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What Influences trust in a brand:

Communications vs Customer
Experience



The truth in the communications service provider industry




Communication about mobile telephony is all around us
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Us Telecom Industry Digital Ad Spending, 2011-2017

hillic total digital ad spending and % change
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= Advertising & marketing costs to
acquire new subscribers are
increasing

-in US over $300 for a single
subscribers.

-In India operators spend $2
billion/ year




But are the consumers impressed?

Range of Net Promoter Scores (NPS) Across Industries
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What really get mobile telecom consumers loyal
A Customer Experience worth remembering

Loyalty leaders excelling in
network and service quality

Customer Service
care & device
15 portfolio

Network
& service
quality

Cost &
billing

Retention drivers

Source: Nokia 2014 Acquisition and Retention Study across ~12,000 interviews in 11 countries

6

41% think an
operator must offer
excellent network
guality even if it cost
more

Messaging and
internet service
guality continues to
be important to
subscribers with 60%
having problems with
data usage

40% thinks they should
leave their operator
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Story of Nokia mobile phones in India
dichotomy of market share vs. trust in brand

56.2%

Market
share
in %

1 s 4
fMostTrustedBrands2015. 5. ;;\Msuﬂqmunlld
*

9, REJ
0, HEWLETT PACKARD
11, BATA

'BRAND EQUITY

| . COLGATE  BAITANNIA WOWA (UNIC PLUS DETIOL TATA SALT PARLE MAZIA MAGGI LIFEBUOY

12, AMUL
13, APPLE
14, REUANCE

15. HERO MOTOCORP
MOST TRUSTED 16, MARUTI SUZUKI

BRANDS 17. AIRTEL
20458 =

‘}Thank yg“t?"%
e |

Nokia voted as the most trusted
brand in India, yet again.

Connecting People
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A long history of
successful change

HERE

Networks

NOKIA
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The challenge of brand communication

Reliability and quality are positive associations, but the link to mobile
phones is no longer relevant

“What four words come to mind when you think of Nokia?”
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What builds trust in Nokia brand in today’s environment
Integrity of design and execution in mobile networks
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In B2B Customer Perceived Value is the strongest driver for trust
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Source: Nokia Networks Customer Experience Survey



A unique moment
of opportunity- .-
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