OTT app (ex. Skype, Viber etc.) to make a call, in the absence of that service what would you have done?

I 3590
. 90%

I 17%

B 15%
11%
10%

I 28%
Bl 11%
12%
19%

H 6%
B 4%
7%
14%

H 6%
B 4%
4%

6%

78%
92%

m 2022
m 2021
2020
2019

Base: Allwho use OTT

NIQ
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International calling

Top destinations 18 %

Of respondents use their local mobile
service provider while travelling

Asian countries, i.e., India,
Pakistan and Philippines and
GCC countries, i.e., KSA, UAE,
Qatar and Kuwait are the most
popular calling destinations




International calling : Methods & Locations

OTT apps is the preferred way of making international calls International calls are mainly with either Asian or other GCC countries

Methods used to make international calls Countries to / from which international calls are made

Q. Putting aside for the moment how you pay for international calls, which of these possible options do you use

most often to make international calls?

Q. Which countries do you regularly receive calls from on each of the following methods? Receive Call to
Q. Which countries do you regularly call from each of the following methods?

29% NN saudi Arabia NN 9%

87% 280, N i I 5%
71%

5106 21% N uvAE I 0%
18% T PFakistan I 138%

30% P 12% [ rhiippines 1IN 12%

0,
11% 12% 6% 11% I «uwait [ 10%
| IR —
OTT application Direct dial using mobile Direct dial using fixed L0 Qatar 10%

2019 m2020 m2021 m=2022

Base: those who receive/make international calls

NIQ



Roaming services

Respondents who used roaming services prefer using a mobile roaming plan.

Roaming Service Types of mobile roaming service used in last 12
months
. Used Roaming services via their Bahrain 81%
18
SIM card

Base: All

2022
19%
Mobile roaming plan Pay as you go
roaming
2021 72% 28%
2019 55% 45%
2018 53% 47%

Q. Have you used mobile roaming services from your current provider i.e. used mobile services outside Bahrain in the past 12 months?
Q. You said that you have used mobile roaming service. Could you please tell me which mobile roaming service did you use?

Base: those who used roaming services

NIQ
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Fixed-line Service Usage Summary

=
13.

OWNERSHIP

All respondents who
own a fixed line
connection

Q
39.

USAGE

Respondents who use
fixed line services out
of all who own an
active fixed line
connection

“Have a mobile phone, so | don't need a fixed line”

97.

Users mention this as main reason for
not having a fixed line connection at
home.

NIQ



Overall Satisfaction : Fixed Line Services

Overall, 80% of respondents are satisfied with overall fixed line services.

Q. How satisfied are you with the following elements of your fixed phone services?

i e 2022
MEAN  4.30/5.00

53%

27%

13%

3% 2%
[ ] I

Very satisfied Fairly satisfied Neither satisfied  Not satisfied Not at all satisfied
nor dissatisfied

Don’t Know Mentions Not Shown. Will not add to 100%

N I Q Base : All respondents who own fixed line



Overall Satisfaction : Fixed line Service Attributes

Highest satisfaction observed for billing and network quality.

Quality if voice while making national calls i.e within Bahrain 50% 34% 10% A%
Quality of voice while making international calls 34% 27% 15% 5%2%
Ability to make calls without call dropping 52% 28% 13% 394
Quiality of the customer services 46% 26% 17% B065%
Price of national calls made from fixed line 33% 34% 18% 6% 3%
Price of international calls made from fixed line 18% 19% 27% 10% 5%
Ease of billing 50% 27% 16% PO
Transparency and clarity of offers 39% 21% 23% 5% 6%
m\Very satisfied  ®mFairly satisfied  ®mNeither satisfied nor dissatisfied Not satisfied Not at all satisfied

Q. How satisfied are you with the following elements of your fixed phone services?
Base: All respondents who own fixed line

NIQ

39
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