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2024 Social media trends 



Social media usage has exploded 



Growth has slowed but remains healthy 



Adoption rates are almost 2/3



Penetration varies between countries 



Science and social media 



• The importance of using social media in science cannot be overstated, as 
it plays a critical role in how scientific information is communicated, 
consumed, and utilised. 

• Social media offers unique opportunities for researchers, institutions, and 
scientific communities to connect, share knowledge, and engage with the 
broader public. 

• Social media makes scientific research accessible to a wider audience beyond 
traditional academic circles. 

• Platforms like X (Twitter), WeChat, LinkedIn, and Instagram allow scientists to 
share their findings, insights, and expertise with the public in real-time. 

• This open access helps demystify science, making it more relatable and 
understandable, which is crucial for fostering public interest and trust in 
scientific endeavours.

Social media is critical in science comms 



• Social media serves as a powerful tool for educating the public about 
scientific concepts and combating misinformation. 

• Scientists can use these platforms to provide accurate information, explain 
complex topics in lay terms, and engage directly with questions from the public. 

• By actively participating in these discussions, scientists can help correct false 
information and contribute to a more scientifically literate society.

Combating misinformation



• Social media provides a valuable networking platform for scientists, 
enabling them to connect with peers, potential collaborators, and 
industry professionals globally. 

• Platforms such as LinkedIn facilitate the sharing of ideas, feedback on 
research, and opportunities for collaboration that might not be possible through 
conventional means. 

• These connections can lead to innovative projects, partnerships, and funding 
opportunities.

Collaboration and networking opportunities



• Scientists and research institutions can leverage social media to raise 
awareness about their work, highlight its importance, and attract funding. 

• Crowdfunding platforms, often promoted through social media, allow scientists 
to gather support for niche projects that may not secure traditional funding. 

• Additionally, showcasing the impact of research can attract grants, 
sponsorships, and donations from the public and private sectors.

Raising awareness and funding



• Social media platforms provide a space where diverse voices in science 
can be amplified, allowing underrepresented groups to share their 
experiences and contributions. 

• This visibility helps to challenge stereotypes, promote inclusivity in the scientific 
community, and inspire future generations of scientists from various 
backgrounds.

• Social media enables the growth of citizen science projects, where members of 
the public participate in scientific research, data collection, and analysis. 

– These initiatives, promoted through platforms like Facebook, Twitter, and dedicated 
project websites, engage people directly in the scientific process, fostering a deeper 
connection and appreciation for the work that scientists do.

Showcasing diverse voices in science



Time spent has ballooned in the past decade 



Usage varies considerably between countries 



Social media dominates time online 



Why do people use social media?



Significant generational variations 



Social media is now #1



Meta alone will top linear TV investment 



WARC forecasts Instagram will top $70bn



 WARC Media, September 2023

“Instagram is set to recover faster than other social media rivals following Apple’s 
ATT and a wider weakening of the digital ad market to reach $71bn by 2024, as 
consumers and brands look to the image-sharing site’s social commerce future.

One of the jewels in Meta’s crown, Instagram has not only remained 
important but is becoming more influential. Nearly a third (30.4%) of 
consumers now look to Instagram when searching for brands, according to GWI. 
As a result, retailers are set to invest $9.1bn in the platform across 2024 alone.

“Buoyed by innovations in AI targeting helping it to offset the impact of ATT 
and improved monetisation of Reels, it is only a matter of time before 
Instagram surpasses its Meta stablemate Facebook to become the world’s 
largest social media platform by ad revenue,” explains Alex Brownsell, head of 
content at WARC Media. ”

Instagram will overtake Facebook 



Gen Z increasingly favour social over search 



Preferences vary by vertical and niche 



Search engines face a generational issue



Prabhakar Raghavan Google Senior VP, Fortune’s Brainstorm Tech 
conference, July 2022

“We keep learning, over and over again, that new internet users don’t have the 
expectations and the mindset that we have become accustomed to, the queries 
they ask are completely different.

These users don’t tend to type in keywords but rather look to discover content in 
new, more immersive ways, he said.

In our studies, something like almost 40% of young people, when they’re 
looking for a place for lunch, they don’t go to Google Maps or Search. They 
go to TikTok or Instagram.”

Major players need to innovate to survive



US judge rules Google violated antitrust laws



Mi3, August 2024

“The stakes for Alphabet after losing its antitrust case this week are huge. If 
the judge in the case unplugs the distribution deal between Google and 
Apple that sees Apple clip the ticket on 10 billion searches a week across 
Safari - and Chrome searches in iPhones - the search giant's revenues on 
mobile could be crippled. 

It could also lose access to the very data it needs to train its AI models that will fuel 
the next generation of search. A Forrester analyst says we could see Google divest 
its search business. Apple also stands to lose tens of billions in revenues. 

According to the US Federal Court ruling in the case brought by the US 
Department of Justice, at one point the search deal accounted for 17.5 per cent of 
Apple's operating profits although it can replace the losses by launching its own 
search business, something it's toyed with in the past.”

Google broke law to maintain search monopoly



Facebook is the world’s biggest social network 



People use, on average, 6.7 social platforms 



But Facebook is not their favourite 



Or the stickiest 



• Scientists can utilise a variety of social media channels for 
communication, each offering unique features and audience reach that 
can enhance their ability to share research, engage with the public, and 
collaborate with peers. 

• The choice of platform depends on the communication goals, target audience, 
and the type of content being shared.

• Likewise, the same applies for institutions.
• For scientists, at least, it makes sense to focus efforts on channels and 

platforms which you enjoy and understand to help with consistency. 

Which channels should scientists use? 



• Twitter
– Why Use It: Twitter was widely regarded as a leading platform for real-time science 

communication, allowing scientists to share research updates, engage with peers, 
and participate in scientific discussions. More recently, following a change of 
ownership, concerns have been raised about its policies and general management. 

– Best For: Sharing research updates, networking, public engagement, live-tweeting 
conferences, and combating misinformation.

– Features: Use hashtags to reach specific communities, participate in Twitter chats, 
and connect with journalists who often seek expert opinions on trending topics.

• LinkedIn
– Why Use It: LinkedIn is ideal for professional networking, connecting with other 

researchers, and showcasing achievements in a more formal context. Scientists can 
use LinkedIn to publish articles, share research findings, and engage with industry 
professionals, policy-makers, and funding bodies.

– Best For: Professional networking, sharing publications, highlighting achievements, 
and engaging with stakeholders in academia, industry, and government.

– Features: LinkedIn Articles and Posts offer a platform for in-depth discussions, while 
groups provide spaces to connect with specialised communities.

The past and future of science comms? 



• WeChat (微信)
– Why Use It: WeChat is China’s most popular social media platform, combining 

messaging, social networking, and payment services. It serves as an all-in-one app 
where scientists can share research updates, engage with followers, and even 
publish articles.

– Best For: Networking, sharing research findings, public engagement, and hosting 
live discussions or webinars.

– Features: WeChat Official Accounts allow scientists and research institutions to 
publish articles, push notifications to followers, and engage with audiences through 
comments and direct messaging. 

– Douyin (抖音)
– Why Use It: Douyin, the Chinese version of TikTok, is highly popular for its short, 

engaging videos. Scientists can use Douyin to reach a broad audience with 
simplified explanations of complex topics, making science accessible and 
entertaining.

– Best For: Short-form video content, public engagement, outreach to younger 
audiences, and breaking down scientific concepts in a fun and interactive way.

– Features: Douyin’s powerful algorithm boosts visibility, while features like challenges 
and interactive stickers can be used to create viral, shareable science content.

Chinese audiences 



• Instagram
• Why Use It: Instagram provides a more visual approach to science communication, 

which is highly effective for engaging younger audiences. Scientists can use 
Instagram to share behind-the-scenes glimpses of their work, visualise data, and 
create engaging educational content.

• Best For: Visual storytelling, public engagement, science outreach, and breaking 
down complex ideas through infographics, photos, and short videos.

• Features: Stories, Reels, and carousel posts allow for creative content formats that 
can captivate and educate followers.

• TikTok
• Why Use It: TikTok is increasingly popular among younger audiences and offers a 

fun, dynamic way for scientists to communicate through short, engaging videos. The 
platform’s algorithm can boost visibility, allowing science content to reach a wide and 
diverse audience quickly.

• Best For: Bite-sized educational content, public engagement, outreach to Gen Z, 
and simplifying complex concepts in an engaging format.

• Features: Short videos with trending sounds, filters, and interactive elements like 
Q&A features can make science accessible and entertaining.

Reaching younger demographics 



Quiz 



AI in social media 



Tom Allison, Head of Facebook, May 2024

“Our vision for Facebook is simple: Facebook is for social discovery that 
opens your world in big and small ways. 

We’ve always been social, and we’ve always helped people discover things, but 
the way that people want to do this is changing, so we’re evolving our product 
accordingly. 

As we think about the next 20 years, we’re focused on two big things: 
building the next generation of social media for young adults and leaning 
into new product capabilities enabled by AI.”

Facebook makes a new play for Gen Z 



Facebook shifts focus to 18 – 29 year olds 



Tom Allison, Head of Facebook, May 2024

“Young Adults are making big transitions – moving, going to college, getting their 
first job or apartment. And Facebook can help with all of this, whether it’s 
finding great deals on furniture on Marketplace, exploring their interests with 
Reels and in Groups, connecting with their local communities and small 
businesses, or finding someone they like on Facebook Dating.

To make these connections even easier, we’ve made changes to our core product. 
In addition, we’re also building one of the world’s best collections of open models, 
tools and resources for generative AI with Meta Llama. Generative AI creates 
even more opportunities for social discovery on Facebook by helping you go 
deeper on the things you find. Say you come across a recipe for strawberry 
cheesecake on Facebook. With the click of a button, you can ask Meta AI 
how to make a dairy-free version and you’ll get an answer instantly ”

Gen Z: Search, AI and video 



Meta AI



Meta Newsroom, April 2024

“Built with Meta Llama 3, Meta AI is one of the world’s leading AI assistants, 
already on your phone, in your pocket for free. And it’s starting to go global with 
more features. 

You can use Meta AI on Facebook, Instagram, WhatsApp and Messenger to 
get things done, learn, create and connect with the things that matter to you. 

We first announced Meta AI at last year’s Connect, and now, more people around 
the world can interact with it in more ways than ever before.”

Meta AI recently piloted in AU/NZ



Meta AI



Meta Newsroom, April 2024

“Meta AI is also available in search across Facebook, Instagram, WhatsApp 
and Messenger. You can access real-time information from across the web 
without having to bounce between apps. 

Let’s say you’re planning a ski trip in your Messenger group chat. Using search in 
Messenger you can ask Meta AI to find flights to Colorado from New York and 
figure out the least crowded weekends to go – all without leaving the Messenger 
app.”

AI aims to power discovery and engagement 



Meta Newsroom, April 2024

“You can also access Meta AI when you’re scrolling through your Facebook 
Feed. Come across a post you’re interested in? You can ask Meta AI for more 
info right from the post. So if you see a photo of the northern lights in Iceland, 
you can ask Meta AI what time of year is best to check out the aurora borealis.”

Meta AI in Feed



Seamless Search integration



Available now in more regions 



Meta has added new creative tools 



Editing capabilities  



Syncing with posting 



Jasmine Enberg, eMarketer, April 2024

“Meta could be the dark horse in the generative AI war.

• Meta AI has a built-in audience. Fewer than half (43%) of US Facebook users 
need to use Meta AI at least once per month for it to be as big as market leader 
ChatGPT, per our estimates. That’s not unthinkable given how prominently 
Meta AI is now placed in Meta’s apps.

• Meta already has a robust role in product search. One-fifth (21%) of US 
consumers started their online product searches on Facebook in Q3 2023, per 
Jungle Scout. Some 17% did so on Instagram.

• Meta AI is free to use, even as a standalone tool. The most accurate and up-
to-date version of ChatGPT, ChatGPT Plus, costs $20 per month.”

Meta is well placed to win big with Meta AI



Meta will leapfrog ChatGPT



Mark Zuckerberg, Meta CEO, April 2024

“I actually think we're in a place where we've shown that we can build leading 
models and be the leading AI company in the world and that opens up a lot 
of additional opportunities beyond just ones that are the most obvious ones 
for us.

And with Meta AI, I think that we are on our path to having Meta AI be the most 
used and best AI assistant in the world, which I think is going to be enormously 
valuable.”

Meta is playing to win



Google I/O



Liz Reid, VP, Head of Google Search, May 2024

“Over the past 25 years, across many technological shifts, we’ve continued to 
reimagine and expand what Google Search can do. We’ve meticulously honed our 
core information quality systems to help you find the best of what’s on the web. 
And we’ve built a knowledge base of billions of facts about people, places and 
things — all so you can get information you can trust in the blink of an eye.

Now, with generative AI, Search can do more than you ever imagined. So you 
can ask whatever’s on your mind or whatever you need to get done — from 
researching to planning to brainstorming — and Google will take care of the 
legwork.”

AI Overviews transform Search 



AI Overviews in action 



Liz Reid, VP, Head of Google Search, May 2024

“People have already used AI Overviews billions of times through our experiment 
in Search Labs. They like that they can get both a quick overview of a topic and 
links to learn more. We’ve found that with AI Overviews, people use Search more, 
and are more satisfied with their results.

So today, AI Overviews will begin rolling out to everyone in the U.S., with 
more countries coming soon. That means that this week, hundreds of 
millions of users will have access to AI Overviews, and we expect to bring 
them to over a billion people by the end of the year.”

AI Overviews are now rolling out



Apple Intelligence                               



Tim Cook, Apple CEO, June 2024

“We’re thrilled to introduce a new chapter in Apple innovation. Apple Intelligence 
will transform what users can do with our products — and what our products can 
do for our users. 

Our unique approach combines generative AI with a user’s personal context 
to deliver truly helpful intelligence. And it can access that information in a 
completely private and secure way to help users do the things that matter 
most to them. This is AI as only Apple can deliver it, and we can’t wait for 
users to experience what it can do.”

Apple AI is just getting started 



ChatGPT comes to Apple



• Apple is integrating ChatGPT access into experiences within iOS 18 
allowing users to access its expertise, as well as its image- and 
document-understanding capabilities, without needing to jump between 
tools

• Siri can tap into ChatGPT’s expertise when helpful
• Users are asked before any questions are sent to ChatGPT, along with any 

documents or photos, and Siri then presents the answer directly

ChatGPT plugs an AI gap for Apple 



SearchGPT is being prototyped 

Source: Apple Insider, May 2024



A new discovery experience? 



Generative AI will touch various areas 



• The rise of AI in social media and search engines is revolutionising 
science communication, offering new opportunities and challenges for 
researchers, institutions, and the public. 

• AI-driven tools enhance the way scientific information is shared, discovered, 
and understood, ultimately reshaping the landscape of science communication.

• AI algorithms used by social media platforms and search engines have 
significantly improved the discoverability of scientific content. 

• Personalisation algorithms analyse user behaviour, preferences, and 
engagement patterns to deliver tailored content to individual users. 

• For science communicators, this means that research, articles, and 
educational materials are more likely to reach interested audiences who 
might not actively seek out scientific information.

Navigating the rise of AI in science comms



Algorithms are now driven by AI



Marl Zuckerberg, Meta CEO, April 2024

“AI is already helping us improve app engagement, which naturally leads to seeing 
more ads and improving ads directly to deliver more value. So if the technology 
and products evolve in the way that we hope, each of those will unlock massive 
amounts of value for people and business for us over time.

We are seeing good progress on some of these efforts already. Right now, 
about 30% of the posts on Facebook feed are delivered by our AI 
recommendation system. That's up 2x over the last couple of years and for 
the first time ever, more than 50% of the content that people see on 
Instagram is now AI recommended.”

30% of Facebook + 50% Instagram is AI powered



TikTok’s impact has been outsized 



The Economist, 21st March 2023

“TikTok’s success has prompted its rivals to reinvent themselves. Meta, 
which owns Facebook and Instagram, has turned both apps’ main feeds into 
algorithmically sorted “discovery engines” and launched Reels, a TikTok 
clone bolted onto Facebook and Instagram. 

Similar lookalike products have been created by Pinterest (Watch), Snapchat 
(Spotlight), YouTube (Shorts), and even Netflix (Fast Laughs). The latest 
TikTok-inspired makeover, announced on March 8th, was by Spotify, a music-
streaming app whose homepage now features video clips that can be skipped by 
swiping up.”

Everyone is mimicking TikTok



AI eases content creation burdens 



• AI tools like GPT models, DALL-E, and other generative AI platforms are 
enabling scientists and communicators to create compelling content 
more efficiently. 

• AI can generate summaries of research papers, create infographics, visualise 
complex data, and even simulate scientific phenomena, making scientific 
information more accessible and engaging for non-experts.

– Example: AI-driven visualisation tools can turn raw data into interactive charts, 
maps, or 3D models that help the public and policymakers grasp complex scientific 
concepts. 

– AI-generated videos and infographics shared on social media can make scientific 
findings more digestible.

AI tools can ease social content creation 



Design and multimedia AI tools 



Video AI tools 



• While AI presents numerous benefits for science communication, ethical 
challenges must also be considered. 

• The reliance on AI algorithms can lead to the amplification of biased 
information, misinterpretation of data, or the promotion of less credible sources 
if not carefully managed. 

• Scientists and communicators must be aware of these risks and actively work 
to ensure the responsible use of AI in disseminating scientific information.

• Example: The potential for AI-generated misinformation highlights the 
need for transparency and rigorous fact-checking in AI-driven science 
communication efforts.

Ethical considerations and challenges



• For further information on: 
— SMK In-house Training
— SMK In-house Ideation/Creative Sessions
— SMK Strategic Reviews
— SMK CEO & Executive Briefings
— Questions regarding the presentation 
— Anything else 

• Please ask your trainer 
• Email questions@smk.co

END
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