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1. Youth Spending Time on SocNets...

Americans' Daily Time Spent Social Networking
(self-reported average hours per day, among social network users)
January 2013
Overall 3.2
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Female . 3.6
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35-49 3.0 |
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High HHI 3.1
Marital status - married 3.0 :
Marital status - other 3.4
Education - low 3.5
Education - medium 2.9 i
Education - high 3.0 i
Chief income earner - yes 3.0 i
Chief income earner - no 3.3
Employed 3.0 i
Not employed 3.5
Business owner - yes 4.4
Business owners - no 3.0 ;
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Global average 3.6
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Source article: Social Networking Eats Up 3+ Hours Per Day For The Average American User
Takeaway: Not surprisingly, youth are avid social networking users, self-reporting almost 4 hrs/day!


http://www.marketingcharts.com/wp/interactive/social-networking-eats-up-3-hours-per-day-for-the-average-american-user-26049/
http://www.marketingcharts.com/wp/interactive/social-networking-eats-up-3-hours-per-day-for-the-average-american-user-26049/

2. And Have Plenty of Facebook Friends

Average Number of Facebook Friends, by Age Group
among Facebook users aged 12+, self-reported

April 2013

506 510
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Source: Arbitron/Edison Research
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Source article: 18-24-Year-Olds on Facebook Boast an Average of 510 Friends

Takeaway: Facebook users report an average of 303 friends - a figure which climbs to 510 among 18-24-year-olds.


http://www.marketingcharts.com/wp/direct/18-24-year-olds-on-facebook-boast-an-average-of-510-friends-28353/
http://www.marketingcharts.com/wp/direct/18-24-year-olds-on-facebook-boast-an-average-of-510-friends-28353/

3. Snapchat Grows Its Young User Base

Snapchat User Demographics
% of US cell phone owners aged 18+

October 2013
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Source: Pew Research Center's Internet & American Life Project
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Source article: The Demographics of Instagram and Snapchat Users
Takeaway: 18-29-year-olds are 3 times more likely to use Snapchat than the average online adult (26% vs. 9%).


http://www.marketingcharts.com/wp/online/the-demographics-of-instagram-and-snapchat-users-37745/
http://www.marketingcharts.com/wp/online/the-demographics-of-instagram-and-snapchat-users-37745/

4. How Many Youth Are Out There?

in millions / % share of total population

as of July 1, 2012

US Population Estimates, by Popular Age Group
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Source article: So How Many Millennials Are There in the US, Anyway?

Takeaway: There’s no consensus definition of a Millennial, so it helps to be specific with age ranges.



http://www.marketingcharts.com/wp/topics/demographics/so-how-many-millennials-are-there-in-the-us-anyway-30401/
http://www.marketingcharts.com/wp/topics/demographics/so-how-many-millennials-are-there-in-the-us-anyway-30401/

5. Youth and TV: It's Not That Dire...

Traditional TV Viewing Trends Among 18-24-Year-Olds

weekly time spent in hours: minutes, based on total population

Q1 2011-Q3 2013

2011 2012 2013
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Source article: Are Young People Watching Less TV?

Takeaway: Despite all the talk, young people are still watching plenty of traditional TV.


http://www.marketingcharts.com/wp/television/are-young-people-watching-less-tv-24817/
http://www.marketingcharts.com/wp/television/are-young-people-watching-less-tv-24817/

6. And TV Ad Spend is Still Healthy

US TV Ad Spend Growth Rate, vs. Overall Average

(% change year-over-year)

Q1 2011-Q3 2013
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urce: Kantar Media. Overall refers to a te of TV, magazine, newspaper, internet-display, radio, outdoors, and FSIs. Figures have been tabulated on a consistent like-for-like basis that

for changes in monitoring coverage. Figures are therefore directly comparable across every time period

Source article: Data Dive: US TV Ad Spend and Influence
Takeaway: The Q3 2013 drop-off owes to the post-P&O (political & Olympic) spending swoon. Otherwise TV is healthy.


http://www.marketingcharts.com/wp/television/data-dive-us-tv-ad-spend-and-influence-22524/
http://www.marketingcharts.com/wp/television/data-dive-us-tv-ad-spend-and-influence-22524/

/. TV Rules Paid Media in Influence...

Most Influential Forms of Advertising
% of global online consumers, indicating that they always or sometimes take action on each form _
September 2013 fo POt Change
Recommendations from people I know 84% --
Consumer opinions posted online 70% 2%
Adson TV NN 68% 6%
Branded websites [IIIINIGEGEEEEEEN 67% -2%
Ads in newspapers [IIEINGEGEEEE. 65% 4%
Emails I signed up for NG 65% 9%
Editorial content such as newspaper articles [IIINIEGGEEEEEN 64% -3%
Ads in magazines [IIIININEGEGEGEEEEEEEN 62% 2%
Brand sponsorships NGNS 60% -1%
TV program product placements NGNS 58% 3%
Billboards and other outdoor advertising NG 57% -
Ads served in search engine results [IIINIEGEEEEN 57% 9%
Ads on radio NG 55% -2%
Ads on social networks NGNS 55% 7%
Ads before movies NG 53% -3%
Online video ads NNNEGEGEEEEEEEN 52% 4%
Online banner ads NNNEGEGEGNEEEEEEEN 50% 8%
Display ads on mobile devices GG 49% 4%
Text ads on mobile phones [ININEGEGEGEGEEEEEN 45% 8%
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Source article: Which Forms of Advertising Do Consumers Trust - and Act On - the Most?
Takeaway: Online advertising influence is growing, but remains behind traditional ads; earned media still tops.


http://www.marketingcharts.com/wp/television/which-forms-of-advertising-do-consumers-trust-and-act-on-the-most-36767/
http://www.marketingcharts.com/wp/television/which-forms-of-advertising-do-consumers-trust-and-act-on-the-most-36767/

8. Search Brings The Best Customers

E-Commerce Customer Acquisition Channel Comparison

% of customers acquired / customer lifetime value

2009-2013

Percentage of customers acquired

Channel 2009 2010 2011 2012 2013
CPC (Cost per click) 5.39% 6.71% 7.89% 9.71% 9.82%
Email 0.88% 0.75% 2.64% 5.34% 6.84%
Google 0.51% 1.60% 1.33% 0.98% 1.72%
Organic 10.35% 13.14% 15.05% 16.22% 15.81%
Referral 3.63% 6.04% 7.30% 7.70% 6.39%
Banner ads 0.01% 0.04% 0.09% 0.15% 0.46%
Facebook <0.01% 0.16% 0.22% 0.05% 0.17%
PPC (Pay per click) <0.01% <0.01% 0.01% 0.30% 0.23%
Affiliate 0.34% 0.44% 0.42% 0.75% 0.96%
Twitter <0.01% <0.01% <0.01% <0.01% <0.01%
CPM (Cost per impression) <0.01% 0.02% 0.03% <0.01% <0.01%
|
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Source article: E-Commerce: Which Customer Acquisition Channels Perform Best?
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Takeaway: Organic search delivers the most e-commerce customers and the highest-value ones.


http://www.marketingcharts.com/wp/direct/e-commerce-which-customer-acquisition-channels-perform-best-30651/
http://www.marketingcharts.com/wp/direct/e-commerce-which-customer-acquisition-channels-perform-best-30651/

9. Online Industries Grow Rapidly

Top 10 Fastest-Growing US Industries
by annualized revenue growth / 2013 Revenue ($m)
2003-2013
Social Network Game Development 134.4% $6,000
e-Book Publishing [N ss.3% $6,830
Social Networking Sites 74.4% $6,569
Online Fashion Sample Sales _ 55.6% $2,491
Online Payment Processing Software Developers 43.2% $15,261
Online Greeting Card Sales _ 40.0% $3,890
Online Photo Printing 27.7% $2,191
Online Shoe Sales - 17.0% $8,943
Online Household Furniture Sales - 13.8% $7,647
Fantasy Sports Services - 13.1% $1,682
LT MARKETINGCHARTS.COM
Source: 1BISWorld
L e— —————

Source article: Top 10 Fastest-Growing US Industries: The Internet Makes its Mark
Takeaway: Not surprisingly, the fastest-growing US industries over the past decade are all online-based.


http://www.marketingcharts.com/wp/topics/e-commerce/top-10-fastest-growing-us-industries-the-internet-makes-its-mark-28968/
http://www.marketingcharts.com/wp/topics/e-commerce/top-10-fastest-growing-us-industries-the-internet-makes-its-mark-28968/

10. 15% of American Adults Are Offline.

American Adults' Internet Adoption

% of American adults

as of May 2013
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Women
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30-49
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Less than $30,000/yr
$30,000-$49,000
$50,000-$74,000
$75,000+

Urban

Suburban
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®Don't use internet Use internet, but not from home  ®™Use internet at home
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Source: Pew Research Center's Internet & American Life Project
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Source article: 15% of Americans Adults Don’ nline. Who Are They?

Takeaway: A significant 44% of the 65+ group are offline. That’s about 19 million Americans of that age (see Chart 4).


http://www.marketingcharts.com/wp/online/which-mobile-offer-types-do-recipients-believe-are-most-likely-to-spur-them-to-action-38581/
http://www.marketingcharts.com/wp/online/which-mobile-offer-types-do-recipients-believe-are-most-likely-to-spur-them-to-action-38581/
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