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In this 
report

Market definitions 

In this report we focus on 5 regions:

Nordics: Sweden & Denmark
UKI: UK & Ireland
DACH: Germany, Austria & Switzerland
Southern Europe: France, Spain & Italy
USA

The Nordics and UKI are priority regions, 
but we make comparisons with DACH, 

USA, and Southern Europe throughout, 
as well as a reference to GWI Zeitgeist 
May 2022 research across 9 markets.

Audience definitions

Gen Z: internet users aged 16-25
Millennials: internet users aged 26-39
Gen X: internet users aged 40-58
Baby boomers: internet users aged 
59-64

Click the dots 
to navigate



Each chart from our ongo-
ing global research in this 
report contains a hyper-
link that will bring you 
straight to the relevant 
question on our Platform, 
where you can investigate 
all data by demographics, 
over time, and among your  
own audiences.

Discover the 
data on our 
platform

Information 
about the source 
and base 

Source

Base

Each of the 
graphs is 
numbered 
More information can  
be found in the Appendix
section at the end of  
this report

Just click this icon
to explore the data
on the platform
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There is quite a lot on the market-
ing leadership agenda these days. 
Changes in technology limits how to 
measure the effect of investments, 
which is a challenge as it gets increas-
ingly important when operating in an 
uncertain economic environment. 
Knowing exactly which marketing 
investments work is essential to ensure 
businesses succeed through potential 
downturns. For companies operating 
across multiple markets the complex-
ity rises. It is difficult to know where to 
focus and it becomes easy to be par-
alysed by uncertainty. 
 
This “crisis paralysis” is currently a key 
emerging business risk. Solid evidence 
shows that companies that continue 

investing in their brand and marketing 
during a crisis come out significantly 
stronger. But not all businesses have 
the financial stability to just carry 
on with their intended plans. So how 
do business leaders make the right 
choices on where to invest and what 
to prioritize? 
 
In this white paper, we are not trying to 
solve all strategic discussions at hand. 
Rather, we want to build on the famous 
quote from Rumelt; that the founda-
tion for all good strategy is the question 
“What’s going on here?”. 
 
Consumers have fundamentally 
changed how they spend time on 
media. With digital and mobile once 
being a place to connect with the 
younger audiences, this has expanded 
to be the key go-to place across almost 
all audiences. The covid-lockdown 
accelerated this shift, we now see that 
most changes will stick post-pandemic. 
So this accelerated media landscape 
requires a revisit of current marketing 

plans. Did they follow the pace of 
change among consumers or are they 
stuck in legacy marketing plans? 
 
So the intention of this whitepaper is to 
provide an overview of the development 
and the similarities and the differences 
that we see in the media landscape 
today. We provide a solid perspective 
on how to connect with your key cus-
tomers; how they spend their time and 
how they inform decisions - and finally 
how this differs across markets. 
 
So our simple ask in this white paper 
is this: take your marketing strategy 
and run the “Mind the Gap” test; do 
our marketing investments across 
the global portfolio mirror the media 
usage and behaviors of the core audi-
ences defined? 
 
This will not solve all the challenges 
ahead, but it will be a foundational 
discussion, ensuring that you make 
each dollar invested in marketing work 
towards your business goal.

During times of uncertainty and 
change, the need for answers becomes 
more urgent. We saw this during the 
pandemic, when consumer behavior 
shifted almost overnight, forcing busi-
nesses to adapt quickly by revisiting 
their existing strategies to meet chang-
ing consumer needs.

Now, we’re seeing this happen again 
during the cost of living crisis – the 
impact of which is really just begin-
ning. The constant challenge for 

businesses in this environment is trying 
to keep up with rapidly changing con-
sumer behavior.

That’s why it’s so crucial for busi-
ness decisions and investments to be 
informed by an up-to-date view and 
understanding of consumers’ day-to-
day lives. This is key to coming up with 
marketing plans that really resonate 
with your target audience, and ensur-
ing marketing spend isn’t wasted.

In this report, we’ve leveraged our glob-
ally harmonized data across 5 regions 
to enable business leaders and mar-
keters to get a better understanding of 
their target audiences and keep up with 
the changing media landscape. We 
look at what’s changed, what’s stuck, 
and examine key differences across 
different markets.

Being guided by the data, rather than 
what you expect to see is a helpful 
place to start. Oftentimes, your target 
audience is more diverse or surpris-
ing than you might first expect. For 
example: a lot of attention is placed 
on younger consumers and their dig-
ital behaviors, but when it comes to 
the growth of mobile and video view-
ing, Gen X and baby boomers lead the 
way – something that was accelerated 
by the pandemic, but has continued 
to evolve.

To stay resilient and competitive in 
a world that’s constantly evolving, 
businesses need to always keep their 
finger on the pulse – understanding 
the “what” and the “why” of consumer 
behavior and attitudes; enabling busi-
nesses to stay flexible and adapt to the 
current situation.

PERNILLE 

FRUENSGAARD

HEAD OF INDUSTRY

by

Foreword

CHASE

BUCKLE

VP, TRENDS

by
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Key
insights

Mobile 
continues 
to dominate 
attention

The increased usage of mobile that we 
saw during the pandemic doesn’t seem 
to be temporary. Time spent on mobile 
on an average day has tripled com-
pared to 10 years ago in both UKI and 
the Nordics – and its growth continues. 
Between 2021 and 2022, time spent on 
mobile ticked upward (+5 mins in the 
Nordics and +3 mins in UKI). 

Older 
generations 
drive growth 
of mobile 
and video 
viewing

While younger generations spend 
longer on mobile generally, the biggest 
growth is actually coming from Gen X/
baby boomers, where time spent on 
mobile has increased considerably 
since 2012 across both regions. Going 
online to watch video content has also 
jumped up since 2018 among Gen X/
baby boomers, with the biggest growth 
in the USA (+26%), DACH (+23%), and 
Southern Europe (+22%). 

Snackable, 
short-form 
videos are in 
high demand

Around half of Gen Z/millennials across 
the Nordics, DACH, Southern Europe, 
and the USA say they’ve watched 
a short-form video in the last week. 
Consumer demand for snackable video 
content helps to explain why Instagram 
Reels has picked up speed, with the 
number of Instagram users who say 
they’ve watched/uploaded content to 
Reels increasing by 62% since Q4 2020 
in the Nordics. 

Nailing the 
omnichannel 
experience 
is key

It’s important to remember that when 
it comes to shopping, consumers value 
choice. To drive engagement, retailers 
will need to offer a seamless brand 
experience while consumers switch 
between offline and online shopping. 
Among Gen Z/millennials, the majority 
across all 5 regions say they prefer to 
shop online. For Gen X/baby boomers, 
just over half in UKI (53%) and the USA 
(51%) say they prefer to shop online, 
whereas in other regions the go-to pref-
erence is in-store.

Social 
media is key 
for brand 
discovery 
among 
younger 
consumers

Across all regions, social media is now 
the top form of brand discovery among 
Gen Z and millennials. In the USA, 47% 
of Gen Z/millennials say they turn to 
social media to find out about brands, 
compared to 31% who use search – the 
biggest gap of all 5 regions. Meanwhile, 
using search engines as a discovery 
tool has declined significantly among 
Gen Z/millennials since Q2 2020 
across all regions analyzed.
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The evolving 
media landscape

Back in 2012, broadcast TV was by far 
the most dominant media channel in 
both the Nordics and UKI. Fast forward 
to early 2022, we can see mobile sits 
at the top of the leaderboard. 

Ten years ago, consumers spent just 
50 minutes per day online on mobile 
across both regions. Today, this figure 
has tripled and now stands at 2 hours 
50 mins in UKI and 2 hours 44 mins 
in the Nordics. Mobile now has the 

highest reach at 97% in the Nordics 
and 95% in UKI – an increase of +33% 
and +38% since 2012. 

In GWI Zeitgeist research from May 
2022, two-thirds of consumers across 
9 markets surveyed said they feel 
smartphones have made society better 
and just over half said their lives would 
be worse without them. This really 
reinforces how central mobiles have 
become across almost all aspects of 

consumers’ lives, and social media is a 
key part of this – something we’ll dive 
into further on the next page. 

Even as people resume their normal activ-
ities after Covid, time spent on mobile 
isn’t slowing down. Between 2021 and 
2022, time spent on mobile continues to 
tick upward (+5 mins in the Nordics and 
+3 mins in UKI). This is a sign that the 
increased time spent we saw during the 
pandemic on mobile wasn’t temporary. 

Mobile continues to 
dominate consumers’ 
attention

Time spent 1:00 1:300:30 2:00 2:30 3:00

50%

0%

100%

Reach

Time spent 1:00 1:300:30 2:00 2:30 3:00

50%

0%

100%

Reach

Nordics 2012 2022 Increasing Decreasing

Mobile

Broadcast radio
Broadcast TV

Print press

Music streaming*

Podcasts**

Online TV/
streaming

Online press

Games consoles

Social
networking

1

*tracked since 2017

**tracked since 2020

Reach vs. time spent on media
Average time spent per day on the following media vs. % who use them each day

GWI Core 2012-2022 (averages of waves conducted between Q2 2012-Q2 2022)

28,267 (Nordics) and 110,308 (UKI) internet users aged 16-64
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UK & Ireland

Mobile

Podcasts**

Online TV/
streaming

Online press

Time spent 1:00 1:300:30 2:00 2:30 3:00

50%

0%

100%

Reach

Time spent 1:00 1:300:30 2:00 2:30 3:00

50%

0%

100%

Reach

Broadcast radio Broadcast TV

Print press

2012 2022 Increasing Decreasing

Social
networking

Music streaming*

Games consoles

Back in Q2 2020, we saw record fig-
ures for social media usage across 
both regions as widespread lockdowns 
forced consumers to find other ways to 
connect and socialize. Engagement has 
fluctuated a little since then, however, 
we’re seeing an uptick in time spent 
since 2021 across all markets, with the 
biggest increases in DACH where time 
spent on social media has grown by 
+7 mins since 2021. This shows how 
time spent on social media continues 
to stick despite restrictions easing. 

In 2022, social media accounts for 
71% of all mobile usage in the Nordics, 
with an average of 1 hour and 57 mins 
spent per day and a reach of 94% – an 
increase of +13% since 2012. In UKI, 

social media now takes up 66% of 
mobile usage and time spent sits at 
1 hour and 53 mins per day, which is 
slightly behind the Nordics. 

When compared to the other regions 
in focus, the USA stands out from the 
pack. Time spent on social in this region 
is notably higher than others, at 2 hours 
and 12 mins on average per day. On 
the other side of the spectrum is DACH 
where consumers spend 1 hour and 38 
mins on social media on an average 
day. However, this region has seen the 
biggest jump in time spent since 2021, 
which not only suggests that consum-
ers here are starting to catch up, but 
that more growth could be on the hori-
zon in the future.

Social media 
maintains a strong 
hold in early 2022

Social media takes 
up almost three-
quarters of mobile 
usage in the Nordics

 11 The evolving media landscape 
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2Paid-for TV subscriptions continue to grow across most regions
% in the following regions who say they’ve paid for an online movie/TV streaming service in the last month

Fueled by services like Netflix, Amazon 
Prime Video, and Disney+, among 
others, online TV has seen incredible 
growth over the past 10 years.

Since 2012, time spent watching online 
TV has increased 3x in UKI with con-
sumers now spending 1 hour and 29 
mins tuning in on an average day (+5 
mins since 2021). Its reach has also 
grown by an impressive 43% during 
this time. We can also see consider-
able growth in the Nordics, but time 
spent in this region lags behind UKI with 

consumers spending an average of 1 
hour and 12 mins watching per day.

Even though time spent watching linear 
TV still leads online TV in most regions, 
online TV is progressively eating up a 
larger portion of overall viewing time. 
For example, back in 2015, 78% of TV 
watching happened on broadcast TV in 
UKI, but in 2022 this figure has shrunk to 
64%. At the same time, paid-for TV sub-
scriptions have increased significantly 
since 2012 across all 5 regions. In 2012, 
just 8% of consumers in the Nordics 

said they paid for an online movie/TV 
streaming service in the last month – 
this now stands at 45% in 2022. 

As social media and online TV continue 
to grab more attention, it’s important 
for media planners and advertisers to 
continue to direct investment in these 
formats. This is especially relevant when 
it comes to reaching younger genera-
tions, who are almost twice as likely as 
their older counterparts to say they don’t 
watch live TV on a monthly basis in the 
Nordics (23% vs. 14%).

Online TV bears down on 
traditional channels

GWI Core 2012-2022 (averages of waves conducted between Q2 2012-Q2 2022) 1,678,586 internet users aged 16-64
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The digital divide 
between generations 
is shrinking

Older generations’ digital behaviors 
have come a long way over the past 10 
years. Even though younger generations 
spend the most time on mobiles per 
day, older generations are catching up.

Gen X and baby boomers in the Nordics 
and UKI now spend around 2 hours 
on their mobiles per day – an increase 

from around 30 mins in 2012, with no 
signs of slowing down. Mobile’s reach 
has increased by an impressive 48% in 
UKI and 43% in the Nordics during this 
time for this group.

Notably, across both younger and older 
generations, time spent on mobile con-
tinues to tick upward since 2021 – again 

reinforcing the idea that mobile’s accel-
erated growth during the pandemic 
wasn’t just a lockdown fad. In Q2 2020, 
just as the pandemic started, we saw 
Gen X/baby boomers reach another sig-
nificant milestone in UKI, when for the 
first time in our research, they consid-
ered mobiles to be their most important 
device ahead of PC/laptops.

Mobile’s growth is 
strongly driven by 
older generations

 15
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Time spent 1:30 2:150:45 3:00 3:45

50%
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100%

Reach

Time spent 1:30 2:150:45 3:00 3:45

50%

0%

100%
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Gen Z & Millennials
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Social media

Mobile

Broadcast TV

Music streaming*

Online TV/streaming

Social media

Mobile

Broadcast TV

Music streaming*

Reach vs. time spent on media across generations in the Nordics
Average time spent per day on the following media vs. % who use them each day 

Reach vs. time spent on media across generations in UKI
Average time spent per day on the following media vs. % who use them each day

3

GWI Core 2012-2022 (averages of waves  
conducted between Q2 2012-Q2 2022)

GWI Core 2012-2022 (averages of waves  
conducted between Q2 2012-Q2 2022)

12,849 Gen Z/millennials born between 1983 & 2005 and 
15,418 Gen X/baby boomers born between 1957 and 1982 *tracked since 2017

47,527 Gen Z/millennials born between 1983 & 2005 and 
62,781 Gen X/baby boomers born between 1957 and 1982
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Social media is key for reaching 
younger audiences, with Instagram 
holding a special place in Gen Z’s 
hearts. Across all 5 regions, it’s their 
most-used social platform. For all other 
generations, Facebook is their go-to 
platform. 

Gen Z social media users in both UKI 
and the Nordics are much more likely 
than the average to say they use social 
media to follow celebrities or influenc-
ers, to find content, and to see updates/
content from their favorite brands. 
Around a third in both regions say they 
use social media to find content (e.g. 
articles, shows, videos, memes). On top 
of this, 63% of Gen Z Instagram users 

in the Nordics and 57% in UKI say they 
use Instagram to find funny/entertain-
ing content – reaching a high of 71% in 
DACH. This group aren’t just passively 
scrolling; they’re actively engaged with 
the content they see and the brands 
they love.

So, how can brands get on their level? 
One way of leaning into Gen Z culture 
is through memes or creators, both of 
which are popular accounts followed 
on social media. For example, 45% of 
Gen Z social media users in Southern 
Europe say they follow influencers/
other experts on social media and 42% 
say they follow entertainment/meme 
accounts – the highest of all 5 regions. 

Keeping it social 
with Gen Z

The digital divide between generations is shrinking  19



Above all, whether it ’s memes or 
partnering with content creators, it’s 
important for brands and advertisers 
to keep it real. 

For creators, being authentic and 
sharing relatable stories is something 
that will likely resonate. At the same 
time, Gen Z value entertaining con-
tent, so well-placed humor could have 
cut through among this group. As we 
can see, this audience also stands out 
for using social media to avoid miss-
ing out on things. The FOMO is real, 
so involving this group and making 
them feel like they’re “in the know” is 
important for brands and creators to 
get right.

Around 2 in 5 Gen 
Z in UKI and the 
Nordics follow 
entertainment/
memes accounts 
on social media

% of Gen Z social media users who 
say the following are their main 
reasons to use social (sorted by 
over-index against the average 
social media user)

GWI Core Q1-Q2 2022

1,794 (Nordics) and 4,438 (UKI) Gen Z 
social media users aged 16-25

The digital divide between generations is shrinking

Standout 
reasons to use 
social media 
among Gen Z

Following celebrities or influencers

Avoiding missing out on things

Seeing what's trending/being talked about

Watching/following sports

Finding content (articles, shows, videos)

Seeing updates from your favorite brands

Watching live streams (events, shows)

1.76

1.68

1.50

1.41

1.36

1.31

1.30

Nordics UKI Index 1.00

27

28

31

22

32

19

13

25

25

34

22

31

23
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Following celebrities or influencers

Avoiding missing out on things

Finding content (articles, shows, videos, memes)

Watching live streams (events, shows)

Seeing what's trending/what's being talked about

Seeing updates/content from your favorite brands

Making new contacts

1.53

1.40

1.38

1.36

1.29

1.27

1.26

4
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Growing appeal of 
online video content

Fueled by people gravitating more 
toward mobile and social media, video 
content is increasingly in demand 
across generations. For Gen Z/millen-
nials, 64% in the Nordics and 61% in 
UKI say accessing video content is one 
of the top reasons to go online. This 
remains high across other regions too.

While younger consumers are more 
likely to say this, 51% of Gen X/baby 
boomers in the Nordics say they go 

online to watch video content – the 
highest of all European regions ana-
lyzed. Going online to watch video 
content has increased considerably 
since 2018 among older generations 
across all regions, with the biggest 
growth in the USA (+26%), DACH 
(+23%), and Southern Europe (+22%). 
Whereas, for Gen Z/millennials, fig-
ures have either declined or stayed the 
same, suggesting a level of saturation 
for younger consumers.

Older generations lead 
the way for growth in 
video viewing

Growing appeal of online video content  23



The same trend can be seen when 
looking at the number who say they’ve 
watched videos via mobile in the past 
week. Younger generations might still 
be watching them at higher rates, but 
the biggest growth is coming from 
older generations. The USA sees the 
biggest increase since 2021, with 56% 
of Gen X/baby boomers now saying 
they’ve watched a video via mobile 
in the last week – an increase of 13% 
during this timeframe. At the same 
time, the number of Gen X/baby 
boomers in the USA who say they 
use social media to find content has 
grown by 23% since 2020. This all 
really underpins how there’s serious 
appeal for video content among older 
consumers too.

A quarter of Gen 
X/baby boomers 
in the USA say 
they use social to 
find content – an 
increase of 23% 
since 2020

Nordics UKI DACH Southern Europe USA

50 53 53 60 5957 61 63 65 6243 45 43 56 56

All internet users Gen Z/millennials Gen X/baby boomers % increase since 2021 for Gen X/baby boomers

+12% +10% +10% +4% +13%

Mobile video viewership
% across each region who say they’ve watched any video online via mobile in the past week

GWI Core 2021 & Q1-Q2 2022 333,109 internet users aged 16-64

5
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Short-form video nabs the top spot 
for entertaining content in all regions. 
Consumers in the USA post the high-
est figures across all 5 regions, with just 
under half saying they’ve watched this 
type of video in the past week.

Around half of Gen Z/millennials across 
the Nordics, DACH, Southern Europe, 
and the USA say they’ve watched 
a short-form video in the last week, 
with UKI lagging slightly behind at 
46%. Short-form video remains pop-
ular among older generations too. The 
USA leads the way with 47% of Gen X/
baby boomers saying they’ve watched 

a short-form video in the past week, 
dropping to a low of 39% in UKI.

Consumers gravitate toward snackable 
content, which explains why Instagram 
Reels has quickly picked up speed 
among users in such a short space of 
time. The number of Instagram users 
who say they’ve watched/uploaded con-
tent to Reels has increased by 62% since 
Q4 2020 in the Nordics and by 40% in 
UKI. As video content continues to grab 
attention, consumers will increasingly 
rely on social media for their video fix – 
whether that’s for entertainment or to 
engage with their favorite brands. 

Snackable, short-
form videos are in 
high demand

87% of Gen X/baby 
boomers in Southern Europe 
say they’ve watched a video 
online in the past week

Growing appeal of online video content  27



Nordics UKI DACH Southern Europe USA

Other short video
(Under 10 mins)

Music video

Other long video
(10 mins+)

Comedy/meme/
viral video

How-to/tutorial
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Live video stream
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45

35

32

27

20

18

18

17

43

36

28

31

27

18

17

15

46

35

30

22

25

17

18

15

48

44

29

30

34

17

23

18

49

43

33

38

34

22

25

17

Nordics UKI DACH Southern Europe USA

15
23
25
24
24

18
27
28
27
25

20
27
30
29
25

21
30
32
29
28

21
31
34
31
31

23
31
39
34
33

24
32
38
35
34

% growth 
since Q4 

2020

Q4
2020

Q1
2021

Q2
2021

Q3
2021

Q4
2021

Q1
2022

Q2
2022

+50

+45

+44

+61

+40

Short-form videos are in high demand
% in each region who say they’ve watched the following videos in the last week via any device

Instagram reels picks up speed
% of Instagram users who say they’ve watched/uploaded content to Reels in the last month

GWI Core Q1-Q2 2022 GWI Core Q4 2020-Q2 2022178,377 internet users aged 16-64 331,181 internet users aged 16-64
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04
How commerce
is changing

Online retailers were clear winners 
during the pandemic as lockdowns 
forced consumers to shift how they 
shop. In 2022, consumers in UKI 
report the highest figures for shop-
ping online out of 5 regions, with 59% 
saying they’ve purchased a product 
online in the last week via any device. 
This drops to a low of 43% in DACH.

In UKI and USA, Gen X/baby boomers 
report higher levels of online shopping 
than their younger counterparts. For 

example, 61% of Gen X/baby boom-
ers in UKI say they’ve purchased a 
product online in the last week via any 
device compared to 57% of Gen Z/
millennials. While the gap is small, it 
shows how central online shopping is 
to older consumers in certain regions. 

We’re seeing signs of online shop-
ping’s boom slow down overall 
though. In both UKI and the Nordics, 
the number who say they’ve pur-
chased a product online in the past 

week via any device has declined by 
7% and 3% since Q2 2021. This might 
be down to a combination of factors 
such as consumers returning more to 
physical stores or the cost of living 
crisis forcing consumers to pare back 
spending. With that said, mobile 
remains a driver of online shopping 
growth in regions like DACH, and the 
USA, which reinforces the need for 
brands and retailers to optimize for 
mobile and ensure the user journey 
is seamless and easy to understand.

Online shopping’s 
growth is slowing down, 
but mobile remains key

Gen Z/millennials

0% 100%

Shopped/browsed 
for products online

Purchased any product/
service online
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Online shopping activities
% in each region who say they’ve done the following online in the last week via any device
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Consumers value choice, so the most 
resilient retailers will be the ones who 
have a clear online and offline chan-
nel strategy – one that’s cohesive and 
consistent. 

Among Gen Z/millennials, the major-
ity across all 5 regions say they prefer 
to shop online, with the biggest gap in 
UKI where 60% of younger consumers 
prefer to shop online. 

For Gen X/baby boomers, the picture 
is more mixed. Just over half in UKI 
(53%) and the USA (51%) say they 
prefer to shop online, whereas in other 

regions the go-to preference is in-store. 
Southern Europe leads the way for 
shopping in-store with 57% of Gen X/
baby boomers preferring to do this.

Even though consumers might lean 
toward one channel over another, 
they still want the option to shop 
across both. To drive engagement, 
retailers will need to offer a seamless 
brand experience while consumers 
switch between online and offline 
shopping. This will mean nailing the 
basics and ensuring a consistent, 
personalized strategy is in place both 
online and in-store. 

A blended shopping 
experience is the future
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Online vs in-store shopping preference
% in each region who say they’d rather do the following
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The pandemic not only changed how we shop, 
but also how we’re exposed to different brands. 
From our data, we can see how prominent social 
media is in the purchase journey. 

Across all regions, social media is now the top 
form of brand discovery among Gen Z and mil-
lennials. In the USA, 47% of Gen Z/millennials say 
they turn to social media to find out about brands, 
compared to 31% who use search – the biggest 
gap of all 5 regions. 

Meanwhile, using search engines as a discovery 
tool has declined significantly among Gen Z/mil-
lennials since Q2 2020 across all regions. 

Social media plays a bigger role for younger 
consumers, but even among older generations, 
around a third of Gen X/baby boomers in the 
Nordics and just under 3 in 10 in UKI use social 
media in some form to discover brands. It’s clear 
that social networks are commanding more 
attention from consumers, and forcing other 
channels to work harder to keep up.

Social leads the way 
for brand discovery for 
younger consumers

Nordics UKI DACH USASouthern Europe

Social
media*

Search
engines

45

31
45

3043

33

41

34

47
31

The search vs. social divide among 
younger generations
% of Gen Z/millennials who say they find out about 
new brands or products via the following

GWI Core Q1-Q2 2022

*includes ads seen on social media, recommendations/comments 
on social media, and updates on brands’ social media pages

86,049 Gen Z/millennials aged 16-39
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More Gen Z/millennials 
discover brands via social 

than search engines

Nordics UKI DACH USASouthern Europe
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Search engines
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Social media is key for brand discovery
% in each region who say they find out about new brands or products via the following

GWI Core Q1-Q2 2022 178,377 internet users aged 16-64

How commerce is changing

*includes ads seen on social media, recommendations/comments 
on social media, and updates on brands’ social media pages
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Nordics UKI DACH USASouthern Europe

Gen Z

Millennials

Gen X

43

35

29

39

37

24

46

36

23

48

40

28

38

41

29

Baby boomers

All internet users

18

33

12

30

15

30

19

34

18

33

Social media is a key product research tool,  
particularly for younger generations
% in each region who say they use social networks to find more information about brands, products, or services

11

Social is also a key product research 
tool, with 43% of Gen Z in the Nordics 
and 39% in UKI using social networks 
to find out more information about 
brands – this is highest in Southern 
Europe at 48%. 

While search is still most popular 
overall for research across most 
regions and age groups, there’s some 
notable differences to highlight. For 
example, Gen Z in Southern Europe 
are slightly more inclined to say they 
use social networks for information 
(48% vs 47%). In the Nordics, the 
gap between social and search is 
also very narrow, with search only 
leading social by 2 points. This really 

highlights how crucial social media is 
for Gen Z’s purchase journey. Search’s 
relevance is also decreasing over 
time. Across all regions, using search 
engines to find out more about brands 
has declined since Q2 2020 when the 
pandemic first hit – with the biggest 
falls in the Nordics (-10%), UKI (-8%), 
DACH (-8%). 

With search engines commanding 
significant ad spend, it’s important 
for marketers and brands to take into 
account how consumers’ purchase 
journey is changing. What used to 
capture attention in the past won’t 
necessarily work the best for certain 
audiences today. 

Social is part and parcel 
of the research journey

GWI Core Q1-Q2 2022

178,377 internet users aged 16-64
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The pandemic shifted consumers’ 
media habits at breakneck speed. The 
big question throughout was whether 
these behaviors would stick? Our 
research shows that in many ways, 
they have. Time spent on mobile 
devices and social media continues 
to tick upward across many regions, 
which shows the stickiness certain 
online media has even as consumers 
resume their usual activities.

Older audiences’ digital behaviors have 
also accelerated. Even though a lot of 
attention is put on younger consumers, 
it’s actually Gen X and baby boomers 
who are the biggest drivers behind the 

growth of mobile and video viewing. So 
for brands and marketers who might be 
sitting on the fence when it comes to 
investing in mobile and video formats, 
now’s the time to dive in and meet con-
sumers where they’re at in a way that’s 
engaging and relevant. 

It has never been more important for 
brands to use data-driven research to 
better understand consumers’ chang-
ing behaviors that could help inform 
their media planning. Getting a firmer 
grasp on consumers’ needs and wants 
enables brands and marketers to keep 
up, which is even more crucial during 
times of change or uncertainty. 

What this all means

05
What this 
all means
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Guiding principles 
marketers can start with: 

01.

02.

03.

04.

05.

06.

During uncertainty, keep an even 
stronger focus on execution and con-
sumer behavior

Do not solely look at what media is used 
but also what content is in high-de-
mand and influencing decisions

Identify the triggers and barriers of 
the path to purchase and map out 
regional differences

Design campaigns around the desired 
consumer experience rather than 
ready-made solutions from the past

Improve processes that allow cus-
tomers to move seamlessly between 
offline and online channels

Always be in beta – testing and gain-
ing new knowledge about people and 
the market 
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Appendix

1

2

3

4

5

6

7

8

9

On an average day, how 
long do you spend on the 
following?

In the last month, which of 
these have you paid for? 
(Movie or TV streaming)

On an average day, how 
long do you spend on the 
following?

What are your main reasons 
for using social media?

In the last week, which of 
these have you watched, 
listened to, or done online? 
(Watched any video)

In the last week, which of 
these have you watched or 
listened to online?

What have you done on 
Instagram in the last month? 
(Watched/uploaded content 
to Instagram Reels)

In the last week, which of 
these have you watched, 
listened to, or done online?

Typically, which of the fol-
lowing would you rather do?

10

11

How do you typically find 
out about new brands and 
products?

Which of the following online 
sources do you mainly use 
when you are actively look-
ing for more information 
about brands, products, or 
services? (Social Networks)
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Introduction
All figures in this report are 
drawn from GWI’s online 
research among internet 
users aged 16-64. Please 
note that we only interview 
respondents aged 16-64 and 
our figures are representa-
tive of the online populations 
of each market, not its total 
population.

Our research
Each year, GWI interviews 
around 1 million internet 
users aged 16-64 across 48 
markets. Respondents com-
plete an online questionnaire 
that asks them a wide range 
of questions about their 
lives, lifestyles and digital 
behaviors. We source these 
respondents in partnership 
with a number of indus-
try-leading panel providers. 

Each respondent who takes 
a GWI survey is assigned a 
unique and persistent iden-
tifier regardless of the site/
panel to which they belong 
and no respondent can par-
ticipate in our survey more 
than once a year (with the 
exception of internet users 
in Egypt, Saudi Arabia and 
the UAE, where respondents 
are allowed to complete the 
survey at 6-month intervals).

Our quotas
To ensure that our research 
is reflective of the online 
population in each market, 
we set appropriate quotas 
on age, gender and edu-
cation – meaning that we 
interview representative 
numbers of men vs women, 
of 16-24s, 25-34s, 35-44s, 
45-54s and 55-64s, and of 

people with secondary vs 
tertiary education. 

To do this, we conduct 
research across a range of 
international and national 
sources, including the World 
Bank, the ITU, the International 
Labour Organization, the CIA 
Factbook, Eurostat, the US 
Bureau of Labor Statistics as 
well as a range of national 
statistics sources, govern-
ment departments and other 
credible and robust third-
party sources. 

This research is also used 
to calculate the “weight” 
of each respondent; that is, 
approximately how many 
people (of the same gender, 
age and educational attain-
ment) are represented by 
their responses.

Notes on 
methodology

Sample size 
by market
This report draws insights 
from GWI’s Q1 & Q2 2022 
waves of research across 11 
countries, with a total sample 
of 178,377 respondents.

Austria 4,199

Denmark 3,156

France 21,786

Germany 21,783

Ireland 2,902

Italy 21,033

Spain 21,428

Sweden 5,234

Switzerland 3,089

UK 21,047

USA 52,720

 47



Mobile survey 
respondents
From Q1 2017 on, GWI has 
offered our Core survey on 
mobile. This allows us to 
survey internet users who 
prefer using a mobile or 
are mobile-only (who use 
a mobile to get online but 
do not use or own any other 
device). Mobile respondents 
complete a shorter version 
of our Core survey, answer-
ing 50 questions, all carefully 
adapted to be compatible 
with mobile screens. 

Please note that the sample 
sizes presented in the charts 
throughout this report may 
differ as some will include 
both mobile and PC/
laptop/tablet respondents 
and others will include only 
respondents who completed 
GWI’s Core survey via PC/

laptop/ tablet. For more 
details on our methodology 
for mobile surveys and the 
questions asked to mobile 
respondents, please down-
load this document.

Internet 
penetration 
rates: GWI versus 
ITU figures
As GWI’s Core Research is 
conducted among 16-64 
year-olds, we supplement 
the internet penetration 
forecasts for a country’s 
total population (repro-
duced right) with internet 
penetration forecasts 
for 16-64s specifically. 
Forecasts for 16-64s will 
be higher than our fore-
casts for total population, 
since 16-64s are the most 
likely age groups to be 
using the internet.

Internet 
penetration rates 
across GWI’s 
markets
Because internet pen-
etration rates can vary 
significantly between coun-
tries (from a high of 90%+ in 
parts of Europe and North 
America to lows of around 
20% in parts of APAC), the 
nature of our samples is 
impacted accordingly. 

Where a market has a high 
internet penetration rate, 
its online population will be 
relatively similar to its total 
population and hence we 
will see good representa-
tion across all age, gender 
and education breaks. This 
is typically the case in North 
America, much of Europe 
and places in APAC such 

as Japan and Australia. 
Where a market has a 
medium to low inter-
net penetration, its online 
population can be very dif-
ferent to its total population; 
broadly speaking, the lower 
the country’s overall internet 
penetration rate, the more 
likely it is that its internet 
users will be young, urban, 
affluent and educated. 
In some Middle Eastern, 
African and Asian coun-
tries (e.g. India, Indonesia), 
we would also expect a gen-
der-based skew towards 
males. Generally, younger 
internet users are more 
active and engaged with a 
lot of the behaviors and ser-
vices tracked by GWI, which 
means % scores will typically 
be higher in low-to-medi-
um-penetration markets.
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Want more 
answers?
Our survey-led research gives you the answers you need 
on your target customers. That’s why the world’s biggest 
brands rely on us to shape their thinking

Find out more

buyers say blogs 
are very influential 
when researching 
a new product

1/4

Posted a comment
in a forum

Bought something 
online in the last week

https://www.globalwebindex.com/data
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