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Introducing CONNECTED LIFE by:

ldentifying and quantifying
Users & Futures intenders
Of Connected Homes, Connected Cars &

Wearable technologies...

...and providing an exclusive focus on
smart watch for We Are Wearables

2035 Canadians, representative of the general
population 18+ (gender/region),

were interviewed by phone & cell phone, J

from Nov 6t to Nov 13t



AWARENESS & FAMILIARITY

Still some room for communication
and democratization...

85% | know what
/‘ it does
79%
79%
\
|
i 39%
've heard of 30%
i it but don’t 33%
X know what it
does




CONNECTED TECHNOLOGIES — AT LEAST ONE

28% 43%

Users over-index within: Intenders over-index within:

Early adopters (165) * Early adopters (137)

* Male (114) * Mainstream (132)

* 18-24 (122) » 18-24 (140)

* 45-54 (121) » 25-34 (127)

* Big Households (122) * Big Households (123)

Income 120K+ (158)
Ontario (109)

* Income 80K+ (123)
* Ontario (108)
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IDENTIFYING USERS vs

Users

*Early adopters (182)
* 35-54 (126)
*Income 100K+ (154)

11% — |

Intenders
Early adopters (142)
Mainstream (134)
18-34 (130)
Income 80K+ (135)

Users

*Early adopters (182)
*Mainstream (109)
*Income 80K+ (155)

* Toronto (127)

Intenders
Early adopters (152)
Mainstream (128)
25-44 (128)
Income 100K+ (128)

V!

A

v,' Base: n=2035, representative adults

) \ Index 100=% of users /intenders within the General Population
}

Connected Home
Intenders open
to younger and
lower income
individuals

Connected Car
Intenders remain
more selective and
stigmatized as
early adopters and
higher income
earners



Wearable Users

* Early adopters (200)

* Mainstream (117)

* 18-24 (155)

« 35-44/45-55 (128/122)
* Income 80K+ (136)

* Toronto (144)

* Vancouver (155)

:; N Base: n=2035, representative adults
Nl Index 100=% of users/intenders within the General Population

IDENTIFYING USERS vs

18%

A more democratized
but also polarizing
Wearable landscape

20%

Wearable Intenders

* Early adopters (135)

* Mainstream (150)

* 18-24 (150)

* 25-34 (120)

* Income 40-60K+ (115)
* Income 100k+ (120)




IDENTIFYING USERS vs

16% of the wearable
users own a smart watch
(3% of the total 16%

population)... ‘
Smart watch owners g 0
« Early adopters (366) J ...4% of the general

* 18-24 (233) population intend to
* 35-44 (166)
« Income 100K+ (200) buy one by the end of

« Toronto (166) the year, and
)

9% within the

A market mainly driven by addicts: next year.

39% of actual smart watch owners
intend to buy another one
this year or the next.

Base: n=374, wearable users Base: n=2035, representative adults



SMART WATCH USERS

16% of the wearable users own a
smart watch (3% of the total

g population),
and wear it...

Every day 44%

A few times a week 22%

A few times a month . 7%

Less often 23%

) .Qﬁ Base: n=62, smart watch owners

0% 10% 20% 30% 40% 50%



SMART WATCH INTENDERS

41% of the wearable intenders plan to
buy a smart watch this year or the next
(8% of the general population),

and are most interested in the following
features...

Text Messages Notifications [ N EENERMM 54%

E-mail Notifications _ 43%
é Fitness Tracking _ 43%
::f::g Make/Receive Calls I 36%
%ii The Time _ 23%
R
p’f{e?g&‘ Games B 1%
Other B 13

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

M Base: n=173, those who don’t have but intend to buy a smart watch



AT A GLANCE
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CONNECTED LIFE

A fundamental and ongoing market intelligence of an expanding & fast-moving sector

The Deep Dive Survey

focuses on users & futures intenders of Connected
Technologies

Spanning Usages & Attitudes

exploring drivers, barriers, brand preference, channel,...

To identify your most promising
consumer & how to best engage
with them

a decision making road map
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AS “NEW CONNECTIONS” EMERGE,
NIELSEN IS AT THE FOREFRONT OF
RESEARCHING THESE TECHNOLOGIES

AND THEIR |
ECOSYSTEM

MPACT ON THE MOBILE

The included connections and devices will be continuously

updated to evolve with the industry

Vehicle diagnostics
Entertainment connectivity
Remote capabilities

Driving analytics
Safety/emergency responses

Home security

Home automation
Connected appliances
Other devices that connect
over Wi-Fi network

Smartwatches
Fitness bands
mHealth devices
Other wearable
technology
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THANK YOU niclsen
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