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More than half of consumer broadband plans 

worldwide now utilise multi-stage promotional 

pricing, according to data from Tarifica's Telecom 

Pricing Intelligence Platform (TPIP). 

The platform, which tracks 6,945 standard 

consumer broadband plans across 46 markets, 

reveals that 57% of these plans offer promotional discounts that last for a set period before reverting to 

the full price. 

This pricing strategy means consumers initially see and pay a discounted rate, which later increases. 

The complexity arises from the additional pricing structures surrounding these promotional rates, 

including standard prices that apply after the discount period and, increasingly, secondary price 

escalations. 

Promotional Pricing Becomes The Norm 

From Q2 2025 to Q1 2026, the proportion of broadband plans with promotional pricing remained steady 

between 56% and 63%, settling at 57% in the first quarter of 2026. The median discount during this 

period was 29%, slightly down from 33% a year earlier, indicating a slight reduction in the depth of 

introductory offers. 

The prevalence of promotional pricing varies significantly by country. 

In Argentina, 98% of broadband plans include promotional pricing, with similarly high figures in the 

Netherlands (95%), Ireland (94%), Australia (94%), Chile, and Canada (both 91%). In these markets, 

promotional pricing has become the standard way to sell broadband services. 

Conversely, some markets have little to no promotional pricing. Oman, Kuwait, Belize, Guatemala, 

Honduras, Nicaragua, and El Salvador report no promotional pricing, while Saudi Arabia (7%), Italy (5%), 

and the United Kingdom (9%) have minimal promotional activity. 

The Reality Of Standard Pricing 

In markets with heavy promotional activity, the standard monthly price is rarely what new customers 

initially pay. 

However, it is not merely a fictional figure; it represents the price customers will pay once the 

promotional period ends, typically after six, 12, or 24 months. This standard price also serves as the 

reference point for advertising the savings during the promotional period. 



This pricing strategy results in a significant difference between the standard price and the effective first-

year price. 

For example, in Ireland, the median broadband plan has a standard price of €100 but an effective first-

year price of €65, a 35% difference. 

Similar gaps are seen in Argentina (33%), Switzerland (31%), Singapore (30%), the Netherlands (27%), 

and Chile (27%). 

Diverse Promotional Strategies 

Broadband providers have adopted two main promotional strategies. 

The first involves offering steep discounts for short durations. 

For instance, Japan offers a median discount of 86% for six months, while Germany provides a 56% 

discount for ten months. 

Argentina often provides a free first month before reverting to the standard price. These strategies aim 

to attract customers with significant initial savings while quickly transitioning to the standard price to 

drive revenue. 

The second strategy involves offering smaller discounts over longer periods. Switzerland, for example, 

has a median promotional period of 24 months with a 32% discount. 

Canada and Singapore follow similar patterns with 24-month promotional periods and discounts ranging 

from 20% to 40%. 

In these cases, the promotional price effectively becomes the contract price, with the standard price 

serving as a higher reference point for marketing purposes. 

The Emergence Of Two-Tier Pricing 

About 14% of consumer broadband plans now use a two-tier escalator structure, featuring a deep initial 

discount, a moderately discounted secondary price, and then the standard price. 

For example, Eir Ireland's “Fibre Broadband 5Gb + TV + mobile + Talk International” plan costs €99.96 for 

the first 12 months, €109.96 for the next 12 months, and then €144.96 thereafter. 

This approach means customers are signing up for a sequence of prices rather than a single rate. See 

also: Spencer Matthews wraps up 24-hour Snowdon endurance challenge powered by O2 Satellite. 

The Netherlands leads in this approach, with 56% of broadband plans using two-tier pricing, followed by 

Argentina (51%), Mexico (40%), Poland (33%), and Austria (29%). In these markets, the single price 

model has been largely replaced by a sequence of prices that reflect different stages of the customer's 

tenure. 

The Complexity Of Promotional Pricing 

Promotional pricing is inherently complex and difficult to summarise with a single figure. 

A 29% discount can have vastly different implications depending on whether it applies for six months or 

twenty-four. 
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The introduction of two-tier escalators adds another layer of complexity. Aggregate broadband price 

indexes often simplify this complexity into a single value, which may not reflect the actual pricing 

structures that consumers face. 

A more detailed, plan-level view that tracks standard prices, promotional prices, secondary prices, and 

the duration of each tier provides a more accurate picture. 

This approach reveals that broadband pricing is increasingly defined by the sequence of prices a 

customer pays over time, rather than a single monthly charge. This complexity underscores the need for 

a nuanced understanding of broadband pricing, particularly for operators, regulators, and consumers. 

FAQ 

What is multi-stage promotional pricing in broadband? 

Multi-stage promotional pricing in broadband refers to a pricing strategy where the cost of a broadband 

plan changes over time. 

Typically, it starts with a promotional discount for a set period, followed by a secondary price, and 

eventually reverts to the standard price. This approach makes it challenging for consumers to compare 

plans directly. 

How prevalent is promotional pricing in global broadband markets? 

According to data from Tarifica's Telecom Pricing Intelligence Platform, 57% of consumer broadband 

plans across 46 markets feature promotional pricing. 

The prevalence varies significantly by country, with some markets like Argentina and the Netherlands 

having nearly all plans with promotional pricing, while others like Oman and Kuwait have none. 

What are the two main strategies used in promotional pricing for broadband? 

The two main strategies are offering steep discounts for short durations and providing smaller discounts 

over longer periods. 

The first strategy aims to attract customers with significant initial savings, while the second strategy 

makes the promotional price the effective contract price, with the standard price serving as a higher 

reference point for marketing purposes. 

The shift towards multi-stage promotional pricing in the broadband market reflects a significant change 

in how services are marketed and sold. 

This trend highlights the need for consumers to carefully evaluate the long-term costs of broadband 

plans rather than focusing solely on initial promotional rates. As this pricing strategy becomes more 

prevalent, it underscores the importance of transparency and clarity in broadband pricing to ensure 

consumers can make informed decisions. 


