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me….
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Allows us to interact and
understand an audience
better

Increase brand trust

Digital
Marketing

Show advertisements based
on actions and preferences
on the internet

Less expensive
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Types of
Digital
Marketing

•
•
•
•

Content Marketing
Search Engine Optimization SEO
Pay per Click PPC
Social Media Marketing

• Affiliate Marketing
• Email Marketing
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Content
Marketing

• Blogs
• Videos
• Infographics
• Case Studies
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• Look at competition
• Look at what is doing well for them

What Content?

• What is the location of the content?
• Buzzsumo.com shows what links you can
share that are trending
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Search Engine
Optimization
SEO

• SEO is part of digital marketing, and it’s
actually a set of tools and best practices
that help websites reach higher search
engine rankings. The goal of SEO is to
increase the number of organic visits (not
paid) from search engines like Google
because organic traffic is a key source of
visitors and potential customers. SEO
strategy focuses on getting the page on
selected keywords and phrases at the
highest search position possible.
• In order for the website to be properly
optimized and to make the SEO strategy
successful, On-page and Off-page
optimization need to be taken care of.
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• Website Loading Speed

• Responsive Design

Tips for
Getting to
Google
Page 1

• Use of Key Words
• Unique Website Content
• Google Loves pictures and
Videos
• Updating the website
• Link Building
• If its useful and relevant, it will
be shared
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PayPerClick

• A model of internet marketing in
which advertisers pay a fee each
time one of their ads is clicked.
Essentially, it’s a way of buying visits
to your site, rather than attempting
to “earn” those visits organically.

• Search engine advertising is one of
the most popular forms of PPC. It
allows advertisers to bid for ad
placement in a search engine’s
sponsored links when someone
searches on a keyword that is
related to their business offering.
For example, if we bid on the
keyword “PPC software,” our ad
might show up in the very top spot
on the Google results page.
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What is Google Ads?

Google Ads is the single most
popular PPC advertising system in
the world. The Ads platform
enables businesses to create ads
that appear on Google’s search
engine and other Google
properties.

Google Ads operates on a payper-click model, in which users
bid on keywords and pay for each
click on their advertisements.
Every time a search is initiated,
Google digs into the pool of Ads
advertisers and chooses a set of
winners to appear in the valuable
ad space on its search results
page. The “winners” are chosen
based on a combination of
factors, including the quality and
relevance of their keywords and
ad campaigns, as well as the size
of their keyword bids.
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Social Media Marketing
• Use to advertise content
• Brand Services with imagines, videos and
stories, spend a lot of time engaging with
audience
• PPC like to use platforms to share
advertisement
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Facebook
Demographics
and Usage
• Monthly active users:
2.91 billion
• Largest age group:
25-34 (31.5%)
• Gender:
43% female, 57% male
(no data on other genders)
• Time spent per day:
33 minutes
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Takeaways from
Demographics 2022
• Despite ongoing controversies, “adpocalypses” and emerging
competition, Facebook still remains the largest social platform
among consumers and marketers.
• Note that time spent on Facebook has actually fallen (from 38
minutes per day to 33 minutes) over the past five years despite
overall social media usage spiking.
• Facebook’s user growth rate has slowed to a grinding halt with
only a 0.8% change increase during 2021.
• Following last year’s social media demographic data, younger
consumers continue to flock to TikTok and Snapchat versus
Facebook and Instagram.
• Ad revenues continue to climb regardless of the gloom and
doom about reach — this highlights how Facebook ads are a
staple of marketing at large.
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Instagram
Demographics
and Usage
• Monthly active users:
2 billion
• Largest age group:
25-34 (31.2%)
18-24 close behind at 31%
• Gender:
48.4% female, 51.8% male
(no data on other genders)
• Time spent per day:
29 minutes
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Takeaways from
Demographics 2022
• The platform has quietly doubled their user base to 2 billion
within three years, a staggering stat that proves Instagram’s
staying power.
• As younger users migrate to TikTok, perhaps it’s fair to say that
Instagram is no longer the “hip” network in the eyes of today’s
teenagers.
• That said, Instagram maintains a firm hold on Gen Z and
Millennials — these groups make up roughly two-thirds of their
base.
• Recent Instagram stats and new Shopping features (like Drops)
signal the platform’s shift to becoming an ecommerce hub.
• Reels are popular, but they couldn’t stop TikTok’s momentum in
2021 —the platform continues to peel influencers away from
Instagram

30

15

8/2/2022

31

32

16

8/2/2022

33

TikTok
Demographics
and Usage
• Monthly active users:
1 billion
• Largest age group:
10-19 (25%)
• Gender:
61% female, 39% male
(no data on other genders)
• Time spent per day:
89 minutes
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Takeaways from
Demographics 2022
• TikTok’s popularity and growth are unprecedented (~10x more
users since our last social media demographics breakdown).
• Not only is the user base booming but also activity — users are
spending nearly 90 minutes per day on the platform.
• Fact: nearly 40% of Gen Z say they’re directly influenced by
products they see on TikTok and brands should take notice.
• As more and more brands get on board, we’re seeing
influencers do the same.
• TikTok is ramping up and “maturing” to meet the needs of its
users, including more advanced ads and CRM integrations.
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Twitter
Demographics
and Usage
• Daily active users:
211 million
(up from 187 million)

• Largest age group:
18-29 (42%)
• Gender:
38.4% female, 61.6% male
(no data on other genders)
• Time spent per day:
31 minutes
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Takeaways from
Demographics 2022
• Twitter’s usage and growth have remained fairly consistent yearto-year, although its user-base is obviously skewing younger
these days.
• Despite recent growth (up from 187 million users last year),
research predicts that Twitter will lose about a million users to
other platforms over the next five years.
• One-third of Twitter users are college-educated and make more
than $75K annually, highlighting the platform’s highly-educated
and high-earning base.
• Twitter’s status as a place to discuss events and gather breaking
news make it a prime place to share content and drive
discussions, but advertising is still tricky.
• While Fleets failed, renewed interest in Spaces could breathe
some new life into the platform.
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LinkedIn
Demographics
and Usage
• Monthly active users:
810 million
• Largest age group:
25-34 (58.4%)
• Gender:
48% female, 52% male
(no data on other genders)
• User access:
63% of weekly, 22% daily

38

19

8/2/2022

Takeaways from
Demographics 2022
• Conventional wisdom might say that LinkedIn exclusively caters
to an older audience, but now Millennials dominate the
platform.
• LinkedIn reportedly experienced record revenue, driven by the
platform’s growth during COVID-19 and increased interest in
new jobs.
• The platform’s demographic of high-earning B2B professionals
makes LinkedIn a potential goldmine for ads.
• According to LinkedIn themselves, it’s the top-rated social
network for lead generation, making it a great source for B2B
marketers looking to find targeted and motivated audiences for
their campaigns.
• Given that only 180 million (25%) of LinkedIn’s users are located
in the US, the platform has a massive international reach.
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Pinterest
Demographics
and Usage
• Monthly active users:
431 million
• Largest age group:
50-64 (38%)
• Gender:
78% female, 22% male
(no data on other genders)
• Time spent per day:
14.2 minutes
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Takeaways from
Demographics 2022
• Although Pinterest is largely considered femaledominated, the platform saw a surprising spike in male
users during 2021.
• The platform’s core user base of 400+ Pinners continues to
hold steady (and ad revenues are actually up from where
they were a couple of years ago).
• Pinterest is perhaps the most produced-focused of any
social network, signaling big opportunities for ads
(hint: 45% of Pinterest users have a household income of
$100,000+).
• Shopping-centric organic content is fair game, too —
almost 70% of users say they trust Pinterest and it’s their
favorite place to research products.
• Pinterest’s social media demographic data is unique as
their users are almost evenly split age-wise — 18-29 (32%),
30-49 (34%) and the largest demo is 50-64 (38%).
Interesting crowd!
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Snapchat
Demographics
and Usage
• Number of monthly active users:
319 million
• Largest age group:
15-25 (48%)
• Gender:
54.4% female, 44.6% male
(no data on other genders)
• Time spent per day:
25+ minutes
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Takeaways from
Demographics 2022
• Although Snapchat may not be the most talked-about or
“trendy” network anecdotally, the platform saw growth during
2021.

• Snapchat is still huge with the younger crowd, although it
recently lost its top spot as teenagers’ go-to network.
• Even if you aren’t active on Snapchat, it’s a prime place for
trendspotting and learning what younger consumers want.
• With 57% YoY revenue growth (breaking the $1 billion barrier),
Snapchat isn’t going anywhere yet.
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YouTube
Demographics
and Usage
• Monthly active users:
2+ billion
• Largest age group:
15-35 (highest reach)
• Gender:
46% female, 54% male
(no data on other genders)
• Time spent per session:
~30 minutes

47

Takeaways from
Demographics 2022
• YouTube’s popularity among younger users highlights the
ongoing, long-term shift toward video content.
• Marketers note that YouTube is still a sort of land of opportunity
advertising-wise, viewing it as a place to put their ad dollars in
the future versus the likes of Facebook (hint: YouTube’s ad
revenue increased 43% YoY).
• This revenue growth signals not only the platform’s influence as
a social network but also as a go-to streaming service.
• Given that 62% of YouTube’s users log into the platform daily,
the platform has no problems with engagement and retention.
• Still, the majority of users claim to use YouTube for entertainment
rather than to find brands and products. Brands still have a lot of
work to do on the platform, finding a balance between
entertainment and advertising.
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What Platforms
are Seniors Using?
• YouTube is used by
70% of those 50 – 64
38% of those 65+
• Facebook is used by
68% of those 50 - 64
46% of those 65+
• Pinterest is used by
27% of those 50 - 64
15% of those 65+

• Instagram is used by
24% of those 50 - 64
8% of those 65+
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We Talk About Bruno
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Emails Retargeting

Email marketing is all
about reaching the right
customers at the right time,
with the right content that
drives them to act.
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Affiliate
Marketing
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5 Ways to
Drive
Traffic
• Earn It
• Buy It
• Borrow It
• Recycle It
• Retarget
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Measurement
Engagement vs. Quantity
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QUESTIONS
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