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Overview: When The Arc of Change Gets Shocked

The arc of change in the consumer is typically long and bends over time in one direction or another. This
much we have learned from having conducted thousands of longitudinal surveys with them over the past
decade. Often without warning, though, exogenous shocks can collide with consumers to change their
behavior more rapidly - evoking imagery (for us) of Newton’s Cradle. The first very significant exogenous
shock that we watched unfold with consumers since we started surveying them in 2012 was the beginning
of Covid in early 2020. The momentum drove significant behavioral change and shift in sentiment. Changes
we just don’t typically see. The changes were positive for some sectors/companies and negative for others,
and the momentum from the exogenous shock was compounded by excess liquidity, supply shortages, and
people being thrown from their typical work and leisure schedules.

Some of the most important questions we have been grappling with since the start of Covid have included:
a) how much of the behavioral change due to Covid will stick vs. how much will regress? – the answer in
most cases is some, but not all… b) how much demand/TAM was pulled forward for Covid winners? c) How
much pent-up demand is there for Covid losers?

In the past few months of looking at our survey data as it has been coming back, it felt like there were two
new balls in our Newton’s Cradle analogy striking consumers a) the UNWIND of Covid concern and b)
Inflation/Gas Prices.

We found ourselves often saying things like “xyz trend declined from Covid highs, but the data remains
above pre-Covid levels” (food delivery usage, grocery delivery, streaming usage, social media usage, at-
home fitness interest, online shopping, etc) or found ourselves flagging increased demand for things like
travel, shopping in-stores, clothing, etc. We also often pointed out an increased emphasis placed on pricing
by consumers in recent months and tempered commentary around sectors with pent-up demand by
flagging that some portion of consumers who have pent-up demand are also telling us their spending plans
have been impacted by inflation.

While paying attention to the arc of consumer change, we remain focused on gathering actionable primary 
source feedback on key investment debates – some of the most popular ones we are being asked about 
recently listed below…

Top Investment Debates:

1. CVNA | Customer Satisfaction Tracked Over Time / Financing and Insurance Ops.
2. META (Facebook and Instagram) vs. TikTok.
3. TAM Exploration | PTON, SFIX, SNAP Subscription, BYND, OTLY, YETI, CROX.
4. Boats and RVs.
5. Realtors and Zillow Flex / Home Builders.
6. Fixed Wireless Interest and Satisfaction | TMUS and VZ.
7. NFLX and Peers | Ad-Supported Tiers, Account Sharing, etc.
8. Strength of Customer Relationships (BBWI, CROX, OLPX, etc).
9. Wayfair vs. Amazon Cross-Shopping and Identical Items Pricing Analysis.
10. Augmented Reality and Shopping, Social Commerce.

Initial Covid Headwinds and Tailwinds

Covid Unwind and Inflation/Gas Prices

Investment Debates
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US Survey: August Readings

After a brutal run for gas prices, national average prices have fallen every day for the past two calendar
months as of the end of August. Series that are sensitive to gas prices have had a major reversal: confidence
in the economy rose sequentially, while gauges of inflation expectations plunged as well. On balance, a
modest majority of our respondents reported noticing higher gas prices, but the 40.0% that reported lower
gas prices was the highest share since May of 2020.

Labor markets also appear to be hot still, with hours back to a similar level as pre-COVID and continuing to
rise. Most labor market indicators were improved MoM in August and are stronger than they were a year ago
including unemployment rates and concerns about job security.

One area of the economy that has weakened and a remained weak in our latest data is housing. Reported
building permit applications, recent purchases, and planned purchases all fell sequentially as well as versus a
year go.

Activity has also continued to soften across a range of consumer spending categories. Visits fell across big
box and dollar stores as well as department stores. Purchase activity fell across e-commerce, consumer
electronics, airlines, and restaurants. Purchase plans for autos also continued to fall. While lower gas prices
are likely to be a major tailwind for consumer buying plans and purchase activity, that effect hasn’t been felt
in full yet.

Investors also continued to get more optimistic after a negative run that ended in the last couple of months;
of note, risk tolerance dropped despite higher stock market optimism.

International Surveys: July Readings

China

Covid concerns have pulled back from highs but remain worse than consumer feedback in the US, UK and
India. Sentiment toward finances have remained mostly consistent, but the percentage of respondents who
are trying to reduce spending increased q/q.

UK

Covid concerns have moderated with the share who are not concerned jumping to series highs. Consumer
sentiment has moved lower relative to our January update and the percentage of respondents who think the
economy will fare much worse in the next 12 months jumped considerably q/q.

India

As of July, concerns with Covid continued to recede and confidence in the economy improved q/q.
Consumers are increasingly reporting higher incomes y/y and positive feelings about their personal finances.
In contrast to US / UK / China surveys, spending confidence was holding steady in July relative to prior
volumes.

Macro Notes

Bespoke Consumer Heat Map

Outer Band: Year-
Over-Year Change

Inner Band: Month-
Over-Month Change

Better Same Worse

Positive Neutral Negative

Inner Band

Outer Band
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Top Charts | Data Inflections or Noteworthy Color

We combed through 2,000+ pages from our research reports published since July and pulled out what we found most 
interesting (data inflecting or charts providing color on important investment debates).
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Number of Streaming Services

Consumer opinion of the right number of streaming video services to be paying for at the same 
time has been driving higher…

Source: Streaming Video Domestic Survey
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Spending on Streaming Services

But the amount of money they feel is appropriate to spend at any given time on streaming video 
services in total has stalled out in the $30-$35 range…

Source: Streaming Video Domestic Survey
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NFLX Sub Satisfaction

Netflix subscriber satisfaction with pricing/value has softened over time, while satisfaction with 
movie selection has improved…

Source: Streaming Video Domestic Survey
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Ad-Supported Streaming Video Tiers

Despite high penetration rates, non-Netflix subscribers are the most interested in signing up for an 
ad-supported tier...
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Posed to respondents who DO NOT use each of the following to watch video content at 
home.

Source: Streaming Video Domestic Survey
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NFLX Subs Contemplating Churn

The percentage of subs contemplating cancelling was at series highs in July…

Source: Streaming Video Domestic Survey
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Interest in NFLX Ad-Supported Tier in India

A large portion of consumers in India expressed interest in an ad-supported tier. Indications are that an 
ad-supported tier would drive conversion of those who have been contemplating a subscription...

Source: Streaming Video India Survey
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Reasons why consumers in India do not have Netflix

The top reasons for why consumers in India are not Netflix subscribers are related to price/money…

Source: Streaming Video India Survey
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Snapchat+ / Willingness to Pay For Social Media Features

Snapchat users are the most likely of social media apps we test to be interested in paying for premium 
features…

Source: Social Media Consumer Survey, US
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Social Video Creation and Sharing

Snapchat and TikTok users are the most likely to create videos to upload to social media. Snapchat users 
are most likely to use the Snapchat camera to create the videos…

Source: Social Media Consumer Survey, US
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Social Commerce

Interest in discovering/buying products within social platform experiences is increasing…

Source: Social Media Consumer Survey, US
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Shopping Virtually

Consumers would be most interested in shopping virtually for clothing and shoes of all product types…

Source: Social Media Consumer Survey, US
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Metaverse Interest

Consumer interest in the metaverse is still in very early innings. Most consumers associate it with 
“virtual reality”; some associate it with Facebook specifically…

Source: Social Media Consumer Survey, US
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Consumer Sentiment Toward Social Media

Consumer sentiment toward social media in general has slowly softened over time, but usage has 
grinded higher…

Source: Social Media Consumer Survey, US
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Social Media and Privacy | Opinions Overall

Consumers don’t love social media sites collecting personal data, but their acceptance of the practice 
has grown over time…

Source: Social Media Consumer Survey, US
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Social Media and Privacy | Opt-Outs

But when prompted, they are very likely (and increasingly likely) to opt-out…

Source: Social Media Consumer Survey, US

20



BESPOKE INTEL | SURVEY RESEARCH

Social Media and Privacy | By Age

Younger users are less likely to opt-out…

Source: Social Media Consumer Survey, US
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Social Media and Privacy | By Platform

Which is likely why platforms like Roblox, TikTok, Discord, and Snapchat are less likely to see opt-outs…

Source: Social Media Consumer Survey, US
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Instagram Reels

Feedback toward Reels has improved sequentially…

Source: Social Media Consumer Survey, US
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Instagram Reels vs. TikTok

Sentiment toward Reels has also improved in relative comparisons to TikTok… 

Source: Social Media Consumer Survey, US
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Advertising Budgets

Feedback toward client ad-budgets has whipsawed in different directions since the start of the 
pandemic…

Source: Social Media Ad Execs Survey, US
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Advertising Winners and Losers

Ad execs see Google and Amazon as the most likely to be share winners in the next 3-6 months…

Source: Social Media Ad Execs Survey, US
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Masks

Mask purchases and look forward projects on mask wearing are in decline…

Source: Online Retailers Survey, US
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eCommerce Shipping

Issues with slow shipping are being worked out…

Source: Online Retailers Survey, US
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Amazon Prime

Prime memberships have grinded higher sequentially over time…

Source: Online Retailers Survey, US
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Spending Confidence

Consumer confidence in spending money has declined off a recent high set in July 2021…

Source: Online Retailers Survey, US
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Shopping | Online vs. In-Store

Online is firmly viewed as a consistent popularity gainer, at the expense of in-store and at malls. 
However, the data has improved for in-stores as we emerge from the pandemic…

Source: Online Retailers Survey, US

31



BESPOKE INTEL | SURVEY RESEARCH

eCommerce Customer Acquisition By Platform

Etsy and Wayfair have been growing into their TAM over the history of our survey…

Source: Online Retailers Survey, US

32



BESPOKE INTEL | SURVEY RESEARCH

Amazon Mobile Participation

Amazon users are growing more likely to buy items through the app…

Source: Online Retailers Survey, US
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Amazon Monthly Purchases
Items purchased per month are quite strong for Amazon and have improved over the history of our 
survey. But it is getting to a point where there isn’t much room to improve upon the latest survey 
results…

Source: Online Retailers Survey, US
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Wayfair Loyalty

Wayfair is slowly gobbling up a larger portion of customer furniture purchases…

Source: Online Retailers Survey, US
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Wayfair and Amazon Cross-Shopping

Most Wayfair users cross-shop Amazon…

Source: Online Retailers Survey, US
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Etsy Shopping

Etsy users have become more active over time, albeit with some volatility…

Source: Online Retailers Survey, US
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Etsy Shopping Items Per Month

Those who are buying from Etsy are buying more items per month…

Source: Online Retailers Survey, US
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Spotify and Audiobooks

Spotify users would be interested in audiobooks…

Source: Audio Survey, US
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Audiobooks Mindshare

Audiobooks is a far less crowded field compared to music and podcasts…

Source: Audio Survey, US
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Audio Preferences

Consumer preferences are shifting from channels or stations to picking individual songs, interviews, or 
playlists to listen to…

Source: Audio Survey, US
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Podcasts

Joe Rogan dominates podcast mindshare…

Source: Audio Survey, US
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Connected Car and Audio

Though flatter of late, consumers have dramatically increased their usage of their phone connecting to 
the car for audio listening…

Source: Audio Survey, US
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Connected Car vs. AM/FM

AM/FM Radio has been losing ground to alternatives in the car for some time now…

Source: Audio Survey, US
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Audio Hardware

Portable speakers and Airpods/Earbuds have grown in popularity…

Source: Audio Survey, US
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EV vs. Gas Preference

Consumers prefer gas and the data has remained mostly unchanged over time…

Source: EVs and Autos Survey, US
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EVs Expectations

Consumers do think the EV wave is coming, though…

Source: EVs and Autos Survey, US
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Self-Driving Cars

Consumers are not yet sold on the safety of self-driving cars…

Source: EVs and Autos Survey, US
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Tesla Interest “Drivers”

Among those who have interest in getting a Tesla, an increasing percentage say it is because they like 
the brand or look/status of the car…

Source: EVs and Autos Survey, US
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Food Delivery Usage

Usage of food delivery apps jumped higher during the pandemic. The data has regressed since, but 
remains above pre-pandemic levels…

Source: Food Delivery Survey, US
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Food Delivery Apps Share

DoorDash popularity has exploded higher over the history of our survey…

Source: Food Delivery Survey, US
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Food Delivery Apps Share Shifts

DoorDash has gained share from virtually everyone…

Source: Food Delivery Survey, US
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Food Delivery Order Share

The share of orders made through each of the apps we ask about has declined (indicating that people 
are either crossing over more or ordering directly from the restaurants)…

Source: Food Delivery Survey, US
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BNPL Usage

An increasing percentage of consumers would use BNPL options…

Source: BNPL Survey, US
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BNPL and Spending

An increasing percentage of those who said they would use BNPL are saying that it would compel them 
to spend more/buy more things…

Source: BNPL Survey, US
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BNPL Platform Awareness

Consumer awareness of BNPL platforms has been increasing…

Source: BNPL Survey, US
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BNPL Platform Usage

Consumer usage of BNPL platforms has been increasing…

Source: BNPL Survey, US
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Smartphone Refresh Cycles

Smartphone refresh cycles have extended over time, but more recently the percentage who buy 
frequently increased…

Source: Consumer Electronics Survey, US
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Smartphone OS Share and Stickiness

Most smartphone owners have owned the same type of OS for multiple refreshes – ie, fewer “jump 
balls”…

Source: Consumer Electronics Survey, US
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iPhone Purchases

2022 broke out of a down pattern in iPhone purchase recency among the iPhone user base…

Source: Consumer Electronics Survey, US
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Cash App Use Cases

Somewhere in the range of 37-47% Cash App users use it as their primary bank…

Source: Mobile Payments Survey, US
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Crypto Sentiment

Crypto is falling out of favor with both existing investors and with those who are aware of it…

Source: Mobile Payments Survey, US

62



BESPOKE INTEL | SURVEY RESEARCH

Mobile Payments Usage

Usage of mobile payments platforms has trended higher over time. It is consistently viewed as a 
significant popularity gainer for spending and transferring money…

Source: Mobile Payments Survey, US
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Mobile Payments Usage, By Platform

Both Cash App and Venmo have gained in popularity throughout the history of our survey…

Source: Mobile Payments Survey, US
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Mobile Payments Platform Preference

Cash app, Zelle, and Venmo have grown in the percentages of consumers that regard them as the best 
mobile payments app…

Source: Mobile Payments Survey, US
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Instant Transfer Fees

Mobile payments users are increasingly okay with instant transfer fees…

Source: Mobile Payments Survey, US
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Ride Sharing Satisfaction

User satisfaction has fallen a touch sequentially, but remains positive overall…

Source: Ride Sharing Survey, US
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Ride Sharing Pricing Perceptions

In recent quarters, the share of users reporting that ride sharing apps are getting more expensive has 
grown…

Source: Ride Sharing Survey, US
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Ride Sharing Convenience

But ride sharing users consistently view it as more convenient than alternative means of travel…

Source: Ride Sharing Survey, US
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Uber and Uber Eats Cross-Over

User cross-over is down a touch from series highs but flat sequentially in recent quarters…

Source: Ride Sharing Survey, US
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Why People are Using Forms of Travel LESS Than Normal

For people who are traveling less via public transportation, taxis, and ride sharing – Covid remains a 
headwind. At the same time, gas prices are a headwind for people driving themselves…

Source: Ride Sharing Survey, US
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Streaming Video Methods

Though the trend has flattened in 2022, over the history of our survey there has been a shift from 
dedicated streaming devices to smart TV’s with built-in streaming operating systems…

Source: Streaming Players Survey, US
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Smart TV OS Share

The percentage of smart TV owners who say their TV uses Roku TV has increased over time…

Source: Streaming Players Survey, US
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Smart TV OS Satisfaction

Roku TV users report the strongest satisfactions scores, which have improved sequentially…

Source: Streaming Players Survey, US
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TV Purchase Factors

The TV manufacturer is becoming less important to consumers looking to get a new TV. The software on 
the platform has gained in importance… 

Source: Streaming Players Survey, US
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TV OS Preference

Of those looking to buy a smart TV in the next 12-18 months, an increasing percentage would prefer 
Roku TV above all others…

Source: Streaming Players Survey, US
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Current Economic Environment and Video Games

Around a third of gamers say inflation and the current economic environment is impacting their 
spending on video games. Heavier in-game spenders, however, are a bit more resilient…

Source: Video Gamers Survey, US
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Call of Duty, Modern Warfare 2 Interest

Most gamers who have bought COD in the past are interested in the upcoming iteration. A DMZ game 
mode would nudge some on the fence to buy it…

Source: Video Gamers Survey, US

78



BESPOKE INTEL | SURVEY RESEARCH

Video Game Playing Dynamics

Video game playing frequency increased sequentially and is shifting to digital…

Source: Video Gamers Survey, US
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Excitement around PS5 and Xbox Series X Exclusive Lineups

Gamer excitement around exclusive game lineups has increased over time (stronger for PS5)…

Source: Video Gamers Survey, US
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Video Games With In-Game Purchases

Over the history of our survey, an increasing percentage of gamers are spending time (and money) on 
free games with in-app purchases…

Source: Video Gamers Survey, US
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Digital Video Games

More evidence of digital gaining share…

Source: Video Gamers Survey, US
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Purchase Preferences if Buying a New Video Game Today

More evidence of digital gaining share…

Source: Video Gamers Survey, US

83



BESPOKE INTEL | SURVEY RESEARCH

Fortnite Gaming Frequency Changes

Self-reported engagement with Fortnite has fluctuated, taking a step back in 2022 relative to 2021…

Source: Video Gamers Survey, US
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NTDOY Switch Attach Rates

The average number of games purchased per Switch user continues to climb higher…

Source: Video Gamers Survey, US
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Sports Gambling Participation

The percentage of consumers who gamble on sports has increased a bit over the past year…

Source: Sports Gambling Survey, US
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Sports Gambling Pre or Post Legalization

An increasing percentage of sports gamblers say they started after it was legalized in their state…

Source: Sports Gambling Survey, US
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Sports Gambling Platform Preference

Among the broader audience of sports gamblers, Draftkings is preferred by a plurality…

Source: Sports Gambling Survey, US
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Footwear Purchase Preferences | Retailer vs. Direct

Though the trend has moderated recently, consumer preferences have been shifting from retailers to 
buying footwear directly from the brand…

Source: Footwear Survey, US
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Footwear Purchase Preferences | In-Store vs. Online

Though the trend has moderated recently, over time consumer preferences have been shifting from in-
store to buying footwear online…

Source: Footwear Survey, US
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Footwear Purchase Frequency

Consumers have been increasing the number of sneakers they buy per year, on average…

Source: Footwear Survey, US
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Luxury Furniture Demand

Luxury furniture demand among respondents with HHI above $100k weakened q/q in August with the 
main reason for weakening demand being inflation / the economy…

Source: Mattresses and Furniture Survey, US
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Furniture Purchasing Preferences | In-Stores vs. Online

Furniture purchase preferences have shifted toward online over time with a notable jump higher during 
the pandemic. However, that trend has regressed in recent quarters…

Source: Mattresses and Furniture Survey, US
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Mattresses | Memory Foam vs. Inner-Spring

Consumers are shifting from inner-spring to memory foam…

Source: Mattresses and Furniture Survey, US
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Mattresses | Price Expectations

Consumers continue to revise higher the price they would expect to spend on mattresses…

Source: Mattresses and Furniture Survey, US
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Mattresses | Bed-in-a-Box

An increasing percentage of consumers have ordered a mattress online…

Source: Mattresses and Furniture Survey, US
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Mattresses | Bed-in-a-Box vs. Expectations

Bed-in-a-Box type mattresses are consistently over-delivering relative to expectations…

Source: Mattresses and Furniture Survey, US
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Mattresses | Purchase Factors

Convenience is increasingly factoring into the mattress decision making process…

Source: Mattresses and Furniture Survey, US
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Milk Alternative That Consumers Feel Is Healthiest

An increasing percentage of alternative milk user feel Almond milk is the healthiest. Oat milk also gained 
q/q…

Source: Milk Alternatives Survey, US
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Milk Alternative That Consumers Feel Tastes Best

An increasing percentage of alternative milk user feel Almond milk tastes the best. Oat milk also gained 
q/q…

Source: Milk Alternatives Survey, US
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Milk Alternatives Engagement

Among those who consume milk alternatives, consumption patterns have softened sequentially…

Source: Milk Alternatives Survey, US
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Meat Alternatives Engagement

Meat alternatives consumption has softened in recent quarters relative to prior readings…

Source: Meat Alternatives Survey, US
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Meat Alternatives Awareness

Awareness of Beyond Meat and Impossible Foods has increased over time…

Source: Meat Alternatives Survey, US
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Meat Alternatives Projected Engagement

Consumer expectations around how often they will eat meat alternatives going forward has pulled back 
from series highs…

Source: Meat Alternatives Survey, US
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Meat Alternatives Satisfaction

Satisfaction with Beyond and Impossible among people who have tried it has softened in recent 
quarters…

Source: Meat Alternatives Survey, US
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CPGs | In-Store vs. Online

Though online has gained a bit, CPGs and personal care items remain firmly in the in-store purview for
most consumers…

Source: CPGs and Personal Care Products Survey, US
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CPGs | Household Inventory

Consumers are pulling back considerably on the pandemic trend of keeping excess household item 
inventory on-hand…

Source: CPGs and Personal Care Products Survey, US
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CPGs | Spending Changes By Category

Consumers reported significant increases in spending on a number of household items during the 
pandemic. Survey data has regressed back closer to “no change” for most items in August…

Source: CPGs and Personal Care Products Survey, US
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CPGs | Davids vs. Goliaths

Consumers are increasingly likely to agree that smaller brands in CPGs and household products have 
been winning them over…

Source: CPGs and Personal Care Products Survey, US
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CPGs | Hand Washing

The over-emphasis on hand washing during the pandemic has started to pull back…

Source: CPGs and Personal Care Products Survey, US
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CPGs | Out of Stock

Consumers are significantly less likely to encounter shortages compared to pandemic highs…

Source: CPGs and Personal Care Products Survey, US
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CPGs | Hard Seltzer

Hard Seltzer’s share of alcohol consumption is softening…

Source: CPGs and Personal Care Products Survey, US
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Pet Retailers | Price Checking Amazon

The percentage of pet retailer customers who price check on Amazon often has declined sequentially…

Source: Per Retailers Survey, US
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Pet Retailers Customer Sentiment

Chewy customers offer the most positive feedback on the platform…

Source: Per Retailers Survey, US
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Yeti Awareness

Yeti awareness has climbed higher sequentially…

Source: Yeti Survey, US
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Yeti Product Ownership

Among those who are aware of Yeti, number of items owned per respondents has increased…

Source: Yeti Survey, US
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Yeti Purchase Dynamics

Yeti owners were more likely to have made their most recent Yeti product in person and of those buying 
in a store, an increasing percentage did not specifically go to the store in order to buy a Yeti product…

Source: Yeti Survey, US
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Yeti Direct

Yeti owners are becoming less likely to go directly to Yeti for their next purchase…

Source: Yeti Survey, US
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Department Stores and Clothing Brands Popularity

Amazon + Lower Priced/Value options (Shein, TJ Maxx, Target, Kohls Ross, H&M, Old Navy, Zara, etc) are 
viewed most often as popularity gainers…

Source: Department Stores Survey, US
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Shein Awareness and Engagement

Consumer awareness of Shein and purchases from Shein have increased considerably…

Source: Department Stores Survey, US
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Wal-Mart Consumer Trends

Among those shopping Wal-Mart less, an increased percentage are either shopping less in general or are 
trading down to dollar stores…

Source: Low Cost Retailers Survey, US
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WMT and TGT Pricing

Customers of both Wal-Mart and Target have become considerably more likely to say they noticed prices 
increasing during their last visit…

Source: Low Cost Retailers Survey, US
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BBQ Grills Mindshare

The first brand that comes to mind when consumers think about grills is Weber…

Source: BBQ Grills Survey, US

123



BESPOKE INTEL | SURVEY RESEARCH

BBQ Grills Satisfaction

Weber Grill owners are very satisfied with the product and satisfaction has only increased over time…

Source: BBQ Grills Survey, US
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Hand Soaps and Sanitizers Importance

Hand soaps and sanitizers are becoming more important to respondents…

Source: Bath and Body Works Survey, US
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BBWI Brand Opinion

BBWI has a rare combination of high awareness relative to peers and strongest brand opinion relative to 
peers…

Source: Bath and Body Works Survey, US
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BBWI Stickiness

More than half of BBWI customers first bought from the brand 5+ years ago…

Source: Bath and Body Works Survey, US
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BBWI In-Store vs. Online

BBWI is a brand that customers prefer to shop in-store.

Source: Bath and Body Works Survey, US
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BBWI Loyalty

BBWI customers are loyal to the brand across categories…

Source: Bath and Body Works Survey, US
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SFIX Awareness

Among those who have never shopped SFIX, awareness remains stubbornly low…

Source: SFIX Survey, US
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SFIX Interest Among Non-Users

Among those who have never shopped SFIX, interest in the platform when we described it to them is 
relatively low and unchanged…

Source: SFIX Survey, US
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SFIX Purchases

The percentage of consumers who have purchased items from SFIX has been mostly flat over time…

Source: SFIX Survey, US
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AMZN vs. W Pricing Analysis

In recent quarters, the % of times Amazon is cheaper than Wayfair has increased…

Source: AMZN vs. W Identical Items Pricing Analysis
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AMZN vs. CHWY Pricing Analysis

In recent quarters, the % of times Amazon is cheaper than Chewy has increased…

Source: AMZN vs. W Identical Items Pricing Analysis
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Internet Subscriptions | Pricing Power

Online dating apps, PTON/PLNT, and News subscriptions have the most pricing power…

Source: Internet Subscriptions Survey, US
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Streaming Subscriptions | Pricing Power

Among streaming platforms, Netflix, HBO Max, and Sirius have the most pricing power…

Source: Internet Subscriptions Survey, US
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Internet Subscriptions | Stickiness

Amazon Prime and Apple Music are the stickiest subscriptions…

Source: Internet Subscriptions Survey, US
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SAAS Satisfaction

Of all platforms, Docusign has the strongest customer satisfaction…

Source: SMB & IT Decision Maker Survey, US
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SAAS Importance

Cloud services and Docusign are the most important to IT Decision makers…

Source: SMB & IT Decision Maker Survey, US
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Online Grocery Usage Each Month

After surging during the pandemic, the percentage of consumers who had groceries delivered during the 
past month has softened…

Source: Monthly Survey of US Consumers

Have you gotten groceries delivered in the past month from any of the following?
Posed to all respondents.
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Meal Kits Usage Each Month

Source: Monthly Survey of US Consumers

Have you gotten meal kits delivered from any of the following in the past month?
Posed to all respondents.

After surging during the pandemic, the percentage of consumers who had meal kits delivered during the 
past month has softened…

141



BESPOKE INTEL | SURVEY RESEARCH

Online Grocery Ordering In General

After gaining share for a number of months, consumer participation in online grocery ordering has been 
flatter of late…

Source: Monthly Survey of US Consumers

Please characterize your experience with ordering groceries online:
Posed to all respondents.
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Meal Kits Ordering In General

After gaining share for a number of months, consumer participation in meal kits ordering has reversed 
trend and has been worsening in recent months…

Source: Monthly Survey of US Consumers

Please characterize your experience with ordering meal kits online:
Posed to all respondents.
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Online Dating Sentiment

Sentiment toward online dating platforms has fluctuated over time in our survey, more recently ceding 
gains made in 2021…

Source: Monthly Survey of US Consumers

Posed to all respondents.

What is your opinion of online dating apps/sites?
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Cruises Sentiment

The percentage of consumers who would feel uncomfortable going on a cruise today has declined in 
recent months…

Source: Monthly Survey of US Consumers

Posed to all respondents.

How comfortable would you feel going on a cruise today?
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News Platform Engagement

Following a period in which readership increased across platforms, the percentage of respondents 
regularly reading an array of news platforms has declined in 2022…

Source: Monthly Survey of US Consumers

Posed to all respondents.
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Paid News Subscriptions

Of those who read the New York Times, WSJ, and Washington Post, the share who report only reading 
free content has increased while the percentage who has a paid subscription has declined…

Source: Monthly Survey of US Consumers

New York Times (n=296) Wall Street Journal (n=220)

Financial Times (n=131) Washington Post (n=205)

Posed to all respondents who said they read each of the following.

Do you currently have a paid subscription with any of the following?
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NYT Engagement

The percentage of NYT readers who read the publication daily has softened in recent months…

Source: Monthly Survey of US Consumers

Posed to all respondents who said they read the New York Time (N = 296)

How often do you read the following:
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Online Pharmacy

Consumers are increasingly open to the idea of ordering prescriptions through an online pharmacy…

Source: Monthly Survey of US Consumers
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Amazon as a Pharmacy

But they have been less likely over time to say they think it is a good idea to use Amazon for all
prescriptions…

Source: Monthly Survey of US Consumers
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