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Global Digital Media Usage & Growth
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m Global Rank: Digital Media Usage by Channel — Hours Per Week 2013

Global Digital Media Usage by Channel — 2013 (Average Hours Per Week)
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Digital Media Market Rank by Usage, Growth & Overall Share of Media Use
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Total Media Usage & Digital Media Share by Market in 2013
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United States Digital Media Usage & Growth
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United States Digital Media Share of Total Media Usage by Generation
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m U.S. Rank: Digital Media Usage by Channel — Hours Per Week 2013

United States Digital Media Usage by Channel — 2013 (Average Hours Per Week)
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