YouGov

What the world thinks

The US Cell Phone Market

SixthSense

Copyright 2012 YouGov



The US Cell Phone Market Reproduction Prohibited

About SixthSense

YouGov’s mission is to supply a live stream of continuous and accurate data and insight into what people are thinking and doing
all over the world, all of the time, so that companies, governments and institutions can better serve the people that sustain
them. YouGov is an international, full service online market research agency offering custom research, omnibus, field and tab
services, qualitative research, syndicated products and SixthSense, our market intelligence report series.

Founded in the UK in 2000, YouGov is considered the pioneer of online market research. Our unique fully integrated online
model has a well-documented and published track record illustrating the accuracy of its survey methods and in turn the quality
of its client service work. We can conduct research in all continents and our online model allows clients to get international
results faster and more cost-effectively than traditional methods, with no compromise on quality. YouGov has offices in the UK,
US, Europe and the Middle East.

It is our goal to understand the world you live in, the sector you operate in, and your brand, enabling us to provide you with a
live stream of continuous, accurate data and insight into what people are thinking and doing all over the world. Information
which not only serves in tackling current issues facing your organization but also aims to offer a comprehensive understanding
of your organization and its place in the world we live in today.

The group operates an online panel of over 2.5 million respondents worldwide representing all ages, socio-economic groups
and other demographic types which allows us to create nationally representative samples online and access hard to reach
groups, both consumer and professional.

YouGov has been acclaimed as the country’s most accurate pollster and the most quoted research company in the UK and has
operations in the US, Europe and the Middle East.

For more information about our services, please see
www.yougovsixthsense.com

No part of this report may be stored or reproduced (either electronically or mechanically or otherwise) without the express prior permission of

YouGov.

This report relies on data, conclusions and recommendations from primary and secondary sources (including third parties) that were gathered
in good faith. Although believed to be accurate, this information is not guaranteed and, as such, YouGov can accept no liability for action taken

based on any information in this report.

Your payment for this report is for one hard copy and one electronic copy only. If you would like additional hard or electronic copies of this

report, or any of its sections, please contact us to purchase them separately.

PUBLISHED BY:
YouGov, 114 W. 24" Street, New York, NY 10011
E: sixthsense@yougov.com



http://www.yougovsixthsense.com/
mailto:sixthsense@yougov.com

The US Cell Phone Market Reproduction Prohibited

Table of Contents

TABIE OF FIGUIES ettt ettt st et e s et e e ab e e s et e e e ab e e s bt e e bt e sabeeeabeesabeeebeesabeeenneesane 3
Tl dgoTo [¥ ot o] o IR TPUR PPN 4
IMEATKET OVEIVIEW .ttt ettt ettt e st e sttt e e e s bt e e e s aate e e sabeeeeaabaeessasteeessseeeeanbaeeennseeesnnnaens 4
V= g Yoo Fo] (o =Y USSR
Abbreviations and acronyms.....
[20=ToTo] o S U101 0 - 1 V2T PP PTN
Mobile phone manufacturers pushing technology envelope ..........cccceeviieeeccie e
Mobile phone carriers need ARPU fix: features and services should play wider role
Mobile Phone OS and Style: Android and Apple i0S dOmMiNate .....cccccveviviiieeiriieceiree e 8
Mobile phone feature usage underscores lifestyle integration and growth potential ..........cccccoveivrennnneen. 9
Mobile phone replacement cycle @ MiXed DAg .......ccoociiiiiiiiie e e 9
Mobile phone carrier switching: loyalty low; retention opportunity; money talks ........ccccceecvveeeiiineennnnns 10
Mobile phone apps: mainstream phenomenon with monetization opportunity.........cccccceeveiieeeiiiieeeennns 10
Location-aware services taking off, but privacy concerns liNGer .........ccoccvueeiiiiieeecciiee et 10
Consumer attitudes: Navigating the mobile WOrld ..........ccooiiriiiiiiii e

VoY o1 1ol o e To T o oW\ o T a0 =T AU =Y USRI
TAKEAWAYS ..ttt ettt ettt ettt et e ettt e sttt e bt e s bt e bt e e bt e bt e e bt e e b e e e b et e bt e e bt e e enee e bt e e nneeennbeesareennes
Mobile phone manufacturer usage share
Mobile phone manufacturers: demographic drivers

Top manufacturers: demMOgraphiC AFIVEIS ......cccuiieieiiie et e e rte e e e et e e e e s bb e e e enstaeeseasaeeesareeaans
TAKEAWAY S ...teieeiiiee ettt e e ettt e e ettt e e ettt e e ettt e e e e ettteeesbaeee e steeeaassaaeeaassaaaanstaeeeanseaee e sbaeeeastaeeeansteeeaasbaeeeantaeeeanes

MajOr MODIIE PRONE FEIEASES .......veiiiiiee ettt e et e et e e e et e e e st b e e e e ttaeesabaeeeestbeeeeastaeseasaeeesnsreaaans
F Y oY o1 (<l od a o T LTRSS

Samsung....
Overview of latest smartphones.......
Mobile Phone Carriers
I LGS LT 1Y 2SRRI
Y Y ToT g o] V7= £
Y 1] e o LI o -1 U PURPPN
Vo] o1 Tl o] ol Tl ot= 1§ 1T o] o -1 o DU UURR
Top ten carriers: demographiC AriVEIS. ... .uiiiiiei i e e e e srar e e e s s e s sabaereeeeessennnenes
VoY o1 1Sl 2 e To T o TSN O AR [ o IS 4V -SSR
I LG LT Y2 USSPRRN
MODbile PhONE OPEIrAtING SYSTEM .. .iiiiiiii ettt e ree e et e e e e stte e e e steeeeesteeessssaeeessseeeeesssaeeeaseeessnsseeennn
Handset operating SYStEM SNAIE ......ccoiiiiiiiiei et e e e e e st e e e e e e s st b ar e e e e e e ernraaseeeeas
Mobile phone style, input and input style
Handset style share
Input feature share
INPUL StYIE FEATUIE SNAIE ....ci it e e s e e et e e e e nteeesnaeeeesnseeeennnes
MODilE PRONE FEATUIE USAZE ..c.eeveieeeeiee e ciiee e ettt e ettt s sttt e e ettt e e ete e e s nte e e e sataeeeensteeesnsaaeesnsseaeansaeesanseeeesnnseeanns
I 1T 1T V23RS
HaNASET @CHIVITIES/TRATUIES ..vvvviiiieiieittieieee ettt e e e e e s eea et et e e e se s bareeeeeeesessaaraeeseessesssarasesesesessssrasseesessssnssrreenes
) E T AV LR oY L =T=d T d o] [T
WHhETrE S TR MONEY? ... e e e e st e e e e e e s e bt e e e e e e e seaaabtaeeeaaesesnsbaaeeaeeeesnnstaaneaaens 32
Y 14 o] oo g I U =T TSP PUPPPN
(0o TN =T ol o [ YT = ot 1Y/ S
Demographic analysis: smartphone users
Cell phone feature learning Curve ........cccceeevcveeeecieeeeenns
Mobile Phone Replacement Cycle..............
Takeaways.....ccccceeeeeeeecivieeeee e
TIME 10 EXPECE NEW PRONE ..ottt e e e et e et e e s aaeesbe e e ssaeebteesabeensseessseenses
Vo] o1 1l ad o Vo) o Y @ Yo A =T g3V el o 1 V= UURR
TAKEAWAYS ... .eeeieeieee ettt e ettt e e e e e et et e e e e e e e s e tbabeeaeeeeeeaabataaaaaeeeaaaataraeaaeeaaantaaeeaaeeeaaantataeeeeaeaaannnraes
Carrier loyalty and phone brand [OYalty ...........oooeiie e e s e e ea e e e eaneeas
(o )VZ=1 1 AV oy dk o) o T il 1 211 oo S PUPRSNS
(oY1 | AV e 1= g g Yo d i T o[ Lol e [ 1V Z=T o RPN
WhEN CONSUMENS EXPECT NEW CAITIEN ..eeeuvieeureeeteeiteeeiteesteeeiseessteeesseesteeasseesssessssesssesassessnsesessessssessssessssesassessnns
(O T [T ol s = g F=d Y SRR PURURN
Don’t underestimate the power of money
Carrier switching: cost savings and contract cancellation ..........ccccuvveeiiiiicciiiiiee e 47

Copyright 2012 YouGov www.YouGov.com Page |1



The US Cell Phone Market Reproduction Prohibited

VoY o1 1S 2d 0 Vo o TSI Y S 49
TAKEAWAYS ..eveieeiiieeeitiee e ettt e e ettt e e sttt e e e st te e e e e tetee e s saeeeassteeeaassaaeesassaeaanstaeeeanseaeeasaeee e staeeeannreeesnaeeeeantaeeeannes 49
D01V a1 Fo T [T SR PUPOTPPRRIN: 49
DOWNIOAM frEOUENCY ...ttt sttt ettt et e st b e s bt e bt e sab e e e bbesabe e e bt e sabeeessnesbeeesnneeanees 50

ADPP PUICNASE @NAIYSIS c.nuteeiiiiiiieiiee ettt et sttt s e e bt e st e et e s bt e e bt e s bt e eabeesabeeebeesabeeeneesabeeeaneenane 52
App procurement and PUrchase aNalySiS.........eouuiiiiiiiiiiiiee e e 52
Monthly app spending and dOWNIOAdING ........ccoiuiiiieiiiie e e e e e e e eaens 52

LOCAtION-AWAIE SEIVICES. ... .eeieiiiiee ettt e e et e e e e et e e e s e s r e e et e e e s e e e et e e e sannren et e e e seannraneeeeesennnraneeeeess 56
I 1T T2 1Y 2SS PSNt 56
AAWATIEINESS ...eeeeee ettt e e e e e e ee et e s e s ne et et e e e e s e an s b e e et e e e s e as s e et e e e e e e s s R e n et et e e e sa R e r e e et e e e ee e ren et eeeeeaannnnnreeens 56
Attitudes toWard |0CatioN-aWare SEIVICES .....ccoicvieeiriiiieiiiieeertiee e et e e ssre e e site e e s sabeeessraeeesaeeeessssaeesnaneeas 57
DeMOGraphiC @N@IYSIS «...eeeiieiiiieiie sttt ettt et b e s b s e e bt e s an e e ne e sareenees 58

Consumer Attitudes: Navigating the Mobile World ...........c.ooiiiiiiii e 59
TAKEAWAYS ..uteeeeiiiieeiitee e ettt e e ettt e e st e e e sttt e e e e etee e s aaeeeasteeeaassaaeesansaeeasstaeeeanseaeeasaeeeantaeeeannteeeentaeeeanraeeeannes 59
Cell phone [Ifestyle INTEEIatioN ......cccciii ittt e st e e et e e e e eae e e stbeeeenstaeesennseeessreeaans 59
DEMOGIAPNIC ANAIYSIS .oeniiiii et e s e e et e e e ta e e e s ab e e e e atbeeeentaeeenraeeeantaeeeannes 60
Smartphone, feature phone and basic phone comparison ..........cccceeeciieeeciiie e 61

B I L= SV 0 SRR 61
Smartphones to fast becomMe the NOIM .....ciii i e 61
Helping over-55s adapt to the |€arning CUrVe.........cocii it 62
Quick adoption of emerging technology fEAatUres .........coceiiiieriiiiiiee e 62

Copyright 2012 YouGov www.YouGov.com Page |2



The US Cell Phone Market Reproduction Prohibited

Table of Figures
Figure 1 U.S. wireless industry subscription and usage metrics, 2008-2012..........ccceevuveeieiieeeiireeeenireeeereeesrveeeas 5
Figure 2 Mobile phone ownership share, by Manufacturer ..........ccooeiiiiiiiiie e 12
Figure 3 Mobile phone manufacturer share, by mobile phone user age .......c.cceeveeiiieniiiiiiiiic e 13
Figure 4 Mobile phone manufacturer share, by mobile phone user’s household income...........ccoceeeiiirnienncnnns 14
Figure 5 Mobile phone manufacturer share, by Major Carrier ........coocvi e 15
Figure 6 Samsung mobile phone usage share, demographic leaders and laggards .........ccccceecvveeeeiieeeccciee e e, 16
Figure 7 LG mobile phone usage share, demographic leaders and laggards........ccccccvveeeeeieeeicieeeecceee e 17
Figure 8 Apple mobile phone usage share, demographic leaders and 1aggards .........cccoecvveeevciieecccieee e, 17
Figure 9 Motorola mobile phone usage share, demographic leaders and laggards.........ccccceeeveeeeiiiiecccieee e, 18
Figure 10 Smartphone comparison: Samsung Galaxy Slll and Galaxy Nexus LTE, Apple iPhone 5, HTC One X,
Motorola DROID RAZR MAXX, NOKia LUMIia 920.....cccciiieiiiiiieieeeeeciieeee e eeccirver e e e e e eeavree e e e e e e e eanareeaaaeean 20
Figure 11  Verizon, AT&T, Sprint and T-Mobile subscribers, ARPU and service revenue, 2009-2011...................... 22
Figure 12  Verizon, AT&T, Sprint and T-Mobile smartphone, feature phone, postpaid and prepaid subscribers,
0 i OO OO PRSPPI 23
Figure 13 Mobile phone usage Share, DY CArTiBr ......cccuiiiiiiee et e e e te e e e aae e e s tr e e e e aatae e eeanees 23
Figure 14  Mobile phone USage Share, DY @€ .......uuii it ettt e e et e a e e e st e e e e estae e eeanees 24
Figure 15 Mobile phone usage share, DY BENUEr.......coouii it s 25
Figure 16 Mobile phone usage share, by household INCOME ........cooviiiiiiiiii e 25
Figure 17 Mobile phone usage share, by smartphone owWnership ........cccooveeriiiiiiiiiiiene e 26
Figure 18 Smartphone operating SYStEM SHare.......c.ciiiiiiiiiiiiee et s sne e s 28
Figure 19 Smartphone operating system share, by smartphone ownership and age........cccccceeecieeevcieececiiee e, 28
Figure 20 Smartphone operating system share, by Major Carrier .........oocveeeeciiie et 29
Figure 21  Mobile phone handset Style SHAre .........ooouiii i et e e e e e aaees 29
Figure 22 Mobile phone input fEature Share.........oouii it 30
Figure 23 Mobile phone inPUL StyI@ Share .......coouiiiiiii e e 30
Figure 24  Handset activities/features: Usage PENETratioN ........ccvcivivirieiieriere sttt sae e e e 32
Figure 25 Handset activities/features: Usage frEQUENCY .......coererireieeieeee ettt 32
Figure 26 Handset communication methods: daily usage penetration among smartphone, feature phone and
o ol o] oo o =l 1YY 4 1= USRS 34
Figure 27 Cell phone content-driven activity: daily usage penetration among smartphone, feature phone and
oF Y [ol o] g To T o [N o 1Y/ o [T 3PP 34
Figure 28 Cell phone financial and shopping daily usage penetration: smartphone, feature phone and basic
0] 2T o TSR 36
Figure 29 Smartphone activities/feature usage penetration, by gender, age and household income.................... 37
Figure 30 New cell phone feature learning self-assesSSMEeNT .........coccuiiiiiiiee e e e e e e e 38
Figure 31 New cell phone feature learning self-assessment: smartphone, feature phone and basic phone users 38
Figure 32 New cell phone feature learning self-assessment, by selected demographics ..........cccoveevviieeecrieeennen. 39
Figure 33  New cell phone feature learning curve: smartphone users, by gender, age and household income .....40
Figure 34  Mobile phone replacement timeframe ..........oovcuiii i e
Figure 35 Mobile phone replacement timeframe, By @€ .....ccuuivuiiiiiiiiiii e
Figure 36 Mobile phone replacement timeframe, by major carrier
Figure 37  Verizon, AT&T, Sprint and T-Mobile churn rate and postpaid/prepaid subscribers, 2011...................... 43
Figure 38 Cell phone carrier and cell phone brand loyalty .........c..uuiviiiiiiic e 44
Figure 39  Cell phone carrier and cell phone brand loyalty, by selected demographics .......ccccceveeeiieiiiiiiieeieiencnns 45
Figure 40 Smartphone user cell phone carrier and cell phone brand loyalty, by selected demographics.............. 45
Figure 41 Consumer timeframe for switching Wireless Carrier.......ocovuuiiiiiiereiciie e e 46
Figure 42  Cost savings and cancellation penalty impact on carrier SWitChing........ccccevcveeievciii e 47
Figure 43  Cost savings and cancellation penalty impact on carrier switching, by selected demographics............. 47
Figure 44  Cost savings and cancellation penalty impact on smartphone user carrier switching, by gender, age and
Lo TUEY=Y o o] o T Tole Ty s T O P PO PP UPPPPPRP 49
Figure 45 App download penetration, by selected demographics.......ccoccuiiiieiiii i 50
Figure 46  App download frequency, by frequency Break.........eueiiiiio e e 50
Figure 47 Mobile app share: preinstalled, obtained for free, and paid for, by selected demographics ................. 52
Figure 48 Monthly app spending and downloading, by selected demographics ..........ccccceevveiiiecceeesciee e 53
Figure 49 Ease of smartphone app selection: degree of agreement........ccceveviiiiiecierecciiee e e 53
Figure 50 Ease of smartphone app selection, by selected demographics.......cccevevieriiiiieierciee e 54
Figure 51 Ease of smartphone app selection among smartphone owners, by gender, age and household income ..
............................................................................................................................................................... 55
Figure 52  Attitudes toward 10cation-based SEIVICES ........cuiii it e e et e e e e e e e e 58
Figure 53  Attitudes toward location-based services, by age and gender..........coociieeiiiiicciiiieee e 58
Figure 54  Attitudes toward location-based services, by smartphone and monthly phone bill...........c..cccceeee.... 59
Figure 55  Cell phone [ifestyle iNTeGratioN ........ciiciiie it e e st e e et e e seaaa e e e sateeeeesntaeesnnnees 60
Figure 56  Cell phone lifestyle integration: degree of agreement, by gender and age ......cccccceevecveeevcieeeccieee e, 60
Figure 57 Cell phone lifestyle integration: degree of agreement, by household income and race/ethnicity.......... 61
Figure 58 Cell phone lifestyle integration: degree of agreement: smartphone, feature phone and basic phone
US IS ottt eettttteeeeeaauueetteeeeee s uube e et eeeee e e as et e eeeeeeeaaaan b et et e e e e e nnbe e et e e e e e e nnbeeeeeeeeea s betteeeeeeaanbanteeeeeeeaannrteeeeaeaan 61

Copyright 2012 YouGov www.YouGov.com Page |3



