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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.

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 250 business users and as such may not necessarily represent the market or the
population as a whole.
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1. Introduction




Background e

nielsen

The Telecommunications Regulatory Authority of Bahrain (TRA) was created in October
2002. TRA is an independent body which has a direct responsibility to promote
consumers’ interest and competition in the telecoms sector.

TRA has commissioned Nielsen to conduct a market research study in 2011 with the
objective of better understanding the demand for telecommunications services in Bahrain.
This includes usage of and access to telecommunications services across various users
as well as consumer awareness of TRA and its role. It also outlines areas of potential
improvements.

Telecoms users are divided into two broad segments (Residential and Business). Thus
two separate surveys were conducted.

This report presents the results of the business survey which was based on 250 face-to-
face interviews. The results of the 2011 residential survey can be found at
http://www.tra.org.bh/en/pdf/ TRAReportResidentialModuleF.PDF

TRA conducted a similar survey in 2007. The results of the 2007 survey can be found at
http://www.tra.org.bh/en/pdf/Business_module_findings_presentation.pdf

Copyright © 2011 The Nielsen Company. Confidential and proprietary.



Research Objectives o

*  The key objectives of this survey are to understand:

Usage of and Access to all Telecoms

Services - Fixed Line, Mobile and Internet

Satisfaction with Various Services and

Switching Behavior

Awareness of TRA and its Roles

. Where appropriate, the results of the 2011 survey have been compared with the 2007
results to identify the key trends during this period.

nielsen

Copyright © 2011 The Nielsen Company. Confidential and proprietary.



3. Key Findings
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Key Findings — Usage of Telecoms Services in Bahrain L

Telecommunications Regulatory Authority

There has been a substantial increase by more than 70% in the number of fixed calls and mobile calls since 2007.

On average, businesses make slightly more calls from their fixed lines to other fixed lines than to mobile numbers

For mobile calls, more calls are made to other mobile phones on the same network than to mobile phones on other
networks.

Average Number of National Calls From Fixed Average Number of National Calls From

Line Mobile Phone

133 124 111 111

102

w2011 m 2011

W 2007 W 2007

to Mobile on net to Mobile off net to fixed
to Fixed to Mobile

Base: All Respondents 2011(n=250), 2007( n=159) Base: All Respondents 2011(n=250), 2007( n=159)

—

nielsen

Copyright © 2011 The Nielsen Company. Confidential and proprietary.



Key Findings — Average Monthly Spend

The average monthly spend of telecoms services has decreased since 2007.

Although the average number of calls has increased between 2007 and 2011, the average monthly expenditure by

businesses for fixed line services dropped by 22%, for mobile services by almost 30% and for data services by more than
50%, as competition intensifies between service providers.

Fixed Line Monthly Spend Mobile Phone Monthly Spend Data Services Monthly Spend (Average
(Average BD) (Average BD) BD)
530 425 380
413
298
I 179
2011 2007 2011 2007 2011 2007
Base: All Respondents 2011(n=250), 2007 : _ _
(n=159) Base: All Respondents 2011(n=250), 2007( n=159) R R S (R E AR )

nielsen
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Internet Activities R
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* The most common uses of the internet are sending and receiving emails (77% of businesses), sourcing information from

government organizations (46%), and interacting with government organizations (44%).

Sending or receiving e-mail 77%
Getting information from general government organizations 46%
Interacting with general government organizations 44%

Getting information about goods or services

Internal or external recruitment

Internet banking

Telephoning over the Internet/VolP or using videoconferencing
Providing customer services

Submitting information as part of an administrative procedure...
Posting information or instant messaging

Submitting proposal in public electronic tender system
Accessing other financial services

Placing orders over the internet

Staff training

Receiving orders over the internet

Videoconferencing over the Internet

Delivering products online

Other activities

\ Base: All Respondents who have access to net 2011 (n=218)

Qb5a. Please look at this card and tell us which of the following internet activities are undertaken in your organization?

nielsen
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communications Regulatory Authority

Key Findings — Satisfaction with Telecoms Services e

* The majority of respondents are satisfied with their telecommunications services; 73% of businesses are satisfied with

their fixed line services, 77% with their mobile services and 75% with their internet services.

However, satisfaction with fixed line and mobile services has decreased since 2007 while satisfaction with

internet service has improved from 70% in 2007 to 75% in in 2007.

B Very Satisfied

Fairly Satisfied

nielsen

Overall Satisfaction with Telecoms Services

50%
Neither satisfied 55%
nor dissatisfied
H Not satisfied 13%

Fixed Line Services

Base: All Respondents 2011 (n=250)

62%

12%
8%

2011

Mobile Phone

37% 32%
38% 38%
57%
20% 15%
9%
2007

Internet Services

Copyright © 2011 The Nielsen Company. Confidential and proprietary.



a. Telecommunications Services for Businesses




.. .
Importance of Telecommunications Services e s
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* Telecommunications services are critical to running many businesses.

As expected, for the majority of businesses, telecoms is an integral part of their operations.

The importance of telecoms services increases with the size of business

Importance of Telecommunications for
Business
. Less than 20 20-99 100+
m Indispensable
employees employees employees
m Very important Base 113 73 64
m Others Indispensable 35% 37%
2011 2007
Base: All Respondents 2011 (n=250), 2007 (n=159)

B1. Please see this card and tell me on an overall basis, how important telecommunication is for running your business?

nielsen
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Important Factors for Selecting Telecoms Services Provider ...

4

* When selecting a telecoms services provider, the majority of businesses place significant importance on “Brand and
Reputation” of providers (37%), compared with “Tariffs and charges” (21%) which was the most important factor in 2007.

- 31% of large businesses consider the range of business services available as the most important factor when
selecting a telecoms services provider.

Important Factors For Fixed/Mobile
Service Provider

Less than 20-99 100+
m Customer/ Account

care
m Quality of services

20 employees employees
employees

Base 113 73 64

m Range of Business P ) . . .
services available Brand / Reputation 44% 36% 27%
m Tariffs/ Charges Tariffs / Charges 17% 22% 28%

Range of business

m Brand/ Reputation : . 18% 15% 31%
services available
Quality of Services 19% 19% 13%
2011 2007
Cust t
c:rseomer/accoun 29 8% 29

Base: All Respondents 2011 (n=250), 2007 (n=159)

—

B30. Companies look at different parameters while selecting a new service provider for fixed line and mobile. We have put some of these on this card. Please rank them as
per their importance for your company ?

nielsen
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Importance of maintaining existing Phone Number e e

Retaining existing telephone number is very important for businesses.

All business representatives (100%) say it is either important or very important to retain their telephone numberin 2011

compared with 93% in 2007.

More than 75% say it is extremely important to retain the existing number as it avoids disruptions to communications
with company’s stakeholders and clients.

2011 2007

2% =
Base: All Respondents (n=250) Base: All Respondents (n=159)
m\Very Important (It is essential for business) ® |mportant m Not Important No response

B28. Tell me if you are thinking about changing your telecoms provider both for mobile and fixed line, how important would it be to retain your existing telephone number(s)?

niclsen
Copyright © 2011 The Nielsen Company. Confidential and proprietary.




Purchasing Method & Tender Process
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Telecommunications Regulatory Authority

80% of the businesses purchase their telecoms services as a bundle from a single supplier, but only 8% hold a tender
process.

The proportion of businesses holding a tender process increases with business size, with 19% of large businesses holding

tenders compared with only 3% of small businesses.

Of those businesses holding competitive tenders, the most common frequency is on a yearly basis (48%).

Purchasing Method Holding Tendering Process

Frequency of Holding Tendering
Process

Monthly 5%

Bundled Quarterly
purchase from
one provider Bi-annually
Yes ®No
m Separate Yearly
purchases from
multiple As per Need
providers
No. of Bids Typically Received in one 6*
Process (Mean)
Base: All Respondents 2011(n=250) Base: All Respondents 2011(n=250) Base: Those who hold tender process (n=21%*)

P6. Considering the overall purchase decision-making of telecom services, do you purchase all together as a ‘bundled’ purchase such as one telecom provider supplies
all services as part of a single contract or separating services and purchasing from multiple providers such as fixed services from one provider and mobile services

from another and so on?

P7. Do you hold competitive tendering process for telecom services you consider purchasing and invite service providers to submit relevant bids?

P8. How often do you hold tender process?
P9. How many bids do you typically receive from different suppliers in one tender process?

nielsen

* Low Base
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Recruitment of Employees with ICT Skills
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* ICT-skilled staff are vital for organizations in order to cope with IT issues.

- Only 22% of businesses reported difficulties in recruiting employees with the necessary ICT skills.

Having Difficulties in Recruiting ICT-
Skilled Staff

Base:
EYes ®ENoO

Those who have difficulty
in recruiting employees
with ICT Skills

Base: All Respondents 2011 (n=250)

Qlc. Do you have difficulties in recruiting employees with ICT skills?

nielsen

Less than 20
Employees

113

19%

20-99

Employees

73

25%

100+
Employees

64

25%
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3. Telecoms Services
a. Telecommunications Services for Businesses
b. Fixed Line Service
. 5 .

Mobile Phone Service
d. International Calls
e. Internet/Data Services




Fixed Line Service Providers S

* 99% of the businesses are aware of Batelco closely followed by Mena (88%) and Zain (77%).

- Awareness of service providers is generally higher amongst larger businesses.

» Batelco is extensively used by businesses in comparison with other fixed line service providers.

Service Provider Awareness & Current Usage

Batelco
Mena
Zain/Wimax
Lightspeed

Kalaam

2Connect
mAwareness mCurrent Usage

Etisalcomm 24%

Nuetel

Base: All Respondents 2011 (n=250)

—

B8a. Please tell me which of the following fixed line service providers are you aware of?
B8b. And from which of these do you currently subscribe fixed lines from?

nielsen
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Switching Interest e

79% of businesses are not likely to switch from their current fixed line provider. The main reason given for not switching

in 2011 was because of businesses are happy with their current service provider.

Of those who said they are likely to change their fixed line providers, pricing and promotions were important reasons

given.
Likeliness To Switch Top two reasons for switching to another provider
5% 2011 2007
; Base: Who are likely to » Base: Who are likely to
= Don't know switch = switch 28
Cheaper Charges 27% Cheaper Price 50%
Definitely/Will
switch
More promotions 18% Better Service 43%
Neither likely . .
nor unlikely Top two reasons for not switching
N 47% Base: Who are likely not 199 | Base: Who are likely not to 75
m Definitely to switch switch
not/Wont switch
Hap|:.>y with current 63% Don’t want to change the 36%
provider number
2011 2007
Difficult to switch to s T - 3
Base: All Respondents 2011 (n=250), 2007 (n=159) other provider 308 satisfiedpsithiECE 278
B25a. how likely is your company to switch to another telecom service provider for Fixed Line?
B26. You mentioned that (response of B25a)for fixed line. Please tell me why do you say so? * Low Base

nielsen
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Type of Fixed Line Connections

| BN ) r,__._'la_._] L fa
Telecommunications Regulatory Authority

* Fixed Voice and Fax lines are the most commonly used type of connection by businesses.

- As expected the average number of lines increases with the size of businesses.

- The average number of fixed lines used by large businesses has significantly increased since 2007.

Average No of Lines

Base:

Fixed Voice lines

\
Fax lines

nielsen

2011

Less than

Total 20 Emzp(:;ies
Employees
250 113 73
10 2 3
5 1 2

100 & +
Employees

64

27

14

2007
Average Total Less than 20-99 100+
No of 20 employees employees
Lines employees
Base 159 66 65 28*
F_lxed Voice a 2 a 11
lines
Fax lines 2 1 2 4

—

B2. Please see this card and tell me and how many lines do you have for each of the following?

Copyright © 2011 The Nielsen Company. Confidential and proprietary.
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Private Network (LAN) to make National Calls B
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* Usage of Private Network (LAN) for making National calls has increased significantly, particularly among small and

medium- sized businesses.

Usage of LAN to make national calls

Less than 20 20-99 100 & +
Employees Employees Employees

2011 2007 2011 2007 2011 2007

mDon’t Use

mUse Base - 113 66 73 65 64 28

Using a Private Network
(LAN) to make national 58% 9% 73% 22% 81% 64%
calls between offices

2011 2007

Base: All Respondents 2011 (n=250), 2007 (n=159)

B9. Does your company/office/site use a LAN to make national calls between offices/sites within Bahrain?

nielsen
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Number of National Calls made et i
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The number of national calls has increased since 2007, with the proportion of businesses making more than 100 fixed to
fixed calls per day increasing from 22% in 2007 to 53% in 2011.
There has been a significant increase in the average number of national calls made since 2007 across all sizes of

businesses.
- Onaverage businesses made 133 fixed to fixed national calls per day in 2011 (up from 74 calls in 2007) and 124
fixed to mobile national calls per day in 2011 (up from 66 calls in 2007).

" N
Number of National Calls
Average
number of Less than 20 20-99 100 & +
National Ueie] Employees Employees Employees
Don’t know ! ploy ploy ploy
calls
m 100+ calls Base-2011 250 113 73 64
m51-100 calls AL 133 93 136 192
Fixed
Eupto 50 calls [ [
P Fixed to 124 90 124 177
Mobile
Base-2007 66 65 28
I i I
2011 2007 2011 2007 Fixed to b “ 0 -
Fixed to fixed Fixed to Mobile Fixed
Base: All Respondents 2011 (n=250), 2007 (n=159) :;I);elﬂlteo 66 35 65 140

—

B15. Now I would like to know the number of national calls made through fixed line and mobile?

nielsen
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Duration of National Calls made from Fixed Lines A
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4

* The average duration of national calls made from fixed lines has also increased since 2007, with the proportions of calls

lasting more than 3 minutes increasing from 55% in 2007 to 65% in 2011.

National Call Duration

® More than 10 minutes

m More than 3 minutes up to 10
minutes

® 1 to 3 minutes

H Less than 1 minute

2011 2007

Base: All Respondents 2011 (n=250); All respondents 2007 (n=159)
Average scores across respondents

Ne————————————

B17a. Could you please tell me what proportion of the national (local) calls will fall under these durations from fixed line?

nielsen
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Fixed Line Expenditure o

: : L Fixed line expense (proportion for Inter/National calls)
For businesses, national calls represent a significant

proportion (78%) of fixed line expenditure.

Average monthly expenditure on fixed line services has

m National
dropped by 22% since 2007. Calls
Expense
However, average monthly spend on fixed line m International
by small businesses has increased from BD200 Calls
Expense

in 2007 to BD220 in 2011. This might be
explained by the relatively large increase in

national calling volumes made by small

businesses (nea rIy 2 10%)_ Base: All Respondents 2011 (n=250)

Exszszzg:n“£§( Z:ih:.\i,ne L::;:II;?(Z:SO 20-99 Employees 100+ Employees
Base-2011 250 113 73 64
(BD)-Mean 413 A 220 382 744
Base-2007 159 66 65 28
(BD)-Mean 530 . 200 625 1,100

B13. What percentage of the total telecom spend from fixed lines is on National and International Calls?
P4a. Could you please tell me what is your average monthly spend on Fixed Line ?

nielsen
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i .
Tariff Awareness N

Telecommunications Regulatory Authority

* Most businesses think that they are charged per minute, although in respect to Batelco, the actual billing unit varies

according to the type of call being made (i.e. fixed to fixed or fixed to mobile).

- This percentage has increased between 2007 and 2011 for fixed to mobile calls (from 67% in 2007 to 84% in 2011)
and decreased slightly for fixed to fixed calls (from 82% to 80%).

Billing Pulse Awareness

m Others/ Don't know

Per 3 Minutes

® Per 90 Seconds

m Per Minute

®m Per Second

2011 ‘ 2007
Fixed to fixed Fixed to Mobile

Base: All Respondents 2011 (n=250), 2007 (n=159)

B29a. How do you think your current telephone provider charges you for a fixed-to-fixed National Call?
B29b. How do you think your current telephone provider charges you for fixed-to-mobile National Call?

nielsen
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. . ) . . u*
Satisfaction Levels - Fixed Line Service S

» Satisfaction levels among businesses are relatively high for the overall fixed line service level, range of the services, quality

of services and national call charges and lower for operators response and customer care.

However, satisfaction with fixed line services has decreased slightly since 2007 in most areas, except in charges
for national calls (71% of businesses were satisfied with national calls charges compared to only 46% in 2007).

Satisfaction with Fixed Line
0, (o)
13% 3% 14% 19%
. . 3 10
W Very Satisfied 33% 129% &
. 40% 27%
W Fairly Satisfied 31%
65%
42%
. . o 239
Neither satisfied nor 55% 43% 23% &
. . . 0,
dissatisfied A °
9%
. o 13% o,
Not satisfied . 10% 10% X 14% AL 16% CEE 13% =i
0 9% 11% 6% 13%
) 3% 8% 4% % 7% 5%
= Don’t Know 2011 2007 2011 ‘ 2007 2011 2011 2007 2011 ‘ 2007 2011 ‘ 2007
Overall service level Range of services Quality of service Response of service Customer care Charges for National Calls|
provided operator when dealing
with problems
Base: All Respondents 2011 (n=250), 2007 (n=159)

B23. How satisfied are you with the following elements of your fixed line service?

nielsen
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Summary of Fixed Line Service o

nielsen

Batelco is the most recognized and used fixed line service provider. Although businesses have a high
level of awareness of other fixed line service providers, they tend not to use them.

79% of businesses are not likely to switch from their current fixed line provider. The main reason given
for not switching in 2011 was because of businesses are happy with their current service provider.

Fixed Voice and Fax lines are the most commonly used type of fixed line connection by businesses.

Usage of Private Networks (LANs) for making National calls has increased significantly, particularly
among small and medium- sized businesses.

On average businesses made 133 fixed to fixed national calls and 124 fixed to mobile national calls per
day, which represents a significant increase compared to 2007.

The average duration of national calls made from fixed lines has increased since 2007.

Copyright © 2011 The Nielsen Company. Confidential and proprietary.



Summary of Fixed Line Service o

e For large & medium businesses, average monthly expenditure on fixed line services has decreased since
2007. However, the average monthly spend by small businesses has slightly increased, from BD200 in
2007 to BD220 in 2011.

e Satisfaction levels among businesses are relatively high for the overall fixed line service level (73%),
range of the services, quality of services and national call charges, but low for operators’ response and
customer care.

nielsen
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3. Telecoms Services

. Telecommunications Services for Businesses

a
b. Fixed Line Service
C

. Mobile Phone Service
d. International Calls

e. Internet/Data Services




Company Provision of Mobile Phones ste sy

4

* Compared with 2007, the proportion of businesses who provide mobile phones to employees has increased by more than
30% .

— All large businesses provide mobiles to their employees.

* Mobile workforce is the main reason for using mobile phones (42%) closely followed by expenditure control (37%)

Provision of mobile phones to employees

Less than 20 20-99 100 & +
Employees Employees Employees

Base: All Respondents

Provision of Mobiles to Employees (%) 0]0}78

Reasons for providing Mobile Phones 2011 2007

Base: 250 159

Mobile Workforce 42% 75%

Can control spending 37% 14%

Availability of additional services 31% 25% 2011 2007
Quality services 23% 31% EYes ENO

—,

Q11a. Does the company provide mobile phones to staff? Q11b. How many staff are provided with a pre-paid mobile phone? Q11c. How many staff are provided
with a post-paid mobile phone?, B11. What are the main reasons that your company uses mobile phones?

nielsen
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National Calls made from Mobile e

nmunications Regulatory Authority

There has been a significant increase in the volume of national calls made per day since 2007.

- The majority of businesses (63%) now make more than 50 national calls per day from their mobile phones.

On average businesses made 111 mobile to mobile on net calls and 102 mobile to mobile off net national calls per day.

Number of National calls

m upto 50 calls m51-100 calls =100+ calls

2011 2007 2011 2007
Mobile-to-Mobile On Net Mobile-to-Mobile Off Net Mobile-to-Fixed Line

Base: All who have mobile connections in their name 2011 (n=213), 2007 (n=102)

Average number of National calls Total Less than 20 Employees 20-99 Employees 100 & + Employees
Base-2011 213 86 63 64

| Mobile to Mobile On Net | 111 | 74 . 119 | 159

| Mobile to Mobile Off Net | 102 | 69 - 109 | 145

| Mobile to Fixed line | 111 | 80 - 121 | 147

B15. Now | would like to know the number of national calls made through fixed line and mobile?

Copyright © 2011 The Nielsen Company. Confidential and proprietary.



Duration of National Calls from Mobile

-t
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Telecommunications Regulatory Authority

nielsen

* As for fixed line services, the duration of national calls made from mobile phones has increased since 2007,

with 32% of calls lasting for more than 10 minutes (up from 8% in 2007).

National Call Duration

® More than 10 minutes

® More than 3 minutes up to 10 minutes

®1to 3 minutes

E Less than 1 minute

2011

Average scores across respondents

Base: All who have mobile connections in their name 2011
(n=213) 2007 (n=102)

B17b Could you please tell me what proportion of the national (local) calls will fall under these durations from fixed line?

Copyright © 2011 The Nielsen Company. Confidential and proprietary.
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Switching Experience i
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(

* Only 3% of businesses have ever switched of mobile service provider.

* The majority of businesses who have switched found changing the service provider was easy (71%).

* The main reason for switching was to reduce costs.

Reasons For Switching
Ever Switched Mobil rator itchi . .
er Switched Mobile Operators Ease In Switching (Choice Given Rank 1)
m Better range
of services
m Fairly eas 0 .
mYes y y 71% m Better quality
of service
mNo e
m Very difficult
mlLower
overall cost
29%
3%
Base: All Respondents 2011 (n=250) Base: Those who switched (7*) Base: Those who switched (7%)
B31. Now | wanted to know specifically for mobiles, has your company / site ever switched mobile operators?
B32. Please take a look at this card and tell me how easy was it for your company to switch to another mobile operator?
B33. You mentioned that you have switched mobile service providers. Please rank these reasons for your doing so? * Low Base

nielsen

Copyright © 2011 The Nielsen Company. Confidential and proprietary.



0
Switching Inclination — Mobile Services L
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84% of businesses are unlikely to switch from their current mobile service provider.

The primary reasons given for not switching are that they are happy with their current mobile service provider (71%) and

the impression that it is difficult to switch (21%), whereas in 2007 the main reason for not switching given by businesses
was they don’t want to change their number.

Likeliness to Switch

16%

Definitely/Will
Switch

Top Two Reasons for Not Switching from Current Mobile Service Provider

Base: Those who would not Base: Those who would not

178 54

m Might or might switch 2011 switch 2007
not switch
. . Don’t want to change the
Happy with current provider numbers
m Definitely
not/Wont Switch Difficult to switch to other atisfied currently wi

24%

provider existing provider

2011 2007

Base: All provided mobile phone by companies
2011 (n=213), 2007 (n=102)

—

B25b. How likely is company to switch the mobile service provider?
B27. You mentioned that (OPTION CODED FOR MOBILE IN B25b) for mobile. Please tell me why do you say so?

nielsen
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) . u*
Mobile Value Added Services S

* Bulk SMS (44%) and International roaming (42%) are the main value added services used by businesses.

* There has been a significant increase in the use of bulk SMS, voicemail and SMS bill payment since 2007.

* Bulk SMS is significantly used by large businesses (67%) compared to medium and small sized businesses.

Mobile VAS used

Bulk SMS
International Roaming
SMS 50%

Voicemail

Conference calls

m2011 m2007

0,
SMS Bill Payment 20%

Base: All Companies who have mobile connections in their name 2011 (n=213), 2007 (n=102)

B12. For mobiles owned in your company's name, please tell me which value added services does your company use on a regular basis?

nielsen
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Mobile Expenditure e

/4

* National calls represent 80% of total mobile spend by businesses.

* Average monthly spend on mobile services has decreased since 2007 as competition intensifies between mobile services
providers, with the greatest expenditure reduction experienced by large businesses.

Mobile Phone Expense (proportion for
Inter/National Calls)

Average Monthly

Mobile Spending Total Less than 20 20-99 100+
Employees Employees Employees
Base-2011
m National calls 250 113 73 64
expenses
Average spend (BD)
298 142 242 586
m International
calls expenses Base-2007 159 66 65 28
A d (BD
verage spend (BD) |, 200 300 970

Base: All Respondents 2011 (n=250)

B14. What percentage of the total telecoms spend from mobile phones is on National and International Calls?
P4b. Could you please tell me what is your average monthly spend on Mobile?

nielsen
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Satisfaction with Mobile Service ..

Telecommunications Regulatory Authority

/4

* Majority of businesses are satisfied with their overall level of mobile service, but satisfaction levels were lowest for

customer care and operator response when dealing with problems.

- However, satisfaction with overall mobile services has decreased since 2007 (77% of businesses were satisfied
with the overall service level in 2011, compared with 90% in 2007).

Satisfaction with Mobile Service

3 AL AR DA A A

B Very Satisfied

51% 40% o, 34%
64% o, 54% 56%
Fairly Satisfied I 65%  48% 8% 48y 37%  44% 47% a7% 48%
i 3% 39% 19%
Neith tisfied 27% » 12%
either satisfie o 20% ° o 15% ¥
nor dissatisfied =~ 2% i . 15% 13% 20% 3% 21% 8% 25% 22% > I I I
% 5%
M Not satisfied 2011 | 2007 | 2011 | 2007 | 2011 | 2007 | 2011 | 2007 | 2011 | 2007 | 2011 | 2007 | 2011 ‘ 2007 | 2011 ‘ 2007 | 2011 ‘ 2007
Overall service Range of Service Quality of No. dropped | Customer care | Response of | SMS Charges National Call
level services availability service calls service Tariffs
providers when
dealing with
problems

Base: All companies who provide mobile phones to staff — 2011 (n=213), 2007 (n=102)

B24. How satisfied are you with the following elements of your mobile service?

nielsen
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Summary of Mobile Phone Service o

e The proportion of businesses who provide mobile phones to employees has increased by more than
30% since 2007, with all large businesses providing mobiles to their staff.

e Mobile workforce is the main reason for using mobile phones (42%) closely followed by expenditure
control (37%).

e The number and duration of national calls made from mobiles have increased since 2007, with more
than 60% of businesses making more than 50 calls per day.

e Only 3% of businesses have ever switched their mobile service provider, primarily to reduce costs.

e More than 80% of businesses are unlikely to switch, primarily because of satisfaction with their current
mobile service provider.

e Bulk SMS (44%) and International roaming (42%) are the main value added services used by businesses.

e National calls represent 80% of total mobile monthly spend. Average monthly expenditure on mobile
services has decreased by almost 30% since 2007.

e The majority of businesses are satisfied with their overall level of mobile service, but satisfaction levels
were lowest for customer care and dealing with problems.

nielsen

Copyright © 2011 The Nielsen Company. Confidential and proprietary.



3. Telecoms Services

Telecommunications Services for Businesses




Options used to make International Calls

Fixed line-Direct IDD (92% of businesses) & Mobile — Direct IDD (78% of businesses) are extensively used to make
international calls, followed by Fixed line-using Prepaid cards (47%) & Mobile-using Prepaid cards (44%).

63% of international calls were made by either Fixed line-Direct IDD or Mobile — Direct IDD.

The proportion of international calls made by prepaid calling cards has increased significantly from 7% in 2007 to 19%
in 2011.

| 2011 | | 2007 |

Fixed line - direct IDD calls using your main service
provider

Mobile - direct 1DD calls - |1 - 15
Fixed line using prepaid calling cards || GGG ;>

[ ]

11 4
Mobile - using prepaid calling cards ||| GcINGNGNGEGE -/ 5 5
Fixed line - pre-selected carrier (using another
}line - pre-sele USINg anoiner | 1o
service provider using an auto dialling facility) | 5 | 4
VolP through a computer, irrespective of how the call
. I
is completed 5 -

VolIP through a telephone ||| |G 30 | 4 | | ] |

IPLC/LAN—ZS% s 1 - ]

Base: All Respondents 2011 (n=250), 2007 (n=138) Average scores across respondents |

B6a. Which of these methods does your company use to make international calls?
B6b. Thinking about the international calling methods you mentioned, please indicate the proportion of calls made through each of these?

nielsen
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International Call Service Provider R

Telecommunications Regulatory Authority

f

* Batelco is used by the majority of businesses (90%) for making International calls.

International Call Service Provider

1% 2% 1% 4%
— I
Batelco Mena Lightspeed Kalaam 2Connect Others

seemmemesmnese
—

B20. Now tell me which of the following operators provide originating (outbound) international direct dial call services to your office / site?

nielsen
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Important Factors for making International Calls L

Telecommunications Regulatory Authority

* The most important factor for choosing how to make international calls has not changed since 2007.

- 59% of businesses ranked charges as the most important factor when choosing the method for making international
calls.

mRank-1 m®mRank-2 mRank-3

Charges 2011 Charges 2007 Convenience 2011  Convenience 2007 Quality of Service Quality of Service
2011 2007

Base: Total 2011 (250), 2007 (n=138)
B19. Please see this card. This card has some factors which are important while making international calls. Please rank them as per their importance to your company when it comes to
making international calls?

nielsen
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Number and Duration of International Calls made S

nmunications Regulatory Authority

More than 40% of businesses make more than 50+ international calls per day.

Most of international calls are made from fixed lines.
Number of international calls has increased significantly (by more than 150%) since 2007.

The duration of calls has also increased, with the majority of international calls (66%) lasting for more than 3 minutes.

Number of International Calls J { Duration of International Calls

0
m More than 100 calls 43% 41%
51-100 calls m More than 10
m Upto 50 calls minutes
=il 40% 37%
®m More than 3
minutes up to 10
A0/ 10% 11% minutes

Fixed-to- Fixed-to- Mobile-to- Mobile-to- 1to 3 minutes
Fixed Mobile Mobile  Fixed Line
Average number of international calls made daily = Less than 1
Fixed to Fixed to Mobile to Mobile to minute
Fixed Mobile Mobile Fixed
2011 124 124 91 104 194
2007 37 37 34 34 2011 2007

Base: Total 2011 (250), 2007 (n=138)

B16. Now | would like to know the number of international calls made through fixed line and mobile ?
B21. Could you please tell me what proportion of the international calls will fall under these durations?

nielsen
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Destinations of International Calls st rin s

tions Regulatory Authorit

* KSA (75%) followed by UAE (73%) are the most common called countries since 2007.

- However, the proportion of businesses calling UAE has decreased from 84% in 2007 to 73% in 2011.

Top 5 Countries Called
84%

75% 73% 73%

°2% 49% 48%

34%
I I i I ]
2011 ‘ 2007 2011 2007 2011 2007 2011 2007 2011 ‘ 2007
KSA UAE India Kuwait Qatar

B22. Could you please tell me which countries do you call regularly?

nielsen
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Satisfaction with International Call Charges B

Telecommunications Regulatory Authority

» Satisfaction with international calls charges has improved since 2007. More than 50% of businesses are satisfied with

international calls charges

Satisfaction Level — International Call Charges

W Very Satisfied 19%

M Fairly Satisfied

35%
20%

Neither satisfied nor dissatisfied

W Not Satisfied

Fixed Line

B23. How satisfied are you with the following elements of your fixed line service?
B24. How satisfied are you with the following elements of your mobile service?

nielsen
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Summary of International Calls o

nielsen

Fixed line-Direct IDD (92% of businesses) & Mobile — Direct IDD (78% of businesses) are
extensively used to make international calls. Prepaid calling cards have become
increasingly important, accounting for just under 20% of international calls made by
businesses in 2011.

90% of businesses used Batelco for making international calls.

Price is the most important consideration when making international calls, with 59% of
businesses ranking charges as the most important factor when choosing the method for
making international calls.

More than 40% of businesses make 50+ international calls per day, with most calls made
from fixed lines.

KSA (75%) followed by UAE (73%) are the most commonly called countries.

Satisfaction with international calls charges has improved since 2007. More than 50% of
businesses are satisfied with the price they pay for international calls.

Copyright © 2011 The Nielsen Company. Confidential and proprietary.
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“
Access to Internet S

Telecommunications Regulatory Authority

/

* Internet is essential for the exchange of information in today’s business environment.
87% of businesses have internet access in their offices.
- Almost all medium and large businesses have internet access.

* National data services are important to businesses with 45% of businesses having a LAN connection and 40% of businesses

having a national leased line service.

Internet Access In Office Internet Connection Type

3%

LAN Connectivity

National Leased Line

ISDN
ATM
97% 98% Frame Relay
GMPLS
MPLS VPN
IPLCs
‘ ‘ X.25
Total Less than 20 20-99 100 & +

Employees Employees Employees International LAN Frame Relay
EYes mNo International LAN/WAN ATM

Base: All Respondents 2011(n=250), less than 20 employees
(n=113), 20-99 employees (n=73), 100 + employees (n=64) Base: All Respondents 2011(n=250)

Q2a. Do you have internet access in your office?
C4. Please specify which data services your company subscribes to?

nielsen
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Broadband Connections S

/
* Of those businesses with internet access, 98% use fixed line Broadband while 53% use Mobile Broadband.

* 41% of businesses with internet access subscribe to a broadband service with a speed of 1Mbps, followed by 30% of

businesses with a 100Mbps service.

Internet Speed Type of Internet Connection

Base: All
Respondents who 41% 059
have access to net (0)
2011 (n=218), 2007

(n=102)
30%
27% 27%
21%
14%
12% I

512kbps 1Mbps 2Mbps 4,8 or 20 Mbps 50 Mbps 100 Fixedline Broadband Mobile Broadband
or less 10Mbps Mbps

53%

Q6.Which of these type of internet access services do you use at your office?
Q8a. How many individual broadband connections to the internet do you subscribe currently ?

niclsen
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Web Presence e

Telecommunications Regulatory Authority

The majority of businesses have a web presence, with 98% of large businesses and 89% of medium businesses having a

website.

Providing general information about the organization is the most common facility offered on the website (75%).

Personalisation of content for

20% repeat visitors
Online ordering/ reservation/
booking - 17%

89% 980 Onli t
( nline paymen

80% pay
Job Ads or online job application
Total | 20 or Less | 20-99 100 & + Product catalogue or price list

Employees Employees Employees
mYes ENoO General information about the
Org.

Base: Total (n=250), 20 or Less employees (n=113), 20-90 employees
(n=73), 100 + employees (n=64) Base: Those who has website Presence (n=200)

QO9a. Please tell us if your business has any kind of web presence. That includes a website, homepage or presence on another entity’s website....?
Q10a. Please indicate which of the following facilities is offered by your organisation’s website ?

nielsen
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Internet Security e

lecommunications Regulatory Authority

* Internet security is an important consideration for businesses.

- 86% of businesses have “Virus Checking and Protection Software”, 63% of businesses use Firewalls, and only

49% have secured servers.

— Large businesses are very concerned with internet security as they deal with large volume of data.

Internet Security Facilities

Less than 20 20-99 100+
33% Employees Employees Employees
Base 113 73 64
Virus Checking or
63% — 73% 97% 97%
Protection software
Firewall 58% 64% 70%
Virus checking Firewalls Secure server
or protection Secure Server 40% 55% 58%

software

Base: All Respondents 2011 (n=250)

Q3. Which of these internet safety facilities are being used in your company?

nielsen
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Internet Activities R

Telecommunications Regulatory Authority

* The most common uses of internet are sending and receiving emails (77% of businesses), sourcing information from

government organizations (46%), and interacting with government organizations (44%).

Sending or receiving e-mail
Getting information from general government organizations
Interacting with general government organizations

Getting information about goods or services

Internal or external recruitment

Internet banking

Telephoning over the Internet/VolP or using videoconferencing
Providing customer services

Submitting information as part of an administrative procedure...
Posting information or instant messaging

Submitting proposal in public electronic tender system
Accessing other financial services

Placing orders over the internet

Staff training

Receiving orders over the internet

Videoconferencing over the Internet

Delivering products online

Other activities

i Base: All Respondents who have access to net 2011 (n=218)

Qb5a. Please look at this card and tell us which of the following internet activities are undertaken in your organization?

nielsen
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Satisfaction with Business Broadband Operator u««‘mw

!

» Satisfaction with internet services has improved in most areas, with 75% of businesses satisfied with overall service levels
(up from 70% in 2007). However, satisfaction levels are very low for Response of Operator and Customer Care.

» “Discounted Price” is still the main suggestion proposed by business customers (66%).

m Very Satisfied
m Fairly Satisfied
m Neither satisfied no
dissatisfied
m Not satisfied
mNo Response .
5% 4% 4% 20y 5% 5% 4% 5% WA 4%

2011 ‘ 2007 | 2011 | 2007 | 2011 ‘ 2007 | 2011 | 2007 | 2011 | 2007 | 2011 | 2007 | 2011 | 2007
Overall service Rangeof Quality of Effective speed| Response of | Customer care Charges
level services service of connection service
operators
during
problems

Base: Those who have subscribed broadband to LAN/PDNS —2011(n=125)

2007

Suggestions for improvement of broadband service Discounts on Prices 46%

Good Speed

25%

C7. How satisfied are you with your current business broadband operator for the following?
C8. Is there anything that you would like to see changed or improved for the broadband service?

niclsen
Copyright © 2011 The Nielsen Company. Confidential and proprietary.




- . . .
Subscription to National and International Data Services e

43% of businesses subscribed to other services such as national Only 11% of businesses subscribed to international

leased line, LAN connectivity services or MPLS VPN services. data services such as international leased line, GMPLS,

,, : international LAN or international IP VPN.
The majority of them are subscribed to less than 10Mbps

The majority of them are subscribed to less than

10Mbps
Subscription of National Data Services Subscription of International Data Services
m10Gbps 10Gbps
1Gbps
P m1Gbps
m500Mbps
m500Mbps
m100Mbps
m10Mbps
m10Mbps
_ m 2 Mbit/s -
® 2 Mbit/s - less than mYes mNo
less than 10Mbps
10Mbps Base: All Respondents 2011(n=250)
mless than mVYes mNoO mLess than
2Mbps 2Mbps
\ Base: Those who subscribed to services (n=108)  Base: All Respondents 2011(n=250) Base: Those who subscribed to services (n=27)

C10. Do you purchase or have subscription of any of these? X.25, ATM, Frame Relay, national leased line services, LAN connectivity services, or MPLS VPN services?

Clla. You mentioned that you purchase or have subscription to at least ...... Can you please let me know the various speeds you have subscribed for these services. You can mention
altogether by including all the various services?

C15. Do you purchase or have subscription of any of these services such as Int. leased line services, GMPLS, Int. Frame Relay, Int. LAN/WAN ATM or int. IP VPN ?
Cl6a. You mentioned that you purchase international ........ how many circuits you have for these?

* Low Basg

nielsen
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Summary of Internet/Data Services

YWl sl Gys
Telecommunications Regulatory Authority

nielsen

Internet is essential for the exchange of information in today’s business environment,
with almost all medium and large businesses having access to the internet.

National data services are important to businesses with 45% of businesses having a LAN
connection and 40% of businesses having a national leased line.

The majority of businesses have a web presence, with 98% of large businesses and 89%
of medium business having a website.

Internet security is an important concern for businesses for the secure exchange of
information. 86% of businesses use ““Virus Checking and Protection Software” for
internet security.

Of those business accessing the internet, the majority (98%) use a fixed line broadband
service, 41% subscribe to a broadband connection speed of 1Mbps and 53% have a
mobile broadband subscription.

Sending or receiving emails is the most common internet activity used by businesses.

The majority of businesses are satisfied with internet services (i.e. overall services; range
of services quality of services and charges). However, they are less satisfied with
operator response and customer care.

Copyright © 2011 The Nielsen Company. Confidential and proprietary.
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TRA - Awareness s s

communications Regulatory Authority

* Almost half of businesses are aware that Bahrain has a Telecoms Regulator, with a similar proportion aware of the

Telecommunications Regulatory Authority (TRA).

* The awareness level is significantly higher among larger businesses.

Awareness of any Telecoms Regulator Ever Heard About Organization

0
63% 52%
= No mNo
Y [ ]
mYes 37% ik ves 35%
WS eSS MEm Ay | A0k D < Total  Less Than20  20-99 100 & +
Employees Employees Employees Employees Employees Employees
Base: Total 2011(n=250), Less than 20 employees Base: Total 2011(n=250), Less than 20 employees
(n=113), 20-99 employees (n=73), (n=113), 20-99 employees (n=73),
100 & + employees(64) 100 & + employees(64)

—

QTO. Have you ever heard about any telecoms regulator in Bahrain?
QT5. SHOW LOGO CARD Now tell me have you heard of this organization before?

nielsen
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Source of Awareness S

Telecommunications Regulatory Authority

e The main source of awareness of TRA is still through newspapers (71%).

Source Of Awareness

56%
39% 38% 36%
0,
216 2% 19%
0,

4% 5% . 2% 2%

— I
2011 2007 2011 2007 2011 ‘ 2007 2011 ‘ 2007 2011 ‘ 2007 2011 2007
Newspaper Internet Friends & Billboard Radio TV

Relatives

Base: Aware of TRA— 2011 (n=116), 2007 (n=48)

QT5. SHOW LOGO CARD Now tell me have you heard of this organization before?
QT6. Could you please tell me through which source have you heard of Telecommunications Regulatory Authority (TRA)?

nielsen
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TRA’s Logo Awareness B

Telecommunications Regulatory Authority

TRA’s new Logo was recognized by 21% of businesses (compared with 30% in 2007).

Only 2% of businesses correctly identified the logo as belonging to TRA.

2011 2007

m Have seen

this logo but 70%
Not TRA's
logo mYes
CO rrectly I
specified it as No
TRA's logo | iis

/ ;

N s

Have not Seen /T i
this logo ol Reaeoy

HRHRAIN Alm]ﬂbf

2%
Base: Total— 2011 (n=250), 2007 (n=159) Base: Total- 2011 (n=250), 2007 (n=159)

QT1. Please see this card and tell me whether you recall seeing this logo?
QT2. You've said that you have seen this logo,; could you please tell me which organization has made this logo?
BASE FOR QT2 IS VERY LOW TO BE REPORTED IN CHART.

nielsen
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Awareness of TRA’s Advertisement e

* Only 14% of businesses have seen the advertisement.

* Only 2% of businesses have correctly identified the advertisement as being TRA.

Advertisement Awareness
Advertisement Shown

H Have seen
this logo but
Not TRA's
logo
Correctly
specified it as
TRA's logo

Have not Seen \_/

this logo 204

Base: Total- 2011 (n=250), 2007 (n=159)

QT1. Please see this card and tell me whether you recall seeing this logo?
QT2. You've said that you have seen this logo,; could you please tell me which organization has made this logo?
BASE FOR QT2 IS VERY LOW TO BE REPORTED IN CHART.

nielsen
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TRA — Website .

Telecommunications Regulatory Authority

The level of awareness of the TRA Website has increased from 19% in 2007 to 41% in 2011.

e Of those businesses who had heard about TRA’s website, 38% had visited the website. Most of those found the website to
be easy to navigate and contains useful and relevant information.

Heard about Website Ever visited Website (2011) Experience of visiting Website
Very Good
44%
m Neither
0
59% Good nor
Bad
Yes ENO | = mVery Bad
mNo '
mNo
Yes Response
O T
19% Ease of Useful & Overall Look
Navigation Relevant  and Feel of
2011 2007 Information the Website
Base: Aware of TRA— 2011 (n=116), 2007 (n=48) Base: Aware of Website— 2011 (n=48) Base: Those aware of TRA Website 2011(n=18)*

QT8a. Have you heard of Telecommunications Regulatory Authority 's website?
QT8b. Have you ever visited Telecommunications Regulatory Authority's website?

QT8c. How would you describe your experience of visiting the TRA website on a 5 point scale, 5 being very good and 1 being very bad. * Low Base

nielsen

Copyright © 2011 The Nielsen Company. Confidential and proprietary.



ROIe Of RA O EEDPAL PN L § S Y
I Telecommunications Regulatory Authority

* The main roles of TRA that were recalled by businesses were to reduce the cost of telecoms services (35%) followed by to

manage telecoms services (31%).

Response on the role of TRA-2011

Eeduce the cost 35% I

Manage the telecoms service 31%
Authorization of telecoms service 6%
Take decisions of telecoms service 2%
Don’t know much about it 13%
Don’t know 13%
Response on the role of TRA-2007

Regulate rules of a telecoms companies 31%
It control charges 6%
They take care of our complaints 2%
Don’t know much about it 16%
Don’t know 17%

Base: Aware of TRA— 2011 (n=116), 2007(n=48)

QT7. And what do you think is the role of Telecommunications Regulatory Authority (TRA)?

nielsen
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TRA Activities S

Telecommunications Regulatory Authority

28% of businesses who have heard of TRA are aware that TRA consults with the public on regulatory issues. This

proportion has increased from 19% in 2007.

Of those businesses who are aware of TRA’s public consultation, 79% have not provided TRA with a submission, mainly
because they were not interested in the topics.

Awareness of TRA asking for Responses to Request For Reasons For No Response
comments on regulation issues Submission/Consultation (2011)

mNo Yes mNo
4% 8%
Yes E— ‘ I ‘
28% o .
19% Itis too [amnot My comments
Difficult Interested in won't have
2011 2007 the Topics Effect
Outcome
Base: Aware of TRA- 2011 (n=116), 2007 (n=48) Base: Aware of Comments Asked— 2011 (n=33) Base: Never Respond to Request-2011 (n=26%)

QT9. Do you know that TRA asks for comments from public on issues related to regulations?
QT10. Have you ever responded to any request for submission / consultation? * Low Base
QT11. You mentioned that you have never responded to a request for submission / consultation. Please tell me the reason for the same?

nielsen
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Summary of TRA Awareness & its Activities S

nielsen

Almost half of businesses are aware of the Telecommunications Regulatory Authority
(TRA), although there are relatively low levels of awareness among business of the TRA
logo and its advertisement.

Newspapers are the main source of TRA awareness.
The level of awareness of TRA’s Website has increased from 19% in 2007 to 41% in 2011.

“Reduction of the Telecoms Services Cost” and “Telecoms Services Management” are the
most common roles of TRA identified by businesses.

The proportion of businesses who are aware of TRA’s public consultation has increased
slightly since 2007.
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Conclusions
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Fixed Line Services

* The average number of fixed national calls made
by businesses has significantly increased
compared with 2007.

* The average duration of national calls made
from fixed lines has increased since 2007.

* For large & medium businesses, average
monthly expenditure on fixed line services has
decreased since 2007. However, the average
monthly spend by small businesses has slightly
increased, from BD200 in 2007 to BD220 in
2011.

* The majority of businesses are satisfied with
their overall level of fixed line services.

nielsen

Mobile Phone Services

The proportion of businesses that provide mobile
phones to employees has increased by more than 30%
since 2007, with all large businesses providing mobiles
to their staff.

The number and duration of national calls made from
mobiles have increased since 2007, with more than
60% of businesses making more than 50 calls per day.

Bulk SMS (44%) and International roaming (42%) are
the main value added services used by businesses.

Average monthly spend on mobile services has
decreased since 2007 as competition intensifies
between mobile services providers, with the greatest
expenditure reduction experienced by large businesses.

The majority of businesses are satisfied with their
overall level of mobile service, but satisfaction levels
were lowest for customer care and dealing with
problems.
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Conclusions
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Telecommunication:

International Calls

* Prepaid calling cards have become increasingly
important, accounting for just under 20% of
international calls made by businesses in 2011.

e More than 40% of businesses make 50+
international calls per day, with most calls made
from fixed lines.

+  KSA (75%) followed by UAE (73%) are the most
commonly called countries.

- Satisfaction with international calls charges has
improved since 2007. More than 50% of
businesses are satisfied with the price they pay
for international calls.

Internet and Data services

Internet is essential for the exchange of information in
today’s business environment, with almost all medium
and large businesses having access to the internet.

Of those businesses accessing the internet, the
majority (98%) use a fixed line broadband service,
and 41% subscribe to a broadband connection speed
of 1Mbps.

Sending or receiving emails is the most common
internet activity used by businesses.

Satisfaction with internet services has improved in
most areas, with 75% of businesses satisfied with
overall service levels (up from 70% in 2007).

TRA Awareness

« Almost half of businesses are aware of the Telecommunications Regulatory Authority (TRA), although there are relatively
low levels of awareness among business of the TRA's logo and its advertisement.

» The level of awareness of TRA's Website has increased from 19% in 2007 to 41% in 2011.

nielsen
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6. Appendix — Research Methodology




Research Design

SVl Wle ol i5d Ga

Telecommunications Regulatory Authority

(Target Respondent

Responsible for telecoms needs in the organization

(Decision makers or Influencers).

Following sectors were included in research:

Agriculture, hunting and forestry
Fishing

Mining and quarrying
Manufacturing

Electricity, gas and water supply
Construction

Wholesale and retail trade; repair of motor vehicles, motorcycles
and personal and household goods

Hotels and restaurants

Transport, storage and communications

Financial intermediation

Real estate, renting and business activities

Public administration and defence; compulsory social security
Education

Health and social work

Other community, social and personal service activities

Extraterritorial organizations and bodies

Government organizations, ministries J

j
Research Methodology

+ 250 Quantitative face to face interviews
across various industries were conducted
amongst the target respondents using a
structured questionnaire.

* Interviews were conducted in English /
Arabic as convenient to the respondent.

« Interview length was approximately of 25-
30 minutes.

* Field work timing: Sep/Oct 2011.

nielsen
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Sample Profile — Industry-wise e
/ NUMBER OF EMPLOYEES SAMPLE SIZE 2011 SAMPLE SIZE 2007 \
Wholesale & Retail 85 25
Construction 37 23
Manufacturing 32 21
Real Estate 21
Govt. Org. 19
Other (Social & Personal Services) 15
Hotels and restaurants 13 32
Transport, IT & Communication 7 6
Fishing 6
Financial intermediation 5
Education 3
Health and social work 2 5
Agriculture 1
Utility 1
Public Administration 1
Extraterritorial organizations and bodies 1
Financial, Insurance, Real estate & Business services 33
Business Services (Ad agencies / Consultants) etc 14

Others 1

& TOTAL ESTABLISHMENTS 250 159
r .
| /
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Respondent Profile — Company Size e

a

NUMBER OF EMPLOYEES SANI;:flSIZE SAMZI:;E;SIZE

Less than 20 Employees Small Businesses 113 666

J |
20-99 Employees Medium Businesses 73 65

J |
100 & More Employees Large Businesses 64 28

L
TOTAL ESTABLISHMENTS ' F 250 F 159

nielsen

Copyright © 2011 The Nielsen Company. Confidential and proprietary.



Respondent Profile - Annual Turnover

Less than 20

Mean scores in 000s e 20-99 Employees 100+ Employees

Base: Total 250 113 73 64
Less than BD 120,000

27 34 23 20
BD 120,000 - BD 240,000

21 24 25 13
BD 240,000 - BD 600,000

10 10 10 13
BD 600,000 - BD 1,200,000

11 14 10 8
BD 1,200,000 - BD 3,000,000

11 9 15 9
More than BD 3,000,000

13 4 12 31
Mean (BD) 881,234 560,000 928,261 1,394,667

nielsen
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