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we are a full service global research 
agency specialising in technology, 
telecoms, media, entertainment 
and the modern consumer 

we offer a full range of services for 
both quant and qual research, 
including: 

• concept testing 

• product / service launching 

• new product development 

• pathways to purchase 

• product / service configuration 

• communications testing and tracking 

• brand equity / extension / tracking 

• satisfaction & stakeholder relationships 

• segmentation 

• market sizing / share / opportunities 

• behavioural economics 

• youth and kids research 

• employee research 

• social media optimisation 

• global omnibus research 

• state-of-the-art qualitative techniques 
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other free reports 
available from 
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our report on connected TV 
download here 

our monthly series of Buzz reports 
looking at what’s hot in 

technology, media, telecoms and 
entertainment 

download here 

our new monthly series of Brand 
Buzz reports looking at consumers’ 

connection with the biggest 
brands in technology, media, 
telecoms and entertainment 

download here 

a full version of this 
Touchscreen Life 

report is available 
contact us to receive the full 180+ page 

report with full demographic & segment 
profiling – our contact details are at the 

front and back of this summary 

http://www.harrisinteractive.com/uk/Insights/Reports/ConnectedTV.aspx
http://www.harrisinteractive.com/uk/Insights/Reports/ConnectedTV.aspx
http://www.harrisinteractive.com/uk/insights/reports/buzz.aspx
http://www.harrisinteractive.com/uk/insights/reports/buzz.aspx
http://www.harrisinteractive.com/uk/insights/reports/brandbuzz.aspx
http://www.harrisinteractive.com/uk/insights/reports/brandbuzz.aspx


coverage methodology 
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 introduction 
 social-local-mobile 
device ownership 
owner profile 
usage scenarios 
depth of usage 
usage of basic services 
device dependency 
keeping up-to-date 
apps & entertainment 
usage of next-gen services 
 interactive advertising 
mobile wallet & NFC 
cloud-based services 
 security & concerns 
 final thoughts 

sample 

robust quantitative survey 

1,786 GB respondents aged 16-64 
(screened from a larger sample of 
5,271 respondents for ownership 
profiling) 

online fieldwork May-June 2012 

quotas were set to ensure  
minimum samples of smartphone 
and tablet owners (see right) 

data weighted by age, sex                 
and region to ensure national 
representation of GB population 

additional weighting brings 
incidence of smartphone and    
tablet ownership in line with 
current Ofcom estimates 

smart
phone tablet 

total 1,188 598 

M16-34 255 141 

M35-54 266 153 

M55+ 116 77 

F16-34 281 68 

F35-54 197 108 

F55+ 73 51 



executive 
summary 
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What drives someone to get a connected device? 
What do they expect to get out of it – and what, 
once they have one, do they really use it for?  

Recent O2 research showed that voice calls 
account for under 10% of the time people spend 
with smartphones. This is not because we spend 
less time talking – rather it is that we spend so 
much time doing other things. 

It’s when we look at these behaviours that we see 
what drives the choices buyers are making. 
Tablets are not just big-screen smartphones, and 
smartphones have values which tablets are 
unlikely to replace. 

And what about other issues? Will NFC and 
Augmented Reality take a hold? Are we becoming 
over-reliant on our devices? Are our devices 
secure against a myriad of digital threats? 

Welcome to Touchscreen Life, Harris Interactive’s 
report on smartphones, tablets and modern 
digital life. 
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The future of our connection with the web,         
will be defined by three key trends: 

 

 

 

 

 

 
 

 

 

Consumers value all three aspects of this powerful 
juxtaposition of technologies. The brands that can 
successfully dominate in this new conjoined area 
will become forces to be reckoned with. 



68% 
60% 

53% 
40% 

36% 
22% 

19% 
13% 

11% 
6% 

laptop 

standard mobile 

desktop PC 

smartphone 

games console 

handheld gaming 

eBook reader 

mini netbook 

tablet 

ultrabook 

% own & personally use 
(GB nationally representative, 16-64) 

58% 
28% 

11% 
2% 

always checking it 
use it a lot 
use it only when I need to 
hardly ever use it 

37% 

40% 

17% 

6% 

tablet 

smart 
phone 

owners’ usage levels 

We’re becoming more and more mobile, 
more social and we want to know the 
world around us. We own more devices 
than ever before and our use of devices, 
especially the smartphone, is more than 
habit forming, it’s downright addictive. 

Nearly 2 in 3 of us with smartphones say 
we’re always checking it. Your typical train 
carriage is filled with people transfixed by 
the small screen in front of them. This is 
Touchscreen Life. This is our report on 
smartphones and tablets, taking a look at 
what we do, how we do it, why we do it 
and what’s in store for the near future. We 
reveal opportunities for content owners, 
for media and, above all, for people. 

 

while the more unwieldy tablet is 
used less often than smartphones, 
60% of owners say they use it more 
than expected prior to acquiring it 
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Smartphone and tablet ownership is not 
equally spread with the type of demo-
graphic distribution you’d expect to see 
with tech devices. 

Tablets ownership is strongly more younger 
male than smartphones; its distribution is a 
tad more even. 

The very high incidence of Google+ user 
tablet ownership is a facet of it being much 
more strongly younger male, early adopter 
(niche really at present), compared to the 
much more mainstream Facebook profile. 

This also highlights the opportunities of 
stretching tablet (and smartphone) usage 
into hitherto untapped, older markets. 

own smartphone 
own tablet 

40% 

53% 

42% 

25% 

53% 

34% 

17% 

39% 

48% 

40% 

42% 

41% 

33% 

39% 

11% 

23% 

12% 

6% 

8% 

6% 

5% 

25% 

36% 

45% 

61% 

34% 

36% 

29% 

all GB 16-64 

M16-34 

M35-54 

M55+ 

F16-34 

F35-54 

F55+ 

Facebook users 

Twitter users 

LinkedIn users 

Google+ users 

Google account 

Yahoo! account 

Hotmail/Live account 
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Many tablet owners seem 
inextricably attached to their 
device. It permeates through their 
entire home life and not even time 
spent with the family seems to 
break the eye-to-screen bond. Will 
we see tablet-driven marital break-
ups? 

Smartphones too attract a high 
degree of stickiness. They obviously 
are more readily used when we’re 
on-the-go. 

Watching TV is multi-tasking for 
many of us nowadays. And the 
general theme is that these devices 
accompany our everyday lives.  

among smartphone owners who do these things 
among tablet owners who do these things 

when 
at home 

when 
out of 
home 

42% 

36% 

34% 

31% 

25% 

25% 

23% 

21% 

18% 

17% 

28% 

27% 

23% 

20% 

18% 

42% 

37% 

28% 

27% 

50% 

48% 

42% 

41% 

40% 

39% 

35% 

33% 

32% 

30% 

38% 

34% 

32% 

32% 

30% 

38% 

33% 

32% 

29% 

relaxing 
watching TV 

listening to music 
in bed 

listening to radio 
working/studying 

time with family 
in the garden 

eating 
cooking 

listening to music 
relaxing 

working/studying 
listening to radio 
time with family 

on a train 
on a bus 
walking 
in a car 

when 
on-the   
-go 

% use often when... 



26% 

33% 

34% 

7% 

use a great deal, 
explore all the 

menus etc. 

use most features 
offered by my 
smartphone 

use for a few 
things other than 
calls, text, email 

just calls, 
text, 
email 

While many are clearly in 
perfect harmony with 
machine, many of us aren’t 
keeping up with the 
technology we hold in our 
hands. 2 in 5 of us with a 
smartphone use it only for  
its most basic services. For 
females over 55 this 
increases to over 4 in 5. 

As you would expect, 
younger people, especially 
younger males, are making 
the most of their expensive 
smartphone. 

Not all smartphone owners 
are equal and not all reap the 
full benefit of the technology. 
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43% 

17% 

22% 

12% 
6% 

use a lot 
more than 

expected 

use more 
than expected 

use as 
expected 

use less than 
expected 

use a lot 
less than 
expected 

actual tablet usage versus 
expectations prior to acquiring it 

While some may have paused 
to consider a tablet purchase, 
especially if they already owned 
a smartphone, we see here that 
the majority are clearly pleased 
with their acquisition, using it 
more than they expected prior 
to purchase, with over 2 in 5 
using a lot more than expected. 

Overleaf you can see the type 
of services and functions tablet 
owners are using that creates 
this strong bond with their 
device. 



0% 

10% 

20% 

30% 

40% 

50% 

60% 

70% 

80% 

90% 

100% 

smartphone 
tablet 

While fewer of us own tablets, and while they are used 
less frequently when on-the-go, people who own a tablet 
tend to take much greater advantage of its capabilities 
compared to smartphone. It’s the case especially for rich 
media (and especially video) and a whole host of other 
activities. They use their tablets more than they expected 
and here we see why. 
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0% 

10% 

20% 

30% 

40% 

50% 

60% 

70% 

80% 

90% 

100% 

heavy smartphone users 
medium users 
lighter users 

We saw that not all smartphone owners take advantage 
of all its capabilities. Here we see how heavier users 
(skewing younger) differ to lighter users (skewing older). 
The biggest gap between the two is for Facebook. 
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We know we’re using devices more than ever 
before, but are some of us becoming overly 
reliant on the technology?  The answer is a clear 
‘yes’. Around half of us think we’re overly reliant 
on our devices. 

Male 16-34 tablet owners seem most in need of  
putting their screens down for a bit – 75% of 
them say they are concerned. 

Parents are also concerned about how much 
screenlife their kids spend – 58% of parents are 
concerned about the amount of time their kids 
spend in front of a screen, and increasingly this 
means mobiles and tablets, as well as the TV. 

Who is in charge here? Do our devices control us 
or do we control them? Things like Siri and 
Google Now (released on Jelly Bean) will make 
things worse. Or better, depending on how you 
see it. 

“I am too reliant 
on my mobile 
devices” 

46% 

29% 

25% 

agree, I am concerned 
neutral 
disagree, not concerned 

55% 22% 

23% 

smart 
phone 
owners 

tablet 
owners 
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concerned 
about keeping 
up-to-date 

40% 
50% 

38% 
31% 

36% 
32% 

39% 

56% 
73% 

62% 
21% 

42% 
32% 

41% 

all smartphone owners 

M16-34 smartphone 

M35-54 smartphone 

M55+ smartphone 

F16-34 smartphone 

F35-54 smartphone 

F55+ smartphone 

all tablet owners 

M16-34 tablet 

M35-54 tablet 

M55+ tablet 

F16-34 tablet 

F35-54 tablet 

F55+ tablet 

% concerned about 
keeping up-to-date 

The latest gadget is nearly always 
superior to the last. Manufacturers 
tend to hold back the latest eye 
candy and services for the newest 
devices. This leads to anxiety about 
keeping up-to-date. Relatively 
speaking, it’s not one of the biggest 
concerns we have to deal with, but 
it’s evidently now a facet of 
modern life. 

Two forces drive it. For early 
adopters, it’s all about the latest,  
fastest and most powerful – and 
it’s of no surprise to see 3 in 4 
younger male tablet owners feeling 
the pressure. For laggards and late 
adopters it’s about just keeping up-
to-date per se. 
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use a smartphone 
for this among 
smartphone owners 

50% 

27% 

33% 

27% 

27% 

70% 

49% 

67% 

19% 

18% 

52% 

44% 

76% 

63% 

67% 

82% 

72% 

76% 

43% 

42% 

have a YouTube account 

buy music/movies on iTunes 

watch catch-up TV 

watch live TV 

watch movies 

play games for free 

play paid-for games 

listen to music 

online gambling for money 

online gambling for free 

While these devices are incredibly 
useful for work, study and organising 
our lives (and sometimes even making 
calls!), they wouldn’t be as longed 
after as they clearly are without the 
myriad of apps to while away our 
leisure time. 

We see the smartphone’s convergence 
as a music player and the tablet 
coming into its own for video and 
gambling, the latter a facet of its skew 
to younger males. 

Gaming is hugely prevalent on both 
devices, but the incidence of paid-for 
apps is substantially higher for tablet, 
again perhaps due to demographics 
but also for its screen estate. 

use a tablet                 
for this among 
tablet owners 
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While many of us are already reliant on devices, 
things are going to get even more involved. Not a day 
goes by it seems without some new app or chip 
emerging to increase our use of mobiles and tablets. 
Some tech (such as Barclaycard PayTag), simply 
exploit the phone as a physical object, while others 
improve its usefulness with apps that extend into the 
real world, such as location or augmented reality. 

Some of these next gen services are already 
beginning to arrive: for example, facial-recognition on 
Ice Cream Sandwich. Others, such as NFC for pay-
ment, have made inroads through other technologies 
such as Oyster, and Visa contactless, but remain less 
directly related to the mobile device in consumers’ 
minds. 

What’s clear is that the devices we buy and own are 
not purchased because of their technical wizardry or 
novelty. We find improvements to their function, 
their ease of use, and their ability to make our lives 
easier in the real world are of essential importance 
not only in initial purchase, but also in driving 
increased use of these devices in our everyday lives. 

In this report we look at a whole range of “next gen” 
services and applications. We see what people are 
familiar with already and what they perceive as 
adding extra value to their everyday lives. 
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“next gen” services we asked about 
area what we tested in the survey how abbreviated            

camera-
based 
services 

Point your smartphone camera at an advert for a product, a concert, a movie or a new album (or a 
QR/barcode on the advert) and be taken directly to the website to find out more, buy tickets, or 
download movies or songs (visual search) 

Visual search 

Point your smartphone camera at an advert for a product and see “hidden” things that become visible 
when you see the image through your smartphone, for example characters moving, adding sound effects 
etc (sometimes called augmented reality) 

AR-marketing 

Using a picture of yourself taken earlier, to be able to use your smartphone in a clothes shop to see how 
certain items would look on you (without having to actually try them on) AR-fashion 

Using a picture of your house/room taken earlier to see how an item of furniture or domestic appliance 
might look like in your own home  AR-design 

Being able to “unlock” your device by its camera recognising your face rather than using a password, 
pattern or number code to unlock Face unlock 

location-
based 
services 

Being able to see where your friends are at any given time on a local map displayed on your smartphone 
(as long as you and they are signed up and signed in to the service) Location-social 

Being able to see where your kids (or kids you are looking after) are on a local map at any given time 
displayed on your smartphone (as long as you and they are signed up and signed in to the service) Location-parents 

Being alerted on your smartphone to promotions and discount vouchers and coupons from 
shops/cafés/bars near you, or from adverts for them at bus-stops and so on (as long as you are signed up 
and signed in to the service)  

Location-discount 

Being able to select from a menu which nearby amenities (like cashpoints, bars, shops, cafés etc.) are 
shown on maps on your smartphone (as long as you are signed up and signed in to the service) Location-amenities 

mobile 
wallet Services that allow you to make text message payments. SMS-payments 

in-app  
purchasing 

Downloading and playing high quality games for free, which are free to play but you may need to pay to 
extend the time you play or to purchase additional items like better cars, weapons, levels and other 
bonus content for the game 

In-app game 
purchases 

20 



75% 

61% 

59% 

58% 

57% 

53% 

52% 

49% 

45% 

42% 

40% 

23% 

22% 

17% 

31% 

29% 

25% 

23% 

30% 

35% 

30% 

28% 

Visual search  

Location-social  

In-app game purchases  

Location-amenities  

Location-discount  

SMS-payments  

AR-marketing  

Location-parents  

Face unlock  

AR-design  

AR-fashion  

% of who are familiar/find appealing 

29% 
22% 

20% 
19% 
18% 

16% 
15% 

13% 
13% 
13% 
13% 

Visual search  

In-app game purchases  

Location-amenities  

Location-discount  

Location-social  

AR-marketing  

SMS-payments  

AR-design  

Face unlock  

AR-fashion  

Location-parents  

% claim to use among smartphone owners 

Nearly 3 in 10 smartphone owners 
have taken advantage of ‘visual 
search’, interacting with mostly 
traditional media, and this is also 
the most familiar of the “next gen” 
services we measured. 

Local and location services, 
making more of the world 
immediately around us using  
our smartphones, are             
among the most                
appealing “next gen”                          
services.  

The more novel uses                       
of augmented reality                      
gain some interest but are rarely 
used at this stage. The neat trick 
of face-unlock tops the list of 
appeal among non-users. 

familiar with 
very appealing 
(among non-users 
of these services) 

definitions 
on previous 

page 
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Nearly 1 in 2 smartphone owners 
are interested in using their 
smartphone to interact with 
advertising, posters and, well, 
anything else that could contain an 
NFC chip.  

The possibilities here are endless 
and exciting for media and content 
owners, and we now have the 
technology to make it science fact. 
We also see consumers are ready 
to embrace the idea. 

23% 

24% 
23% 

18% 

12% 
very 

interested 

somewhat 
interested 

would 
consider 

probably 
not consider 

definitely 
not 

consider 

strong interest in NFC-driven  
interactive advertising 

 

As this is a relatively complex concept for many, this 
is the example we gave to gauge consumer interest:  

for example, by holding up your phone to a poster 
you would be able to download more information 
about the brand advertising there, get a music clip if 
the poster is advertising an album, see the trailer if it 
for a film, and so on...” 

22 



While there are of course 
concerns (detailed in the main 
report), we see a large proportion 
of smartphone users are 
interested in using their device as 
a mobile wallet utilising NFC 
wave-and-pay technology.  

As with most things tech, younger 
consumers are the most 
interested. 

Concerns, as you would expect, 
centre on security and confidence 
in the technology, coupled with 
content with existing means of 
payment like credit cards and 
Oyster. 

equally strong 
interest 
in the 

mobile 
wallet 

35% 

30% 

28% 

20% 

14% 

15% 

16% 

11% 

49% 

45% 

44% 

31% 

very interested somewhat interested 

wave-and-pay 
transport 

wave-and-pay 
bars/restaurants 

wave-and-pay 
groceries 

wave-and-pay 
major purchases 
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cloud-based areas we 
asked about in the survey 

what we tested in the survey how abbreviated 

A free service to upload all your own photos, documents, music etc. that 
you can access and download from any connected device for free free cloud storage 

Playing music from an online service on any connected device, with 
access to practically any track available today even if you don’t own 
them, where you pay a monthly subscription of around £5-10 

paid cloud music sub 

Watch as many films or TV programmes from a large library using any 
connected device, where you pay a monthly subscription of around £5-10 paid cloud video sub 

A free service to automatically back-up your personal documents and 
media instead of using an external hard drive – but with limitations on 
storage size 

free cloud back-up 

A paid-for service to back-up larger volumes of personal documents and 
media instead of using an external hard drive – e.g. £20 per year if over 
20GB of storage 

paid cloud back-up 
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While the Cloud has so many 
applications, from systems to 
business and Office applications, 
we focused our attention on 
entertainment and storage (see 
definitions on previous page). 

There’s a fair degree of appeal in 
everything we tested. Free is, as 
always, very popular among 
smartphone owners. But take a 
look at the interest in paid cloud 
video subscription (think Netflix 
and LOVEFiLM streaming).  

Tablet owners, as usual, spike for 
all things techy, Cloud services 
being no exception. 

our digital lives will be 
increasingly cloud-based 

14% 

17% 

24% 

15% 

11% 

16% 

21% 

12% 

24% 

25% 

31% 

23% 

24% 

17% 

12% 

22% 

25% 

21% 

11% 

24% 

2% 

2% 

2% 

4% 

paid cloud music sub  

paid cloud video sub  

free cloud back-up  

paid cloud back-up  

smartphone owners 

39% 

28% 

32% 

32% 

31% 

24% 

17% 

19% 

24% 

16% 

22% 

18% 

19% 

25% 

17% 

5% 

16% 

12% 

7% 

15% 

8% 

21% 

17% 

10% 

19% 

1% 

1% 

1% 

2% 

1% 

free cloud storage  

paid cloud music sub  

paid cloud video sub  

free cloud back-up  

paid cloud back-up  

tablet owners 

extremely 
appealing 

very 
appealing 

somewhat 
appealing 

not very 
appealing 

not at all 
appealing 

not sure 
what this is 
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An increased use of smartphones as mobile 
wallets, as well as our general dependency 
(including stacks of personal data) make security 
all the more an important issue. Increasing cloud 
usage will exacerbate the issue.  

1 in 3 of us would be “very alarmed” if we lost 
our smartphone as our personal data isn’t secure. 
And younger people (with more personal data) 
would be the most alarmed of all. 

With so much at stake, why do many of us seem  
to pay little or no attention to mobile security? 

 

32% 

49% 

19% 

imagine you lost your 
smartphone...  

other than being upset 
at the loss of the device, 

which one of the 
following would best 

describe you? 

very alarmed 
– too much personal 
data on it which isn’t 

secure 

slightly alarmed   
but not very because it’s 
password or lock protected 

not 
alarmed 
it’s all secure 
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It’s not just losing our physical 
device that concerns us in this 
modern, digital world.  

The majority of us are concerned 
about the security of our 
personal data, whether it’s 
stored on a device, PC or in the 
Cloud. 

A spate of stories about security 
breaches from some of the 
world’s biggest companies brings 
such concerns to the fore. 

With ever increasing amounts of 
personal data going online and in 
the Cloud, privacy and trust are 
areas that will become ever more 
prominent. 

74% 

73% 

72% 

70% 

70% 

69% 

66% 

64% 

57% 

50% 

79% 

81% 

75% 

75% 

75% 

77% 

70% 

73% 

64% 

61% 

organisation hack  

identity theft  

device loss/theft  

personal hack  

information loss  

privacy loss  

device damage  

cookie tracking  

cloud loss  

future embarrassment 

% concerned about... 
(top 3 box on 7-point scale) 

among Facebook users only 

smartphone owners 
tablet owners 

personal data organisations hold 
about me that may be hacked 

personal data that I hold on my 
pc/device that may be hacked 

losing personal data (pics, music 
etc.) via hacking or physical damage 

private or personal info I post on the net 
may not remain private in the future 

companies tracking my internet browsing 
to make ad selections more relevant to me 

losing music, pics etc. loaded into the web, 
either through hacking or company going bust 
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Some have said the tablet will usurp the PC. Its sales are 
already outstripping those of laptops. They are 
incredible devices and the Google Nexus 7 and Kindle 
Fire will bring lower cost models to the mainstream. 
The market for tablets will not slow down by any 
means. 

Smartphones will very soon reach majority penetration 
in the population and each year’s new iPhone, Galaxy, 
Nexus et al generates a fever pitch. 

What’s perhaps more fascinating are the moves we’ve 
seen to connect everything we have together in the 
home, to create a truly unified digital living room. 
We’ve had connected TV for years, but it’s never really 
caught the imagination. Apple TV is, at best, a 
moderate success compared to its mobile offerings.  A 
connected living room is yet to be realised. 

But what about a TV set built by Apple? What about 
Microsoft Surface, Kinect and SmartGlass working in 
harmony? These are, we believe, the first glimpses of 
everything being truly connected in our home. 

It will change everything. People often cite the film 
Minority Report as a template for a near-future digital 
world, where we interact with technology where the 
mouse is an antique, where the cars are driverless and 
where outdoor advertisements recognise exactly who 
we are and speak to us. Most of this stuff isn’t just 
around the corner, it’s all already here. 
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http://www.harrisinteractive.com/uk/Insights/Reports/ConnectedTV.aspx
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