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WHAT TO EXPECT IN MOBILE 
THIS YEAR AND BEYOND: 
GAME CHANGERS
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WHERE WE ARE TODAY:  EXPLOSION OF 
CONSUMER TOUCHPOINTS 

THEN NOW
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WHEN YOU THINK OF THIS CHANGE TAKING PLACE, 
WHAT WORD COMES TO MIND 
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WHEN YOU THINK OF THIS CHANGE TAKING PLACE, 
WHAT WORD COMES TO MIND 

GAME CHANGER μ ƎņƳ Ψ/IņƴƧŜǊ μ ƴƻǳƴ
A newly introduced person, idea or 
element that transforms the accepted 
rules, processes, strategies of an existing 
situation in a significant way. 

Typically leads a movement of related 
activities in the same direction.
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GAME CHANGERS
Our focus for today

BRINGING THE CONSUMER 
INTO THE EXPERIENCE 

Mobile is breaking old habits and helping 
establish new ones

PARTNER OR PERISH

Competing (or connecting) with mobile 
technology companies is a new 

reality for lots brands 

END OF THE OFF SWITCH
We are living in a world of 24/7 mobile 
connectivity, accessing our content and 
doing things on our own ǘŜǊƳǎΧΦŀƴŘ we 

like it that way 

MOBILE IS THE SCREEN
No longer is mobile additive-

it is the primary screen 
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MOBILE IS THE SCREEN
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TAKING A DEEPER LOOK ςWHO IS MOBILE 

MOBILE IS THE SCREEN
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BRAND OF CHOICE ςREMAINS APPLE

MOBILE IS THE SCREEN
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WE HAVE BECOMEAN APPSOCIETY

MOBILE IS THE SCREEN
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APPS ARE A BOREDOM KILLER

MOBILE IS THE SCREEN
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A WORD OF CAUTION

MOBILE IS THE SCREEN
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SCREEN SIZE GIVING AWAY TO ALWAYS ON 
CONECTIVITY

END OF THE OFF SWITCH
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in the U.S. use a mobile 
device while watching TV

MORE DISTRACTED

85%

END OF THE OFF SWITCH

2ND, 3RD& 4THSCREEN IS BECOMING AN
EXTENSION OF THE VIEWING EXPERIENCE

× One-fifth of Millennial and Generation Z respondents say they 
watch on a mobile phone, compared with 14% of Generation X 
and 6% of Baby Boomer

× Tablet video watching is highest among Millennial and 
Generation X respondents, cited by 16% and 15% of respondents, 
respectively

× In comparison, 12% of Generation Z and 8% of Baby Boomer 
respondents say they watch video on a tablet. 
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BRINGING THE CONSUMER 
INTO THE EXPERIENCE 

Leading to consumers to take control of their experience and companies move
quickly

CHANGE IS A HAPPENING


