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Value Me

You want my data?

What’s it worth?

Consumers are aware 

that their personal data 

is valuable

Why it’s 
happening

Misuse of personal data 

means managing data 

online is a growing topic 

of conversation 

Consumers feel they 

are due a slice of the 

pie. When they share 

their data, they expect 

value in return

The future



59%

30%

22%

31%

13%

Value Me
Topline data

of consumers are willing 

to sell ALL their digital 

data to the right brand 

at the right price. 

45% 
of us are more likely to 

buy from you if you 

reward us for our digital 

information

59% 



Value Me



Key data measures

Value Me

59%

30%

22%

31%

13%

48%

Awareness
48% of global online consumers are aware that  their data is 

valuable to marketers and service providers.

Engagement
30% know how to exchange data for rewards. Today 

engagement with the idea is already high.

Future Intent
59% are interested in selling their data for rewards.

Microsoft Digital Trends

Marketing Potential
31% who are aware of the trend are more likely to engage 

with a brand that offers rewards for their data...



Permanent digital 
footprints won’t exist. 

The more time we spend 
online, the more we 
consider our digital legacy. 
It’s the permanent 
memory that is making us 
anxious. 

Why it’s 
happening

The future

Right to 
Anonymity
This message will self-
destruct in…

Consumers are deleting any 
personal data they can to 
preserve anonymity.



Topline Data

Right to Anonymity

Source: Microsoft Digital Trends. Base Size: N = 8,055

Collected over a 6-month period. 

36% 
of us want all information we share 

online to be automatically 

removed after a specified time.

65%
of us are more likely to buy from 

you if you allow us to update our 

privacy settings. 



Right to Anonymity



Key data measures

Right to Anonymity

42%

73%

36%

29%

28%

11%
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Awareness
42% can manage their digital identity by removing data. The majority 

want to choose for how long their information is online.

Engagement
36% want personal pieces of online information removed 

automatically after a specified time.

Future Intent
94% of early adopters would be interested in a server that allows them 

to remove information. 

Marketing Potential
28% would be keener to buy a product that offered an ‘auto – delete’ service’.



IMS Research predicts 
28% rise in fitness 
monitor sales by 2017.

Consumers want to kick 
small bad habits and 
improve. 

Why it’s 
happening

The future

My 

Analytics
Be your own life coach

‘Self-quantification’ is on the 
rise as more people measure 
their well-being on apps.



My Analytics
Topline Data

38% 
of us are interested in continuously 

analyzing our data using devices implanted 

into the body.

55% 
are more likely to buy a product or service 

that helps identify how we can make 

improvements to life. 



My Analytics



My Analytics
Key data measures

51%

38%

27%

15%

23%

18%
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Awareness
Younger demographics are used to being ‘always on’. They are 

also more likely to pursue self-improvement goals.

Engagement
27% are highly engaged with the trend. 50% use digital devices 

and apps to track habits, activities and performance. 

Future Intent
38% are interested in tracking their data using devices implanted into the 

body. Younger men are the most interested. However, 39% express little or 

no interest in engaging in a future of implants at all.

Marketing Potential
23% are more likely to buy a product or service from a brand 

that helps them improve their well-being.



Intelligently
ON
Quiet is the new loud
Consumers are seeking ways 

to take a break from being 

online without feeling totally 

disconnected

Consumers want 
technology that responds 
to their signals: at work, 
at home and on-the-go

Consumers seek 
technology that 
disappears, but that 
doesn’t disconnect 

Why it’s 
happening

The future



IntelligentlyON
Topline Data

46%
of us are aware of digital 

devices/ services that offer 

filtered messages at different 

times in order to give more 

quiet and peaceful moments

54%
of us expect brands to know 

the right moment to talk to us

47%
of consumers want to 
spend time away from 
the internet

62%
want to be completely 
unavailable on vacation 



IntelligentlyON



IntelligentlyON
Key data measures

46%

55%

33%

20%

24%

13%
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Awareness
46% agree that their digital devices/ services understand when 

they need them to switch off or filter information they receive 

to give them more moments of peace.

Engagement
33% like being connected all the time.

Future Intent
55% are interested in future technology that will be able to predict when 

users want to be connected, and switch on/ off automatically.

Marketing Potential
24% of online consumers expect brands to know the right moment to talk to them.
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‘Coding Clubs’ will be 
part of education, 
teaching coding basics to 
children. 

More people realise 
technology is crucial to 
our lives and are learning 
to code in their spare 
time.

Why it’s 
happening

The future

Creator 
Culture
I want bespoke

as standard
Educators, policymakers are 
recognizing the need for the 
next generation to be fluent in 
code.



Creator Culture
Topline Data

39%  
expressed a desire to learn how to 

make or adapt our own digital 

devices. 

49% 
of us expect brands to be open and 

allow us to create a new product or 

service by using the brand’s original 

design and features. 
Source: Microsoft Digital Trends. Base Size: N = 8,055



Creator Culture



Creator Culture
Key data measures

24%

54%

7%

18%

14%

7%t

Awareness
24% relate to the idea. ‘Creator Culture’ is a niche trend, but those 

responding to it are often deeply engaged.

Engagement
7% are already creating and adapting their devices/ services (7% are deeply 

involved). These are mainly men.

Future Intent
Nearly 50% expect brands to enable them to create new products or services. 

Marketing Potential
14%, but there is a high conversion rate from awareness to engagement 

and future intent – of 94%. Microsoft Digital Trends



Specialised sites for 

smaller networks with 

more relevant content 

Consumers are looking for 
more personal and local 
experiences online

Why it’s 
happening

The future

Niche 
Networks
Don’t generalize, specialize
Consumers are choosing closed 

and dedicated networks for 

different aspects of their online 

lives.



Niche Networks
Topline Data

41%
of us are using more specialist social 

networks dedicated to our precise 

needs over general services.

53%
of us are more likely to interact with 

genuine connections.

Source: Microsoft Digital Trends. Base Size: N = 8,055



Niche Networks



Niche Networks
Key data measures

41%

43%

15%

15%

19%

11%
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Awareness
41% are using more specialist social networks dedicated to 

their precise needs.

Engagement
15% of younger demographics use ‘Niche Networks’. More than half under 

34 years old use many specialist services rather than a single network.

Future Intent
43% are interested in engaging with niche networks in the future.

Marketing Potential
Consumers are more likely to interact with a brand when using 

niche services tailored to the specific needs.



Technology will know you 
so well that it will delight 
you in ways you could 
never imagine

As data makes the world 
more predictable, 
consumers still want a 
sense of surprise 

Why it’s 
happening

The future

Age of 
Serendipity
I expect the unexpected
Consumers seek technologies 

that surprise them at the right 

time and place, and when they 

are in the right frame of mind



Age of Serendipity
Topline Data

55% 
of Global online 

consumers expect 

technology to deliver 

surprising experiences 

that feel like 

coincidences. 

50%
are interested in using 

products and services 

designed to surprise 

and delight them.

Serendipitous encounters will strengthen our 

emotional connection with technology and 

maximise fun.

61% 
of Global online consumers are more likely to 

buy a product or service from a brand that 

delivers pleasantly surprising experiences



Age of Serendipity



Age of Serendipity
Key data measures

55%

50%

20%

16%

33%

17%
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Awareness
55% expect technology to deliver surprising tailored experiences that ‘feel 

like coincidences’. 

Engagement

20% love digital devices/ services that provide them with new 

recommendations or content without actively seeking them out.

Future Intent
50% are interested in using products and services that are designed to 

surprise and delight them. 

Marketing Potential
33% already expect brands to know them and offer something they didn’t 

know they wanted. 61% are more likely to buy a product or service from a 

brand that delivers pleasantly surprising experiences.



Static devices will be 

expected to stimulate 

beyond sight and sound 

for a fully immersive 

experience (‘beyond 4D’) 

Consumers want 

technology that 

enhances the ‘real’ and 

touches their senses

Enhancing 
the Real
Light up your senses not 

numb them
Technology is becoming multi-

sensory, taking consumers 

beyond the flat surfaces and 

offering richer experiences

Why it’s 
happening

The future



Enhancing the Real
Topline Data

of us are more likely to buy 

from a brand that allows us to 

touch and feel their products 

wherever we are – in a store 

or on the Internet

Source: Microsoft Digital Trends. Base Size: N = 8,055

61% 



Enhancing the Real



36%

49%

16%

18%

23%

10%

Enhancing the Real
Key data measures

Microsoft Digital Trends

Awareness
36% believe digital devices/services enhance their experience 

in the real world because they engage all their senses.

Engagement
16% are looking for technology to be seamlessly integrated 

into the real world - Figure is predicted to grow.

Future Intent
49% are interested in more opportunities for multi-sensory experiences.

Marketing Potential
23% expect brands to heighten everyday experiences by engaging more of 

their senses. 61% are ‘much more likely to buy from a brand that allows me to 

touch and feel their products wherever I am: in a store or on the internet’.
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Insights Experiences













Key takeaways

• Create ‘whole brain’ experiences that 

align the logical with the emotive

• Give consumers more control over 

their data and they’ll give you more 

engagement 

• Leverage technology to respond to 

consumer intent. Recognize 

opportunities to create serendipitous 

experiences 

• Enable influencers to create their 

own versions through curated 

content and experiences 

• Find your niche and enter 

conversations around it

• Move faster to future-proof your 

strategy… many of these trends 

are manifesting today



Resources

External Materials: 

http://advertising.microsoft.com/internationa

l/digital-trends

http://advertising.microsoft.com/international/digital-trends



