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The Broadband Experience Scorecard project, designed and completed by Ovum, implemented a wide 
ranging and comprehensive program of research and analysis to develop deep insight into current fixed 
line broadband use by consumers in 30 countries.  The survey specifically examined what applications 
consumers actually use, and crucially, what they thought of their broadband experience using those 
applications. 

Coupling the consumer survey data with desk research and leverage of international data sets on 
broadband penetration and speeds, a set of regional scorecards was generated showing regional country 
performance. This white paper examines the scorecards as well as the broader insight generated by 
the consumer survey to highlight a number of key discoveries about the Global Broadband Experience. 
Further information and accompanying documents can be found at www.ovum.com/bes
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Executive summary

There are significant gaps in 
current customer experience. 
30% of customers churned in 
the last 12 months due to the 
desire for faster speed and 
better customer service.

Discovery
#2

10Mbps is the new 
minimum for quality 
broadband services. 

Discovery
#1

Customers in mature 
markets rate their network 
performance 10% worse 
than it actually is.

Discovery
#4

Discovery
#3

Video becomes the basic 
service. Nearly 80% and 50% 
of customers watch short and 
long videos frequently among 
the common applications.  

Discovery
#7

Discovery
#6

Discovery
#9

Video experience is 
not performing well 
in most (80%) of the 
surveyed countries. 

Customers use average 
of four (4) devices in 
the household in 
mature markets. 

Discovery
#8

The Best Network Experience is based on three core elements: 

Network performance: A stable and reliable network, waiting time (zero to 
maximum 3 secs), buffering (never to rare) and picture quality (excellent rating) 
+ 
Network speed: Minimum 10Mbps for Internet applications and SD video, 
50Mbps+ for UHD/HD video
+ 
Excellent customer service: Issue resolution at first contact, responsive service 
provisioning, activation and restoration

Discovery
#5

More than half of consumers 
are dissatisfied if the network 
response time is longer than 
3 seconds. Zero response 
(waiting) time is the 
customer’s desirable 
experience.

33% of customers claim that 
their broadband service didn’t 
meet their expectations based 
on the service they signed up 
for.

Figure 1: Key discoveries
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Broadband at the 
heart of socioeconomic 
growth

An information society where 

telecommunications and ICT both 

enables and accelerate social, 

economical and sustainable growth for 

all lies at the heart of the ITU’s Connect 

2020 Agenda. 

Much of the focus on broadband 

growth – and especially in developing 

nations – has been around mobile 

technologies. Mobile broadband 

services have been hugely successful 

in connecting millions to the Internet 

for the first time in an affordable 

manner. Fixed broadband also has a 

role to play in the global drive for a 

better connected world. High-speed 

broadband services can deliver many 

things to different people – some will 

benefit from access to healthcare, 

others will enjoy safer transport, 

profit from greater productivity or 

cherish improved education.  

The rise of fiber, advancements in 

last-mile access technologies such 

as G.Fast and upgrades to cable 

are bringing us to the evolutionary 

next step in fixed broadband – from 

today’s typical speeds of anywhere 

from 2-20Mbps to ultra broadband 

(UBB) where users will enjoy 80Mbps, 

100 Mbps, and in some cases gigabit 

per-second speeds – enabling a 

next-generation of high-bandwidth 

products and services to be delivered.

Targeting a compelling 
broadband experience

The targets set by Connect 2020 are 

ambitious (see Figure 2.1 Connect 

2020 graphic). Ovum’s projections of 

fixed broadband subscriptions suggest 

that by the end of 2019, 43% of all 

households will have access to a fixed 

broadband service (see Figure 2.2), 

although this figure will be much lower 

across developing parts of the world 

with household penetration expected to 

be less than 10% in Africa and below 

15% in central and southern Asia by 

2019. Conversely in West Europe and 

North America, four in five households 

will have access to fixed broadband. 

Whilst Connect 2020 has four main 

goals towards achieving socio-economic 

growth (see Figure 2.1), what should 

not be ignored is the importance of 

a good broadband experience.  Yes, 

governments and regulators must set 

clear connectivity targets and lower 

the financial and regulatory barriers 

to broadband access, but there is a 

challenge for ICT and telco leaders 

too – to create an online experience 

that is compelling in terms of content, 

but just as importantly in terms of 

performance. Results from our consumer 

survey of 15,000 fixed broadband users 

in 30 countries (see full analysis, page 

7) suggest that customers demand 

broadband speeds of at least 10Mbps, 

expect a reliable network that responds 

within three seconds and are increasingly 

willing to change service providers. 

A compelling broadband network 

experience requires:

•	Affordable broadband access across 

all countries supported by the 

adoption of national broadband 

policies;

•	Faster broadband speeds to meet 

the higher bandwidth needs and 

expectations of consumers;

•	A reliable broadband network that 

will allow consumers to do what they 

want, when they want, efficiently 

and without delay.

Consumers still suffer from expensive 

broadband services. According to our 

Broadband Experience Scorecards (see 

full analysis, page 18), fixed broadband 

affordability is holding back consumers 

in some of the least developed markets, 

such as India and Indonesia where 

household penetration is approximately 

6%. Regulators need to do more to 

ensure service providers bring down 

prices if the Connect 2020 target of 

broadband services costing no more 

than 5% of average monthly incomes in 

developing countries is to be met.

The result of greater service provider 

competition will be seen in the steep 

rise of fiber connections with access 

numbers set to jump by over 100% in 

The power of broadband

"QoE is all about speed 
and network / connection 
quality."

FBB service provider, SE Asia
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the next five years as carriers upgrade 

from DSL to keep up with cable players’ 

upgrades. Speed will continue to be a 

major weapon in the marketing wars 

between carriers with service providers 

fighting it out to meet customer 

expectations of high-speed broadband 

delivery. Our consumer analysis tells 

us that if service providers choose 

to ignore the currency of broadband 

speed, users will vote with their feet 

and take their business elsewhere. 

There is a certain inevitability towards 

the rise in use of video applications 

– our consumer survey confirms that 

this is not just limited to developed 

nations, but to developing markets 

too (see panel box). As broadband 

reaches the least developed markets, 

video will be used increasingly – as 

mobile technology has done – to 

support improving access to healthcare 

and education. And for the most 

adventurous governments, there is an 

opportunity for developing nations 

– not encumbered by legacy copper 

networks – to leapfrog technologies 

and invest directly in the most advanced 

fixed technologies available.

Creating a better 
connected world

A better connected world can only 

happen if governments, regulators and 

the ICT industry work closely together. 

Broadband connectivity is still far 

from being ubiquitous and our use of 

technology is still basic. There are a 

number of roles to play to get to this 

better connected world: for some the 

obligation is to lead and inspire action, 

for others it is to invest and innovate, 

or to act on and react to the benefits 

that connectivity will bring.

•	Governments and regulators need 

to encourage broadband market 

dynamism through their commitment 

towards competition and quality of 

service. A clear national broadband 

plan is necessary. 

Goal 1:
Growth Target:

55% of all households
with access to Internet

by 2020 

Goal 2:
Inclusiveness:

Target: 50% of households
to have Internet access

by 2020 

Goal 3:
Sustainability Target:
volume of redundant
e-waste to be reduced

by 50% by 2020

Goal 4:
Innovation & Partnership:

Target: Improved 
partnerships

from stakeholders

Connect 2020

 Figure 2.1: Connect 2020

Source: Ovum

59% of consumers in Vietnam and 55% of consumers in Thailand expect 
to spend more time watching short videos through their fixed broadband 
connection 

Over 80% of consumers in China and India would like to use their 
internet access to help monitor their healthcare

Over 80% of consumers in Indonesia and Philippines would like to use 
their internet access to help improve the education of their children.
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•	Service providers need to ensure that 

faster network speeds are available 

to all. This will not only protect them 

from losing business to competitors, 

but will spawn new revenue and 

service opportunities. 

•	Society needs to react to the power 

of broadband by transforming 

social services, such as education, 

healthcare, transportation and 

utilities. At a time when populations 

are growing, a robust broadband 

infrastructure can help to support 

increasingly fragile social services.
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Ovum’s fixed-broadband 
consumer survey

Ovum has developed and carried out an 

extensive and detailed consumer user 

survey of over 15,000 fixed-broadband 

users in 30 different countries over 

four geographical regions. Other than 

having to have access to a fixed-

broadband service at home, the sample 

matched as far as possible the standard 

demographic make-up of each county 

in terms of at least age and gender (see 

Figure 3.1). The survey also aimed to 

capture a fair representation in terms 

of area of residence. Due to both 

availability and affordability, it is worth 

noting, however, that in some of the 

The changing user experience

Area of residence

How they pay How they churn

Bandwidth

Bandwidth meets expectations
from purchase?

Connected devices

City center

In store Auto pay

changed or upgraded
service

Churned to get a faster,
more reliable service

City suburbs

Village

Rural/hamlet
Well below
expectations

Slightly below
expectations

Meets
expectations

Slightly above
expectations

Well above
expectations

Small town

Large town

-500kbps

500kbps
to 1Mbps

1 to
5Mbps

5 to
10Mbps

10 to
20Mbps

Desktop PC

Laptop

Tablet

Mobile device

TV

Game console

20 to
50Mbps

50 to
100Mbps

100Mbps+

$

4%

9%

15%

12%

12%

8%

7%

7%

39%

24%

5%

4%

58%

28%

72%

75%

42%

67%

25%

14%

12%

15%

9% 20% 12% 39%

8%

25%

47%

11%

8%

Figure 3.2: Fixed-broadband user infographic

Note: n=15,050

Source: Ovum

45-54 55+

35-4425-3416-24 Large townCity suburbsCity center

VillageRural / hamletSmall town

17%

22%

20%

16%

24%

39%

24%

15%

12%

4% 5%

Figure 3.1: Survey sample split by age and area of residence

Note: n=15,050

Source: Ovum
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more emerging broadband countries 

there is a more natural weighting 

towards more affluent respondents 

living in more urban areas. There is also 

a slight weighting towards younger 

segments in such countries.

Identifying the fixed 
broadband user

Demand for fixed broadband access 

is not influenced by age, gender or 

social class, although basic availability, 

overall affordability, and to some extent 

lack of technical knowhow does mean 

that some groups currently have to go 

without. For example, in Ovum’s survey 

85% of broadband users surveyed in 

emerging markets lived in urban areas, 

compared to 72% on average in highly 

developed countries, and only 60% in a 

country such as the UK.

Although demand for broadband access 

is fairly ubiquitous, not all broadband 

users are alike. Behavioral trends can 

differ significantly based on country 

of residence , local culture and other 

demographic characteristics. Just as an 

example, in countries such as Egypt, 

Thailand and the Philippines, the 

vast majority of people pay for their 

broadband service in person and mainly 

in cash. Such payment methods are 

relatively unheard of in most Western 

European countries where automatic 

monthly bank payments are far more 

common. Such differences must be well 

understood by service providers as they 

impact go-to-market strategy and as well 

as infrastructure and IT requirements. 

The broadband access network is only 

one factor that influences the overall 

broadband user experience. Range of 

content, type of applications, quality of 

the user-interface, core infrastructure, 

local regulations and of course the 

end user device all influence QoE. 

The device is important as not only 

do characteristics such as screen size 

/ quality, ease of use, portability, etc. 

impact the user experience, but to a 

certain extent it also influences the 

services to be delivered. Across all 

countries, younger users tend to have 

access to a wider range of devices than 

their older counterparts. Younger people 

also tend to be more mobile – even 

when using a fixed network. Over 75% 

of fixed-broadband users aged between 

the ages of 16 to 24, connect laptop 

PC and mobile handset to their fixed 

broadband home network – whereas 

people aged over 55 years of age are 

just as likely to use a desktop PC than 

they are a laptop and less than 50% 

connect a mobile device.

Having said this, broadband speed is 

still of vital importance to QoE and can 

differ significantly – normally based on 

geographical location and affordability. 

Of those people surveyed that claim to 

know what speed they are receiving at 

home, 52% in the lowest-developed 

broadband markets claimed to be on 

less than 5Mbps, in comparison to only 

17% in highly-developed countries. 

However, it is incorrect to assume that 

a user with an entry-level broadband 

service has more basic needs than those 

with access to high-speed networks. 

Although use of advanced applications 

does taper off with services offering 

below 10Mbps, demand for applications 

such as VoD is still relatively high even 

at the 500kbps level. Above 10Mbps, 

on average there is little change in 

the take up and usage of advanced 

broadband services such as watching 

or downloading films. The demand 

for high-quality video-enabled services 

is a key driver for greater bandwidth. 

As greater availability of high-speed 

broadband becomes available, the 

appetite for such bandwidth-heavy 

services is only set to increase.

In developed countries, whether through 

commoditization or a shift in marketing 

away from basic speed, or both, a 

disproportionate proportion (37%) of 

respondents do not know what speed 

they currently receive. This may suggest 

a certain level of satisfaction, i.e. it is so 

good it is no longer a concern. However, 

overall 33% of respondents, and this 

level was similar regardless of country or 

level of broadband development, stated 

that the speed they currently receive is 

below their expectation. 

Indeed, speed, followed by price 

continue to be the two main factors 

considered when choosing a broadband 

service provider. To get a better level 

of service is also still a key churn driver. 

Overall, just under 30% of respondents 

had changed service provider in the 
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past 12 months, and in 75% of cases 

the main reason for this change was to 

receive a more reliable service or higher 

speed service. In terms of rating their 

experience with their current service 

providers, speed and value for money 

remain the areas of least satisfaction 

(See Figure 3.4).

Key factors impacting 
the user experience

10Mbps is the turning point
Consumers find that services of 10Mbps 

and above provide a significantly better 

user experience than those below that 

speed. Although there are many points 

in the supply chain that can negatively 

impact the overall experience, having 

adequate and reliable broadband access 

is certainly essential to the end-user, 

and also of course one of the most 

‘visible’ causes of service issue. 

According to the survey results, a 

total of 40% of respondents claim to 

be on speeds of less than 10Mbps. 

Even in more developed regions such 

as Europe where NGA broadband 

network deployments  are common, 

the level is 25%. A significant number 

of broadband users therefore, even 

in so-called developed countries, are 

still receiving a less than satisfactory 

broadband experience.

Slow, unreliable broadband access can 

cause consumer frustration through 

applications being slow to respond, 

applications stop running or becoming 

disjointed, and picture / sound quality 

degrading. Although often isolated 

issues, they mount up to provide an 

overall level of dissatisfaction that 

eventually leads to customer churn.

3 seconds is the maximum 
delay 
Consumers have come to expect that a 

broadband enabled Internet is fast and 

responsive. Gone are the days of the 

old dial-up Internet where waiting was 

the norm and everything was charged 

0 10 20 30 40 50 60

Service installation and set up

Customer support

Billing accuracy

Billing transparency

Ease of payment

Value for money

Service reliability

Broadband speed

Overall NPS (%)

Figure 3.4: Overall service provider satisfaction ratings

Note: n=15,050

Source: Ovum
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FBB service provider, SE Asia
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by the minute. Today’s broadband 

users expect an almost instantaneous 

response from their Internet applications. 

Streaming content services are generally 

preferred to download services as long 

as the quality is good and the content 

starts to play quickly. 32% of streaming 

music application users rate their 

experience as excellent when the music 

starts instantaneously, this compares to 

only 18% of users that download music 

even when it takes less than a minute 

to download the song. 

Figure 3.6 illustrates that for services 

such as general Internet browsing, 

music streaming and short-form video 

applications such as YouTube, the end-

user’s satisfaction drops significantly the 

longer they have to wait for a response. 

Within 3 seconds and approximately 

50% of users class the level of service 

as at least ‘Good’. Longer than 3 

seconds then the level quickly drops 

below the 50% mark. 

There is a physical link between the 

speed of the broadband network and 

the time it takes for Internet applications 

to load / start as faster networks can 

simply shift more data within a given 

time.  This fact can also be illustrated 

through the consumer survey results. In 

Ovum’s survey, only 10% of respondents 

that have a 500kbps broadband service 

stated that a music stream would 

start instantaneously - 45% within 

three seconds. This compares to 35% 

and 70% respectively for respondents 

on 100Mbps. Given that the level of 

satisfaction drops quickly with waiting 

time, it follows that broadband users 

with higher-speed services will be more 

satisfied with their streaming services 

than those on lower speeds.

Picture quality and lack of 
buffering are vital
Long-form video places significant 

demands on the broadband network 

– especially HD video which requires 

a consistent bandwidth of at least 

5Mbps. Insufficient bandwidth can 

cause the quality of the picture to 

degrade or stop altogether. Service 

buffering, where the service pauses 

whilst content has to be downloaded 

into local memory, and poor picture 

quality can dramatically impact the 
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consumer’s perception of quality of 

experience (see Figures 3.7 and 3.8).

Ovum's survey suggests that, at below 

speeds of below 10Mbps, users see 

the level of buffering increasing to a 

point where 30% of users on speeds 

of 500kbps or less stated that they 

experience buffering on a regular basis 

(see Figure 3.9). Additionally, as access 

speed drops users see a degradation of 

picture quality with only 40% of users 

on speeds of 5Mbps to 10Mbps stating 

they have a good quality picture – 

dropping to 26% at speeds of 500kbps.

The graphs show that perhaps beyond 

10Mbps the impact of greater speeds 

start to tail off. This suggests that 

beyond a certain speed, users notice 

less difference in quality enhancement.  

As the quality of the Internet videos 

increase however, this will change. As 

the industry moves to higher and higher 

picture quality standards, then the 

network requirements to provide and 

maintain a good level of QoE will also 

need to shift.

Enhanced features improve 
the video experience
Attractive content and easy to use 

applications are always going to be 

essential elements of an Internet video 

service, but enhanced picture quality is 

the best way to improve any experience. 

Almost 25% of users that regularly 

(i.e. at least several times a week) use 

Internet video services (either streaming 

or download) stated that HD quality 

video does, or would, significantly 

improve their experience and just under 

20% stated that ultra-HD does, or 

would, significantly improve it (see Figure 

3.10).

The results are even more profound 

when focused on the younger heavy 

users, where HD and Ultra-HD are in 
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even more demand. In order to first 

differentiate, and then simply meet 

users’ everyday expectations. HD, 

gradually followed by ultra-HD, are 

therefore expected to become the norm 

for Internet video services.

Lower QoE means greater 
churn
In order to receive an overall better 

QoE, consumers on lower speeds are 

looking to churn their service providers 

in order to receive a better broadband 

service. Of respondents on speeds of 

less than 10Mbps, 66% are at least 

considering changing their service 

provider in the next 12 months (see 

Figure 3.11). 

The biggest driver for churn remains 

broadband speed – overall 57% of 

respondents that stated they are at 

least considering churning, claimed that 

they were doing so in order to receive 

a higher broadband speed (see Figure 

3.12). This is especially the case for 

consumers on speeds of 10Mbps or 

less. For consumers already on higher 

speeds, then value for money gradually 

becomes more important as they look 

to get that speed, but at a better price 

– although the search for yet higher 

speeds never really goes away.
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Young & urban in an 
emerging market

A typical 16-24 year old male fixed-

broadband user living in a city center of 

a developing market such as Vietnam 

or Egypt, is highly likely (66%) to have a 

broadband speed of less than 10Mbps 

– 50% will be on less than 5Mbps. They 

typically pay for the broadband service 

in cash, although coming from the 

wealthier segment of the population, 

a certain percentage do use automatic 

payment systems, either by via a bank 

account or credit card.

In terms of access they tend to be 

highly mobile – over 80% connect 

a mobile handset to the broadband 

network and a similar percentage also 

uses a laptop PC rather than desktop. 

Although few yet also own a tablet, 

the penetration of such devices in 

this segment is growing. Take up 

of advanced fixed devices such as 

smart TVs and next-generation games 

consoles remains low.

Like all members of the younger 

generations, this segment consists 

of heavy users of Internet services 

and applications. Over 85% listen 

to digital music and watch short 

movies from sites such as YouTube. 

A higher proportion (68%) actually 

download or watch full-length films 

/ TV programs over the Internet than 

their counterparts in highly-developed 

broadband markets, and 90% are 

active social networking users. Due to 

the lower network capability, however, 

such users are more likely to download 

content than stream it compared 

to those based in more advanced 

broadband countries. Over the next 12 

months, this segment overall expects to 

increase its use of Internet surfing and 

Internet media applications, especially 

video and music. In order to increase 

their usage and the QoE they receive, 

this segment is in search of higher 

broadband speeds, and are happy to 

change service providers to achieve 

this. 25% state that changing service 

providers in the next 12 months is a 

distinct possibility, and 17% claim it is 

very likely.

Over 55, living in a 
developed country

The majority (47%) of those over 

55 living in developed countries are 

unaware what broadband speed they 

receive at home. They are in general, 

however, satisfied with the performance 

of the broadband network compared to 

their expectations when they purchased 

the service, and 44% rate their 

broadband service provider as ‘Good’ 

or better in terms of broadband speed. 

They are also very loyal customers and 

the least likely segment to have recently 

changed their service provider.

In terms of use, the vast majority in this 

segment still access the Internet either 

via a desktop or laptop PC. Although 

access through tablets and, to some 

extent, connected TVs is growing, few 

connect their mobile phone or use 

other specialist devices such as a games 

console or e-book reader. Internet 

applications are largely restricted to 

general Internet surfing and email, 

Consumer profiles
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Figure 4.1: Expected change in usage of popular Internet applications

Note: n = 398

Source: Ovum
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although use of social networking, 

online shopping and short-form video 

are reasonably popular. Only 20% of 

respondents in this segment currently 

download or stream full-length TV 

programs / films.

Although for the majority, levels of use 

of Internet applications are unexpected 

to change, significant numbers expect 

to see their usage of media applications 

such as online video and gaming 

decrease over the next 12 months. Of 

the applications listed in Figure 4.2 only 

general Internet surfing is where more 

respondents expected to increase usage 

than decrease.

25-34 year olds living in 
a urban location

25-34 year-olds living in highly 

developed markets have one advantage 

over those living in urban areas in 

emerging markets – high-speed 

broadband. More than twice the 

percentage (65% versus 31%) of 25-34 

year olds in emerging broadband 

markets have a service of less than 

10Mbps compared to those living in 

highly developed markets. The segment 

living in developed countries therefore 

tend to be more satisfied with their 

service provider in at least the speed 

that they provide – only 36% of 25-34 

year olds in the emerging markets rated 
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Figure 4.2: Expected change in certain Internet applications over the next 12 month
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their broadband speed 'Good' or above 

for broadband speed, compared to 

52% for the same segment in highly-

developed markets.

In terms of devices, both segments 

have similar tastes in terms of the core 

devices, although those in developed 

countries have greater access to 

advanced connected devices such as 

smart TVs and next-generation games 

consoles, and both are already heavy 

users of Internet applications. Those in 

emerging markets are likely to see the 

biggest increase in their usage of media 

based applications (see Figures 4.3 and 

4.4) and are most likely to churn to a 

new service provider in order to receive 

a higher-speed broadband service.
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What makes the best 
consumer experience

Performance
Network performance is key for a 

good user experience. Consumers that 

use streaming media services tend 

to be more satisfied than those that 

rely on downloading media files as 

long as the media responds and plays 

quickly – certainly within three seconds 

but preferably instantly. Waiting for 

any type of service quickly leads to 

frustration and dissatisfaction, which in 

turn leads to customer churn. 35% of 

respondents rated a VoD service with 

zero buffering as excellent, but this 

level drops to only 10% once any form 

of buffering is introduced – even if it is 

only occasional. Broadband networks 

therefore have to be capable of 

transferring large amounts of data at 

a click of a button, and then maintain 

that session, at the same level of 

quality, until it is complete.

Once media is playing, any type of 

degradation of the service, whether  

a lag in gameplay, or bad sound / 

picture quality, has an impact on the 

overall experience. 14% of online 

gamers rated their experience as poor 

or very poor if they experienced even 

the occasional lag in their gameplay, 

this increased to 40% for those who 

experienced it on a regular basis. 

Similarly, Internet video users quickly 

become dissatisfied with any level of 

degradation in picture quality.

Level of service
Although not part a users’ normal 

daily activity, customer service around 

installation, billing and customer 

support are all vital elements to a 

service and certainly add to the overall 

service experience. As illustrated 

in Ovum’s survey, overall, service 

providers have worked hard to obtain 

a positive level of satisfaction around 

their customer support functions (see 

Figure 5.2). This is especially the case 

in mature markets where subscriber 

growth has saturated and competition 

for new customers is at its most 

intense.

Speed matters

Broadband speed is a fundamental 

part of any broadband service. It is 

commonly how services are marketed, 

priced, compared and judged. In 

countries with a relatively low average 

broadband speed, to obtain a higher 

speed is the number one reason to 

move to a new broadband service 

provider. Only in countries where 

high-broadband speeds are already 

common does value for money 

become the key reason to churn.

Although not the only factor, speed 

also certainly helps to provide a 

better user experience for Internet 

applications. If we take short-form 

video, such as a YouTube type 

The best broadband QoE

"Network performance 
or quality claims need 
to be clear from a real 
world perspective not a 
hypothetical or best in 
certain circumstances 
situation"

Regulator, SE Asia
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"Video is the most used 
service nowadays, so 
services like Netflix and 
YouTube are important."

FBB service provider, Americas
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application, as an example, Figure 5.1 

shows that a greater proportion of 

users with higher speeds perceive their 

short-form videos to start quicker than 

those on lower speeds. Almost 60% 

of consumers on 100Mbps perceive 

their video to start within 3 seconds, 

compared to approximately 30% of 

consumers on speeds of 500Mbps or 

less. As already discussed, delays in an 

application loading / starting or other 

forms of service degradation such as 

poor picture quality can significantly 

impact on the quality of experience of 

that particular application.

How it varies by 
consumer type and 
market

The broadband experience is not 

equal across countries, or across 

different segments in a single 

country. For example, the majority 

of broadband users in the UK pay 

for their broadband service through 

automatic bank transfer, whereas in 

emerging markets such as China and 

India it is more common to pay in 

person in cash, or over the phone. 

The experiences around bill payment 

are therefore naturally different. Other 

factors that can influence the overall 

customer experience are different 

levels of infrastructure investment, 

service and device affordability and 

availability, and level of service / 

application choice.

Location has a huge bearing on 

the level of service a customer may 

receive. Infrastructure investment in 

urban locations can differ significantly 

between urban and rural locations 

– especially, although not only, in 

emerging markets. This can mean that 

people in urban locations have more 

choice, more flexibility and even a 

higher-level of service than those living 

in more rural areas. 

Finally, different segment 

demographics lead to a natural 

difference in terms of their demands 

and expectations. The simplest, but by 

far from only, example is the difference 

by age group. Younger people tend to 

be heavier and more demanding users, 

meaning that their usage is higher and 

expectations greater. They are also 

more inclined to change their service 

provider regularly in search for a better 

level of service for a cheaper price. 

Conversely, older generations tend to 

have lower demands and expectations, 

and are more loyal customers. 

Impact of poor 
experience

Broadband speed and value for money 

remain the two most popular reasons 

to churn to another service provider. 

However, the level of experience 

encountered whilst using the 

broadband service can also influence 

the decision. Figure 5.3 shows that 

those users that experience a poor 

experience on certain key applications 

tend to be approximately twice as 

likely to be considering churning in 

the next 12 months than those that 

generally claim to receive a good 

experience.
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The countries included in the Global 

Broadband Experience Scorecard project 

were selected from four global regions: 

Europe, the Americas, Asia Pacific 

(APAC) and the Middle East & Africa 

(MEA). In addition to the consumer 

survey data, we collected information 

on network, market development and 

growth for each of these countries. The 

data for each country was assembled 

to create scorecards (see Figure 6.1). A 

summary of the results and discussion 

of their significance is provided in this 

section. The previous sections focussed 

on the major findings that emerged 

consistently from the country consumer 

surveys. These key messages reflect 

what the regions have in common. In 

contrast, this section focusses on how 

the regions and the countries within 

them differ. 

It is important to remember that the 

consumer survey data reflect the 

subjective experience of consumers. 

Therefore the survey data for each 

country depends not just on objective 

performance, but also on subjective 

experience and expectations. Where 

expectations are high (as in mature 

markets) scores will be lower, all 

other things being equal. Therefore, 

low overall scores may reflect either 

poor objective performance or high 

subjective expectations (or both). 

This must be remembered when 

interpreting the numbers, particularly 

when comparing mature and emerging 

markets. 

Regional Broadband Experience 
Scorecard comparison
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While the objective measures 

of performance around current 

connectivity and growth momentum 

broadly were as expected for each 

country’s level of development, the 

subjective measures from the consumer 

survey show the rise in usage of video 

as an everyday activity, which has 

significant implications for network 

demand and performance. 

Summary of survey 
findings

As discussed in the earlier sections, 

country data was collected in four 

categories, and is displayed in the 

figures below. The first two categories 

are “macro” measures based on 

objective data: the current state and 

usage of broadband networks (“current 

connectivity”), and growth in broadband 

speed and network penetration (“growth 

momentum”). These two measures 

are related, as growth on a logistic 

curve is maximum at medium rates of 

penetration. The final two are “micro” 

measures based on the consumer survey, 

and record subjective rating perceptions 

of network performance (“consumer 

network score”), and overall network and 

application service experience (“service 

and application experience”).

The scores for the four core variables by 

countries in each region are displayed in 

Figures 6.2 to 6.5. Higher percentages 

reflect higher performance. 

Regional comparisons

There are some significant differences 

in the performance of the four regions. 

Overall, Europe and achieved the highest 

average score, followed by Americas, 

and then Asia Pacific, and Middle East 

& Africa. This is broadly consistent with 

the number and development of the 

economies in each of the regions.

There were significant variations within 

the regions, which result from different 

levels of broadband development on 

the supply side and different levels 

of expectation and experience on 

the demand side. The pattern of 

difference varies between the four 

measures: current connectivity, growth 

momentum, consumer network score, 

and service and application experience.

Current connectivity
Current connectivity includes measures 

of both broadband usage and 

broadband network development. It 

is therefore a measure of broadband 

“penetration” where that includes both 

broadband uptake and intensity of 

use. Europe clearly led the regions for 
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current connectivity at a 71% score, 

followed by the Americas (59%), APAC 

(58%) and finally MEA (49%). 

European leadership was driven by 

high-performing countries such as 

France, Spain, Sweden and the UK 

which have high levels of high-speed 

infrastructure. In addition, Europe has 

few truly emerging markets. Eastern 

European countries such as Russia, 

Poland and Romania scored moderately 

well by global standards, which kept the 

regional average high. Scores for current 

connectivity in Europe ranged from a 

high of 87% to a low of 60%, a relatively 

narrow range compared to other regions.

In contrast, the other regions are more 

mixed in their levels of development, 

with significant numbers of emerging 

markets:

• In the Americas, the US and Canada 

performed strongly on current 

connectivity compared to the 

European average, but Mexico, Brazil 

and Argentina did less well, reducing 

the Americas average. Scores ranged 

from 84% down to 40%, considerably 

lower than the lowest European score.

• In APAC, Singapore, Japan and South 

Korea scored highly, but the average 

was reduced by low scores from 

India, Indonesia, the Philippines and 

Thailand. Others, such as Malaysia, 

China and Vietnam, were ranked 

between these highest and lowest 

performers. Scores ranged from 89% 

down to 29%, an even larger range 

than the Americas.

• In MEA, the results were more 

consistent, with UAE leading and 

Egypt scoring lowest. Scores ranged 

from a high of 60% down to 38%, 

which was more consistent than any 

other region.

Growth momentum
As mentioned earlier, growth momentum 

tends to be maximum at moderate rates 

of penetration, but slower at low and 

high rates of penetration i.e. before 

take-off and after saturation. Highly 

penetrated markets will normally have 

less growth, while high growth markets 

generally have moderate penetration.

It was therefore to be expected that 

Europe, which scored highest on current 

connectivity, would score lowest on 

growth momentum at 55%. In contrast, 

the highest scoring region for growth 

momentum was APAC (67%), followed 

closely by MEA (63%) and Americas 

(57%). Once again, the differences within 
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regions seem greater than the differences 

between them. 

Growth momentum in the Americas 

was driven by burgeoning markets 

Argentina (70%) and Brazil (73%). 

Scores ranged from Brazil’s 73% down 

to only 43% for Canada and 45% for 

the US, reflecting their mature market 

status. Mexico was in an intermediate 

position. 

The APAC and MEA regions, average 

scores were high:

• In APAC, scores ranged from 85% 

for Singapore, followed by 80% for 

Malaysia. Thailand and the Philippines 

fit the “moderate penetration” profile 

for maximum growth, but Singapore’s 

score is driven by major government 

investment. Japan is, by contrast, 

highly penetrated, similar to South 

Korea, both scoring 45%.

• In MEA, scores were scattered over 

a wide range from 90% for the UAE 

down to 45% for Saudi Arabia. The 

high UAE score was (like Singapore) 

driven by policy and operator 

initiatives to promote FTTH rollout, 

while Saudi Arabia’s low score reflects 

lack of investment, high prices, lack 

of ICT activity, and low bandwidth 

rather than low penetration (which is 

in fact higher than either South Africa 

or Egypt).

Consumer network score
The consumer network score records 

customer perceptions of network 

performance.  The best performing 

region for this measure was Europe, 

with an average country score of 88%. 

Americas scored an average of 59%, 

followed by APAC at 51%.

MEA was the poorest performer by a 

significant margin with a country average 

score of 39%.

This measure is based on customer 

surveys, and it has a subjective element 

reflecting the different perceptions 

of customers in different countries. 

This subjective element is powerful, 

reflecting concerns about network 

performance. Nevertheless Europe 

scores exceedingly well.

• In Europe, scores were surprisingly 

consistent, from 97% for Sweden 

and Romania, to 77% for France.

• In the Americas, scores ranged from 

a high of 86% for Canada down to 

only 37% for the Argentina.
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• In APAC, scores ranged from 83% 

for South Korea, and 88% for Japan, 

down to 31% for Malaysia and just 

20% for the Philippines.

• In MEA, there was less variation, 66% 

for Turkey down to 23% for S Africa 

and 20% for Egypt 

These results demonstrate that 

consumer views on the performance 

of their network do matter and 

reflect network investment as well as 

consumers' actual usage of applications 

in quite complex ways.

Service and application 
experience
This variable is less concerned with 

network performance than with 

“softer” issues around broadband 

customer service and actual application 

experience. The European region led 

on this measure with a country average 

score of 78%, followed by the Americas 

at 63%, the APAC region at 53%, and 

the MEA region at 44%.

The pattern of regional average scores 

for this measure was the same as the 

consumer network score. 

• In Europe, Sweden led with 94% 

followed closely by Romania at 93%. 

Most other countries scored in the 

middle range, except Italy at 48%, 

• In the Americas, the US and Canada 

scored highly with  92% each and a 

low score in Argentina (32%), with 

Brazil and Mexico in an intermediate 

position. This suggests that local 

factors such as the relative level 

of service culture are dominating 

perceptions and performance in these 

countries.

• The APAC region's scores were 

more moderate, the highest scoring 

countries were Australia at 78%, 

Singapore at 69% and South Korea 

at 74%, the lowest scoring was 

mature market Malaysia (31%).

• The MEA scores were low overall, 

though the high score was UAE 

(80%) bucks that trend. The lowest 

scores were Saudi Arabia (28%) and 

Egypt (20%). Again, these results 

may reflect differences in local service 

culture.

Regional assessments

Europe
Europe consists mainly of developed 

markets with relatively advanced 

broadband infrastructures. Of all the 
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regions, it had the most consistent 

underlying economic performance. 

These factors were reflected in 

Europe’s strong performance in current 

connectivity, where it scored highest at 

71%. 

It was therefore to be expected that it 

scored lowest on growth momentum, 

reflecting the maturity of its broadband 

markets.  Europe only scored 55% for 

growth momentum, reflecting slower 

progress towards a ubiquitous high-

speed broadband infrastructure. 

However, there were also variations 

within Europe. Current connectivity 

scores ranged from 60% for Italy up 

to 87% for Sweden, which was more 

consistent that other regions, but 

there were larger variations in growth 

momentum, ranging from 43% for Italy 

to 70% for Romania. These differences 

reflect different stages of broadband 

development in different country 

markets.

Europe scored strongly in the consumer 

network score, and in service and 

application experience, with countries 

tending to score well or poorly in both 

variables. Sweden scores consistently 

well (97% and 94% respectively), 

as does Romania (97% and 93%). 

Interestingly this trend is not followed 

by Germany with 94% and 77%, while 

Italy scores well in consumer network 

score at 80% but only 48% for service 

experience.

Overall, there is still scope for network 

investment in Europe to address unmet 

demand and there are clearly pockets 

of unmet demand and service needs.

The Americas
The Americas were more economically 

diverse than Europe. The highly 

developed markets, specifically the 

USA and Canada, had high current 

connectivity scores consistent with the 

most advanced European countries, 

while the more emerging markets did 

less well, with Brazil scoring 47% and 

Argentina scoring 40%. Overall, the 

Americas scored second for current 

connectivity out of the four regions.

Overall, Americas scored third on 

growth momentum of all the regions. 

The US and Canada scored low for 

growth momentum, while Argentina 

and Brazil (with low-to-moderate 

current connectivity scores by global 

standards) both scored better. Mexico 

was again in the middle position. 

The Americas came second for 

consumer network score. Scores 

ranged from a high of 86% for Canada 

down to only 37% for the Argentina. 

It was a similar picture for service and 

application experience in terms of 

pattern of scores.

Overall, the Americas cover a range of 

economic development, and there is 

clearly room for improvement. While 

Canada and the US general perform 

well, other countries require further 

investment in both the network and in 

customer service. 

Asia Pacific
The Asia Pacific (APAC) region was 

the most economically diverse of the 

regions examined, and had the largest 

number of countries. Overall, it came 

third in the current connectivity ranking 

(just behind Americas), reflecting the 

mixture of developed and emerging 

markets. Current connectivity scores 

ranged from 89% down to 29%, 

a very wide range. As would be 

expected, it also scored moderately 

for growth momentum on average, 

though individual countries varied 

widely again, with the strongest 

growth performances from moderately 

penetrated markets and slower growth 

in both laggard and advanced markets.

APAC scored third out of the regions 

for consumer network score. The wide 

variation in connectivity and growth 

was also reflected here, with scores 

ranging from 83% for South Korea 

down to just 20% for the Philippines. 

Finally, APAC also scored third out 

of the four regions for service and 

application experience. As with the 

other regions, the highest scoring 

countries were Australia, Singapore and 

South Korea, while the lowest scoring 

was Malaysia.

The APAC region performed moderately 

overall, reflecting the diversity of the 

region. There is still much scope to 

improve network infrastructure in the 

emerging markets, and to improve 

customer experience in the developed 

ones.

Middle East & Africa
The Middle East and Africa (MEA) 

scored fourth out the regions for 

current connectivity, by some margin. 

"It is clear that measuring 
end to end quality can 
be difficult as it depends 
not only on the network 
but also the content 
provider's infrastructure. 
As a result, we need 
broader measures that 
are more relevant to end 
customers, e.g. page 
download times [as 
opposed to latency, jitter 
etc..]"

Regulator, SE Asia
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But it had the most consistent current 

connectivity scores for any region, 

ranging from 60% to 38%. This 

reflects the overall level of economic 

development. However, growth 

momentum was better at 63% overall.  

There was greater variation in consumer 

network scores (from 20% to 66%), but 

MEA came in last of the four regions. 

It also came in last for service and 

application experience. High levels of 

customer dissatisfaction are in evidence 

except perhaps in UAE which performed 

well across all measures. 

MEA was the weakest performing 

region overall, though with the 

exception of the UAE  the country 

results were generally more consistent 

than those for the other regions. There 

is still considerable room for broadband 

growth in the MEA markets, but current 

connectivity is weaker than it could be. 

Both demand stimulation and network 

investment are required.

Conclusion

Several points emerge from these 

comparisons.

First, variations within regions are 

larger and more significant than the 

variations between regions. In every 

case, the range of scores within regions 

was significantly larger than the range 

of regional averages. This shows that 

country-level variables are driving a lot 

of the performance. 

Second, the current connectivity and 

growth momentum measures tend to 

correspond, suggesting that these two 

measures are related. Higher consumer 

network score generally leads to higher 

service and application experience. 
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Sweden Scorecard comment
Sweden was a strong performer in 

the most consistently strong region in 

the survey, and is in fact the strongest 

overall performer in our whole 

survey with an overall score of 88%, 

compared to the European average of 

74%. This was despite having only a 

moderate overall broadband household 

penetration. However, it scored strongly 

on all other Current Connectivity 

variables, particularly the proportion 

of fast broadband, international 

bandwidth, download bandwidth, and 

ICT activity (as measured by the number 

of IP addresses as a proportion of 

Internet users). Sweden also performed 

well on broadband affordability and the 

number of competitors in the market. 

Sweden performed strongly on Growth 

Momentum. It did well on IP address 

growth and had a particularly strong 

national broadband plan. Despite these 

advantages, overall subscriptions were 

growing at rates below the global 

average, consistent with its developed 

market status. The rate of migration 

to higher speed plans was moderate. 

However, it did well compared to other 

saturated European markets,

Sweden scored very strongly for 

consumer network score. On every 

variable, including satisfaction with 

broadband speed, and with web, 

music, gaming and video performance, 

Sweden scored in the top group in 

Europe and globally. Sweden was also 

well ahead of the regional average for 

Service and Application Experience, 

with a very strong performance for 

overall application experience, and 

a strong performance in broadband 

speeds meeting expectations, service 

installation and service reliability.

It is difficult to fault such a consistently 

strong performance. Service providers 

can take credit for investing in a 

network that yields the very high levels 

of customer satisfaction. The one area 

that might be termed disappointing is 

that household penetration stills stands 

at 67% while the rate of subscription 

growth is below the global average.  

However, this needs to be kept in 

perspective. Sweden is ahead of its 

targets in terms of meeting the EU 

broadband target to achieve access 

to 30Mbps broadband speed for all 

European households and provide 

100Mbps broadband network speed 

access to at least 50% of European 

households by 2020. It has set the 

target of achieving 90% coverage of 

100Mbps fixed broadband access by 

2020, and achieved 49% coverage of 

100Mbps fixed broadband access in 

2011. There is good reason to expect 

much higher rates of penetration in the 

medium term.

Country case studies

Demographics 2014

• Population: 9.6m

• Median age: 41

• Urban population: 85%

• GDP (per capita): US$58,164

• Household fixed broadband penetration: 67%

• cable modem household penetration: 13%

• FTTx household penetration: 27%

• xDSL household penetration: 26%

• Other broadband household penetration: 1%

• Ovum Broadband Development Index Ranking: 

• Global ranking: 12 (out of 191)

• Europe ranking: 4 (out of 52)
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Singapore Scorecard 
comment
Singapore emerged as the leading APAC 

country in our survey of broadband 

performance. What sets Singapore 

apart from other countries is that it 

achieved very high scores on both 

Current Connectivity and Growth 

Momentum. No other country in the 

region achieved this to the same extent.

Current Connectivity was driven 

by Singapore’s mature and highly 

penetrated market. Connections 

are dominated by fiber and cable 

modem technologies, and there is 

a very high proportion of customers 

on high speeds.  Singapore’s position 

as a major business and transport 

hub means that it also has abundant 

international connectivity and ICT 

activity (as measured by the number 

of IP addresses as a proportion of 

Internet users).  It also performed well 

on broadband affordability, and on 

telecommunications investment as 

a percentage of GDP. It only area of 

weakness was low competition, with 

the retail market still dominated by two 

major players (though this is changing).

Normally this profile would be 

correlated with low Growth 

Momentum. Although growth in total 

broadband connections was slow, it 

scored strongly in average speeds, the 

rate of conversion to higher speeds, 

and the rate of growth of IP addresses. 

This was driven by Singapore’s 

aggressive fiber rollout plans, with 

good cooperation between operators 

and government to extend FTTx 

infrastructure across the city-state.

This does not mean there is no room 

for improvement. Singapore’s score 

on Consumer Network Score and on 

Services and Application Experience 

was also well above the APAC average, 

but there were specific areas where 

customers expressed dissatisfaction. 

Problem areas nominated by customers 

included lag in web downloads, and 

buffering of short videos. There was 

also some dissatisfaction with service 

installation and reliability, and the 

experience associated with it was below 

the global average.

These areas of lackluster performance 

may associated with a longstanding 

duopoly in the Singapore broadband 

market. However, the IDA sought to 

promote the development of next-

generation access by conducting 

tenders for a next-generation national 

broadband network in 2007. The 

government offered US$801m (S$1bn) 

to build and operate an FTTH network, 

with structural and operational 

separation in passive and active network 

infrastructures respectively. A key 

motivation for this policy was to open 

up competition at the retail level, which 

Singapore’s weak wholesale market had 

not allowed.

This policy is having success, with a 

national network rolled out, and new 

entrants in the retail market putting 

new pressure on the incumbents to 

improve reliability and affordability. 

There is good reason to be optimistic 

about improvements in both Consumer 

Network Score and Services and 

Application Experience as competition 

forces all operators in the market to 

improve customer experience and 

service.

"Stable network is a very 
important user experience 

requirement."

Regulator, SE Asia

Demographics 2014

• Population: 5.4m

• Median age: 39

• Urban population: 100%

• GDP (per capita): US$55,182

• Household fixed broadband penetration: 118%

• xDSL household penetration: 17%

• cable modem household penetration: 39%

• FTTx household penetration: 61%

• Other broadband household penetration: 1%

• Ovum Broadband Development Index Ranking: 

• Global ranking: 2 (out of 191)

• APAC ranking: 2 (out of 43)
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Canada Scorecard comment
Canada is a fairly mature broadband 

market with a high level of household 

penetration and a high number of 

fixed broadband competitors (though 

some do not compete nationally). 

Despite performing strongly overall, 

Canada scored below the regional 

average in Growth Momentum. Its 

regional leadership was due to strong 

performances in Service and Application 

Experience, Current Connectivity, and 

particularly Consumer Network Score.

The Current Connectivity score was 

driven by very strong performances 

in number of competitors, overall 

broadband penetration, affordability, 

investment levels, international 

connectivity, and ICT activity (as 

measured by the number of IP addresses 

as a proportion of Internet users). 

However, the share of fast broadband 

services was only average, consistent 

with disappointment about available 

broadband speeds, as discussed below. 

In contrast, the low Growth Momentum 

score was driven by slow growth in 

overall subscriptions, slow migration 

to fast broadband subscriptions, and 

slow growth in IP addresses. Only in 

the quality of its national broadband 

plan did Canada score near the global 

average.

The Consumer Network Score results 

were very strong, but also consistent 

with a market that wants more fast 

broadband.  While there was strong 

satisfaction with time to download web 

pages, and performance for music, 

games and video, satisfaction with 

available bandwidth was only moderate, 

suggesting that customers want to do 

more with their broadband services.

This is a warning to Canadian operators. 

However, it was balanced by a very 

strong across-the board performance 

for Service and Application Experience. 

Customer want more speed, but at 

least they agree strongly that they are 

delivered the speeds that are promised. 

Service connection experience and 

service reliability were very strong, 

indicative of a strong service culture 

amongst operators. Application 

experience was also very strong by 

global standards.

Despite the overall strong performance, 

there is a hunger for bandwidth.  

However, there are grounds for 

optimism. Several operators are 

expanding the coverage of FTTP in their 

footprints:

• In December 2014, Bell Aliant 

announced it passed its 2014 goal of 

1 million homes and businesses with 

FTTP service. Bell is continuing to 

invest in extending both wireline and 

wireless broadband services.

• In April 2015, Telus announced 

investments to expand its FTTP 

footprint in Alberta and Quebec.

• Also in April 2015, Sasktel said it 

is investing in expanding FTTP to 

27,200 more homes in Saskatchewan 

this year; the company added 22,700 

homes to its FTTP footprint last year. 

• Sasktel’s broader investment plan, 

announced in 2012, is to cover 

100% of the homes it serves in the 

nine major cities in Saskatchewan by 

2020.

"Gaming – RTT – must be 
less than 20ms for cloud 

based gaming."

Network equipment industry, 
Americas

Demographics 2014

• Population: 35m

• Median age: 40

• Urban population: 81%

• GDP (per capita): US$44,586

• Household fixed broadband penetration: 85%

• xDSL household penetration: 40%

• cable modem household penetration: 40%

• FTTx household penetration: 4%

• Other broadband household penetration: 1%

• Ovum Broadband Development Index Ranking: 

• Global ranking: 10 (out of 191)

• Americas ranking: 2 (out of 37)
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Canada is a very strong broadband 

performer at the moment. But the 

growing importance of, and demand for, 

fast broadband will require a stronger 

investment commitment to reach the 

roughly 60% of the population without 

access to a high speed infrastructure. 

UAE Scorecard Comment
The UAE stood out in its region as a 

consistently strong performer against 

all four benchmarks compared to its 

regional peers. However, there are 

also areas of weakness that need to 

be addressed for the UAE to join the 

leading broadband countries in other 

regions.  

The UAE’s Current Connectivity score 

was 60%, high for the MEA region 

but only average globally. It performed 

strongly in areas such as the proportion 

of fast broadband and investment 

levels, and performed moderately well 

in average bandwidth and international 

bandwidth. However, it was below 

average in areas such as affordability 

and ICT activity (as measured by the 

number of IP addresses as a proportion 

of Internet users). Some of this may 

be associated with low levels of 

competition, with only two major 

operators dominating the market.

However, the UAE’s Growth 

Momentum score was one of the 

highest recorded globally at 90%. 

This is driven by rapid increases 

in penetration, migration to fast 

broadband, growth in IP addresses 

and growth in average bandwidth. All 

of this provides grounds for optimism 

about Current Connectivity in the 

future. The only lackluster note was 

a weak national broadband plan, but 

this is amply compensated by operator 

aggression in expanding broadband 

networks. Etisalat has carried out an 

extensive fiber rollout program over the 

past few years, replacing its older DSL 

and cable networks. Du deployed fiber 

for its fixed network from the outset.

However, some issues arose in Consumer 

Network Score, UAE customers are 

displaying dissatisfaction in some areas 

such as availability of faster broadband 

and gaming and music performance. 

The UAE scored only around the global 

average for short video buffering, while 

above average for TV/video buffering. 

In contrast, performance in Service and 

Application Experience was uniformly 

strong, with no area below the global 

average. There were particularly strong 

performances in music and video, 

and service installation and reliability. 

However, usage of web, music and 

video is growing fast, and will place 

extra demands on infrastructure.

Although broadband rollout is 

proceeding quickly, there is an issue 

with affordability, possibly associated 

with low levels of competition.  Plans 

to introduce competition in the UAE’s 

broadband market have been delayed, 

partly because of a dispute between 

the operators over wholesale pricing for 

the bitstream access that would allow 

each operator to provide services over 

the other’s network. These issues are 

expected to be resolved in the coming 

months.

Demographics 2014

• Population: 9.3m

• Median age: 30

• Urban population: 78%

• GDP (per capita): US$63,497

• Household fixed broadband penetration: 122%

• xDSL household penetration: 10%

• cable modem household penetration: 11%

• FTTx household penetration: 100%

• Other broadband household penetration: 1%

• Ovum Broadband Development Index Ranking: 

• Global ranking: 6 (out of 191)

• MEA ranking: 1 (out of 59)
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The Global Broadband Experience 

Scorecard project implemented a wide 

ranging and comprehensive program of 

research and analysis to develop deep 

insight into current fixed line broadband 

use by consumers in 30 countries.  

The survey specifically examined what 

applications consumers actually use, 

and crucially, what they thought of 

their broadband experience using those 

applications. 

Coupling the consumer survey data 

with desk research and leverage of 

international data sets on broadband 

penetration, speed, and rate of growth, 

a set of regional scorecards was 

generated showing regional country 

performance. Analysis of these regional 

scorecards and the consumer survey 

data reveals a number of important 

high-level messages which carry 

consequences and actions for different 

market stakeholders.

Scorecard results
• Europe remains the best performing 

region. The UK is the leading 

European market, but growth 

momentum here is exceedingly low 

in fixed broadband implementation. 

This is a key message to regulator 

and operators.

• Asia is the second best performing 

region despite its mixed development 

maturity. Singapore is the leading 

market. The traditional good 

performers, such as South Korea and 

Japan, in broadband networks are 

found to perform quite well. This is 

positive feedback for governments, 

regulatory agencies and operators to 

rethink their policies and investment 

strategies in the new era of 

broadband customer experience.    

• The developing markets in Americas 

and MEA are showing encouraging 

signs of improvement in delivering 

a good broadband customer 

experience. The UAE and Canada are 

the regional leaders.

End-user views are important
Unlike studies that purely look at hard 

broadband metrics, this project has 

incorporated the views and feedback 

of broadband end users and this 

throws a different light on the end 

user experience. It also conveys the 

key message that the opinion of 

end-users, all of whom had access 

to fixed-broadband in their homes, is 

important. They make decisions about 

service provider churn, service upgrade 

and spend on the basis of what they 

actually experience rather than on what 

they are told their connection ought 

to deliver. The fact that many service 

providers conduct regular customer 

research surveys (typically seen as ‘Voice 

of the Customer’) is testament to the 

importance of those views.

The end-user journey to video
The analysis of the applications that 

fixed line broadband users are actually 

using clearly shows the inexorable rise of 

video – whether in short or long form. 

Broadband users are on an application 

usage journey that starts with web 

browsing and email, and leads to rising 

consumption of video as an everyday 

activity.

This journey does not stop at standard 

definition video. Users are already 

commonly watching HD video, and this 

will eventually change to 4k video as 

content and equipment become more 

ubiquitous. The quality of the end-

user video experience is core to overall 

views about broadband, and is heavily 

dependent on aspects of the network 

(speed, reliability, etc.).  Application 

experience is directly related to customer 

churn and so is of high importance to 

service providers.

Key notes for service providers
• Key actions for service providers are 

to maintain investment in network 

bandwidth and network quality. The 

consumer feedback shows that for 

typical usage the network needs 

to be able to deliver a minimum of 

10Mbps. Even in developed countries, 

large numbers of households can be 

on less than this minimum, meaning 

significant numbers of customers on 

Global Broadband Experience 
Scorecards: Conclusions and 
actions
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a country basis are feeling dissatisfied 

with the level of service they receive 

and are ready to churn to improve it. 

• Customers also tend to underestimate 

network performance so that even 

customers in mature markets on 

high-end broadband connections 

will feel that their service may not be 

quite as good as they would like. The 

actual network performance needs to 

exceed usage requirements to ensure 

that customers do not experience 

any churn drivers – just giving high 

bandwidth is not enough to ensure 

satisfied customers. Customers 

experiencing issues such as buffering, 

latency, low picture quality, or long 

update times are more likely to be dis-

satisfied. 

• Service providers in emerging markets 

also have the opportunity to ensure 

that, as their customers start to 

use more video, the network is 

already able to deliver a high-quality 

experience. 

• All service providers must ensure 

they offer the very highest quality 

of customer service – whether in 

provisioning, billing or problem 

resolution. This is seen by consumers 

as a clear service differentiator. 

Key notes for regulators
• Regulators will have an interest in 

ensuring that the majority of fixed line 

broadband customers are happy with 

their service. However the analysis 

clearly indicates that a significant 

proportion (33%) of broadband 

consumers are not satisfied with their 

experience, feeling that the network is 

not meeting their needs. 

• This can indicate that usage patterns 

are moving ahead of the capacity 

of the broadband package that 

customers find themselves on, but 

there is clearly a need to communicate 

what applications and services can 

be supported by typical broadband 

packages.  

Best network experience
Drawing all strands of the analysis 

together, the project is able to highlight 

the three core components of the best 

network experience:

Network	performance: A stable and 

reliable network, waiting time (zero to 

maximum 3 secs), buffering (never to 

rare) and picture quality (excellent rating) 

+ 

Network	speed:	Minimum 10Mbps 

for Internet applications and SD video, 

50Mbps+ for UHD/HD video

+ 

Excellent	customer	service: Issue 

resolution at first contact, responsive 

service provisioning, activation and 

restoration
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Annex 1 – Indicator definitions
Current	connectivity	(8	metrics):	

• Number of competitors.

A count of the fixed broadband providers (down to ISP level) 

present in the market

• Fixed broadband penetration

Number of fixed BB connections divided by total number of 

households

• Relative penetration of fast broadband

 This indicator is the division of xDSL and FTTx connections 

by total connections

• International bandwidth per Internet user

Available international bandwidth divided by number of 

Internet user

• Fixed broadband affordability

FBB total monthly spend divided by FBB subs divided by 

GDP/capita/month

• Telecom investment as a % of GDP

Telecom investment divided by GDP in a certain country

• ICT activity per person

Number of IP addresses divided by total number of Internet 

users in a certain country

• Average download bandwidth.

Average download bandwidth from public domain sources 

data

Growth	momentum	(5	metrics):	

• Existence of a national broadband plan

The existence of a national broadband plan, its sequential 

number, its time frames, the progress and allocated budgets

• Growth rate of fixed broadband subscriptions

The compound annual growth rate of fixed broadband 

subscribers between 2011-2018

• Rate of conversion to faster fixed broadband access

The percentage of: increased connections of faster access 

technologies regressed with the decreased connections of 

slower access technologies 2011-2018

• Growth of IPs per capita

The growth of IP/capita between early 2013 and early 2015

• Growth of average bandwidth

Based on third party sourced data 

Consumer	network	score	(8	metrics):	

• Home broadband speed.

Consumer survey question: What is the maximum broadband 

speed you have at home?

• Web page load time.

Consumer survey question: How long would you say it takes 

in general for pages to load when browsing the Internet via 

your home broadband network?

• Music track download time.

Consumer survey question: How long would you say it takes 

in general to download a single music track via your home 

broadband network?

• Gaming lag.

Consumer survey question: When playing online games 

against others via your home broadband network, does the 

game ever suffer from lag?

• Short video start time.

Consumer survey question: When watching short video clips 

(from services such as YouTube), how long would you say 

it takes for the video clips to start playing via your home 

broadband network?

• Short video buffering.

Consumer survey question: How often do you suffer from 

buffering issues (i.e. the video unexpectedly pausing) when 

watching short videos (such as those via YouTube) via your 

broadband network?

• Long video or TV program buffering.

Consumer survey question: When watching a video or TV 

program over the broadband network does it suffer from 

buffering (i.e. unexpectedly pausing whilst playing the 

video)?

• Average download bandwidth.

Annex 
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Average download bandwidth from public domain sources 

data

Consumer	application	experience	(8	metrics):	

• Meets expectation for broadband speed. 

Consumer survey question: In comparison to the speed 

you expected to receive when you first signed up to your 

broadband package, would you say the speed you receive is 

[well above, slightly above, meets, slightly below, well below 

expectation?]

• Overall rating for installation. 

Consumer survey question: How would you rate your fixed 

broadband service provider in the following areas?

• Overall rating for service reliability. 

Consumer survey question: How would you rate your fixed 

broadband service provider in the following areas?

• Overall rating for broadband speed. 

Consumer survey question: How would you rate your fixed 

broadband service provider in the following areas?

• Overall rating for Internet browsing experience.  

Consumer survey question: How would you rate the overall 

Internet browsing experience via your home broadband 

network?

• Overall rating for music listening experience. 

Consumer survey question: How would you rate the overall 

music experience via your home broadband network?

• Overall rating for short video experience. 

Consumer survey question: How would you rate the overall 

short video (such as YouTube) via your home broadband 

network?

• Overall rating for long video experience. 

Consumer survey question: How would you rate the overall 

online video / TV experience via your home broadband 

network?

Annex 2 : Methodology
The Global Broadband Experience Scorecard aims at 

leveraging the many different factors that drive the consumer 

experience of broadband. By analyzing a broad set of 

indicators from 30 countries, the methodology generates a 

series of four regional scorecards that allow the diversity of 

the broadband experience to be fully analyzed and discussed.

The Broadband Experience Model comprises of four key 

variables:

• Current	connectivity – looks at the broader national 

broadband environment that shapes the technical and 

competitive landscape. 

• Growth	momentum	– measures the way that national 

markets are evolving and growing.

• Consumer	network	score – uses results from a bespoke 

consumer survey to gather views on perceived network 

performance.

• Consumer	application	experience	– uses results from 

the same consumer survey to measure the consumer 

experience with services and applications.

Each of the four variables contains a selection of national 

metrics as defined in Annex 1, with data drawn from 

established internationally accepted data sources, Ovum’s 

proprietary databases, new desk research, or the bespoke 

consumer survey.

• Current	connectivity	(8	metrics): number of competitors, 

fixed broadband penetration, relative penetration of fast 

broadband, international bandwidth per Internet user, fixed 

broadband affordability, telecom investment as a % of GDP, 

ICT activity per person, average download bandwidth.  

• Growth	momentum	(5	metrics): national broadband 

plan scored by several sub-variables, growth rate of fixed 

broadband subscriptions, rate of conversion to faster fixed 

broadband access, growth of IPs per capita, growth of 

average bandwidth.

• Consumer	network	score	(8	metrics):	home broadband 

speed, web page load time, music track download time, 

gaming lag, short video start time, short video buffering, 

long video or TV program buffering. Additionally includes 

average national download bandwidth as a stabilizing 

indicator.

• Consumer	application	experience	(8	metrics):	meets 

expectation for broadband speed, overall rating for 

installation, overall rating for service reliability, overall rating 

for broadband speed, overall rating for Internet browsing 

experience, overall rating for music listening experience, 

overall rating for short video experience, overall rating for 

long video experience. 

The consumer survey utilised an online panel to gather views 

from 500 respondents in each of 30 countries, delivering a 

total sample of over 15,000 fixed broadband users. National 

samples were then normalized to ensure representation.  

The consumer survey focusses on the consumer perception 

of network performance issues as experienced when using 
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broadband applications, as well as their overall experience 

of using those applications. Applications include email, 

general web surfing, downloading / listening to music, online 

gaming, downloading / watching short video, and longer 

video / TV programs, using social networks, and online 

shopping.

For each indicator, each country received a score of 1 to 5 

(where 1 is low, 5 is high) depending on the relevant data. 

Inputs were initially analyzed to develop quintile categories, 

and countries allocated a rating depending on which quintile 

their score falls into. In all cases, the data inputs were first 

measured against a normalizing variable (e.g., population 

size) to ensure that country data was benchmarked according 

to relative levels of connectivity rather than absolute market 

sizes (which would be more reflective of the size of the 

economy). 

Within each variable, indicators received a weight.  The 

indicator ratings were then aggregated to form a score for 

each of the four variables and the four variables were then 

given equal weight to derive the final variable score. The 

overall index score was then calculated by aggregating the 

four variables. 

In this way, the overall country score is based on an equal 

blend of all four variables main variables.

The final stage of analysis was to compile four regional 

scorecards based on regional country groupings. For this 

analysis it was decided that regional scorecards would allow 

a more intuitive analysis and comparison of regional peers, 

since the focus of the study is less on comparative network 

performance, and more on how end users vary in their 

perceptions and expectations of broadband.

Global Broadband Experience Scorecards

Region/	country Current	
connectivity

Growth	
momentum

Customer	
network	score

Service	&	
application	
experience	

Overall

Americas

Argentina 40% 70% 37% 32% 42%

Brazil 47% 73% 46% 45% 50%

Canada 84% 43% 86% 92% 80%

Mexico 45% 53% 60% 52% 52%

US 78% 45% 66% 92% 74%

AVERAGE 59% 57% 59% 63% 59%

APAC

Australia 71% 73% 51% 78% 68%

China 62% 70% 51% 44% 56%

India 31% 63% 40% 55% 44%

Indonesia 29% 60% 43% 41% 40%

Japan 84% 45% 88% 67% 75%

Malaysia 49% 80% 31% 31% 45%

Philippines 42% 63% 20% 35% 38%

Singapore 89% 85% 66% 69% 77%

South Korea 86% 45% 83% 74% 76%

Thailand 44% 75% 49% 54% 52%

Vietnam 51% 75% 46% 36% 49%

AVERAGE 58% 67% 52% 53% 56%

Source: Ovum
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To support the analysis, a short program of stakeholder 

qualitative interviews were conducted with a selection of 

regulators, service providers, and content / OTT providers 

worldwide. These interviews were used to provide additional 

country context and background. Additionally, gaining insight 

into the thoughts and concerns of key regional market 

players allows the development of more finely tailored 

conclusions and actions to be formulated. 

Global Broadband Experience Scorecards

Region/	country Current	
connectivity

Growth	
momentum

Customer	
network	score

Service	&	
application	
experience	

Overall

Europe

France 73% 45% 77% 85% 73%

Germany 69% 53% 94% 77% 75%

Italy 60% 43% 80% 48% 59%

Poland 67% 60% 89% 75% 73%

Romania 66% 70% 97% 93% 81%

Russia 69% 65% 89% 72% 74%

Spain 71% 53% 86% 70% 71%

Sweden 87% 68% 97% 94% 88%

UK 73% 40% 83% 89% 74%

AVERAGE 71% 55% 88% 78% 74%

MEA

Egypt 38% 48% 20% 20% 30%

Saudi 55% 45% 29% 28% 40%

South Africa 40% 65% 23% 44% 40%

Turkey 51% 68% 66% 48% 56%

UAE 60% 90% 57% 80% 69%

AVERAGE 49% 63% 39% 44% 47%

Source: Ovum
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