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1 Introduction 
 

Background, methodology and sample approach 

Background 

DJS Research (DJS) was commissioned to conduct two surveys to assist the CMA’s 
inquiry into the anticipated joint venture between the UK telecoms businesses,  
Vodafone Limited and Hutchison 3G UK Limited (referred to as Vodafone and Three, 
respectively, in this report). 

The research covered by this report focused on surveying a nationally representative 
sample of UK adults aged 18+ between May 16th  and June 5th 2024 using a ‘push-
to-web’ approach. The other survey was conducted with a sample of Vodafone’s and 
Three’s customers (the Customer list survey) and the findings from this are 
presented in a separate report. 

 

Sample source and design 

To achieve a UK-representative sample of adults aged 18+ via postal invitations, 
DJS Research selected 10,000 residential addresses from Royal Mail’s Postcode 
Address File (PAF), using a stratified random probability sample method. 

To ensure the sample selection was representative of UK households, the total PAF 
database (excluding commercial addresses) was divided into strata based on 
region/nation, IMD quintiles and broad rural/urban classification.  

DJS Research then randomly selected the number of properties required from within 
each stratum, giving every property the same chance of being selected. 

 

Research design 

DJS worked with the CMA to finalise the questionnaire.  

The questionnaire and survey invitation were cognitively tested via 10 telephone 
interviews, to gather feedback and test understanding.  Cognitive testing focussed 
on ensuring questions could be easily understood and that all options were included 
in pre-coded lists, with a particular focus on: 

• Checking that respondents could identify what type of mobile phone package they 
currently have 

• Respondents’ understanding of the difference between using their phone on Wi-
Fi vs. their network connection/data 

• Obtaining feedback on the choice factor questions 

• Whether the invitation letter and survey itself were clear and engaging, including 
checks on whether the routing instructions on the paper survey were understood. 

Following the cognitive testing, which showed that respondents tend to be well-
informed about mobile phone packages, minor tweaks were made to the wording of 
some questions and answer codes for extra clarity. 
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Push-to-Web approach 

Survey invitations were sent to the 10,000 UK households randomly selected from 
the PAF. Invitations gave all individuals the choice of completing the survey on paper 
or online: 

• A link to the online survey, as well as a QR code, was provided on the survey 
invitation. Unique login details were also provided, allowing DJS Research to 
track survey responses and ensure only one completion per household. 

• A paper survey and a pre-paid envelope were also provided as an alternative 
to completing the survey online.  

To increase accessibility and inclusivity further, respondents with reading or 
language difficulties were offered the option of completing the survey via telephone 
(in up to 8 other languages1). 

A survey helpline, bespoke email address and webpage were also available to 
participants. 

The survey averaged around 7 minutes in length, and a £10 voucher was offered to 
incentivise participation. 

To qualify for the survey, a respondent had to be aged 18+, own a mobile phone, 
and pay for a mobile phone package that they had chosen themselves. They also 
had to know the type of mobile phone package they were currently on and who their 
current provider was. 

If more than one person in the household was eligible for the survey, households 
were asked to select the person whose birthday was next. 

After the initial invite (enclosing the paper questionnaire) one reminder was sent 
(without the paper questionnaire). Sufficient complete responses were received 
without the need for a further reminder.   

The survey materials used are provided at the Appendix at the end of this report. In 
this report, the question numbers that are referred to at each chart align with the 
question numbers used in the online survey, so readers should refer to the online 
questionnaire. 

 

  

 
1 Welsh, Polish, Romanian, Urdu, Panjabi, Spanish, Portuguese, Bengali 
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Sample breakdown and response rate 

Eight hundred valid responses were received –  527 via the online survey and 273 
via post. The overall response rate achieved was 8.7%, obtained from the 10,000 
postal invitations and an eligibility rate of 92%. Sixty-five respondents were 
ineligible, mainly due to respondents not paying the costs of using their personal 
mobile phone or not providing a valid answer to a screening question. 

Table 1: Breakdown of sample & response rate 

 

*Response rate = number of completes / (number of invites x eligibility rate) 

 

Table 2: Survey completion 

 

 

Analysis 

All results presented in this report are based on data weighted to the UK adult 
population aged 18+ unless stated otherwise. Therefore, the weighted survey 
findings may be considered to be estimates for this wider population of individual 
consumers.2 

 

  

 
2 And subject to sampling error along with other types of survey error. 



 

6 

Approach to weighting 

The interviewed sample was a close match to the profile of the UK adult population 
aged 18+. Corrective weights have been applied to the data ensuring parity with the 
profile of the UK adult population aged 18+. The data has been weighted by: age 
within gender; region/nation; rurality, and IMD.3 

  

 
3 Iterative rim weighting has been applied to the following (non-interlocking) marginal totals: age 
and gender (6 categories – male aged 18-34, female aged 18-34, male aged 35-64, female aged 
35-64, male aged 65+, female aged 65+); Region (12 categories – 9 English regions plus 3 other 
home nations); IMD quintiles (5 categories); and urban/rural (2 categories). 
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Demographics 

The following charts provide an overview of the demographic breakdown of the 
survey respondents. In each chart, the unweighted survey responses are compared 
with the profile of the UK population aged 18+, based on the latest available 
population estimates. This is provided in order to place the responses in context and 
has not been used for analysis purposes. 

Overall, a good spread of respondents was achieved by age and gender, with some 
under-representation in the youngest age group. This has been corrected by 
weighting the data by age within gender to the UK population. 

 

Age 

 
 
Source: S01. What age group do you fall into?  
Base: all respondents (n=800). * Based on ONS mid-year estimates (26th March 2024) 
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Gender 

 
Source: D01. Please select your gender.  
Base: all respondents (n=800). * Based on ONS mid-year estimates (26th March 2024) 

Gender by age 

 
Source: S01. What age group do you fall into? D01. Please select your gender.  
Base: all respondents (n=800). * Based on ONS mid-year estimates (26th March 2024) 
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The sampling approach and research methodology also achieved a good spread of 
response by region/nation, rurality and IMD. The achieved sample has been 
weighted by these variables to correct for slight variances. 
 
Region 

 
Source: IMD, region and setting are derived from postcode data (n=800).  

* Based on ONS mid-year estimates (26th March 2024) 

 
Setting 

 
Source: IMD, region and setting are derived from postcode data (n=800).  

* Based on ONS mid-year estimates (26th March 2024) 
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IMD 

 
Source: IMD, region and setting are derived from postcode data (n=800).  

* Based on ONS mid-year estimates (26th March 2024) 

 

The weighting efficiency for the weight to the UK population is 80.29%. An 
efficiency score greater than 70% is deemed to be fit for purpose.   
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2 Summary of key findings 
 
Purchase of mobile phone package 

Negotiating a mobile phone package 

In connection with their current mobile phone package, respondents were asked if 
they had ever tried to negotiate a better deal than the one they were first offered. 
Four in ten had tried to negotiate a better deal than the first one they were offered. 
Of these, around three-quarters were successful in their negotiations.  
 
The most common outcome of successful negotiations was a decrease in the cost 
of the package, followed by an increase in the data allowance. 
 
Usage of network data 

Smartphone usage 
The vast majority of respondents surveyed had a smartphone (97%). 

Usage of network service  
Network data was mostly used for voice calls, instant messaging services, browsing 
the internet and emails. While around one in four played online games, less than one 
in ten used their provider’s network service to play online games where speed is 
important. 

 
Choice factors 

Choice factors 
The single main reason for choosing a current provider was price/discounts (46%), 
compared with 13% who chose their current provider based on a network-related 
reason. 
Influencing factors on choice of new provider 

Price/discounts (55%) were also more likely to be the main consideration if 
respondents were to choose a new provider (vs. 18% that would consider network 
factors).  

Around half of respondents would look at what is available on different providers’ 
websites, and/or would use a comparison website, before choosing a new provider 
in the next month. 

Willingness to pay more 
15% of respondents said they would pay more for a faster network connection. 33% 
of respondents said they would pay more for a more reliable connection. 
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3 Survey results  
 

Package type & provider 

Current mobile phone package 

Nearly half of respondents indicated they are on SIM-only contracts, and around a 
third indicated they are on a contract that included the cost of their handset and 
usage/airtime. 

Where respondents indicated they are on a monthly contract, in the majority of cases 
no other services are included. 

 

Figure 1: Current mobile phone package 

 
Source: S05. Which of the following best describes the mobile phone package that you use? 
Base: all respondents (n=800).  
* Full code descriptions: Contract (which includes the cost of your handset and for usage/airtime); Split contract (separate 
contracts for your handset and your usage/air-time); SIM only contract (you only pay for usage/airtime); Prepay/Pay as you 
go (PAYG) bundles (texts, minutes and data allowance lasting 30 days, no contract but rolls-over unless cancelled) 
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Figure 2: Services included in monthly contract 

 

Source: S06. If your mobile phone package is part of a monthly contract, are there any other 
services that you get included in your contract? 
Base: all respondents in a contract (n=682). 

 

Current mobile network provider 

Around one in five respondents said their current provider is O2 or EE. Vodafone 
and Three brands are the next most used brands4. 

Figure 3: Current mobile network provider 

 

 
Source: S08. Which mobile network provider are you with for your mobile phone?                       
Base: All respondents (n=800). 

  

 
4 Vodafone brands include Vodafone, Voxi and Talkmobile. Three brands include Three (3) and 
Smarty. 
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Purchase 

Current mobile phone package 

Over half of respondents purchased their current mobile phone package at least a 
year ago.  

Half were already using the provider immediately before their current package, while 
a third had switched to that provider for the first time. 

 

Figure 4: When current mobile phone package was purchased 

 
Source: Q01. When did you purchase your current mobile phone package from your current 
provider?  
Base: all respondents (n=793). 
 
 
Figure 5: Is this your first mobile phone package with your current 
provider? 

 
Source: Q02. And is it your first mobile phone package with your current provider, or have you had 
one with them before? 
Base: all respondents (n=793). 
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Of those already with their current provider immediately before taking out their 
current package, two-thirds had looked at what else was on offer from that 
provider. Less than half had looked at offers from other network providers. 

 

Figure 6: Action taken before taking out current package  

 
Source: Q03. Before you took out your current package, which of the following did you do? Please 
select all that apply. 
Base: those whose package immediately before the current one, was with the same provider 
(n=430). 
 

Negotiating a deal 

In connection with their current mobile phone package, respondents were asked if 
they had ever tried to negotiate a better deal than the one they were first offered. 
Less than half (41%) had tried to negotiate a better deal than the package first 
offered.  

Around three-quarters of those who tried to negotiate a better deal said they were 
successful.  

Those who successfully negotiated a better deal were asked what was better about 
the new deal. The most common outcome of these successful negotiations was to 
decrease the cost of the package. The second most common outcome was to 
increase the data allowance of the package. 
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Figure 7: Attempt to negotiate a better deal 

 
Source: Q04. Thinking about your current mobile phone package, have you ever tried to negotiate 
a better deal than the one you were first offered? 
Base: all respondents (n=793). 

 
 

Figure 8: Success in negotiating a deal 

 
Source: Q05. And did you manage to get a better deal than was originally offered by your current 
provider? 
Base: those who tried to negotiate a better deal (n=324). 
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Figure 9: Advantages of the new deal 

 
Source: Q06. And what was better about the new deal? Please select all that apply. 
Base: those who managed to negotiate a better deal (n=246). 

 

Monthly cost 

Those respondents who had previously said they were on a contract or a hybrid 
package that rolls over unless cancelled were then asked about the regular cost of 
their mobile phone package. Based on the survey responses, the average monthly 
cost for a mobile phone package for contract/hybrid users is £25.50.  

The average cost increases to £39.77 when any extra services are included and falls 
to £20.62 among respondents who do not have any extra services as part of their 
contract. 

 

Figure 10: Monthly costs for phone package 

 
Source: Q07. We are now going to ask you about the cost of your mobile phone package. Roughly 
how much do you pay each month for your mobile phone package? If you have said that your 
current provider provides you with a handset/landline/broadband as well as for the mobile phone 
service, then please include the cost of the entire package when answering. 
Base: contract/hybrid users (n=739 overall / n=206 with extra services and n=438 no extra 
services). 
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Smartphone usage 

Network usage on smartphones 

When asked if their mobile phone is a smartphone, the vast majority said yes 
(97%.)5 

Those with a smartphone were asked which activities they do when using their 
providers’ network service (as opposed to being on WiFi). The most common use of 
network data is for voice calls, instant messaging, browsing the internet and emails. 
Around one in four play online games, and around one in thirteen use their provider’s 
network to play online games where speed is important. 

 

Figure 11: Usage of network services 

 
Source: Q09. Mobile phones can use either their provider’s network (i.e. using your own data) or a 
Wi-Fi connection (e.g. when at home, work, someone else’s home and in some public places for 
various purposes). Still thinking about your main mobile phone (the one you use most), which of 
the following do you ever do when using your provider’s network service (i.e. when using your own 
data and not on a WiFi connection)? Please select all that apply, but do not include any of these if 
you ONLY do them when on WiFi.) 
Base: those with a smartphone (n=765).                                                                                    
* Full code descriptions:  

• Use instant messaging services (e.g. WhatsApp, Facebook Messenger, Snapchat, iMessage)  
• Browse the internet (e.g. read content, search for something, look at pictures) 
• Make contactless payments at point of sale/checkouts/rail or bus fares 
• Make or receive video calls (e.g. Teams, Zoom, Google Meet, WhatsApp, Facetime etc) 
• Watch ‘live video’ e.g., live sports events, concerts via TV channels, YouTube, Netflix etc. 
• Play online games where speed is not important (e.g., Chess, Minecraft) 
• Play online games where speed is important (e.g., Valorant, Call of Duty)  

 
  

 
5 Source: Q08. Is your mobile phone a smartphone?  
Base: all respondents (n=799). 
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Choice factors 

Reasons for choosing current provider (multi-response) 

Respondents were asked to think back to when they took out their mobile phone 
package and to select the reasons why they chose their current provider over any 
other provider. 

The most common reason for choosing their mobile phone provider was price: nearly 
three-quarters of respondents chose their current provider because of price or 
perks/discounts, among other reasons. Around half chose their current provider for 
reason(s) relating to network quality, including network speed, coverage, reliability, 
etc. 
 

Figure 12: Reasons for choosing provider 

 
Source: Q10. Thinking back to when you took out your mobile phone package with your current 
provider or when you last renewed your mobile phone package with them, which of the following 
were reasons for choosing your current provider, rather than any other alternative mobile network 
providers?  Please select all that apply.                                                                                     
Base: all respondents (n=773) 
 
*Price = ‘Price’ + ‘Perks/rewards/discounts/offers’ 
**Network = ‘Network coverage’, ‘Network reliability for voice calls’, ‘Network speed’, ‘Network reliability for uploading or 
downloading data’ and/or ‘Network response speed for gaming’ 
 

Reason for choosing current provider (single-response) 

When asked to select the single main reason for choosing their current provider, 
respondents were most likely to cite price. Mention of any network-related reasons 
came a distant second. 
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Figure 13: Main reason for choosing a provider 

 
Source: Q11. And which of these was the single main reason for choosing your current provider? 
Please select one option only. 
Base: all respondents (n=718). 
*Price = ‘Price’ + ‘Perks/rewards/discounts/offers’ 
**Network = ‘Network coverage’ + ‘Network reliability for voice calls’ + ‘Network speed’ + ‘Network reliability for uploading 
or downloading data’ 
 

Main factor were they to choose a provider next month 

Respondents were asked which of the following factors would be their main 
consideration if they had to choose a new mobile network provider in the next 
month. Around half of respondents cited price would be their main consideration. 
In contrast, less than a fifth cited network-related reasons would be their main 
consideration. 

Figure 14: Main reason for choosing provider in the next month 

 
Source: Q12. Which of the following would be your main consideration if you had to choose a new 
mobile network provider in the next month? Please select one option only. 
Base: all respondents (n=745).  
*Price = ‘Price’ + ‘Perks/rewards/discounts/offers’ 
**Network = ‘Network coverage’ + ‘Network reliability for voice calls’ + ‘Network speed’ + ‘Network reliability for uploading or 
downloading data 
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Actions to take before deciding on a new provider 

Respondents were asked, ‘And if you were having to choose a new mobile network 
provider in the next month, which of the following actions would you be likely to 
take before deciding on that provider?’ In response, around half of respondents 
said they would look at what is available on different providers’ websites, and/or 
would use a comparison website. 
 

Figure 15: Actions likely to take before deciding on new provider 

  
Source: Q13. And if you were having to choose a new mobile network provider in the next month, 
which of the following actions would you be likely to take before deciding on that provider? Please 
select all that apply. 
Base: all respondents (n=794).  
* Full code description: Discuss offers with different providers’ staff (on the phone, online or in a store). 
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Willingness to pay more for a faster or more reliable network connection 

Respondents were asked if they would be willing to pay more than they do now for 
a faster network connection when they next make a decision about choosing a mobile 
network provider. Around one in seven respondents said they would be willing to pay 
more for a faster network connection.   

Respondents were also asked if they would be willing to pay more than they do now 
for a more reliable network connection when they next make a decision about 
choosing a mobile network provider. A third of respondents said they would be willing 
to pay more for a more reliable network connection.  

 

Figure 16: Willing to pay more for a faster network connection 

 
Source: Q14. When you next make a decision about choosing a mobile network provider, would 
you be willing to pay more than you do now for a faster network connection? 
Base: all respondents (n=793). 
 
Figure 17: Willing to pay more for a more reliable network connection 

 
Source: Q15. And would you be willing to pay more for a more reliable network connection? 
Base: all respondents (n=793). 
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4 Appendix 
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Survey invitation letter  
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Paper postal questionnaire  
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