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Social Media | Parents feel it is more acceptable for their children to play Roblox at a 
much earlier age, on average, compared to social media.
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Social Media | There is some initial interest from Twitter users around paying for Super 
Follows.
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Social Media | Among consumers who have seen privacy opt-out notifications, the 
majority are choosing to ask app not to track.
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Social Media | There are some interesting variations in opt-out rates by platform 
(Snapchat users are the least likely to opt-out).
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Social Media | Social media users have an increasingly positive opinion toward being 
able to buy products through social media platforms.
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Social Media | Social media users are increasingly saying that social media platforms 
collecting personal data on them will not impact their usage.
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Streaming Video | Consumers have been revising higher the number of streaming video 
platforms that they feel is appropriate to be paying for at the same time.
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Streaming Video | Value perceptions.
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Streaming Video | Content Expectations.
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Video Calls | Self-reported video call engagement frequency has regressed relative to 
levels recorded in the earlier innings of the pandemic.
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Video Calls | The percentage of consumers who used Zoom for a video call in the past 
month has been on the decline.
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Video Games | Free games with in-app purchases have been gaining over time.
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Video Games | Preferences have been slowly shifting toward free games with in-app 
purchases.
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eCommerce | Consumer complaints around shipping were largely resolved with 
eCommerce platforms we test in our October survey.
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eCommerce | Wayfair users have been increasingly likely to say that their usage has 
increased or decreased recently.
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eCommerce | Wayfair customers have been increasingly likely to cross-shop Amazon.
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eCommerce | Wayfair customers who cross-shop Amazon have been increasingly likely 
to say they find identical items while cross-shopping.
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eCommerce | Wayfair customers who cross-shop Amazon say Amazon is better for price 
and they are gaining ground for selection and visualization.
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Consumer Electronics Domestic | In the US, refresh cycle expectations are improvin.
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Consumer Electronics US | Most smartphone owners in the US have decided on their 
operating system and stick with it across refresh cycles.
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Consumer Electronics China | Market share trends for the iPhone in China improved in 
recent quarters.
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Consumer Electronics China | In China, price remains the top reason why consumers 
don’t choose the iPhone.
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Consumer Electronics China | In China, extended refresh cycle expectations reversed 
earlier this year.
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Audio | Consumers are increasingly likely to see strong value in paying for streaming 
audio subscriptions. 
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Audio | Consumers are gradually shifting toward preferring to pick individual songs, 
interviews, and playlists to listen to.
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Audio | Spotify is increasingly being viewed as the platform with the best content. Sirius 
also performs well in this KPI.
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Audio | Joe Rogan is the top podcast that consumers would be willing to pay for in order 
to get premium content.
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Audio | Spotify is increasingly the top platform that podcast listeners go-to.
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BBQ Grills | Consumers have a positive opinion of both Weber and Traeger Grills.
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BBQ Grills | A relatively large % of grill owners report having bought their grills in the 
past 1-2 years.
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BBQ Grills | Traeger customers are the most likely to remain loyal when it is time for 
them to buy another grill.
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Low Cost Retail | Customers of both Walmart and Target have gradually reduced 
average spend per visit with each quarterly survey we have run in 2021.

Among those who told us they are shopping Walmart less, an increased percentage q/q 
told us they are simply shopping less in general. We also would note increases in the % 
of these folks trading down to dollar stores. Among those who are shopping Target less, 
an increased % are shopping Amazon instead.
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Low Cost Retail | Customers are increasingly calling out product price increases based 
on their perceptions during their most recent visit.
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BNPL | ¼ of consumers said they have used BNPL to buy something in the past 6 
months. Of those who have used BNPL, around a third say they are behind on payments.
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BNPL | For ~ a third of consumers who used BNPL in the past 6 months, the ability to buy 
now and pay later made items accessible to them that otherwise would not have been.
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BNPL | BNPL users are more likely to have been rejected from opening a credit card or 
taking out a loan in the past year.
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BNPL | For respondents who would use it, BNPL would drive incremental discretionary 
spending.
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China Athletic Apparel | Perceptions toward US/China relations impacts consumer views 
toward US athletic brands.



39|Source:        Bespoke Market Intelligence Surveys

China eCommerce | Online shopping is not quite at series highs, but improved relative to 
recent survey history.
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China Macro | Consumer spending confidence vastly improved q/q in October.
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China Luxury | In our October survey, consumers in China were more likely to expect 
spending less on luxury goods during this year’s holiday season compared to normal.
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China Macro | Despite developments this Fall around the government’s position toward 
shared prosperity, most consumers don’t think it will change how they spend money.
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CPGs | In recent quarters, consumers have been increasingly likely to prioritize price 
when it comes to choosing personal care and household items.
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CPGs | Consumers continue to indicate that they are keeping more grocery and personal 
care item inventory on hand than normal lately.
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Footwear | Crox users are highly likely to purchase another pair in the future.
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Footwear | Sentiment toward Crocs among users is very positive.
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Clothing | Clothing purchasing finally pulled back to net even after a year + of being 
under-water with consumers.
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Clothing | But consumers have fluctuated in weight during the pandemic and have had 
to purchase some clothing as a result.
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Electric Vehicles | Nearly a third of consumers expecting to get a vehicle at some point in 
the future expect to get an electric vehicle.



50|Source:        Bespoke Market Intelligence Surveys

Electric Vehicles | Truck owners are the least likely to prefer electric.
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Autos | If money were no object, Tesla is the most desirable brand for consumers.
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Autos | Consumers who have interest in getting a Tesla are increasingly being driven to 
want it because they like the brand or look of the car.
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Autos | Consumers remain unconvinced about the safety of autonomous/self-driving 
autos.
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Crypto | Just shy of 20% of consumers report being invested in cytpocurrencies.
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Crypto | Consumers with investments in cryptocurrencies are the most likely to say they 
expect to increase their holdings in the future.



56|Source:        Bespoke Market Intelligence Surveys

Crypto | Among those not currently invested in each, consumers are relatively less likely 
to invest in crypto (but there isn’t a lot of dispersion differentiating vehicles).
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Crypto | Crypto investors are the most likely to spread the word about investing in the 
latter via word of mouth.
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Mobile Payments | Mobile payments app users are increasingly okay with apps charging 
a fee for instant deposit/transfer.
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Fitness | At-home fitness interest peaked in May of 2021. Peloton has consistently 
dominated mindshare of at-home fitness products consumers would like to buy.
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Fitness | Peloton is viewed very positively by consumers. Sentiment did not take a hit 
even after the recall earlier this year.
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Fitness | The average amount that non-Peloton owners would pay to own the bike has 
declined over the past year.
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Food Delivery | Food delivery usage increased across age ranges during the pandemic.
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Food Delivery | Respondents who are working from home are using food delivery more 
frequently than respondents who are employed and not working from home.
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Crypto | Adoption curves by age.
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Food delivery | Platform users have very positive opinions of food delivery apps.
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Footwear | Consumers who buy footwear more often are more likely to prefer buying 
direct from the brand.
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Footwear | Consumers who buy footwear more often are more likely to prefer buying 
online.
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Footwear | Over time, consumers have been increasingly likely to say that they buy more 
than one pair per year.
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Furniture | Opinions of Restoration Hardware have improved over time.
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Furniture | Consumers have been increasingly likely to include RH in their furniture 
shopping search.
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Home Furnishings | Customers of Bed Bath and Beyond remain more driven by coupons 
relative to other home furnishings retailers, but less-so than in historical volumes.
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Mattresses | Online mattresses are holding up better than expectations.
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Mattresses | Opinions of online mattress companies have improved a good deal over 
time.



74|Source:        Bespoke Market Intelligence Surveys

Meat Alternatives | Consumers think plant-based meat alternatives are here to stay.
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Online Autos | Consumer likelihood of buying a used car online has inched higher over 
the past year.
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Online Autos | Carvana remains mindshare dominant when it comes to where consumers 
would think of buying a used car online from first.
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Online Real Estate | Consumer engagement with online real estate apps remains 
elevated relative to historical readings.
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Online Real Estate | Zillow remains mindshare dominant with consumers when it comes 
to what app/site they think of first for online real estate browsing.
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Online Real Estate | OpenDoor and Offerpad users self-report increased usage over the 
past year.
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Furniture | Consumers are expecting to move back to the store for furniture post-
pandemic, but the goal posts have been shifting toward online over time.
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Sporting Goods | Consumer sentiment toward both Dick’s and Academy Sporting Goods 
was positive in our October survey.
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Sporting Goods | Dick’s is mindshare dominant among consumers when it comes to 
shopping for sporting goods.
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Sporting Goods | Nike is mindshare dominant across sporting good department 
categories.


