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Generation Profiling: GEN Z
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All of Gen Z participants

have access to media

content through their
smartphones s

6 Gen Z uses Social-..
Media as a source of

entertainment and

information
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Gen Z participants spend on
average 249 minutes per day on
Social Media, time equivalent to
415 hours of Social Media Usage

PR
* Y

Among Gen Z, the most popular
social media platform is Instagram,
followed by TikTok and then
Facebook
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Social Media Behavior

Gen Z participants tend to
trust more information
from Social Media
compared to Millennials &
Gen X

Slightly over half of Gen Z
discover and buy products
through social media
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Media Consumption Channels

Entertainment
9 OUt 10 Gen Z entertain themselves through

Social Media, while 33% watches TV for entertainment

8 OUt 10 Mi||el1l1ia|s uses Social Media

for entertainment, while 48% watches TV for entertainment

6 OUt 10 Gen X use both

Social Media and TV, for entertainment
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Media Consumption Channels

NEewS
8 OUt 10 Gen Zindividuals get their news through social

BREAKING media, whereas only 26% rely on television for news updates.

NEW

7 OUt 10 Mi||enl1ia|s use social media to stay informed

about current events, while 48% still rely on television for news updates.

7 OUt 10 Gen X watch live TV for news and only 36%

use social media as a source of information regarding news
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Media Consumption Channels

Social media serves as the primary source of information across all three age groups for:

Fashion Travel HORECA
9 out 10 7 out 10 9 out 10
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Gen Z Millennials
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Social Media
Instagram

GEN Z

Nearly all members of Gen Z (98%) have an active Instagram

m account. The average time spent on Instagram is 146 minutes,

marking an increase of 13 minutes compared to 2023.

This upward trend in engagement highlights Instagram’s continued relevance
and ability to evolve alongside the preferences of its core users.

The increase in time spent also reflects Gen Z’s integration of Instagram into their
daily lives, not just as a place to view content, but as a primary space for trend
discovery, brand interaction, and community engagement.
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Social Media
TikTok

GEN Z

8 out of 10 Gen Z individuals have a TikTok account, with an
average usage time of 164 minutes per day!

This exceptionally high engagement rate speaks to
TikTok’s unique ability to capture and retain
users’ attention through short-form,

algorithm-driven content that is fast-paced,
highly personalized, and endlessly scrollable!
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Social Media
Facebook

GEN Z

Facebook usage among Gen Z is evidently declining, with

just 76% holding an active account compared to
93% in the 2023 study.

Furthermore the average time Gen Z users spend on

Facebook has dropped significantly tojUSt 38 minutes
per day, compared to 65 minutes in the previous year.

o This decline reflects the platform’s diminishing relevance

among younger audiences, who increasingly prefer more
n dynamic and visually engaging platforms like Instagram and TikTok.
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Social Media
Instagram

For Millennials, the platform serves not only as a space for sharing personal
milestones and staying connected with friends, but also as a curated
source of lifestyle content, professional inspiration, news, and
product discovery.

MILLENNIALS

87% of Millennials have an active Instagram account, confirming
the platform's strong foothold among this generation.

With an average daily usage of 75 minutes, Instagram
stands out as the most popular social media platform for
Millennials in terms of both reach and engagement.
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Social Media
TikTok

MILLENNIALS

44% of Millennials have an active TikTok account.

However, their average daily time spent on the platform has

increased to 74 minutes, indicating that TikTok is

steadily gaining traction among Millennials and becoming an
increasingly relevant part of their digital routines

TikTok’s content has diversified to include a wide range of themes that
resonate with Millennials, such as career advice, parenting tips, wellness
routines, DIY hacks, financial literacy, and nostalgic content. This evolution

has made the platform more relatable and valuable to older users.
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Social Media
Facebook

GEN X

82% of Gen X individuals maintain an active Facebook
account, reflecting @ notable decline from 92% in 2023.

Similarly, their average daily time spent on the platform has
dropped to 45 minutes, down from 58 minutes

The decline suggests that even this once-loyal demographic is

beginning to reduce its reliance on the platform. The decrease in
daily usage could be attributed to several factors, including growing digital

fatigue, changing content preferences, and the increasing appeal of
alternative platforms.
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Social Media
Instagram & TikTok

GEN X

As Gen X's preference for Facebook declines, their engagement
with newer social media platforms is gradually rising.

Currently, 549% of Gen X individuals report having an
active Instagram account, while 32% are

active on TikTok.

On average, they spend 39 minutes per day on Instagram

and 45 minutes on TikTok. This level of engagement suggests

that while Gen X may have joined these platforms later than Millennials and
Gen Z, they are increasingly incorporating them into their daily routines.
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IMR/University of Nicosia™ is a leading intelligence and strategy firm that has been shaping
decision-making across Cyprus and beyond since 2002. With a proven track record in market
research, social insight, and consultancy, we are trusted by governments, financial institutions,
multinational corporations, and public agencies to deliver clarity in moments of complexity and
opportunity. Our expertise spans diverse sectors—from banking and energy to technology,
tourism, and policy—offering each client bespoke strategies grounded in evidence, foresight,
and measurable impact.

What sets us apart is not just the depth of our data or the accuracy of our analysis, but our
ability to act as strategic partners—translating insight into action and ambition into results. With
a firm grasp of evolving markets and policy environments, we empower our clients to unlock

potential, lead with purpose, and build resilient, future-ready organizations in a dynamic global
landscape.

Your strategic partner forward™
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For more information about IMR/University of Nicosia™

please visit our website:

WWW.imr.com.cy
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