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This summary report reviews the findings of a survey conducted on behalf of the Office of the Director of Telecommunications Regulation by Irish Marketing Surveys.

This survey was conducted to identify usage of telecommunication suppliers in the residential market and to measure customer satisfaction with key aspects of their service.  The survey also examines Internet usage and general attitudes to telecommunications.

500 interviews were conducted amongst a nationally representative sample of adults aged 15+ living in the Republic of Ireland.  The sample was quota controlled by sex, age and region (telephone directory area) to ensure representation of the adult population, with a telephone in the household.  Interviews were conducted by telephone, via the IMS Computer Aided Telephone Interviewing (CATI) unit, between the 4th and the 8th February 2002.
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Fixed Line Sector

· One third of Irish adults (32%) are aware of Carrier Pre Selection.  As seen in a similar survey conducted in early 2001, awareness is highest amongst males (38%) and amongst the 25 to 54 age group (41%).  Awareness also continues to be high amongst the AB (white collar) social class groups, and in households with income greater than €39,000.  Employed and self-employed adults also show greater awareness, as do those who use a supplier other than Eircom for their home telephone services and those with Internet access at home.

· Over four in ten adults (43%) claim to have been approached by companies other than Eircom, offering an alternative home telecommunications service. 

· One in twelve adults (8%) use a supplier other than Eircom, for their home telephone service, a drop of six percentage points since the last survey in 2001.  Overall, those who converted, assign the reason for their switch to cheaper calls (86%).  For the most part, customers who had switched supplier experienced very few problems; most said they had not encountered any difficulty when switching.  
· Furthermore, one in eight (13%) of those who use a supplier, other than Eircom, for their home telephone service have switched back to Eircom from another supplier.  Over a third (36%) say they switched back for Eircom’s cheaper calls. 

· A quarter of adults (25%) feel that they cannot understand and compare pricing options from different home telephone operators.  

· Only four in ten adults (41%) are aware that operators have a code of conduct for handling consumer complaints.  Only 1% have ever approached a consumer body/agency regarding a complaint with an operator.

· Around one in every fourteen adults (7%) claim to bar certain calls from their phone to control expenditure.  The calls mostly barred are mobile (56%) and premium rate (42%), followed by international (28%), national (22%) and local (3%).  However, 46% of adults do not avail of this facility and are not aware it exists. 

· When asked if they would be interested in a pre-paid type system, in order to control expenditure of their fixed line, where they could pay a certain amount of call expenditure in advance, the majority (71%) expressed no interest whilst almost a quarter (24%) said they would be interested in this system.

· One in eight adults (12%) have at some stage been disconnected by their landline service provider, with failing to pay the bill being the primary reason for disconnection.  A small proportion (11%) claim to have been disconnected in error, whilst 3% were disconnected as a result of faults or repairs being carried out by the phone company.  Over half (53%) claim not to have received adequate notice of the disconnection.

Mobile Sector

· Over seven in ten (72%) of those questioned claim to have regular use of a mobile phone.  Mobile phone use differs among adults of different ages, with over nine in ten (93%), between the ages of 15 to 24 having regular use of a mobile phone.  The equivalent figure for 25 to 34 year olds is 89% and, closer to the average, 77% amongst the 35 to 54 year olds.  The decline in use amongst the 55+ age group, is 37%.  Across the social class demographic groups, usage is highest amongst the AB group (86%), followed by 80% of the C1 group and 73% amongst the C2 group.  Usage amongst the DE group (unskilled blue collar and those on state subsistence) is lower at 57%.  Differences are also evident between urban and rural locations; urban areas show more users than their rural counterparts (78% Vs 65% respectively).  Data for Dublin residents indicates a heavier use of mobile phones (82%), compared to the rest of the country; Munster residents emerge as the least likely to have regular use of a mobile phone at 64%.  Mobile phone use amongst students is approaching saturation with nine in ten students (91%) having regular use of a mobile phone.  The equivalent figure for full time employees is 88%, part-time (79%) and the self-employed (79%).  The higher income households are more likely to be regular users of mobile phones, as are heavy home telephone users (i.e. those with bi-monthly telephone bills greater than €126), and those who have Internet access at home.

· Pre-paid mobile phones continue to be the most popular type of phone; almost two-thirds of mobile phone users (65%) buy cards and pay for their calls in advance; this compares with just over one third (35%) who get bills.

· In the mobile sector, Vodafone supplies approximately six in ten users (59%).  Digifone is used by 35% of mobile phone users and 2% of users claim to use Meteor as their supplier.  

· Only a small proportion of mobile phone users (10%) claim to have switched supplier in the past twelve months.  The primary reasons for switching are change of phone (36%), better coverage/network (25%) and cheaper calls (17%).  Around one in twelve (8%) mentioned good deals/special offers as their reason for switching.  Almost nine in ten (89%) did not experience any problems when switching.

· Amongst those who have not switched supplier, satisfaction with the service level provided by their current provider is the main reason for not switching; over half (54%) stated they are happy with current service levels.  A small minority (14%) feel switching supplier would be too difficult.

· A substantial proportion (25%) find it difficult to understand and compare pricing options from different suppliers in the mobile market.

· Use of mobile phones abroad is low, with only around one in every seven users (14%) indicating frequent use when visiting abroad, although in total almost two in five (38%) have used it at least once.  Around six in ten users (62%) claim they have never used their mobile phone abroad.  Approaching half (48%) were aware of the cost of using their mobile abroad when they acquired their mobile. 

· Amongst those users who have used their mobile abroad at least once, 57% are aware of the cost involved; however, of these, only 6% claim to know exactly how much it costs.

· Satisfaction rates using a scale ranging from 5 (very satisfied) to 1 (very dissatisfied), was measured while abroad.  Almost four in ten users (38%) tend to rate ‘Range and quality of information available on call charges for using your mobile phone abroad’ at the lower end of the scale (a score of 1 or 2); the equivalent figure for ‘Cost of making mobile calls whilst abroad’ is 46%, ‘Cost of receiving incoming calls whilst abroad’ (51%) and ‘Overall value for money whilst abroad’ (50%).

· Just over half of mobile phone users (54%) are aware that costs vary depending on the network used, when using mobile phones abroad; this compares with over four in ten users (42%), who are not aware of the difference in cost.  A total of 66% of users who have used their phone abroad at least once, use the network that appears on the handset.  Only one in eight (12%) select which network to use, but normally use the one that appears on the handset.  A small proportion (10%) manually select the network, whilst one in fourteen (7%) sometimes use the network that appears on the handset but normally select which network to use.

· Sending text messages, rather than making voice calls is the preferred method of reducing mobile rates abroad; 89% of users who have used their mobile abroad are aware of this option.  Awareness of other options for cheaper mobile rates abroad is low; only one in seven users (14%) are aware that they can arrange with their mobile supplier to pay extra rental to get cheaper call rates abroad, whilst around a quarter (26%) are aware that they can use an alternative SIM card in their phone when abroad. Renting or buying a phone in the country they are visiting is considered as an option by one in four users (24%).   Most respondents (62%) use an ordinary phone service when abroad and make no special arrangements to get cheaper calls from their mobile supplier.

Internet
· Over four in ten adults (44%) have access to the Internet at home.  Internet access at home is higher than average amongst males (50%), 15 to 24 year olds (59%), and amongst the social class groups AB (74%).  Those living in Dublin and in urban areas are also more likely to have access at home (56% and 53% respectively) as are households with an income greater than €20,000.  

· Adults who have Internet access at home tend to have a higher bi-monthly telephone bill.  They are also more likely to use a supplier other than Eircom for their home telephone service and to use mobile phones.

· Six in ten of those who have Internet access at home have never purchased anything on-line, either at home or elsewhere.  The primary reasons for this are lack of interest (28%), followed by 25% who do not feel it is secure enough and one in seven (14%) who claim they don’t know how.  One in nine (11%) have not purchased anything because they won’t use their credit card over the Internet.

· Those who do not have access to the Internet at home (56%) cite lack of interest (39%) as the primary reason, followed by no PC at home (26%).  One in twelve adults (8%) feel that cost is a key factor for not having Internet access in their homes and a similar proportion already have Internet access at work or elsewhere.

General Attitudes to Telecommunications

· In terms of value for money, approximately seven in ten adults (72%) rate using their home telephone as excellent or good value for money, on a scale of one to five, where five is excellent value for money and one is poor.  This compares with just over a third (35%) of mobile phone use and 34% for Internet use.  

· In measuring their overall reactions to the telecommunications market, respondents were asked to what extent they agreed or disagreed with a series of propositions relating to the market.  (Where they agreed strongly, a score of 5 was attributed, while strong disagreement with a statement scored 1).  On balance, respondents tend to agree that there are savings to be made by changing home telecommunications supplier and that overall, home telephone costs have reduced in the past twelve months.  There is a consensus that the home telecommunications market is more competitive than 12 months ago.  Finally, half of all adults agree that they are more satisfied with their telecommunications supplier than they were twelve months ago. 
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