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INTRODUCTION
GWI Market reports track key digital behaviors and penetration levels at a 

national level, providing the very latest figures for topline engagement as well 

as analyzing patterns across demographic groups and over time. 

In this report we focus on Germany, offering insights on:

• Internet access and behaviors

• Trends in mobile and tablet usage

• Engagement with social platforms

• E-commerce and the digital purchase journey

• Brand engagement

Clients can explore all of these areas further by downloading pre-cut German 

data packs from our Insight Store. 

Unless otherwise stated, all figures are representative of the online population 

aged 16-64 and are an average across GWI’s four waves of 2013 research.
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03
Mobile and 
Tablet Internet

In the past month, from which of the following devices have you accessed the internet 
either through a web browser or an application?
Source: GlobalWebIndex Q4 2013  I  Base: German Internet Users aged 16-64

In the past month, from which of the following devices have you 
accessed the internet either through a web browser or an application?
Source: GlobalWebIndex Q1-Q4 2013  I  Base: German Internet Users 
aged 16-64

Devices used to Access the InternetThe Demographics of Mobile and Tablet 
Internet Users

Although PCs/laptops remain the major internet access points, 
increasing numbers in Germany are going online via mobiles, tablets 
and smart TVs. 

Mobile internet access has grown from 33% in 2011 to reach 52% by 
the end of 2013. But tablets have enjoyed the most explosive rates 
of growth – having jumped from just 5% to 21% over the same period.

There are some predictable demographic impacts to be seen. 
Engagement via both devices increases in line with income; within 
the bottom group, for example, 46% and 16% accessed the internet 
via mobiles and tablets respectively across 2013, figures which rise 
to 61% and 29% in the top income group.

In terms of age, 16-24s are the leading age group for mobiles, while 
25-44s share the honors for tablets. Across both devices, men are a 
little ahead of women.

For further detail on this topic, please see our GWI Device report as well 
as the Internet Device Access data pack available in the Insight Store.
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VPN Usage

Websites
Visited
The list of the top 20 web brands being visited each month by 
internet users shows just how dominant Google has become – 
88% of the online population are using this site. Amazon (81%), 
YouTube (74%) and eBay (71%) follow behind, reflecting the 
importance of online commerce in Germany (see next section).

Generally speaking, engagement with these sites is strongest 
among the youngest age groups; this trend is especially 
pronounced on social platforms such as YouTube and Facebook. 
Sites such as Amazon have more universal appeal, however.

For further detail on this topic, please see our GWI Device report, 
as well as the following data packs available in the Insight 
Store: Website Visitation (PC), Website Visitation (Mobile), Website 
Visitation (Tablet). Clients with access to the Pro Platform can also 
look at the reach of web brands across all devices.

Some 18% of Germany’s online population say that 
they access the internet via Virtual Private Networks 
or Proxy Servers – a figure which compares to the 
global average of 28% but still represents an estimated 
audience size of 7.93 million.

Men are more likely than women to be using them, with 
higher engagement levels also seen among 16-34s.

The most common reasons for using VPNs are to 
protect one’s anonymity while browsing as well as 
access better entertainment content from sites such 
as Netflix (32% each).

For further detail on this topic, please see our white 
paper dedicated to audience measurement, as well as 
the following data packs available in the Insight Store: 
VPN and Proxy Server Usage, VPN and Proxy Servers: 
Usage Motivations.

Can you please tell us why you use VPNs or proxy servers when browsing the internet? 
Source: GlobalWebIndex Q4 2013  I  Base: German VPN Users aged 16-64

Which of the following sites/applications have you visited or used in the last 
month? (via any device)
Source: GlobalWebIndex Q1-Q4 2013  I  Base: German Internet Users aged 16-
64

Reasons for using VPNs

Top Websites and Applications Used
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Online
Activities

Across devices, purchasing a product is the most popular 
online activity among German internet users (75% on average, 
across GWI’s four waves of research in 2013). More than two 
thirds are also using webmail, banking online and watching 
video clips.

Most online behaviors saw an increase in engagement 
between 2012 and 2013; watching videos saw the biggest 
jump (up by 22 percentage points), with using social 
bookmarking tools, using online office applications, watching 

Which of the following online activities have you done 
in the last month? (via any device)
Source: GlobalWebIndex Q4 2013
Base: German Internet Users aged 16-64

films and micro-blogging also posting strong increases. At 
a general level it’s clear that the importance of the internet 
as a source of content is rising. 

For further detail on this topic, please see our GWI Device 
report, as well as the following data packs available in the 
Insight Store: PC Activities: All Activities, Mobile Activities: All 
Activities, Tablet Activities: All Activities. Clients with access 
to the Pro Platform can also look at the reach of activities 
across all devices.

0% 20% 40% 60% 80%

Used an aggregator
Subscribed to an RSS feed

Written on own blog
Used a micro-blogging service

Streamed a full length TV show LIVE
Asked or answered a question on a question and answer service (i.e. Yahoo Answers or Quora)

Bought a product or service through a group-buying website (i.e. Groupon)
Listened / watched a podcast

Uploaded a video online
Edited / managed own website

Watched a full length sports program
Used a social bookmark service

Written a news story / article
Posted a comment on a forum / message board / BBS website

Purchased an online service
Watch television shows on demand (not live) through an Internet service

�ade a phone call online / used V� IP
Searched using a location based service

� ommented on a story
Listen to music on a music streaming service

Listened to LIVE radio online
Used instant messenger

Watched a full length film
Used online office applications

Sold a product online
Uploaded photos online

Played an online game
� anaged social network profile

� hecked information on music� leisure or entertainment
Used a social networking service

�heck ed the weather online
Search for product or service to buy
Reviewed a product or brand online

Watched a video clip
Used internet banking

Used webmail
Purchased a product online

2012 2013
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04
Buying Online

Online
Purchasing by 
Category

Which of the following online activities have you done in the last month?
Purchased a product online 
Source: GlobalWebIndex Q4 2013  I  Base: German Internet Users aged 16-64

Online Commerce

At the end of 2013, 78% of German internet users had purchased 
a product online within the last month (via any device). 

This represents a 6% increase since Q4 2011. Due to the 
expanding size of the total internet audience in Germany 
during this time, though, this translates into an 11% rise in the 
estimated number of online buyers (now standing at 34.62 
million people). 

Compared to the global picture, online commerce is particularly 
well developed in Germany – with figures consistently above 
the worldwide average. It’s also worth noting that only a small 
percentage of internet users are not engaged with some form 
of commerce-related behavior: while 78% are buying online, 
a further 5% are researching products and then purchasing 
them offline. That leaves just 17% who are neither buying nor 
researching via the internet.

PCs/laptops remain the overwhelmingly favorite purchase channel (73%), but a third have made a purchase through a mobile and 
just over a tenth (12%) have done the same via a tablet. M-commerce grew by an impressive 12% between 2012 and 2013, with the 
equivalent figure for t-commerce being 7%.

Multi-device commerce is significant too: 32% of internet users in Germany have purchased products via a PC/laptop as well as a mobile 
or a tablet. Purchasing across all three devices is still much less common, though; just 7% have done this. 

For further detail on this topic, please see our GWI Commerce report, as well as the following data packs available in the Insight 
Store: PC Activities: Purchased a Product Online, Mobile Activities: Purchased a Product Online, Tablet Activities: Purchased a Product Online. 
Clients with access to the Pro Platform can also look at the reach of purchasing across all devices.

Clothes are the items that internet users are most likely to 
purchase online in Germany (32%), followed by gifts (26%), books 
(25%) and shoes (21%).

via PC/laptop via Mobile via Tablet

via PC/laptop
+ 1 other device

via PC/laptop
+ 2 other devices

via Mobile
+ Tablet

73% 33% 12%

32% 7% 8%
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Looking at the list of products and services below, which of the following have you purchased 
online in the past six months? And which of the products and services below have you 
researched online prior to purchasing? 
Source: GlobalWebIndex Q1-Q4 2013  I  Base: German Internet Users aged 16-64

Online Buying and Research by Category

When we turn our attention to which products are being researched 
online, a slightly different picture emerges. Certainly, some of the 
most commonly purchased items feature prominently here too (e.g. 
clothes, gifts, books); but there are also several product types where 
the numbers conducting online research exceed the numbers making 
online purchases – indicating that the internet is informing offline 
buying behaviors. 
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Looking at the list of products and services below, which of the following have you 
purchased online in the past six months? And which of the products and services 
below have you researched online prior to purchasing?
Source: GlobalWebIndex Q1-Q4 2013  I  Base: German Internet Users aged 16-64

Ratio of Online Purchasers to Researchers, by Category

MORE ONLINE PURCHASERS THAN 
RESEARCHERS - likely to be impulsive, 

habitual or “showroomed” products

MORE ONLINE RESEARCHERS THAN PURCHASERS 
- likely to be high-value, major purchases where 
online research is impacting offline purchases

Visualizing the ratio of researchers to purchasers shows that 
it’s cars which are most likely to be investigated online and then 
purchased offline. The same trend is also in evidence for a number 
of digital and electrical products, as well as for furniture. 

In these categories, many consumers are clearly webrooming – 
undertaking initial online scrutiny of products before visiting a 
physical retail environment where they can refine and test their 
choices in advance of committing to buy. It’s no coincidence 
that these are high-value products where levels of emotional or 
financial investment are substantial. 

How to read: For cars, there 
are 2.79 online researchers 
for every online purchaser

0 0.25 0.5 0.75 1 1.25 1.5 1.75 2 2.25 2.5 2.75

Fabric conditioner
Snack foods

Chocolate
Soft drinks / bottled water

Laundry detergent
Shampoo

Air freshener / care products
Beer

Packaged food / ready meals
Non food household products

Home hair treatment
Hair conditioner

Skincare / moisturizer
Wine / spirits 

A skincare / haircare / beauty product
Pet food

Fragrances / perfume
Online Services / Applications e.g. iCloud 

Subscription / membership to an online service eg Spotify or Netflix
Music

Clothes
Personal items

Healthcare and pharmaceutical products
Books
Shoes
Films

Sports equipment
A gift for someone

Travel
Financial product

Subscription / membership to an offline service e.g. Gym or Car Rental
e-Reader

Desktop computer
Games console

Motorcycle
Netbook (<10" screen)

Holiday (in my own country)
Blu-ray player

Tablet device
Portable media player

Holiday (abroad)
Furniture / home equipment

DVD player
Broadband / hi-speed Internet

Satellite / cable TV
Mobile phone

Laptop (>10" screen)
White goods

Flat screen TV
Cars / automobiles
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Product
Reviews

It is some 66% of German internet users who say they have reviewed a product or service 
online in the last month, up very slightly from 2012 (64%).

Engagement is even across the age groups, but rises in line with income (75% in the top group 
vs. 63% in the lower).

Perhaps unsurprisingly, posting reviews is most common among those who are purchasing 
items online; it rises to 80% among those buying via PC, 86% for mobile and 96% for tablet. The 
relatively small group who buy across all three devices are also especially active reviewers (95%).

As our chart shows, mobiles, groceries and computers are the most popular subjects 
being critiqued.

For further detail on this topic, please see our GWI Commerce report, as well as the following 
data packs available in the Insight Store: PC Activities: Reviewed Products & Brands, Mobile 
Activities: Reviewed Products & Brands, Tablet Activities: Reviewed Products & Brands, Topics 
Posted Opinion About Online. Clients with access to the Pro Platform can also look at the reach 
of purchasing across all devices.

At the other end of the spectrum, there are a series of relatively low-value and frequently purchased products – mostly from the grocery sector – 
where people are buying online for convenience without much active consideration. Habitual purchasing will loom large in terms of brand choices 
and digital strategies will need to focus on supply convenience and price-appeal more than anything else. 

In some categories it’s also highly likely that we’re seeing a degree of showrooming – the process whereby people browse items in-store 
and then buy online in order to access cheaper price points. This almost certainly helps to explain why some of the people who are buying 
clothes, shoes, gifts and fragrances online are doing so without undertaking any research first. 

For further detail on this topic, please see our GWI Commerce report, as well as the following data packs available in the Insight Store: 
Products or Services (Paid for Online), Products or Services (Researched Online).

Which of the following products, services 
or topics have you posted an opinion about 
online in the past month? 
Source: GlobalWebIndex Q1-Q4 2013
Base: German  Internet Users aged 16-64

Online Topics of Conversation

0%

5%

10%

15%

20%

Books

Alcoholic
drinks

Online Services /
applications

Travel /
holidays

Fashion /
clothing

Films

Music

Computers

Grocery
products (food)

Mobile
phones

13% 12% 12% 11% 11% 11% 10% 10% 9% 9%
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Online
Commerce
and Brands

One of the new questions in the GWI survey allows us to 
monitor brand awareness and advocacy across a range of 
categories (automotive, beverages, consumer electronics, 
food, FMCG, luxury and travel). 

If we take FMCG and beverages as examples, our chart 
shows the share of online purchasers who have used 
products from a range of brands. This not only gives 
a measure of how amenable internet users might be 
to buying products from these brands online, but is 
also of interest given that – as we saw above – online 
purchasers are some of the most enthusiastic about 
writing online reviews.

Clients with access to the Pro Platform can cut any digital 
behavior monitored in the GWI survey by audiences who 
have heard of, used, talked about or would recommend a 
wide selection of brands.

Brand Affiliation among Online Buyers 

Looking at the below list of companies can you tell us if you have used one 
of their products?
Source: GlobalWebIndex Q4 2013
Base: German Internet Users who Buy Products Online via PCs/laptops  
aged 16-64

0% 30%10% 20% 40% 50% 60% 70% 80%

Coors Light
Miller
Mo t

Corona Extra
Carlsberg

Budweiser
Heineken

Johnson & Johnson
Smirnoff
Unilever

Jack Daniels
P&G

Red Bull
Kleenex

Heinz
L'Oreal
Gillette
Nestle
Pepsi

Danone
Kellogg's

Sprite
Nescafe

Coca-Cola
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05
Account Membership and Active Usage

Facebook remains the number one social platform 
in Germany, with 69% of internet users having an 
account (a figure which has remained stable over 
the last couple of years). 

Following behind are YouTube, Google+ and 
Twitter – but the gap between them and Facebook 
is considerable. Elsewhere, StudiVZ struggles to 
compete with the large international networks; it 
has an account ownership level of just 8%.

Our survey also measures active users of social 
platforms – those who are using or contributing 
to sites each month, rather than just retaining a 
largely unused profile. On this measure, we can 
see that 41% of the country’s internet users are 
engaged with Facebook, down from 47% at the 
start of the year. 

16-24s remain the most active on the site, 
with usage dropping a little over the period in 
question from 70% to 64%.

Social Networks -
Account Membership

Social Networks -
Active Usage

On which of the following services do you have an 
account? 
Source: GlobalWebIndex Q1-Q4 2013
Base: German Internet Users aged 16-64

Which of the following services have you used or 
contributed to in the past month using any type of 
device? e.g. PC/Laptop, Mobile phone, tablet, etc. 
Source: GlobalWebIndex Q1-Q4 2013
Base: German Internet Users aged 16-64

0% 10% 20% 30% 40% 50% 60%

18.30m

3.90m

3.24m

3.04m

1.07m

1.03m

0.74m

0.48m

0.46m

0.44m

0.35m

0.31m

0.31m

0.20m

0.13m

0.11m

0.11m

0.09m

0.09m

23.24m

millions
Q3-Q4 2013 Q1-Q2 2013

None of the above

Tencent Weibo

Sina Weibo

Yammer

Viadeo

Quora

Reddit

Myspace

Badoo

StudiVZ

Pinterest

MeinVZ

Tumblr

LinkedIn

Instagram

Other

Google+

Twitter

YouTube

Facebook
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Social Apps
In terms of social apps, Facebook dominates: 20% of the 
internet audience are using it each month. Interestingly, 
though, the gap between Facebook and YouTube is much 
closer in the mobile space; the latter takes third spot, with 
18%. Facebook’s recent acquisition, WhatsApp, is in second 
position at 19% – reflecting the growing importance of 
mobile messaging tools.

For further detail on this topic, please see our GWI Social 
and GWI Device reports, as well as the following data packs 
available in the Insight Store: Account Ownership, Social 
Platforms, Active Usage, Social Platforms, Mobile Apps Active 
Usage: Named Apps.

Social and Messaging Apps

Which of the following mobile / tablet applications have you used in the past 
month? (on any device)
Source: GlobalWebIndex Q1-Q4 2013
Base: German Internet Users aged 16-64

Clearly, though, Facebook remains by far the biggest site in Germany, and it’s striking how low the levels of active usage are for most other 
platforms (typically far below the figures seen in other markets). It’s also telling that the numbers saying they haven’t contributed to any 
social site have increased from 45% to 52%; this is above the level in most other markets.

0% 5% 10% 15% 20% 25%

Line

Flickr

Instagram

Twitter (Official Mobile App)

Google+ (Official Mobile App)

Skype

Facebook Messenger

YouTube

WhatsApp

Facebook (Official Mobile App)
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Social Sharing
Segmenting social network users based on their behaviors reveals that 56% can be 
characterized as “sharers” – those who are uploading photos, hitting “like” buttons, 
re-posting/re-tweeting or sharing content.

Following behind in second place (40%) are the “commenters” – those who have posted 
questions or comments across various social platforms. A similar proportion (39%) can 
be classified as “creators”, networkers who are uploading videos, writing stories or 
blogs, running their own websites or contributing product ideas to campaigns. 

Just over a third fall into the “socializers” category, defined as individuals who say they 
use the internet to stay in touch with friends or to keep others up-to-date with their 
lives. And about 30% in Germany are “reviewers” – those who are posting reviews 
and opinions online.

The final group in the GWI Social Segmentation are the “passives”; this segment, 
which includes just over a quarter (26%) of social platform users, represents those not 
included in any of the other categories. These networkers are typically not interacting 
with content or fellow contacts in any major way. This figure is notably higher than 
in several other markets and, together with the large numbers who say they are not 
actively contributing to any site (above), it’s clear that social networking has not been 
embraced as enthusiastically in Germany as in other markets.

Clients with access to the Pro Platform can cut any digital behavior or attitude 
monitored in the GWI survey by the social segmentation.

Social Segmentation

Source: GlobalWebIndex Q1-Q4 2013
Base: German Social Networkers aged 16-64

0%

20%

40%

60%

PassivesReviewersSocializersCommentersSharers

56%

40% 39% 37%

30%
26%

Creators
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06MOBILE AND TABLET

Operating Systems

Android is the number one operating system on mobiles, being 
used by 65% of the mobile internet audience (up from 53% in 
2012). 

iOS for iPhone is in second position with 22% – but this 
represents a slight dip over the same period. 

All other operating systems account for small shares only, 
including Windows Phone (6%), Symbian (3%) and BlackBerry 
(2%).

In terms of mobile OS demographics, usage is relatively even 
across the major demographic groups; this is in contrast to 
the global picture, where the figures are highest among older 
and lower income respondents. For iOS, 16-34s are ahead of 
the other groups, while the top income group also has a small 
lead.

When we turn our attention to tablet operating systems, 
Android (54%) once again leads iOS (35%); it has also grown 
its share of the tablet audience consistently since 2011/12, 
whereas iOS now has a smaller percentage of the market.

As with mobiles, the demographic picture shows little 
variation across the groups, although younger Germans are 
more likely to be using iPads.

For further detail on this topic, please see our GWI Device 
report, as well as the following data packs available in the 
Insight Store: Operating Systems (Mobile), Operating Systems 
(Tablets).

Mobile OS Tablet OS

What operating system runs on your mobile?
Source: GlobalWebIndex Q4 2013
Base: German Mobile Internet Users aged 16-64

What operating system runs on your tablet?
Source: GlobalWebIndex Q4 2013
Base: German Tablet Internet Users aged 16-64

Note: Total figures exceed 100% due to some respondents owning/using multiple devices
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Handset Brand

Device Sharing

Samsung is the most popular mobile handset brand 
and by quite some distance: 40% say that they 
own one, up from 31% in 2012. Nokia is in second 
place (21%) but has experienced a 5% year-on-year 
decrease.

iPhone and Sony follow behind, both with about 
15% each.

For further detail on this topic, please see our 
GWI Device report, as well as the following data 
packs available in the Insight Store: Handset 
Brand Ownership, Handset Brand Advocacy, 
Handset Brand Awareness.

Tablet sharing is widespread in Germany: fewer 
than 50% of tablet users are the sole owner of their 
device, with 26% saying that one other person has 
use of it and 30% reporting that two or more others 
have access.

Mobiles are much more personal; although 14% still 
say that they share their handset with other people, 
this figure is notably below the global average.

For both devices, levels of sharing are lowest 
among the top income group.

Handset

Mobile and Tablet Sharing

Which of the following mobile brands do you currently own?
Source: GlobalWebIndex Q4 2013
Base: German  Internet Users aged 16-64

Thinking about the devices you use to access the internet, can you 
please tell us how many, if any, other people use each device?
Source: GlobalWebIndex Q4 2013
Base: German Mobile and Tablet Internet Users aged 16-64

For further detail on this topic, please see our GWI Device report, as well as the 
following data packs available in the Insight Store: Device Sharing: Mobile Phone, 
Television, eReader, Personal PC/laptop, Tablet Device.

0% 10% 20% 30% 40% 50%

None of the above

ZTE
(Since Q1 2013)

Lenovo 
(Since Q1 2013)

Huawei
(Since Q1 2013)

BlackBerry

Motorola

LG

HTC

Sony

iPhone

Nokia

Samsung

2.37m

0.59m

0.74m

1.01m

1.17m

2.20m

2.77m

3.24m

5.38m

6.17m

8.08m

16.72m

20132012 millions

I am the only person who uses this
1
2
3

4+

I am the only person who uses this
1
2
3

4+

4.10m

2.35m

1.66m

0.61m
0.44m

19.75m

1.70m
0.87m

0.35m  2% 1%   0.31m

86%

4%
7%

45%

5%
7%

18%

26%

28



Apps Second-Screening
Gaming (55%) and social networking (47%) apps are the most 
popular among the mobile audience in Germany. Over a third are 
also using music, entertainment and news tools.

Generally speaking, age is the demographic indicator which 
has the strongest impact here; younger age groups lead for 
entertainment, social networking and gaming apps. However, 
16-24s are the least likely to use banking apps and engagement 
is relatively even for news tools.

In addition to the social and messaging apps considered in 
the previous section, there are significant mobile audiences in 
Germany who are monthly users of Google Maps (23%), Amazon 
(20%) and eBay (19%). This reflects the importance of e-commerce 
in Germany, as seen above.

For further detail on this topic, please see our GWI Device report, 
as well as the following data packs available in the Insight Store: 
Mobile App Types (Downloaded), Mobile App Types (Used), Mobile 
Apps Active Usage: Named Apps.

Germany is a nation of second-screeners: only 24% have not 

used an additional device while watching television (this is 

above the global average, however).

Laptops remain the favorite tool for this activity (46%) but 

growing numbers are also multi-screening via mobiles (35%) 

and tablets (14%) – both of which have risen in popularity since 

2011.

Mobile second-screening is especially widespread among 16-

24s (60%, vs. 13% of 55-64s), while the age distribution is more 

equal for tablets.

The motivations for this behavior are multiple: 45% are reading 

news, about 40% are searching for products to buy or chatting 

to friends, about a third are playing games and a fifth are looking 

for information relevant to what they are watching.

There’s often an age effect at work here, though: several 

second-screen motivations are most important for 16-34s. 

Exceptions to this include reading news and searching for 

products, which similar numbers in all age groups are doing.

For further detail on this topic, please see our GWI Device report, 

as well as the following data packs available in the Insight Store: 

Multitasking While Watching TV, Second Screen Behaviors.

Monthly App Usage

Second-Screening

Which of the following apps have you used in the past month?
Source: GlobalWebIndex Q4 2013
Base: German Mobile Internet Users aged 16-64

Which of the following devices have you used while watching TV?
Source: GlobalWebIndex Q4 2013
Base: German Internet Users aged 16-64

0% 10% 20% 30% 40% 50% 60% 70%

millions

3.56m

3.61m

3.76m

3.91m

4.19m

4.42m

1.41m

1.94m

3.77m

1.30m

2.19m

2.77m

2.84m

3.01m

6.35m

4.53m

8.41m

8.63m

10.50m

12.28m

None of the above

Live event

Augmented reality

Business

Work related service

TV Application

Location Based Services

Lifestyle

VOIP (i.e. Skype or Viber)

Travel

Health and Fitness

Books

Sports

Banking / Financial services

Utilities

Entertainment

News

Music

Social networks

Games

0%

10%

20%

30%

40%

50%

60% 201320122011

20.43m

15.52m

10.53m

6.07m

0.79m

10.78m

Laptop PC Mobile Desktop PC Tablet e-Reader None of
the above
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07
Brand Interactions Brand Advocacy
From the consumer’s perspective, by far the most common and 
popular way of interacting with a brand is by visiting its website; 
43% of people say they have done this in the last month.

The chart also reveals the importance of content: the second 
most popular option is watching a branded video (18%). In 
terms of social interactions, about 15% of internet users say 
they have “liked” a brand/product or visited a brand’s social 
networking page. These figures are notably below the global 
average – reflecting the less important role that social plays 
in Germany compared to in other markets. Age also has an 
effect here: both activities are more common among the 
younger age groups (and 16-24s in particular). 

For further detail on this topic, please see our GWI Brand 
report, as well as the following data pack available in the 
Insight Store: Brand Engagement Touchpoints.

Unsurprisingly, consumers are most likely to advocate a 
brand online when there is a reward on offer – whether that 
be financial or a physical gift. This is a motivation which cuts 
across all demographic groups but which is slightly more 
compelling for women rather than men.

Elsewhere, about a third report that their love for a brand 
would be a reason to engage in online promotion, while 
around a fifth would do so when something has relevance to 
their own interests.

Closely related to this are the subjects about which people are 
most likely to post online opinions; in 2013, the most popular 
topics in Germany were mobiles (13%), groceries (12%), computers 
(12%), music (11%), films (11%), fashion (11%) and travel (10%). 

For further detail on this topic, please see our GWI Brand 
report, as well as the following data packs available in the 
Insight Store: Motivations to Promote Brands, Topics Posted 
Opinion About Online.

Brand Interactions Brand Advocacy

Which of the following brand related actions have you done in the past month?
Source: GlobalWebIndex Q4 2013   I   Base: German Internet Users aged 16-64

What would most motivate you to promote your favorite brand online?
Source: GlobalWebIndex Q1-Q4 2013  I  Base: German Internet Users aged 16-64
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7.37m

8.08m

18.93m
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None of the above

Asked question to a brand on microblog

Provided ideas for a new
product / service or brand idea

Shared content in a branded community

Visited a micro-blog profile of a brand

Retweeted a branded microblog post

Used a QR code provided by company / brand

Followed branded microblog

Visited branded community

Played a branded game

Downloaded a branded application

Invited friend to join a branded 
page/group on social network

Chatted with a customer service agent

Uploaded photo / video to a branded
social network page / group

Left feedback / review on a brand website

Read branded blog

Visited branded social network group / page

Liked a brand / product

Watched branded videos

Visit branded website
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To connect with other
fans of the brand

Enhance my online
reputation / status

Having a one to one
relationship with the brand

The feeling of taking part /
being involved

It's relevant to
my friends' interests

Exclusive content or
services (e.g. music)

Insider knowledge
on the brand

It's relevant to
my own interests

Love for the brand

Being rewarded 
(financial / gifts)
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Brand Discovery
The importance of online magazine/newspaper articles in 
the brand discovery journey is clear: 43% in Germany say 
that they are the most common source of info about new 
brands or products. Following closely behind are personal 
recommendations (42%); this source is influential for all 
demographic groups but for women especially. 

Search engines are a major discovery tool too: 40% are using 
them for this purpose. Interestingly, this behavior increases 
in line with age; differences are not profound, but it is 
nevertheless telling that 37% of 16-24s versus 46% of 55-64s 
say that they discover product info via this method.

Brand Discovery Online Brand Discovery

In which of the following ways are you most likely to find out about new brands, 
products, or services?
Source: GlobalWebIndex Q1-Q4 2013   I   Base: German Internet Users aged 16-64

Which of the following online sources are you primarily using when you are ACTIVELY 
looking to find out more information about brands, products, or services?
Source: GlobalWebIndex Q3-Q4 2013  I  Base: German Internet Users aged 16-64

If we turn our attention to those moments when consumers 
are actively looking for product or brand details online, search 
engines are a more dominant force. At a headline level, 70% of 
the online population in Germany are using them; as above, 
though, usage increases in line with age (64% among 16-24s 
versus 79% among 55-64s).

Other important online sources of info are product/brand 
sites (37%), consumer review sites (35%) and price comparison 
websites (31%).

For further detail on this topic, please see our GWI Brand report, 
as well as the following data packs available in the Insight Store: 
Brand Discovery Touchpoints, Brand Research Channels.
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Celebrity / well known
individual  endorsement

Digital friend's purchase history

Update on a brand's social
network or micro blog

Deals on a group buying 
website e.g. Groupon

Expert blogger review

Story in a newspaper / magazine

Consumer comment / opinion
on a forum / message board

Consumer review on a retail website

TV show / film

Recommendation from a digital friend

Information on a brand website

Results from a product
comparison website

Information on an advertisement

In-store product display /  promotions

Results from a search engine

Real life friend recommendation

Article in a newspaper /
magazine website
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Social bookmarking service

Group buying websites

Mapping services

Micro-blog (e.g. Twitter)

Social network feed / update

Video / content sites

Online pinboards

Mobile app / services

Social network group

Instant messenger

Blogs on products / brands

Discount voucher / coupon sites

Specialist topic sites

Forum / Message boards
on products / brands

Question & Answer sites

Emails / Newsletters from brands

Price comparison websites

Consumer review sites

Product / brand sites

Search Engine
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Purchase 
Motivators

German internet users say that the online factor most likely to increase 
their likelihood of making a purchase is a financial incentive (such as a 
coupon/discount); this cuts across the demographic groups but is of 
slightly greater appeal to women rather than men.

Loyalty points/rewards as well as consumer reviews also make an 
important impact in this area.

For further detail on this topic, please see our GWI Brand report, as well 
as the following data pack available in the Insight Store: Communications 
Power (Online Channels).

Purchase Motivations

Which of the following online activities from a brand are most likely to positively 
influence your consideration to purchase? 
Source: GlobalWebIndex Q1-Q4 2013  I  Base: German Internet Users aged 16-64
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