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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;

* Theinformation is of merchantable quality and fitness for any particular purpose.

» TRA, including its officers, board members, employees, agents and contractors, is not liable for:
* 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.

» TRA notes that the information contained in this report is based on a survey of a sample of 500 businesses. All

information contained in this report represent their opinions and perceptions at the time of data collection, and
may not necessarily represent the market or the population as a whole.
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zzeeee BACKGROUND OF THE STUDY

VBéckground

= The Telecommunications Regulatory Authority of the Kingdom of Bahrain (TRA) was established in 2002. TRA is an
independent body aiming at developing a competitive communication market & protecting the interests of
subscribers and users.

= As part of its role, TRA wanted to gain insights on consumer experience with the main telecommunications
providers . The key objectives was to assess the level of satisfaction of Mobile, Broadband, & Fixed telephony on
the overall level, and across multiple touch points. Businesses awareness of TRA and its services was also a key
objective of this study. Further, TRA wanted to determine development areas in order to enhance users’ experience
within telecommunications sector in the Kingdom of Bahrain.

= |nthat respect, TRA contacted Ipsos Bahrain to carry out market research survey addressing the above needs.

= |psos conducted the research survey with both residential & business consumers. The report at hand presents the
key findings and insights of the business users survey.

= The data collection was carried out during the November — December 2015.
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s+ . OVERALL OBJECTIVE OF THE STUDY

Research Objectives

Main objective
This study aims at assessing the business users’ awareness of TRA and satisfaction level

with Telecommunication Providers.

Measure businesses’ satisfaction across multiple
components (Primary & Secondary levels)

Identify the impact of each Primary & Secondary
component on the overall satisfaction

Develop action plan per touch point based on
improvements needed to increase businesses’
satisfaction
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wReisearch Methodology

The research was conducted through Pen & Paper Interviews (PAPI). All interviews were done Face-to-Face
interviews with respondents at their convenience, using a structured questionnaire.

= Respondents were contacted prior the interview in order to confirm their eligibility and willingness to participate
in the survey. An appointment is taken according to their convenience upon acceptance.

= A team of well-experienced and trained interviewers, met with respondents and carried-out the survey with
them.

= After conducting the survey, a series of quality measures take place to ensure delivering highest quality, and
error-free data. These measures are:
=  Editing & logical check for 100% of interviews
= Back Checking of respondents’ answers is done for at least 40% of interviews split across all interviewers

=  Ensure that each interviewer not exceed 8-10% of the total sample size
= Quality control reports check by the Operation manager which they are reporting directly to him
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oo SAMPLE DESIGN — BUSINESS RESEARCH

Sample Design

» The research followed a quantitative approach through conducting Face-to-face interviews with businesses
using a structured questionnaire. Interviews were split as follows:

By Company Size Counts % By Sector Counts

Wholesale and retail trade, repair of
motor vehicles and motorcycles 48%
Large (50+ Employees) 50 10% Y
Manufacturing 80 16%
Construction 80 16%
Medium (20-50 Employees) 200 40% Real estate activities 40 8%
Acc'o.n".nmodatlon and food service 40 8%
activities
Small (Less than 20 Employees) 250 50% Financial and insurance activities 15 3%
Education 5 1%
Total 500 100% Total 500 100%

» All Interviews were conducted with Authorized Contact Persons (SPOC)
GAME CHANGERS E
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Satisfaction Approach

Delight, satisfaction and dissatisfaction — On questions asked to measure the satisfaction level of the
respondents on a scale of 1-10, where 1 indicates complete dissatisfaction and 10 indicates complete
satisfaction, the top rating points — 10 and 9 are combined to constitutes the ‘delight’ factor. It represents a
very high level of customer satisfaction. Scores of 8 and 7 are to form the ‘satisfaction’ factor. This represents
satisfaction among the respondents, but not to the level of delight. ‘dissatisfaction’ factors are the ones with
scores of 6 and below and they indicate a low level of satisfaction. For illustration purpose, they are color
coded in the following manner:

Bottom Box % Top Box %
DEEDEE @ EBE
Dissatisfaction Delight
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ses. SUMMARY OF BUSINESS MOBILE SERVICES MARKET

Summary Of Businesses’ Experience With Mobile Operators

» Businesses were satisfied from their experience with Mobile Operators. Businesses subscribing with Zain were significantly less
satisfied than others. Further, the satisfaction of Mobile services was driven by small business. The larger company size, the lower
satisfaction score.

» Despite that businesses had high overall satisfaction scores, however the satisfaction was shifted when assessing the detailed
experience aspects. This is mainly attributed to the impact of “Brand Perception” on the satisfaction.

» This satisfaction trend is driven by different experience touch points, mainly Network, Offers, Bills, Account Manager, Contract &
Branches. The satisfaction of these aspects came above average.

» However, the experience bottlenecks came mainly across Internet. Businesses suffered from the unreliable internet connection,
in addition to the download threshold.

» Mobile Tariffs is considered another key dissatisfaction area across businesses. Almost a third of mobile users suffered from the
clarity of tariffs, and unavailability of key tariff information.

» Another challenges faced by businesses for their mobile experience are seen for Information Awareness, Complaints & Call Center.
However, these aspects are with low impact on the satisfaction score.
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:
. SATISFACTION DRIVERS OF BUSINESS MOBILE MARKET — ROOT CAUSE ANALYSE

Network is significantly the most impactful area
on customers experience. The high satisfaction -
score across Mobile market is mainly driven by it.

Tariffs Bills

Network* Offers Internet*

4.9% Acc.

Information
26% Manager

Branches

Contract

3.1%

Complaints Call Center

Attribute
15%

Satisfaction
(Top 2 Boxes)

*Internet performance is the average of “Internet Quality”, & &
“Download Threshold” attributes

*Network performance is the average of “Network Coverage”,

12 © 20151
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ACTION PLAN — IMPORTANCE VS. PERFORMANCE MATRIX

I N P S ET Y
Telecomm wthority

1% Improvements in Mobile Internet & Tariffs Will Increase

Satisfaction by 0.15%
[5]

Account Manager

Branches —@ o @ Bills ® Offers
Contract ° e ———— -
- L
Pid Internet S
Information Awareness —9 ( e )
\\~ O Tariffs PR
~.~-————‘—’
@® Call Center

» Actions are needed for Business Mobile Internet & Tariffs
® Complaint handling » These aspects were coming strongly important after the Network and Offers.
However, the current satisfaction level is below expectations.
» Any 1% improvements of these attributes will contribute to increasing the
overall satisfaction of Mobile services with average 0.15% increase.

Ll
O
P
<
>
o
o
L
o
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IMPORTANCE

*Mobile Network came as the most important aspect which diluted results.
Network was excluded from the matrix to have proper action plan

GAME CHANGERS E
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e SATISFACTION DRIVERS OF MOBILE SERVICES — SATISFACTION X FACTOR

Business Perception Of providers Is Increasing Their Satisfaction

» The relationship between Businesses & their providers is positively affecting the overall satisfaction score. Businesses are actually
less satisfied from their experience of different functional touch points (Derived Satisfaction score), than what they expressed
during the interview (stated satisfaction score). This X Factor is the impact of “Brand Perception” on the satisfaction score.

X Factor: -0.7 X Factor: -0.9 X Factor: -0.9
8.1

8 .
S ) Jha sy
W Stated Satisfaction Score 6.6

Derived Satisfaction Score

Batelco VIVA Zain

providers need to enhance their functional touch points to

increase the actual satisfaction score
14 © 2015 Ipsos. GAME CHANGERS E
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e RECOMMENDATIONS

What Are Improvements Needed Across Below Average Attributes?

Based on the action matrix and the current performance level of Tariffs & Internet, we

recommend the following:
» Network:

* Maintain the high performance of mobile network attributes and ensure providing customers with
best experience in coverage & voice quality

> Tariffs

= Tariff Clarity Without Any Hidden Costs or Conditions is the key focus for current tariff scheme.
providers should clearly communicate all tariff details to customers. Any 1% improvements in this
aspect will increase market overall satisfaction score by 0.075% on average.

> Mobile Internet

= The Data Quality Experience seems to be challenging. providers should focus on providing customers
with the best data experience and maintain a high service stability level. Also providers are advised to
increase the internet download limit for Businesses. Any 1% improvement improvements in this
aspect will increase market overall satisfaction score by 0.075% on average.

15 © 2015 Ipsos. GAME CHANGERS d
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OVERALL SATISFACTION OF MOBILE SERVICES

| Businesses Are Satisfied From Their Experience With Mobile Operators

» This high satisfaction was coming across all providers. Though, Businesses subscribing with Zain scored lower satisfaction score
than others.

Mean 7.9 8.0 8.1 7.3

M Satisfied (9,10)

52%

40%

Neutral (7,8)

48%

49% 44%

Overall Batelco VIVA Zain
(n=285) (n=140) (n=97) (n=48)
17 © 2015 Ipsos. GAME CHANGERS M

QA1. Using a scale from 1 to 10 where 10 means extremely satisfied and 1 means extremely dissatisfied can you please tell me
to what extent are you satisfied or dissatisfied with your mobile service provider
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oo MOBILE OVERALL SATISFACTION BY COMPANY SIZE

‘Satisfaction Is Driven By Small Businesses

» The larger company size, the lower satisfaction score expressed from businesses. This is attributed to their needs and amount of
Mobile services used by each company type.

Mean 7.9 8.1 7.8 7.8

M Satisfied (9,10)

Neutral (7,8)

M Dissatisfied (1 - 6)

Overall Small Medium Large
(n=286) (n=152) (n=96) (n=38)
18 © 2015 Ipsos. GAME CHANGERS M

QA1. Using a scale from 1 to 10 where 10 means extremely satisfied and 1 means extremely dissatisfied can you please tell me
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BUSINESSES’ EXPERIENCE WITH
MOBILE PROVIDERS' SERVICE
AND NETWORK
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SATISFACTION OF TELECOM ASPECTS

| Sétisfaction Scores Across Attributes Shifted To Neutral

» Network Coverage Indoors is a key concern across businesses. Further, Data Experience & Internet Threshold across Zain subscribers are key

dissatisfaction areas.
M Dissatisfied Neutral m Satisfied Overa | | VIVA , Z QiN
(1-6) (7,8) (9,10)

QU
S
o
3

Overall service Experience 285 [EXX 140 97 E 48 14%
Network Coverage Experience 285 140 97 48
—
Network indoor Coverage
Experience g 276 26% 135 29% 93 29% 30% 47 0%
xperi
Voice quality Experience 285 140 E 97 48
Mobile Internet/Data qualit
Experience foataauallty g % I | e8 of 29% ag MEETT) 15%
- ~ - =
Internet Download threshold 277 135 94 47 13%
—-—
Variety and choi f mobil
:f etya d choice o obile 274 15% 34% 132 gy 37% 94 BV 34% 47 34% 28%
offers
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QA3. Using a scale from 1 to 10 where 10 means extremely satisfied and 1 means extremely dissatisfied can you please tell me
to what extent are you satisfied or dissatisfied with your mobile service provider for ........?
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BUSINESSES' EXPERIENCE
WITH MOBILE PROVIDERS’
ACCOUNT MANAGERS
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SATISFACTION OF PROVIDERS” ACCOUNT MANAGERS

34% of Businesses Are Satisfied From Providers’ Account Managers

> Dissatisfaction stems from the irregular visits of providers’ AM. Another painful part in their experience with Account Manager is the time taken to
address queries. Zain lags behind rivals in promptness of delivering services.

M Dissatisfied Neutral m Satisfied H
s oo ) Overall % Batelco VIVA W zain
*

39% 22

X

34% 65 W 3 31 %

=
=
[o:]

gagaagar
] £ |

Overall Account Manager

N

B £

29% 64 REY 8% 33 39% 22 18%

-
[N
(=}

Easily Accessible

Regular Visits of AM 20% 63 CY 33 24% 21 19%

-
[N
~

AM Knowledge of telecom
products and their details

122 BV % 67 Mt 32% 32 [k % 23 18%

Ability to understand your

. 29% (XN 19%
business needs

123 p¥j 1% 32 25% yEW 17%

Turnaround time to address your

: 21% 69
queries/problems

20% 32 28% 2

w

LT L
)

124

Promptness in delivering

. 34% 33
products and service to you

123 @R 22 Y

Ability to suggest solutions meet
your business needs
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BUSINESSES' EXPERIENCE
WITH MOBILE PROVIDERS’
BRANCHES
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sz VISITING PROVIDERS’ BRANCHES IN PAST 6 MONTHS

More than Half Of Businesses Visited providers’ Branches In Past 6
Months, Specially VIVA & Zain

61% 62%
50%
Yes, 56%
Batelco VIVA Zain
Base: All Respondents; 285 (n=140) (n=97) (n=48)
24 © 2015 Ipsos. GAME CHANGERS E
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sonesa SATISFACTION OF PROVIDERS’ BRANCHES

| Experience With Branches Are Average, Waiting Time Is An Issue

» Businesses are dissatisfied with the “Waiting Time”. This is seen across all providers, specially those who visited VIVA.

M Dissatisfied Neutral m Satisfied % BarEIco VIVA , ZOlN
(1-6) (7,8) (9,10)

Overall Shop Experience 160 ] 137
Shop Waiting Time 159
Knowledge Of Store Staff 159

25 © 2015 Ipsos. GAME CHANGERS

QAG6b. Using a scale from 1 to 10 where 10 means extremely satisfied and 1 means extremely dissatisfied can you please tell me
to what extent are you satisfied or dissatisfied with your mobile service provider for ........

33% 59 30 BL 30%

22% 59 35% 21% 30

69 59 39% 30
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BUSINESSES' EXPERIENCE
WITH MOBILE PROVIDERS’
CALL CENTER
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zzseze EXPERIENCING PROVIDERS’ CALL CENTER IN PAST 6 MONTHS

More Than Half Of Businesses Experienced Call Center In Past 6
Months

69% 67%
60%
No, 36%
Yes, 64%
Batelco VIVA Zain
Base: All Respondents; 285 (n=140) (n=97) (n=48)
27 © 2015 Ipsos. GAME CHANGERS M

QA7a. Have you called the call center for (provider) during the past 6 months or not?
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— . SATISFACTION OF PROVIDERS’ BRANCHES
Businesses Found Their Experience With Call Center Average

» This satisfaction is decreased by the waiting time. More than one third of businesses suffered from it.

M Dissatisfied Neutral m Satisfied % Bal'e|CO VIVA , ZOlN
(1-6) (7,8) (9,10) s

Overall call center
. vy [ 21% 21% el 21% 21% 67 [FEL 22% 32 [T 19%
experience
Call center Waiting time 183 14% 84 36% 2% 67 4% 32
Knowledge of Call center
183 23% GV 20% 18% 67 [
staff

19%

19%

/
Ability of solving problems
. . 183 EilA 24% 84 67 YR 24% 15%
from the first time
28 © 2015 Ipsos. GAME CHANGERS

QA7b. Using a scale from 1 to 10 where 10 means extremely satisfied and 1 means extremely dissatisfied can you please tell me
to what extent are you satisfied or dissatisfied with your mobile service provider for ...........
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BUSINESSES' EXPERIENCE
WITH MOBILE PROVIDERS’
COMPLAINT HANDLING
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sz SUBMITTING COMPLAINT TO PROVIDERS

A Considerable number of Businesses Submitted Complaints To
providers Before, around third of them.

No, 67%
38%

Batelco VIVA Zain
Base: All Respondents; 285 (n=140) (n=97) (n=48)
30 © 2015 Ipsos. GAME CHANGERS E

QA8a. Have you submitted a complaint to (provider) during the past 6 months or not?



@Lw SATISFACTION OF COMPLAINT HANDLING
Handling Businesses’ Complaints Was Dissatisfying

» Around one third of businesses were dissatisfied from the way of handling their complaints across all aspects.

M Dissatisfied Neutral m Satisfied

(1-6) (7.8)

Overall complaint handling

experience

Clarity of complaints

process

Updating with progress

Complaint Resolution time

31 © 2015 Ipsos.

Overall

33%

15%

11%

94

94

QA8Db. Using a scale from 1 to 10 where 10 means extremely satisfied and 1 means extremely dissatisfied can you please tell me
to what extent are you satisfied or dissatisfied with your mobile service provider for ............

Ipsos Marketing
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k BUSINESSES' EXPERIENCE
' WITH MOBILE PROVIDERS’

INFORMATION
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somson SATISFACTION OF PROVIDERS” COMMUNICATION

| Transparency Of Batelco & Zain Communication Ads Is Key Concern

» Business respondent fail to find the information they seek on providers’ websites also; this is more true for Zain and Batelco subscribers than Viva.

33 © 2015 Ipsos. GAME CHANGERS M
QA9. Using a scale from 1 to 10 where 10 means extremely satisfied and 1 means extremely dissatisfied can you please tell me
to what extent are you satisfied or dissatisfied with your mobile service provider for ...........

M Dissatisfied Neutral m Satisfied Overall
(1-6) (7,8) (9,10)

Overall transparency of
information on mobile 276 R
services

Transparency of
Information on website

266 TEXS

Transparency of
Information in ads

266 128
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BUSINESSES' EXPERIENCE
WITH MOBILE PROVIDERS’
TARIFFS
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oo SATISFACTION OF TARIFFS | OVERALL

Businesses Opinions Are Split Over Mobile Business Tariffs

> Businesses subscribing with Zain are significantly more dissatisfied from their business tariffs. This dissatisfaction came across all tariff

aspects. R
M Dissatisfied Neutral m Satisfied % Ba relco VIVA , ZQ l N

(1-6) (7.8) (9,10)

. §
i H - .
26% P 18% ol 29% 21%
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QA10. Using a scale from 1 to 10 where 10 means extremely satisfied and 1 means extremely dissatisfied can you please tell me
to what extent are you satisfied or dissatisfied with your mobile service provider for ................

Tariff of mobile services 277 N 24% kL] 25% 34%

Tariff Information
availability

Yol 20% 25% 134 4

Tariff clarity (example no
hidden cost)

YTl 21% 26% 137

~
iN
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o SATISFACTION OF BILLS | OVERALL

Bills More Satisfying Than Tariffs; Confusion Leads To Believe Of Inaccuracy

» Businesses subscribing with Zain are unpleased with their bills more than other competitors; with their confusing bills that also lack details,

leading to the suspicion of inaccuracies.
M Dissatisfied Neutral m Satisfied Overall VIVA , ZQ' N

(1-6) (7,8) (9,10)
Billing Overall 241 123 76 42
Bills Understanding 237 122 74 H\, Y 36%
Bill details 239 30% 123 74 35% 2z 31% 24%
/
Bill Accuracy 238 123 73 42 TR 31%
/ /
36 ©2015Ipsos. GAME CHANGERS [

QA11. Using a scale from 1 to 10 where 10 means extremely satisfied and 1 means extremely dissatisfied can you please tell me
to what extent are you satisfied or dissatisfied with your mobile service provider for ............
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BUSINESSES' EXPERIENCE
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SERVICE AGREEMENT
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zezsemze SERVICE AGREEMENT | OVERALL

Over Half Of Businesses Reviewed Mobile Services Agreement Before
Signing With providers

63%
Yes, 62%
Batelco VIVA Zain
Base: All Respondents; 285 (n=140) (n=97) (n=48)
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QA13. Do you read the Mobile service Agreement before signing it or not?



aaee SATISFACTION OF SERVICE AGREEMENT | POSTPAID CUSTOMERS
Businesses Are Indifferent To The Signed Service Agreement

> Businesses subscribing with VIVA were more satisfied from the service agreement than other operators.

B Dissatisfied ' Neutral M Satisfied % Bal'e|CO VIVA , ZO|N

(1-6) (7.8) (9,10)

= 110 i H .
= 110 ) .
26% 107 27% 65 30%

39 © 2015 Ipsos. GAME CHANGERS

QA12. Using a scale from 1 to 10 where 10 means extremely satisfied and 1 means extremely dissatisfied can you please tell me
to what extent are you satisfied or dissatisfied with your mobile service provider

Mobile Service Agreement
Overall

220 [ a0 IREE

Mobile Service Agreement
Ease Of Understanding

217 29% 39 46%

Mobile Service Agreement
Fairness

211 25% 39 39%

" Ipsos Marketing

17%

18%

18%
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o SUMMARY OF BUSINESS INTERNET MARKET
Summary Of Businesses’ Experience With Internet providers

» On the overall level, businesses expressed high satisfaction level for their experience with Internet services. VIVA services are
more satisfying than other competitors. This high satisfaction level of internet services is driven by large Businesses.

» Similar to Mobile market, businesses satisfaction was shifted when assessing detailed aspects.
» Businesses’ satisfaction trend is driven by different experience touch points, mainly Bills, Account Managers, Branches & Offers.

» However, their experience bottlenecks is significantly coming across service connection. Businesses suffered from the unreliable
internet connection. Further, internet speed is claimed to be very slow. Another dissatisfactory area for businesses is the
download threshold imposed on their usage.

» Another challenges faced by businesses for their internet services were discovered in the areas of Tariffs, Contract, Call Center,
Information Transparency, & Complaint handling. However, these areas remained with low impact on businesses overall
satisfaction compared to the Internet Service Connection.

41 © 2015 Ipsos. GAME CHANGERS E

QA1. Using a scale from 1 to 10 where 10 means extremely satisfied and 1 means extremely dissatisfied can you please tell me
to what extent are you satisfied or dissatisfied with your mobile service provider
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et SATISFACTION DRIVERS OF BUSINESS INTERNET MARKET — ROOT CAUSE ANALYSIS
Internet Connection Stability Is The Key Challenge
E et Provide Overa
* Y
Service . . Acc.
Connection Bills Tariffs TR Branches

4.4%

Contract

3.8% 3.0%
Call Center Information Complaints
28% 27% 24% 17%
Offers H

Attribute

Satisfaction
(Top 2 Boxes)

GAME CHANGERS M
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aaee ACTION PLAN — IMPORTANCE VS. PERFORMANCE MATRIX

Internet Service Connection Is The Most Important Factor. Yet The

Performance Is Below Average.
[6]

» Urgent actions are needed for Internet Service Connection.

® Bills . . . . . . .
» Any 1% improvements of this attribute will contribute to increasing the
overall satisfaction of Business Internet with average 0.49% increase.
Offers ® Account Manager » Comes as a second priority is Internet tariffs.
w °
(@) ®_Bsan —_—————
[ J L
il Call Center ° {\ ® Service Connection ,‘
(o' [ \~ ’/
8 Information Awareness == -
oc
Ll
a °

Complaint handling

IMPORTANCE
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e SATISFACTION DRIVERS OF BUSINESS INTERNET — SATISFACTION X FACTOR

Businesses’ Perception Of providers Is Increasing Their Satisfaction

» The relationship between Businesses & their providers is positively affecting the overall satisfaction score. Businesses are actually
less satisfied from their experience of different functional touch points (Derived Satisfaction score), than what they expressed
during the interview (stated satisfaction score). This X Factor is the impact of “Brand Perception” on the satisfaction score.

X Factor: -0.7 X Factor: -0.9 X Factor: -0.9
7.9
W Stated Satisfaction Score ’ 6.6 . 6.6 ’ 6.6
Derived Satisfaction score
Batelco VIVA Zain Mena Telecom

providers need to enhance their functional touch points to the

actual satisfaction satisfaction score
44 © 2015 Ipsos. GAME CHANGERS M
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RECOMMENDATIONS

What Are Improvements Needed Across Below Average Attributes?

Based on the action matrix and the current performance of the internet service connection,
we recommend the following:

> Internet Service Connection

Businesses suffered from the internet service connection across all attributes, with the majority
scoring in the neutral boxes. The below improvements are recommend:

= providers should enhance the internet connection speed delivered to Businesses
= Ensure providing a reliable service connection without any disconnections

® |ncrease the download threshold and limit imposed on Business internet connections.

45 © 2015 Ipsos. GAME CHANGERS M

QA1. Using a scale from 1 to 10 where 10 means extremely satisfied and 1 means extremely dissatisfied can you please tell me
to what extent are you satisfied or dissatisfied with your mobile service provider
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OVERALL SATISFACTION OF INTERNET SERVICES
Businesses Are Highly Satisfied From Their Internet Services.

» The satisfaction varied across providers. However, they are all scoring close to each other on the mean score.
» VIVA is the best internet provider for businesses.

7.9

0,

Overall Batelco VIVA Zain Mena Telecom
(n=378) (n=217) (n=36) (n=50) (n=68)

Mean 8.2 7.7 7.5

7.8
28%
= Satisfied (9,10) 35% ) 30%

Neutral (7,8)

M Dissatisfied (1 - 6)

*LightSpeed service provider was excluded due to insufficient base

47 © 2015 Ipsos. GAME CHANGERS M

QB2. Using a scale from 1 to 10 where 10 means extremely satisfied and 1 means extremely dissatisfied can you please tell me
to what extent are you satisfied or dissatisfied with your home broadband service provider ?
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aoaeee. OVERALL SATISFACTION OF INTERNET SERVICES BY COMPANY SIZE

On Average Satisfaction Of Internet Services Is Driven By Large Businesses

> Dissatisfaction from internet services is seen across Small & Medium businesses.

Mean 7.8 7.8 7.7 8.2

m Satisfied (9,10)

Neutral (7,8)

M Dissatisfied (1 - 6)

Overall Small Medium Large
(n=378) (n=170) (n=162) (n=46)
48 © 2015 Ipsos. GAME CHANGERS M

QB2. Using a scale from 1 to 10 where 10 means extremely satisfied and 1 means extremely dissatisfied can you please tell me
to what extent are you satisfied or dissatisfied with your home broadband service provider ?
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SATISFACTION OF INTERNET ASPECTS

Businesses Satisfaction of Internet Aspects Shifted

» Main driver of dissatisfaction is the download threshold followed by internet reliability issues.

m Dissatisfied ' Neutral m Satisfied Overall i menatel ecom
oo et e [ D) Batelco  viva zain elecom
*

26% 217 36 I
g o-B
23% 214@ 22% [ ﬁ 27%
35
31

Overall Service Experience EyLy 18%

22%

Connection Speed Experience  37g [££22 27% 217 31%

Service Reliability Experience 372

]
X

Download threshold 372 A3
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QB3. Using a scale from 1 to 10 where 10 means extremely satisfied and 1 means extremely dissatisfied can you please tell me
to what extent are you satisfied or dissatisfied with your home broadband service provider for ........ ?

Variety and choice of home

354 RAYA ey 22%
broadband offers

31% [ | 36%

2 I
(=)}
~ 7

m

CHANGERS
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Do SATISFACTION OF PROVIDERS’ ACCOUNT MANAGERS
Businesses Are Satisfied By providers’ Account Managers

> Lots of attributes drove this satisfaction across providers.
» However, regular visits of Account Manager across most providers is a dissatisfaction area.

i menatelecom
ZQiN elecom

43% 23 Y4 34
e
28% ply] 40%

o
46% 25 28%

(1-6) (7.8) (9,10)

M Dissatisfied Neutral m Satisfied Overall % Ba l-elco VlVA

36%

36% 119 k¥ 34% |pxN 149

Overall Account Manager 200 &2

28% 121 @A 25% p¥] 6% pEN 179 35%

[y
™y
o
w
w
wv
[
E “

Easily Accessible PIY 149

18%

N
~
[y
w

°

b (78 106 18%

[uy
~
N

BEgRmga=

Regular Visits of AM

AM Knowledge of telecom
products and their details

44%

B~
fury

IS
=
N | o |
£

28% 39% 26

N
w

N
@

232 b 31 137

Ability to understand your
business needs

28% 28% [pIY 20% 5%

[ury
w
a

231 &%

Turnaround time to address your
queries/problems

17%

B
o
[y
Y

°

22% pI@ 19%

N
w
N

:
B
m..ll.
[
‘g

B8

Promptness in delivering
products and service to you

231 RluZ) ey 137 22% Xy 20% 17%

46% 25 plud

Ability to suggest solutions meet % B 2 24%

your business needs
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QBRML1. can you please tell me to what extent are you satisfied or dissatisfied with the Account Manager from provider .... in
terms of woeveeeeceenes ?

N

0%

B
o

B
o
=
EIIIHIIII

24%

g
.|E||E\E E'E‘-
alz08mEA ™
poapay

230 EEXS 25% QEElN 18%

N
i
w
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aaeen SATISFACTION OF BRANCHES

| Liké Mobile Services, Waiting Time Is Key Dissatisfactory Aspect From
Branches.

¢ menatelecom
M Dissatisfied Neutral m Satisfied % Barelco VIVA ’ ZQIN /-E-'_"

(1-6) (7.8) (9,10)
Overall shop experience 265 30% 31‘ 39% 35 EXE 42 H 26%
20% [EY) 30% H 41 ﬁ) 22%

Shop Waiting time 261
Knowledge of Store staff 261 33% 31 | ExY 15 41 H 25%
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QB6. Using a scale from 1 to 10 where 10 means extremely satisfied and 1 means extremely dissatisfied can you please tell me
to what extent are you satisfied or dissatisfied with your home broadband service provider for ........ ?

156 &

155

154 Ei3
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zzseze EXPERIENCING PROVIDERS’ CALL CENTER IN PAST 6 MONTHS

Over Half of Internet Subscribers Experienced Call Center

Yes, 56%

Batelco VIVA Zain Mena Telecom
Base: All Respondents; 378 (n=217) (n=36) (n=50) (n=68)
56 © 2015 Ipsos. GAME CHANGERS M

QB7a. Have you called the call center of ....... for something related to broadband during the past 6 months?



" Ipsos Marketing
someso SATISFACTION OF PROVIDERS' CALL CENTER

Call Center Is A Key Dissatisfactory Area, Specially Waiting Time

> Secondary concern is Agent’s inability to solve their problems from 15t time.
m Dissatisfied ' Neutral M Satisfied Overall Barelco VIVA , ZQiN menatelecom
(1-6) (7,8) (9,10) —
*

34% 28

Overall call center experience 214 [0 124 38 Ml

Call center Waiting time 214 34% 124 34% 23% [T 38

[y
0o

124 17 Ry 27 37

Knowledge of Call center staff 211 [l3Z

Ability of solving problems

. . PXVE  28% 22% 124
from the first time

17 el 30% 27 S 19% VAN 32%

~
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QB7b. Using a scale from 1 to 10 where 10 means extremely satisfied and 1 means extremely dissatisfied can you please tell me
to what extent are you satisfied or dissatisfied with home broadband service from provider for ....................?
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zezsamze SUBMITTING COMPLAINT TO PROVIDERS IN THE PAST 6 MONTHS

Similar To Mobile, Around A Third Of Businesses Submitted
Complaints To Providers Concerning Their Internet Services.

Yes, 32%
32%
Batelco VIVA Zain Mena Telecom
Base: All Respondents; 378 (n=217) (n=36) (n=50) (n=68)
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QB8a. Have you submitted a complaint to ....... regarding broadband service during the past 6 months or not?



. Ipsos Marketing
aaeee SATISFACTION OF COMPLAINT HANDLING

Dissatisfaction Trend Seen Across Who Submitted Complaints

» Complaint handling is a dissatisfactory experience on all aspects.

M Dissatisfied Neutral m Satisfied I
(1-6) (7,8) (9,10) Overa

Overall complaint handling
experience

121 17%

13%

Clarity of complaints process 121

11%

Updating with progress 120

Complaint Resolution time 122 22%
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QB8b. Using a scale from 1 to 10 where 10 means extremely satisfied and 1 means extremely dissatisfied can you please tell me
to what extent are you satisfied or dissatisfied with home broadband service from ....... for ................?
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oo SATISFACTION OF INTERNET INFORMATION PROVIDED BY PROVIDERS
VIVA Subscribers Are Most Satisfied With Its Communication

» Some businesses have doubts concerning the transparency of information provided in providers’ ads.

M Dissatisfied Neutral m Satisfied .
wo g e % Batrelco VIVA » 2QiN

Overall transparency of
information on broadband 366 (L) 24% 207 X 25% 35 Az 32% [WTEM 197
services

21%

Transparency of Information
on website

Transparency of Information in

347
ads

w
[
O:“

QB9. Using a scale from 1 to 10 where 10 means extremely satisfied and 1 means extremely dissatisfied can you please tell me
to what extent are you satisfied or dissatisfied with home broadband service from ....... for .....c..c.........?

24% 202 J 23% 34 47% 47 21%
/
- HI 325 ) Si -
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menatelecom
[y 21% 20%
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aaee SATISFACTION OF INTERNET TARIFFS

Businesses Are Indifferent Towards providers’ Internet Tariffs

» Viva subscribers are satisfied with their internet tariff, but other providers are faring worse.

o o . menatelecom
m Dissatisfied ' Neutral M Satisfied % Ba l'elco V|VA , ZaiN S —
(1-6) (7,8) (9,10)
[ ]

Tarif.f of Home Broadband 301 192H) " 18 H\ 35%

services J

Tariff Information availability 350 H 19% 26% 34 48 H

. . \ N\ \
Tariff clarity (example no I 19% 2% T 2% 29% o 189 21% L 26% 21% [ J 23%
hidden cost)
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QB4. Using a scale from 1 to 10 where 10 means extremely satisfied and 1 means extremely dissatisfied can you please tell me
to what extent are you satisfied or dissatisfied with your home broadband service provider for ........ ?

25%

61
63 30%
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SATISFACTION OF INTERNET BILLS

Most Businesses Are Satisfied With Their Bills

» Few voiced concerns regarding details and clarity of bills received

H Dissatisfied ' Neutral m Satisfied Overall | menatelecom
v [ ©) coece  wa# B s
*

Bill Overall 373 - 214 43% 36 50 .
Bill Understanding 371 212 36 H 50
Bill Details 373 214 36 50 I .
Bill Accuracy 372 - 213 36 50 [l 66

65 ©2015Ipsos GAME CHANGERs [

QB10. Using a scale from 1 to 10 where 10 means extremely satisfied and 1 means extremely dissatisfied can you please tell me
to what extent are you satisfied or dissatisfied with your internet provider
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ooeee. SERVICE AGREEMENT

Over Half Of Internet Subscribers Have Read The Service Agreement
Before Signature.

Yes, 56%

Batelco VIVA Zain Mena Telecom
Base: All Respondents; 378 (n=217) (n=36) (n=50) (n=68)
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QB12. Did you read the Broadband service agreement before signing it or not?
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aaee SATISFACTION OF SERVICE AGREEMENT

‘Similar To Mobiles, Businesses Are Indifferent To Signed Agreement

» Viva subscribers are highly satisfied with their service agreement.

W Dissatisfied | Neutral m Satisfied % Barelco VIVA ’ ZQiN men at(ﬂggqm

(1-6) (7,8) (9,10)
= “B i 42 42
N\
23% 157 22 25% EEELM 161 43% 42 177l 179
= 154@ i 4ZHI 41%
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QB11. Using a scale from 1 to 10 where 10 means extremely satisfied and 1 means extremely dissatisfied can you please tell me
to what extent are you satisfied or dissatisfied with your home broadband service provider for .................7

Internet service agreement

179
Overall 278

Internet service agreement

199
Ease of understanding 276

Internet service agreement

. 273
fairness







=== CAUSE ANALYSIS
Fixed Telephony Tariffs Are Decreasing Customers’ Satisfaction Score

SATISFACTION DRIVERS OF BUSINESS FIXED TELEPHONY MARKET — ROOT

Ipsos Marketing

Service
Reliability

Attribute

A 4

Billing

Offers

Complaints

Satisfaction
(Top 2 Boxes)

70 © 20151

2.8%

14%

A 4

Call Center

2.2%

21%

Contract

Tariffs

Acc.
Manager

Branches

A 4

Information

1.4%

26%

GAME CHANGERS M
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aaee ACTION PLAN — IMPORTANCE VS. PERFORMANCE MATRIX

In The Business Fixed Telephony Market, Actions Should Focus On Tariffs

Billing 9

Contract
® Offers

Account Manager

(')
. o oo __

¢ .
\~. Tariffs ’l

PERFORMANCE

' ° Sm—— » No urgent actions are required for Business Fixed Telephony
'2&’;2?22_: ® call center experience > Improvements should focus on Fixed Telephony tariffs. It came with moderate
° importance among other attributes. Further the performance of current tariffs are
complaint handling experience slightly below average.

» Any 1% improvements of the tariff will increase the overall satisfaction of Fixed
Telephony with average of 0.034% increase.

IMPORTANCE

*Service Connection came as the most important aspect which diluted results. It
was excluded from the matrix to have proper action plan

GAME CHANGERS E
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e RECOMMENDATIONS

What Are Improvements Needed Across Below Average Attributes?

Based on the action matrix and the current performance level of Fixed Telephony Tariffs, we
recommend the following:

» Tariffs
= Tariff Clarity Without Any Hidden Costs or Conditions is the key focus for current tariff scheme.
providers should clearly communicate all tariff details to customers. Any 1% improvements in this
aspect will increase market overall satisfaction score by 0.034% average increase.

72 © 2015 Ipsos. GAME CHANGERS M

QA1. Using a scale from 1 to 10 where 10 means extremely satisfied and 1 means extremely dissatisfied can you please tell me
to what extent are you satisfied or dissatisfied with your mobile service provider
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. Ipsos Marketing
- OVERALL SATISFACTION OF FIXED TELEPHONY SERVICES

Over Half Of Businesses Are Highly Satisfied From Their Experience
With Fixed Telephony Services

Mean 8.3 8.

4 8.8 7.8 8.0
32%
0,
53% 47%
66%

M Satisfied (9,10)

Neutral (7,8)
M Dissatisfied (1 - 6)

Overall Batelco VIVA Zain Mena Telecom
(n=451) (n=396) (n=9) (n=25) (n=21)
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QC1la. Using a scale from 1 to 10 where 10 means extremely satisfied and 1 means extremely dissatisfied can you please tell me
to what extent are you satisfied or dissatisfied with your fixed telephony service from .............?
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OVERALL SATISFACTION OF FIXED TELEPHONY SERVICES BY COMPANY SIZE

The Satisfaction Is More Clear Among Small Businesses.

Mean 8.5 8.2 8.4

M Satisfied (9,10)

Small Medium Large
(n=220) (n=182) (n=49)
75 2015 Ipsos. GAME CHANGERS E

Neutral (7,8)

M Dissatisfied (1 - 6)

QC1la. Using a scale from 1 to 10 where 10 means extremely satisfied and 1 means extremely dissatisfied can you please tell me
to what extent are you satisfied or dissatisfied with your fixed telephony service from .............7?



oo SATISFACTION OF FIXED TELEPHONY ASPECTS

unications Regulatory

Ipsos Marketing

Business Subscribers Are Satisfied With The Service Reliability Along

With Offers Provided By providers

M Dissatisfied Neutral M Satisfied Overall
(1-6) (7,8) (9,10)

Overall Service Experience 4 I

Avg.

8.0

52
Service Reliability Experience 453 7 8
Variety and choice of fixed 3 7 7
telephony offers 0
76 © 2015 Ipsos.

QC1b. Using a scale from 1 to 10 where 10 means extremely satisfied and 1 means extremely dissatisfied can you please tell me
to what extent are you satisfied or dissatisfied with your Fixed telephony service provider for ....................?

GAME CHANGERS E
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SATISFACTION OF PROVIDERS” ACCOUNT MANAGERS

Average Satisfaction From Account Managers

» Businesses had concerns about Account Managers, mainly on the regular visits. Improvements are needed also for their ability to understand
business needs and time needed to address their queries.

M Dissatisfied Neutral m Satisfied Overall
(1-6) (7,8) (9,10)

Overall Account Manager 219

30%
Easily Accessible 229 16%

Regular Visits of Account Manager 207 30% 20%

AM Knowledge of telecom products and their

. 262 o o
details LR L0

Ability to understand your business needs 270 26%

Turnaround time to address your

JTLL
{ 1 & | k.

269 o
queries/problems LD
Promptness in delivering products and service to
you
Ability to suggest solutions meet your business
needs 208 e
78 © 2015 Ipsos. GAME CHANGERS E

QCRML1. can you please tell me to what extent are you satisfied or dissatisfied with the Account Manager from provider .... in
terms of ...occeevnennnl.?
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BUSINESSES' EXPERIENCE

WITH FIXED TELEPHONY
TARIFFS & BILLS
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. Ipsos Marketing
aaeee SATISFACTION OF FIXED TELEPHONY TARIFFS

Businesses Are Indifferent Towards Fixed Telephony Tariffs. Yet Some
Are Dissatisfied

M Dissatisfied Neutral m Satisfied Overall
(1-6) (7,8) (9,10)

Avg.

28% 7.6

Tariff of Fixed Telephony 436 QAN

29% 7-6

Tariff Information availability 428 BPEY

Tariff clarity (example no hidden cost) 421 WAV

30% 7.6
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QC2. Using a scale from 1 to 10 where 10 means extremely satisfied and 1 means extremely dissatisfied can you please tell me
to what extent are you satisfied or dissatisfied with your fixed telephony service provider for ....................?
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- - SATISFACTION OF FIXED TELEPHONY BILLS
But Bills Are Satisfying Businesses

M Dissatisfied Neutral m Satisfied Overall
(1-6) (7,8) (9,10)

Billing Overall 445 H

Avg.

8.1

8.0

Bills Understanding 446

Bill Details 447
Bill Accuracy 444

81 © 2015 Ipsos. GAME CHANGERS E

QC10. Using a scale from 1 to 10 where 10 means extremely satisfied and 1 means extremely dissatisfied can you please tell me
to what extent are you satisfied or dissatisfied with your fixed telephony service provider for ......cc.c.......?

8.0

16%
1

8.1
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oo SATISFACTION OF PROVIDERS” BRANCHES

S*i;milarly To Mobile & Internet, Waiting Time Is A Dissatisfactory
Aspect For Branch Experience.

M Dissatisfied Neutral m Satisfied Overall
(1-6) (7,8) (9,10)

Avg.

33% 7.8

Overall shop experience cyEM 16%

20% 7.3

Shop Waiting time 325 28%

aa 7.8

Knowledge of Store staff 323 RIS%
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QC4. Using a scale from 1 to 10 where 10 means extremely satisfied and 1 means extremely dissatisfied can you please tell me
to what extent are you satisfied or dissatisfied with your fixed telephony service from for .......ccccueun. ?
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u® Ipsos Marketing
soneoe. EXPERIENCING PROVIDERS’ CALL CENTER IN PAST 6 MONTHS

Almost Half of The Subscribers Have Called The Call Center. Their
Experience Suffered From The Waiting Time & Resolution.

Overall M Dissatisfied Neutral m Satisfied Overall
(1-6) (7,8) (9,10)

21%

Overall call center experience 196 QI

Yes, 44%

Call center Waiting time 197 37% %

Knowledge of Call center staff 197 REF 33%

Base: All Respondents; 451

Ability of solving problems

197 9
from the first time i

25%

85 © 2015 Ipsos. QC5. Have you called the call center for ............. during the past 6 months or not? GAME CHANGERS ﬁ

QC6. Using a scale from 1 to 10 where 10 means extremely satisfied and 1 means extremely dissatisfied can you please tell me
to what extent are you satisfied or dissatisfied with your fixed telephony for ........c.......... ?
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oo SUBMITTING COMPLAINT TO PROVIDERS IN THE PAST 6 MONTHS

" Few Subscribers Submitted Complaints Regarding Their Fixed
Telephony Services. They Aren’t Happy With The Whole Experience.

Overall M Dissatisfied Neutral m Satisfied
_ (1-6) (7,8) (9,10) Overall

Yes, 19% Overa.ll complaint handling - 37% 14%
experience
Clarity of complaints process 85 H
Updating with progress 85 - 0%
No, 81%
Base: All Respondents; 451
Complaint Resolution time 86
87 © 2015 Ipsos. QC7. Have you submitted a complaint regarding fixed telephony to ..........cc.c..... auring the past b montns or notr GANE VIMANUVEHY ua

QC8. Using a scale from 1 to 10 where 10 means extremely satisfied and 1 means extremely dissatisfied can you please tell me
to what extent are you satisfied or dissatisfied with your fixed telephony provider
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Telecommunications Regulatory Authority

89

© 2015 Ipsos.

s SATISFACTION OF INFORMATION PROVIDED BY PROVIDERS
Transparency Of Fixed Telephony Services Is Average.

M Dissatisfied Neutral m Satisfied Overall
(1-6) (7,8) (9,10)

(?verall transparency_ of information on e 169
fixed telephony services

Trans‘parency of Information on a6 BEA
website
Transparency of Information in ads 415

QC9. Using a scale from 1 to 10 where 10 means extremely satisfied and 1 means extremely dissatisfied can you please tell me
to what extent are you satisfied or dissatisfied with your fixed telephony service provider for ....................7

?

Avg.

7.5

7.5

7.4

Ipsos Marketing
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BUSINESSES' EXPERIENCE
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aoeee FIXED TELEPHONY SERVICE AGREEMENT

» Split opinions on the fairness of the agreement

Neutral m Satisfied

M Dissatisfied
Overall (1-6) (7,8) (9,10)

Yes, 50%

Base: All Respondents; 451

91 © 2015 Ipsos.

QC12. Did you read the Fixed telephony service agreement before signing it or not?

Fixed telephony service
agreement Overall

Fixed telephony service
agreement Ease of
understanding

Fixed telephony service
agreement fairness

Ipsos Marketing

Ha\I‘f Of The Subscribers Have Read The Fixed Telephony Contract.

Overall

328 H
N

WAV R W UMYV T W
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sz AWARENESS OF TRA OF BAHRAIN

More Than 40% Of Businesses Are Aware Of TRA Bahrain

» Awareness of TRA Bahrain varied across businesses. Large Businesses have significantly higher awareness level than Small & Medium Businesses.

Overall Awareness of TRA of Bahrain By Business Size
Small 32%
(n=250) ’

Medium 42%
(n=200) ’
Yes, 41%
Base: All Respondents; 500
Large o

GAME CHANGERS E

No, 59%

94 © 2015 Ipsos.

QF1. Have you ever heard the name of Telecommunication Regulatory Authority of Bahrain (TRA) before or not?
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. AWARENESS OF TRA OF BAHRAIN

Word Of Mouth And Print Ads Are Key Sources Of Awareness For TRA
Bahrain Across Businesses.

Word of mouth | NNRNREEEEEEEEE 2%
Print ads (magazines/newspapers) || HHNNINGIGEEE 5%
TvVads |GG 16%
TV news/programs |GG 14%
Billboard ads |GG 11%

o,
Yes, 41% Articles (magazines/newspapers) [ 11%

Radioads [ 7%

Base: All Respondents; 500
Dealt with them before [l 5%

others specify | NG 12%

Base: who are aware of TRA, 205
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QF1. Have you ever heard the name of Telecommunication Regulatory Authority of Bahrain (TRA) before or not?
QF2. Where did you hear about Telecommunications Regulatory Authority (TRA) before?
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ROLE OF TRA BAHRAIN
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one. THE ROLE OF TRA BAHRAIN

TRA Bahrain Is Well Known For Regulating And Monitoring The
Telecommunication Sector.

Role of TRA Bahrain

Regulate telecommunications sector . 4%
Monitor telecommunications service providers . 20%
Set the rules and regulations for the telecom sector [N 33%

Protect consumer rights in telecom sector D 29%

Resolve complaints between consumers and I 2o
. (o]

providers

Facilitate competition to better serve consumers I 17%

To apply common rate I 12%

Don’t know/ remember B 2%

Base: who are aware of TRA Bahrain, 205
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QF3. What do you think is the role of Telecommunication Regulatory Authority of Bahrain (TRA)?



"
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]
ameoee SATISFACTION OF TRA BAHRAIN ROLE

Businesses expressed average satisfaction from the current role of
TRA Bahrain

» Some businesses see that TRA Bahrain can do more to solve problems between providers and businesses, to set the governing rules, and, to
protect their rights as consumers.

Base of aware
customers

74

65

45

50

54

30

98 © 2015 Ipsos.

M Dissatisfied Neutral M Satisfied
(1-6) (7,8) (9,10)

Regulate Telecommunications Sector

Monitor Telecommunications Service Providers

Resolve Complaints Between Consumers And providers

Protect Consumer Rights In Telecom Sector

Set The Rules And Regulations For The Telecom Sector

Facilitate Competition To Better Serve Consumers

Ipsos Marketing

Overall Satisfaction Level

12%

15%

13%

28%
20% 22%
26% 20%

24%

GAME GHANGERS M

13%

J U LR

QF4. Using a scale from 1 to 10 where 10 means extremely satisfied and 1 means extremely dissatisfied can you please tell me to what
extent are you satisfied or dissatisfied with Telecommunication Regulatory Authority of Bahrain (TRA) in its role as .......c............?
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AWARENESS OF CONSUMER RIGHTS

Only 45% Of Businesses Claimed To Know Their Rights As Consumers

» Large Businesses are the most aware of their consumer rights.

Awareness of Consumer Rights By Company Size

Not Sure,
13%
Small
0,
(n=81) a7
No, 42%
Mediu
m 38%
(n=85)
Yes, 45%
Base: who are aware of TRA; 205 Large 59%
(n=39)
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QFS5. Are you aware of the consumer rights in the area of telecommunications or not?



" Ipsos Marketing
sz RECOGNITION OF TRA AWARENESS CAMPAIGNS

TIiA Bahrain Awareness Campaigns Reached 25% Of Businesses.

» Moreover, Few businesses are aware of the Call Center Number

Seeing TRA Awareness Campaigns Awareness of TRA Call Center Number

Not Sure,
11%

’ 81188,
11%
Don't
Yes, 25% Know
No, 64% 85% Another
Number,
3%

Base: who are aware of TRA; 205
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QF8. Have you seen any awareness campaigns from Telecommunication Regulatory Authority of Bahrain before or not?
QF9. Can you tell me what is the call center number for the Telecommunication Regulatory Authority of Bahrain?
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aeee. AWARENESS OF TRA WEBSITE

37% of Businesses Are Aware Of TRA Website

» Those who surfed the website before, wish to see more information and how the complaint process would be like.

m Dissatisfied © Neutral m Satisfied . . .
(;s;)a e (;:) " (; ;:,,'e Satisfaction of TRA Website
N=76
Information Availability
Complalr-lt Process 18% 19%
Yes, 37% Information

Base: who are aware of TRA; 205 Information Clarity 17%

Awareness of TRA Website

No, 63%

30%
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QF6. Are you aware of TRA website or not?
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SUBMITTING COMPLAINTS AGAINST PROVIDERS

" Around Half Of Businesses Are Aware Of The Ability & The Process Of
Submitting Complaints Against Their Service Provider

Awareness Of The Ability To Submit .
A fTh I P
Complaints With TRA against providers wareness Of The Complaint Process

Not Sure,
13%

No, 46%

No, 45%

Yes, 42%

Yes, 54%

Base: who are aware of TRA; 205 Base: who are aware of submitting
complaints through TRA; 111
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QF10. Are you aware that as a consumer you have the ability to raise a complaint against your service provider with TRA or not?
QF11. Are you aware of the process of raising complaints to Telecommunication Regulatory Authority of Bahrain or not?
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SUBMITTING COMPLAINTS AGAINST PROVIDERS

waever, only 24% actually submitted complaints to TRA Bahrain.

» Unfortunately, they are not satisfied with the way of handling their complaints by TRA Bahrain

Submitting Complaints against providers Satisfaction of Complaint handling from TRA Bahrain

M Dissatisfied Neutral = Satisfied

Overall

Yes, 24% (n=27) 8%

Base: who are aware of submitting
complaints through TRA; 111
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QF13. Using a scale from 1 to 10 where 10 means extremely satisfied and 1 means extremely dissatisfied can you please tell me to
what extent are you satisfied or dissatisfied with your experience of making a complaint to Bahrain Telecom Regulatory Authority?
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