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About the research Digital Consumer Trends

Digital Consumer Trends is a multi-country study of how
people engage with and purchase digital products. It
spans devices, connectivity, media and emerging
technologies, and is now in its fifteenth year of
publication. It was previously known as the Mobile
Consumer Survey.

In 2024, the Dutch edition of this research comprises a
nationally representative sample of 2,000 consumers,
aged 16-75, weighted for demographics such as age,
gender, region and working status.

The survey took place in August - September 2024 and
was conducted by an independent research entity.
Questions cited in this document may be simplified for the
sake of visualisation.

This year's Dutch report features a country comparison
with Italy, the United Kingdom, Belgium, Sweden,
Denmark, and Norway.

Know your acronyms

Before you dive in, get to know some of the
industry terms we used in this report:

GenAl Generative Al

VR Virtual Reality

AR Augmented Reality

FWA Fixed wireless access

SvOD Subscription video on demand
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Key takeaways

Generative Al is on everyone’s lips, but is it at everyone's fingertips? 5.4 million Dutch adults have now tried generative Al tools, with sentiments ranging from
excitement to scepticism. But adoption of digital services and devices in general are hitting a ceiling. In the realm of smartphones, a significant portion of
consumers are extending the time between upgrades. The study indicates that many consumers are not interested anymore in the speed of mobile or fixed
connectivity. In terms of subscriptions, the Dutch market is stabilising, though rising costs prompt cancellations. Additionally, many consumers are alert to the

pervasiveness of online misinformation as 'fake news' continues to pose challenges in the digital landscape.

1in 5 Dutch adults have used
GenAl at work

In the Netherlands, the adoption of generative
Al is on the rise, with 42% of adults having used
these tools, reflecting a 15 percentage-point
increase from the previous year. Most of this
group have tried using the technology in a
personal capacity. In the workplace, just 1in 5
are leveraging GenAl for tasks such as idea
generation and information retrieval. Confidence
in the technology’s reliability has fallen
significantly since 2023, with only 21% of GenAl
users agreeing that it always produces factually
accurate answers, compared with 39% in 2023.

Survey shows limited consumer

enthusiasm for more devices and

bandwidth

The device market in the Netherlands is
becoming increasingly saturated, as a significant
portion of consumers do not plan to buy a new
device within the next 12 months. Device
innovation has become incremental, prompting
consumers to retain devices for longer periods.
Smart watch penetration, for example seems to
have plateaued at 34%. Almost 40% of
respondents don’t know how fast their Internet
connection is, highlighting that speed isn’t a
differentiator for many consumers.

1 in 3 consumers use a
second-hand digital device

One in three Dutch consumers now use a
second-hand digital device. Moreover, nearly
half (46%) of the smartphones in use in the
Netherlands are at least 4.5 years old. Many
Dutch consumers remain sceptical about digital
businesses’ eco-credentials, with only 27% of
respondents trusting companies to be
transparent when declaring their carbon
footprint. Furthermore, 65% of consumers
believe companies overstate their eco-
credentials, highlighting the need for
transparency.
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Generative Al | Deloitte Digital Consumer Trends 2024

The number of people to have used GenAl has increased 56% in the past year

Generative Al
Which Generative Al tools are you aware of?*
Which Generative Al tools have you used?**

Don’t know
36% Not aware of GenAl
45%

Aware of Gen Al, not used it

Aware of Gen Al, used it

2023 2024

Weighted base: All respondents aged 18-75 years, 2023 (2000), 2024 (2000)

Key findings

The proportion of Dutch citizens that are
aware of GenAl has increased by 10
percentage points in the past year

Two-fifths of Dutch citizens between 18-
75 years old (5.4 million people), have
used a GenAl tool, such as ChatGPT,
Microsoft Pilot or Google Gemini

In the 2024 survey, 42% of consumers
claimed to have used GenAl, a 15
percentage-point increase on 2023

The growing adoption reflects the fact
that most popular GenAl applications are
easy to access, via a web browser or app.
Sign-up takes minutes, and most offer a
free version.

*Respondents given a range of GenAl tools to choose from; including “Another”; **Those who were aware of generative Al, but did not know if they had used it were aggregated into “Aware of GenAl, not used it”.

Source: Deloitte Digital Consumer Trends, NL, 2024
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Norway leads in usage of GenAl with almost half of adults having used it

Generative Al
Which Generative Al tools are you aware of?*
Which Generative Al tools have you used?**

23 45 30 100 100 100 100
100% -
0 m m m % m Don’t know
90% -
1 27% Not aware of GenAl
80% 1 36% 37% 36% 34% 33% e
70% A
60% "2h75 Aware of Gen Al, not used it
>0% 24%
40%
30%
Aware of Gen Al, used it
20% 36%
10%
O% T T T T
The Belgium United Italy Sweden Denmark Norway
Netherlands Kingdom

Weighted base: All respondents aged 18-75 years, 2024 (2000)

*Respondents given a range of GenAl tools to choose from; including “Another”; **Those who were aware of generative Al, but did not know if they had used it were aggregated into “Aware of GenAl, not used it”.

Source: Deloitte Digital Consumer Trends, NL, 2024

Key findings

Of the countries surveyed, the
Netherlands ranks second to Norway in
terms of GenAl adoption, with 42% of
adults having used the technology

In the Netherlands, a relatively low % of
respondents are aware of GenAl, but
have not used it. That indicates that a
high proportion of the people who
know about generative Al are actually
engaging with it.
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GenAl awareness has grown significantly among 35-54-year-olds with an increase of about 40%

Aware of any GenAl Tool Key findings

Which Generative Al tools are you aware of ?* .
* Awareness is rising across all age groups

* The rise in awareness is most significant
in the 45-54 age group with an increase
88% of 18 percentage points

* The level of awareness in the 18-24 age
group is approaching a plateau with just
an increase of 6 percentage points from
2023

Total 18-24 25-34 35-44 45-54 55-64 65-75

2023 0 2024

Weighted base: All respondents aged 18-75 years, 2023 (2000), 2024 (2000)
*Respondents given a range of GenAl tools to choose from; including “Another”
Source: Deloitte Digital Consumer Trends, NL, 2024
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Generative Al | Deloitte Digital Consumer Trends 2024

ChatGPT remains the most widely-used generative Al tool

ChatGPT is by far the
most popular Al tool -
more than half of adults
who are aware of GenAl
in the Netherlands use it

Users: Tools used
Which, if any, Generative Al tools have you used?

60 1 57%

2024

ChatGPT Microsoft Google Snapchat’s DALL-E Midjourney Github Anthropic  GrammarlyGo
Copilot Gemini "My Al Copilot Claude
(previously
known as
Bard) /
Duet Al

Weighted base: All respondents aged 18-75 years, 2024 (839), who are aware of Generative Al tools (1201)

Source: Deloitte Digital Consumer Trends, NL, 2024

10
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More than half of the respondents use GenAl at least once a month

Generative Al

Users: Frequency of Use

Which Generative Al tools are you aware of ?* Which best describes your use?
Which Generative Al tools have you used?**

Don’t know

Not aware of GenAl 36%

Aware of Gen Al, not used it

Aware of Gen Al, used it

2024

Weighted base: All respondents aged 18-75 years, 2023 (2000), 2024 (2000)

*Respondents given a range of GenAl tools to choose from; including “Another”;

Source: Deloitte Digital Consumer Trends, NL, 2024

Key findings

Daily

Weekly

Monthly

Less than
monthly

Once or
twice

**Those who were aware of generative Al, but did not know if they had used it were aggregated into “Aware of GenAl, not used it”.

2.5% of the respondents claim to
use generative Al daily (vs 1.1% in 2023).

30% of the GenAl adopters use it at least
once a week. This is equivalent to 12.6%
of all respondents.

Almost half (44%) of GenAl adopters are
extremely infrequent users, using the
technology less than once per month.

A quarter (24%) of GenAl users only tried
it once or twice — they may have seen
little utility in the technology.

11
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Many infrequent users of GenAl forget to use it and/or feel it gives inaccurate answers

Low Frequency Users
Why don’t you use GenAl more frequently?

of GenAl users use it less
than once a month or have
only tried it once or twice.

Of those...

Don’t remember to use it

Don’t know how to use it well

Worried about data privacy

Think the use of GenAl infringes on
copyright and other’s intellectual property

Another reason

Difficult to use

Don’t know

Weighted base: All respondents aged 18-75 years who have used generative Al (839), less frequently than monthly (368)

Source: Deloitte Digital Consumer Trends, NL, 2024

It gives inaccurate answers 22%
4 O/ Don’t find it helpful 20%
o Was not satisfied with the answers it gave 20%

16%

14%

13%

11%

5%

4%

12

31%



Generative Al | Deloitte Digital Consumer Trends 2024

1 in 5 Dutch adults have now used GenAl at work

Generative Al

Which Generative Al tools have you heard of?*

Users: Purpose of Use

Which Generative Al tools have you used?** Generative Al for?

Don’t know

Not aware of GenAl 36%

Aware of Gen Al, not used it

Aware of Gen Al, used it

2024

Weighted base: All respondents aged 18-75 years, 2023 (2000), 2024 (2000)

*Respondents given a range of GenAl tools to choose from; including “Another”;

Source: Deloitte Digital Consumer Trends, NL, 2024

Personal
Education 26%

Another reason 6%

Can’t remember 2%

Which of the following purposes have you used any

70%

Key findings

Most GenAl adopters are using the
technology for personal purposes. But
personal adoption is plateauing with just
an increase of 5 percentage pointsin
comparison with 2023

At the same time, GenAl is becoming an
increasingly popular tool for work-related
purposes with an increase of 13
percentage points in work-related
adoption from 2023

**Those who were aware of generative Al, but did not know if they had used it were aggregated into “Aware of GenAl, not used it”.



Generative Al | Deloitte Digital Consumer Trends 2024

Across all countries, generative Al is used more for personal purposes than work purposes

Users: Purpose of Use
Which of the following purposes have you used any Generative Al for?

Key findings

» Usage of generative Al for work purposes
is notably lower than for personal

% 0% cos 72% 1% 1% 74% I Personal pgrposes in all the surveye(?l countries,

70 - B work with the Netherlands showing the
highest levels of work usage - 48% of

60 1 GenAl adopters in the Netherlands have

50 A 48% used it at work

40 - 38% 39% 39% * Most countries show very similar rates of

34% generative Al usage for personal

30 - purposes, with percentages clustering
around 68-74%

20 -

10 A

0 : :
The Belgium United Italy Sweden Denmark Norway
Netherlands Kingdom

Weighted base: All respondents aged 18-75 years, 2024 (2000)
*Respondents given a range of GenAl tools to choose from; including “Another”; **Those who were aware of generative Al, but did not know if they had used it were aggregated into “Aware of GenAl, not used it”.
Source: Deloitte Digital Consumer Trends, NL, 2024
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Generating ideas and searching are the most common applications of GenAl at work

Using GenAl for Work: Work Tasks
Which of the following work tasks have you used any Generative Al tools for?

Generating ideas

Looking-up information
Summarising text / reports /
articles

Writing / editing emails

Creating written content
Translating content into a
different language

Editing

Analysing data

Generating images

Writing code

Recording meeting notes
Generating slides/presentations
Writing spreadsheet formulas
Agenda planning

Something else

33%
30%
29%
28%
22%
21%
19%

17%

8%

3%

Weighted base: All respondents aged 18-75 years using GenAl for work, 2024 (401), who have used any generative Al (839)

Source: Deloitte Digital Consumer Trends, NL, 2024

40%

48%

Key findings

Many employees may still be
experimenting with GenAl, whether they
are using consumer-grade tools or if their
employer now provides them with an
official tool.

Two in five (40%) of those using GenAl
for work are “looking up information”
using GenAl. This could be concerning
given GenAl’s propensity to ‘hallucinate’,
which is a function of being a probability
engine rather than a knowledge model.

17% of those who have used GenAl at
work report using GenAl for writing code.
As writing code is not a common job,
GenAl is clearly popular with software
engineers.

15
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While most users claim GenAl boosts productivity at work, employers still do not encourage use

Using GenAl for Work: Productivity Boost Aware of GenAl: Company Encouragement
To what extent do you think GenAl boosts your productivity at work? Agree or disagree: “My company actively encourages the use of GenAl at work”

A great deal Strongly agree 8%

Tend to agree 17%

A fair amount 44%

!

Neither agree nor disagree 23%

Not very much

Tend to disagree 19%

Not at all

Strongly disagree 26%

Don’t know 5% Don’t know 7%

Weighted base: All respondents aged 18-75 years who have used generative Al for work, 2024 (402), employed adults who are aware of generative Al (839)
Source: Deloitte Digital Consumer Trends, NL, 2024 16
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Usage of generative Al is not generally encouraged in European workplaces, except in Italy

Aware of GenAl: Company Encouragement
Agree or disagree: “My company actively encourages the use of GenAl at work”

Key findings

* Approaching one third of respondents

100% - 100 100 100 100 100 100 100 across all countries seem unsure of their

90% - company's stance on generative Al. This
could suggest a lack of clear company

80% 1 W37 46% 46% S Disagree communication or policies regarding Al

70% A usage, leaving employees uncertain

60% - about whether it’s encouraged.

50% A 319 Neither * Inltaly, a relativgly .high percentgge (31%)

20% 1 BN 299 27% agree nor of responden.ts indicate that their

20% - disagree company actively encourages thg use of
GenAl at work - 6 percentage points

20% - L higher than the Netherlands and 9

10% { | b 22% ok ° Agree percentage points higher than Belgium

0% A
The Belgium United Italy Sweden Denmark Norway

Netherlands Kingdom

Weighted base: All respondents aged 18-75 years who have used generative Al for work, 2024 (402), employed adults who are aware of generative Al (839)
Source: Deloitte Digital Consumer Trends, NL, 2024
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Generative Al | Deloitte Digital Consumer Trends 2024

Respondents are wary of Al-created e-mails and chatbots

One application of GenAl is to create bespoke customer service chatbots, trained on data and
transcripts from previous interactions. While consumers are hesitant about the usage of GenAl in such
services, this distrust may dissipate as people become more familiar with the technology.

“I would be less inclined to trust an email if | knew it was created using Generative Al.”

52% agree

® 6 o6 o6 o o ¢
neither agree or disagree or don’t

know

“I would be less inclined to use customer services if | knew | was conversing with a Generative Al
assistant.”

53% agree

® 6 o6 o6 o o o
neither agree or disagree or don’t

know

Early deployments of GenAl in customer service have been shown to increase satisfaction, but
companies still need to be careful to monitor how their use of GenAl is perceived. GenAl should be
positioned as improving quality, not reducing cost, and sensitive interactions should still be handled by

h umans. Weighted base: All respondents aged 18-75 years, who are aware of generative Al, 2024
(1201). Source: Deloitte Digital Consumer Trends, NL, 2024
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Confidence in GenAl’s reliability has fallen significantly since 2023

Key findings Those who agree that... 5023

* Generative Al can hallucinate (make mistakes) 2024 =
or produce biased responses, which might be
due to the type of data contained in its
training set. 39% 46%

* Asthese are inherent properties in how
GenAl works, overcoming these issues with a
technical solution may be challenging.

31% 36%

26%
* Although the numbers of users and non-users 19% 21% 23% :

who think the technology always provides
correct and unbiased responses has fallen
considerably in 2024, a subset of people
remain underinformed about how generative
Al works, and its drawbacks.

* Given that 48% of Al adopters in the Aware of Gen Al Used Gen Al Aware of Gen Al Used Gen Al
Netherlands are using GenAl for work, a
robust governance structure and employee
training are important to mitigate these risks.

“Generative Al always produces “Generative Al responses are
factually accurate responses” unbiased”

Weighted base: All respondents aged 18-75 years, who are aware of any Generative Al tool (1201/2000), who have used any Generative Al tool (841//1201)
Source: Deloitte Digital Consumer Trends, NL, 2024 20
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Like their Nordic counterparts, Dutch consumers tend to be sceptical that GenAl produces factually
accurate and unbiased responses

In Italy, citizens have the greater confidence that GenAl is both factually accurate and unbiased

Those who agree that...

40%
40 - 369 37% 40 -

35 4

30 30 - 28% 25%

26% 26%

25 - 25
20 - 20
15 15 4
10 A 10 4
5 - 5 -
0 - 0 -
Aware of Gen Al Used Gen Al Aware of Gen Al Used Gen Al
“Generative Al always produces factually “Generative Al responses are
accurate responses” unbiased”

- The Netherlands - Belgium - United Kingdom - Italy - Sweden - Denmark Norway

Weighted base: All respondents aged 18-75 years, who are aware of any Generative Al tool (1201/2000), who have used any Generative Al tool (841//1201)
Source: Deloitte Digital Consumer Trends, NL, 2024

21
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People are becoming increasingly cautious or sceptical about music produced by generative Al

Music produced by Generative Al
| would be less inclined to listen to music if | knew it was produced using Generative Al

30 - 29% Key findings
6% 1 2023 * There is a noticeable rise (from 28% in
25 I 2024 2023 to 42% in 2024) in the proportion
22% of Dutch people who are less inclined to

20%

listen to music if they know it was
produced by generative Al.

e This suggests mounting reservations
about Al-generated music.

Strongly disagree  Tend to disagree Neither agree Tend to agree Strongly agree
nor disagree

Weighted base: All respondents aged 18-75 years
Source: Deloitte Digital Consumer Trends, NL, 2024 22
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Devices | Deloitte Digital Consumer Trends 2024

Adoption of almost all digital devices has now plateaued

In 2024, wireless headphones/
earbuds was the only device
category to reach an all-time high
adoption rate (64%).

Devices tend to plateau at different
levels, depending on their utility.

Most major consumer electronic
categories have reached, or are
approaching, their plateau.

Smart watches seem to have hit
their plateau for the first time

New form factors, such as compact
Al devices, may struggle to challenge
existing devices.

100 1
95 -
90 -
85 -
80 -
75 -
70 -
65 -
60 -
55 -
50 |
45 A
40 A
35 A
30 A
25
20
15 4
10

Devices
Which of the following devices do you own or have ready access to??

95

96

96

95

95

84

83

84

83

82

66

66

65

64

49

58

47

61

65

46
42 42 41 41
34
34
29 30 28
27
25 26 25 25 28
21 25724 %6 =24
17 19 . 23 23
15 16 15
14 13
12 | 15/10\/—514_
8 12'-11\ 8 8
3 3 > 6 9 ’ : 6 6 =
1 —
> 11 —_— =4 S | 7 6
1 — . . . . . . . . .
2013 2014 2015 2016 2017 2018 2019 2020 2021 2022 2023 2024
== Smartphone == \\ireless headphones / earbuds eReader == Standard mobile phone

e== | aptop computer

== Tablet

Desktop/tower computer

Smart watch

Portable games player == Virtual reality headset excluding cardboard versions

== Fitness band

24
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Some devices are used far more frequently than others

Devices: Daily Usage

When was the last time you used this device? [In the last day]

Key findings Devices category Ownership Rate Daily Usage rate of devices owners
« Consumers reported their Smartphone 95% _ 97%
usage of devices in the past
. Laptop computer 82% 60%
day varies from 97% for
smartphones o 12% for VR o I
headsets.
. . Wireless headphones / earbuds 64% _46‘?
* With both a low adoption rate ' phones / earbu ’ °
and low usage rate,.VR . Desktop/tower computer 41% 54%
headsets have relatively little
* Multi-functional and portable,
eReader 28% 34%
smartphones are often used
for several hours per day- Portable games player 23% 19%
* While only one third of Dutch
Fitness band 14% 51%
consumers own a smart watch,
they are heavily used on a daily standard mobile phone 8% — 359%
basis
Virtual reality headset 6% -12%
Weighted base: All respondents aged 16-75 years, 2024, with a smartphone (1,901), laptop (1,650), Tablet (1,299), Wireless headphones / earbuds (1,283), Desktop/tower computer (824), Smart watch (689), eReader (557), Portable games player (468), Fitness band (283), Standard mobile phone (153),

Virtual reality headset (116)
Source: Deloitte Digital Consumer Trends, NL, 2024

25
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Adoption of smart home devices is growing slowly, but some devices are becoming less popular

Key findings

There is only incremental growth in
ownership of smart home devices

Of the respondents, 88% now have
some sort of connected device at
home

The majority of people have a smart
TV or have ready access to one

There is a decline in adoption of video
streaming devices, wireless
speakers/soundbars and smart
thermostats

The external security camera or video
doorbell is the most widely deployed
security device

Weighted base: All respondents aged 16-75 years, 2023 (2,000), 2024 (2,000)

Source: Deloitte Digital Consumer Trends, NL, 2024

Smart TV

Video streaming device
Wireless speakers/soundbar
Smart lighting system

Smart thermostat
Voice-assisted speakers
Smart home appliance
External security camera or video doorbell
Indoor security cameras
Connected car system

Hub

Smart smoke detector
Smart burglar alarm

Smart lock

Smart home devices
Which, if any, of the following devices do you own or have ready access to?

69%
70%

2023

2024

26
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Only 17% of consumers plan to purchase a smartphone next year, suggesting limited enthusiasm
for new models

Devices: Planned Purchases
Which, if any, of the following devices do you intend to purchase in the next 12 months?

Consumers plan to purchase... 4 0/
0

Smartphone Laptop Smart watch Smart TV
of consumers do not plan to purchase a

9% 8% 7% 6% device in the next 12 months
% % =) 7% 9%

Tablet Wireless Desktop Games
headphones console
o = There are no brand new device categories, and many
5% W) 4% e 4% 3% . . ’
° ° ° ° incumbent categories (such as smartphones) now have
Fitness band Voice-assisted VR headset Portable predictable replacement cycles for consumers.
speaker games player

Weighted base: All respondents aged 16-75 years, 2024, (2,000)

age 75 ye
Source: Deloitte Digital Consumer Trends, NL, 2024 27
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Dutch consumers are planning significantly fewer device purchases than those in the United Kingdom
and Italy

Devices: Planned Purchases
Which, if any, of the following devices do you intend to purchase in the next 12 months?

25%

24%

- The Netherlands
- Belgium

I United Kingdom
- ltaly

B sweden

12% - Denmark
0% - Norway

13%
11%

9% 9% 9%gqy 9%

8% 8%, 8%

7% 7% 7% 7% 7%6%7% %
6% [ 6% 6% 5o ’ 6% 6% 6% 3%
. 5% 6 5% 5% 4%
4% 9 % 4% ol e
6 3% 3% 3% 3% 3% 3% 3%
2%

7% 7% 7%7

7% M7%

6%

Smartphone Laptop computer Smart watch Smart TV Tablet Wireless headphones Desktop/tower Games console Fitness band Voice-assisted Virtual reality headset Portable games player
computer speakers

Weighted base: All respondents aged 16-75 years, 2024, (2,000)
Source: Deloitte Digital Consumer Trends, NL, 2024 28
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Networks | Deloitte Digital Consumer Trends 2024

Broadband satisfaction levels continue to nudge upwards

More than four in five (85%) consumers are now at least "fairly" satisfied with their broadband. This is
mainly due to an uplift among individuals aged 25 and older. The age group 18-24 is the "least" satisfied,
with 74% expressing satisfaction, which is almost 10 percentage points lower than the next least satisfied
age group, 25-34, with 83% satisfaction.

Satisfaction with internet connection W 2023

How satisfied or dissatisfied are you with your internet connection overall? B 202

45% 47%

4% 4%

Very dissatisfied Fairly dissatisfied Neither satisfied Fairly satisfied Very satisfied
nor dissatisfied

Weighted base: All respondents aged 18-75 years, with an internet connection 2024 (1,429)
Source: Deloitte Digital Consumer Trends, NL, 2024
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For many households, broadband speed is not an issue; reliability and in-home coverage may matter
more

Broadband Speeds

How fast is the home internet connection you currently have?

Key findings

* Almost 40% of consumers do

not know what their home _ I 2023
) ) Less than 20 Mbit/s
broadband speed is, possibly B 2024
because speed is not an ' ,
. 20 Mbit/s to 50 Mbit/s
issue.
* Thistrendis particularly 51 Mbit/s to 100 Mbit/s
evident among women, with
54% uncertain compared to 101 Mbit/s to 250 Mbit/s
less than half that
percentage for men (24%). 251 Mbit/s to 500 Mbit/s
* Age also plays arole, with a
noticeable increase in 501 Mbit/s to 1 Gbit/s
uncertainty starting from the
45-54 age group, where 45% More than 1 Gbit/s
are unsure, compared to 6%

Don’t know

32% in the previous age
group.

Weighted base: All respondents aged 18-75 years, with an internet connection 2024 (1,429)
Source: Deloitte Digital Consumer Trends, NL, 2024
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Most age groups are becoming less reliant on mobile connections

Mobile as a Primary Connection
Which, if any, of the following types of internet or home broadband connection is the MAIN one you use in
your household? [Using data from a mobile operator's network]

Key findings

* Respondentsin the 45-54 age category are
the only group to report an increase in
usage of mobile as a primary connection.

29%

* Oneinfour people (24%) between 16-24
say that their primary household
connection is a mobile operator's network.

* Foryoung people on lower salaries, who
are more likely to be in rented
accommodation, and more likely to move
often, fixed wireless access may provide a
compelling alternative to a potentially
expensive and inflexible fixed broadband
product.

Total 18-24 25-34 35-44 45-54 55-64 65-75

Weighted base: All respondents aged 18-75 years, 2024 (2,000)
Source: Deloitte Digital Consumer Trends, NL, 2024 32
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In the Netherlands and Belgium, far fewer consumers are reliant on mobile networks as their primary

internet connection than in Italy

Mobile as a Primary Connection
Which, if any, of the following types of internet or home broadband connection is the MAIN one you use in
your household? [Using data from a mobile operator's network]

- The Netherlands - Belgium - Italy
24%

23% 23%

21%

19%

19%

18%

13%

Total 18-24 25-34 35-44 45-54 55-64 65-75

Weighted base: All respondents aged 18-75 years, 2024 (2,000)
Source: Deloitte Digital Consumer Trends, NL, Belgium, Italy, 2024

Key findings

* [taly shows the highest reliance on mobile as
a primary internet connection across all age
groups, with a notable peak in the 45-54 age
group (21%)

* Belgium shows consistently lower
percentages across all age groups, with the
highest adoption at only 14% in the 18-24
and 25-34 age groups
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Consumers are underwhelmed by 5G; only a slight majority can tell the difference between 5G and 4G

4G vs 5G

Since using a 5G network on your phone, how has your overall experience of mobile internet been?*

34%

little better
than 4G

45%

about the same
as 4G

17%

much better
than 4G

little worse
3%
? than 4G

1% ;?]:Ehzl\gorse _
2024

Weighted base: All respondents aged 18-75 years who currently have 5G on their main phone, 2024 (1,153)
*Rebased to exclude those who have only ever used 5G, and those who Don’t Know
Source: Deloitte Digital Consumer Trends, NL, 2024

Key findings

In the four years since the first 5G networks
launched in the Netherlands, the roll out of
5G base stations and the availability of 5G
smartphones has expanded.

However, perception of 5G as a superior
technology relative to 4G has barely
changed in the past 12-months.

A slight majority (51%) consider 5G to be
better than 4G, with 60% of men holding
this view and 38% of women. Some 45% of
users see little difference. This helps explain
why few consumers have been willing to
pay a premium for 5G.

34



Networks | Deloitte Digital Consumer Trends 2024

Consumers value loyalty rewards more than better mobile coverage and higher speeds

Churn factors
Which, if any, of the following would encourage you to switch mobile network provider?
[Respondents could select multiple answers]

31% Key findings

* The three most important factors driving
customer churn (people were able to select
multiple answers) are loyalty rewards,

20% better coverage and higher speeds.
* Among all listed churn factors, customer
16% 16% . . e , ,
15% 15% service is considered the least important
9 9 factor.
I I I IIZA Ile 11%
Loyalty =~ Coverage  Speeds Flexible Partnershlp Capacity (in Customer None of Don’t know
rewards (better) (higher) plan offers  busy areas) service these
(quality /
speed of
access)

Weighted base: All respondents aged 18-75 years who have access to a phone or smartphone 2024 (1,944)
Source: Deloitte Digital Consumer Trends, NL, 2024 35
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The subscription market is maturing quickly — half of consumers didn’t change their subscriptions in
2024

Subscribing and Cancelling
In the last 12 months, have you or your household subscribed to any paid subscriptions for a video streaming service, or cancelled any existing ones?

Subscribed to a 19%
new video streaming service _ 18%
26%
Re-subscribed to a video service 8% .
. subscribed
previously cancelled _ 8% .
to a service
Neither subscribed nor cancelled 46% 2023

a video service in the last 12 months

50% e 2024

Cancelled a video service; 9% (o)
intend to re-subscribe in the future _ 10% 20 A)
cancelled a
Cancelled a video service; 7% service
do not intend to re-subscribe _ 10%

Weighted base: All respondents aged 18-75 years, 2024 (2,000)
*Not shown are respondents who answered Can’t Remember (13%)
Source: Deloitte Digital Consumer Trends, NL, 2023-2024
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Price rises are prompting people to cancel subscription video-on-demand services

SVOD: Reasons for Cancelling

You have cancelled a paid subscription for a video streaming service in the last 12 months, why?

Didn’t use it enough

Subscription was too expensive

Spent too much money on all subscriptions
Nothing | wanted to watch

Rising costs in other areas

Watched all the content | wanted to see
Only needed it temporarily

Too many subscriptions to manage

Free trial / Discount ended

Content disappeared from the service
Too many adverts

Other reason

Difficult to use

Content inappropriate for children

29%

21%
26%
19%
19%

18%
17%
17%
16%
17%
16%
9%
14%
13%
13%
12%
11%
8%
8%
7%
6%
7%
5%
6%
5%
3%
3%

Weighted base: All respondents aged 18-75 years, who cancelled a paid video service in last 12 months, 2024 (1,076)

*Not shown are respondents who answered Don’t Know (1%), Other (7%)
Source: Deloitte Digital Consumer Trends, NL, 2022-2024

2023
B 2024

Key findings

The main reason for
canceling, as in previous
years, was insufficient usage.

The reason "subscription was
too expensive" saw the
largest increase, compared
to last year, with a rise of 5
percentage points.

Men were more likely to
react to the removal of their
favourite content from the
streaming service, with 11%
citing this as a reason for
canceling their subscription,
compared to only 4% of
women.
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The overall digital subscription market is still growing, with video and music streaming the most popular
categories

Subscriptions
Which, if any, of the following paid digital subscription services do you have access to? [SVOD and Music only]
Thinking about paid services or subscriptions, which, if any, of the following do you have access to?*

0,
Video streaming total 68%% B 2023
179 2024
Music streaming total 50%
o)
Pay TV - traditional satellite/cable service 28631%
0,
Photo/ other file storage service 21§3%
) 179
Sports broadcast service ié)%
. o 139
Online subscriptions to news/newspapers 3f5%
. . 12%
Gaming service 11%
_ 8%
Podcast subscriptions 010%
[0)
Audiobooks 4% 7%
[0]
Education 466%
. . 4%
Fitness / lifestyle / workout programmes 4%
. 4%
Mindfulness / mental health apps 4%
[0]
Online subscriptions to magazines ié:

Weighted base: All respondents aged 16-75 years, 2023 (4,150), 2024 (4,150)
*not shown are respondents who answered None of These, Don’t Know
Source: Deloitte Digital Consumer Trends, UK, 2024
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Dutch consumers are less likely to subscribe to video and music services than their Nordic counterparts

Subscriptions
Which, if any, of the following paid digital subscription services do you have access to? [SVOD and Music only]
Thinking about paid services or subscriptions, which, if any, of the following do you have access to?*

- The Netherlands

- Belgium

I United Kingdom * Video streaming services have high
My penetration across all countries, with
B sweden Norway leading at 78% access, followed
B Denmark closely by Sweden and Denmark at 76%
B Norway and 74%, respectively, whilst Belgium
shows the lowest usage at 49%

Key findings

» Subscriptions for gaming services are
generally low across all countries. The UK
leads with 19%, whereas other countries,
including Denmark and Belgium, have
similar levels at around 10%

Video streaming Music streaming Pay TV Gaming services

Weighted base: All respondents aged 18-75 years, 2024 (2,000)
Source: Deloitte Digital Consumer Trends, NL, Belgium, UK, Italy, Sweden, Denmark, Norway, 2024
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News | Deloitte Digital Consumer Trends 2024
TV remains a primary source of news, but more than 1 in 4 news consumers prefer social media

News
What are your most preferred methods to stay updated on news or current events?

* TV news (59%) is the most

popular way to stay up to
date on news or current
events

A minority group of 5% is
not interested in following
the news

However, there are large

Preferred method

Preferred Method Rate

TV news
News websites or apps
Radio

Social media

Print versions of newspapers and
magazines

Other TV programmes

variations between age Podcasts 8%
groups. The next slide will E-mail newsletters 6%
deep_d Ive on th IS sU bJeCt Stories shared by friends on instant 4%
messaging platforms such as WhatsApp °
Social media online influencers 4%
Celebrities online or on social media 3%
Other sources of news 5%
I'm not interested in staying updated on 59

news and current events

12%

17%

59%
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Young people tend to prefer social media for news, while older people skew towards TV

News
What are your most preferred methods to stay updated on news or current events?

Preferred method Most preferred methods to stay updated on news or current events
* The majority of 18—24-year- 68% 77% 81%
olds prefer social media to TV news 289, 52%
33% o
* Very few 35—-75-year-olds

regard social media online g
. . S . I d.
influencers as their preferred ocial media
source of news

0,
36% 27%

_ I EE—

e QOverall, incumbent TV news
nd print version f Print versions of newspapers and
a P ersions o magazines
newspapers and magazines 7% 9% 10% 15%
are less appealing to younger
age groups, as these media
are challenged by more

40%
22%

Podcasts

14% 12% 13%
modern methods 6% 3% 1%
Social media online influencers
17% .
—— 7% 2% 1% 1% 0%

18-24 25-34 35-44 45-54 55-64 65-75
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News websites or apps are more popular in The Netherlands than in other European countries

News
What are your most preferred methods to stay updated on news or current events?

Key findings
e Dutch consumers are highly
engaged with news and

current events, with only 5% B The Netherlands

not interested in staying up B Belgium
to date. = United Kingdom
. . Italy
e Consumers in Nordic B <ccen
countries tend to be less 62% 62%
59% 59% - Denmark

interested in staying up to
date on news and current
events

- Norway

31% 31%

10%

10% 10%

TV news News websites or apps Social media Not interested in staying updated
on news and current events
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To check whether news on social media is true, people tend to cross-reference the information across
multiple sources

Key findings Fake information

In which, if any, of the following ways have you personally found out the information presented as true on
*  The most common method social media was fake?

for identifying fake news is 30 - 58%
looking up the information I 2024
across multiple sources 25 4 25%

(28%), followed closely by
checking other news 20 4 20% 20%
channels (25%) and

verifying the source of 15
information (23%).

23%

18%
15%

11%

10 A

9% 9%

* This suggests that cross-
referencing and source 5 -
validation are the preferred
approaches for many users 0 A

Looking-up  On other Checkingthe Examining From asocial Talkingto Consultinga Discussingit Noneof Don’t know

the news source of the content / media post /friends, family,  fact- in online these
information channels information the content comment acquaintances, checking forums /
on multiple did not make etc. source/ communities
sources sense organisation

Weighted base: All respondents aged 18-75 years, 2024 (1,506)
Source: Deloitte Digital Consumer Trends, NL, 2024 45 45
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Circular economy | Deloitte Digital Consumer Trends 2024

One in three consumers uses a second-hand device

Devices: Second-Hand Ownership
Which, if any, of the following devices that you currently use were previously owned
by someone else?

Consumers have second-hand...

Smartphone Laptop

Desktop Games
console

3%

eReader

Smart TV Tablet
s %
Smart watch Portable

games player

VR headset

Weighted base: All respondents aged 18-75 years, who have used the devices they own or have access to, 2024 (1989)

Source: Deloitte Digital Consumer Trends, NL, 2024

60%

of consumers don’t use second-hand or
refurbished digital devices
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The Netherlands is a leading adopter of second-hand smartphones, but trails other European countries
in some other device categories

Devices: Second-Hand Ownership
Which, if any, of the following devices that you currently use were previously owned by someone else?

- The Netherlands
20 - B Belgium
18% B united Kingdom
[ ] Italy
15 4 L | Sweden
139 . Il Denmark

1194.1% 1% 1% " Norway

16% 16% 16%

12%  12%

10%
10 ~

9% 9% 8% 9% 9%
0

8% 9%

8% 8%

7% 7% 7% 7% 7%

7% 7% 7%

6% 6% 6% 6% 6% 6%

0,
5% 59

Smartphone Laptop computer Smart TV Games console Tablet Desktop/tower Smart watch
computer

Weighted base NL: All respondents aged 18-75 years, who have used the devices they own or have access to, 2024 (1989)
Source: Deloitte Digital Consumer Trends, NL, 2024
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Many Dutch consumers (43%) still keep their old smartphone as a spare

Previous smartphone
What happened to your previous mobile phone when you bought or received your current phone?

Key findings

Exchanged for free

Exchanged for money * The best outcome for the environment is
16%
24%

— 549 that mobile phones stay in use for as long
/ as possible. Some 40% of consumers
exchange their phone for free/money

» Terminated (essentially, releasing it back into the open
4 - 5% market)
* However, 43% of consumers report
yx?a;rzsi'::;";i;ﬁe keeping their previous phone as a spare.
phone? L Ot?er - Almost 90% of the consumers that retain
12% their phone say they keep it in case they
or someone else’s phone is lost or
broken
[ | Kept it as a spare Exchanged for money I other
i B Gave it to a family member or friend Threw it away
Ke pt Itas a Spare B sent it back to the device manufacturer for free My previous phone was lost/stolen

43%

[ | Recycled it for free using a recycling scheme or service [0 Returneditto my employer

Weighted base: All respondents aged 16-75 years, who have a phone or smartphone, 2024 (1944)
Source: Deloitte Digital Consumer Trends, NL, 2024 49
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Users are extending the lifespan of their devices, which may be due to better durability, fewer
compelling new features, or economic factors

Years of Ownership
When did you buy or receive your current phone?

Key findings

30%

* In 2024, nearly half (46%) of the
smartphones in use in the

Netherlands are at least 4.5 years
old.

* Asrecent smartphone hardware
improvements have been iterative,
and software developers create
apps that run fine on older devices,
many consumers are comfortable
keeping their smartphone for
longer.

Before 2019 2019 2020 2021 2022 2023 2024

Weighted base: All respondents aged 18-75 years, who have a phone or smartphone, 2024 (972)
Note: Respondents who answered “Don’t Know” (2%) not shown 50
Source: Deloitte Digital Consumer Trends, NL, 2024
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Many consumers are sceptical about companies’ eco credentials

Life can be complex, and tracking personal emissions is challenging. Consumers may feel unequipped
to properly accredit the companies and brands they buy from, and while they may wish to make eco-
conscious decisions, they have few methods to validate them. Consumers tend not to believe
companies are genuine in their ESG ambitions.

62% feel companies often overstate their "green" image

27% ‘ trust that tech companies are transparent when declaring their carbon footprint

21% have regular conversations with family and friends about carbon footprint

\

17% have some idea what their carbon footprint is
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People in the Netherlands are less likely than many other Europeans to
monitor or discuss their carbon footprint

Carbon footprint
Do you agree with the following statements?

29%
24% 24%
23%
21% 21% .
19% 20%  19%
17%
15%

14% 14%

I I 12%
The  Belgium ltaly United Sweden Denmark Norway The Belgium  Italy United Sweden Denmark Norway

Netherlands Kingdom Netherlands Kingdom

| have regular conversations with family and friends about

) | have some idea what my carbon footprint is
carbon footprint
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More people now discuss their carbon footprint

Carbon footprint attention
| have regular conversations with family or friends about the carbon emissions of different activities?

Consumers are increasingly speaking about the carbon emissions of different activities. The younger
generation is increasingly engaged in the future of the planet and their carbon footprint

Year comparison Age breakdown

Breakdown of 2024 in age groups:

32%

26%
24%
21% /
18%
15% L7% 16%
Agree I

2023 R, 18-24 25-34 35-44 45-54 55-64 65-75

Weighted base: All respondents aged 16-75 years, 2024 (4,150
Source: Deloitte Digital Consumer Trends, UK, 2024
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Older generation believes they can make a difference by changing their own carbon emissions

Understanding Carbon Emissions
To what extent do you agree or disagree with the following statement? — There is no point in reducing my own carbon
emissions because it won’t make any difference anyway

[ | Agree (NET)
[ Disagree (NET)
% Don’t know

58%

49% 52% 51% 51%
0

35% 35%

Total 18-24 25-34 35-44 45-54 55-64 65-75

Younger respondents are under the
impression that there is less point in
reducing their own carbon emissions

Whereas older people think that
changing their emissions can make a
difference

54
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25% of respondents have used an app monthly to support mental health

In 2024, one in four people (25%) use an app for mental health support, wellness or mindfulness at
least monthly. These applications are not an alternative to professional medical advice and therapy
but can be used as a supplement between or in addition to treatment, or by those aiming to
maintain a positive mental balance with a light-touch approach.

Mental Health Applications
How often, if at all, do you personally use apps dedicated to mental health support, wellness or mindfulness?

have used a dedicated app Monthly _ 8%

for mental health, wellness

or mindfulness Less then monthly _ 7%
Of those.. Once or twice _12%

Weighted base: All respondents aged 18-75 years, who have a smartphone, 2024 (1901)
Source: Deloitte Digital Consumer Trends, NL, 2024




Contacts

To discuss these insights and explore how they can benefit
your organisation, please contact us.

Jan-Piet Nelissen
Partner
jnelissen@deloitte.nl

Jens Groot
Director
jeroot@deloitte.nl

Emile Kramers
Partner
ekramers@deloitte.nl

Nathalie La Verge
Director
nlaverge@deloitte.nl

Dieuwertje Ewalts
Director
deewalts@deloitte.nl

Research team

Adrie Cronje
Senior manager
acronje@deloitte.nl

Victor Fraguas Garcia
Manager
vfraguasgarcia@deloitte.nl

Utkarsh Telang

Senior consultant
utelang@deloitte.nl

More information

Jonathan Asma
Analyst
joasma@deloitte.nl

Stijn van Dijk
Consultant
stvandijk@deloitte.nl

Jaya Rupini Vijayaragavan
Consultant
jvijayaragavan@deloitte.nl

Liam Manor
Consultant
Imanor@deloitte.nl

For more information on the Dutch Deloitte Digital Consumer Trends survey, visit our webpage.
Here you can find a perspectives for the Telecoms, Media and Entertainment sector, as well as

materials from previous years.

57


https://deloi.tt/41t3Rfp
https://www.deloitte.com/nl/en/Industries/tmt/research/digital-consumer-trends-report.html

Deloitte.

This publication has been written in general terms and we recommend that you obtain professional advice before acting or refraining from action on any of the contents of this
publication. Deloitte LLP accepts no liability for any loss occasioned to any person acting or refraining from action as a result of any material in this publication.

Deloitte LLP is a limited liability partnership registered in England and Wales with registered number OC303675 and its registered office at 1 New Street Square, London, EC4A 3HQ,
United Kingdom.

Deloitte LLP is the United Kingdom affiliate of Deloitte NSE LLP, a member firm of Deloitte Touche Tohmatsu Limited, a UK private company limited by guarantee (“DTTL”). DTTL and each

of its member firms are legally separate and independent entities. DTTL and Deloitte NSE LLP do not provide services to clients. Please see www.deloitte.com/about to learn more about
our global network of member firms.

© 2024 Deloitte LLP. All rights reserved.

Designed by CoRe Creative Services. RITM1751232



	Default Section
	Slide 1: Digital Consumer  Trends 2024
	Slide 2
	Slide 3
	Slide 4: Key takeaways
	Slide 5
	Slide 6: The number of people to have used GenAI has increased 56% in the past year
	Slide 7: Norway leads in usage of GenAI with almost half of adults having used it
	Slide 8: GenAI awareness has grown significantly among 35–54-year-olds with an increase of about 40%
	Slide 9
	Slide 10
	Slide 11: More than half of the respondents use GenAI at least once a month
	Slide 12
	Slide 13: 1 in 5 Dutch adults have now used GenAI at work
	Slide 14: Across all countries, generative AI is used more for personal purposes than work purposes
	Slide 15: Generating ideas and searching are the most common applications of GenAI at work
	Slide 16: While most users claim GenAI boosts productivity at work, employers still do not encourage use
	Slide 17: Usage of generative AI is not generally encouraged in European workplaces, except in Italy
	Slide 18
	Slide 19: Respondents are wary of AI-created e-mails and chatbots
	Slide 20: Confidence in GenAI’s reliability has fallen significantly since 2023
	Slide 21: Like their Nordic counterparts, Dutch consumers tend to be sceptical that GenAI produces factually accurate and unbiased responses 
	Slide 22: People are becoming increasingly cautious or sceptical about music produced by generative AI
	Slide 23
	Slide 24
	Slide 25
	Slide 26
	Slide 27: Only 17% of consumers plan to purchase a smartphone next year, suggesting limited enthusiasm  for new models
	Slide 28: Dutch consumers are planning significantly fewer device purchases than those in the United Kingdom and Italy
	Slide 29
	Slide 30: Broadband satisfaction levels continue to nudge upwards
	Slide 31: For many households, broadband speed is not an issue; reliability and in-home coverage may matter more
	Slide 32: Most age groups are becoming less reliant on mobile connections
	Slide 33
	Slide 34: Consumers are underwhelmed by 5G; only a slight majority can tell the difference between 5G and 4G
	Slide 35
	Slide 36
	Slide 37: The subscription market is maturing quickly – half of consumers didn’t change their subscriptions in 2024
	Slide 38: Price rises are prompting people to cancel subscription video-on-demand services 
	Slide 39: The overall digital subscription market is still growing, with video and music streaming the most popular categories
	Slide 40: Dutch consumers are less likely to subscribe to video and music services than their Nordic counterparts
	Slide 41
	Slide 42
	Slide 43
	Slide 44
	Slide 45
	Slide 46
	Slide 47: One in three consumers uses a second-hand device
	Slide 48
	Slide 49: Many Dutch consumers (43%) still keep their old smartphone as a spare
	Slide 50
	Slide 51
	Slide 52
	Slide 53
	Slide 54: Older generation believes they can make a difference by changing their own carbon emissions
	Slide 55
	Slide 56: 25% of respondents have used an app monthly to support mental health
	Slide 57
	Slide 58


