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Spotlight on Social media as a discovery @
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brand advocacy and reputation

Consumers are looking for deeper
relationships with brands and younger
people are spearheading this shift
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* Average favorability score is calculated with a weighted average formula, based on assigning scores of -1 to adjectives with a negative
sentiment, and a score of +1 to adjectives with a positive sentiment
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Talk to us about getting access
to all the insight you need Book your demo

Methodology: This infographic primarily uses our Q4 2020 Core data, with a sample of 180,852 respondents across 47 markets; of which there were 37473 Gen
Zs, 65,629 millennials, 60,882 Gen Xs, and 16,868 boomers. It also draws upon our February 2021 Zeitgeist data among 4,013 internet users in the U.S. and UK,
aged 16-64
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