
1

GWI PROFILE  Q4 2015

Snapchat
Tracking Snapchat usage over time and across demographics



2

Every year, GWI interviews 200,000 internet users across 34 markets – making it the largest 
on-going study into the digital consumer instigated to date.

Research is conducted in quarterly waves, each of which has a global sample size of around 50,000 
internet users. Typically, we interview between 3,000 and 8,000 people per year per market, with 
larger sample sizes in key countries such as the UK and the US (30,000 each). 

Respondents complete an online questionnaire that uses stratified sampling techniques to ensure 
that they are representative of the internet population aged 16 to 64 in each country (with correct 
proportions in terms of gender, age and educational attainment).

Unless otherwise stated, all figures in this report are drawn from our Q3 2015 wave of research 
among over 54,000 internet users aged 16-64. Due to the unique nature of the social networking 
landscape in China – from the presence of locally popular platforms to the restrictions placed on 
many global names such as Facebook and YouTube – this country is excluded from the global figures. 
For more information, please see our   China Market Report .

GWI’S USAGE DEFINITIONS

We measure three forms of engagement with social platforms, defined as follows:

• Members – those who say they are members of the social platform in question
•  Active Users – members of a social platform who say they have used or contributed to it within the last 

month (via any device)
•  Visitors – those who say they have visited the platform in question in the last month, regardless of 

whether or not they are a member

For apps such as Snapchat, we measure Active Users via the following question: “Which of the 
following mobile / tablet applications have you used in the past month? (on any device)”.

These definitions are consistent across all of the platforms and apps we track and thus allow 
accurate comparisons between networks and mobile services. In contrast, self-published figures 
from social networks and apps tend to use a wide and competing range of factors.

GWI Profile Reports are designed to showcase key trends and numbers for some 
of the world’s largest social platforms, apps, digital brands and media providers – 
providing the very latest figures at a headline level as well as looking at engagement 
over time and across demographics. 

In this report on Snapchat, we focus on:

• Current numbers for active users, with a special focus on teens
• Device and content-related behaviors
• Snapchat’s popularity at a market-by-market Level
• The demographics of the Snapchat audience
• The actions and behaviors taking place on Snapchat
• Top following and usage motivations

INTRODUCTION METHODOLOGY

https://pro.globalwebindex.net/#/reports
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A full list of our Profile Reports – available   here  – is as follows:

• Facebook 
• Facebook Messenger 
• Google+ 
• Google Hangouts
• Instagram 
• LinkedIn 

• Netflix 
• Pinterest 
• Reddit
• Skype
• Snapchat 
• Spotify 

• Tumblr 
• Twitter 
• Viber 
• WeChat 
• WhatsApp 
• YouTube 

MARKET REPORTS
To examine these platforms at a national level, download the relevant Market 
report   here .

All of the questions and data-points featured in this report are available to explore 
on PRO Platform. They can be analyzed by any audience, date range or selection of 
countries/regions, with users able to build bespoke audiences based on our wide 
range of demographic, attitudinal and behavioral variables.

Each chart in this report is accompanied by a hyperlink which will take you to the 
appropriate section on PRO Platform; simply click on the relevant link to start 
exploring the data further. 

PRO PLATFORM

REPORTS

EMEA:  Belgium  •  France  •  Germany  •  Ireland  •  Italy  •  
Netherlands  •  Poland  •  Portugal  •  Russia  •  Saudi Arabia  
•  South Africa  •  Spain  •  Sweden  •  Turkey  •  UAE  •  UK

AMERICAS:  Argentina  •  Brazil  •  Canada •  Mexico  •  USA

APAC:  Australia  •  China  •  Hong Kong  •  India  •  Indonesia  •  
Japan  •  Malaysia  •  Philippines  •  Singapore  •  South Korea  
•  Taiwan  •  Thailand  •  Vietnam

GWI also has a range of other reports covering key audiences, topics and trends, including:

FLAGSHIP REPORTS
Our flagship reports look at key global trends for social networking, device usage, online purchasing, 
brand engagement and entertainment.

• Social
• Device

• Brand
• Commerce

• Entertainment

AUDIENCE REPORTS
In-depth examinations of particular groups, assessing their most important behaviors and 
motivations as well as what sets them apart from the wider online population. Recent audience 
reports include:

• Baby Boomers
• Business Travelers
• Celeb Fans
• F1 Fans
• Gen X
• Instagrammers

• Millennials
• Mothers
• NFL Fans
• Premier League Fans
• Shazam Users
• Snapchatters

• Students
• Tech Influencers
• Teens
• The Top 1%
• Twitter Users
• Vlog Watchers

To explore the full range of reports – including Insight Reports and Trends – click  here . 

https://pro.globalwebindex.net/#/reports
https://pro.globalwebindex.net/#/reports
https://pro.globalwebindex.net/#/reports
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Snapchat remains one of the fastest growing messaging apps tracked by GWI. This is a service where demographics and 
countries matter, though: the strongest increases in engagement have been among teens (and younger internet users 
generally) in a range of mature internet nations. 

Such demographic and national trends mean that its overall penetration level can seem modest; globally, just 7% of online 
adults outside of China say they use Snapchat. However, this rises significantly to 22% among the key teen demographic 
(here defined as 16-19 year olds). 

By market, a number of individual countries post much higher rates of usage, especially in North America and Europe. And 
among the much-coveted teen demographic, Snapchat reaches parity with, or surpasses, apps like Facebook Messenger 
and WhatsApp in some markets.

The demographics of Snapchat users are arguably what set the app apart from the likes of Facebook Messenger and 
WhatsApp. A significant 83% of Snapchatters are under the age of 34, over half of whom are in the youngest 16-24 age 
group. That gives it a clear lead over the next “youngest” services like Tumblr, Instagram, WeChat and LINE. The gender 
split is relatively even, though slightly skewed towards males. 

Source: GlobalWebIndex Q3 2015  •  Base: Internet users aged 16-64, exc. China // Teen internet users aged 16-19, exc. China

SNAPCHAT IN NUMBERS

Want to explore this data in PRO Platform? Click here: Apps > Specific Applications > Specific Applications Used

http://g-web.in/1xbrXsE
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SNAPCHAT OVER TIME
As we’ve noted, Snapchat’s overall growth and engagement 
levels among all global internet users can seem modest. But if 
we concentrate on the teen demographic, active user numbers 
have rocketed from 9% at the end of 2013 to 22% in Q3 2015. 
What’s more, Snapchat has posted consistent growth in every 
single quarter. Little wonder that it remains such a nuisance to 
Facebook, then, or that it has felt confident enough to charge 
high prices to brands who want a presence inside the app on 
“Discover” or its new branded geo-filters and lenses.

Question: Which of the following mobile / tablet applications have you used in the past month? (on any device)  •  Source: 
GlobalWebIndex Q4 2013 - Q3 2015  •  Base: Internet Users aged 16-64, exc. China // Teen internet users aged 16-19, exc. China

Want to explore this data in PRO Platform? Click here: Apps > Specific Applications > Specific Applications Used

http://g-web.in/1xbrXsE
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SNAPCHAT BY COUNTRY

Question: Which of the following mobile / tablet applications have you used in the past month? (on any device)  
•  Source: GlobalWebIndex Q3 2015  •  Base: Internet users aged 16-64 

Want to explore this data in PRO Platform? Click here: Apps > Specific Applications > Specific Applications Used

Europe and North America are by far the best regions for Snapchat usage – with Sweden, 
Ireland and Canada representing the top individual markets. The app has enjoyed some 
modest success in Middle Eastern countries too, with Saudi Arabia (17%) taking second 
place when we consider all internet users. Snapchat has yet to make any real headway in 
most of APAC; in fact, Asian countries account for 8 of the 10 bottom markets.

Across the board, the other big story here is the much higher levels of usage seen among 
teens (16-19s). Sweden, Ireland and Canada are the first markets where Snapchat can 
boast that it’s become a mainstream app among this key demographic, but it’s striking 
that – in the majority of the top 15 countries – teen usage is typically 4-6x greater than 
usage among all internet users. 

http://g-web.in/1xbrXsE
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SNAPCHAT BY DEMOGRAPHICS
Given the trends seen above, it’s hardly surprising that 
16-34s account for the vast majority of Snapchat’s 
adult users – with some 17% of 16-24s outside of 
China now being active users.

Across the other major demographic splits, 
engagement tends to be relatively even – with little 
differences between men/women or among the 
income quartiles.

Question: Which of the following mobile 
/ tablet applications have you used 
in the past month? (on any device)  •  
Source: GlobalWebIndex Q3 2015  • 
Base: Internet Users aged 16-64, exc. China

Want to explore this data in PRO Platform? Click here: Apps > Specific Applications > Specific Applications Used

http://g-web.in/1xbrXsE
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SNAPCHAT BEHAVIORS
Unsurprisingly, sending a message or a photo Snap are the most common 
actions taking place on the service. The growing prominence of video on social 
media is also in evidence, with around 1 in 2 sending video Snaps and 3 in 10 
video chatting.

What’s more, it’s clear that Snapchat’s new content-related features have 
been well-received by its users. 3 in 10 are using Live Stories each month, 
while a quarter use Discover. A significant fifth of Snapchatters started 
following a new brand/company on the app last month. 

Question: Thinking about when you use Snapchat, can you please tell us if you have done any of the 
following within the last month?   •  Source: GlobalWebIndex Q3 2015  •  Base: 3,851 Snapchat 
users aged 16-64, exc. China

Want to explore this data in PRO Platform? 
Click here: Social Media > Social Platform Past Month Activities > Snapchat Actions

http://g-web.in/1Hg4aqY
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SNAPCHAT “FOLLOWERS”
Unsurprisingly, Snapchat users are most likely to “follow” people they know in 
real-life via social media. However, it’s an impressive 57% who say they follow 
their favorite brands, representing a considerable 64% over-index compared to 
the average online adult. Snapchatters are also significantly ahead for following 
brands they are considering purchasing from, with more than 4 in 10 doing so. 

Vloggers might be towards the very bottom of the list in terms of who Snapchat 
users say they follow online but it’s still some 32% who say they do this, and 
it’s here where this audience over-indexes the most strongly compared to the 
average (being 2.8x ahead). 

Question: Which of the following types of people or organizations do you prefer to follow online via 
social media services (i.e. Facebook,  Twitter, etc.)?  •  Source: GlobalWebIndex Q3 2015  •  Base: 
3,851 Snapchat users aged 16-64, exc. China

Want to explore this data in PRO Platform? Click here: Social Media > Social Platforms > 
Types of People/Organizations Followed on Social Media  

http://g-web.in/1yduWMd
http://g-web.in/1yduWMd
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NETWORKING MOTIVATIONS
Beyond their simple desire to stay in touch with what friends 
are doing, Snapchatters use social networks to fill up spare 
time (63%) and to find entertaining content like articles and 
videos (62%). Content is extremely important to this group; teens 
are a content-hungry and attention-short demographic who like 
to be entertained. The app has stepped up its content-related 
and entertaining features recently, with the introduction of its 
‘Discover’ section, geo-filters, lenses, and ‘speed modifiers’ for 
videos – all in an attempt to keep its users as engaged as possible.  

Other places where Snapchat users over-index strongly are 
particularly revealing. FOMO (fear-of-missing-out) is a major driver 
for social network engagement among this audience, where they 
are 2.2x ahead of average. Celebrities matter too: Snapchatters 
are nearly 2.4x as likely as others to use social media to follow 
famous figures.

Question: What are your main reasons for using social networking services?  •  
Source: GlobalWebIndex Q3 2015  •  Base: 3,851 Snapchat users aged 16-64, 
exc. China

Want to explore this data in PRO Platform? Click here: Social Media > 
Motivations for Using Social Media > Motivations To Use a Social Network

http://g-web.in/1ydtTvL
http://g-web.in/1ydtTvL
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SOCIAL COMMERCE
A number of social networks have begun integrating so-called “social commerce” into their 
platforms, with many of the big services like Facebook, Twitter and Instagram offering users the 
chance to purchase products directly through the platform using ‘buy buttons’. 

On Snapchat, brands and publishers have been quick to book their place on ‘Discover’ and the app 
has also offered brands the chance to buy branded lenses and geo-filters. So it’s highly relevant 
that 7 in 10 Snapchatters say they have bought a product online within the last month, while a 
similar figure have used the internet to find products to buy. 

Convincing these users to complete their purchase on Snapchat is another matter though: just 
a fifth say that a “buy” button on a social network would make them more likely to buy an item. 

Want to explore this data in PRO Platform? 
Click here: Marketing Implications > Brand Activation > Motivation to Drive Purchase Consideration

Source: GlobalWebIndex Q3 2015  •  Base: 3,851 Snapchat users aged 16-64, exc. China

http://g-web.in/1L8i5Rv
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MULTI-NETWORKING 
BEHAVIORS
Snapchatters are pretty heavy multi-networkers. Of the top eight social platforms tracked in our chart, 
they are typically members of 5.4 of them and are actively using 3.

It’s Facebook which is absolutely dominant here – almost all Snapchat users (94%) have an account on 
the site, with 60% considering themselves active users. YouTube is very close behind, underlining Snapchat 
users’ love of video and content. Instagram is particularly popular too, with Snapchatters 2.6x as likely as the 
average online adult to use this network. 

It’s a similar story when it comes to messaging apps. Across the 12 rival services featured in our chart, 
Snapchatters are typically using 3.4 of them (and that’s in addition to Snapchat). Facebook is the leader 
once again here, with its Messenger and WhatsApp services both being used by a majority of Snapchatters. 
Skype performs relatively well too, used by 1 in 2 Snapchatters.  

The idea that people favor one messaging service exclusively is simply not true for this audience – something 
which underlines the challenges of keeping users loyal and engaged.
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Question: On which of the following services do you have 
an account? // Which of the following services have you 
used or contributed to in the past month using any type of 
device? e.g. PC/laptop, mobile phone, tablet, etc. // Which 
of the following mobile / tablet applications have you used 
in the past month?  •  Source: GlobalWebIndex Q3 2015  •  
Base:  3,851 Snapchat users aged 16-64, exc. China

Want to explore this data in PRO Platform? 
Click here: Apps > Specific Applications > 
Specific Applications Used

http://g-web.in/1xbrXsE
http://g-web.in/1xbrXsE
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