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 Due to the nature of Social Media Advertising, my Target Market Analysis topic will 

differ from my Market Analysis topic. Social Media Advertising reaches many different 

audiences and is heavily dependent on the brand and their service and/or product. I wanted to use 

the research done for the Market Analysis paper to its fullest potential and have decided to 

analyze the target market social media applications specifically. For the purposes of this paper, a 

social media app was developed by a company and most similarly compares to Facebook or 

Instagram and differs from other mobile application target markets, like those targeted by 

banking or shopping apps.  



Introduction:  

 The client has developed a social media application for photo content sharing. This 

application will allow users to post photos and albums of photos with caption descriptions to 

their followers or groups of followers. By matching Facebook’s idea of groups and Instagram’s 

photo sharing format, the application hopes to allow users more control over their content. After 

in-depth analysis of the social media advertising, mobile application, and social networking 

markets, target markets for social media applications have been determined. 

 

 Primary Target Market: Females or Males, ages 18-24, from “lower income 

 households” (less than 100k per household annually) 

 

 Secondary Target Market: Females or Males, ages 25-34, from “lower income 

 households” (less than 100k per household annually). 

 

Primary Target Market:  

 Use More Apps Per Mintel’s 2018 Social Media Trends report, analyzed by Billy 

Hulkower, there is an age predominant factor affecting the number of social media services used 

by consumers. According to Hulkower, 56% of users ages 18-24 and 36% of users ages 25-34 

use 4 or more social media services daily. Statistically using more applications than any other 

age group, users ages 18-24 are expected to be more open to trying new social media 

applications. (See Figure 1) 

  

 



 

 

 

 

Figure 1. Daily Usage of 

Four or More Social Media 

Services, By Age, February 

2018 (Hulkower) 

 

  

 

 Social Media Specific Apps According to Mintel’s 2016 Mobile Applications report, 

analyzed by Alison Lipson, Millennials (users ages 25-34) have the statistically highest use of 

general mobile apps but iGeneration (18-24) have the highest use of specifically social mobile 

apps. The iGeneration favors communication, and appreciates the easy and convenience contact 

with friends and family through these apps. Of all users reported to “primarily use phone aps to 

communication with each other”, 58% of these users were ages 18-24 (See Figure 2). According 

to an article published by Pew Research, “Share of U.S. adults using social media, including 

Facebook, is mostly unchanged since 2018”, social media platforms with heavy contact to 

primarily friends and family, like Snapchat and Instagram, saw users ages 18-24 more heavily 

willing to download them with 73% having Snapchat and 75% having Instagram. This is much 

higher than the 47% and 57% of users ages 25-29 willing to download Snapchat and Instagram, 

respectively. 



 

 

Figure 2. Mobile 

Tech Usage, By 

Generation, July 

2016 (Lipson) 

 

 

 

 

 

 Lower Income Users Users from lower income families are also known to appreciate 

convenient communication and are prominent social media users. According to a study by 

Marina Micheli titled “Social networking sites and low-income teenagers: between opportunity 

and inequality“, “teenagers from ‘lower-income’ families are [also] more enthusiastic about the 

communication and relational features of these sites”. These users are more responsive to free 

applications that can allow fluid communication, like currently famous applications Facebook 

and Instagram. Lower-income market groups will very heavily influence the social media 

application market in the future as this population makes up make up 72% of the population in 

America (Hulkower).  

 

 

 



 

Secondary Target Market: 

 Use More General Apps As stated above, 36% of all users ages 25-34 use 4 or more 

social media services daily. This is the second largest age group of users with that level of 

application use with only 23% of ages 35-44 and 9% of ages 45-54 following (Hulkower). This 

Millennial age group known for its high use of mobile apps, but as opposed to users ages 18-24, 

Millennials do not specifically favor social media applications and spend a high amount of time 

using applications with other services like banking and shopping applications. Only 42% of users 

who reported to “primarily use phone apps to communicate with each other” were ages 25-34 as 

opposed to the 58% ages 18-24 (Lipson). This provides evidence for this age group participating 

as the secondary target market for social media applications though very active on general 

mobile applications. 

 Large, Financially Independent Millennials, though less engaged with social media 

applications, make up a very large group of engaged mobile application audience. The majority 

of millennials seek to use more applications and can be seen as opportunity to create a consistent 

and loyal following. Millennials are also “easier to monetize” as they make up the most recent 

generation to hit financial independence and stability. A large number of Millennials, 54% 

specifically, are also known to “make purchasing decisions faster when shopping on a mobile 

app versus a PC” (Lipson). 

 

 

 

 



Target Market Reach: 

 Age Groups Targeting single age groups statistically proves beneficial as social media 

trends flow between those of the same age very easily. According to “Who does what on 

Facebook? Age, sex, and relationship status as predictors of Facebook use” by Francis T. 

McAndrew and Hye Sun Jeong, social media users are more likely to spend more time on 

Facebook pages of users of the same age.  

 Word of Mouth and Influencers To reach the determined markets, it has been suggested 

by Bryant Harland, analyst of Mintel’s “Social Networking – US, June 2014” to forget 

advertising on other social media sites themselves and to focus using social media influencers 

and outreach. An average of 45% of social media users say advertisements on social media do 

not influence their decision to try new apps. Comparatively, 49% of social media users say they 

are influenced by word of mouth and celebrity influencers combined (Lipson). Through a Civic 

Science survey compiled by Kaitlin Augustine, Instagram alone has been known to influence the 

purchase of a product or service of 34% of its users daily through influencer and blogger 

advertising. Additional marketing techniques, like planned launch dates, advertised launch 

parties, and overall pre-launch awareness have shown great success, as explained by Chris 

Ciligot in “A Step-By-Step Guide to Marketing Your Mobile App”.  
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