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Important Notes:
*For each chart, the most recent data point is February 2022

*For time series/trackers, we use a three month moving average
to increase N sizes in cross-tabs.



%0 of Respondents Who Are Account Holders — Age Cuts
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%0 Account Holders (18-24)
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%0 Account Holders (18-24 Females)
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%0 Account Holders (18-24 Males)
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%0 Account Holders (25-34)
Posed to all respondents | Three Month Moving Average, 4500 US Consumers Balanced to Census Per Data Point
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%0 Account Holders (35-44)
Posed to all respondents | Three Month Moving Average, 4500 US Consumers Balanced to Census Per Data Point
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%0 Account Holders (45-54)
Posed to all respondents | Three Month Moving Average, 4500 US Consumers Balanced to Census Per Data Point
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%0 Account Holders (55-64)

Posed to all respondents | Three Month Moving Average, 4500 US Consumers Balanced to Census Per Data Point

—Snapchat =—Facebook =—Instagram —TikTok

Pinterest —Twitter

100%

80%

60% N\

VAVAVI\-\ A

\ v

40%

N WW
i N

0%

Sep (14)
Nov (14)
Jan (15)
Mar (15)
May (15)
Jul (15)
Sep (15)
Nov (15)
Jan (16)
Mar (16)
May (16)
Jul (16)
Sep (16)
Nov (16)
Jan (17)
Mar (17)
May (17)

Source: ';}fv Bespoke Market Intelligence Survey

Jul (17)
Sep (17)
Nov (17)
Jan (18)
Mar (18)
May (18)

Jul (18)
Sep (18)
Nov (18)
Jan (19)
Mar (19)
May (19)

Jul (19)
Sep (19)
Nov (19)
Jan (20)
Mar (20)
May (20)

Jul (20)

Sep (20)

Nov (20)
Jan (21)

Mar (21)
May (21)
Jul (21)
Sep (21)

Nov (21)
Jan (22)

Social Media — US Consumers I



% Bespoke Intel | Survey Research Social Media

%0 Account Holders (65+)
Posed to all respondents | Three Month Moving Average, 4500 US Consumers Balanced to Census Per Data Point

—Snapchat =—Facebook =—Instagram Pinterest =——Twitter =—TikTok
100%
80%
60% A A\ A\ A
40%
20%

i

0%

~ TN WOOYOOOOONNNSNMNANMNMNANMNRGOONDODNWDWOWOONDODDONDDD DD DO AN N
N I e T e T T T s T T T T T e T T T T T e T T e T T e T T T T T T e T e T s T T . T T T Vi o NI P o N o NI o NN
T e e N e e e M e N e e e e e e e e e e S N e e e e N e N e e e s e s S St N —
Qs cL > Aa>cLE>=SA>ct>SAa>ct>Sa>ct>sa>cs>s=S3crg>s &> %

(1] = = = =] > o
oo ETFR 0o frnFR ool lodonclnsl voncl8oclodmsl8acglsBsmasals oSl
=" = 5 n=z"nz=s n=z=m"nzzs n=ZmMnz=s nz"nzs n=z"n=s = s =

Source: ';}fv Bespoke Market Intelligence Survey Social Media — US Consumers I



Average Age of Platform Users
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Social Media

Weighted Average Guide:
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Gender Tracker of Those Using Facebook AND TikTok
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Respondents who have an account with BOTH Facebook AND TikTok: Gender Tracked Over Time
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Top Two Platforms Social Media Users Use — Cuts By Age
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Two platforms respondents use most often... (18-24)
Posed to Social Media Users
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Platform Cross-Over: Account Holders and Daily Visitors

Source: ‘;}f« Bespoke Market Intelligence Survey

Peloton Custom Survey

23



Y
O

A
vy

Social Media

Bespoke Intel | Survey Research

v

A2

Facebook Account Holders | Also Has an Account With

—TikTok

Pinterest =—Twitter

Instagram

Snapchat

100%

80%

o o o
> > > =
o o o o
O < ~

(z2) uer
(12) AoN
(1) dos
(12) Inc
(12) Ael
(T2) del
(12) uer
(02) AON
(07) des
(02) InC
(07) Aen
(07) 1el
(07) uer
(6T) AON
(6T) das
(6T) INnC
(67) Aen
(6T) 1ol
(61) uer
(8T) AON
(871) das
(8T) Int
(8T) Ae
(81) lel
(8T) uer
(/1) nON
(£1) das
(Z1) Inc
(£T) Ael
(/1) del
(£T) uer
(9T) AON
(91) das
(97) InC
(91) Ael
(91) Je|
(971) uer
(ST) AON
(1) das
(ST) InC
(ST) Aen
(ST) Jep
(GT) uer
(bT) AON
(1) das

24

Social Media — US Consumers

}) Bespoke Market Intelligence Survey

B3R
N

Source:



(V
XS
Y

Social Media

Bespoke Intel | Survey Research

o

¥

A
O
4

Instagram Account Holders | Also Has an Account With

—TikTok

Pinterest ——Twitter

—Snapchat =—Facebook

100%

80%

60%

40%

20%

0%

(z2) uer

(T2) NoN
(1) des

(12) Inc

(T2) Ae
(T2) Jel

(T2) uec
(02) AoN
(07) des

(02) Inc

(02) Ael
(07) 4el
(07) uer
(6T) AON
(61) dos
(61) Inc

(6T) Ael
(6T) Je|
(6T) uer
(8T) AON
(81) des
(8T) In[

(8T) Ael
(8T) Jel
(8T) uer
(/1) noN
(£1) dos
(£1) Inc

(£T) Ael
(£T) Jel
(/1) uer
(91) AON
(91) des
(91) Inc

(91) Ael
(9T1) Je
(91) uer
(ST) AON
(GT) dos
(ST) Inc

(ST) Ael
(ST) Je
(ST) uer
(bT) AON
(b1) dos

25

Social Media — US Consumers

Bespoke Market Intelligence Survey

/

A

Source:



Social Media

—TikTok

Pinterest —Twitter

Instagram

Facebook

Bespoke Intel | Survey Research
80%
60%
40%
20%
0%

100%

4

X

.’.0)
Snapchat Account Holders | Also Has an Account With

¥

[A

(z2) uer
(T2) AoN
(1) des
(12) Inc
(12) Ael
(T2) Jel
(T2) uer
(02) AoN
(07) des
(02) Inc
(02) Ael
(07) Jel
(07) uer
(6T) AON
(6T) dos
(61) Inc
(6T) Ael
(6T) Je|
(6T) uer
(8T) AON
(81) des
(8T) In[
(8T) Ael
(8T) Je
(8T) uer
(/1) AON
(£1) dos
(£1) Inc
(£T) Ael
(£T) Jel
(/1) uer
(9T) AON
(91) des
(91) In[
(91) Ael
(9T1) Je
(91) uer
(ST) AON
(GT) dos
(ST) Inc
(ST) Ael
(ST) Jep
(GT) uer
(#T) AON
(b1) dos

26

Social Media — US Consumers

Bespoke Market Intelligence Survey

X

A

Source:



(V
XS
Y

Social Media

Bespoke Intel | Survey Research

o

¥

A
O
4

Twitter Account Holders | Also Has an Account With

Pinterest —TikTok

Facebook =—Instagram

Snapchat

100%

80%

60%

40%

20%

0%

(z2) uer

(T2) AoN
(1) des

(12) Inc

(12) Ae
(T2) Jel

(Tg) uer
(02) NoN

(07) des

(02) Inc

(07) Ael
(07) 4el
(07) uer
(6T) AON
(61) dos
(61) Inc

(6T) Ael
(6T) Je|
(6T) uer
(8T) AON
(81) dos
(8T) In[

(8T) Ael
(8T) Je
(8T) uer
(/1) AoN
(£1) dos
(£1) Inc

(£T) Ael
(£T) Jel
(£1) uer
(91) AON
(91) des
(91) In[

(91) Ael
(9T1) Je
(91) uer
(ST) AON
(GT) dos
(ST) Inc

(ST) Ael
(ST) Je
(GT) uer
(#T) AON
(p1) dos

27

Social Media — US Consumers

Bespoke Market Intelligence Survey

/

A

Source:



Social Media

—TikTok

Facebook =—Instagram —Twitter

Snapchat

80%
60%
40%
20%

0%

Bespoke Intel | Survey Research
100%

4

X

.’.0)
Pinterest Account Holders | Also Has an Account With

¥

[A

(z2) uer

(T2) AoN
(1) des

(12) Inc

(12) Ae
(T2) Jel

(T2) uer
(02) AoN

(07) des

(02) Inc

(07) Ael
(07) 4el
(07) uer
(6T) AON
(6T) dos
(61) In[

(6T) Ael
(6T) Je|
(6T) uer
(8T) AON
(81) dos
(8T) In[

(8T) Ael
(8T) Je
(8T) uer
(/1) AON
(£1) dos
(£1) Inc

(£T) Ael
(£T) Jel
(/1) uer
(91) AON
(91) des
(91) In[

(91) Ael
(9T1) Je
(91) uer
(ST) AON
(GT) dos
(ST) Inc

(ST) Ael
(ST) Je
(GT) uer
(#T) AON
(b1) dos

28

Social Media — US Consumers

Bespoke Market Intelligence Survey

X

A

Source:



% Bespoke Intel | Survey Research

Social Media

TikTok Account Holders: Also Has Account With

—Snapchat =—Facebook =—Instagram

Pinterest ——Twitter

90%
70%
500/0-_-/_\/\/\//\/\/\/
30%
— o~ o~ —_ =  a —~ o~ o~ o~ — —_ S
S oo oocococo g TR aamaada=agdu9dy
N &N AN AN AN AN AN AN O o O N NN AN NN N AN
—_— e e e S e e S — — e e e S —_
c 0 5 5 >c 5 930 3 9 £ 8 8 5 >c 5 9 FLB 20 53
O] C = = C 3 = O
gu_zq:z-—,"’qU)OZDQ'-'-Z*:EZ-—,"’.-{U)OZD"’“-

Source: ';}fv Bespoke Market Intelligence Survey

Social Media — US Consumers

29



"3 Bespoke Intel | Survey Research Social Media

TikTok Visited That Day: Also Visited That Day
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FB Account Holders / Visited FB That Day: % Has an Account with TikTok
Posed to Facebook Account Holders and Respondents Who Visited Facebook The Day They Took Our survey
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Social Media Account Holders: % Also Has An Account With TikTok

—TInstagram Account Holders Snapchat Account Holders

—Facebook Account Holders
= Pinterest Account Holders

- Twitter Account Holders

100%

80%

60%

40% S —

200/0 //./_,_f
0%
—_ — — — ~ — ~ ~ ~ ~
S © 2 8 28 2 9 93995 ¥ Tdaogg9o o Toaog oy
o o~ o o~ o~ o — — — — o~ — — o~ o~ o~ o~ o~ — o o~ — — —
~— — — — — — a — - O —r a o ~— — — ~— ~— a — ~— o pt e
[ [ E— [ — 4
5§ 3§ 53 33882852 25F 53383883 8=%8¢
= <C s - < w = = < s — < wn @ =
Source: &% Bespoke Market Intelligence Survey Social Media — US Consumers I 32



% Bespoke Intel | Survey Research Social Media

Respondents Who Visited Each of the Following The Day They Took Our Survey:
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Respondents Who Visited TikTok the day they took our survey:
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Exploring Impacts of TikTok on Facebook Users

Source: ‘;}f« Bespoke Market Intelligence Survey
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Facebook Users (Has Account With Tiktok vs. Doesn’t Have Account With TikTok)
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Social Media

Facebook Users Who ALSO Have An Account With TikTok
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Social Media

Facebook Users Who DO NOT Have An Account With TikTok
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Minutes Per Day on Facebook
Posed to respondents who said they visited Facebook the day they took our survey each month
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Minutes Per Day Among Those Who Visited The Day They Took Our Survey | Age Cuts

Source: ‘;}{v Bespoke Market Intelligence Survey Peloton Custom SUI‘VGY
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(18-24 Year Olds) Self-Reported Minutes Per Day

Posed to respondents who said they visited each of the following the day they took our survey each month
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(25-34 Year Olds) Self-Reported Minutes Per Day

Posed to respondents who said they visited each of the following the day they took our survey each month

——Snapchat =——Facebook =———Instagram -——Pinterest —TikTok Twitter
100

80

0
o O O O O o o o —i = = o — —
N AN NN o N o N NN
gaoagddgaggddgd oo dgaggagdaggd—-dd s>
— o += > 0O o — a QO C O
S 9 8 S 3 S22 8o QS PEs5FS 39O ZL SO
m LS s A W ZDﬁU—Z{Zﬁﬁ{mOZDﬁU—

Source: ';}fv Bespoke Market Intelligence Survey

Social Media — US Consumers I 42



"3 Bespoke Intel | Survey Research Social Media

(35-44 Year Olds) Self-Reported Minutes Per Day

Posed to respondents who said they visited each of the following the day they took our survey each month
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(45-54 Year Olds) Self-Reported Minutes Per Day

Posed to respondents who said they visited each of the following the day they took our survey each month
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(55-64 Year Olds) Self-Reported Minutes Per Day

Posed to respondents who said they visited each of the following the day they took our survey each month
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(65+ Year Olds) Self-Reported Minutes Per Day

Posed to respondents who said they visited each of the following the day they took our survey each month
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Uses Both Facebook AND TikTok | Cuts By Age

Source: ‘;}f« Bespoke Market Intelligence Survey
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Minutes Per Day, By Age | Respondents Who Have Accounts With Both Facebook AND TikTok

Posed to respondents who said they visited each of the following the day they took our survey each month
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IE — among 18-24 year olds who said they use both Facebook AND TikTok, they reported
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Facebook Visit Recency, By Age | Respondents Who Have Accounts With Both Facebook AND TikTok

Posed to respondents who said they visited each of the following the day they took our survey each month
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TikTok Visit Recency, By Age | Respondents Who Have Accounts With Both Facebook AND TikTok

Posed to respondents who said they visited each of the following the day they took our survey each month

Never

More than a year ago

Within the past year

Within the past month

Within the past week

Today

0% 20% 40% 60% 80% 100%

Combining all monthly data from January 2020 through present to achieve larger N sizes

Source: ‘;}fv Bespoke Market Intelligence Survey

Social Media — US Consumers I 50



