
MOBILE PHONE FEATURES

Multi-media handsets are now the norm amongst our connected 
universe. Figure 14 shows feature penetration across the sample. 
The enablers of content creation and media are now all mainstream. 
Colour screens, cameras, web browsing and MMS are all around the 
80% penetration mark. However convergence features have had 
mixed performance. Music players have reached 50% penetration, 
but more emerging technologies such as Live TV, video calling and 
payment technologies have yet to make significant penetration, all 
falling below 20%.   

There are however significant differences when you look at the market 
splits. Figures 15 and 16 show the claimed penetration of camera 
phones and music players – two key technologies for creating content 
and enabling media on a mobile device. The markets leading the 
charge are a mix of developed Asian markets and European; South 
Korea, Greece, Japan, Singapore and the UK make up the top five. 

Only two markets fail to reach the 60% penetration threshold, which is 
interestingly India and the US - two markets at the opposite ends of the 
economic development scale. 

Comparing this to the penetration of music players, a slightly different 
picture emerges. There are a larger number of developed mobile 
markets further down the table. The relatively strong performance of 
developing markets reflects the financial necessity of convergence 
– the idea of having separate portable devices is more of a luxury. 
Not a problem in markets such as Japan, the US and France where 
dedicated business and multiple handsets are more likely to exist.
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NEXT GENERATION  
MOBILE SERVICES

The real test is not feature penetration but users’ willingness to adopt 
and use such technology. Figure 17 shows that the ubiquitous text 
message remains the most popular mobile application. However it is 
closely followed by multimedia content creation and sharing. Taking 
photos, MMS, taking videos and sending photos are the next four. This 
level of penetration shows the extent to which the mobile phone has 
evolved from just being a communications device, while indicating its 
value in User-Generated Content. 

There is also a creep of Internet services; using mobile web portals, 
mobile search, downloading content and sending emails have gained 
significant levels of usage. Unsurprisingly some more cutting edge 
technologies have yet to approach critical mass, with emerging 
concepts such as Live TV, electronic payment and video calls still niche. 

Figure 18 looks at usage in relationship to access and it is clear that 
the points of access to create content lead active usage. Nearly 100% 
of those with a camera or video camera have used it. Since these are 
so easy to use, this is not a surprise. What is a surprise is the extent to 
which very emerging applications such as electronic payment, video 
calling and watching Live TV have such high levels of take up. This 
is very encouraging for mobile operators as they continue to expand 
their access to new technologies although it is very unlikely that most 
of these users will go beyond experimentation to become the regular 
users that operators seek. 

However Internet browsing and email lag despite integration on all new 
user interfaces and heavy promotions from the handset manufacturers 
and the operators, suggesting more needs to be done to promote 
these services.
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Figure 17: Usage of mobile features (last 6 months) – global average
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Figure 18: Conversion – the numbers with access who have used  – global average
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WHICH MARKETS LEAD EMERGING  
TECHNOLOGIES?

Mobile search 
Mobile search has long been touted as the application which will finally 
drive substantial take up of mobile Internet and also provide the link 
between online and the real world. However usage is still limited in 
all markets except Japan (Figure 19), where 49% have used mobile 
search. Only four other markets fall above the average; Greece, China 
and the UK.  

Electronic payment for goods and services 
Electronic payment by mobile could revolutionise commerce. There are 
a number of ways that electronic payment can be activated by mobile; 
either wirelessly with a dedicated point of sale device, by text code or 
over a secure mobile internet portal. But only Japan shows significant 
adoption, with a stunning 81% claiming to use it. The next market is 
South Korea with just 19%.     

Sending photos to websites 
The integration of mobile phones and the Internet promises to unleash 
the tidal wave of User-Generated Content. The growth of camera and 
video phones means that there is a constant opportunity for citizen 
reporters. The increasing usage of mobile phone pictures and videos 
in TV news reporting is proof of this. However outside of Asia its impact 
has been limited. Figure 21 shows how dominant the Asian markets 
are, in particularly Japan, China and South Korea which are all at the 
forefront of social media usage. European markets, normally at the 
forefront, lag in this connection of mobile and online.  
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COUNTRIES COMPARED

Figure 22 looks at the average levels of adoption by market for all of 
these technologies and is very revealing in terms of the extent to which 
mobile phones have woven themselves into the fabric of that society. 
The countries that lead are Japan, Greece, Italy, China, South Korea 
and the UK – markets that have all enthusiastically embraced the 
phone beyond its capacity to make calls. 

The position of Japan at the top of the index confirms all the 
preconceptions and anecdotal evidence that states Japan’s 
pre-eminence in mobile.

It is interesting that the US ranks last, again substantiating perceptions 
that the US has been slower than other markets to embrace mobile 
phones in a sophisticated manner.

There are clear global patterns in mobile usage and development. The 
most sophisticated market is clearly Japan. Not only did they top the 
mobile usage index, they are the largest users of mobile Internet and 
also emerging technologies such as electronic payments and search. 
On a broader scale Northern Asia, Mediterranean Europe and the UK 
are leading consumer adoption of mobile and driving its future, while 
in contrast France, Germany and in particularly the US lag. These 
are useful differences for marketers, mobile operators and content 
providers to prioritise which markets are worth investing in.  

From a global perspective the extent to which mobile owners use 
their mobiles is quite extraordinary and the shift away from voice to 
messaging and more slowly to mobile internet is clear. The leading 
mobile markets are the most data and messaging orientated and the 
others will surely follow. Overall though mobile internet is still the least 
adopted technology where available. Just 54% of those with access 
to Internet on their phone have used it and there clearly is still much 
to do to encourage usage and should be taken into consideration for 
those developing mobile internet services.  

The mobile phone is the most important tool for creating User-
Generated Content. There is higher access to camera phones than 
digital cameras and usage where available is virtually 100%. But the 
important point is that the mobile is available all of the time. Where the 
impulsive need to create content via photos or videos is relevant the 
phone will fill that gap. Mobile pictures, videos and MMS can clearly  
be worked into all marketing communications where relevant. 

The mobile also has a multi-media and divergent future. The real 
emerging technologies that have low overall reach due to technology 
constraints such as electronic payment, video calling and Live TV 
have been adopted with huge enthusiasm by those who can. A very 
encouraging fact for mobile operators, mobile phone manufacturers 
and marketers the world over.

IMPLICATIONS
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Figure 22: Mobile usage index (average usage across all applications and services tested)
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“What do you want to do?”
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