S\ BESPOKE INTEL JULY 2019
*#e%¢ SURVEY RESEARCH
SOCIAL MEDIA AD EXECS VOL 6

Audience: 100+ Advertising Executives

KEY TAKEAWAYS:

INSTAGRAM PERFORMED WELL
IN OUR SURVEY AND IS
BECOMING INCREASINGLY
IMPORTANT TO CLIENTS WHO
ADVERTISE WITH IT.

FEEDBACK FROM AD EXECS
ON ADVERTISING BUDGETS
AND SPEND ALLOCATION TO
SOCIAL MEDIA IMPROVED.

25-30% OF AD EXECS FEEL
SNAPCHAT FEATURES LIKE
GAMES, ANDROID APP
REFRESH, AND GENDER
FILTERS MAKE IT A MORE
ATTRACTIVE AVENUE FOR
ADVERTISEMENT.

AWARENESS OF GDPR
INCREASED, BUT A DECLINING
PERCENTAGE FEEL IT WILL
IMPACT QUALITY OR
QUANTITY OF TARGETED
DATA.
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Making An Impression

PLEASE DESCRIBE ADVERTISING BUDGETS COMPARED TO THE SAME TIME ONE
YEAR AGO?

This question was posed to the target audience.

Much Higher
Higher m Jul (19)
| Apr (19)
Same H Jan (19)
m Oct (18)
Lower = Jul (18)
m Apr (18)
Much Lower
0% 20% 40% 60% 80% 100%
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PLEASE DESCRIBE YOUR CLIENT’S ADVERTISING BUDGETS OVERALL COMPARED

TO LAST QUARTER.

This question was posed to the target audience.

Jul (19) 3.16

Apr (19) 315
Jan (19) 2.92

Oct (18) 3.09

Jul (18) 317

Apr (18) 314

Much Lower Lower Same Higher Much Higher
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PLEASE COMPARE SPENDING ON EACH OF THE FOLLOWING ADVERTISING

METHODS COMPARED TO ONE YEAR AGO.

This question was posed to the target audience.

Social Network

Advertising
Mobile
Advertising .EJUI (19)
B Apr (19)
-gJan (19)
Search Engine l Oct (18)
Marketing = Jul (18)
= Apr (18)
Display :
Advertising
Much Lower Lower Same Higher Much Higher
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WHAT PERCENTAGE OF YOUR CLIENT’S ADVERTISING BUDGET IS CURRENTLY

DEDICATED TO SOCIAL MEDIA ADVERTISING?

This question was posed to the target audience.

76-100%
W Jul (19)
o1-75% B Apr (19)
W Jan (19)
26-50% ® Oct (18)
m Jul (18)
B Apr (18
0-25% pr (18)

0% 20% 40% 60% 30% 100%
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PLEASE PROVIDE AN ESTIMATE OF THE AMOUNT THAT ALL OF YOUR CLIENTS

SPEND ON SOCIAL MEDIA / INTERNET ADVERTISING ON AN ANNUAL BASIS.

This question was posed to the target audience.

5.0%
$1,000,000,000+

$500,000,000-$999,999,999
$100,000,000-$499,999,999

$50.000,000-$99,999,999 m Jul (19)
$10,000,000-$49,999 999 mApr (19)
m Jan (19)

$5.000,000-$9,999,999
= Oct (18)
$1.000,000-$4,999,999 = Jul (18)
$500,000-$999,999 W/ Apr (18)

$100,000-$499,999

<$100,000

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

FOR PERSONAL USE ONLY—DO NOT FORWARD OR REDISTRIBUTE PAGE 7


http://www.bespokeintel.com

BESPOKE MARKET INTELLIGENCE www.bespokeintel.com
Making An Impression

WHAT PERCENTAGE TOTAL AD SPEND FROM YOUR CLIENTS IS FOR...

This question was posed to the target audience.

2.9

Performance

l%JuI (19)

= Apr (19)
279
Brand
2.93
Under 10% 10%-25% 25%-50% 50%-75% 75%-100%

JUL (19) PERCENTAGE BREAKDOWN

= Under 10% m10%-25% 1 25%-50% m 50%-75% H 75%-100%

Performance

Brand

0% 20% 40% 60% 80% 100%
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HAVE CLIENTS RECENTLY CONTACTED YOU TO TALK ABOUT CONCERNS THEY

HAVE ABOUT ANY OF THE FOLLOWING PLATFORMS?

This question was posed to the target audience.

None of the above
Facebook
Google
Twitter
Instagram
| Jul (19)
Snapchat m Apr (19)
Amazon m Jan (19)
® Oct (18)
Yelp
| Jul (18)
Yahoo = Apr (18)
Spotify
Pandora
LinkedIn
Pinterest
0% 10% 20% 30% 40% 50% 60% 70% 80%
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HAVE YOU HAD CLIENTS CONTACT YOU IN THE PAST THREE MONTHS TO EITHER
STOP OR REMOVE ADS ON ANY OF THE FOLLOWING PLATFORMS?

This question was posed to the target audience.

73.0%

None of the above
Facebook
Pandora
Pinterest
Instagram

Google W Jul (19)

Yelp W Apr (19)

m Jan (19)

Spotify ® Oct (18)

Twitter m Jul (18)

Amazon m Apr (18)
LinkedIn
Criteo
Yahoo
Snapchat

0% 20% 40% 60% 80% 100%
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IN YOUR OPINION, DO RECENT DATA PRIVACY / SECURITY CONCERNS AROUND

FACEBOOK HAVE IMPACTS ON HOW YOUR CLIENTS ARE BEHAVING?

This question was posed to the target audience.

It is a problem that will impact Facebook
advertising spending going forward

49.0%

A concern, but it will blow over quickly

Not a problem or concern

0% 20% 40% 60%
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H Jul (1
W Apr
H Jan
B Oct
| Jul (1

N Apr

19)
(19)
(19)
(18)
8)
(18)
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HAS RECENT COVERAGE OF FACEBOOK IN THE NEWS (OVER THE PAST MONTH OR TWO)

HAD ANY IMPACT ON YOUR CLIENTS SPENDING TO ADVERTISE ON FACEBOOK?

This question was posed to the target audience.

Clients have stopped spending to advertise on
Facebook because of recent news coverage

Clients have decided to spend less with
Facebook because of recent news coverage

Jul (19)
16.0% Apr (19)
. (o)
Clients have expressed concerns, but haven't Jan (19)
. 45.4%
changed spending
40.0%
No, no impact at all 36.1%
45.0%

0% 20% 40% 60% 80% 100%
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IN YOUR OPINION, HAS RECENT COVERAGE OF FACEBOOK (OVER THE PAST

MONTH OR TWO) BY THE NEW YORK TIMES...

This question was posed to the target audience.

31.0%

Caused clients to spend less or stop
advertising with Facebook

247%

28.0%

mJul(19)
W Apr(19)
44.0% = Jan (19)%

Negatively impacted your clients'

O,
opinion of Facebook 357.1/0

38.0%

0% 20% 40% 60% 80%
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IN YOUR OPINION, HAS THE ADDITION OF ANY OF THE FOLLOWING FEATURES

MADE SNAPCHAT MORE ATTRACTIVE AS AN AVENUE FOR ADVERTISEMENT?

This question was posed to the target audience.

m No Yes, a little m Yes, alot

Snapchat Games 15.0%

Android App Refresh 20.0%

Gender Filters 16.0%

0% 20% 40% 60% 80% 100%
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DO YOUR CLIENTS HAVE ANY INTEREST IN TIK TOK?

This question was posed to the target audience.

Alot | 0.0%
Some - 11.0%
A little 22.0%

None 67.0%

0% 20% 40% 60% 80% 100%
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ARE YOU FAMILIAR WITH GDPR (GENERAL DATA PROTECTION REGULATION)?

This question was posed to the target audience.

No m Jul (19)

m Apr (19)
m Jan (19)
m Oct (18)
H Jul (18)
® Apr (18)

Yes

0% 20% 40% 60% 30% 100%

FOR PERSONAL USE ONLY—DO NOT FORWARD OR REDISTRIBUTE PAGE 17


http://www.bespokeintel.com

BESPOKE MARKET INTELLIGENCE www.bespokeintel.com
Making An Impression

IN YOUR OPINION, WILL GDPR IMPACT THE QUALITY OR QUANTITY OF TARGETED

DATA THAT DIGITAL PLATFORMS COLLECT ON USERS?

This question was posed to respondents who are familiar with GDPR.

Significant impact

m Jul (19)
| Apr((19)
W Jan|(19)
m Oct|(18)
m Jul (18)
W Apr|(18)

Small impact

No impact

0% 20% 40% 60% 30%  100%
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DO YOU THINK GDPR WILL CAUSE DIGITAL ADVERTISING TO LOSE MARKET SHARE

TO ALTERNATIVE METHODS LIKE TV, RADIO, PRINT, ETC?

This question was posed to respondents who are familiar with GDPR.

Jul (19) 1.49
Apr (19) 1.45
Jan (19) 1.66
Oct (18) 1.5
Jul (18) 1.53
Apr (18) _ 1.59
No, it won't lose share Yes: it will lose a Yes, it will lose
little share a lot of share
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MARKET SHARE
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DO YOUR CLIENTS CURRENTLY HAVE ADVERTISING CAMPAIGNS WITH THE

FOLLOWING PLATFORMS?

This question was posed to the target audience.

92.0%

Facebook
Google
Instagram
Twitter
LinkedIn

m Jul (19)

Amazon H Apr (19)

m Jan (19)

Snapchat = Oct (18)

. W Jul (18)

Pinterest = Apr (18)
Yelp
Spotify
Yahoo
Pandora

0% 20% 40% 60% 80% 100%
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WHEN YOUR CLIENTS DECIDE TO SPEND MORE ON ADVERTISING, WHICH PLATFORMS

ARE YOU USUALLY MOST INTERESTED IN PURSUING CAMPAIGNS WITH?

*Posed to the target audience.

Facebook
Instagram
Google
None of the above
A
mazon Jul (19)
LinkedIn Apr (19)
Jan (19)
Twitter Oct (18)
Spotify Jul (18)
Apr (18)
Yelp
Snapchat
Pandora
Pinterest
0% 20% 40% 60% 80% 100%
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SPEND CHANGES
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PLEASE COMPARE YOUR CLIENT’S AD SPENDING ON THE FOLLOWING NOW VS.
ONE YEAR AGO.

*Posed to ad execs whose clients have paid campaigns with each of the following platforms

3.51

Instagram

3.36

Google

= Jul (19)

| Apr (19)

= Jan (19)

= Oct (18)

m Jul (18)

Facebook - ?Apr (18)
Snapchat

Much Lower Lower Same Higher Much Higher
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Making An Impression

PLEASE COMPARE YOUR CLIENT’S AD SPENDING NOW VS. ONE QUARTER AGO.

*Posed to ad execs whose clients have paid campaigns with each of the following platforms

Instagram

Google
[ iJuI (19)
| Apr (19)
M Jan (19)
m Oct (18)
Snapchat liJuI (18)
= Apr (18)
Facebook
Much Lower Lower Same Higher Much Higher
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DO YOU EXPECT TO CHANGE SPEND THROUGH THE FOLLOWING PLATFORMS IN
THE NEXT 12 MONTHS?

*Posed to ad execs whose clients have paid campaigns with each of the following platforms

3.36

Instagram

3.32
Facebook
H Jul (19)
m Apr (19)
]
331 Jan (19)
m Oct (18)
Google m Jul (18)
B Apr (18)
Snapchat
Significantly Decrease Decrease No Change Increase Significant Increase
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SPENDING CATALYSTS
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WHICH OF THE FOLLOWING BEST DESCRIBES THE PURPOSE OF YOUR CLIENT’S AD
SPENDING WITH EACH OF THESE PLATFORMS?

*Posed to ad execs whose clients have paid campaigns with each of the following platforms

Google

Facebook
= Jul (19)
m| Apr (19)
m Jan (19)
= Oct (18)

Instagram m| Jul (18)
= Apr (18)

Snapchat

All On Branding More On Branding Same More On Cost/Action All On Cost/Action
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PRICING CHANGES
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PLEASE COMPARE PRICING TO ADVERTISE WITH EACH PLATFORM COMPARED TO

ONE YEAR AGO.

*Posed to ad execs whose clients have paid campaigns with each of the following platforms

Google

Instagram
= Jul (19)
l Apr (19)
= Jan (19)
® Oct (18)

Facebook l Jul (18)
H Apr (18)

Snapchat

Much Lower Lower Same Higher Much Higher
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PLEASE COMPARE PRICING TO ADVERTISE WITH EACH PLATFORM COMPARED TO

ONE QUARTER AGO.

*Posed to ad execs whose clients have paid campaigns with each of the following platforms

3.35

Snapchat

3.3

Google

3.21

Instagram

Facebook

Much Lower Lower Same Higher

FOR PERSONAL USE ONLY—DO NOT FORWARD OR REDISTRIBUTE

m Jul (19)
m Apr (19)
® Jan (19)
® Oct (18)
m Jul (18)
W Apr (18)

Much Higher
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IF THE PLATFORM INCREASED ADVERTISING PRICING, WOULD YOUR CLIENTS BE

WILLING TO SPEND MORE PER AD UNIT?
*Posed to ad execs whose clients have paid campaigns with each of the following platforms

1.9

Google

Facebook
| Jul (19)
W Apr (19)
m Jan (19)
m Oct (18)
Instagram mJul(ig)
H Apr (18)
Snapchat
No, we would not spend more We would spend a little more perunit ~ We would spend a lot more per unit
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SENTIMENT TOWARD PLATFORMS
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AS YOU LOOK INTO THE FUTURE, IS EACH PLATFORM BECOMING:

*Posed to ad execs whose clients have paid campaigns with each of the following platforms

2.55

Instagram

Google
| Jul (19)
m Apr (19)
H Jan (19)
m Oct (18)
Facebook W Jul (18)
m Apr (18)
Snapchat
Less important to my business No change in importance More important to my business
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PLEASE RATE HOW MUCH YOU AGREE WITH THE FOLLOWING STATEMENT: “IF IT

WENT AWAY TOMORROW, IT WOULD BE DETRIMENTAL TO MY BUSINESS”

*Posed to ad execs whose clients have paid campaigns with each of the following platforms

397
Google
Facebook
| Jul (19)
W Apr (19)
m Jan (19)
m Oct (18)
Instagram W Jul (18)
m Apr (18)
Snapchat
Strongly Disagree Disagree Neither Agree Strongly Agree
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WHAT IS YOUR OPINION ON HOW STRONG EACH OF THE FOLLOWING PLATFORMS

DELIVERS WHEN IT COMES TO REACH?

*Posed to ad execs whose clients have paid campaigns with each of the following platforms

Google
Instagram
m Jul (19)
H Apr (19)
H/Jan (19)
m Oct (18)
Facebook mJul (18)
m Apr (18)
Snapchat
10 - Very
0 - Weak 1 2 3 4 5 6 7 8 Strong
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WHAT IS YOUR OPINION ON HOW STRONG EACH OF THE FOLLOWING PLATFORMS

DELIVER WHEN IT COMES TO RETURN ON ADVERTISING INVESTMENT?

*Posed to ad execs whose clients have paid campaigns with each of the following platforms

8.48
Google
Facebook
| Jul (19)
H Apr (19)
H Jan (19)
m Oct (18)
Instagram H Jul (18)
m Apr (18)
Snapchat
10 - Very
0- 1 2 3 4 5 6 7 8 Strong
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WHAT IS YOUR OPINION ON HOW STRONG EACH OF THE FOLLOWING PLATFORMS

DELIVER WHEN IT COMES TO TARGETING DATA THEY HAVE ON USERS?

*Posed to ad execs whose clients have paid campaigns with each of the following platforms

874
Google
8.47
Facebook
| Jul (19)
m Apr (19)
8.32 W Jan (19)
m Oct (18)
Instagram W Jul (18)
| Apr (18)
Snapchat
0-Weak 1 2 3 4 5 6 7 8 10 - Very
Strong
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HOW LOYAL IS YOUR BUSINESS TO EACH OF THE FOLLOWING PLATFORMS FOR

AD SPENDING?

*Posed to ad execs whose clients have paid campaigns with each of the following platforms

| 4.02

Google

Facebook m Jul (19)
m Apr (19)
H Jan (19)
m Oct (18)

Instagram m Jul (18)
m Apr (18)

Snapchat

Not at all Loyal 2 Somewhat Loyal 4 Very Loyal
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OF CLIENT SPENDING ON FACEBOOK, WHAT PERCENTAGE IS ON INSTAGRAM?

*Posed to ad execs whose clients have paid campaigns with Facebook

75%-100% on Instagram

50%-75% on Instagram

25%-50% on Instagram 2ln
Jul (19)

25.0%
10%-25% on Instagram 35.9% EApr (19)

20.7%
1%

1%-10% on Instagram

5.2%
21.8%

None on Instagram

0% 20% 40% 60% 80% 100%
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PLEASE ESTIMATE GROWTH IN THE FOLLOWING COMPARED TO ONE YEAR AGO...

*Posed to ad execs whose clients have paid campaigns with Facebook

Growth of 20%+

Growth of 15%-20%

Growth of 10%-15%

FACEBOOK CORE

= Jul (19)
AD SPENDING  Growth of 5%-10% 4%

38.5% = Apr (19)

Growth of 0%-5%

Has Declined

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

Growth of 20%+

Growth of 15%-20%

Growth of 10%-15%

FACEBOOK CORE

m Jul (19)
AD PRICING Growth of 5%-10% 6%

1% m Apr (19)

%

Growth of 0%-5% 1o
1%

Has Declined

0% 20% 40% 60% 80% 100%
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OF CLIENT SPENDING ON INSTAGRAM, WHAT PERCENTAGE IS ON INSTAGRAM

STORIES?
*Posed to ad execs whose clients have paid campaigns with Facebook

75%-100% on Instagram Stories

50%-75% on Instagram Stories

o =no . 30.2%
25%-50% on Instagram Stories 20.0%
H Jul (19)
10%-25% on Instagram Stories 26.0% = Apr (19)
o 1m0 , 321%
1%-10% on Instagram Stories 26.0%
None on Instagram Stories 99 0%

0% 20% 40% 60% 80% 100%
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PLEASE ESTIMATE GROWTH IN THE FOLLOWING COMPARED TO ONE YEAR AGO...

*Posed to ad execs whose clients have paid campaigns with Instagram.

INSTAGRAM NEWSFEED AD SPENDING INSTAGRAM STORIES AD SPENDING

Growth of 20%+ Growth of 20%+

Growth of 15%-20% Growth of 15%-20%

Growth of 10%-15% Growth of 10%-15%

| Jul (19) . | Jul (19)
o/ _ 109, 109,
Growth of 5%-10% = Apr (19) Growth of 5%-10% u Apr (19)
Growth of 0%-5% Growth of 0%-5%
Has Declined Has Declined
0% 20% 40% 60% 80% 100% 0% 20% 40% 60% 80% 100%
INSTAGRAM NEWSFEED AD PRICING INSTAGRAM STORIES AD PRICING
Growth of 20%+ Growth of 20%+
Growth of 15%-20% Growth of 15%-20%
Growth of 10%-15% Growth of 10%-15%
G o of 5%10% | Jul (19) % | Jul (19)
9/ _109, 9/ _109° .
rowth of 5%-10% 0% = Apr (19) Growth of 5%-10% = Apr (19)
o 50 0% o 50 1%
Growth of 0%-5% 6.0% Growth of 0%-5% 38.0%
Has Declined Has Declined
0% 20% 40% 60% 80% 100% 0% 20% 40% 60% 80% 100%
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PLEASE ESTIMATE GROWTH IN THE FOLLOWING COMPARED TO ONE YEAR AGO...

*Posed to ad execs whose clients have paid campaigns with Twitter

Growth of 20%+ 2.7%

I

Growth of 15%-20% 8.1%

Growth of 10%-15% 18.9%

= Twitter Core Ad Spending

Growth of 5%-10% 18.9%

Growth of 0%-5% 37.8%

Has Declined 13.5%

|

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

Growth of 20%+ 2.7%

I

Growth of 15%-20% 5.4%

Growth of 10%-15% 5.4%

= Twitter Core Ad Pricing

Growth of 5%-10% 37.8%

Has Declined _ 8.1%
0% 20% 40% 60% 80% 100%
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PLEASE ESTIMATE GROWTH IN THE FOLLOWING COMPARED TO ONE YEAR AGO...

*Posed to ad execs whose clients have paid campaigns with Google

Growth of 20%+ 3.3%

Growth of 15%-20% 9.8%

Growth of 10%-15% 29.5%

B Google Core Ad Spending

Growth of 5%-10% 26.2%

Growth of 0%-5% 24.6%

Has Declined 6.6%

'

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

Growth of 20%+ 4.9%

B

Growth of 15%-20% 9.8%

Growth of 10%-15% 18.0%

= Google Core Ad Pricing

Growth of 5%-10% 31.2%

Growth of 0%-5% 31.2%

Has Declined 4.9%

'

0% 20% 40% 60% 80% 100%
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PLEASE ESTIMATE GROWTH IN THE FOLLOWING COMPARED TO ONE YEAR AGO...

*Posed to ad execs whose clients have paid campaigns with Pinterest

Growth of 20%+ 5.3%
Growth of 15%-20% . 5.3%
Growth of 10%-15% - 211%
= Pinterest Core Ad Spending
Growth of 5%-10% _ 26.3%
Growth of 0%-5% _ 211%
Has Declined _ 211%
0% 20% 40% 60% 80% 100%
Growth of 20%+ - 10.5%
Growth of 15%-20% . 5.3%
Growth of 10%-15% - 211%
W Pinterest Core Ad Pricing
Growth of 0%-5% _ 211%
Has Declined _ 211%
0% 20% 40% 60% 80% 100%
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PLEASE ESTIMATE GROWTH IN THE FOLLOWING COMPARED TO ONE YEAR AGO...

*Posed to ad execs whose clients have paid campaigns with Snapchat

Growth of 20%+

Growth of 15%-20%

Growth of 10%-15%

Growth of 5%-10%

Growth of 0%-5%

Has Declined

Growth of 20%+

Growth of 15%-20%

Growth of 10%-15%

Growth of 5%-10%

Growth of 0%-5%

Has Declined

5.0%

10.0%

0.0%

20.0%

20.0%

0% 20%

5.0%

__ B

10.0%

15.

0.0%

0%

25.0%

0% 20%

m Snapchat Core Ad Spending

45.0%

40% 60% 80% 100%

m Snapchat Core Ad Pricing

45.0%

40% 60% 80% 100%
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PLEASE ESTIMATE GROWTH IN THE FOLLOWING COMPARED TO ONE YEAR AGO...

*Posed to ad execs whose clients have paid campaigns with Amazon

Growth of 20%+ 14.3%

Growth of 15%-20% 14.3%

Growth of 10%-15% 14.3%

ill

B Amazon Core Ad Spending

Growth of 5%-10% 191%

Growth of 0%-5% 33.3%

Has Declined 4.8%

B

20% 40% 60% 80% 100%

@]
R

Growth of 20%+

_
B
w
R

Growth of 15%-20%

Growth of 10%-15%

_
B
w
R

I © [
o
R

m Amazon Core Ad Pricing

Growth of 5%-10% 191%

Has Declined | 0.0%
0% 20% 40% 60% 80% 100%

FOR PERSONAL USE ONLY—DO NOT FORWARD OR REDISTRIBUTE PAGE 48


http://www.bespokeintel.com

BESPOKE MARKET INTELLIGENCE

Making An Impression

FB SPECIFIC INTIATIVES

FOR PERSONAL USE ONLY—DO NOT FORWARD OR REDISTRIBUTE PAGE 49


http://www.bespokeintel.com

BESPOKE MARKET INTELLIGENCE www.bespokeintel.com

Making An Impression

DO YOUR CLIENTS USE FACEBOOK OR INSTAGRAM STORIES TO ADVERTISE?

This question was posed to the target audience.

2.35
Facebook
Stories
m Jul (19)
H Apr (19)
S 54 m Jan (19)
' m Oct (18)
W Jul (18)
Instagram
[
Stores Apr (18)
Somewhat
Never Infrequently Frequently Frequently Very Frequently
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HAS CLIENT USAGE OF STORIES INCREASED AD SPENDING WITH THE PLATFORM
IN GENERAL?

This question was posed to respondents who use Stories at least somewhat frequently.

1.93
Facebook
Stories
| Jul (19)
W Apr (19)
m Jan (19)
m Oct (18)
W Jul (18)
Instagram = Apr (18)
Stores
No Yes, a little more spending Yes, a lot more spending
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COMPARED TO A YEAR AGO, HOW HAS DEMAND FOR INSTAGRAM STORIES AND

FACEBOOK STORIES CHANGED?

This question was posed to the target audience.

Facebook

Stories

m Jul (19)

| Apr (19)

a a W Jan (19)

358 ~ moOct(18)

5  mJul(g)

Instagram = Apr (18)
Stories

Much Weaker Weaker Same Stronger Much Stronger
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HOW OFTEN DO YOUR CLIENTS USE THE FOLLOWING FACEBOOK ADVERTISING

FEATURES?

This question was posed to the target audience.

Lookalike
Audiences

| Jul (19)
Value H Apr (19)
Optimization ® Jan (19)
m Oct (18)
E E H Jul (18)
342 ~ EApr(i8)
Custom ' '
Audiences
Never Infrequentl Somewhat Frequentl V F |
q y Frequently q y ery Frequently
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HAS CLIENT USAGE OF THESE FACEBOOK ADVERTISING FEATURES GENERATED

AN INCREASE IN FACEBOOK ADVERTISING SPEND IN GENERAL?

This question was posed to respondents who use Stories at least somewhat frequently.

1.83

Lookalike

Audiences
1.86 W Jul (19)
Value = Apr (19)
Optimization W Jan (19)
® Oct (18)
W Jul (18)
1.86 W Apr (18)

Custom

Audiences

No Yes, a little more spending Yes, a lot more spending
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COMPARED TO A YEAR AGO, HAS CLIENT DEMAND FOR THE FOLLOWING

FACEBOOK ADVERTISING FEATURES CHANGED?

This question was posed to the target audience.

3.37
Lookalike
Audiences
33  mJul(9)
: . EApr(19
Value pr (19)
Optimization m Jan (19)
m Oct (18)
: : W Jul (18)
349 ~ ®Apr(18)
Custom
Audiences
Much Weaker Weaker Same Stronger Much Stronger
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HAVE THE FOLLOWING CLIENT TYPES BEEN INCREASING OR DECREASING THEIR
SPENDING ON FACEBOOK ADVERTISING?
This question was posed to the target audience.

m Significantly Decreasing B Decreasing B No Change  MIncreasing M Significantly Increasing

Small-to-medium
sized businesses

Enterprise (1,000

1.
employees or more)

0% 20% 40% 60% 80% 100%
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DO THE FOLLOWING CLIENT TYPES HAVE A POSITIVE OR NEGATIVE OPINION OF

FACEBOOK?

This question was posed to the target audience.

m Very Negative m Negative = Neutral / No Opinion m Positive m Very Positive

Small-to-medium
sized businesses

Enterprise (1,000
employees or more)

0% 20% 40% 60% 80% 100%
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WHAT ARE CLIENTS’ VIEWS OF INSTAGRAM NOW ALLOWING BRANDS TO SELL

PRODUCTS THEY ADVERTISE WITHOUT HAVING USERS LEAVE INSTAGRAM?

This question was posed to the target audience.

They DON'T LIKE IT

60.0%

They LIKEIT | Jul (19)

36% | w Apr(19)

0%
Mostly not aware / have no opinion
40.2%

0% 20% 40% 60% 80% 100%
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WILL THE FACT THAT INSTAGRAM NOW ALLOWS USERS TO CHECKOUT AND BUY ADVERTISED
PRODUCTS WITHOUT LEAVING THE APP CHANGE HOW MUCH CLIENTS SPEND TO ADVERTISE ON

INSTAGRAM?
This question was posed to the target audience.

Will drive an INCREASE

No change / Not Applicable

Will drive a DECREASE

}.0%

59.8%

10.3

%

0% 20% 40% 60%
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PLEASE PROVIDE AN ESTIMATE OF THE AMOUNT THAT ALL OF YOUR CLIENTS

SPEND ON SOCIAL MEDIA / INTERNET ADVERTISING ON AN ANNUAL BASIS.

This question was posed to advertising executives.

5.0%
$1.000,000,000+ ’

$500,000,000-$999,999,999
$100,000,000-$499,999,999

$50,000,000-$99,999,999 mJul (19)
$10.000,000-$49,999 999 mApr (19)
M Jan (19)

$5,000,000-$9,999,999
m|Oct (18)
$1,000,000-$4,999,999 mJul (18)
$500,000-$999,999 = Apr (18)

$100,000-$499,999

<$100,000

0% 20% 40% ©60% 80% 100%
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APPROXIMATELY HOW LARGE IS YOUR COMPANY IN TERMS OF ANNUAL

REVENUE?

This question was posed to advertising executives.

$500mn+

$200mn to $500mn

$50mn to $200mn

$10mn to $50mn

)%

Less than $10mn
51%

0% 20% 40%
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WHICH OF THE FOLLOWING BEST DESCRIBES YOUR CUSTOMER BASE?

This question was posed to advertising executives.
All Enterprise (over 1,000 employees)

Mostly Enterprise (over 1,000 employees), Some
SMB (Small-to-medium sized businesses)

0%

About the same W Jul (19)
m Apr (19)
Mostly SMB (Small-to-medium sized businesses)
Some Enterprise (over 1,000 employees)
. 0%
All SMB (Small-to-medium sized businesses)
371%
0% 20% 40% 60% 80% 100%
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