
OTT communication services in Europe and the USA: consumer survey

OTT communication services 

in Europe and the USA: 

consumer survey

Alex Bilyi and Martin Scott



OTT communication services in Europe and the USA: consumer survey

WHO SHOULD READ THIS REPORTKEY QUESTIONS ANSWERED IN THIS REPORT

GEOGRAPHICAL COVERAGEThis report uses consumer survey data to identify which over-the-

top (OTT) communication and social media apps are the most 

popular in Europe and the USA. It also assesses which OTT 

communication app features are used the most and identifies the 

barriers to VoIP adoption. 

The survey was conducted in association with Dynata between 

August and September 2021. The survey groups were chosen to 

be representative of the mobile-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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About this report

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

copyright notice.

▪ Which OTT communication apps are used the most in Europe and the 

USA?

▪ Is there still potential for growth in the OTT communication space?

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

▪ How do consumers in Europe and the USA balance their use of OTT 

communication services with that of traditional services?

▪ 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 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 communications 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

The Meta1 family of apps has retained its strong market 

position despite the growing use of rival services.

92%, 97% and 88% of respondents in WE, CEE and the USA, 

respectively, reported using at least one OTT communication/ 

social media app. Almost all respondents aged below 35 use at 

least one OTT app and the percentage of respondents that use 

OTT apps then falls as age increases (97% of 35–44 year olds, 

94% of 45–54 year olds, 87% of 55–64 year olds and 79% of 

respondents aged 65 or above). 

88% of respondents use an app from the Meta family, which 

resulted in these apps retaining their market leadership in 2021. 

The adoption of TikTok has grown significantly in all three regions: 

its take-up among OTT app and social media users grew by 7 

percentage points (pp) in WE and CEE and by 10pp in the USA. 

The number of Telegram users also grew notably in CEE, 

especially among 25–44 year olds.2

Video calling remains a central element of the consumer 

communication experience. 

The use of video calling continued to grow in CEE and the USA 

(+4pp in each). However, growth has slowed down, primarily due 

to the easing of COVID-19 restrictions and the reopening of 

offices and social venues. VoIP usage remained stable; the use of 

paid-for VoIP grew slightly (+3pp in USA and CEE). Some of the 

increase in traffic could be due to the easing of travel restrictions.

Figure 1: OTT communication and social media app 

penetration, Europe and the USA, 20213,4
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1 The Meta family refers to Facebook, Facebook Messenger (FB Messenger), Instagram and WhatsApp. 2 Meta suffered an outage of services for around 6 hours in 

October 2021, which further boosted the take-up of Telegram and Signal. 3 Please refer to the methodology and panel information section for the sample size and 

relevant survey questions. 4 FR = France, DE = Germany, IE = Ireland, IT = Italy, PL = Poland, ES = Spain, SE = Sweden, TR = Turkey, UK = United Kingdom, US = USA. 

Younger users like to use messaging to learn about products 

and promotions.

Most consumers prefer to interact with a live human agent in 

store or on the phone for customer service, but there is a niche of 

younger consumers that prefer to use OTT messaging or SMS to 

learn about products and promotions. OTT apps are used for 

customer service in the USA by a growing proportion of 

consumers aged 35–44 (+5pp) and 45–54 (+4pp). 

App name FR DE IE IT PL ES SE TR UK US

Facebook 63% 49% 64% 69% 79% 67% 69% 72% 62% 69%

WhatsApp 50% 82% 80% 89% 48% 93% 32% 92% 63% 26%

FB Messenger 42% 32% 56% 48% 69% 30% 56% 48% 49% 48%

Instagram 39% 39% 47% 54% 41% 57% 56% 80% 38% 40%

Snapchat 29% 17% 25% 7% 16% 9% 27% 34% 18% 21%

TikTok 20% 20% 21% 18% 19% 23% 13% 38% 16% 24%

Twitter 17% 13% 26% 21% 18% 35% 15% 53% 30% 26%

FaceTime 15% 15% 18% 8% 5% 7% 21% 19% 20% 22%

iMessage 15% 10% 14% 7% 8% 5% 17% 14% 19% 19%

Skype 9% 11% 12% 18% 19% 13% 9% 19% 12% 8%

Zoom 6% 8% 19% 12% 6% 10% 8% 24% 14% 15%

Discord 5% 6% 6% 4% 7% 7% 6% 14% 4% 8%

Telegram 3% 14% 7% 29% 6% 27% 4% 41% 9% 8%

Viber 3% 3% 10% 3% 5% 2% 5% 4% 3% 2%

Source: Analysys Mason
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