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Singapore is a digitally savvy nation, with digital behavior ingrained 
to everyday life and high expectations of digital experiences.

Digital insights
Decoding Singapore’s digital DNA
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Trust

Digital
consumer BusinessGovernment

Strength in Singapore’s 
digital infrastructure 
and maturity

Higher and visible 
cybersecurity

• Transparency
• Privacy
• Regulation
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How will you operate 
in the digital market?

Are you digitizing 
both front- and back- 
end operations?

Do you have an agile 
innovation model?

Better affordability

• Lower internet cost
• Lower moible data costs
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Survey results 
in full
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Digital consumers — digital attitudes









Digital consumers’ callouts: device usage and attitudes 

13 hours and
54 minutes 

1 in 2 
(50%) 

Three quarters
(73%)

Half 
(52%) 

is the average amount of time 
gen Y spend on digital devices in a 
�\�Y�q�&���L�`�a�k���a�k���k�a�_�f�a�Õ�[�Y�f�l�d�q���e�g�j�]���l�`�Y�f��
gen X (12 hours and 42 minutes) 
and Baby Boomers (11 hours and 

12 minutes).

Of 18- to 34-year-old smartphone/
tablet users admit to being 

addicted to their devices, higher 
than 35- to 54-year-olds (33%) and 

55- to 69-year-olds (27%).

Of 18- to 34-year-olds feel 
�[�g�f�Õ�\�]�f�l���m�k�a�f�_�$���h�m�j�[�`�Y�k�a�f�_���Y�f�\��

managing digital devices, compared 
with 61% of 35- to 54-year-olds and 

47% of 55- to 69-year-olds.

Of 18- to 34-year-olds love 
�l�g���Õ�f�\���f�]�o���Y�h�h�k���g�j���o�]�Z�k�a�l�]�k�$��

(compared with 35– to 54-year-olds: 
39% and 55– to 69-year-olds: 25%).
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Digital consumers — digital activities









Gen Y’s were more likely to undertake a range of 
online activities on a daily basis, including using:

• Social media (83%)

• Streaming or downloading  
music (42%)

• Smartphone/tablet games (37%)

• Finding places using online  
maps (28%)

• Education (21%)

• Buying entertainment tickets (17%)

• Searching for restaurant or bar 
information (17%)

Males were more likely to go online for news and sport 
updates daily. 

(60% versus 45% for females)
Whereas females were twice as likely to go online for 

lifestyle information on a daily basis. 

(26% versus 14% for males)

Baby Boomers in comparison 
were the least likely to engage 
in any of those activities on a 
daily basis, especially checking 
social media (58%).

There were no other 
�k�a�_�f�a�Õ�[�Y�f�l���\�a�^� �̂]�j�]�f�[�]�k��
between Singaporean males 
and females in terms of daily 
activities done online.

Digital callout: activities done online
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Digital consumers — digital experiences
































































