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Market study: 10 years of Fixed-Mobile-Convergence
What do successful FMC operators do differently?
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• Operators differentiate themselves through monetary and 
non-monetary benefits and an increasing degree of 
flexibility in bundled components and benefits

• First providers offer FMC based on FMS
(Fixed-Mobile-Substitution)

• Vodafone Spain, Movistar, Ziggo and Proximus show the 
highest FMC penetration rate

• Providers with highest FMC penetration rates tend to use 
the following approach: relevant but moderate monetary 
benefits plus non-monetary benefits, presented either as 
simple, hard bundles or flexible soft bundles
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• Monetary discounts range between 1 and 34%, mostly 
depending on the package

• More economic offer design is possible for higher-value 
price plans and through non-monetary benefits

• The introduction of FMC offers correlates with decreasing 
churn

• No positive influence on sales and new customers visible
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2020
What does the FMC market for end 
customers look like today?

1. Why do telecommunications 
companies offer FMC services? 

2. How do FMC offers look like?

3. What’s in it for the customer?

4. How successful are those FMC 
offers?

2010s
•

•

•

Thought Leadership in 
Telecommunications:

3

•

•

Around 2010 the first internet FMC offers were launched.
What is the situation today?

>200
projects
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Scope: This study compares the B2C FMC offers of 25 telcos from 14 countries
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Current FMC offers from international telcos have been analyzed based on 
publicly available information
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Focus of this study are the customer facing commercial offerings of Fixed-
Mobile-Convergence (FMC)
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* FMS: Fixed-Mobile-Substitution

7

FMC is the combination of telecommunication services at home and on the go. 
FMC with FMS is the new kid on the block
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FMC with FMS *„Classic“ FMC with fixnet FMS
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For Internet at home, 
mobile routers are 
more popular than 
mobile devices like 
smartphones & tablets

52 404 591 870
1,600

2,500

2018201620152010 2017 2019

Monthly data volume per mobile 
connection (MB) 2
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Mobile router

Broadband
DSL, cable, etc.

9Mobile
Smartphone / Tablet

42

Germany Austria Spain US

Increasing use of 
data in mobile 
communications

Primary internet access at home (%) 3

5G reinforces the
FMS trend

of consumers can imagine 
using 5G WiFi services if the 
speed is comparable to
FTTH/B connections 4

FMS

Fixed-Mobile-Substitution (FMS) is facilitated by the development of 
increasingly powerful mobile networks

62%
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Example: Example: Example:

Convergent services based on FMS are mainly an opportunity for mobile 
telecommunication operators

X X
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mm1 Newsletter bestellen

10

1

2

3

4

Why do telecommunications companies offer FMC services? 

How do FMC offers look like?

What’s in it for the customer?

How successful are those FMC offers?

https://mm1.de/newsletter/
https://www.facebook.com/mm1consulting/
https://www.linkedin.com/company/mm1/
https://twitter.com/mm1Consulting?lang=de
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1 Why do telecommunications companies 
offer FMC services?

https://www.pexels.com/@divinetechygirl?utm_content=attributionCopyText&utm_medium=referral&utm_source=pexels
https://www.pexels.com/photo/group-of-people-sitting-near-table-1181403/?utm_content=attributionCopyText&utm_medium=referral&utm_source=pexels
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• High FMC penetration supports the achievement of the three abovementioned goals
• Faster FMC penetration leads to a better achievement of the three abovementioned goals
• Emphasis on achieving goals depends on individual corporate strategy, e.g. FMC offering presented only to existing customers

FMC penetration (=share of FMC customers in customer base)

+

In principle, FMC provide the opportunity to increase sales, reduce churn and
acquire new customers

+



The consultancy for Connected Business

0

1

2

3

4

5

0

1

2

3

4

5

0

2

4

6

8

10

12

14

13

- 63% in 5 years
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- 17% in 8 years
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Relationship between FMC and ARPU cannot be identified.
Regulation in fixed network, discounts mainly on mobile
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There is no evidence that the introduction of FMC offers leads to an increase in 
customers
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Conclusion: The introduction of FMC offers helps to reduce churn but has no 
impact on ARPU or new customers

Key findings from chapter

FMC reduces churn
Churn drops at Deutsche Telekom, Vodafone DE and o2 DE after introduction of FMC offer

No positive correlation between FMC and turnover or new customers
No increase in ARPU or new customers due to the introduction of FMC offers visible. Other 
factors such as network quality seem to be crucial here
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2 How do FMC offers look like?

https://www.pexels.com/@visual-tag-mx-1321732?utm_content=attributionCopyText&utm_medium=referral&utm_source=pexels
https://www.pexels.com/photo/top-view-photo-of-3-men-in-front-of-laptop-2566581/?utm_content=attributionCopyText&utm_medium=referral&utm_source=pexels
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Telco services

Value-added services

PRODUCT BUNDLES FLEXIBILITY3BENEFITS

²
3

4

FMC offers differentiate along three dimensions: Product bundles, 
benefits and offer flexibility

21

x

18

€
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= Bundling of two products

Options: Options:

Broadband + mobile

Mobile + TV

Broadband + landline
+ mobile

Broadband + mobile + TV

Broadband + landline 
+ mobile + TV

= Bundling of three products = Bundling of four products

FMS + mobile

Options:

4G/5G Broadband + mobile
+ 2 others [X]

Broadband + mobile
+ others [X]

Product bundles: FMC bundles always contain a mobile component. Hence, 
there is only a limited set of options

x x

x

² 3

PRODUCT BUNDLES (FMC and FMS)1

4
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Benefits: customers qualifying for the FMC conditions are granted exclusive 
advantages

BENEFITS2
Price discount: Monthly price reduction on elements (e.g. mobile phone) of the bundle or other products, often as credit on invoice

Vouchers: Discounts for partner products

Data volume: Free top-up of the available data volume in the mobile price plan

Zero rating: No consumption of data volume for using certain apps

SIM cards: Provision of additional SIM cards, often specifically for families, sometimes with data volume sharing

Telephone flatrate: Free landline or mobile flat rates (GER, EU or world) or free minutes to various networks

Plan upgrade: Access to more service for the same price

Customer service: Preferred or extended helpdesk service and provision of replacement equipment

Cloud storage: Free access to the provider's cloud storage

Security software: Free access to a security software

Content: Free access to additional content such as (OTT) TV, gaming, music, press, etc.

Hardware: Free provision of e.g. routers

Monetary

Value-added
services

Telco
services

€



The consultancy for Connected Business 21

•
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•

•
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Flexibility: FMC offers can be rigid or more flexible with a higher degree of 
freedom for the customer 

FLEXIBILITY3

Combination
of existing

plans                              
(Soft                       

Bundles)

Fixed
Bundles                 

(Hard                   
Bundles)

Customizable 
packages

(Flex                   
Bundles)                 
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+ FMS + FMS + FMS + FMS

PRODUCT BUNDLE (FMC and FMS)1

²

3

4

Quadruple play is no longer a differentiating feature for current FMC offers
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Many providers choose the "combination of existing plans”, but differ in the 
type of benefits

44% 12% 8% 4% 32%

BENEFITS2

FL
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3

%

€ € € €

60%

24%

16%



The consultancy for Connected Business

      



%   %   %

    

 

    



 

% OTT
TV

 

24

Press / 
Gaming

Va
lu

e-
ad

de
d 

se
rv

ic
es

Deep benefits: Price discounts, data volume, SIM cards, flat rates and customer 
service are offered most frequently
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Choice between fixed and mobile internet for FMC package

Example of innovative bundle components:
A1 bundles FMS routers into FMC bundles as an alternative to DSL

²
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Ziggo offers a high degree of flexibility in its offer and various benefits,
which are presented transparently. The OTT TV package can be chosen 
individually

Example of clear benefit communication and flexibility:
With Ziggo, customers can choose benefits according to its needs

3

4
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Proximus offers various FMC packages with individual customization
options, guides customers through the offer selection process and provides 
targeted offers to families and young people

Example for target group specific offer with many individualization options: 
Proximus updated its offer in July 2020 (Status: 15/07/2020)

²

4

3
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Proximus offers various FMC packages with individual customization
options, guides customers through the offer selection process and provides 
targeted offers to families and young people

Example for target group specific offer with many individualization options: 
Proximus (Status: 15/05/2020)

²

4

3
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FMC offering on the homepage of the website, simple set of bundles

Example of a simple offer structure: Vodafone Spain offers five FMC bundles

3

4
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Key findings from chapter

Quadruple Play is no longer a differentiator
The majority of the analyzed telcos today can offer quadruple play. The fourth element is often 
TV, but can also be smart home, gaming or others

Telcos differentiate through monetary and non-monetary advantages
Customers receive exclusive benefits for booking a FMC offer such as discounts, voice flat 
rates, extra data volume, exclusive customer service or currently increasingly OTT / VoD 
content. Some providers are targeting families and households with additional SIM cards

Flexible offers are on the rise
Many operators allow the combination of existing price plans, but innovative providers 
increasingly allow their customers to combine their FMC bundle components freely

First operators with FMC based on FMS
First providers offer FMC offers with FMS and are obviously willing to accept cannibalization 
of their traditional fixed broadband offers

30

Conclusion: Operators differentiate via FMC benefits, increasingly also via a 
higher degree of flexibility
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3 What’s in it for the customer?

https://www.pexels.com/@karolina-grabowska?utm_content=attributionCopyText&utm_medium=referral&utm_source=pexels
https://www.pexels.com/photo/crop-woman-using-smartphone-while-working-at-computer-4476389/?utm_content=attributionCopyText&utm_medium=referral&utm_source=pexels
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•

•

•

•

•

When deciding for a FMC offer, costs are the most important 
factor - additional benefits are also significant

Quality of Service 11

One invoice with
one supplier 11

Price savings 14 Additional services, 
e.g. extra data volume 
or free TV 14

Increased flexibility in the 
selection of components, e.g. 
optional landlne telephony 14

65%
53%

47%

15%

15%

https://www.bcg.com/de-de/publications/2015/telecommunications-marketing-fixed-mobile-bundles-here-to-stay.aspx
https://de.statista.com/statistik/daten/studie/770083/umfrage/umsaetze-im-vod-markt-in-deutschland-nach-segmenten/
https://www.telecompaper.com/news/cost-savings-drive-choice-for-fmc-package-survey--1326698
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14 - 21%

5 - 13%

n.a.

3 - 7%

5 - 13%

n.a.

9 - 21%

11 - 27%

n.a.

n.a.

6 - 34%

3 - 29%

3 - 19%

9 - 26%

3 - 9%

2 - 6%

4 – 7%

7 - 9%

2 - 25%

1 - 20%

33

•

•

•

o

o

o

o

•

•Calculation: 
Monthly 
discount of the 
FMC offer / 
monthly cost of 
the plans when 
buying 
separately

Discount 
range (%)

Most providers offer discounts for FMC products, ranging 
from 1 to 34%, mostly depending on the selected package
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Scenario
1 broadband +
1 mobile contract

•

•

o

o

o

•

•

34

5.75 €

5 – 25 €

9 €

5 – 15 €

4.20 €

19 €

7 €

9 / 17.80 / 26.70 €

10 €

3.50 €

2.50 / 5 €

2 / 4 / 7 / 10 €

13.40 €

4 €

5 / 7.50 / 10 €

5 €

8.60 €

5 – 7 €

0.50 / 3 / 7 / 16 €

Abs. FMC discount
(€ / month)

No data
No data

No data

Discount on the FMC product usually <=10€ and depending 
on price plans - Scenario: broadband + one mobile contract

5 / 6 * / 7 / 10 €
* 1. – 12. month, then 3
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2

Approximately 50% of the operators offer non-monetary 
benefits to their convergent customers

*** Calculation: sum of all quantifiable non-monetary benefits, calculated for minimum term of the benefit or 24 months contract term of the FMC offer; non-monetary benefits not 
always quantifiable in monetary terms. Scenario: broadband + one mobile contract

Scenario
1 broadband +
1 mobile contract
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3

Non-monetary benefits increase the value of an FMC offer 
but have no negative impact on ARPU

*** Calculation: sum of all quantifiable non-monetary benefits, calculated for minimum term of the benefit or 24 months contract term of the 
FMC offer; non-monetary benefits not always quantifiable in monetary terms. Scenario: broadband + one mobile contract

Scenario
1 broadband +
1 mobile contract
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More for more: Combination of different mobile and broadband tariffs with 
progressive discount (Level 1 -3) depending on the value of the individual plans. 
Additional discount for new customers who book both products together

Example of discount logic driving upselling:
Verizon gives higher discounts for combining more expensive plans

²

4

3
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At Deutsche Telekom, customers can combine mobile and broadband
rates and receive a monetary discount and other benefits whose value
is transparently shown3

4

Example for non-monetary benefits: 
Deutsche Telekom non-monetary benefits worth more than the discount
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Conclusion: Price discounts are popular FMC advantages, but more economic 
and smarter offering designs are possible

39

Key findings from chapter 

Monetary benefits under 10€, non-monetary benefits up to 20€
The monetary FMC discount ranges between 1% and 34% depending on the FMC package, 
but usually remains below 10€ / month for the combination of broadband and a mobile 
contract. Non-monetary benefits have a value of up to 20€ / month

Higher-value advantages for higher-value tariffs possible
Constant price discounts are easy to understand but offer little incentive to upgrade to higher 
value plans. So far, few vendors have taken the approach of encouraging the purchase of 
higher value products through progressive benefits

Other advantages increase the overall value of the offer, but not at the 
expense of the ARPU 
Non-monetary benefits increase the value of the FMC offer for the customer. For the provider, 
non-monetary benefits are economically better than monetary benefits, as they do not reduce 
the invoice amount
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4 How successful are those FMC offers?

https://www.pexels.com/@karolina-grabowska?utm_content=attributionCopyText&utm_medium=referral&utm_source=pexels
https://www.pexels.com/photo/crop-woman-using-smartphone-while-working-at-computer-4476389/?utm_content=attributionCopyText&utm_medium=referral&utm_source=pexels
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•

•

Market success of an FMC offer is evaluated based on FMC penetration

Penetration speed of the FMC offer =

FMC penetration rate
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European providers stand out from the rest of the world with innovative 
benefits and high FMC penetration

•

•

Vodafone 92%

Movistar 89%

Proximus 60%

Vodafone 55%

•

•

•
•
o

o

•
o

o

•

•
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Many providers have been offering convergent services for years and 
occasionally renew them with relaunches
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Penetration speed 

•

•

o

o

o

•

•

19.3

14.6

12.3 11.4

8.5
7.3 7.0 6.4 5.8 5.5 5.2

3.2

Vodafone ES, Ziggo, Movistar and Proximus were able to 
quickly migrate customers to FMC offers with 11-19% p.a.
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•

•

•

The combination of various benefits is usually associated
with a higher FMC penetration speed

45
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High discounts do not always result in greater speed of 
penetration

Calculation: Max. monetary discount for combination of broadband and a mobile contract

•

•

•

Scenario
1 broadband +
1 mobile contract
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Higher value non-monetary benefits tend to lead to faster 
adoption of FMC offerings in the customer base
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In the reference scenario, monetary and non-monetary 
benefits per month tend to be worth between 15€ and 25€

•

•

•

•

•

•

Calculation: Max. monetary discount for combination of broadband and a mobile contract + all quantifiable non-monetary benefits 

Scenario
1 broadband +
1 mobile contract
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Fixed bundles or packages with a higher degree of 
freedom have higher penetration speeds

•

•

•

•

o

o

•

•

•

Flexibility3

Customizable packages              
(Flex Bundles)

Combination of existing 
plans (Soft Bundles)

Fixed bundles                            
(Hard Bundles)
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•

•

Providers with higher penetration rates are also more aggressive in marketing
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Conclusion: Simple pre-defined or fully-customizable FMC packages with 
moderate monetary plus non-monetary benefits have highest penetration rates

Key findings from chapter 

Vodafone Spain, Ziggo and movistar with fastest FMC distribution
All three providers have converted over 40% of their customer base to FMC in a short period 
of time. Vodafone Spain leads with a penetration rate of 92%

High monetary advantages do not necessarily lead to high FMC penetration
The highest FMC penetration rates are achieved by providers with rather moderate price 
discounts (exception: Vodafone Spain). The value of the non-monetary benefits is also 
relevant, but is not always communicated transparently

Customizable or simple but comprehensive packages are more successful
Providers that give their customers more flexibility in designing the FMC bundle show a higher 
FMC penetration rate than providers that only incentivize the combination of existing tariffs. 
Ready-made bundles, on the other hand, are easy to understand and can also be successful

Besides the design of the offer, customer-centric marketing counts
Providers with the highest penetration rates place their FMC offer on the homepage, address 
the needs of key customer groups and show the benefits for the customer transparently
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https://de.statista.com/statistik/daten/studie/3506/umfrage/monatliches-datenvolumen-pro-mobilfunknutzer-in-deutschland/
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We are the consultancy for Connected Business

consulting technology 
We make connected
business champions

Top-10 consultancy for 
Innovation & Growth 
Technology & Telco

Consulting, Prototyping,
Solution architectures,
Requirements &
Specifications,
Full Stack Development
(UX/App/Cloud/SW
Devices/Connectivity)
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Ideation & Design Agile Development Go-to-Market & Roll Out

...for 12 telcos in Europe

More than 20 years of project experience in the telco sector from strategy to 
development and transformation

>200
Projects
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