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WHO SHOULD READ THIS REPORTKEY QUESTIONS ANSWERED IN THIS REPORT

GEOGRAPHICAL COVERAGEThis report focuses on aspects of Analysys Mason’s Consumer 

survey that relate to smartphone users' behaviour, preferences 

and plans in Europe, North America, emerging and developed 

Asia–Pacific and South Africa. It focuses on respondents’ usage 

of the following social media services: Facebook, Instagram, 

Twitter and TikTok.1

The survey was conducted in association with Dynata between 

August and September 2022. The survey groups were chosen to 

be representative of the mobile-internet-using population in 

Europe, North America, Asia–Pacific and South Africa. We set 

quotas on age, gender and geographical spread to that effect. 

There were at least 1000 respondents in each country.
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About this report

This document is for Analysys Mason’s subscription service customers only. Usage is subject to the terms and conditions in our 

copyright notice. 1 Analysys Mason’s previously published consumer survey reports (and other reports more generally) have 

referred to social media services as ‘over-the-top’ (OTT) communication.

▪ Which social media services are used the most, according to the 

following categories?

− Gender

− Age

− Household income

▪ How does social media usage vary by region?

▪ Strategy teams in telecoms operators interested in the take-up of 

social media services.

▪ Strategy teams in social media companies interested in the relative 

performance of different services.

▪ Other parties interested in social media usage, including regulators, 

governments, vendors, advertisers and developers.

Western Europe

(WE):

▪ France

▪ Germany

▪ Ireland

▪ Italy

▪ Norway

▪ Spain

▪ Sweden

▪ UK

North America (NA):

▪ Canada

▪ USA

Central and Eastern 

Europe (CEE):

▪ Poland

▪ Turkey

Sub-Saharan Africa (SSA):

▪ South Africa

Emerging Asia–Pacific 

(EMAP):

▪ Malaysia 

▪ The Philippines

Developed Asia–Pacific 

(DVAP):

▪ Australia

▪ New Zealand

https://www.analysysmason.com/what-we-do/practices/research/consumer-services/consumer-survey/
https://www.analysysmason.com/what-we-do/practices/research/consumer-services/consumer-survey/
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Ben Taylor (Research Analyst) is a member of the Consumer Services team and is based in Cambridge. He holds a BSc in mathematics from 

the University of Edinburgh and an MPhil in management from Judge Business School, University of Cambridge.
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Global leaders in TMT management consulting

Analysys Mason is the world’s leading management 

consultancy focused on TMT, a critical enabler of 

economic, environmental and social transformation.

We bring together unparalleled commercial and 

technical understanding to deliver bespoke consultancy 

on strategy, transaction support, transformation, 

regulation and policy, further strengthened by globally 

respected research.

Our clients value our advice which combines deep 

domain knowledge with global reach and local insight 

into markets to help them achieve meaningful business 

results.

We are committed to our clients, employees and 

communities – contributing to a world where technology 

delivers for all.

analysysmason.com/what-we-do
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Our research services
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