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This report looks at the following areas:

» Key launches by social media platforms impacting brands and advertising
* Usage of social media platforms

» Which social media platforms users follow brands/companies on

« The types of brands/companies consumers follow on social media

< Consumer interactions with brands on social media

« Aftitudes towards advertising on social media

61% of Instagram users follow a brand/company on the social media platform,
rising to 73% among users aged 16-24, highlighting just what an important
platform Instagram has become to brands.

Social media platforms have been taking more active content moderation
roles in recent years, especially following the outbreak of COVID-19, when
potentially very harmful misinformation began to spread about the pandemic.
For advertisers, stricter moderation has been helping to increase brand safety
on social media. The purchase of Twitter by Elon Musk is going fo throw a
significant spanner into the works. Brands will be concerned about Musk’s plans
fo reduce the role of advertising on the platform, as well as how his free
speech approach could impact brand safety on the platform.

Data privacy regulation and platform changes, such as Apple’s new privacy
policy, are re-shaping the digital advertising landscape. Cookies and third-
party data can no longer form the basis of targeted advertising on social
media. Social media platforms and brands are having to adjust advertising
strategies to ensure adverts are still reaching the right consumers.

There has been a lot of excitement around VR since Meta CEO Mark
Zuckerberg's high-profile announcement of plans to invest in creating a
metaverse. While more extreme metaverse concepts are still some way off,
Mintel's research shows that there is already significant interest in using VR on
social media to try products. As social media platforms increasingly add more

reports.mintel.com

“Elon Musk’s expected
purchase of Twitter is set fo
shake-up the social media
landscape. Musk’s goals are
to limit Twitter's reliance on
advertising and reduce
content moderation, which
has significant implications for
how brands will be able to
utilise the platform.”

- Rebecca McGrath,
Associate Director for Media
and Technology
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interactive and virtual features, it opens a range of new engaging advertising
options for brands.
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» Consumers will have mixed responses to Musk’s plans
« Consumers are ready to embrace virtual shopping features
on social media

MARKET DRIVERS

« The five year outlook for brands on social media
Figure 9: Category outlook for brands on social medig,
2022-27

* The conflict in Ukraine will hurt the UK economy

¢ Social media platforms react to situation in Ukraine

» Economic uncertainty will lead brands to examine
advertising spend

» Platforms adapt to Apple’s privacy policy

REGULATORY AND LEGISLATIVE CHANGES

« UK government looks to regulate social media with new
Online Safety Bill

« Elon Musk’s Twitter goals potentially at odds with new
regulation

* Further regulation of scam advertising could help

consumers feel more secure

COMPETITIVE STRATEGIES

» Elon Musk’s Twitter takeover set to impact advertising

« Consumer interest in Musk’s changes will be mixed

» Mark Zuckerberg brings attention to potential of the
metaverse
Figure 10: Mentions of #Metaverse on social media, 2021-22

« People have mixed views on the metaverse and VR

LAUNCH ACTIVITY AND INNOVATION

* Platforms continue to add ecommerce tools

« 3D adverts are early steps towards more virtual advertising

» Social media platforms begin to embrace NFTs

» New interactive adverts to boost consumer engagement

* Social media platforms look to provide safer environment
for brands

* Instagram offers chronological feed option

* YouTube to stream free TV shows with ads

SOCIAL MEDIA USE

* Mousk takeover could shake up flat Twitter usage

Figure 1I: Social media use, 2022
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Figure 12: Use of social media platforms in the last three
months, 2019-22

Men are turning away from Facebook

Figure 13: Social media use, by gender, 2022

Snapchat shouldn’t be overlooked when it comes to Gen Z

Figure 14: Use of social media platforms, by generation, 2022

SOCIAL MEDIA PLATFORMS USED TO FOLLOW BRANDS

Instagram is the standout platform for brands

Figure 15: Social media platforms users follow brands on,
2022

Pinterest helps brands promote their values

TikTok users have been quick to follow brands

Changes to Twitter could put more importance on brand

accounts

BRANDS INTERACTIONS ON SOCIAL MEDIA

Social media adverts are generating high engagement
Figure 16: Brand inferactions on social media, 2022
Figure 17: Brand interactions on social medio, by age, 2022

Social media is used for product research

BRANDS ON SOCIAL MEDIA

Food, entertainment and clothing are the most followed
types of brands

Figure 18: Types of brands followed on social media, 2022
Using online tutorials to encourage men to follow more

personal care brands

Figure 19: Types of brands follow on social media, by gender,

2022

TikTok enables brands to have fun

Figure 20: Types of brand TikTok users follow on social medig,

2022

ADVERTISING ON SOCIAL MEDIA

Targeted advertising is off-putting for many consumers
Contextual advertising of greater importance due to
targeting limitations

Figure 21: Attitudes towards advertising on social media,
2022

Older people are not being shown relevant advertising
Figure 22: Advertising relevance on social media, by age,
2022
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* Incorporating too much advertising carries risks for

platforms

ATTITUDES TOWARDS BRANDS ON SOCIAL MEDIA

» Many people follow brands they don’t buy from
Figure 23: Attitudes towards brands on social media, 2022

» Social media has become a central component of customer
care

* Many are interested in trying products virtually
Figure 24: Interest in virtual reality on social mediag, by
generation, 2022

 Interest in purchasing directly from a social media platform
remains limited

APPENDIX — DATA SOURCES, ABBREVIATIONS AND
SUPPORTING INFORMATION

- Abbreviations

« Consumer research methodology
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