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Social media

motivations

Social media motivations over time
% of internet users who say the following are their
main reasons for using social media
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Social media is a go-to for news
content - our top most-cited
motivator (39%) in 2019

Staying in touch with friends’
activities has seen a 32% decrease
since 2014
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My opinion My friends are
More purposeful activities on social
are increasing; for example,
researching and finding products
* Note that GlobalWeblIndex has tracked “t i o,
pro?nite/iupp?or?chgritabi caaussej’csiice 84 2015 and to buy has rsen by 29 /o
“to watch/follow sports events” since Q4 2016.
Highest-indexing motivation
Most distinctive motivation for going on social media, against the average internet user
To follow . . To network
Gen Z E celebrities /‘ 9 Millennials a for work /‘ /‘ 5
(aged 16-22) 24% . 2 IDX (aged 23-36) Sl . IDX
Latin America North America Middle East & Africa Europe Asia Pacific
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To research/find
products to buy

1.55 IDX | 46%

To stay in touch with what

my friends are doing

1.33 DX | 49%
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Personal
networkers
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Facebook Messenger

115 IDX | 63%

Trendy/cool
113 IDX | 36%

22% have sent or
received a
message from a
brand on Facebook
Messenger in the
past month

FOMO
networkers

To network for work

1.33 DX | 30%

SOCIAL MEDIA SEGMENTS** UNDER THE MICROSCOPE
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Social
shoppers

To stay in touch with what

my friends are doing

1.21 IDX | 44%
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To share details of what
I'm doing in my daily life

115 IDX | 22%

Brand
followers

PROPORTION OF THE GLOBAL ONLINE POPULATION
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MOST DISTINCTIVE PLATFORM VISITED**
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Facebook Messenger

1.20 IDX | 66%
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TikTok
1.25 DX | 24%
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Snapchat
1.29 IDX | 34%

MOST DISTINCTIVE BRAND QUALITY DESIRED

Trendy/cool
1.21 DX | 39%

18% have had a
conversation with
an automated
response bot on
Facebook
Messenger in the
past month
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Exclusive

1.26 IDX | 33%

28% more likely
than the average
Instagram user to
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Exclusive

1.27 IDX | 34%

25% more likely
than the average
Snapchat user to
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Celebrity
networkers
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Tumblr
1.36 IDX | 24%

i
Young
1.28 IDX | 34%

38% have watched
a video posted by
a celebrity or

have clicked on a have swiped up on vlogger on
product tagged by a user/brand story YouTube in the
a brand on the in the past month past month

platform in the
past month

**Highest over-index for monthly visitation outside China. For more information about how the segments in this section are defined, please click here.

Stark differences in engagement on social platforms
% of internet users outside China who have actively engaged with or contributed to the following services in the past month
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CHANGES OVER TIME
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Instagram YouTube Pinterest Tumblr LinkedIn Twitter Facebook
12% 37% 23% 49% 10% 19% 7% 11% 12% 20% 22% 28% 46% 48%
+218% @ ‘ +28%
Social media is a growing news hub Celebrities and influencers ® 2015 ® 2019 Q B e S 205
% of Facebook/Twitter monthly visitors/users who have still growing in importance
read a news story on each platfrom in the past month % of internet users who follow these
accounts on social media
) v A 4 O & ©
Vloggers Bloggers Actors Musicians Sports stars
Facebook Twitter 12% 19% 16% 23% 28% 33% 27% 33% 21% 24
26% 43% 18% 51%
Brand interactions on social media over time |
% of internet users who have done the following actions in the last month ® 2015 ® 2019 Q % change since 2015

+46% +40%

Unliked/stopped following a
brand on a social network

Uploaded a photo/video to a
brand's social network page

Liked/followed a brand on a
social network

Used a social networking
"share" button on a website

Visited a brand's social
network page

+8%

Clicked on a sponsored post
on a social network

Shared a brand's post on a
social network

Asked a question to a brand
on a social network

Unless otherwise stated, this infographic draws insights from GlobalWeblIndex's Q3 2019 wave of research across 46 countries with a global sample size of 145,271 internet users aged 16-64.
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https://knowledge.globalwebindex.net/hc/en-us/articles/209749805-Social-Media-Segmentation

