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About this report

This report analyses real-world smartphone usage data to answer
questions about the status of apps and services. The report looks
at consumer engagement with various apps and services (such as
communication, browsing and entertainment) and examines
relationships between key usage metrics, such as time spent,
data traffic generated and network used.

The report also provides recommendations for operators
concerning their mobile data monetisation strategies.

It is based on data collected by Verto Analytics using a passive on-
device monitoring app during July and August 2016.

KEY QUESTIONS ANSWERED IN THIS REPORT

= How much time is spent on smartphones on average and how is this
distributed across various apps and services?

= How much data is generated by each app or service (and relative to time
spent)?

=  Which networks are used for which apps and services, and to what
degree?

= When is usage more active and why?
= What is the overall penetration of various app types and services?

= How many distinct app types and services does an average smartphone
\ user use? How does this vary across the panel? )
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SURVEY OUTLINE GEOGRAPHICAL COVERAGE

The analysis is based on data = Germany
provided by Verto Analytics,

collected using a passive on-device
monitoring app called Smart Panel.

= |ndia

= United Kingdom (UK)

= United States of America (USA)
The app tracks:
= app download and usage
= system processes
= data traffic by each app/process
= voice traffic
= web browser activity.
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WHO SHOULD READ THIS REPORT

= Strategy and planning executives who are responsible for mobile
operators’ apps, services and communications strategies and
partnerships with OTT players.

= Executives in mobile operators’ technology and innovation teams who
are responsible for developing apps and services.

= Marketing executives at vendors of communication services equipment
and software, because it will help them understand the needs of their
operator customers and their end users.
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TV/video apps and services generate the most traffic per unit of
engagement time

TV/video and social networking are the two main app types and Figure 2: Time spent compared with total data traffic consumed, by app types and services?,

services that generate engagement and data traffic. Wi-Fi and cellular [7= 8408]
30%
The combination of apps for TV/video services and social Social networking

networking account for more than half of the traffic. These two
app types also generate more traffic per time unit spent on them,
as shown by their presence on the left side of the dotted line. Both
are also likely to appear in browsing, as some video and social
networking usage is likely to occur there.

25%
TV/video services

20%
Gaming, one of the more engaging app types in terms of time

spent, generates disproportionately low data traffic. Within this
sub-category, many individual games have low penetration levels
but a lot of time is spent on each. This contrasts with social
networking in which often one app, namely Facebook, accounts
for most of both the active smartphone time spent and data
traffic.

® Otherutility

15%

10% S
+ Browsing

Percentage of total data traffic

IM and chat apps also generate disproportionately low data traffic
compared to the engagement time, although they include apps, ° Pmtal/ap/’;étnre
such as WhatsApp and Facebook Messenger, both with relatively 5% Music

high penetration rates on smartphones. e @ Multimedia
’ ® Gaming

The ‘other utility’ sub-category is influenced heavily by some o e |M7ch.at Other comms

users, especially in India, who use smartphones for file sharing 0% 59 10% 15% 20% 25% 30%
and torrent downloads, as well as connecting to VPN networks.

Percentage of active smartphonetime

1 Please see Taxonomy slide for how we classified ‘categories of activity’ and their sub-categories of Source: Analysys Mason, Verto Analytics
‘app types and services'.
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Time spent on smartphones spikes in the evening in all four countries

Figure 15: Share of active smartphone time by time of day [7= 8408]
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Source: Analysys Mason, VertoAnalytics

The time spent on smartphones is distributed across the hours of
a single day in relatively predictable ways, but some differences
are noticeable between countries.

The most common observation is that, in each country, the
engagement time spikes at night before falling to its lowest level
after midnight and during the early morning hours. In the four
countries, between 26% to 30% of total smartphone time occurs
after 19:00. The peak hours are 21:00 and 22:00.

= The high proportion of smartphone usage in the evening is
most visible in India and the UK.

= US users are more uniform in how terms of how much time they
spend on their smartphones during the day. That being said,
the evening spike in the USA amounts to a total of 51 minutes
after 19:00.

= Between 09:00 and 17:00, the share of time spent on
smartphones does not change radically across the hours.
However, there are some small local peaks, such as those
around lunchtime and end-of-work.

Between 09:00 and 17:00, smartphone data traffic is more
biased toward the cellular network than at other times; Wi-Fi
becomes prevalent during the evenings (see next slide).
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About the authors

Kerem Arsal (Principal Analyst) leads Analysys Mason’s Mobile Services, Mobile Devices and Convergence Strategies research programmes.
Kerem advises operators on strategic and tactical decisions on key issues relating to these three programmes, including mobile data
monetisation, service design and pricing, customer retention, device sales and multi-play take-up and bundling, especially in the context of
fixed-mobile convergence. Previously, Kerem was a research manager at Pyramid Research, where he was responsible for setting the research
agenda across multiple programmes and regions. He also led numerous projects around operator strategies, as well as in demand assessment
and commercialisation of new products in the consumer and enterprise segments.

Giulio Sinibaldi (Research Analyst) focuses on data collection and analysis for the Consumer Services research practice. Before joining Analysys
Mason, Giulio was an intern at the Italian permanent mission to the United Nations in Geneva, and in the Market Intelligence team of Philips
Electronics (H&W) in Amsterdam. He holds a BSc and MSc in Economics and Social Sciences from Bocconi University (Italy), which included an
exchange at Georgia Institute of Technology (Atlanta).

Martin Scott (Principal Analyst) co-ordinates Analysys Mason’s research initiatives related to media, TV, fixed broadband and convergence. He
manages the Video Strategies and Fixed Broadband Services research programmes. Martin has held numerous positions within Analysys
Mason during the last 10 years, including heading the company's Consumer Services, Data and Regional Markets practices. He also launched
Analysys Mason's Connected Consumer Survey and Consumer smartphone usage series of research. His areas of specialisation include telco TV
strategy, OTT video and media, consumer smartphone usage, the bundling and pricing of multi-play services, including quadruple-play bundling,
customer satisfaction and consumer-facing marketing strategy. He also specialises in statistics, surveys and the analysis of primary research.
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Analysys Mason’s consulting and research are uniquely positioned

Analysys Mason’s consulting services and research portfolio 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,

Regulation broadcasters, and service and content providers.

and policy o o
Digital =  Our sector specialists understand the distinct local challenges

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

Consumer
services

_ =  We are future-focused and help clients understand the
Transaction challenges and opportunities that new technology brings.

Enterprise e
and loT [ *° 5 analysys
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Regional

=  Qur dedicated team of analysts track and forecast the
markets

Strategy different services accessed by consumers and enterprises.

Telecoms and planning ‘ =  We offer detailed insight into the software, infrastructure and

software and hnol deliveri h .
T T technology delivering those services.

= Clients benefit from regular and timely intelligence, and direct
access to analysts.
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Research from Analysys Mason

Clients across the breadth of telecoms, media and technology sectors rely on our research and analysis to inform business-critical decisions.

e

Consumer services programmes
Mobile Services

Mobile Devices

Fixed Broadband Services
Convergence Strategies

Video Strategies

Network investment programmes
Network Investment Strategies
Network Traffic

Spectrum

Telecoms software and networks
programmes

Software Forecast and Strategy
Telecoms Software Market Shares
Network-focused

Next-Generation Wireless Networks
Service Delivery Platforms

Service Fulfilment

Service Assurance

Network Orchestration
Software-Controlled Networking
Customer-focused

Digital Experience

Customer Care

Revenue Management

Analytics
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Digital economy programmes
Digital Economy Strategies
Future Comms

Enterprise and loT programmes

DIGITAL

Large Enterprise Voice and Data Connectivity
ECONOMY

Large Enterprise Emerging Service Opportunities
SME Strategies

loT and M2M Services

loT Platforms and Technology

CONSUMER
SERVICES

ENTERPRISE
AND IOT

Regional markets programmes
Global Telecoms Forecasts
Asia-Pacific

Middle East and Africa
European Core Forecasts

REGIONAL

RESEARCH
wefl MARKETS

PORTFOLIO

INVESTMENT

European Telecoms Market Matrix

TELECOMS

SOFTWARE

CUSTOMER-
FOCUSED

TELECOMS European Country Reports

SOFTWARE
NETWORK-
FOCUSED

DataHub

Data covering +80 countries and +400 operators
+1400 forecast and +250 historical metrics
Regional results and worldwide totals

Operator historical data

Compare markets and operators

Financial values in USD, EUR or local currency

analysysmason.com/research

Export data to Excel and save searches
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Consumer smartphone analytics: applications and services

Consulting from Analysys Mason

For 30 years, our consultants have been bringing the benefits of applied intelligence to enable clients around the

world to make the most of their opportunities.

Performance analysis
Technology optimisation
Commercial excellence

CO n S u |t| n g Transformation services
portfolio

EXPERTISE

Policy development and response
Margin squeeze tests

Analysing regulatory accounts

v

Expert legal support Regu lation Transaction
Media regulation su ppo rt
Postal sector costing, pricing and regulation
Regulatory economic costing EXPERTISE
Net cost of universal service Commercial due diligence

Regulatory due diligence
Technical due diligence

To find out more, please visit www.analysysmason.com/consulting
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EXPERTISE

Radio spectrum
auction support

Radio spectrum
management

Spectrum
policy and
auction
support

Strategy
and
planning

EXPERTISE

Market research

Market analysis

Business strategy and planning
Market sizing and forecasting
Benchmarking and best practice

National and regional broadband
strategy and implementation
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