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Video

in the

bigger picture

The debate about whether or not consumers are ready for video telephony
has surfaced again. To understand this, we must look at not just new video
communication but also the ongoing fragmentation of communication and
the blurring of borders between different communication services. Video

plays a key role in this development.

ODAY, NOT ONLY DO cONSUMERS have a wider
I palette of communication services to
choose from, but they also use them for
different purposes. Different groups prefer dif-
ferent communication solutions in different con-
texts. Luckily, there are some easily discernible
patterns. In the us, for example, the most popu-
lar way of communicating is to call people on a
mobile phone. However, for consumers aged 40
or older, landline phones are still preferred when
communicating with authorities and for business
purposes. Overall, voice-over-1p (VoIP) is still sig-
nificantly less popular than the other more estab-
lished means of making voice calls. But there is a
clear tendency for those in the 15—24 age group
to use VoIP — especially when calling partners
and close friends.
When it comes to text communication, e-mail

is the preferred option in all age groups. In fact,
for users below the age of 40, e-mail is the sec-
ond most popular means of communicating in
any form. In the 40+ age group, e-mail lags be-
hind landline phones in terms of popularity.
E-mail use is, however, not homogeneous across
age groups. In the 15—24 age group, social net-
working is the preferred means of communicat-
ing with acquaintances and even close friends.
sMs — closely followed by social networking (sms)
— is the preferred channel for communicating
with partners and siblings. In the 25-39 age
group, e-mail is preferred across the board,
although it is closely followed in popularity by
social networking and sms. In the 40+ age group,
e-mail is the most popular text-communication
channel across the board — and there is no real
competitor. |
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In 2010, 13 percent of respondents in the us said they used

a device other than a phone for long-distance calls. In

France, 18 percent were using non-phone devices.

P  Simply put, in the Us today people like to
call each other on mobile phones. This explains
why a recent survey of iPhone and Android
smartphone users found that the last thing they
wanted to give up if their battery was running low
was voice telephony.

However, younger users also favor new com-
munication alternatives — such as social network-
ing and, to a degree, VoIP — and older users stick
to older communication services, notably land-
line phones and e-mail.

Furthermore, intimate relationships with part-
ners and friends tend to rely more heavily on new-
er communication channels, whereas formal
communication and communication across gen-
erations tend to rely on older communication
channels.

A BLURRING OF BORDERS
In a 2008 10-country survey of advanced inter-
net users that focused on media and communi-
cation use, Ericsson ConsumerLab found that be-
haviors across devices varied more than we had
previously thought.

On nearly all devices, music was the most com-
mon media type. For example, we found that us-
ers more often played music on their portable
game consoles than games. However, we also

found that most devices were also used as phones.
Fully one-third of netbooks were used to make
calls, as were a quarter of all laptops and almost
10 percent of iPod Touches. Five to 10 percent of
portable game consoles and other portable me-
dia players were used for voice conversations.

In 2008, the internet was still mainly a pc-based
affair. In our 10-country infocom survey of that
year, 44 percent of general internet users were us-
ing instant messaging, 38 percent were already
using Facebook and similar social-networking
services, and 10 percent were using IP telephony
such as Skype — all on a weekly basis.

Between 2008 and 2009 there was a blurring of
borders between instant messaging and social
networking. As a result, there has been a signif-
icant drop in standalone instant-messaging ac-
tivity as users have moved this behavior over to
social-networking sites. Simultaneously, voice
calls are being made on an ever greater number
of devices. In a voice-behavior study Ericsson
ConsumerLab did in 2010, 13 percent of respond-
ents in the Us said they used a device other than
a phone for long-distance calls. In France, 18 per-
cent were using non-phone devices.

In 2010, the iPhone/Android smartphone ex-
plosion started to have a real impact, with around
one-fifth of respondents in the Ericsson Consumer-

Text communication in the US

Authorities

Sl

Business: My
related children
Acquain- My siblings
tances/not

close friends

Close friends My grandparents

— SMS

US 15-24 years old E-mail US 40+ years old
—— MSN/chat

Spouse/significant other Social network on internet Spouse/significant other

Base: Communicate with group

Q: You may choose to communicate in different ways with different people. Here is a list of people and
different communication techniques which you can use to contact them (such as fixed telephony, mobile
telephony, and so on) Which of the following techniques do you use to contact each of the following people?

Source: Ericsson Global Infocom web study 2010 US — regular to advanced Internet users

Authorities Mother/father

My siblings

tances/not
close friends

Close friends My grandparents
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Lab infocom survey of industrialized countries
stating that they owned a smartphone.

Users who rack up the most minutes-of-use
(MoU) on mobile phones also fall into the group
that uses the greatest number of communication
services. In other words, people who talk a lot on
the phone are also heavy users of sMs, MMs, e-
mail, 1M, social networking sites and blogging
tools. Even though total MoU in the us declined
between 2008 and 2010, MoU has increased
among those who use four or more text-commu-
nication services on mobile phones. A great num-
ber of people in this group are also smartphone
users, who have brought their internet-commu-
nication habits to their phones.

A NATURAL PART OF THE MIX
When Apple announced the most popular iPhone
apps in 2010, Facebook was — not surprisingly —
the most frequently downloaded free app glob-
ally. However, with internet communication via
phones becoming more popular, we will inevita-
bly see a blurring of borders between telecom-
based communication services and internet-
based services. In this light, it is not surprising
that Skype was the fourth most popular iPhone
app in 2010.

Internet-related habits will continue to spread
and consumers are increasingly willing to com-
municate via video. As the borders between com-
munication and media blur, people are finding it
increasingly natural to express themselves using
language previously only common to celebrities
and journalists. They also see that video commu-
nication engenders feelings of intimacy and emo-
tion similar to that of face-to-face interaction. As
a result, more than 30 billion pieces of content
are shared via Facebook each month.

As the internet evolves from an information-
based medium to a communication-centric one,
communication channels have started to blur. It
is increasingly difficult to determine what con-
stitutes a voice call as consumers mix tradition-
al telephony with IP telephony, voice and video
chats and web calls. Similarly, the lines between
e-mail and webmail, sms and online chat, online
chat and social networks are becoming less dis-
tinct. In addition, consumers are increasingly in-
tegrating media into their communication when
using services such as social networks. This is
only natural as media have always been used as
a conversation starter, but one result of all this
convergence is that video will play an increasing-
ly large part in communication. @
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