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“It is possibly the breadth of content that users are
habituated to sharing on social networks that leads them to
push content there more frequently. It is easier to post to,
for example, Facebook with a link, thought, picture or
video indiscriminately, than it is to find specific visual
content in the right format.”

— Samuel Gee, Senior Technology and Media
Analyst

This report looks at the following areas:

= Facebook is trying to transition one social audience to multiple media audiences REPORT NOW
= Device activity is shifting
This report will variously talk about “social networks”, “media networks” and simply “networks”, which V I S l T:
can refer to either social or media types. store.mintel.com
Social networks
CALL:
- Mintel defines social networks in this report as any networks which have person-to-person interaction EMEA
at the heart of their offering. The four main networks Mintel includes under this heading in the UK are +44 (O) 20 7606 4533

Twitter, Google+, LinkedIn and Facebook. These networks are the focus of all analysis in the
consumer-focused sections of this report. Any discussion of ‘core’ social networks also references these
networks. Brazil

4
- The market-focused sections of this report are based on data provided by comScore, which do not 0800 095 909
separate Google+ usage from more generic Google usage. For that reason, Google+ is not included in
market discussion, though it is included in Mintel's exclusive consumer research. Americas

+1 (312) 943 5250

Media networks
APAC

- Media networks are defined by Mintel as networks that facilitate person-to-person communication +61 (O) 2 8284 8100

either through the sharing of media, or with a thematic focus on media (such as books, films or

games).

EMAIL:
oxygen@mintel.com

This report is part of a series of reports, produced to provide you with a
more holistic view of this market
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Growing tablet usage may boost older use of media sites
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“Relevant” is not the same as “targeted”
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Results driven consumers do not need to be entertained
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Figure 128: Frequency of media network visits, by next most popular consumer attitudes to using social and media networks outside of
the home, February 2014

Figure 129: Consumer attitudes to using social and media networks outside of the home, by most popular consumer attitudes to using
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