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Social Media

Motivations
Over Time

% WHO SAY THAT THE FOLLOWING
IS A MAIN REASON FOR USING
SOCIAL MEDIA...
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Time spent on Social media motivations % change since 2014
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*Note that GlobalWeblndex tracks these data points since Q2 2016, apart from "to watch/follow sports events’' (Q4 2016) and 'to promote/support
charitable causes’ (Q4 2015), for which the percentage change was not calculated

Staying in touch with
friends’ activity has
seen a 28% decrease

since 2014

Social media has
become a go-to for
news content; our top

most cited motivator
in Q4 2018

% of audience who say the following are main reasons for using
social media

=

main reasons for using social media

TO NETWORK, SHARE OR BE ENTERTAINED: WHY DIFFERENT AUDIENCES ARE GOING ON SOCIAL

% of each audience who say the following are

(0du® More purposeful activities,
like researching and finding

products to buy, have

increased as a social media

usage motivator by 26%
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Q4 2018 GLOBAL AVERAGE
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‘to find funny or entertaining content’ GEN Z
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FRIENDS BABY BOOMERS
AVERAGE OF:
‘because a lot of my friends are on them’
ST APAC
‘general networking with other people’
‘to meet new people’
EUROPE
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SHARE MEA
AVERAGE OF:
‘to share details of my daily life’ NORTHAM
‘to share my opinion’
‘to share photos or videos with others’
FACEBOOK VISITORS
TWITTER VISITORS
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SNAPCHAT VISITORS
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Stark differences in engagement on social

% who say they follow...

platforms over time (Excludes China)

% of platform users who have actively engaged in the service in the past month
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Top 3 Motivations for Gen Z

SOCIAL MEDIA ENGAGEMENT

Celebrities and influencers still growing in importance @ Q42015 @ Q42018 @ % change
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Singers

27% 34%

Brands

34% 39%

Bloggers
15% 22%

% of Gen Zers who say the following are main reasons for using social media

News content on social media as popular
as ever before

Researching products on social now the
norm, increasing by 29% since Q4 2015

Index % who say they do the following platform-specific actions... % who say the main reason they use social networks is for...
To find funny or entertaining content  46%  1.22 Read a news story on Facebook ~ 27% 41% @
To fill up spare time S Read a news story on Twitter 17% 41% PRODUCT RESEARCH Q:Z‘IZZ:S 0212218
To stay in touch 43% 1.06 2(3?4 2(3‘?8

BRAND INTERACTIONS ON SOCIAL MEDIA

Brand Interactions Over Time

% who say they have done the following interactions in the last month...

@ 23% @ 23%

@ % change

S -

18%
16%
/ 160%/o ) 15% )
130/"/0 12% Lo
10%
Q4 Q4 Q4 Q4 Q4 Q4 Q4 Q4 Q4 Q4
2015 2018 2015 2018 2015 2018 2015 2018 2015 2018

Visited a brand's social
network page

Liked/followed a brand on
a social network

Used a social networking "share"
button on a website

Clicked on a promoted
post on a social network

Asked a question to a brand
on a social network

Unless otherwise stated, this infographic draws insights from GlobalWebIndex's Q4 2018 wave of research across 45 countries, which had a global sample size of 138,962 internet users aged 16-64
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