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Summary of Findings 
 
Smartphone and feature phone usage by college students has flip-flopped since 2009. In a February 
2013 survey, 74% of Ball State students reported using a smartphone versus 27% in 2009; feature 
phone usage fell to 27% in 2013 from 73% in February 2009. 
This complete reversal of mobile device usage reflects the explosive growth of Internet-accessible, 
computer-like smartphones away from text and talk feature phones. In nine online surveys conducted 
at Ball State University between November 2005 and February 2013, researchers comparing student 
smartphone versus feature phone usage found that: 

 The use of mobile phones is nearly universal on college campuses 
 - 99.5% of students reported having a mobile phone 
 Smartphones ownership has surged past feature phones for college students 

- 74% of students now use smartphones, a jump from 27% in February 2009 
 Internet access has soared with the use of smartphones 

- 98% of smartphones users can access the Internet versus 26% of feature phone users 
- 93% of feature phone users do not have data plans with Internet access   

 Tablet use grows quickly, but future growth in question 
 - 30% of students report owning a tablet device 
 - 17% own an iPad, 2% own a Galaxy and 11% own another brand  
 - But only 2% say they plan to buy a tablet in 2013 
 - 8 in 10 of the tablet owners also report owning a smartphone 
 Mobile advertising annoyance growing as ad exposure increases 
 - 76% of smartphone users report getting ads, up 10% since 2012 
 - 83% of smartphone users who get ads are annoyed, up from 68% last year 
 - One-half of smartphone users who receive ads are less likely to purchase from the business 
This trend in mobile ad avoidance has accelerated since 2009 and is reflected in many areas of 
the 2013 survey findings. Most notably: 
 - 83% of smartphone users who received ads are “Very concerned” or Concerned a little” 
 about how a business got their phone number; up from 52% in 2009.  
 - 58% of smartphone and feature phone users are not interested in receiving coupons or 
 discounts on their phones; up from 24% for smartphones and 40% for feature phones in 2009 
 - Finally, when asked if they would accept ads on their phone if they were paid to  accept each 
 ad, 50% of smartphone users said “No”; in 2009, 3 out of 4 smartphone users said “Yes.” 
 Email use has soared on smartphones 
 - 92% of smartphone users send and receive email messages 
 - 96% send photo messages via email 
 - 64% send video messages via email 
 



 Mobile phone camera usage has surged for both type of phones 
- 99% of smartphone users take and send photographs; 89% for feature phones 
- 93% of smartphone users take and send video versus 46% for feature phones 

 Mobile content usage has exploded on smartphones; languished on feature phones 
 - 93% of smartphones (49% in 2009) and 13% of feature phones access social media sites  
 - Watching video on smartphones has grown the most, up from 24% in 2009 to 73% in 2013 
 GPS location-based services are also growing rapidly 

- 93% of smartphones owners use GPS on their phones to find locations 
- Finding restaurants, maps, shopping and movie theaters lead the way 

 Students still rely on their parents to pay for mobile data service 
- Parents pay the bill for 68% of smartphone users and 70% of feature phones users 
- 22% of students pay for their own monthly mobile bills 
- 94% of smartphone data plans have Internet access; only 7% for feature phones 

Other key findings: 
 45% of smartphone users would accept ads on their mobile device if they get something free in 

return; 36% for feature phones.  
 For those students who would accept ads by getting something free, books, ringtones, music, 

movies and gifts were the top choices. 
 6 in 10 students report text messaging while in class. 
 Even though 77% of smartphone users browse the Internet daily on their phones, only 42% 

use it for search; 85% of feature phone users never search the Internet from their phones. 
 
Methodology: 
This report is based on nine online surveys totaling 3,985 students at Ball State University conducted 
between November 2005 and February 2013. Sample sizes of students surveyed: February 2013: 
n=420; February 2012: n=412; February 2011: n=388; February 2010: n = 372; February 2009: n = 
305; February 2008: n=467; February 2007: n = 270; November 2006: n = 682; November 2005: n = 
669. Student participation was self-selective from a total pool of approximately 18,000 students in 
Muncie, Indiana contacted via email. This convenience sample, while an accepted research 
approach, is not intended to be generalized to all U.S. college students. It is a snapshot of cell phone 
usage activities of Ball State students.  
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 Summary of Findings: 
 Most Surprising Finding: 76% of smartphone users get ads and 83% of them are annoyed  

69% of students own smartphones, up from 27% in February 2009 

99% of smartphone users send/receive text messages 

77% of smartphone users access the Internet several times a day; 6% for feature phones users 

95% of smartphone users take/send photographs with their phone, 74% of feature phone users 

90% of smartphones have GPS that’s used to find locations, products or services 

65% of students report receiving mobile phone ads; 7 in 10 are annoyed to get an ad 

64% of students would accept coupons on their phone to purchase products and services 


