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Profile of Internet User 

Who is online? 

The 2012 Global Internet User Survey focused on issues such as of how users accessed the Internet, what 

applications they used, how they managed their personal information online, the Internet's relationship to 

human rights, and the effect of government regulation on the Internet. Key findings from this year's survey 

cover a broad range of topics.  

Tabular Data of the Global Internet User Survey 2012 is in a separate pdf file. 

   

Internet Usage  

• Internet users nearly universally (96 percent) indicated they accessed the Internet at least once a day.  

• More than 90 percent of Internet users surveyed globally indicated they use social media, with a majority 

(60 percent) using it daily, an increase of 10 percent over 2011.  

• Connection speed (73 percent) and reliability (69 percent) ranked slightly above more affordable monthly 

fees (68 percent) among factors that would increase usage. Other factors included more content in their 

local language (50 percent) and more online availability of government and/or community services (49 

percent) 

 

Attitudes towards the Internet  

• Ninety-eight percent of users agreed or strongly agreed the Internet is essential for their access to 

knowledge and education. 

• More than 80 percent agreed or agreed strongly that the Internet plays a positive role for their individual 

lives as well as society at large.  

• Nearly 75 percent of users strongly agreed that access to the Internet allows them to seek any 

information that interests them.  
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How do people connect to internet? 

 
Though our May 2013 survey did not explore how internet users without home access go online, it is likely 

that friends and family, workplaces, and community resources such as libraries may all play a role. In a 2012 

survey of Americans ages 16 and older, for instance, 73% of respondents said there are places in their 

community where they can access the internet or use a computer for free, and 35% say they have used 

those free access points. Additionally, previous research on smartphones and home broadband 

adoption has found that 10% of adults ages 18 and older say they have a smartphone, but do not have a 

home broadband connection, indicating that they may rely on their smartphone for a form of “home” 

internet access. 

http://libraries.pewinternet.org/2013/01/22/part-3-technology-use-at-libraries/
http://libraries.pewinternet.org/2013/01/22/part-3-technology-use-at-libraries/
http://libraries.pewinternet.org/2013/01/22/part-3-technology-use-at-libraries/
http://pewinternet.org/Reports/2013/Broadband/Findings/Smartphones-and-broadband.aspx
http://pewinternet.org/Reports/2013/Broadband/Findings/Smartphones-and-broadband.aspx
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What devices do people use to connect to internet? 

Mobile phones and tablets accounted for a combined 13.3 percent of total Internet page views in August 

2012, nearly doubling their share of traffic in just one year. Mobile phones drove 9 percent of page views 

during the month, while tablets accounted for nearly half of that at 4.3 percent share of page views. 

 

PCs continued to be the dominate source of online consumption driving 86.7 percent of all page views in 

August, but have seen their share of total consumption decline 6.4 points in the past year as consumers are 

turning to a growing number of devices to stay connected. 

 

 

Who’s not online and why? 

As of May 2013, 15% of American adults ages 18 and older do not use the internet or email. Asked why 

they do not use the internet: 

 34% of non-internet users think the internet is just not relevant to them, saying they are not 

interested, do not want to use it, or have no need for it. 

 32% of non-internet users cite reasons tied to their sense that the internet is not very easy to use. 

These non-users say it is difficult or frustrating to go online, they are physically unable, or they are 

worried about other issues such as spam, spyware, and hackers. This figure is considerably higher 

than in earlier surveys. 

 19% of non-internet users cite the expense of owning a computer or paying for an internet 

connection. 

 7% of non-users cited a physical lack of availability or access to the internet.   
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Customer Behavior  

What do consumers use their mobiles for? (US, Western Europe and Japan) 

Mobile behavior in United States, EU5 (UK, Germany, France, Spain and Italy) and 

Japan – October, November, December 2010 

Percent of total mobile audience (Age 13+) 

 
USA Europe Japan 

Used connected media (browser, app or download) 46.70% 41.10% 76.80% 

Used browser 36.40% 28.80% 55.40% 

Used application 34.40% 28.00% 53.30% 

Used messaging 
   

Sent text message 68.00% 82.70% 41.60% 

Instant messaging 17.20% 14.20% 3.60% 

Email 30.50% 22.20% 57.10% 

Accessed entertainment/social media 
   

Took photos 52.40% 57.50% 62.90% 

Social networking or blog 24.70% 18.00% 19.30% 

Played games 23.20% 25.30% 16.30% 

Recorded video 20.20% 26.10% 15.80% 

Listened to music 15.70% 25.00% 12.90% 

Watched TV and/or video 5.60% 5.70% 22.80% 

Accessed financial services 
   

Bank accounts 11.40% 8.00% 7.00% 

Financial news or stock quotes 10.20% 8.00% 16.50% 

Accessed news, sports, weather, search, retail, 

travel, reference    

News and information 39.50% 32.20% 57.60% 

Weather reports 25.20% 16.40% 34.70% 

Search 21.40% 14.90% 31.50% 

Maps 17.80% 13.00% 17.10% 

Sports news 15.80% 12.00% 18.20% 

Restaurant info 10.00% 6.50% 9.70% 

Traffic reports 8.40% 7.40% 14.00% 

Classifieds 7.30% 4.80% 3.60% 

Retail site 6.50% 5.20% 8.50% 

Travel service 4.40% 4.60% 2.90% 

  

http://mobithinking.com/mobile-marketing-tools/latest-mobile-stats/d#mobilebehavior
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Consumers’ Favorite Mobile Activities In The US 

US consumers prefer browser to apps for most mobile activities 

 Accessing maps and directions is the no. 1 mobile activity, followed by social networking, accessing 

local information and reading news. 

 Respondents generally favor the browser experience over downloadable mobile apps, except when 

it comes to games, social media, maps and music. 

 Consumers report equal satisfaction levels with their browser and app experiences, and spend 

nearly equal amounts of time interacting with each. 

 “To maximize reach, invest in a mobile-optimized web experience and look beyond a single device.” 

– Adobe/Keynote. 

 

US consumers’ favorite mobile activities and preferences for accessing the activity 

via app or browser 

Category Participated Prefer apps Prefer browser 

Media and Entertainment:       

Social networking 76% 54% 46% 

Local info 73% 46% 54% 

News 68% 37% 63% 

Music 63% 55% 45% 

Games 61% 61% 39% 

Video 56% 42% 58% 

Sports 42% 33% 67% 

Blogs/blogging 41% 25% 75% 

Product reviews 34% 22% 78% 

Travel and mapping:       

Maps/directions 81% 52% 48% 

Research travel 47% 25% 75% 

Check travel reviews 43% 23% 77% 

Check travel itinerary 39% 32% 68% 

Banking and finance:       

Check bank account 67% 42% 58% 

Conduct bank transactions 51% 39% 61% 

Budgeting 43% 44% 56% 

For every shopping activity, including researching products and prices, reviews, 

promotions 

and purchasing products, most respondents (61-81%) preferred browser to native app. 

http://mobithinking.com/mobile-marketing-tools/latest-mobile-stats/d#usmobilebehavior
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Consumers’ Favorite Mobile Activities In China 

In China, the most popular activity is mobile IM, followed by search. 

The most popular activities in China (which its own data suggests is the world’s largest mobile Web 

community) are: instant messaging (62 percent); search (48 percent); web music (45 percent); web 

literature (43 percent); social networking 36 percent; games (21 percent); video (20 percent); email (16 

percent); and m-commerce (6 percent). 

Mobile Search Activity 

Mobile searches have quadrupled in the last year, for many items one in seven searches are now mobile. 

 1 in 3 mobile searches are local. After looking up a local business on their smartphone, 61 percent 

of users called the business and 59 percent visited. 

 79 percent of smartphone users use their smartphones to help with shopping 

 71 percent of smartphone users that see TV, press or online ad, do a mobile search for more 

information, but 79 percent of large online advertisers still do not have a mobile optimized site. 

Smartphones vs. Laptops: Comparing Web Browsing Behavior 

This study distinguish different types of wireless de-vices (smartphone vs laptops) as well as operating 

system instances (iOS, Android, BlackBerry etc.). We showcase that most of the multimedia content in 

smartphone devices is delivered via Range-Requests, and a large portion of the video transfers are aborted.  

 

 

http://mobithinking.com/mobile-marketing-tools/latest-mobile-stats/d#china-mobile
http://mobithinking.com/mobile-marketing-tools/latest-mobile-stats/d#mobile-search


 

15 

Why are smartphones and tablets killing PCs (or why iOS and Android are killing Windows and OSX)? 

 Smartphones expanded into tablets and they started competing in screen size with one of the few 

advantages left for PCs. 

 People are finally getting used to glass keyboards (some apps like Swiftkey make them more 

friendly), and can therefore bid farewell to their keyboards. 

 Laptops are more for content producers and most people are content consumers. That’s why the 

work environment is still dominated by PCs and probably will be for a long time. 

 Smartphones are much easier to carry around and therefore open to a whole set of apps, like for 

example sports apps.  

 Smartphones offer connectivity via WiFi and mobile and most laptops only WiFi; WiFi is common 

but not as pervasive as mobile and therefore a smartphone/tablet has the best of both worlds. 

 One of the biggest advantages of laptops is storage, but cloud computing is taking care of that. 

 The hardware that is needed to provide a great mobile experience uses energy in a smarter way 

than the hardware that is needed to provide a great laptop experience. 

 While there are very affordable laptops now, they are not as inexpensive as great smartphones that 

are given out for free or almost nothing in contracts, and laptops are in a head-on race between 

processor speed and RAM and programs that makes inexpensive laptops appear as just bad 

products. 

 

 

Hourly Usage Of Internet 

Recent analyst estimates point to mobile Internet usage overtaking desktop-based Web traffic as early as 

2014. This isn’t a tremendous surprise. With smartphones, users have become accustomed to immediate 

communication and ubiquitous Web access, and with the advent of higher data speeds, users get a 

broadband-type Web experience via their mobile phone. Moreover, easy accessibility and portability of 
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mobile devices supports their usage around the clock. 

This data was drawn from a date range of March 5th to March 11th, 2013, and focuses on impressions from 

the U.S. and Canada only. In each case, an index is created. “100%” refers to the hour at which mobile or 

desktop traffic (depending on the graph) is maximized. If a point is “70%”, for instance, that means that the 

amount of traffic at that time is 70% of the traffic volume at the peak. For reference, we’ve included North 

American time zone conversions above each graph.  

In the case of desktops, the level of fluctuation is quite significant – hitting its highest levels during the 

work day and earlier night time leisure hours, before dipping down substantially during traditional sleeping 

hours. Alternatively, for smartphone Web usage in particular, the drop is not as sharp through those early 

morning hours, indicating that mobile device usage is focused around leisure times, rather than working 

hours, as is the case with desktops. 

This data emphasizes how, within North America, mobile browsing remains a more leisure-focused activity, 

while desktop Web browsing is utilized much more substantially during working hours. 
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Device Preferences Throughout the Day in Europe  

Most Weekend Tablet Usage Peaks at 9pm 

 

  



 

20 

How does technology transform mobile ecosystem? 

3G to 4G 

LTE is about ten times faster than 3G wireless connections. In fact, many consumers have found LTE faster 

than their home broadband connections.The technology is still early in the adoption cycle (it's worth noting 

that Apple's first LTE-ready phone was the iPhone 5). Yet LTE's potential to transform mobile usage and app 

capabilities is vast. 

LTE allows marketers and app developers to create rich media experiences that rival those of the desktop 

Web, but coverage will take years to complete. 

LTE will accelerate the move to a mobile lifestyle and support the shift to on-the-go tablet usage. Since 

tablets use 122 times more data than smartphones, LTE will tend to go hand-in-hand with mobile tablet 

use.  

 

Eight LTE-Friendly App Categories 

Video will be, by far, the data type that sees the most explosive growth in mobile over the next five years. 

Beyond bringing video streaming to our iPads (outside of Wi-Fi range that is), many other app categories 

will see enhanced functionality with LTE, translating to increased engagement and more monetization 

opportunities. Advertisers will serve more ads as consumers plunge into immersive mobile applications 

more often and in new locations. 

 Video Sharing. Apps such as Qik and SocialCam enable consumers to broadcast video live from their 

smartphones. Looxcie offers a wearable camera so users can stream real-time video or post 

clips on-the-go (Looxcie's website features video taken from a mountain bike). 

 Video chat. Microsoft's $8.5 billion-dollar acquisition of Skype was a bid to shore up its also-ran 

Windows Messenger video chat; the software giant has moved to integrate Skype tightly with 

Windows Phone 8. Skype and other video chat apps will serve a central role in mobile platforms as 

they become more convenient. 

 Augmented reality. Today, augmented reality apps typically involve video taken by a smartphone, 

which is then overlaid in real-time with lightweight graphics that add additional information. For 

example, the Spyglass app adds GPS coordinates and compass bearings. 

 Games. Multiplayer games in particular will benefit from LTE. Games that demand remote players 

to interact with one another nearly simultaneously become more practical. LTE also makes cloud 

gaming initiatives — like OnLive and Gaikai — more viable. 

 Maps. Maps have long been a smartphone staple. But new map apps like Apple's have introduced 

high-resolution images of buildings and other landmarks. For obvious reasons, map-aided 

navigation is a task that's used far from a Wi-Fi network, so LTE is crucial for next generation maps. 

 

LTE also has the potential to revise our expectations around connectivity.With LTE, the vision of broadband 

Internet being available to consumers everywhere, on any device type, suddenly seems within reach. 

 

 Personal hotspots. With 4G LTE speeds, it has become feasible for mobile devices to share data 

connections via Wi-Fi. That means laptops, tablets, and game players that aren't wireless-ready 

can tap into a mobile network via a device doubling as a mobile router. Novatel’s MiFi devices create 

Wi-Fi hotspots for up to ten devices. Many smartphones also can be transformed into Wi-Fi 

http://qik.com/
http://socialcam.com/
http://www.looxcie.com/new-landing-page-2/?gclid=COeR0ru4nLMCFREx4AodImsAiQ
https://itunes.apple.com/us/app/spyglass/id332639548?mt=8
http://www.onlive.com/
http://www.gaikai.com/
http://www.nvtl.com/index.php?option=com_content&view=category&layout=blog&id=19&Itemid=12
http://www.gottabemobile.com/2012/09/19/how-to-use-personal-hotspot-on-ios-6-and-the-iphone-5/
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hotspots for other devices, a practice referred to as "tethering." 

 Mobile offices. The same technology detailed above can create mobile offices, in which sales forces 

and service personnel from a range of industries power their work on-the-go via mobile hotspots. 

 Home Broadband. In developing economies that have no landline broadband pipes, LTE will form a 

critical backbone for Internet access. Even in the U.S., Verizon has begun offering LTE as a home 

broadband option in rural communities where it doesn't offer FiOS and DSL. 

 

 

 



 

22 

 

 

 



 

23 

Cellular vs WiFi 
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Consumers with fast 4G cellphones consume considerably more mobile data than those with older 3G 

devices. But contrary to some suggestions, they also use Wi-Fi far more too. 

David Nowicki, chief marketing officer at Devicescape, said 4G users use their mobile device about 40-50% 

more than 3G users, and consume richer content. 

But explaining the increase in Wi-Fi traffic, he said: “In looking at studies of consumer behavior, when 

people have something that is faster and more consistent, they are likely to have a good experience; they 

are likely to rely on it more. Their behavior changes.” 
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“For us it is not that surprising that it spills over Wi-Fi. You just use it [your device] in more places.” 

The findings are yet more evidence of the continuing growth of the importance of mobile devices and, in 

particular, the significance that high-speed 4G networks have in stimulating growth in rich mobile 

applications. 

According to a report by the GSMA, the body that represents mobile operators worldwide, the end of 2012 

LTE to date accounted for less than 1% of total connections in Europe in contrast to the U.S., where 11% of 

connections are already LTE devices. 
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Larger smartphone screens lead to increased Web usage, but only over wifi 

Comparing the amount of data used on devices of different screen sizes, on both 3G and WiFi is 

Android-only. It obviously doesn’t factor in iPhones. But given that Android constitutes more than half the 

smartphone market in most western countries, and there’s a myriad of different screen sizes across the 

board, it actually lends itself better to this test anyway. 

The following devices were sampled for this report: the Samsung Galaxy Ace (6 square inches), Galaxy SI2 

(6.7 square inches), Sony Xperia U (7.1 square inches), Galaxy Nexus (8.3 square inches) and the Galaxy S3 

(9 square inches). And to qualify, each user had to have accessed both cellular and WiFi data on the same 

day, thus samples were restricted to regions with significant WiFi penetration. The reason? Well, to ensure 

users did have the option of using both. 

Over the course of a month, the data shows that there only seems to be a weak relationship between 

screen-size and data-consumption over cellular. According to this, data consumption only increases by 

75MB per month for every additional square-inch of screen real-estate. Compared to data downloads over 

a WiFi connection, the difference is much more pronounced. 

Over WiFi, as screen sizes get bigger people tend to munch more data. Indeed, data consumption doubles 

between a 6 square-inch device (e.g. Galaxy Ace) and a device with a 9 square-inch screen such as a Galaxy 

S3. For every additional square inch of screen real-estate, this leads to 288MB of extra data downloaded 

each month. 
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Smartphones shake up the travel market 

Smartphones and fast mobile Internet access have transformed nearly all facets of life, but travel has seen 

some of the most dramatic changes. Tourism is one of the world's largest industries, responsible for some 

$6 trillion in direct and indirect economic impacts. It's inevitable that a significant part of this activity will 

migrate onto mobile devices, and some of it already has.  

 Mobile travel services will account for some $10 billion in transaction value this year. This figure 

includes worldwide paid app downloads, mobile-mediated bookings, and advertising revenue.  

 Mobile travelers are a particularly attractive audience for brands and advertisers.  

 Online travel booking sites already see one-fifth of their business in some categories coming from 

mobile. Mobile is particularly strong for last-minute hotel bookings.  

 Carriers in many countries set prohibitive prices on international data roaming. A truly seamless 

international smartphone economy is still a ways off.  
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Of particular interest are business travelers who use mobile devices, and affluent mobile travelers.  

 Business travelers in the United States are more likely to own smartphones than the average 

consumer. While U.S. smartphone penetration has just crossed the 50 percent mark, nearly 

three-fourths of business travelers own smartphones.  

 Additionally, business travelers are more likely to actually book their travel on mobile. A Google 

study found that 32 percent of business travelers have booked overnight accommodation on mobile 

devices, compared to 24 percent of those who travel for personal reasons.   

In general, consumers who use their mobile devices for travel-related services tend to have 

higher-than-average incomes. For example, the xAd and Telemetrics study of U.S. mobile travelers found 

that 12 percent of them earn over $150,000 a year, while 21 percent make between $100,000 and 

$150,000.  

 A Google study of the role of mobile travelers found that affluent travelers— those earning over 

$250,000 annually— are increasingly turning to mobile devices for trip planning and travel-related 

information. 

 A surprising proportion of these affluent mobile travelers, 71 percent, have downloaded a mobile 

app for loyalty or rewards programs they belong to.  

 
While traveling, the things people use their phones for the most don't always seem directly travel-related. 

But this is the beauty of the multi-tasking smartphone, which is both a useful communicator and research 

tool for travelers. 

Some 68 percent of travelers say they use their mobile devices to communicate with family and friends, 

according to a Text 100 survey of 4,600 travelers in 13 countries. Also, 43 percent of travelers said they use 

their phones to take photos and videos, and 33 percent use them to browse the Web. 

Foursquare tells us that roughly eight percent of its "Explore" queries — personalized location-powered 

recommendations — are made by Foursquare users traveling outside of their home cities. (This statistic 

varies seasonally, Foursquare notes.) In other words, most Foursquare users are using it in their home cities, 

but a significant percentage of the site's usage is by travelers. 

But apps more closely aligned with travel were also popular. The top single app used during vacation is 

Google Maps, used by 15 percent of the Text 100 survey respondents. Overall, 40 percent used a mapping 

app, 38 percent used a city guide, 37 percent used an app for local weather, 25 percent used a restaurant 

finder, and 21 percent used a currency app.  
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Online Travel Going Mobile 

On a recent earnings call, Expedia noted that Hotwire  already sees about 20 percent of its hotel 

transactions via mobile. Similarly, Orbitz said mobile accounted for 21 percent of hotel-only transactions 

during the third quarter of 2012.  

But opportunities for travel applications go beyond bookings. Advertising revenue will flow to travel apps in 

part because they are able to ask for and collect location data from users 
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The Roaming Obstacle 

The number of global mobile "roamers" — people traveling internationally, with data roaming service — is 

about 75 million users per month. 

Roaming has been getting cheaper. But it is still often very costly to access the mobile Internet abroad. The 

data roaming service available to consumers varies widely in price depending on carrier, data plan, device, 

and destination. 

Among U.S. carriers, there's a huge range in the price of a megabyte of data offered to international 

roamers.  

For example, AT&T now offers a mobile roaming package for heavy users that includes 800 MB for $120, for 

heavy users, about $0.15 per MB. Only a few years ago, AT&T charged more than six times as much.  

T-Mobile does not offer special data roaming packages, charging an absurd $15 per MB. 

For context, sending or receiving a single high-resolution smartphone photo could easily take up 1 MB.  

Mobile tourists can get unlocked phones and buy a local, pre-paid SIM card while traveling. Many carriers, 

such as Verizon, allow you to unlock your phone after a certain period of membership. The new Verizon 

iPhone 5 ships unlocked from the beginning. And many phones can be purchased unlocked at their full 

prices. 

This can lead to significant savings on data rates: Last summer, we purchased a SIM card in Iceland with 

plenty of data for less than $15. In France and other Western European countries, the cost of a card ranges 

from $30 to $50. 

Buying a SIM card involves some challenges — a language barrier, the time required to find and purchase 

the SIM card, and temporarily having your phone associated with a different phone number. But it could be 

useful for many people. Free or inexpensive Wi-Fi, increasingly prevalent but not ubiquitous, is also useful. 
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Internet Access Projection 

Despite their being worth US$393bn, Internet access services still had plenty of growth left in the global 

market at the end of 2012: globally, just 40% of households were subscribed to fixed broadband, and less 

than one in four people had mobile Internet access. 

Global spend on Internet access services will increase at an impressive, 11% CAGR over the next five years 

to reach over US$665bn in 2017. Mobile Internet revenues will drive much of the growth, overtaking those 

from fixed broadband in 2014 to account for 58% of overall Internet access spend at the end of the forecast 

period. 

Global fixed broadband and mobile Internet penetration (%) 2008-2017 

After years of home broadband being the most popular way to access the Internet, a fundamentally 

different form will come to dominate: access via mobile broadband, most often via mobile phones rather 

than PCs and laptops. Penetration of mobile-Internet services will reach 54% by year-end 2017 compared 

with 51% for fixed broadband. 
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The US is the largest territory in fixed broadband, with high penetration and high average revenue per user 

(ARPU). After exceeding the revenues of Japan in 2012, China is closing the gap on the US due to its 

aggressive double digit growth in subscribers despite considerably lower ARPU. 
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Mobile Internet revenues, worth US$259bn in 2014, will account for more than 50% of total Internet access 

spend, overtaking those from fixed broadband. By 2017, mobile Internet revenues will exceed US$385bn 

and account for 58% of total Internet access spend. 

 
Growth will increasingly be driven by emerging markets. Brazil, China, India and Russia alone will account 

for 45% of fixed-broadband subscriptions and 50% of mobile Internet users by the end of 2017. 
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Internet Advertising Projection 

On a global level, Internet advertising continues to defy the world’s wider economic problems, growing in 

terms of both volume and its share of the global advertising pie. Internet advertising reached US$100.2bn 

in 2012, representing year-on-year growth of 17% and a 20% share of the global advertising market. 

Fuelled largely by substantial growth of the market in the developing world—although many of the 

developed markets will continue to see growth too—the market will reach US$185.4bn in 2017, a growth 

rate of 13% over the five-year forecast period. By that point, Internet advertising will take a 29% share of 

the total global ad market, making it the world’s second-largest advertising medium. 

Global advertising market (US$ mn) 2011-2017 

Set to be worth more than US$185bn in 2017, Internet advertising will constitute 29% of the world’s total 

advertising market, making it the world’s second-largest medium for advertising, after TV. 

 

Search remains the dominant form of online advertising globally, despite that its share dropped by two 

percentage points to 41% in 2017 (moving increasingly towards mobile and video advertising). Where 

Google is not the market leader—such as in Japan and South Korea—search tends not to be the dominant 

online advertising format. 
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Mobile advertising is finally set to take off properly, with growth forecast across all regions over the next 

five years: a 27% CAGR will ensure mobile advertising revenues will be in excess of US$27bn in 2017, 

constituting 15% of Internet advertising revenues. 
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Mobile Phone Market Projection 
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About Google 

Is Google a advertisement company?  

 

Google's Income Statement Information: 

http://investor.google.com/financial/tables.html 

 

 

 

 

http://investor.google.com/financial/tables.html
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