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Introduction

We’re at an important tipping point. Technology
continues to evolve at lightning speed and
consumers are embracing the tangible lifestyle
benefits of new apps, devices and IoT-enabled
smart homes.

report will provide interesting food for thought. The balancing act
between consumers’ expectations around privacy and their desire
for targeted, tailored advertising and products or services that reflect
their preferences continues to be a high priority. 93% of global
respondents feel that there should be stricter regulations and fines
for companies that expose customers’ data.

The expected pace of change is remarkable. As an example, in just
two years, 25% of our global survey respondents plan to use voiceactivated devices to purchase online – up from just 8% who do so
today. In just five years, 43% say that they will be using connected
devices to purchase products or services at least once a day.
Considering that more than 50% of the world’s population does
not yet have access to the internet (a figure that is changing by 4%
annually), the tectonic plates of consumer behavior will continue to
shift rapidly.

At the same time, a work-life balance that involves working
from home at least 50% of the time is most preferred among the
respondents. Clearly, connectivity is key to this ambition and people
will seek out the home technology and communications tools that
will enable them to work effectively while not physically in the
office. The environment is also front-of-mind. 79% agree that climate
change will cause global issues in the next 10 years and 72% believe
it will impact them personally over this time. Brands that are attuned
to these preferences and concerns will succeed in the crowded
marketplace, where a business’ eco credentials are increasingly as
important as its product offering.

We commissioned this report to explore the global trends and
key drivers of fast-changing consumer behavior around the world.
What can we learn from what early-adopter Chinese consumers are
looking to purchase? Indians are particularly keen on investing in new
technology – 42% say that they are frequently amongst the first to
buy new technology as soon as it’s released, with an additional 37%
saying that they wait for reviews but also buy shortly after release.
This is valuable intelligence for international brands eyeing up this
continent as a source of future growth. A majority (51%) agree that
ad-supported content is a necessary trade-off to get free or cheaper
content - but in which areas is this content most valuable? What is
the maximum subscription cost for ad-free content that consumers
are willing to pay? This report explores all of these themes and more.

Finally, sometimes it’s the little things that technology will enable
that are the most appealing. 87% of Chinese respondents say that
they would love their coffee maker to have a functionality that makes
a cup of tea or coffee upon waking. The Teasmade, a machine for
making tea automatically, was patented in 1901 and is still widely
used – a reminder for companies to research consumer usage of
their current brands and ring fence investment for communications
about what they already do well.
Read on to find out how this comprehensive global research into
the consumer of the future can help position your business to take
advantage of the opportunities to come.

For brands who are planning their own technology investments –
or exploring new channels to reach customers – the insights in this
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SHOPPING
D o w n w i t h t h e d e s k to p : s p e a k u p a n d s h o p

Consumers have a sophisticated idea of which
method is appropriate for the type of purchase
in question – touch and feel is still important for
food but few doubt the advantages of buying
train tickets or flights online. New channels –
particularly wearables and voice-enabled tech
– will shortly account for a significant market
share.
No more shopping from your desk during your lunch hour
– you’re more likely to use voice based technology, perhaps
while responding to a prompt from your smartphone to meet
your daily step count or an automatically enforced break from
your work emails based on your screen time. Around the world,
the survey results show that there is expected to be a 91%
increase in the use of wearables and a 201% increase in voiceactivated devices for purchasing online over the next two
years. That’s a real game-changer and means that the brands
that deliver on quality and reliability of voice-enabled sales can
significantly differentiate themselves from the competition.

projected change in use of shopping
t e c h n o l o gy ov e r t h e n e x t t w o y e a r s
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E a r ly a d o p t e r s : t h e r e g i o n a l s t o ry
The global audience is split between those that are among the first
to buy new tech (29%), those that usually wait for reviews (28%),
those that buy a few months after release (27%), and those that are
among the last people to buy new tech (16%). Here we can note a
generation gap between younger early adopters and more cautious
older shoppers. 42% of 25-34 year olds say that they buy within a
few months of release. Many brands now make a virtue of targeting
younger buyers with beta-phase releases and incorporating
feedback into later editions.
However, in China, the first two groups (first to buy, and those who
wait for reviews and then buy) account for 81% of all shoppers,
showing their appetite for the ‘next big thing’. (41% of households
in China, for instance, already own a 4K TV). This contrasts sharply
with the US and Canada. Here 32% tend to buy new devices and
technologies a few months after release, or after they’ve been on
the market for a while, with just 44% purchasing immediately or
shortly after release.

There are other notable regional variations. For example, 60% of
Singaporeans say that they are amongst the first or early purchasers
of new technology. 65% of their clothing purchases are now online.
Overall, there is a high rate of satisfaction for online shopping in
China, with respondents most likely to be satisfied with consumer
electronics (82%) rating their satisfaction with food and entertainment
at 75%.
Only 10% of Indians would prefer to shop more offline for travel
but 35% would like to do more food shopping online, pointing to a
sizeable market opportunity for providers who can bridge the gap
between a highly connected urbanized population and challenges
around infrastructure and logistics.

global online shopping preferences

global online shopping preferences

germany

China

13% would like to do more
food shopping online

81% are most likely to be satisfied with
buying consumer electronics online
75% are most likely to be satisfied with
buying food and entertainment online

United Kingdom
50% are happy with the
balance between online and
offline purchasing of food
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india

singapore

90% prefer to shop online for travel

60% are early purchasers of new technology

35% would like to do more food
shopping online

65% of clothing purchases are online
75% are most likely to be satisfied with buying
travel online
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Online food shopping
32% of food shopping globally is done online, and the rest –
spanning lunchtime sandwiches, picking up milk on the way
home, deli purchases or artisan food market browsing – is
bought the old fashioned way. In fact, when it comes to food,
just a slight majority overall (52%) are satisfied with their online
purchases.
The growth of farmers’ markets, Instagram-worthy home
cooking and the passion for locally sourced produce all point
to a healthy offline market for actual purchases. At the same
time, an online presence that drives sales and builds awareness
is a must have. Location data-driven ads or discount offers, for
example.

Only 20% of Germans do their food shopping online and
only 13% say they would prefer to shop more online.
50% of UK respondents said that the current balance of
online versus offline is something that they want to keep
the same.
43% of US and Canadian respondents said that they
wanted to do more food shopping offline.
29% of Chinese would prefer to do more food shopping
online, but slightly more (30%) would prefer to do more
food shopping offline.

Compared to shopping in-store, online grocery shopping is
over a smaller selection for consumers, with less opportunity
to influence consumer behavior with clever aisle or product
placement. The upside is that it’s easier (and possible) to track
purchases online and connect them to ad exposure across
multiple channels. For advertisers, a shift to online grocery
shopping heralds greater measurability and fewer broken
lines between messaging and action. It also means a greater
likelihood of reaching a consumer in isolation, where your
product isn’t flanked by a shelf row of competitors.
Additionally, apart from a planned ‘big shop’, food is typically
not a considered purchase. Monthly advance-menu planners
aside, many of us prefer to take advantage of supermarket’s
just-in-time provision and buy only what’s needed for a limited
time. Smaller homes and limited storage space is another
factor – few can store more than a few days worth of food in a
standard household fridge or larder. In the UK, Amazon’s sameday grocery service (supplied by Morrisons) will expand from
four to nine UK cities, in response to consumers’ preferences.
Drilling down into the survey results, the regional differences
are useful input for brands considering how to plan or expand
their presence in different markets.
With over 50% of global respondents agreeing that working
from home would improve their quality of life, there’s an
opportunity for companies to explore data from IoT enabled
devices to drive sales and build awareness. This could mean
flagging up special offers at the store that they’ll pass in five
minutes time, or discounted shipping or delivery charges when
they’re more likely to be at home.

wearemiq.com
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MEDIA
M o r e t h a n j u s t a t r a d e- o f f: t h e p r e f e r e n c e
for ad-supported content

Paying for media and entertainment is here
to stay – and it’s anticipated to grow. On
average, people spend $15.98 a month on
media subscriptions and 34% expect to spend/
subscribe to more subscription services in the
next five years.
For advertisers and content channels alike, there’s a growing
tension between customers’ desire for ad-free content and the
economics of providing that content. As more ad-free services
become available, there’s a concern that ad-supported content
will be primarily the domain of lower-income consumers.
Fortunately, ad-supported free content still appears to be the
preference for most consumers into the near future. Around
the world, we prefer free or ad-supported content over adfree content via a subscription service (78% versus 22%, and as
much as 83% in Australia).
Worldwide, about half of consumers (51%) agree that
advertising is a necessary trade-off to get the content they
want. Men are slightly more likely than women (40% versus
30%) worldwide to agree that they don’t like ads but
wouldn’t pay for ad-free versions of most of their content. For
advertisers, the challenge of moving into new platforms and
channels is how to move past being a burden or obstacle and
become something less onerous for the consumer, particularly
for women.

ad-supported content preferences

United Kingdom
48% don’t like advertising but don’t want to pay
20% expect to spend more or subscribe to more services
over the next five years

germany
55% agree to trade-off advertising for free content
19% expect to spend more or subscribe to more services
over the next five years

No (globally)
22%

australia
d o yo u p r e f e r f r e e
or ad-supported
c o n t e n t ov e r
ad-free content
via a subscription
s e rv i c e ?

22% expect to spend more or subscribe to more services
over the next five years

china
50% agree to trade-off advertising for free content
51% expect to spend more or subscribe to more services
over the next five years

78%

Yes (globally)
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T h e c a s e f o r c o n t e n t t h at r e f l e c t s
viewing and consumption preferences
For the new generation of users that have often favored no-ad
subscription services, ad supported media must earn its place
in viewers’ limited attention span – and anything paid-for must
continue to justify the spend.
This presents an opportunity for brands to secure attention – as long
as the content reflects changing consumer preferences. Bite-size
content (five minute ‘how to’ videos with no narration) or apps that
deliver highly targeted services (10 minute curated newsfeeds) are
examples of how to engage and retain loyalty by creating services
that reflect real viewing habits.

The cost ceiling and global
subscription levels
Around the world, the average subscription costs range from $13.86
in India to $14.53 in China and $19.07 in the US and Canada. And we
can extrapolate that the overall percentage these figures represent
regarding consumers’ disposable income varies significantly by
region.
Research suggests that the maximum spending per household tops
out at $14, so the average level of $15.98 seen from this survey strongly
suggests that the upward pressure on costs is already approaching
the limit of tolerance. Most global respondents (65%) expect that
their total spend will stay about the same and 21% expect to pay less
or subscribe to fewer services. As the number of streaming services
explodes, consumers will have to make hard decisions about which
services to keep and which ones to cut, and newer ad-free services
might find themselves on the wrong side of that list.

av e r ag e s u b s c r i p t i o n c o s t s

$12.25

$18.04

Australia

Singapore

$14.53

$19.00

China

UK

$15.84

$19.07

Germany

US & Canada

For Americans and Canadians, 27% expect to spend more on
subscription services in the next five years (20% expect to spend less)
but just 19% say that they prefer to pay for ad-free or subscription
content.
Irrespective of region or age, this perceived cost ceiling will
undoubtedly affect less well-off households first. Ultimately, this will
mean swapping ad-free for ad-supported content. The unintended
consequence of this may mean a shift in the demographic of
subscribers (less well off households versus better off) – a ‘poor tax’
on content. The hope for advertisers will be that even higher-income
households hit their limit on subscription costs for streaming services
and then add on ad-supported services to round out their content
access.

$13.86
India
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M a r k e t s h a r e i n a w o r l d o f b i g p l ay e r s
Excluding China (where neither service is available), 66% of global
respondents have a subscription to either Amazon Prime (39%
overall) or Netflix (55% overall). The latter has notably demonstrated
how companies can use insights into existing subscribers to fine-tune
their offering. For example, recent Netflix offering ‘Murder Mystery’
was commissioned based on the data about the actors, theme, story
arc and even the filming location that current subscribers responded
most positively to.

63 %

of Indians

have a subscription to Hotstar

53 %

of Singaporeans

have a Netflix subscription

But the streaming universe extends far beyond Netflix. Indian
streaming service Hotstar already has more subscribers worldwide,
and offers exclusive content as well. As advertisers start to think about
global campaigns, international platforms will become a big piece
of the puzzle. Even domestically, where advertisers want to reach
specific ethnographic groups, there will be the opportunity to do
so effectively through the services that appeal more to those groups.
While not every brand aims to be the next online entertainment
giant, companies of all sizes can use what they already know about
consumers to fine tune their next campaign. And while the significant
market share of existing players may be perceived as a potential
barrier to entry, consider how rapidly the landscape can change.
China’s TikTok app now boasts 500 million global users – yet is less
than three years old.

40 %

of Germans

have an Amazon Prime subscription

73 %

of Chinese
have an iQiyi subscription

The changing business of news
Globally, newspapers and radio are the preferred primary news
platform for a combined total of just 15% of people. Websites and
online account for a total of 31% overall. For this category, the age
gap is significant: One third (34%) of 18-24 year olds rely on social
media as their main source of news, compared to 18% of people
overall.
Finally, despite the considerable engagement around online activity,
brands must also consider how to engage with ‘digital refuseniks’.
Often young and highly educated, this cohort typically eschew the
very latest in tech for older products (gaming systems, Nokia 3310
phones, letter and postcard writing) and are cynical about advertising
and social media.

35% of Chinese consumers get their news from mobile
apps, followed by 28% for websites and online.
In the UK, 28% get their news online versus 25% for
broadcast TV and local news.
31% of US and Canadian respondents get their news via
websites and online, 11% more than via cable TV.

wearemiq.com
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CONNECTED HOMES
and SMART CITIES
N e w h o m e r u l e s : t h e o p t im a l s h a r i n g ,
s h o p p i n g a n d w o r k- l i f e b a l a n c e

The sharing economy has truly arrived: 70% of
households globally are open to the idea of
sharing a communal garden, car, or kitchen. At
the same time, there are limits to the extent that
consumers are prepared to trade their data in
exchange for the benefits of connectivity.
Around the world, consumers want to harness connected
devices, from their wearable devices to their home appliances
to help them achieve the optimal work-life balance. This means
embracing – and investing – in the systems and organization
that will help us to work smarter, live away from urban centers
and consume resources responsibly.
For most, this means working from home at least 50% of the
time, with an almost equal split (26% versus 24%) favoring a
shorter commute and less living space in comparison to a
longer commute and more living space.

wearemiq.com
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T r a d i n g o f f: l i v i n g s pac e , t r a n s p o r t
and the sharing economy
There’s a marked divergence between the private spaces that we
are open to sharing in return for financial or other benefits. This is
influenced both by historic circumstances – only 21% of Singaporeans
(who typically live in dense residential areas) would not be willing to
share a communal garden, car, or kitchen, compared to 49% in the
garden-loving UK.
Disruptive companies have already paved the way for the sharing
economy in other areas. Specifically for cars, where a third (33%)
globally would be willing to share a communal car with at least one
other household.
If you have to go to the office, then over half (54%) vote to take a
driverless car than mass transportation to commute to work. The
same percentage are also confident that driverless cars are safe,
rising to 67% of 25-34 year olds.

w h at a r e yo u r
thoughts on
shared or
driverless cars?

33 %

globally

would be willing to
share a communal car

54 %

globally

would rather take a driverless car
to work than mass transportation

66 %

of Chinese

would choose a driverless
car over mass transportation
for their commute to work

T h e p r o s p e c t o f a f u l ly c o n n e c t e d h o m e
Consumers want the benefits that connected homes bring and show
a nuanced understanding of the many benefits that connectivity and
smart devices bring. Globally, 17% want to have a 100% connected
home, but 21% are not interested in having a smart home at all. The
remainder are interested, or will switch to connected devices as they
replace their old ones.

33% of Chinese want to have a 100% connected
home, while 41% prefer spending money on
personal technology.
48% of Australians (versus 73% of Indians) say that
better home security is the biggest benefit of a
connected home.

Lifestyle drivers are behind much of this change, investing in the
technology and tools that will enable consumers to better balance
the demands of their work and home life. The biggest benefits of
having a connected home are perceived to be better home security
(52%), and remote control of home functions (51%).

wearemiq.com
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G e t t i n g c o n n e c t e d – w h o o w n s w h at ?
Households around the world have already made investments
in the devices they use to get online. Connected TVs (32%) and
gaming consoles (32%) are the devices that are most likely to be
owned by households.
Hardware manufacturers have been looking for the “next step”
since the release of HDTV in the early 2000s, and struggled
to find it. 3D TVs, curved screens, and VR have all met with a
reception that could be considered lukewarm at best, but 4K
adoption appears to be gaining traction, particularly in China.
41% of Chinese households own a 4K TV, compared to just 20%
in the US and Canada. In many ways, adoption will drive the
creation of content, and the Chinese market has already been
too big for US entertainment companies to ignore for years.
The rising adoption of 4K in China may be more than enough
to drive the creation of more 4K content and the development
of proper infrastructure to support streaming said content in
the West.

19% of global respondents own a smartwatch and
another 17% have already bought a Fitbit or other
connected wearable.
19% of UK homes don’t have a games console,
connected TV, 4KTV, streaming device or any
wearable technologies.
11% own a virtual reality device, and 8% possess a
3D printer.
24% own a 4K HDTV, of which 29% are men and
20% are women.
Only 19% of Germans have bought a 4KTV to date,
compared to 41% for China and 20% in the US.

Using connected devices for purchases
Adoption of connected devices for purchases is slowest in the
West, where early mass ownership of PCs may have created
habits that are hard to break for older consumers. Within five
years, a significant percentage (53% of 25-34 year olds and
43% overall) of global respondents say that they will be using
connected devices to purchase products or services at least
once a day – the figure for China is 64% versus 34% for the UK.

wearemiq.com

59% of Indians say that in five years time they will
be using connected devices to purchase products
or services at least once a day but only 29% want to
have a fully connected home.
In Germany, 27% say that in five years time they will
be using connected devices to purchase products or
services at least once a day.
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HEALTH and WELLNESS
H e l p i n g b u t n ot e n f o r c i n g : t h e n e w
a p p r oac h to h e a lt h a n d w e l l n e s s

Consumers are embracing the possibilities
of using tech in their everyday lives to help
them make healthier choices and make datadriven decisions about how to maximize their
wellness.
Would you let your phone or wearable device dictate when
you sleep, work or buy certain food? The precise answer
depends on what part of the world you are in, but broadly
consumers are engaged with the idea of sharing their private
health information, in the interests of their own wellness goals.

66% would like shopping tills to have a functionality
that stops you from buying something that they are
allergic to (76% in India, 59% in the UK and 84% in
China).
60% would not like their phone to prevent them
from unlocking it if they hadn’t had enough sleep
(51% of Germans, 74% for US and Canada and 53%
of Singaporeans).
39% of Chinese respondents own a Xiaomi band (a
fitness wearable) and 33% own a smartwatch.

wearemiq.com
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u s i n g s h a r e d data t o c o - c r e at e n e w o f f e r i n g s
New opportunities are emerging for brands to share insights and cocreate products or services. Think white-good manufacturers using
IoT and location-based data to inform bespoke meal plan delivery
services or a smart fridge alerting the nearest householder’s phone
that they are low on milk but about to drive past a store that stocks
your favorite brand.

example, 66% of men would like a shopping till to recognize that
a product contains an allergen such as gluten and would prevent
a purchase – an opportunity for brands to be ready to suggest a
suitable alternative available in-store. This illustrates a service of
genuine value to a consumer, and an opportunity for a brand to
build awareness of the virtues of its products in a non-traditional way.

Marketers and brands must find the sweet spot between highly
personalized offers and insights and intrusive interactions. For

73% of Indians (61% for Singapore) would like shopping
tills to prevent them from buying unhealthy food but only
32% of Germans feel the same way.

54% of Australians would like their allergies to be
recognized at a shopping till to prevent them from buying
certain foodstuffs.

United Kingdom

China

australia

59% would like shopping
tills to prevent them from
buying something that they
are allergic to

84% would like shopping tills to prevent
them from buying something that they
are allergic to

54% would like shopping tills
to prevent them from buying
something that they are allergic to

US & canada
74% would not like
their phone to prevent
them from unlocking
it if they hadn’t had
enough sleep

germany
32% would like shopping tills
to prevent them from buying
unhealthy food
51% would like shopping tills
to prevent them from buying
something that they are allergic to
wearemiq.com

india

singapore

73% would like shopping tills to prevent
them from buying unhealthy food

61% would like shopping tills to prevent them
from buying unhealthy food

76% would like shopping tills to prevent
them from buying something that they
are allergic to

53% would not like their phone to prevent them
from unlocking it if they hadn’t had enough sleep
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T h e i n t e r s e c t i o n o f t e c h a n d s tat e p r ov i s i o n :
d r i v i n g d e c i s i o n s o n s h a r i n g data ?
We’re almost at the tipping point for chips implanted in the
body. Globally, 48% would like to have a chip implanted to
monitor health and provide useful info to them and to doctors.
55% of UK respondents don’t like this idea, perhaps reflecting
the availability of free-at-the-point-of-use NHS provision. In the
US and Canada, where health insurance payments represent a
significant percentage of a household’s outgoings, only 37%
would be happy to share this information.

64% of Chinese welcome the prospect of
having a chip implanted in their body – just
39% of Germans agree, but 64% of Indians
would be in favor.

The price of a good night’s sleep
Something that we all have in common is the desire for a good
night’s sleep. But even though we all undoubtedly feel better
after a solid eight hours, how far would we be willing to go to
limit our screen time if we haven’t had enough rest?
57% of Chinese say that they would like their device to remain
locked if it knows that the owner has not had enough sleep. By
contrast, only 26% of US and Canadian respondents agree and
31% in the UK. The lesson here for brands is that certain markets
are more open to self-censoring and so potentially also likely
to be more engaged by reward-based communication and
gamification-led engagement.
Finally, sometimes it’s the little things that tech enables that are
the most appealing: 87% of Chinese respondents say would
love their coffee maker to have a functionality that makes a cup
of tea or coffee when you wake up, but only 63% of Australians
agree. Globally, this rises to 76% of those aged 18-34.
As well as being a winsome insight into the human details that
truly engage us, it’s also a reminder to marketers that in the
drive to win new markets and invest in tech tools and targeted
communication campaigns, existing product offerings should
not be overlooked. The Teasmade already has this tea-in-themorning function and has been in production since the 19th
century – but evidently consumers don’t know it’s possible.

w o u l d yo u h av e
a c h i p im p l a n t e d
i n t o yo u r b o dy ?

48 %

globally

would welcome the
prospect

39 %
64 %
64 %

of Germans

of Chinese

of Indians

would be in favor
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BANKING and PAYMENTS
E a s y m o n e y: t h e r i s e o f f r i c t i o n l e s s
spending and banking

Using digital currency and digital wallet apps
are increasingly prevalent and consumers are
open to the idea of more ways to pay, spend
and bank their money.

For the US and Canada, 49% use online payment systems
such as Paypal, and 52% use contactless payment with a
credit card at least sometimes.
58% of people globally use digital wallet apps such as
Apple Pay, and 79% use contactless payment with a credit
card.
60% of Australians use online payment systems such as
Paypal, and 65% use contactless payment with a credit card.

When it comes to their personal finances, the tables have
turned firmly in consumers’ favor. Around the world, the
convenience of digital wallet apps, online banking and tools
to help us spend, save and store our money has revolutionized
the world of personal finance. From challenger banks to
cryptocurrencies, pension providers designed with millennials
in mind or quick peer-to-peer payment apps, the brand names
that dominate this area are often digital-first businesses.
69% of global respondents are familiar with digital-only banks,
and just 17% are not open to the idea at all (just 6% of Indians
are not open to the idea). Worldwide, 75% of men are open to
the idea compared with 63% of women. However, only 43% of
Germans are familiar with digital-only banks and 36% are not
open to the idea. Just 2% of Chinese are not open to the idea,
compared with 24% for the US and Canada.
Interestingly, the rise of digital-only banking and money
management is greatest in those countries without a history of
traditional bricks-and-mortar banking services. Today 98% of
Chinese use digital wallet apps, but in the UK the figure is just
43%.

D o yo u u s e
c o n tac t l e s s
pay m e n t w i t h
a credit card?

79 %

use contactless payment
with a credit card

78 %
72 %
wearemiq.com

globally

of Australians

of Americans & Canadians
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T h e r e t u r n o f p e r s o n a l b a n k i n g a n d t h e im p o r ta n c e o f p r i vac y
Forget the stuffy old bank manager’s office – the future of banking is
personal, but it takes place online. But one thing that hasn’t changed
is privacy. 51% of people are uncomfortable sharing financial
information with brands and advertisers, although this ranges from
68% of Germans, 52% in the UK, 35% of Indians and 39% in China.
(In comparison, only 25% globally would be uncomfortable sharing
their TV viewing history!)

service. Around the world, 77% agree that there will be more
government restrictions about the collection and use of customer
data in the next 10 years – but 72% also think that companies will get
better at protecting and managing their data over this time. 93%
(88% in China) feel that there should be stricter regulations and fines
for companies that exposes customers’ data to security breaches.

Banks and financial institutions must embrace the latest technology
to interact with their customers in their preferred way, while actively
responding to their stated desires for both privacy and personalized

p e r c e n tag e u n c o m f o r ta b l e w i t h
s h a r i n g f i n a n c i a l i n f o r m at i o n
w i t h b r a n d s a n d a dv e r t i s e r s

w h at w i l l yo u i n v e s t yo u r m o n e y
i n ov e r t h e n e x t 10 y e a r s ?

68%

17 %
41 %
28 %

Cash

52%

51%

35%

39%

No savings

China

India

UK

Germany

Stocks and bonds

Globally

14 %
42 %

Property

Cryptocurrency

34%

23%

men

women

Future spending priorities
Apps and services within online banking accounts (such as dedicated
savings or pension pots for different objectives) mean consumers
can take more control of their money. Tailored advertising or offers
based on consumer’s data (think restaurant cashback offers) that
offer value without compromising privacy mean brands can build
relationships with an engaged audience.
Given the disparity across regions in terms of engagement with digital
banking, it’s unsuprising that potential investments also differ by both
gender and region. Engaging with these differing expectations and
anticipated investments will help brands target the markets and
demographics most likely to be responsive to their offerings.

wearemiq.com

Traditional stocks and bonds remain a priority
investment for men (46%) over the next ten years.
17% globally still plan to keep their savings in cash –
although 14% don’t think they will ever have savings.
Property (42%) will remain a popular investment in
the next decade (a priority for women, 41%) but
28% of people are also considering purchasing
cryptocurrency or other new financial instruments. Of
these, 34% are men versus 23% of women.
37% of Indians are planning to invest in
cryptocurrency or new financial instruments.
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methodology
The survey was conducted among 5,630
consumers across the UK, US, China, Australia,
Singapore, India, Canada, and Germany.
The interviews were conducted online by Sapio Research in
May 2019 using an email invitation and an online survey.
Results of any sample are subject to sampling variation. The
magnitude of the variation is measurable and is affected by
the number of interviews and the level of the percentages
expressing the results. In this particular study, the chances are
95 in 100 that a survey result does not vary, plus or minus, by
more than 1.3 percentage points from the result that would be
obtained if interviews had been conducted with all persons in
the universe represented by the sample.
Sample was selected from online partner panels.

About sapio
Sapio is a full-service market research consultancy that helps
brands and agencies produce high quality insight to inform
business strategy and drive content generation. Our tailored
insights help improve brand awareness and reputation,
better understand audiences, and gain an edge against
the competition. Through understanding, honest counsel,
collaboration, and a swift approach we deliver projects you’ll
be proud of.

wearemiq.com
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About MiQ
MiQ is a programmatic marketing company
for brands and agencies. Headquartered
in London, we have offices across North
America, Europe and Asia Pacific and a Center
of Excellence in Bangalore.
We believe marketers want two things:
campaigns that perform beyond expectations
and incisive insights they can use to reshape
their business.
That’s why our programmatic campaigns go
further than delivering great media results.
Using our smart technology and even smarter
data scientists, we help marketers understand
their customers with crystal clarity, work out
the best way to reach them and give them the
power to solve strategic business-defining
challenges.
We call it Marketing Intelligence.

Visit us at wearemiq.com

