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Adoption: Smartphone outpaces the rest
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Use: Smartphone catching up .... '“'!

Smartphone = most indispensable
Social media (daily) technology
60% (+4) 26%

——eo
Searching info (daily)
Interaction with TV programming P 49% (+5)
27% (+5)
Distraction with TV program é— E-commerce (monthly)
34% (+5) 17% (+6)
Remote control for Smart TV Online banking (monthly)
20% 37% (+11)
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Smartphone beats tablet ||||...!

60%

ETablet ®Smartphone

31%  30%
2% 4%

29%
19%
9%
% o Ok

2014 2015 2014 2015 2014 2015 2014 2015
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But still lagging behind internationally

Smartphone adoption

Netherlands

84%

UK 76%

Germany

75%

o |
o

Flanders

France

61%

Wallonia

39%
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User: 5 types of profiles '“'..!

[ FREQUENCY & VARIETY OF MEDIA USAGE ]

[ QUID ANALOGUE MEDIA FANS? ]
digital for everyone,
but not for everyone the ‘new normal’

26.1% 24.9%

19.4%

16.0%
13.5%

Online Media Master Heavy Media Omnivore Professional Explorer Playful Explorer Traditional Media Fan

0)

0 & O 0
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Time, but no money




No time, but money

o Digital native (100% digital)

(premium) content and devices

Traditional + new media
(growing emphasis on new media)

£ ) S
High level of media consumption
Both use & possession

HEAVY MEDIA OMNIVORES - 19.4%

i




Embracing new media,
but mainly in a professional context

Digital immigrant (semi-digital)

e—

functional applications:
e-mail, searching information, LinkedIn

A

High adoption of laptops, smartphones and
(personally owned) tablets

Entertainment: still mainly traditional
media (linear TV, radio in the car)

»

PROFESSIONAL EXPLORERS - 16.2%

~—

Y 4




pﬁ

Tablet as main gateway to the internet

High frequency of use of tablet

Functional applications:
e-mail, browsing for information

-

Mobile gaming

Entertainment: still has to discover
(streaming/downloading, news, SNS)



Lowest adoption of new media & ICT (‘only

when necessary’)

o YIS TS

linear TV on television set, radio set,
reading the newspaper

N
L Satirce imaae: httn /' www ri1 nl/@7568209/01 Mkiiken aeen/ /






Tablet stagnates — in adoption... '“'..!.

Adoption rate tablets
+2,5
+144 55.8% 58.3%
+13 7 4.4%
+14,6 27.7%
+11,1 131% ﬁ
Y

2010 2011 2012 2013 2014 2015
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Tablet stagnates — ... and In use '“'..!.

Daily use of tablet (within tablet owners)

78.8%

69.4%
64.4%

53.0%

2012 2013 2014 2015
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Tablet stagnates — 2 types of users '“!!.

Young families

Sharing the tablet Tablet = personal possession
Tablet = just one of the many devices Tablet as main gateway to the online world
in house, + entertainment also outdoor, + functional
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More multiscreen households '“'..!

# screens in the household?

(television, desktop, laptop, smartphone or tablet)

o
—
o 9
¥ X

I-.'.
3
o =
X

—

16%

N

w

N

32%
33%

m2014 m2015
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6/10 (58,4%, +4,9) >4 screens
7/10 internet on other device during TV s | dghtn

Distraction (64%) vs Interaction (56%)

8/10 (78,4%, +1,4) multiscreen (>3) household IIIII

64%
61%
W Tablet ® Smartphone H Any device*
46%
43%
34%
28% 27% 29%
0 26% 0
25% 25% 23%

1% 14% - 14%

13% o 12% o .

2014 2015 2014 2015 2014 2015 2014 2015
Search additional info about program Share opinion about program Look up info about TV commercial Reason not related to program

* Any device = computer, tablet, smartphone, Smart TV or game console
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TV: Cumulation vs Cannibalisation?
Over the top = on top

Traditional TV remains stable...

m Connection digital TV
Watching TV on TV set (daily basis)
... While new forms are emerging ON TOP

Netflix
NETFLIX _ . .
Streaming films/series on computer (monthly basis)

™ iMinds CMICT

2014

86%
78%

2014

22%
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2015

86%
78%

2015

12%
26%

25
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Mobile: Cumulation vs Cannibalisation? |II|I
Over the top = on top s o

Communication services used on daily basis

SMS

Any OTT service

Facebook Messenger

WhatsApp

Snapchat

0% 10% 20% 30% 40% 50% 60% 70% 80%

m2014 ®W2015
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Mobile: Cumulation vs Cannibalisation?
Over the top = on top

SMS & 0TT-messaging on people owning a smartphone

™ iMinds | digiMeter

Smarhone | ¢ iy basis | 011 MeSS3%8 Me;:;%egtgogaily WhatsApp dally Hanggjtil/e Talk | Snapchat daily
adoption daily basis basis daily basis basis
B 2 1%l 8850 B | 37,0%[ 7,9%|B._ 66,5%
B 750% B 364%| 32,1%
30,6%|l 7.1%
20,6%|l 4,1%
18,5%| 1,5%
10,5%| 2.6% 0,0%
11,3% 0,0% 0,0%
05,7% 47% 15,3%
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TRADITIONAL VERSUS WEB-BASED COMMUNICATION

Phone call via classic mobile network

Phone call via web-based app

Text message
Facebook Messenger
WhatsApp

Google Hangout/Talk
Snapchat

iMessage (iPhone)*®

Any of the enlisted OTT
messaging services

EVER

93,7%
56,2%

98,4%
70,4%
58,6%
19,7%
31,7%

81,3%

MONTHLY

86,6%
29,4%

95,5%
62,0%
49,3%
10,8%
25,5%
70,2%

DAILY

42,6%

5,0%

70,0%
39,3%
25,7%
4,7%
15,3%

50,6%

51,8%

Classic versus web-based communication (on people owning a smartphone, N=1.494)

® iMinds

EVOLUTION
DAILY
2015-2014
-43

+2,4

15-19

20-29

30-39

40-49

50-59

60-64

65+

TOTAL

CLASSIC VERSUS WEB-BASED MESSAGING, BREAKDOWN BY AGE

SMART-
Aoy MESSAGE'
93,7% 82,1%
90,4% 78,5%
89,5% 64,4%
81,6% 82,1%
61,9% 64,7%
55,4% 48,3%
33,2% 53,3%
68,5% 70,0%

Classic versus

omicT

oTT FACEBOOK
MESSAGE MESSENGER
DAILY DAILY
88,5% 78,5%
75,0% 61,5%
58,6% 39,3%
49,4% 33,5%
33,7% 21,1%
22,8% 13,2%
15,7% 7.1%
51,8% 39,3%

b-based messaging,

WHATSAPP
DAILY

37,0%

36,4%

30,6%

20,6%

18,5%

10,5%

1,3%

25,7%

GOOGLE
HANGOUTS/
TALK DAILY

7.9%

7.5%

6,1%

3.2%

2,6%

2,6%

0,0%

4,7%

SNAPCHAT
DAILY

66,5%

32,1%

71%

4%

1,5%

0,0%

0,0%

15,3%

1 by age (on people owning a smartphone, N=1.494)

IMESSAGE
DAILY

68,4%
57,2%
49,4%
59,3%
22,8%
15,3%
46,8%

50,6%

UNIVERSITEIT
GENT
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Increasing (mobile) interaction & distraction |II|I
> Digibesitas? | |

AMPER 25 EN AL EEN BURN-OUT

Waarom steeds meer jongeren slachtoffer zijn

Exomroepster Eva Daeleman heeft een burm-out. Daarmee

15 ze geen utzondening. #Zo'n 15% van de actieve bevoking

kampt er vroeg of laat meex, zegt stressdokter Luc

Swinnen. aLeeftijd speelt amper een rol. Maar de extra

prikkels van de sociale media hebben ervoer gezorgd dat

er nuveel meer jonge patiénten in behandeling gaan. »
[DIETERT BERNAERS «

«Sociale media .......
ziinmoderne =i

denken. «De sockale

]
. s f Julle De Schrijver
fOItertulgen» e e Stackng, first time! Anti-phubbang... “NMMugent #ightou
Eenemen kan werden. Ik kansie I
Inbeeiden dat je een | gevocd
e wam i k' She e g

7 -S0CIAAL LEVEN?

> oos0 i 0205 ) 3%

k2 " d op de fotus vm filmpies dae je
dir 2 - et 15 ook ol lvrien- 113

i okt wer RZeOOKSIBEOS krijgt ermee
scmcrs st ccn bun-ost. Dat - Meer tieners. tweel. Maar 0 beleesdheid ver-
o Btk o T

Srckpeced hede FoOWerkpe D per week. praclr— ety ey te maken

"Ik ben Jolien en ik ben verslaafd aan mijn EEEMUISEET Yoakloggenoutirs =

diglartien ca husdokters. Uit

@ ey s baidi-
¢ i i ovn priud. En lat b hod
nian  hun kroost Sriabjk o b razra prikiorks

L] de hemermheveilcies axa sen vrer pen Bevekpumt heblien pa-

smartphone e
e el
e e

Ergert u zich wel eens aan uw vnenden als ze op ¢ N

hun smartphene dan met u? Enkele Gentse studen
van smariphone-ebquette

Bekik de volledige aflevering
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1,5% smartphone > basic feature phone

| don’t want to be accessible anytime
anywhere (8%)

Aversion (6%)

Privacy infringements (3%)

2,5% abandoned Facebook

Time consuming (69%)

Privacy issues (41%)

can’t pass a day without SNS (25%)




VISIBILITY
D [ | [ | | | t ? Peak of Inflated Expectations
Plateau of Productivity
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Are we here?

Slope of Enlightenment

Trough of Disillusionment

Attention 4

Technology Trigger

Playful Explorer Traditional Media Fan

Online Media Master Heavy Media Omnivore Professional Explorer
co .g. ’5
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2015 TAKE-AWAYS

Smartphone beats tablet
B’ . .
Tablet stagnates

Multiscreen households




THANK YOU FOR
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