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EMARKETER ROUNDUP: MEDIA
USAGE AROUND THE WORLD
By the end of this year, 3.30 billion people around the world will use the
internet on a monthly basis, eMarketer estimates. A strong majority will do so
via mobile phones. As digital audiences continue to grow and consumer media
habits shift, eMarketer has curated this Roundup of articles, insights, trends
and forecasts to help you understand where audiences are and what they’re
doing—around the world.
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Overview
By the end of this year, 3.30 billion people around
the world will use the internet on a monthly
basis, eMarketer estimates. That amounts to
nearly half (45.0%) of the world’s population, and
is still growing.

Mobile Phone Internet Users and Penetration
Worldwide, 2014-2019
billions, % of mobile phone users and % change
3.22

3.02

2.81
2.58
2.33
2.06

Mobile is also a global mass medium. Nearly 2.6 billion
people will use the internet via a mobile phone regularly
this year—a strong majority of all internet users. And
they’re consuming a wide variety of content via mobile,
from messaging apps to social networking sites to
streaming music to digital TV.
Many of these behaviors are more widespread in the
US, UK and other developed digital markets, where large
majorities of the population are online and have been for
years. But mobile has been a key first digital screen for
millions of users throughout the world, especially in AsiaPacific and Latin America.
And traditional media is still going strong, despite gains
in time spent with digital and ever-larger digital audience
sizes. While cord-cutting is real, most people with pay TV
services aren’t getting rid of it yet. It’s a bumpier ride for
print and radio, but audiences have not abandoned these
channels either.
.

48.8%
18.3%

2014

52.7%

13.1%

2015

58.9%

61.2%

63.4%

56.1%

10.7%

8.8%

7.3%

6.6%

2016

2017

2018

2019

Mobile phone internet users
% of mobile phone users

% change

Note: mobile phone users of any age who access the internet via mobile
phone (browser or app) at least once per month; use of SMS/MMS is not
considered mobile internet access
Source: eMarketer, July 2015
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Mobile Phone Social Network Users and Growth
Worldwide, by Region, 2014-2019
2014

2015

2016

2017

2018

2019

Mobile phone social network users (millions)
Asia-Pacific

741.3

852.5

963.1

1,071.7

1,177.8

1,290.5

Middle East &
Africa

169.1

191.8

217.4

241.7

265.9

291.0

Latin America

151.0

178.9

205.3

222.8

239.3

251.3

North America

152.0

168.7

181.4

190.5

199.2

204.9

Western Europe

141.4

152.7

162.1

169.7

176.2

181.0

Central & Eastern
Europe

110.2

125.4

136.2

147.0

155.5

162.9

Worldwide

1,464.9 1,670.0 1,865.4 2,043.4 2,213.8 2,381.6

Mobile phone social network user growth (% change)
Latin America

33.5%

18.5%

14.8%

8.5%

7.4%

5.0%

Asia-Pacific

26.2%

15.0%

13.0%

11.3%

9.9%

9.6%

Central & Eastern
Europe

19.1%

13.8%

8.6%

7.9%

5.7%

4.8%

Middle East &
Africa

21.4%

13.4%

13.3%

11.2%

10.0%

9.5%

North America

14.8%

11.0%

7.5%

5.0%

4.6%

2.9%

Western Europe

10.7%

8.0%

6.1%

4.7%

3.8%

2.8%

Worldwide

22.9%

14.0%

11.7%

9.5%

8.3%

7.6%

Note: mobile phone users of any age who use social networks via mobile
phone (browser or app) at least once per month; numbers may not add up
to total due to rounding
Source: eMarketer, July 2015
193959
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For the First Time, More Than Half of Americans Will Watch
Streaming TV
Digital movie streaming lags behind
This will be a benchmark year for digital
video usage, particularly streaming television.
According to eMarketer’s latest forecast of digital
video consumption, 2016 will be the first time
more than half of the US population will watch
TV shows online at least once a month. In 2016,
164.5 million Americans will watch digital TV—
50.8% of the US population. That’s a jump from
47.8% last year.
Despite strong growth in digital TV viewership, traditional
TV still dominates. This year, 205.7 million US adults will
watch TV through traditional channels, including cable and
satellite providers, while 129.7 million adults will watch
digital TV. However, as digital TV viewership increases, that
of traditional TV will decrease. By 2018, 202.1 million US
adults will watch traditional TV, compared to 138.8 million
US adults watching streaming TV.
“eMarketer’s latest forecast of digital TV and movie
viewership points to a growing embrace of over-thetop video, partly at the expense of traditional TV,” said
eMarketer senior analyst Paul Verna. “This trend is driven
by an expanding range of viewing devices, by favorable
shifts in consumer behavior and by a flood of new content
from streaming services. Netflix, Amazon and Hulu now
compete elbow-to-elbow with TV networks and film studios
for original programming.”
Viewership of streaming movies is increasing as well, but
will remain smaller than that of TV through 2019. This year,
120.6 million Americans will watch movies online at least
once a month. That equates to 37.2% of the population and
45.4% of internet users.

internet users will watch streaming video, with that figure
climbing to 94.1% by 2019. More specifically, 96.5% of
internet users between 18 and 24 will watch streaming
video this year—reaching a near-saturation point.
“Younger millennials who came of age in the YouTube
era see digital video as a pervasive activity that cuts
across genres and screens,” said Verna. “They’re among
the heaviest users of smartphones and tablets, and
they routinely use those devices—along with laptops
and connected TVs—to watch everything from how-to
clips, gaming streams, humor videos and news blurbs to
sports highlights, educational content, music clips and
scripted dramas.”
US Digital TV Viewers, 2014-2020
millions, % change and % of population

142.6

44.7%
12.4%

2014

153.6

47.8%

164.5

50.8%

7.8%

7.1%

2015

2016

Digital TV viewers

175.5

179.6

183.6

170.6

52.2%

53.3%

54.1%

54.9%

3.7%

2.9%

2.4%

2.2%

2017

2018

2019

2020

% change

% of population

Note: internet users of any age who watch TV shows online via any device
at least once per month
Source: eMarketer, Feb 2016
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Total digital video consumption—which includes everything
from TV shows, movies, news, and even ads—will continue
to rise. In fact, by 2017, more than two-thirds of Americans
will watch digital video at least once a month. Millennials
(those born between 1981 and 2000) are the biggest
consumers of digital video. This year, 93.7% of millennial
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TV, Internet Are Daily Draws for Consumers in Canada
More than three in four listen to the radio each day
TV is still the No. 1 medium for daily consumption
in Canada, but the internet is not far behind. The
vast majority of consumers in the country spend
time with both every day—as well as with radio.
Data cited by Thinktv (formerly the Television Bureau of
Canada) from Numeris, Infosys TV, NLogic and comScore
indicates TV still has the widest daily reach in Canada, more
than 10 percentage points ahead of the internet.
Overall, 89.3% of consumers in Canada watched at least
1 minute of TV every day between 2014 and 2015. That
compared to 79.0% who used the internet with the same
frequency from May through July 2015.
Though TV’s reach was highest among consumers ages 55
and older, consumers 18 to 24 were more likely to watch
than older millennials or Gen Xers, in line with the average.
When it came to the internet, however, daily reach was
highest among those same groups, with 18- to 49-year-olds
as a whole enjoying 91.0% penetration while the 18-to-24
subgroup had just 79.0% penetration.
Daily newspapers, magazines and community newspapers
saw significantly lower daily reach, though radio was nearly
at the level of the internet. Newspapers and magazines
were the only major media with a notable difference in
reach by gender: Women were about 24% more likely to
read magazines every day, while men were about 11%
more likely to read newspapers with the same frequency.
The same media also had some of the most dramatic
differences in reach by age.

are spending more time on the internet, with mobile
devices helping to close the gap.
eMarketer estimates that among all adults in Canada,
regardless of language preference, time spent with
mobile is growing rapidly. In 2015, for the first time, mobile
nonvoice activities accounted for more daily media time,
on average, than desktop or laptop computers, at 2 hours
12 minutes vs. 2 hours.
Daily Media Reach Among Consumers in Canada,
by Demographic, 2014-2015
% reach
TV* Internet** Radio

Daily
Magazines Community
newspapers
newspapers

Gender
Female 89.9% 79.0%

78.0%

37.0%

26.0%

16.0%

Male

88.0% 79.0%

76.0%

41.0%

21.0%

15.0%

18-24

89.3% 79.0%

77.0%

39.0%

24.0%

15.0%

18-34

82.3% 91.0%

68.0%

23.0%

15.0%

4.0%

18-49

85.2% 91.0%

74.0%

28.0%

18.0%

8.0%

25-54

87.2% 88.0%

79.0%

32.0%

20.0%

11.0%

Age

55+

94.8% 60.0%

79.0%

56.0%

33.0%

25.0%

Total

89.3% 79.0%

77.0%

39.0%

24.0%

15.0%

Note: *Numeris and Infosys TV PPM by 2014/2015, Mon-Sun 2am-2am, 1
minute reach; **NLogic RTS data from spring 2015 and comScore Media
Metrix Multi-Platform data from May-July 2015
Source: Numeris, Infosys TV, NLogic, comScore Media Multi-Platform as
cited by Thinktv (formerly Television Bureau of Canada (TVB)), "Screen Time:
TV, Video and Social: Full Year 2014-2015," Nov 20, 2015
202963
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Drilling down into time spent with media as opposed to
sheer reach, the data indicated French speakers in Canada
still lag their English-speaking counterparts in time spent
on the internet on a weekly basis. In spring and summer of
2015, English speakers spent 50% more time online each
week than French-speaking consumers.
This is in line with earlier findings, which have historically
put French-language internet use lower than that of English
speakers. There is evidence, however, that French speakers
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Mobile Internet Uptake Leaps Forward Again in Mexico
There will be 53.0 million mobile phone internet users in the country
in 2015
Mexico will be home to 65.1 million internet
users—equivalent to 53.8% of its population—
in 2015, a 9.4% year-over-year expansion,
eMarketer estimates. A considerable chunk of
that growth will come in mobile form, with the
base of mobile phone internet users set to grow
17.5% to reach 53.0 million this year. Though
mobile phone internet user growth is bound for
lower rates as the market matures—dropping
to just 6.0% in 2019—the total will reach 73.4
million, or 58.3% of residents, by the end of the
forecast period.
eMarketer predicts the number of Mexico’s mobile phone
users of any age who access the internet via mobile phone
(browser or app) as a portion of internet users will improve
5.6 percentage points in just one year, from 75.8% in 2014
to 81.4% in 2015. By comparison, the same metric will rise
only 5 points over the ensuing four years to reach 86.4%
in 2019.
Predictably, mobile internet traffic has increased in parallel
with user expansion in Mexico. According to comScore,
mobile internet traffic including smartphones and tablets
represented 27.6% of web usage in the country in March
2015, a 7.3-percentage-point improvement compared with
March 2014. Though laptops and desktops still represented
71.7% of internet traffic in the country during the same
period, that share was down an almost identical 7.1 points.
Zooming in on the mobile space, Samsung continued to
consolidate its dominance of the smartphone market,
accounting for 22.1% of smartphones in use in Mexico in
March 2015. Motorola and LG were competing closely for
second place, with respective smartphone user slices of
14.8% and 12.9%.
Apple, which does not sell modestly priced smartphones,
came in fourth, at 10.3% share. The Cupertino-based firm
is likely to see its market share in Mexico reduced further
before stabilizing in the single digits given that its well-to-

do target demographic already registers high smartphone
uptake rates, leaving future smartphone user expansion
to the growing inclusion of consumers from lower
socioeconomic rungs seeking affordable devices.
Meanwhile, among operating systems, Android held a
commanding lead, powering 82.5% of internet traffic via
smartphones in Mexico in March 2015. iOS and Windows
trailed at considerable distances, with respective shares of
10.3% and 4.3%.
Mobile Phone Internet Users in Mexico, 2013-2019
millions, % change and % of population

53.0
44.9%
36.9

45.1
43.8%

48.8%

52.4%

55.5%

73.4

58.3%

37.7%

31.1%

17.5%
22.2%

2013

2014

2015

12.7%

2016

Mobile phone internet users

8.5%

6.9%

6.0%

2017

2018

2019

% change

% of population

Note: mobile phone users of any age who access the internet via mobile
phone (browser or app) at least once per month; use of SMS/MMS is not
considered mobile internet access
Source: eMarketer, April 2015
187802
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Share of Smartphones in Use in Mexico, by Brand
and OS, March 2015
% of total
Windows Phone
4.3%
Samsung
22.1%

Other
31.6%

Other
3.0%

iOS
10.3%

Motorola
14.8%
Sony
8.3%

Apple
10.3%

LG
12.9%

Brand

Android
82.5%

OS

Source: comScore Device Essentials as cited in comScore Inc., "Futuro
Digital México 2015," June 1, 2015
191529

eMarketer Roundup: Media Usage Around the World

64.8

59.7

69.3

Copyright ©2016 eMarketer, Inc. All rights reserved.

www.eMarketer.com

5

Digital Set to Take Majority Share in UK Time Spent with Media in 2016
Mobile will account for 25% of time spent with media in the UK this year
The amount of time UK adults spend with digital
devices and platforms continues to grow rapidly,
with UK consumers spending an extra half hour
every day on such devices this year compared
to last year, according to eMarketer’s latest
estimates of media consumption in the country.
In 2015, total media consumption time in the UK
is expected to reach 9 hours and 31 minutes,
with digital accounting for a 48.7% share. This
figure is set to increase to 51.5% next year.
Consumers in the UK have been quick to take their media
consumption habits onto digital platforms and channels—
and increasingly to mobile ones. This rapid increase of
digital has been chiefly the result of a surge in time spent
with various mobile devices among UK adults. While time
spent online via desktop or laptop computers has risen
minimally over the past several years—and is expected
to see year-over-year growth of just 3 minutes for 2015—
growth in time spent with mobile devices has been much
more vigorous.
“UK consumers already have a pretty packed media day,
but mobile use is clearly filling in any gaps,” said Bill Fisher,
analyst at eMarketer. “The rapid rise in time spent with
mobile comes as no surprise. With each new smartphone
or tablet release, the computing capabilities of these
mobile devices improves, and consumers are clearly
putting them to good use.”
eMarketer estimates UK adults’ average total daily mobile
time will reach 2 hours 24 minutes this year, up 27 minutes
from 2014 and an almost fivefold increase from 2011, when
that figure stood at just 31 minutes. As a result, total time
spent on nonvoice mobile activities will surpass time spent
on desktop or laptop computers by 10 minutes, the first
time mobile will have overtaken PC use by this metric.

Time spent with tablets will continue to lag time spent
with smartphones. In 2014, tablets accounted for 6.6%
of UK adults’ total media time—half the proportion for
smartphones. eMarketer estimates that tablet time will
stand at 7.7% in 2015— 8.8% behind smartphones’
16.5 % share.
Tablets’ rising prominence will also be reflected in growth
figures for average time spent. This year, the amount of
time UK adults spend with tablets will expand 22.3% over
2014, eMarketer estimates. This will be slower than the
growth in smartphone time spent 26.6%, due to the growth
in smartphone screen size, prevalence in 4G availability and
consumer adoption of media suitable for more smartphone
usage. This will also mark a slowdown in the emphatic
tablet time growth seen over the past four years, reflecting
maturation in tablet penetration.
Average Time Spent per Day with Major Media by UK
Adults, 2013-2017
hrs:mins
2013

2014

2015

2016

2017

Digital

3:29

4:08

4:38

5:07

5:31

Desktop/laptop*

2:07

2:11

2:14

2:17

2:19

Mobile (nonvoice)

1:22

1:57

2:24

2:50

3:12

—Smartphone

0:55

1:14

1:34

1:55

2:12

—Tablet

0:20

0:36

0:44

0:50

0:55

—Feature phone

0:07

0:07

0:06

0:06

0:05

TV**

3:14

3:12

3:10

3:08

3:06

Radio**

1:26

1:24

1:23

1:23

1:22

Print**

0:21

0:20

0:19

0:19

0:18

Total

8:30

9:04

9:31

9:56

10:16

Note: ages 18+; time spent with each medium includes all time spent with
that medium, regardless of multitasking; for example, 1 hour of
multitasking on desktop/laptop while watching TV is counted as 1 hour for
TV and 1 hour for desktop/laptop; numbers may not add up to total due to
rounding; *includes all internet activities on desktop and laptop computers;
**excludes digital
Source: eMarketer, Sep 2015
196252
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Within the mobile category, smartphones continue to
account for the largest share of time spent. As a proportion
of UK adults’ total media time in 2015, smartphones will
account for 16.5%, or 1 hour 34 minutes.
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Internet Users in Germany Need Their Daily Fix
Half of daily PC users spend 1 to 3 hours per day online
More internet users in Germany use a PC on a
daily basis than a television—significantly more,
according to May 2015 polling.

Media/Devices Used Daily by Internet Users in
Germany, May 2015
% of respondents
Laptop/desktop

The research, from the Bundesverband Digitale Wirtschaft
(BVDW), Interactive Advertising Bureau Austria (IAB
Austria) and Interactive Advertising Bureau Switzerland
(IAB Switzerland), found that nine in 10 internet users in
Germany used desktop or laptop PCs each weekday. That
was 20 percentage points ahead of TV, used by 70% daily.
Smartphones and radio were just behind TV, in use by
nearly two-thirds of the internet population on a daily basis.

70%

Radio

63%

Smartphone

63%

Daily newspapers
Magazines

Average daily time spent with internet-connected devices
was substantial, the survey found: Desktop and laptop
users spent 185 minutes each weekday, on average,
using the internet via those devices, while the average
smartphone user spent 114 minutes online each weekday.
Half of smartphone users reported spending 1 hour or less
each day going online via mobile, however. But PC users
were much less likely to spend so little time online—just
15% reported 1 hour or less of usage per day. Nearly half
(46%) said they spent between 1 hour and 3 hours online
each day, and respondents were about twice as likely
to report spending 2 hours or more online via PC than
via smartphone.
Earlier research, from ARD/ZDF-Medienkommission and
GfK Media & Communication Research, found that daily
internet use was up in Germany. The same study found that
mobile internet users were more likely to be daily users, at
87% vs. 59% for non-users of the mobile internet. Mobile
internet users also spent more time per day online, at 176
minutes vs. 114 minutes.

eMarketer Roundup: Media Usage Around the World

43%
36%

Tablet

35%

Smart TV
8%
4%

Some of the difference between TV usage and PC usage
could be due to the presence of smart TVs: 19% of
respondents said they used one daily, though they did not
indicate whether that meant they used no traditional TV.

90%

TV

19%
Ereader

Wearables

Note: n=1,008 ages 16-69; Monday-Friday only
Source: Bundesverband Digitale Wirtschaft (BVDW), Interactive Advertising
Bureau Austria (IAB Austria) and Interactive Advertising Bureau Switzerland
(IAB Switzerland), "Digitale Nutzung in der DACH-Region" conducted by
d.core, Nov 12, 2015
200737
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Daily Time Spent Online via Desktop/Laptop vs.
Smartphone Among Desktop/Laptop* and
Smartphone** Internet Users in Germany, May 2015
% of respondents
Smartphone**

Desktop/laptop*

<30 minutes

30%

5%

30 minutes-1 hour

20%

10%

1-2 hours

20%

26%

2-3 hours

11%

20%

3-4 hours

8%

16%

4-6 hours

5%

11%

6+ hours

7%

12%

Note: ages 16-69; Monday-Friday only; average daily time spent online via
desktop/laptop=185 minutes; average daily time spent online via
smartphone=114 minutes; numbers may not add up to 100% due to
rounding; *n=903; **n=637
Source: Bundesverband Digitale Wirtschaft (BVDW), Interactive Advertising
Bureau Austria (IAB Austria) and Interactive Advertising Bureau Switzerland
(IAB Switzerland), "Digitale Nutzung in der DACH-Region" conducted by
d.core, Nov 12, 2015
200692
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Consumers in France Wary of Connected Devices
Concerns about data use are slowing adoption
2016 has been heralded as a crucial year for
the internet of things (IoT), as more connected
products appear in stores and consumers across
Europe weigh up the potential benefits of smart
thermostats, home security systems controlled
via mobile phone, and smart watches and
wristbands that help users stay fit and healthy.
Thanks to a sharp rise in advertising and press coverage,
most internet users in France know about connected
devices. According to a report from the Institut français
d’opinion publique (Ifop) , 57% of the online population
ages 15 and older polled in November 2015 knew exactly
what “connected devices” were; a further 40% had heard
the term, but didn’t know precisely what it meant.
Predictably perhaps, knowledge was more extensive
among the youngest respondents (ages 15 to 24), residents
of Paris and its environs, and higher-income internet users.
Males were also more likely than females to know exactly
what connected devices were.
Awareness certainly isn’t translating into rapid adoption,
though. Fewer than one-quarter (22%) of web users polled
by Ifop owned even one connected device. Uptake was
highest (16%) for smart home items—smart thermostats
were the most popular—and 11% of internet users said
they had a health-related device such as a smart watch or
activity tracker.
Cost is one obstacle to purchase for many potential buyers;
many connected devices are quite new to the market and
prices reflect that premium, just-launched status. Moreover,
most consumers aren’t convinced that they need IoT
devices—or that these can save them money or improve
their lives in other ways.

Whatever their understanding of data generation by IoT
devices, an overwhelming majority (76%) of web users said
they wouldn’t consider sharing that personal data with
brands or companies, because they wanted to protect their
privacy. Just 16% were willing to trade their personal data
if they benefitted from doing so. Younger internet users
tended to view this trade-off more positively than their
elders; among respondents 50 or older, only 11% were
prepared to share personal data if they derived a benefit
in exchange.
While penetration of connected devices is bound to rise,
as more consumers in France see their positive side,
the surrounding data issues will also be climbing up the
agenda. According to Ifop, about 40% of web users had no
idea where the data generated by smart devices actually
resided, or who owned it. And some hadn’t even asked
themselves such questions. We expect that to change
dramatically in 2016.
Internet Users in France Who Would Consider Sharing
Personal Data Generated by Internet of Things (IoT)
Devices with Brands/Companies, Nov 2015
% of respondents
Willing to share personal data if I benefit from doing so
16%

Do not want to share
my personal data
because I want to
protect my private life
76%

Indifferent
8%

Note: n=1,005 ages 15+
Source: Ifop, "Objets connectés et usage des données: La perception des
Français," Dec 1, 2015
203011
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But privacy worries are also a major contributor to low
adoption rates, Ifop found. Nearly half (46%) of respondents
understood clearly that connected devices generated data
about them personally, their habits and their homes. Almost
as many were vaguely aware of this process but didn’t
recognize the full extent or implications of it.
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Digital Advances Vary Across Central and Eastern Europe
Some areas still register less than 50% internet penetration
The internet continues to make steady strides
in Central and Eastern Europe. Last year, more
than half of the region’s population went online
at least once per month, eMarketer estimates,
and that share will pass 55% in 2015. Yet a clear
divide remains between more advanced digital
cultures—notably the Czech Republic and the
Baltic states—and those such as Turkey, where
digital infrastructure is less robust and progress
has been slower. Poland and Russia will register
internet penetration above the regional average,
but well below the levels seen in neighboring
countries to the west. Between now and 2019,
Turkey in particular is expected to see rapid
growth, as the percentage of residents who go
online will jump from 54.2% to 65.2%.

a smaller number of smartphone-toting consumers. In
all, fewer than half of mobile phone users in Central and
Eastern Europe will be smartphone owners this year,
compared with more than 65% in Western Europe and
nearly 74% in North America. On the plus side, smartphone
usage is expanding faster in Central and Eastern Europe
than in any other region, and looks set to grow by a further
26.9% in 2015.
Internet Users and Penetration in Central &
Eastern Europe, by Country, 2013-2019
2013

2014

2015

2016

2017

2018

2019

Internet users (millions)
Russia

77.5

82.9

87.3

91.4

94.3

96.6

98.8

Turkey

36.6

41.0

44.7

47.7

50.7

53.5

56.0

Poland

22.6

22.9

23.3

23.7

24.0

24.3

24.6

7.2

7.4

7.8

8.0

8.1

8.1

8.2

66.3

70.6

74.8

78.4

82.0

85.3

88.4

Czech Republic
Other
Central &
Eastern Europe

210.2 224.9 238.0 249.1 259.1 267.8 276.1

Internet user growth (% change)

The fifth annual edition of eMarketer’s Global Media
Intelligence Report, produced in conjunction with Starcom
Mediavest Group, analyzes recent developments in Central
and Eastern Europe, where hints of economic recovery
seen in 2014 are still present despite continuing unrest. It
includes demographic and media usage information on
audiences in the Czech Republic, Estonia, Hungary, Latvia,
Poland, Russia, Slovakia, Turkey and Ukraine.
As in 2014, Central and Eastern Europe will record the
third-highest mobile phone penetration globally. An
estimated 69.1% of the region’s population will use a
mobile phone at least monthly this year, compared with
80.2% in North America and 80.1% in Western Europe.
eMarketer predicts that the number of mobile phone users
in Central and Eastern Europe will approach 298 million in
2015 and pass 303 million in 2016.

Turkey

4.7% 12.1%

9.2%

6.7%

6.3%

5.4%

4.8%

Russia

8.8%

7.0%

5.3%

4.7%

3.2%

2.5%

2.2%

Czech Republic

4.8%

3.1%

5.2%

1.8%

1.1%

1.1%

1.1%

Poland

0.8%

1.6%

1.6%

1.5%

1.5%

1.4%

1.3%

Other

7.5%

6.5%

5.9%

4.8%

4.6%

4.0%

3.7%

Central &
Eastern Europe

6.6%

7.0%

5.8%

4.7%

4.0%

3.4%

3.1%

Internet user penetration (% of population in each group)
Czech Republic

68.0% 70.0% 73.5% 74.7% 75.5% 76.2% 77.0%

Russia

54.4% 58.2% 61.3% 64.2% 66.3% 68.0% 69.6%

Poland

58.8% 59.8% 60.8% 61.8% 62.8% 63.8% 64.8%

Turkey

45.3% 50.2% 54.2% 57.2% 60.2% 62.8% 65.2%

Other

42.0% 44.8% 47.5% 49.9% 52.3% 54.5% 56.7%

Central &
Eastern Europe

48.9% 52.2% 55.2% 57.7% 60.0% 61.9% 63.8%

Note: individuals of any age who use the internet from any location via any
device at least once per month; numbers may not add up to total due to
rounding
Source: eMarketer, April 2015; confirmed and republished, July 2015
187565
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Smartphones are a different story. The level of smartphone
usage in Central and Eastern Europe is still far lower than
in most other parts of the world. eMarketer estimates that
for this year, 144.3 million people in the region will own
at least one advanced handset and use it at least once
per month—only the Middle East and Africa will register
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Internet Users in Middle East and Africa Choose Mobile for Access
More than nine in 10 internet users go online via mobile phone
There’s no doubt that the internet population in
the Middle East and North Africa is a mobile-first
one. According to 2015 data from Northwestern
University in Qatar, Harris Interactive and the Pan
Arab Research Center (PARC), 93% of internet
users across Lebanon, Qatar, United Arab
Emirates, Saudi Arabia, Tunisia and Egypt went
online via mobile phone. Just 73% did so via a
desktop or laptop computer.
Being mobile-first doesn’t mean spending less time online,
though. According to the survey, internet users spent
more time with the medium than TV viewers did with
TV, radio listeners with radio, and so forth for all media
studied. Internet users in Qatar were the most avid studied,
spending 32 hours per week online, on average, while
those in Tunisia and Saudi Arabia had the smallest gap
between internet time and TV time—but the web still won
out in every country studied.

The region’s highly mobile internet population is
overwhelmingly likely to conduct social and communication
activity online. Nearly eight in 10 internet users surveyed
used social media or mobile messaging at least daily, a
figure that rose to 96% in Lebanon.
Time Spent with Media by Consumers in Select
Countries in the Middle East & Africa, 2015
mean hours per week
Internet TV Radio Books Newspapers Magazines
Qatar

32

15

8

6

4

Tunisia

29

26

15

5

3

3
2

UAE

26

21

6

5

4

2

Lebanon

26

20

7

4

3

2

Egypt

23

18

12

7

6

4

Saudi Arabia

20

18

3

3

3

2

Total

26

19

8

5

4

2

Note: ages 18+; among users of each medium
Source: Northwestern University in Qatar, "Media Use in the Middle East"
conducted by Harris Interactive in conjunction with Pan Arab Research
Center (PARC), April 15, 2015
192104
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Most Internet Users in South Korea Now Watch Movies Online
Digital TV viewership also up
Digital movie viewership in South Korea has
nearly tripled in two years, according to one
source, and watching TV programs via the
internet is also becoming more common.

Digital Activities Among Internet Users in South
Korea, 2013-2015
% of respondents
2013

2014

2015

Reading newspaper articles

74.5%

77.9%

82.7%

Watching movies

23.3%

41.3%

66.7%

Last year, according to the Korea Internet & Security
Agency (KISA) and Ministry of Science, ICT and Future
Planning (MSIP) South Korea, two-thirds of internet users
ages 6 and older watched movies online. That was up
dramatically from 41.3% in 2014 and 23.3% a year earlier.

Watching TV programs

26.2%

38.1%

44.8%

Reading ebooks/emagazines

9.4%

19.4%

26.0%

Listening to radio program

3.2%

13.8%

20.7%

77.5%

84.2%

92.0%

Digital TV viewing was also up, though less significantly. A
little less than half of the internet population of South Korea
consumed TV shows online in 2015, less than double the
share who did so in 2013.

202916
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Any of these

Note: ages 6+
Source: Korea Internet & Security Agency (KISA) and Ministry of Science,
ICT and Future Planning (MSIP) - South Korea, "2015 Survey on the Internet
Usage - Executive Summary," Dec 30, 2015
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According to Google and TNS research from March 2015,
22% of adults in South Korea watched TV via streaming to
a device other than a TV set, and 16% watched internetstreamed TV shows sent to television sets.

Earlier research from DMC Media found that digital movie
viewers in South Korea were most likely to watch movie
content via mobile phone; nearly a third did so. Desktop
viewing was the next most common method, with 28.3% of
movie viewers primarily watching on PCs.

Media Consumption Tips Further Toward Digital in China
TV is the most-penetrated single medium
The average consumer in China still spends most
of his or her media time with traditional options
like television, print and radio, according to 2015
data from Sinomonitor. But the share of media
time going to digital keeps going up, and now
surpasses 40%.

Share of Time Spent with Traditional* vs. Digital**
Media Among Consumers in China, 2012-2015
% of total

29%

TV is still the most-penetrated single medium, the research
found. In Q1 2015, 95% of consumers surveyed had access
to a TV—unchanged since 2012. Desktops and laptops,
meanwhile, increased their reach over the same time
period, from 61% to 71%.
The mobile internet increased its reach even more
dramatically, rising from just 21% of respondents in
2012 to 58% earlier this year—leaving it almost tied with
newspapers, which dropped from 75% to 59% reach.
The mobile internet has also seen some of the biggest
jumps in time spent on a daily basis, rising from just 0.3
hours 2013 among users in tier 1 cities to 0.6 hours in 2014
and 0.8 hours this year.

71%

2012
Traditional*

33%

67%

2013

39%

61%

2014

42%

58%

2015

Digital**

Note: ages 15-64 living in 62 tier 1-5 cities and townships; *includes
magazines, newspapers, radio and TV; **includes desktop and mobile
internet
Source: Sinomonitor, CMMS as cited in ZenithOptimedia, "H1 2015 China
Media Scene," Oct 28, 2015
200792
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Earlier research suggested that online video is at least one
reason for the increase in time spent online in China—a
pattern that has been seen in the US as well.
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Internet Users in Australia Are Avid Multitaskers
More than six in 10 smartphone owners pair their mobile device with
TV viewing
One screen is not enough for most internet users
in Australia, according to July 2015 research. In
all except the oldest age groups, most web users
reported using another device while watching TV.
According to polling by Vision Critical for the Interactive
Advertising Bureau Australia (IAB Australia), more than
nine in 10 internet users in the country ages 18 to 24 use
a mobile phone, computer or other device while watching
television—and so did nearly as many 25- to 34-year-olds.
Though the percentage of multiscreeners fell off as
respondents got older, even among 45- to 54-year-olds
nearly three-quarters needed a second screen to go along
with their TV, as did 62% of 55- to 64-year-olds.
Smartphones were the most commonly used second
screens, according to the survey: 62% of smartphone
owners used their devices while watching TV. Just under
half of tablet owners said the same, along with 36% of
desktop or laptop PC owners.

The survey also found that internet users in Australia spend
an average of 2 hours, 37 minutes watching TV each day,
among those who have a television set. Smart TV owners
spent an average of 2 hours, 22 minutes viewing.
Internet Users in Australia Who Use Another Device
Simultaneously While Watching TV, by Age, July 2015
% of respondents in each group
18-24

94%

25-34

88%

35-44

77%

45-54

73%

55-64
65+

62%
40%

Note: among those who own a TV; includes desktop/laptop, smartphone
and tablet
Source: Interactive Advertising Bureau Australia (IAB Australia), "The
Changing TV Experience: Attitudes and Usage Across Multiple Screens"
conducted by Vision Critical, Aug 27, 2015
196218
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Mobile Messaging to Reach 1.4 Billion Worldwide in 2015
Penetration is highest in Latin America
Mobile phone messaging apps will be used
by more than 1.4 billion consumers in 2015,
up 31.6% on the previous year according to
eMarketer’s first ever worldwide forecast for
these services.

many communication between registered users, where
messages and calls are then transmitted via data
connections and the mobile web. Mobile phone messaging
app users are individuals who make use of such services
on at least a monthly basis.

Worldwide, that means 75% of smartphone users will use
an over-the-top (OTT) mobile messaging app at least once a
month in 2015.

The growth in popularity of messaging apps is projected to
continue, and eMarketer predicts that by 2018, the number
of chat app users worldwide will reach 2 billion and
represent 80% of smartphone users.

eMarketer defines mobile phone messaging apps as
services that provide private one-to-one or one-to-

The forecast will be featured in an upcoming eMarketer
report, which will also feature a ranking of the top
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players in this app category, the most popular of which
include WhatsApp, Facebook Messenger, WeChat, Line
and Snapchat.
“Some of the key drivers of mobile messaging’s growth
identified include consumers’ growing interest in
intimate forums for social sharing, the multiple modes
of communication offered by messaging apps and the
growing number of features offered, including peer-topeer payments and mcommerce,” said Cathy Boyle, senior
analyst, mobile.
Although the mobile messaging app market is crowded,
eMarketer has identified WhatsApp and Facebook
Messenger—both owned by Facebook—as the two “global
powerhouse” apps with significant reach in more than 20
countries worldwide.
On a regional basis, OTT messaging apps have shown
heavy usage in Asia-Pacific, where 58% of the world’s
messaging app population lives. Latin America also shows
strong usage with 68.1% of mobile internet users using a
mobile messaging app once a month. eMarketer predicts
that this share will increase to 77.4% by the end of 2019.
The apps vary widely in their approach to monetization,
with some still focused on growing their audiences. Of
those that have moved into monetization mode, WeChat
is seen as leading the pack with the most diverse and
advanced methods for making money.
While most agree that the WeChat model cannot be
duplicated 100%, certain aspects of its “platform concept”
have inspired others to venture further into commerce
and payments, most notably Facebook. The most popular
revenue models that have emerged include paid digital
content (such as games, videos and emojis), advertising
(official accounts, in-feed ads), mcommerce (in-app
purchases), online-to-offline commerce (ordering food,
hailing a cab) and finance (peer-to-peer payments
and subscriptions).

Mobile Phone Messaging App Users and Penetration
Worldwide, 2014-2019
billions, % change and % of mobile phone internet users
2.19
2.00
1.81
1.61
1.40
1.07

60.1%

62.4%

64.5%

66.4%

68.2%

12.5%

10.5%

9.6%

2017

2018

2019

51.7%
30.5%

31.6%

2014

2015

14.8%

2016

Mobile phone messaging app users
% change
% of mobile phone internet users
Note: mobile phone users of any age who use an over-the-top (OTT)
messaging app via mobile phone (browser or app) at least once per month
Source: eMarketer, Nov 2015
199626
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Mobile Phone Messaging App User Penetration
Worldwide, by Region, 2014-2019
2014

2015

2016

2017

2018

2019

Mobile phone messaging app user penetration (% of mobile
phone internet users)
Latin America

57.5%

68.1%

70.4%

73.0%

75.7%

77.4%

Asia-Pacific

57.7%

64.6%

67.2%

69.5%

71.2%

73.1%

North America

44.6%

58.7%

61.6%

65.9%

70.2%

74.5%

Western Europe

50.7%

58.0%

59.2%

59.9%

61.1%

62.3%

Central & Eastern Europe

41.7%

53.5%

56.5%

59.0%

61.9%

64.4%

Middle East & Africa

30.7%

39.5%

40.8%

41.3%

42.2%

42.9%

Worldwide

51.7% 60.1% 62.4% 64.5% 66.4% 68.2%

Mobile phone messaging app user penetration (% of mobile
phone users)
North America

30.8%

44.0%

49.3%

55.1%

60.1%

64.9%

Western Europe

30.3%

39.1%

43.4%

46.5%

49.3%

51.2%

Latin America

26.7%

36.1%

41.7%

46.3%

50.5%

53.6%

Asia-Pacific

27.1%

32.2%

35.2%

38.0%

40.7%

43.8%

Central & Eastern Europe

21.4%

31.2%

36.3%

41.2%

45.3%

48.6%

Middle East & Africa

12.3%

17.0%

18.6%

19.8%

20.9%

21.9%

Worldwide

25.2% 31.7% 35.0% 38.0% 40.6% 43.3%

Mobile phone messaging app user penetration (% of population)
North America

24.4%

35.3%

39.9%

44.9%

49.3%

53.5%

Western Europe

24.0%

31.3%

35.0%

37.8%

40.2%

42.0%

Latin America

16.9%

23.4%

27.4%

30.8%

33.9%

36.3%

Central & Eastern Europe

14.4%

21.5%

25.5%

29.4%

32.6%

35.3%

Asia-Pacific

16.2%

20.1%

22.7%

25.3%

27.7%

30.4%

5.0%

7.3%

8.4%

9.4%

10.3%

11.2%

Middle East & Africa
Worldwide

14.9% 19.4% 22.0% 24.5% 26.8% 29.1%

Note: mobile phone users of any age who use an over-the-top (OTT)
messaging app via mobile phone (browser or app) at least once per month
Source: eMarketer, Nov 2015
199662
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Five Trends Shaping the
Future of Global Marketing
68% of brands plan to do business in more than
10 countries next year. Are you keeping pace?

Visit smartling.com/fivetrends to discover trends
amongst marketers and technologists involving
their international marketing efforts, plans,
obstacles and improvements.

The leading research firm for marketing in a digital world.

Coverage of a Digital World
eMarketer data and insights address how consumers spend
time and money, and what marketers are doing to reach
them in today’s digital world. Get a deeper look at eMarketer
coverage, including our reports, benchmarks and forecasts,
and charts.

eMarketer Corporate Subscriptions:
The Fastest Path to Insight
All eMarketer research is available to our clients via an annual
corporate subscription. The subscription provides clients with
access to all eMarketer analyst reports, signature charts,
interviews, case studies, webinars and more. See for yourself
how easy it is to find the intelligence you need. Learn more
about subscription options.

Confidence in the Numbers
Our unique approach of analyzing data from multiple research
sources provides our customers with the most definitive
answers available about the marketplace. Learn why.

Schedule a personalized demonstration or request a quote today.
Go to eMarketer.com, call 212-763-6010, or email sales@emarketer.com.

