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A new digital consumer emerges from the COVID-19 crisis 
COVID-19 crisis speeds up consumers' digital adoption and introduces new trends 

 

Brussels, 29 September 2020 – Launched today, Deloitte’s Digital Consumer Trends 2020, 

previously known as the Global Mobile Consumer Survey, reveals that a new digital consumer has 

emerged from the COVID-19 crisis. This new digital consumer prefers to use his/her smartphone 

despite being confined at home with several other devices, such as laptop or TV. This is the case 

for all generations, including 65+. Working and shopping from home has become the norm, and the 

new digital consumer is becoming more aware of the types of online data being shared and used. 

His/her attitude toward the prospect of 5G is also evolving.   

 

Deloitte’s Digital Consumer Trends is a multi-country survey of digital services users around the world. The 

2020 study comprises approximately 35,150 respondents across 22 countries and six continents, including 

2,000 nationally representative Belgian consumers aged 18 to 75. 

 

Vincent Fosty, Deloitte Belgium’s Technology, Media and Telecommunications Industry Leader: 

“We see that the COVID-19 crisis, and the lockdown measures, have revealed a new digital consumer. Habits 

as well as perceptions have changed. While we don’t know if the trends that have emerged or been 

accelerated by the crisis will last, they are likely to influence consumer behaviours for years to come.”  

 

Smartphone remains preferred device 

The smartphone was already the preferred device for many media and entertainment activities prior to the 

lockdown. The 2020 data shows that the 65+ generation now also prefers their phone over their laptop for 

checking bank balances and social networks, which was already the case for younger generations. 

 

Fifty-two percent of Belgian respondents believe that they used their smartphone a lot more during the 

lockdown. About half said that their smartphone helped them feel less isolated as it enabled them stay in touch 

with friends and family during that period. Although new consumption habits may decline post-lockdown, they 

will remain more important than prior to the lockdown. 

 

Seventy-three percent of respondents did not purchase any tech devices (Smartphone, Game Console, Smart 

Watch, etc.) as a result of spending more time at home because of the coronavirus pandemic. This may reflect 

the sanitary measures, with closure of physical shops as well as shopping restrictions. Some households may 

also have dusted off formerly unused devices. 

 

Belgians work and shop from home 

Approximately half of Belgian respondents who worked in an office pre-COVID worked from home during the 

lockdown. Out of the workers who were not based in an office pre-COVID, 1 in 5 used their home as their main 

worksite.1 
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Forty-five percent of them claimed it was easier than working from an office, while 30 percent found it more 

difficult. Just over 3 in 10 of those working from home found that they were working longer hours, 29 percent 

said they were used to working on larger/more monitors in the office, and just over a quarter missed face-to-

face interactions. Eleven percent of those working from home reported frequent internet connectivity issues, 

which led to video calls dropping for 7 percent of respondents. 

 

Reading the news and checking social networks increased the most during lockdown, with 27 percent and 34 

percent of respondents indicating increased activity levels. Between 15 to 20 percent of respondents, intend 

to maintain these levels post-lockdown. Facebook remains the most popular social network, with nearly 7 in 

10 Belgian respondents using it daily. A similar level of 18-24 year olds also use Instagram. 

 

Other activities that saw an increase as a result of staying at home include online shopping for items other 

than groceries (for 23 percent), and offline entertainment activities like reading (for 22 percent) and spending 

quality time with family/friends (for 20 percent). 

 

Changing attitudes to data privacy 

“The type of data influences people’s willingness to share. We found that almost 6 in 10 people would like to 

restrict access to some of their data, but they do not know how to. On top of that, 80 percent of respondents 

accept terms & conditions without reading them. This is interesting to see, as less than 1 in 4 people thinks 

that the benefits from interacting with companies online outweigh data privacy concerns,” Said Fosty 

 

Restricting app access to photos or contacts and deleting browser history are the top actions taken due to 

worries around data usage. Six percent of users have stopped using a social media platform permanently and 

5 percent temporarily as a result of privacy concerns. 

 

Fosty: “A third of the respondents supports the government's use of their devices for contact tracing and 3 in 

5 are in favour of thermal camera usage in well-populated areas. There is however a generational divide: Older 

age groups tend to be more supportive of the government’s use of technology to mitigate the impact of COVID-

19.” 

 

Third of Belgians believe there are health risks with 5G 

In a recent consumer survey conducted by Deloitte in the US, 67 percent of respondents said that they are 

likely to upgrade to a 5G compatible smartphone when 5G service is available in their area. In Belgium, 40 

percent of respondents think that 5G will provide them better mobile connectivity. 

 

Tim Paridaens, Deloitte’s Global Chief IoT architect: “Across all age groups, one third believes that there 

are health issues with 5G, while 2 out of 3 people in Belgium report limited understanding of 5G and its 

possibilities. There is a clear readiness divide compared to US respondents which Belgium should address to 

keep up with the speed of innovation in both business as consumer applications.” 
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Deloitte in Belgium  

A leading audit and consulting practice in Belgium, Deloitte offers value added services in audit, accounting, tax and legal, consulting, 

financial advisory services, and risk advisory services. 

In Belgium, Deloitte has more than 4,500 employees in 12 locations across the country, serving national and international companies, 

from small and middle-sized enterprises, to public sector and non-profit organisations. The turnover reached 607 million euros in the 

financial year 2020. 
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