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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 emerging Asia–Pacific (EMAP). In 

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

communication services. 

The survey was conducted in association with Dynata between 

August and September 2020. The survey groups were chosen to 

be representative of the mobile-internet-using population in 

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

geographical spread to that effect. There were a minimum of 

1500 respondents per country.
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About this report

▪ Which OTT communication apps are used the most in emerging Asia–

Pacific?

▪ Where is there potential for growth in the OTT communication space?

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

▪ Is there any remaining potential for monetisation by mobile operators?

▪ Which channels do consumers prefer to use to interact with brands? 

▪ Operator-based strategy executives and marketing managers who are 

interested in understanding consumer market trends and the changing 

role of operators as communications 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 and paid-for online video 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 and entertainment.

Emerging Asia–Pacific (EMAP):

▪ Indonesia

▪ Malaysia

▪ Philippines

▪ Thailand
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Indonesians use an average of 3.0 OTT communication apps and 

1.8 social media services each. WhatsApp is the default OTT 

communication app and is used by more than 90% of panellists 

in all age groups. Facebook Messenger is the second-most 

popular app, but it is more popular among older cohorts. It is 

used by 31%, 50%, 44%, 55% and 69% of respondents aged 18–

24, 25–44, 45–54, 55–64 and 65 and over, respectively. 

Facebook and Instagram are the most popular social media 

services. Facebook is used by more than 80% of respondents 

among all age groups, apart from 18–24 year olds (67%), among 

whom Instagram is the more popular (79%). LINE is used by 41% 

of 18–24 year olds, compared to 12% for other age groups. 

Malaysians use an average of 3.6 OTT communication apps and 

2.0 social media services each. More than 93% of panellists in all 

age groups use WhatsApp, but most also use Facebook 

Messenger (used by 41% of respondents aged 65 and over and 

by 70% of those aged 25–34). Telegram is particularly popular 

among younger respondents: 62% of 18–24 year olds use the 

service compared to 57%, 48%, 51% and 28% of panellists aged 

25–34, 35–44, 45–54 and 55 and over, respectively.

Facebook is the most popular social media app among all age 

groups, and Instagram, TikTok and Twitter are widely adopted by 

respondents aged 18–34 (45%, 29% and 79% penetration, 

respectively for this age group).

1 Please refer to the methodology and panel information section for the sample size and relevant survey questions.

WhatsApp is the default messaging app among all age groups in Indonesia and 

Malaysia; younger respondents are more likely to adopt multiple services 
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Figure 5: Proportion of respondents using various combinations 

of OTT communication apps, Malaysia, 20201

Figure 4: Proportion of respondents using various combinations 

of OTT communication apps, Indonesia, 20201
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Smartphone users in EMAP are more engaged with OTT communication and social 

media services than their counterparts in other regions

Only 19% of respondents in EMAP do not use voice or video 

calling features on OTT communication apps.

Respondents in EMAP use an average of 6.2 of the most common 

features on OTT communication and social media services each. 

Malaysians are the most engaged in the region and use an 

average of 6.7 features each, while Filipinos use only 5.4 features 

each. Almost 90% of respondents use OTT communication apps 

for messaging and for at least one feature out of free voice calls, 

video calls and voice messages. Only 19% of panellists do not use 

any voice or video calling features on OTT communication apps.1

Younger respondents are significantly more engaged with social 

media features than older respondents: 44%, 38% and 29% of 

respondents aged 18–24, 25–34 and 35–44, respectively, post 

stories, compared to less than 20% of those aged 45 and over.  

25% of respondents aged 18–34 follow influencers, compared to 

22% of those aged 35–44 and less than 20% of those aged 45 

and over. 

Older respondents are more likely to use OTT apps for online 

purchases: 28% of 18–24 year olds do so, compared to 38% and 

47% of respondents aged 25–44 and 45 and over, respectively. 

57% and 53% of Thai panellists aged 35–44 and 45–54, 

respectively, use apps for online payments, and 25% and 24%, 

respectively, use LINE pay. Conversely, Facebook Pay is used by 

less than 8% of respondents.

Figure 8: Penetration of the most-used OTT communication and 

social media features, EMAP, 20202

Figure 9: Proportion of respondents using the most common 

combinations of VoIP and video calling services, EMAP, 20202
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1 This is half of what has been reported in the other regions included in our 2020 Connected Consumer Survey. 
2 Please refer to the methodology and panel information section for the sample size and relevant survey questions. 

Feature Indonesia Malaysia Philippines Thailand

Messaging 90% 84% 94% 82%

Picture sharing 82% 82% 65% 67%

Video calls 73% 70% 69% 56%

Free voice calls 71% 70% 54% 69%

File sharing 69% 60% 46% 49%

Voice messages 56% 58% 34% 37%

Online purchases 32% 34% 27% 50%

Stories 41% 26% 35% 36%

Location sharing 44% 44% 11% 28%

Stickers 35% 30% 20% 42%

Games 23% 30% 34% 37%

Following influencers 18% 26% 25% 25%
Source: Analysys Mason
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Stephen Sale (Research Director) directs Analysys Mason's consumer research, which covers consumer mobile, fixed, convergence, digital 

services and video/entertainment markets. His specialist areas are mobile operator strategies, customer experience and telecoms growth 

opportunities. He has extensive experience in advising senior executives on strategic issues and speaking at – and chairing – conferences. 

Before joining Analysys Mason in 2004, Stephen worked in the industry on areas that include VoIP, next-generation service architecture and 

broadband access. He has a degree in economics and an interdisciplinary MRes from the University of London.
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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.

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