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A market in transition during 2015

The last 12 months have seen huge changes in the landscape for wireless charging technology with much more adoption. 2015 can really be seen as the year when the technology has broken into the mass market, particularly with mobile phones. But why did this take so long, and what is the outlook in the longer term?

IHS believes a fundamental shift occurred this year as the market moves from ‘industry push’ to ‘consumer pull’.

On November 5, David Green (IHS research manager for wireless power) will deliver a keynote presentation at the Wireless Power World event in San Diego, CA explaining the significance of this change, the challenges that still lie ahead; and providing a forecast for adoption through the next decade.

This white paper provides an overview of the key messages from that presentation.

Pre-2015 – The wireless charging background

Wireless charging technology is not a new concept – first proposed by Nicola Tesla in the late 1800s but available for electric toothbrushes since early 1990s and increasingly in consumer electronic markets over the last decade.

However, with its huge total addressable market and a use-case driven by added convenience, the mobile phone market became the focus for wireless charging. Many different approaches to wireless charging are possible, including conductive contacts and magnetic induction, or uncoupled technologies such as radio frequency, microwave, ultrasound or infra-red. As the technology developed, three key standards and supporting alliances were formed – all around the basic concept of magnetic inductive coupling.
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IHS believes a fundamental shift occurred this year as the market moves from ‘industry push’ to ‘consumer pull’.
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Technology Standard

Qi (WPC)

PMA

Rezence (A4WP)




Summary

· Wireless Power Consortium launched the Qi standard in 2008
· Tightly coupled, inductive charging technology
· Currently developing a ‘resonant’ extension to the standard to allow greater spatial freedom
· Power Matters Alliance (PMA) founded in 2012
· Tightly coupled, inductive charging technology
· PMA merged with A4WP in 2015 (see below)
· Alliance for Wireless Power founded in 2012 around the “Rezence” specification
· Loosely coupled, magnetic resonant charging technology
· First receiver devices expected to launch late 2015/early 2016
· A4WP merged with PMA in 2015. Newly formed alliance will shortly adopt a new name.
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Wireless charging – from industry push to consumer pull

Even focusing on these three most prominent standards, the picture for wireless charging was far from clear. Many challenges existed for wireless charging to overcome, including:
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Challenge

Cost

Efficiency

Interoperability

Awareness




Explanation

· Target applications such as mobile phones are extremely price sensitive – every cent added to manufacturing cost matters
· Power electronics, and in particular the coils and ferrites needed, can add several dollars to the bill of materials of any given device
· Cost is also added where a device manufacturer needs to redesign For example, an automotive OEM has a six year development cycle, plus 10+ years vehicle lifetime Building in a technology that becomes obsolete in the next few years is too costly a risk to take
· Early versions of the technology were deemed inefficient, causing issues with heat, charging time (through delivered power) and environmental image
· Current tightly coupled inductive solutions are typically reaching 70%+ efficiency
· Each alliance has a different protocol, frequency and architecture
· Dual-mode (Qi/PMA) solutions are helping to overcome this challenge, with multi-mode (with A4WP) solutions anticipated in the future.
· Consumers will not demand a technology if they have never heard of it or don’t understand its benefit to them
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The wireless charging industry had reached a critical ‘make-or-break’ point…the market needed an industry push to interest the consumer and move to mass market adoption.
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Some early adopters began to integrate wireless charging into their devices, most notably into much of the Nokia Lumia smartphone range. By 2014, cost and efficiency had both been improved dramatically, but a lack of consumer awareness was holding back the industry. Additionally, device manufacturers and infrastructure providers faced a dilemma:

· “Why pay to put receivers in my mobile phone if there’s no infrastructure out there for customers to use?” – Device manufacturer.
· “Why pay to put transmitters in my coffee shop if there are no phones out there to use them?” – Infrastructure provider.
The wireless charging industry had reached a critical ‘make-or-break’ point, where the technology was ready for mass-market appeal, but consumers weren’t yet demanding it. In fact, in a 2014 consumer survey, IHS discovered that only 37% of smart phone owners had even heard of wireless charging.

The market needed an industry push to interest the consumer and move to mass-market adoption.

2015 – The breakthrough year for wireless charging

That industry push arrived in 2015 as several key announcements made wireless charging a hot topic for mobile phone manufacturers and technology media; and raised consumer awareness.

At the Mobile World Congress in March, Samsung announced that Galaxy S6 and S6 edge smartphones would be equipped with integrated, dual-mode, Qi and PMA, tightly coupled inductive charging. Following the announcement, Samsung has made several high-profile media adverts on the subject of wireless charging, further helping to increase consumer awareness.

Later in March, the Apple Watch was launched with a tightly coupled inductive charging solution – although not compatible with any of the industry standards.
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The key changes of 2015

· Market moves from the ‘early adoption’ and ‘consumer take-up gap’ phases to the ‘mass market’ adoption phase.
· Key product launches from Samsung and Apple.
· 160+ million wireless charging receivers will be shipped in 2015 across all applications
· 120 million will be shipped into mobile phones.
· 20 million will be shipped into wearable technology.
· $1.7 billion in supplier revenues for wireless charging receivers and transmitters.
· Consumer awareness of wireless charging doubles from 37% in 2014 to 76% in 2015.
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Several other high-profile announcements and product launches have also come this year – from IKEA wireless-charging-enabled furniture, Starbucks and McDonalds fitting transmitters into locations in North America and Europe, to in-cabin charging pads in vehicles from the likes of Audi, BMW, Cadillac and Toyota.

The combined effect of this number of product launches has been to push wireless charging into the media. For example, wireless-charging-enabled furniture in restaurants will never outsell standalone transmitters, but has a much higher impact on consumer awareness. According to the 2015 IHS consumer survey, 55% of those who have used wireless charging have done so using public infrastructure, even though it accounts for less than 5% of all transmitter sales.

So if the result of the industry pushing wireless charging is to generate media interest, how has this translated into consumer demand?

Showing the shift from industry push to consumer pull

Long-term growth for the wireless charging industry can only occur if consumers are aware of the technology, understand and accept its use, and then start to demand the feature on their consumer electronic devices.

Arguably the biggest impact of the industry push of wireless charging into flagship devices has been simply to raise consumer awareness.

The IHS consumer survey questions just over 1,000 smart phone users from China, the United Kingdom and the United States. In 2014, only 37% of all respondents said they had heard of wireless charging technology. In the same survey conducted in 2015, this had more than doubled to 76%.

This shows how consumers have now heard of the technology, but further analysis of the four key consumer profiles shows how awareness has turned into demand. To segment the market, IHS split consumers into profiles based on their answers to two key questions:

· “Have you used wireless charging before?” – giving users and non-users.
· “Would you like wireless charging on your next device?” – giving choosers and non-choosers.
The answers to these two yes/no questions gives four possible customer profiles.



55% of those who have used wireless charging have done so using public infrastructure, even though it accounts for less than 5% of all transmitter sales.
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Four consumer profiles
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Profile

Non-chooser, non-user

Non-user, chooser

User, chooser
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User, non-chooser




% of
Explanation

respondents

	
	
	

	
	
	 Passive to wireless charging, maybe never heard of it

	10.4%
	
	 Can only be converted to the next stage by raising

	
	
	awareness of the technology

	
	
	

	70.1%
	
	 Potential market - wants it, but hasn’t used it yet

	
	
	 The biggest category in 2015

	
	
	

	
	
	

	
	
	 Best case scenario – has, uses and likes the

	19.3%
	
	technology

	
	
	 Positive experience helps retain customers

	
	
	

	
	
	 Worst case scenario – has used it but does not like it

	
	
	 Good system design and implementation helps

	0.3%
	
	prevent this

	
	
	 Very few users (only 3 respondents) would not

	
	
	choose the technology again
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Almost 90% of all consumers say they would like wireless charging on their next phone. This is a clear consumer pull for the
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Source: IHS wireless charging consumer survey - 2015

The results of the survey show that just over 70% of the market is in the ‘potential market’ category: they have never used the technology but would like to choose it on their next device. Almost 90% of all consumers say they would like wireless charging on their next phone. This is a clear consumer pull for the technology that didn’t exist 12 months ago.

Maintaining momentum – The challenges for wireless charging

A strong consumer pull for wireless charging technology is a good sign, but the market must now capitalise on this momentum. In particular, it will become more difficult to keep customers satisfied with wireless charging systems the more their education and understanding of the systems increases.

When customers have never used wireless charging before, they are happy with their first experience – only 0.3% of survey respondents were unhappy after using the technology. However, an experienced user of wireless charging will want the next generation of the technology to improve in key areas – perhaps spatial freedom in positioning or a faster charging speed. This knowledge learned through interaction with a mobile phone will also influence expectations for wireless charging on other device types too – even if the use-case does not directly call for it.

For example, the use-case of wireless charging on a mobile phone is typically as a secondary, more convenient way of charging the device. Customers may charge at home, but the use-case is arguably more about the freedom to charge everywhere they go – at home, in the office and particularly in public places. Customers will very quickly expect this use-case for any mobile phone that is enabled with wireless charging – they do not care for the different standards, only that wireless charging just works.

In contrast, the use case of wireless charging on a smart watch is the primary, and only, method of charging the device and comes with a specific cradle or dock. The customer will typically charge at home, usually overnight.

The challenge for manufacturers is that the use-case for a smart watch may not necessarily require interoperability with public infrastructure – will customers really take off a $400 watch and lay it on a coffee shop table to charge along with their phone? However, their experience with wireless charging through mobile phones tells them that wireless charging is interoperable, that they can charge anywhere. They could be frustrated that this isn’t the case with their $400 watch, even if they never use this functionality.




technology.
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World market for wireless power – revenue ($ billions)
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In the next decade, wireless charging technology will continue to develop and gain widespread adoption across numerous device types – including mobile phones, wearables, tablets, notebook/netbook PCs and their peripherals, medical devices and many more.

When the industry pushed wireless charging upon first-time users, a ‘one-size-fits-all” mentality could work. Customers had never used the technology before and were happy (so long as the system worked). In the future, the key to continued adoption is diversification of wireless charging to meet the widely varying use-cases for different device types. Customers will no longer accept wireless charging that doesn’t fit their impression of the technology.

If the industry can achieve this balance of diversification in different device types, whilst meeting the newly formed customer expectations of wireless charging – then the future can be very bright.

IHS forecasts that receiver shipments will grow rapidly over the next three years as mass-market adoption takes hold. Longer term, the total addressable market provided by mobile phones and all other device types gives a very high ceiling for the technology.

In 2015, over 160 million wireless charging receivers will be shipped, generating $1.7 billion in supplier revenues. In 2024, that number can hit over 2 billion receivers and $15 billion in supplier revenue.

The theme of the Wireless Power Summit this year is “How to make money from wireless power?” The answer is volume and diversification – whilst maintaining the customer perception that “wireless charging simply works.”

In 2015 we saw a shift from industry push to consumer pull – the challenge now is to avoid customer push-back. The rewards will be high if that can be achieved.




The theme of the Wireless Power Summit is “How to make money from wireless power”. The answer is volume and diversification – whilst maintaining the customer perception that “wireless charging simply works”.
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All data and analysis in this white paper is taken from the IHS Wireless Power Intelligence Service – including the Wireless Power Report – 2015 and Wireless Charging Consumer Insights Survey – 2015.
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