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KEY QUESTIONS ANSWERED IN THIS REPORT WHO SHOULD READ THIS REPORT

GEOGRAPHICAL COVERAGE
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This report focuses on aspects of Analysys Mason’s Connected 

Consumer Survey that relate to the behaviour, preferences and 

plans of smartphone users in the emerging Asia–Pacific (EMAP) 

region. In particular, it focuses on respondents’ usage of over-the-

top (OTT) communications and digital economy services. The 

survey was conducted in association with On Device Research.

The research was conducted from August to October 2017. The 

survey groups were chosen to be representative of the mobile-

Internet-using population in the region. We set quotas on age, 

gender and geographical spread to that effect. There were 5000 

respondents in the region.

About this report

▪ Which OTT communications apps are used most in EMAP?

▪ How do EMAP consumers balance OTT communications with traditional 

services?

▪ What are the main payment mechanisms for ecommerce in EMAP?

▪ Which organisations are consumers in EMAP most willing to trust with 

their personal data?

▪ What are the trends in operator-led mobile money service usage in 

EMAP?

▪ 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, ecommerce, payments and identity management.

▪ 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 and services related to ecommerce and payments.
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Figure 1: Penetration of selected communications apps, by country2
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1 Countries represented in the Connected Consumer Survey 2016 were Indonesia, Malaysia, the 

Philippines and Vietnam; n=4000.

2 Question: “Which of the following apps do you use for communicating with your friends and family 

on your mobile phone?”; n=5000.

3 Facetime penetration in the Vietnamese sample is not reported because the iPhone owner 

population is overrepresented in the country sample.

OTT communication applications are adopted by nearly all 

smartphone users: only 2% of respondents did not use them. 81% 

of the sample respondents used at least one Facebook-owned 

service (Facebook Messenger or WhatsApp), with peaks in 

Malaysia (90%) and the Philippines (88%). As in many countries, 

Facebook services dominate the OTT market in the Philippines 

and Malaysia. In the other countries surveyed these services 

compete with regional platform propositions such as LINE and 

WeChat.

LINE is the leading OTT communication app in Thailand and it is 

challenging the domination of WhatsApp in Indonesia, where it 

reported a striking 23 percentage point (pp) penetration growth 

compared to the 2016 survey results.1 The platform’s penetration 

also grew by 6pp in Malaysia and Vietnam. WeChat is the third 

most adopted OTT communication app in Malaysia, and is 

particularly popular among 25–34 years olds (41% penetration), 

but it is not commonly used in the other countries surveyed.

Skype and Viber are the main VoIP calling apps in the Philippines 

and Vietnam, where they have benefitted from zero-rated and 

specific traffic allowances offered by leading operators. Telegram 

occupies a niche in the Malaysian OTT market, while it is marginal 

in the other countries. The app was still used by a minority of 

Indonesian respondents, even though the service was banned in 

the country in July 2017 for security reasons.

WhatsApp and Facebook Messenger compete with regional platforms for 

control of the OTT communication market

Source: Analysys Mason
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Figure 12: Willingness to share personal data by organisation, EMAP1
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1 Question: “Which of the following organisations would you be comfortable sharing your private 

data with in exchange for some sort of benefit such as a product or service discount? Please 

select all that apply.”; n=5000 .

30% of respondents in EMAP would trust Facebook with private 

data, compared to 12% that would do the same with their 

mobile operator. However, only 2% of participants in EMAP 

would be willing to share private data with Tencent.

Respondents’ willingness to share private data is used as a proxy 

to understand how much consumers place trust in different types 

of organisations. The highest levels of trust in EMAP were 

achieved by Internet giants Facebook (30% of respondents) and 

Google (25%). Facebook did particularly well in Vietnam, where 

38% of participants said that they would trust the social 

networking giant with their private data. 

Operators in EMAP were trusted by 12% of respondents; this is 

lower than banks, which were trusted by 20% of participants. Trust 

in mobile operators was the highest in Malaysia, with 15% of 

participants saying that they would be willing to share private data 

with their carrier. In contrast, only 7% of respondents in Indonesia 

reported that they were willing to share personal data with their 

mobile operator. 

Banks performed well in Malaysia (27% of respondents reported 

that they would share data), illustrating the challenges that other 

players (including operators) face to gain consumers’ trust for the 

provision of financial services. In contrast, Chinese players Alibaba 

and Tencent received the lowest trust scores among EMAP 

participants, with only 3% and 2% of respondents, respectively, 

stating that they would share their private data. 

Mobile operators face strong competition for consumers’ trust from 

Facebook and Google, but fare much better than Chinese players
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Analysys Mason’s consulting services and research portfolio 
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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 that 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 and research are uniquely positioned 
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Consulting from Analysys Mason 
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