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Synopsis  U.S. Social Media Activities 
Consumers are no 
longer just ‘consuming’ 
content online but 
creating, sharing, and 
organizing.  Parks 
Associates analyzes 
this phenomenon, 
cutting through the 
hype and probing into 
the heart of the key 
questions it presents 
to the industry:  Is 
there money to be 
made in the Web 2.0 
space?  How should 
established players 
react?  Parks 
Associates delivers its 
latest consumer data 
on Web 2.0 trends 
which illustrate the 
current adoption and 
usage patterns. 

U.S.:  Social Media Activities (Q1/07)
"How often do you do the following?"

(Among Internet HHs surveyed, n=1,000, +3.1% )
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Upload video to video sharing
websites

Update a personal bog

Watch video on video sharing
websites

Use photo-sharing websites

Use social networking
websites

Read a blog

Percentage of Households 

1-3 times a month
1-3 times a week
Daily/Almost Daily

Source:  Global Digital Living II
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“Like it or not, social media is here to stay and its rise has implications for 
everyone,” said John Barrett, director of research with Parks Associates.  
“The process though which people communicate, create, connect, and 
consume is changing.  The industry had better learn to adapt.” 
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The Bottom Line is a 
concise, executive-
level summary of the 
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path, and the 
implications for 
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A Parks Associates’ 
Resource Book 
contains a wealth of 
consumer survey data 
and company profiles—
a must-have reference 
for product/market 
planning. 
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Disclaimer 
Parks Associates has made every reasonable effort to ensure that all 
information in this report is correct.  We assume no responsibility for any 
inadvertent errors. 

 
 


