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INTRODUCTION
GWI Market reports track key digital behaviors and penetration levels at a 

national level, providing the very latest figures for topline engagement as well 

as analyzing patterns across demographic groups and over time. 

In our US report, we offer insights on:

• Internet access and behaviors

• Trends in mobile and tablet usage

• Engagement with social platforms

• E-commerce and the digital purchase journey

• Brand engagement

 

In this summary version, we present some of the key figures and charts.

 

All of these areas and more are visualized in our free interactive infographic:

http://insight.globalwebindex.net/us-internet-behaviors

 

Clients can also explore US digital behaviors further by downloading pre-cut

US data packs from our Insight Store.

 

Unless otherwise stated, all figures are Q4 2013 and are representative of the 

online population aged 16-64.
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USA Global Average

% USING VPNs WHEN ACCESSING INTERNET

Top Reasons for Using VPNs

36% 52%

30% 29%

19% 43%

Access better entertainment content

17% 28%

Stay anonymous when browsing

Access restricted sites

% INTERNET USERS ACCESSING VIA MOBILE

36% 52%

43% 29%

59% 43%

Q4 2011

Q4 2012

Q4 2013

61%

60%

60%

South

Northeast

West

55%Midwest

68%

65%

59%

Hispanic American

Asian American

Black American

57%White American

Top Mobile OS

48% 65%

42% 20%

6% 6%

Android

iOS

Windows

% Mobile Users Sharing Device with Others

23% 23%
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VPN Usage

Websites
Visited
The list of the top 20 web brands being visited each month by 
internet users shows just how dominant Google has become – 88% 
of the online population are using this site. YouTube, Facebook and 
Amazon follow closely behind, with figures of 75%+ each.  

Generally speaking, engagement with these sites is relatively 
even by age although the 45+ group tend to be slightly behind 
the younger age brackets. This trend is especially pronounced on 
social platforms such as YouTube and Facebook as well as content 
platforms like Hulu.

In terms of gender, the split is fairly even – although women lead 
for Facebook and Amazon.

For further detail on this topic, please see our GWI Device report, 
as well as the following data packs available in the Insight Store: 
Website Visitation (PC), Website Visitation (Mobile), Website Visitation 
(Tablet). Clients with access to the Pro Platform can also look at the 
reach of web brands across all devices.

Some 17% of the online population in America say that 
they access the internet via Virtual Private Networks or 
Proxy Servers – a figure which compares to the global 
average of 28% but represents an estimated audience 
size of 30.62 million.

25-34s, men and those in the top income and education 
brackets are the demographic groups most likely to be 
using these tools.

The most common reason for using VPNs is to access 
better entertainment content (36%). But nearly a third 
(30%) are looking to protect their anonymity while 
browsing.

For further detail on this topic, please see our white 
paper dedicated to audience measurement, as well as 
the following data packs available in the Insight Store: 
VPN and Proxy Server Usage, VPN and Proxy Servers: Usage 
Motivations. 

Can you please tell us why you use VPNs or proxy servers when browsing the internet? 
Source: GlobalWebIndex Q4 2013  I  Base: US VPN Users aged 16-64

Which of the following sites/applications have you visited or used in the last 
month? (via any device)
Source: GlobalWebIndex Q4 2013  I  Base: US Internet Users aged 16-64

Reasons for using VPNs

Top Websites and Applications Used
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Operating Systems

Android is the number one operating system on mobiles, being 
used by just under half (48%) of American internet users; this 
represents a rise from just over a third in Q2 2011 (35%). 

iOS for iPhone is in second position; it has also grown over the 
same period – from 22% in 2011 to 42% at the end of 2013. 

All other operating systems account for small shares only, 
including Windows Phone (6%) and BlackBerry (3% – a drop from 
14% since 2011). 

It’s also worth noting the decreasing number of people who 
answer “don’t know” to this question – down from 18% to just 5% 
and reflecting growing levels of awareness among US consumers 
about the technology they are using.

In terms of mobile OS demographics, both age and income have 
relatively little impact over usage of Android and iOS.

When we turn our attention to tablet operating systems, iOS 
overtakes Android to become the most popular name – it is 
used by 49% of tablet users, a slight decrease since Q2 2011. In 
contrast, Android has grown its share rapidly during this period, 
up from 16% to 40%. If current patterns continue, Android will 
overtake iOS during 2014.

The demographic impact is much stronger than for mobiles: iOS 
is most favored by younger and higher income consumers, while 
Android is ahead in older age categories and among lower income 
respondents. Clearly, then, iOS retains a premium among younger 
age groups but the competitive price point of Android is helping to 
expand the overall size of the tablet audience.

For further detail on this topic, please see our GWI Device report, 
as well as the following data packs available in the Insight Store: 
Operating Systems (Mobile), Operating Systems (Tablets).

Mobile OS Tablet OS

What operating system runs on your mobile?
Source: GlobalWebIndex Q4 2013
Base: US Mobile Internet Users aged 16-64

What operating system runs on your tablet?
Source: GlobalWebIndex Q4 2013
Base: US Tablet Internet Users aged 16-64

Note: Total figures exceed 100% due to some respondents owning/using multiple devices
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Apps Second-Screening
Gaming (62%) and social networking (54%) apps are consistently 
the most popular among the mobile audience in the US. Over 40% 
are also using music and entertainment apps each month, with 
about a third using banking, news and utilities tools.

Generally speaking, age is the demographic indicator with the 
strongest impact here – with younger age groups having a 
lead for entertainment, social networking and gaming apps. 
For categories such as banking and news apps, engagement 
is typically equal across age, although the older brackets are 
sometimes a little ahead.

For further detail on this topic, please see our GWI Device report, 
as well as the following data packs available in the Insight Store: 
Mobile App Types (Downloaded), Mobile App Types (Used), Mobile 
Apps Active Usage: Named Apps.

The US is a nation of second-screeners: just 20% say they have 
not used an additional device while watching television.

Laptops remain the favorite tool for this activity (49%) but growing 
numbers are also multi-screening via mobiles (41%) and tablets 
(23%) – both of which have risen significantly in popularity since 
2011.

Mobile second-screening is especially widespread among 16-
24s (53%, vs. 12% of 55-64s), but there are also peaks among 
parents with young children and those in the top income bracket. 
Similar, but less pronounced, trends are evident for tablet second-
screening.

The motivations for this behavior are multiple: 44% are playing 
games, and more than a third are looking for products to buy, 
reading news or chatting to friends. Some 24% say they are 
searching for information relevant to what they are watching.

There’s a very strong age effect at work here, though: most 
second-screen motivations are most important for 16-34s. One 
exception to this is reading news, where older age groups have 
the lead.

For further detail on this topic, please see our GWI Device report, 
as well as the following data packs available in the Insight Store: 
Multitasking While Watching TV, Second Screen Behaviors.

Monthly App Usage

Second-Screening

Which of the following apps have you used in the past month?
Source: GlobalWebIndex Q4 2013
Base: US Mobile Internet Users aged 16-64

Which of the following devices have you used while watching TV?
Source: GlobalWebIndex Q4 2013
Base: US Internet Users aged 16-64
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Brand Discovery
The importance of personal recommendations in the brand 
discovery journey is clear: 50% in the US say that conversations 
with friends are the most common source of info about new 
brands or products. This holds true across all age and income 
groups but is more influential for women than men. 

Search engines are a major discovery tool too: 38% are using 
them for this purpose. Interestingly, this behavior increases 
in line with age; differences are not profound, but it is 
nevertheless telling that 36% of 16-24s versus 45% of 55-64s 
say that they discover product info via this method.

If we turn our attention to those moments when consumers 
are actively looking for product or brand details online, search 

Brand Discovery Online Brand Discovery

In which of the following ways are you most likely to find out about new brands, 
products, or services?
Source: GlobalWebIndex Q4 2013   I   Base: US Internet Users aged 16-64

Which of the following online sources are you primarily using when you are 
ACTIVELY looking to find out more information about brands, products, or services?
Source: GlobalWebIndex Q4 2013  I  Base: US Internet Users aged 16-64

engines are a dominant force. At a headline level, 58% of the 
online population in the US are using them; as above, though, 
usage increases in line with age (52% among 16-24s versus 
68% among 55-64s). This age pattern is reversed for newer 
channels such as Question & Answer sites (e.g. Quora), where 
the youngest group is in the lead.

Other important online sources of info are consumer review 
sites (43%), product/brand sites (36%) and price comparison 
websites (23%).

For further detail on this topic, please see our GWI Brand report, 
as well as the following data packs available in the Insight 
Store: Brand Discovery Touchpoints, Brand Research Channels.
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