10 KEY INSIGHTS

1. Belgians remain heavy social media users, with small changes compared to last year

Among Belgians aged 16 to 39, WhatsApp now leads in daily usage among Belgians aged 16-39
(71,8%), just ahead of Instagram (69,8%). Facebook (64,2%), YouTube (58,8%), and Messenger

(57,0%) complete the top five for daily use.

While these rankings highlight the most-used platforms, there have been some small shifts
compared to last year. X shows the sharpest decline in daily use (-3,1%), now at 18,2%. Notably,
several brands are also reassessing their presence on X, citing concerns about the platform’s
direction and safety for brand communication. Additionally, Facebook and Messenger have also
experienced declines of 2,9% and 2,1%, respectively. WhatsApp and TikTok were the exceptions,

both showing growth with increases of 2,3% and 2,8%, respectively.
2. Age and gender shape social media habits

Social media usage is highly segmented by age and gender. Younger users (16-24) prefer Instagram
(83,4% daily use), TikTok (71,5%) and Snapchat (70,7%), while older users (25-39) favor Facebook
(75,7%) and WhatsApp (75,2%). There are some remarkable gender differences. Among Belgians
aged 16 to 24, YouTube is more popular among males (75% vs. 51,2%), while Instagram (89,3% vs.
77,8%) and TikTok (78,2% vs. 65,9%) among females. Among older (25-39) individuals, Facebook
(81,5% vs. 69,7%) and Instagram (68,1% vs. 56,5%) are more popular among females, while

YouTube is more popular among males (67,2% vs. 45,4%).
3. WhatsApp is Belgians’ preferred messaging platform

WhatsApp confirms its role as Belgium’s go-to messaging platform, with daily usage steadily
increasing from 66,1% in 2023 to 71,8% in 2025, reaching 75,2% among 25-39-year-olds.
Messenger continues its steady decline, dropping to 57,0% daily use in 2025. In total, 9 in 10
Belgians aged 16-39 (92,3%) use WhatsApp at least once a month, compared to 82,3% for

Messenger. Still, Messenger is more frequently used than WhatsApp among French-speakers.

One of the main reasons frequent social media users in Belgium engage with platforms is to
interact with friends and family. WhatsApp and Messenger play a key role here, especially among
25-39-year-olds: over 75% of their frequent users use them to connect with friends, and around
70% to stay in touch with family. Among 16-24-year-olds, WhatsApp is still widely used for

communication with family (67,6%) and friends (61,8%), while Messenger follows closely. In



contrast, younger users turn to Instagram and Snapchat primarily for peer interaction. 64,8% and
68,5% of frequent users aged 16-24 use these platforms to connect with friends, but only around

30% use them to stay in touch with family.
4. Young Belgians increasingly undertake measures to limit their social media behavior

With an increase of 4,4% compared to last year (74,8%), Belgians aged 16 to 39 have never taken
more steps to limit their social media use than they do now. They take actions such as deleting
apps, turning off notifications, and setting screen time limits. Particularly younger individuals and
men tend to be more proactive in managing their social media consumption. Focus groups with
young people reveal a range of reasons behind this behavior. Participants mention the desire to
avoid the “wormhole” effect, concerns about negative effects on their mental well-being, and the
relentless pull of addictive scrolling. At the same time, a paradox emerges between their attitudes
toward social media and their real behavior. While many of them describe social media as highly
addictive, especially TikTok being frequently mentioned, their social media usage remains very

heavy.

5. Instagram dominates brand interactions
Overall, Instagram stands out as the leading platform for brand interactions. For instance, 59,6% of
the Instagram users discover brands through the platform, with an even much higher percentage
among 16-24-year olds (63,8%). The platform also excels in other areas, such as information

search, product purchases, website redirection, and product recommendations.

TikTok is also emerging as an important platform for brand interactions, with 51,2% of its users
indicating that they have discovered brands through the app, and 35,3% having searched for brand
information. The platform is especially significant for younger users (resp. 57,5% - 38,0%).
Facebook, by contrast, remains relevant for brand discovery and brand information search,
especially among older individuals (44,0% and 31,1% of Facebook users aged 25-39, respectively).
YouTube also scores high in terms of brand interactions, particularly in the area of brand discovery

(40,8%).

6. External links preferred for social shopping
In Belgium, social shopping is primarily driven by external links, with 31,8% of users preferring a
direct link to a product page and 15,6% opting to visit the brand’s broader webshop. Additionally,
around one in five users prefer to leave the social platform altogether to search for the brand or

product via a browser or search engine. 20,5% of those visiting webshops search by SKU.



7. Support for brands using influencers declines, but their impact on consumer behavior

remains strong

The share of Belgians aged 16 to 39 who view the commercial use of influencers positively has
dropped significantly (- 11,4%) to just 58,5%. This decline was also noted in the focus groups,
where some participants expressed that excessive advertising reduces the credibility of influencers

and criticized brand partnerships involving poorly matched products.

However, influencer marketing continues to deliver strong results, particularly in terms of
conversion. 47,2% have discovered products through influencer content, 43,1% have searched for
brand information after seeing a post, 32,5% have started following a brand, and 28,9% have made
a purchase in the past three months based on an influencer’s recommendation. Younger audiences
(16-24), are more susceptible to these effects, with higher percentages for brand discovery (57,3%),
brand following (38,0%), brand information lookup (51,1%), and purchasing based on influencers’

recommendations (34,3%).

This creates a paradox: while support for brands using influencers is declining, its ability to

influence consumer behavior, especially among younger audiences, remains robust.

8. Growing awareness of virtual influencers, but trust and transparency concerns persist
More Belgians (16-39) are aware of the concept of virtual influencers compared to last year, with
47,2% reporting familiarity (+3,8%). Additionally, 15,1% actually follow at least one virtual
influencer. Men are generally more familiar with virtual influencers than women (53,8% vs. 40,6%),

and a higher percentage of men follow virtual influencers compared to women (19,9% vs. 10,3%).

However, concerns surrounding their authenticity, transparency, and brand use persist. Focus
group participants expressed unease and distrust when engaging with digital personas. At the
same time, there is strong demand for transparency, with 74,2% emphasizing the importance of
clear disclosure when an influencer is virtual. Moreover, only 20,9% support the use of virtual
influencers in brand communication. The interviewed retailers also show some reluctance to
incorporate virtual influencers in their marketing strategies. They value influencer marketing for its

human, relatable connection, which they believe to be difficult to achieve with virtual influencers.

9. Spotify as primary podcast platform

Podcast listening is becoming more common, with 20,9% of listeners tuning in daily and 40,8%

weekly. Men and French-speaking individuals are notably heavier podcast listeners. Spotify leads



as the to podcast platform, used by 60,4% of regular podcast listeners. However, some youngsters
in the focus groups highlighted YouTube's unique audio-video combination.

In addition, a significant 78,9% of podcast listeners are exposed to brands, marking a 4,7% increase
from the previous year. The interviewed retailers recognize the potential of podcasts for brand

storytelling, but also acknowledge the strategic challenges of the format.
10. Al-assisted content creation is gaining traction on social media

Al is becoming integrated into social media use, with 4 out of 10 users having shared content
created with the help of Al. Among these, 16,3% have utilized Al for video production, 15,0% for
writing text (such as captions), 14,1% for generating images, and 3,2% for audio content. Younger
users are particularly active in Al-assisted content creation, with 44,1% of those aged 16-24 using it,
compared to 34,0% of those aged 25-39. Men are more likely to use Al for content creation, with

48,2% having generated images, videos, text, or audio, while only 27,6% of women have done so.

Among those who follow influencers, content creators or celebrities, 36,4% have come across Al-

generated posts from these personas, while 27,5% are unsure whether they have seen such posts.
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