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Looking Past Anywhere

In Yankee Group’s book, “ANYWHERE: How Global Connectivity 

Is Revolutionizing the Way We Do Business,” written by our 

Chairman of the Board Emily Green, we note that Anywhere—the 

evolution of ubiquitous wired and wireless connectivity—is the 

largest technology revolution of our lives. Its reach has already 

surpassed that of the PC, and it goes well beyond the Internet. 

Anywhere networks now touch 5 out of 6 people on the planet. 

It’s truly a global revolution.

We also coin the idea of an Anywhere country, which is one where 

wired and wireless broadband per capita exceeds 100 percent. 

Individuals in these regions connect with people, work and services 

from anywhere, and day-to-day information and experiences are 

available on demand.

When we started writing the book in 2008, we could barely 

see the possibility of Anywhere economies. We predicted that 

Australia, Hong Kong, Singapore, South Korea, Sweden and Japan 

would pass this 100 percent tipping point in 2010. 

Now, in 2011, the Anywhere country club numbers nine countries, 

including the six we predicted plus Estonia, Taiwan and the U.S. By 

2013, 20 countries will be Anywhere. By 2014, we’ll have 30. 

But as we pass this tipping point, we see another change coming. 

Ubiquitous connectivity is fundamental—much like electricity—

and, as a result, it is creating another even larger revolution. This 

one is less technology-centric; in fact, it is the exact opposite. This 

revolution is something we call the Connected Experience.

Ubiquitous network connectivity was only the first step in our evolution to a globally connected society. New networks, devices and cloud-sourced content are 
creating a Connected Experience that is changing the very nature of how we live, work and play.

The Bottom Line

Key Takeaways

Yankee Group predicts that by 2014, $2 trillion in technology spending will be driven by consumers.•	

Technology, application and content suppliers will focus on delivering captivating user experiences.•	

Advanced broadband networks with increasing wireless access and all-IP architectures will improve overall experiences for •	

connected users.

New devices will create huge revenue opportunities for manufacturers that engage consumers in innovative ways.•	

Cloud-based content, from applications to e-books, allow users to be truly mobile.•	

Socially connected users are now a fundamental source of global change.•	
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This new revolution has come about as the result of a gradual 

populist movement, championed by millions of consumers voting 

with their wallets for:

All-you-can-eat data instead of intelligent metered •	

networks. Network owners pushed intelligent networks and 

by-the-bit pricing for years with little consumer interest. But 

both wired and wireless networks took off when carriers started 

offering unlimited data plans, demonstrating that consumers didn’t 

want to be shackled to limits imposed by their providers.

Personal smartphones instead of corporate-liable •	

handsets. Seventy percent of consumers are now using 

personal smartphones at work instead of using those supplied by 

their companies. Why? Because consumers want stylish devices 

that can make their work and home lives easier, not hard-to-use 

gray slabs dictated by corporate IT.

Mobile Internet and social networks instead of carrier •	

portals. Consumers don’t want to be penned into a walled 

garden of content. They want access to the Internet in their 

pockets and handbags and are willing to pay for that freedom.

These consumer demands for Connected Experiences at work, 

at home and on the go have stoked the success of new businesses 

that give consumers what they want. Consumers are turning away 

from traditional technology providers such as Nokia and Dell and 

turning to companies that are more consumer-friendly, such as 

Apple and Google. And in the process, they are shifting trillions of 

dollars in business.

Anywhere connectivity vastly improves our user experience. 

It connects us to people and things we care about, and creates 

opportunities that are so immense they boggle the mind. While 

Yankee Group forecasts Anywhere connectivity revenue will 

exceed U.S.$1 trillion by 2012, we believe the global opportunity 

in creating new Connected Experiences using devices, connectivity 

and content will be even bigger, reaching more than U.S.$2 trillion 

by 2014. 

So what is this new Connected Experience consumers seek? 

Yankee Group defines the Connected Experience as 

one that combines networks, devices and content into a 

seamless engagement that captivates users (see Exhibit 1).

Exhibit 1: A Good Connected Experience Comprises 
Three Essential Ingredients
Source: Yankee Group, 2011

One of the challenges in identifying this new trend is that the 

words describing it seem vague, but we know it when we see it. 

Consider these examples:

Apple’s iPad burst onto the scene in April 2010 and sold nearly •	

10 million units in less than a year, powered by sexy hardware, 

an app store with a wealth of third-party apps, and a blend of 

Wi-Fi and 3G networks.

Google’s Android arrived a year after Apple’s iPhone, yet it •	

now powers more smartphones worldwide on more networks 

than any other smartphone OS. Android also spawned not 

one, but many independent Android app stores and third-party 

applications.

Microsoft’s Kinect motion interface for the Xbox 360 was •	

launched in the summer of 2010, sold more than 10 million units 

by the end of the year, and now holds the record for the fastest 

selling consumer product ever. These devices connect gamers to 

their friends online without even requiring a gaming controller, 

and they have boosted Xbox 360 game sales as well.

These examples may seem very un-businesslike for such a revenue-

generating revolution; that’s no accident. It is in some ways a 

revolution against the legacy large enterprise that mandates 

outdated browsers, blocks social media sites and issues the 

blandest devices imaginable. Those businesses are 10 years behind 

where consumers are today in embracing Connected Experiences. 

But unlike the PC era in which IT departments led the charge, 

this is a consumer-led revolution. Connected consumers and 

workers are now the ultimate power brokers: They decide which 

technologies and experiences succeed—and which ones don’t. As 

a result, those companies that best serve the needs of connected 

users are positioned to lead and profit from this opportunity.
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With that in mind, let’s consider our three examples again. They 

all employ three ingredients that combine to create the optimal 

Connected Experience:

Networks•	

Devices•	

Content•	

Let’s examine each ingredient in turn, using the Apple iPad example 

as our lens. (We choose to use the iPad because its boom has been 

so widely publicized, but we can build a similar case using any of the 

examples above; only the specific product details would be different.)

X-Gen Networks Make Connected 
Experiences Fast

The growth of Anywhere countries illustrates that broadband 

networks are becoming ubiquitous. But ubiquity is about to be 

enhanced by a new generation of networks that create a great 

user experience. These new networks, which Yankee Group terms 

“X-Gen Networks,” differ from prior generations because they are:

Multi-megabit broadband•	 . Customers aren’t limited to just 

e-mail or browsing, but can freely engage in streaming media and 

video conferencing.

Increasingly wireless•	 . No longer tethered, users can consume 

experiences on the go, seamlessly transitioning from one 

network type to another.

All-IP•	 . Users don’t have to think about the network they use 

to access the experiences they desire; they can get them over 

whatever network they choose.

X-Gen Networks connect users more quickly to all the people and 

things they care about. Their very speed and flexibility (they can 

connect to anything with an IP address) unlock a whole new world 

of innovation. 

To illustrate this point, let’s take our Apple iPad example. The major 

difference between an iPad and a large iPod is that the iPad integrates 

high-speed wireless network connectivity as part of its package. An 

iPad user can fetch e-mail, browse the Web and participate in social 

networks anywhere, all because the iPad has an integrated wireless 

connection. Further, the speed of that wireless connection removes 

the requirement that all content be stored in the iPad’s memory. As 

a result, people use iPads to stream videos over the Internet and edit 

their family photos stored on Flickr or Tumblr. And this experience 

can only get better. Today’s iPads use today’s relatively slow 3G 

networks and hotspot Wi-Fi; imagine how compelling they will be 

when they have wide-area 4G network connections.

In fact, this transition to X-Gen Networks is already underway. 

Consider the U.S., which currently leads the world in 4G 

deployments (see the February 2011 Yankee Group Report, “US 

Is Fast Becoming a Key 4G Proving Ground”). In the U.S., Yankee 

Group predicts 4G wireless networks—those using HSPA+, LTE 

and WiMAX technologies—will garner more than 30 million 

subscribers by mid-2012 (see Exhibit 2). That’s only about 10 

percent of the more than 300 million subscribers we predict in the 

U.S. that year, but it’s still a huge opportunity. 

Exhibit 2: US 4G Networks 
Will Garner 30 Million 
Consumers By Mid-2012
Source: Yankee Group, 2011
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Take those 30 million customers, multiply them by the U.S. ARPU 

of $43 a month, and we see a $15 billion market in U.S. next-

generation wireless connectivity services next year. Globally, this 

market will be even larger in 2012, exceeding $18 billion. 

X-Gen Networks—which make these user experiences fast 

and seamless—are the first of the trends we see building new 

Connected Experiences. But networks are just one ingredient of a 

larger recipe.

Connected Devices Frame New Experiences

The second ingredient is new Connected Devices that put new 

experiences into users’ hands. Rather than enumerating every 

Connected Device—from automotive telematics consoles to 

Zigbee-enabled smart meters—we illustrate this trend using two 

familiar examples: smartphones and tablets.

Among communications leaders, smartphones seem ubiquitous. 

Yet while every executive seems to have a BlackBerry on his 

hip, a Droid in her pocket or an iPhone in his hand, smartphone 

pervasiveness is an illusion. Globally, smartphones comprise only 

17 percent of the mobile phone market, or about 750 million 

phones. But because smartphones create such a compelling 

Connected Experience, allowing people to answer e-mails, check 

schedules and stay in touch with their social networks, we see 

smartphones growing to 1.4 billion globally by 2014. Using an 

average smartphone handset price of $350, that’s $227 billion in 

smartphone device sales over the next three years.

But while smartphones have been around for nearly a decade, 

next-generation Connected Devices such as the iPad are brand 

new. Before the iPad, most people considered tablets a failed 

category. No one saw a need for a device that was bigger than a 

smartphone, yet less capable than a PC. Consider this quote from 

the Jan. 27, 2010, issue of PC World:

 “The iPad may be the best (and slickest) tablet we’ve   

 seen. But that’s like advertising yourself as the tastiest   

 cod liver oil. Where’s the real multitasking that might  

 set this apart? Will developers really rush to develop   

 apps for this if there isn’t a groundswell of support among  

 users? Where’s the camera?” 

The press missed the iPad’s attraction because it focused on the 

OS and hardware instead of the Connected Experience. The iPad 

allows people to use their fingers to browse the network instead 

of a track pad or mouse, enabling them to view the device as an 

extension of themselves. The iPad is now a window into their 

connected world. 

Consumers are enthusiastically embracing that experience, voting 

with their wallets to drive iPad sales to more than a billion dollars 

in less than 60 days, the fastest growth to that figure in history. In 

fact, iPad sales worldwide total nearly $9 billion globally and will 

undoubtedly pass the $10 billion mark by the anniversary of its first 

shipment. Yankee Group predicts tablet revenue will surpass $45 

billion globally by 2014, yet this was a market that hardly existed at 

the beginning of 2010 (see Exhibit 3 and our January 2011 Report, 

“2011 US Tablet Forecast: A Rising Tide Lifts All Boats”). 

Exhibit 3: Yankee Group Predicts Tablets Will Be a $45 
Billion Market By 2014
Source: Yankee Group, 2011

More important than the dollars, however, is that Connected Devices 

frame new user experiences and those experiences attract new 

users. Today, 84-year-old grandmothers who were never interested 

in owning a computer are interested in iPads. Why? It’s the form 

factor—they’re light to carry around and yet big enough to be easy 

to read. Meanwhile, at the other end of the spectrum, an entire 
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Steve Jobs calls Apple’s iPads “magical,” but the real magic comes 

from how consumers relate to these new device forms and 

functions. Connected Devices engage users in new and more 

compelling experiences, regardless of whether they sport an Apple 

logo, are powered by Android or are built into the dashboard of 

a BMW. Because of their ability to draw in new users heretofore 

put off by computers, Yankee Group predicts the number of 

tablets in use will reach nearly 300 million worldwide by 2014. 

And consumers are not the only ones jumping on the bandwagon: 

Yankee Group’s Anywhere Enterprise: 2010 U.S. Enterprise 

Mobility/Empowered Employee Survey, Wave 1-4 finds that 8 

percent of employees are already using tablets at work. This is 

incredible, considering tablets have been on the market for just 

a year (by comparison, smartphones are used by 32 percent of 

workers). On average, those tablet-wielding employees say they 

are improving their productivity outside of the office significantly—

at times as much as 37 percent. These users aren’t just in small 

companies; they’re in mainstream enterprises such as JPMorgan 

Chase, Cardinal Health, Wells Fargo, Archer Daniels Midland, 

Sears Holdings and DuPont.

The Final Ingredient : Cloud-Sourced Content

To this point, we’ve still left a question unanswered: If tablets 

are so compelling, why didn’t they take off before 2010? After 

all, Microsoft declared 2002 the year of the Tablet PC, so why 

aren’t we talking about those devices instead of iPads? The 

reason is simple: While Tablet PCs were ready in 2002, two 

other ingredients just hadn’t reached maturity yet. First, X-Gen 

Networks weren’t available, which meant Tablet PCs had to work 

as stand-alone devices or be tethered to a local network. Second, 

Tablet PCs were shackled to the PC-based content model. All 

content, media and digital experiences were built for a CD-based 

world, making them portable but not truly mobile. In essence, 

Tablet PC users back then were limited to the content they could 

carry with them.

The ingredient that was missing in 2002 was Cloud-Sourced 

Content, ranging from downloadable applications to software-

as-a-service sites such as Salesforce.com. While the dawn of the 

World Wide Web in 1988 created the spark for this category, the 

exabytes of content now stored in network clouds throw gasoline 

on the fire. Cloud-Sourced Content extends user experiences 

beyond the physical and geographical limits of their devices. It 

is this seemingly limitless range of content available to users 

that makes Connected Experiences so powerful. In fact, Cloud-

Sourced Content is so powerful, Yankee Group predicts revenue 

from enterprise cloud services will surpass $22 billion in 2014 

(see Exhibit 4 and the January 2011 Yankee Group Report, “2011 

Enterprise Cloud Services Forecast: Revolution or Evolution, 

Cloud Is Moving Fast”).

Exhibit 4: Global Enterprise Cloud Revenue Will Exceed 
$22 Billion by 2014
Source: Yankee Group, 2011

The breadth and depth of Connected Experiences is enormous, 

ranging from streaming audio from Pandora to YouTube videos, but 

we’ll look at two Cloud-Sourced Content examples to illustrate 

the trend: downloadable apps and e-books.

Downloadable Apps: Reaching $26 Billion,  
$3 at a Time

Like connected devices, the downloadable app market is young. 

But apps have grown dramatically because they allow smartphone 

owners to customize their Connected Experience. Yankee Group 

predicts the global app market for smartphones will exceed 

$8.5 billion this year, built on apps that cost less than $3 each. 

Moreover, we expect that market to boom worldwide to more 

than $26 billion in 2014 (see Exhibit 5 on the next page and the 

December 2010 Yankee Group Report “2010 Global Mobile App 

Forecast: Uncovering the Hottest Markets”). 
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Exhibit 5: Smartphone App Revenue Will More Than 
Triple Between 2011 and 2014
Source: Yankee Group, 2011

Like the market for tablets, this was another zero-billion-dollar 

market only three years ago. Yet it’s a market any programmer—

even someone working in their garage—can address by submitting 

an app to an app store. 

While the smartphone is the main driver of the app business today, 

downloadable apps for tablets are on a similar trajectory. On 

March 12, 2011, four out of the top 10 apps downloaded worldwide 

were iPad apps, according to app download monitoring company 

APPlyzer. Yankee Group estimates iPad owners have already 

downloaded more than 300 million apps, worth more than $1.4 

billion in app store revenue, in just three quarters worth of sales. 

The new Connected Experience created by cloud-sourced tablet 

apps has built a billion-dollar market before the apps’ first birthday.

The E-Book: The New Printing Press 

Our last category also creates a new Connected Experience for one 

of the oldest media types in our world: books. We wouldn’t expect 

new Connected Experiences to arrive through a medium that is 

more than 400 years old. Yet Cloud-Sourced Content, along with 

e-readers such as the Amazon Kindle, the Barnes & Noble nook 

and the Sony Reader, are re-inventing books and giving them new 

life. E-readers allow consumers to buy books nearly instantly and to 

carry hundreds of books and magazines with them wherever they 

go. But more importantly, they are re-invigorating book sales.

Although market growth for traditional books is tepid, the U.S. 

e-book market—total titles sold for the Kindle, nook, iPad and other 

e-readers—is growing at an 83 percent annual growth rate, which is 

even faster than the growth of the paid U.S. smartphone app market. 

Yankee Group predicts e-book sales in the U.S. will total more than 

$1.4 billion in 2011 and grow to nearly $3 billion by 2013 (see Exhibit 

6 and the January 2011 Yankee Group Report “2011 US E-Book 

Forecast: Get Set for the Next Best-Seller”). This dramatic growth 

comes because e-books deliver new Connected Experiences, including 

Anywhere buying, scalable fonts and text-to-speech conversion.
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34

103

175

271

381

$9.23 $8.71 $8.19 $7.67 $7.14

$313

$894

$1,436

$2,079

$2,722

0

50

100

150

200

250

300

350

400

2009 2010 2011 2012 2013

$0

$500

$1,000

$1,500

$2,000

$2,500

$3,000

$3,500

Total U.S. E-Book Sales (Millions) Revenue Per Book Sold (U.S. Dollars) Total U.S. E-Book Revenue (Millions of U.S. Dollars)

http://www.yankeegroup.com/ResearchDocument.do?id=55383
http://www.yankeegroup.com/ResearchDocument.do?id=55383


7© Copyright 2011. Yankee Group Research, Inc.  All rights reserved.

March 2011

But while the growth opportunity for e-books is similar to that of 

mobile apps, the opportunity for people to participate in this market 

is much larger. Smartphone apps require that you be a programmer 

to sell content, but e-books only require that you be able to write 

and have a story to tell. E-books not only create new opportunities 

to consume books, but also new creative outlets for people.

The Connected Experience Revolution Begins

The Connected Experience is changing our world. It’s opening 

up new opportunities for X-Gen Network builders, makers of 

Connected Devices and Cloud-Sourced Content firms. It’s drawing 

in new consumers, many of whom have never been interested in 

technology before. It’s even creating new opportunities for old 

media such as books. But it brings still one more change that is 

even more profound.

There’s an old adage that the pen is mightier than the sword. If the 

pen is mightier than the sword, how powerful is a smartphone? A 

connected tablet?

To find out, just check the news. From public squares in Tunisia to 

parks in Egypt and bazaars in Libya, Connected Experiences are 

literally fueling revolutions.

Technology didn’t create those revolutions; the people did. However, 

the Connected Experience with its potent combination of networks, 

devices and content allowed people to organize, coordinate protests 

and contact the people they loved. These factors were so profoundly 

energizing that Egypt cut off Internet access in late January to try to 

stem the tide. Still, Egypt’s efforts to stifle communications didn’t 

work; people outside Egypt—using Twitter to relay the information—

started providing dial-up lines to Egyptians so they could continue to 

organize. The Connected Experience was so socially powerful that 

government was powerless to stop it.

And yet, the Connected Experience isn’t only about revolution. 

During the March 11 earthquake in Japan, Twitter messages from 

people experiencing the earthquake provided warnings to others 

further away from the epicenter to seek higher ground to escape 

the tsunami that followed. Google’s Person Finder allowed families 

to reconnect after the disaster, even though most of the country’s 

mobile phone networks were overwhelmed. And relief effort 

fundraising using Twitter and iTunes raised millions of dollars 

online within hours of the disaster. The Connected Experience is 

not only a force for power, but ultimately, it connects us to all the 

people and things we care about.

The Connected Experience and its impact across X-Gen 

Networks, Connected Devices and Cloud-Sourced Content 

are the themes Yankee Group researches. Going forward, we’ll 

exclusively research how the Connected Experience increases 

revenue for our clients and changes our lives and our society.

Ubiquitous connectivity is giving us the ability to communicate 

anytime and anywhere, but the experiences created by those 

connections are proving to be even more powerful. The 

Connected Experience is the largest technology change of our 

time, and its effects will be felt by individuals, families, societies and 

governments around the globe. It will truly touch us all.

Welcome to the Connected Experience revolution.
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