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“The internet has consistently been a disruptive force to
the distribution of goods and ideas over the past 20 years

that the only safe bet on the future is that it will continue to
be a catalyst for change, not just in what we know and own,

but to our values, needs, and visions for society.”
– Billy Hulkower, Senior Analyst, Technology and

Media

This report looks at the following areas:

• How does the movement to the cloud impact offline products and services?
• Will the sharing economy challenge ownership?

This report builds upon Mintel’s Living Online – US, July 2012 . The purpose of this report is to
understand the extent to which internet users integrate the internet into their daily lives, including
topical coverage of various categories of website use, including: news, commerce, entertainment,
reference (health, education, information), and leisure pursuits. The report also explores how internet
users research new services online, but does not cover research or shopping for tangible products
online, which is covered in Mintel’s Online and Mobile Shopping – US, June 2013 .

Report Price: £2466.89 | $3995.00 | €3133.71

Living Online - US - May 2014

The above prices are correct at the time of publication, but are subject to
change due to currency fluctuations.

DID YOU KNOW? This report is part of a series of reports, produced to provide you with a
more holistic view of this market

oxygen.mintel.com © 2014 Mintel Group Ltd. All Rights Reserved. Confidential to Mintel.

http://oxygen.mintel.com//display/store/680487/
mailto:oxygen@mintel.com


Table of Contents

What you need to know

Definition

Data sources

Consumer survey data

Abbreviations and terms

Abbreviations

Terms

Usage and access

Youngest users spend twice as much time online
Figure 1: Time spent online for activities other than email in past seven days, by age, April-December 2013

Digital divide still a problem
Figure 2: Household internet service subscription, by household income, April-December 2013

Mobile

Use of connected devices exploded from 2011-13
Figure 3: Internet usage by device, April 2009-December 2013

Figure 4: Attitudes to use of the internet on mobile devices, April-December 2013

Apps beat browsing
Figure 5: Use of apps in past 30 days, April-December 2013

Media and lifestyle

Entertainment activities show fastest growth
Figure 6: Online activities in past seven days, April 2009-December 2013

Interest in online assistance exceeds interest for in-person support
Figure 7: Aspects of life where respondents seek more online versus offline assistance, February 2014

Social networking most common daily activity
Figure 8: Frequency of website and app usage, ever versus daily, February 2014

High demand for smart home, fitness tools
Figure 9: Interest in new internet activities, by age, February 2014

What we think

How does the movement to the cloud impact offline products and services?

The issues

The implications

Will the sharing economy challenge ownership?

The issues

Scope and Themes

Executive Summary

Issues and Insights

Report Price: £2466.89 | $3995.00 | €3133.71

Living Online - US - May 2014

The above prices are correct at the time of publication, but are subject to
change due to currency fluctuations.

BUY THIS
REPORT NOW

VISIT: store.mintel.com
CALL: EMEA +44 (0) 20 7606 4533 Brazil 0800 095 9094
Americas +1 (312) 943 5250 APAC +61 (0) 2 8284 8100
EMAIL: oxygen@mintel.com

oxygen.mintel.com © 2014 Mintel Group Ltd. All Rights Reserved. Confidential to Mintel.

http://oxygen.mintel.com//display/store/680487/
mailto:oxygen@mintel.com


The implications

Trend: Without a Care

Trend: Prepare for the Worst

Mintel futures: Human

The maker movement meets the Internet of Things
Figure 10: Mimo wearable baby monitor, designed with Intel Edison, April 2014

Accommodating grandma
Figure 11: Famatic, April 2014

Using gamification for good
Figure 12: Khan Academy badge types, April 2014

Figure 13: Ayogo.com’s Monster Manor, April 2014

Key points

A pause in penetration growth
Figure 14: Incidence of internet usage, April 2009-December 2013

Users spending more time online in shorter bursts
Figure 15: Frequency of internet access for activities other than email, April 2009-December 2013

Figure 16: Time spent on the internet for activities other than email, April 2009-December 2013

Internet usage nearly universal among 18-44s
Figure 17: Incidence of internet usage, by age, April-December 2013

Internet users 55+ spend less time online and visit fewer sites
Figure 18: Frequency of internet access for activities other than email, by age, April-December 2013

Figure 19: Time spent on the internet for activities other than email, by age, April-December 2013

Figure 20: Number of unique websites visited in the last 7 days, by age, April-December 2013

Higher-income internet users living more of their lives online
Figure 21: Incidence of internet usage, by household income, April-December 2013

Figure 22: Frequency of internet access for activities other than email, by household income, April-December 2013

Figure 23: Time spent on the internet for activities other than email, by household income, April-December 2013

Figure 24: Number of unique websites visited in the last seven days, by household income, April-December 2013

Key points

Home internet service most common in higher-income households
Figure 25: Incidence of household internet service subscription, by age, April-December 2013

Figure 26: Incidence of household internet service subscription, by household income, April-December 2013

Locations of usage rising
Figure 27: Internet usage by location, April 2009-December 2013

Trend Applications

Innovations and Innovators

Indicators of Living Online

Where and How Internet is Accessed

Report Price: £2466.89 | $3995.00 | €3133.71

Living Online - US - May 2014

The above prices are correct at the time of publication, but are subject to
change due to currency fluctuations.

BUY THIS
REPORT NOW

VISIT: store.mintel.com
CALL: EMEA +44 (0) 20 7606 4533 Brazil 0800 095 9094
Americas +1 (312) 943 5250 APAC +61 (0) 2 8284 8100
EMAIL: oxygen@mintel.com

oxygen.mintel.com © 2014 Mintel Group Ltd. All Rights Reserved. Confidential to Mintel.

http://oxygen.mintel.com//display/store/680487/
mailto:oxygen@mintel.com


Higher-income internet users connect in more locations
Figure 28: internet usage by location, by age, April-December 2013

Figure 29: internet usage by location, by household income, April-December 2013

Use of connected devices exploded from 2011-13
Figure 30: internet usage by device, April 2009-December 2013

Figure 31: internet usage by device, by age, April-December 2013

Figure 32: internet usage by device, by household income, April-December 2013

Connected TVs, STBs heading toward mainstream adoption
Figure 33: Connected television penetration, by age, February 2014

Figure 34: Connected television ownership, by household income, February 2014

Online video STBs gain steam, offer new app ecosystem
Figure 35: Household ownership of internet-enabled TV devices, by age, April-December 2013

Figure 36: Household ownership of internet-enabled TV devices, by household income, April-December 2013

Key points

Social networking tops daily frequency
Figure 37: Frequency of website and app usage, February 2014

High-bandwidth activities show fastest growth
Figure 38: Online activities in past seven days, April 2009-December 2013

Young adults seek entertainment online; 25-44s choose productivity
Figure 39: Online activities in past seven days, by age, April-December 2013

High-income groups live more of their lives online
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Mobile revolution still in progress
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Figure 48: Use of online features on cell phones, April 2011-December 2013
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Interest in online assistance exceeds interest for in-person support
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Younger, higher income, more likely to try new services

Attitudes and Opinions about the Internet

Managing Goals and Challenges Online

Researching Restaurants, Activities, and Services
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Figure 71: Use of new services in past three months, by age, February 2014
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Race and Hispanic Origin

Appendix – Other Useful Consumer Tables
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Figure 100: Aspects of life where respondents seek more online assistance, by race/Hispanic origin, February 2014

Figure 101: Aspects of life where respondents seek more offline assistance, by race/Hispanic origin, February 2014
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