=Wl EMARKETER

5 Charts That Explain The New Era
for Social Media

Article by Sara Lebow

The old form of social networking may be dying. But our forecast shows people spend more
time on social platforms, so marketers need to be aware of what the new era of social media
looks like. Gen Z and TikTok certainly dominate social media headlines, but Meta maintains
a stronghold, even as it struggles to make new endeavors like Threads take off.

Here are five charts outlining the new era of social media.

1. Gen Z approaches millennial US Social Network Users, by Generation
levels of social network use millions, 2023-2027

Don't forget “the Facebook generation” yet.
Millennials still make up 30.0% of US social
network users (68.5 million), according to our
forecast. But Gen Z accounts for 24.7% (56.4
million) and growing.

Marketers should keep an eye on how Gen Z

is using social media (think TikTok, Stories,
and a dislike of paid ads) because those

behaviors will shape social’s future. But keep ._05.—.—.
36.9 36.4

in mind, millennials haven't gone away. They're 355 35.0 34k
still using social media and engaging with 2023 2024 2025 2026 2027
influencers and ads, and marketers need to B Gen Z (1997-2012) I Gen X (1965-1980)

make sure they keep these older users in mind H Millennials (1981-1996) [l Baby boomers (1946-1964)

even as they zero in on TikTok and Gen Z. Note: internet users who use a social network via any device at least once per month

Source: EMARKETER, May 2023
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2. TikTok is almost on top

TikTok already has Instagram beat in total
minutes per day that US adults spend on the
platform and will pass Facebook in 2025,
according to our forecast. And those figures
don't account for the amount of time teens are
spending on the platform.

Both Facebook and Instagram are ahead

of TikTok in number of US users, with 1779
million and 135.2 million, respectively, compared
to TikTok’s 102.3 million. But TikTok has more
US Gen Z users (45.8 million) than Facebook
(30.9 million) or Instagram (45.5 million),
according to our forecst.

Expect TikTok to continue to shape trends,
especially for young people.

3. But ad spending still heavily
leans toward Meta

US adults spend 7.6% of their average time
with digital media on Meta platforms, but
advertisers spend an overwhelming 19.5% of
their digital ad dollars with Meta, according

to our forecast. This high ratio of ad dollars to
time spent is not the same on YouTube, TikTok,
or Snapchat.

Even as younger users pivot toward TikTok,
advertisers are still comfortable on Facebook
and Instagram. This could be an opportunity for
advertisers to branch out and experiment more
with TikTok and YouTube. But it also means
Meta is doing something right in terms of user
data, ad placements, ease of use, and tracking.
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TikTok Passed Instagram in Total Daily Minutes in
2022 and Will Pass Facebook in 2025

millions of minutes per day among the US adult population
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Note: ages 18+; includes all time spent via any device
Source: EMARKETER, June 2023
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Share of Digital Time Spent per Day by US Adults
vs. Share of US Digital Ad Spending, by Platform

% share of time spent with digital and % share of total digital ad
spending, 2023
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B % share of time spent with digital [l % share of total digital ad spending

Note: ages 18+; average time spent per day with select media platforms includes usage via any device; Meta includes
all time spent on both Facebook and Instagram; YouTube includes YouTube TV; Hulu includes Hulu + Live TV; digital
ad spending includes advertising that appears on desktop and laptop computers as well as mobile phones, tablets,
and other internet-connected devices, and includes all the various formats of advertising on those platforms; net ad
revenues after companies pay traffic acquisition costs (TAC) to partner sites; paid advertising only; excludes payments
to influencers or other creators to produce sponsored content; includes branded content amplified as paid media;
Meta includes Facebook and Instagram ad revenues; excludes revenues reported under Meta's Reality Labs segment;
*represents gross ad revenue

Source: EMARKETER, H12023
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4. It’s all about the influencers

Social ad spending is still growing in the US,
but not nearly as fast as it was at the height of
the pandemic. Instead, influencer marketing is
growing at a faster clip, maintaining double-
digit growth through 2025 to paid advertising's
single digits, according to our forecast.

Influencer marketing has more room for
growth, with US spending totaling $5.14 billion
this year compared to US social ad spending’s
$68.45 billion.

5. Threads unraveled as new
text-based platforms fail to
take off

Instagram'’s Threads had immediate adoption,
but the X (formerly Twitter) rival’s daily active
user count dropped 82% by the end of its
launch month, according to SimilarWeb and
Sensor Tower.

Gen Zers we surveyed downloaded the
platform because it looked fun and they wanted
to try something new, but those interest points
have not made a sticky platform. X use is also
dropping, according to our forecast.

Influencer Marketing Has Been More Resilient
Than Social Ad Spending

% change

32.8%

26.4%

14.0% 147%  143%

16.9%

2019 2020 2021 2022 2023 2024 2025

. Influencer marketing spending growth Social ad spending growth

Note: social ad spending growth is the combined figure for US social network ad spending and YouTube gross ad
revenues; social network ad spending includes advertising that appears on desktop and laptop computers as well as
mobile phones, tablets, and other internet-connected devices, and includes all the various formats of advertising on
those platforms, such as branded content amplified as paid advertising; influencer marketing includes payments made
to influencers or their representatives to promote products and services primarily on social media and other platforms
featuring user-generated content; excludes noncash payments, such as free products or trips, and branded content
amplified as paid advertising.

Source: EMARKETER, July 2023
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Reasons US Gen Z Downloaded Threads
% of respondents, July 2023

It looked fun

40.1%

Wanted to try a new platform
38.7%

My friends/family are on it
25.7%

It was easy to install
25.4%

The creators | follow are on it

23.7%

Like reading or writing text posts

22.2%

Was looking for an alternative to Twitter
19.5%

Wanted to get more followers
14.0%
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Note: n=401 ages 15-26; among those who have downloaded Threads
Source: EMARKETER, "US Gen Z social media survey 2023," Aug 2023
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Make informed decisions quickly
with credible data and insights.

Join the 100,000-plus EMARKETER subscribers—including Fortune 1000
companies and top-tier media agencies—who harness our research, data, and

insights across all areas of their businesses.
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Derive and Validate Decisions With Trusted Data

We've developed a proprietary data-vetting and contextualization process to strip out
potential biases. Our clients can feel assured that they are getting the most accurate,
up-to-date, and well-secured data.

Learn More About Our Vetting Process

Personalize Insights to Your Business Needs

With our latest website enhancements, you can now customize your homepage experience
and filter down your Industry KPIs benchmarks according to preference, so that the most
relevant research and reliable data is consistently at your fingertips.

Explore Our Customizable Offerings

Power Your Team to Go To Market Faster

Our industry-renowned charts and analyst insights will strengthen marketing presentations
and add ROI to your team collateral. Keep your team up to date on relevant trends by giving
them access to our comprehensive product suite—including our exclusive forecasts and

reports, as well as new tools like our Industry KPIs and Analyst Access Program.

Leverage Our Turnkey Solutions

Visit www.emarketer.com or contact us at ii-sales@emarketer.com to learn more about a subscription.

To learn about advertising and sponsorship opportunities, contact advertising@emarketer.com.

Or stay informed with daily newsletters.
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