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“We’re now a connected nation.  We must 
adapt or risk being left behind.”

2015 marks 30 years since the launch of the 
mobile phone and when they first appeared in 
the 1980s they were seen as a luxury item for 
the few, reserved for those with too much money 
and too little time. In just 30 years, mobiles have 
quite simply become fundamental to our lives. It 
influences many things in our modern life such as 
the way we work, play and interact with friends 
colleagues and businesses. According to Ofcom, 
93% of adults in the UK now own a mobile 
phone. So it is  safe to say that we are now a 
connected nation with the mobile device at the 
core, acting as the car keys to our lives. The 
change in behaviour did not happen overnight 
nor has it finished as people’s reliance on their 
mobile becomes embedded in most facets of our 
business and personal life. For me this raises two 
interesting questions for consideration:

• Has it really changed behaviour?

• What does it mean for business and 
consumers in the future?

To get under the skin of this and to help us 
answer the questions we worked with Trajectory, 
a consumer insight and futures consultancy, on 
the Rise of mobile and the connected society 
report. In its development, Trajectory firstly 
undertook a literature peer review of written 
material on the subject of mobile, surveyed 
2,000 members of the public and interviewed  
a number of industry experts to find out what 
they thought of our ever more connected mobile 
world. The report analyses the rise of mobile 
from its inception as the preserve of the few to 
the universality we have now.  Finally, they take 
a quick look at what the future may hold for 
business, consumers and society.  The report 
breaks down into a number of areas such as 
how we work, how we pay and how we manage 

numerous aspects of our connected lives.  

The views, thoughts and consideration of the 
respondents reinforced the view that mobile is 
now fundamental to life in 21st century Britain, 
placing it alongside other essentials like water, 
gas and electricity. Mobile has proved critical 
in both every day circumstances and those of 
emergency, ensuring we are contactable at any 
time. For example our research found that 82% 
of people felt reassured when they have their 
phones with them as it allows them to get in 
touch with people on their terms, that 66% use 
their mobiles for everyday life management and 
that 73% of business decision-makers say that 
their mobile allows them to be able to manage 
their time and feel more in control of their lives. 

Foreword – Ronan Dunne,  
CEO Telefonica UK (O2)
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From consumer marketing to communicating with your 
employees internally, mobile has to be front and centre of your 
business plans. From a consumer point of view having a website 
simply isn’t enough anymore. According to the report mobile has 
been part of the purchasing journey for up to 50% of users. Clearly 
the rise of m-commerce and mobile interaction is undeniable. On 
an internal front, 46% of medium sized businesses told us their 
employees didn’t have remote access to servers to help them work 
more effectively. It’s time to step up.

On a personal note, the report only confirms my unwavering 
belief that the telecommunications industry has made itself 
indispensable to modern day Britain. What was seen 30 years ago 
as a luxury has now become an expectation of the nation. I believe 
that we are all guilty, at times, of taking for granted exactly how 
reliant we have become on our mobile phones and the network 
infrastructure that serves them. 

Whether you’re a company of thousands or a family of four, 
keeping in contact has become crucial. The mobile industry keeps 
businesses running, social catch ups on time and ensures family 
dinners are warm when you get home. Mobile allows us flexibility 
at both work and play, becoming an enabler to the nation. As a 
business if you don’t have a mobile strategy then I’d argue 
you don’t have any strategy at all.
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Introduction and Executive Summary

This report explores developments in the world of mobile 
communications since the launch of the first UK mobile voice 
networks in January 1985. In the space of thirty years, we believe 
mobile has transformed the way we manage our lives; the way we 
pay for goods and services; the way we connect with third parties; 
the way we relate to our personal networks and our environment; 
the way we discover and learn; and the way we play, socialise and 
work. 

These developments in mobile communications should be 
considered in the context of the cultural, economic, financial, social 
and technological drivers of that period.

Thus we consider the relative importance of trends including the 
rise of individualism, increased personal mobility, the decline of 
deference, the deregulation of life, the growth of consumerism, the 
emergence of a play society and the ever increasing demand for 
convenience and immediacy. 

We also consider the role of mobile as an enabler or an accelerator 
of these and other trends throughout the evolution of information 
communication technologies.

And while overlooked by many amid the tumult of the times (the 
1980s were a decade of significant technological landmarks, but 
also saw the financial Big Bang, the privatisation of state owned 
monopolies and relaxation of retail trading) the launch of those 
first mobile voice networks were a critically important part of that 
future preparedness.

Why? Mobile networks liberated us as individuals; freeing us 
from the constraints of time, place and role (especially at work 
and home), providing independent, synchronous access to our 
personal and professional networks, allowing us to overlay 
personal communications across any activity or location, and 
vastly speeding up all manner of communications and processes. 

These positive and disruptive effects were at first limited by 
price and affordability, but central to the mobile story and that of 
associated technologies (in line with Moore’s law) has been the 
increased affordability and democratisation of access – such that 
the mobile is all but ubiquitous today. 

In fact the modern mobile handset has today usurped many 
functions associated with other devices and technologies including 
music playing, reading, diaries (including that 1980s icon – the 
Filofax), calendars, address books, telephone directories, maps, 
alarm clocks, watches, calculators, video recorders, DVD players, 
games consoles, TVs and more. 
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Mobile uses: all those with a smartphone

% doing each of the following with their smartphone

 Beyond the undoubted success of the mobile communications 
industry – and research commissioned by O2 from CEBR suggests 
that if mobile was used more effectively, and efficiently it would 
be worth an extra £30bn annually to the UK economy – there is 
a less well-known story, a tale of sustained and ongoing network 
investment that strives to ensure our mobile infrastructure can 
be relied upon to deliver our voice calls, text messages, instant 
messages, emails, photographs, videos and much more, now and 
into the future. O2, for example, are investing £3 billion upgrading 
its mobile network.

Today telecommunications is rightly recognised as a key part of 
the national infrastructure alongside water, food, energy, finance, 
health, transport, emergency services and government. Research 
by Ofcom, published in July 2014, found that UK consumers 
increasingly see mobile as ‘essential’. 

“People said the ability to contact the emergency services, keep in 
touch with family and friends, or access information, education and 
entertainment were among the key functions of essential services.

Overall, the study found that telephone services, in particular 
mobiles, and internet access were most essential to UK consumers.”  
Ofcom Research, July 2014 1 

Indeed given the extent of the inter-relationship with other 
networks and infrastructure, the mobile network today 
can be seen as a crucial network for networks – when other 
1 http://media.ofcom.org.uk/news/2014/essential-comms-services/
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communications fail the mobile network is a crucial back-up; 
for the emergency services, rail operators, energy suppliers or 
government.

Looking forwards

Our approach to the near-future of mobile is predicated on the 
growth trajectory of the mobile ecosystem to date. Throughout 
this report we consider likely changes over the next 5 years, taking 
2020 as our horizon. 

We recognise the increasing diversity of mobile connected 
devices, such that we can talk about the decoupling of the mobile 
experience from the mobile handset. Alongside this diversity of 
devices is the increased specificity of their functions.

Considered together with the fast-growing diversity of applications 
available through the mobile handset itself we can anticipate the 
smartphone evolving into the smarthub for our connected mobile 
experience. 

Of course today’s ever more demanding consumer expects more 
than simple personalisation, they now demand contextually 
relevant communications and services predicated on time, 
location, mood, company, weather and more. We can see the 
inter-relationship between the nascent Internet-of-Things and 
the mobile handset growing rapidly and continuing to change 
communications.

The evolution of the network society is such that we can 
reasonably anticipate the continued development of a digital 
membrane2 – serving to filter our information sources, experiences, 
social lives and activities across an ever wider spectrum of 
behaviour and creating a truly hybrid experience. A key challenge 
is ensuring universality in delivery, access and understanding.

This also presents interesting challenges for the role of the 
individual in relation to these networks – not least as economic 
orthodoxy continues to treat each individual as a discrete decision 
making (and utility maximising) agent.

Extending that line of thought we can see the psychological 
insights underpinning behavioural economics extending into this 
new digital age. While the mobile handset has been identified by 
BJ Fogg, for example, as a powerful driver of (positive) behaviour3 
change, the integration with the Internet-of-Things, will certainly 
serve to raise the temperature of the triggers involved.

Alongside such developments we will continue to see greater 
automation, based on granular analysis of our personal data, in 

2 Also referred to as a Personal Information Mesh by Chetan Sharma: http://www.mobilefuturefor-
ward.com/Connected_Intelligence_Era_Chetan_Sharma_Consulting.pdf
3 http://www.behaviormodel.org/
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the delivery of goods and services. Such choice management 
technologies will continue to extend into new areas of life and are 
central to growing the empowered consumer base in the UK.

Reflecting contemporary concerns around data security and 
personal privacy we foresee the near-future development of a 
genuine market in personal information management services 
(PIMS). The leading players in this field are yet to be established, 
and while the agile start-up is likely to play a significant role there 
is also a tremendous opportunity for brands, including telecoms 
operators, in this space.

Alongside developments in augmented reality, or more precisely, 
the augmentation of our personal reality, are developments in 
virtual reality applications - with all of their promise for education, 
entertainment, exploration and more. What are the implications 
for our relationship with individuals, communities and institutions?

In all of these areas there are considerable challenges and 
opportunities for individuals, society, government and businesses 
of all types. This reflects the responsibility of all stakeholders in 
the digital future (and that is all of us) to engage in dialogue and 
debate around these issues.

Ronan Dunne,  
CEO Telefonica UK (O2)

Paul Flatters 
Chief Executive Trajectory 
Partnership
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Chapter One – How We Connect

• 8% have used their mobile device to get in touch with their local 
authority – by phone, text and email

• Younger users will be the drivers of digital government – 42% 
of 25-34s say such services will mean they are better informed 
about their local area

• Reliability is the key feature of a network, with 94% saying it is 
important when choosing a provider – ahead of price, handset 
make/model and extra services

“The consumers control their media. They control their devices. 
Consumers, not brands, choose when and where and how they 
want to engage.” 
Curtis Hougland, Managing Director, Attention 

Mobile has profoundly changed the way that we connect, and 
expect to connect, with people, businesses, institutions and the 
internet. Almost half (49%) of people say they have either bought 
or researched products online, while the primary use of a mobile is 
to phone or text others (97% and 96% respectively say use their 
phones for this). 

This hyper-connectivity is fundamentally dependent upon the 
stability and scalability of the network. From the earliest voice calls 
through text (SMS) and today’s arsenal of digital communications, 
the network is an essential infrastructure for today’s Britain. 
Beyond the plethora of communications possibilities enabled by 
mobile, we are also increasingly reliant on the mobile network for 
access to the super-abundance of information available through 
the internet and the world-wide-web – in addition to specific 
functions such as buying products or looking up directions, 62% of 
smartphone owners use their device for ‘general internet browsing, 
searching for information’.

We can therefore begin to see how our interactions with the 
network – for our communication and information needs – 
increasingly serve to define the contemporary experience.

While the creation of new social, commercial and entertainment 
moments and possibilities is a key focus of attention it is at least 
as important to recognise and appreciate how this connectivity 
also brings the world to us – and us to the world – wherever, 
whenever and however we choose.

Mobile Today: how we Connect

The nature of who we connect with (and how) has broadened; our 
mobiles now connect us to businesses and brands, to internet 
products and services and, through the emergence of digital 
government, to local and national authorities in terms of core 

“The consumers control 
their media. They control 
their devices. Consumers, 
not brands, choose when 
and where and how they 
want to engage.” 
 
Curtis Hougland, Managing Director, 
Attention 
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services, real-time citizen reporting and emergency responses. 
28% of mobile users say they have used their phone to contact 
their local authority.

This connectivity has a number of benefits, not the least the 
ability to compare prices, the provision of wider choice and a direct 
line with regard to complaints and enquiries.

The mobile also gives businesses a direct line to the consumer, a 
link that has a mix of positive and negative implications. Although 
the individual may receive unsolicited communication they do 
not want, they are able to fundamentally remain in control of any 
communication they have – and are willing to engage provided it is 
relevant and beneficial.

Smartphone use and consumer behaviour

All agreeing with each of the following statements

Businesses – especially younger businesses and the mobile 
networks themselves – have pioneered the use of mobile and 
social media to connect with consumers. These channels provide 
the opportunity for unmediated access between consumers and 
businesses – something which has changed the nature of this 
communication. 33% of business decision makers in our survey 
saying that mobile technology has become ‘essential’ to the way 
they work. 

In this sense mobile has served to accelerate the transition of 
marketing theory into day-to-day business reality – the consumer 
really is now at the heart of the business. Related to this is the rise 
of the ‘culture of immediacy’ with businesses required to deal with 
customer communications around the clock. Another shift has 

38% 
31% 

25% 25% 

Having a
smartphone
makes me 
feel more

empowered as
a consumer

Using a
smartphone

while shopping
makes it too
complicated

Having a
smartphone

while shopping
helps me to
budget and
manage my

shopping more
effectively

 Using a
smartphone

when shopping
makes it less

enjoyable
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seen these connections move from the private to the public space.

“Consumer expectations are very high – over the past couple of 
years, traditional means of communication have changed – if 
people want an instant response, they use social.” 
Abhishek Kakkar, Social Media Manager, O2

This new public space is not without its issues, with concerns 
about the nature of online discourse, issues around anonymity 
and the relationship with individual well-being frequently echoed 
in the media discourse. While businesses have helped develop this 
new, direct mode of communications, the value of this channel for 
citizens and local or national authorities is perhaps yet to be fully 
realised by either party. Digital government services currently 
have a lower profile than business to consumer channels – only 
9% of mobile users had heard of such services.

The UK Government – recognising the benefits of digital – has 
committed to developing these services, pledging in 2014 to 
be ‘digital by default’.4 The importance of this ambition being 
reflected at the highest political level should not be understated – 
although numerous challenges need to be overcome before Britain 
truly becomes ‘Digital Britain’. 

One challenge is clearly the requirement – at national level – for 
universal access. Although the vast majority of people in the UK 
have access to a mobile, fewer have access to mobile internet.5 
More widely, the implications of lack of access have been 
considered at length in debates around the digital divide, with 
lack of digital access considered to be a form of social deprivation. 
Research with disadvantaged groups has demonstrated that as 
services move online, those without internet access are even less 
able to participate.6 

“The people who really need to access public services can’t, because 
they can’t easily and securely identify themselves.” 
Gary Simpson, Head of Development, South Yorkshire Credit Union 

Another challenge is the historical investment from the public 
sector in poorly performing IT infrastructure. In a more flexible 
environment, the private sector has been able to innovate and 
progress, making sure that it responds to and meets consumer 
demands for immediacy and simplicity. 

“Government over-invested in poor performing IT, and in turn our 
suppliers forgot that the ‘customer is king’. The result is that many 
parts of Government are locked into rigid, inflexible, costly,’old 
world’ IT contracts.” 
Stephen Kelly, Head of Efficiency and Reform Group 7 

4 REFORM: Disruptive Innovation in Public Service Reform, 2014
5 Ofcom figures show that while 95% of households have mobile telephony, only 57% of people 
have access to mobile internet
6 Details can be found here: http://openidentityexchange.org/2014/06/exploring-the-role-of-mo-
bile-in-digital-identity-assurance/
7 As quoted in REFORM: Disruptive Innovation in Public Service Reform, 2014

“The people who really 
need to access public 
services can’t, because 
they can’t easily and 
securely identify 
themselves.” 

Gary Simpson, Head of Development, 
South Yorkshire Credit Union 
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The scale of the task is made clear in the chart above – on average 
just 8% of people use their phone to interact with public services, 
and this is heavily weighted towards younger people.8 This is far 
from the ideal age group, as one of the main benefits of digital 
government is providing those most in need or at risk with a direct 
line to services. Providing older people with the care they need 
is one of the main challenges facing our ageing society. Perhaps 
more worrying in this light is the low proportion of older people 
who use their mobile even for more basic internet functions – such 
as online banking or shopping. 

Although there is clearly some way to go to spread awareness and 
encourage use, the perception of such services is encouraging – 
especially amongst younger people. Those in the ‘digital native’ 
generation who have grown up with this technology have a more 
natural inclination to connect with all types of service (commercial 
or governmental) via mobile.

Their increased use is matched by their more positive perception 
of digital government services – they are far more likely to see 
them as a means of improving their understanding of their local 
area. There is both a societal and an individual benefit here – as 
better engagement with government leads to better democracy.

“With most under 25s getting information primarily through their 
mobile phone [digital government services are] vital if we are to 
keep pace with the public.” 
Meg Hiller MP 9

8 As we saw earlier in this chapter, only 9% of people had even heard of digital government services 
(which clearly overlap with digital communications with government and authorities). This high 
conversion is a positive indication of the direction of travel.
9 Quoted in REFORM: Disruptive Innovation in Public Service Reform, 2014

Mobile uses, all those with internet-enabled 
phones (information functions)

0% 10% 20% 30% 40% 50% 60%

Interacting with
public services

Monitoring physical activity,
health indicators

Online banking

65+ 55-64 45-54 35-44 25-34 18-24
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Although in the short term it might be most beneficial for people 
with specific needs, such as older or disabled people, to adopt 
direct digital communications with local authorities and digital 
services, in the longer term there can be some optimism around 
the creation of a true ‘citizen mobile’ generation.

The future potential for public services – starting in the short 
term – relies on the need to effectively harness real time data and 
translate this into effective, responsive service delivery. From an 
emergency services point of view, the implications of this are huge 
– such as being able to predict areas of emergency need based 
on this data. In time, this information can be developed to inform 
planning decisions – meaning that authorities are not just using 
data to react to events, but to actively prevent them. 

Mobile infrastructure: the rise of the network society

The infrastructure that supports mobile communications and 
mobile connectivity is as important as the contribution individual 
mobile devices make to their user’s lives. Of the three components 
required for a network society – the device, the operating system, 
and the network infrastructure – a great deal of consumer 

Digital Government Services would…

0% 10% 20% 30% 40% 50%

...mean I'm better informed
about my local area

...make service provision more
efficient and effective

...make me more engaged
with public services

...make no difference to me

...help emergency
services/police do their

job more efficiently

65+ 55-64 45-54 35-44 25-34 18-24
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attention is devoted to the first two, and perhaps considerably less 
than should be is paid to its supporting infrastructure.

In many respects the mobile network in the UK has become as 
central – and as universal – as other types of network, such as 
the national electricity grid, the postal network or road and rail 
infrastructure.10 Other types of organisation, such as banks and 
supermarkets, have also developed truly national networks, either 
in terms of physical presence (every high street) or in terms of 
distribution.

For mobile networks, the aspiration is to provide truly universal 
connectivity in the same way that the Royal Mail serves every 
address in the UK. 

“It is critical infrastructure to the UK – it absolutely underpins GDP 
and future growth. The aspiration is to be universal - in the same 
way as other networks. It’s expected by our customers and it will 
power digital Britain.” 
Andrew Conway, Head of Mobile Access, O2

Challenges exist within this ambition – not least those presented 
by ensuring the infrastructure exists to support rural communities 
that frequently find themselves in the last few percent of locations 
that are still to have the required access. Another challenge is to 
keep up with the pace of change – as the 4G rollout over the past 
two years has exemplified. In O2’s case the 4G network went from 
0% to 40% population coverage in under 12 months.

Although the density of the network can be increased (i.e. the 
number of masts) the use of mobile spectrum – a scarce, finite 
resource that needs careful management – is a more pressing 
issue. Better utilisation of wireless hotspots is one solution – 
particularly as the rise in data traffic continues to increase as more 
people use their phones for data-heavy activities, such as video 
streaming. 

“We’re seeing explosive data traffic growth – up 60% on last year. 
We’ve also got to utilise the rise of wifi – there’s already thousands 
of hotspots.” 
Andrew Conway, Head of Mobile Access, O2

The Future of Mobile: how we will Connect

“What consumers are looking for is a navigator through the maze. 
Mobile phone companies are in a very good position here, as long 
as they remain trusted curators of data.” 
Tim Davis, Founder, Elicit

Data will play a huge role in how mobile users connect with brands, 

10 The UK’s infrastructure is generally split into 9 sectors: communications, emergency services, 
energy, financial services, food, government, health, transport and water (http://www.cpni.gov.uk/
about/cni/)

“We’re seeing explosive 
data traffic growth – up 
60% on last year. We’ve 
also got to utilise the rise 
of wifi – there’s already 
thousands of hotspots.” 

Andrew Conway, Head of Mobile 
Access, O2
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businesses, national or local services and each other in the future.

Concerns about data security are common, with 54% of mobile 
users agreeing they are quite or very concerned about the security 
of their data or personal information when using the internet on 
their device, although some experts argue that this is a result 
of lack of understanding more than anything else. For example, 
consumers are clearly – through their use of mobile phones 
and other digital services – willing to cede some data to certain 
institutions or businesses. While the majority of consumers say 
they are at least slightly concerned about the security of their 
data, many do not modify their use or take proactive steps to 
protect themselves. 23% have not changed the way they use the 
internet on their phone in order to keep their data secure.

The degree of control the individual has after that data has been 
shared is perhaps the critical issue. Many experts are convinced 
that as long as the benefits of shared, aggregated data – such as 
would be used by emergency services to manage and respond 
to events such as crime or health incidents – will not be opposed 
by citizens seeking better public services. Critically then, there 
is a need for both transparency and the need to communicate a 
mutual benefit. 

One exception to this in the UK has been the debacle surrounding 
the launch of the NHS health database – with reactions ranging 
from unequivocal support for medical progress to unbridled 
cynicism about the purposes of the data. Research carried out by 
YouGov on behalf of the Medical Protection Society revealed that 
67% had not received the information about the change.11 The 
central error in this example was the lack of transparency about 
the change – leading people to be wary of allowing their sensitive 
and deeply personal information to be held by people they do not 
trust to use in their interests.12 

“The government needs to be transparent in its objective because 
a lot of people don’t think about their data and those that do think 
about it in black and white terms.” 
Tim Davis, Founder, Elicit

The way users connect to services, businesses and authorities 
will be transformed as new devices – and the data generated by 
them – speeds up responses and creates a direct line between 
the two. Increasingly, commercial and public services will be 
powered by this data, and user’s expectations will rise – shifting 
from recognising the convenience provided by connectivity 
to demanding all such services immediately. This immediacy 
is closely linked to automation – technology working either 
automatically or through interpreting and responding to external 
11 http://www.medicalprotection.org/uk/press-releases/MPS-surveys-of-GPs-and-public-reveal-
lack-of-information-around-caredata
12 More information on this: http://www.trajectorypartnership.com/blog/nhs-health-database-de-
bacle/
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sensors – and it is this process that will continue the development 
of the internet of things. 

As explored elsewhere in this report, digital government services 
can help engage younger audiences in their community, and 
real time data can be used to improve emergency responses and 
service provision. In addition to service delivery, individual leisure 
and social engagement will continue to be transformed – as the 
blending of real world and digital communications and interaction 
combine to create the digital 3rd Space.

The role of the mobile network provider will also change in the 
future. Consumer demands for reliable connectivity will remain 
the same (if not increase) but as more real world activities move 
online (and more data is generated) opportunities will arise for new 
services.

“There is always too much information so there is a need for a 
mediator of some form - whether that’s government via legislation 
or brands and the values they stand by – being a proxy for what 
you want. You need to be happy to cede control and let them 
decide what’s appropriate for you.” 
Craig Patton, Head of Business Development, Fjord

One such role – as articulated above - is for networks to become 
the mediators and arbitrators of all a user’s digital services, from 
providing them with the basic (and essential) connectivity to 
curating and managing their data-led services. Certainly there 
is much expectation around the role for Personal Information 
Management Services (PIMS) in the future, as the volume of 
data generated (and the depth of the services reliant on them) 
intensifies.13

For many users, this will change their relationship with that 
provider – as our research has shown, the most important factors 
in choosing a mobile contract are the reliability of the connectivity 
and the cost of the contract. 

13 A forecast from Ctrl-Shift suggests the market are worth £16.5bn
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How important are each of the following 
when choosing a network?`

While features such as O2’s priority moments seek to add to this 
relationship, by using that connectivity as the launch pad for a 
wider array of services, for many consumers, their relationship 
with their provider does not extend beyond a simple contract for 
connectivity. If the networks of the future are to offer more than 
this connectivity – if they are to become the users’ ‘navigator 
through the maze’ – they will need to cement their place as trusted 
providers of an essential 21st century utility.

94% 

91% 

90% 

88% 

82% 

77% 

67% 

64% 

49% 

43% 

33% 

30% 

28% 

Reliable network coverage

Overall cost of contract

Cost effective
tailored package

Reliable, trusted phone

Network's reputation

Fast data speeds

Type of device available

No upfront cost

Latest handset

Network brand

Compatability with 
work systems

Associated digital 
products and services

Free extras
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Chapter Two: How we relate

• Communications deficit: 53% say they communicate more 
as a result of their phone, but only 39% say this is better 
communication

• 82% of mobile users feel ‘reassured’ when they have their 
phone with them, because they can get in touch with people

• Voice and text still reign – 97% and 95% of people use their 
phones for these functions

“Mobile has changed telephony from a household thing to a 
personal thing. Sitting in the hall with everyone listening in is 
not personal communication – that’s just accessing a household 
utility.” 
Ronan Dunne, Chief Executive, O2

We have explored how mobile connectivity is playing a key 
role in shaping the contemporary experience. Beyond the raw 
facts of anytime, anywhere (and any device) connectivity lies 
the qualitative impact this combination of super-abundant 
communications and information has and will have on how we 
relate to the world around us.

This is an interactive relationship. It is about how we perceive the 
world and how we present ourselves to the world, but is also about 
the range, volume and hierarchy of communications generated. 
It is also about the fundamental inter-relationship between the 
physical and virtual world and how mobile has transformed and 
liberated our relationship with the internet.

These are challenging issues that will help to shape our collective 
futures. From concerns over the impact of digital connectivity 
on real world relationships and individual psychology, to issues 
surrounding cyber-bullying, trolling, anonymity and online 
discourse, to worries over the neurological impacts of hyper-
connectivity including our ability to concentrate and to learn, there 
is no shortage of potential matters for consideration.

Yet, and as many commentators have suggested, we are only 
experiencing the growing pains of this new communications 
paradigm. There will be further challenges ahead that will impact 
on our understanding of knowledge, self, agency, choice, decision 
making, communication and more.

Mobile Today: how we Relate

Perhaps the first significant impact of the mobile phone was to 
personalise one-to-one communication – meaning that for many 
households, as well as the family phone in the hallway or kitchen, 
there was also a means of private communication that they could 
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control. This new technology also changed behaviour – with the 
mobile allowing people to see who was calling, allowing them to 
choose whether or not to respond, and establishing location and 
not identity as the first line of enquiry.

The practical implications of this simple shift were huge and 
immediately began to affect people’s day to day lives. From letting 
people know you were running late to allowing parents to check in 
with children, simple person to person voice connectivity helped 
people manage and control their lives. 

The portable, anytime-anywhere connectivity that mobile allows 
has changed the way we connect not just with other people (or 
institutions) but with the network itself – from one, fixed point of 
access (often shared with other people), to a personal device that 
connects us with an incredibly rich network of data and resources. 

Reliable network connectivity - underpinning the communications 
layered upon it - is the heart of the mobile proposition. Its 
fundamental benefit - made apparent thirty years ago to the first 
voice users - was to connect people with each other wherever 
they are, whatever they are doing and whenever they choose. 
Today, 82% of users agree that they feel reassured when they 
have their phone with them because it means they know they can 
reach people. This allowed far greater flexibility and immediacy 
than any previous communications or infrastructure network 
in human history. These first steps in expanding our range of 
communications possibilities presaged the current age.

Without confidence in the network, its proven reliability and 
demonstrable scalability mobile could not have made the 
advances it has today. Of course, the other major shift in this 
space is not simply how we relate to other people, but with how 
we relate ourselves to the world around us. Mobile has intensified 
the blurring of the public and the private, with ostensibly private 
conversations, interactions and topics (personal, social and 
commercial) increasingly happening in public arenas. 

“The private is going out into the public space - effectively, when 
people are using a mobile, they are not in a public space, they are in 
a private space.” 
Dr Jane Vincent, London School of Economics and Political Science

Enhanced connectivity – to each other, to services or businesses 
– changes our relationship with and sense of the world we inhabit. 
The growth of online, virtual realities allows the user to develop a 
range of different identities; the same person may have an account 
on both Linkedin and Facebook, and beyond basic information be 
presenting two very different (but not necessarily contradictory) 
personas. The user retains the ability to manage and curate these 
virtual identifies over time. 
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“Mobile is the lifeblood of people’s lives – it’s a communication hub 
that is transforming the way we live. People are always available, 
but crucially, more in control.” 
Richard Robinson, Director of Brand Development, Google

The emergence of new ways of communicating – via text, email, 
instant message, photograph and social network – has increased 
the volume and range of our communications, but for many this 
has not yet translated into added depth – while more than half of 
users (53%) agree that as a result of having a phone, the amount 
of communication they have with other people is greater, only 
39% think that the quality is better for using a phone.

This reflects one of the great paradoxes of the information age, 
that amidst the wealth of communications and information, we 
are seeing significant challenges around individual psychology 
with loneliness and low self-esteem to the fore among young 
people especially.

Yet communication remains the most widely used mobile function 
today – something that is considered an essential service.14 

“Communication has changed. We’re in touch a lot more in terms 
of frequency, but perhaps there’s less depth – it’s all about short, 
sharp chunks of information” 
Katie Toll, Head of Futures, O2 

14 In fact the latest research from the Joseph Rowntree Foundation reveals that for working age 
households without children the landline is no longer an essential requirement and is for many an 
unnecessary expense. [FOOTNOTE - http://www.jrf.org.uk/publications/minimum-income-stand-
ard-2014]

All agreeing that either the amount or quality of 
communication they have with friends and family is higher as 
a result of their mobile
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Mobile uses, all those with internet-enabled phones

The way we talk to each other and develop our relationships 
has been greatly influenced by our interaction with the 
communications infrastructure. Mobile allows us to manage our 
own private or public networks of people, from close (and often 
constant) contact with friends and family to wider networks of 
people such as business contacts and social acquaintances. The 
broad range of different social networks caters to these different 
groups of people, but the mobile is the device we use to initially 
segment and then manage these relationships. The same user 
may have an instant messaging group with close friends, a 
Facebook profile to keep in touch with older acquaintances or 
friends, and a Linkedin account to manage their business life. 

For many users - especially younger ones – this communication 
goes well beyond simply voice and text.
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Although phoning and texting dominate for every age group 
(including under 35s) other forms of communication and 
interaction are used by the majority of 18-34s. The appeal of 
these communication channels lies in their ability to offer more 
depth to the interaction, in the form of other media (such as 
voice recordings, images, GIFs, and videos), their multi-person 
connectivity (i.e. moving from one-to-one communication to 
one-to-many) and the development of online identities (social 
networks and instant messaging platforms allow the user to 
provide extra information about their location, mood, outlook and 
tastes).

“Look at all the different services – facetime, picture messaging, 
snapchat, skype – communication is definitely more visual” 
Katie Toll, Head of Futures, O2

The importance – and perhaps universality – of phoning and 
texting should not be forgotten in the wake of more visual services. 
When pushed, mobile users say that if they had to get in contact 
with somebody, they would either phone or text – and the more 
urgent the message, the more likely they would be to bypass 
internet based communications. As the chart below shows, when 
people need to urgently change their plans, 80% default to mobile 
communications.
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13% 
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Text Phone
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network)

A few hours in advance
20 minutes in advance
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Imagine you were supposed to meet a friend for lunch, but 
needed to change your plans. How would you contact them to 
tell them?
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This is surely driven by a mixture of etiquette – wanting to deliver 
urgent news directly – but also by reliability. The universality of 
phoning and texting (functions that are part of the hardware of 
every mobile) enables the users to feel more confident that an 
urgent message will reach its intended recipient on time. An added 
layer is the emergence of different tiers of status by the mode 
of communication – often linked to the level of urgency. Sending 
a message transfers control onto the respondent, while calling 
demands an immediate, in the moment response. 

The social impact of mobile

The individual benefits mobile provides often translate into 
broader societal goods. A large proportion of users – 82% – say 
they feel reassured when they have their phone with them as 
it allows them to get in touch with people. In turn, this allows 
people to feel safer, leading to less fear of either crime or isolation 
– both of which are individual benefits translating into positive 
social trends. Although in their infancy, the ability to monitor our 
physical condition through our phone (something 19% of users 
say is affecting them positively) can lead to better public health 
and health awareness. 

It is interesting here to examine the impact mobile connectivity 
has on groups of people with specific needs – either those that 
might be more at risk of social isolation or who could expect to 
see added value from their use of mobile technology. In all cases 
the added benefit is likely to be driven by the ability of mobile 
devices and infrastructure to afford the user greater connectivity 
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All agreeing that ‘My life would be significantly more difficult 
without my phone’

“You can see the benefit when things like small businesses get 4G - 
the change in the level of service is huge.” 
Andrew Conway, Head of Mobile Access, O2

Further evidence of the beneficial role mobile can play in society 
relates to its ability to allow interaction with businesses, brands 
and national government – particularly crucial at a time when 
government services are steadily moving online.15 One in-depth 
example of this can be found in a test study conducted amongst 
members of South Yorkshire Credit Union, people who are largely 
unable to get a bank account. As well as the obvious financial 
pressures this causes, there is also a marginalising effect, as 
these people often find it difficult to properly access public 
services as they are unable to provide proof of identity. The study 
involved giving these credit union members an O2 payment 
card and smartphone– which allowed them not only to conduct 
transactions more securely, but also to prove their identity and 
begin to interact with public services.16

15 One such example is the Gov.uk site, which houses an array of information and services.
16 More detail on this pilot study can be found here: http://openidentityexchange.org/2014/06/
exploring-the-role-of-mobile-in-digital-identity-assurance/

and control – which for each group could be critical for different 
reasons. Despite a high number of all people agreeing that their 
lives would be more difficult without their phone, the proportion 
increases further amongst groups of people who may have 
specific needs, or who may be particularly disadvantaged without 
connective technology.
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Elsewhere, we could consider the impact that mobile connectivity 
has on other parts of society – such the reassurance and peace of 
mind the majority of parents feel when their children have mobile 
access. Despite being aware of the need to balance safety and 
security with mobile access, parents are far more permissive than 
non parents when it comes to giving their kids a smartphone – 
because the positives far outweigh the potential for harm.

Proportion of parents agreeing with each statement

“Mobile has a hugely positive impact for parents and carers - 
previously there HAD to be a physical proximity.” 
Dr Jane Vincent, London School of Economics and Political Science

In the trade off between the positives and negatives, parents see 
the reassurance given by the ability to access their children as 
outweighing the potential for harm. Perhaps most interesting in 
this debate is that despite being equally aware of the risks as non 
parents, parents are more likely to allow their younger children 
to have a smartphone (26% believe 10-11 is an appropriate age, 
compared to 17% of non parents). 

The social value of mobile is impossible to quantify, but, given 
its impact, easy to demonstrate. From the provision of individual 
benefits that grant the user control over day to day tasks and the 
associated enhancement of subjective wellbeing to the added 
value experienced by vulnerable groups, it is clear that universal 
mobile access is a key priority for society. 
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The Future of Mobile: How we will Relate

“I think we will see more and more devices that connect to and 
work hand in hand with the handset. Having a mobile messaging 
command centre, if you will, is the way I see wearables working - 
everything working in tandem, all syncing together.”  
Nathan Guerra, Head of Creative Agency Partnerships, Google

Greater connectivity will continue to drive the trends for fluid, 
constant conversations with family and friends. Recent trends in 
immediacy and visualisation (catalysed first by picture messaging, 
and then, with the smartphone, new messaging services like 
Whatsapp and Snapchat) of communications will intensify as new 
services emerge

New forms of technology, especially with regard to wearables, 
can themselves create new forms of communication. While the 
mobile phone replicated landline communications with a more 
portable device, it also created a new communication form – text 
messaging – because every user now had a screen in their pocket.

“New forms of communication will emerge from new technologies. 
Text and voice works well when you’ve got a handheld device 
that you’re looking at, but if it’s more embedded - if it’s just done 
through vibration – that’s another type of communication.” 
Shomila Malik, Head of O2 Labs

In addition to communication with others, the nature of how 
we relate ourselves to the world will continue to change in the 
future. The rise of self-curation, self-publishing and the mobile 
management of fluid virtual identities has already started, and 
will develop further as services become more tailored to individual 
users.17 Currently, 21% of smartphone users agree that their 
smartphone allows them to express themselves creatively. These 
developments are of course closely related to the long term and 
pervasive rise of individualism.

The expected rise of wearables over the next few years also raises 
questions about the way we relate to the world around us and 
the way we present ourselves. Much is made in contemporary 
debates about an ‘eyes-down’ culture - one that imagines all phone 
users constantly glued to their devices and failing to interact 
meaningfully with the physical world around them. Wearable 
devices might erase this concern, by allowing users to seamlessly 
integrate the real and virtual worlds. 

The current barrier to this is perhaps an image one – with 
wearables needing to look more ‘human’ for people to be 
comfortable wearing them. As ever, though, we can learn from the 
past if we remember the emergence of the first mobile phones and 
the ‘newness’ of them.
17 Examples include iBuildapp http://ibuildapp.com/ipad_self_publishing/ and Tactilize https://
itunes.apple.com/gb/app/tactilize/id552251223?mt=8
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“Robotic design is geared towards a humanoid design. If we 
converge robotic technology with mobile, those devices start to 
look normal, and become part of everyday life. People did look 
stupid to start off with, walking down the street talking on a 
phone, but now, of course, it’s normal.” 
Dr Jane Vincent, London School of Economics and Political Science

A core function of mobile – evident to its earliest users – is to 
connect the user to people wherever they are. This function 
will not disappear over the next five years, but will instead 
continue to broaden, linking the user to people, places, services, 
products, information and their own identities, preferences and 
pleasures.
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Chapter Three: How we Manage and How we Play

• 55% feel more in control of their lives as a result of their phone

• 66% use their mobiles for everyday life management – such as 
setting an alarm 

• 49% say their life would be ‘significantly more difficult’ without 
their mobile

“Phones have become an inherent part of existence but we are not 
too dependent – are we too dependent on electricity and clean 
water? No - it’s a 21st century utility.” 
Craig Patton, Head of Business Development, Fjord

Today, as our research has shown, the mobile handset is well 
established as our constant (hyperactive) companion. 49% of 
mobile users say their life would be significantly more difficult 
without their phone, while 28% go further, and say that they ‘run 
my life through my mobile – I would be completely lost without it’. 

In achieving such a deep level of penetration into individual lives 
the mobile has itself been transformed, from the humble handset 
to the smartphone – correctly understood as a micro-PC – so that 
today’s mobile has usurped many of the functions of the devices 
we previously carried – 66% of people say they use their phone 
for ‘general life management’ such as an alarm clock, notepad or 
calculator. 

But it is more than that: mobile has not only usurped previous 
behaviours – and taken them mobile – it has also created new 
behaviours and demands new skills.

In thinking about how we manage, we can again remember the 
origins of mobile telephony in the 1980s and the liberation of 
communications from a fixed place and often time, and most 
importantly to the over-laying of connectivity over any human 
activity - thus helping us to maximise value for time.

As that layer of connected possibilities has expanded (principally 
thanks to mobile access to the internet) new behavioural 
challenges have emerged in terms of consumer expectations, 
communications etiquette, work-life balance, privacy, security and 
more. 

And what is really interesting in this process is how the integration 
of mobile into our lives has enabled us to create new experiences 
within the apertures of daily life. While we may instinctively worry 
that people rely upon their mobile to keep themselves occupied 
(46% of smartphone owners agree), many of us will also have 
enjoyed playing a game during a spare moment, connecting with 
friends during a busy day, or booking a trip away while stuck on a 
bus in traffic.
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Equally mobile has transformed our approach to social and leisure 
occasions with just-in-time planning increasingly the norm – 
enabling us to take advantage of the opportunities afforded by our 
deregulated lives.

Fundamentally, the mobile is a positive force in for our 
respondents’ lives: 55% agree that they feel more in control of 
their life as a result of their phone – with just 14% disagreeing.

Mobile Today: How we manage

The mobile allows the user to control their message. Instant 
messaging platforms enable the user to choose who they 
communicate with – either a one-to-one conversation or the 
ability to manage different groups of people dependent on 
interests or location. Similarly, different online identities are 
managed and controlled by the user – they can be edited and 
updated over time – with the information by which we define 
ourselves helping to inform the nature and content of any 
conversation. Beyond this, the measure of control and autonomy 
mobile devices grant us can be linked to an uplift in wellbeing.18

In the previous chapter we explored the impact of mobile on 
potentially disadvantaged groups and those with specific needs. 
For these people, the positive impact of mobile in terms of 
connectivity, information and – as explored in this chapter – basic 
life management is particularly relevant.

Mobile is changing the way the user can manage their time and 
the space around them. The majority of uses a mobile has – 
communication, basic life management, commerce, information 
access – are available offline. The effect of mobile is the ability 
for the user to manage all these different tasks and functions 
whenever they want, wherever they are, on their own terms. 

66% of smartphone owners say they use their phone for everyday 
life management tasks like setting an alarm, reminders or making 
lists. Mobile devices are used to help manage a myriad of different 
daily tasks by absorbing the functions of other devices – from the 
pen and paper to the alarm clock. 

“With the smartphone you went from having a personal 
communicator to having a remote control for your life. That control 
is fundamental.” 
Ronan Dunne, Chief Executive, O2

But as well as absorbing those functions, the mobile helps us to 
manage our lives in new ways.

18 The link between ICT usage and an uplift in subjective wellbeing was proved in 2010 http://www.
trajectorypartnership.com/t_useful_stuff/the-information-dividend-can-it-make-you-happier-bcs-
the-chartered-institute-for-it/
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We can see that beyond day to day tasks mobile is being used by 
a small but significant number of people (especially under 35s) for 
new activities – such as monitoring health and physical activity or 
managing domestic utilities - the first mainstream iterations of the 
nascent internet of things.

The extent to which users have integrated mobiles into their 
daily lives has raised the question of dependency – are users too 
dependent on their mobiles?

Users themselves are divided – in total 27% agree that they would 
be ‘lost’ without their mobile, while 48% disagree. Those who 
agree they are dependent found some support from our expert 
consultants, who also predict that greater dependency is to come. 

“We haven’t scratched the surface in terms of mobile dependency. 
The emergence of wearable tech to inform our understanding of 
our health and wellness makes the phone the one accessory we 
cannot live without.” 
Curtis Hougland, Managing Director, Attention

Having a higher level of choice and control is a long established 
component of wellbeing – and there is a positive association 
between mobile use and levels of control.
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Mobile use by level of freedom of choice and control

Users who do a greater volume of activities on their phone (more 
than 11 of the 26 listed) are more likely to feel a high level of 
choice and control – and more likely to agree that mobile has 
changed their life for the better. But this extended use and positive 
impact also comes associated with a lower level of dependency – 
people who feel a greater degree of control are significantly more 
likely to claim that they would be completely comfortable being 
without their phone. 

Crucial to this relationship is the number of portable connected 
devices the individual owns – having only a smartphone is 
associated with less agency and control, but having more than 
one portable connected device (i.e. a laptop or tablet as well 
as a smartphone) leads to greater levels of control and less 
dependency. This is likely to increase consumer demand for 
connected devices, as individuals believe that one device is 
insufficient to afford them greater control.
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Use of portable connected devices and components of 
wellbeing

58% 
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48% 
52% 
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tablet, e-reader
& laptop)

Smartphone only All people

High life satisfaction High control

How we play

• More fluid social lives – 30% of 25-34s ‘don’t bother to organise 
social occasions in advance anymore’

• The handset itself is a leisure device – 48% use it to play games, 
34% for watching videos on Youtube

• The end of ‘dead time’ – 30% say that having their phone with 
them means they know they can keep themselves occupied

“Mobile is creating more, new moments – like accessing the 
internet while waiting at the bus stop” 
Nik Shah, Measurement Lead, Retail/FMCG (EMEA), Facebook

The emergence of a play society is a key trend within modern 
culture. While it may look quite different to the leisure revolution 
that we were promised as a result of ever-increasing productivity 
there is no doubt that play is central to contemporary life for many 
people.

What do we understand by play? Our concept of play extends from 
traditional audio-visual entertainment including TV, Radio, Film 
and Music, to include all forms of live and digital entertainment 
including gaming, gambling and sport, as well as sports and leisure 
participation and the full spectrum of social activities.

With so much of the above content now available to us anywhere 
and anytime through our mobile devices play has become a 
default activity for the apertures in our daily lives, including 
those interstitial moments associated with transport hubs and 
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connections.

Mobile has also had a huge impact on our social lives, including 
who, how and when we arrange to meet and the forward planning 
of activities and venues. 19% of all smartphone owners say they 
rarely bother to organise social events in advance, which rises to 
30% of 25-34s. As well as facilitating a fluid approach to social 
arrangements, mobile has enabled the in-the-moment discovery 
of new people and places, and encouraged us to share our live 
experiences with the world (for better or worse).

Much of discussion of the role of mobile in relation to play focuses 
exclusively on the burgeoning mobile gaming and gambling 
markets – but there is far more to consider with regard to mobile 
in this space - not least the integration of gaming mechanics into 
new areas of life (including health and personal finance) through 
the application of psychological insights through Behavioural 
Economics.

In changing the way we control and spend our time – both at work, 
at home and in between – mobile has blurred the boundaries 
between life, work and leisure.

Mobile Today: How we Play

Mobile has also given rise to new moments – either private or 
social – at the user’s convenience. Mobile connectivity allows 
us to access the riches of the internet wherever we are. In this 
sense mobile has been central to the emergence of the digital 
Third Space.19 A concept that powerfully captures the hybrid 
contemporary role of coffee shops, juice bars, public spaces, 
transport interchanges and more – with Wi-Fi connectivity 
important for their clientele.

The endless connectivity mobile devices provide is changing the 
way users manage their social life and leisure time – as shown by 
the number of owners who say they don’t organise social events 
in advance any more. Personal leisure is also closely entwined with 
mobile phone use – with the device doubling for many users as a 
camera, TV, games console and media editing suite.

19 Originally conceived by Ray Oldenburg in The Great Good Place (1989/91), the Third Space 
described a convivial environment between work and home.
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Mobile uses, all those with internet-enabled phones 
(entertainment functions)
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Often heavily weighted towards under 35s, it is clear that for 
many, the phone is far more than a life management tool or 
communication device – but a primary source of media content 
and entertainment. Some 74% of 18-24 year olds agree that one 
of the main benefits of their phone is that having it on them means 
they know they can keep themselves occupied.

The extent to which we use our phones, tablets and other 
screen based devices has given rise to fears of ‘cocooning’ – or 
surrounding ourselves with screens at the expense of ‘real-
world’ interaction. Clearly these concerns relate to broader 
societal trends – such as isolation, declining empathy and health 
(especially obesity) issues. 
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For many these fears are overhyped – especially if we remember 
the heavy usage of different communications channels among 
younger users. Increasingly, the digital and real world combine, 
giving rise to the hybrid 3rd Space. Here we see the ability for 
mobile and other internet technologies to supplement and 
enhance the way we play – it broadens rather than narrows our 
horizons, allowing us access to a richer array of activities and 
experiences. Socialising is increasingly fluid, as mobiles provide 
the ability to arrange and enjoy leisure occasions with greater 
flexibility. Big leisure events – especially sports or entertainment 
– are augmented by the development of digital services either 
before or after the event itself, helping to build excitement and 
involvement, and then maintaining the interest afterwards.20

The Future of Mobile: How we will manage

“We’ll see more and more specialised devices - there’ll be a 
fragmentation of devices but the experience users will have across 
them will be consistent.” 
Phil von Heydebreck, Head of Business Strategy, O2

The idea of the mobile device as a remote control for life is already 
beginning to take hold, and will develop further in the future as 
users integrate more connected devices into their daily lives. For 
many experts, these devices – often wearable ones -will not be 
as multi-faceted as the smartphone, but specialised and single-
purpose. 

Such development may only help to increase the importance of 
the mobile handset – users will expect their experience across 
these different devices to be seamless and consistent. Evidence 
of this trend already exists, with operating systems and cloud 
technology combining to offer convenience and simplicity to an 
individual who might log off their PC at work but want to access 
the same document on their tablet on the train home.21

At home, the development of the internet of things will see more 
automation, as devices are able to interpret external sources of 
information and respond to them accordingly. Examples include 
lights that respond automatically to low sunlight, a fridge that 
knows when the user is low on essentials, or an alarm clock that 
notifies other household objects (kettle, shower etc) to start when 
it goes off in the morning. This sort of seamless object-to-object 
connectivity is currently being foreshadowed by internet enabled 
household management devices such as Nest or Hive, which allow 
users to monitor and regulate their home’s heating remotely. 

20 Big sports events have made particular use of this – such as the Fan Pic site after rugby matches 
at the Aviva Stadium http://tag.huggity.com/fanpic/aviva_stadium/
21 Google Docs offers this functionality – the ability to edit documents anywhere http://www.
google.co.uk/docs/about/
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“Fully connected homes and cities] could be amazing, but the 
challenges of getting there are immense - different companies and 
competing aims.”  
Shomila Malik, Head of O2 Labs

For some of the experts consulted, the potential benefits of the 
internet of things are huge, but visions of fully connected homes 
– and beyond that, fully connected communities and cities – 
are exaggerated. The sheer scale of the personal investment 
involved – replacing all personal devices and appliances with 
internet enabled ones would incur a cost most consumers would 
not contemplate, even with the potential benefits (which include 
savings in terms of both time and money) fully understood. 

Other barriers are competing companies and closed ecosystems 
preventing connected devices talking to each other – which raises 
the prospect of people referring to their homes in the same way 
that they talk about their phones, as ‘Android’ or ‘iOS’ homes.

“We’re already starting to see the future of the connected home. 
However, some barriers remain. For example, the cost of installing 
various devices and the time it takes to do so. Most people will 
keep a fridge for a long time - you’re not going to throw your 
perfectly good fridge out just to put a connected fridge in. But as 
the technology evolves, opportunities and the benefits will be great 
incentives for adoption.” 
Nathan Guerra, Head of Creative Agency Partnerships, Google

The amount of personal information generated by mobile devices 
will increase as wearable technologies and the internet of things 
develop – leading to urgent questions about how this information 
will be managed and used. 

The volume and variety of personal data that will need managing – 
from individual health information to household consumption data 
to business documentation and financial details – alongside the 
profusion of passive data (time, channel, location etc.) makes the 
development of new services in this space a crucial priority. 

The Future of Mobile: How we will play

“The opportunity is there for something really disruptive. A big 
leap in battery technology, or uses of graphene and things, flexible 
screens - if they do happen, they’ll be huge.” 
Nathan Guerra, Head of Creative Agency Partnerships, Google

In terms of gaming, mobile development has been profoundly 
impactful, with mobile phones first coming with pre-set games 
(and which games these were being a major point of difference 
between competing manufacturers) to the development of an app 
economy – dominated by game - where new releases are ranked 
and downloaded by any user with access. 
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New wearable devices together with new connected objects and 
the increasing sophistication of mobile handsets clearly have 
a huge role to play in the development of new entertainment 
possibilities – from providing us with more screens to further 
integrating gesture related or haptic technology into our gaming 
experiences. Virtual reality headsets – such as those being 
pioneered by Oculus – will fundamentally transform the gaming 
market by creating truly immersive connected experiences. 

The same trends in communication will also appear in the way 
we entertain ourselves – from increased personalisation and 
immediacy to the creation of new moments. As the capacity of 
smartphones and other portable devices increases, it is possible 
that they will act as the repository for all entertainment or leisure-
based information, incorporating TV, music, online video and 
games content.

As we consider the potential for technological development to 
revolutionise the way we occupy and entertain ourselves, it is 
equally important to consider the warnings received from our 
experts about the danger of focusing solely on the capacity of the 
technology and not on the needs of the individual.

“Some of the predictions don’t take into account the human factor. 
The winners will be the people who understand human behaviour, if 
it’s just based on the technology being able to do something clever 
we’re on dangerous ground.” 
Shomila Malik, Head of O2 Labs

Utility and behavioural insight will be crucial to the success of 
any new technology. Recognising this and understanding the 
prevalence of game-playing in contemporary society has led to 
intense discussion of the potential role for gamification in driving 
positive individual and social behaviour change – especially with 
regard to health, fitness and civic involvement. 

Developments in this space will continue to change our self-
understanding, the nature of our interactions and the blurring of 
pre-existing boundaries, especially where rewards generated in 
one sphere may be realised in another context altogether (e.g. 
gamified work incentives realised in entertainment rewards).
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Chapter Four: How we pay

• Half of mobile users have integrated the mobile into their 
consumer journeys

• One in eight users (12%) have both researched and bought 
products using their phone

• 53% of under 44’s say they feel more empowered as a 
consumer as a result of having a smartphone

“The consumer wants what they want, when they want it, at the 
best possible price” 
Tim Davis, Founder, Elicit

Just as mobile has transformed our relationship with the world 
and how we manage our lives today so it has also been central to a 
quiet revolution in the terms of payment for goods and services.

The UK economy is on a relentless journey away from cash 
payments, with only 52% of transactions in 2013 being fulfilled 
with cash.22 Thus in the place of notes and coins we have debit, 
credit, store and loyalty cards - with many of these now enabled 
for contactless payments. There is also widespread interest in 
the potential of mobile wallets and similar models to transform 
the smartphone into a payment device. This represents another 
aspect of the continued evolution from a convenience culture to a 
culture of immediacy – with mobile offering vast potential to drive 
in-the-moment purchases (something that will grow massively 
with the evolution of the Internet-of-Things).

Of course this subject extends far beyond cash, cards, and even 
mobile payment mechanisms. The digital age has seen an 
unprecedented range of free products and especially services enter 
the market – such that people can talk about a new generation 
brought up to expect that information (in the widest sense) is now 
freely available to all – whenever and wherever they choose.

Today, we have a more nuanced understanding of the issues 
involved, especially as they relate to personal privacy and data 
security. We have already discussed the evolution of social media 
beyond the global social networks and toward bespoke layers of 
inter-connected networks more closely reflecting and related to 
the different layers of our human relationships. 

Beyond the free digital application, content and service models 
dominated by the consumer technology behemoths, built as they 
are upon privileged access to our information and data (not to 
mention broadband and mobile internet infrastructure) there are 
exciting opportunities emerging in the fast changing peer-to-peer 
space.

22 The Payments Council reports that in 2013 52% of all UK payments were made in cash.
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Individuals and communities are utilising their connectivity to 
bypass authorities and institutions and develop new solutions to 
old problems - including access to finance.

Mobile Today: How we pay

Recently, mobile technology has facilitated new types of payment, 
from contactless to the exchange of information and personal data 
in return for ‘free’ or tailored products and services fitting in with 
the broader evolution from physical money – cheques and cash – 
to electronic formats, evidenced through the mainstream adoption 
of credit and debit cards.

And in parallel with developments in payment technologies we 
have seen the rapid growth of virtual retail including mobile or 
m-commerce. 12% of mobile users have researched and bought 
items on their phone, while mobile has been part of a purchasing 
journey for 50% of users. While convenience, including frictionless 
payments, is an important driver – price has also been crucial.

While some of the benefits of mobile and digital commerce 
are indirect – such as the ability to conduct transactions when 
unable to get the shops (or out of opening hours) – others are 
far more tangible, for example, the fact that more than half of 

Do you ever do any of the following when you are out 
shopping?

42%

27%

27%

19%

17%

12%

Phoned/texted someone
I know to ask their advice

Sent a picture to someone
I know to ask their advice

Compared the in-store price
with prices online

Looked up vouchers or coupons
online/used an app that would

save me money in-store

Looked up product reviews

Scanned QR codes or barcodes
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Having a smartphone makes me feel more empowered as a 
consumer (all agreeing)

Consumer empowerment is a composite measure enhanced by 
digital and mobile connectivity. Before we look forward to future 
possibilities we should recognise that today many of the people 
who would benefit the most from mobile enabled empowerment 
are not in a position to do so.

As well as this empowering function, there is an even more direct 
consumer dividend from the proliferation of mobile devices – the 
emergence of free, access anywhere content. Online services such 
as YouTube and on-demand TV provide video content to stream, 
while the app economy includes at its heart new and updated 
games. This ‘free’ entertainment is frequently monetised through 
advertising, data or in-app purchases – but the initial cost to the 
consumer (after the cost of the device and contract) is often zero. 
One estimate from 2013 put the size of the global app economy at 
$25bn.23

The transaction is ostensibly free but is actually powered by the 
exchange of data – the most impactful change to the way we pay. 
It is clear through the development of the digital economy that 
consumers are happy to exchange their data in return for services 
they value, from providers they trust. This relationship is changing 
not just the way we pay but commoditisation itself.

23 http://online.wsj.com/news/articles/SB10001424127887323293704578334401534217878

16% 

3% 

37% 

19% 

Under 44 Over 44

Agree Strongly Agree

younger consumers feel more empowered as a result of using a 
smartphone while shopping.
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It is clear that we are only at the beginning of the journey with 
regard to the use of data as a medium-of-exchange or as a source 
of remuneration and in exploring the inter-relationship between 
personal data and private or public service delivery. Yet in motoring 
for example we are already seeing widespread use of mobile black-
box technology to inform individual 

The Future of Mobile: How we will Pay

“There should be a value exchange - if I’m going to give my 
information about my telematics and my driving then I’m going to 
expect a better deal out of it.” 
Ross Sleight, Chief Strategy Officer, SOMO

The proliferation of connected devices will see a massive rise in the 
amount of personal data generated. While an enormous volume 
of data is currently generated by mobile use,24 the nature, amount 
and detail of this data will change dramatically in the future. This 
data will increasingly become the currency of the future – with 
products and services provided at reduced or no cost (except the 
data received in return). This will help transform the way we pay – 
and fits in with the long term trend away from physical money and 
towards electronic payments. 

As mobile connectivity increases with the rollout of 4G, users will 
do more with their phone. Even today 16% of smartphone owners 
use their device for watching TV, a data-intensive function. The 
data generated from these smartphones as people do more on 
them (leisure, work and day-to-day tasks) will help transform 
personal services and increase the power of predictive technology, 
location based services and tailored recommendations.

Data generated by other connected devices will add an extra 
dimension. Real time data from homes could change the way 
utilities are managed and delivered, while health and biometric 
information could result in new medical understanding of the 
causes of ill health. Emergency services could use this data to 
better predict and coordinate response to major events. 

Personal data will become a powerful resource, with more than 
one expert predicting it will become the currency of the future, 
especially amongst the digital native generation who have grown 
up - and are extremely comfortable with – exchanging their 
personal information in return for services. The benefit to both 
the individual and the service provider is understood by both 
parties. As PIMs develop, the user’s relationship with their network 
provider will change. Recent trends towards increasing flexibility 
and SIM-only contracts provide an indication of the possible 
direction of travel.

24 A 2012 IBM report estimated this at 2.5 exabytes per day – but this is growing exponentially.
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“Privacy’s not primarily what younger people are looking for, 
they’re looking to access and share information.” 
Tim Davis, Founder, Elicit

The capacity for this data to better lives and improve services at 
local and national level is immense. But significant barriers stand 
in the way. The first concerns the willingness of users to part with 
their data – especially as it becomes increasingly sensitive and 
more personal, and as some realise how valuable it is.

“The key is control. Consumers need to have the supreme 
arbitration point on this -and they need to be able to change their 
mind.” 
Tim Davis, Founder, Elicit

Many experts believe that the benefits of sharing data – even as it 
becomes more personal – will greatly outweigh any concerns over 
the way that data is used, but this might not be the view shared 
by all users. The degree of control each user wishes to exercise 
over their personal data will vary, with some far more permissive 
than others. Ultimately, final control will have to reside with the 
consumer – acting as the ‘supreme arbitration point’. 

An alternative scenario would see consumers recognise the 
value of their data and wish to conserve their privacy. Those who 
realised the monetary value of such data could perhaps end up 
sharing only for profit.

“Perhaps 10% will be incredibly privacy conscious -this could give 
rise to 3rd party platforms which could barter and arbitrage their 
data for a profit.” 
Ross Sleight, Chief Strategy Officer, SOMO

In the main, data is likely to be shared in increasing volume by 
increasing numbers of people. As such, predictions that big data 
becomes the currency of the future look sound, as it is exchanged 
literally in return for products and services - and then used to 
improve the value and experience provided by those services.

There are significant challenges here for many business and 
public service models. The greater availability and tracking of 
personal data serves to diminish the basis for collective models 
of insurance, protection or taxation. For example, the existing 
principle of general insurance is to spread the risks of the few 
among the many. Clearly such principles will be under ever-greater 
challenge by a newly informed population.

Equally we must address the issue of data literacy within the 
broader ambition of ensuring universal and equitable access to 
digital products and services. There is no doubt that at present it 
is only a minority of the population who are able to exploit (and 
protect) their personal data to their greatest benefit.
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Data will also be central to new forms of non-monetary (peer-to-
peer) value exchange, enabling individuals and communities to 
barter skills, expertise, time or resources to develop new products 
services and approaches.

Beyond data, the way we pay in the future will be affected by 
increased access to new ways of spending. The adoption of mobile 
wallets and peer to peer payments will provide mobile users with 
easier and faster ways to transact, as well as helping support new 
(often local) payment centres, such as community orientated 
credit unions.25

This fragmentation of payment mechanisms and mediums of 
exchange will create new opportunities for intermediaries but also 
present new challenges, not least to the state exchequer. New 
frameworks will need to be developed to capture value added 
exchanges and transactions in a more complex, agile and mobile 
economic system.

25 See http://openidentityexchange.org/2014/06/exploring-the-role-of-mobile-in-digital-identi-
ty-assurance/
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Chapter Five – How we discover

• Mobile driving creativity – 40% of 25-34s say their phone allows 
them to express themselves creatively

• Access to information has tangible impacts – 25% save money 
by using a smartphone when shopping

• Gathering information about the wider world – 40% keep up to 
date with the news on their phone

“Society is affected by the control of information. By democratising 
it you change the control dynamics within society.” 
Ronan Dunne, Chief Executive, O2

The concept of discovery is wide-ranging and usually context 
specific - but typically relates to finding or unearthing (something, 
someone or somewhere) unknown while formally extending to 
disclosure.

Taking the latter sense first internet has induced a culture of 
transparency across the public and private sectors, not only 
improving accountability but through initiatives such as the Open 
Data movement facilitating public private innovation through 
advanced data analysis.

We have also seen the availability and accessibility of information 
having an impact on consumer markets, such that we can talk 
about a consumer dividend accruing from mobile connectivity – 
25% of owners agree that using a smartphone while shopping 
helps them to budget. Not only does mobile allow us to find 
the best price, it allows us to do this wherever we are while also 
connecting us to friends, family and peers for advice, not to 
mention facilitating immediacy by informing us of where the 
product is available and speeding us through the payment process.

This process will develop in the coming years such that we will 
become the passive recipients of recommended goods and 
services predicated on real-time circumstance and location. 
Thus we will arguably see serendipity usurped by algorithmic 
recommendation.

Our understanding of the process of discovery will change 
significantly as our hybrid environment develops through the 
internet of things. We can already access additional digital 
information for key landmarks and historical buildings26 - these 
are precursors to the transformation of the tourist experience – 
with objects and artefacts containing their own digital histories 
and narratives. Mobile connectivity will also help us to overcome 
language barriers through automated translations but also 
through advanced (context stimulated) learning programmes.
26 Wikitude World Browser being one example of AR and tourism combining http://www.wikitude.
com/
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All agreeing: my phone allows me to express myself creatively 
(smartphone owners)

Mobile applications are already transforming our ability to identify 
and connect with people in proximity to us. Today we can even 
discover the secrets of strangers in our midst through a range of 
applications. Indeed such is the likely depth and breadth of mobile 
connectivity to come that the hardest thing to discover is likely to 
be people who are not on the grid. 

The overall challenge in this space is to maintain an effective 
balance between the opportunity for serendipitous discovery and 
efficient automated information and recommendation. Ultimately 
this should be a matter of individual choice - and the control should 
lie with the individual user. 

For some, the importance of the phone as a means of expanding 
access to information and facilitating the discovery of new 
experiences cannot be understated. Mobile connectivity allows us 
to discover a breadth of new people, places, skills and information 
– with 40% of smartphone users following the news on their 
phone. The nature of discovery is such that it is closely linked 
to both our leisure time (as we yearn for new activities and 
experiences to occupy our time) and our relationships with those 
around us.

In many senses, the world is getting smaller and the ability 
to connect with sources of information – often education – is 
a fundamental transformation. Within society, it has helped 
drive first the decline and then the evaporation of deference to 
traditional sources of information – a trend that sees the value 
of personal recommendations soar and that has very practical 
implications – such as being able to compare prices and look up 
product recommendations while shopping (something 17% of 

33% 

40% 

26% 

15% 

8% 7% 

18-24 25-34 35-44 45-54 55-64 65+
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mobile users say they have done).

The sheer volume of the information mobile and internet 
connectivity grants us access to raises the question of how much 
information is too much, and whether or not the proliferation 
of choice is a positive trend. For some, this concern has been 
exaggerated – mobile technology has merely increased the 
perception of choice, rather than the amount of it.

“Choice has always been there - the fact that you can now access it 
digitally means that the perception is that choice has increased.” 
Craig Patton, Head of Business Development, Fjord

The key element of the debate is the way we manage this choice. 
In recent years, concerns around the so-called ‘filter bubble’ – i.e. 
extending the automated curation of content to personalised 
predictive technologies – have grown. In this sense, the 
serendipitous discovery of new content or products is hampered 
by our curated bubble but also our inclination, when faced with 
a profusion of choice, to default to trusted recommendations. As 
Eli Pariser recently warned during his recent TED talk,”instead 
of a balanced diet of information you can end up surrounded by 
information junk food”.27

“Choice overload means we don’t make choices - look at TV - the 
serendipitous finding of new programmes is dead, and that means 
that it’s all about recommendations.” 
Anthony Rhind, Chief Digital Officer, Aegis

The crucial aspect the choice debate as it relates to consumer 
decisions is the measure of control consumers perceive 
themselves to have. Certainly the hugely positive data from 
smartphone owners – 48% of whom feel more empowered as a 
result of their device – implies that many users are able to manage 
their devices in such a way as to feel the benefit. For some of our 
experts, this sentiment was endorsed, as many expressed the 
view that as long as the individual retains ultimate control of their 
decisions and behaviour, choice can and should be displaced.

“Choice is a burden, and mobile technology might allow you to 
displace that burden” 
Professor Jonathan Gershuny, Professor of Economic Sociology, Oxford 
University

27 http://www.ted.com/talks/eli_pariser_beware_online_filter_bubbles
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The Future of Mobile: how we will discover

“The smartphone could become the ‘hub’ with regard to the 
internet of things and wearables. They all have to be controlled 
with one thing – and that’s the phone – it’s the remote.” 
Anthony Rhind, Chief Digital Strategy Officer, Aegis

Our ability to learn and discover new things and experiences is 
affected by the way we receive and interpret information – and 
what type of information we receive. New types of device facilitate 
new types of information (and potentially more information).

One example is the ability for wearable devices to lead to better 
understanding of our own health – and in turn, lead to better 
health outcomes overall. Smartwatches and other wearables 
will be able to monitor health information in a way that phone-
based applications cannot, by including biometric information 
such as exercise and heart rate.28 While the medium term 
health implications of mainstream wearable technology may 
be superficial – people counting calories rather than full-scale 
biometrics – the trend is well underway.

The rise of wearables and the nascent internet of things have 
huge implications for the smartphone or mobile handset – a 
device that has become many user’s primary tool for unlocking 
new experiences. Although a large proportion of users expect such 
devices to eventually replace the phone (although not for a while), 
expert commentators and those within the industry see a different 
future – where personal networks are managed by a phone which 
becomes even more of a remote control for life than it currently 
seems.

“The handset does have a role in the future. It’s a connector – it’s 
what connects you to other things, so it could be the router of your 
life.” 
Craig Patton, Head of Business Development, Fjord

As personal networks broaden and become more sophisticated the 
need to have a single point of control will increase. Furthermore, if 
many new devices are simpler and less complex or multi-purpose 
than modern smartphones, that handset can become the method 
of controlling all those different devices. On another level, of 
course, having the smartphone as a router for all of the rest of 
your personal connectivity – communicating with other devices 
either by wireless or Bluetooth – means that the phone becomes 
not only the controller, but also, ultimately, the connector (in 
that it is the device that provides the underlying connectivity and 
functionality to other devices). Beyond this, we can see the role of 
the mobile in a Mesh network, supporting and relaying innovation. 

28 The appetite for this knowledge is well evidenced by the expansion of the existing self-quantifica-
tion market – devices like Fitbit and Nike Jawbone are allowing consumers to monitor their health in 
greater detail than ever before.
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The extent to which this connectivity is automated in the future 
is one of the major questions for the future of discovery. The 
Internet of Things will continue to develop over the next decade 
and in doing so will increase the number of devices speaking to 
each other (and their surroundings) and responding automatically 
to stimulus. There is a natural fear here that such automation 
will impair our ability to choose – our decisions will become less 
active and more passive, and the serendipitous discovery of new 
information, entertainment and services will decline. 

Of course, this automation is likely to be used in the future 
increasingly to save time through delegating household chores to 
machines and devices. In turn, users are likely to have more time 
for connectivity, leisure, and discovery.
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Chapter 6: How We Work

• 73% of business decision makers say that their mobile allows 
them to be able to manage their time and feel more in control of 
their life

• But they also acknowledge the always-on culture – 49% say 
their phone makes it hard to switch off 

• Overall, 33% of business decision makers say that mobile is 
essential to the way they work

“Society is affected by the control of information. By democratising 
it you change the control dynamics within society.” 
Ronan Dunne, Chief Executive, O2

“There’s a need to be culturally aware of what’s acceptable in your 
business. The power of tech is allowing people to be more flexible – 
and they can set the rules about when they want to be contacted” 
Richard Robinson, Director of Brand Development, Google

We have seen already in this report the extent to which mobile 
has impacted on society culture and commerce over the last 
thirty years. These changes have direct implications for how we 
work today and how we will work in the future. No industry will 
be immune to the progressive impact of mobile; with ubiquitous 
connectivity enabling new processes and efficiencies, new 
services, experiences and new business models. 

We started by exploring how we connect today – highlighting 
individual expectations of immediate, anytime, anywhere 
connectivity with businesses and other service providers – with 
the expectation that these demands will accelerate into the future 
with immediate, intelligent, contextually aware, personal and 
seamless service delivery – facilitated by the use of personal data 
–the new normal.

This level of connectivity has already impacted on how we relate 
to ourselves, to others and to the world around us – as well as on 
how we communicate – while also transforming day-to-day life 
management including the creation of new opportunities for play 
and discovery.

In fact the continued blurring of the previously understood 
boundaries between life, work, play and home will be a key future 
of how many of us will live in the future. While fixed line or desk-
top connectivity gave us a glimpse of this new world the mass-
adoption of mobile has vastly accelerated the deregulation of life 
and the transformation of culture – including work.

Thus businesses and other service providers will increasingly need 
to orientate their processes and strategy around mobile in order to 
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meet contemporary and future business and consumer demands.

Mobile Today – the way we Work

Mobile has already changed the way people work. Our research 
included a sample of business decision makers – 33% of who 
agree that mobile is essential to the way they work today, with a 
further 38% saying it was important, but not essential. For many, 
one benefit of mobile technology is the spatial freedom it gives – 
liberating workers from fixed desk and chair.

“Just being able to move around and physically be in different areas 
stimulates creativity” 
Shomila Malik, Head of O2 Labs

In this context it’s interesting to note that only 34% of our 
business audience agreed that they work in exactly the same place 
every day, suggesting a high degree of mobility within the current 
working paradigm and while a further 20% work within the same 
location on a daily basis, it is particularly instructive to note that 
15% generally travel around while working, a further 8% work 
across multiple office locations and 22% work from home for at 
least some of the time.

Mobile is critical to the efficiency and effectiveness of this fluid 
approach to work locations but also to maximising the benefits, 
whether that is in terms of creativity, collaboration or customer 
insight. As mobile services and technical possibilities expand we 
will see even greater benefits from a mobile enabled workforce 
– from maintenance engineers to car mechanics and sales 
professionals. 

Mobile use at work is often associated with the ‘always on’ 
mentality. With mobile access to emails, calendars and work 
documents, the lines between work and leisure or family time 
become less distinct. Certainly this is a view endorsed by our 
business decision maker segment – 49% of whom agree that 
their mobile device (either a phone or a tablet) makes it harder 
for them to ‘switch off’ when not at work - although nearly a 
quarter (24%) disagree. The perceived dangers of this ‘always 
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Views on mobile and work – business decision makers

on’ mentality should not be dismissed as they resonate with 
business users around the world. In 2011 Volkswagen agreed to 
switch off its email servers when workers were not on shift, to stop 
them feeling they have to reply. In 2014 the French Government 
passed legislation aimed at strictly demarcating work and leisure 
by requiring employers to ensure their staff properly ‘disconnect’ 
when not at work.

There is, however, reason to be relaxed about these concerns, with 
our expert panel suggesting that people are still learning how to 
integrate mobile communications into their lives without feeling 
the disruption. Being always on could be a potential benefit – and 
balancing work and life can lead to greater harmony between the 
two. 

“Using technology at work - and working from home - means that 
people can be less stressed overall. Using technology reduces stress 
by reducing the pressure we feel when returning to work ‘cold’ after 
holiday. There’s a benefit to feeling connected all the time.” 
Dr Jane Vincent, London School of Economics and Political Science

More broadly, our sample of business decision makers is in 
agreement that their use of mobile technology provided a number 
of benefits – improving networking, efficiency and productivity 
(see chart above). Even for the individual employee, the perception 
of an always on work culture is outweighed by the positive impacts 
mobile brings to the workplace.

According to a recent survey, 85% of large organisations believe 
there are direct, tangible benefits to the UK economy from mobile 
connectivity. One recent estimate, from the CEBR, put the impact 
on productivity from maximising mobile connectivity at an extra 
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178 hours worked per worker per year (or GVA per worker of 
£1,895). In total, the annual economic benefit to the UK from 
mobile was placed at £30bn.29

The current value and future potential for mobile in business 
is reflected in the fact that 71% of our business respondents 
describe mobile today as essential (33%) or important (38%) to 
their business.

Within which figures it’s interesting to note (see chart below) how 
they compare by business size – at present large businesses are 
more likely to agree with these statements than micro businesses. 

While this speaks to the role of mobile in cutting-through 
organisational hierarchies as well as in connecting employees 
across multiple locations and markets, it is medium size 
enterprises that demonstrate the greatest reliance on mobile 
today - and highlight the greatest productivity and network 
communications benefit from mobile connectivity.

29 Smarter Working Britain, CEBR 2013

Importance of mobile to your business – business decision 
makers (by number of employees)

Within larger businesses and organisations there are well-
recognised challenges in meeting employee and customer 
expectations of mobile connectivity and communications. 

“The individual employee might have a certain need for a 
smartphone with a SIM at a basic level. The NHS has certain needs 
- a tablet could help filling in forms, or a mobile device to track 
location – that’s very different to an office worker who might need 
office applications.” 
Phil von Heydebreck, Head of Business Strategy, O2

33% 

26% 

38% 
35% 

32% 

47% 
43% 

37% 

9 or fewer 10-49 50-249 250+

It is essential - I wouldn't be able to work the way I do without it
It is important - it helps a lot, butit isn't completely essential
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There is clearly a need to understand the specific requirements 
not just of that business but of the roles undertaken by an 
individual. As the complexity of requirements increases, so does 
the sophistication of devices. New services are being developed 
that cater to a range of business needs, such as backup security 
services that secure – and on request, erase – sensitive business 
data if devices are stolen or misplaced.

One other obstacle to overcome is the need to harmonise personal 
devices with office or work based systems. The consumerisation of 
smartphones is a natural consequence of the multi-functionality of 
the phone and the blurring of work and leisure time and priorities, 
but also something that can create practical problems.

“Most organisations have a certain proportion of the workforce that 
has a company sponsored device - but there’s another proportion 
where they might struggle to find the business case to provide that 
technology. One result of this is people bring their own devices to 
work and trying to access work based systems and tools provided 
by their employer - which can cause some security risk.” 
Phil von Heydebreck, Head of Business Strategy, O2

Indeed remote access to company servers remains an issue for a 
number of our business respondents - including 46% of medium 
size enterprise respondents - addressing this system security 
issue through the intelligent use of mobile cloud systems will be a 
critical factor in future success.

The Future of Work

“The world is getting smaller – there is more opportunity to 
be visible. You can be quite a small entity but have quite a big 
presence online” 
Shomila Malik, Head of Labs, O2

There is no doubt that we can expect greater mobile orientation 
and integration across an ever wide range of business and service 
sectors.

Responding to ever-growing consumer demands and expectations 
will certainly continue to impact on working roles and employment 
patterns. This will create new roles and opportunities but it 
will also make many roles redundant. Equally the effective 
deployment of mobile technologies in the administration 
(including payment), production, maintenance and distribution of 
goods and services will have a transformative effect on working 
roles and employment opportunities.

What is for sure is that the future world of work will require new 
digital skills. Research produced by Development Economics 
forecasts that the UK alone will require 745,000 digitally skilled 
workers up to 2017 – and also speaks to the opportunity to 
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harness the digital skills of young people to address this alarming 
skills gap, with the potential for 20% of these jobs to go to under-
25s.

All businesses and service providers in the future will need to 
understand and respond to the data revolution, both in terms 
of driving business efficiencies but also in driving more effective 
consumer targeting and communications. We also expect to see a 
transformation in the personal data market with the emergence of 
new intermediaries – Personal Information Management Services 
(PIMS) – and services as discussed earlier.

The data revolution will have a profound impact on the world of 
work in other respects too. Data will become ever more central 
to management models, providing a rich and growing source of 
employee monitoring and increasingly informing remuneration 
models. Gamified HR practices may make the process more 
palatable (and increase blurring) for many but don’t disguise the 
need for very careful adoption by employers – especially when 
these techniques, as they surely will, include automated employee 
health monitoring.

In terms of the working environment we would expect to see 
continued growth in the volume of people employed in the micro, 
small and medium sized enterprise (SME) market. Part of this 
will be driven in the short-term by continued increases in self-
employment, with much activity coming from drop-outs from 
major private and public sector employers.

Longer term, employment generating, SME growth will come 
from new business concepts emerging from new technologies 
and the deployment of new products and services. It is likely that 
this growth will see even greater specialisation – and new needs 
for business collaboration and partnerships – and even greater 
diversity of working environments and employment patterns.

SME growth and the parallel transformation of the business sector 
will only intensify reliance upon mobile connectivity – placing even 
greater pressure on the resilience of the network infrastructure. 

Today we have already seen how the (smartphone) application 
economy30 has been built on the back of the mobile network 
infrastructure, while we are currently witnessing the nascent 
impact of the widespread availability of 4G in the UK.

“We’re only scratching the surface in understanding how 4G will 
enable businesses and people around the UK to tap into that 
enriched mobile internet experience” 
Andrew Conway, Head of Mobile Access, O2

30 http://www.theguardian.com/technology/2014/jun/26/uk-apps-economy-worth-four-billion-
pounds
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Tomorrow we expect to see an even greater range of mobile digital 
services available to support specialist businesses, these will 
include new peer-to-peer models, serving to bypass traditional 
authorities and regulators, and introducing a new dynamism to 
the SME sector. They will also provide access to state-of-the-art 
technology platforms and training opportunities – including the 
use of virtual reality applications.

This continued transformation of how, where and when we work 
will also have a significant impact on travel patterns and so our 
use of public transport and local amenities. We have seen today 
how mobile has driven growth in a casual, café working culture for 
many. Tomorrow we expect to see new amenities and services 
develop to meet changing and growing demands.

The Rise of Mobile in a Connected Society 

And finally…

It has been a fascinating experience to assemble all this 
evidence on the transformative power of mobile. As this report 
demonstrates, mobile has, sometimes fundamentally and 
sometimes subtly, changed the way we live. How we manage 
our lives; how we connect, pay, discover, play and work is barely 
recognisable from the established norms and models of 1985.

It has also been interesting to attempt to anticipate the immediate 
future of mobile. Our predications, like any forecast, may be 
right or wrong to differing degrees. However, we can be certain 
of one thing – mobile will not stand still. In the immediate future 
we will see more change as 4G becomes further established and 
embedded. And then we have 5G waiting in the wings…

We look forward to revisiting these themes in a few years’ time, to 
explore yet more transformation and to see whether our forecasts 
were right!
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