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Summarizing 2017 and predicting 2018 

In addition, research papers and articles 
emphasise the impact on our brains and our 
behaviour of frequently using smartphones. As 
smartphones are increasingly becoming an 
indispensable part of our everyday lives and 
social interactions, our brainpower seems to 
decrease. Also, attention spans are becoming 
shorter and more dispersed. This affects our 
problems-solving ability and also how we 
consume media content. For example, recent 
decrease in TV sports ratings can be explained 
by this phenomenon; people are still interested 
in sports, but the way they consume sports 
content is altering. New solutions for predicting 
and embracing audience responses and 
behaviour are thus needed in the near future. 
 
Turku, 12th January 2018 

Introduction to Q4 2017 
 to Q4 2017 

In the last quarter of 2017, industry reports and 
summaries have aimed at providing an overiew 
of the past year, as well as predicting trends for 
2018. Wrapping up 2017, one of the most 
highlighted notion in the reports and research 
is the increased length of the typical media 
day, especially among young people. In 
Finland, the media day has increased by more 
than 20 minutes compared to 2016. Concurrent 
to the increase in, for example, time spent on 
video services and social media, we also see 
growth in areas such as video-on-demand 
services and television.  
 
While consumers increasingly are able to tailor 
their media consumption, the content and user 
interface solutions must cater the more 
personalised needs and requirements. This is 
also evident in, for example, the Ericsson 
Consumer Insight Report predicting trends for 
2018, which highlights the importance of 
understanding the interaction between humans 
and technology. 



 

 

  

Reuters Institute, University of Oxford: Digital News Report 2017 

Consumer trends 2018 
Ericsson Consumer Insight Summary Report, December 2017 

“Today you have to know all the devices. But 
tomorrow all the devices will have to know you.” 
 
The report highlights interaction between 
consumers and technology, and the importance of 
good user interface solutions. Based on more than 
5000 respondents, the report identifies ten 
consumer trends for 2018: 
  
#1 Your body is the user interface. We will use 
intonation, touch, and gestures to interact with 
technology. However, this may lead to a reduced 
need for smartphone based remote control apps. 
 
#2 Augmented hearing. 63% of respondents would 
use earphones that translate languages in real-
time. 
 
#3 Eternal newbies. Skills are learnt and forgotten 
faster due to technology. 
 
#4 Social broadcasting. Influential groups use 
social media for one-sided broadcast messages. 
 
#5 Intelligent ads. Respondents believe AR and VR 
will lead to ads becoming realistic enough to  
 

eventually replace the advertised products. 
 
#6 Uncanny communication. Not being able to tell 
the difference between human and machine 
scares people. 
 
#7 Leisure society. 40% of respondents say they 
would like a robot that works and earns income 
for them, thus freeing time for leisure activities. 
 
#8 Your photo is a room. In the future, VR will be 
used for walking around in smartphone photos. 
 
#9 Streets in the air. The city needs a road network 
for drones and flying vehicles. 
 
#10 The charged future. Keeping power flowing is 
critical for connectivity. 80% of respondents 
believe that in five years’ time, batteries will be 
long-lasting, putting an end to charging concerns. 
 
 
 
 
Source: https://www.ericsson.com/assets/local/networked-
society/consumerlab/10hct_report2018_rgb.pdf 
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  The digital content market in 
Finland 

# 15-74-year-olds consume media on average 7 
hours 57 minutes daily. The media day was 
prolonged by 20 minutes, compared to 2016 
(period January-June in comparison). 
 
# Most popular media is TV (29%), radio (18%) 
and newspapers (13%, printed and digital).  
 
# TV is being watched on average 2 hours 46 
minutes on a daily basis (January-October 2017). 
The largest group of TV viewers is over 65-year-
olds (4 hours 52 minutes), and the smallest is 10-
24-year-olds (53 minutes). 91% of the population 
watches TV weekly. 
 
# The most popular Internet-based TV services 
(free of charge) was YLE Areena (72%). 57% use 
other services such as YouTube. Paid Internet-
based TV services, such as Ruutu+ are consumed 
by 9%, while 30% subscribe to Netflix, Viaplay 

etc. 65% does not subscribe to a paid Internet-
based TV service. In 2016, Finnpanel found that 
the age group of 4-9 year-olds consume paid TV 
services the most (17% of all viewership). 
 
# Newspapers are still being read in print version. 
The amount of readers on smartphones has 
increased by 2% from 2016. All other forms of 
reading newspapers are decreasing, including the 
use of tablets and computers. 
 
 
 
 
 
 
 
Source: https://ficom.fi/ajankohtaista/uutiset/digitaalisten-
sis%C3%A4lt%C3%B6jen-markkinat-
suomessa?utm_campaign=unspecified&utm_content=unspecifi
ed&utm_medium=email&utm_source=Apsis 

Overview published by FiCom, 13th December 2017 



 

 

 
  

Social media in Finland 2018 

# The use of social media services continues to 
grow. In 2016, the use among 16-24-year-olds 
decreased, but in 2017 the trend changed towards 
a more positive trajectory. 
 
# Video embedded in social media continues to 
develop. For instance, social media services such 
as LinkedIn have introduced native videos as part 
of the personal profile. 
 
# Youtube continues to be the main social media 
service for video consumption. However, Youtube 
is struggling with developing its profile towards 
more refined video content. Mobile video viewers 
are shifting to Snapchat and Instagram Stories for 
better quality videos. Videobloggers, or social 
media influencers, are actively publishing video 
content via Snapchat, parallel to their Youtube-
channels. 
 
# Youtube has responded to this challenge by 

launching the’ Reels’ function, which is Youtube’s 
equivalence to, e.g., Instagram Stories. Reels was 
opened to 10 000 users at the end of November 
2017. The main difference is the fact that the 
content remains in the channel, as opposed to 
Snapchat, which has a limited access of 24 hours. 
 
# Facebook is also tapping in to the trend of 
storytelling; Facebook Stories was launched 
during Spring 2017. Similar to Instagram Stories 
and Snapchat, the content is available only 24 
hours. 
 
 
 
 
 
 
 
Source: http://someco.fi/wp-
content/uploads/2017/12/Sosiaalinen-media-Suomessa-2018-
opas.pdf 

Report published by Someco, December 2017 
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Industry reports 
An overview of recent findings on media consumption 

Ericsson Mobility Report 
 
Date: November 2017 
 
# There are now 5 billion mobile broadband 
subscriptions worldwide 
 
# The number of 5G subscriptions is forecasted to 
reach 1 billion by 2023, covering 20% of the world’s 
population. 
 
# Voice over LTE (enabling simultaneous use of 
communication and data services on smartphones and 
other devices) subscriptions are expected to exceed 
650 million by the end of 2017. 
 
# Worldwide data traffic grew by 65% between Q3 
2016 and Q3 2017. The consumption of mobile video, 
embedded video, and emerging video formats drives 
the need for increased network capacity. In 2023, 
video will account for 75% of mobile traffic. 
 
# There will be 20 billion connected IoT devices by 
2023. 
 
 
Source: https://www.ericsson.com/en/mobility-
report/reports/november-2017 

Finnpanel: TV watching January-June 2017 
 
Date: 30 November 2017 
 
# 96% of Finnish households own a television. There is 
an average of 1,7 television devices in each household. 
 
# In the Finnish households, also the following devices 
are used for TV viewing: computers (84%), 
smartphones (79%), and tablets (51%). 
 
# 25% of Finnish households use a smart TV connected 
to the Internet 
 
# For more information on TV watching: 
https://www.finnpanel.fi/lataukset/tv_vuosi_2017.pdf 
(Published February 2017) 
 
 
Source: https://www.finnpanel.fi/tulokset/tiedote.php?id=216 

https://www.finnpanel.fi/lataukset/tv_vuosi_2017.pdf


 

 

  

Industry reports 
An overview of recent findings on media consumption 

Ofcom: International Communications Market 
Report 
 
Date: 16 December 2017 
 
The report covers the year 2016 and aims at comparing 
the UK communications market with a number of 
countries. 
 
# Smartphone owners in the UK are reported to be 
heavy users and likely to use services on demand, such 
as ordering takeaway, making bank transfers etc. The 
main reasons reported are convenience and speed. 
 
# Consumer engagement with IoT devices is still 
reported to be low. Among the compared countries, the 
US reported the highest share of access to smart homes, 
wearables, or connected vehicles.  

# The report highlights the decline in live broadcast TV 
viewing as a consequence of higher use of on-demand 
services. Average live TV viewing declined in 2016, as 
viewers watched more time-shifted and video-on-
demand programmes. UK viewers watched an average 
of 3 hours 3 minutes of live TV a day in 2016. 

 
Source: 
https://www.ofcom.org.uk/__data/assets/pdf_file/0026/95642/ICMR-
Full.pdf 

Kantar TNS: The typical media day reaching 
almost eight hours in Finland 
 
Date: 22 November 2017 
 
Finnish peoples’ typical media day has increased with 
more than 20 minutes in 2017 (7 h 57 min) compared to 
2016 (7 h 33 min). 
 
# The biggest growth can be seen in video services, 
social media, pay-per-view and video-on-demand 
services as well as television. 
 
# While consumers have more flexibility in tailoring 
and personalising their media use, the needs and 
reasons for using media remain largely the same as 
earlier. 
 
# In addition to personal preferences and interests, 
media use is increasingly determined by situational 
factors (location, social situations, micro moments etc.) 
 
# The media day has significantly increased among 
young people (under the age of 30), mainly due to 
increased use of video content and internet services on 
their smartphones. 
 
Source: https://www.tns-gallup.fi/uutiskirje/2017/suomalaisen-
mediapaiva 
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Articles and research 

Jean M. Twenge, The Atlantic, September 2017: 
Have smartphones destroyed a generation? 
 
# Teenagers who spend more time than average 
on screen activities are more likely to be 
unhappy, and those who spend more time than 
average on non-screen activities are more likely 
to be happy. 
 
# Teenagers who visit social networking sites 
every day but see their friends in person less 
frequently are the most likely to experience 
feelings of loneliness. In fact, in the US, teenagers’ 
feelings of loneliness spiked in 2013 and have 
remained high ever since. 
 
Source: 
https://www.theatlantic.com/magazine/archive/2017/09/has-
the-smartphone-destroyed-a-generation/534198/ 
 
 
Nicolas Carr, The Wall Street Journal, 6 October 
2017: How smartphones hijack our minds 
 
# Mobile phones shape our thoughts, and the 
effects persist even when we are not using the 

devices. As the brain grows dependent on 
technology, research suggests that the intellect 
weakens. 
 
# When people hear their phone ring but are 
unable to answer it, their blood pressure spikes, 
their pulse quickens, and their problem-solving 
skills decline. 
 
# Research published in April 2017 indicated that 
people, who have their mobile phone in full view 
scores considerably worse in tests, compared to 
those who left their phones in a different room 
(who also performed the best). A third group that 
kept their phones in their pockets or bags came 
out in the middle. Thus, as the phone’s proximity 
increased, the brainpower decreased. 
 
Source: https://www.wsj.com/articles/how-smartphones-
hijack-our-minds-1507307811 
 
Research article:  
Lee et al. (2017): The effects of cell phone use and emotion-
regulation style on college students’ learning, Applied 
Cognitive Psychology, 31, 360-366. URL:  https://goo.gl/59PuLs 

Recent discussions related to the use of smart phones and its 
effects on teenagers and young adults 
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Dan Singer, Sports Business Journal, September 
2017: We are wrong about millennial sport fans 
 
”Millennials enjoy sports just as much as members 
of other generations. It’s the way they consume 
sports that matters.” 
 
# Ratings for sports on TV is declining, not be-
cause of decreased interest, but due to increased 
options on different screens and shorter attention 
spans. 
 
# Millennials often stream sports, and often admit 
to using unauthorised sports streaming sites, such 
as Reddit streams. They also increasingly follow 
sports on social media instead of watching sports 
on TV. 
 
# The problem of declining attention spans its not 
solved by merely replatforming TV content for 
mobile devices. New designs and services are 
needed, focusing on shorter viewing sessions, and 
quick and convenient access to related content 
and social media. 
 
Source: https://www.mckinsey.com/industries/media-and-
entertainment/our-insights/we-are-wrong-about-millennial-
sports-fans 
 
 

Jonathan Dunn and Geoffrey Sands, McKinsey & 
Company, December 2017: AI in storytelling: 
Machines as cocreators 
 
”Computers don’t cry during sad stories, but they 
can tell when we will” 
 
# Machines can not replace human storytellers, 
but they can work alongside humans to improve 
the storytelling process by predicting audience 
responses and emotional arcs in video story-
telling. 
 
# A story’s emotional arc can influence audience 
engagement. The article reports that video stories 
evoking strong emotional responses are more 
likely to be shared and commented than videos 
that do not engage audiences emotionally. 
 
# AI technology could help video storytellers as 
well as marketers in sharpening their stories and 
amplifying the emotional pull. 
 
Source: https://www.mckinsey.com/industries/media-and-
entertainment/our-insights/ai-in-storytelling 
 
Research paper: Chu & Roy (2017) Audio-visual Sentiment 
Analysis for Learning Emotional Arcs in Movies,(ICDM), IEEE 
17th International Conference on Data Mining (ICDM), 2017 
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