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DOES CUSTOMER SATISFACTION
STILL MATTER?
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Research Shows A Positive Relationship Between Customer Satisfaction And

Service Excellence

Financial Performance

Companies Performing Well on Customer Satisfaction
Outperform the Benchmark Index

Companies with more satisfied customers generally
more resilient even during downturns

Annual Returns: Long/Short Portfolio vs. S&P 500
April 2000 (Inception) - December 31, 2016
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Why Customer Experience & Satisfaction Matters

Customer
y 2112l Performance

4 N A

Customer Customer
Experience = BREUISESI]

e (Great customer experiences tend to e High repurchase behaviour
ead to satisfaction or even delight. e Price Insensitivity
e Happy customer tend to be more e Positive word-of-mouth
oyalty to the brand. e Higher customer referrals
e Poor experiences tend to lead to e Stays longer with brand in downturns
customer dissatisfaction and defection e Returns to the brand faster in a
and negative word-of-mouth. recovery
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CSISG METHODOLOGY
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How Well Did Companies Satisfy Their Customers?
The CSISG Score

Customer
Satisfaction

CSISG
(Scale of 0-100)

1. Overall Satisfaction
2. Ability to Meet Expectations
3. Similarity to Ideal
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CSISG Structural Model (For Retail & Infocomm)

Perceived Product Quality
Perceived Product Customisation
Perceived Product Reliability

4 )
Perceived
Product Quality* 4 ) Complaint Behaviour
g y \ Perceived ) 4 A
Overall Quality Customer
- ~ (After Recent Comblaints
Experience) P
Perceived \ / \_ /
Service Quality* \
~ o - N - \/
Perceived Service Quality
Perceived Service Customisation Price / Quality Perceived
Perceived Service Reliability Quality / Price Value >

| N y - y
- \/ \

Customer Overall Satisfaction

Expectations Ability to Meet Expectations 4 A

(Predicted Quality Similarity to [deal Customer
*Note: For the Video Streaming Before Recent Loyalty
Services sub-sector, attributes \ Experience) )
on Perceived Overall Quality are . | \. J
asked at the overall level and Predicted Overall Quality Repurchase Intention
not broken down into Perceived Predicted Customisation Price Tolerance

Product and Service Quality. Predicted Reliability
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General CSISG Fieldwork Methodology

Think about your ACTUAL RECENT EXPERIENCES with Lazada in
the last 3 months regarding the QUALITY of their product and
services, how would you rate the overall quality you experienced

EEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEE

(For Mobile Telecom, Broadband, PayTV & Wireless@SG Local Respondents)
Singapore citizens and PRs were interviewed at their homes.

Homes are selected from a random address listing that matches the housing
profile of Singapore resident population.

(For Retail Sector & Video Streaming Services Local Respondents)
Singapore citizens and PRs were asked to complete an online survey.

Respondents were randomly selected from a nationally representative online
panel.

Each respondent answers up to 21 CSISG questions and about 25 industry-
specific attribute/touchpoint questions about the company/brand they had
recent experiences with. Each respondent evaluates only 1 company/brand.

Typically 50-200 respondents per company would have answered the CSISG
guestionnaire.
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Overview of Score Calculation

-

s e N [ e a

Company Sub-Sector National
] —1 Sector Score —
Score Score Score
. I J I J I ) U I y
Company Company 0 .
Selection Weights Revenue / GDP Contribution Weights

Revenue Share Study /
DOS GDP Data

¢ |dentify revenue contribution of
each sub-sector to Its respective
sector.

e |dentify GDP contribution of each
sector to the total GDP of sectors
measured In the CSISG.

Incidence Study

¢ |dentify companies with highest
Interactions with locals.

e| ocals survey either through randomised
door-to-door interviews or online surveys
through nationally representative online
panels.
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CSISG 2021 Q1 Sub-sectors

Info-Communications Sector Retail Sector
Face-to-fFace Online

e Mobile Telecom*® e Department Stores*
e Broadband e Supermarkets®

o PaylV e Fashion Apparels*®
o Wireless@3SG e e-Commerce
Online

e \ideo Streaming Services
*NEW*

Changes to sampling in 2021: (1) MVNOs and TPG were newly included in the measurement for
Mobile Telecom sub-sector. (2) Customers who only shopped at the respective company’s online store
were newly included in the Department Stores, Supermarkets and Fashion Apparel sub-sectors.
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CSISG 2021 Q1 Quick Facts
Sectors Covered Retail
Info-Communications

Jan to Apr 2021 (race-to-Face)
Jan to Mar 2021 (oniine)

Total Questionnaires Completed 9,090
Face-to-Face (Locals) 2,050
Online (Locals) 3,000

Survey Period

Distinct entities measured 90

Entities with published scores 47



CSISG 2021 Q1 RESULTS
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How Well Did Companies Satisfy Their Customers?
CSISG 2021 Q1 Results Overview

«+ 72.4 Retail

«+ 73.3 Fashion Apparels

«* 74.1 Giordano

~ 73.6 G2000

* 72.4 Uniqlo

« 71.9 Cotton On

o 71.2 H&M

o+ 73.9 Other fashion apparels

o= 72.7 Department Stores
e 75.7 Takashimaya

«* 746 Tangs

* 74.5 Mustafa

e 73.2 Isetan

e 73.1 Metro

** 71.2 Marks & Spencer
** 70.9 BHG

** 68.7 OG

«* 72.0 Supermarkets

** 76.1 Market Place/Jasons*
«* 75.2 Sheng Siong

** 74.8 Cold Storage

** 70.3 NTUC FairPrice

«* 69.9 Giant

** 68.4 Prime

TR EEERERIEK

71.1 e-Commerce
75.8 Amazon*
712.7 Taobao/Tmall
712.3 lLazada

71.8 Zalora

71.1 Fave

70.1 Carousell
69.8 QoolO0

69.5 Aliexpress
68.6 Shopee
713.2 Other e-Commerce

68.5 Info-Communications

713.4 Video Streaming Services*
75.1 Apple TV+

75.0 Viu

74.2 Netflix

70.6 Amazon Prime Video

70.4 HBO Go

64.6 MeWatch

69.8 Wireless@SG

."‘*‘.‘

333 b

69.1
69.1
68.6
68.3

Mobile Telecom
StarHub

Singtel
Circles.Life

M1

Other Mobile

Telecom Providers

66.9 Broadbhand

68.0

StarHub

66.4 Singtel

66.2

M1

65.3 PayTV

66.2
63.9

Singtel
StarHub

QUALIFIER FOR RESPONDENT
(1) Recently interacted with

companies/brands (Past 3 months)

(2) Each respondent evaluates
satisfaction with 1 company within

either sector

* Refers to companies/sub-sectors that are statistically significantly above their sub-sector/sector scores

Note: Entities shown in this scorecard have samples of N=50

13



CSISG 2021 Q1 RESULTS
RETAIL SECTOR
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Retail Sub-Sectors Scores

Customer Perceived

/7 :
l Expectations  Quality Perceived CSISG Customer
F (Predicted Quality  (After Recent Value Loyalty
Before Recent Experience)

Fashion Apparels® /3.3 /4.1 /2.2 /3.3 /3.8

Department Stores* /3.2 /3.6 /0.6 /2.7 /1.1

Supermarket™ /1.7 /3.1 /0.9 /2.0 /0.2

e-Commerce 09.0 = /1.1 m /0.2 = /1.1w /0.1 m

(-1.7%) (-1.6%) (-1.1%) (-2.4%) (-1.9%)

A Vv Statistically significant year-on-year increase/drop at 90% confidence
B No statistically significant year-on-year change at 90% confidence
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Growth of Online With COVID-19 Sustained Post-Circuit Breaker

CHART 5 ONLINE AND IN-STORE (INCLUDING DINE-IN) SALES INDICES (JAN 2020=100)
FOR THE RETAIL AND F&B SECTORS, JAN - DEC 2020

Retail Index F&B
. 250
Sk 200 22%
Online Sales I 16%
nline Sales (%
~ 150 — 2~
Total Sales
. /%wy 108 Total Sales
In-Store Sales 5% ’ "lgcy
>0 Dine-In Sales 2% :
0
o o o o o L L o o o o o
3383333383883
- . 5\ c ]
S f 222283824

Note: Labels in the charts refer to month-on-month growth rates. The larger month-on-month growth in online sales in Nov 2020 was due to
the online shopping events in November such as Singles’ Day (11.11) and Black Friday.

Source: Singstats, Statistics Singapore Newsletter Issue 1, 2021. Link: https://www.singstat.gov.sg/-/media/files/publications/industry/ssn121-pgl-5.pdf
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Inclusion of Customers Who Shopped Only On Company’s Digital Platform
How did you make your purchase from (INSERT NAME) in the last 3 months?

Department Stores ; Fashion Apparels ; Supermarkets
81.1% 82.6%
68.1%
; 18.1% ;
X ; 13.8% ;
9.7% 9.1% : : 8 0% 9.3%
Physical Digital Omni- Physical Digital Omni- Physical Digital Omni-
store only Platform channel : store only Platform channel : store only Platform channel

only only only -
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Retail Sub-Sectors Scores (Base: Physical & Omni-Channel Customers)

ity
\XA /!
e |
4

Customer

Expectations

(Predicted Quality
Before Recent
Experience)

Perceived

Quality
(After Recent
Experience)

- /2.8 /3.0
Fashion Apparels C0.1%) [] 0.3%) ]
/2.4 /2.8
Department Stores (+0.9%) ] (40 2%) ]
Supermarket /1.4 ] /2.8 A
(+3.0%) (+3.8%)

Perceived
Value

70.8
(+0.2%)

69.3
(+0.4%) =

70.6 u
(+3.4%)

CSISG Customer
Loyalty
/2.4 - /1.9 —
(+0.3%) (+1.7%)
/1.0 /0.0
(+0.6%) - (+2.1%) -
719 g 699 g
(+2.9%) (+0.6%)

Satistfaction dimensions saw marginal
movements except for Supermarkets

A Vv Statistically significant year-on-year increase/drop at 90% confidence
B No statistically significant year-on-year change at 90% confidence
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Retail Company Scores

Fashion Apparels Sub-Sector Department Stores Sub-Sector Supermarket Sub-Sector e-Commerce Sub-Sector
CSISG: 73.3 CSISG: 72.7 CSISG: 72.0 CSISG: 71.1
Giordano 74.1 Takashimaya Marjket Place/ 76.1 )
; asons '
! ! Taobao/Tmall
G2000 73.6 - Sheng Siong Lazada
Uniglo 72.4 Isetan 73 2 Cold Storage Fave 71.1
; ! Carousell :
Cotton On 71.9 Metro 73'1 NTUC FairPrice
f i s cooto [IIED
: Marks & Spencer : : :
HEM 71.2§ ; ciant [RTYY — o ok
E BHG 70.9§ ; 5
; : : Shopee 68.6
Other : Prime : |
Fashion Apparels 0G 68.7 Other e-Commerce
E.g. of “Other ' ' ' E.g. of “Other e- '
Fashion Apparels” 50 H8 65 73 80 50 58 65 /3 &80 50 60 /70 80 Commerce” 50 58 65 73 80
includes Adidas, includes eBay,
Zara, Levi's Reebonz,
Deluxemall

Notes: Entities shown above have samples of N=50. 19
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Department Stores: Marginal Movements Across Attributes

Base: Physical & Omni-Channel Customers 2021 Avg Rating

Ambience at department store

Payment Process

Organisation and orderliness of products in store
Product display at department store

Availability of products

Ease of getting to what you need in the store

Descending
Order Of Variety of products that meet your needs
Attributes Return and exchange policies

Ratings

Helpfulness of staff

Variety of brands that interest you

Product knowledge of staff

Instore information on products and promotions ;
Attractiveness of promotions and discounts g
Brand image complements your lifestyle g
Availability of staff when needed g
Information on products and promotions in adverts %
v Competitiveness of the prices %

6.5 /.0 /.5
Attribute Rating (Scale of 1 to 10)

B 2021
2020

AV Statistically significant

increase/drop as compared to the
score from the previous year at
90% confidence
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Fashion Apparel: Marginal Movements Across Most Attributes

nysical & Omni-Channel Customers

Base: P

Descending
Order Of
Attributes
Ratings

Service Excellence

Payment process

Lighting Is appropriate

Ability to try on the products comfortably

Ease of finding what you are looking for in the store
Products displayed in visually appealing manner
Return and exchange policies

Staff gives comfortable space to shop around
Information on promotions are clear

Staff knows the products well

Has high quality products

Staff provides prompt and quick service

Store has a pleasant ambience

Staff is approachable and personable

Variety of products interest you

Attractive promotions

Staff is proactive in offering help

Design of the store is attractive

Has unique products

2021 Avg Rating

2021

2020

Attribute Rating (Scale of 1 to 10)

AV Statistically significant

increase/drop as compared to the
score from the previous year at
90% confidence

21
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Total Retail Sales Excluding Supermarkets &

Total Retail Sales Hypermarkets and Mini-Marts & Convenience Stores

Year-on-Year Year-on-Year Year-on-Year
(2020) (CB period) (Post CB)

-15% -46% -9% -25% -70% -16%

INDUSTRIES WITH YEAR-ON-YEAR DECLINES

Furniture & Household Equipment Recreational Goods Petrol Service Stations
Year-on-Year Year-on-Year Year-on-Year Year-on-Year Year-on-Year Year-on-Year Year-on-Year Year-on-Year Year-on-Year
(2020) (CB period) (Post CB) (2020) (CB period) (Post CB) (2020) (CB period) (Post CB)

-50% +12% 0

-67% +2%

= @

s e * Department Stores &

Optical Goods & Books Motor Vehicles Cosmetics, Toiletries & Medical Goods Fa S h i O n A p pa re I . D e C | i n eS
5

Year-on-Year Year-on-Year Year-on-Year
(2020) (CB period) (Post CB)

Year-on-Year Year-on-Year Year-on-Year Year -on-Year Year-on-Year Year-on-Year
(2020) (CB period) (Post CB)

. -71% -16%

(2020) (CB period) (Post CB)

. -81% -6%

In spending especially
during Circult Breaker

fli H [o] a @

Watches & Jewellery Food & Alcohol Wearing Apparel & Footwear .
Year-on-Year Year-on-Year Year-on-Year Year-on-Year Year-on-Year Year-on-Year Year-on-Year Year-on-Year Year-on-Year P e r I O d
(2020) (CB period) (Post CB) (2020) (CB period) (Post CB) k (2020) (CB period) (Post CB)
ﬁ -92% -20% . -55% -40% -87% -31%

- x * Supermarkets: Increase
T G e spending especially during

(2020) (CB period) (Post CB)

Il. B Circuit-Breaker Period

Supermarkets & Hypermarkets Mini-Marts & Convenience Stores Computer & Telecommunications Equipment
Year-on-Year Year-on-Year Year-on-Year Year-on-Year Year-on-Year Year-on-Year Year-on-Year Year-on-Year Year-on-Year
(2020) (CB period) (Post CB) £ (2020) (CB period) (Post CB) (2020) (CB period) (Post CB)
+31% +65% +26% +4% +13% +3% +4% -11% +9%

Source: Singstats, Statistics Singapore Newsletter Issue 1, 2021. Link: https://www.singstat.gov.sg/-/media/files/publications/industry/ssn121-pgl-5.pdf
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Supermarket: Significant Increase Across Various Attributes

Base: P

Descending
Order Of
Attributes
Ratings

nysical & Omni-Channel Customers 2021 Ave Rating

Ease of getting to the stores Q A
Payment process | TG_—_———

Cleanliness of store A

Organisation and orderliness of products in store Q A
Helpfulness of staff P A

Ease of getting to what you need in store

>

Freshness of produce
Availability of products

Variety of products that meet your needs

Variety of brands that interest you

>

Ambience at the supermarket

Return and exchange policies P
Instore information about the products and promotions g
Attractiveness of promotions and discounts
Product knowledge of staff [F——
Brand image complements your lifestyle g
Availability of staff when needed [T o
Competitiveness of the prices E

Ability to accommodate to your special requests P A
6.5 /.0 7.5

Attribute Rating (Scale of 1 to 10)

3.0

2021
2020

AV Statistically significant

increase/drop as compared to the
score from the previous year at
90% confidence
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Grocery shopping COVID-19 measures

TODAY @ 0
about a year ago

IN PHOTOS: Scenes at several supermarkets across Singapore after
Malaysian prime minister Muhyiddin Yassin announced in a televised
address that his government would implement the Movement Control Order
from March 18 until 31 to prevent the further spread of Covid-19 within
Malaysia.

Trade and Industry Minister Chan Chun Sing said that although Singapore is
not facing any shortages, everyone should “continue to purchase in a
responsible manner and to purchase only what you need”.

STORY: https://tdy.sg/33rf7ZB
—— 4 i :

g s @ DEAR CUSTOMERS

It has been a Long night and early start for my team. First , we want to thank FO R YO U R I N F O
everyone for their understanding and support. While queues are there and "en
buying has mcreased, it hgs t?gen orderly and.cgrtamly not chaotic. Likewise EU5EH T dlly 8306r1ials remain veRabio ard v ict Customos (o DAY Cr 1y Wit 1isy ROLT OTTE
volumes have increased significantly on our digital platform. These are to be have access to popular items, we will be setting purchase limits for the following products
expected and we can understand it too. 1. Paper products: 4 units per customer ({oilt paper, facial tissues, kitchen towels)
Since this morning, we have instituted buying restrictions on a few ZRND TSI 000EN / PO S TS PerCUSIONIY
. . 3 R 2b stomer
categories (eggs, vegetables and fresh poultry) where Malaysia is an v’ce b’ags S;C" ;
: . . s 4. egetables per customer
important but not the only source of supply. Previous buying restrictions
. . .. .. 5. Fresh poultry: $30 per customer
(rice, paper and instant noodles) remain in place. As before the limits are set 6. Eggs: 3 packs of 10s or 1 tray of 30s per customer
at levels which are adequate for every household. We call for calm during this time and urge shoppers to purchase responsibly
We need time to replenish these items from our various Distribution Centres. Hu‘-ii:iéuﬁi/b*;"’.!:’-_‘f:.i:‘:(’:‘h PRI AT R BB B E SRR R RS, RIS KA
. e . . . I h',‘l'l”'..';‘.,-"',';lr’.‘l“."“‘.' WAE, 2NN W ER R \JST I8 FH B A 1Y PR DL WL R RIS
As Minister Chan Chun Sing has said, we have been diversifying our 1) AR B (B, . BDI)
sources of supply so that we are not overly dependent on any one source. 2) eI BHIAN2E
At the same time for certain categories, we have been deliberately and 3) K WUE2R
carefully building up the inventory holding in our warehouses. This remains 4) WS EEMS30
an ongoing process . 5) AEALAN: GHUMMS30

6) Ayl HHUBHIHI0RERTHI0NE

As is, we are doing more supply runs to our stores as | write . It will as R
RS0, BB, BHEHER.

before take time to get these items to our stores. Housekeeping will not be p
at the usual standards. (J FairPrice

“ Essential services will continue running so that all of us can cope
with this new situation, as we batten down to fight this virus. We
have enough food supplies to last us through this period and
beyond. ”

- PM Lee Hsien Loong

Sources: (1) https://www.channelnewsasia.com/news/singapore/ntuc-fairprice-purchase-limits-toilet-paper-rice-eggs-12545610
(2) https://www.todayonline.com/singapore/singaporeans-rush-supermarkets-after-malaysia-announces-lockdown
(3) https://www.gov.sg/article/pm-lee-hsien-loong-on-the-covid-19-situation-in-singapore-3-apr
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E-Commerce: Marginal Movement Across Most Attributes

2021 Avg Rating

Descending
Order Of
Attributes
Ratings

Ease of payment and checkout

Ease of managing your shopping cart

Security of website

Variety of products that interests you

Ease of finding the products you need

Ease of tracking your order

Ease of navigating the website or app

Variety of products that meet your needs

Products you received were as described on the website
Availability of products

Time taken to receive the product
Clarity and usefulness of information

on your delivery methods and fees
Availability of feedback channels

Range of delivery options

Attractiveness of promotions and discounts offered
Return and exchange policies

Sufficiency of Product information

Ease of indicating special requests

Ease of comparing products

6.5

/.0 /.5
Attribute Rating (Scale of 1 to 10)

3.0

B 2021
2020

AV Statistically significant

increase/drop as compared to the
score from the previous year at
90% confidence

25



CUSTOMERS GOING DIGITAL
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Consumer Behaviour Gravitating Towards Purchasing At Digital Channels

IN GENERAL, 1n the last 3 months, were most of your purchases from the physical store or an online store?

(Base: Physical & Omni-Channel Customers For Department Stores, Fashion Apparels, Supermarkets)

Department Store

100%
Customers

6(%%

50%

% Respondents

/,19.4% /20-6%

Fashion Apparel
Customers

—57.9%

0% -
Physical Online Equal
Store  Store purchases

proportion

Y

16.6%

Physical Online
Store purchases
proportion

Store

25.4%

7

79.3%

8.0%

Equal

Store

|

Physical Online

Supermarket
Customers

12.8%

B

2020

2021

e-Commerce
Customers

_—

Equal

Store purchases
proportion

T 1 denotes statistically significant year-on-year increase/decrease at 90% confidence.

Physical Online

Store

18.8%

31.2%

Equal
Store purchases
proportion

27
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Customers Who Used Digital Channels Generally More Satisfied & Loyal
How did you make your purchase from (INSERT NAME) in the last 3 months?

Department Stores Fashion Apparels Supermarkets
81.1% - 82.6%
- 68.1%
0.7%  9.1% 18.1%  13.8% 80%  9.3%
| |
Physical Digital Omni- Physical Digital Omni- Physical Digital Omni-
store only only channel  store only only channel  store only only channel

CSISG  71.4 735  71.4 716 744 748
Quality  72.6 74.7 72.4 725 759 755
Loyalty ~ 69.4 70.8 69.5 712 735

GREEN/RED scores indicate BETTER/WORSE performance than those who purchased from physical store only with statistical significance.
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Digital & Omni-Channel Customer Rate Experience Better
(Department Stores Customer Journey By Channel Of Purchase In Last 3 Months)

Brand image complements your lifestyle
Information on products and promotions in adverts

. . . Physical Store Only
Attractiveness of promotions and discounts O Omni-Channel

Competitiveness of the prices Digital Channel Only

Instore information on products and promotions
Ease of getting to what you need in the store
Organisation and orderliness of products in store
Ambience at department store

Product display at department store

Availability of staff when needed

Helpfulness of staff

Product knowledge of staff

Variety of brands that interest you

Variety of products that meet your needs
Availability of products

Payment Process

Return and exchange policies

6.0 7.2 8.4
Attribute Rating (Scale of 1 to 10)
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Digital & Omni-Channel Customer Rate Experience Better
(Fashion Apparel Customer Journey By Channel Of Purchase In Last 3 Months)

Information on promotions are clear

Offers attractive promotions

Design of the store Is attractive

Lighting Is appropriate

It Is easy to find what you are looking for in the store
The store has a pleasant ambience

Products are displayed in a visually appealing manner
Staff gives me comfortable space to shop around
Staff Is proactive in offering help

Staff Is approachable and personable

Staff knows the products well

Staff provides prompt and quick service

| can try on the products comfortably

The variety of products interest me

Has unique products

Has high quality products

Payment process

Return and exchange policies

6.0 7.2 8.4
Attribute Rating (Scale of 1 to 10)

Physical Store Only

O Omni-Channel
Digital Channel Only
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Customers Who Used Digital Channels Generally More Satisfied & Loyal
How did you make your purchase from (INSERT NAME) in the last 3 months?

Department Stores Fashion Apparels Supermarkets

81.1% . 82.6%
 68.1%

0.7%  9.1% 18.1%  13.8% 80%  9.3%
| |

Physical Digital Omni- Physical Digital Omni- Physical Digital Omni-

store only only channel  store only only channel  store only only channel

e-Commerce

csise 714 826 735 714 782 768 716 744 748 | 71.1
Quality 72.6 ~ 81.3 747 724  79.0 762 725 759 755 | 71.1

Loyalty 694 803 757 708 795  77.1 695 712 735 | 70.1

GREEN/RED scores indicate BETTER/WORSE performance than e-Commerce sub-sector with statistical significance. 3
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Department Stores: Digital & Omni-Channel Customers Rate Various Attributes
Better Than e-Commerce Customers

Department Stores Customer Types vs e-Commerce
Department Stores Customers
g . I e-Commerce Physical store Only Digital Only Il Omni-channel

S

=

o0

=

E 7 I I I I I I I I I I I I
-

Q

O

O

v 6

©

N

5 : : : : :
Promotions/ Ease of getting Variety Availability Payment Return & exchange
discounts to what you need” of products of products process/checkout™ policies

*Note: Slight difference in how these attributes were phrased for Department Store and e-Commerce. 32
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How Are Customer Searching For Product Information Before Purchasing?

WEBROOMING

Department Stores / Supermarkets / Fashion Apparels: D E
For your recent purchase at Brand X, did you search
online for product information BEFORE making the Searchingomme Buyingoﬁ.ine
purchase?

SHOWROOMING

Buy Online

For your recent purchase at Brand Y, did you find out

e-Commerce:

more about the product(s) at a physical store BEFORE
making the purchase?

34
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More Webrooming Less Showrooming: Customer Increasingly Going Online
When Searching for Production Information

Brick & Mortar Retalilers e-Commerce
1009  (Customers Who Purchased from Physical Store Only)
Webrooming: Showrooming: -
Searched product information . 2020 Searched product information 2020
online before recent purchase \ B 2021 physical store before recent purchase 2021
76.4%
1L 69.6% i
|5
=
o o
;o 1 Do 44.2%
- o .
2 35 89 38.5%
o o
19.0% 2 0% 17 3%
9.1%
I
0% ‘
Yes, for all Yes, for No, | did not Yes, for all Yes, for No, | did not
the items selected items the items  selected items

T 1 denotes statistically significant year-on-year increase/decrease at 90% confidence.

Notel: Brick & Mortar data is unweighted 35
Note2: Brick & Mortar data excludes respondents those who purchased from digital channel only.
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e-Commerce Showrooming Customers More Satisfied & Loyal
(Webrooming vs Showrooming)
Brick & Mortar Retailers e-Commerce

. . Searched product information J 77\
Searched product information 69.6% physical store before recent purchase D E;I

§ online before recent purchase
US_) 50% '''''''''''''''''''''''''''''''''''''''''''''''''''''''''''''''''''''''''''''''''''' 38.5% """"""""""""""""""""""""""""""""""" 4‘4-2 """ o
a2
N 17.3%
0%
Yes, for all Yes, for No, | did not Yes, for all Yes, for No, | did not
the items selected items the items  selected items

CSISG Score 70.0 72.0 71.6 73.9 72.5 69.0

Score

(0 to 100)

69.8 70.4 69.0 73.2 71.2

Loyalty Score 68.0

GREEN/RED score or rating indicates segment performed BETTER/WORSE than those who did not search for information with statistical significance.

Notel: Brick & Mortar data is unweighted
Note2: Brick & Mortar data constitutes of only respondents who purchased from physical stores only.
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Online Going Offline And Vice-Versa: Omni-Channel In e-Commerce?

Sep 2019 April 2021 June 2021

Taobao's first physical store in South- Lazada pop-up store at Raffles City

east Asia opens in Funan takes over space formerly occupied by Robinsons to reopen as online mall on
Robinsons June 24

o - - - |
L 7% YXY \1 IR
— v — Y N W —

© 10of4  After exiting Singapore earlier this year, the iconic mall will return as an online department store. sT PHOTO: LIV

The shop is a partnership between Taobao and Virmall, a local business partner that helps to curate and bring in products from merchants
on Taobao for Singapore consumers. ST PHOTO: LIM YAQHUI

& 1of4 Lazada will be showcasing home furnishings and smart home products at its 10,000 sq ft pop-up store. st PHOTO: GIN TA

Sources: (1) https://www.straitstimes.com/singapore/taobaos-first-physical-store-in-south-east-asia-opens-in-funan, (2)
https://www.straitstimes.com/singapore/consumer/lazada-pop-up-store-at-raffles-city-takes-over-space-formerly-occupied-by
(3) https://www.straitstimes.com/singapore/robinsons-to-reopen-as-online-mall-on-june-24
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Service Staff Key To Drive Perceived Quality
Retall Sector: Top 5 Drivers of Quality

Department Stores Fashion Apparels Supermarkets

Staff provides prompt and
quick service

Payment process Ease of tracking your order

Helpfulness of staff

Availability of products Staff Is approachable and  Organisation and orderliness ~ Products received were as

personable of products In the store described on website
Increasing
Positive | variety of products that meets ihting is apbropriate Availability of staff when Variety of products that
Impact _t° your needs BALING 15 approp needed interests you
Quality

Avallability of feedback
channels

Attractiveness of promotions

and discounts offered Freshness of produce

Payment process

Ease of navigating website or

Product knowledge of staff - Product knowledge of staff app

Legend: Product Staff 38
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Product-Related Attributes Increasingly More Key To Driving Loyalty
Retall Sector: Top 5 Drivers of Loyalty

Department Stores Fashion Apparels Supermarkets

2021 2020 2021 2020 2021 2020 2021 2020
. Information about Products are : . .
BliEnd Imeze the products and Has high quality displayed in a 0] gettmg Return and Attrachyeness of Variety of
complements your . . : . what you need In .. promotions and products that
. promotions In products visually appealing exchange policies |
lifestyle . the store discounts offered meet your needs
advertisements manner
Helpfulness of BiENG ImeEe Vellew; Has high quality EENG IMELEE Ease of getting to velliew; Return and
complements products that complements products that -
el your lifestyle Interest you piree e your lifestyle e Sirores Interests me pehengs polleiss
Increasing
Positive . . . . . . . .
Variety of Ease of getting to  Ease of getting Variety of Variety of Brand image Time taken to Attractiveness of
Impact o products that what you need in  what you need In products that products that complements recelve the promotions and
Loyalty meets your needs the store the store Interest you meets your needs your lifestyle product discounts offered
Attractiveness of . : : Organisation and Variety of .
. Competitiveness Has unique Has unique . Security of
promotions and . Payment process orderliness of products that ;
. of the prices products products . website
discounts offered products in store  meet my needs
Egis O gettlng Ambience at Lighting Is Offers attractive Fioele Helpfulness of Availability of EGEE OF ez
what you need In . : knowledge of the products you
department store appropriate promotions staff products

the store staff

need

Legend: Product Staff 39
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Info-Communications Sector CSISG Trends Info-Comms Sector

Broadband

55
2007 2021

AV Statistically significant increase/drop between the 2021 and 2020 scores at 90% confidence
B No statistically significant change between the 2021 and 2020 scores at 90% confidence
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Infocomm: Decline in Various CSISG Dimensions

Customer Perceived

Expectations Quallty PeI‘CEiVEd CSISG CUStomer
(Predicted Quality  (After Recent Value Loyalty
Before Recent Experience)

Mobile Telecom /20w /3.2 v /3.2 v 69.2 V 08./ v

(-4.0%) (-3.1%) (-4.3%) (-3.5%) (-6.4%)
Broadband /04 v /18w /2.4 v 66.9 v 68.8 B
(-2.6%) (-3.8%) (-4.1%) (-4.5%) (-0.1%)
PayTV /0.3 v /1.4 w /1.7 v 65.3 ¥ 69.1 v
(-2.6%) (-4.5%) (-4.5%) (-7.4%) (-2.9%)
Video Streaming
Services /6.6 /4.7 /3.0 /3.4 /1.5

*“NEW™

AV Statistically significant year-on-year increase/drop at 90% confidence
B No statistically significant year-on-year change at 90% confidence
Note: In 2021, MVNOs and TPG were included in the measurement for Mobile Telecom sub-sector.
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Infocomm: Decline in Various CSISG Dimensions

Customer Perceived

Expectations Quallty PerCEiVEd CSISG CUStomer
(Predicted Quality  (After Recent Value Loyalty
Before Recent Experience)

Mobile Telecom /20w /3.2 v /3.2 v 69.2 V 08./ v

(-4.0%) (-3.1%) (-4.3%) (-3.5%) (-6.4%)
78
Mobile Telecom ¢ 73
MNO Only S
(Excludes MVNO) S 67
62
2020 2021 Customer Perceived Perceived Customer Customer

Expectation Quality Value Satisfaction Loyalty

AV Statistically significant year-on-year increase/drop at 90% confidence
B No statistically significant year-on-year change at 90% confidence
Note: In 2021, MVNOs and TPG were included in the measurement for Mobile Telecom sub-sector.
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Decline in M1 Mobile’s CSISG Scores

(Mobile Telecom)

CSISG CSISG
2020 2021

Info-Communications Sector

55
2007 2021

StarHub Mobile 72.1 @
. M1 Mobile /1.6 @
Singtel Mobile 71.5

N

©® /0.2 StarHub Mobile

© 88 % éll’C teesl M bile

868 6 M1 Mobile
68.3 Other Mobile Telecom Providers

E.g. of “Other Mobile Telecom Providers”
Includes TPG, GOMO, giga, MyRepublic
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Decline in M1 & Singtel Broadband’s CSISG Scores
(Broadband)

CSISG CSISG
2020 2021

55

Singtel Broadband 70.9 @
M1 Broadband 70.3 @

StarHub Broadband 69.2 @

© 68.0 StarHub Broadband

8 66.4 Singtel Broadband
66.2 M1 Broadband

Info-Communications Sector

2007 2021
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Decline in Both Singtel & StarHub PayTV’s CSISG Scores

(PayTV)

Tt

CSISG CSISG PayTV

2020 2021
65 W

65.3
. Info-Communications Sector
StarHub PayTV 70.9 @ 2007 2021

Singtel PayTV /0.2 @

® 66.2 Singtel PayTV

® 63.9 StarHub PayTV
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Mobile Telecom (MNO Only): Decline in Various Attributes

Attributes Ratings - YOY Movements 2021 Avg Rating ;
P v - Product
Network coverage : W 2021
Network reliability of local voice calls _— v _ Product 2020

\ 4 Product

Network reliability of local mobile data

<

Products and services are clear and easy to understand Assurance

<

Product

Mobile data speed

Descending Range of subscription plans to meet your needs Product
Order Of Innovative and forward-looking
Attributes
Ratings Makes the effort to understand your needs
Good reputation _ v
Proactively helps you when needed ;
Makes you feel assured that your needs will be taken care of _
Provides prompt service ; v Responsiveness
Has your best interest at heart .
Provides efficient service |I— v Responsiveness
v Loyalty & rewards program I \ 4
A Vv Statistically significant increase/drop as compared to the 6.4 /7.4

score from the previous year at 90% confidence Attribute Rating (Scale of 1 to 10) 47
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Broadband: Decline in Various Attributes

Attributes Ratings - YOY Movements 2021 Avg Rating
Network reliability :

Product

2021
Internet data speed : Product 2020
Provides prompt service —
Has your best interest at heart _
_ Products and services are clear and easy to understand _
Descending :
Order Of Range of subscription plans to meet your needs _ Product
Attributes '
Ratings Makes you feel assured that your needs will be taken care of g
- [
Innovative and forward-looking : v
Good reputation ; v
Loyalty & rewards program ; v Loyalty
Provides efficient service : \ 4
Proactively helps you when needed : \ 4
I
v Makes the effort to understand your needs : A 4 Empathy
6.4 7.4 8.4
AV Statistically significant increase/drop as compared to the score from Attribute Rating (Scale of 1 to 10) 48

the previous year at 90% confidence
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Network Outages: Broadband Service Disruption During Period When Most

Customers Working From Home

Singapore slaps $447,000 fine on broadband operators
for service outages

StarHub and M1 have been fined a total of SG$610,000 ($447,090) for
broadband service disruptions in April and May this year that were
found to be due to human oversight.

@ n @ f v =

ﬁ By Eileen Yu for By The Way | September 6, 2020 -- 14:57 GMT (22:57 SGT) | Topic: Telcos

Singapore telcos StarHub and M1 have been fined a total of SG$610,000
($447,090) for broadband service disruptions that occurred in April and May
this year. Two of the outages later were found to be due to human oversight,
including a system configuration.

THESTRAITS TIMES

KX PDF Q

TECH

MI users hit by 2nd fibre broadband

outage in a month
0°
M1 problems

Problems at M1

last 24 hours
M1 outage map

Dec 21, 2020 11:37 AM

boseine 4
reports: 11828

[  § 2>
A i
Tan =313
Langxar Pul,
Handar Penaw. o
eram Batu Johor Bahru PSP T—— 2
Sl
S re

Batu Ampar
Ratam Cirv

Vem &

According to the Downdetector website which logs Internet outages, M1 started having problems at 10.08am. pH SCREENGRAE

Sourcel: https://www.straitstimes.com/tech/m1-users-hit-by-2nd-fibre-broadband-outage-in-a-month

Source?: https://www.zdnet.com/article/singapore-slaps-447000-fine-on-broadband-operators-for-service-outages/
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PayTV: Decline in Various Attributes

Attributes Ratings - YOY Movements 2021 Avg Rating
Transmission quality

B 2021
2020

Makes you feel assured that your needs will be taken care of

Products and services are clear and easy to understand

Variety of channels that interest you

Provides prompt service

Descending
Order Of Provides efficient service

Attributes
Ratings

v Responsiveness

Good reputation
Proactively helps you when needed
Innovative and forward-looking

Has your best interest at heart

Loyalty & rewards program

<

Range of channel packages to meet your needs

Makes the effort to understand your needs

v
7.4 3.4

AV Statistically significant increase/drop as compared to the score from Attribute Rating (Scale of 1 to 10)
the previous year at 90% confidence

%
N
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Infocomm: Product-Related Attributes Ratings - YOY Movements 001
Mobile Telecom (MNO Only) 2021 Avg Rating of Sub-sector's Attributes 2020
Network coverage v “Have many instances where | am unable to make call or
: , the 4G due t ti tion...”
Descending Network reliability of local voice calls ; v S5 T -© 10 POOTTECERTION OF COMNECH
Order Of il e L
Attributes Network reliability of local mobile data * : V¥ “...Better if | can do customisation for my mobile plan”
Ratings . '
Mobile data speed | ¥V« Will be better if | can rollover the talktime and
: mobile data over to next month”
Range of subscription plans to meet your needs q \ 4
v ' “Always have disruption which is very frustrating as It can
Broadband . affect my work or game. They need to make sure their
Descending Network reliability : v network is stable and don’t have disruption so often”
Order Of : ) . _— .
Attributes Internet data speed . v Network is not that stable and the Wi-Fi range is not
Rat : wide and strong enough. Improve on the stability of the
atings - ] - -Fi |
g Range of subscription plans to meet your needs . v network, provide better hardware to mafe sure Wi-Fi Is
v - widely covered for home
Descending PayTV . “Not worth the money, channels have reduced and
T . it ; programmes are slow, | can watch .I’[ earlier on the
Order Of ransmission quatity : internet. They need to make sure their programmes are
Attributes Variety of channels that interest you e v fast and updated as it will be redundant if we can watch
Ratings It elsewhere for free but we pay for their service”
v Range of channel packages to meet your needs “More and more repeated programmes which | don’t feel

AV Statistically significant increase/drop as compared to the ©.4 7.4
score from the previous year at 90% confidence Attribute Rating (Scale of 1 to 10)

It 1S worth paying for the service. They need to air more
new programmes...
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Customer Churn Likely To Rise In 2021

Infocomm: Intent to Switch(3-Year Trend)

4 )
Will you consider switching to
another service provider?
- /
Yes
11.6%
9.9% /
7.8% . 7.9%
6.6% / 6.3% s /
2 89, 4.5%
o) o —
r—i N NN
o o o
N '3 N
Mobile Telecom Broadband PayTV

(MNO Only)
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Price & Product Reliability Issues Remain As Key Push Factors

(Infocomm: Main Reason To Consider Switching)

/

Will you consider switching to
another service provider?

\

Yes

Main Reason To Consider Switching

Mobile Telecom
(MNO Only)

Price related reasons

Data speed and network
reliability related reasons

Customer service
related reasons

Subscription plan
related reasons

Loyalty & rewards
program related reasons

12.2%
3.6%

12.2%

11.6%

6.9%
11.2%

Internet speed and network
reliability related reasons

Price related reasons
Subscription plan
related reasons

Loyalty & rewards
program related reasons

Product or hardware (such as
modems and router) related reasons

Customer service
related reasons

Broadband

6.9%
13.6%

3.2%
2.6%

5.0%
1.8%

11.2%
0.0%

62.3%

62.6%

B 2021

2020

A V denotes statistically

significant year-on-year increase/
decrease at 90% confidence.

“Note: Data from PayTV not
shown due to low samples size.
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Satisfaction Rating
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Contact Centre Satisfaction Declined for Mobile & Broadband Sub-Sectors

Touch-points: Year-on-year Satisfaction Rating

(1 to 10)

3.4

Mobile Telecom
(MNO Only)

2020 W 2021
Broadband PayTV

56

AV Statistically significant increase/drop as compared to the score from the previous year at 90% confidence



% of Customers
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Increase In Broadband & PayTV Customers Interacting With Contact Centres
Touch-points: Proportion of Interaction in the Past 4 Years

Mobile Telecom Broadband PayTV
100% (MNO Only)
0 2018 | | 2019 | | 2020 [ 2021
50% 4 4
0%
\ \ \
N @ X2 Q @ @ X2 Q N @ X2 Q
C)Q’Q QQ’&’@Q} ‘00;\& ‘ @?Q C)Q’Q QQ’&\QQ} ‘Oo;\& . QFQ C)Q’Q QQ’&\QQ} ‘OG;\& . W
™ 2 o N\ N o 2~ o N N ™ 2~ o \§ W
\’b(’ RN¥ QJQ > \,’00 R\¥ Q X \,’00 R\¥ QJQ S
™ S N\ N > N \ N & N\
@) Q\c.) \\fJ @) ) \\3‘9 @) ) \\3‘9
) )
& O ¥ & O » & O QSJ

T 1 denotes statistically significant year-on-year increase/decrease at 90% confidence.
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More Technical Enquires At Contact Centres

Contact Centre: Purpose of Interaction 2021

Mobile Telecom B 2020
(VINO Ol Broadband PayTV

Technical enquiries

Technical enquiries

Billing enquiries

Technical enquiries Billing enquiries Billing enquiries

Promotions and
rewards enquiries

Contract enquiries Contract enquiries

Promotions and Promotions and

- Contract enquiries
rewards enquiries rewards enquiries

e
-
=
i

Others Others Others

0%  40% 80% 0%  40%  80% 0% 40%  80%

AV denotes statistically significant year-on-year increase/decrease at 90% confidence. 58
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Contact Centre-Related Verbatim Comments

-ound out there are charges from google
playstore but | am using iIPhone, called the
notline but staff was unable to waive off for
me and doesn’t really want to assist me to
see what other alternatives | can do...

Need to wait very long to get connected to
the phone operator, too many navigation to
g0 through as well making it confusing...

... maybe they can offer 24 hours customer
service for their hotline

... Waiting time can be much improved as |
walt quite long to get hold of the staff

... Maybe they can improve on the waiting
time on the line when | call the contact
centre

Not easy to call in to their customer service
hotline, need to walit very long to be able to
talk to the staff on the phone. Maybe they
can have a callback system...

... Making it easier to call through the
navigation, too many options to choose and
can be confusing

... took some time to get connected on the
phone. Need to improve the waiting time to
get help, maybe have a callback system in

place

.. Waiting time for using the hotline can be
shorter and lesser navigation options too

... Will be a good Initiative to have a
callback system If there Is going to be a
long waiting time

... Lesser options to choose for the hotline
navigation can be done

... 100 many options to choose when
navigating within the call centre, need to
reduce it to make It more easy to get to the
service | want to

... They need to improve on the waiting time
for their customer service, can have a
callback system so we don’t need to wait on
the line but wait for a callback

... | think they need to improve on the
waiting time to get connected or maybe can
have a callback system so that we don't
need to wait on the phone to get connected

Staff on the phone Is rude and not willing to
assist...

... Need improvement on the service
standard on the phone, staff seems to be
unfamiliar with the services

... Waiting time to get connected to the
phone operator can be much faster

... Waiting time and willingness to service
customers on the phone had to be improved



DIGITAL DISRUPTORS VS
TRADITIONAL TELCOS



MNO vs MVNO
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The Value Proposition of MVNO vs MNO

The Big Read: Singapore's big telcos
face rude awakening, as the little
guys get the last laugh

With mobile revenues set to decline at a steeper rate for at least two more years,
shareholder values and the jobs of many telco workers here could take a hit, experts

say.
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The telco industry is now rife with talk of market consolidation. But how did the industry, which

had enjoyed near monopolistic status in the past, arrive at this stage? (Photo: Samuel
Woo/TODAY)

MNO

MVNO

Network

Owned
Infrastructure

Network/
Bandwidth

rental from
MNOs

Retail

Shops

Various
locations

None

Customer
Service

Multi-channel
(Virtual chat,
Contact centre,
Shops)

Digital
(Virtual chat/
“Leave a
message”)

Subscription Promotions
Plans & Offers

Contract plans

SIM-Only plans ~ “@red

SIM-Only plans
(handset
instalment
payment plan)

Data-centric

Lower Overheads for MVNOs
Translating to Lower Prices

References (1) https://www.channelnewsasia.com/news/singapore/singapore-telcos-face-rude-awakening-smaller-players-singtel-m1-11697576
(2) https://blog.moneysmart.sg/budgeting/mvno-redone-vivifi-grid-mobile/ (3) https://dollarsandsense.sg/cheatsheet-best-sim-plan-in-singapore/

Proposition: Lots of
Data, No Lock-ins, Low
Prices
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More Data, Lower Prices, No Contract: MNOs Competing Directly With MVNOs

(Timeline of New Mobile Product & Service Launches)

: Singtel
Singtel
Launch of Combo XO Plan SIM Only Plan 10+10G8 StarHUb_ & StarHub
Launched mobile leasing | StarHub Launched Giga! StarHub >l
olans Streamlined from 10 mobile plans to 3 M1 Launched SmartSupport Launched senior-friendly plans MVR '
: : Confirmed move from cable to fibre networks TS - - . . GOMO ! & MyRepublic
Circles.Life Simplified mobile offering Lite, a mobile phone after- . . Collaboration to bring an enhanced
Launched $0 Flexi Plan . M1 . with one base plan sales care service for no- Detached its branding from suite of mobile services through their
offering 1GB Data with no Made digital eSIM available on iPhone Grid Mobile & redOne contract SIM Only customers Singtel through its own social MVNO partnership :
strings attached TPG Launched in Singapore persona '

Launched free service trial

| |
) ) )

|
I I N

|

: ViViFi
’ Singtel Launched in Singapore Formed new MVNO '
Circles.Life Launch of GOMO partnership with Geenet Slngteca%nChejcf)S(tiarHub . Singtel
e Cut add-on price for unlimited data to $29.90/ Unveiled next-generation XO Plus
Launched $3 Unlimited Data month plans with 5G access, AR and VR
on Demand and Unlimited Launched 3 new XO postpaid plans content
WhatsApp Roaming Expanded entertainment line-up with HBO GO
Zero] StarHub
Entry to market Launched 50GB worry-free data add-on for
$20/month
M1
Launched 25GB add-on for $5/month
Circles.Life
Launched unlimited data add-on for $20/
month
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MNO Customers More Loyal Than MVNO Customer
MVNO vs MNO

| MNO B MVNO

Difference In How Well Expectations MNO statistically
Are Met higher than MVNO

Customer Customer Perceived Perceived Customer
Satisfaction Expectation Quality Value Loyalty
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MVNO Customers Tend To Be More Price Sensitive

Components of Customer Loyalty By Customer Type

MNO MNO MNO MVNO
Regular SIM-Only SIM-Only SIM-Only
Contract Contract No Contract No Contract
S
(0 tgolrgo) Customer Loyaltyé 69.9 09.2 08./ 66.8
Rating Repurchase Intention 7.35 7.29 7.20 7.38

(1 to 10)

rice oleance  10.0%  10.3%  10.6%  5.3%

(Reservation Price);

%

GREEN/RED indicates that the score/rating is HIGHER/LOWER than MNO (Regular Contract) with statistical significance.
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Score (0 to 100)

/5

/3
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MNO’s Exceed Expectations of Their Regular Contract Customers
(Expectations-Quality Gap Across By Customer Type)

MNO

Regular Contract

+1.9-pts

Customer
Expectations

Percelved
Overall
Quality

MNO (SIM-Only) MNO (SIM-Only) MVNO (SIM-Only)

Contract No Contract No Contract

+2.1-pts

:I: -1.2-pts

-0.7-pts

Customer Perceived Customer Perceived Customer Perceived
Expectations  Overall Expectations  Overall Expectations  Overall
Quality Quality Quality

GREEN/RED indicates that Perceived Overall Quality score is HIGHER/LOWER than Customer Expectations

: L C 66
score with statistical significance.
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Mobile Telecom Attributes - MNO vs MVNO

Network coverage

B MNO
MVNO

Network reliability of local voice calls
Network reliability of local mobile data
Products and services are clear and easy to understand

Mobile data speed

Descending Range of subscription plans to meet your needs
Order Of

MNO’s Innovative and forward-looking

Attributes Makes the effort to understand your needs

Ratings _ i MVNO
Good reputation C -
: statistically lower

Proactively helps you when needed
Makes you feel assured that your needs will be taken care of
Provides prompt service

Has your best interest at heart

Provides efficient service

MVNO
statistically lower

4.0 6.2 8.4
Attribute Rating (Scale of 1 to 10) 67
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MNO vs MVNO: Top 5 Attributes with Impact on Loyalty

Has your best interest at heart Provides efficient service

Range of subscription plans to meet my

Makes the effort to understand your needs
needs

Increasing Makes you feel assured that your needs will .
T;ssng he taken care of Has your best interest at heart

Network reliability of local mobile data Makes the effort to understand your needs

Products and services are clear and easy to
understand

Legend: Responsiveness Empathy Assurance Product Branding
68

Good reputation
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The Rise and Fall of PayTV subscribers over the years

1,000,000
951 000 962,000 960,000

934,()()0/’/ — N
898,M 6,000

875,000 \4\5,000
3802,0 \L{0,000

750,000
,000

696,000
. . \’
Pay TV subscription has
s 0o been on the decline
5,
even pre-COVID
500,000
2010 2011 2012 2013 2014 2015 2016 2017 2018 2019 2020

Source: Singstats, Starhub, Singtel (https://www.tablebuilder.singstat.gov.sg/publicfacing/loadCurrentTable.action)
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Comparison of Video Streaming Services in Singapore

/ Days
Apple TV $6.98/ month Apple TV originals Free 1 year for Apple
customers
: Korean Dramas, Variety
Viu $7.98/ month Shows 7 Days
: Netflix Originals, Largest
Netflix $11.98 - $19.98/ month Variety of Shows 30 Days
Amazon Prime Amazon Originals, Old
Video $2.99/ month Siteoms 30 Days
HBO, HBO Family/ Hits/
HBO GO $13.98/ month Signature/ Original, Red 7 Days
Disnev+ $11.98/ month Disney, Marvel, Pixar, Star NA
y $119.98/ year Wars, 20th Century Fox

Source:
https://www.singsaver.com.sg/blog/best-video-streaming-services
https://blog.seedly.sg/netflix-toggle-viu-starhub-go-singtel-cast-alternative-tv-subscription-plan-guide-platform/

stv+

NETFLIX

prime video
N

HBOGO

®@+
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Decline In Proportion of PayTV Customers With Video Streaming Services

PayTV: Paying For Video Streaming

Services

-

\_

To PayTV Respondents Only
Are you currently paying for Video
Streaming Services such as Netflix,
Amazon Prime Video?

~

16.9%

n=400

J
No Yes
40.7% ‘\5‘
23.1%
11.5%
2019 2020 2021

T 1 denotes statistically significant year-on-year
increase/decrease at 90% confidence.
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PayTV Customers Without Video Streaming Services Less Loyal & Satisfied

Compared To 2020

4 N
To PayTV Respondents Only n=400
Are you currently paying for Video
Streaming Services such as Netflix,
Amazon Prime Video?
N /
No Yes
16.9% 23.1%
2020: 59.3% 2020: 40.7%
2021 %A [ ppA; 2021 %A | ppA;
Score op | :
(0 to 100) Customer Loyalty 68.6 5.2% /1.2 +0.4%
Overall Satisfactioné o o GREEN/RED score/rating indicates segment
with PayTV Provider: /.15 -9.0% * 7.56 -0.8% performed BETTER/WORSE than those who are
Rating ' not paying for Video Streaming Services with
(1 to 10) Likelihood to pay for Videog - statistical significance
Streaming Services in nexté 3 70 117 5% * _ _ *denotes statistically significant year-on-year

3 months

increase/decrease at 90% confidence.
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Video Streaming Services CSISG Scores

Video Streaming Services
Sub-Sector
CSISG: 73.4

Apple TV+ 75.1

Viu Premium

Netflix

Amazon Prime Video

HBO Go

MeWatch Premium

5 30

-
o)
-
~
O

Note: Due to low sample size for Hayu & Disney+ (n<30), their scores are not reported.
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PayTV vs Video Streaming Services

Video Streaming Services
Sub-Sector
CSISG: 73.4

Apple TV+ 75.1

Viu Premium 75.0

Netflix 74.2

Amazon Prime Video VAV S Vlde(_) Streammg
. Services tend to

, outpertorm PayTV

Singtel PayTV 66.2 § In Satisfaction

HBO Go 70.4

MeWatch Premium

StarHub PayTV 63.9

50 60 70 30 90

Notel: Due to low sample size for Hayu & Disney+ (n<30), their scores are not reported.
Note2: Data collection for PayTV was through face-to-face methodology while Video Streaming Services

. ) .. /6
was through online methodology. Thus, comparison is only indicative.
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Score (0 to 100)

(0))
~N

Video Streaming Services Outperforms PayTV In Various Dimensions

B PayTV
Video Streaming Services

Video Streaming Services statistically higher

/8

~N
w

62
Customer Customer Perceived Perceived Customer
Satisfaction Expectation Quality Value Loyalty

Note: Data collection for Video Streaming Services was through online methodology while
PayTV was through face-to-face methodology.
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Video Streaming Services Attribute Ratings

2021 Avg Rating

Good reputation

Streaming quality

Products and services are clear and easy to understand

Quality of original TV shows/movies

Innovative and forward-looking

Descending
Order Of Provides efficient service

Attl'ibl_—ltes Provides prompt service
Ratings

Availability of past season's TV shows \

Availability of current season's TV shows

On-screen menus and programming guides

Proactively helps you when needed \

Range of subscription plans to meet your needs

Variety & Plans
Lowest Rated

Variety of movies that interest you

Variety of TV shows that interest you

6.4 7.4 8.4
Attribute Rating (Scale of 1 to 10)



Institute of
. | Service Excellence

PayTV Outperforms Video Streaming Services In Variety, Range of Plans & Responsiveness
Video Streaming Services vs PayTV Attribute Ratings

Good reputation Video Streaming Services
B PayTV
Transmission quality
_ Products and services are clear and easy to understand
Descending
Order Of Video _ _
Streaming Innovative and forward-looking
Services’
Attributes Provides efficient service
Ratings
Provides prompt service
Proactively helps you when needed
o PayTV
Range of subscription plans/ channel tatisticall
packages to meet your needs | Sta I_S ICally
higher
Variety of TV shows/ channels that interest you
v
6.4 7.4 8.4

Note: Data collection for Video Streaming Services was through online methodology while _ _ 79
PayTV was through face-to-face methodology. Attribute Rating (Scale of 1 to 10)
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Service Remains Key For Traditional Telcos
Infocomm Sector: Top 5 Attributes with Impact on Loyalty

Mobile Telecom
(MNO Only) Broadband PayTV
2021 2020 2021 2020 2021 2020

Products and services

Has your best interest Provides prompt L Variety of channels that  Makes the effort to
. Network reliability are clear and easy to .
at heart service Interest you understand your needs
understand
Makes the effort to lelies U izl asg.ured Has your best interest . Provides efficient Provides efficient
that your needs will be Good reputation . .
understand your needs at heart service service
taken care of
Increasing
Positive Makes you feel as§ured Erameiiely eles ven Makes the effort to Makes you feel as§ured Lavaifty & revsrde Makes you feel as§ured
Impact on that your needs will be that your needs will be that your needs will be
when needed understand your needs program
Loyalty taken care of taken care of taken care of

Products and services Products and services
are clear and easy to are clear and easy to
understand understand

Network reliability of
local mobile data

Has your best interest  Has your best interest Has your best interest
at heart at heart at heart

Range of channel
packages to meet my
needs

Makes the effort to  Innovative and forward- Proactively helps you Innovative and forward-

£0d repuiEien understand your needs looking when needed looking

Legend: Service Quality Brand Product Loyalty Program
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Key Takeaways

Infocomm Sector

* Decline in various metrics including satisfaction, loyalty, product and responsiveness.

* Digital Disruptors: Landscape more competitive with MVNOs and Video Streaming Services.
Video Streaming Services outperforms in satisfaction and overall quality. MVNQOs customers

more price sensitive.

* Moving Forward: Leverage on loyal contract customers. Resolve perceived network related
Issue. Work on service quality, especially on empathy and Contact Centres.

Retail Sector

* Marginal movements across most metrics. However e-Commerce saw a decline In

satisfaction, while Supermarkets saw improveme
* Digital 1s Key: More customers using on digital ¢

NtS across variol

s attributes.

nannels to searc

Digital and omni-channel customers have better experience.
* Moving Forward: Products need to be competitive. Leverage on digital channels and

platforms.

n and make purchases.
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