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Key Highlights: 
 

 India has the world’s 3rd Largest Internet Population and 2nd largest in Asia Pacific. 

 75% of PC internet (personal or work computer) users in India are under the age of 35 and 90% of mobile internet users 

in India are under the age of 35. 

 Females across all age groups spend less time on the internet in comparison to their male counterparts.  

Social Networking in India 
 

Number of social media users in urban India reached 78 million by June 2013. It is estimated that number of social media users by 

October 2013 will be 86 million and by December 2013, will be 91 million with Facebook as the leading website.   

 

Among those accessing internet from home or work PC,  

 96% mobile internet users access Facebook where as 86% of PC users access Facebook.  

 217 minutes are spent on Facebook every month by an average user.  

 28% Increase in Facebook visitors in the last 12 months.  

 25% time spent online is on social media.  

 

While Facebook leads the charge among social networking sites, other top web properties in India include Google, Yahoo and 

Microsoft websites.  

 

Social Media and 2014 Lok Sabha Elections 
 

 Recent surveys that claimed that users of digital social media are going to have a decisive voice in the results of the 2014 

general elections have been largely dismissed by industry experts. While there is no denying that Indian users of social media 

are growing exponentially, a significant say in swinging the ballot, is still in the realm of future possibility rather than 

immediacy.  

 A recent survey by Google shows that only 37% of urban Indian voters access the internet regularly, thereby underlining the 

limitations of online campaigning ahead of 2014 elections. The Election Commission estimates the total number of voters to 

be 725 million. According to provisional census data, out of India‟s population of 1.21 billion, 833 million live in rural India 

and 377 million in urban areas. Using the same proportions, the number of urban voters is around 225 million and the number 

of those online, around 83 million. 

 An interesting outcome of the survey was that while 45% of the urban voters surveyed said they would want to see more 

information on the Internet to help them make up their minds, 65% said they do not share their political views online. 

Clearly, increasing activity on social media platforms does not have a direct correlation with voting pattern.  
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Introduction 
 

India has the world’s 3rd Largest Internet Population and 2
nd

 largest in Asia Pacific. There are conflicting figures as to the exact 

number of internet users in India, while one report estimates that nearly 137 million people in India had access to the internet by 2012 

end, another report suggests that people aged 15 years and above who surfed the web via a home or work computer internet amount to 

73.9 million.    

 

Industry experts have claimed that in the surveys conducted, there seem to be oversights and errors of omission in their conclusions. 

For lack of corroborating information, we must presume that there is a certain overlap between active Internet users on mobile devices 

as well as desktops/laptops, and those who only access the Internet from cyber cafés or their work/study places, these statistics are 

most likely ignored in the reports. 

 

Internet Users in India 
 

Internet users in India can be divided into two broad categories – those using internet on mobile and those accessing the internet 

through home or work PCs. On the basis of available data, the following pattern of internet pattern emerges:  

 

Indicator: Age  
 

Age group Percentage of mobile Internet 

Users 

Less than 18 years 9% 

18-24 years 51% 

25-35 years 30% 

More than 35 years 10% 

 

Age Group Percentage of users accessing 

internet from Home or work PC 

15-24 years 36% 

25-34 years 39% 

35-44 years 16% 

45-54 years 6% 

55+ years 3% 

 

 Among the audience accessing internet from home or work PC, three- quarters of India‟s online population is under 35. Men 

overall and women aged 35-44 are amongst the heaviest users. 

 

Indicator: Gender  
 

 Among mobile internet users, 91% in India are males whereas females constitute only 9% of the total mobile internet users in 

India. 

 Among users accessing internet from home or work PC, women between the age group (35-44) are the heaviest Internet 

users. Among age/gender groups and among men, 25-34 year olds are the heaviest Internet users. The following usage 

pattern emerges from the survey of people who access internet from home or work PC.  
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Age group Average hours online per user accessing internet 

from Home or work PC    

 Males Females 

15-24 years 12.8 10.7 

25-34 years 13.1 9.7 

35-44 years 12.0 13.7 

45-54 years 11.6 10.4 

55 years  11.6 10.8 

  

 

 Interestingly, females across all age groups spend less time on the internet in comparison to their male counterparts. 
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Social media in India 

The number of social media users in urban India reached 78 million by June 2013. It is estimated that number of social media users by 

October 2013 will be 86 million and by December 2013, will be 91 million, showing an overall growth of 17% since June 2013.  

Social networking captures the largest percentage of consumers’ time in India.   

  

 
 

Social networking: 
 

 In a survey carried out amongst 5,012 urban youth in the 18-25 age group in 14 cities across India, 46% youth (18-25 age 

groups) in India log onto the networking sites daily.   

 Among mobile internet users, social networking is widely observed with 19.8 million users accessing the websites on 

mobiles. Facebook is the leading website accessed by 96% of all social media users.  

 In another survey conducted amongst 17,478 students between 12-18 year olds across 14 cities (metros and mini metros) in 

India, 83.83% of the students are registered with Facebook, 29.43% with Twitter and 27.85% with Orkut. There was hardly 

any difference between the metros and mini-metros on the top preferences.  

 A whopping 91.54% of those surveyed stated that Facebook is their most preferred web-site. Twitter was the 3
rd

 most 

preferred website with 2.21% votes whereas Google accounted for only 1.24% votes and was the 4
th

 most preferred website 

among students. 

 Among those accessing internet from home or work PC,  

o 86% Indian web users visit a social networking site. 

o 217 minutes are spent on Facebook every month by an average user. 

o 28% Increase in Facebook visitors in the last 12 months. 
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o 25% of PC screen time is spent on social media. 86% Indian web users visit a social networking site.  

o 59,642,000 users visited Facebook on their Personal computers.  

 

Top web properties in India 
 

While Facebook leads the charge in social networking sites, other top websites in India include:  

 

 

 

 

Demographics of mobile internet users in India 
 

Education: Almost half of mobile internet users in India are highly educated. 
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Occupation: 2/3
rd

 of mobile internet users based in India belong to the earning class. 

 

 
 

 

 

Social Media and  Lok Sabha Elections (2014) 
 

More than half of India's population is under the age of 25, with 65 % of the population under 35. Several surveys have shown that as 

more and more young Indians go online, social media will strongly influence India's 2014 general elections and may swing 3-4% 

votes.  
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A report titled „Social Media and Lok Sabha Elections‟ termed Facebook as the new vote bank Indian politicians will have to worry 

about. The study identifies 160 Lok Sabha constituencies as 'high impact', in which the number of Facebook users are more than the 

margin of victory of the winner in the last Lok Sabha election, or where Facebook users account for over 10 per cent of the voting 

population. 

 

The study has also identified 'medium impact' and 'low impact' constituencies. 67 constituencies are categorised as 'medium impact' 

while 60 are 'low impact' and the remaining 256 have been classified as 'no impact' constituencies.  

 

Highlights of the Report are: 

 

 Number of social media users in Urban India would reach 86 million in October this year, and 91 million by the end of 2013. 

 Social media users in urban India are expected to grow by 19% between June and December.  

 19.8 million people use mobile phones to access social media platforms in urban India.  

 The report estimates that there could be a vote swing of 3-4% in 24 states (states where the internet users are sizeable). The 

vote swingers can be pre-dominantly young men and non-working women whose affiliation towards social media is high.  

 Highest proportion of social media usage in the top 4 Metros & the Non Metros was among the demographic segment 

“Young Men” with 30% and 26% penetration levels respectively. 

 Younger women are increasingly using social media, whereas, in the Other Metros & Small Metros, “College Going 

Students” show the highest proportion of social media usage. 

 The “Working Women” demographic segment is observed as having the lowest proportion of social media usage in Other, 

Small & Non-Metros whereas they show a moderate proportion of social media usage in the Top 4 Metros. 

 

 

 

 

 

 

 

 

 

 

 

 

Source: IAMAI-IMRB 
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Can Social Media really swing the vote? 
 

Recent surveys that claimed that users of digital social media are going to have a decisive voice in the results of the 2014 general 

elections have been largely dismissed by industry experts.  

 

Industry experts claim that while there is no denying that Indian users of social media are growing exponentially, a significant say in 

swinging the ballot, is still in the realm of future possibility rather than immediacy. They argue that if Facebook is to be the 

predominant social medium which will have the power to influence the outcome of the next general elections then the user needs to 

have a more-than-basic knowledge of the English language, a fairly good understanding of how the computer application works, and 

most particularly that the user is be a registered and willing voter. 

 

A recent survey by Google shows that only 37% of urban Indian voters access the internet regularly, thereby underlining the 

limitations of online campaigning ahead of 2014 elections. The Election Commission estimates the total number of voters to be 725 

million. According to provisional census data, out of India‟s population of 1.21 billion, 833 million live in rural India and  377 million 

in urban areas. Using the same proportions, the number of urban voters is around 225 million and the number of those online, around 

83 million. Experts say social media‟s impact as a mobilizing instrument for agitation has been high but it cannot be said whether it 

can play a role in voting preference. 

 

An interesting outcome of the survey was that while 45% of the urban voters surveyed said they would want to see more information 

on the Internet to help them make up their minds, 65% said they do not share their political views online. Clearly, increasing activity 

on social media platforms does not have a direct correlation with voting pattern.  

Following is an illustration of political discussion in social media.   

 

 
 

 

It can be safely concluded that social media may or may not influence voters to get them over to the polling booth but it surely has 

become an important medium of conversation. 
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