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Why another study on So c___,i'a | Media?*

_ Studles and artlcles publlshed about Soclal Medla may only focus on one segment ] R
vcommuhlty, are too general or [ack mternatlonal scope ; ‘
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> MTV and VoIkswagen ina partnershlp w|th The Nlelsen Company were Iooklng for a better :
understanding of how to best communlcate wrth today’s youth via Soaal Medla and how- to :
~ utilize soual marketlng to generate optlmal business squt|ons :

"'.?To answer these questlons we used a complex and thorough methodology
T |nternat|onal desk research wrth more than 200 market research studles press artlcles and
,SC|ent|ﬂc,pa,pers e SRR > A AT
. RS quantltatlve survey |n 10 countrles with more than 26. OOO respondents aged 14-29 |
e ‘qualltatlve ‘tools |ncIud|ng onllne shadowlng, onllne diaries and board dlscu55|ons W|th i
; respondents from all 10 countrles* e N ; P £3275 :

r AN N 0 . o . : . ., . a 3 - 3
) 3 b S A s OHe s ; : \ 2y
- = : -

: _jiThe resulfs and |mphcattons are tollected |n the study “MePublic - A Global Study on Soc1al
0¥ _'Medla Youth” referrlng to how |nd|VIduaI actlons ina networked world become a publlc affalr '
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The World of Social Media Youth %
5 : They have everythmg = ,and they do everythmg ; A
SHias :_' 94% have & moblle.phone "':-;5._-69%are watching TV every day | iy

S 92% have a TVset ' ,f. ; o "‘58% use social networks every day Qe
= —-'-' 5% have 4 MP3- PIayer R 'L i '&',f‘ . 36% are chattingonline, every day ' '
- — - 72% have a portable eompu,’éer . e ‘31% watch V|deos online every day
. % i 64% havel.ajgame cons(',)'_lze;"- < i '1.7'% play online gam.esqwith"others every day_ '

'And wheredoes thls multloptlonal worId Iead us? The answer is clear ' i
' usablllty, erX|b|I|ty and. moblllty ' : 2 '

— . 61% belleve that the ablllty to have alI your entertamment in one device wiII gain
e |mportahcem the future: - e SUEeR AR s S

a0 i ."' 61% belleve that havmg access to serv:ces on your mobile phone or smartphone WhICh
- help;you finddocal facgllltrés/busmesses aIso known as location-based servrces W|Ii galn
it portance in the future e e i e
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gy —~ : 45% say that they would miss somethlng |f they didn't had soual networks .'~
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: The needs of youth I1ke toge‘therness and fun, are met by the features of
;?_“;soaalnuxha .“-m;.*ﬁ;1~ L i 3?’

— 79% saythat social networks are useful for keeprng in touch with frlends and reIatlves
s —'" 72% say that they use-soclal networks because itis fun :

- —  69% say that they use soclal networks beCause they want to be part of the Ilves of the1r
: frlends and relatives .. ‘ '

| -— 54% say that sodial networks are useful far.making new fr|ends i
43% play ga-mes W|th|n their soual networks regularly
"—4 30% |nV|te people to partles or- events W|th|n thelr social networks regularly :

Isntlove? o ;'{?';‘f‘- .
e 57% try. t6 check thelr soual network as often as p055|ble if there is somethlng new
: 3 ,_'f_52% recommend to therr:frlends that they join their social network too. " - _-'1 :

i -32% say |fthey can't check t’helr account at least once a day, they feeI anX|ous £
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5 And yes, brands and companies are part of this Iove

B randsa re Friends

.-,"...
o e \.

¢ \)

" "'_ ;—,v.-' 43% publlsh their favounte brands on thelr profrle within at Ieast in one of the|r souai
'-'networks D Lt S RSB s “

oot ,33% 'say that social networks are useful for gettlng in contact Wlth or Iooklng for '
: |nformat|on from companles or brands ‘ i

5309 show approval or support certaln brands or companies by belng a fan or frlend
3 *-.":.';,'_._ Jomrng groups llklng, f_ollowmg i S
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: ',,I I|ke” the power of personal recommendatlon

o "50% say that they rer a Iot on récommendatlons from frlends or famlly when maklng
‘purchases ~ :
— 39%. say. that social networks are ufesul for gettlng consumer reV|ews and opmlons from i
I"-votheru’sers ' L e :’:f' = e P
= 36% say that they use soC|aI networks because they can recommend products and L
’ servrces to~other people : -. N L e .; o o

‘:—' -17% have forwarded or recommended an advertrsmg spot at Ieast once -
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Prlvacy in the Publlc

To add or not to add S Tev e ‘ e

28% say they would never add thelr teachers or their bosses to the|r prlvate network

!

2 13% say tHey wou{d never add thelr parents orsiblings _ e sy

Data cautlousness TSR SR s e A
- —  79% say that it's |mportant to them that thelr personal mformatlon is onIy VISIb|e to the
: people they choose . » e

76% say that they use: technlcal settmgs |n soual networks to make sure that |nformat|on
about them. is not V|S|ble for everybody ' : s

~

The dlgltal schoolyard :
B —'_f,.. 1% make sure not to offend o | " i ' —  15% have teased or . made fun. of
s othefs with thelr comments S50 'people in social networks "‘, A
Ze 64% WOuld never tag somebody VS - 14 % have been hassled or. ;l‘ s 27
©onm an embarrdssung photd and ‘staIked ln soual networks S AT
s P B R embarrassed them on purpose
_ : ' 5 MePuinc,—,AGlobal Studyb‘n chial Media Youth : ' ."- 3 : S & % 2% . :
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The Global Perspectlve

Socral Medla is a global phenomenon ‘but |ts usage is cuIturaIIy determlned the -3
penetratlon of internet’ and technology |n any given country give its framework i

.._', SN % ;7

-

~ networks more on a mo‘blle Sl Average n_umbe.r.-ofcontacts
phone thanon'a c_omputer“~ OSSR 2] in the main network

S Percentage uslng soual S S ke i
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B b0l USA o Canpag ) T
.'ijexuco, B odos e Australia e [Dagt s | s
- Average ";: N e G slMexico ST te R 204 &0 fis
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The I\/IePubIrc Typology

W -‘

Cultural dlfferences however do not explarn aII the drver5|t1es nor do ‘age or-
gender Based on statements ab0ut engagement and motlvatlon regardlng soual

\

s networks werhave dlfferentlated Six VOUTh SEEme”tS Medracs Tagtlcs, Skrprts ;

Crewsers Funatlcs and Nobuddles B | gty G
= eNTGan __~. L ST o ) ' :

e U R R TheMePubhc-TypoIogyglvesmsrghtsabout medla usageand attltude
G towards brandsandadvertrsrng Lt
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Engagement S R o S
B |

Th|s drmensmn describes, how strongly Mediacs
. the types get involved in their networks it onkers oo IR
' ; y cally competent, deeply commited and
- ar REgUlarly used fUﬂCthﬂS Werev A i BN Crewsers alwivs sezrchmg forZomething new.

’ PP - e MaX: 2,6 (Place 1)
~ ~ categori ised and 8'V€n a point Value ) s Moo = el et
- “according to.how much effort it takes el
SUEAT MaX: 1,6 (Place 3)

- the user, for example:. Lookmgat :
: j'photos and videos’.only gets one‘pomt .
'\Establtshmgagroup earns you four '
,."pomts. T S G )

* e L

Wity y 2 poct MaX: 1,6 (Place 4)
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Motlvatlon & :
‘This dimension descrlbes how strong U fot?ks'kg:fi
~the different types are motlvated and e fuakis gut e e fcct Tagtics

Networks for themselves. The!
y The Tagtics primarily use the

use their social networks. A mean value . * biianty ol functional facets of Social Nt
; 58 < works. Less deeply committed

fO r‘every type WaS generated by the 4 Mak: 43 (aee &) they rather use Social Networks
3 as a knowledge store.

degree of approval toall motlvatlon : Nobuddies MaX: 1,9 (Place 2)

/ ‘,: Some Nobuddies have been in a Social Network

. statements. Through & factor ghalysis " Wi L

three key motlvatlon areas emerged il

;:o-m[nunlty, mformatlon seeklng and % R

. , ur]: ey AR kon < 3 .~ A, -._ p _."'l, ’

; 100%= internet users 14-29yrs. AT Cr e S R SN :

¢ SRR R Sl AROTP L CRns
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Dlgltal Dynamlte

The challenge S R ‘ . | .,
s 1-'Comp|eX|ty Soual Medla is not Just another communlcatlon channel but a Shlft
A ‘toward dialogue: |nstead of mono1ogue QIR o2 ks

. Spontanelty d|alogue means somebody is answerlng and commentlng, surprlses can.}
~ be guaranteed B ' ~ :

loss of control — no lndlcator or measurement for successful communlcatlon has been ‘
establlshed yet | ‘_,,_: e R S RS TN
- " The potentlal i R D R G
e taklng part.in the dlSCUSSlon people are talklng about good~0r bad brand '
R expenences SO why notJom imas a.brand? -

- brand ambassadors - personal recommendatlons are regarded as very credlble Soaal
‘Media turns word- of—mouth |n‘to mass medra

.Vlmmedlate and dlrect responSe dlalogue also means new p055|b|I|t|es for brand
SR jnteractrons customer reiatlonshlps or: even for market research G Tk

. entertaln-ment C professmnal content (not user generated) is often used as~|IIustrat|on
. ina conversatlon orJust to- attract attentlon even commeraats are. used if. they are |
"_funny Py Sy, A A . '.‘. 5

~
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I\/Iarketing Impllcatlons

. *'.v.-q :
: r- ' . WA : . - ARSI B - S

" 'Imaglnatlve mstead of lmltatlvel Old’wme in new bottles doesn’t go down weII

2 wrth young networkers Your dwn |deas are in demand.

NeWS Instead Of nerve- Wrecklng' Please don t spam Users exp'ect reaI news and

> '“-',',exc1t|ng stor'les

.'.'. g

1 '.;

‘.>

: .anate mstead of pushy' Socral networks are also private pIaces The young

networkers don t want to feeI monltored

Interactlon InStead of Im‘antlllsmI They don’ t want to be exposed to a constant o
. lstream ofjnformatlon Irke small chlldren they want dlalogLIe L e _j‘,;
i .':,fBenefltflnstead Of bonbonsl If users are su pposed to get mvolved as fans
; '~_fo||ow‘ers or whatever” '.t:: as‘ to be cIear how they can benef.lt from |t LT

L ‘ st :-'g :
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e -'.Slncere mStead of Subhme' The young networkers want honest communrcatlon
. ateye IeveI SO ~ | . Gl
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