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Global teen use of social, messaging apps

Percentage of total online users and teens
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Source: GlobalWebindex, 2014
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Social messenging apps are hugely popular among Millennials
around the world. Facebook Messenger reaches 35 percent

of Millennials, compared to 32 percent for WhatsApp and 25
percent for Skype.

Ten percent or fewer of the world’s Millennials use Viber,
WeChat, Line, Snapchat, Kakao Talk, Kik Messenger and Tan-
go. GWI excluded the significant usage by Chinese Millenni-
als, which would have boosted all chat app brands, particularly

Global social app usage by Millennials
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WeChat, which counts 470 monthly users across age groups in
China.

Snapchat is a fast-growing social chat app among Millennials.
The most prolific users of Snapchat are Millennials from Ire-
land, 25 percent; United Kingdom, 18 percent; United States,
16 percent; Canada, 16 percent; Australia, 15 percent; Sweden,
14 percent; and India, 11 percent.

In percentage of global online users using a social app last month, excluding China, ages 17 to 31
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Top 10 Snapchat markets
among Millennials
In percentage of global online users, ages 17 to 31
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What is attracting young people to adopt Snapchat so quickly,
quadrupling its usage in 2014? The No. 1 reason is that it's fun
to use, according to 69 percent of teens, ages 16 to 19. Further,
62 percent said lots of their friends are using it; 54 percent said
one of the reasons they use it is because it’s free; 37 percent
said it’s convenient and easy to use; 31 percent said it’s quicker
than social networks or text messages; 31 percent said it allows
them to message people on a one-to-one basis; and 30 percent
said it’s a more private way to chat than social networks.

Among the most popular activities for Millennials who use the
Internet is to write reviews. Among the most popular places

to post reviews are on social networks and social messenger
apps, according to a 2015 study by GWI. While the most pop-
ular place to post a review is on a retail site, done by 26 per-
cent of Millennials online worldwide, also popular are posting
reviews to a price comparison site (22 percent), an individual
on a social network (21 percent) or a group on a social net-
work (18 percent), or on a reviews and recommendations site
or a contact on an instant messenger (18 percent each).

Social media consumption, by device

Accessing social media sites is the second most popular
activity after accessing search engines among active Internet
users around the world. By far, laptops and desktop computers
rule as the No. 1 devices to access any activity online, although
that is changing. The top social network, Facebook, reports
that more than half of its traffic now comes from mobiles, not
desktops. The mobile usage trend is exploding across all cate-
gories of Internet activities. Micro-blogging also rates among
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Where Millennials have posted reviews
In percentage of global online users, ages 17 to 31
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Why teens use Snapchat

Percentage of those ages 16 to 19 who give the
following reasons to use the platform on mobile
phone or tablet

&

It's fun to use
69%
Lots of my friends are using it
62%
It's free
54% ——
It's really convenient and easy to use
37% ——
It's quicker than using social networks or text messages
31%
It allows messaging people on a direct, one-to-one basis
31% I
It's a more private way to chat than social networks
30% ——
Other
7% N

Source: GlobalWeblIndex, 2014 © World Newsmedia Network 2015



GLOBAL SOCIAL MEDIA TRENDS 2015

the top activities online, led by desktop Top global website genres accessed
use and followed closely by mobile access,

according to GWT. In percentage of all online users, by device
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and content to meet the user demand. Source: GlobalWeblindex, 2014 © World Newsmedia Network 2015

Global social network and micro-blogging, by device
In percentage of online users, Q4 2012 to Q4 2014
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Global mobile social
networker profiles

In percentage of online users using social networks on mobiles,
by country, gender and age in the past month
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Mexico time spent on online media,
by type

In number of hours spent
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Country
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Spotlight on Mexico

Mexico is one of the most active coun-
tries on social media, and the No. 2
most active country on Facebook after
the Philippines, according to Global-
WeblIndex data for 2014.

Mexicans who are online spend an average of 4.7 hours per
month on social media, 4 hours on corporate websites, 3.7
hours on services, 2.9 hours on portals, and 2.4 hours on
entertainment, according to comScore in 2014.

Facebook is the No. 1 social media network in Mexico, with
more than 22 million active users, followed by YouTube with
18.4 million users. Taringa, a Mexican social media site, is
No. 3, with 6.4 million active users, according to comScore
data for 2014.
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Top social networks in Mexico
In total number of visitors
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Growth of Instagram in Mexico
In total number of pages from January 2013 to May 2014
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Source: comScore, 2014 © World Newsmedia Network 2015
Instagram is a growing phenomenon in Mexico, surging from networks. Second, government regulations preclude Chinese
26,000 users in January 2013 to 387,000 in May 2014, accord- users from accessing Facebook and Twitter. Some Chinese
ing to comScore. Other social media network are taking off in users circumvent this problem by subscribing to a virtual pri-
Mexico to accommodate the insatiable habit of social media vate network (VPN) for about US$1 per month, allowing their
networking in Mexico. Facebook and Twitter IP addresses to be hidden from Chinese

authorities.

Spotlight on China

* *4 China’s top three social networks have high penetrations,
China is home to the highest number of *

reaching or exceeding 70 percent of the Internet population:
Sina Weibo, Qzone and Tencent Weibo. Following the top
three are Youku, Tudou, RenRen, Google+, Facebook, Kaixin
and Twitter.

»*

social media networkers in the world,
according to GWI. The top 6 social

networks in China are native to the
country, and only three of the top ten

are non-Chinese: Facebook, Twitter and Google+. There are More than 166 million Internet users around the world access
two main reasons for this: First is language. Most Chinese the Web through VPNs, especially in Asia, which gives users
people do not speak English, the lingua franca of most social access to sites restricted mostly by their governments.
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Virtual private
networks
to access

restricted sites
Percentage of Web users who
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Top social platforms in China

Account holders and active users, as a percent of Web users

B % of Internet users who have an account
8 % of Internet users who actively use the site
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Tudou
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Kaixin
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Tumblr

None
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Note: The definition of active users are online users who have
accounts and say they have used or contributed to the social network
in the last month via any device.

Source: GlobalWebindex, 2014 © World Newsmedia Network 2015

The largest demographic groups to use VPNs are male, young-
er, especially between the ages of 25 and 34, and in the top 25
percent of income in their countries. The countries with the
most VPN usage are Indonesia, Turkey, Vietnam, Thailand,
China and India, according to GlobalWebIndex.



Planbook for social media strategies

Recommendations for media companies as they execute their social media strategies:

* Create a social media strategy that includes short-
term and long-term objectives with partnership,
technology, staffing, training, workflow, data analytics,
audience development and leadership components

* Take note of what works and what doesn’t. Commu-
nicate wins to colleagues and perpetuate successes.
Communicate challenges to colleagues and find work-
arounds to avoid obstacles in the future

* Build a social media team with the purpose of leverag-

ing each social network for its unique content propo-
sitions

* Enable strong working relationships among social me-

dia, audience development, newsroom and technology

teams

e Publish more compelling video and photos on social
networks, as they drive infinitely more referral traffic
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than just text

¢ Include linkbacks to social media posts, as much as
possible

* Work directly with social media network executives to
ensure greater success with their individual algo-
rithms

¢ Proceed with caution on partnerships with social
media networks. Don’t be dazzled by the immediate
gain of revenue. Look at the long-term picture. Make
sure the deal also includes access and ownership of
audience data

* A/B test headlines and copy of social media posts to
drive the most referral traffic possible

¢ Experiment, fail, succeed, repeat








