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This research delves into the landscape of consumer-facing
connected products, outlining consumer preferences and
highlighting areas that impact the consumer experiences.
Mobile phones and tablets are excluded from the scope of
the research.

The research highlights how connected products have
become an integral part of consumers' lives. Entertainment
systems and connected vehicles lead current ownership,
while smart home security and health wearables are poised
forincreased adoption in the coming year. Consumers also
exhibit a willingness to upgrade for enhanced comfort and
convenience. Further, nearly seven in ten show an interest
in having an always-on Al-powered device if it improves
their life.

We then deep-dive into voice assistants and health
wearables. Voice assistants are witnessing increasing
adoption, with 85% of surveyed consumers using some
kind of voice assistant at home, on their mobile, or in their
car. The predominant usage is seen in the early stages
of the purchase cycle. For in-car voice assistants, playing

Connected products: Enhancing consume

music, navigation, or accessing in-car functions is the most
common feature. Consumers also place trust in their voice
assistants’ recommendations. One in two consumers

do highlight the lack of contextual relevance seen in the
responses. When it comes to health wearables, one in
three consumers already own a wearable and 29% are likely
to buy one in twelve months’ time. It is also interesting

to note that consumers are willing to pay or be loyal to
organizations offering connected experiences around
health, retail stores, entertainment, or air travel.

We further found that consumer awareness about

e-waste and carbon footprint is rising, and they want the
organizations that develop products to ensure they are
sustainable. We also see that sustainable practices could
drive consumer loyalty and consumers prefer paying for
software updates over purchasing new models. Consumers
also show concerns around the lack of recycling avenues
and ways to responsibly dispose of e-waste.

We also focused on consumer challenges and concerns.
Data privacy remains a significant concern, with a mere




36% expressing satisfaction with the privacy offered by
current connected products. Around three in ten consumers
also express concern about the potential misuse of data and
their personal data being distributed to third parties without
consent. One in two consumers also show frustration about
the number of connected devices or services they have to
deal with regularly, while two in three believe it would be
much more convenient to have just one single interface for all
connected products.

Finally, we conclude with recommendations for connected
technology companies in three different areas —on the
consumer front, product front, and business/operations
front. On the consumer front, priorities involve instilling
trust in data privacy and security, along with enhancing
user-friendliness in setup and pairing processes. Regarding
the product itself, the focus should be on crafting seamless
user experiences across diverse platforms and effectively
communicating the product's value proposition. On the
business and operations front, the suggestions encompass
exploring innovative revenue models that this space offers,

adapting business models as needed, advocating for a circular

/es with technology
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economy to promote sustainability, and bolstering security
protocols for both products and services. Finally, we highlight
the necessity of regulatory oversight to ensure adherence

to standards, promoting interoperability and sustainable
practices across the industry.




WHO SHOULD
READ THIS
REPORT AND
WHY?

Who?

This report is written for leaders working on
consumer-facing connected products in the
consumer products industry, retail, connected
health, connected mobility, and industries
delivering connected experiences, such as airports
and entertainment. Its insights will also be of
interest to connected technology executives

and business leaders from general management,
strategy, technology and digital, product, data and
security, and sustainability functions.

Why?

The report covers consumer preferences for
connected products and experiences in their daily
lives. We examine current and planned ownership
of connected products, consumers’ willingness to
upgrade, and their interest in exploring connected
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experiences in retail stores, in airports, and for
entertainment. We also analyze their concerns
around sustainability, data privacy and security,
and integration with other connected products.
We finally provide actionable recommendations
for organizations for crafting a strategy for
connected products and experiences.

This report is based on:

« the findings of a comprehensive consumer
survey of 10,000 consumers globally and

« in-depth interviews with industry executives.

See the Research Methodology at the end of the
report for more details on the demographics of
the consumers surveyed.
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In this report, we examine the position of connected
products as an integral aspect of the modern consumer
lifestyle, with one-third of consumers using connected
products around the clock. We explore specifically the
adoption of voice assistants, with more than eightin ten
consumers using this technology. We also examine consumer
awareness of the sustainability impact of connected
products, with 59% of consumers demanding the facility

to check the carbon footprints of connected products,
demonstrating growing environmental consciousness and
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a desire for transparent product information. Finally, we
examine current levels of consumer satisfaction around data
privacy and the integration of connected products.

To address these themes, we conducted a global survey of
more than 10,000 consumers over the age of 18 across 13
countries: Australia, Canada, France, Germany, India, Italy,
Japan, the Netherlands, Norway, Spain, Sweden, the UK, and
the US. For more details on the survey sample, please refer to
the Appendix.
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This report explores four broad themes:

Connected products are an Voice assistants and health
integral aspect of everyday life wearables provide positive
consumer experiences

We close this report with recommendations in three key areas for
connected product organizations to consider.

-.. 4

While conscious of the
sustainability burden, consumers
want organizations to step up and
ensure sustainability

Consumers are unsatisfied with
the current state of data privacy
and integration of connected
products
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DEFINING A
CONNECTED PRODUCT

Any product the consumer uses that can connect Note: In this research we explore the consumer’s
to the Internet is considered a connected product. affinity with connected products outside the

As arule of thumb, if the product comes with an ubiquitous smartphone and tablet models.

app, it's probably connected. Nevertheless, some of the connected products

we look at in detail use a smart phone connection
for some functions (for example, a smart watch
connects with a smart phone to receive calls and
notifications).

Connected products include smart watches and
wearables; home automation including lights,
security, doorbells, and thermostats; health
products that track and monitor your heart rate,
weight, blood pressure, or glucose level; and
mirror fitness systems or Peloton bikes.
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- CONNECTED PRODUCTS ARE

AN INTEGRAL PART OF
- EVERYDAY LIFE

Capgemini Research Institute 2024
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One-third of consumers
rely on a connected
product around the clock

Connected products are an essential part of the consumer
lifestyle. A majority (67%) of consumers consider connected
products to be a necessity, while one-third are using some
kind of connected product at any time of day or night. One
reason consumers incorporate connected devices into their
daily lives is that these products make them feel safer and
healthier:

» 60% of consumers surveyed feel connected products such
as smart home security systems make them feel safer

» 60% of consumers surveyed feel connected products
such as health wearables/trackers help them maintain and
improve their state of health

FIGURE 1.

Connected products are integrated into daily lives
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IMPACT CONNECTED PRODUCTS HAVE ON CONSUMERS' DAILY LIFE AND LIFESTYLE

Connected products are slowly becoming a necessity
for me and are becoming a part of my lifestyle

Connected products offer me a view of my
routine and help me understand myself better

Using a connected product is a basic requirement nowadays

I think I will own more connected products
in 12 months' time than | do now

I am using a connected product nearly 24 hours a day

— 67%

I 5%
I 4%

A — 7%

— 33%

Source: Capgemini Research Institute, Connected Products survey, November 2023, N=10,000 consumers.
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%

of consumers consider connected products
to be a necessity, while one-third are using
some kind of connected product at any time
of day or night
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FIGURE 2.

Consumers find that connected products enhance their health and safety, offer
convenience, and improve time management

IMPACT CONNECTED PRODUCTS HAVE ON CONSUMER HEALTH, SAFETY, AND TIME MANAGEMENT

Connected products such as health wearables/trackers _ 60%
help me stay healthier ?

Connected products such as smart home security

0,

Connected products offer me greater convenience [ 47%

Connected products save me time and 219
make me less aggravated P b

Source: Capgemini Research Institute, Connected Products survey, November 2023, N=10,000 consumers.



The most commonly
owned connected
products are
entertainment systems
and connected vehicles

Our research shows that four in five consumers own a
connected entertainment system, including smart TVs

and gaming systems. Sixty percent of consumers own a
connected vehicle and 52% own connected speakers. One in
10 consumers has also started exploring connected devices
for pet care (see Figure 3).

- Connected entertainment devices are the most popular
connected productsin all countries, with ownership rates
ranging from 77% in the UK and Norway to 94% in Japan.
Connected speakers are also one of the most popular
connected devices, although more Gen Z (61%) and
Millennial (64%) respondents own these than do
respondentsin older age groups.

Connected vehicle ownership rates vary widely between
countries, with the highest rate in the US (77%) and

the lowest rate in Canada (38%). Figure 4 provides the
distribution of these ownership patterns by region.
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FIGURE 3.

Connected entertainment, vehicles, and connected speakers have the highest
consumer ownership

SHARE OF OWNERSHIP OF CONNECTED PRODUCTS, BY CATEGORY
Connected entertainment 80%

Connected vehicles

Connected speakers

Health wearables/tracking devices
Smart home security

Home utility equipment

AR/VR headsets and devices

Smart kitchen

Smart toys

Smart pet care

Smart products for health and hygiene
Smart assistants for care and safety

Other smart wearables

B | currently own/used to own products from this category

Source: Capgemini Research Institute, Connected Products survey, November 2023, N=10,000 consumers. Examples for each
categoryinclude: Connected entertainment (Smart TVs, gaming systems), Connected vehicles (in-car voice assistants, GPS,

infotainment, or an app for locking your car), Connected speakers (Alexa, Google home, music players), Health wearables/tracking

devices (Apple Watch, Fitbit), Smart home security (smart doorbells), Home utility equipment (thermostats, smart lawn mowers),
AR/VR headsets and devices (Meta Quest, Google Glass), Smart kitchen (smart coffee makers, smart refrigerators), Smart toys
(smart reading books, toys which connect to the TV or smartphone), Smart pet care (smart pet health trackers, smart collars),
Smart products for health and hygiene (smart weighing scales, smart shower controllers), Smart assistants for care and safety
(smart pill dispensers, Al companions), smart wearables (smart sunglasses, smart clothing).
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FIGURE 4.
Ownership (currently owned/used to own) of connected products by region

CONNECTED ENTERTAINMENT CONNECTED VEHICLES CONNECTED SPEAKERS HEALTH WEARABLES/TRACKING
DEVICES
APAC 82% APAC 63% APAC 49% APAC 28%
EU and UK 78% EU and UK 57% EU and UK 55% EU and UK 34%
NA 82% NA 67% NA 48% NA 36%
Global 80% Global 60% Global 52% Global 33%
SMART HOME SECURITY HOME UTILITY EQUIPMENT AR/VR HEADSETS AND DEVICES SMART KITCHEN
APAC 26% APAC 16% APAC 16% APAC 13%
EU and UK 21% EU and UK 18% EU and UK 19% EU and UK 14%
NA 27% NA 22% NA 15% NA 15%
Global 23% Global 19% Global 17% Global 14%

Source: Capgemini Research Institute, Connected Products survey, November 2023, N=2,300 consumers in the APAC region, 5,700 consumers in the EU and UK combined, 2,000 consumers in the
NA region.
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FIGURE 4 (CONTINUED).
Ownership (currently owned/used to own) of connected products by region
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SMART TOYS
APAC 8%
EU and UK 13%
NA 7%
Global 1%

SMART PET CARE

APAC 9%
EU and UK 10%
NA 11%

Global 10%

AND SAFETY
APAC 6%
EUand UK J| 2%
NA 9%
Global 5%

SMART ASSISTANTS FOR CARE

SMART PRODUCTS FOR HEALTH
AND HYGIENE

OTHER SMART WEARABLES

APAC | 2%
EUand UK ll 3%
NA | 4%

Global M 3%

Source: Capgemini Research Institute, Connected Products survey, November 2023, N=2,300 consumers in the APAC region, 5,700 consumers in the EU and UK combined, 2,000 consumers in the

NA region.
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Smart home security and
health wearables top the
list of connected
products that consumers
plan to purchase in the
next 12 months

Figure 1 shows that 37% of consumers think they will own
more connected products in the next 12 months than they
do now. More consumers in Australia (40%) and Japan (40%)
believe they will own more products than the global average.

There is a notable shift towards prioritizing home security
and health wearables, suggesting an increasing emphasis

on personal safety, well-being, and the integration of
technology into daily life. Smart home security (30%) and
smart healthcare (29%) are the leading product categories for
intended purchases over the next 12 months.
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37"

of consumers think they will own more
connected products in the next 12 months
than they do now
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Across all age groups, there is a consistent interest in smart
home security, with Baby Boomers (aged 59-77) showing a
slightly higher inclination, at 32%. Millennials (aged 27-42)
exhibit a higher likelihood than the overall average of
purchasing health wearables/tracking devices, at 31%. This
signals a trend of health-consciousness among the middle
age demographics, aligning with the growing popularity
of wellness-focused technologies among this segment.
Millennials also display a slightly higher interest in planned
ownership of connected vehicles (29%) than do other age
brackets.

An executive directorin product management at a multi-
national telecom company adds a caveat: “High intent to buy
smart home security devices may reflect consumer interest,
but the industry needs to address cost and complexity to
convert intentions into widespread adoption.”
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FIGURE 5.

Smart home security, health wearables, connected vehicles, and connected speaker
products have the highest levels of planned ownership in the next 12 months

| AM LIKELY TO BUY PRODUCTS FROM THIS CATEGORY IN THE NEXT 12 MONTHS

30%
29%

Smart home security

Health wearables/tracking devices
Connected vehicles

Home utility equipment

Smart kitchen

Connected speakers

Connected entertainment

Smart pet care

Smart products for health and hygiene
Smart assistants for care and safety
AR/VR headsets and devices

Other smart wearables

Smart toys

Source: Capgemini Research Institute, Connected Products survey, November 2023, N=10,000 consumers.
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Most consumers are
willing to update their
products in return for
greater comfort and
convenience

Around three in four consumers say they are willing to
upgrade their connected speakers (76%) and health
wearables (74%) based on the price of the newer model and
life span of the current version. Consumers exhibit a strong
interest in and demand for developments in the technology
and features for these product categories.

FIGURE 6.

Consumers are more willing to upgrade their current products across smart home

security and AR/VR
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CONSUMERS' WILLINGNESS TO UPGRADE THE CURRENT DEVICE (HARDWARE), BY PRODUCT CATEGORY

Connected speakers

Health wearables/tracking devices
Smart home security

Connected entertainment

AR/VR headsets and devices
Smart assistants for care and safety
Smart pet care

Home utility equipment

Smart kitchen

Connected vehicles

Other smart wearables

Smart toys

Smart products for health and hygiene

76%
74%

B 1 will consider upgrading the device based on the newer model price and life span of the current version

Source: Capgemini Research Institute, Connected Products survey, November 2023: smart home security - N=2,310, home utility
equipment—N=1,853, connected entertainment—N=7,969, connected speakers —N=5,188, smart kitchen —N=1,421, smart products
for health and hygiene — N=579, health wearables/tracking devices —N=3,329, other smart wearables—N=275, AR/VR headsets and
devices—N=1,734, connected vehicles —N=6,014, smart pet care — N=1,025, smart assistants for care and safety — N=475, smart toys

—N=1,084 consumers.
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We also found that a large majority of consumers are looking
to cut down their screen time and, to this end, are trying
wearables as an alternative to cellphones. They are also
willing to try always-on Al-powered devices as a potential
means of improving their quality of life. Highlighting the
role of Al, John Miedema, director of product and business
development management for EMEA at Lenovo, says, “The
integration of Al in connected devices will revolutionize
user experiences by personalizing interactions based on
user habits, preferences, and daily routines. The future of
connected products lies in leveraging Al to not only enhance
device functionality but also to create a seamless and
personalized user journey, from smart homes to gaming
experiences.”
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FIGURE 7.

Consumers are looking to cut down their screen time and are open to exploring always-
on Al powered devices

I am looking to cut down my screen time

A — 71

If there is a wearable that can do all the jobs

a mobile does today, | would try it T 65%

I am willing to have an always-on Al-powered

device that can improve the quality of my life 62%

Source: Capgemini Research Institute, Connected Products survey, November 2023, N=4,986 consumers.
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- VOICE ASSISTANTS AND
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- HEALTH WEARABLES PROVIDE

' POSITIVE CONSUMER
EXPERIENCES

Capgemini Research Institute 2024
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Adoption of voice
assistants is growing
steadily

“Voice assistants” refer to mediums (with or without screens)
that can be accessed via voice commands or inputs. Examples
of such voice assistants include Siri, Google Home, and Alexa
(accessed via cellphone, smart speakers, or in-car systems).
Itis estimated that Amazon has sold more than 500 million
Alexa-enabled devices," while Apple’s Siri is used by a similar
number.?

More than eight in ten consumers use
voice assistants

Our research reveals that 85% of consumers globally have
used a voice assistant. Based on our 2017 research into
“conservational commerce,” the adoption of voice assistants
grew from 51% in 2017 to 85% in 2023 among consumers

in France, Germany, the UK, and the US (see Figure 8). One
reason for this deep penetration is that most smart phones
now feature a built-in voice assistant.

%

of consumers globally have used a voice
assistant.
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FIGURE 8.

Use of voice assistants has steadily increased since
2017

HAVE YOU USED A VOICE ASSISTANT?

85%

0,
51% SIAJ |
2017 2019 2023

Consumers from France, Germany, the UK,
and the US only

Source: Capgemini Research Institute, Connected Products
survey, November 2023, N=4,500 consumers from the US, the
UK, France, and Germany; Conversational Interfaces Research,
consumer survey, April-May 2019, N=5,037 consumers from the
US, the UK, France, and Germany only; Conversational commerce:
Why consumers are embracing voice assistants in their lives, 2018.
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Voice assistants are most commonly
used early in the purchase cycle

Voice assistants facilitate the performance of a number

of tasks for consumers. However, browsing or researching
products or services is the most common functionality,
accessed by 71% of consumers who use voice assistants.
Our research also highlights that a positive experience with
a voice assistant, supported by a specific brand, will lead to
increased usage (80%), increased trust (79%), and higher
spend (48%), among other outcomes. Organizations are also
looking to voice assistants as a means to increase inclusivity.
In one of its Mexican outlets, US supermarket chain Walmart
has installed a system that allows people with visual
disabilities to move within the store independently, making
their purchases via voice commands and using Walmart's app
on their mobile devices.?
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FIGURE 9.

More than 90% of consumers have shared their positive experiences with friends and
family after having a good experience with a voice assistant

“ON HAVING A GOOD EXPERIENCE WITH A VOICE ASSISTANT | HAVE..."

Shared my positive experiences with friends and family 93%

Used the voice assistant more

frequently and for more functions 80%

Placed higher trust in the company [N 75%

Provided high ratings for the brand and shared _ 71%

positive feedback on social media

Decreased my engagement with the customer service I 1%

systems and relied on the voice assistant

Increased my spend with the brand | 48%

Subscribed to services offered by the

automotive manufacturer — 32%

I have done the above regularly or a few times

Source: Capgemini Research Institute, Connected Products survey, November 2023, N=5,188 consumers using voice assistants.
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We also examined the extent to which consumers trust the
recommendations they receive from voice assistants. More
than half of consumers (57%) trust such recommendations

in “low-involvement” scenarios, slightly higher than the 54%

in 2019. In high-involvement scenarios, 29% said they trust
their voice assistants, much lower than the proportion that

said soin 2019. A probable reason for this lower level of trust

is reluctance to surrender agency to a machine for more
complex, higher-value purchases and also that consumers

were more willing to trust the voice assistants in 2019 when

they were relatively new.

%

of consumers trust the recommendations
from their voice assistantsin "low-
involvement" scenarios.

FIGURE 10.

Consumers trust the recommendations from their
voice assistants for low-involvement purchases

| TRUST PRODUCT RECOMMENDATIONS GIVEN BY
MY VOICE ASSISTANT

57%
54%
48%
29%
Low involvement High involvement
H 2019 2023

NB: Involvement level is defined by the number of questions
exchanged with the assistant in order to arrive at a resolution.
Source: Capgemini Research Institute, Connected Products survey,
November 2023, N=6,596 consumers using voice assistants

or connected speakers; Conversational Interfaces Research,
consumer survey, April-May 2019, N=10,254 consumers.
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Interestingly, three in five consumers (58%) mentioned they
would be willing to use generative Al-driven voice assistants

or smart speakers if that led to greater understanding on the
part of the software and more natural conversations.
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Adoption of in-car voice assistants

In-car voice assistants allow drivers greater freedom to
complete hands-off tasks while at the wheel. Our research
has found that nearly four in five consumers that use in-car
voice assistants use them to play music, to navigate, or

for accessing in-car functions. In-car voice assistants also
provide a number of other functionalities, such as controlling
air conditioning and media systems and remotely starting
the car. The integration of Mercedes-Benz is testing the
integration of its MBUX infotainment system with ChatGPT,
allowing the driver to use it as a hands-free in-car search
engine and map-location system.*

 Over the next three years, an increasing number of
consumers are expected to utilize voice assistants in their
vehicles, with 86% projected to engage regularly in tasks
such as playing music, checking directions, and managing
in-car functions, compared with 78% currently.

Our research also shows a lack of contextual awareness.
Nearly one in two consumers feel that the voice assistant is
not always able to understand them or their reactions while
two in five felt that they could not trust the in-car voice
assistants with the safety and security of their personal data.

FIGURE 11.
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Lack of contextual awareness of in-car connected voice assistants hinders adoption

POTENTIAL PAIN POINTS OF CONNECTED SPEAKER OR IN-CAR VOICE ASSISTANT

Voice assistant understands my needs and
preferences when making suggestions

The voice assistant adapts well to the context of the
interaction and there is good memory of previous interactions

| don't believe a voice assistant is able
to understand me or my reactions

| don't trust voice assistants with the safety
and security of my personal data

_ 49%

I 5%

A—— e

F 41%

Source: Capgemini Research Institute, Connected Products survey, November 2023, N=6,280 consumers using voice

assistantsin cars.
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One in three consumers
uses wearables to monitor
their health

Asillustrated in Figures 3 and 5, 33% of consumers currently
own or have owned a health wearable, while another 29%
said they are likely to buy one in the next 12 months. Nearly
half of these consumers use these wearables to monitor their
level of physical activity, set fitness goals, and track progress.
Smartwatches from companies such as Apple and Fitbit can
track heart rate and pulse, detectirregular heartbeat, and
monitor blood oxygen levels. Professor Michael Snyder of
the Stanford School of Medicine elaborates: “You don’t drive
your car around without a dashboard. We'’re more important
than cars, but we’re running around without any sensors.
And we should be wearing these things, in my opinion,
because they can alert you to [important] things [early].”

FIGURE 12.

Consumers are adopting a range of health-device functionalities
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% OF CONSUMERS THAT REGULARLY PARTICIPATE IN THE FOLLOWING ACTIVITIES USING HEALTH

— 48%

WEARABLE/TRACKING DEVICES

Monitor physical activity, track progress,
and set fitness goals

Keep tabs on vital signs such as heart rate,
sleep patterns, and stress levels

Track weight, calories burned, and
food intake to manage weight

For fall detection and SOS
notifications in emergencies

B Today

_15%

10%
18%

Three years from now

P50

31%

50%

63%

Source: Capgemini Research Institute, Connected Products survey, November 2023, N=3,329 consumers using health wearables.
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Health wearables and fitness trackers are not simply
measuring devices; they also give early warnings of potential
medical problems. Dr. Sumbul Desai, physician and Vice
President of Health at Apple, says: “We're 98% accurate in
detecting atrial fibrillation and 99% accurate in detecting
sinus rhythm."”

Positive experiences from health
wearables drive adoption

Ensuring a positive experience for the consumer will boost
adoption. Nine in ten consumers use a health wearable more
frequently, having had a positive experience; 82% also shared
positive feedback about the wearables.

61"

of consumers using health wearables trust
the data from these devices as much as
that from their health practitioner/physical
testing

FIGURE 13.

A positive experience allowed nine in ten
consumers to use their wearables more frequently

“ON HAVING A GOOD EXPERIENCE WITH A
HEALTH WEARABLE, | HAVE..."

Used the health wearable/
tracking device more frequently 90%

and for more functions

Provided high ratings for
the brand and shared positive [N 38%

feedback on social media

Shared my positive experiences I 52
with friends and family °

Placed higher trust 61%
in the company F

I have done the above regularly or a few times

Source: Capgemini Research Institute, Connected Products survey,
November 2023, N=3,329 consumers using health wearables.
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Our research also shows that 61% of consumers using these
wearables trust the data from these devices as much as that
from their health practitioner/physical testing. Twenty-seven
percent also said they would be willing to pay a premium/
monthly subscription price for using a health wearable/
tracking device that offers specific health advice.



CONSUMERS ARE
WILLING TO SPEND
ON DEVICES THAT
IMPROVE THEIR
HEALTH

We presented consumers with the following
scenarios to gauge their willingness to spend and
share data around health-related services.

Scenario 1: Imagine a fitness watch capable of
monitoring muscle mass, hydration level, heart
rate, and bodily temperatures. It also sends the
report to a healthcare practitioner/app every day,
based on which they can deliver recommendations
to your smart phone.

74"

mentioned they would buy the device as it
can help them improve their health

60"

said they are willing to share relevant data
with the provider in exchange for health

insights

Source: Capgemini Research Institute, Connected Products survey, November 2023, N=2,500 consumers.

vith technology

Scenario 2: Suppose a well-known health-device
manufacturer develops a sleep band worn around
the forehead that monitors sleep patterns. It plays
music to facilitate sleep and analyzes the data
collected to detect the causes of sleep-related
issues. The band is connected to a mobile app,
allowing the user to monitor their sleep patterns.

82"

said they would buy the sleep band to
improve their health

71"

said they are willing to share relevant data
with the provider in exchange for health

insights



CONNECTED
EXPERIENCES BRING
CONVENIENCE IN
MANY CONTEXTS

Today, consumers can enjoy connected
experiences at locations as varied as airports, retail
stores, and theme parks.

Airports

Connected products enhance air travel by
providing real-time updates on gate changes,
flight times, security wait times, as well as offering
baggage-tracking devices. Touchscreen kiosks
help passengers navigate airports, while facial-
recognition systems can expedite security checks.
Below, we explore the willingness of consumers to
use such services.

Scenario 1: On entering the airport prior to
departure, you receive real-time updates on
waiting times for check-in and baggage drop at
your booked airlines.

84"

mentioned they would use such a service
for their convenience.

86"

said they would use such a service only if it
were free.
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Scenario 2: You have air travel booked for later in
the month. A well-known baggage manufacturer

is offering travel bags that can be tracked via your
smart phone or tablet.

60"

mentioned they would use such a service
only if it were free.

34"

Source: Capgemini Research Institute, Connected Products survey, November 2023, N=2,500 consumers.

said they would buy the bag for air travel.
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Retail stores %
Connected devices can guide shoppers through

retail stores, while connected screens can offer
detailed product information, reviews, and
recommendations. Self-checkout kiosks reduce
wait times, while mobile payments facilitate
transactions. Brands offer loyalty programs based
on customers’ purchase histories. Augmented
reality (AR) apps help customers visualize how a

particular product will look in their homes, while 67%

mentioned that such a service would help
them make better decisions.

smart mirrors allow them to try on clothes or
make-up virtually. Here, we explore the willingness
of consumers to use such services.
said they would give preference to a brand
Scenario 1: A fashion brand opens a new store that offered such a service.
near your location. The retail floor has smart
mirrors to allow virtual try-on and that can also
suggest other available accessories and clothes

that will pair well with your selection. Source: Capgemini Research Institute, Connected
Products survey, November 2023, N=2,500 consumers.
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Scenario 2: Suppose you buy connected sport Scenario 3: You visit a well-known furniture store.

shoes from a well-known brand. The shoes are Each product on display has a QR code, which,
able to track your usage (e.g., the miles you have when scanned, allows you to place the product
run/walked while wearing them). The brand has a virtually in your home.

loyalty program that offers discounts on your next
purchase when you reach a certain level of usage.

74" 67"

mentioned they would be loyal to this brand said that the service might persuade them
as it values its customers. to buy more than usual from the brand.
said that the service might persuade them mentioned that the service would save

to buy more than usual from the brand. considerable time and effort.

Source: Capgemini Research Institute, Connected Products survey, November 2023, N=2,500 consumers.
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Entertainment Scenario 1: Suppose you are at a theme park Scenario 2: There is an over-the-top (OTT)

dorod . he th where you can opt for a wearable device as an application available for cell phones/smart TVs
Conknecte ‘pro l;CtS _Ca,n mirov;t 'e t emle—. add-on service. The device creates a personalized (e.g., Netflix and Amazon Prime) that monitors
par gxpenegce orV|S|tors_ y o.derlgg rej -~ roadmap based on your preferences for particular your mood through a connected wearable device,
vva|E—t|me up atdes, sqgggstmg r('j s base ﬁn rides and the real-time waiting period on each such as a smart watch, and suggests content
pre erencctjez, an navigation gtiicance. F~urt er, ride. Also, if you have visited the theme park with based on this data. For example, if you feel sad,
cBorlmecte l e\l/<|ces can suppqrt |nter§ct|veﬁames. a companion or a child, your two devices can it will suggest content designed to elevate your
St Wi loe at consumer interest in suc be connected, allowing the two users to locate mood.
SErvices. each other.
mentioned that they would opt for the mentioned they would prefer the OTT
wearable device because of the assistance application over other applications that lack
with waiting times. this feature.
said they would opt for the device as it said that this feature would increase the
would reduce the number of things they time they spend using the app.

need to think about during the visit.

Source: Capgemini Research Institute, Connected Products survey, November 2023, N=2,500 consumers.
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Consumers are aware of
the costs of e-waste and
want to know the carbon
footprint of products

Sixty-eight percent of consumers express awareness of the
environmental cost of e-waste and 59% want to know the
carbon footprint of connected products, demonstrating

a strong environmental consciousness and a demand for
transparent product information. Consumers of all ages are
aware of the cost of e-waste in connected products, with
over 65% reporting awareness across all age groups.

« Among Dutch consumers, awareness of the environmental
cost of e-waste is lower than the global average, at 64%,
while both India (71%) and Japan (70%) exhibit higher
awareness levels.

Connected products: Enhancing consumers' lives with technology

FIGURE 14.

More than half of consumers are conscious of sustainability issues

AWARENESS AND DATA AVAILABILITY AROUND CARBON FOOTPRINTS

T T O oS O e N 0.
borne by the environment ©

| want to be able to find/check the carbon I ;o
footprint of a connected product easily 59%

Source: Capgemini Research Institute, Connected Products survey, November 2023, N=10,000 consumers.
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While consumers are conscious of sustainability issues, they
feel organizations should take responsibility. Two in three
consumers in our research suggested that the onus lies with
the brands. This percentage is relatively consistent across age
groups. Consumers in Australia (69%) and Canada (69%) are
most likely to put the onus for making connected products
sustainable on manufacturers.

%

want to be able to find/check the
carbon footprint of a connected
product easily
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FIGURE 15.

Consumers want manufacturers to take responsibility for the sustainability of products

CONSUMERS' VIEWS ON ORGANIZATIONAL RESPONSIBILITY FOR SUSTAINABILITY

The onus for making connected products

sustainable lies with companies and  EEE—— 5%

not me as a consumer

| want the companies that | buy from

to be sustainable across their supply chains, [N 53%

including scope-3 emissions

Source: Capgemini Research Institute, Connected Products survey, November 2023, N=10,000 consumers.
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Sustainability is a driver of
loyalty

Designing sustainable products could bring business benefits
for organizations, with around half of consumers willing to
commit to sustainable brands.

Connected products: Enhancing consumers' lives with technology

FIGURE 16.

More than half of consumers say sustainability can win their loyalty

I am willing to stay loyal to an organization that

(o)
has more sustainable practices across business functions I — 54

| would prefer a connected product with a smaller

carbon footprint, even if it is slightly more expensive >0%

Source: Capgemini Research Institute, Connected Products survey, November 2023, N=10,000 consumers.
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More consumers in Australia (54%) valued environmental
considerations over lower costs, as shown in Figure 17.
However, countries such as Sweden (49%) and Spain
(45%) show a slightly lower inclination to pay more for
sustainability, indicating potential variations in consumer
attitudes towards balancing costs and sustainability.

%

of consumers say that the onus for making
connected products sustainable lies with
companies.
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FIGURE 17.

Customers in France and Germany are more willing to show loyalty on account of
sustainability

61%  60% 59 8
b SB% 6w ssy oge

0 54% o, 54%
R W sy 2 Wiz o 1T 5105 1% a0% ) 49%age; 49%4goa8%50% agss - [l S0%
0
France Spain Italy United States Australia Norway Canada
Germany Japan Sweden Netherlands India United Kingdom Global

I 1 am willing to stay loyal to an organization that has more sustainable practices across business functions

I would prefer a connected product with a smaller carbon footprint, even if it is slightly more expensive

Source: Capgemini Research Institute, Connected Products survey, November 2023, N=10,000 consumers.
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Consumers of all ages are willing to stay loyal to an
organization that makes connected products more
sustainable, with the percentage of willing consumers
decreasing slightly with age (58% of Gen Z compared with
50% of Boomers).

Lack of recycling avenues
for e-waste disposal is a
concern

Our research also highlights a lack of safe and sustainable
ways to dispose of e-waste. More than half (56%) of
consumers expect organizations to resolve this. Half of
consumers report having obsolete technology products at
home that they feel unable to dispose of safely, with an
average of 47% across surveyed countries finding e-waste
disposal challenging, with a particularly high proportionin
Spain (53%).

FIGURE 18.

Nearly one in two consumers find the disposal of e-waste challenging

Connected products: Enhancing consumers' lives with technology

| want organizations to provide methods for sustainable
disposal of e-waste from connected products

| have obsolete technology products at home that
| don't know how to dispose of

| find disposing of e-waste to be a challenge

A 56%

I 50

I 7%

Source: Capgemini Research Institute, Connected Products survey, November 2023, N=10,000 consumers.
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However, several organizations are implementing policies and
programs to address the problem of e-waste. For instance,
Samsung in South Korea has established comprehensive
policies to manage and reduce e-waste. Companies including
Sony, Samsung, Lenovo, Zebronics, and TCL have set up
recycling centers and e-waste collection centers to facilitate
disposal and recycling. These initiatives will pave the way for
sustainable growth in the electronics industry.’

%

of consumers prefer paying for
software updates to buying new,
upgraded models.

Consumers prefer
software updates and
modular architecture to
frequent replacements

Nearly 60% of consumers expressed a preference for the
option to purchase software updates over purchasing entirely
new, upgraded models. Consumersin India (59%) and Japan
(60%) are keenest on this approach.

More than half (51%) of consumers also expressed a
preference for buying connected products with a modular
architecture (in which individual components can be swapped
out), even if they come at a higher price. Notable variations
include Germany (55%) at the higher end and the UK (48%) at
the lower end. Similarly, preferences for connected products
with modular architecture are consistent across age groups.
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FIGURE 19.

Consumers prefer software upgrades and modular

replacement to new products

| prefer paying for software
updates for my connected
devices to buying new,
upgraded models

| prefer connected products
with a modular architecture
(i.e., with individual components
that may be swapped out),

even at a higher price point

I

A 51%

Source: Capgemini Research Institute, Connected Products
survey, November 2023, N=10,000 consumers.



Modular design is one way for organizations to ensure they
are compliant with the “right to repair” law. The European
Parliament endorsed this law and is expected to discuss this
with member states in 2024.8 Some states in the US, such as
Minnesota, New York, and California, have already passed
similar laws, while 30 states have tabled legislation.’

When it comes to smartphones, Fairphone 4, the latest model
from Dutch electronics organization Fairphone, allows users
to swap out the battery, display, rear cameras, selfie camera,
back cover, USB port, and speaker. It is also an e-waste-
neutral device, which means that, for every new Fairphone

4 sold, the organization recycles an old smartphone (or

an equivalent amount of e-waste from other sources).”
While Apple, Samsung, Google, and Nokia have all launched
programs that allow consumers to repair their handsets," the
extent of implementation in the connected product space
remains to be seen.

Connected products: Enhancing consumers' lives with technology

“The integration of Al in connected
devices will revolutionize user
experiences by personalizing
interactions based on user habits,
preferences, and daily routines. The
future of connected products lies in
leveraging Al to not only enhance
device functionality but also to create
a seamless and personalized user
journey, from smart homes to gaming
experiences.”

JOHN MIEDEMA
Director of product and business development
management for EMEA, Lenovo
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Only around one-third of
consumers are satisfied
with the data privacy
offered by connected
products

Connected products and experiences are an integral part

of the consumer lifestyle. There are multiple categories of
connected product with which a majority of consumers state
that they are satisfied, such as connected vehicles (70%),

connected entertainment (69%), and health wearables (63%).

However, less than 60% of consumers are satisfied with
multiple aspects of connected products, such as time saved
(59%), value for money (58%), and reliability of connected
experiences (54%). Less than half of consumers are satisfied
with data privacy (36%), integration with other products
(42%), and security (42%).

The head of connected solution development at an
automotive company adds: “There is a need for companies
to establish trust through robust security measures and
the assurance that customer data will not be exposed

to external parties, acknowledging the challenges

of maintaining data security in a constantly evolving
technological landscape.”
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FIGURE 20.

Consumers are unsatisfied with data privacy, security, and integration of connected
products

SHARE OF CONSUMERS WHO ARE SATISFIED WITH THE BELOW FEATURES OF CONNECTED PRODUCTS

Time saved 59%

Overall value for money 58%
Overall reliance on connected experiences in your daily life 54%

Comfort provided 54%

User-friendliness of connected experiences

Level of personalization and customization available
with connected experiences

Security of connected products/services
Integration of connected products with other products

Data privacy allowed by the connected products/services

Source: Capgemini Research Institute, Connected Products survey, November 2023, N=10,000 consumers.
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%

of consumers consider trust to be a
key factor in their purchase decisions
around connected products.

Connected products: Enhancing consumers' lives with technology

Consumer dissatisfaction with data
privacy stems from concern around
misuse

Three-quarters (75%) of consumers consider trust to be a

key factor in their purchase decisions around connected
products. Trust is considered a more important factor than
convenience (70%) and cost (67%) in relation to purchasing
connected products. Giuseppe Perri, global director of design
systems at Electrolux, a home-appliance manufacturer, adds:
“Establishing trust in data privacy goes hand-in-hand with a
solid brand reputation.”
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Consumers are concerned
about organizations
accessing their personal
and product-usage data

Consumers are facing data-privacy
challenges with connected products at
home, health wearables, and
connected vehicles

Our research highlighted the concerns around misuse of
data and vulnerability that consumers feel about the data
collected by the connected products. Compromising one
device on a network could lead to exploitation of other
connected devices, thereby making all kinds of consumer
data, including financial and health-related information,
susceptible to fraud.
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FIGURE 21.

Consumers express concern over the potential intrusion into their privacy when
companies have access to their personal information

CONSUMER CONCERNS ON COMPANIES HANDLING PERSONAL DATA

I am concerned about personal data

(location, driving and vehicle data, etc.) [N 62%

being distributed to third parties without my consent
I am concerned about potential misuse of data collected by e BY
organizations via my connected products °

| feel vulnerable about companies having access I 56

to my health data through connected products

Source: Capgemini Research Institute, Connected Products survey, November 2023, (1) N=6,014 consumers who use connected
vehicles; (2) N= 9,321 who use smart home security, home utility equipment, connected entertainment, connected speakers, smart
kitc