
 

 

  

 

 

 

 

 

Social Networking in Emerging Markets 

 

 

 

 

 

 

 
  



 
 

 
2 / 18 

 

Table of Contents 

1. Market Overview........................................................................................................................................................ 4 

1.1 Demographic and economic analysis of emerging markets ......................................................................................... 4 

1.2 Internet penetration in emerging markets ................................................................................................................. 6 

2. Social Networking in Emerging Markets ....................................................................................................................... 8 

2.1 Social networking user base in emerging markets ...................................................................................................... 8 

2.2 Social networking market size in emerging markets ................................................................................................... 8 

2.3 Social networking development timeline ................................................................................................................... 9 

2.4 Social network market overview by segment ........................................................................................................... 10 

2.4.1 Live video in emerging markets ............................................................................................................................ 10 

2.4.2 Online dating in emerging markets ....................................................................................................................... 13 

2.5 Social networking drivers in emerging markets ........................................................................................................ 15 

2.6 Future social networking trends in emerging markets .............................................................................................. 16 

Appendix: List of Emerging Markets .............................................................................................................................. 18 

 

 

 

 

 

 



 
 

 
3 / 18 

 

Figures 

Figure 1：Population of younger generations by region (Million, 2019) ............................................................................ 4 

Figure 2：Global population by age group (%, 2019) ....................................................................................................... 5 

Figure 3：Younger generations as a percentage of total population (%, 2019) .................................................................. 5 

Figure 4：Key statistics for emerging markets compared to developed markets and China (2019) ..................................... 5 

Figure 5：Internet penetration rates in selected regions (%, 2019) ................................................................................... 6 

Figure 6：Internet user growth rates in selected regions (% year-on-year, 2018-19) .......................................................... 6 

Figure 7：Mobile internet connectivity by region (%, 2019) ............................................................................................. 7 

Figure 8：Social networking user base as a proportion of total population in selected regions (%, 2019)........................... 8 

Figure 9：Global social networking market size (USD billion, 2014-2024) ......................................................................... 9 

Figure 10：Global social networking market development timeline ............................................................................... 10 

Figure 11：Global live video market size by revenue (USD billion, 2014-2024) ................................................................ 11 

Figure 12：Major live video segment players in emerging markets ................................................................................ 12 

Figure 13：Online dating revenue for global and emerging markets (USD billion, 2014-2024) ......................................... 13 

Figure 14：Competitive online dating landscape in emerging markets (2019) ................................................................. 15 

  



 
 

 
4 / 18 

1. Market Overview 

1.1 Demographic and economic analysis of emerging markets 

Younger generations, including millennials and Generation Z, have been raised with computers and on the internet. 

They are the largest group of social media users as they have used digital technology since they were young and are 

comfortable with the internet and social media. 

 

The population of emerging markets is skewed toward younger age groups. The global median age was approximately 

30.9 years in 2019, but the median ages in emerging markets are normally lower than the global average. For example, 

Malaysia’s is 30.3 years, Indonesia’s is 29.7 years, India’s is 28.4 years, and the Philippines’ is 25.7 years. These younger 

population bases indicate great potential for the development of social media in emerging markets. 

 

Figure 1：Population of younger generations* by region (Million, 2019) 

 

Source: United Nations; Frost & Sullivan 

*Note: Younger generations include millennials and Generation Z, which refer to the demographic cohorts born between 1980 and 1995 and 

between 1996 and 2009, respectively. 
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Figure 2：Global population by age group (%, 2019) 
 

Figure 3：Younger generations as a percentage of total 

population(%, 2019) 

 

 

 

 

 

 

Source: United Nations; Frost & Sullivan Source: United Nations; Frost & Sullivan 
 

 

The aggregate GDP of emerging markets reached approximately 36.4 trillion USD in 2019, which accounts for a 

significant proportion of global GDP (Figure 4). Meanwhile, large population bases and high proportions of younger 

generations in emerging markets jointly point to huge potential user bases for social networking. In 2019, the 

combined social networking user base in emerging markets reached approximately 1.6 billion, which is about 60% 

larger than the user base in developed economies (the US and Western Europe). 

 

Figure 4：Key statistics for emerging markets compared to developed markets and China (2019) 

 

Source: World Bank; United Nations; Frost & Sullivan 
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1.2 Internet penetration in emerging markets 

 

Compared with internet penetration rates (percentage of internet users in a total population) in developed 

economies such as North America and Northern and Western Europe, internet penetration rates in emerging 

markets show significant growth potential. This is evidenced by significantly higher internet user growth rates in 

emerging markets. In particular, South Asia ranked highest in the world in terms of internet user growth rate in 

2019.  

 

Figure 5：Internet penetration rates in selected regions (%, 2019) 

 

 

Source: World Bank; Frost & Sullivan 

 

Figure 6：Internet user growth rates in selected regions (% year-on-year, 2018-19) 

 

Source: World Bank; Frost & Sullivan 
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In emerging markets such as the Middle East and South Asia, the internet coverage gap (the number of people who 

do not live within the footprint of a mobile broadband network) remains significantly higher than in developed 

markets such as North America and Europe. However, the gap with developed countries is gradually narrowing and 

the coverage gap in emerging markets is approaching the global average. 

 

The expansion of internet coverage achieved in 2019 mostly occurred in South Asia and Sub-Saharan Africa. The 

total uncovered population (the number of people who do not live within the footprint of a mobile broadband 

network) in South Asia and Sub-Saharan Africa accounts for approximately 67% of the world’s total uncovered 

population (compared to approximately 75% in 2018). Mobile network operators continue to expand 4G mobile 

broadband networks in these regions, narrowing the internet coverage gap in emerging economies.  

 

A more significant difference remains in the internet usage gap between emerging and developed markets. In 

emerging markets, half or more of residents who are covered by a mobile internet network do not have mobile 

phones. However, with the gradual maturity of basic network infrastructure in emerging markets and continuous 

growth in average disposable income levels, mobile internet usage rates in emerging markets are expected to 

increase in the future. 

 

Figure 7：Mobile internet connectivity by region (%, 2019) 

 

Source: GSMA; Frost & Sullivan 
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2.  Social Networking in Emerging Markets 

2.1 Social networking user base in emerging markets 

 

Compared to social networking user penetration in North America, emerging markets show significant potential for 

growth in social networking user penetration, especially in Pan-India and the Middle East and North Africa (MENA).  

 

The social networking penetration rate in Southeast Asia is already above the global average, and the average daily 

time spent on social networking is higher in Southeast Asian countries such as the Philippines (approximately 3h 53m) 

and Indonesia (approximately 3h 26m) than the global average (approximately 2h 24m). 

 

Figure 8：Social networking user base as a proportion of total population in selected regions (%, 2019) 

 

Source: Frost & Sullivan 

 

2.2 Social networking market size in emerging markets 

 

The global social networking market has continued to grow and evolve toward an integrated ecosystem alongside the 

emergence of large numbers of social media platforms. The global social networking market reached 135.4 billion USD 

in 2019 and is forecast to reach 264.4 billion USD in 2024, representing a compound annual growth rate (CAGR) of 14.3% 

during the period. 

 

The ongoing COVID-19 pandemic has had fewer negative effects on the supply and demand sides of the online social 

networking industry than it has on many other industries. In particular, the social networking user base and average 

usage time for segments such as live video and online gaming have increased even though the average revenue per 
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user (ARPU) has declined as the pandemic has adversely affected the global economy. Therefore, market revenue 

growth has slowed since the COVID-19 outbreak, but the market should not be adversely affected in the long run.  

 

From the perspective of market segments by function, the live video market has shown notable growth over the past 

five years and is expected to deliver a CAGR of approximately 32.2% between 2019 and 2024.  

 

Figure 9：Global social networking market size* (USD billion, 2014-2024) 

 

 Source: Frost & Sullivan 

*Note: Due to rounding, numbers may not add up precisely to the totals 

2.3 Social networking development timeline 

 

Social networking market development can be divided into four main phases: 

 

1) In Phase 1, online social tools such as email, websites, and social networking platforms primarily supplement  

offline communication and the range of online contacts is typically limited to one’s real-world social 

circle.  

 

2) In Phase 2, instant messaging and blogging platforms become popular. Users can create personal profiles 

online and connect virtually with friends. The increasing availability of image-enhanced content enriches the 

recreational appeal of online social networks. 
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3) In Phase 3, users can upload videos and music and share their personal interests with others. Meanwhile, the 

addition of increasingly engaging recreational features enables users to engage with a broader audience based on 

common interests.  

 

4) In Phase 4, users can build social networks based on personal interests and interact with others via enhanced 

recreational features such as in-stream emojis, gaming, and virtual gift-giving. More recently, driven by the 

proliferation of advanced mobile devices and media technology, a new generation of online social 

products—so-called “live social” products—have emerged to empower people to connect, socialize, and be 

entertained in real-time via rich media channels such as live video and live audio. The addition of more live social 

functions and features increases the frequency and duration of users’ live social engagement. Moreover, the 

integration of live content along with other types of content enables users to interact in real-time and simplifies 

information transmission through diversified formats, including one-to-one, one-to-many, and many-to-many.  

 

Figure 10：Global social networking market development timeline 

 

Source: Frost & Sullivan 

 

2.4 Social network market overview by segment 

2.4.1 Live video in emerging markets 
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From 2014 to 2019, the global live video market grew from 2.9 billion USD to 19.7 billion USD, showing a CAGR of 47%. 

The market is forecast to continue rapidly growing and is expected to deliver a CAGR of 26.6% from 2019 onward to 

reach approximately 64.1 billion USD in 2024. 

 

While China’s live video market has experienced rapid growth over the past decade, international markets—especially 

emerging markets such as Southeast Asia, MENA, and Pan-India—remain at relatively early stages of live video market 

development. 

 

Emerging markets retain significant room for improvement in terms of the variety of online content and the potential 

to enhance users’ willingness to pay for online services. The live video market in emerging markets is expected to 

achieve a CAGR of more than 40% during 2019 to 2024. 

 

Figure 11：Global live video market size by revenue (USD billion, 2014-2024) 

 

Source: Frost & Sullivan 

 

 

 

Drivers of live video adoption in emerging markets include: 

1) Higher disposable income: With increasing disposable income alongside per-capita GDP growth, users have a 
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higher propensity to consume. At the same time, user demands become increasingly diverse—apart from satisfying 

basic needs for leisure, they expect online activities to fulfill needs such as social interaction and companionship. 

2) Infrastructure upgrades: The adoption of higher-power smartphones with higher-resolution cameras and internet 

infrastructure upgrades represent important precursors for video-based live social market development. 

3) Technology innovation: The adoption of new technology like virtual reality (VR) and augmented reality (AR) 

enhances the mobile livestreaming experience, dramatically enriching interactions between viewers and content 

providers. 

4) Online social and recreational innovation: Innovative functions such as in-app games and live video content 

communities enhance user experience and stickiness by providing increasingly personalized services for different 

groups of users. This in turn increases users’ willingness to pay for online services. 

5) Mobile payment penetration: Virtual gifting is one of the main ways livestreaming platforms monetize content. 

Viewers can purchase virtual gifts using a special in-app currency (with prices linked to real-world currency). Virtual 

gift prices can range anywhere from 0.01 USD to 100 USD or more.Viewers are likely to be increasingly willing to 

pay as the livestreaming industry implements easier mobile payment processes. 

 

Live video competitive landscape in emerging markets  

There are four main types of live video market players: general social platforms, video social platforms, game-centric 

live video platforms, and short video platforms with live video functionality. 

1) General social platforms: Many general social platforms such as Facebook, Instagram, and Weibo have also 

launched live video functions.    

2) Video social platforms: These are platforms in which online streaming media is recorded and broadcast in realtime. 

Live video content on these platforms includes entertainment, fashion, sports, and gaming. Major players in this 

segment include Uplive, YY, Bigo, Yingke, and LiveMe. 

3) Game-centric live video platforms: These are platforms that focus on game-related content, where people record 

themselves playing games and broadcast in real time. Major players include Twitch, Huya, and Douyu. 

4) Short video platforms with live video functionality: Provided by video hosting services, these players enable users 

to upload, store, share, and playback video content over the internet. Major players include TikTok, Kuaishou, 

Vimeo, Likee, and Xiaoying. 

 

 

 

 

Figure 12：Major live video segment players in emerging markets 
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Source: Frost & Sullivan 

 

2.4.2 Online dating in emerging markets 

 

The global online dating market reached 5.4 billion USD in 2019 based on a CAGR of 51.1% from 2014 to 2019. As 

mobile device penetration and consumption habits lead more and more mobile internet users to seek serious 

committed relationships via online social networking, the global online dating market is expected to reach 15.7 billion 

USD by 2024, representing a CAGR of 23.8% between 2019 and 2024. 

 

Meanwhile, online dating in emerging markets has primarily been driven by expanding mobile internet user bases and 

the relatively large proportions of younger generations in these markets. In particular, users in emerging markets 

generally prefer face-to-face communication to traditional text messaging. As a result, online dating has witnessed 

significant growth as live video-based dating applications have emerged across markets such as Southeast Asia and 

MENA.  

 

 

 

 

 

 

Figure 13：Online dating revenue for global and emerging markets (USD billion, 2014-2024) 



 
 

 
14 / 18 

 

Source: Frost & Sullivan 

 

 

 

Key drivers of online dating in emerging markets include: 

1) Younger generations embracing expanded social dating: Social trends in many emerging markets are evolving to 

include increased dating and marriage outside traditional social circles. This is helping drive adoption of online 

dating in part by increasing the phenomenon of “casual” dating and rates of interracial marriage. 

2) Changing consumption habits: As per-capita disposable incomes rise and mobile payment methods proliferate, 

mobile internet users, especially among younger generations, are more willing to pay for in-app value-added 

services. 

3) Changing dating platform preferences among young mobile internet users: Younger generations have grown up 

alongside rapid technology development and the popularization of the internet. Socializing via video or audio has 

become the dominant trend, rendering traditional text chat-based online dating less attractive. As a result, dating 

platforms with livestreaming functionality or other rich social features have become more attractive and 

competitive in the market. 

4) Higher user demand on matching: Younger mobile internet users have increasingly high online experience 

standards. In online dating, this translates into users expecting to be matched with compatible users efficiently and 

quickly and being able to connect with them on demand. 

5) Changing cultural norms: Even in more traditional cultures, social restrictions are being relaxed and individuals are 

increasingly open to new modes of socializing and new entertainment options. This open-mindedness is lowering 

cultural restrictions on individual choices and leading younger people in particular to pursue independent interests. 
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6) Conservative cultures in some markets drive demand for online social connections: Religious and cultural 

practices allow relatively limited offline social networking and entertainment activities in some markets. As a result, 

young users in these markets tend to have a strong affinity for online social networking. 

 

Major players in the online dating sector in emerging markets include Tinder, Badoo, Happn, L’amour, and Azar. 

Figure 14 shows online dating platform rankings in emerging markets in terms of monthly active users (MAU) and 

number of downloads. 

 

Figure 14：Competitive online dating landscape in emerging markets (2019) 

 

Source: Frost & Sullivan 
 

2.5 Social networking drivers in emerging markets 

1） Growing demand for combined recreation and social networking： 

Younger generations, especially Generation Z, were born in the internet age and are eager to engage in online 

social interaction. They show a higher degree of willingness to socialize online with different groups of people who 

may or may not have much in common with them, satisfying their desire to keep up with social trends.  

Traditional online social networks with text-based chatting are not able to hold these young users’ attention as 

they prefer a constant stream of diversified content. This has led online social network platforms to develop 

integrated applications that combine social interaction and other recreational functions such as watching videos, 

playing online games, or giving virtual gifts.  

 

2） Increasing internet penetration rate: 
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Improving mobile internet infrastructure, especially the construction of 4G and 5G networks, is driving growing 

demand for smartphones in emerging markets. As a result, individuals in these markets have access to a growing 

volume of information and a diversity of online activities such as social networking, leading to increased social 

networking demand in these markets. 

As a result, the user base of social networking platforms has shown steady growth over the past five years and the 

average daily time spent on mobile internet per capita has increased from 63 minutes in 2014 to 132 minutes in 

2019. 

 

3） Fast-growing emerging markets:  

As their economies have grown and internet and telecommunication infrastructure has improved, emerging 

markets are increasingly the driving force of the global social networking market. Internet and mobile internet 

penetration rates show significant growth potential in developing countries, especially in Southeast Asia and MENA, 

indicating substantial social network user base growth potential. Additionally, buying power and willingness to pay 

for online services is growing steadily in emerging markets, also helping to drive the social networking market 

development. 

 

4） Rapid internet technology upgrades: 

The internet is reshaping the public and private sectors alike, creating new business opportunities. Internet 

technology continues to develop at a rapid pace, and new technical innovations are enabling faster network speeds, 

more convenient access, safer internet environments, stronger legal and regulatory privacy protection, and more 

personalized user experiences. All of these features are expected to continue driving social network use. 

 

5） Time poverty leading people to seek connections online: 

In the hustle and bustle of contemporary life, people are increasingly busy with work and personal obligations, 

leading to an increasing sense of time poverty. Lack of time increases an individual’s willingness to interact online 

in order to gain a sense of human connection and belonging. Against this backdrop, mobile social activities and 

services that are not subject to time constraints are welcome.  

 

6） Growing willingness to pay: 

As consumers’ disposable income increases and online social networking markets evolve, new innovations are 

emerging in online payment solutions, reshaping online users’ payment habits. Users are increasingly willing to pay 

for value-added online services such as receiving exclusive content or member-only perks. This trend is particularly 

evident among younger internet users, helping drive overall revenue growth for the industry, promoting more 

efficient allocation of resources, and strengthening copyright protection. 

 

2.6 Future social networking trends in emerging markets 
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1） Social apps with more differentiated functions: 

With the surge in demand for and participation in social networking, market competition has intensified and 

leading players are integrating traditional social networks with recreational features such as video-on-demand, 

voice chatting, and images to strengthen users’ stickiness and willingness to pay.  

2） User demand for cross-regional networking: 

Online social platforms remove regional barriers between social network users. As internet infrastructure is 

upgraded around the world and internet penetration continues to grow, cross-regional social networking has 

become a trend. At the same time, the rollout of next generation networks and real-time translation technology is 

enabling users to connect via real-time audio and video with people of different cultures who live across borders 

and often speak different languages. 

3） Advance of technology: 

Artificial Intelligence (AI), virtual reality (VR), augmented reality (AR), holography, and other technologies are 

gradually being integrated into social networks, providing users with increasingly rich interactive experiences. In the 

future, the social networking experience will continue to evolve and change as these technologies mature and 

achieve mass adoption. 

4） Integrated social networking platforms: 

Developing integrated platforms is an emerging trend for social networking platforms. As the current online social 

networking market is highly competitive, market participants tend to add new services and functions to existing 

social networking platforms to cater to users’ growing demand for diversified social experiences. 

5） Continuous development of real-time social networking: 

Currently, non-real-time social networking (delayed or indirect social interaction) is increasingly incapable of 

meeting users’ needs. Real-time video or voice social networking offers online social interaction that is closer to 

offline interaction, enhancing the user experience. Therefore, real-time social interaction is expected to increasingly 

emerge as the baseline for online social networking platforms. 

6） Continuously rising demand from emerging markets: 

As social network markets in China, the US, and Europe reach saturation, emerging markets such as Southeast Asia, 

MENA, and Pan-India have become the new driving forces. Those emerging markets benefit from surging demand 

for social networking platforms, large populations in the target age group, and relatively high and growing 

willingness to pay.  
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Appendix: List of Emerging Markets 

 

 


