JULY 2019

SOCIAL MEDIA CONSUMERS VOL 24

SOCIAL MEDIA OVERALL:

U CONSUMER CONCERNS AROUND
SOCIAL MEDIA CREEP UP, BUT THEY
ARE INCREASINGLY LIKELY TO SAY IT
WONT IMPACT THEIR USAGE.

U THE MAJORITY FEEL THAT SOCIAL
MEDIA PLATFORMS SHOULD REGULATE
THEIR OWN CONTENT.

INSTAGRAM TAKEAWAYS:

U INSTAGRAM STORIES FEEDBACK
CONTINUES TO GET BETTER.

U INSTAGRAM USERS ARE BROWSING
PRODUCTS MORE, BUT PREFER BEING
TAKEN TO THE RETAILERS’ SITE.

U INSTAGRAM CLOSE FRIENDS DID NOT
INCREASE TRACTION Q/Q.

Audience: 1,000+ US Consumers Balanced To
Census

FACEBOOK TAKEAWAYS:

U CONSUMER FRUSTRATIONS TOWARD
ADS COOLING..

U USERS FEEL THE PLATFORM HAS
GOTTEN LESS SOCIAL AND THEIR
INTERACTION MORE PASSIVE OVER TIME

U CONSUMERS ARE BROADLY NEGATIVE
ON A POTENTIAL FACEBOOK
CRYPTOCURRENCY.

SNAPCHAT TAKEAWAYS:

U SNAPCHAT — RESPONDENTS WHO ALSO
USE INSTAGRAM INCREASINGLY LIKELY
TO SAY IT NEGATIVELY IMPACTS THEIR
SNAPCHAT ENGAGEMENT.

U SNAPCHAT GAMES DID NOT INCREASE
TRACTION Q/Q WITH SURVEY
RESPONDENTS.
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BESPOKE MARKET INTELLIGENCE

Social Media Account Holders And
Engagement — A Consumer View

RECENTLY ADDED QUESTIONS:
SOCIAL MEDIA OVERALL
INSTAGRAM SHOPPING
SNAPCHAT GAMES
TIK TOK
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Social Media Account Holders And
Engagement — A Consumer View

IN YOUR OPINION, IS SOCIAL MEDIA IN GENERAL A GOOD THING OR A BAD THING?

Posed to all respondents

Jul (19) 2.98

Apr (19) 3.08

Very Bad Bad Neutral Good Very Good

JUL (19) PERCENTAGE BREAKDOWN

Very Good i2.9%

Good - 270%
Neutral / | don't know _ 43.4%
2ot [ oo

Very Bad F 8.1%

0% 20% 40% 60% 80% 100%
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SHOULD SOCIAL MEDIA PLATFORMS POLICE/REGULATE THEIR OWN CONTENT,

OR SHOULD THEY BE POLICED/REGULATED BY GOVERNMENTS?

Posed to all respondents

Social media platforms should 55.6%

olice/reqgulate their own content
police/reg 4.29%

m Jul (19)
= Apr (19)

| don't know

Social media platforms should be
policed/regulated by governments

0% 20% 40% 60% 80% 100%
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ON WHICH OF THE FOLLOWING PLATFORMS DO YOU FIND PRODUCTS/ITEMS

THAT YOU ACTUALLY WIND UP PURCHASING? (SELECT ALL THAT APPLY)

Posed to all respondents

Facebook Users Instagram Users

. ‘ 9
Facebook 40.5% Facebook 3%%%/"

Twitter Twitter

LinkedIn i i LinkedIn ‘ ‘ ‘

»

Instagram . Jul (19)§ Instagram 38%242%, - (19)3

 Apr (19) 1 = Apr (19)

Pinterest i i Pinterest 5 5
Snapchat Snapchat
Tik Tok Tik Tok

None of the above

50.3%

None of the above

96%
43.9%

20% 40% 80% 100% 0% 20% 40% 60% 80% 100%
Snapchat Users Twitter Users
Facebook : 349,1.050/84, Facebook ggggﬁ
Twitter Twitter 111% |
LinkedIn | | Linkedin [S D./% | | |
Instagram 33?3%’% . Jul (19)3 Instagram : 22350(%% . Jul (19)3
1 = Apr (19) 1 s ® Apr (19)
Pinterest ‘ 5 5 Pinterest 1?71%’%
Snapchat Snapchat ‘}‘%ZZ
Tik Tok : Tik Tok f 23% | |
None of the above 32(%/‘2% None of the above ﬁgéﬁ:ﬁ
0% 20% 40% 60% 80% 100% 0% 20% 40% 60% 80% 100%
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WHEN YOU BROWSE INSTAGRAM. DO YOU TAP TO VIEW PRODUCTS...?

Posed to Instagram users

No, | do not ever "tap to view 2.8%
products" on Instagram 58.4%
In your feed
W Jul (19)
B Apr (19)
In stories
In explore

0% 20% 40% 60% 80% 100%
N =487

For Example: some posts have buttons that say “Tap to View Products” to view details and
pricing about products pictured in the post.
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APPROXIMATELY HOW MANY TIMES HAVE YOU ACTUALLY PURCHASED AN ITEM

AFTER “TAPPING TO VIEW”

Posed to Instagram users who click tap to view products

315
After being taken to the
website of the company
selling the product
3.06

Without leaving
Instagram, while still in
the app (button says
"Checkout on Instagram"

N =228
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= Apr (19) |
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WHICH DO YOU THINK IS BETTER FOR BUYING PRODUCTS YOU TAP TO VIEW ON

INSTAGRAM?

Posed to Instagram users

Not applicable, | would never buy 44.7%

products on Instagram 43.9%

Being taken to the website of the 0%
company who makes the product
o Jul (19)

o Apr (19)
No difference to me

71.5%

Checking out while staying in the

Instagram app 8.7%

0% 20% 40% 60% 80% 100%
N =483
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WHAT IS YOUR OPINION OF INSTAGRAM ALLOWING YOU TO BUY PRODUCTS YOU

SEE IN POSTS WITHOUT ACTUALLY HAVING TO LEAVE THE APP?

Posed to Instagram users

| like the feature AND | will purchase items |
see on Instagram more often BECAUSE of it

| like the feature, BUT it doesn't change how
often | purchase items through Instagram

W Jul (19)

= Apr (19)
| know they are allowing it, but | don't care

49.3%

| didn't know they allowed that
48.1%

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

N =483
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HAVE YOU PLAYED ANY OF THE FOLLOWING GAMES ON SNAPCHAT?

Posed to Snapchat users

R0,
No, | have not played any of the above 89901';%
Y 6.2%
Bitmoji Party 579
; 3.5%
Zombie Rescue Squad 5 2%
O,
Snake Squad [ 5°7 m Jul (19)
= Apr (19)
. 1.8%
C.A.T.S. Drift Race 589%
. 1.8%
Tiny Royale 36%
0.9%
Alphabear Hustle 5 0%

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

N =226
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HOW OFTEN DO YOU PLAY?

Posed to Snapchat users

Very Frequently

Frequently
Somewhat Frequently ~39'M’ W Jul (19)
29.6%
= Apr (19)
Infrequentl
Anenty 25.9%
34.8%

Very Infrequently 59 99

0% 20% 40% 60% 80% 100%
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DO YOU THINK YOU SPEND MORE TIME ON SNAPCHAT BECAUSE OF THE VIDEO
GAMES?

Posed to Snapchat users

It makes me spend a lot more time

It makes me spend a little more time m Jul (19)
H Apr (19)
6%

No, it doesn't make me spend more
time on the app than | normally would

0% 20% 40% ©60% 80% 100%
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WHAT IS YOUR EXPERIENCE WITH THE APP “TIK TOK”?

Posed to Snapchat users

| use it every day or

1.4%
nearly every day

| use it once a month or

(o)
more often 1.3%

| use it, but less often
2.0%
than once per month

app but no longer use it
| have heard of it, l:?ut 35.4%
have never used it

| have never heard of it 571%

I'h d loaded th "y )
ave downloaded the I 599

0% 20% 40% 60% 80% 100%
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DO YOU THINK YOUR USAGE OF TIK TOK CAUSES YOU TO USE ANY APPS/SITES

LESS OFTEN THAN YOU WOULD OTHERWISE? (SELECT ALL THAT YOU USE LESS)

Posed to Snapchat users

Facebook I1.8%
Snapchat I1.4%

Instagram I 1.4%

B Jul (19)
WhatsApp I 1.2%
Twitter I 11%
Pinterest 0.9%
Linkedin 0.7%
0% 20% 40% 60% 80% 100%
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ADDRESSING PRIVACY AND
FACEBOOK/SOCIAL MEDIA
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WHAT IS YOUR OPINION OF SOCIAL MEDIA SITES COLLECTING PERSONAL DATA

WHEN YOU USE THEM?

Posed to all respondents about social media in general

| don't like it will delete accounts

34.7%
| don't like it, and will reduce usage W Jul (19)
B Apr (19)
33.9% W Jan (19)
| don't like it, but I'm not going to ® Oct (18)
change my usage = Jul (18)
B Apr (18)

| don't care

0% 20% 40% 60% 80% 100%
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DO YOU HAVE ANY CONCERNS ABOUT THE PRIVACY OR SECURITY OF YOUR

DATA ON THESE SOCIAL MEDIA PLATFORMS THAT YOU USE?

Posed to users of each platform

Facebook

Instagram H Jul (19)
m Apr (19)

m Jan (19)

Snapchat H Oct (18)
= Jul (18)

H Apr (18)

Twitter
No Concerns | have concerns, but it won't | have concerns, and it will
impact my usage make me use it less
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HOW LIKELY ARE YOU TO DEACTIVATE YOUR FACEBOOK ACCOUNT IN THE NEXT
FEW MONTHS?

Posed to all respondents
Jul (19) 213

Apr (19) 22
Jan (19) ; 2.24
Oct (18) : 2.28

Jul (18) | 201

Apr (18) ; 2.23

Jan (18) 2
Oct (17) 186

Jul (17) 181

Apr (17) 181

Jan (17) 1.84

Oct (16) 179

Jul (16) 182

Apr (16) 176

Jan (16) 178

Oct (15) 181

Jul (15) 178

Mar (15) 179

Jan (15) 1.91
Oct (1) 210
Jul (14) " 206
Mar (14) 1204
Dec (13) 1 202
Aug (13) 1202

Very Unlikely Unlikely
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Somewhat Likely

www.bespokeintel.com

Likely Very Likely
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DO YOU HAVE ANY CONCERNS ABOUT THE PRIVACY OR SECURITY OF YOUR
DATA WHEN YOU USE GOOGLE?

Posed to all respondents

I

Jul (19) 2.08
Jul (18) _ 202
No Concerns | have conc:erns, but it | have concerns, and it N/A (I don't use Google)
won't impact my usage will make me use it less
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ADDRESSING FACEBOOK NEWSFEED
CHANGES
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FACEBOOK ACCOUNT HOLDERS - DO ADS BOTHER YOU MORE OR LESS NOW

THAN THEY DID WHEN THEY FIRST STARTED TO APPEAR IN YOUR NEWSFEED?

Posed to Facebook account holders.

-0O-The ads bother me less now -O- The ads bother me more now =0-The ads bother me the same now

44.9%

36.9%

18.2%

0%
m ® ¥ ¥ ¥ O b b O © © »® © R & 8 KR @ ® ® ® o & o
= = = = = = s ha = = s = e = = = = = = ha = = sy ha
@) (8} — 3 - c — -_— - c — b - c — 5 U c — -_— - c — -_—
2 ¢ = ©c 5 &8 3 © § & 3 © & ¢o S & 3 © § &8 =
I o = 2 0 5 = 2 0 5 « 2 O »H €« " 0 5 € 0 5 <« ™
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FACEBOOK ACCOUNT HOLDERS - DO ADS BOTHER YOU MORE NOW THAN IN THE
PAST? ARE THEY BECOMING MORE RELEVANT THAN THEY WERE IN THE PAST?

Posed to Facebook account holders.

www.bespokeintel.com

=0-Ads Bother Me =0~-Ads are More Relevant
100%

58.8%

34.9%

20%

0%
MO ¥ T T Db bh 00 0 O RKERSER©® o © o 3 >
T T T T - ©— =T - ©— D T T DT T — oD T —D o DT o
S ) © O © © O © [oX [S) © Q © Qo O © o
I 0="03="0-3 <0 LCTO S35 «™O0 S5 <™
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HOW MUCH DO YOU AGREE WITH THE FOLLOWING: “FACEBOOK HAS BECOME
LESS SOCIAL OVER TIME.”

Posed to Facebook users.

Jul (19) 3.43

Apr (19) 3.42

Jan (19)

w
~

Oct (18) 3.53

Jul (18) 3.28

Apr (18)

w
[
@

Jan (18) 3.27

Strongly Disagree Neither Agree Nor Agree Strongly Agree
Disagree
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FACEBOOK’S CRYPTOCURRENCY
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WHAT IS YOUR OPINION OF FACEBOOK’S PLAN TO CREATE A CRYPTOCURRENCY
CALLED “LIBRA”?

Posed to Facebook account holders.

Very Positive 1.0%

Positive 2.6%

Neutral - 14.8%

Negative

Very Negative 23.4%

0% 20% 40% 60% 80% 100%
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DO YOU THINK THE US SHOULD HAVE A NATIONAL CRYPTOCURRENCY?

Posed to Facebook account holders.

| don't know 47.4%
No 45.3%
Yes 7.3%
0% 20% 40% 60% 80% 100%
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PLEASE RATE HOW YOU MUCH YOU AGREE WITH THE STATEMENTS REGARDING

FACEBOOK'’S PLANS TO LAUNCH A CRYPTOCURRENCY CALLED “LIBRA”

Posed to Facebook users.

B Strongly Disagree m Disagree = Neither Agree nor Disagree H Agree H Strongly Agree

"l would personally use
Facebook
cryptocurrency if it were
available in the US"

1.2%

"Facebook can be
trusted to manage a
cryptocurrency product
for consumers"

1.5%

0% 20% 40% 60% 80% 100%
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ADDRESSING THE FACEBOOK
EXPERIENCE
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Social Media Account Holders And
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FACEBOOK USERS - IN GENERAL, WOULD YOU SAY FACEBOOK HAS GOTTEN

MORE OR LESS ENJOYABLE OVER-TIME?

Posed to Facebook users.

Much Less Enjoyable Less Enjoyable Same More Enjoyable Much More Enjoyable
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WOULD YOU DESCRIBE YOUR USAGE OF FACEBOOK AS BEING MORE
INTERACTIVE OR PASSIVE?

Posed to Facebook users.

Jul (19)

Apr (19)

Jan (19)

Oct (18)

Jul (18)

Apr (18)

Jan (18) 1.36

Passive

WOULD YOU DESCRIBE YOUR USAGE OF FACEBOOK AS BEING MORE SOCIAL OR

NEWS FOR YOU?

Posed to Facebook users.

Jul (19) 1.29

Apr (19) 1.32
Jan (19) 1.31
Oct (18) 1.3
Jul (18)
Apr (18)

Jan (18)

More Social

www.bespokeintel.com

Interactive

More News

*Younger respondents say Facebook is more passive / less interactive and more news / less

social compared to older respondents.
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SOCIAL MEDIA SENTIMENT QUESTIONS
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USERS OF EACH PLATFORM: ARE YOU CURRENTLY TRYING TO CUT BACK ON

YOUR USAGE OF THIS SITE/APP?

Posed to all users of each platform.

1.4%
Facebook
m Jul (19)
Instagram m Apr (19)
M Jan (19)
B Oct (18)
Snapchat
= Jul (18)
m Apr (18)
Twitter " Jan (18)
0% 20% 40% 60% 80% 100%
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WHICH SITES DO YOU THINK HAVE A HARMFUL IMPACT ON YOUR PERSONAL

HEALTH?

Posed to all users of each platform.

82%
Facebook

Instagram
Snapchat
Twitter

WhatsApp

Pinterest
® Feb|(19)

LinkedIn

3%

None of the above

0% 20% 40% ©60% 80% 100%
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INSTAGRAM LONGITUDINAL TRENDS
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INSTAGRAM ACCOUNT HOLDERS - OPINION OF “STORIES”

Posed to Instagram account holders.

Positive = Jul (19)

H Apr (19)
m Jan (19)
= Oct (18)
m Jul (18)
H Apr (18)
H Jan (18)
B Oct (17)
| Jul (17)
m Apr (17)
H Jan (17)
 Oct (16)

Neutral

Negative

| have not heard of it

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

INSTAGRAM ACCOUNT HOLDERS - USAGE OF “STORIES”

Posed to Instagram account holders.

| view Instagram Stories

posted by others... | Jul(19)

u Apr (19)
= Jan (19)
# Oct (18)
Jul (18)
- Apr (18)
® Jan (18)
mOct (17)
- Jul(17)
= Apr (17)
u Jan (17)
- Oct (16)

| post to Instagram Stories...

Somewhat

Never Infrequently
Frequently

Frequently Very Frequently

FOR PERSONAL USE ONLY—DO NOT FORWARD OR REDISTRIBUTE PAGE 35


http://www.bespokeintel.com

BESPOKE MARKET INTELLIGENCE www.bespokeintel.com

Social Media Account Holders And
Engagement — A Consumer View

ARE YOU FAMILIAR WITH INSTAGRAM'’S “CLOSE FRIENDS” FEATURE?

Posed to Instagram account holders.

| have heard of it AND | have setup a
close friends list

| have heard of it, but | have not set = Jul (19)
up a close friends list = Apr (19)
= Jan (19)

58.2%

No, | don't know what it is 60.0%

61.3%

0% 20% 40% ©60% 80% 100%
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DO YOU FEEL LIKE YOU POST CONTENT MORE OFTEN TO INSTAGRAM BECAUSE
OF THE CLOSE FRIENDS FEATURE?

Posed to Instagram account holders who have heard of close friends and set up a close
friends list.

Yes, | post a lot more

= Jul (19)
B Apr (19)
M Jan (19)

Yes, | post a little more

76.9%
8%
3.2%

No, it hasn't changed how often | post

0% 20% 40% 60% 80% 100%
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WHAT IS YOUR OPINION OF THE CLOSE FRIENDS FEATURE?

Posed to Instagram account holders who are familiar with Instagram’s close friends feature.

Jul (19) 3.22
Apr (19) 3.24
Jan (19) 313
Very Negative Negative Neutral Positive Very Positive

JUL (19) PERCENTAGE BREAKDOWN
80%

72.3%
70%

60%

50%

40%

30%

20%

10%

0.5%

0%
Very Negative Negative Neutral Positive Very Positive
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SNAPCHAT LONGITUDINAL TRENDS
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ABOUT HOW OFTEN DO YOU POST TO YOUR STORY OR SEND SNAPS/MESSAGES
ON SNAPCHAT?

Posed to Snapchat users

13.3%

Not at all

181%

Less than once a month = Jul (19)

W Apr (19)
= Jan (19)
m Oct (18)
= Jul(18)
= Apr (18)
® Jan (18)
mOct (17)
mJul(17)
= Apr (17)
® Jan (17)
mOct (16)
= Jul (16)

A few times a month

A few times a week

Once a day

Multiple times a day

0% 20% 40% 60%
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“SINCE INSTAGRAM ADDED STORIES AT THE TOP OF THE SCREEN, | HAVE BEEN

USING SNAPCHAT LESS.”

Posed to: Snapchat users who also use Instagram

Jul (19) 2.94
Apr (19) 269
Jan (19)
Oct (18)
Jul (18)
Apr (18)

Jan (18)

Oct (17) 2.43

Jul (17) 2.39

Neither Agree Nor

Disagree Agree Strongly Agree

Strongly Disagree Disagree
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IF YOU LOGGED INTO SNAPCHAT AND NOTICED THAT THEY ADDED AN IN-APP

MOBILE GAMES PLATFORM, HOW LIKELY WOULD YOU BE TO TRY IT OUT?

Posed to Snapchat users

Jul (19) 2.25
Apr (19) 2.4
Jan (19) 2.4
Oct (18) 2.32
Jul (18) 2.25
Definitely Would Not Unlikely Somewhat Likely Likely Definitely Would

Important Note: In July, October, and January the question was posed to all Snapchat users.
In April 2019 the question was only posed to Snapchat users who have not played any of
the new games.
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COMPETITIVE DYNAMICS
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WHICH IS YOUR FAVORITE?

Posed to all respondents

6O°-O-Kik -O-Snapchat  -O-Linkedin  —Twitter = -O-Pinterest  -O-Instagram  -O-NA  -O-Facebook
%

50% SN o}

40%

30%

20%

10%

0% v O Q) O O
M M T ¥ T O obh b ©©®©®m ® R R KK ®©®®©® © 0 & o O
T T T T T T T —“ ©“T T - — —T ©» — — U D — oo
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SOCIAL MEDIA USAGE FREQUENCY

Posed to all consumers.

Jul (19)
Apr (19)
Jan (19)
Oct (18)
Jul (18)
Apr (18)
Jan (18)
Oct (17)
Jul (17)
Apr (17)
Jan (17)
Oct (16)
Jul (16)
Apr (16)
Jan (16)
Oct (15)
Jul (15)
Mar (15)
Jan (15)
Oct (14)
Jul (14)
Mar (14)

Very Infrequently

3.38
3.43
3.36
3.37
3.29
3.28
3.49
3.43
3.36
3.43
3.32
3.45
3.28
3.30
3.27
3.23
3.24
3.27
310
315
315
317

Infrequently Somewhat Frequently Frequently
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LOSING OR GAINING POPULARITY?

Posed to all consumers.

= Jul (19)
“ Apr (19)
~ Jan (19)
= Oct (18)
Jul (18)
m Apr (18)
m Jan (18)
® Oct (17)
= Jul (17)
m Apr (17)
® Jan (17)
m Oct (16)
m Jul (16)
= Apr (16)
= Jan (16)
m Oct (15)
= Jul (15)

Instagram

Twitter

Snapchat

Facebook

Much Less Less Popular Same More Popular Much More
Popular Popular
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ACCOUNT HOLDERS AND ENGAGEMENT
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DO YOU HAVE AN ACCOUNT WITH ANY OF THE FOLLOWING SITES/APPS?

Posed to all respondents.

mJun(15) ®Jun(16) ®Jun(17) ®mJun(18) mJun(19)

80%

70%

60%

50%

40%

30%

20%

10%

0%

Snapchat Pinterest Twitter Instagram Facebook
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FACEBOOK ACCOUNT HOLDERS BY AGE

m 18-34 m 35+

90%

80%
70% ) i 7.5%

6719.694%  69.29%0.5%

60%
50%
40%
30%
20%

10%

0%
Jun (15) Jun (16) Jun (17) Jun (18) Jun (19)
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INSTAGRAM ACCOUNT HOLDERS BY AGE

m 18-34 m 35+
O,
70% 64.4% 64.4%

60%

50%

40%

30%

20%

10%

0%
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TWITTER ACCOUNT HOLDERS BY AGE

m18-34 m 35+

50%
45%
40%
35%
30%
25%
20%
15%
10%
5%
0%

44.2% 43.8%

Jun (15) Jun (16) Jun (17) Jun (18) Jun (19)
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SNAPCHAT ACCOUNT HOLDERS BY AGE

m18-34 m 35+

70%

60% 57.4%

54.7%

50%

40%

30%

20%

10%

0%
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PINTEREST ACCOUNT HOLDERS BY AGE

m18-34 H 35+

60%

49.8%

50%

40%

30%

20%

10%

0%
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ALL RESPONDENTS: WHEN IS THE LAST TIME YOU VISITED FACEBOOK?

B Today

60%

(o)
o]
N
o~

29.0%

58%

56%

54%

52%

50%

48%

46%
Jun (15) Jun (16) Jun (17) Jun (18) Jun (19)

DAILY VISITS BY DEMOGRAPHICS
=18-34 m 35+

80%
69.7% 68.1%

70%

60%
50%
40%
30%
20%

10%

0%

Jun (15) Jun (16) Jun (17) Jun (18) Jun (19)
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ALL RESPONDENTS: WHEN IS THE LAST TIME YOU VISITED INSTAGRAM?

B Today

35%
29.3% 28 99

30%

25%

20%

15%

10%

5%

0%
Jun (15) Jun (16) Jun (17) Jun (18) Jun (19)
DAILY VISITS BY DEMOGRAPHICS
m18-34 m 35+

60%
49.7%

50%

40%

30%

20%

10%

0%

Jun (15) Jun (16) Jun (17) Jun (18) Jun (19)
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ALL RESPONDENTS: WHEN IS THE LAST TIME YOU VISITED TWITTER?

B Today

20%
18%
16%
14%
12%
10%

8%
6%
4%
2%
0%

17.4%

Jun (15) Jun (16) Jun (17) Jun (18) Jun (19)
DAILY VISITS BY DEMOGRAPHICS
m18-34 m 35+

30%
25.0%

25%

20%

15%

10%

5%

0%

Jun (15) Jun (16) Jun (17) Jun (18) Jun (19)
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ALL RESPONDENTS: WHEN IS THE LAST TIME YOU VISITED SNAPCHAT?

25%

20%

15%

10%

5%

0%

H Today

211%

Jun (15) Jun (16) Jun (17) Jun (18) Jun (19)
DAILY VISITS BY DEMOGRAPHICS

50%
45%
40%
35%
30%
25%
20%
15%
10%
5%
0%

m18-34 m 35+

44.7%

Jun (15) Jun (16) Jun (17) Jun (18) Jun (19)
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ALL RESPONDENTS: WHEN IS THE LAST TIME YOU VISITED PINTEREST?

B Today
12%

—_—
-_—

w
O\

1.1%

10%

8%

6%

4%

2%

0%
Jun (15) Jun (16) Jun (17) Jun (18) Jun (19)
DAILY VISITS BY DEMOGRAPHICS
m18-34 m 35+

20% —186%
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16%
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12%
10%
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FORMER USERS
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WHICH OF THE FOLLOWING PLATFORMS HAVE YOU BEEN A MEMBER OF IN THE

PAST, BUT HAVE SINCE CANCELLED YOUR ACCOUNT?
Posed to all respondents.

309 -O-Kik -O-Facebook -O-Instagram -O-Twitter -O-LinkedIn “O-Pinterest  -O-Snapchat
f e DTt EROOR L T Stagiait T W T EIRE I RSt T oTapRT

0%
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WHY DID YOU CANCEL YOUR ACCOUNT?

FACEBOOK TWITTER
DIDN'TLIKEIT
N/ DONTLlKElT BORIN
PRIVACYCON(%PEFIQEE :ES IHAVENT 'TW"SB%FQ'}ERUSEDW DIDN'TLIKEIT

NOTINTERES TED wig@xoT
PRIVACY

INSTAGRAM SNAPCHAT

DIDNTUSEIT
BORI NGLOSTINTEREST

NOTINTERESTED ... NOTINTERESTED

DIDNTUSEITNOREASON Nottceuen ,
ISTILLQ\\I/QN TL!I}?&)ELIEIEJ;!;DIT
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