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About this report

This report is a quantitative and qualitative dive into 13-22-year olds’ relationship with,
view on and use of Discord. Working with Generation Z&A expert Chloe Combi, 500
members of Gen Z, with a broad spread across UK geography, socioeconomics, and
race, were asked about themselves, their relationship with the screen and social media
and explicitly how, when and why they use Discord.

The 500 13-22-year-olds were split into three sets (youngest, middle and oldest) and
interviewed with the same questions in person, or via online calls, about their relationship
with Discord. The sample of young people interviewed are representative of the UK and
give unique insight intfo a burgeoning youth culture and community on a fascinating and
offen unobserved platform.

So what is Discord?

Discord, a real-time messaging, video and voice social media platform, was launched
in 2015 by two video gamers looking fo create an environment where gamers could
chat and interact with each other while playing.

Fast-forward fo 2023 and Discord is no longer just for gamers. Perhaps fuelled by the
social restrictions enforced during the pandemic and coupled with a dissatisfaction with
other platforms and desire for higher levels of curation, it has been catapulted into the
mainstream. There’s a big opportunity for non-gaming brands to enter the space and
help drive conversation.

Discord has evolved into a global platform for a diverse mix of communities,
including students, musicians, scientists and crypto enthusiasts — and is set to become
a community-building tool for brands and public personalities alike. Before Covid,
Discord had around 50 million monthly active members but that number has since
trebled to 150million active monthly users.’

Unlike most social media platforms, Discord is designed with small and diverse
communities in mind rather than one big central community. It aims to provide a
platform where “people build genuine relationships with friends and communities
close to home or around the world” — a differentiator that may have helped boost
its popularity during the pandemic.

Communities are created via so-called servers, which are simply channels created
for, or by, people with shared interests. The size of servers varies, but there are over
19 million active servers per week.' They can be open to the public but the vast
majority are private, invite-only spaces for groups of friends and communities.?

Brands can get involved by creating their own servers, or facilitating conversations by
partnering with an existing server. Whilst many conversation topics on the platform are
related to gaming, there’s a variety of subjects being discussed, from self-improvement,
cooking, sneakers, to meeting new people.

No distracting ads are popping up all the time, as Discord doesn’t sell ad space.
Its revenue model is based on users purchasing upgrades to enhance their experience
by customising their servers with bots and personalised emajis, for instance.
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How do the users describe it?

Mikey (18): “Apart from the gaming stuff, Discord is kind of like a
massive group chat, but with your real friends as well as your online
friends. It's the same banter, language, memes and stuff people
from the outside wouldn't get. The thing | like about it is, it's a big
conversation that lays on top of each other and rolls”

Nina (17): “I thought it was just about gaming and it’s big in the
space, but once you get past that and the fact it's quite different from
other social media sites - it's not all me, me, me - it's great. It's very
content driven, goft its own language and humour, but its got the best
discussions on the infernet on anything you can think of, from heavy
metal, cooking with tfuna to self-harming”

Ted (22): “| showed my brother who's in his thirties what was going on
on Discord and he says it reminds him of the best of Tumblr when he
was at school: fast, very funny, and excludes outsiders which gives it

a bit of an outlaw appeal. It’s definitely not TikTok.”

Ryan (19): “Think of any topic you are into and you'll find a whole
community on Discord around that with its own jokes, references and
just stuff that’s funny. My Dad was a magazine editor in the ‘90’s and
he says it reminds him of those days: anyone could have read it but it
was the proper insiders that get the jokes, which makes you want fo
be on the inside.”

Rae (25): “Most social media sites are about one person getting
followers or people liking their content and it's always, always about
image and looks. The servers on Discord big and small are about the
community and the content. You get the moderators in charge, but they
wouldn’t work without the community and there isn't really a hierarchy.
You get profile badges, but that's about what you do. It's not obsessed
with famous people like every other platform. It goes back to the days
of community and good content”

Tanya (14): “Discord is a space girls can game in and
there’s not so much hassle or bullying on it

Isaac (15): “Discord is a lot of things, but it's a great place to get
unbiased information on serious things like helping people manage
your pronouns - I’'m a they and it hasn’t been easy at my school and
Discord helped - o getting fierce makeup tips without the selling.
Discord is still funny and there’s jokes but it hasn't got that crazy bullying
and extreme reactions fo absolutely everything you see all over social
media. | would say it seems more mature than a lot of other platforms.”
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*Discord use daily/more than once a day = 12.%; Snapchat = 51.2%; TikTok = 48.4%; Insta = 59.9%; Twitter = 24.9%. GWI 2022.

A snapshot of social
media behaviours
amongst our audience:

We asked our respondents about their social media behaviours
to get a feel for how they use their time online.

We first asked which social media platforms they use af least 3x per week.
Unsurprisingly the usual suspects still rank highly at that level, however more
‘community-based’ platforms, including Discord and Reddit, are not far behind.

GWI 2022 data on daily platform use by Generation Z, showed Discord use
was c. 20-25% of that of TikTok, Snapchat or Instagram, and c. 50% of Twitter™.

Although that data is based on daily use, we can see from the averages above that this
is likely now much closer, with our data showing that Discord use is around 60% of TikTok,
Snapchat and Insta, and surpassing that of Twitter.

This may in part be due to recognition of the platform as now far more than
a gaming speciality channel, broadening and deepening its appeal.

To understand trends in terms of time spent on social media, we asked
our respondents to share how many hours per day they use channels for.

The data shows the majority of all age groups interviewed are spending between 3-5
hours per day on social media channels, with a minority spending more. This suggests
there is much more than simply scrolling and liking going on. Our interviews revealed

conversation, community and discovery beyond pure entertainment now make up

ta lot of their time spent on social.

Their world,
our observations

We asked our groups their views on Discord, what it means to them and how it fits in their
world. Their responses shone a light both on the platform and its potential and more
widely, their attitudes towards social mediq, its value and what really matters to them.

In addition, we tasked them to design example campaigns for brands across sectors
on Discord, to get a sense of how they feel brands should approach the platform -
and what they want them to bring to the party.

Based on their words, we've outlined 4 key observations from the research which should
be considered as social opportunity seemingly shifts from being platform-driven and
returns to its origins as a community-driven connector of people with shared passions.



OBSERVATION #1:

The social is back
In social

Jan (17): “Football is massive on Discord - football discussion, analysis,
chat, roasting and some real expertise. If | was info gambling, I'd be
all over Discord getting tips. Some of the predicting is mad accurate.
People who really know what they're talking about”

We heard that this audience are tiring of the show’ or ‘the flex’ on social media

platforms. Instead they are seeking to be part of communities with shared passions Ted (22): “It's really interesting times for my age group - either at

and substance. Being simply entertained with short-form advertising, brand banter uni or work or somewhere in between. For us, the internet and social
or influencers showing their swag or exclusive access may not be enough anymore; media isn't about socalising, measuring popularity or really even much

increasingly social media users want to talk, learn and collaborate at a deeper level. fun anymore. A'bsolu‘re.ly everyone is using if as a business or growth
strategy. If you're on TikTok or Insta, quite often it's because you have

a following. LinkedIn is massive for career growth and connections.
Twitch is still big, but it's gotten a bit kiddie and same with YouTube.
As Web3 grows, | definitely think sites like Discord are the next thing..”

Mikey (18): “I'm a semi-professional gamer, | make a little bit of money
out of it, and | like Discord. Twitch has become all about the flex and
absolutely everyone wants to make money out of it, which can destroy
the community feel..”

Saul (19): “Discord and Reddit are the only spaces | spend much time
on now. Discord is great for gaming and music and I'm amazed it
hasn't been picked up more by bigger brands and artists for launching
and festing products because you have some very, very dedicated
communities and not just in gaming spaces. I'm a mad vinyl junkie
and I've learned more about music and vinyl on Discord than any
other space and I've made some really good friends..”

Nina (17): “| actually got into Discord through a teacher. We were able
to submit coursework through Discord and the marking system worked
really well. I'm amazed that with the really efficient video interface, the
beauty bloggers aren’t all over it






OBSERVATION #2: ‘

They want to be *
part of something

This group want to help shape and share a brand’s story in their vision.

In a hark back to early social activations when brand ambassadors were sought through
social, Google hang-outs were arranged and the doors were thrown open to consumers,
they want to be much more a part of the brands they buy into.

Providing the opportunity fo shape brands and products will appeal, as will social
currency and experiences. Indeed a factor of Web 3.0 in general is allowing users
and consumers to steer the ship and influence future brand decisions.

Again this is no surprise considering the success of sales promotion campaigns
that allow consumers to dictate the fate of, or invent, products. . % 4 4 4
Fashion consumers are migrating to Discord

because they want more transparency and

Isaac (15): “I'm queer, non-binary and proudly so and | stayed up all .
night for the Gucci event. | want to be in fashion and getting invited dldlogue from the brands fheY SUPPOI'f - and
to that was sick. It felt like being invited to a member’s only club and that’s especially true of the Gen Z cohort”

| gotf to chat to actual people in fashion and | got loads of other
invites. That was a special day for me.”

“Discord is another form of CRM right now,”
said Mai. “It gets your most coveted fans and
community into a conversation, which is rare
on social media p i i
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Loz, (21): “It would be the perfect place for launch parties for records,
especially as you can get immediatfe reactions and it’s a live event
that's about the community, not the artist, which is pretty much all
artists are now. They aren’t anything without the community/fanbase.
It's a perfect launchpad.”






They want their *
passion to be
their business

From gaming fo fashion, to make-up and beyond, this audience is looking to turn what
they love into work they love. Social spaces, including Discord, are where they go to get
inspiration and intent.

Kate (14): “My brothers use Discord. | mostly go on TikTok and am trying
to launch myself as an ethical makeup artist, but it's too hard on TikTok
because there’s too much competition”

Cara (20): “I think I’'m going to focus on Discord to launch my fashion
brand. | have a server with nearly 2000 members, all who are into
fashion and ethical fashion, so it’s kind of a natural customer base,
ready-made, plus | can trial ideas with them and get really great
feedback”







Kayla (13): “I absolutely hate TikTok. I'm Gen A, and | hate Gen Z -
they’re so lame and TikTok obsessed. We are all trying out new places
because all TikTok is now whining and people frying to flex or sell you
things. We're all looking for new spaces and lots of people at school
are on Discord.”

OBSERVATION #4:

They want to
owhn their own
experience

As social media platforms grow in popularity, wider audiences jump on board - from
parents to brands. Whilst there is still obvious value in these spaces, they appear to
become less appealing for younger audiences. Our research tells a story of a group
looking fo find space to escape the masses, and in particular, older generations and
those seeking to promote to them.

Rishi (24): “I’'m fascinated by Discord as it felt like one of the first
places that understood the need for a more countercultural intfernet
that parents didn’t understand. It'll eventually be like TikTok if it grows
in popularity, but for now, has an edginess, plus a Web3 outlook that
feels more like the future”

Saul (19): “IMO, NFT’s are just a stupid, flash-in-the-pan scam,
but places like Discord are definitely on the frontier of Web3.
That's what's next.”

Discord servers are driven by community, not platform or algorithm, which
means audiences can choose to only engage with what they are interested in
and passionate about, without being bombarded with things they aren't.

Ibrahim (15): “I'm a huge Discord user, | spend hours on it a day, and
yes, it's mostly for gaming, but in my opinion it's better than YouTube,
because it's communal and the video is much better. Less pile-ons and
because it's more specialist you don’t get ALL the internet people on it.
Especially parents..”

Isaac (15): “I don’t want more people on Discord because | don't it
to become the new TikTok. Mums all doing those dances and Dads
lecturing us about Ye. | LOVE the fact it's not like YouTube, which is a
f**king mess. It's all adverts now and is s**t for gaming...”






