
Executive Summary



Studies and articles published about Social Media may only focus on one segment or 
community, are too general or lack international scope.

MTV and Volkswagen in a partnership with The Nielsen Company were looking for a better 
understanding of how to best communicate with today’s youth via Social Media and how to 
utilize social marketing to generate optimal business solutions.

To answer these questions we used a complex and thorough methodology:

international desk research  with more than 200 market research studies, press articles and 
scientific papers

a quantitative survey in 10 countries* with more than 26.000 respondents aged 14-29

qualitative tools including online shadowing, online diaries and board discussions with 
respondents from all 10 countries*

The results and implications are collected in the study “MePublic – A Global Study on Social 
Media Youth”, referring to how individual actions in a networked world become a public affair.

*Germany, UK, Italy, Spain, France, USA, Japan, Mexico, Australia & New Zealand

Why another study on Social Media?
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They have everything…
94% have a mobile phone

92% have a TV set

75% have a MP3-Player

72% have a portable computer

64% have a game console

The World of Social Media Youth

…and they do everything
69% are watching TV every day

58% use social networks every day

36% are chatting online every day

31% watch videos online every day

17% play online games with others every day

And where does this multioptional world lead us? The answer is clear: 

usability, flexibility and mobility
61% believe that the ability to have all your entertainment in one device will gain 
importance in the future

61% believe that having access to services on your mobile phone or smartphone which 
help you find local facilities/businesses - also known as location-based services - will gain 
importance in the future 
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Growing up with Social Media

The needs of youth, like togetherness and fun, are met by the features of
social media

79% say that social networks are useful for keeping in touch with friends and relatives

72% say that they use social networks because it is fun

69% say that they use social networks because they want to be part of the lives of their 
friends and relatives

54% say that social networks are useful for making new friends

43% play games within their social networks regularly

30% invite people to parties or events within their social networks regularly

Is it love?
57% try to check their social network as often as possible if there is something new

52% recommend to their friends that they join their social network too

45% say that they would miss something if they didn't had social networks

32% say if they can't check their account at least once a day, they feel anxious
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Brands are Friends
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And yes, brands and companies are part of this love
43% publish their favourite brands on their profile within at least in one of their social
networks

33% say that social networks are useful for getting in contact with or looking for 
information from companies or brands 

32% show approval or support certain brands or companies by being a fan or friend, 
joining  groups, liking, following

„I like“ – the power of personal recommendation
50% say that they rely a lot on recommendations from friends or family when making 
purchases

39% say that social networks are ufesul for getting consumer reviews and opinions from 
other users

36% say that they use social networks because they can recommend products and 
services to other people

17% have forwarded or recommended an advertising spot at least once



Privacy in the Public
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To add or not to add

28% say they would never add their teachers or their bosses to their private network

13% say they would never add their parents or siblings

Data cautiousness

79% say that it's important to them that their personal information is only visible to the 
people they choose

76% say that they use technical settings in social networks to make sure that information 
about them is not visible for everybody

The digital schoolyard

71% make sure not to offend 
others with their comments

64% would never tag somebody 
on an embarrassing photo and 
make them look bad

15% have teased or made fun of 
people in social networks

14 % have been hassled or 
stalked in social networks

12% say somebody has 
embarrassed them on purpose

VS



The Global Perspective
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Social Media is a global phenomenon, but its usage is culturally determined; the 
penetration of internet and technology in any given country give its framework. 

UK 246

USA 243

Australia 229

Mexico 204

Italy 201

New Zealand 195

Average 195

Spain 140

Germany 126

France 121

Japan 37

Average number of contacts 
in the main network

Japan 41%

Italy 25%

Mexico 24%

Average 22%

USA 22%

UK 21%

Australia 19%

Spain 17%

France 17%

Germany 14%

New Zealand 7%

Percentage using social 
networks more on a mobile 
phone than on a computer



The MePublic-Typology

MePublic – A Global Study on Social Media Youth8

Cultural differences, however, do not explain all the diversities, nor do age or 
gender. Based on statements about engagement and motivation regarding social 
networks we have differentiated six youth segments: Mediacs, Tagtics, Skipits, 
Crewsers, Funatics and Nobuddies.

The MePublic-Typology gives insights about media usage and attitude
towards brands and advertising
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Engagement
This dimension describes, how strongly
the types get involved in their networks. 
Regularly used functions were
categorised and given a point value
according to how much effort it takes
the user, for example:. Looking at
photos and videos’ only gets one point
‚Establishing a group’ earns you four
points.

Motivation
This dimension describes how strong 
the different types are motivated and
use their social networks. A mean value
for every type was generated by the
degree of approval to all motivation
statements. Through a factor analysis
three key motivation areas emerged: 
community, information-seeking and
fun. 
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100%= internet users 14-29yrs.

The MePublic-Typology



Digital Dynamite
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The challenge
complexity – Social Media is not just another communication channel, but a shift 
toward dialogue instead of monologue

spontaneity – dialogue means somebody is answering and commenting, surprises can 
be guaranteed

loss of control – no indicator or measurement for successful communication has been 
established yet

The potential
taking part in the discussion – people are talking about good or bad brand 
experiences,  so why not join in as a brand?

brand ambassadors  - personal recommendations are regarded as very credible, Social 
Media turns word-of-mouth into mass media 

immediate and direct response – dialogue also means new possibilities for brand 
interactions , customer relationships or even for market research

entertainment ςprofessional content (not user generated) is often used as illustration 
in a conversation or just to attract attention, even commercials are used, if they are 
funny.



Marketing Implications
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Sincere instead of sublime! The young networkers want honest communication
at eye level.

Imaginative instead of imitative! Old wine in new bottles doesn´t go down well 
with young networkers. Your own ideas are in demand.

News instead of nerve-wrecking! Please don´t spam. Users expect real news and
exciting stories.

Private instead of pushy! Social networks are also private places. The young
networkers don´t want to feel monitored.

Interaction instead of infantilism! They don´t want to be exposed to a constant
stream of information like small children, they want dialogue. 

Benefit instead of bonbons! If users are supposed to get involved as fans, 
followers or whatever, it has to be clear how they can benefit from it.



For further information please contact:

Tobias Dettling
dettling.tobias@mtvne.com
+49 (0)30 700 100 153

Dóra Szemadám
szemadam.dora@mtvne.com
+49 (0)30 700 100 363
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