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Welcome to Digital Consumer Trends 2021

Welcome to the Scandinavian ’cut’ of Deloitte’s 2021 Digital 
Consumer Trends report, an annual survey of 4,000 consumers 
in Sweden, Norway and Denmark as part of a more extensive 
global survey.

Deloitte has been sharing these insights for 11 years to 
understand the needs of today’s customers and provide unique 
insights into digital consumer behaviour. Every year, the report 
dives into different topics that unveil the most important 
consumer trends in today’s digital world.

This year, the Scandinavian ‘cut’ dives into streaming habits, data 
privacy, attitudes to 5G, new tech gadgets and changing ways of 
getting news. It also includes four spotlights on industry-specific 
digital trends in Retail, Telecom, the Public Sector, and Financial 
Services.
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33,150 respondents

20 countries

5 continents

Global survey:

4,000 respondents

Ages 18-75

The Scandinavian ‘cut’:
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1. What is the post-pandemic future of streaming?
How do Scandinavian consumers prefer to stream video?

2. The online experience in exchange for privacy
Scandinavians value getting the full online experience, but what is their privacy worth 
in this context?

3. Are Scandinavians starting to soften up about 5G?
The pace of transition towards 5G connectivity is accelerating, and 5G users have 
more than doubled in number since 2020

4. New gadgets: Early trends in future smart life
Will the pandemic bring a long-term boost to the market, or will interest fade as 
restrictions ease?

5. Are younger generations moving away from 
traditional news sources?

Younger generations turn to social media for news. This trend marks a shift away 
from traditional news sources and sheds light on a major generational difference

6. Industry spotlights
What are the key highlights and trends to watch closely within the retail, telecom, 
public sector, and financial services industries?
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Content



1. What is the post-pandemic future of streaming?
How do Scandinavian consumers prefer to stream video?
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1. What is the post-pandemic future of streaming?

Base 2021: All adults 18-75. Weighted base (4000), Norway (1000), Sweden (1908), Denmark (1092). Base 2020: All 
adults 18-75. Weighted base (3935), Norway (976), Sweden (1864), Denmark (1095). Base 2019: All adults 18-75. 
Weighted base (3935), Norway (976), Sweden (1864), Denmark (1095). Note: For HBO Nordic, YouTube Premium and 
Disney+ the base only consist of Norway and Denmark
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Access to SVOD services among Scandinavians

The streaming market in Scandinavia continues to flourish

Our study found that 68% of Scandinavian respondents have 
access to at least one Subscription Video-on-Demand (SVOD) 

service. This is an increase of eight percentage points from 2020. 
This growth indicates that Scandinavian consumers have increased 

the number of their VOD subscriptions during the pandemic,
rather than cancelling one service in favour of another
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Development of SVOD services in the past 12 
months

New subscriptions and churn

There has been a 9% increase in subscriptions in the past year
among 45- to 64-year olds, which might explain much of the 

growth in total subscription numbers. Younger subscribers (18-
to 24-year olds) change their SVOD services more frequently

Base 2021: All adults 18-75. Weighted base (4000), 18-24 (484), 25-34 (750), 35-44 (708), 45-54 (761), 55-64 
(652), 65-75 (645). Note: Net development = Net subscribed to a new service the last 12 months - Net cancelled 
a service the last 12 months

1. What is the post-pandemic future of streaming?



Prediction

As the world churns: The 
streaming wars go global

SVOD providers’ pursuit of global viewers is 
igniting competition and catalyzing churn. Will 
their business models export effectively?

→ Deloitte Global predicts that in 2022, at least 150 million 
paid subscriptions to streaming video-on-demand 
services (SVOD) will be cancelled worldwide, with churn 
rates of up to 30% per market. 

→ However, more subscriptions will be added than 
cancelled, the average number of subscriptions per 
person will rise, and, in markets with the highest churn, 
many of those cancelling may resubscribe—often to a 
service that they had previously cancelled.

→ As SVOD matures in multiple markets, we predict that 
their growth will be increasingly based on ad-supported 
models, and that the metric for SVOD success will be less 
about subscriber count and more about overall revenue 
from all services and sources.
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Access to SVOD and churn rate in select countries

Access to SVOD Churn

Source: Deloitte Digital Consumer Trends survey, June-August 2021
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Weighted average churn rate
Premium SVOD (Excluding Netflix & Hulu) Hulu Netflix
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(a) ANTENNA data does not currently include Free Tier Subscribers, MVPD + Telco Distribution, select Bundles (e.g. Hulu/Spotify), and vMVPD Add-ons
(b) U.S. only
(c) Premium SVOD includes Apple TV+, Discovery+, Disney+, HBO Max, Paramount+, Peacock, Showtime, and Starz
(d) Excludes passive churn. A Churn is counted on the day a Subscriber cancels their Subscription, not when the Subscription lapses
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About a quarter of consumers have cancelled and resubscribed to the same 
video service in the past year

Deloitte Insights | deloitte.com/insights

Note: N (total)=1,102 US consumers
Source: Digital media trends, 15th edition (Fall pulse survey, October 2021).

Percentage of US consumers who have cancelled a streaming 
video service subscription and then later renewed that same 
subscription in the last 12 months

34%

47%

25%

6%

3%

Millennials

Generation Z Boomers

Matures

Generation X

24%

76%

Yes No

Percentage of US consumers within each generation who have 
cancelled and then later  renewed that same subscription in 
the last 12 months
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SVOD changes in the last 12 months
(Combined Nordics, by age)

I/we have subscribed to a new video streaming 
service 

I/we have re-subscribed to a video streaming service 
I/we have previously cancelled 

I/we have cancelled a video streaming service that 
I/we intend to re-subscribe to in the future 

I/we have cancelled a video streaming service that 
I/we do not intend to re-subscribe to in the future 

25%
32% 35% 32%

26%
18%

8%

10%

14%
14%

12%

10%

5%

3%

12%

22% 20%

17%

8%

5%

4%

9%

15% 12%

10%

10%

5%

4%

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



© 2021 Deloitte AS

Base 2021: All adults 18-75. Weighted base (4000), 18-24 (484), 25-34 (750), 35-44 (708), 45-54 (761), 55-64 (652), 
65-75 (645).
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Preferences towards new SVOD payment 
options

Scandinavian consumers are open to new business models

Our survey found that 33% of the respondents prefer 
discounted or free subscriptions that include ads, although 
most prefer a full-price subscription in order to avoid ads. 

Almost half (48%) of 18- to 24-year olds prefer a discounted or 
free subscription, compared to only 20% of 65- to 75-year-olds

who prefer that option

1. What is the post-pandemic future of streaming?



2. The online experience in exchange for privacy
Scandinavians value getting the full online experience, 
but what is their privacy worth in this context?
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2. The online experience in exchange for privacy

Base 2021: All adults 18-75 who have a phone or smartphone. Weighted base (3839), 18-24 (440), 25-34 (715), 35-44 
(682), 45-54 (740), 55-64 (640), 65-75 (622).
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Preference of tailored ads

Differences in ad preferences depend on nationality and age

25% of respondents said that they prefer tailored ads. In 
Scandinavia, Norway has the most positive attitude to tailored 
ads, with 29% preferring them, compared to 26% in Sweden 
and 21% in Denmark. The increasing acceptance of tailored 

ads is most visible among the younger age groups, and 
acceptance decreases with age
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2. The online experience in exchange for privacy

Base 2021: All adults 18-75 who have a phone or smartphone. Weighted base (3839), Norway (960), Sweden (1832), 
Denmark (1047).
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Acceptance of default cookies and refusal of 
app permission

The majority still accept default cookies on websites most of the 
time

Denmark is the country most concerned about data privacy, as 
only 23% of Danes “always accept default cookies” compared to 

25% in Norway and 38% in Sweden. There is a significant  
correlation between refused app permissions and age. Among 18-
to 24-year olds, only 9% always refuse app permissions, compared 

to 28% of 65- to 75-year olds

Acceptance of default cookies in 
Scandinavia

Refusal of app permission in 2021
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2. The online experience in exchange for privacy

Base 2021: All adults 18-75 who have stopped using social media in the last 12 months. Weighted base (973), 18-24 (242), 
25-34 (235), 35-44 (166), 45-54 (138), 55-64 (106), 65-75 (86).
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Consumers stopped using social media for 
data privacy reasons

Concerns for data privacy have caused some consumers to leave 
social media

The survey shows that 24% of respondents have stopped using 
one or more social media platforms during the past 12 

months. In addition, 18% of the respondents who had stopped 
using a service listed concerns about data privacy as one of the 

reasons for leaving, and 15% said it was due to not knowing 
how other people used their data



3. Are Scandinavians starting to soften up about 5G?
The pace of transition towards 5G connectivity is 
accelerating, and 5G users have more than doubled in 
number since 2020

16
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3. Are Scandinavians starting to soften up about 5G?
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“I already use 5G”

Consumers are actively pursuing 5G connectivity

More than one-tenth (11%) of our survey respondents are now 
using 5G. This number has more than doubled (from 5%) in 
2020. About one-quarter (23%) of our survey respondents 

state that they would change their network operator to obtain
5G coverage

Base 2021: All adults 18-75 who do not yet use 5G. Weighted base (3434), 18-
24 (387), 25-34 (638), 35-44 (602), 45-54 (671), 55-64 (571), 65-75 (566).

“I would switch my network operator based on 5G coverage”

Increasing 5G usage and interest
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3. Are Scandinavians starting to soften up about 5G?

18

“I do not know enough about 5G” (left)
“I suspect that health risk is associated with 5G” 
(right)

Public knowledge about 5G is increasing

Scandinavian telecom operators have launched several 
marketing and information campaigns on 5G, focusing on the 
advantages compared to 4G. These campaigns appear to have 

improved the public knowledge about 5G

Base 2021: All adults 18-75 who have a phone or smartphone. Weighted base (3839), Norway (960), Sweden (1832), 
Denmark (1047). Base 2020: All adults 18-75 who have a phone or smartphone. Weighted base (1896), Norway 
(475), Sweden (903), Denmark (518).
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3. Are Scandinavians starting to soften up about 5G?
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Gender differences in attitude towards 5G

Male respondents are more open to 5G

More male than female respondents to our survey have 
already adopted 5G, and 5G capabilities are given greater 

priority by men when choosing a new phone

Base 2021: All adults 18-75 who already use 5G. Weighted Base (405), Male (228), Female (177).



4. New gadgets: Early trends in future smart life
Will the pandemic bring a long-term boost to the 
market, or will interest fade as restrictions ease?

20
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4. New gadgets: Early trends in future smart life

21

Most popular health monitor metrics in 
Scandinavia

Increase in the use of health monitoring devices 

62% of Scandinavians with access to a smart device, including 
a smartphone, now monitor one or more health statistics. 

Health monitoring gadgets appear to be particularly popular in 
Norway. Norway (25%) is ahead of both Denmark (20%) and 

Sweden (20%) when it comes to using smartwatches

Base 2021: All adults 18-75 who have access to a smartphone, smart watch or fitness band. Weighted base (3775), 
Norway (957), Sweden (1798), Denmark (1020).



Prediction

Wearable technology in 
health care: Getting better 
all the time

Smartwatches & wearable medical devices help people monitor their 
health 24/7. Trust in their accuracy & security will likely be key to growth

→ Advances in sensors and AI are helping millions manage their 
health and avoid serious illness. These technologies are now small 
enough to be worn on a wrist or penny-sized patch. 

→ Deloitte Global predicts that 320 million consumer health and 
wellness wearable devices will ship worldwide in 2022, likely 
reaching 440 million units in 2024.

→ Our Prediction focuses on smartwatches and medical-grade “smart 
patches” that are often prescribed by doctors, but increasingly 
marketed and sold directly to consumers.

The global health wearables market is already big and 
expanding fast
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Source: Deloitte Global analysis of industry market sizing data

Wearable medical sensors and devices Smart watches and fitness trackers
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4. New gadgets: Early trends in future smart life
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Access to connected devices, 2018-2021

Smart home devices have gained in popularity

The use of connected home devices has increased across 
Scandinavia: 86% of survey respondents now own a connected 
device – an increase of 9 percentage points over the past two 

years

Base 2021: All adults 18-75. Weighted base (4000), Norway (1000), Sweden (1908), Denmark (1092). Base 2020: All 
adults 18-75 (Half sample). Weighted base (1966), Norway (489), Sweden (930), Denmark (547). Base 2019: All adults 
18-75. Weighted base (3935), Norway (976), Sweden (1864), Denmark (1095). Base 2018: All adults 18-75. Weighted 
base (3942), Norway (977), Sweden (1868), Denmark (1097).



5. Are younger generations moving away from 
traditional news sources?
Younger generations turn to social media for news. This 
trend marks a shift away from traditional news sources 
and sheds light on a major generational difference
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5. Are younger generations moving away from traditional news 
sources?
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Social media and TV as preferred news sources

Gen Z and millennials get their ‘news fix’ though social media

When it comes to news, the younger generation turns to social 
media. According to our survey, 65% of 18- to 24-year olds 

(Gen Z) and 61% of the 25- to 34-year olds (millennials) list one 
or more social media as their preferred source of news

Base 2021: All adults 18-75. Weighted base (4000), 18-24 (484), 25-34 (750), 35-44 (708), 45-54 (761), 55-64 (652), 
65-75 (645).

Social media as one of the top three most preferred news sources

TV as one of the three most preferred news sources
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5. Are younger generations moving away from traditional news 
sources?

26

Social media use across age groups

A preference for Facebook

Facebook and YouTube stand out as the most popular social 
media for news. However, in general social media channels are 

used as supplementing news sources and are not the most 
popular. In a comparison between countries, people in 

Denmark use Facebook for news (31%) more than those in
Norway (26%) and Sweden (21%)

Base 2021: All adults 18-75. Weighted base (4000), 18-24 (484), 25-34 (750), 35-44 (708), 45-54 (761), 55-64 (652), 
65-75 (645).
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5. Are younger generations moving away from traditional news 
sources?
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Not interested in news

Danes are more interested in news

In general, Scandinavians want to keep updated with news and 
only 8% say that they are not interested in news. Interest in 

news and current events is least (16%) among 18- to 24-year 
olds (Gen Z). 18- to 24-year olds in Sweden and Norway are 

much less interested in the news than the rest of the 
population

Base 2021: All adults 18-75. Weighted base (4000), 18-24 (484), 25-34 (750), 35-44 (708), 45-54 (761), 55-64 (652), 
65-75 (645).



6. Industry spotlights
What are the key highlights and trends to watch closely 
within Retail, Telecom, the Public Sector, and Financial 
Services?
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Industry spotlight: Retail

In the first six months of 2021, e-commerce increased by 33% 
in Sweden, 27% in Norway, and 24% in Denmark. The increase 
in e-commerce is a challenge to retailers and all parts of their 
value chains

30% of Scandinavian consumers prefer to use a mobile phone 
for online purchases. 51% still prefer a laptop or desktop 
computer

“It is essential to retailers to shift from reactive to proactive 
engagement throughout the end-to-end consumer journey to 
make the customer experience as trouble-free as possible.”

– Joakim Torbjörn, Nordic Retail Industry Leader

Creating a smooth customer experience
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Industry spotlight: Telecom

Telecom operators fight over the same consumers

“Mobile operators should ask themselves: How can we make 
it more appealing to our existing customers to stay with us? 
This reflection and associated actions might help prevent 
customers from moving to another operator as soon as a 
better deal comes up.”

– Frederik Behnk, Danish Technology, Media & Telecommunications Industry Leader

One-third of Scandinavian consumers change their mobile 
operators often and regularly look for better deals. This 
indicates that mobile operators need to focus on retaining 
their existing customer base

The younger people are those most willing to change mobile 
operators. This requires that the mobile operators get insights 
into the younger generations’ needs and demands



“The time has come for government agencies to adopt a 
‘mobile-first’ strategy about services and channels made 
available to citizens. This strategy means shifting focus to 
design services with mobile devices as the starting point 
instead of developing traditional digital services and then 
adding a mobile option.”

– Lauri Byckling, Nordic Public Industry Leader
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Industry spotlight: Public Sector

Government agencies should adopt a ‘mobile-first’ strategy 

Mobile has become a common way for citizens to interact with 
the public authorities. 66% of Scandinavians interact with 
public authorities through their mobile phone at least once a 
month. 49% use their phone to check secure digital mail one a 
month

Even though most citizens interact with the public sector 
through their mobile phone, we must not forget those people 
who do not
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Industry spotlight: Financial Services

Resilience is the key to success

“The main challenge of digital transformation is not digital. 
Unfortunately, the cultural shift needed to accelerate the 
transition is still an underinvested area across the industry.”

- Sverre Danielsen, Financial Services Lead Nordics

Scandinavian customers use their mobile phone actively for 
financial services. The mobile phone is the most popular 
device for checking bank balances (64%), and 90% of 
Scandinavian consumers have used a mobile phone to transfer 
money to someone else in their country 

Facing customer needs is key – searching for the optimal value 
proposition mix of digital and human interactions



TMT Predictions 2022
What’s next for technology, media and 
telecommunications?
TMT Predictions gives you a glimpse of what 2022 has in 
store



EXPLORE THE
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SVOD churn: The 
streaming wars go 
global

The games console: 
Fitter than ever at 50

Addressable TV ads: 
Targeting for reach

Traditional TV wanes 
in the UK

The chip shortage
continues in 2022

VCs boost 
investment in chip 
companies

Open chip 
standards: How big 
will RISC-V get?

Making 
smartphones 
sustainable

Floatovoltaics: 
Floating solar panels
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reading: Boys and 
books

Women in tech: 
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facing headwinds
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indispensable

Fixed wireless
access: Gaining on 
wireless broadband

Quantum
computing in 2022: 
How useful is it?

Sports NFTs: From 
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digital video

AIs wide shut: AI 
regulation gets (even 
more) serious

All about 
screens

All chips, all 
the time

Green and 
diverse
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New and 
next

Healthcare 
anywhere

Wearable devices in 
healthcare: Getting 
better all the time

Mental health
apps: Mental health 
goes mobile

Keeping AI private: 
Homomorphic 
encryption & 
federated learning
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About the research For further information about this research:

Joachim Gullaksen
Head of Technology, Media & 
Telecommunications in Norway
+47 23 27 93 71
jogullaksen@deloitte.no 

Frederik Behnk
Head of Technology, Media & 
Telecommunications in Denmark 
+45 30 93 44 26
fbehnk@deloitte.dk

Jonas Malmlund
Head of Technology, Media & 
Telecommunications in Sweden and in 
the Nordics
+46 73 397 13 03
jmalmlund@deloitte.se

The Scandinavian data ‘cut’ is part of Deloitte’s Global Digital 
Consumer Trends survey, a multi-country survey of digital service 
users worldwide. The 2021 global study comprises 33,150 
respondents across 20 countries and five continents.

Data cited in this report are based on a nationally representative 
sample of consumers aged 18-75 in Sweden (2,000), Norway 
(1,000), and Denmark (1,000). The sample follows a country-specific 
quota on age, gender, region, and working status. The survey took 
place during August 2021 and was carried out online by Ipsos MORI, 
an independent research firm, using a question set provided by 
Deloitte.
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