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CHAPTER 01

Overview




Number of internet and social media users in the United States as of
January 2023 (in millions)

United States: digital population January 2023

Number of users in millions

Internet users Social media users

-
Description: As of January 2023, there were approximately 311 million internet users in the United States. Meanwhile, around 246 million were social media users. As of the third quarter of 2022, over 90 percent of U.S. internet users accessed the internet via any Stat I sta r.

mobile phone. Read more
Note(s): United States; January 2023
Source(s): DataReportal; GWI; Meltwater; We Are Social


http://www.statista.com/statistics/1044012/us-digital-audience

Ngl{.nber) of social media users in the United States from 2019 to 2028 (in
millions

Social media users in the United States 2019-2028

Number of users in millions

2019 2020 2021 2022 2023* 2024* 2025* 2026* 2027* 2028*
Description: The number of social media users in the United States was forecast to continuously increase between 2024 and 2028 by in total 22.8 million users (+7.4 percent). After the ninth consecutive increasing year, the social media user base is estimated to reach Stat i sta r
331.09 million users and therefore a new peak in 2028. Notably, the number of social media users of was continuously increasing over the past years. Read more J

Note(s): United States; 2019 to 2028; internet users who use a social network site via any device at least once per month; *Forecast Read more
Source(s):


http://www.statista.com/statistics/278409/number-of-social-network-users-in-the-united-states
http://www.statista.com/statistics/278409/number-of-social-network-users-in-the-united-states

Social network user penetration in the United States from 2019 to 2028

United States: social network penetration 2019-2028

Share of users
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6 I Description: The social media penetration rate in the United States was forecast to continuously increase between 2024 and 2028 by in total 4.2 (+4.59 percent). After the ninth consecutive increasing year, the penetration rate is estimated to reach 95.71 and therefore Stat i sta r
a new peak in 2028. Notably, the social media penetration rate of was continuously increasing over the past years. Read more J

Note(s): United States; 2019 to 2028; * Forecast. Internet users who use a social network site via any device at least once per month. Read more
Source(s):


http://www.statista.com/statistics/304737/social-network-penetration-in-usa
http://www.statista.com/statistics/304737/social-network-penetration-in-usa

Daily social media usage in the United States as of November 2022, by
generation

U.S social media daily engagement 2022, by generation
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7I Description: According to a 2022 survey conducted in the United States, 38 percent of Generation Z respondents reported spending more than four hours on social media daily - almost double the amount of time adults of other generations spent on social media daily. sta t i sta r
Overall, one in five adults spent less than one hour per day on social media. Read more J

Note(s): United States; November 2 to 4, 2022 for adults and November 2 to 8, 2022 among Gen Z users; 13 years and older; daily usage
Source(s): Morning Consult


http://www.statista.com/statistics/1366903/us-gen-z-adults-daily-social-media-usage

CHAPTER 02

Social commerce




Types of social media accounts shoppers followed and purchased from
worldwide as of 2nd quarter 2022, by generation

Social media accounts users followed and purchased from 2022, by generation
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Gen Z (18-25) Millennials (26-41) Gen X (42-57) Baby Boomers (58-76)
Description: According to a global survey conducted in 2022, 59 percent of Millennials followed and purchased goods from the social media accounts of brands. Overall, 47 percent of Gen Z users followed and purchased from influencers, whilst just nine percent of sta t i sta r.

Baby boomers did. Additionally, over half of respondents belonging to the Gen X age group followed and purchased from the social media accounts of retailers. Read more

Note(s): Worldwide; August 2022; 14,114 respondents; 18 years and older
Source(s): Insider Intelligence; Klarna


http://www.statista.com/statistics/1336485/global-types-social-media-accounts-followed-and-purchased-from-by-age

Types of social media accounts shoppers followed and purchased from in
the United States in 2nd quarter 2023, by generational cohort

Social media accounts users followed and bought from in the U.S. 2023, by generation

M Influencers M Brands Retailers

Share of respondents
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L]
10I Description: According to a 2023 survey, millennial shoppers in the U.S., meaning those between the ages of 18 and 25, exhibited the highest inclination to both follow and make purchases through influencers' social media accounts. Boomers, on the other hand, sta t I Sta r
displayed a preference for retailer accounts, while all other age cohorts leaned towards following and engaging with brand accounts on social media. Read more J

Note(s): United States; Q2 2023; 18-77 years
Source(s): Klarna; Nepa


http://www.statista.com/statistics/1334517/account-types-followed-purchase-us-age

Leading product recommendation sources according to consumers in the
United States as of August 2022, by generation

Main purchase recommendation sources in the U.S. 2022, by generation
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-
Description: According to a survey conducted among consumers in the United States in August 2022, 71 percent of respondents said they had purchased products or services based on recommendations from family, while 66 percent said they did so based on I r
suggestions from close friends. Gen X respondents were those most inclined towards following the recommendations of family and friends. In contrast, Gen Z and Millennial respondents were more likely to adhere to the endorsements of [...] Read more J

Note(s): United States; August 23 and 24, 2022; 1,116 respondents; 18 years and older
Source(s): Ipsos; MarketingCharts


http://www.statista.com/statistics/1340543/purchase-recommendation-sources-by-generation-us

Percentage of consumers who supported brands using generative artificial intelligence
(Al) to create ads or content in the United States as of March 2023, by generation

Consumer support for usage of generative Al to create ads U.S. 2023, by generation
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-
Description: During a March 2023 survey conducted among consumers in the United States aged 18 and above, 73 percent of Millennial respondents said they supported brands using artificial intelligence (Al) to create ads or content. Conversely, 43 percent of Stat I sta r
responding boomers said the same. J
Note(s): United States; March 15, 2023; 1,000 respondents; 18 years and older
Source(s): Dentsu; Toluna Corporate


http://www.statista.com/statistics/1387673/support-brand-usage-generative-ai-generation-us

Expected use of social media in holiday shopping in the United States in
from 2020 to 2022, by generational cohort

Expected social media usage in holiday shopping in the U.S. 2020-2022, by generation
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13I Description: Social media use among U.S. American consumers for holiday shopping has become more popular in recent years. In 2022, six of every ten Gen Z shoppers intended to use social media for their holiday shopping, up from 49 percent in the previous year. sta t i Sta r'

Note(s): United States; 2020 to 2022; 4,594 consumers; 18 years and older
Source(s): Deloitte


http://www.statista.com/statistics/1346049/usage-of-social-media-for-holiday-shopping-generation

CHAPTER 03

Online safety




Share of adults in the United States who think that tech companies should
be responsible for content found on their platforms as of April 2023

U.S. adults on companies being responsible for content found on their platforms 2023

Share of respondents

Companies should remain completely immune to lawsuits related to content  Companies should be legally liable for some or all content found on their
found on their platforms platforms

L]
Description: According to a survey conducted in April 2023, 12 percent of adults in the United States thought that tech companies should be completely immune to lawsuits related to content found on their platforms. Additionally, 67 percent of U.S. adults felt that they I r
should be legally liable for some or all content published on their platforms.Moreover, 45 percent of adults in the U.S. reported having heard nothing at all about Section 230, a legal provision that provides immunity for companies in [...] Read more J

Note(s): United States; March 31 to April 2, 2023; 2,200 respondents; 18 years and older
Source(s): Morning Consult


http://www.statista.com/statistics/1378722/us-adults-companies-responsible-for-content-on-their-platforms

Share of adults in the United States on how much they have seen, read, or
heard about Section 230 as of April 2023, by generation

U.S. adults awareness of Section 230 in 2023, by generation

Share of repondents
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L]
Description: As of April 2023, 37 percent of Generation Z adults in the United States had heard nothing at all about Section 2023, a legal provision that protects tech companies from being held liable for content posted by users of their online services. Overall, just sta t I Sta r
seven percent of Gen Z adults in the U.S. had a lot of awareness about the legal policy. Awareness amongst Millennials was slightly higher. Although Section 230 protects tech companies to an extent, tech firms are, however, required to remove [...] Read more J
Note(s): March 31 to April 2, 2023; 2,200 respondents; 18 years and older

Source(s): Morning Consult


http://www.statista.com/statistics/1401986/us-adults-awareness-section-230-generation

Opinions of adults in the United States on whether social media new security measures and
additional features are going in the right or wrong direction as of January 2023, by generation

U.S. adults on social media changes to security 2023, by generation
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L]
Description: According to a survey conducted in the United States in January 2023, 53 percent of adults stated that they felt changes on social media platforms, such as new security measures and additional features, were going in the wrong direction. Overall, Gen Z I r
adults were the most positive about new security measures and features on social media, with 62 percent belonging to this generation reporting that they thought changes were going in the right direction. Moreover, Baby Boomers were the [...] Read more J

Note(s): United States; January 20 to 22, 2023; 2,200 respondents; 18 years and older
Source(s): Morning Consult


http://www.statista.com/statistics/1369003/us-social-media-security-measures-additional-features-by-generation

Share of adults in the United States who think that social media platforms
should have stricter content moderation policies as of May 2022, by age group

U.S. user opinions on the social media content moderation policies 2022, by age

Share of respondents
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18 I Description: According to a May 2022 survey of users in the United States, nearly 30 percent of users between 18 and 34 years thought social media platforms should have stricter content moderation policies. Around 23 percent said social media platforms should sta t i sta r
have looser content moderation policies. According to 27 percent of respondents between 35 and 44 years, social media platforms should keep their content moderation policies the same. Read more J

Note(s): United States; April 30 to May 3, 2022; 2,210 respondents; 18 years and older
Source(s): Morning Consult


http://www.statista.com/statistics/1361043/us-adults-opinion-social-media-content-moderation-by-age

Share of social media users in the United States who feel that Facebook
protects their privacy and data as of September 2022, by generation

U.S. social media users on Facebook protecting their data 2022. by generation
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L]
19I Description: According to a September 2022 survey, 18 percent of social media users in the United States felt that Facebook protected their privacy and data, down from 27 percent in 2021. Overall, Millennials trusted the social media giant the most with their data in I r
2022, whilst Baby boomers were the least trusting, with just one in ten belonging to this generation feeling that Meta's Facebook protected their privacy and data. Read more J

Note(s): United States; 2021 to 2022; 18-76 years; social media users
Source(s): eMarketer


http://www.statista.com/statistics/1341249/us-social-media-users-facebook-protecting-privacy-data-by-generation

Opinion of adults in the United States on how often children who are social media
influencers are exploited by their employers or their guardians as of December 2023

U.S. adults on child social media influencers exploitation 2023

Share of respondents
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20 I Description: According to a December 2022 survey, 33 percent of adults in the United States felt that children social media influencers were very often exploited by their employers or their guardians. Overall, 32 percent felt that children in this profession were Sta t I sta r
somewhat often exploited. Additionally, three percent of U.S. adults said that child social media influencers were never exploited by their employers or their guardians. Read more J
Note(s): United States; December 20, 2022; 7,891 respondents; 18 years and older
Source(s): YouGov


http://www.statista.com/statistics/1372764/us-adults-on-child-social-media-influencers

Adults in the United States who think children who are social media influencers are
exploited by their employers or guardians as of December 2022, by age group

U.S. adults on child influencers and exploitation 2023, by age group

Share of respondents
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21 I Description: According to a survey conducted in the United States in December 2022, 36 percent of respondents aged 30 to 44 years thought that children who were social media influencers were very often exploited by their employers or guardians. Overall, 34 Sta t i sta r
percent who belonged to the 45 to 64 year age group felt the same. Additionally, five percent of adults in the United States aged between 18 and 29 years said that young influencers were not exploited by those looking after them professionally or [...] Read more J

Note(s): United States; December 20, 2022; 7,891 respondents; 16 years and older
Source(s): YouGov


http://www.statista.com/statistics/1427008/us-adults-children-influencers-exploited-age-group

Adults in the United States who think social media usage is harmful for
teenagers and children under the age of 18 as of October 2023, by age group

U.S. adults on harmfulness of social media usage for teens and kids 2023, by age

Share of respondents
B Completely harmless/safe B Mostly harmless 1Somewhat harmful BVery harmful B Extremely harmful/dangerous
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L]
22 I Description: According to a survey conducted in the United States in October 2023, 36 percent of Generation X respondents thought that social media usage was extremely harmful for teenagers and children. Overall, 30 percent of Baby boomers felt the same. Just Sta t I sta r
under 30 percent of Millennials said that teens' and kids' social media usage was very harmful, while 12 percent of Generation Z felt it was completely safe. Read more J

Note(s): United States; October 26 to 30, 2023; 3,235 respondents; 18 years and older; weighted by U.S. Census
Source(s): CivicScience


http://www.statista.com/statistics/1426559/us-adults-harmful-social-media-usage-teens-kids-age

CHAPTER 04

Online dating




Share of partnered adults in the United States who say they met their current
spouse or partner on a dating site or app as of July 2022, by age group

U.S. adults who met their current partner on a dating site or app 2022, by age group
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24I Description: According to an online survey conducted in 2022 in the United States, 20 percent of partnered adults aged 18 to 29 years old reported having met their current spouse or partner using a dating site or app. Additionally, only four percent of U.S. partnered I r
adults aged 65 and older stated having met their current partner or spouse using online dating platforms. Read more J
Note(s): United States; July 5 to 17, 2022; 6,034 respondents; 18 years and older; partnered adults are those who are married, living with a partner, or in a committed romantic relationship

Source(s): Pew Research Center


http://www.statista.com/statistics/1375930/us-adults-current-partner-online-dating-services-age

Share of adults in the United States who say that dating sites are generally
a safe way to meet people as of July 2022, by age group

U.S. adults: safety of meeting people via online dating 2023, by age group
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L]
25 I Description: According to a July 2022 survey conducted in the United States, 58 percent of respondents aged 18 to 29 years felt that online dating sites were a safe way to meet people. Overall, 62 percent of those aged 65 years and over thought that meeting people sta t I sta r
e. J

online was not saft
Note(s): United States; July 5 to 7, 2022; 6,034 respondents; 18 years and older

Source(s): Pew Research Center


http://www.statista.com/statistics/1427068/us-adults-safety-online-dating-by-age

26I

Share of adults in the United States who think computer programs or algorithms used by
dating sites and apps could determine whether two people will fall in love as of July 2022

U.S. adults who think algorithms used by online dating services can predict love 2022

Share of respondents

Could not Could Not sure

-
Description: According to an online survey conducted in 2022 in the United States, roughly 21 percent of respondents reported believing that computer programs and algorithms used by dating sites and apps could determine whether two people will eventually fall in Sta t I sta r'

love. In comparison, 35 percent of respondents stated believing that they could not. Read more
Note(s): United States; July 5 to 17, 2022; 6,034 respondents; 18 years and older; respondents who did not give an answer are not shown

Source(s): Pew Research Center


http://www.statista.com/statistics/1376162/us-adults-algorithms-online-dating-services-predict-love
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