
25% 20% 12% 35% 5% 7% 16% 10% 6%

40% 35% 24% 60% 9% 11% 24% 17% 10%

37% 29% 24% 67% 13% 18% 26% 15% 14%

24% 17% 9% 27% 5% 7% 13% 9% 5%

26% 25% 17% 41% 18% 18% 26% 17% 15%

Latin America Middle East & Africa Asia Pacific Europe

Global 
Social Media 
Landscape

www.globalwebindex.com   |   @globalwebindex

* For more information about how the segments in this question are defined, please click here to learn more
              

All figures are drawn from our Q2 2019 wave of research among 139,698 internet users aged 16-64 in 45 countries. Among this cohort, there were 
112,019 social media users, defined as those who have used or visited a social network in the past month on any device. 
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% who have visited/used a
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   TOP 5 MOST VISITED PLATFORMS

% of social media users who say they have visited or used the following platforms in the last month

Globally (excl. China) In China

   USER SEGMENTS

% who fall into the following social media categories*

52% of social media users 
are celebrity networkers

YouTube

Facebook

Instagram

WhatsApp

Facebook Messenger

91%

80%

65%

61%

58%

WeChat

Sina Weibo

Baidu Tieba

Xiaohongshu

Tencent Weibo

Personal Networkers

FOMO Networkers

Shoppers

Content Networkers

Brand Followers

78%

59%

48%

38%

38%

75%

59%

57%

55%

54%

Brand Discovery1 Product Research2 Purchase Drivers3

Latin America

Europe

Middle East & Africa

North America

Asia Pacific

Social Media in the 
Purchase Journey 

% who use the following to find out
about new brands and products

% who use the following online sources
when actively looking for more information
about brands, products or services

% who say the following features 
would most increase their likelihood
of buying a product online
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  Types of People Followed
% of social media users who say they follow 
these types of people on social media

People you know in real life

Brands you like

Singers, musicians or bands

News/media organizations

Actors

Staying in touch with what friends are doing

To share photos or videos with others

To research/find products to buy

To fill up spare time

To find funny or entertaining content

Staying up-to-date with news & current events

  Reasons for Using Social Media
% of social media users who say the following
are main reasons for using social media

The percentage of those following 
brands they like on social media 
differs across regions

Social media is universally popular, 
but use cases vary strongly by region

https://knowledge.globalwebindex.net/hc/en-us/articles/209749805

