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Why did we do a study of millennials (also 
known as Gen Y), those individuals aged 
18-37 years old in 2017, in the four Nordic 
countries of Sweden, Denmark, Finland and 
Norway? 

Because we were concerned that previous 
research on millennials in the Nordics (or 
anywhere else) might be incomplete and 
possibly misleading. 

We are told that this generation is mobile 
only. But go to a Nordic coffee shop, and 
look at all the millennials sitting there for 
hours on end with their laptops. Not just 
doing schoolwork, but chatting on social 
media, shopping, browsing, playing games 
and watching videos. They do not seem to 
be “mobile only”, and they may not even be 
“mobile first”.

We are told this generation is digital-
only, doing everything online. So who 
are the 18-37 year olds that we see in 
restaurants, bars, stores, banks, post offices, 
government offices and movie theatres?

We are told that millennials spend x 
percent of their online time shopping on 
their smartphones, and y percent on their 
laptops: this is obviously useful data to 
have. But what about the time they spend 
on traditional voice calls, and in the real 
world, in bricks-and-mortar shoe stores 
for example? And what about their visits to 
other kinds of stores, or the way they use 
financial services, and buy travel, and so on? 
(We did not ask participants about topics 
such as watching video on smartphones 
compared to tablets or laptops. In the 
Nordic countries and globally, the video 
and TV habits of millennials are already well 
studied and reported on, both in Deloitte 
reports1  and by others.)

We decided that we should seek answers 
to these questions, to find out more. We 
interviewed over 120 millennials from the 
Nordics about the devices they use across 
55 different activities. Some of the findings 
might surprise you.

Introduction and 
summary of key 
findings
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Nordic millennials differ 
significantly from the same 
demographic in other countries. 

For example, they do much more of their 
banking on mobile devices than in other 
countries, are more likely to invest in the 
stock market, less likely to buy groceries 
online, and more likely to gamble. So 
findings from research into millennials in 
the US or the rest of Europe do not apply to 
the Nordics.   

Nordic Gen Ys are omnichannel: 
depending on the activity, they use 
a mix of computers, mobile devices, 

visits to physical stores and (to a lesser 
extent) traditional telephone calls. The mix 
varies, but nobody in our study was digital 
for everything. They are digital first, but 
not digital-only.

Nordic Gen Ys love their mobile 
devices, but across all the activities 
we examined, they tend to use 

computers rather than smartphones two-
thirds of the time. That may change in the 
future, but today they are not “mobile 
only”, and aren’t even “mobile first”: 
they prefer computers for 65% of 
activities because of their large screens 
and keyboards.

Although there were some 
characteristics that were more 
common to younger Gen Ys, or to 

female Gen Ys, it is clear that across the 55 
activities studied, each individual has a 
unique and often surprising pattern of 
channel preferences. We call this the 
“omnichannel fingerprint”. Generalizing 
about the “average” millennial can therefore 
often be misleading.

When it comes to financial services, 
Nordic Gen Ys are omnichannel 
on the whole: individual activities 

can be largely mobile first, computer first, 
or even branch first. Broadly speaking, 
these young people tend to use mobile 
devices for the simplest and lowest 
value transactions or services. As 
complexity and value increase they 
become more likely to use their 
computer…up to a point, after which 
further increases in complexity or 
value cause them to prefer telephone 
interactions or branch visits.

Physical retail is not dead. For 
many activities, Nordic millennials 
still go to physical stores, banks and 

other retail and service branches. It may 
be to get the right fit, to avoid returns, or a 
social activity to do with friends. For some, it 

is even a kind of “digital detox”: they spend 
so much time in front of digital screens 
that going to an actual store is a refreshing 
break.

 So the use of digital media 
varies between activities and 
the “average millennial” can be a 

misleading concept. Companies in every 
industry need to understand their own 
customers and how they behave. 
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There is no such thing as 
mobile only. Everyone is 
#omnichannel

In one 2013 US study, 18% of millennials 
aged 18-34 were called mobile only: they 
“do all of their internet browsing, emailing, 
Google searching, social networking, and 
online news reading on a smartphone or 
tablet2”. A more recent French article asked 
if 2016 was the “year of mobile only?3 ”

Our focus groups were very clear: across 
55 categories of behavior, and among more 
than 120 participants, not one individual 
was mobile only all of the time. Some were 
mobile first, but even they used computers, 
voice calls and visits to physical locations at 
least some of the time.

That may not be a surprise: other studies 
have pointed out that although millennials 
love mobile devices, they have not 
abandoned other online channels such 
as laptops and desktops4 . What is more 
surprising is just how diverse the pattern 
becomes when we ask about non-digital 
channels, and extend the activities beyond 
web browsing and emailing. Not only 
are Nordic millennials not mobile only, 
almost none of them are even mobile first, 
and almost all of them use computers, 
telephones and visits to physical locations 
some of the time. See figure 1.

The vast majority of Nordic millennials are 
Digital First Omnichannel, with seven out 
of eight spreading their activities across 
multiple channels, using digital (a mixture 
of computers and mobiles) for over half 
the activities examined over half the time.  
The pattern is the same for both men 
and women, and also for individuals from 
different industries.

Figure 1: Nordic Millennials are not mobile-only or digital-only

True omnichannel 
use a mix of mobile, computer, phone, 

and physical with none dominant

Digital First Omnichannel 
use mobile device or computer over 
half of activities over half of the time

Digital Only 
use mobile device or computer 

for every activity all the time

Mobile First 
use a mobile device for over half 

of the activities half of the time

Mobile Only 
use a mobile device for every activity all of the time

8%

4%

0%

0%

88%88%

0%      20%            40%     60%            80%               100%
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Figure 2: Nordic Millennials number of mobile first activities by country
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Whether working in telecoms, media, 
technology, or professional services or 
whether they were students, the responses 
from the individuals in our focus groups 
were all about the same on this metric. 

Looking at all the data from our Nordic 
study, the average participant used a 
smartphone or tablet more than half the 
time (mobile first) for only about 10 of the 
55 activities studied, but used a digital 
device (smartphone, tablet or computer) 
more than half the time (digital first) for 
over 30 of the 55 activities. The digital first 
pattern was similar for both the 18-26 and 
27-37 year age groups, but interestingly 
individuals in the older group were slightly 
more likely to be mobile first than the 
younger group. This is a finding we also 
saw in last year’s French millennial study 
using the same methodology (although 
the difference between the age groups in 
France was wider5.) 

N
O
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Within the Nordics the digital first 
percentage was roughly the same for both 
groups, at around 63%, although there was 
some variation in mobile first behavior, with 
Sweden over five percentage points higher 
than the other three countries. See figure 2. 
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Figure 3: Nordic Millennial device ownership or access from GMCS survey

Figure 4: Preferred device for 15 activities Source: 2017 Deloitte Global Mobile Consumer Survey, Nordic edition 

94%

54%

90% 92%

64%

95%

Any computer

Any tablet Any smartphone
Age 18-24

Age 25-34

Which devices do you own or have access to?

Activities 18–24 25–34

Watch live TV TV 69% TV 66%

Watch TV programmes via catch-up services Computer 36% TV 39%

Stream films and/or TV series Computer 37% TV 44%

Watch short videos Computer 40% Computer 38%

Video calls Computer 41% Computer 31%

Online search Computer 52% Computer 51%

Browse shopping websites Computer 63% Computer 60%

Make online purchases Computer 74% Computer 68%

Play games Computer 35% Computer 38%

Check bank balances Phone 68% Phone 61%

Read the news Phone 52% Phone 43%

Check social networks Phone 76% Phone 61%

Record videos Phone 74% Phone 66%

Take photos Phone 87% Phone 85%

Voice calls using internet Phone 55% Phone 43%

This finding, that millennials may love their 
smartphones but haven’t abandoned the 
computer, is independently corroborated 
by the 2017 Nordic edition of the Deloitte 
Global Mobile Consumer Survey (GMCS)6. A 
large sample (1,348) of 18-34 year olds from 
the four countries surveyed shows that 
Nordic millennials are more likely to own or 
have access to a computer (laptop, desktop, 
or both) than they are  to have either a 
smartphone or a tablet.

These ownership figures are also reflected 
in usage. For 15 categories of consumer 
activity, shown in figure 4 to the right, 
Nordic 18-24 and 25-34 year olds use 
both smartphones and computers, but 
computers are the preferred device for 
searching, shopping, buying and banking. A 
pattern can also be seen of 18-24 skewing 
slightly more towards the use of computers 
while 25-35 year olds leaning toward the 
smartphone. Tablets were not the number 

one choice for either age group for any 
activity. This finding from the GMCS is 
corroborated by the findings of this study: 
tablets were never the top ranked device 

for any of the 55 activities studied. In fact, 
nearly half our participants did not even 
own a tablet.
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Figure 5. Preferred device for 15 activities: European aggregate. Source: 2017 Deloitte Global Mobile Consumer Survey, 

European edition

Despite exaggerated claims about mobile-
only behavior by 18-37 year olds, Nordic 
businesses and governments need more 
than just apps to interact with Gen Y. 
There was only one behavior where use 
of mobiles represented 75% of the time 
spent: researching taxis. In addition to 
mobile apps, for all the other 55 activities, 
organizations need web sites, phone 
numbers (and call centers) and physical 
locations. 

Web sites may need to be mobile 
friendly or even mobile first, but they 
are also going to be viewed much of 

the time on traditional computers (whether 
laptops or desktops) with a large screen, 
mouse, and keyboard. There are important 
design decisions that can be made 
knowing that some of your Gen Y clients or 
customers continue to use computers. 

Although there are variations, (see 
next section for more details) across 
many categories of activity, while 

Nordic millennials use both mobile devices 
and computers for online activities, the 
computer remains the dominant device. 
Asking 20 year-olds whether they ever do 
something on their smartphone is useful, 
but even more useful is asking which device 
they use the most. Not only are Nordic 
Gen Ys not mobile first, they are actually 
computer first for online behavior across a 
majority of activities (ignoring phone calls 
or physical visits): out of the 55 sample 
activities done online, 36 (65%) were 
computer first and only 19 were mobile first

Omnichannel is different from 
multichannel. A repeated source 
of frustration among focus group 

participants (about 30%) was that they often 
wanted to start a process on a smartphone, 
do more research on a laptop, and then 
finish the process in a store or on the 
phone…but switching between channels 
was not easy. Inventory did not match 
between online and physical stores, look 
and feel were different, or phone operators 
asked for information that had already been 
entered digitally. They wanted whoever 
they were dealing with, be it a retailer, hotel, 
government or bank, to have a 360 degree 
view of them and their transactions. There 
are tools to help with this7, but according 
to our focus group members they are 
obviously not being used well enough.
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Which, if any, is your preferred device for each of the following activities?

Activities 18–24 25–34

Watch live TV TV TV

Watch TV programmes via catch-up services Laptop TV

Stream films and/or TV series Laptop TV

Watch short videos Laptop Laptop

Video calls Laptop Laptop

Online search Laptop Laptop

Browse shopping websites Laptop Laptop

Make online purchases Laptop Laptop

Check bank balances Phone Laptop

Read the news Phone Phone

Check social networks Phone Phone

Play games Phone Phone

Record videos Phone Phone

Take photos Phone Phone

Phone Voice calls using internet Phone Phone

As can be seen in figure 5 below, 
which is GMCS data rather than our 
focus group data, there are some 

minor differences between Nordic Gen Ys 
and individuals from the same demographic 
across selected European countries (UK, 
Ireland, Benelux, France, Italy, Germany, 
Norway, Sweden, Finland, & Poland in 
aggregate). Nordic 25-24 year olds are more 
likely to check bank balances on their phone 
than other Europeans, and both 18-24 year 
olds and 25-34 year olds in the Nordics are 
less likely to play games on their phones 
that the European average, instead having a 
preference for laptops. (It should be noted 
that the differences between Nordic and 
European demographics are likely to be 
statistically significant, with large sample sizes 
for each demographic sub-group.)
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Why there is such a 
persistent belief that 
Gen Y is mobile only or 
mobile first

Zebras are more memorable 
than horses. And rarer
Whatever is new and less common tends 
to stand out in our memories; which means 
that surveys that rely on self-reported 
usage tend to exaggerate the rare at the 
expense of the quotidian. In media surveys, 
most people (of all ages) tend to say they 
watch less traditional TV and listen to less 
broadcast radio than they actually do, while 
they tend to think they watch much more 
video on their smartphones than they 
actually do. In one recent study, people (of 
all ages) in the UK thought that 16% of their 
TV viewing was on non-TV devices such 
as smartphones, whereas the measured 
number was only 2%8.

Similarly, if young people buy most of their 
shoes in stores or on their laptop, they 
get used to that activity…but when they 
buy some pairs on a smartphone they are 
struck by the novelty of it. If asked how 
they buy shoes online, they are prone to 
answer “on my phone”: not only because it 
stands out more, but also because it seems 
“cool”. To some extent, claiming to do more 
things on their smartphones makes them 
seem more like technology early-adopters. 
Only when asked to recall their actual split 
between smartphone, tablet, computer and 
physical visits does a more accurate picture 
emerge.

The squeaky wheel gets the 
grease
There is a structural bias in the online world 
to obsess about mobile. In 2018, retailers 
have already figured out how to build 
bricks-and-mortar stores, and banks know 
how to build a branch network: they’ve been 
doing it for decades. They are not so good 
at online websites for laptops and desktops, 
but still pretty good at it: they’ve been doing 
it for more than 20 years9 in retail and (in 
France with Minitel) nearly 35 years for 
online banking10.

But high levels of smartphone adoption is a 
relatively recent thing: in 2012 smartphone 
penetration in the Nordics (for all ages, 
not just 18-37 year olds) was only 54% in 
Norway, 51% in Sweden, 45% in Denmark 
and 38% in Finland11. Although very nearly 
every retailer or financial services company 
now has a good website, many are still not 
optimized for the smaller screen, touch 
interface, smaller keyboard and often 
slower connectivity of smartphones and 
tablets. A website that is not well designed 
for smartphone use can be annoying for the 
user, or even unusable.

Since both websites and bricks-and-mortar 
stores are reasonably well designed, many 
organizations are devoting the bulk of their 
online user experience spending to creating 
a better mobile experience. In one case, 
for a North American financial services 
company mobile accounted for over 90% 
of its development dollars! Making mobile 
a priority for spending is the correct course 
of action for many, but just because 90% of 
development spending is going to mobile (in 
the short term, in order to put the mobile 
experience on a par with the in-branch and 
computer experiences) this doesn’t mean 
that 90% of traffic, either now or in the near 
future, is going to come from mobile.

“...people (of all ages) in 
the UK thought that 16% 
of their TV viewing was 
on non-TV devices such 
as smartphones, whereas 
the measured number 
was only 2%.”
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Although Nordic Gen Ys are not mobile only 
and only sometimes mobile first, the other 
channels are important too. There seem to 
be four obvious lessons.

It is misleading to suggest that 
mobile only is how millennials 
do everything. It might make a 

great marketing slide in a Powerpoint 
presentation, but our research suggests 
that this view is too simplistic.

Our research also suggests that it 
is not correct to argue that 18-
26 year olds are more likely than 

older Gen Ys to be mobile only or mobile 
first. When we look at the 55 activities, 
and the percentage of these done online 
(ignoring telephone calls and physical visits) 
we find that Nordic 18-26 year olds use 
mobile devices more than computers for 
19 activities, while the 27-37 year olds use 
mobile devices more often for 20. There are 
no signs that younger millennials are going 
mobile first faster than the older group.

There are some markets and 
activities where mobile only or 
mobile first might make the most 

sense. According to our research, booking 
ride-sharing services may be such a market, 
at least according to Deloitte’s French 
survey from last year (although the mobile 
only dominance in France was NOT seen in 
our Nordic study this year). But companies 
and governments need to allocate 
significant resources upfront, examining not 
only the self-assessed opinions of Gen Ys 
but also their actual behavior, to determine 
which services are truly mobile only or 
mobile first. 

For all other activities, an 
omnichannel strategy will be 
superior, which means that 

companies also need to think about 
whether they are omnichannel ready, 
and understand their customers’ path to 
purchasing, and they need to assess where 
they stand versus their competitors. A tool 
like the Deloitte Omnichannel Customer 
Experience Index is one possible starting 
point . After measuring a company, industry, 
or even country’s relative position in 
omnichannel, analytics will likely play a key 
role, both in retail and in other industries.

“It’s essential that retailers 
build — or ensure they 
have access to— top-
notch predictive advanced 
analytics capabilities 
to help them form key 
customer insights, identify 
growth opportunities, and 
determine the smartest 
omnichannel investments 
for their company. 
Analytics are vital to 
successfully making the 
huge shift to becoming an 
insight-driven, customer-
centric organization.”
Deloitte Omnichannel Customer Experience 
Index

4

1

2

3



12

Smartphone (%) Tablet  (%) Computer (%) Phone call (%) In real life (%)

Shopping Shoes 8 1 20 0 71

Sportswear 6 1 23         0 70

Make-up 5 1 17 0 77

Underwear 2 1 13 1 84

Other clothes 9 2 22 1 66

Watches 3 0 20 0 77

Books 10 2 34 0 53

Music 54 1 36 0 9

Food (to be cooked) 1 0 7 2 91

Hot food delivered to home 36 1 21 22 20

Wine/beer 0 1 2 0 97

Furniture 2 1 16 0 80

Car/motorcycle 0 0 5 0 94

Financial Bank deposit 32 0 29 1 38

Bank withdrawal 23 0 16 1 61

Balance 74 0 25 1 0

Statements 54 0 42 1 2

Transfer between accounts 65 0 33 1 1

Make a payment 53 1 42 1 4

Send/receive money (domestic) 69 0 30 1 0

Send/receive money (international) 29 0 62 1 7

Line of credit 43 2 43 4 8

Car loan 11 0 41 10 39

House/apartment loan 10 0 26 9 55

Obtain insurance (home) 6 1 60 30 3

Make insurance claim (home) 5 1 67 25 2

Buy other insurance 4 0 62 31 2

Claim other insurance 4 0 60 30 5

Set up investments 19 2 65 6 8

Find advisor 19 3 44 11 23

Deal with advisor 5 3 44 16 32

Buy/sell stocks 27 1 61 1 9

Travel Research train 61 2 36 0 1

Book train 54 2 40 0 3

Research flight 31 3 66 0 0

Book flight 15 1 83 0 0

Research hotel/rental/gite 27 4 67 0 1

Book hotel/rental/gite 16 3 78 2 2

Research car rental 22 5 72 0 2

Book car rental 13 3 76 2 6

Research taxi 75 0 11 10 4

Book taxi 51 0 3 31 16

Research restaurant 53 3 38 1 5

Book restaurant 34 2 27 31 6

Figure 6: Average responses across all participants, all countries (all numbers in percent)
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Smartphone (%) Tablet  (%) Computer (%) Phone call (%) In real life (%)

Medical Book medical appointment 16 0 34 45 5

Consult with medical expert 7 0 6 28 60

Receive test results 8 0 30 20 43

Government Taxes 8 0 82 6 3

Other 10 0 76 7 7

Entertainment Movies 20 4 59 1 16

Music 45 1 48 0 6

Spectator sports 12 3 62 1 22

Gambling (casino or online) 40 0 26 0 35

Lottery 22 0 11 0 67

Other  Book haircut/salon 22 1 26 31 21
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Averages can be deceiving: 
there are many unique 
insights
Figure 6 shows the average usage of each 
channel for each activity for all participants 
(of all ages and in all countries) in the study. 
It is a fascinating chart, and illustrates many 
key behavior patterns of Nordic Gen Ys. 
But aggregating the responses obscures 
a fundamental truth: every person in 
the study has a unique “omnichannel 
fingerprint” of channel preferences across 
the different categories of activity. 
It is interesting to speculate why these 
differences arise. Is it upbringing, family, 
something we are all born with, or a self-
acquired habit? It is beyond the scope of 
this study to answer all these questions, but 
one important lesson is that merely asking 
people why they use one device or channel 
for a given activity is often not as useful as 
one might think. In many cases, individuals 
don’t KNOW why they act the way they do! 

To each their own. Or, in 
millennial speak, “you do you!”
Where one 23 year-old female 

student from Copenhagen might never 
use a smartphone app to book a hotel 
room, another woman of the same age 
and background sitting beside her in a 
focus group only uses her smartphone for 
booking hotels. Everyone has a different 
favorite device for different activities, and 
they often have very strong feelings about 
their preferences. As an example, not only 
might they always use a computer to check 
their bank statement; they might plan on 
never changing, and can’t even imagine why 
anyone else would do anything differently. 
There were no actual fistfights in our focus 
group sessions, but some people did end 
up shouting at each other about choices! 
Of course, personal opinions of 18-37 year 

olds can be very strong at that age, and fade, 
evolve or change even in a short period of 
time.

They are not channel loyal
Just because some individuals use 
their smartphone for hotel booking, 

it doesn’t mean they are more likely than 
average to use their smartphone for all other 
activities, or even any of them! There is little 
or no correlation between use of a phone 
or computer or physical channel across 
activities. Only about 5-10% of respondents 
displayed high single-channel preference, 
defined as using one channel more than half 
the time for more than half of activities. 

Our reasons for preferring 
one channel over another are 
complex, and often psychological

Perhaps the best example of this was a 
common response from participants: “I buy 
shoes on both my phone and in stores. 
When I know what I want, I go to the store, 
try on the shoes, and then buy them. But 
when I don’t know what I want, I browse on 
my phone before buying”. Later in the focus 
group, we were taking about print books. 
Once again, we found that individuals used 
both their smartphone and bricks-and-
mortar bookstores, but their pattern flipped 
180 degrees: “When I know which book I 
want, I buy it online, but when I don’t know I 
go to a shop and browse before I buy”. This 
was about books and shoes, but we found 
all participants had exactly the same kind 
of paradoxical preference for channels that 
might not be logically consistent, but worked 
for them.

And sometimes physical
Feet are funny. Across almost 
every focus group, we saw strong 

preferences from some participants for 
in- store shoe purchases, with over 70% 
of all shoe buying occurring in store. Many 
people complained that their feet were 
large, or oddly shaped, and that ordering 
shoes online was pointless (30% of 
respondents, slightly higher for women than 
men.) Returning dozens of pairs of shoes 
was not seen as more convenient than just 
going to a store and getting the right size 
the first time. 

4
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Groceries are especially physical 
Equally, although a few individuals 
said they were willing to get some 

grocery items from online stores, over 
95% of participants said that they would 
not buy fresh fruit, vegetables, meat or 
fish online. This finding lines up well with 
other research: a 2017 study showed that 
95% of French men and women aged 18 
or over preferred buying groceries in store; 
even for 18-34 year olds, 91% said they 
preferred in-store shopping, almost exactly 
the same as the 92% from our survey13 (see 
figure 7). This is in very sharp contrast to 
2018 US research, which found that 55% of 
millennials were likely to use online grocery 
shopping14 , see figure 8. 

So is makeup
Many of our respondents (over 70%, 
mainly women) said that buying new 

(as opposed to repeat purchases) grooming 
products like makeup in-store was heavily 
affected by the process involved: stores 
allow you to test actual makeup on your 
face in well-lit surroundings, and the store’s 
staff can usually show you how best to apply 
it, as well as make recommendations for 
other products or colors. That experience 
would be very difficult to implement on a 
mobile device or even a computer. 

And sometimes social or 
cultural
Another reason for buying makeup 

in-store is having a friend with you to 
assist in making a selection: 25% of female 
respondents cited this social angle as a 
factor driving in-store shopping. One striking 
difference between Gen Ys in the Nordics 
compared with similar groups in France 
is around restaurant reservations. 57% of 

French millennials said they preferred to 
make a booking by phoning or by making 
a reservation in person. To quote: “I don’t 
know why I call instead of using the app or 
a computer booking website…. It just seems 
more polite somehow”. This pattern was 
not seen to the same extent in the Nordics: 
only 37% booked by phone or in person. 
There was a statistically significant regional 
variation in this pattern: Denmark (36%) was 
close to the average, while Norwegians were 
more likely to avoid using an app (with 48% 
booking by phone or in person) and Finns 
less so (33%). 70% of Swedes book online. 
(See Appendix 1 for this and other intra-
Nordic comparisons.)

5

*Supermarkets and hypermarkets
Source: Promise Consulting as cited by LSA,
March 30, 2017

Figure 7. Demographic profile of Internet users in France 
who purchase groceries in-Store vs.  digitally, February 
2017
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Figure 8. US Adults’ Online Grocery Shopping Likelihood in 2018
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Or relate to social values
One type of behavior reflected 
the Nordic belief in social values. 

In Denmark (where the app was founded) 
about half the focus group participants 
mentioned using Too Good to Go15 , an 
app that allows shoppers to buy heavily 
discounted food that would otherwise be 
thrown out. Although they admitted that 
lower price was some of their motivation, 
almost all of them said that avoiding wasted 
food was a bigger factor. The app is also 
available in Norway, where many of our 
participants said they used it. Although 
not (yet) available in Sweden or Finland, 
millennials said they hoped it would launch 
there soon, as they supported the concept. 
Interestingly, a social value pattern that 
we saw in France was NOT common in 
the Nordics. A minority of participants in 
the French study said they often looked 
at hotels, restaurants and retail shops via 
several channels. They would find the best 
online price (Booking.com was mentioned 
most frequently for hotels, La Fourchette 
for restaurants, and Amazon for online 
shopping), and would then call or visit the 
French provider directly … but not to get an 
even better deal. The explicit reasoning was 
as follows: “I know that when I book through 
a website, the middleman takes a fee, which 
is less money for the vendor. I go direct 
to the store, restaurant or hotel because I 
want to support their business and make 
sure they get all the money”. This was not a 
pattern of behavior in our Nordic groups.

The luxury question
The questions asked during the 
focus group sessions covered 55 

different kinds of activity, with 25 having 
a retail/travel orientation. While we did 
ask Nordic Gen Ys about shoes, we did 
not explicitly differentiate between cheap 
espadrilles and much more expensive 
designer shoes! A follow-on study to 
determine omnichannel patterns for luxury 
footwear, hotels, restaurants, and so on 
would almost certainly yield important 
findings. That said, a few anecdotes did 
emerge: Nordic 18-37 year olds repeatedly 
said that they were much more likely to 
buy less expensive goods on their phones, 
moderately expensive goods on their 
laptop, and the most expensive goods 

in retail stores. As one example, a young 
man bought a $100 watch online, but 
was thinking of “moving up” to a Swiss 
mechanical watch, and planned to do it 
in-store.

Changes do occur
It is worth noting that unlike 
real fingerprints, omnichannel 

fingerprints are likely to shift over time. 
Some people (about 30% of participants) 
who used to do all their online banking 
by computer (because they felt that the 
smartphone was insecure) now prefer and 
trust the smartphone experience. But other 
examples seem much more resistant to 
change: many participants (nearly 80%) said 
they prefer booking hotels by computer, 
not smartphone. This was not because 
smartphone apps for hotels have some 
technical problem; instead it was simply the 
form factor (larger screen, and more precise 
keyboard and mouse/touchpad.) Viewing 
hotel room pictures (or comparing more 
than one room at a time) was much easier 
on a laptop screen or desktop monitor. 
And it always will be…decisions that are 
determined by form factor are the least 
likely to change.

9
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There are many different insights in this 
section, perhaps too many to summarize 
easily. But the single most important 
insight likely revolves around the idea that 
all Nordic Gen Ys have their own unique 
omnichannel fingerprint. Our findings would 
suggest that companies are mistaken if they 
think they can predict, on the basis of age 
and gender, whether millennials will prefer 
to order deliveries of food by mobile or buy 
food in-store …and similarly it is a mistake to 
think that because millennials buy shoes on 
a mobile, they will also buy food the same 
way. 

A high-level demographic understanding of 
customer behavior is the beginning of the 
process, not the end. Proper understanding 
will require knowledge of channel 
preferences across many categories of 
behavior, and this will evolve over time.

“...all Nordic Gen Ys
have their own unique 
omnichannel fingerprint.”
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Show me the money

About a third of the time spent during 
the sessions of each focus group was 
devoted to the topic of money: banking, 
insurance, loans, investments, taxes, and 
even gambling! At a high level, the patterns 
we saw for shoes, hotels, or doctors’ 
appointments held true in the financial field 
as well: Gen Ys tend to use many different 
channels, depending on the exact service 
and the individual. But six money-specific 
insights emerged.

More simple=more mobile
There is an inverse relationship 
between the willingness of Gen Ys 

to use an app to access a specific financial 
service, and the complexity and/or value 
of the process (see Figure 9). The simpler 
the transaction, the more likely they 
are to use their smartphone. For more 
complex transactions, (but still at low levels 
of increased complexity) the more likely 
they are to prefer the larger screen of the 
computer; and as complexity rises further 
they  want increasingly to speak to real 
people for assistance, either in branches or 
occasionally on the phone. As mobile goes 
down, in-person goes up! That said, this 
chart for the Nordics is quite different from 
what we saw in France. Nordic Millennials 
are MUCH more willing to do low, medium 
and even high complexity tasks on their 
phones than their French counterparts. 
This is supported by a 2017 research study 
on Nordic millennials that argues they 
want a “simplex” solution16: “80% of Nordic 
millennials seek a single app that can do it 
all rather than multiple dedicated apps, and 
to this end they are ready to put up with 
lower user-friendliness and high complexity 
– although they still expect a smooth user 
experience”.

1
“80% of Nordic millennials 
seek a single app that 
can do it all rather than 
multiple dedicated apps, 
and to this end they are 
ready to put up with lower 
user-friendliness and high 
complexity – although they 
still expect a smooth user 
experience.”

decision I have ever made up until now, 
and may be the biggest I ever make. It is 
complex, and I am both inexperienced 
and ignorant of the whole process. Maybe 
when I buy my tenth apartment I might use 
an app, but for the first one I want to deal 
with a real human being who can walk me 
through every stage, answering questions 
and reassuring me”. 

Normally people don’t switch 
banks, but…
One of the reasons why some 

participants used their computer rather 
than the mobile app was that (to quote) “My 
bank’s mobile app sucks. I hate the UI, it 
crashes all the time, and it’s hard to use”. In 
the focus groups, comments like this always 
elicited a comment from another Gen Y 
that they just loved their bank’s mobile 
app. At which point the unhappy young 
person asked “Which bank do you use? I 
might switch”. Around 20% of focus group 
members (higher in Denmark for some 
reason) mentioned thinking about changing 
banks purely to get a better mobile app. 
Interestingly, a 2015 CapGemini global study 
found that “Gen Y continues to report lower 
positive customer experience levels versus 
other age groups, underscoring banks’ 
challenge to meet Gen Y’s expectations. 
Less than 50% of Gen Y customers globally 
are likely to remain with their primary bank 
in the next six months17”.

Most millennials don’t want a 
mortgage app
A major European bank is now 

offering home mortgages as a smartphone 
app18. We ran this idea past our Nordic Gen 
Y participants, asking either what channel 
they had used, or what channel they were 
LIKELY to use when they eventually do buy a 
house or apartment. 

As in the French study from last year, 
the majority of Nordic millennials (64%) 
preferred to get a mortgage over the phone 
or in person: only 36% were willing to do it 
online, and only 10% on a mobile device. To 
paraphrase the most common response: 
“Buying an apartment is the biggest financial 

2

3
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Branches are not dead
This was a surprising finding. Over 
and over, young people who were 

highly digital first, or even mobile first, 
admitted to going to physical bank branches 
at least occasionally for certain activities 
(see figure 9 for details)  This belief is not 
exclusive to Gen Y, of course. According to 
the same CapGemini study: “Customers 
perceive the branch as offering better 
service than the Internet for both complex 
and simple services19”.

To be clear, except for high value or high 
complexity transactions, visiting a bank 
branch was always an infrequent choice. 
But it was a persistent one. And it has some 
implications for how financial services 
companies think about their branch 
strategy going forward. 

4 (The following paragraphs are based on 
conversations with both Nordic and French 
focus groups, as well as meetings with 
banks both in the Nordics and globally.)

Financial services companies (banking, 
investing, lending, insurance) are already 

targeting the next generation of customers. 18-
37 year old millennials, many of whom have 
not yet settled on a financial service provider 
for all of their various needs, are a crucial 
market opportunity. These young women and 
men are much more smartphone and tablet 
oriented than the rest of the population, and 
they are also more committed to social value 
investing and banking. 

But they are not mobile only. Across a number 
of financial service products, they still value 
the human touch, and in-person banking at 
physical bank branches with real people, not 
bots. One good example is home lending, 
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Figure 9. Financial transactions and channel preference: Nordics, all ages, all countries

especially for home buyers who are going 
through the process for the first time. Lower 
interest rates are good to obtain, but some 
hand-holding is needed too.

There is little doubt that bank branches will 
be different in the future. TThey will be smaller 
and many will be in different locations. They 
will use more technology, and the interiors and 
the people inside will be very different!

Traditionally, the first people customers 
encounter in branches are junior tellers, 
often poorly trained, standing behind a 
physical barrier that separates them from 
the customer, and the more senior people sit 
in offices with closed doors. The new kind of 
bank has comfortable chairs and even sofas, 
not obstructing counters and wire grills. The 
people in these branches are all superstars: 
highly trained, and capable of talking to 
customers about all products in detail. They 
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are OBSESSED with relationships, having 
two-way conversations, and not passing on 
a customer to someone else to “handle”. They 
are also relatively young, but still sufficiently 
well-trained to solve most problems. Gen Ys 
love this approach! Think of it like the Apple 
store and the Geniuses.

Finally, banks have to do more than just 
have brochures lying around. And we do not 
mean “educational seminars’”that are in fact 
hour-long sales pitches for the latest bank-
owned investment products. Instead think 
about vendor-neutral sessions on how to get 
started in investing, delivered by independent 
experts (not just white men in suits, but more 
diverse speakers); round tables; focus groups; 
and financial salons that mean that the bank 
is actually interested in talking to and hearing 
from their younger customers, in new and 
more social formats. Some will be millennial-
only events, but not all of them. Critically, 
banks will need to have many high level Gen 
Y leaders, from branch managers to relatively 
senior management, who can come to these 
events and show younger customers that the 
bank itself “walks the talk”.

To be clear, these are not paper proposals 
that will happen at some far off point. These 
approaches are being taken today by forward-
thinking banks and other financial service 
companies.

5 Investing: different by gender 
and by country
An interesting difference is that 

Nordic millennials are more likely to invest 
than millennials in other countries (see 
figure 10.) Younger people worldwide are 
less likely to be investors: in the US, where 
more than half of 36-51 years olds own 
stocks or equivalents, only a third of 18-35 
year olds have them20. Further, the level 
of investing in stock markets tends to be 
much lower in Europe than in the US, with 
(for example) only 16% of Germans (of 
all ages) owning stocks or mutual funds 
in 201021. And based on our focus group 
study in France last year, numbers there 
are lower still. But the Nordics appear to be 
an exception, with nearly two out of three 
focus group participants having investment 
portfolios, although of different sizes and 
types of investment and with different 
frequencies of trading. The sample size of 
our focus group is large enough that we 
are quite confident about the statistical 
significance of these findings.

Figure 10: ownership of stocks, ETFs or mutual funds, multi-country

70%

60%

50%

40%

30%

20%

10%

0%
US 36-51 US 18-35 German 18+ France 18-35 Nordic 18-37

51%

35%

16% 10%

65%



21

If we dig a little deeper, the sample sizes 
become much smaller, but there are some 
intriguing findings that might warrant 
further study. As can been seen in figure 11 
above, there is a large (29 percentage point) 
gap in ownership of investments between 
men and women across all four Nordic 
countries combined. This finding is almost 
certainly statistically significant, but we see 
no obvious reason why the Nordics, which 
generally lead the world in terms of gender 
equality, show such a strong gender gap 
in this respect. As a comparison, in the US 
the gender investing gap is much narrower, 
at only four percentage points, with 56% 
of men investing in the market and 52% of 
women22 (this is for the period 2009-2017, 
and for all adults, not just millennials). Aside 
from Denmark, which has lower levels of 
investing in general, the Nordic gender gap 
was quite consistent in the other Nordic 

Figure 11: ownership of stocks, ETFs or mutual funds, Nordics by country and gender
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countries, at 30 percentage points in 
Sweden, 34 points in Norway and 39 points 
in Finland.

Although overall levels of investing in the 
Nordics were high, 35% of respondents 
were not investors. The most common 
reason given for not investing was a lack 
of funds, but the second-most frequent 
response was along the lines of “investing 
in stocks is basically gambling. The odds are 
against you23 “. Historically this has not been 
true, with equities outperforming bonds or 
cash in the US24 , and even outperforming 
real estate in the US and Hong Kong 
markets25 and also in the UK26 . Although 
beating the market through individual 
security selection is hard, participating in 
index funds, for example, produces rates 
of return very close to what the markets 
achieve on average. 

“...there is a large 29 
percentage point gap in 
ownership of investments 
between men and women 
across all four Nordic 
countries combined.”
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6 Gambling and lotteries
The headline story around Nordic 
millennials is that about 40% had 

either gambled or played lotteries within the 
previous 12 months. But that statistic hides 
two interesting truths.

The first relates to geography: the average 
of around 40% hides a profound split on a 
country basis (see figure 12 above). While 
about 25% of millennials in Denmark and 
Sweden play games of chance, the number 
in Norway and Finland is roughly twice as 
high at around 50%. Although the sample 
size per country is small, the difference 
between countries is so large that it is likely 
to be statistically meaningful.

Figure 11.1: ownership of stocks, ETFs or mutual funds, Nordics, by age and gender
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Figure 12: Gambling and lotteries, Nordics by country 
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The second important split obscured by 
the overall average is the difference by 
gender. Millennial men in the Nordics (both 
on average and in each of the countries 
individually) are much more likely than 
women to gamble (see figure 13 below). 
On average nearly five times as many of 
our male participants had gambled, and 
in both Denmark and Sweden – there 
isn’t a mistake on the chart – no women 
participants at all in either country had 
gambled in the past year (or in many 
cases, had never gambled in their lives.) 
Fascinatingly, the same pattern was not 
seen in playing lotteries: lottery playing on 
average was similar between the genders, 
and in three of the four countries women 
were actually more likely to play (see figure 
14 below).

It should be noted that the Nordic splits 
by gender on gambling are not unique. In 
the UK, it is estimated that among all adults 
(not just millennials) men are about six 
times more likely to gamble than women27. 
What is more surprising perhaps is that in a 
region noted for gender equality in so many 
areas, and a generation that is presumed to 
have fewer gender differences, there should 
be such a large gender difference around 
gambling… even in the young, and even in 
the Nordics.

Also worth observing is that among the 
roughly 60% of participants who did not 
gamble or play lotteries, some negative 
views on games of chance were expressed. 

Figure 13. Gambling, Nordics by country and gender
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Figure 14. Lotteries, Nordics by country and gender
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One respondent said: “Don’t gamble, the 
chance to win is too low”. Interestingly, the 
same respondent said about investing in 
stocks: “Don’t use stocks or similar, don’t 
trust the system”.

Worryingly, the investing gap between 
genders is much wider in the younger age 
group. As figure 11.1 shows on previous 
page, the gap is “only” 14 points for Nordic 
millennials aged 27-37, but almost 40 points 
for 18-26 year-olds. 
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Figure 15. Those who do not invest in the stock market, by gamble/don’t gamble
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We believe there may be some correlation 
between attitudes to investing and to 
gaming/gambling/lotteries. In our French 
study from last year, rates of gambling were 
about half of what we saw in the Nordics, 
and investing rates were also about half. In 
our Nordic study, of the 35% who did not 
have any investments at all, fully three-
quarters ALSO did not gamble (see figure 15 
below).  One possible reason why there is a 
large gender gap in investing in the Nordics 
might be that there is a large gambling 
gender gap too. 

A subject for further research would be 
to investigate (globally) whether there is 
any psychological connection between low 
levels of interest by Gen Ys in stock market 

investing and their low interest in gambling. 
There are important public policy issues 
involved here: gambling may be fun, but it is 
not a good strategy for making money over 
the long term, and it is likely to be no bad 
thing if millennials decide not to gamble; 
whereas equity markets may be volatile, 
but historically they have been a wise 
investment over time. Therefore millennials 
should not be linking the two – perceptions 
aside, they are not the same thing. If the 
risk tolerance of Gen Ys continues to be 
lower than among previous generations, 
this could have a negative effect on 
capital markets, startups, and the pace of 
innovation in general28.
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What seem to be the key messages from 
this section?

Financial transactions are moving 
(or have moved) fast towards 
mobile. And Nordic Gen Ys will push 

financial service providers to get a better-
designed app. Although much of this report 
stresses the dangers of focusing too much 
on mobile, banking may be the exception: 
a bank that does not succeed with mobile 
will not succeed with Gen Y. This is true 
everywhere, but may even be more true in 
the Nordics.

Both branches and call centers are 
not going away, so calls for their 
elimination seem unwise, even for 

banks focused on the millennials market. 
But that doesn’t mean banks should not 
question where their branches are located, 
how many they operate, what they look 
like, and (most importantly) what skills their 
employees have. 

Equally, sometimes Gen Ys want to 
make voice calls to call centers for 
some transactions, usually more 

complex. But that doesn’t mean that call 
centers don’t need to change. Although not 
discussed in detail in the focus groups, it 
seems reasonable to suppose that financial 
services firms will want to evaluate artificial 
intelligence/machine learning and chat 
bots (both text and voice) to handle at least 
some millennials issues. In one survey, 
three-quarters of respondents in financial 
services firms see bots as being viable 
within the next 1-2 years, and half already 
have a chat bot initiative under way29.  And 
financial services firms may not want to 
run their own contact center: the contact-
center-as-a-service model (also known as 
CCaaS or Cloud Contact Center) is growing 
at about 50% per year measured by seats, 
with annual revenues of $5 billion globally in 

2015 expected to grow to nearly $15 billion 
by 202030. Further, the virtual call center 
market may shift in important ways, with a 
large cloud provider entering the market in 
spring 201731. (The chat bot and call center 
options apply to other industries as well, but 
the focus group results were clear: Gen Ys 
are most likely to pick up the phone when 
it comes to financial services, including 
insurance.)

Nordic millennial females are 
much less likely than their male 
counterparts to invest in equity 

markets. Given that equity markets are 
more likely to provide positive returns over 
the time horizons that 18-37 year olds 
use for investing (20 years or more until 
retirement), any aversion to investing may 
be financially harmful. Banks and other 
financial services firms may want to target 
this gender investing gap and change how 
they communicate with female millennials 
about finance – not just for the investment 
portfolios of the individual women 
themselves, but also as young women 
increasingly take on portfolio management 
responsibility for their aging parents32.

Lotteries and gambling are large 
industries in the Nordics, with 
combined annual revenues in the 

billions of dollars annually. Although interest 
in these activities is higher among Nordic 
millennials than for French millennials, 
things could change quickly due to 
technology. 

“All lotteries are faced with 
the same challenge, which is 
how to remain attractive to 
the Millennial population… 
A monopoly which doesn’t 
innovate is a monopoly 
running a serious risk of 
being Uberized.”
Stephane Pallez, CEO, FDJ 33

(French National Lottery)
4

1

5

2
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The Uber-ification 
of everything?

all ordering. It should be mentioned that 
at least some of this is due to regulatory 
changes. While Uber was available in the 
Nordic markets for a period of time, it 
withdrew or significantly changed its service 
due to regulatory pressure in all four Nordic 
markets in the 12 months preceding our 
focus group sessions. In almost every focus 
group discussion someone said “I used to 
use Uber most or all of the time, but have 
stopped since the changes”. 

Although app-only mobile for taxis is 
widespread in the Nordics, it is not at 
the level seen in France or some North 
American cities. The conclusion in our view 

In our French Gen Y report, one standout 
finding was the dominance of Uber 
and other ride-sharing services among 
millennials. Booking these was not 
omnichannel, but single channel, on a 
mobile app only. 80% of our respondents 
used app-based car services exclusively 
for their ride-sharing needs. Interestingly, 
this was not the case in the Nordics, where 
(depending on the country) getting a taxi 
or equivalent was much more of a multi-
channel activity (see Figure 16). With the 
exception of Sweden, where ordering was 
by app for nearly 75% of all rides, the other 
countries were app-heavy, but phone calls 
and hailing taxis on the street were still 
common, representing more than half of 

is that there are no examples of true mobile 
only or even trending-towards-mobile-only 
behavior in our Nordic study.

Figure 16. How do you book a taxi or equivalent?

All Nordics Denmark Sweden Norway Finland
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What about Digital Only?
Now we’re talking. Although there are no 
activities where millennials are mobile 
only, there are a number that come close 
to being digital-only, where smartphone, 
tablet and computer represent all of the 
use. These are focused in the areas of 
travel and finance. Figure 17 below shows 
the ten activities that are over 95% digital-
only, and in our survey, we found that 
100% of researching and booking flights 
in the Nordics by our participants is now 
done online. This finding is supported by 
other research, with a 2018 comScore 
report showing that adults (all ages, not just 
millennials) tend to use mobile devices only 
as a research tool, with buying the actual 
flights or booking the hotel rooms done on 
desktops or laptops34 .

The sharing economy
In the sharing economy, the “Romulus 
and Remus” are Uber and Airbnb. Uber 
and similar ride sharing services are not 
used by all Nordic 18-37 year olds (note, to 
some extent due to regulatory constraints 
in Finland). Interestingly, the same is true 
when it comes to selecting where to stay 
while travelling.

Although Airbnb or similar services (Airbnb 
was far and away the most frequently 
mentioned by name) were used by over 
50% of participants, it was only some of the 
time. Although it is widely assumed that 
younger people have abandoned traditional 
hotels for Airbnb or similar services, this 
is not in fact true. Although they tend to 
book Airbnb on their phones, they were 
overwhelmingly more likely to book hotels 
through websites and on their computers. 
They said that the larger screen (better able 
to see the quality of rooms and views), and 
also the ability to open multiple tabs and flip 
between them when booking a longer trip 
led them to opt for the computer over the 
smartphone.

The common theme is that while most Gen 
Ys view car rides as an undifferentiated 
service, they see where they sleep at night 
as something more highly differentiated. 
To them, Airbnb or similar accommodation 
services are not equivalent to hotels: each 
has their advantages but they are NOT 
perfect substitutes for each other.

Activity Amount in percent

Balance 99%

Statements 96%

Transfer between accounts 98%

Make a payment 95%

Send/Receive money (domestic) 99%

Research flight 100%

Book flight 100%

Research hotel/rental/gite 99%

Book hotel/rental/gite 97%

Reserach car rental 98%

Figure 17. Source: Deloitte analysis, 2018.

Is this relevant for any other 
industries?
These findings may possibly be relevant for 
some other industries. If Nordic millennials 
are willing to use sharing economy 
solutions, and prefer them over traditional 
solutions, then talking about the Uber-
ification of many other sectors would seem 
possible or even probable. The use of Uber 
and other sharing mobile-only platforms 
is higher in other countries, which is why 
there are so many startups that have been 
positioned as the Uber-for-X: lawyers35, 
notaries36,  tax advice37, plumbers38, cleaning 
services39, and even personal accountancy 
(but perhaps not, we would argue40.)

In general, the emerging consensus is that 
the sharing economy may be over-hyped41, 
and has significant regulatory and tax 
issues42. The business model is not always 
sound, with a number of “Uber-for- X” 
businesses failing in recent times43.

It seems reasonable to predict that 
Nordic Gen Ys who have not embraced 
mobile-only sharing economy solutions in 
accommodation or ride-sharing are going 
to be slower to embrace them in other 
industries and markets.
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It is critically important for companies in many industries 
to think about the potential threat from sharing 
economy solutions. The evidence is clear: at least some 
of the time, Nordic Gen Ys are willing to use sharing 
economy solutions, not just occasionally, but sometimes 
a lot. That isn’t merely “disruptive”; it could possibly be 
catastrophic for the incumbents in the market. It doesn’t 
need to be so, of course: Swedish taxi companies have 
adopted many of the technologies that Uber uses, and 
some of our focus group participants said they were 
happy using traditional taxi companies… so long as they 
resembled the Uber experience, and they were likely 
to take taxis more often as a result. The incumbent taxi 
companies were not disrupted by sharing; they were 
enabled by it!

On the other hand, it seems equally clear that 
18-37 year olds do not ALWAYS prefer sharing 
solutions: the examples of Airbnb and other short-
term accommodation solutions suggest that highly 
differentiated products are relatively less vulnerable to 
Uberization. Companies should:

Determine if their solution or service is 
vulnerable to being disrupted by the sharing 
model. Market research is likely to be needed, 

but even a brief examination of relatively differentiated 
vs. undifferentiated offerings will be suggestive.

If the answer is yes, can the incumbents use 
sharing technology themselves to prevent a new 
entrant from capturing the market? If so, it is 

better to disrupt yourself than have someone else do it 
to you!

If the answer is yes, there is a high 
probability that your market will 
shift to digital-only or even mobile 

only. Physical branches may vanish, and 
even traditional voice communication may 
disappear. Websites may become less 
important as traffic moves to app-only.

For industries, products or services 
that follow the sharing model, 
the key to success is likely to be 

a reputation for quality, and how easily 
this is perceived by users. The Uber five 
star system makes it easy for customers 
to provide input, and for other customers 
to understand. It is likely to be much 
harder for more complex service offerings, 
especially professional services such as 
lawyers, accountants and doctors, to have 
such clear quality ratings.

4

1

2

3
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The Experiential 
Generation?
Generation Y is often called the experiential 
generation: according to one US survey 
“more than 3 in 4 millennials (78%) would 
choose to spend money on a desirable 
experience or event over buying something 
desirable, and 55% of millennials say 
they’re spending more on events and live 
experiences than ever before44”.

It is hard to know if Gen Y is truly different 
from previous generations of 18-35 year 
olds: young people have always been more 
interested in backpacking in Thailand and 
going to Woodstock than buying homes 
and cars and dishwashers! And not owning 
a lot of “things” may reflect current lower 
incomes for young people rather than some 
spiritual and permanent shift away from 
materialism.

How closely did our Gen Y focus study 
groups seem like an experiential 
generation? 

Travel, restaurants, bars and movies 
Nearly every participant (whether they 
booked online or by phone or in person) 
was passionate about their travel plans, 
where they stay, and transportation. 
Accommodation in particular was especially 
discussed, with debates on the relative 
virtues of Airbnb, Booking.com and 
traditional hotels being spirited. 

Equally, although some Gen Y participants 
admitted to ordering meals online for 
delivery, it was something they did out 
of necessity or because they were busy, 
rather than out of actual preference. But 
when it came to restaurants or bars, they 
were again became animated about which 
channels they use and how important it 
was to them. Virtually every focus group 
would have discussed going out with friends 

and dates for the entire session, although 
in Finland participants said going out was 
much less frequent than in other countries 
for cultural reasons. 

Movies are also something that the young 
people make a priority. Most participants 
went several times per month, or even 
more. Although movies weren’t cheap, 
they were considered an affordable luxury. 
Millennials like going to the movies with 
friends or dates, or even solo, and value 
the big screen, big sound, and social 
experience. And the popcorn!

We should also note that millennials 
in the Nordic focus groups were much 
more interested in buying cars, houses/
apartments or furniture than the focus 
group in France, or even in media articles 
for millennials in North America that feature 
these topics. It would be fair to say that 
although Nordic Gen Ys are experiential, 
they are less so than in other countries.

Another difference we observed between 
the French study (and other research in the 
UK and North America) and the Nordics 
was attitudes around books. In the other 
countries, although Gen Ys read BOTH 
print books and eBooks, a majority say they 
prefer print books, and actually enjoy their 
physical ownership45. This attitude was 
not seen in the Nordics. Although a few 
individuals said they liked print books and 
going to physical bookstores, the majority 
preferred eBooks. It should also be added 
that reading was not a “hot” topic: although 
there were some serious readers among 
participants, most read very few books per 
year, and often only on long flights to kill 
time. Books were generally seen as less 
important than other media.

Live music and live spectator sports
Unlike the French focus groups, Nordic 
Gen Ys are willing to pay for the 
“experience” of live music or sports. 
This seemed to be largely a matter of 
affordability, with many Nordics saying 
that they went to hockey games, football 
matches, or concerts on a fairly regular 
basis, while the French found them too 
expensive. The Nordic data is in line with 
what is seen in other countries, with high 
interest among millennials in live music46 
and sports. Although they also find the 
costs high, 47% of US millennials have 
bought sports tickets in the last year47.

It is unclear if Gen Ys will remain as 
focused on experiences as they get older. 
It seems that US millennials are spending 
their money so far on travel rather than 
on buying homes, with only 34% of those 
under 35 owning a home, down from nearly 
50% ten years ago48.  But only 1.8% of US 
18-34 year-olds say they believe they will 
never own a home, which suggests that 
they may move away from “experiential” at 
some point in the future. Among the Nordic 
focus groups, almost everyone who did 
not currently own a house or apartment at 
present hoped to do so in the near future.

It seems likely the comments around 
the “experiential generation” are largely 
media-driven, rather than an important or 
permanent actual trend. 
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Age effects and cohort 
effects: what will all this 
mean 20 years from now?

All demographic studies struggle to 
differentiate between age effects (also 
known as life cycle effects) and cohort 
effects49. Age effects go away as people get 
older, whereas cohort effects persist even 
as 20-year olds turn into 50-year olds. A 
good example of an age effect is exercise: 
young people don’t understand why older 
people are so sedentary, and vow that 
they will still be active when they turn 50 
themselves. This doesn’t tend to happen. 
On the other hand, someone’s favorite 
musical genre when they are 20 years of 
age tends to be the same 30 years later, 
and so does their favorite brand of soft 
drink, grocery store or car.

When we look at media behavior, some 
things seem likely to be age effects. Younger 
viewers in the Nordics are watching less 
traditional TV (see figure 18 on next page). 
Since 2011, TV viewing by the youngest 
millennials in all four countries has declined 
almost every year, by an average of 10.7% 
annually, and with recent annual falls of 
over 25%.  Cumulatively, average daily 
viewing across the four countries is down 
51.8% since 2011, which is nearly identical 
to the declines in the US of 51.4% over the 
same period.

But the data for North American TV viewing 
tells a subtly different story. As they age, 
individuals in this demographic move in 
with domestic partners and have children, 
and end up watching more TV than they 
did when younger and only about 20% less 
than 25-34 year olds did in the past. They 
will likely watch less, but the decline is only 
about half as severe as is suggested by the 
declines among the 18-24 year old group. 
TV viewing looks to be a mix of age effects 
and cohort effects.
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But many of the behaviors that we identify 
in this study look to be cohort effects. 
18-24 year olds who use online for all their 
banking or travel do not seem likely to go 
back to branches or travel agencies when 
they turn 30. Equally, their willingness to use 
both hotels and sharing services like Airbnb 
seems unlikely to change as they age: the 
reasons they still use hotels don’t appear 
to be age dependent. And young people 
who prefer to buy some of their clothes in 
physical stores because they love shopping 
will likely continue to do so as they get 
older.

In some cases, the habits of today’s 18-37 
year olds will change as they get older. 
In others they may be permanent. Each 
company and each industry will need to 
conduct their own analysis, and wait: in 
most cases, it is impossible to tell when a 
given behavior is due to cohort or age; it 
usually only becomes apparent after the 
event.

Figure 18. Live and time-shifted viewing by young viewers in the Nordics, 2011–2017
Source: Kantar Gallup Denmark, Finnpanel, Kantar TNS Norway, MMS.
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Methodology
Deloitte Nordics conducted a series of 
focus group sessions of young people who 
were born between 1981 and 2000 (aka 
Generation Y or millennials) in the fourth 
quarter of 2017. 120 young people were 
interviewed in 60-90 minute sessions, with 
about an average of nine participants per 
session. 

Almost exactly half the participants were 
18-26 years old, while the other half were 
27-37 years old. There was a slight gender 
bias: 56% of participants identified as male 
while 44% identified as female. Although 
not explicitly recorded, participants were 
multi-racial. Although all interviews were 
conducted in the capital cities (Copenhagen, 
Stockholm, Helsinki and Oslo), many 
participants were students from other 
regions studying in in the cities, or young 
workers who had been in the cities for 
less than two years. About two-thirds were 
natives of the four cities.

Participants were either students at 
university, or worked at media companies, 
technology companies, telecom companies, 
or professional services companies, or were 
students working at those types of company 
but planning on returning to school in the 
next six months.

Focus group participants were asked in 
their group setting about their preferences 
for using a digital channel (smartphone, 
tablet or computer) or traditional channel 
(voice phone call or visit in person) for 
55 common consumer activities across 
shopping, financial services, travel, health, 
government, and entertainment. Qualitative 
responses were noted in the focus groups, 
and quantitative responses were then 
obtained from participants filling in an Excel 
spreadsheet to allocate more precisely 
their activity patterns across channels. Not 
all focus group participants returned the 
spreadsheets, but 97% did.

(As a note, we had 120 participants times 55 
activities across five channels which means 
we have more than 33,000 data points.) 

To be clear, a small sample size means 
that some differences are not meaningful. 
Just as one example, in Figure 9, the data 
shows that 36% of ordering hot food for 
home delivery by Gen Ys was done on a 
smartphone, while a computer was used 
21% the time, the telephone was used 
22% of the time and the order was placed 
in person 20% of the time. The difference 
between computer, phone and in-person 
ordering are NOT statistically meaningful, 
but the difference between these three 
channels and smartphone ordering is 
almost certainly meaningful. When looking 
at figures for the entire sample (120 
people), differences of less than 5% are 
unlikely to be meaningful. When looking at 
the sub-population numbers (by gender 
or age) differences of less than 10% are 
unlikely to be meaningful, and looking at 
country level figures, differences of under 
15% are not likely meaningful.

Similar focus groups were held in France, 
Canada and Ireland in the previous 24 
months to help provide baseline data, test 
the questions, and generally deepen our 
understanding of what is associated with 
the millennials age group, and what might 
issues might be cultural or national.

Two further caveats on the data 
First, all results (whether from in-
person sessions or from the after-
session spreadsheets) are self-reported 
assessments of omnichannel usage 
patterns across 55 activities. Self-reported 
data is better than nothing, but people 
sometimes incorrectly estimate their 
behaviors, have inaccurate recall, or 
have other biases. For example, in media 
measurement, people almost always 
underestimate the time they spend 

listening to radio, while they almost always 
overestimate the amount of time they 
spend online50. The new or the rare or the 
exceptional get exaggerated due to novelty, 
while the commonplace gets forgotten due 
to its quotidian nature! The same may have 
happened in responses about behavior 
across our 55 activities. 

Second, focus groups are inherently public 
events. People might answer the way 
they do out of peer pressure, or a desire 
to please the moderator or their fellow 
participants. Some answers may be seen as 
embarrassing and are therefore under-
reported; others may be seen as desirable 
and are therefore over-exaggerated.

Deloitte Nordics recognize that the findings 
from a group this small, composed almost 
entirely of well-educated, relatively high 
income participants, are not necessarily 
representative of the Gen Y population as 
a whole. 

However, we also used data from the 2017 
Deloitte Global Mobile Consumer Survey 
(GMCS) for the Nordics. This data is from a 
randomized survey conducted in May 2017 
on many digital habits of Nordic millennials 
aged 18-24 (n=513) and 25-34 (n=835). 
Where possible, this report combines the 
focus group findings with the GMCS data.

Finally, the majority of the Nordic focus 
group findings generally align with focus 
groups in other countries, and other 
more quantitative surveys. It is possible 
that the conclusions in this report will 
not be replicated in a larger and more 
representative study, but we consider this 
unlikely.
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Appendix 1

The data below provides comparisons 
of respondents from our focus group 
participants in each of the four Nordic 
countries. This analysis is based on 
116 completed questionnaires with 25 
responses coming from Denmark, 29 from 
Sweden, 31 from Finland, and 31 from 
Norway.

Here are some comparisons that should 
and should not be made.
From Figures 19 and 20, we can see that 
Swedish millennials use their smartphone 
80% of the time to look at their bank 
statements, while the comparable number 
for Danish millennials was 45%. This 35 
percentage point differential is almost 
certainly meaningful, especially viewed in 
the context of other financial transactions 
that Swedes appear to prefer doing on their 
smartphones compared to computers.

On the other hand, when it comes to 
booking airplane flights Danish millennials 
used their computers 86% of the time, and 
their Swedish counterparts 81%. Given 
the sample sizes, this difference is not 
meaningful, and conclusions should not 
be drawn from a difference so small. In 
general, only differences of 15 percentage 
points or more should be considered 
possibly statistically meaningful.
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Smartphone (%) Tablet  (%) Computer (%) Phone call (%) In real life (%)

Shopping Shoes 6 1 13 0 79

Sportswear 4 0 23 0 72

Make-up 4 0 11 0 86

Underwear 2 0 14 1 83

Other clothes 12 0 17 2 69

Watches 4 0 15 0 81

Books 6 0 44 0 51

Music 37 0 46 0 17

Food (to be cooked) 1 2 6 0 90

Hot food delivered to home 33 3 30 24 10

Wine/beer 1 2 6 0 90

Furniture 2 1 9 0 89

Car/motorcycle 0 0 3 0 97

Financial Bank deposit 25 0 32 5 38

Bank withdrawal 25 0 11 4 60

Balance 67 1 28 4 0

Statements 45 0 44 5 5

Transfer between accounts 59 1 37 4 0

Make a payment 47 1 44 4 5

Send/receive money (domestic) 61 0 35 4 0

Send/receive money (international) 21 0 60 5 14

Line of credit 47 0 33 12 8

Car loan 4 0 32 14 50

House/apartment loan 4 0 35 22 39

Obtain insurance (home) 1 0 54 43 2

Make insurance claim (home) 1 0 63 30 6

Buy other insurance 3 0 63 37 0

Claim other insurance 1 0 61 31 7

Set up investments 35 0 34 19 13

Find advisor 32 3 23 21 22

Deal with advisor 11 2 27 35 26

Buy/sell stocks 44 0 28 0 29

Travel Research train 61 1 34 0 4

Book train 54 1 38 0 6

Research flight 31 5 65 0 0

Book flight 12 2 86 0 0

Research hotel/rental/gite 18 8 71 0 4

Book hotel/rental/gite 10 3 82 0 6

Research car rental 15 10 75 0 0

Book car rental 12 3 83 0 2

Research taxi 81 0 9 3 7

Book taxi 47 0 1 32 20

Research restaurant 45 3 44 1 7

Book restaurant 35 0 29 29 7

Figure 19.: Danish data, all ages and genders (all numbers in percent)
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Smartphone (%) Tablet  (%) Computer (%) Phone call (%) In real life (%)

Medical Book medical appointment 6 0 39 55 0

Consult with medical expert 2 0 6 33 59

Receive test results 9 0 33 24 33

Government Taxes 3 0 83 12 3

Other 6 0 77 9 8

Entertainment Movies 21 7 56 3 12

Music 37 3 57 0 4

Spectator sports 4 7 78 1 10

Gambling (casino or online) 55 0 18 0 27

Lottery 25 0 25 0 50

Other Book haircut/salon 20 3 32 35 10
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Smartphone (%) Tablet  (%) Computer (%) Phone call (%) In real life (%)

Shopping Shoes 14 1 25 0 61

Sportswear 12 2 26 0 60

Make-up 10 3 24 0 63

Underwear 4 2 18 2 75

Other clothes 11 3 24 0 62

Watches 4 0 15 0 81

Books 19 1 42 0 39

Music 69 0 27 0 4

Food (to be cooked) 1 0 9 3 87

Hot food delivered to home 30 0 18 16 37

Wine/beer 0 0 0 0 100

Furniture 4 1 22 0 74

Car/motorcycle 0 0 15 0 85

Financial Bank deposit 47 0 23 0 30

Bank withdrawal 35 0 11 0 55

Balance 86 0 15 0 0

Statements 80 0 20 0 0

Transfer between accounts 84 0 16 0 0

Make a payment 72 1 21 0 5

Send/receive money (domestic) 83 0 17 0 0

Send/receive money (international) 43 0 48 0 9

Line of credit 62 7 19 2 10

Car loan 1 0 38 7 54

House/apartment loan 4 0 9 11 76

Obtain insurance (home) 11 2 43 41 4

Make insurance claim (home) 7 3 47 45 0

Buy other insurance 11 2 48 38 1

Claim other insurance 7 0 42 48 3

Set up investments 33 0 59 3 4

Find advisor 20 0 62 10 8

Deal with advisor 0 0 62 9 29

Buy/sell stocks 56 0 44 0 0

Travel Research train 50 2 48 0 0

Book train 44 2 54 0 1

Research flight 28 2 71 0 0

Book flight 17 2 81 0 0

Research hotel/rental/gite 32 2 66 0 0

Book hotel/rental/gite 25 2 71 2 0

Research car rental 27 0 73 0 0

Book car rental 23 1 74 2 0

Research taxi 84 0 14 2 0

Book taxi 74 0 4 13 8

Research restaurant 55 1 42 0 3

Book restaurant 43 1 27 26 4

Figure 20: Swedish data, all ages and genders (all numbers in percent)
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Smartphone (%) Tablet  (%) Computer (%) Phone call (%) In real life (%)

Medical Book medical appointment 19 0 20 51 10

Consult with medical expert 14 0 7 32 47

Receive test results 4 0 23 10 62

Government Taxes 30 0 67 1 3

Other 26 0 64 6 5

Entertainment Movies 25 3 61 0 11

Music 57 0 41 0 2

Spectator sports 12 3 59 0 26

Gambling (casino or online) 46 0 32 0 22

Lottery 8 0 0 0 92

Other Book haircut/salon 15 0 21 32 32
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Smartphone (%) Tablet  (%) Computer (%) Phone call (%) In real life (%)

Shopping Shoes 8 3 23 0 67

Sportswear 5 2 23 0 70

Make-up 3 2 11 0 85

Underwear 1 2 12 0 86

Other clothes 7 4 27 3 60

Watches 2 2 25 0 72

Books 14 4 31 0 50

Music 60 3 27 0 10

Food (to be cooked) 0 0 4 2 94

Hot food delivered to home 47 2 14 17 20

Wine/beer 0 0 2 0 98

Furniture 1 3 18 0 78

Car/motorcycle 0 0 4 0 96

Financial Bank deposit 24 0 17 0 59

Bank withdrawal 8 0 12 0 79

Balance 66 0 33 0 0

Statements 48 0 52 0 1

Transfer between accounts 64 0 36 0 0

Make a payment 58 0 42 0 0

Send/receive money (domestic) 66 0 33 0 1

Send/receive money (international) 40 1 54 0 5

Line of credit 35 0 52 2 11

Car loan 19 0 13 19 50

House/apartment loan 9 0 16 1 74

Obtain insurance (home) 3 1 66 23 6

Make insurance claim (home) 8 0 83 8 1

Buy other insurance 3 0 61 29 7

Claim other insurance 6 0 78 15 1

Set up investments 3 6 78 2 11

Find advisor 13 8 42 4 33

Deal with advisor 2 9 39 11 39

Buy/sell stocks 5 5 85 2 3

Travel Research train 59 3 38 0 0

Book train 43 5 45 1 7

Research flight 31 4 65 0 0

Book flight 16 2 83 0 0

Research hotel/rental/gite 30 7 63 0 0

Book hotel/rental/gite 17 8 75 0 0

Research car rental 21 10 70 0 0

Book car rental 11 7 76 0 7

Research taxi 70 1 11 12 6

Book taxi 46 0 1 38 15

Research restaurant 52 8 33 0 7

Book restaurant 30 6 31 28 5

Figure 21: Finnish data, all ages and genders (all numbers in percent)
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Smartphone (%) Tablet  (%) Computer (%) Phone call (%) In real life (%)

Medical Book medical appointment 18 0 51 30 1

Consult with medical expert 4 0 7 28 62

Receive test results 4 0 43 30 22

Government Taxes 0 0 82 10 8

Other 6 0 70 12 13

Entertainment Movies 17 5 48 0 30

Music 37 1 48 0 14

Spectator sports 12 2 51 0 35

Gambling (casino or online) 14 0 21 0 65

Lottery 32 0 11 0 57

Other  Book haircut/salon 27 0 27 20 25
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Smartphone (%) Tablet  (%) Computer (%) Phone call (%) In real life (%)

Shopping Shoes 4 0 20 0 77

Sportswear 3 0 19 0 78

Make-up 4 2 23 0 73

Underwear 1 0 8 0 92

Other clothes 6 0 20 0 74

Watches 2 0 24 0 74

Books 3 5 20 0 71

Music 49 2 45 0 4

Food (to be cooked) 1 0 4 0 96

Hot food delivered to home 33 0 23 30 14

Wine/beer 0 0 0 0 100

Furniture 2 0 15 0 82

Car/motorcycle 0 0 4 0 100

Financial Bank deposit 32 0 42 0 25

Bank withdrawal 23 0 28 0 48

Balance 77 0 22 0 0

Statements 42 0 54 0 4

Transfer between accounts 55 0 42 0 3

Make a payment 35 0 61 0 5

Send/receive money (domestic) 64 0 35 0 0

Send/receive money (international) 14 0 86 0 0

Line of credit 28 0 68 0 5

Car loan 20 0 80 0 0

House/apartment loan 25 0 42 2 31

Obtain insurance (home) 7 0 79 13 1

Make insurance claim (home) 3 0 77 19 2

Buy other insurance 3 0 75 20 2

Claim other insurance 4 0 60 26 10

Set up investments 5 0 90 0 5

Find advisor 13 0 48 10 30

Deal with advisor 8 0 48 11 34

Buy/sell stocks 4 0 88 1 7

Travel Research train 76 1 23 0 0

Book train 75 0 25 0 0

Research flight 35 1 64 0 0

Book flight 16 0 84 0 0

Research hotel/rental/gite 29 0 69 2 0

Book hotel/rental/gite 12 0 83 5 0

Research car rental 25 0 69 0 6

Book car rental 8 0 74 4 14

Research taxi 65 0 10 22 4

Book taxi 36 1 5 39 19

Research restaurant 60 1 34 1 4

Book restaurant 29 1 22 39 9

Figure 22: Norwegian data, all ages and genders (all numbers in percent)
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Smartphone (%) Tablet  (%) Computer (%) Phone call (%) In real life (%)

Medical Book medical appointment 20 1 27 45 7

Consult with medical expert 6 0 3 20 70

Receive test results 13 0 19 15 53

Government Taxes 1 0 97 2 0

Other 3 0 91 3 4

Entertainment Movies 16 1 72 0 11

Music 50 0 47 0 3

Spectator sports 19 0 58 5 18

Gambling (casino or online) 44 0 31 0 25

Lottery 23 0 8 0 69

Other  Book haircut/salon 25 0 23 36 17
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Appendix 2: Gender and 
age comparisons

There are some differences within Gen 
Y, but they are small
We were unsure if we would see significant 
differences between women and men in 
our focus groups, and between the 18-26 
year old and 27-37 year old cohorts. As can 
be seen from the GMCS charts in Figures 
4 and 5 of the report, there are some 
differences in both device ownership/access 
and preferred device between the younger 
and older Gen Y cohorts. However these 
differences are fairly small compared to the 
differences between Gen Y (as an aggregate 
group) and both the Gen X (36-54) and Baby 
Boomers (55+) age groups.

The total number (n=120) in our focus 
groups is large enough for us to talk about 
certain demographic differences, both 
by gender and age. With 60 men and 60 
women across all four countries, if the data 
shows a difference of more than 10% by 
gender, that is likely to be significant. But 
we would not be able to talk about (for 
example) gender difference in one country 
only: the sample size is too small.

Gender
Our survey asked about 55 activities and 
five channels (see Figure 23) which means 
there were 275 data points to compare 
between men and women. At the Nordic 
level, 29/275 of the activity/channel 
combinations showed >10% differences 
between the sexes. That is only 10%, 
meaning that 90% of the time women and 
men of this generation are roughly the 
same in their habits.

Where were they different? As an 
example, 30% of Nordic men book a hair 
appointment at the salon/barbershop 

itself (rather than booking online or by 
phone call) compared to only 11% of 
Nordic women. This seems rational – most 
women’s salon visits are longer, more 
complicated and more expensive than 
men’s, so they book ahead much more 
often, while men just show up and either go 
right in or wait a few minutes at most.

But as Figure 23 shows, there are a number 
of activities where we can see gender 
differences. Cells in green are categories 
where women over-indexed, and blue cells 
show men over-indexing. Some points 
worth highlighting are in the financial area. 
Among those who had car loans, men 
are much more likely to arrange the loan 
via computer (57% of men versus 23% of 
women), while women are more likely to 
make a voice phone call (29% of women, 
versus only 6% of men.) 

The patterns are complicated though. 
Women are more likely than men by 15 
percentage points to arrange a home/
apartment loan or mortgage in person , 
but they are less likely than men (by 13 
percentage points) to trade stocks that 
way, and are more likely than men to trade 
stocks on their smartphone.

All that said, the differences between 
genders are usually fairly small or not 
statistically meaningful.
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Figure 23. Preferred device by gender, all Nordics (all numbers in percent)

Smartphone (%) Tablet  (%) Computer (%) Phone call (%) In real life (%)

Shopping Shoes -6 0 -3 0 9

Sportswear -4 1 -1 0 4

Make-up -4 1 -7 0 11

Underwear 2 1 7 1 -11

Other clothes -10 1 -3 -1 13

Watches 3 1 12 0 -15

Books -2 3 12 0 -13

Music -11 2 2 0 7

Food (to be cooked) 0 0 -1 1 -2

Hot food delivered to home -5 0 2 3 0

Wine/beer -1 1 -2 0 2

Furniture -1 -1 -1 0 3

Car/motorcycle 0 0 8 0 -8

Financial Bank deposit -2 0 9 -3 -3

Bank withdrawal 3 0 11 -2 -11

Balance -3 1 4 -2 0

Statements 1 0 -3 -2 4

Transfer between accounts -8 0 12 -2 -2

Make a payment -5 1 4 -2 2

Send/receive money (domestic) 1 0 1 -2 0

Send/receive money (international) -4 -1 2 -2 5

Line of credit -4 -4 -1 5 3

Car loan -7 0 34 -24 -3

House/apartment loan 6 0 5 4 -15

Obtain insurance (home) -6 0 2 4 0

Make insurance claim (home) -4 1 -12 14 2

Buy other insurance -4 1 -5 4 4

Claim other insurance -8 0 -15 20 4

Set up investments -9 2 -7 8 6

Find advisor -6 4 -2 0 4

Deal with advisor -2 4 -2 -13 12

Buy/sell stocks -14 2 0 -1 13

Travel Research train 1 1 -3 0 1

Book train 4 -2 -4 0 2

Research flight -8 1 7 0 0

Book flight -8 2 6 0 0

Research hotel/rental/gite -1 1 1 0 0

Book hotel/rental/gite 1 1 -6 1 3

Research car rental -4 -2 6 0 0

Book car rental -6 2 7 1 -4

Research taxi 12 -1 0 -9 -1

Book taxi 4 0 -2 -2 0

Research restaurant -8 0 3 1 4

Book restaurant -18 1 1 18 -2

Women more likely Men more likely
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Smartphone (%) Tablet  (%) Computer (%) Phone call (%) In real life (%)

Medical Book medical appointment -6 0 5 1 1

Consult with medical expert -2 0 -4 4 2

Receive test results -1 0 -6 -4 11

Government Taxes -6 0 7 0 -1

Other -9 0 4 6 -1

Entertainment Movies -1 0 4 -1 -2

Music -3 -1 7 0 -2

Spectator sports -3 -3 -2 1 6

Gambling (casino or online) 37 0 23 0 -10

Lottery -8 0 6 0 3

Other Book haircut/salon -8 -1 -8 -3 19
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Smartphone (%) Tablet  (%) Computer (%) Phone call (%) In real life (%)

Shopping Shoes 0 2 7 0 -5

Sportswear -3 -2 6 0 -1

Make-up -1 -2 4 0 -2

Underwear 0 -1 5 0 -3

Other clothes -1 -3 7 2 -5

Watches 1 -1 -9 0 8

Books -3 -3 1 0 6

Music 0 -1 11 0 -10

Food (to be cooked) -1 -1 -4 0 6

Hot food delivered to home -2 -1 10 -5 -3

Wine/beer 0 -1 -3 0 4

Furniture 1 -1 -10 0 11

Car/motorcycle 0 0 2 0 -2

Financial Bank deposit -8 0 -11 2 17

Bank withdrawal -15 0 -12 2 25

Balance -2 0 0 2 0

Statements -6 0 1 2 4

Transfer between accounts -2 -1 0 2 1

Make a payment -9 0 6 2 0

Send/receive money (domestic) -6 0 4 2 0

Send/receive money (international) 15 0 -15 2 -1

Line of credit -1 4 3 -5 -1

Car loan 27 0 2 -14 -16

House/apartment loan 15 0 6 -9 -12

Obtain insurance (home) 2 0 4 -4 -1

Make insurance claim (home) 1 -1 8 -6 -3

Buy other insurance -2 -1 6 -7 4

Claim other insurance -3 0 12 -12 2

Set up investments 10 -3 0 2 -9

Find advisor -27 -2 6 12 11

Deal with advisor 8 -2 2 4 12

Buy/sell stocks 15 -2 -10 -2 -1

Travel Research train 0 0 0 0 0

Book train 4 -1 -2 0 0

Research flight -2 -1 3 0 0

Book flight -4 -3 7 0 0

Research hotel/rental/gite -11 -4 15 1 -2

Book hotel/rental/gite -6 -1 5 0 3

Research car rental -6 -1 5 0 3

Book car rental -7 -4 4 1 6

Research taxi -4 -1 3 1 1

Book taxi -7 -1 4 0 4

Research restaurant 0 -3 -1 1 3

Book restaurant 0 -3 9 9 4

Figure 24. Preferred device by age, all Nordics (all numbers in percent) 18-26 year old more likely  27-37 year old more likely
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Smartphone (%) Tablet  (%) Computer (%) Phone call (%) In real life (%)

Medical Book medical appointment 9 0 -13 2 2

Consult with medical expert 3 0 5 -7 0

Receive test results -3 0 19 0 -17

Government Taxes 2 0 1 -3 0

Other -3 0 2 -3 3

Entertainment Movies -6 -3 3 1 6

Music 11 1 -6 0 -5

Spectator sports -10 1 -8 1 16

Gambling (casino or online) 0 0 14 0 -14

Lottery 8 0 -4 0 -4

Other Book haircut/salon 7 0 -4 -6 2

Age differences
Figure 24 above shows  about the same 
number of significant differences between 
18-26 year olds and 27-37 year olds than 
there are between men and women, with 
only 33/275 activity/channel combinations 
showing a greater than 10 percentage point 
difference between the cohorts.

As an example, younger respondents 
across all four Nordic countries were much 
more likely to receive their medical test 
results via computer (39% compared to 
19% for the older group – a 20 percentage 
point differential) while older participants 
were more likely to get medical results in 
person (51%) compared to the younger 
group (34%).

Of those who gambled in casinos or online, 
more 18-26 year-olds gambled on their 
computers  more times than 27-37 year 
old gamblers did by a difference of 14 
percentage points, while the older group 
spent 41% of their gambling time in physical 
casinos or on slot machines compared to 
28% among for the younger group.
As with the differences by gender, the two 

age groups were much more similar each other 
than different. There are some differences 
between younger millennials and older ones, 
but not many and not large.
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When it comes to financial transactions, 
the younger group was slightly more 
smartphone-oriented than the older 
group (see figure 25). That said, all these 
transactions were even more likely to be 
done on either a computer or in person, 
and these activities showed the largest 
intra-generation gap.

Figure 25: Nordic smartphone use for selected financial activities, age cohorts
Source: Deloitte analysis, 2018
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