Smartwatch Owners
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MORE likely than average to
have a smart wristband. They screened while watching TV
are slightly LESS likely than — with chatting to friends

average to have a PC/laptop the top activity (61%)

BRAND ENGAGEMENT

as likely to promote a brand in
return for exclusive content or
when something enhances their
online status/reputation (30% each)

MORE THAN

will advocate a product if they are
rewarded, but 37% will do this out
of simple love for a brand

MORE likely to want brands to be
part of their daily routine or to
improve their personal image

MORE likely to want brands to
connect them with other people.
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