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Much of the discussion surrounding social networks focuses on the all-important MAU (monthly active 
user). This GlobalWebIndex report goes beyond this simple metric to analyze social media engagement 
from numerous angles – including how people are accessing social platforms, how frequently active 
users are logging in, how much time is spent per day on social networks and exactly what activities are 
taking place.

Custom Reports and Infographics

Need a market-specific look at this subject? Or 
want to explore these behaviors and trends for a 
particular audience? GWI is now offering clients 
the chance to customize any of our reports or 
infographics to reflect their target audiences or 
priority markets. 

With prices starting from just £299 / $450, this 
option allows existing data to be re-cut by any 
of the audiences, markets, behaviors or attitudes 
tracked in the GlobalWebIndex survey – with 
final outputs featuring tailored commentary 
and professionally designed visuals. For more 
information, get in touch with our Head of Trends, 
Jason Mander – jason@globalwebindex.net.

PRO user?

Create custom audiences in our Audience Builder 
and explore their demographics and digital 
behaviors to help you target the customers you 
want. 

From Sports Fans to Early Tech Adopters, 
Snapchatters to Online Shoppers, use our 
powerful PRO platform to create bespoke 
audiences based on shared interests, 
demographics, attitudes or behaviors. To start, 
click on ‘My Audiences’ in PRO.

Alternatively, choose from our extensive list of 
Default Audiences, covering the most important 
demographics and marketing personas, as well 
as all of the audiences covered in past reports.

Related Content

To explore the topics covered in this report in more detail, please download the following reports from 
our Insight Store:

INTRODUCTION

 • Passive Facebooking

 • Facebook’s User Numbers

 • Twitter’s Hidden Users

• Instagram’s Audience

• Multi-networking

• GWI Social Q4 2014

mailto:jason@globalwebindex.net
https://app.globalwebindex.net/products/report/passive-facebooking-q1-2015
https://app.globalwebindex.net/products/report/facebooks-user-numbers-q1-2015
https://app.globalwebindex.net/products/report/twitters-hidden-users-q1-2015
https://app.globalwebindex.net/products/report/sizing-instagrams-audience-q1-2015
https://app.globalwebindex.net/products/report/multi-networking-q3-2014
https://app.globalwebindex.net/products/report/gwi-social-q4-2014


4

Each year, GWI interviews more than 170,000 internet users across 
32 markets – making it the largest on-going study into the digital 

consumer instigated to date.

Research is conducted in quarterly waves, each of which has a 

global sample size of more than 40,000 internet users. Typically, 

we interview between 3,000 and 4,000 people per market per year, 

with larger sample sizes of 30,000 in key markets such as the UK 

and the US. Data is collected in the last six weeks of every quarter, 

ensuring it is as up-to-date as possible. 

Respondents complete an online questionnaire that uses stratified 

sampling techniques to ensure that they are representative of the 
internet population aged 16 to 64 in each country (with correct 

proportions in terms of gender, age and educational attainment).

This data is used to calculate the universe estimates which we 

present throughout this report. Universe figures are designed to 

provide highly informed approximations as to the number of users 

(in millions) that any percentage represents.

NOTES ON 
METHODOLOGY

EMEA
UK / Ireland / France / Germany / Italy / Spain / Netherlands / Poland 
/ Turkey / Russia / Sweden  /  Saudi Arabia  / UAE  /  South Africa

AMERICAS
US / Canada / Mexico / Brazil / Argentina

APAC
China / Hong Kong / Singapore / India / Indonesia / Japan / Taiwan / 
Vietnam / Thailand / Malaysia / South Korea / Australia / Philippines



5

KEY HEADLINES
AND FIGURES

• Across GWI’s 32 countries, there are now over 1 billion active social networkers among the 
internet population aged 16-64. But while PCs/laptops are declining in importance, mobiles 
and tablets are both driving growth. Half of Facebook’s active user base used its official app 
last month.

• Multi-networking is flourishing, with the average internet user having 5 accounts and 
using 3 each month. Nevertheless, Facebook still remains fundamental to social media – 
outside of China, 9 in 10 social networkers have an account on the site.

• Across most of the platforms tracked by GWI, about half of account holders are active 
users. One exception is Google+, which has a notably lower ratio, while Facebook’s active 
usage figures have declined significantly since 2012.

• YouTube has 3x as many monthly visitors as active users, actually placing it ahead of 
Facebook for visitation rates. Twitter and LinkedIn also draw notably more visitors than 
contributing users. The more public nature of these platforms is having an obvious impact 
here.

• Internet users in fast-growth markets spend the most time per day on social media, 
well ahead of the global average of 1.7 hours. Even among the key demographic of 16-24s, 
emerging markets lead more developed countries for daily social media usage.

• Facebook can claim that its active users are accessing its platform more frequently than 
networkers of any other platform. In mature markets these visits tend to be relatively short, 
whereas social networkers in emerging markets devote significantly more time per visit.

• Facebook active users of all ages are equally likely to be using the platform several times a 
day; on most other networks, 16-34s are more frequent users than older networkers.

• 7 in 10 Facebookers clicked ‘like’ last month, making this activity significantly more 
popular than hitting +1 on Google+ or ‘favoriting’ on Twitter. Active users on Facebook are 
also more likely to be interacting with their friends than those on Google+ or Twitter.
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SOCIAL MEDIA ACCESS
Usage by Device1

Key 
Headlines

•  7 in 10 internet users are active on social media, rising to over 80% in some fast-growth 
markets (like Argentina, Mexico and Turkey).

•  Led by users in emerging markets, mobile and tablet networking is booming while PCs/
laptops decline in importance as social media devices.

•  4 in 10 internet users actively use social media apps. Half of Facebook’s active users are 
accessing its app each month, whereas some of the smaller platforms like Pinterest or 
Tumblr post lower ratios.

1 Billion Globally Using Social Media Each Month

CHART 1. SOCIAL MEDIA USE BY MARKET
% who used a social networking service last month

Question: Which of the following have you done online in the past month 
on PC/mobile/tablet? Used a Social Networking Service. ///  Source: 
GlobalWebIndex Q4 2014 ///  Base: Internet Users Aged 16-64

Want to explore this data on the PRO Platform? Click Cross Device > Online 
Activities > Online Activities Done in Last Month on PC, Mobile or Tablet.

http://pro.globalwebindex.net/#/chart-builder/questions/r45all
http://pro.globalwebindex.net/#/chart-builder/questions/r45all
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Across GlobalWebIndex’s 32 surveyed markets, there are now 
around 1 billion internet users who say they are accessing a 
social network each month. This figure constitutes 7 in 10 of the 
global internet population aged 16-64. 

In certain fast-growth markets, where internet users tend to 
be younger and more affluent, social networking is even more 

popular. Over 85% in Argentina, Mexico and Turkey are using 
social networks on a monthly basis. (We discuss this further in 
our Internet Usage Trends report ).

By gender, men and women post the same figures for social 
media use; by income, it’s the more affluent and educated 
segments who are the biggest networkers.

PC/Laptop Networking Falls as Mobiles and Tablets Rise
The importance of mobile devices in fast-growth markets, where 
PCs/laptops are less established internet devices, is one of the 
reasons why computers have been experiencing a gentle global 
decline for social networking behaviors since 2012. 

Over the same time, social networking via mobiles and tablets 
has boomed; 23% more internet users are now accessing social 
media using a mobile than at the end of 2012, while tablet 
networking has jumped by 44%.

CHART 2. SOCIAL MEDIA ACCESS BY DEVICE 
% who used a social networking service last month via these devices

Emerging markets have a significant lead for rates of mobile and tablet networking, with some European markets posting quite low 
numbers. Only 1 in 3 in the UK and one quarter in France and Germany are accessing social media on a mobile each month. 

The expense of tablets is having a notable effect on the ability of 16-24s to social network on these devices. Only 17% of online 16-24s 
use a tablet to get on social media, well below 25-34s and even with 44-54s. However, the youngest internet users are in pole position 
for mobile networking – half do so each month. 

Question: Which of the following have you done online in the past month 
on PC/mobile/tablet? Used a Social Networking Service. ///  Source: 
GlobalWebIndex Q4 2014 ///  Base: Internet Users Aged 16-64

Want to explore this data on the PRO Platform? Click Cross Device > Online 
Activities > Online Activities Done in Last Month on PC, Mobile or Tablet.

http://pro.globalwebindex.net/#/chart-builder/questions/r45all
http://pro.globalwebindex.net/#/chart-builder/questions/r45all
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Half of Facebookers Use the

CHART 3. SOCIAL MEDIA APP USAGE
% of Active Users Accessing the Official App

Official App Each Month
One of the major factors driving the growth in mobile networking is the easy 
availability and functionality of social media apps. 4 in 10 internet users say 
they have used a social networking app in the last 30 days. 

Some platforms have been more successful than others at migrating their 
users to official apps. Leading the way is Facebook: 55% of its active user 
base are using the official Facebook app each month. YouTube and Twitter 
also post healthy figures, whereas some smaller networks lag behind (only 1 
in 5 active users of Pinterest or Tumblr are engaging with the relevant apps, 
for example).

Question: Which of the following mobile / tablet applications have you used in the past 
month? (on any device) ///  Source: GlobalWebIndex Q4 2014 ///  Base: Active Users of 
these Platforms Aged 16-64

Want to explore this data on the PRO Platform? Click Apps > Types of Applications > 
Types of Applications Used (last month).

http://pro.globalwebindex.net/#/chart-builder/questions/q126d2
http://pro.globalwebindex.net/#/chart-builder/questions/q126d2
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MEMBERS, ACTIVE 
USERS & VISITORS
The Degrees of Social Media Engagement2

Key 
Headlines

•  Outside China, over 80% of internet users have a Facebook account but rates may 
have reached a ceiling. In contrast, Tumblr and Pinterest have trebled their membership 
numbers since 2012.

•  Multi-networking is flourishing – the average internet user now has 5.5 accounts and 
is active on about 3 platforms. 16-24s and users in emerging markets lead the way here. 

•  Across most social networks tracked by GWI, close to half of members are active users, 
though the ratio on Google+ is notably lower (36%).

•  More internet users now visit YouTube each month than Facebook. Twitter and YouTube 
have significantly more visitors than active users.

8 in 10 Internet Users 
Have a Facebook Account
It’s a rare social networker that doesn’t have a Facebook account. Outside of China, 8 
in 10 internet users have an account on the platform, as do a mighty 92% of social 
networkers. 

After Facebook, people are most likely to engage with a second-tier of more specialized 
but well-established networks, like YouTube, Twitter and Google+. Over the last two years, 
these platforms have grown their account figures by between 7 and 14 percentage-points 
(whereas Facebook has maintained its percentage).

Beyond these “Big 4” networks, some of the more niche platforms like Pinterest, Instagram 
and Tumblr have been recording huge levels of growth. In terms of members, Tumblr and 
Pinterest have increased their percentage share by three-fold since 2012.
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CHART 4. SOCIAL MEDIA ACCOUNTS
% who have an account on the following networks

Question: Which of the following have you done online in the past month 
on PC/mobile/tablet? Used a Social Networking Service. ///  Source: 
GlobalWebIndex Q4 2014 ///  Base: Internet Users Aged 16-64

Want to explore this data on the PRO Platform? Click Social Media > Social 
Platforms > Account Ownership

http://pro.globalwebindex.net/#/chart-builder/questions/q46x1
http://pro.globalwebindex.net/#/chart-builder/questions/q46x1
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Average Internet User has 5.5 Social Media Accounts
The continued strength of Facebook despite the growth of platforms like Tumblr and Pinterest is a clear indication of the trend towards 
Multi-Networking. Many are turning to a particular platform for particular actions, rather than favoring a one-site-fits-all model.

CHART 5. AVERAGE NUMBER OF SOCIAL MEDIA ACCOUNTS

Account: On which of the following services do you have an 
account? ///  Active users: Which of the following services 
have you used or contributed to in the past month using 
any type of device? ///  Source: GlobalWebIndex Q4 2014 /// 
Base: Internet Users Aged 16-64

Want to explore this data on the PRO Platform? Click on 
Social Media > Social Platforms > Account Ownership.

https://app.globalwebindex.net/products/report/multi-networking-q3-2014
http://pro.globalwebindex.net/#/chart-builder/questions/q46x1
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The average internet user now has more than 5 internet accounts to his/her name. What’s more, they are using about 3 of these 
accounts each month. 

This trend is most prevalent among the youngest internet users and those from fast-growth markets. So, on average, 16-24s now have 
6.5 social media accounts and use about 4 on a monthly basis. Internet users in India and Indonesia are the most likely to be gathering 
social media accounts, averaging around 7.3 each. 

Half of Members are Active Users
GlobalWebIndex defines an active user of a social network as someone who says they are a member of the site and that, within the last 
month, they have actively contributed to or used it.

This definition is stricter and , in our view, more accurate than that applied by the majority of social networks themselves, who often count 
active users as those that are logged in via the app, have clicked an associated button on a third-party website or have simply visited the 
network’s main site without actually doing anything. Equally important is that GWI applies this same definition across all of the platforms 
that we track. This allows us to show that, on most social networks, over 50% of accounts are lying largely dormant.

Facebook is in pole position when we consider the ratio of members to active users. However, Reddit is a very close second, with 
Pinterest and Tumblr performing well too.

Google+ records a notably low figure (36%), in part because of Google’s historical policy of encouraging Gmail or YouTube users to create a 
G+ account to access certain features – thus inflating their membership figures. 

CHART 6. RATIO OF ACTIVE USERS 
TO ACCOUNT HOLDERS BY PLATFORM

Question: On which of the following services do you have an 
account? /// Which of the following services have you used or 
contributed to in the past month using any type of device? /// 
Source: GlobalWebIndex Q4 2014 /// Base: Internet Users Aged 
16-64 (exc. China)

Want to explore this data on the PRO Platform? Click on 
Social Media > Social Platforms > Account Ownership.

http://pro.globalwebindex.net/#/chart-builder/questions/q46x1
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Active Usage Rates on Facebook Fall
Although Facebook, can still claim the best member to active user ratio, its active usage figures have experienced a sharp decline since 
peaking at the end of 2012. Back then, around two thirds of internet users outside China were using the site monthly – now the figure is 
nearer 45%. 

The other big networks have held steady at about 20-25% active usage. The increase in the global internet population during the period, 
however, does mean that absolute figures have risen gently.

In contrast, Pinterest and Tumblr have trebled their active usage rates and Instagram has doubled since mid-2013. Some perspective 
remains essential here, however: 1 in 8 internet users (outside China) might now be active on Pinterest, but that’s still a full 30 percentage-
points behind Facebook.

CHART 7. SOCIAL MEDIA ACTIVE USAGE
% who are active on the following networks

Question: Which of the following services have you used or contributed to 
in the past month using any type of device? ///  Source: GlobalWebIndex Q4 
2014 ///  Base: Internet Users Aged 16-64 (exc. China)

Want to explore this data on the PRO Platform? Click on Social Media > 
Social Platforms > Active User.

http://pro.globalwebindex.net/#/chart-builder/questions/q46x2
http://pro.globalwebindex.net/#/chart-builder/questions/q46x2
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The Importance of Visitors to YouTube and Twitter
There is one final metric that is important here – visitation rates. As well as tracking members and active users, GWI asks respondents 
whether they have visited the service in question within the last month, regardless of whether or not they have an account.

On Facebook, we’ve seen that active usage rates have dropped to below half but it’s still about three quarters of internet users who say 
they visit the platform every month. This is a clear indication of the rise of Passive Facebooking, where Facebookers are accessing the 
platform to check their news-feed or friends’ activities but are not actually contributing to the site.

However, the most important takeaway here is that, in terms of visitations per month, YouTube is more popular than Facebook. YouTube 
in fact has more than 3x as many visitors as it does individuals who think of themselves as active users. Clearly, many see YouTube as a 
place than can be visited without being logged in or even registered.

Similar situations are in evidence for Twitter and LinkedIn too; both are seen as rather more public platforms, explaining why LinkedIn has 
twice as many visitors as active users. 

Such passive forms of usage by non-logged-in visitors might frustrate an Atlas-style ad platform but if these networks can reach tens or 
hundreds of millions of additional individuals beyond their active user bases then that’s still very good news.

CHART 8. ACTIVE USERS VS VISITORS

% who visited the site last month

% who used or contributed to the site in the last month

Question: Which of the following sites/applications have you visited in the 
past month via PC/Laptop, Mobile or Tablet? ///  Source: GlobalWebIndex Q4 
2014 ///  Base: Internet Users Aged 16-64 (exc. China)

Want to explore this data on the PRO Platform? Click Cross Device > 
Web Brand Visitation.

https://app.globalwebindex.net/products/report/passive-facebooking-q1-2015
http://pro.globalwebindex.net/#/chart-builder/questions/r52all
http://pro.globalwebindex.net/#/chart-builder/questions/r52all
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ENGAGEMENT BY TIME
Daily Time Spent on Social Networks 
& Visit Frequency by Platform3

Key 
Headlines

•  Each day, the average internet user spends almost 2 hours on social networks. 16-24s and 
users in fast-growth markets spend significantly more time – almost 3.5 hours in the Philippines. 

•  Half of Facebookers use the platform multiple times per day. Active users of smaller platforms, 
like Tumblr and Pinterest, are visiting much less frequently.

•  For Facebook, active users in developed markets are still accessing the platform multiple times 
per day but these visits are brief. Social networkers in emerging markets devote significantly 
more time per visit.

•  Facebookers of all ages are equally likely to be using the platform several times daily; on other 
networks, 16-34s are more frequent users than older groups.

Internet Users Average Nearly 2 Hours on Social Networks Daily

When we ask internet users how much time they typically spend on social media per day, the importance of social networks (1.72 hours) 
and micro-blogs (0.81 hours) becomes abundantly clear.  

CHART 9. SOCIAL MEDIA TIME PER DAY Daily Social Networking By Age

Question: On a typical day, roughly how many hours do you spend on/doing 
the following? /// Source: GlobalWebIndex Q4 2014 /// Base: Internet Users 
Aged 16-64

Want to explore this data on the PRO Platform? Click Social Media > Social 
Media Time Spent > Time Spent in Social Networking.

http://pro.globalwebindex.net/#/chart-builder/questions/q27lj
http://pro.globalwebindex.net/#/chart-builder/questions/q27lj
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Age differences are particularly pronounced here. 16-24s spend 
2.55 hours on social networks daily whereas the oldest age 
group (55-64s) are devoting less than an hour (0.74) to this 
activity. 

By gender, women spend slightly longer per day on social 
networks than men (1.79 hours vs 1.65). By income, the most 
affluent internet users are dedicating more time per day to 
networking than the other income groups.

CHART 10. SOCIAL MEDIA TIME PER DAY BY MARKET
Average Daily Time Spent on Social Networking

Fast-Growth Markets Lead 
for Daily Networking Time
Just as internet users in fast-growth markets are more 
likely to be using social networks and have multiple active 
accounts, they also tend to be spending the most time per 
day on social media.

The Philippines tops the list; internet users in this market 
devote almost 3.5 hours each day to social networks. Other 
emerging markets also average near 3 hours, including 
Mexico, Argentina and Brazil. In contrast, developed 
markets average much lower figures – 1.65 hours in the 
USA and as low as 1.07 hours in Germany.

Much of this disparity can be attributed the relatively young 
age profile of the internet populations in fast-growth 
markets. However, even when we compare 16-24s from 
various countries, emerging markets still lead; 16-24s in 
the USA and UK might spend an impressive 2.59 hours 
on social networks per day but this can’t compare to the 
over 4 hours that the youngest age group is devoting to 
networking daily in the Philippines and Argentina. 

As we discuss in our Internet Usage Trends report, the 
freedom of expression offered by social networks is an 
important driver here; respondents in fast-growth countries 
are the most likely to say that expressing themselves is a 
very important reason for using the internet as well as the 
most likely to be using blogs each month.

Question:  On a typical day, roughly how many hours do you spend 
on/doing the following? /// Source: GlobalWebIndex Q4 2014 /// Base: 
Internet Users Aged 16-64

Want to explore this data on the PRO Platform? Click Social Media > 
Social Media Time Spent > Time Spent in Social Networking.

http://pro.globalwebindex.net/#/chart-builder/questions/q27lj
http://pro.globalwebindex.net/#/chart-builder/questions/q27lj
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Facebookers Access the Site the Most Frequently
When we turn our attention to how often social networkers are using their preferred platforms, Facebook emerges as the clear winner. 
Exactly half of Facebook’s active users say they access the service more than once a day, with a further quarter saying they use it daily. 
And these figures have stayed absolutely steady over the past year.

CHART 11. SOCIAL NETWORK USAGE FREQUENCY
How often active users access each platform

Question: Thinking about the social platforms listed below that you use or contribute 
to each month, can you please tell us how often you typically use each one? /// Source: 
GlobalWebIndex Q4 2014 /// Base: Active Users of these Platforms Aged 16-64

Want to explore this data on the PRO Platform? Click Social Media > 
Social Platform Usage Frequency.

Facebook’s success at making its platform integral to 
its users’ online lives is obvious when we look at usage 
frequency among active users on other platforms. On 
YouTube, Twitter and Google+, just 25-28% are accessing 
multiple times a day – half the figure that Facebook posts.

Instagram also posts a usage frequency which matches these bigger 
networks; a quarter of its active users are using the service more than 
once a day. But some smaller networks are gathering user bases that 
are notably less engaged. Only 15% or less of active users on Tumblr, 
LinkedIn and Pinterest are accessing multiple times a day. In fact, 
almost half of Tumblr and Pinterest active users say they use these 
platforms less than once a week. 

http://pro.globalwebindex.net/#/chart-builder/questions/q303a
http://pro.globalwebindex.net/#/chart-builder/questions/q303a
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Usage Frequency by Country
Taking a market-by-market look at usage frequency shows the 
different approaches that internet users from developed markets 
and fast-growth countries adopt when it comes to social media. 

CHART 12. FACEBOOK FREQUENT USAGE
% of Facebook Active Users who say they access the service more than once per day

Question: Thinking about the social platforms that you use or contribute to 
each month, can you tell us how often you typically use each one? Facebook. 
/// Source: GlobalWebIndex /// Base: Facebook Active Users Aged 16-64

Want to explore this data on the PRO Platform? Click Social Media > Social 
Platform Usage Frequency > Facebook.

If we use Facebook as an example, a mix of fast-growth and more 
mature nations fill the top 15 places. But in the mature markets, 
internet users say they average 1.5 hours or less on social networks 
per day; clearly, then, Facebookers in these mature countries are 
checking the platform regularly but are doing so for much shorter 
periods of time. 

This trend is broadly consistent across all the global networks that 
GWI tracks – internet users in fast-growth markets spend more 
time per visit on social networks. Coupled with their tendency to 
be active on a larger number of platforms, this explains the high 
figures that these internet users report for daily usage of social 
media.

http://pro.globalwebindex.net/#/chart-builder/questions/q303a
http://pro.globalwebindex.net/#/chart-builder/questions/q303a
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Usage Frequency by Demographics
Generally speaking, women tend to be more frequent users of social networks than men – although Twitter is an exception to this, 
with men having a small lead. Among the income groups, active users from the Top 25% tend to be accessing their networks most 
frequently (though the figures are more even on Facebook).

By age, there is a distinct difference between Facebook and the smaller, more niche, platforms. As our chart shows, about half 
of Facebook users from all age groups are accessing the platform multiple times a day. But if we then compare this to Instagram, 
usage frequency drops significantly as age rises (3 in 10 Instagrammers aged 16-24 are using the service more than once per day, 
whereas just 1 in 10 55-64s are doing the same).

CHART 13. SOCIAL NETWORK USAGE FREQUENCY BY AGE
% who use more than once per day

Question: Thinking about the social platforms listed below that you use or contribute to each month, can you 
please tell us how often you typically use each one? /// Source: GlobalWebIndex Q4 2014 /// Base: Active Users of 
these Platforms Aged 16-64

Want to explore this data on the PRO Platform? Click Social Media > Social Platform Usage Frequency.

http://pro.globalwebindex.net/#/chart-builder/questions/q303a
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4
Key 

Headlines

•  Facebookers are much more likely to be clicking ‘like’ than Google+ or Twitter active 
users are to be hitting +1 or ‘favoriting’. Active users on Facebook are also more likely 
to be interacting with their friends.

•  3 in 10 on Facebook, one quarter on Twitter and 20% on Google+ started following a 
brand last month. A fifth or more of active users on all these platforms share branded 
content each month.

 
SOCIAL MEDIA ACTIVITIES
Top Actions on Social Media

Social Segmentation
GlobalWebIndex divides social networkers into ‘Social Segments’ based on their online 
activities within the last month.

Some 89% of users can be characterized as “sharers” – those who are uploading 
photos, hitting “like” buttons, re-posting/re-tweeting or sharing content. 

Following behind in second place (77%) are the “commenters” group – those who have 
posted questions or comments across various social platforms. The “socializers” are 
a close third (individuals who say they use the internet to stay in touch with friends or 
to keep others up-to-date with their lives).

Elsewhere, 74% can be classified as “creators”; these are networkers who are 
uploading videos, writing stories or blogs, running their own websites or contributing 
product ideas to campaigns. 7 in 10 are also “reviewers” – people who are posting 
reviews and opinions online. 

The final group in the GWI Social Segmentation are the “passives”; this segment, 
which includes only 2% of social networkers, represents those not included in any of 
the other categories. These networkers are typically not interacting with content or 
fellow contacts in any major way.
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Source: GlobalWebIndex /// Base: Internet Users Aged 16-64Want to explore this data on the PRO Platform? Click Social Media > Social Segmentation.

CHART 14. SOCIAL SEGMENTS

http://pro.globalwebindex.net/#/chart-builder/questions/r1
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Activities on Facebook, Twitter and Google+
Looking at the actions of active users on particular platforms exposes some interesting differences.

While an impressive 70% of Facebookers have clicked the ‘like’ button in the last month, for example, a much lower 33% of Google+ 
active users are hitting the +1 button each month. An even lower number (31%) on Twitter favorite tweets monthly.

Likewise, Facebookers are more likely to be interacting with their friends than active users of Google+ or Twitter. Last month, half 
of Facebook active users commented on a friend’s profile or photo; in contrast, only a quarter on Google+ commented on a status and 
a third on Twitter tweeted a friend.

CHART 15. ACTIVITIES ON TWITTER
% of active users who did the following last month

Want to explore this data on the PRO Platform? Click Social Media > Social Platform Past Month Activities > Twitter Actions

Question: Thinking about when you use Twitter, can you please tell us if you have done any of the following within the last month? /// 
Source: GlobalWebIndex Q4 2014 /// Base: Active Users of Twitter Aged 16-64

http://pro.globalwebindex.net/#/chart-builder/questions/q47b
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However, it’s not all good news for Facebook. Active users on this network are more likely to say they have logged in to see what’s 
happening without contributing anything – half do each month. This is in line with the high usage frequency of Facebookers, but it’s 
telling that developed markets dominate the Top 10 for passive use. Again, the popularity of frequent but short and passive access to 
Facebook in these countries is clear.

As well as interacting with their friends, social networkers are using these big three platforms to engage with brands. 4 in 10 on 
Facebook have visited a branded page in the last month, while 3 in 10 have started following (or ‘liked) a new brand. This is not 
necessarily permanent, though: a quarter of Facebook users have ‘un-liked’ a brand in the last month

CHART 15. ACTIVITIES ON GOOGLE+
% of active users who did the following last month

Want to explore this data on the PRO Platform? Click Social Media > Social Platform Past Month Activities > Google+ Actions

Question: Thinking about when you use Google+, can you please tell us if you have done any of the following within the last month? /// 
Source: GlobalWebIndex Q4 2014 /// Base: Active Users of Google+ Aged 16-64

http://pro.globalwebindex.net/#/chart-builder/questions/q47b
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CHART 15. ACTIVITIES ON FACEBOOK
% of active users who did the following last month

Want to explore this data on the PRO Platform? Click Social Media > Social Platform Past Month Activities > Facebook Actions

Question: Thinking about when you use Facebook, can you please tell us if you have done any of the following within the last month? /// 
Source: GlobalWebIndex Q4 2014 /// Base: Active Users of Facebook Aged 16-64

On Google+, meanwhile, some 20% have started following a new brand but 13% have stopped following one. Twitter’s ratio is even 
better – with a quarter following a brand in the last month and only 15% un-following. Either Twitter and Google+ users are more 
dedicated to the brands they follow or are less likely than Facebookers to grow tired of the type of interaction that this activity entails.   

Sharing branded content is also popular – more than a quarter of Facebookers did so last month, as did a fifth on Google+ and 
Twitter. Also, active users on these platforms are about twice as likely to post positive comments about brands as they are to review 
them negatively. 

http://pro.globalwebindex.net/#/chart-builder/questions/q47b
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