


About 

Knit helps brands understand this next generation of 
consumers through on-demand feedback from Gen Z 
& Millennials. Get instant answers to your biggest youth 
consumer strategy questions and feedback on all your 
product or marketing ideas – by tapping into Knit’s youth 
consumer panel (the largest in the nation). Access both 
the “what” and “why” behind all your decisions through 
our extensive quant & qual solutions, and ensure you talk 
to your exact audience through our robust segmentation 
capabilities (geo, interests, and more).

More on Knit at: goknit.com

Trusted Youth Research provider of:

http://goknit.com


The new users in town

It’s possible that by now, you’ve heard the term 
“digital natives” to describe Gen Z so often that 
there’s a chance that the phrase’s meaning has 
become, well, a little washed out. The internet, social 
media, and mobile device use are so ubiquitous for all 
of us that at this point, why bother separating the 
native from the fluent? In the end, we’re all speaking 
the same language, right?

To really wrap your head around just how differently 
the youngest generation experiences their digital life 
— especially social media — consider the following:

Gen Z was born between 1997 and 2012, making the 
youngest Zoomers negative two years old when the 
first social media site was established. That site? 
Geocities. It categorized interests
into “neighborhoods” named after
real cities at first and then
named something city-
adjacent when they ran
out of those.

Generations Defined



Gen Z & Social Media Grow Up
For Gen Z, social media was born before they were – and grew as they did. It evolved 
at a pace that’s made it a foundational tool for communication, and the skills and 
resources needed to develop a social profile are about the same as the ones needed 
to set up a utility account. As a result, it’s catalyzed the evolution of entire 
industries, and changed the shape of daily life.

Social Media through the years





How — And How Much —

Gen Z Uses Social Media

Not only is Gen Z the generation with the highest levels of mobile 
phone ownership overall (98% globally), they’re also using those 
devices more than any other generation, too: a global average of over 
four hours a day. And when it comes to what they’re doing, spending 
time on social media reigns supreme.

That usage represents a pretty sizeable chunk of the day — 4.5 hours, 
on average. If that sounds like a lot, you’re not the only one that thinks 
so. Gen Z thinks so, too. In fact, they think that it’s too much. 57% said 
they worry that they spend too much time on social media platforms, 
and a full 63% said that worry extended to their smartphone usage 
overall.

Gen Z’s Smartphone Usage



That’s likely why 51% indicated that they use social 
media “less than they used to”. That’s not wishful 
thinking, either. Research from Pew backs this assertion 
up. While daily social media usage rose for every other 
age group between 2019 - 2021, it declined for 18-29 
year olds, a group made up primarily of Gen Z and the 
very youngest Millennials.

% of US Adults who use at least one social media site

Source: Pew Research Center

https://www.pewresearch.org/internet/fact-sheet/social-media/


Gen Z uses social media to 
feel less alone

Despite a growing feeling of angst around the 
amount of social media Gen Z consumes, they 
still view the platforms they frequent as a way to 
stay connected to their friend circles, families, 
and the world at large. A full 65% of Gen Z said 
that they used social media to stay connected 
when they feel alone.

The concept of connection was an overarching 
theme, with a full 75% of Gen Z citing “to stay in 
touch with friends and family” as a reason to log 
on, followed by “to share photos or videos with 
others” (54%). Rounding out the top three? 
Killing time. 51% of Gen Z said that
they logged on or stayed logged
on to social media because
they simply needed
something to do.

Why Does Gen Z Use Social Media?



Gen Z Doesn’t Use Social
Media As Exhibition

When it first became clear that social media was going to be a permanent, 
prolific part of the culture, Millennials got a lot of flak for using it to 
overshare, documenting even the most minute details of every meal, 
moment, and milestone. Perhaps it’s time to cut them a break: ostensibly, 
that’s how these platforms were meant to be utilized, and that was back 
when the ratio of brands to individuals was a lot wider, no one had ever even 
heard of Cambridge Analytica, and friend and follower counts rarely climbed 
higher than the average high school graduating class.

Social media is growing up, and so is the general sentiment around it. This 
change is apparent at the bottom of Gen Z’s usage motivations. They’re least 
likely to use social media to produce and distribute content of their own 
(18%), as a networking resource at school or work (20%), or to share the 
everyday details of their lives (22%).

We get the sense that Gen Z sees social media much more as a tool for 
understanding the world around them than they do as a way to be 
understood — they started logging on after the shift from cataloging to 
curation. That’s apparent in both their cited reasons for use and the way 
they use platforms like Instagram differently. Read More

Read more about how the two 
generations differ in their Instagram 

usage and preferences.

Millennials vs Gen Z
on the ‘Gram

https://goknit.com/gen-z-vs-millennials-instagram-use-and-trends/


Instagram Mornings, TikTok Nights:
Gen Z’s Social Media Routine

Okay, first things first: that’s kind of a misleading header going into this 
section. We can’t ascribe descending into the polished world of Insta in the 
morning followed by a nightcap of endless TikTok scrolling to any kind of 
universal Gen Z social media routine strictly speaking. But when we asked 
Gen Z “What time of day do you most frequently watch content on the 
following channels?” here’s what patterns emerged:

Gen Z’s Time of Day Preference by Channel



Where Gen Z goes to get social

Spend a little time reading the headlines, and you’ll reach 
a few conclusions that have been repeated so many 
times that at this point, they feel true, whether or not the 
data backs up the assertion. For instance, maybe you’ve 
heard that Facebook is anathema to Gen Z’s whole deal, 
or that TikTok is capturing kids these days while 
befuddling the olds. And it’s true: TikTok is climbing the 
charts. But then again, so is Facebook:

The Social Platforms Gen Z Uses Most



Don’t write off Facebook just yet
Massive global monthly active user gains on TikTok and a 
projected 45% dip in teen use of Facebook are certainly driving 
assertions like these, but we’d caution against ascribing 
hard-and-fast rules to them. “Fastest growing” is not “most 
popular” and “steady decline” is not “mass exodus”. At least, not 
yet. Facebook is still a top three platform for Gen Z social media 
users, with 69% reporting that they had logged on within the 
past three months, and we even uncovered a 126% increase in 
Zoomers naming it as the platform they spend the most time on.

https://www.digitalnewsreport.org/survey/2019/how-younger-generations-consume-news-differently/


Rising: Discord, Twitch, and Reddit

Gamer favorites Discord, Twitch, and Reddit are gaining popularity with Gen 
Z, who logged into each of these platforms 20% or more of the time in 
2022 than they did in 2021. What each of these platforms have in common 
(besides an initial heavy gamer user base), is the ability to engage in 
discussions about superniche interests without a lot of brand intrusion in 
the content there.

Up-and-coming Social Platform Gen Z Usage, ‘21 vs ‘22

Discord Reddit Twitch

28% 22% 43%

2021

2022



Newcomers Grabbing Gen Z’s Attention

Discord

Launched:
2015
Monthly Active Users:
140 Million
Revenue:
$130 Million

What it is: Discord is a chat app that supports to VoIP, 
text, multimedia, and video calls, initially used by 
collaborative gamers to communicate during live play. 
Since then, it’s evolved into a semipublic, forum-adjacent 
place for members to congregate around any shared 
interest — not just games.

Twitch

Launched:
2011
Monthly Active Users:
2.84 Million
Revenue:
$2.3 Billion

What it is: Twitch began as a way for gamers to livestream 
play, build a fanbase, interact with fans, and monetize 
their streams. Starting in 2015, Twitch started adding 
non-gaming categories like “creative” and “IRL” to 
accommodate interest in different types of livestreamed 
content.

Reddit

Launched:
2005
Monthly Active Users:
430 Million
Revenue:
$170 Million

What it is: Part news aggregator, part rating system, part 
discussion forum, Reddit is one of the last early social 
media platforms left, and along with YouTube, it’s only 
gotten more popular, despite a no-frills interface and 
old-school moderation system.



Falling: Instagram, Twitter and Snapchat
Gen Z engaged with Instagram, Twitter, and Snapchat just a little less than 
they did last year, but they were big movers when it came to the share of Gen 
Z’s time that they commanded. For instance, Gen Z said that Snapchat — while 
still firmly seated in Gen Z’s top five platforms — was where they spent most of 
their time 63% less in 2022 than they did in 2021. Snapchat’s needle may 
have moved the most, but Gen Z is spending less time on Instagram and 
Twitter, too:

Social media platforms Gen Z spends the most time on

2021

2022



Unstoppable: Youtube

Not only did YouTube knock Instagram out of the top slot on Gen Z’s list 
of favorite platforms, it was the single biggest mover on the list of 
platforms they spend the most time on. It saw an incredible 180% 
increase in Gen Z users who said so, indicating that it continues to tick 
all of the boxes as the user base that grew up with it grows into new 
forms of content.

RIP: Clubhouse

Remember Clubhouse? It had quite a moment
in 2020, when the lure of exclusivity and the
promise of spotting Elon Musk or Tiffany
Haddish in the digital wild gave the app
semi-viral status. Then came Spotify
Greenroom, Twitter Spaces and Fleets,
Facebook Audio Rooms, and Reddit Talk.
Clubhouse never got a ton of traction with
Gen Z listeners, and now that alternatives
are available on the platforms they do use,
interest is vanishingly small.



‘Sad, Boring, Fun’
Gen Z’s Shifting Social Media Sentiment
We opened this section by urging you not to count Facebook out just yet. Gen 
Z’s usage of the platform is continuing to grow, just as it shrinks or levels out 
elsewhere. That’s because, for Gen Z, these platforms aren’t an either/or 
choice. They serve multiple purposes, which will be useful as Gen Z’s life 
circumstances and priorities change and reorder themselves.

Knowing how Gen Z feels about the platforms they use can be pretty useful if 
you’re interested in reaching them with the right content. Considering that 
without content, scrolling through
a social media feed would be
about as exciting as flipping
through a phonebook, let’s
dive into those sentiments.
So grab your snorkel.

We’re going in.
(see next page)



How Gen Z Uses Their Top Social Platforms

●  To keep up with favorite content
     creators and watch their content
●  To watch music videos or play
     them in the background
●  To find and watch trending TikTok
     challenges without leaving the
     platform
●  44% of Gen Z visits daily

●  Entertaining video content
●  Great for music
●  Fun & funny
●  Interesting & informational
●  Useful for learning new things

●  “App that started it all”
●  “Cool and very useful, I love to use”
●  “Entertaining, informative, friendly”
●  “Everything all of the time”
●  “Great for finding everything to listen to”
●  “Longer videos to watch”

How they use it Overall Gen Z Sentiment In their own words (5 or less)

●  To find funny or entertaining
     videos
●  To fill up the spare time
●  Scrolling over posting: Gen Z rarely 
     posts to their own main feed
●  To keep up with trends

●  Entertaining and creative
     short video content
●  Funny & trendy
●  Occasionally boring or
     cringeworthy

●  “A comedic video and talent sharing site”
●  “Bite-sized content”
●  “Very trendy and connecting to real
     life situations”
●  “Fast, time killing content”



How Gen Z Uses Their Top Social Platforms

●  For the feed: Zoomers use the
    main feed feature 3X more than
    any other feature.
●  To keep up with fashion trends
●  Less than half (46%) of Gen Z 
    uses Instagram to post to their
    own feeds

●  Easy to use
●  The photo-sharing site
●  An interesting app that’s
    fun to use
●  Can get boring
●  Fake and toxic

●  “Pictures, nonstop and stories of famous
     people.”
●  “Exciting and shows new things daily”
●  “All in one app, easy”
●  “Kinda in the decline”
●  “People portraying themselves  falsely”

How they use it Overall Gen Z Sentiment In their own words (5 or less)

●  Connecting with friends and 
     family
●  Staying on top of current events 
     and headlines

●  It’s outdated, old, or even
     antiquated
●  An app for old people
●  While boring, it’s great for
     staying connected with
     family and friends

●  “A place for family and friends to share
     updates on life”
●  “Annoying but connected to friends
     and family”
●  “Good to keep up with family and
      news.”
●  “Old outdated good for connections”



How Gen Z Uses Their Top Social Platforms

●  As a go-to messaging app
     between friends
●  As a way to document their
    lives

●  It’s a quick way to text/chat
     with friends
●  An app for private, visual
     communication
●  Increasingly boring
●  An app for kids

●  “A place to text someone quickly”
●  “Communicate through 10 second
     pictures”
●  “Friends daily lives”
●  “Funny with features”
●  “Young kids messages
     disappear”

How they use it Overall Gen Z Sentiment In their own words (5 or less)





Gen Z’s Favorite Content

Since content is what puts the “media” in social media, we 
wanted to know what kind of content Gen Z was seeking out, 
interacting, and smashing the requisite buttons on when 
they see it. Last year, we learned that Gen Z was gravitating 
toward funny content and following comedian accounts. 
And honestly, after the surrealistic ennui of 2020, who could 
blame them? We all just wanna laugh, man.



This year, comedy and lulz of every variety still 
hovered near the top of the list — 50.2% of 
respondents said they followed comedy content 
and comedian accounts across the platforms 
they used — and lighthearted content still sits 
securely in Gen Z’s content Top 3. But it was 
narrowly edged out by music and musicians 
(55.4%) and gamers (52.8%).

Fitness and wellness content and creators fell 
to the bottom of Gen Z’s list, with just over a 
quarter of respondents saying they sought that 
kind of content out online. We already know that 
Gen Z feels a creeping sense that Instagram — a 
platform traditionally associated with wellness 
and fitness influencer content — can be “fake” 
and even “toxic”, so it makes sense that these 
kinds of accounts see less Gen Z engagement. 
For a generation known for prioritizing its 
mental health in an unprecedented
way, concerns about the
connection between poor
body image and “fitspo”
could be causing the
group to give it a wide berth.

Most-followed Accounts by Content Type



Gen Z’s Top Trends and Where 
to Find Them

When it comes to what’s in and what’s out, be prepared 
to move fast. One minute everyone you follow on TikTok is 
turning their DMs into inspirational quotes and the next, 
you’re mesmerized by the accounts on your #foryoupage 
attempting to speedrun their makeup routines to the 
Mario Kart soundtrack. Turn, turn, turn, you know?

For Gen Z, keeping up with trends means keeping up with 
different platforms. There is no one stop shop for 
tracking their interests. For instance, Instagram was the 
most popular platform for Gen Zers looking to stay on top 
of fashion will head to Instagram most of the time, 
(43.8%), navigate to YouTube for entertainment and 
movies (35.6%), while Facebook proves to be the most 
popular for keeping up with current events (27.3%).

Zooming out, Instagram and YouTube co-lead the
pack as the platforms Gen Z turns to most for
keeping up with trends overall, with TikTok and
Facebook tying for second.

The platforms Gen Z uses to take the cultural pulse



Brands on Social:
A Gen Z View
For a while, brands weren’t quite sure how to navigate social media. Should 
branded content be disguised? Amplified? Meme-ified? User-generated? 
There was an initial rush to build a presence, page, and profile everytime a new 
platform launched, then build an audience, and above all, create a steady 
stream of content — any content — in the hopes of reaching consumers where 
they were increasingly congregating. And when you’re not really sure why 
you’re making the content you’re making. It…doesn’t always go great.

Gen Z has gotten a reputation for being tough to
market to, but we’re not convinced that’s the case.
There’s a lot of advice out there that talks about
Gen Z. In this section, we’re showcasing the insights
we collected when we tried talking to them, instead.
After all, 30.7% of Gen Z follow their favorite brand
accounts on social media. To put that in perspective,
31.1% say they’re following athletes and
pro sports stars’ accounts. To us, that
certainly doesn’t seem like as a group,
these consumers aren’t interested
in what brands have to say.



Meet them where they expect you

Here’s something we won’t shut up about: Gen Z using different social 
media platforms for different purposes. But we’re going to keep not 
shutting up about it, because it’s instructive to brands that want to 
engage this particular audience of consumers. For instance, here are 
the platforms they use to keep up with their favorite brands:

Other

Where Gen Z follows the most brand accounts



Pick the right platform for 
paid content

Tightening up that paid social strategy? Over 
half of Gen Zers have clicked on paid content 
on Instagram, which we expected: it’s also 
where they seek out and follow brand accounts. 
That doesn’t mean that they don’t encounter 
and engage with it elsewhere, however.

Where Gen Z clicks on paid content





What Gen Z Wants
(And What to Watch Out For)

Let’s face it. Even when you’re equipped with the 
best data on what this generation wants, it’s not 
always the easiest to implement a major takeaway 
and shift your entire brand strategy.

We hear you, and we made it a bit easier. In this 
section, check out a our most important data for you 
to keep an eye on – related to the content Gen Z 
craves… Then take it a step further and obey our 
trends of what Gen Z truly “wants” and what you 
should “watch out” for in your social strategy.



Want: 
Quality content and more of it

The idea that Gen Z wants to see less content from 
brands when they go online is misguided. They just 
want to see more of the right content that introduces 
something new or satisfies a consumer need. And take 
it from them: they don’t need a fresh take on the latest 
hashtag trend or dance challenge — just
18.7% expressed a desire to see more of those.

Gen Z wants brands to…



Watch Out:
Posting just to post

That said, it’s important to balance 
consistency and cadence with noise 
and nonsense. Over a third (30.9%) of 
Gen Z says that they’ll unfollow a brand 
if the content has nothing to do with 
the brand, and 34.5% said the same of 
brands that spam their feeds with a 
ceaseless flow of content.

How to get Gen Z to unfollow you



Want:
Engagement, especially in real time
Nearly 40% of Gen Z wants brands to engage with them when they do stop by the feed, but it’s not enough to drop a 
heart on an instagram comment or mass retweet your mentions before you log off for the day. Our panelists value 
interactivity and conversation, and brands have an opportunity to use livestream features to do both.

What Gen Z wants from your livestream



Want: 
UGC, but not for free

21% of Gen Z want brands to hand over the reins once 
in a while and let their followers and fans be content 
creators for a day. User generated content (UGC) can 
help you tick a lot of the Gen Z boxes: it turns real 
people into everyday influencers, it’s less polished, 
more “real”, and gives them a peek at what
end users — as opposed to ad agencies — have to say 
about a brand or product.

That doesn’t mean they’ll happily shoot a three-hour 
TikTok transformation for free, though. If you want 
more UGC, early access, freebies, and public kudos all 
go a long way toward incentivizing Gen Z to help
you out.

What motivates Gen Z to create UGC



Watch out:
Bad Influence

When we ran our Millennials vs. Gen Z apparel study, 
we took a deep dive into the appeal of the “everyday 
influencer”, and the differences between influencer 
marketing in the mid 2000’s and now. Choosing to 
work with well-known influencers can still be helpful 
to brands, even if it looks a little different. It can also 
hurt. Make sure you don’t miss the mark: just 
because someone is popular on a platform doesn’t 
mean that they’re popular with the audience you 
want to reach there.

Get Access

Millennials & Gen Z
Apparel Report

https://goknit.com/2022-gen-z-vs-millennial-apparel-fashion-report/


Who posts the 

best content
on their feed?

We asked Gen Z who’s got the best 
content (from a brand perspective 
of course). These are their most 
mentioned responses.

From apparel and retail to
QSR & snacking, Gen Z’s favorite 
branded content takes lots of 
different shapes.



Who has the

best paid ads
in Gen Z’s opinion?

We asked Gen Z which brand 
serves the best social media ads. 
These are their most mentioned 
responses.

Our favorite? (Yes, we’re a team of 
Gen Zers so listen up). Our favorite 
is this one from Taco Bell. 

https://digiday.com/marketing/taco-bell-breakfast-food-videos/


It’s your move.
Gen Z preferences continue to shift – subverting 
existing expectations on how business can “best 
engage” youth consumers. Are you prepared to adapt 
to the trends they’ll drive year after year? Knit can help 
you keep a pulse on youth consumers so that you’re 
constantly on top of how to best capture their attention 
on social media and beyond.

Get the data to refine your social & 
marketing strategies for Gen Z.

Contact Our Team

https://goknit.com/#form


Study Methodology

Type of Research
Custom, quick-turn quantitative and qualitative research

Level of Confidence 
The total population size is 30,000,000.
The total sample size was 696 with gender and ethnicity 
representative of US Census data, giving us a
95% Confidence Level with a 4% margin of error. 

Timing
The entire survey was fielded over a cumulative 6 day period - 
Sunday, March 12 through Friday, March 18, 2022.

The Methodology
An online survey used a combination of quantitative and 
qualitative questions to collect feedback from a panel using a 
method that is PC, mobile, and tablet-friendly. The online 
survey focused on qualified US-based Gen Z respondents 
(aged 18-25) to understand their current social media usage 
and preferences.  

Want access to all the data not included in this report?
Contact our team

https://goknit.com/#form

