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POPULATION OF G7 COUNTRIES

730 - 740 M

2020

INTERNET USERS IN INDIA

2017 2020

460 M 740 M

percent of the Internet user base spends up to 1/4th their waking hours on the 
Internet.  Proliferation of on-demand video content on mobile is overshadowing 
linear TV viewership. Streaming mobile video content has seen exponential 
growth in the last two years on the back of 4G connectivity and cheaper data 
plans. That video is driving data usage and Internet usage, is no surprise. It is 
only a matter of time before the introduction of 5G delivers new and bigger 

percent increase in smart phone penetration has been due to the influx of 
Chinese smart phone models, cheaper and more affordable smart phones, 
and falling data prices. Smart phone makers are looking at India as one of their 
primary markets, and investing in setting up manufacturing facilities even. The 
mobile opportunity is attracting more and more international smart phone brands.

21

85

11

percent of the Indian population accesses Internet daily. In a hyper-connected 
world, people are plugged in 24x7, conversing in real time about everything 
from hyper-local issues to global developments. The digital economy relies on 
this hyper-connectivity across personal and work lives. 
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DIGITAL VIDEO PENETRATION
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Mobile Desktop
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Given the above scenario, a business needs to do the following:

Provide a compelling 
product/service that is truly 

distinctive

Provide it at an efficient cost 
to beat out alternatives

Communicate to 
the consumer on an 

individual level

WHERE DOES ARTIFICIAL INTELLIGENCE & MACHINE LEARNING COME IN?
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DENTSU AEGIS NETWORK
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