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Introduction
This is a descriptive analysis of how young people use different types of media, and gives an insight
into their attitudes and behavior as it is in January 2015. The sample is drawn from 3rd year students
at the Bachelor’s level at the Norwegian Business School. The total number of respondents was 404
out of 1163 possible students, which represents around 35% of the students at the campuses in Oslo
and Bergen. They were recruited from the Facebook groups of the strategy course taught by the
author of this report.
The report gives a snapshot into understanding the digital life of the young and how it influences
their daily life.
It can be argued that an analysis like this cannot be representative of the young population as such
since these students are all engaged in their studies at a business school. With high penetration of
some of these media I believe that the differences are probably not very different from the rest of
the population, but it should be kept in mind that this is not a representative sample as such.
75% of the students are born in the years 1990 to 1995 and the rest in the 1980s. 42% are male and
58% female. 70% of the sample comes from Oslo and 30% from Bergen.
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Media channel use in general

Table 1: Media channel use yesterday

As can be seen from this table it is a mix of concrete websites and more general labels. We see the
large influence of the social media with Facebook on top with more than 90% daily penetration and
Instagram/Snapchat on 3rd place. We also see that the hunger for news is there – with desktop
penetration of 86% and mobile penetration of 76%. The printed paper comes on 10th place with 21%
penetration.
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Time spent on different media
The following table shows the time spent on different media channels.

Table 2: Time spent on different media

When you look at TV you spent time with it. 61% spend more than 45 minutes with the TV and 20%
more than two hours. We also see that 31% spend more than 45 minutes a day on Facebook. And
with a student group it is no big surprise that the internet is heavily used for reference. We also see
that the internet is used quite heavily for news with 43% spending more than half an hour on
newssites.
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Table 3: Time spent on media (part 2)

In the second part of this table we see that news on the mobile is used by 84% of the sample (this is
higher than listed in Question 1 – probably because of how the question is formulated. We see that
about a quarter of the students use the news on the mobile less than 15 minutes and another
quarter between 15 and 30 minutes.
The printed newspaper is only used for a short time – most of the users read less than 15 minutes.

Preferred channels for general and local news

Table 4:Channels for general news

For the general news the internet desktop and mobile are on top and TV as number three. We also
see the role of social media as a general news provider with 60%. The printed paper is down at 16%.
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Table 5: Channels for local news

When it comes to local news we see that websites are almost as important for local news as it was
for general news, but the mobile is less important. So is the the social media. We can see that the
printed newspaper plays a more important role, reflecting the classic position and role of the local
newspaper. TV is much less important for local news. We also see that direct person‐to‐person
communication as a news channel is almost equally important for local news and general news. The
internet i.e. digital media has taken more or less completely over as the main channel of preference
both for general and local news.

The frequent use of social media

Table 6: Use of social media

Social media is important‐ and it might be a surprise that snapchat is used more frequently than
Facebook. This is probably due to the nature of the application where pictures are only displayed for
a certain period of time. When it comes to Facebook we see that a third use it 1‐5 times a day and
13% more than 20 times a day. Twitter is the social site that is less used – this is more regarded as a
channel for the “professionals”.
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More than half have a new mobile

Table 7: Age of the mobile phone

If we put the concept of a new mobile at one year we see that 54% of the students have a mobile
that is less than a year old. This puts the change rate at about two years and this also means that
most students have a mobile with capacity to use the most popular apps on the market – and video
and photo. We also know from another question in the survey that 80% of the students have an
iPhone and that 20% have an Android or other type phone.

Social media first

Table 8: The first thing to check in the morning

They check the social media and text messages first when they get up in the morning. Emails and
news is second.
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Checking for updates
It has been noted in the press lately that people check their mobile more than 100 times a day.
Our results shows this:

Table 9: Checking for updates on the mobile

We have 4% of the students who say they check their mobile around every five minutes – this is 168
times on a 14 hour day. Depending on how we define how many hours used and the frequency we
can see that our students on average check their mobile 33 times a day. (Time slots over 14 hours
times percentage used). 24% of our sample check the mobile more than 50 times a day.

Worries on identity theft and harassment

We find that almost half are afraid of identity theft and almost as many are worried about their
behavior on the net is logged. We find that 35% are not worried at all. 29% are worried about that
the advertising is getting more personal. I believe that this is a tradeoff against the information on
goods and services. Only 10% are worried about harassment. And the results are consistent across
the sexes as well.
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Subscriptions to music services

There is a surprising number here: 75% that are subscribing to a music service like Spotify and Wimp.
And 11% have the free version. In other words – the consumption on music through streaming
services has reached a very high level.

Film is moving online

We see that the consumption on film has moved online to a large extent. The one not excluding the
other – we see that 77% of the students mostly watch film on a desktop screen. And then TV is down
at 54%. Not very many say that they are watching on tablet or mobile. The screen size can be a
factor here.
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Shopping on the internet

Shopping on the internet has reached a high level. For clothes this is up to 75%, and tickets and
travel is also on high levels. Then there is a drop down to music and film and sports equipment.
There are gender differences here. The following table shows the difference and the yellow colour
shows where it is statistically significant.

So females go for clothes and magazines, while the males go for sports equipment and
electronics/cameras. These results are really not very surprising.
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The use of finn.no

We see that the Norwegian market leader on classifieds has a high market penetration. 54% have
been selling and 44% been buying on finn. This is a very high result for a single providerof classifieds
and shows the success of finn.no and the inclination to use it.

Paying for digital content

The willingness to pay for content can be viewed in several ways. The new thing about this question
is that it is linked to a specific price – the price for a monthly subscription to Netflix. By imposing this
comparison we find that the students are not very willing to pay for news – because there is so much
free material out there. 82% think this. The results are disappointing for news providers on general
and local news. The only area where there is a slightly higher willingness to pay is on the special
interests. And there are no differences by males or females here. We do have some indications in
our material that those that are subscribing to music sites also are more willing to pay for special
interest news, but the results are not statistically conclusive.

Conclusion
This report has given some insight into how young people (students at the Norwegian Business
School) use different kind of media. We see that the use of digital media is on a very high level and
that the mobile phone plays an important role in this. Also we can see that the social media – both
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Facebook and the photo sharing applications like Snapchat and Instagram have a high influence on
their digital behavior. While they are embracing streaming of music and film and even a high
willingness to pay for some of this does not apply to the news – thus creating a tough challenge for
the business side of the news industry.

Oslo, March 27th, 2015.
Erik Wilberg
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