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GERMAN SOCIAL MEDIA CONSUMER REPORT 2012 / 2013

Looking at subgroups, males are not significantly more active social media users than females (t-test: t(2.319) = 
1.061; p = 0.289). Sorted by age, the most active segment is 16 – 24 years old, followed by the group of 25 – 34 
year olds. Social media usage decreases in the following segment, but increases somewhat for 45 – 54 year-olds. 
The SMI of the 55 – 64 year olds drops off by 33.8 %. However, with an average SMI of 5.2, these older consu-
mers now also use social media to a substantial degree (Figure 9). This again emphasizes the broad spread of 
social media among the different parts of the German population.

Figure 9: Social Media Index for different demographic subgroups (n = 2,474).

Social media usage is not exclusive to the upper social stratum. On the contrary, people with a “Hauptschul”-
certificate slightly outperform higher levels of education in terms of their SMI. However, this difference is not 
statistically significant (t-test between “Hauptschul”-certificate and “Abitur”: t(1.446) = 1.282; p = 0.200). But 
compared to consumers with a “Hauptschul”- or “Realschul”-certificate, people with “Abitur” are using social 
media less intensively.

Looking at the geographical distribution shown in Figure 10, Germans from northern federal states (Bundeslän-
der) are significantly more active in social networks than those living in the south of Germany (t-test: t(2.409) =  
1.974; p = 0.049). Comparing consumers from the east and the west of Germany, we find no differences bet-
ween the eastern states (“Neue Länder”) and the western states (“Alte Länder”). The most social-media-active 
federal states are “Nordrhein-Westfalen”, “Brandenburg”, and “Hamburg”; the least active are “Hessen”, “Baden-
Württemberg”, and “Sachsen-Anhalt”.

Similar findings apply to social media usage in urban and rural regions. Again, we could find no significant 
differences in SMI between people living in villages or small towns and people living in cities (t-test: t(2.472) = 
1.777; p = 0.076).

Average Subgroups

4.2 Social Media Networks

The average German consumer is online for two to three hours each day. Only 2.6 % of the German population 
surf the Internet less than 30 minutes daily, while every fourth German spends more than four hours online 
(Figure 11).

Figure 10: Social Media Index for different regional subgroups (n = 2,474).

Ø = Mean; ѫ = Standard Deviation from Mean.
Figure 11: Social Media Index for different regional subgroups (n = 2,474).

Figure 11 also shows that the diffusion of smartphones and tablet computers has created a broad distribution 
of secondary devices. More than three quarters (76.4 %) of German Internet users surf the net with at least 
two Internet-ready devices. Data on mobile Internet access points into the same direction; overall, the average 
consumer accesses the Internet in 21.3 % of the cases with mobile devices, which corresponds with an average 
mobile usage time of between 25 to 38 minutes each day.

Esche/Hennig4Thurau:(German(Social(Media(consumer(report(2012/2013
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