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ConsumerLab is a knowledge-based organization. We provide 

consumer insight to influence strategy, marketing and product 

management in the Ericsson Group. Our knowledge helps 

operators develop attractive revenue-generating services. 

We gain our knowledge through a global research program 

based on annual interviews with 80,000 individuals in more than 

40 countries – statistically representing the views of 1.1 billion 

people. We have been doing this since 1995 and we use both 

quantitative and qualitative research. We spend hundreds of 

hours on in-depth interviews and focus groups with consumers 

from different cultures. Our research includes general market 

and consumer trends and in-depth insights into specific areas. 

To be close to the market and the consumers ConsumerLab 

has team members in most of Ericsson’s market regions. Being 

part of the Ericsson Group gives us a thorough understanding 

of the Information and Communication Technologies (ICT), its 

market and business models. This broad knowledge is unique 

and is the basis for our credibility and integrity. We see the big 

picture, understand where the individual fits in, and know what 

this means for future trends and services.
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In 2010 the number of worldwide mobile broadband 

subscribers – generated by strong growth in smartphones, 

connected laptops and tablets – passed the half billion mark. 

Ericsson estimates that this figure will pass 1 billion before  

the end of 2011 and will reach close to 5 billion by 2016. At  

the same time revenues for mobile and fixed line operators  

is estimated to be about USD 1,650 billion in 2011 – close  

to 3 percent of the expected global nominal GDP.

This means that people are becoming more dependent on 

internet services to maintain their lifestyle. It is one of the last 

things that consumers would give up if they had to reduce their 

expenses. Organizations and governments are also increasingly 

using the internet to deliver services to customers and citizens.

The needs for internet access are fulfilled through various 

types of connections that use both mobile and fixed networks 

– and various types of devices that complement each other.

The switch to smartphones is leading to mass internet usage 

and a shift in behavior, attitude and usage among consumers. 

We are seeing a trend where all kinds of people are using 

smartphones, not only the tech-savvy or professional types.

Internet everywhere has become a prerequisite for business – 

not an option. Surveys show that mobile broadband in a 

business context improves efficiency and productivity with 

increased amount of new business, higher efficiency and  

profit margins are expected to increase. In the ConsumerLab 

Mobile Broadband Business Users Study 2011, 95 percent of 

smartphone users said that:

The internet has therefore become a necessity, with consumers 

needing to be connected everywhere, and we see strong and 

profound drivers for this. Consumers are starting to regard 

being connected as important as having electricity.

In addition, there are billions of people using the mobile phone 

in emerging markets, most with limited or no access to 

computers. This creates immense potential for the mobile 

phone as an internet access point.

Executive summary

I wANT  
INTERNET ACCESS 
ANywhERE.
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Daily internet usage is increasing every year and has become  

a necessity for life. And young people are not the only heavy 

users; people of all ages are becoming more dependent on 

internet services. And because internet covers most aspects  

of life, the need to be constantly online has become a reality 

for many people. As an example, a study made in the US,  

UK and Sweden among 15 to 69 year olds shows that daily 

internet usage increased to 90 percent in 2010 from 36 percent 

in 2002.

Browsing and e-mail usage are still the most common activities 

on the internet, though many people frequently use it for 

shopping, chatting, reading blogs, watching videos and listening 

to music. People also deal with practical issues like banking, 

shopping research and purchasing goods and services. They 

use it as part of their social life through social networks, interest 

groups, and share their everyday lives through communities 

and blogs. They catch up on TV programs they have missed, 

watch video clips and stream films.

The need for 24/7 
internet access
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Figure 1.2

Question: How often do you do any of the following on any of your Internet capable devices?  
Source: Ericsson Global Infocom web study 2010. Markets: the US, the UK, and Sweden.

Figure 1.1

Source: Ericsson Global Infocom web study 2002-2010. 
Base: all. Markets: the US, the UK, and Sweden.
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When services go online, they are also accessible from 

different devices. The users do not have to bother about 

synchronizing devices or care about where the content is 

stored. Online services reinforce the importance of connectivity. 

When you have a crucial part of your life online, it becomes 

natural to access the services wherever you are, at home or 

outdoors, on your way to work or school, while on vacation,  

or anywhere else.

Access 
from all 
devices

There are strong and profound drivers for always being connected 

to internet. And having internet access is one of the last things 

people would give up if they had to reduce their monthly 

expenses. Being connected to the internet satisfies several 

basic needs of modern life.

control: You can manage your life through different internet 

services and be in control of what’s going on.

Belonging: You’re a part of the social loop and can stay in contact 

with friends and family.

freedom: You have the freedom to move around and not be 

tied to or restricted by time and place. You do not have to rely 

on others to get access to internet services.

Strong 
ANd   
profound  
drivers
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Different devices serve different needs. The need to access 

internet services through the day is fulfilled by the different 

types of mobile and fixed connections available as well as the 

various types of devices – such as mobile phones, laptops and 

tablets. The device and connection that users prefer depends 

on the context and purpose of connecting to a specific service. 

Many factors influence the choice of device: 

What do you carry with you? Your mobile phone is always  >
with you, but your laptop is not.

Proximity to the device: where is the device – in the living room  >
or the kitchen?

How long does it take to access the content? Is it quicker to  >
use your laptop, your smartphone or your TV to access 

what you want?

The level of specialization: how specialized is the device when  >
it comes to taking pictures or filming, listening to music or 

watching TV? How ergonomic is the device when it comes 

to things like the keyboard and the size of the screen?

What level of privacy does the device offer? Can you use it  >
privately or is it a common device in a common environment?

For planned internet usage, which requires more focus and 

concentration, consumers generally prefer a bigger screen and 

a keyboard, especially when at home. For spontaneous internet 

usage, the smartphone is generally preferred to the laptop. 

Interestingly, the smartphone is also used a lot at home, 

replacing the laptop for short internet browsing.

DIffEREnT UsAGE, DIffEREnT DEVIcEs

The tablet offers a very simple and fast way to navigate and 

interact with different services. It is smaller than the laptop, 

easier to carry around and a great user experience. But it is 

still too large to fit into pocket and it lacks a real keyboard for 

longer writing sessions.

Among several larger households, the tablet has become a 

shared device because all family members want to use it. 

Those who have their own tablet are more likely to start using 

it instead of a laptop when they need a mobile computer.  This 

behavior could become more common as more and more 

tablets enter the market. However the laptop will still have a 

strong position due to its relation to work-related tasks.

Of those who have and use a laptop, 74 percent use it to 

connect to the internet every day. Of those who have and  

use a smartphone, 63 percent use it to connect to the internet 

every day. But if we look at those who have and use an iPhone, 

as many as 80 percent use it to connect to the internet every 

day, see figure 3.

Fixed broadband is the service with the longest history in  

the US, UK and Swedish markets, and it is also the most 

commonly available form of internet access. But mobile 

broadband for computers and mobile phones is becoming 

increasingly popular among consumers.  

Staying connected 
wherever you are

Out and about

At home

Planned Impulse

Figure 2: This model illustrates how the preference for internet devices, PCs, 
laptops, tablets and smartphones, varies depending on the circumstances.
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Figure 4: Connection types

fixed broadband and dial-up 
connections are calculated based on 
availability in the household. Mobile 
broadband and mobile browsing are 
calculated as a share of those who use 
them. The averages are calculated on 
one-to-one weighting between countries. 
*Mobile-phone browsing at least once 
per month. Source: Ericsson Global 
Infocom web study 2010. Base: all. 
Markets: the US, the UK, and Sweden.

In the same markets mobile broadband for computers has 

increased to 30 percent in 2010 from 7 percent in 2007. This 

follows the increase in the ownership of personal laptops to  

75 percent in 2010 from 37 percent in 2006. We know that 

when laptops become a personal possession, end-users prefer 

to have their own private mobile broadband connection, even if 

they live in a family. As for using the mobile phone for browsing 

at least once per month, it has increased to 33 percent in 2010 

from 19 percent in 2007 among all consumer segments.

Even though these user patterns are stronger among early 

adopters, there has also been an increase in usage in the 

followers and late adopters segments. And this figure will 

increase as more people switch to smartphones.

Ericsson estimates that by 2016, the number of mobile 

broadband subscriptions will be close to 5 billion, with 95 

percent on HSPA, CDMA and LTE networks.
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Figure 3: Internet usage via smartphones is gaining on laptop usage

Question: In general, how often do you use the internet on each of the 
following devices? Source: Ericsson Global Infocom web study 2010. 

Base: those who have and use the specific device. Markets: the US,  
the UK, and Sweden.
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A new breed of smartphones, like the iPhone and Android 

phones, has redefined the industry view of mobile broadband 

beyond laptops and dongles. These new application-centric 

smartphones have changed the way users regard their phones. 

They are not only seen as a tool equally important as your keys 

or wallet; they are also extremely personal objects leading to 

strong emotional feelings. Smartphone users describe the 

relationship as one of love. The main reason for this change is 

that the new smartphones are fun to use, quick and very useful. 

The possibilities of using a smartphone with a touch screen and 

an intuitive interface providing access to an endless choice of 

applications contribute to consumers’ strong attachment to the 

phone.

The switch to smartphones marks a shift in behavior, attitude 

and usage. And the new smartphones are for everyone, not 

only the tech-savvy or professionals. They keep people 

connected to the internet, are highly personal, and offer 

endless choices to suit personal interests via the application 

stores.

The smartphone is reducing the time/convenience barriers for 

internet connections. Users access the internet for short 

periods throughout the day – often in new places and situations 

that were previously offline.

A new era of devices

0% 20% 40% 60% 80% 100%

Total 34% 37% 27% 2%

Increased significantly

Increased somewhat

Hasn’t changed

Decreased significantly

Figure 5: Smartphones are driving internet usage

Question: Has the total time you spend on the internet changed since 
you got your smartphone? Source: Ericsson ConsumerLab Device 
Study 2010. Markets: the US.
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SMARTphONES gAININg gROUNd
Of smartphone users in the Us, 71 percent say they 

have increased the total time they spend on the 

internet somewhat or significantly since they got 

their smartphone. But a majority of the app users in 

the Us, 79 percent, use a web browser as well, so 

apps alone can’t fulfill all internet needs.

smartphones account for an increasingly large share 

of the total internet usage. smartphone users in the 

Us spend almost two hours per day accessing the 

internet from their smartphone. This clearly shows 

that the new type of smartphone is a device that has 

a crucial effect on how we access and use internet.

Multiple communication channels and services for 

both private and work-related usage allow the 

consumer to seamlessly stay in touch with loved 

ones and stay connected to work. About 70 percent 

of respondents in the Us said that they used their 

smartphone both for private and work-related tasks.

In contrast, when using a laptop more time is needed 

and you use it in a more planned way. Laptops are 

still important for tasks that require a controlled 

environment and a larger screen or keyboard. But 45 

percent of respondents in the Us claim that they 

spend less time using the laptop or netbook since 

they started using a smartphone.

One important observation is that smartphone users 

quickly get used to its advantages, and 86 percent of 

users surveyed in the Us are convinced that their 

next phone will be a smartphone. The new type of 

smartphones effect customers’ expectations on 

other internet devices because of their quick and 

easy access and use of internet content and 

services. customers get used to this and expect the 

same from other devices.
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Internet everywhere has become a prerequisite and is no  

longer an option. Mobile broadband is not only for fun and 

entertainment, it is more and more becoming a necessity. It  

is a natural part of our lives for keeping in touch with family  

and friends and being up to date at work.

In a recent ConsumerLab study with 1900 consumers that  

use mobile broadband for work, it was clear that internet 

everywhere is a prerequisite for business – not an option. 92 

percent in the study say that it is important to be able to use 

mobile broadband everywhere, regardless if it is via laptops  

or smartphones.

The benefits of using mobile broadband at work for both 

laptops and smartphones could be classified in two groups:

fUncTIOnAL BEnEfITs

Mobility: Being reachable and being able to reach >
Always have access to information >
Constant and immediate communication >
Easy access and set-up >
Back-up and security of work material >
Quick response rates in work interaction >

73 percent in the study say:

IT IS IMpORTANT 
TO ME ThAT I  
CAN ALwAyS BE 
REAChEd ANd 
REACh OThERS 
whEREvER I AM.

81 percent in the study say:

whEN I NEEd 
INfORMATION  
ThE fIRST pLACE  
I LOOk IS ThE 
INTERNET.

Mobile broadband 
in work life
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IMAGE BEnEfITs

Mobile Broadband helps build the image of being: 

Professional >
Alert >
Reliable  >
Competitive  >

40 percent in the study say: 

SINCE I gOT  
My MOBILE 
BROAdBANd  
ThE wORk ThAT  
I dO hAS BECOME 
MORE RECOgNIzEd 
By ThE pEOpLE  
I wORk wITh.

The functional and the image benefits have a positive impact on 

work performance.

According to the study the positive impact on performance is:

Increased amount of new business >
Higher efficiency - improved profit margins  >
Reduced risk of errors in reporting (e.g. ordering system  >
and administrative systems)

Fewer disruptions in the working pace >

Mobility and efficiency are stated as the main reasons for using 

mobile broadband. Quick responses, time management and 

staying in touch increase efficiency.

78 percent say using mobile broadband makes them more 

efficient at work. 

40 percent also believe that their work efforts have become 

more recognized since they started using mobile broadband.

fUNCTIONAL 
BENEfITS

IMAgE BENEfITS

IMpACT ON 
pERfORMANCE

Figure 6
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cOnsUMER nEEDs VARy BETWEEn  
MARkETs AnD LOcATIOns

Research shows that consumer needs in relation to the 

internet vary and follow a development curve as illustrated in 

the figure 7. In markets/locations with no internet access, plain 

access is what people crave for. Following the introduction of 

an internet connection disruptions are common and users 

therefore want stable access. Then, when internet usage 

becomes more advanced higher speed is desirable. Finally, 

when speed is satisfying, people want to have their laptops 

and mobile phones connected at all time from all locations. 

Thus, mobility is only attractive in markets where basic 

functionality such as access, stability and speed are in place.

In areas where there is no internet, easy internet access is what 

makes mobile broadband attractive. In small towns where existing 

internet connections are few, slow and unstable, easy access and 

higher speed are the main advantages of mobile broadband. In 

cities, where usage becomes even more advanced the main 

benefits of mobile broadband are related to higher speed and 

mobility; the same requirements as we see in developed markets.

LOOkINg AT URBAN ChINA & INdIA
cHInA

Internet usage has become a necessity. Developing countries 

and urban China are no exceptions. In a 2010 Ericsson 

ConsumerLab study, 48 percent of urban Chinese said it was 

important for them to be able to access the internet anywhere.

China has the largest number of internet users – 457 million at 

the end of 2010 – and internet use in cities is as advanced as it 

is in other developed markets. As people move a lot of their 

daily activities and personal connections online, internet usage 

and dependence on it have grown each year. Despite the 

growth, internet access and PC/laptop penetration are still lower 

than in developed markets. But there is potential for large-scale 

growth as prices go down and awareness about equipment and 

services rise.

Urban China is mobile phone-centric. With lower access to 

computers people use their mobile phones to stay connected. 

Mobile phone internet usage is booming in urban China with the 

introduction of more advanced phones and attractive price plans 

from operators. Mobile chatting via QQ, an instant messaging 

tool similar to MSN Messenger, has been embraced by the 

young, supported by mobile applications that make Chinese 

characters easier to type and simplified browsing tools that 

encourages more mobile internet use. 

Mobile internet is expected to continue its growth as urban 

Chinese become wealthier, prices drop and mobile technology 

improves to support mobile internet more effectively. According 

to Ericsson ConsumerLab’s 2010 study, nine out of 10 current 

users said they would increase usage or continue their current 

use in the next 12 months. And 52 percent of all urban Chinese 

respondents expressed an interest in mobile broadband, and 

among laptop users the interest was as high as 71 percent.

Mobile broadband in 
high growth markets 

Market
maturity

Consumer need

Access

Stability

Speed

Mobility

Figure 7
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InDIA

In India we also see that the internet is increasingly 

becoming a part of the everyday life of the urban consumer. 

The average weekly time spent on the internet by users has 

increased by 70 percent over the last year. Almost 40 percent 

of urban internet users are accessing the internet daily;  

a significant proportion of these also access the internet 

through their mobile phone.

While the penetration of internet enabled pc/laptop in the 

household is very low, half of those who have the internet at 

home access it using a dongle or data card. Existing dongle 

users are not just business users but also full time students. 

A 2010 Ericsson consumerLab study shows that these data 

cards and dongle users tend to be heavy internet users who 

have gone beyond just e-mail and search to use more data 

intensive services like streaming, sharing of information  

and gaming.

Thus, if priced correctly mobile broadband for smartphones,  

laptops, etc. offer huge potential to become a mass market  

in India. 
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