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Study objectives

To compare and trend media usage patterns across 
cross -sections of the population:

To show the purchasing behavior of social media users

To gauge the level of relevance and passion among different types of media

To probe how users feel about technologyôsplace in their lives and understand their 

other social and political concerns
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Methodology

Samples: Two data samples collected, 
compared in 02.2011

U.S. Total Online Population: survey fielded on Nielsen Online panel

BlogHer Network sample: survey fielded across 2,500 blogs & 25MM+ audience

Age: Men & women 18 -76, with segmentation for
Millenials (18-27)  /  Gen X (28-45)  / Boomers (46-64)  /  Seniors (65-76)

Sample Size (n)
US Online: N=1,254 women and 517 men (1,771)

BlogHer: N= 2,763 women and 98 men (2,861)
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Blogs and Facebook have joined the ranks of mainstream 
media, showing continued modest growth.

Everyone is an early adopter , thanks to mobile devices .
Adoption rates of new services and tools are high, but volatile

Blog recommendations lead to good product experience
Positive experiences translates into trust
Familiar bloggers rule, and are even more engaging than celebrities

Technology & media are good things. 
But passion doesnôt always follow usage

We use different media for different purposes
We consume some media regularly without really loving it

Economic concerns are still paramount

Interestingly: BlogHers report substantially less unemployment, 
and substantially more self-employment

Core findings & summary

© 2011 Social Media Matters Social Study by BlogHer, Inc. Co-sponsored by Ketchum,



everyone is an early adopter



More than Three Quarters  (78%)
of the online population are frequent social media users

164  million: Total U.S. Adult Online Population

87  million: Women online 18 -76

128 million:* Total U.S. Social Media Users

69 million: Women using Social Media Weekly +

80 million: Women using Social Media Monthly +

55 million: Women reading blogs Monthly +

Source: Social Media Matters 2011, BlogHer Inc., Nielsen US Total Online Population sample, N = 1,771; 

Weekly or more Social Media Activity; Total online raw numbers based on Nielsen Online @Plan
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Blog usage continues to rise 
at the same rate as social networking

Source: comScore Media Metrix, Jan ó10, Jan ô11; unique visitors in millions 
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The changing face of ñmainstreamò media

Source: 2011 Social Media Matters: U.S. Total Online Population Sample vs. BlogHer Network sample 

*Social Media Games (e.g. Farmville); Nielsen US Total Online N = 1,771; BlogHer sample  N = 2,881
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The general population: 
Online media continues to grow steadily 

Source: 2011 Social Media Matters: U.S. Total Online Population Sample

*Social Media Games (e.g. Farmville); Nielsen US Total Online N = 1,771 in 2011,  2010 , N =  1,752
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BlogHer audience as early adopters: 
More volatility in usage patterns

Source: 2011 Social Media Matters: U.S. Total Online Population Sample vs. BlogHer Network sample 

*Social Media Games (e.g. Farmville); Nielsen US Total Online N = 1,771 BlogHer sample  N = 2,881
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What weôre learning:Everyone is an early adopter

Source: 2011 Social Media Matters: U.S. Total Online Population Sample vs. BlogHer Network sample Nielsen US Total 

Online N = 1,254; BlogHer sample  N = 2,881; *Location Apps reflect Men and Women in  General Population

Women have an ever increasing appetite for media. Despite 
few declines in usage, we have made time for new choices. 

Mobile is driving early adoption & rapid abandonment.
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blog recommendations help



Women trust information & advice from familiar bloggers

Source: 2011 Social Media Matters: U.S. Total Online Population Sample vs. BlogHer Network sample 

Nielsen US Total Online N = 1,254   BlogHer sample  N = 1,995

ñHow often do you trust the information & advice 
you get from Blogs you are familiar with?ò
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Over half of U.S. women blog readers have 
purchased a product based on a blog recommendation

Source: 2011 Social Media Matters: U.S. Total Online Population Sample vs. BlogHer Network sample 

Nielsen US Total Online N = 1,254   BlogHer sample  N = 1,991

ñHave you ever made a purchase based on a 
recommendation from a blog?ò
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General population: Positive past experiences build trust

Source: 2011 Social Media Matters: U.S. Total Online Population Sample

Nielsen US Total Online N =1,254

ñWhy do you trust the advice & 
recommendations from Blogs?ò
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Source: 2011 Social Media Matters: U.S. Total Online Population Sample

Nielsen US Total Online N = 1771; Top 5 out of 17 product categories

Top 3 Box (All the time/Frequently/Sometimes)
Turning to blogs for reviews and recommendations

General population  readers turn to bloggers re: media & tech
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How influential are the following resources when it comes to providing information for 
helping with a purchase decision?

Blogs and Internet search are the primary influence
for BlogHer community purchasing decisions

Source: 2011 Social Media Matters: BlogHer sample, N =  1,980
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BlogHer: Personal affinity builds trust

ñWhy do you trust the advice & 
recommendations from Blogs?ò

Source: 2011 Social Media Matters: BlogHer sample, N =  1,143
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Top 3 Box (All the time/Frequently/Sometimes)
Turning to blogs for reviews and recommendations

BlogHerôs audience turns to blogs for media and tech, 
but also personal items, like food, clothing, beauty

14

Source: 2011 Social Media Matters: BlogHer sample , N = 1,963; Top 6 out of 17 product categories
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