








Country profiles

India

Mobile data revenues and subscriptions

India generated US$307.7 million in revenues from non-SMS data services in 3Q09, up 12.1%

year-on-year. There were 53.49 million mobile Internet users in India in 2009, according to

Informa market data, and that figure is expected to grow to 311.14 million in 2014.

Device trends

Nokia is the most popular handset manufacturer in India for mobile Internet use, according

to several reports. Nokia manufactures the top 10 devices on which Opera Mini is used,

according to data reported by the software vendor in January 2010 relating to December

2009. Nine of the top 10 devices ranked by ad requests to BuzzCity’s server are Nokia

devices, which account for 62.27% of all requests. Second-place Sony Ericsson’s devices

account for just 13.89%. InMobi revealed in its November summary that October saw nine

Nokia devices among its top 10 devices by ad requests in India, with a Samsung model the

only non-Nokia device.

It’s therefore unsurprising that Symbian is the most popular operating system in India in

terms of ad requests. Both BuzzCity and AdMob data report it as taking a majority share.

AdMob’s smartphone-only data places the iPhone in second place, with a share of 4%, but

BuzzCity suggests that Sony Ericsson takes the second-biggest share of the OS market in

India (see fig. 13).

Fig. 13: BuzzCity, ad requests from India by OS, Nov-09

Source: BuzzCity
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Browsing trends

Opera revealed in January 2010 that the number of pages viewed on its browser in India grew

263.3% year-on-year in December 2009, while its unique-user numbers grew 244.8% in the

same period (up from 208.4% year-on-year growth the previous month). Each India-based

user views 339 pages, amounting to 7MB of compressed data per user (20KB of compressed

data per page view). BuzzCity reported 311.2 million ad requests from mobile Web sites for

September, and AdMob reported 668.3 million ad requests from Web sites and applications

for the same month.

Both Opera Mini and market-research company Informate, which conducts on-device

metering of handset usage, have revealed top Web sites, the latter in terms of content

categories (see figs. 14 and 15).

Fig. 14: Opera Mini, top 10 sites accessed on a mobile device by unique users, India, Dec-09
Rank Site (rank in Nov-09)
1 google.com (1)

2 orkut.com (2)

3 facebook.com (4)

4 wikipedia.org (5)

5 yahoo.com (8)

6 youtube.com (7)

7 songs.pk (6)

8 zedge.net (10)

9 cricinfo.com (–)

10 wap.in (9)
Source: Opera

Fig. 15: Informate, top sites accessed on mobile devices in India, Apr-Sep 09
BFSI/online trading Dating/matrimonial VAS storefront Overall Internet media
ICICI Bank Shaadi Getjar Social networking

BSE Bharatmatrimony Ovi Search

NSE India Jeevansaathi Ownskin Webmail

Travel and tourism Social networking Web communication Search engines
Indian Railways Orkut Gmail Google

MakeMyTrip Facebook Yahoo India Mail Yahoo

Yatra My Gamma Rediff Mail Bing
Source: Informate Mobile Meter
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US

Mobile data revenues and subscribers

In the US, non-SMS data revenues increased 38.12% year-on-year in 3Q09, to US$8.1 billion.

According to Informa market data, there were 62.81 million mobile Internet users in the US

in 2009, and the number is expected to rise to 203 million by 2014.

Device trends

Apple was the most popular handset manufacturer in the US in November 2009 in terms of

mobile Internet usage, according to Millennial Media and AdMob. In November, the iPhone

accounted for 17.62% of Millennial Media’s traffic and 26.8% of AdMob’s. 

On both ad networks, Samsung was the second-most-popular vendor, with two devices in

each top-10 ranking, though only the Samsung R450 features on both.

Conflicting reports on other device vendors’ popularity in the US abound. Comparing the

month of November 2009, the presence of RIM devices in ad-network rankings varies: 

Three BlackBerry handsets (Curve, Pearl and Storm) feature among Millennial Media’s top

10 devices, and only one – the Curve 8300 – features in AdMob’s top 10 (see fig. 16). Opera

reports BlackBerry as the winning device vendor in terms of use of the Opera Mini browser,

accounting for five of its top 10 devices in October 2009, including the BlackBerry Curve

8330, its most popular device (a stronger indication of Opera Mini popularity among

BlackBerry users than the popularity of BlackBerry devices among mobile Internet users). In

a reverse trend, two HTC devices appear in AdMob’s top 10 for the US, but none appear in

Millennial Media’s. Additionally, the Motorola Droid entered AdMob’s ranking at No. 5 but

does not feature in any other ranking.

Fig. 16: AdMob, Millennial Media and Opera, top devices, Nov-09
Rank AdMob Millenial Media* Opera
1 Apple iPhone Apple iPhone 1. BlackBerry 8330 (“Curve”)

2 Apple iPod Touch BlackBerry Curve 2. LG LX600 (“Lotus”)

3 HTC Dream Samsung SPH-M800 (Instinct) 3. Samsung SPH-M810 (“Instinct S30”)

4 Samsung R450 Samsung SCH-R450 4. Samsung SPH-M800 (“Instinct”)

5 Motorola Droid T-Mobile/HTC G1 (Dream) 5. LG CU920 (“Vu”)

6 HTC Magic BlackBerry Pearl 6. BlackBerry 9000 (“Bold”)

7 BlackBerry 8300 Danger Sidekick 2008 7. BlackBerry 8310 (“Curve”)

8 Kyocera S1300 LG VX9700 (Dare) 8. BlackBerry 9530 (“Storm”)

9 Motorola RAZR V3 BlackBerry Storm 9. BlackBerry 8900 (“Curve”)

10 Samsung R430 LG CU920 (Vu) 10. BlackBerry 8320 (“Curve”)

*Mobile phones only

Sources: AdMob, Millennial Media, Opera
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Smartphones did not take majority share of Millennial Media’s or AdMob’s ad impressions

in November, comprising only 40% and 48.2% – a combined total of 4.9 billion ad requests.

Of this slice, the Apple iPhone OS (on both the iPhone and the iPod Touch) accounted for

49% (21% of total ad impressions across both networks). In absolute terms, this amounts

to 2.4 billion ad requests. Using Millennial Media’s ratio of 1.02 ad requests per page view

and 113 page views per user, this amounts to 2.35 billion page views from 20.8 million

unique users accessing the Internet on iPhones and iPod Touches in the US in November. 

By contrast, 7.27 million users browsed the Internet using the Android OS – accounting for

27% of AdMob’s smartphone ad requests and 10.7% of AdMob ad requests from all devices,

and 7% of Millennial Media’s smartphone requests and 2.01% of Millennial Media’s

requests from all devices. Millennial Media records only one Android device in its ranking,

the G1, compared with three in AdMob’s: the HTC Dream, Motorola Droid and HTC Magic.

Only marginally more – 7.37 million – browsed the Internet using the RIM OS on BlackBerry

devices (10% of AdMob’s smartphone ad requests (see fig. 17) and 25% of Millennial

Media’s (see fig. 18). Millennial Media saw a decrease in RIM share.

Fig. 17: AdMob, smartphone requests by OS in US, Nov-09

Source: AdMob

Fig. 18: US, smartphone-OS mix, Nov-09

Source: Millennial Media
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The presence and absence of other operating systems on each vendor’s traffic splits, such as

Hiptop (the OS used on the Danger Sidekick) and the Palm Pre, reveal how varied data reports

can be even in the same market and further confirm that, taken alone, a dataset does not tell

the whole story. Comparing the two can provide a more robust indication of real numbers, and

top-level conclusions can be drawn. Based on this data, it could be said that about half of all

mobile Internet users in the US are smartphone users, and less than one-third are iPhone users.

Browsing trends

Opera reported that in December the number of pages viewed on its browser in the US grew

228.1% and the number of Opera unique users grew 128.5%. Each US-based user viewed

276 pages (63 fewer than India), amounting to 6MB of compressed data per user (24KB

compressed data per page view). BuzzCity reported 129.8 million ad requests for September,

while AdMob reported 4.8 billion – from both Web sites and applications. Millennial Media

reports that the average user session time on mobile Web was five minutes, two seconds.

The top 10 sites as reported on the Opera browser for the US for December (see fig. 19), and

a five-day period on one US mobile operator’s network in September reported by Openwave,

reveal social-networking sites to be the most popular, with Facebook and MySpace ranking

among the top five on each list (see fig. 20).

Fig. 19: Opera Mini, top sites by unique users, US, Dec-09
Rank Site (rank Nov-09)
1 google.com (1)
2 facebook.com (2)
3 yahoo.com (3)
4 wikipedia.org (5)
5 myspace.com (4)
6 my.opera.com (7)
7 youtube.com (6)
8 cnn.com (8)
9 espn.go.com (9)
10 accuweather.com (10)
Source: Opera

Fig. 20: Openwave, top domains by impressions, five-day period, unnamed US operator, Sep-09
Rank Site
1 myspace.com
2 craigslist.org
3 facebook.com
4 myxer.com
5 wap.aol.com
6 accuweather.com
7 plentyoffish.com
8 calltunes.operator.com
9 imdb.com
10 about.com
Source: Openwave
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Informa viewpoint
Analyzing use of the mobile Internet is beset by challenges, not least the lack of a single

measurement method and lack of comprehensive global data relating to different usage

metrics. Available data is insightful, but it’s advisable to exercise caution when drawing wider

conclusions from stand-alone datasets based on varying metrics and timeframes. Comparing

vendors’ reports can go some way toward gaining a realistic overview, which Informa

attempts to do in this top-level analysis, but caveats must be applied: Aggregated granular

data combined from a wide variety of sources would enable an analysis of mobile Internet

usage that is balanced and robust, while this overview serves only as a flavor of what that

analysis would reveal. In isolation, individual datasets do not give the whole picture, and

often they are biased toward mature markets, particularly the US, and a focus on

smartphones. 

With these caveats in mind, it’s possible to draw some conclusions. Regional differences in

mobile Internet usage trends are discernible – North America and Asia Pacific visibly lead

the mobile Internet market in terms of usage, but growth in these regions might be slowing,

while it is picking up in Africa. Informa believes that mobile Internet users are not only 

high-value business/consumer smartphone subscribers but also lower-value feature-phone

users. Such users are arguably higher in number in markets where devices such as the iPhone

are available, and they are driving significant growth in developing markets and those

markets where smartphones are less prevalent.

In terms of the type of mobile Web content being consumed, Informa considers it unsurprising

that social networking dominates, given its fixed-line popularity and the fact that services

with communication at the core are only enhanced by “always on” connectivity. But there is

also evidence to suggest that added mobility does not mean mobile Internet usage trends

differ wildly from fixed-line trends: Video appears to be a strong candidate for growth, and

short-form video is the most popular.
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AdMob, Mobile Metrics Report, November 2009

http://metrics.admob.com/2009/12/november-2009-mobile-metrics-report/ 

BuzzCity, BuzzCity Campaign Planner

http://partner.buzzcity.com/campaignplanner.php 

Bytemobile, Mobile Minute Metrics, November 2009

www.bytemobile.com/news-events/thought_leadership.html (registration required)

Comviva, Mobile Internet in Africa, June 2009

www.comviva.com/Resource%20Center/marketstudy/Comviva_MS_Mobile%20Internet_

Africa_V1.0_June09.pdf (registration required)

Informate Mobile Intelligence, Mobile Usage in India, “An Informate Mobile Intelligence

Report”, Trend Analysis: April to September 2009

www.informatemi.com 

InMobi, Network Summary, November 2009

http://inmobi.com/news/2009/11/25/inmobi-network-summary-4/ 

Millennial Media, SMART Report (US Scorecard for Mobile Advertising Reach and

Targeting (SMART™) ), November 2009

www.millennialmedia.com/research/smart/ 

Novarra, Mobile Internet Experience Update, October 2009

www.novarra.com/contact/ (registration required)

Openwave, Mobile Web Insights, October 6, 2009

www.openwave.com/us/spotlight/mii.htm?doc=1009 (registration required)

Opera, State of the Mobile Web, December 22, 2009

www.opera.com/smw/2009/11/ 

Quattro Wireless, The Mobile ROI Report for Brands, Results and Objectives Index for

Mobile Advertising, October 2009

www.quattrowireless.com/images/uploads/Quattro_Wireless_Mobile_R.O_.I_._Summary_

October_2009_.pdf 

MOBILE INTERNET TRAFFIC:
ANALYSING GLOBAL USAGE TRENDS

Resources

© Informa UK Limited 2010.  All rights reserved.



Make better business 
decisions, starting today:

www.intelligencecentre.net/mca

M
2M

Music

Re
gu

la
tio

n

 com
m

unities

Applications

interface

tr
en

ds

W
id

ge
ts

billingG
am

es
models

M
ob

ile
 

 advertising
Lo

ca
tio

n

Enterprise

ve
nd

or
 

Pa
ym

en
ts

TV

Operator
Messaging

Co
m

pl
et

e

Co
nn

ec
te

d
Dedicated

Accessible 	
In

de
pe

nd
en

t

Valuable
So

ci
al

 n
et

w
or

ki
ng

 
 b

an
ki

ng

services
Business

video
M

on
ey

Content 

st
ra

te
gi

es

Consum
er

Internet

Ap
pl

ic
at

io
ns

U
se

r 

Mobile Content & Applications

 st
ra

te
gi

es

Whether you are looking to grow, diversify, acquire or defend 
your market, a subscription to the Intelligence Centre will 
provide you with the analysis, insight, market data and forecasts 
to underpin major decisions and reduce risk.

Featuring 10 sector focused channels across TV, broadband 
and mobile, the Intelligence Centre provides comprehensive 
and unmatched topic, country and company coverage, as well 
as a library of presentations from Informa Telecoms & Media’s 
extensive conference programme.

Join our analysts:

Informa Telecoms & Media
Analyst Community group




