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Zoë Lawrence, APAC Director Digital, TNS 

Today’s connected consumer 
Sri Lanka  
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Constantly 
connected 
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Internet Penetration 

0% Internet 
penetration  

100% Internet 
penetration  

Vietnam 
50%  

UK 
80%  

Norway  
92% 

Sri Lanka 2016 
31%  

Users predominantly early 
adopters 

Users now 
mainstream 

Users now close to total 
market, including late adopters 

Users predominantly 
higher income 

Sri Lanka  2015 
22%  

Source : 2014 - 2015 Google CCS Program 
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Device ownership  

Device ownership 

% 

 

 

Emerging Asia: 
Average number 
of devices owned* 

Sri Lanka: 
Average number 
of devices owned*  

2.7 

30 

90 

33 

51 53 
32 

93 

46 
60 57 

Feature phone Smartphone Tablet Laptop Desktop 

40 

73 

9 
32 

20 

42 

78 

22 

49 

25 

Ownership + Intention to buy Ownership 

1.7 

Source : TNS Connected Life 2016 



3.14 
X AXIS 

3.5 
THICK MARGIN 

5.00 
BASE MARGIN 

5.00 
TOP MARGIN 

3.5 
CHART TOP 

Digital is mass-media  

Most time on 
PC / Laptop / 
Tablet / 
Mobile 

Most time on 
other media/ 
devices 
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Social 
fragmentation 
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44% 

41% 

29% 

26% 

21% 

Instant messaging/chatting

Social networking

Video clips - on social network

Reading news, sport or weather

Play games via a mobile or tablet

We spend more of our daily online time on messaging and social 
than anywhere else 

Top 5 frequent online activities – Sri Lanka (%) 

+10 

+8 

Source : TNS Connected Life 2016 
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New platforms are incremental 

Launch year 2010 2010 2004 2005 2006 

Average number of social/IM platforms used weekly – global   

3.8 
4.4 

6.1 6.2 

8.6 

Facebook YouTube Twitter Instagram Snapchat

Source : TNS Connected Life 2016 
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Top five platforms in Sri Lanka – used weekly   

77% 60% 54% 54% 43% 

Source : TNS Connected Life 2016 
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A new 
opportunity 
for brand 

conversation  



3.14 
X AXIS 

3.5 
THICK MARGIN 

5.00 
BASE MARGIN 

5.00 
TOP MARGIN 

3.5 
CHART TOP 

2009 2010 2011 

Chat app basic… …to chat app plus 

2009 

The next stage in the chat app evolution…  
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I want to make a report 
 
Report guide 
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One-to-one Enhanced experiences Value-added services 

Re-defining brand conversations 

Stickers 

Social Networks 

Content 

M-Commerce 

CRM 

Customer 
Service 

FAQ 

Booking 
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Multi-modal 
touchpoints 
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Every touchpoint becoming multi-modal 

47% 17% 39% 

Brand Building 

Connecting with brands  
on Facebook 

 

Converting 

Using social  
in the path-to-purchase 

 

Servicing 

Seek service solutions  
via social 

 
Source : TNS Connected Life 2016 
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If we want to engage with our customers online, we have to 
recognise the importance of social  

Traditional owned channels New social channels* 

Read  
brand emails 

18% 

Visit Brand 
website 

15% 

56% 

View brand  
videos/photos 

Snapchat 

Comment or 
Share posts on 

Facebook 

Read 
Brand posts 
Facebook 

43% 

36% 

Watch brand 
video on 
YouTube 

25% 

Source : TNS Connected Life 2016 
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“I like what I am seeing with ads on snapchat in  

that they are more creative than your average,  

and same with Instagram. I even find myself 

following brands pages or snap feeds just 

because I am a fan of how they use the 

medium. Taco bell for example often makes 

drawn out story lines for their snap stories … I 

appreciate the extra effort and creativity they 

put into it instead of just a banner ad…The 

brands that are doing it right I am actually 

volunteering to view their content and most of it 

doesn't feel like an ad.”  

(Mexico) 
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Social is the next service channel 

Source:TNS Connected Life 2016 - Banking 

Received a response Did not receive a response 

21 

63 

R
e
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o
n
s
h
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And can drive advocacy 

Kudos  & thanks to @company Social Media 
team for handling a frustrating situation extremely 
well. Much happier customer here now. 

We understand you're disappointed and it should have 
been handled better. 

Oh dear, that does sound frustrating. I'm sorry you 
were given the wrong info.  

We understand you're upset. 

@company #@%&$!!!! 
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Finding the  
moments that 
matter to your 

brand 
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Predictable moments 

Predictable Unpredictable 

Gaming Social Entertaining Informing Productivity Searching Buying 
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Tailoring 
content to 
predictable 
moments  
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eCommerce 
everywhere 
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Still significant growth opportunities 

APAC B2C eCommerce sales (USD)  

$681bn $525bn 

2014 2016 2015 

$856bn 

+30% +26% 

Source: eMarketer  
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Key barriers must be addressed  

Total market incidence of eCommerce  (%) 
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Access Trust Experience  Price / convenience 

Source : TNS Connected Life 2016 
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Key barriers must be addressed  

Total market incidence of eCommerce  (%) 
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Source : TNS Connected Life 2016 
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The fulfillment challenge  

Access 



3.14 
X AXIS 

3.5 
THICK MARGIN 

5.00 
BASE MARGIN 

5.00 
TOP MARGIN 

3.5 
CHART TOP 

Before mo.bi.pay 

Facilitating mobile payments 

After mo.bi.pay 

Access 
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What are the barriers to trust?  

Is it genuine?  Is it secure?  Can I trust websites?  

Source : TNS Connected Life 2016 
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Building trust online  

.id 

Knowability 

Trust 
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Access 
 
Lack infrastructure 
or payment 
mechanisms 
 

Trust 
 
Security concerns, 
lack of trust 
 

Experience  
 
Prefer offline to 
guarantee quality 
 

Price / choice 
 
Developed, buy on or 
offline based on price 
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Social  
fragmentation 

eCommerce  
everywhere 

Constantly  
connected  

Brand 
conversation 

Multi-modal 
touchpoints 

Moments that 
matter 


