
GWI ENTERTAINMENT 1

GWI Entertainment
GlobalWebIndex’s bi-annual report 
on the latest trends in online entertainment

FLAGSHIP REPORT  Q1 2017 
www.globalwebindex.net

SUMMARY



GWI ENTERTAINMENT 2

Introduction

Notes on Methodology

Topline Trends & Demographics

Music & Video Streaming

Gaming

Sports Entertainment

Social Entertainment

Branded Entertainment

More from GlobalWebIndex

02

03

04

05

06 

07

08 

09 

10 

GWI Entertainment presents GlobalWebIndex’s very latest figures for online 
entertainment behaviors. 

Drawing on data from our most recent wave of research among over 50,000 internet 
users aged 16-64, we offer insights on:

•  The numbers engaging with online entertainment, including music, video and games.

•  The role that PCs, laptops, mobiles and tablets are playing in online entertainment, as 
well as the popularity of smart TVs and streaming devices.

•  The growing importance of video, including the popularity of YouTube and video on 
social media.

•  The state of online music and video streaming, as well as which platforms are 
performing best. 

•  Which devices are most important for gaming, how gaming entertainment is evolving, 
and the opportunities this presents for brands.

•  The impact of entertainment on the consumer-brand relationship.

In this summary version, we highlight key insights and figures from our research. To read 
the full version of this report, start a free trial with GlobalWebIndex here.

Introduction Content

https://www.globalwebindex.net/plans
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Each year, GWI interviews over 350,000 internet users, asking a wide range of 
questions about their lives, lifestyles and digital behaviors. 

To ensure that our research is reflective of internet users, we set appropriate 
quotas on age, gender and education – meaning that we interview 
representative numbers of men vs women, of 16-24s, 25-34s, 35-44s, 
45-54s and 55-64s, and of people with secondary vs tertiary education. 

To do this, we conduct research across a range of international and national 
sources, including the World Bank, the ITU, the International Labour 
Organization, the CIA Factbook, Eurostat, the US Bureau of Labor Statistics as 
well as a range of national statistics sources, government departments and 
other credible and robust third-party sources. 

Because internet penetration rates can vary significantly between countries 
(from a high of 90%+ in parts of Europe and North America to lows of 
c.20% in parts of APAC), the nature of our samples is impacted accordingly. 
Where a market has a high internet penetration rate, its online population 
will be relatively similar to its total population and hence we will see good 
representation across all age, gender and education breaks. Where a market 
has a medium to low internet penetration, its online population can be very 
different to its total population; broadly speaking, the lower the country’s 
overall internet penetration rate, the more likely it is that its internet users 
will be young, urban, affluent and educated. 

Please keep in mind that all figures given in this report relate to the country’s 
internet users, not to its total population.

Japan 93%

Netherlands 93%

UK 92%

UAE 91%

Sweden 91%

South Korea 90%

Canada 88%

Germany 88%

Belgium 85%

Hong Kong 85%

France 85%

Australia 85%

Singapore 82%

Taiwan 82%

Ireland 80%

Spain 79%

United States 75%

Russia 73%

Malaysia 71%

Saudi Arabia 70%

Argentina 69%

Portugal 69%

Poland 68%

Italy 66%

Brazil 59%

Mexico 57%

Turkey 54%

Vietnam 53%

South Africa 52%

China 50%

Philippines 41%

Thailand 39%

Egypt 36%

India 26%

Indonesia 22%

Argentina 762

Australia 765

Belgium 775

Brazil 1518

Canada 1507

China 7553

Egypt 785

France 2017

Germany 2033

Hong Kong 751

India 2520

Indonesia 770

Ireland 1008

Italy 2013

Japan 1518

Malaysia 767

Mexico 764

Netherlands 754

Philippines 769

Poland 764

Portugal 759

Russia 1251

Saudi Arabia 763

Singapore 764

South Africa 755

South Korea 759

Spain 2014

Sweden 761

Taiwan 751

Thailand 767

Turkey 759

UAE 758

UK 7505

USA 7528

Vietnam 761

Notes on Methodology
INTERNET PENETRATION RATES
(ITU INTERNET PENETRATION METRIC 2015)

SAMPLE SIZE BY MARKET
Q4 2016 SAMPLE SIZES*

*Where data refers to Q4 2016, 
it is based on the these sample sizes
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Which online entertainment activities are the most 
popular, and which devices are the most important 
for accessing this entertainment?

Question: In the past month, which of the following things have you done on the internet via any device?
Source: GlobalWebIndex Q4 2016  |  Base: 56,768 Internet Users aged 16-64

PRO Platform: Online Activities & Behaviors 
> Activities via Any Device

Topline Trends & Demographics

• Entertainment consumption is 
a fundamental part of the online 
experience – 1 in 3 internet users cite 
looking for entertainment as a key reason 
for getting online, and it’s also among the 
top online interests among internet users.

• Online video consumption is now 
absolutely mainstream, with a mighty 
92% of internet users watching video 
clips online each month. Also around half 
are watching live TV, sports coverage or 
TV/film subscription services.

• Online gaming has also proved a major 
hit, with mobile being a strong influence 
in cross-demographic spread of this 
genre of entertainment’s appeal.

KEY HEADLINES

ONLINE ENTERTAINMENT ACTIVITIES
% who have done the following in the last month

http://g-web.in/1S3LBOA
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Who is accessing streaming content, who 
is paying for it, and which services have the 
highest uptake?

Music & Video Streaming

• Online video-clips are the most widespread 
form of online video engagement – nowhere 
across the age spectrum do figures for drop below 
the 80% mark on this metric. LatAm and the 
Middle East & Africa are the most enthusiastic 
video-clip watchers.

• There are substantially more people accessing 
music or video streaming services than there are 
paying for them, with ad-supported tiers being a key 
driver behind these discrepancies. Even so, it’s still 
around 1 in 8 paying for music streaming services, 
with 16% paying for TV/movie streaming services.

• Spotify is the global leader among the major 
music streaming services (on 11%), and its 
strongest performance is seen in its home market 

of Sweden (51%). Apple has made an impressive 
impact in its relatively short existence, but still has 
some distance to cover for it to seriously challenge 
Spotify. 

• In the music sector, consumers display a 
preference for accessing versus owning the 
content, and for the video consumption arena we 
still see a slightly stronger inclination to watch 
broadcast TV compared to on-demand. 

• Netflix is the top video OTT service on a global 
level by some distance (on 20%) but this US service 
faces stiff competition among those markets with 
established local video entertainment providers, 
particularly those with freely available catch-up TV 
services.

KEY HEADLINES

Question: In the past month, which of the following things have you done on the internet via any device?
Source: GlobalWebIndex Q4 2016  |  Base: 56,768 Internet Users aged 16-64

PRO Platform: Online Activities & Behaviors
> Activities via Any Device

ONLINE TV VIEWERS
% who have used a streaming service to watch live television, an on-demand/catch-up TV service, 

or an online TV/film subscription service in the last month

54% EUROPE

71% 
LATIN 
AMERICA

67% 
NORTH 
AMERICA

62% 
MIDDLE 
EAST & 
AFRICA

69% 
ASIA PACIFIC

http://g-web.in/1S3LBOA
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Which are the most important gaming devices, 
how has gaming entertainment evolved with 
the migration of gaming activities online?

Gaming Entertainment

• Gaming is now a mainstream activity, 
around 9 in 10 are gaming each month. 
PCs/laptops and mobiles are in a close 
(and interchanging) battle to be the top 
gaming device. Tablets have seen steady 
declines here.

• Over 1 in 4 are gaming via games 
consoles, and internet users are now 
averaging around 53 minutes per day to 
this activity. High console costs in APAC 
and the Middle East & Africa are impacting 
uptake in these regions.

• Last-gen consoles still have the upper 
hand, but next-gen consoles are attracting 
serious consumer attention, especially the 
PlayStation 4.

• The migration of gaming activities online 
has resulted in an expansion in both the 
gamer community, and also in what is 
now constituted as gaming. Spectator 
gaming; specifically, eSports and video-
game streaming have seen quick and 
impressive uptake, and there’s significant 
opportunities for brands in this space.

KEY HEADLINES

Question: Thinking about the devices listed below, can you tell us which you have at home and have used to play games?
Source: GlobalWebIndex Q4 2016  |  Base: 56,768 Internet Users aged 16-64

PRO Platform: Device Ownership & Access 
> Devices Used for Gaming

GAMING DEVICES
% who use the following devices to play games

http://g-web.in/1L8iuDE
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How are people engaging with sports online, 
which sports categories are the most popular?

Sports Entertainment

• It’s now more than half watching sports 
entertainment online each month, with 
males, younger age groups, and consumers 
in LatAm and APAC posting the strongest 
scores. There’s also a direct correlation with 
income.

• PC/laptops emerge as the most popular 
means of watching sports online, but it’s 
now only 3-percentage points which 
separate PCs/laptops (39%) and mobiles 
(36%) for this behaviour.

• Across all of the sports categories tracked 
by GWI, internet users are notably more 
likely to be watching via TV compared 
to online. Football / soccer is the most 
popular sport both on TV and online, and 
interestingly in APAC there is a pronounced 
demand for overseas sports such as Tennis 
and Basketball.

• Social media has been establishing a firm 
presence in the sports entertainment sector, 
with notable names like Twitter, Facebook and 
Sina Weibo weighing in on the action. 

KEY HEADLINES

Question: In the past month, which of the following things have you done on the internet via any device? Watched sports 
coverage or highlights online  |  Source: GlobalWebIndex Q4 2016  |  Base: 56,768 Internet Users aged 16-64

PRO Platform: Online Activities & Behaviors 
> Activities via Any Device

ONLINE SPORTS ENTERTAINMENT 
% who have watched sports coverage or highlights online in the last month

TOTAL 53%

AGE 16 to 24 56%

25 to 34 60%

35 to 44 53%

45 to 54 46%

55 to 64 36%

GENDER Male 64%

Female 40%

INCOME Bottom 25% 46%

Mid 50% 55%

Top 25% 64%

REGION Asia Pacific 59%

Europe 41%

Latin America 59%

Middle East and Africa 54%

North America 42%

DEVICE PC / Laptop 39%

Mobile 36%

Tablet 15%

http://g-web.in/1S3LBOA
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How has social media made an impact in 
online entertainment, what is its future role?

Social Entertainment

• 6 in 10 online adults are classed as Entertainment Networkers (a 
description of which can be found below), younger internet users are 
the most likely to be looking for entertainment via social channels.

• Live-streaming on social media has been a key driver here, but 
more broadly the explosion of social video has also positioned these 
platforms well in the entertainment arena. YouTube’s role as the go-to 
online video site is clear, and it boasts a broad array of entertainment 
offerings, with everything from music to vlogging.

KEY HEADLINES

Question: What are your main reasons for using social networking services?
Source: GlobalWebIndex Q4 2016  |  Base: 56,768 Internet Users aged 16-64

PRO Platform:
Social Media > Social Media Segmentation

ENTERTAINMENT NETWORKERS 
% of internet users who are Entertainment Networkers

53%
52%

59%

65%

72%

EUROPE

LATIN 
AMERICA

NORTH 
AMERICA

MIDDLE 
EAST & 
AFRICA

ASIA PACIFIC

http://g-web.in/2arEN0k
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How can brands leverage entertainment 
consumption to further engage with consumers?

Branded Entertainment

• Entertainment has a crucial role to 
play in the discovery of new brands 
and products - television ads are one of 
the most impactful of all, with 4 in 10 
reporting that they discover new brands 
or products during the ad breaks. 

• Older groups – who spend the longest 
time watching linear TV – are the most 
likely to be discovering brands via TV ads, 
but 1 in 3 16-24s are doing the same.

• Despite the onset of ad-blocking, online 
video ads do prove to be fairly effective 
brand discovery routes, with almost a 

fifth finding new brands or products via 
these channels. 

• Close to half are now blocking ads on 
their desktop or mobile, but it’s the poor 
user experience created by online ads 
that needs to be addressed most urgently 
by the industry.

• Entertainment content also makes its 
mark in the brand advocacy phase of the 
purchase journey, with 15% citing access 
to exclusive content such as music or 
films as an important motive to endorse 
a brand.

KEY HEADLINES

Question: What would most motivate you to promote your favorite brand online?
Source: GlobalWebIndex Q4 2016  |  Base: 56,768 Internet Users aged 16-64

PRO Platform: Marketing Touchpoints 
> Brand Advocacy

ENTERTAINMENT AND BRAND ADVOCACY 
% who would promote a brand for access to exclusive content or services 

TOTAL 15%

AGE 16 to 24 19%

25 to 34 17%

35 to 44 14%

45 to 54 10%

55 to 64 7%

INCOME Bottom 25% 15%

Mid 50% 14%

Top 25% 17%

REGION Asia Pacific 16%

Europe 12%

Latin America 22%

Middle East and Africa 14%

North America 12%

http://g-web.in/1PjFKne
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https://pro.globalwebindex.net
https://pro.globalwebindex.net/reports
https://www.globalwebindex.net/custom
https://www.globalwebindex.net/gwiq
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