
24th September, 2009

Conducted by:Supported By:





1. Research Objectives

ÅTo determine the user habits, preference and attitude

towards social media in Hong Kong among knowledge

workers.
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2. Areas of Investigation

Å User habits and preference;

Å Use of Social Media in Business; and

Å The perception of Social Media relative to established

Media
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3. Methodology

ÅOnline polling was used and supplied by Radica Systems. The

respondent base was provided and pooled using HKAIM

executive committee and members peer network.

ÅThe sample size was 127
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3. Methodology

Target Respondents

Å Aged 18 or above.

Å Female or male office workers.

Å Have used social media in the past 6 months.

BRIEF RECAP





Respondents Demographics

·The respondents of our survey are very balanced, with an almost

equaldistribution of men and women.

·They tend to be aged between 26 and 35 (46%), and 36 or older

(45%), and mostly work in marketing (43%), or are senior

managementin their organization (20%).

·While our respondents tend to come from a broad crosssection of

industries, a large portion come from the service industry (34%)

and the IT&T industry (19%), and almost half work in large

corporation of 100or more staff (48%), while 44% work in SMEsof

lessthan 50staff.



Respondents Demographics

·90% of respondentshaveusedsocial media in the past6 months.

·56% of respondentshave3-5 social media accounts,while 25% have

1-2 accounts.

·The type of accounts they would register would be ranked by the

following likelihood :

1.SocialNetwork

2.Instant Messaging

3.Video sharing

4.Internet Forum

5.Blog network or Blogging



User Habits & Preferences

·In terms of time spent using social media, 46% of usersspent on

averagebetween 1to 3 hours a day, with 39% of usersspending less

than 1hour a day, but still keeping an effort to remain plugged into

their social media.

·Interestingly, 5% of all usersspend 6 hours or more on their social

media eachday.


