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Mobile Content Usage for the European Market 
3 Month Average Ending September 2010 
Total EU5 (UK, DE, FR, ES and IT), Age 13+ 
Source: comScore MobiLens  

 Reach (%) of Mobile Subscribers  

EU5  U.K.  France  Germany  Italy  Spain  

Sent text message 
to another phone  

82.1%  90.3%  81.8%  79.8%  77.7%  80.8%  

Used application 
[excluding native 
games]  

26.2%  32.9%  22.8%  23.1%  26.8%  25.4%  

Used browser  27.7%  38.1%  28.2%  21.1%  25.8%  25.1%  

Listened to music 
on mobile phone  

25.2%  24.1%  22.6%  26.2%  23.2%  31.1%  

Accessed Social 
Networking Site or 
Blog  

16.7%  25.8%  16.4%  9.8%  16.6%  14.8%  

Accessed news 
and information  

38.2%  37.1%  31.4%  24.1%  34.4%  28.8%  

Played Games  24.9%  30.4%  14.1%  24.1%  29.2%  26.8%  

Smartphone  30.2%  28.5%  22.6%  21.4%  34.4%  32.9%  
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Looking Ahead to 2011 
 
2011 Set to be a Transformative Year for Mobile 
 
2010 was a very exciting year for everyone working in the mobile industry and for all marketers who are 
just „getting into‟ mobile marketing and advertising. As with many industries there is constant change, 
lead by strategic partnerships such as Microsoft and Nokia and the 2011 iPhone/Verizon deal, through 
the introduction of new devices to the market, including tablets, e-readers and increasingly sophisticated 
smartphones, and through new device capabilities. There is one element though that prevails through this 
rapidly evolving market and that is the importance of your consumer. For all brands operating in the 
mobile space, whether it be device manufacturers, operating systems, carriers or mobile content 
developers, knowing how consumers are interacting with mobile – the who, where, when, why and how – 
will be critical in this increasingly competitive market. 
 
Mobile Media: In 2010 „mobile media‟ has been one of the most talked about topics in the industry and 
we can expect that in 2011 at least half of all mobile users will have access to mobile media, which will 
likely be driven by the increased adoption of smartphones. The way audiences consume media is 
drastically changing and so too must marketing strategies. Identifying the synergies that exist between 
the touch points – traditional PC Internet, mobile media (via app and browser), tablets, etc. – and 
understanding how consumers use these devices to fulfill different needs and convenience levels will be 
critically important. No technology exists in isolation; this is true now more than ever before. The 
proliferation of mobile devices including more sophisticated smartphones, iPads and tablets is likely to get 
more interesting in 2011 and beyond, as more and more people carry multiple devices. On one hand, 
opportunities to reach consumers with digital media and advertising continue to grow which represents a 
large and growing opportunity for mobile, but as the number of devices owned by a given consumer 
continues to increase, the opportunity to reach them on any given device becomes more fragmented. 
This indicates that cross platform planning will grow in importance (TV, web, mobile) but that planning 
across devices within the mobile space itself will become more complex. 
 
Mobile Marketing/Advertising: While still in its infancy, mobile advertising will become an increasingly 
important component of the mobile landscape in 2011. The growing number of mobile media users and 
the rise in daily usage opens a large opportunity for advertisers. As more and more eyeballs expand their 
consumption habits to include on-the-go content, the industry is continuing to seek ways to monetize this 
channel via mobile advertising. There are many layers to mobile marketing, from banner advertising to inapp 
ads, as well as targeted or location-based services, such as SMS or push notifications. But in order 
to establish the mobile channel as a legitimate advertising medium, all parties require access to 
transparent measurement of the mobile ecosystem. 
Not surprisingly, accurately measuring this new audience has proven extremely challenging as many of 
the tried and tested approaches used to measure the PC Internet are not viable or must be adapted to 
particularities of a complex ecosystem. Those who might have thought that the mobile world would grow 
simpler over time have been wrong – it‟s only become more complicated. But understanding how to 
meet these measurement challenges will become increasingly important, not just to measure “mobile” but 
also to measure a digital world that is trending away from the open and homogenous technologies of the 
Internet and toward a plethora of tailored, often closed devices connecting over proprietary networks and 
closed content distribution systems. 
 
M-Commerce: One can expect to see continued growth in the use of mobile devices to obtain real-time 

price and product information in support of an intended in-store buying decision and the likelihood that the 
information obtained will drive some of that buying activity to actually occur online. In essence, it is very 
possible that the use of mobile devices could accelerate the shift of consumer spending from offline to 
online. As such, multi-channel retailers need to carefully assess the buying activity of their in-store 
customers and devise strategies to ensure that they maintain their loyalty if these customers shift some of 
their buying requirements from offline to online as a result of the use of mobile devices. 
Although in its infancy in the U.S. and European markets, mobile wallet capabilities, using mobile phones 
in place of debit or credit cards for in-person purchases, are beginning to come onto the scene. For 
instance in early 2011, Starbucks announced that customers in thousands of locations can now pay for 
items with their phones via an application that can be scanned across a reader at check out. Expect more 
announcements such as this to occur in the next year as brands begin to offer this type of mobile 
payment option. As we have seen in Japan, one of the most mature mobile wallet markets, nearly 10 
percent of its mobile population uses this capability across a variety of transaction locations; perhaps 
offering a glimpse into the future potential of mobile wallet payments in the U.S. and Europe. 
During the past year, technology improvements, device innovations and growing mobile media 
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consumption have laid the foundation for the development of a strong mobile ecosystem. The challenge 
for marketers and brands will be how to successfully navigate through one of the most complex and 
rapidly evolving mediums the world has ever seen. The next year should be one of the most exciting in 
mobile history. Every marketer and consumer should be looking forward to a year of new milestones 
marked by the increasing ubiquity of mobile in our digital lives. 

 

 

Europe is Ripe for Continued Growth and Innovation  
 
IAB Europe reports that internet advertising is approaching a 20-percent share of total advertising spend, almost 
doubling its share over the last two years. While the immediately previous years saw a contraction in marketing 
budgets, the digital marketplace in Europe continues to grow. With growth comes innovation -- from advanced 
planning tools to sophisticated targeting techniques. Creativity is also beginning to take centre stage as marketers 
realise the previously unseen brand building benefits that digital can deliver. Most importantly, as consumers 
continue to expand their media consumption across a variety of devices and platforms, a rethinking of 
measurement approaches and marketing strategies becomes necessary.  
With that in mind, the following is a summary of the key digital media trends we‟re seeing in Europe that will have 
an impact on the year to come:  

 
Social Networking: Social media grew immensely in 2010 and saturated at least three quarters of individual 

European markets. 2011 will likely see a continued growth in the use of such sites, as social networking continues 
to be an integral part of online life. Marketing on these platforms will likely grow as well, as social networking 
becomes more heavily integrated with publisher and advertiser sites. Notably, despite earlier concerns about low 
click-through rates on social media advertising, advertising rates in social networks in European markets increased 
in 2010, reflecting increased confidence in the value of such platforms in reaching highly-targeted audiences. New 
trends such as location-based social networking will also likely contribute to the evolution of marketing on social 
media.  

 

Advertising: The display advertising market continued to grow in 2010, with the Social Networking category 

accounting for a rapidly increasing share of impressions. The online ad market continues to evolve, with more 
advanced ad units, improved targeting capabilities, and higher quality creative.  
 

Video: In 2010, a noticeable trend in video viewership in Europe was an increase in the average length of time 

spent watching individual videos. With more viewers watching longer-form content comes a more meaningful 
opportunity for video advertising online. It is significant to note that although overall video viewership in Europe 
grew by only a few percentage points in 2010, viewership on TV sites experienced much higher growth. As 
viewers increasingly look to online video for longer, quality content traditionally found on television, it is very likely 
that online video advertising will continue to experience exceptional growth.  

 
Mobile: As evidenced in comScore‟s Mobile Year in Review report, we believe 2011 will be a transformative year 

for Mobile. We predict more than half of all mobile consumers will have access to mobile media, largely driven by 
growing adoption of smartphones. Identifying the synergies that exist between all consumer touch points – 
traditional PC internet, mobile media (via app and browser), tablets, etc. – and understanding how consumers use 
these devices to fulfill different needs and convenience levels will be of critical importance to marketers.  
 

 


