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Overview
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ωWelcome to the first issue of Australian Mobile Internet Insight, 
which provides an analysis of mobile internet browsing within the 
Australian market place.

ωIn this edition we highlight the browsing habits of the iPhone 
against the mobile average and the desktop

About this report

ω!ƳŜǘƘƻƴΩǎ aƻōƛƭŜ !ƴŀƭȅǘƛŎǎ ǇǊƻŘǳŎǘ ǇǊƻǾƛŘŜǎ ƳƻōƛƭŜ ǿŜō ŀƴŘ 
desktop web analytics for several hundred mobile and 
conventional web sites

ωMobile Analytics provides mobile operators and content 
publishers a unique understanding of mobile content browsing, 
data usage and content consumption

ωAmethon is based in Sydney, Australia, with offices in Melbourne 
and New York

About Amethon
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Our data
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ÅThis report provides an aggregated summary 
across a subset Australian mobile web sites, to 
ǇǊƻǾƛŘŜ ƛƴǎƛƎƘǘ ƛƴǘƻ !ǳǎǘǊŀƭƛŀΩǎ ƳƻōƛƭŜ ǿŜō 
browsing activities for the first 2 weeks of August 
2008

ÅThis has been drawn from !ƳŜǘƘƻƴΩǎglobal 
customer base which measured more than 5 
million mobile browsing sessions in August. The 
total global mobile traffic was in excess of 100 
million page impressions.

ÅFor the Australian sites included in this report, 
more than 80% of visitors were from Australia.

ÅThe report represents browsing and download 
traffic only, and does not include streaming or P2P 
data

Australia 

82.6%

Other 
17.4%

Mobile visitors by country
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Data usage
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iPhone dominates data consumption per visit
ÅEach iPhone browsing session consumed almost 6x as 

much data as the average mobile session

ÅBut most the iPhone traffic is video download (87%)

iPhone average page size is more than 
double the mobile average
ÅWe believe this is due to iPhone users browsing the 

desktop version of web sites with higher-quality 
content than mobile

ÅHome page size examples:
Åwww.nyt.com desktop size of 455kB vs WAP version of 15kB

Åwww.smh.com.au desktop size of 1.2MB vs WAP version of 6kB

ΧƛtƘƻƴŜ ǳǎŜǊǎ Ƴŀȅ ōŜ ǎǳǊǇǊƛǎŜŘ ǿƛǘƘ ǘƘŜƛǊ ƛƴƛǘƛŀƭ ōƛƭƭǎ ōȅ ǘƘŜ 
quantity of data consumed by their web browsing

54 

20 

106 

iPhone Average mobile Average 

desktop

Average page size (kB)

2.07 

0.30 

iPhone Average mobile

Data use per visit (MB)

http://www.nyt.com/
http://www.smh.com.au/
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iPhone site navigation
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Page views higher than desktop

ÅExperiential browsing ςnew iPhone owners trying 
browsing and showing to friends

ÅIs this a honeymoon period or is it sustainable?

ÅAverage mobile influenced by snack-browsing

iPhone visits currently longer than desktop
ÅLikely to change as iPhone ownership lengthens

ÅiPhone is almost double the duration of average 
mobile

Χ ƛtƘƻƴŜ ǳǎŜǊǎ ŘŜƭǾŜ ƛƴǘƻ ǎƛǘŜǎ ƳƻǊŜ ŘŜŜǇƭȅ ŀƴŘ ōǊƻǿǎŜ ŦƻǊ 
longer than mobile and desktop browsers

173%

100%
133%

iPhone Average mobile Average 

desktop

Relative Page views per visit

2:45

1:37

2:24

iPhone Average mobile Average 

desktop

Average visit duration (min)
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Time of day comparison
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iPhone users browse at similar times of day 
to average mobile users
ÅHowever iPhone browsing is greater in the morning 

(8am) and less in the evening (10pm) than the mobile 
average

Saturday is the peak browsing day for 
iPhone and the average mobile

Χ ǘƘŜ ƳƻǊƴƛƴƎ ǎǇƛƪŜ ƛƴ ƛtƘƻƴŜ ōǊƻǿǎƛƴƎ Ƴŀȅ ǊŜŦƭŜŎǘ ŀ ƎǊŜŀǘŜǊ 
proportion of business users

12 AM 6 AM 12 PM 6 PM 12 AM

Browsing by time of day

Mobile average

iPhone

5%

6%

7%

8%

9%

10%

Mon Tue Wed Thu Fri Sat Sun

Browsing by day of week

Mobile average
iPhone
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Browsing growth

iPhone browsing is growing at a phenomenal 
rate
ÅiPhone browsing traffic has grown at an average of 9% 

per day, albeit from a small base

ÅThis is not surprising due to the recent iPhone launch

ÅStrong baseline growth in mobile browsing of 1.7% per 
day ς4x desktop rate
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Χ ǘƘŜ ǎǘǊƻƴƎ ƭŀǳƴŎƘ ƻŦ ǘƘŜ ƛtƘƻƴŜ ƛƴ ǘƘŜ !ǳǎǘǊŀƭƛŀƴ ƳŀǊƪŜǘ ƛǎ ǎǳǇǇƻǊǘŜŘ ōȅ 
the growth in browsing activity. Broader mobile browsing is also growing 
strongly, especially compared to the desktop

1.7%

0.4%

9.3%

Mobile average Desktop average iPhone

Average daily browsing 
growth for August
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Mobile Search

Search Engine Market Share
ÅGoogle has a significant market share in 

mobile search, with Yahoo a distant 
second at 3.5%

ÅSearch engine marketing share for iPhone
users is consistent with the mobile average

Mobile vs Web Version
Å55% of mobile users search using mobile 

specific versions of search engines

ÅBy contrast, iPhone users are searching 
with the web version 97% of the time
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Χ ƛtƘƻƴŜ ǳǎŜǊǎ ŀǊŜ ŀƭƳƻǎǘ нлȄ ƳƻǊŜ ƭƛƪŜƭȅ ǘƻ ǳǎŜ ǿŜō ǎŜŀǊŎƘ ŜƴƎƛƴŜǎ ǘƘŀƴ 
the average mobile user. Google dominates as the dominant source of all 
mobile search, generating 97% of traffic

Google
95.5%

Yahoo
3.5%

JumpTap
0.5%

Live

0.4%

Mobile average

Google

97.0%

Live

0.1%

Yahoo
2.9%

iPhone

Mobile 
version
56.4%

Web 
version
43.6%

Mobile average

Mobile 
version

3.0%

Web 

version
97.0%

iPhone
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James Cleary

james.cleary@amethon.com

Cell: +61 418 235 612

mailto:james.cleary@amethon.com

