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Places not platforms

Over the past 6 years we have been running Mindreader, our annual study, to understand the digital
consumer today. During this time many technology advances have happened including the launch of both the
iPhone and iPad and Smart TV. The rate of change of technology is fast but how quickly does the average
consumer behaviour catch up with the technology? Mobile technology in particular changes quickly. We are
now able to do more and more in a mobile environment. We are not required to focus the majority of our
internet activities at home but does that mean consumer behaviour is dictated by the technology available or
by what they want to achieve with technology. Using our data we have found 5 key areas to remember when
thinking about consumer behaviour.

1. People still consider laptop/desktop computers as their primary internet device.

2. If someone does an activity online they are just as likely to do that activity on any device

3. The location someone is in will have more impact on what they are doing online not that the

technology is available to them.

When devising a campaign we need to make sure that it is optimised for all technology.

5. Marketers need to think more about the way consumers are using the internet and not focus on
device led campaigns.

»

1. People still consider laptop and desktop computers as their primary internet
device.

People have inbuilt associations between objects and activities. Habits can also be very hard to break. If we
look at technology ownership over 90% of our sample use a laptop or desktop on a regularly basis. This is
compared to 56% who use a smart phone and 33% who own a tablet. This means that although the
penetration of both smartphones and tablets is increasing lots of people are still relaying on traditional
technology to access the internet. This is born out of in Mindreader data. We asked what device they primarily
use to connect to the internet and the overwhelming answer is a desktop/laptop computer as shown in figure
1. The 3" device is the tablet. Although the number of tablets being bought is increasing currently it doesn’t
mean that people are sacrificing a PC to obtain one. According to the Forrester report “The worldwide tablet
forecast’ people still view PC as being better at creating content and Tablets better for viewing which means
we will still be multiple device homes. We can also see that high and medium income households are more
likely to own a tablet. Although some of this will come from the price point of tablets it still indicates they are
the 3" device.
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2. If someone does an activity online they are just as likely to do that activity on
any device

When different technologies are introduced we want to know as much as possible about that new activity.
Over the past couple of years on Mindreader we have asked what digital activities people have conducted on
individual platforms. This was a time consuming question to ask and as technology devices multiple is only
going to get longer. We decided we wanted to investigate how these different activities change by platform
and the results surprised us. As you can see from the below figure there is a high correlation between online
activities regardless of device. People do want they want online and then choose the most convenient device
to do that.
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Use an online daing senice 350| aaa) 360| 243 358| 422| 385| 18| 308| 321 299) 234 578| 528| 61 302] 195| 335| 423) 261 279) 480) 570) 423) 422] 324
|access sports content-news 201 269 224 241 288| 250| 312| 303 319) 264 215) 228 281 300| 242| 755, a77| 247| 66| 205 a1 275 286 282| 253] 402|
Keep up to date with current affairs-news 118| 119| 164| 142) 231 178) 174] 237 148 29| 48| 183 155 259) 76| gty 194 153 27|
Upload audio-video-photos 404 401 68| 428 280) 25| 15| 449) 48| 374 377| 362| 316) 37| 314 376| 273) 204 681] 49| 313) an] 4a7] 459) 419) 558| 408|
Downioad music-video 402) 447 68| 00| 451 393 56| 499) 510) 495| 332| 227] 326| 409) a72| 392| 433) 358| 536 57 333 481 a4 513 457 494 516
oniine banking 176| 177 242) 262) 211 155| 212) 231 170| 116] 115 240) 101 248| 219) 204 192 214 223 510 250 243 184 187 25| 223
[Research-compare products or senices 281 392| 368| 342| 39| 315) 22| 372| 32| 332| 306| 134 399) 299) 271 260) 295) 35| 337] 430) 252] 571 30| 4| a70) 333] 401
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3. The location someone is in will have more impact on what they are doing
online not that the technology.
For the first time on Mindreader we asked respondents where they are when the complete an online activity.

The activities were a range, made up from Mindshare’s digital cultures work and we had a variety of locations
we were interested in. Please see chart 3.

Online Activity Location

Download coupons/wouchers At home

Buy groceries In the office/at work

Online banking When travelling (e.g. In the car, on the bus/train etc.)
Research/compare products or senices In a shop

Use a scannable bar code reader/QR code reader In a café/bar/restaurant

Use a social network site On the street

Post comments, reviews or ratings Elsewhere

Upload photos to photo sharing site/social network
Watch short videos online

Stream full length video (TV programmes/films, etc.)
View maps/plan journeys/look up directions

Keep up to date with news/current affairs

We found that, with the exception of the more social activities, most activities were still done at home. They
might occasionally do the activities in other places but that is more out of need then out of want. Even with
social networking the mean score was just over 2 locations. Please see chart 4.
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We wanted to make sure this result wasn’t skewed by the proportions of the population who only has one
device to access the internet so we split the sample by the different devices. In chart 5 you can see that
although those who own multiple devices are more likely to conduct the activity in more than one place the
rank is not remarkable different.
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So what locations are people conducting these activites? Given use of social network sites was the most likely
to be used in multple locations we started there. In chart 6 we can see that home is still the primary location.
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So even with more devices people are still doing the same pattern and where will be more likely to impact
activity then the devices they have.

4. When devising a campaign we need to make sure that it is optimised for all
technology

All this means that we can’t predict the type of device someone might use when completing an online activity.

They will use what they have at hand and are just as likely to use a mobile as a PC. This means that if we limit

the way consumers connect to a campaign by optimising for a device we will be forcing them to use a device

which they might not natural use for that activity and therefore run the risk of alienating consumers. We need
to think about every platform available to use.

5. As an industry we will need to cater to the way consumers behave and not
focus on device led campaigns.

When we are buying and selling campaigns for our clients we need to thinking about all devices and therefore
are we going to see a shift in how digital campaigns are bought and planner?



