
AfterAccess India 1

AFTERACCESS: ICT ACCESS 
AND USE IN INDIA AND THE 
GLOBAL SOUTH

A REPORT BASED ON NATIONALLY REPRESENTATIVE 
SURVEYS OF HOUSEHOLDS AND INDIVIDUALS 
CONDUCTED BY DIRSI, LIRNEASIA AND RESEARCH  
ICT AFRICA

LIRNEASIA, AUGUST 2018



The research reported here was conducted by LIRNEasia, an ICT [information and communication technology] 

policy and regulation think tank working in the Asia-Pacific. LIRNEasia has been active in India since 2005, 

conducting both demand- and supply-side research as well as advocating for policy changes in the telecom 

sector on issues ranging from USO reform to ADC removal, and more. 

For more information, visit lirneasia.net or follow at @LIRNEasia. 

The AfterAccess surveys are conducted by pro-poor sister-networks across the Global South with support from 

the International Development Research Center (IDRC) of Canada and the Swedish International Development 

Cooperation Agency (SIDA).

Our surveys are nationally representative and use methodology that is comparable across the countries. This 

currently includes completed surveys in 18 countries: six in Asia, seven in Africa, and five in Latin America. An 

additional four countries are being surveyed at present, making it the most comprehensive database on mobile 

phone and Internet access and use in the Global South. The currently available data was collected via 90-minute 

face-to-face interviews with 38,005 households and individuals, and allows for disaggregation by gender, rural or 

urban setting, and age among other factors. Data from 16 of the first 18 countries are presented in this report.

The research for this report was conducted between April 2017 and February 2018 by LIRNEasia in Asia, 

Research ICT Africa (researchictafrica.net) in Africa and DIRSI (dirsi.net) in Latin America.

For more information visit afteraccess.net or follow at @AfterAccess.
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highlights
•	 61% of Indians aged 15-65 own mobile phones 

•	 Just 28% of these phones are smartphones, 16% feature phones, and the majority (55%) are basic 
phones, therefore have no internet capability 

•	 There is a 22% gap between urban and rural populations in mobile ownership, the largest gap 
among the Asian countries studied 

•	 65% still don’t know what the Internet is; 81% claim not to use it 

•	 Just 15% use social media 

•	 9% of Indian social media users report being bullied online; 7% report being faced with 
inappropriate or offensive material 

•	 India performs best in Asian countries on platform use; mostly e-commerce, transport and ticket/
appointment platforms are being used.
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about the study
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About AfterAccess
AfterAccess is a series of surveys of how individuals in 20+ countries of the Global South access and use ICTs. The surveys were conducted between April 
2017 and February 2018 in 18 countries in Asia, Africa and Latin America via 38,005 face-to-face household and individual interviews lasting 90-minutes 
each. More countries are currently being added to the list.

The objective of this global effort is to collect a range of household and individual data that can offer much greater insight into the demand-side barriers 
to digital equality, and in this way provide far more comprehensive national and regional evidence bases to inform policy and regulation. The surveys 
cover a wide range of topics related to mobile, Internet, social media and other platform use. AfterAccess is uniquely positioned to disrupt the current 
narratives of homogeneity in mobile and Internet access and use, illustrate the multifaceted challenges faced by the developing world, and identify 
precise points of policy intervention.

The surveys are nationally representative in each country, for the 15-65 age group, with a confidence margin of 95% and margin of error of approximately 
+/-3%. That is, the data can be extrapolated to the 15-65 population in each country, producing estimates which will be within +/-3% of the actual levels. 
The methodology and sample sizes allow for disaggregated analysis of urban-rural populations, genders, and socio-economic groups at the national level. 
Comparable methodology and a (predominantly) common questionnaire were used across regions and countries.

The research was conducted by LIRNEasia in Asia, DIRSI in Latin America and Research ICT Africa in Africa.

about the study

AfterAccess countries 
covered and sample sizes.

Note: Pakistan excludes AJK, 
FATA, Gilgit-Baltistan (~2% of 
population)”
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AfterAccess in India
In India, 5,000 households and individuals were surveyed from 250 wards and villages in 19 
states and 108 districts (all randomly selected). 

The fieldwork was conducted in October-November 2017, by an international market research 
company, with supervision of all field activities by LIRNEasia. 

The data are representative of households in India as well as the population aged 15-65, i.e., 
can be extrapolated to those groups on a national level with statistical confidence. The data 
can be analyzed with statistical confidence by urban-rural, gender, socio-economic grouping 
and age groups at a national level. The data cannot be analyzed by state or district level, as the 
sample was not designed with that intention. 

Sample size determination
The desired level of accuracy was set to a confidence level of 95% and an absolute precision 
(relative margin of error) of 3%. The population proportion P was set conservatively to 0.5, 
which yields the largest sample size. The minimum sample size (n) was determined by the 
following equation: 

  
Inserting the parameters for the survey yields the minimum sample size for simple random 
sampling. Depending on the sampling method for the survey, the minimum sample size will 
have to be multiplied by the design effect variable. 

In the absence of empirical data from previous surveys that would have suggested a different 
value, the default value of 2 is chosen for the design effect. This yields then, a minimum 
sample size of 768 per country for households and individuals. The actual sample size for 
countries was slightly larger than the minimum requirement to compensate for clustering 

about the study

AfterAccess India sample locations, based on GPS 
coordinates recorded during fieldwork
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effects, and allows for urban/rural disaggregation of data, as well as gender-
based disaggregation. 

However, in the case of India, given the size and complexity of the country, and 
the adjustments required to balance sample spread with practical constraints 
(finite time and resources), the sample size was further increased to 5,000.

Weighting of data
Two weights were constructed, one for households, and one for individuals. The 
weights are based on the inverse selection probabilities. The weights gross up 
the data to national level. 

Sampling and survey methodology
Household and individual surveys were conducted in 5,000 households across 
India. The sampling methodology has been designed to ensure representation 
of the target group (population aged 15-65) at a national level with 95% 
confidence interval and a +/- 3.5 % margin of error. The sample size allows for 
disaggregation of data by urban-rural, gender and socio-economic classification 
at the national level. 

The method was developed using ward (urban) and village (rural) level data 
from the 2011 National Primary Census Abstract Data. The sampling process 
contained several steps, and multiple levels of selection, but at every level of 
selection, randomness was maintained, thus ensuring representation. 

The data was collected using mobile devices, and uploaded and reviewed on a 
daily basis, with live monitoring of GPS locations of survey teams. 

Raw data collected was then weighted using 2017 national population 
estimates to correct for over- and under-sampling of certain population sub-
groups.

AfterAccess India sampling procedure
PSU= Primary sample unit (ward or village)

PPS= probability proportionate to size sampling 

about the study
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Note on reading this report 
The ordering of the survey countries presented in each chart and table of this report is 
based on descending GNI per capita (Purchasing power parity, or PPP terms), at current 
international dollars. This is based on World Bank data for the year 20171, as shown in the 
Table.

Each data table or graph from the survey data is accompanied by the relevant survey 
question, and a table of sample bases for each tabulation. Where the number of 
respondents is low, the base is highlighted and where the number of respondents is 
insufficient for interpretation, the data is excluded. 

1 https://data.worldbank.org/indicator/NY.GNP.PCAP.PP.KD

about the study
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connectivity
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Mobile ownership 
Sixty-one percent of Indians aged 15-65 own a mobile phone. Computer use is far behind – no more than 6% of the same population group. India still 
has a significant urban-rural gap in mobile phone ownership, with rural dwellers 22% less likely to own a mobile than urban – a larger gap than in other 
Asian country surveyed. India also has the highest gender gap in mobile ownership among the countries surveyed – women in India are 46% less likely 
than men to own mobiles. Despite this, it is promising that approximately half of Indians between the ages of 15 and 65 who have either below-average 
or zero income (mostly women and those below 25 years) do own a phone.

connectivity
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Handset type
The Indian mobile market (along with those of most of the lower income countries) still predominantly comprises basic phones, with no, or limited 
Internet capability. Just 28% of mobile phone owners have smartphones, less than some of the poorer countries surveyed. As expected, smartphone 
ownership among urban respondents was higher at 40% than among rural respondents at 20%. The gender gap was not as high in device type as 
compared to mobile ownership, noted earlier. Forty-seven percent of Indian men aged 15-65 and 40% of women had an Internet-enabled phone (i.e., 
smartphone or feature phone). It appears that the bigger hurdle is for women to get connected (become mobile phone owners); thereafter they are 
almost as likely as men to get an Internet-enabled phone. 

connectivity
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New adopters
Thirty-nine percent of current mobile owners only got connected in the past three years, predominantly from among rural dwellers, women and the 
lower-income-earners.

connectivity
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connectivity
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Multiple SIM ownership
Twenty-six percent of Indian mobile owners aged 15-65 had more than one active SIM card at the time of research; this includes a SIM which had been 
used in the 30 days preceding survey. Multiple-SIM ownership was higher among men, urban dwellers, those of the younger age groups and higher-
income earners.

connectivity
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Internet
The lack of Internet awareness is a considerable problem in India, with just 35% of the 15-65 population aware of what the Internet is. The level of use 
is thus even lower, at 19%. A similar pattern was seen in most of the lower income countries, particularly in Asia. The urban-rural and gender gaps in 
Internet use are large. Internet users are more from the higher income and higher education level brackets, and particularly from among smartphone 
owners. Feature phone owners are not users of the Internet. Internet use was closely associated with social media use; in fact, when most Internet users 
were asked what they do on the Internet, the most popular response was social media. Small percentages of the populations (just 10% in India) use the 
Internet for work. A lack of awareness of what the Internet is, is the key barrier to Internet use, with more than two-thirds of Internet non-users in India 
citing this as the reason for non-use. The lack of awareness was higher among expected groups (rural, women, low income) but surprisingly there was 
some non-awareness even among current smartphone owners who don’t use the Internet. 

connectivity
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App use
The highest reported use of mobile apps (48% of Indian mobile owners aged 15-65) was for social networking apps such as Facebook, Whatsapp, 
Instagram, etc. Social networking was the highest use in most countries. Messaging/chat applications were the next most popular in India (46%). Other 
entertainment and game apps were also used by Indian mobile owners. The use of more ‘utilitarian’ apps (e.g., education, trading, transportation, etc.) was 
less frequent among Indian mobile owners.

connectivity
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social media
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Social media
As seen in the previous sections, social media was the most popular use of the Internet on mobiles, used by 48% of mobile owners. However, its use was 
not evenly spread across all. The rural, women, less educated and those with lower incomes lagged behind in their use. Social media use was seen almost 
entirely among smartphone owners in India.

Social media is mostly used for keeping in touch with family and friends as well as chatting (text) and calls. The majority of social media users are willing 
to share their name, gender, age etc. on social media, and even contact information; however, users are more guarded when it comes to religious and 
political views as well as sexual orientation. Fifty-eight percent of Indian social media users do not trust the news that they read on social media.

social media
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social media
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social media



AfterAccess India36

social media



AfterAccess India 37

social media
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public Wi-Fi
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Public Wi-Fi
Public Wi-Fi is used by 42% of Indian Internet users between the ages of 15 and 65. At least half of these users make use of free Wi-Fi. A larger share of 
rural Internet users make use of the free public Wi-Fi than urban ones; the latter more often use paid hotspots. Male Internet users more often made 
use of free public Wi-Fi, as well as those from higher SECs. The relationship with age appears to be some-what a U-shaped one for Indian Internet users, 
where the youngest (15-25) and oldest (55-65) use free public W-Fi more often than the middle age groups (e.g., those earning, with less time and 
flexibility, etc.)

public Wi-Fi
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public Wi-Fi
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public Wi-Fi
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public Wi-Fi
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market share and  
mobile expenditure
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Market share
The primary SIM card (26% had more than one) used by Indian mobile owners in the 15-65 population indicates a greater market concentration among 
the largest three players in terms of which they use the most, compared to supply-side data published by TRAI).

Source: AfterAccess survey; www.trai.gov.in
Q: What is the name of your main operator (SIM card you use most often)? Base: All mobile subscribers, India (3,252)

market share and mobile expenditure
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Mobile expenditure
The average amount spent monthly by Indian mobile owners on services (including voice, SMS and data) was USD2.3 (approximately INR 149.6) at the 
time of survey (October-November 2017). The industry ARPU at the end of September 2017 was INR892,  or USD 1.37. The discrepancy can be accounted 
for by the fact that in the demand side data, the average is calculated based on the number of unique subscribers, while the APRUs (supply-side) are 
calculated based on the number of active SIMs, which we know from the survey is a larger number than that of unique subscribers (26% of mobile 
owners had more than one SIM). Another factor is the survey target group being those aged 15-65 only. 

2 https://coai.com/sites/default/files/COAI%20ARPU%20REPORT%20Q2%20FY%202017-18%20Final.pdf

Note: Expenditure data not available for Argentina, Peru, Paraguay and Guatemala. 

market share and mobile expenditure
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market share and mobile expenditure
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Online harassment
Respondents were asked about forms of harassment faced when online. The most common form experienced was being called offensive names. 
Harassment levels (reported by respondents) were slightly different at urban than rural level. Interestingly, the levels reported by women versus men were 
also different where men are experience more online harassment compared to women in India. The common perceived motivations for harassment 
were gender, religion or race and politics, and harassment was most often experienced on social media. When asked what effect the harassment had 
on the respondent, the most common response was “It had no effect.” However, 28% of India respondents who experienced online harassment said the 
incident/s reduced their use of the particular website.

online harassment
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e-commerce
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Mobile money
On a percentage basis, the use of mobile money by mobile phone owners is very low. Just 4% use mobile banking, 1% use mobile money and a further 
1% use both. Despite large numbers of registered users reported in the media on major payment platforms, the country performs poorly in this respect, 
especially when compared to some of the other countries surveyed. However, when asked if mobile owners use payment gateway apps on their mobiles, 
15% of Indian mobile owners aged 15-65 indicated that they did (see section on mobile app use).

e-commerce



AfterAccess India 59

Platforms

Buying

Internet users were asked if they were aware of Internet websites or mobile apps to buy and sell goods or services that they need. This could include apps 
such as Uber, Lyft, AliExpress and Upwork.com, as well as social media such as Facebook and Instagram. The responses show that Indian Internet users 
have the highest levels of awareness among the Asian countries. Awareness was high particularly with regard to buying and selling goods and services 
(through platforms such as Amazon, AliExpress, eBay, etc.), buying/selling tickets and appointments, and transport and ridesharing apps. Almost half of 
India’s Internet users were aware of these. When it came to actual use as well, India had the highest number of users (out of those aware of the platforms) 
in Asia, mostly with respect to the same three type s noted earlier (goods/products, transport services, tickets and appointments).

Convenience and better prices were the key drivers for use. In the last three months, most had made less than three transactions; heavy use was not 
widespread. Just 16% of users completed the full transaction (search, order, payment and delivery) within the platform – many only used the platform for 
search and order. The reasons for this ranged from lack of a need to do so (they have access to sufficient offline options), concerns about sharing personal 
details with third parties, and concerns regarding the quality of the product. Not knowing how to use these platforms was also a problem for some. 
Payments were most often done through debit cards and cash-on-delivery among, with some stating they used mobile and/or internet banking.
Awareness was seen to be a barrier to greater uptake, 49% of those who are aware of these platforms said they did not know how to use them.

e-commerce
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e-commerce
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e-commerce
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e-commerce
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Selling

Respondents who are aware of platforms were asked whether they have used them to sell products or services. Low usage of platforms to sell products 
or services were observed. Better job rates/prices and getting access to a larger number of customers were the key drivers for use. More than 25% of 
users had sold five or more product or services over the last three months. Just 12% of users completed the full transaction (search, order, payment and 
delivery) within the platform – many only used the platform to search for and accept jobs. The reasons for this ranged from lack of a need to do so (they 
have access to sufficient offline options) followed by not knowing how to accept orders and receive payments online. Concerns about sharing personal 
details with third parties and low online prices of goods/services were also problems for some. 56% of Indian platform users who sell, cash out their 
payments via mobile wallets or bank accounts belonging to someone else. Most of the users claimed that what they earn via selling goods or services 
online was not essential but nice to have. However, 24% claimed that the earnings are essential to them. Lack of need is the key reason for not using 
platforms to sell, and lack of knowledge was the second most common reason for non-usage.

e-commerce
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LIRNEasia is a pro-poor, pro-market think tank working in the Asia-Pacific region. 

The AfterAccess surveys are conducted by pro-poor sister-networks across the Global South with 

support from the International Development Research Center (IDRC) of Canada and the Swedish 

International Development Cooperation Agency (SIDA).

Our surveys are nationally representative and use methodology that is comparable across the 

countries. This currently includes completed surveys in 18 countries: six in Asia, seven in Africa, and 

five in Latin America. An additional four countries are being surveyed at present, making it the most 

comprehensive database on mobile phone and Internet access and use in the Global South. The 

currently available data was collected via 38,005 face-to-face interviews of households and individuals, 

and allows for disaggregation by gender, rural or urban setting, and age among other factors.


