Elements of a Strong Digital Strategy
Worksheet l Jamie Domm l JDIM.digital
……………………………………………………………………………………………………………………………………………………
The stakes of our gospel calling are too high; your church, conference, or ministry can no
longer go without a digital strategy. It is imperative that we become just as effective as
secular organizations at using digital media for communication and community building.
Use this worksheet in conjunction with the corresponding PowerPoint to help build the
framework for your digital strategy.

A Strong Foundation Begins with Leadership.
Whether you’re a ministry, church, conference, or independent missionary, here is what leaders
can start doing today to build a strong strategic foundation for sharing your ministry message:
A checklist for leaders:
□ Include digital strategies in short- and long-term visions and goals.
□ Dedicate funds for social media promotions.
□ Dedicate time for training you and your team members.
□ Identify people who could take on social media as part of their ministry duties (this
may mean taking something else off their plate).
□ Invest in young people; give them space to utilize their skills in this area for the
Church.
□ Get out of the way and let innovation happen.
□ Take advantage of all the free resources, classes, and case studies on SDAdata.org
or get the Digital Discipleship & Evangelism book at JDIM.digital/book
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Branding:
How do you want your organization to be known? This is your brand. Answer the question:

Consider the three areas of communication for your ministry’s brand above.
Brainstorm possible social media handles that will help communicate your brand purpose
and check their availability on knowem.com:

Your branding should: (checklist)
□
□
□

promote awareness
foster emotional connectedness
communicate your mission and values (brand story)
Define your brand story here:

□

encourage brand ambassadors
shape expectations for those you serve (brand promise)
Define your brand promise here:

□

provide strategic direction to your team and set clear goals/objectives (mission/vision)
Define your mission and vision here:

□
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Brand Basics:
□ Brand: represented by its logo, its color, its typefaces, its images, its designs, its tone of
voice, and its customer service
Fill in as much information as you can provide for your brand elements:

□ Brand Strategy: defines the organization’s central message and how to say it
Provide a summary here:

□ Brand Guidelines: a system of managing the brand visually
How will you manage your brand visually? Please describe:

Checklist for establishing brand consistency:
□ Reserve your name on all platforms.
□ Use a consistent name (15 characters or less; short/simple; stands test of time; no
numbers, symbols, or punctuation).
□ Use the same profile photo & a consistent design look.
□ Use the same headline, blurb, or bio.
□ Develop a consistent voice/tone.
□ Clearly articulate what you do and offer through your mission, brand promise, and brand
story.

Brand touchpoints:
Your digital presence is an extension of your ministry’s brand and voice into the online world.
Your brand is how you are perceived.
List all the possible communication touchpoints you may have with your target audience:
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Where are possible breakdowns and areas for improvement? Describe:

Define Your Purpose for Going Digital:

Consider the possible categories of purpose from the above graphic, then develop a clear
objective for your digital communications. Write it in the following space:

Set Goals:
Once you have a purpose, you can set goals. When you know what you are trying to achieve,
you can set benchmarks for measurement. Then came up with a strategy and budget.
Examples of some goals may include, but are not limited to:
•

Increase fan base and drive traffic to your website, podcast or YouTube channel.

•

Increase event attendance & participation.

•

Increase community awareness to become more than just a Christian contact.

•

Get to know your community better and understand their felt needs.

•

Encourage social media ambassadors to share your content and invite people to your
live events/programs.

•

Increase meaningful engagement online.

•

Become a digital disciple who actively shares their faith in the digital space.

•

Reach target groups with meaningful content that will address a felt need.

•

Improve the lives of others.
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•

Communicate core Christian values to the “unchurched”.

•

Create connection and foster relationships among non-Christians.

•

Define what it means to be a Christian, becoming a resource to the community.

•

Set expectations, both for those who interact with you and for you.

List the goals that you would like to accomplish for your digital communications:

Performance Metrics (aka Key Performance Indicators):
Once you’ve identified why you’ll be using digital media and set goals, it’s important to implement
measures for success. Identify the metrics that are the most important for your goals and decide
how to track them. If you don’t have a lot of time, set benchmarks and track high-level numbers.
Types of Digital/Social Media Metrics:
•

Activity metrics: quantity of posts and content created (a great metric for beginners
who are starting a content strategy from scratch)

•

Reach metrics: number of people who see your content and their demographic data

•

Engagement metrics: interactions and interest in your brand and content

•

Acquisition metrics: changes in engagement over time or “relationships developed”

•

Conversion metrics: actions, sales, registrations, resource requests, and other results

•

Retention metrics: happy “customers” and brand evangelists

Examples of key performance indicators for ministry could include, but are not limited to:
•
•

•
•

Activity metrics: number of videos/podcasts/new content created by the team
Reach metrics: reach/impressions/views for your content in general or from a specific
age group, location, or people group. Also, traffic to the website/channel in general or
from a specific channel, platform, or location.
Engagement metrics: quantity of followers, likes, shares, comments, or messages
Acquisition metrics: empowerment of social media ambassadors and the resulting
activity, number of questions submitted, active online Bible studies, Bible study requests,
or active (ongoing) conversations
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•

•

Conversion metrics: number of volunteers, registration numbers, event attendance,
donations, visits to your ministry’s physical location, quantity of purchases, baptisms,
one-on-one meetings, as well as book, Bible study, and resource requests
Retention metrics: testimonials, repeated visitors to your physical location, positive
impressions shared, people sharing their experience with their online friends/followers,
meeting felt needs, developing a presence in the community, increased involvement in
your ministry

Indicate here what key performance metrics you’ll be using to monitor performance:

Platforms:
Remember, to reach your target audience, you must go to where they spend their time online
and use the language they use. Refer to the “Platform Review” resource at the end of this
worksheet to help identify the best platforms for your chosen target audience(s). It’s very easy
to become overwhelmed by all the possibilities. To avoid that, start with just a few platforms
that make the most sense for your ministry, your messages, your available human resources,
and your goals. It’s best to pick a few platforms and do them well! A strategy that is stretched
too thin will not get the results you’re hoping for.
List your chosen platforms here:

Integrative Marketing & the “Rule of 7”
The “Rule of 7” states that a person needs to be exposed to a message at least seven times
before they’ll take a desired action, such as register, RSVP, attend an event, request a resource,
send a message, read an article, or participate in some other meaningful way.
Everyone, including our audience, experiences marketing messaging and content overload.
Therein lies the challenge. To cut through the clutter, we must utilize a multi-channel, multiplatform approach. Channel typically refers to the communication medium, such as radio, print,
TV, in-person, texting, website, or social media. Platform refers to different kinds of social
media such as Facebook, Snapchat, YouTube, and Instagram. Truly effective communication
strategies work across all channels and platforms to reach people where they are, conveying
one consistent goal or message. This is often referred to as integrative marketing.
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Youth leaders will most likely want to leverage a mix of: (select which ones are applicable to
your ministry)
□
□
□
□
□
□
□
□
□
□

social media posts
text messages
group messaging tools
in-person interactions and conversations
digital discipleship (word-of-mouth driven by brand ambassadors)
website/blog updates
podium announcements
emails
flyers
Additional channels or platforms you can use:

Get Organized
An integrative communications strategy can seem daunting, but it doesn’t have to be. A
streamlined approach allows you and your team to tackle multiple projects that must integrate
an ever-growing list of communication channels.
Here are some fundamental tips for getting organized: (use this checklist as you plan with
your team)
□
□

□
□

Determine roles and divide responsibilities among your team
Develop a content calendar that enables you to plan across all channels and platforms.
o Download a free content calendar template and modify it to incorporate all your
communication channels: JDIM.digital/post/contentcalendar
Share the calendar with your entire communications team. We recommend using
Google sheets.
Schedule posts in advance for increased flexibility.

Additional notes for your team planning: (use this space to brainstorm unique opportunities
or challenges to consider for your ministry’s communication strategy)
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Platform Review
……………………………………………………………………………………………………………………………………………………
With so many platforms to pick from, it may be difficult to know where to start. In this section,
we’ll provide a brief summary of the most popular platforms in 2021, their demographics and
their suitability for the 18−30 age group. Use this information to help you choose one or two
platforms that best align with the interests of the young adults you’re trying to reach through
your digital strategy.

Facebook
Facebook has been around a while and is very popular and commonly used. While its popularity
has diminished in some markets and age groups, Facebook has 2.6 billion monthly active
users as of July 2020, making it the largest country in the world and is projected to keep
growing. Most people come to Facebook for entertainment, news, education and socializing.
Facebook is great for two-way communication between your audience and ministry. It allows
for very quick feedback through comments, shares, reactions and direct messages. Users can
post videos or livestream from their profile page. Facebook also permits very targeted
marketing to very specific demographics. Ad campaigns can be run for about $7.19 for 1,000
impressions, making its advertising platform very affordable for small budgets. Another
benefit of Facebook is it allows for easy monitoring with provided tools like Facebook Insights.
With tools like this, you can gather in-depth insights into how your content is received.
The big disadvantage of Facebook is its diminishing popularity and adoption among younger
generations. Nonetheless, organizations still have the potential to reach 113 million teens
globally through Facebook advertising. However, Gen Z kids in North America and Europe
prefer to engage socially on platforms like Instagram, Snapchat, TikTok and YouTube over
Facebook. Second, Facebook restricts the organic newsfeed exposure of pages to reserve space
for paid promotions. However, it’s important to note a little budget can go a long way if your
target audience is active on Facebook.
While we don’t recommend using Facebook predominantly to reach the under-30 demographic,
we do advise most ministries who seek to reach a broad age range to have a Facebook
presence. It’s also through Facebook ads manager that you can place targeted advertising on
Instagram. To be successful, you’ll need to commit to posting a mix of content throughout the
week (daily or every other day) and actively engage with people’s comments and messages in a
timely manner.
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Facebook Statistics (June 2020)
•
•
•
•
•
•
•
•

Facebook users are 54% female and 46% male.
Of all internet users, 83% of women, and 75% of men use Facebook.
The average Facebook user has 155 friends.
Around seven in ten U.S. adults (69%) use Facebook.
Sixty-two percent of online seniors aged 65-plus are on Facebook, and 72% are between
ages 50 and 64.
Eighty-eight percent of online users aged 18 to 29 are on Facebook; 84% of internet
users aged 30 to 49 are on Facebook.
Almost 90% of Facebook’s daily active users come from outside the US/Canada.
Ninety-six percent of Facebook users accessed it via mobile devices.

Instagram
Instagram, like Facebook, is mainly used for entertainment, sharing, education and socializing.
Instagram, however, is purely visually based. Pictures or short video clips are what is posted.
This is one reason it’s so popular with younger generations who prefer images, icons and
symbols over text. On Instagram, it’s expected to have beautiful aesthetics coupled with short,
attention-grabbing captions. Instagram is great for discovering or being discovered. Hashtags
are used heavily on this platform. When a hashtag is added to a caption, it will share that post
to a live updating database of other people who have used that hashtag. Anyone who searches
that hashtag can see your post organically.
Instagram is wonderful for being discovered and curating a beautiful archive of content, but
once someone finds your profile, it’s not easy to share content. They can, however, comment
and “heart” posts. The other challenge with Instagram is that, because it’s so visual, your
content and brand are judged almost entirely by their cover. Users on this platform scroll
through so many posts without spending even a second on each one, making it even more
essential to catch their attention through standout visuals.
A unique feature to take advantage of on Instagram is the “stories” feature. Stories are a way to
post quick content that will disappear after 24 hours. Stories are also a fun way to document
live events or quick thoughts. Content can be uploaded straight from your phone’s gallery and
saved to your highlights if the content has value beyond the moment.
For vloggers, videographers, filmmakers and other personality-centered brands, IGTV enables
users to post longer videos than Instagram stories and posts permit. Regular users can upload
10-minute-long videos, while verified users can post up to hour-long videos. There’s also a
series feature where creators can release videos on a scheduled basis.
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The most successful Instagram accounts post daily and utilize a mix of content types, such as
stories and posts. The app also offers built-in insights that enable business profiles to monitor
their traffic, audience and engagement. In addition, 73% of U.S. teens say Instagram is the
best way for brands to reach them, so we highly recommend using Instagram to reach younger
audiences.

Instagram Statistics (June 2020)
•
•
•
•
•
•
•
•
•
•
•
•
•
•

One billion monthly active users
Regarding Instagram users, 56.3% are females, and 43.7% are male.
US citizens comprise 120.7 million Instagram users.
Thirty-seven percent of US adults use Instagram.
Eighty-nine percent of users are outside the US.
Six in ten online adults have Instagram accounts.
Thirty percent of global Instagram audiences were aged between 18 and 24, and 35%,
between 25 and 34.
Regarding teenagers, 72% use Instagram.
Instagram users will spend an average of 28 minutes daily on the platform in 2020.
Thirty-five percent of US teenagers say Instagram is their preferred social media
platform.
Sixty-three percent of Americans use Instagram daily.
Sixty-eight percent of people visit Instagram to interact with creators.
Sixty percent of people say they discover new products on Instagram.
IGTV has seven million installs worldwide.

Podcasting
Podcasts are digital audio files, frequently episodic, users can subscribe to, download or stream
through the internet via their smartphone, tablet or desktop. People listen to podcasts to gain
exposure to creative ideas, learn more about topics that interest them, get inspired by thought
leaders, stay up to date on current events and gain deep insight into complex issues in an
entertaining way while on the go or running errands around the house. Because podcasts can
be heard anywhere and anytime convenient to the listener, they’re a great alternative to radio
for busy people.
Podcast listeners are more likely to be college educated with advanced degrees and have a love
for learning. A listener can search any topic and soon be connected with a choice of relevant
series and episodes. Listeners tend to be much more active across all social media platforms
and listen to an average of seven different shows a week.
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Outside reviews, there isn’t much opportunity for direct engagement with listeners. However,
since listeners are highly active on social media, engagement can occur on a variety of social
media platforms. The platform(s) you choose depend on where your target audience spends
their time. To be successful, it’s essential to be actively engaged on various social media
platforms to create community around your content and encourage podcast ambassadors,
helping people find your ministry’s podcast. Many podcasts also videorecord episodes and post
the video or soundwave video version on YouTube, optimized for search, to increase their
listening audience. Video snippets can be repurposed to tease the full podcast on Instagram,
IGTV, Facebook and any other platform that supports video. Many podcast listeners listen
weekly and even daily, so plan to upload a new episode at least once a week, if not more.
Podcasting analytic tools provide basic data analytics like subscribers, listens, time spent
listening, percentage listened etc. to help you understand how your audience is growing and
engaging with your content. Given that nearly 50% of listeners are under 35, podcasting would
be an excellent choice for Bible studies and discussions about spiritual or social topics.
Click here for a step-by-step guide to starting a podcast.

Podcasting Statistics (June 2020)
•
•
•
•
•
•
•
•
•
•
•

There are more than 850,000 active podcasts and more than 30 million podcast
episodes.
Fifty-two percent of US podcast consumers are male, and 48% are female.
Twenty-two percent of the US population listens to podcasts weekly.
Thirty-two percent of Americans are monthly podcast listeners.
Eighteen percent of podcast listeners are between 18 and 24; 28% is 25 to 34 years
old.
Smartphones are the no. 1 medium for podcast consumption.
Forty-nine percent of podcast listening is done at home; 22% listens while driving.
Eighty percent of listeners listen to an entire podcast or most of it.
Ninety-four percent of podcast listeners are active on at least one social media channel.
Weekly podcast listeners spend an average of six hours and 37 minutes listening to
podcasts per week.
Podcast listeners are 45% more likely to have a college degree and 68% more likely to
have a post-graduate degree.
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Snapchat
Snapchat is a video and image messaging app where messages (snaps) disappear after being
received, leaving no potentially embarrassing history. Like real life, these brief, 10-second
interactions are temporary and not stored. This mimics face-to-face conversations, but with
added features like stories, filters and augmented reality through interactive lenses. For many
young people, this creates a safe, fun environment to socialize with peers and share their daily
experiences. Recipients can take a screenshot of a snap, but the sender is notified. Depending
on the nature of the message and relationship, a screenshot of another’s snap may or may not
be viewed well. Eighty-two percent of Snapchat users are 34 and younger, making this
platform a great choice for reaching this demographic, especially since one-third of users
cannot be found on Instagram.
The brevity of messages and peer-to-peer culture can make it challenging for brands to connect
with youth. Snapchat isn’t right for every ministry, but it can be a powerful way to engage a
younger audience if strategically used in combination with other platforms. There is a lot of
opportunity for personal ministries and youth leaders to use the application for building
relationships with and ministering daily to local youth. Geofilters are a unique feature that can
be used with live events to enable youth to share images and video clips about their in-person
experience to their peers with a branded filter for your ministry. The cost of a geofilter depends
on the length of time and distance it encompasses.
It’s important to post often, since stories disappear after 24 hours. Plan to share stories four to
seven times weekly, and be sure to engage directly with your connections daily, if possible.
Insights are limited, but you receive an analytics report for geofilters.

Snapchat Statistics (June 2020)
•
•
•
•
•
•
•
•
•
•

Users spend 30 minutes on average per day using Snapchat.
Daily active users: 218 million.
Every day, three billion snaps are created.
Snapchat has 105.5 million users in the US and Canada.
Seventy-eight percent of internet users aged 18−24 use Snapchat.
Ninety percent of Snapchat users are 13−24.
Roughly 61% of Snapchat users are female, and 38% are male.
Sixty-nine percent of US teens say they use Snapchat.
Forty-one percent of US teenagers say Snapchat is their preferred social media
platform.
Twenty percent of US college students use Snapchat.
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•
•
•
•

Seventy-one percent of Snapchat users aged 18−24 use the platform multiple times
daily.
Active Snapchatters open the app 30 times daily.
More than 60% of active Snapchatters create new content daily.
The Snapchat app is in second place worldwide based on overall mobile usage.

TikTok
Originally called musical.ly, TikTok is a social media platform popular among teens for sharing
videos of users lip-synching to popular songs, comedy sketches, singing, dancing, participating
in viral challenges or just talking. Users can browse and interact with other users’ content, and
videos are grouped by hashtags, often connected to challenges or memes. Its advanced
algorithm utilizes artificial intelligence to make highly personalized recommendations to
viewers, making videos highly discoverable.
This viral video app allows creators to upload or create videos in-app with stop and start
recording, timers and livestreaming. Videos are stored on the user’s profile. Like a bite-sized
version of YouTube, videos range from five to 60 seconds, and creators can use filters, time
effects, split screens, green screens, transitions, stickers, GIFs, emojis and a music library that
can be added and remixed. TikTok includes a unique collaborate feature that allows users to
sample another person’s video to create duets, remixes and more.
Like other social media platforms, users can follow accounts, comment, share and give hearts.
Users can curate a “favorites” section with videos, hashtags, sounds and effects. Profiles show
how many followers a creator has, how many people they follow and total hearts received. One
unique form of engagement for this platform is the ability to give virtual gifts that can be
converted to emoji or diamonds, which can be exchanged for cash. To discover new videos and
creators, users can search hashtags, keywords, users and more. Many users also share content
to other social media platforms, and many themed videos like cringe and react end up as
YouTube compilations.
TikTok offers much untapped potential for creative ministry-focused videos and community
challenges concerning Christian themes or service. Rich video and engagement analytics are
built into the platform for easy access, helping users understand their audience, how people
interact with their content and what types of content resonate most with viewers. Video is king,
and with the amount of time youths spend on this platform, it’s important to create a regular
stream of quality content for them to enjoy. If you choose to use this tool for reaching youths,
be sure to empower youth to create content for your account, and stay on top of the latest
trends to increase your chances of getting found. The content you create can be repurposed for
other platforms to increase awareness.
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TikTok Statistics (June 2020)
•
•
•
•
•
•
•
•
•
•
•
•

Eight hundred million monthly active users.
One billion video views daily.
Forty-one percent of TikTok users are between 16 and 24.
Fifty-six percent of TikTok users are male, and 44% are female.
Roughly 50% of TikTok’s global audience is under 34, with 26% between 18 and 24.
TikTok users spend an average of 52 minutes daily on the app.
The USA has 26.5 million monthly active users.
In less than 18 months, the number of US adult TikTok users grew 5.5 times.
Ninety percent of TIkTok users visit the app more than once a day.
TikTok is the most downloaded app on the Apple App Store, with 33 million
downloads in a quarter.
Sixty-eight percent of TikTok users watch someone else’s video, and 55 percent upload
their own videos.
Fifty-two percent of TikTok users are iPhone users.

Twitter
Twitter is a microblogging platform that allows users to share short messages (tweets),
contribute to a collective conversation and follow other users. It’s particularly popular among
news junkies for its ability to create conversations around trending topics using hashtags.
People generally use it to connect with friends, share thoughts to a wide audience, follow
celebrities or politicians, discover brands and stay informed about breaking news. Tweets
comprise images and text, text alone or short videos. Messages are limited to 280 characters,
which makes content highly scannable for the casual scroller. These concise messages often
include emojis and gifs that help convey additional meaning. Users can broadcast live on
Twitter through Periscope. You can retweet (RT) another person’s Tweet, like it or comment,
direct message people and tag other users in Tweets. The platform can be used to share up-tothe-minute, groundbreaking information rapidly to a large audience who quickly disseminates
information, sometimes before the media is even aware. This empowers citizen journalists to
share experiences and perspectives in real time.
To be successful on Twitter, you must tweet daily—the more, the better—and actively engage
the community. It’s important to pay attention to trends related to your ministry and activity
contribute to relevant conversations. Information moves fast, so you’ll want to check in multiple
times daily as much as possible. Therefore, whoever runs your organization’s Twitter account
must be highly communicative and socially sensitive. In-depth analytics are built directly into
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the platform, for easy access to information on demographics, engagement and reach. This
makes it easy to determine which types of content resonate best with the people you’re
reaching and helps you determine whether you’re connecting with your target audience. The
platform skews male and younger, making it useful for connecting with young adults. If your
ministry is cause-based or otherwise highly active concerning issues like social justice, Twitter is
an obvious choice for generating awareness and building community.
The big disadvantage of Twitter is that information can often be heavily biased and shared
without the full context. As a result, the speed at which information is shared and superficiality
can result in a Twitter storm or mob, where the community gangs up on a person through
collective bullying, doxing (exposing someone’s name, address and/or employer) and general
harassment. Often, users join this frenzy without understanding the full context of what ignited
the storm. For this reason, we recommend avoiding controversial topics, staying politically
neutral and being careful with your words to avoid being misunderstood out of context.
Twitter Statistics (June 2020)
•
•
•
•
•
•
•
•
•
•
•
•

Monthly active users: 330 million
Thirty-four percent of Twitter users are females, and 66% are males.
Twenty-two percent of US adults use Twitter.
Twenty-four percent of all Internet male users use Twitter, whereas 21% of all
Internet female users use Twitter.
There are 48.35 million monthly active Twitter users in the US.
Roughly 42% of Twitter users are on the platform daily.
Thirty-eight percent of Twitter users are between 18 and 29; 26% are 30 to 49.
Ninety-three percent of Twitter community members are open to brands getting
involved, if done correctly.
Eighty percent of Twitter users access the platform on a mobile device, and 93% of
video views are on mobile devices.
Seventy-one percent of Twitter users say they use the network to get news.
Eighty-five percent of small and medium business users utilize Twitter for customer
service.
Twitter is the preferred social network for news consumption.
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YouTube
People visit YouTube for entertainment and education. It’s not an exaggeration to say that
video is king! Internet video traffic accounts for 80% of all consumer Internet traffic. YouTube is
the second-largest search engine and the second most-visited website in the world. This is
where young people spend most of their time online.
Creating a YouTube account is very cheap. All you need is a camera and device to upload.
YouTube is great for communicating ideas quickly and provides a storage place where content
never dies. It can be revisited or reposted as many times as you want.
The platform offers in-depth analytics built into its Creator Studio and a convenient mobile app
to allow timely responses to comments. To be successful, you’ll need to commit to uploading at
least one video per week. YouTube also offers a live video feature that can be utilized for
interactive sessions with your audience.
If you have the calling to reach young people, YouTube is a must. Click here for a step-by-step
guide on how to start a YouTube ministry.
YouTube Statistics (May 2020)
•
•
•
•
•
•
•
•
•
•

More than 30 million daily users.
Two billion monthly active users.
Five hundred hours of video are uploaded every minute.
Five billion videos are watched on YouTube every day.
The average viewing session on mobile phones is more than 40 minutes (an over-50%
increase per year).
YouTube reaches more than 18 to 34 year olds than any cable network in the US.
Six out of 10 people prefer online video platforms to live TV.
Ninety-three percent of Millennials go to YouTube to learn how to do something.
Eighty-six percent of viewers regularly use YouTube to learn new things.
Seventy percent of viewers use YouTube to help solve a problem.

YouTube Demographics (May 2020)
•
•
•
•
•

Seventy-three percent of US adults use YouTube.
Sixty-two percent of YouTube users are males.
Seventy-eight percent of US male adults use YouTube.
Sixty-eight percent of US female adults use YouTube.
Eighty-one percent of 15– to 25-year-olds in the US use YouTube.
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•
•
•
•
•
•
•
•
•
•
•

More than 15% of YouTube’s site traffic comes from the US.
The 35-plus and 55-plus age groups are the fastest-growing YouTube demographics.
Seventy-five percent of Millennials prefer YouTube over traditional television.
Fifty-one percent of YouTube users visit the site daily.
Thirty-seven percent of the coveted 18−34 demographic is binge-watching.
Ninety-four percent of American 18- to 24-year-olds use YouTube.
Eighty-five percent of US teen boys (ages 13−17) use YouTube daily.
Seventy percent of US teen girls aged 13−17 use YouTube daily.
Seventy percent of YouTube watch time comes from mobile devices.
YouTube services are available in more than 100 countries in 80 languages.
Ninety-five percent of the global internet population watches YouTube.
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