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WIDESPREAD COVERAGE

Reviews of media coverage provide strong indicators of customer satisfaction levels.

ONCE MONOPOLY-based the region’s
telecos have morphed into a highly com-
petitive sector,

The providers evaluated for this analy-
sis du and Etisalat plus Mobily, the
Etisalat subsidiary in Saudi Arabia.

Some du, some don’t
Survey results for Etisalat indicate that
there's a clear relationship between
nationality and satisfaction levels with
expatriate Arabs being the most satisfied
and Westerners the least. This implies
an individual comparison between
Etisalat’s services and the services cus-
tomers have grown familiar with in their
native countries.

There was also a significant level of

HERE RER R EHEH ) SN e

indifference among Westerners, which
may be due to their low level of expecta-
tions from the region.

There seems to be a relationship
between age and satisfaction level as
well. The higher the age, the lower the
satisfaction, probably due to the higher
quality of services and the variety of fea-
tures expecied by older consumers,

Similarly the higher the income, the
lower the satisfaction which, again, may
be attributed 1o the level of demand and
higher expectations from the better-off,
who are willing to pay more for better
services which is not attained in this case.

Females are more satisfied than males.

The results also indicate a relationship
between nationality and satisfaction lev-

els for du. Expatriate Arabs and others
are more satisfied and Westerners are
the least, due again to comparisons with
their own countries.

Interestingly, however, only two per
cent of UAE nationals indicated satis-
faction with du’s services indicating
that they prefer Etisalat, leaving du to
the expairiates.

The higher the age, the higher the sat-
isfaction level, which is the opposite
with Etisalat. This can be due to the
nature of du's services, such as its inter-
national calls offers, its billing per sec-
ond, ete,

The higher the income, the less the
satisfaction for du. High-income individ-
uals demand better services and are will-
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ing to pay for it. As for gender, females
seem to be slightly more satisfied which
is a pattern across the different compa-
nies. It is worth noting that all of du's
results indicate a very high level of indif-
ference which can be clearly attributed
to the vast untapped market by du.

The majority of UAE residents are
Etisalat customers.

As for Mobily, results indicate slightly
higher dissatisfaction among Saudis
compared to other nationalities.

The higher the age, the higher the satis-
faction level. There is also a high level of
indifference. Customers are neither very
happy nor very unhappy with Mobily's
services. The higher the income, the
higher the satisfaction level.

This is not the case with Etisalat. The
only exceptions are those with incomes
below $1600. This is probably due to
Mobily's numerous discount offers and
promotions.

Gender does not seem to play a role
here.
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The media coverage for Etisalat, Mobily
and du in the Saudi Arabian and UAE
markets during February 2008 indicate
that Mobily achieved the highest promi-
nence value; 0.79, followed by du with
0.49 and finally Etisalat with 0.42.

However, Etisalat had the most cover-
age, the greates| coverage size, impres-
sions and real AVE: du was second in the
same categories then Mobily.

Interestingly, 92 per cent of Mobily's
messages were PDS!“."-"E' FEp'LI[ﬂlH'.I]'I
drivers, 17 per cent were negative
while du had 70.3 per cent positive
reputation drivers and six per cent
negative.

Finally, 77.8 per cent of Etisalat’s
messages were positive reputation driv-
ers and 1.15 per cent negative,

Maobily scored the highest percentage
of positive and negative repultation
drivers. Clisalat had the lowest level of
negative drivers.

Slightly more than 92 per cent of
Mobily's messages resulted from PR,
while 75 per cent and 73.8 per cent
are du's and Etisalat’s PR respectively.

It would appear that Mobily's media
coverage is primarily due
to PR with a high percentage of
positive reputation drivers and promi-
nent mentions.

Etisalat's coverage featured messages
that may explain its customers® satisfac-
tion level in that it experienced damage
to its network relative to the otherp
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providers during January 31 - Feb 11.
Etisalat took necessary precautions for
the internet cut, it also completed its
FTTH deployment, launched 3.5G pack-
age as well as a 4Mbps internet speed
service, testament to its continual efforts
to upgrade its services and network
ahead of others.

Etisalat opened new branches in
Virgin stores, introduced installment
payment schemes, struck an agreement
with HCT to provide WiFi for the hospi-
tality sector.

The provider also offered a $2.45 (AED
9) per month fee across 12 months for
expired Wasel accounts. These messages
imply that Etisalat tries to make things

easier for customers by opening outlets
in areas closer to them and introducing
easy and affordable payment methods.

Finally, Etisalat won a customer care
award and trained its Nigerian staff,
indicating that it tries to keep its services
up-to-date in all the countries within
which it operates.

The relation between Etisalat's mes-
sages and activities with the results
is strong. It had the highest level of sat-
isfaction relative to the other
telecos achieving 42 per cent total sat-
isfaction level,

In contrast, du’s messages included
the internet cut which affected services
as well as complaints from Ras Al
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Khaimah about the low coverage. These
messages are in line with the low levels
found in the poll as du achieved a
measly seven per cent satisfaction level.
du is new and seems to be in the process
of adjusting.

It must be noted, however, that du did
feature positive messages such as its
deal for ICT development, deal to pro-
vide WiFi at Dubai Festival City and on
its rerouting of voice calls, evidence that
du is to improve but has some way to go.

Mobily achieved a total satisfaction
level of 28 per cent. lis messages
included an apology for the Uzaniah
service outage. Mobily is still new and
has some problems, but with the experi-
ence of its parent company Etisalat, it is
managing to improve its customer care.

Mobily featured messages such as the
opening of new branches in the South,
Western Region and Bareeda, as well as
its promotions for PTS, internet and
Posi-Paid packages, its MMS agreements
and its WiFi for pilgrims.

The operator is obviously working
hard to reach all areas.

Mobily's messages also featured its
deals with Huawei for HSDPA deploy-
ment and with Motorola to expand its
network. Finally, Mobily ranks high on
customer satisfaction. Despite being
new, it is benefiting Etisalat parent brand
to develop fast and gain recognition
among Saudi customers,

Conclusion

It seems clear that Etisalat reigns in com-
parison to the other providers; however
Mobily seems to be catching up in terms
of customers” satisfaction level. du, on
the other hand, seems to be lagging and
is suffering from a high level of dissatis-
faction due to its internal problems and
poorer quality of services. du should
either try to capitalise nationals segment
or focus on distinguishing its niche as
the provider for the expatriates. Mobily
should look into improving the low level
of satisfaction, while Etisalat needs to
maintain its current standing. =



