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The world’s most-used social platforms
Ranking of social media platforms by global active user figures (in millions)

Facebook 1

YouTube 2

WhatsApp 1 *

Instagram 2

WeChat 1

TikTok 1

FB Messenger  2

Douyin 3

QQ 1

Sina Weibo  1

Kuaishou 1

Snapchat 2

Telegram 1

Pinterest 1

Twitter 2

Reddit 1 *

Quora 1 *

2,910

2,562

2,000

1,478

1,263

1,000

988

600

574

573

573

557

550

444

436

430

300

Sources: Kepios analysis of (1) company announcements of monthly active users; (2) Platforms’ self-service advertising resources; (3) Company announcements of daily active users 
(note that monthly active user figures may be higher). Advisory: Users may not represent unique individuals. Comparability: Platforms identified by (*) have not have published 
updated user figures in the past 12 months, so figures are less representative. Base changes and methodology changes; data may not be directly comparable with previous reports.







Favorite social media platforms
Percentage of internet users aged 16 to 64 who say that each option is their “favorite” social media platform

WhatsApp

Instagram

Facebook

WeChat

Douyin

TikTok

Twitter

FB Messenger

Telegram

Line

Pinterest

QQ

Snapchat

Kuaishou

iMessage

Discord

15.7%

14.8%

14.5%

11.4%

5.1%

4.3%

3.3%

2.6%

2.0%

1.8%

1.8%

1.0%

1.3%

1.4%

1.6%

1.0%

Source: GWI (Q3 2021). See GWI.com for full details. Notes: Only includes users aged 16 to 64. Survey respondents could choose from other options not shown on this chart, so values 
may not sum to 100%. YouTube is not available as an answer for this question in GWI’s survey. We report GWI’s values for TikTok in China separately as Douyin, as per ByteDance’s 
corporate reporting. Comparability: Versions of this chart that featured in our previous reports did not include data for China, so values are not comparable.







Social media platform audience overlaps

Facebook users

YouTube users

WhatsApp users

Instagram users

TikTok users

Telegram users

Snapchat users

Twitter users

Reddit users

Pinterest users

LinkedIn users

0.7%

0.9%

1.5%

0.1%

0.1%

0.2%

0.0%

0.2%

0.1%

0.2%

0.2%

Unique to 
platform

100.0%

79.0%

81.0%

82.9%

84.6%

83.2%

83.1%

83.7%

81.2%

82.7%

87.8%

Also using 
Facebook

74.7%

100.0%

76.8%

77.8%

80.5%

81.5%

79.2%

80.1%

81.8%

79.8%

77.8%

Also using
YouTube

72.7%

72.4%

100.0%

76.4%

73.7%

86.9%

79.3%

75.5%

69.6%

77.5%

82.6%

Also using 
WhatsApp

78.1%

77.5%

80.2%

100.0%

83.9%

87.6%

89.6%

87.6%

82.1%

86.2%

83.3%

Also using
Instagram

47.8%

45.8%

46.4%

50.4%

100.0%

52.4%

60.1%

54.9%

54.6%

56.5%

49.1%

Also using
TikTok

42.0%

44.8%

48.9%

47.0%

46.9%

100.0%

52.6%

52.3%

51.1%

49.9%

55.4%

Also using
Telegram

31.9%

30.0%

34.0%

36.6%

40.9%

40.0%

100.0%

40.8%

49.8%

43.6%

41.8%

Also using
Snapchat

48.8%

51.3%

49.0%

54.2%

56.6%

60.4%

61.8%

100.0%

71.6%

58.9%

64.7%

Also using
Twitter

14.4%

16.7%

13.8%

15.5%

17.1%

18.0%

23.0%

21.8%

100.0%

23.8%

25.1%

Also using
Reddit

36.1%

39.0%

37.7%

40.0%

43.6%

43.1%

49.6%

44.1%

58.6%

100.0%

50.9%

Also using
Pinterest

31.5%

30.7%

33.0%

31.7%

31.2%

39.3%

39.0%

39.8%

50.7%

41.8%

100.0%

Also using
LinkedIn

Source: GWI (Q3 2021). See GWI.com for full details. Notes: Only includes users aged 16 to 64. Does not include data for China. Values represent the users of the platform identified in 
the le�-hand column who also use the platform identified in the row at the top of each column. Percentages in the “unique to platform” column represent users who say they do not 
use any other social networks or messenger service, including platforms not featured in this table. Comparability: Survey changes.

Percentage of users of each platform aged 16 to 64 outside of China who also use other social media platforms







Social media advertising overview

Social media’s share 
of total digital 

advertising spend

Year-on-year change in 
social media’s share of total 

digital advertising spend

Year-on-year change 
in social media 

advertising spend

Annual spend 
on social media 

advertising (USD)

33.1% $154.0
BILLION

+0.5%
+15 BPS

+17.4%
+$23 BILLION

Source: Statista Digital Market Outlook. See statista.com for more details. Notes: Figures represent estimates for full-year 2021, and comparisons with equivalent values for the 
previous calendar year. Financial values are in U.S. dollars. Does not include advertising revenues associated with email marketing, audio ads, influencer marketing, sponsorship, 
product placement, or commission-based a�iliate systems. Percentage change values are relative (i.e. an increase of 20% from a starting value of 50% would equal 60%, not 70%). 
“BPS” values represent basis point, and indicate absolute change. Comparability: Base changes are not comparable with previous reports.

Social media’s share of the digital advertising market







TikTok: Advertising audience overview
The potential audience aged 18+ that marketers can reach with ads on TikTok

Potential reach of ads 
on TikTok (age 18+ only)

884.9
MILLION

17.9%

TikTok ad reach age 18+ 
vs. Total internet users

15.9%

TikTok ad reach age 18+ 
vs. Total population

11.2%

TikTok ad reach age 18+ 
vs. Population age 18+

57.0%

Quarter-on-quarter change 
in TikTok ad reach

+7.3%
+60 MILLION

Female TikTok ad reach 
vs. Total TikTok ad reach

Year-on-year change 
in TikTok ad reach

[N/A]

43.0%

Male TikTok ad reach 
vs. Total TikTok ad reach

Sources: ByteDance’s advertising resources; Kepios analysis. Advisory: Audience figures may not represent unique individuals, and may not match equivalent figures for the total 
active user base. Notes: Data are not available for all locations; figures based on available locations only. Figures use the midpoint of published ranges. ByteDance’s advertising 
resources only publish audience data for users aged 18 and above, but allow marketers to target ads to users aged 13 and above. ByteDance’s advertising resources only publish 
gender data for “female” and “male”.



TikTok: Advertising audience profile
Share of TikTok’s advertising audience aged 18+ by age group and gender

Female Male Female MaleFemale MaleFemale MaleFemale Male

18-24 years old 55+ years old45-54 years old35-44 years old25-34 years old

25.0%

17.9% 17.6%

13.6%

7.0%
5.8%

3.5% 2.8%
2.0% 1.4%

Source: ByteDance’s advertising resources. Advisory: Audience figures may not represent unique individuals, and may not match equivalent figures for the total active user base. 
Notes: Data are not available for all locations; figures based on available locations only. Figures use the midpoint of published ranges. ByteDance’s advertising resources only publish 
audience data for users aged 18 and above, but allow marketers to target ads to users aged 13 and above. Percentages shown here represent share of audience aged 18 and above 
only. ByteDance’s advertising resources only publish gender data for “female” and “male”, but values do not sum to total users, so percentages may not sum to 100%.







Weekly online shopping activities
Percentage of internet users aged 16 to 64 who engage in selected ecommerce activities each week

Purchased a product 
or service online

Ordered groceries 
via an online store

58.4%

Bought a second-hand 
item via an online store

14.4%28.3%

Used an online price 
comparison service

24.6%

Used a buy now, 
pay later service

17.8%

Source: GWI (Q3 2021). Figures represent the findings of a broad global survey of internet users aged 16 to 64. See GWI.com for full details.







Main channels for online brand research
Percentage of internet users aged 16 to 64 who use each channel as a primary source of information when researching brands

49.5%Search engines

Social networks

Consumer reviews

Brand and product websites

Price comparison websites

Mobile apps

Video sites

Question & answer sites (e.g. Quora)

Discount vouchers and coupon sites

Blogs on brands and products

Specialist or independent review sites

Forums and message boards

Messaging and live chat services

Microblogs (e.g. Twitter)

Vlog (blogs in video form)

Online pinboards (e.g. Pinterest)

37.4%

43.5%

34.6%

28.5%

26.9%

23.1%

21.5%

21.2%

20.5%

17.4%

17.2%

16.4%

14.7%

10.8%

16.0%

Sources: GWI (Q3 2021). Figures represent the findings of a broad global survey of internet users aged 16 to 64. See GWI.com for full details.



Top channels for online brand research
Percentage of internet users who use each channel as a primary source of information when researching brands

46.1%

49.6%
16 to 24
years old

Search engines

Social networks

25 to 34
years old

Search engines

Social networks

47.9%

46.8%

Source: GWI (Q3 2021). Figures represent the findings of a broad global survey of internet users aged16 to 64. See GWI.com for full details.

35 to 44
years old

Search engines

Social networks

49.4%

42.9%

45 to 54
years old

Search engines

Social networks

54.1%

36.1%

55 to 64
years old

Search engines

Social networks

57.0%

28.4%










