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Digital & Devices

Always more…
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More connectivity

3

Source: ITU Global ICT developments, 2001-2017
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Everywhere…

4

Source: World Bank
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More Mobility

5

% of time spent on mobile, tablet and PC daily

Source: (D3New) Time spent on devices

MOBILE ONLY MULTI-DEVICE MOBILE CENTRIC MULTI-DEVICE      

PC CENTRIC

Mobile PCTablet
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More online activities

6

Global top weekly activity usage %

Source: (C1) Frequency of online activities 
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% accessing each media daily

Offline

Online

Radio Print media TV

28

65

68

3632

Online audioOnline articles Online video

49

More online media consumption
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More social

8

% Daily usage and 2 year % change
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More financial transactions
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Total market incidence of eCommerce %

Source: G3 products bought online (any product)

eCOMMERCE MAINSTREAM

Adoption approx. 50%+

eCOMMERCE EMERGING

Adoption < 50%

2017/18 2016/17
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SOCIAL ENGAGEMENT
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More complexity into societies 
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As an example / More complexity into the French society

11
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As an example / More complexity into the French society
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More divides

13

Source: Percentage of inidviduals using the internet 2016, ITU
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http://www.itu.int/en/ITU-D/Statistics/Pages/stat/default.aspx


Digital Transformation & Governments

Where are we?



The Digital transformation of Governments is underway

15



Public Service deliveryPublic Communication

A Digital transformation at work across the 3 pillars of public action 

16

Policy making



The Connected Citizen

How to effectively communicate with citizens? 



A brand new ecosystem

18
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The new currency: attention!

19
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79%
Open to engaging

40%
Like engaging

The current situation

©KantarPublic All rights reserved. | www.kantar.com/public 



©KantarPublic All rights reserved. | www.kantar.com/public 

Communicate WITH, not communicate TO

21

Useful, personalised purpose 

The value exchange

Accuracy

Sincerity 

Interactivity Differentiation



©KantarPublic All rights reserved. | www.kantar.com/public 

Implication and prerequisites for good communication

22

A good knowledge of your targets, their needs and areas of interests

Understanding which channels your targets prefer to engage with you online

Getting a sense of your reputation, or what is already said about your issues and by who

Adapting your tone and content to your targets’ expectations, codes and desires online

Understanding how information and ideas spread in social networks and how to combat rumors and false 

information
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France
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UK



What are citizens’ expectations 

when it comes to public services delivery?



An appetite for more online government services

26

45%
all online

25%
all offline

“I would prefer to access government services:”
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A real Opportunity as well…

27
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The Digital Journey 

28

departments.gov services.gov me.gov

.



© 2017 Adobe Systems Incorporated.  All Rights Reserved.  Adobe Confidential.

What drives the positive experience

1. Citizen Journey 2. Mobile 3. Design 4. Relevance 5. Relationship

Single journey

Right support

Efficiency

Mobile enabled

Multi-channel 

accessibility

Attractive

Easy to use

Functional

Supports decisions

Exceeded 

expectations

Pre-population

Adaptive response

Predictive content

Two way dialogue

Enjoyment

29
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Overall… a positive experience but a significant room for improvement

30
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Implications: create experiences that count!

31

Understanding citizens’ needs and their journey. 

Identifying the touchpoints that have most impact for your purpose. 

Delivering a personalised and integrated experience

Creating positive emotional experiences with users.

Communicate with the public to convince of the benefits of online services.

Co-create with the public
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Singapore



Kenya

33
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Italy

34



Redistribution of Power 

and policy making
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Power to the people

36
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A fundamental change of gravity center

37
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From Top down to Bottom up

38



Poor management of this transformation contribute to erode trust in government

39
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Source: OECD Government at a Glance 2017
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The Current Rise of Exit & Voice in Politics

40

L
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• Absention 

• Evading taxes

V
O

IC
E

• Systematic alternation

• Demonstration

• Radicalisation

• Populism

• Extremism
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Trust is an Essential Building Block of Each and Every Institution

Resistance Barriers

Passivity
Dissatisfaction & Failure

Satisfaction & success

Availability, acceptance, 

compliance, good will, 

involvement and support

Trust in Government 
and Institutions

Based on: Interpretations, 
perceptions and facts

Relationships between 

citizens and Government

High

Low

Outcomes of 

public policies

Im
p

a
c

ts

Im
p

a
c

ts
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Implications: empower!

42

Think Capacitation : making people think they are capable

Consulte, ask for people’s opinions

Co-create and involve people in decisions making process

Consider, reward and incentive people for their engagement

Develop behavior change strategies



EU
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US

44



As a Conclusion

(Re)building a strong narrative 
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« Today we’ve become so aware of the downsides

of innovations, and so disappointed with the 

promises of past utopias, that we find it hard to 

believe even in future – one in which tomorrow will

be a little better than today. We find it very difficult

to imagine any kind of future at all that we desire

(…) That makes us Future Blind »

The Inevitable, Kevin Kelly, 2016

Building the future: understand the present, create a desirable narrative
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