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WHO SHOULD READ THIS REPORTKEY QUESTIONS ANSWERED IN THIS REPORT

GEOGRAPHICAL COVERAGEThis report provides consumer survey data on the adoption of 5G 

by smartphone users in Europe and the USA. It assesses the 

impact of 5G on mobile consumers’ spending and satisfaction 

and includes insights into how operators might migrate remaining 

pre-5G customers to 5G services.

The survey was conducted in association with Dynata between 

August and September 2021. The survey groups were chosen to 

be representative of the internet-using population in Europe and 

the USA. We set quotas on age, gender and geographical spread 

to that effect. There were at least 1000 respondents per country 

(2000 in the USA).
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This document is for Analysys Mason’s subscription service customers only. Usage is subject to the terms and conditions in our 

copyright notice.

▪ Who are the early adopters of 5G services and who are the most likely 

to upgrade next?

▪ Are 5G users spending more on their services than their pre-5G 

counterparts?

▪ What is the impact of 5G on mobile users’ spending and customer 

satisfaction metrics?

▪ How can operators best incentivise customers to migrate from pre-5G 

services to 5G?

▪ Operator-based strategy executives and marketing managers who are 

interested in understanding the adoption of 5G and how 5G affects 

customer satisfaction metrics and spending. 

▪ 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.

Western Europe (WE)

▪ France

▪ Germany

▪ Ireland

▪ Italy

▪ Spain

▪ Sweden

▪ UK

Central and Eastern Europe (CEE)

▪ Poland

▪ Turkey

North America (NA)

▪ USA
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Executive summary

5G take-up is growing in demographics other than just the 

affluent youth.

5G take-up is gaining momentum after a slow start caused by 

poor coverage and long handset upgrade cycles. Handset 

replacement will drive the next phase of migration to 5G, which 

means that take-up will continue to vary by demographic. Handset 

replacement is slower among older consumers in Europe (48% of 

panellists aged 65 or over have a handset that is more than 2 

years old), which suggests that 5G take-up for this demographic 

will only begin to increase in 2023. Apple iPhones are more 

prevalent among early 5G adopters than pre-5G users, but this 

may create a problem for 5G use cases such as cloud gaming.

Early 5G adopters’ expectations are generally being met.

5G users have larger data allowances than pre-5G users (as a 

function of operators’ pricing strategies), but this has not 

necessarily led to extra revenue. However, 5G users are slightly 

happier than their 4G counterparts when controlling for other 

factors.

Education is the key to migrating and monetising pre-5G users.

The majority (63%) of pre-5G customers are resistant to 

upgrading to 5G. 4G customers are also generally happy. Many 

consumers do not see the benefit of 5G; this is consistent across 

age ranges. Operators must better inform their customer base of 

the benefits of 5G. 

Figure 1: Penetration of 5G, by age and region, Europe and the 

USA, 20211,2

Figure 2: Intention to upgrade to 5G among pre-5G users, by 

age and region, Europe and the USA1,2
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1 Please refer to the methodology and panel information section for the sample size and relevant survey questions.
2 Respondents are classed as 5G users if they reported having a 5G handset and using 5G on their phone.
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Apple and Samsung are the most popular handset manufacturers 

in Europe and the USA at the time of writing. The share of 

Samsung handsets among our US panel is similar to that in 

Europe; there is also no real difference in penetration between 5G 

and pre-5G handset users (32–35% penetration among all 

groups). 

The Apple iPhone tends to be more expensive than other 

handsets and is more popular in the USA than in Europe due to 

the higher disposable incomes of US consumers. We have already 

established that 5G take-up is linked with higher spending, so it 

makes sense that Apple iPhones are also more prevalent among 

5G users. 

This has an important effect on the use cases for 5G. Cloud 

gaming is often cited as a key 5G application. However, Apple has 

excluded most cloud gaming apps from the Apple App Store and 

accordingly, a significant proportion of 5G users in Europe and the 

USA are now unable to engage with one of the very applications 

that is purported to be a selling point for 5G. Operators can 

therefore either put a greater emphasis on promoting non-Apple 

5G handsets or focus their marketing messages on 5G benefits 

other than gaming. 

We explore the priorities of, and applications used, by current and 

soon-to-be 5G users in the following pages.

Figure 6: Handset manufacturers’ market shares, by handset 

generation, Europe and the USA, 20211
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Apple iPhones are the most popular handsets among early 5G users, but this may 

create a problem for 5G use cases

1 Please refer to the methodology and panel information section for the sample size and relevant survey questions.
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Global leaders in TMT management consulting

Analysys Mason is the world’s leading management 

consultancy focused on TMT, a critical enabler of 

economic, environmental and social transformation.

We bring together unparalleled commercial and 

technical understanding to deliver bespoke consultancy 

on strategy, transaction support, transformation, 

regulation and policy, further strengthened by globally 

respected research.

Our clients value our advice which combines deep 

domain knowledge with global reach and local insight 

into markets to help them achieve meaningful business 

results.

We are committed to our clients, employees and 

communities – contributing to a world where technology 

delivers for all.

analysysmason.com/what-we-do
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