






SOCIAL MEDIA USER
DEMOGRAPHICS

IN VIRGINIA

SOCIAL 
MEDIA 
USERS 

BY 
GENDER

60.1% MALE

39.9% FEMALE



18-34 year olds comprise 83.3% of the
Commonwealth’s Social Media Users

In a study conducted this year, 
the Commonwealth recorded 

over 11.9 million monthly 
searches for social media-
related terms. This placed 

Virginia second in the U.S. for 
average number of social 

media-related searches per 
100,000 residents, a strong 
indicator of social media 

obsession.

Facebook is a prime 
channel to engage 

constituents on 
broad community 
issues and events.



Northern Virginia leads in volume 
of activity due to its dense 
population and tech-savvy 
workforce. NOVA localities have 
some of the highest internet usage in 
the U.S., and elected officials there 
often see robust engagement on 
platforms like X and Facebook.

The Richmond metro and Hampton 
Roads (Virginia Beach/Norfolk 
region) are also hotbeds of social 
media usage, reflecting their 
population size and younger 
demographics (military and 
university communities). These 
urban regions tend to favor 
Instagram and X for real-time news 
and community updates, in addition 
to Facebook. 

Rural areas (e.g. Southwest Virginia, 
Southside) have fewer users overall, 
but those online are highly active on 
Facebook, often relying on it as a 
primary news source and 
community bulletin. Rural users may 
be less present on X and Instagram 
simply due to demographics.



INFORMATION OVERLOAD

The average American adult spends 
an estimated 5.5 hours per day on 
their laptops and mobile phones.

The average American adult sees 
between 4,000 and 10,000 
advertisements daily.

A brief 20-second scroll on a picture-
based app could expose a person to 
over 20 adverts.



Personal branding is vital for 
public officials. 
• establish credibility and trust with 

constituents 
• build a cohesive narrative about their values
• increase visibility for their messages and 

policies. 

A strong brand influences how 
people perceive and support 
officials.
• helps them gain followers
• secure opportunities
• have a greater impact on public policy

and their careers





Nationally, about 64% of U.S. adults use 
Facebook, and Virginia likely mirrors this high 
penetration. By extrapolation, roughly 5 million 
Virginians may be on Facebook out of the 
Commonwealth’s 8.7M population. 

Instagram commands a large user base in 
Virginia, though a bit smaller and younger-
skewing. About 37% of U.S. adults use Instagram 
(2.5–3 million Virginia users, heavily concentrated 
in the under-40 demographic). 

X (Twitter) has a more modest footprint: roughly 
18–23% of U.S. adults use Twitter/X. In Virginia 
this equates to approximately 1.5 million adult 
users. This X audience includes many influencers, 
journalists, and politically active citizens, giving it 
outsized importance for civic discourse.





Facebook offers the greatest 
reach for civic engagement

WEAKNESSES
• Algorithm can de-prioritize government content (especially if it’s 

not getting immediate engagement)
• Political pages can attract trolls or heated comment threads, 

requiring moderation
• Facebook also demands vigilance with message inboxes – 

constituents may submit service requests or questions via 
Messenger expecting a response

STRENGTHS
• Enormous reach across age groups in Virginia
• Community-oriented (many users follow local government pages, 

community groups)
• Allows long-form posts and detailed discussions
• Great for sharing event invites, photo albums, live videos, and 

engaging with citizens via comments. 



• Event Promotion
• Event Recap
• Business Spotlight
• Charitable
• Notable People
• Local Interest
• Issue Based
• Electoral

Adapted to branding

TYPES OF
CONTENT





EVENT PROMOTION



EVENT RECAP



BUSINESS
SPOTLIGHT



Approximately 7,400 followers



CHARITABLE PROMO



Approximately 7,200 followers



NOTABLE PEOPLE



NOTABLE PEOPLEApproximately 7,100 followers



Approximately 7,700 followers

CIVIC ENGAGEMENT



Approximately 900 followers

ISSUE ORIENTED



Video shared
December 20, 2023

“Please share,
transparency matters.”



Approximately 1,400 followers



Video shared
March 14, 2024

“Please share,
transparency 

matters.”



Approximately 1,600 followers



Approximately 1,400 followers



Approximately 3,800 followers



Approximately 8,000 followers

COMMENT ENGAGEMENT



OPEN
DISCUSSION



If you would like a copy 
of this presentation, 
please message me 
through my page on 

Facebook.

Facebook.com/HollandPerdue
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