
	
  
Digital	
  Reality	
  	
  
in	
  India	
  

Who’s	
  online?	
  What	
  are	
  they	
  doing	
  online?	
  
What’s	
  happening	
  with	
  social	
  media?	
  
What’s	
  up	
  with	
  mobile	
  internet?	
  
	
  
And	
  what	
  do	
  all	
  these	
  stats	
  mean	
  for	
  your	
  magazine?	
  
	
  
	
  

Plus…	
  a	
  few	
  samples	
  of	
  the	
  current	
  reality	
  in	
  	
  
Indian	
  and	
  foreign	
  digital	
  publica;ons	
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A	
  digital	
  na8ve?	
  
A	
  digital	
  immigrant?	
  
A	
  digital	
  alien?	
  
A	
  digital	
  integrator?	
  
	
  



h:p://socialmediatoday.com/irakaufman/381667/marke8ng-­‐digital-­‐
who-­‐na8ve-­‐immigrant-­‐alien	
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Source:	
  www.juxtconsult.com	
  India	
  Online	
  2011	
  Report	
  
Based	
  on	
  a	
  survey	
  conducted	
  among	
  201,839	
  individuals	
  spread	
  across	
  all	
  4	
  regions	
  of	
  the	
  country	
  
between	
  Apr-­‐Mid	
  June	
  2011.	
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Of	
  the	
  world’s	
  1.14	
  billion	
  internet	
  
users,	
  	
  
	
  

100	
  million	
  	
  
are	
  Indian	
  

	
  
	
  
	
  
Source:	
  !"##$%&'((&$)*+',"#$$
h:p://blogs.wsj.com/indiareal8me/2011/07/13/chief-­‐mentor-­‐five-­‐internet-­‐
trends-­‐to-­‐keep-­‐an-­‐eye-­‐on/	
  
h:p://www.internetworldstats.com/asia.htm	
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Between	
  now	
  and	
  2015,	
  internet	
  users	
  in	
  India	
  	
  
	
  

will	
  more	
  than	
  triple	
  to	
  350	
  million.	
  
	
  

This	
  will	
  make	
  India’s	
  online	
  popula8on	
  larger	
  than	
  the	
  
en8re	
  current	
  popula8on	
  of	
  the	
  United	
  States.	
  
	
  
	
  
	
  
Wall	
  Street	
  Journal	
  	
  
h:p://blogs.wsj.com/indiareal8me/2011/07/13/chief-­‐mentor-­‐five-­‐internet-­‐trends-­‐to-­‐
keep-­‐an-­‐eye-­‐on/	
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¥ 85%	
  of	
  internet	
  users	
  in	
  India	
  
are	
  between	
  ages	
  19-­‐40.	
  

¥ Around	
  1	
  in	
  4	
  internet	
  users	
  in	
  
India	
  are	
  women.	
  	
  
	
  
	
  
¥ See	
  India	
  Online	
  2011	
  	
  	
  h:p://www.juxtconsult.com/	
  
¥ hBp://blogs.wsj.com/indiareal;me/2011/07/13/chief-­‐mentor-­‐five-­‐internet-­‐trends-­‐to-­‐
keep-­‐an-­‐eye-­‐on/	
  
hBp://ar;cles.;mesofindia.india;mes.com/2010-­‐08-­‐08/delhi/28297083_1_social-­‐
networking-­‐internet-­‐users-­‐new-­‐mail	
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¥ Indian	
  males	
  spend	
  more	
  8me	
  online	
  than	
  their	
  
female	
  counterparts,	
  with	
  one	
  excep8on.	
  Urban	
  
Indian	
  females	
  age	
  35-­‐44	
  are	
  online	
  2	
  hours	
  more	
  
per	
  week.	
  	
  

¥ Women	
  show	
  a	
  dis8nct	
  proclivity	
  to	
  social	
  network,	
  
email	
  and	
  IM,	
  more	
  than	
  their	
  male	
  counterparts.	
  	
  
	
  
¥ Female	
  users	
  are	
  most	
  likely	
  to	
  check	
  social	
  media	
  
at	
  9	
  pm	
  and	
  email	
  at	
  11	
  am!	
  	
  
	
  
	
  
	
  
	
  
	
  
	
  
	
  
	
  
	
  
	
  
	
  
	
  
	
  
	
  
	
  
	
  
	
  
	
  
	
  

h:p://www.indiasocial.in/state-­‐of-­‐the-­‐internet-­‐in-­‐india-­‐report-­‐by-­‐comscore-­‐report/	
  
h:p://www.vizisense.com/html/press/ol_womenBehav26Jul10.html	
  July	
  2010	
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¥ Almost	
  9	
  out	
  of	
  10	
  Indian	
  internet	
  users	
  (86%)	
  u;lize	
  
some	
  social	
  media	
  (networking,	
  communi8es,	
  blogs,	
  
tweets,	
  reviews)	
  

¥ Growth	
  of	
  16%	
  in	
  social	
  networking	
  usage	
  in	
  India	
  
(from	
  73%	
  in	
  2010	
  to	
  85%	
  in	
  2011)	
  

¥ Facebook’s	
  popularity	
  is	
  at	
  a	
  high	
  with	
  around	
  31.5	
  
million	
  users,	
  double	
  of	
  what	
  it	
  was	
  in	
  2010.	
  
	
  

	
  
h:p://www.juxtconsult.com/	
  	
  
h:p://www.indiasocial.in/state-­‐of-­‐the-­‐internet-­‐in-­‐india-­‐report-­‐by-­‐
comscore-­‐report/	
  (June	
  2011)	
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h:p://www.socialbakers.com/facebook-­‐sta8s8cs/india	
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#	
   Country	
   Facebook	
   LinkedIn	
  

1.	
   United	
  States	
  
Facebook	
  Sta;s;cs	
   155	
  981	
  460	
   54	
  296	
  510	
  

2.	
   Indonesia	
  Facebook	
  
Sta;s;cs	
   40	
  829	
  720	
   742	
  896	
  

3.	
   India	
  Facebook	
  
Sta;s;cs	
   38	
  045	
  000	
   11	
  994	
  527	
  

4.	
   United	
  Kingdom	
  
Facebook	
  Sta;s;cs	
   30	
  481	
  300	
   7	
  625	
  386	
  

5.	
   Turkey	
  Facebook	
  
Sta;s;cs	
   30	
  473	
  280	
   793	
  882	
  

TOP 5 Social Countries 
 

Source:	
  h:p://www.socialbakers.com/	
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¥ Mumbai	
  has	
  the	
  highest	
  Facebook	
  user	
  base	
  in	
  
India	
  with	
  3.7	
  million	
  FB	
  users	
  (18th	
  in	
  the	
  world),	
  
while	
  Delhi	
  (1.6	
  mln)	
  &	
  Bangalore	
  (1.3	
  mln)	
  rank	
  
36th	
  &	
  38th	
  respec8vely.	
  	
  
	
  

¥  Interes8ngly	
  Chennai	
  has	
  1.2	
  million	
  FB	
  users	
  
showing	
  101.64%	
  penetra;on	
  (among	
  internet	
  
users).	
  So	
  at	
  an	
  average,	
  every	
  Chennai	
  internet	
  user	
  
has	
  at	
  least	
  1	
  profile	
  /	
  page	
  on	
  FB.	
  

	
  
	
  
	
  
	
  
h:p://trak.in/tags/business/2011/06/24/facebook-­‐india-­‐sta8s8cs/	
  

	
  



India	
  Est:	
  	
  
	
  
Creators:	
  
3m	
  (7%)	
  
	
  
Conversa;
onalists:	
  
5m	
  (12%)	
  
	
  
Cri;cs:	
  5m	
  
(12%)	
  
	
  
Collectors:	
  
5m	
  (12%)	
  
	
  
Joiners:	
  
20m	
  (47%)	
  
	
  
Spectators:	
  
20m	
  (47%)	
  
	
  
Inac;ves:	
  
15m	
  (35%)	
  
	
  

h:p://socialmediatoday.com/gauravmishra/
105400/forrester-­‐report-­‐social-­‐
technographics-­‐india	
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Have	
  any	
  of	
  these	
  sta8s8cs	
  surprised	
  you	
  so	
  far?	
  
	
  
Anything	
  you	
  want	
  to	
  study	
  further?	
  	
  
	
  
What	
  are	
  the	
  implica;ons	
  of	
  these	
  sta8s8cs	
  for	
  
your	
  digital	
  publica8on?	
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Source:	
  www.juxtconsult.com	
  	
  
Based	
  on	
  a	
  survey	
  conducted	
  among	
  201,839	
  individuals	
  
spread	
  across	
  all	
  4	
  regions	
  of	
  the	
  country	
  between	
  Apr-­‐Mid	
  
June	
  2011.	
  
	
  
	
  



	
  

Indians’	
  online	
  
rou8nes	
  begin	
  social	
  
and	
  end	
  social.	
  	
  

72%	
  of	
  online	
  
ac8vity	
  is	
  planned	
  –	
  
spontaneous	
  ac8vity	
  
has	
  halved	
  in	
  the	
  
last	
  year.	
  

	
  
	
  
	
  
	
  
	
  
	
  
	
  

Microso\	
  Adver;sing	
  –	
  Internet	
  Behavior	
  in	
  
India,	
  June	
  2011	
  
hBp://www.microso\.com/india/msindia/
pressreleases/72-­‐per-­‐cent-­‐of-­‐the-­‐;me-­‐spent-­‐
online-­‐by-­‐indians-­‐is-­‐planned-­‐not-­‐
spontaneous/301/	
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1.	
  Google	
  India	
  
2.	
  Google	
  
3.	
  Facebook	
  
4.	
  YouTube	
  
5.	
  Yahoo	
  
6.	
  Blogger.com	
  
7.	
  Wikipedia	
  
8.	
  LinkedIn	
  
9.	
  Rediff.com	
  
10.	
  IndiaTimes	
  
	
  

	
  
11.	
  Twi:er	
  
12.	
  WordPress	
  
13.	
  Zedo	
  
14.	
  Google	
  User	
  Content	
  
15.	
  IN.com	
  
16.	
  Windows	
  Live	
  
17.	
  ESPN	
  Cric	
  Info	
  
18.	
  Indian	
  Railways	
  
	
  
	
  
	
  
	
  	
  h:p://www.alexa.com/topsites/countries/IN	
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India	
  has	
  witnessed	
  a	
  high	
  growth	
  of	
  233%	
  year-­‐
on-­‐year	
  in	
  terms	
  of	
  mobile	
  internet	
  usage	
  driven	
  
by	
  cheaper	
  data	
  rates	
  and	
  much	
  improved	
  
handsets.	
  
	
  
h:p://www.buzzcity.com/f/
pr20110214_Global_Mobile_User_Survey_From_BuzzCity.html	
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¥  87%	
  of	
  the	
  mobile	
  
web	
  users	
  are	
  under	
  
age	
  30.	
  	
  
	
  

¥  89%	
  are	
  male.	
  
(Opera’s	
  research	
  
says	
  only	
  1	
  in	
  20	
  are	
  
female.)	
  

h:p://www.buzzcity.com/f/
pr20110214_Global_Mobile_User_Survey_From_BuzzCity.html	
  	
  	
  
h:p://www.infographicsarchive.com/tech-­‐and-­‐gadgets/india%E2%80%99s-­‐
mobile-­‐only-­‐internet-­‐genera8on/	
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Handheld	
  devices	
  
are	
  primarily	
  used	
  
for	
  specific	
  one-­‐off	
  
tasks.	
  
	
  
Top	
  uses:	
  	
  
entertainment,	
  
search,	
  social	
  
networking,	
  email	
  
and	
  news.	
  	
  
	
  
	
  
	
  
	
  
	
  	
  
	
  

h:p://www.goospoos.com/2011/05/mobile-­‐internet-­‐usage-­‐in-­‐india/	
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Only	
  3%	
  	
  
are	
  solely	
  mobile	
  
internet	
  users	
  
	
  
	
  
	
  
	
  

www.juxtconsult.com	
  India	
  Online	
  2011	
  Report	
  
Based	
  on	
  a	
  survey	
  conducted	
  among	
  201,839	
  individuals	
  spread	
  across	
  all	
  4	
  
regions	
  of	
  the	
  country	
  between	
  Apr-­‐Mid	
  June	
  2011.	
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Nokia	
  says	
  that:	
  
	
  
“Indian	
  subscribers	
  are	
  not	
  really	
  *using*	
  the	
  mobile	
  internet,	
  they	
  are	
  
merely	
  tas8ng	
  it.”	
  
	
  
But…	
  “The	
  immediate	
  future	
  is	
  going	
  to	
  change	
  considerably	
  the	
  way	
  we	
  
see	
  it	
  gepng	
  used.	
  For	
  a	
  vast	
  majority	
  of	
  the	
  next	
  100	
  million	
  subscribers	
  
who	
  will	
  start	
  using	
  only	
  the	
  mobile	
  internet–	
  this	
  is	
  the	
  *only*	
  internet	
  
they	
  know.”	
  	
  
	
  
Nokia	
  says	
  that	
  the	
  ABCs	
  for	
  mobile	
  content	
  in	
  India	
  are	
  Astrology,	
  	
  
Bollywood	
  and	
  Cricket.	
  	
  
	
  
	
  
h:p://research.nokia.com/files/MobileInternetUsageInIndia.pdf	
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Today	
  only	
  8%	
  of	
  Indian	
  households	
  have	
  access	
  to	
  a	
  
PC.	
  	
  
	
  
However,	
  by	
  2015,	
  the	
  mobile	
  phone	
  is	
  expected	
  to	
  
help	
  unlock	
  internet	
  access,	
  with	
  more	
  than	
  half	
  of	
  the	
  
an;cipated	
  350	
  million	
  internet	
  users	
  accessing	
  the	
  
internet	
  from	
  their	
  mobile	
  phones.	
  
	
  
	
   h:p://blogs.wsj.com/indiareal8me/2011/07/13/chief-­‐mentor-­‐five-­‐
internet-­‐trends-­‐to-­‐keep-­‐an-­‐eye-­‐on/	
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h:p://www.forrester.com	
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What	
  are	
  Indian	
  Chris8an	
  magazines	
  doing	
  already?	
  	
  
	
  
h:p://www.truthintl.org/main/Jeevavachanam.asp	
  	
  Posts	
  pdfs	
  of	
  
previous	
  issues.	
  	
  
	
  
h:p://lifevisiononline.com/	
  Recently	
  started	
  using	
  WordPress	
  and	
  is	
  
pos8ng	
  pdfs	
  of	
  current	
  and	
  previous	
  issues.	
  Password	
  protected.	
  	
  
	
  
h:p://www.vedabhimani.com/puthiyalakkam/index.html	
  
This	
  Malayalam	
  web	
  site	
  is	
  using	
  page-­‐turn	
  technology.	
  	
  
	
  
h:p://www.praisethealmighty.com	
  	
  Started	
  using	
  WordPress	
  in	
  Sept	
  
and	
  is	
  pos8ng	
  individual	
  ar8cles.	
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h:p://www.charismamag.com/	
  
h:p://www.imirus.com/fulfillment_files/charisma/subscribe.html?
8tle=306	
  
h:ps://www.facebook.com/#!/charismamagazine	
  
	
  
	
  

Though	
  I	
  don’t	
  agree	
  with	
  all	
  of	
  -."'/01" ’0	
  theology,	
  I	
  
admire	
  its	
  cupng	
  edge	
  approach	
  to	
  digital	
  publishing.	
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h:p://www.shelovesmagazine.com/	
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Editor	
  of	
  SheLovesMagazine.com,	
  Idele:e	
  McVicker	
  a:ended	
  
the	
  MTI	
  training	
  in	
  the	
  early	
  2000s.	
  She	
  edited	
  some	
  print	
  
magazines	
  with	
  Campus	
  Crusade,	
  then	
  launched	
  the	
  now	
  
defunct	
  www.globalgirlnetwork.com	
  .	
  More	
  recently,	
  she	
  
started	
  www.shelovesmagazine.com.	
  	
  
	
  
The	
  vision	
  of	
  SheLovesMagazine?	
  	
  
	
  
“For	
  me	
  it’s	
  about	
  telling	
  the	
  stories	
  of	
  how	
  women	
  around	
  
the	
  world	
  are	
  being	
  the	
  change.	
  	
  
	
  
¥ Fostering	
  a	
  strong	
  sense	
  of	
  Sisterhood	
  or	
  community	
  	
  
¥ Sharing	
  our	
  own	
  stories	
  	
  
¥ Mobilizing	
  for	
  change”	
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January	
  2011	
  

¥  188	
  unique	
  visitors	
  per	
  
day	
  

¥  135,000	
  hits	
  

Launched	
  in	
  May	
  2010	
  at	
  
LifeWomen	
  conference.	
  
However,	
  the	
  site	
  really	
  
only	
  got	
  a	
  pulse	
  in	
  
January/February	
  2011.	
  
	
  

October	
  2011	
  	
  

¥  312	
  unique	
  visitors	
  per	
  
day	
  	
  

¥  603,119	
  hits	
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“I	
  imagine	
  600+	
  	
  people	
  walking	
  through	
  our	
  
doors	
  every	
  day.	
  That’s	
  a	
  rather	
  big	
  church.	
  	
  
	
  
Building	
  community	
  is	
  one	
  of	
  our	
  KEY	
  objec8ves:	
  
To	
  not	
  just	
  go	
  for	
  ‘hits,’	
  but	
  watch	
  who	
  comes	
  
through	
  the	
  door	
  and	
  actually	
  visit	
  the	
  sites,	
  
shares	
  and	
  comments.	
  We	
  measure	
  it	
  with	
  
‘engagement.’”	
  
	
  



@%>,(E21:(G32-13$<(

“I	
  burned	
  out	
  doing	
  globalgirlnetwork.com,	
  
because	
  I	
  felt	
  like	
  I	
  was	
  doing	
  it	
  alone.	
  	
  	
  
	
  
	
  
“Also,	
  I	
  didn’t	
  quite	
  figure	
  out	
  who	
  the	
  audience	
  
was.	
  The	
  name	
  was	
  speaking	
  to	
  a	
  specific	
  group	
  of	
  
people	
  with	
  a	
  global	
  perspec8ve,	
  but	
  I	
  felt	
  like	
  I	
  
didn’t	
  know	
  exactly	
  who	
  these	
  people	
  were.	
  It	
  
was	
  either	
  not	
  enough	
  of	
  a	
  niche	
  or	
  not	
  big	
  
enough.	
  I	
  wanted	
  both	
  and	
  that	
  didn’t	
  work.”	
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¥ to	
  start	
  with	
  a	
  strong	
  local	
  base	
  (SheLoves	
  
is	
  connected	
  with	
  Relate	
  Church)	
  

¥ to	
  be	
  clear	
  about	
  our	
  audience	
  and	
  
message	
  

¥ to	
  grow	
  our	
  own	
  writers	
  (Idele:e	
  asks	
  
people	
  from	
  her	
  church	
  to	
  write.)	
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¥ Most	
  of	
  our	
  marke;ng	
  is	
  done	
  through	
  
Facebook	
  and	
  TwiBer.	
  Social	
  media	
  rules.	
  
	
  

¥ We	
  have	
  an	
  email	
  newsle:er	
  that	
  I	
  need	
  to	
  send	
  
out	
  more.	
  
	
  

¥ Word-­‐of-­‐mouth.	
  
	
  

¥ Men8ons	
  at	
  LifeWomen	
  and	
  other	
  networks.	
  
	
  

¥ We	
  need	
  to	
  do	
  more	
  ...	
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¥  Get	
  a	
  small,	
  devoted	
  group	
  of	
  people	
  who	
  will	
  
share	
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