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KEY QUESTIONS ANSWERED IN THIS REPORT WHO SHOULD READ THIS REPORT

GEOGRAPHICAL COVERAGEThis report focuses on aspects of Analysys Mason’s Connected 

Consumer Survey that relate to the behaviour, preferences and 

plans of smartphone users in developed Asia–Pacific (DVAP). In 

particular, it focuses on respondents’ usage of over-the-top (OTT) 

communication and social media services. 

The survey was conducted in association with Dynata between 

August and September 2020. The survey groups were chosen to 

be representative of the internet-using-population in developed 

Asia–Pacific. We set quotas on age, gender and geographical 

spread to that effect. There were a minimum of 1000 

respondents per country.
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About this report

▪ Which OTT communication apps are used the most in DVAP?

▪ Where is there potential for growth in the OTT communication and social 

media space?

▪ Which OTT communication app features are most-frequently used? 

▪ How do consumers in DVAP balance their use of OTT VoIP services with 

that of operator voice services?

▪ Do consumers in DVAP use OTT communication apps and social media 

services differently from their European and North American peers?

▪ Is there any potential for monetisation by mobile operators? 

▪ Operator-based strategy executives and marketing managers who are 

interested in understanding consumer market trends and the changing 

role of operators as communications and digital service providers. 

▪ Market intelligence and research executives in service providers that are 

responsible for understanding end-user trends and supporting business 

units in identifying and addressing new opportunities in mobile 

communications services.

▪ Equipment/device manufacturers and software providers that want to 

identify end-user trends in service and device usage and help their 

operator customers to better address market opportunities in mobile 

services related to communication services. 

Developed Asia–Pacific (DVAP):

▪ Australia

▪ New Zealand

▪ South Korea
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The Facebook family has consolidated its market leadership in ANZ, but it is second 

to KakaoTalk in South Korea1

The COVID-19 crisis has significantly increased the adoption of 

OTT communication apps among older cohorts in ANZ.

91% of the respondents in DVAP use OTT communication and 

social media services, though there is a significant difference 

between the results in Australia and New Zealand (ANZ; 88%) and 

those in South Korea (99%). Users’ OTT communication habits in 

ANZ are similar to those in Europe and the USA (penetration 

declines with age), while those in South Korea are similar to those 

in emerging Asia–Pacific (only 1% of respondents do not use OTT 

communication apps).

Older respondents in ANZ used OTT communication apps much 

more in 2020 than in previous years in order to cope with social 

distancing and stay-at-home orders in 1Q and 2Q 2020. The 

penetration of these services grew by 3pp among 24–35 year 

olds, 6pp among 35–44 year olds, 8pp among 45–54 year olds

and 18pp among users aged 65 and over.

The Facebook family dominates the OTT communication and 

social media markets in Australia and New Zealand; these apps 

are used by 79% and 85% of respondents, respectively. The share 

of people using at least one Facebook social media service 

(Facebook or Instagram) and one Facebook OTT communication 

app (Facebook Messenger or WhatsApp) increased by 8pp 

between 2019 and 2020. 66% of respondents in South Korea 

use at least one Facebook service, thereby putting the ecosystem 

in second place behind KakaoTalk in terms of penetration.

Figure 2: Penetration of OTT communication and social media 

apps by age group, ANZ and South Korea, 2018–20201

Figure 3: Penetration of Facebook (FB) services, DVAP, 20201
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1 Facebook refers to the combined ecosystem of Facebook, Facebook Messenger (FB Messenger), Instagram and WhatsApp as the 

‘Facebook family’ in its investor relations material. 
2 Please refer to the methodology and panel information section for the sample size and relevant survey questions.
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South Koreans use a similar mix of apps regardless of their age; younger users in 

ANZ are far more active on OTT communication apps than their older counterparts

Few apps outside the Facebook family experienced significant 

growth in penetration in DVAP in 2020.

The penetration of the Facebook apps grew the most in 2020 in 

ANZ: WhatsApp’s penetration grew by 9pp between 2019 and 

2020, while that of Facebook, Facebook Messenger and 

Instagram all grew by 8pp.1 Zoom and TikTok are the only two 

other apps that had any statistically significant growth in 

penetration (+10pp and +15pp, respectively), largely thanks to 

their innovative video propositions. The adoption of Zoom does 

not vary much by age group (19% of 18–24 year olds use the app, 

as do 13% of 55–64 year olds and 9% of those aged 65 and 

over), but TikTok is mainly used by 18–24 year olds and 24–35 

year olds (24% and 14% adoption, respectively); it is used by less 

than 10% of respondents in other age groups. 

The South Korean OTT communication and social media market is 

more mature than that in ANZ. Respondents in South Korea have 

the least fragmented communication experience in DVAP; they 

use an average of 1.5 OTT communication apps each and 1.5 

social media apps. KakaoTalk had almost complete coverage in 

2016, and most consumers reported using it in 2020. Its 

dominance has prevented the growth of other apps, but its limited 

social media proposition means that South Koreans of all ages 

use Facebook (between 56% of 18–24 year olds and 50% of 

users aged 65 and over) and Instagram (between 65% of 25–34 

year olds and 26% of users aged 65 and over). 

Figure 5: Proportion of respondents using various combinations 

of OTT communication apps, South Korea, 20202
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1 Note that South Korea was not part of the survey in 2019.
2 Please refer to the methodology and panel information section for the sample size and relevant survey questions.

Figure 4: OTT communication and social media app 

penetration, DVAP, 20201

App name Australia New Zealand South Korea

Facebook 66% 71% 51%

Facebook Messenger 52% 65% 17%

Instagram 38% 41% 48%

KakaoTalk 1% 1% 83%

WhatsApp 37% 36% 4%

Twitter 17% 12% 17%

FaceTime 20% 20% 4%

Snapchat 15% 21% 2%

Zoom 14% 15% 7%

Skype 13% 15% 3%

TikTok 9% 12% 6%

Messages 5% 8% 11%

Source: Analysys Mason
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Giulio Sinibaldi (Senior Analyst) is a key contributor to Analysys Mason's Consumer Research practice. He is the lead analyst for the Future 

Comms research programme, which focuses on operators’ and OTT service providers' communications services. Giulio also specialises in 

research on gaming strategies and has extensive experience in managing and analysing primary research data sets. He currently manages 

Analysys Mason's annual Connected Consumer Survey. Giulio holds a BSc and an MSc in Economics from Bocconi University.



Connected Consumer Survey 2020: OTT communication and social media services in developed Asia–Pacific

Consulting

We deliver tangible benefits to clients across the telecoms 

industry: 

▪ communications and digital service providers, vendors, 

financial and strategic investors, private equity and 

infrastructure funds, governments, regulators, broadcasters 

and service and content providers

Our sector specialists understand the distinct local challenges 

facing clients, in addition to the wider effects of global forces.

We are future-focused and help clients understand the challenges 

and opportunities new technology brings.

Research

Our dedicated team of analysts track and forecast the different 

services accessed by consumers and enterprises.

We offer detailed insight into the software, infrastructure and 

technology delivering those services.

Clients benefit from regular and timely intelligence, and direct 

access to analysts.
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Analysys Mason’s consulting and research are uniquely positioned

Analysys Mason’s consulting services and research portfolio
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Research from Analysys Mason
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Consulting from Analysys Mason

21



Connected Consumer Survey 2020: OTT communication and social media services in developed Asia–Pacific

PUBLISHED BY ANALYSYS MASON LIMITED IN

Bush House • North West Wing • Aldwych • London • WC2B 4PJ • UK

Tel: +44 (0)20 7395 9000 • Email: research@analysysmason.com • www.analysysmason.com/research • Registered in England and Wales No. 5177472

© Analysys Mason Limited 2021. All rights reserved. No part of this publication may be reproduced, stored in a retrieval system or transmitted in any form or by any means – electronic, 

mechanical, photocopying, recording or otherwise – without the prior written permission of the publisher.

Figures and projections contained in this report are based on publicly available information only and are produced by the Research Division of Analysys Mason Limited independently of any 

client-specific work within Analysys Mason Limited. The opinions expressed are those of the stated authors only.

Analysys Mason Limited recognises that many terms appearing in this report are proprietary; all such trademarks are acknowledged and every effort has been made to indicate them by the 

normal UK publishing practice of capitalisation. However, the presence of a term, in whatever form, does not affect its legal status as a trademark.

Analysys Mason Limited maintains that all reasonable care and skill have been used in the compilation of this publication. However, Analysys Mason Limited shall not be under any liability for 

loss or damage (including consequential loss) whatsoever or howsoever arising as a result of the use of this publication by the customer, his servants, agents or any third party.

FEBRUARY 2021


