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Users of Instagram AND TikTok are nearly evenly split on which they would delete if forced to
only keep one or the other. By age, the youngest 18-24 year-old cohort would be more likely
to delete Instagram, the 25-34 year-old cohort are nearly evenly split, and the 35+ crowd
would be more likely to delete TikTok. By gender, males would be more likely to delete TikTok
whereas females would be more likely to delete Instagram.

TikTok vs. Instagram – If One Had To Go

Familiarity with what the metaverse is and interest in it increased q/q compared to a
relatively low initial reading recorded in our January 2022 survey. When we ask respondents
to fill-in what the metaverse is, the majority either say “virtual world/reality” or “Facebook.”

Metaverse Awareness and Interest Increases

Most respondents report that they either have, or would, choose to opt-out of tracking if
prompted by iOS. However, on the whole social media users have been increasingly likely
over time to say that they don’t like the privacy related issues with social media platforms but
WOULD NOT change their usage because of it. There remains nuances by platform in the
sense that typically younger user bases (ie, TikTok, Snapchat) are less likely to choose opt-out
on iOS prompts relative to users of other platforms.

Privacy Dust Continues to Settle

Consumer awareness of and sentiment toward the ability to buy products within social media
experiences improved sequentially. Over time, consumers have been increasingly likely to tell
us that they find products to buy while using social media platforms.

Social Commerce Interest Drives Higher

In a number of KPIs we track, social media engagement and sentiment was either consistent
or improved relative to prior waves.

Social Media Sentiment/Engagement

Awareness, usage, and sentiment toward Reels improved this quarter.

Reels – Sequential Improvement In Feedback
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This question was posed to all respondents who use BOTH TikTok AND Instagram. 
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51.6%

48.4%

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

I would DELETE Instagram

I would DELETE TikTok

Apr (22)

Data from the above chart, cut by age and gender.

I would DELETE Instagram I would DELETE TikTok N = 

18-24 60.0% 40.0% 70

25-34 50.7% 49.3% 73

35+ 44.3% 55.7% 79

Male 42.6% 57.5% 94

Female 57.8% 42.2% 128
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Respondents who would delete Instagram, why?

Barely use Instagram

Because I be on tiktok more 

Because I don’t use it as much

Because i dont use too much instagram

Because I feel like Instagram is very similar to Facebook 

because i like tik tok more 

Because I like watching videos 

Because I use it less

Because Instagram is like Snapchat and I prefer Snapchat

Because of the ads and not seeing my friends post 1st

because they are other apps like it 

Because Tik Tok gives me a laugh and I can use that occasionally 

Because tiktok had more of a variety

Cause I barely use it 

Cause I like the TikTok videos

Don't do much 

Enjoy Tik Tok more

Entertaining 

Haven't mastered it yet. 

I am much more active and in a much better mood on TikTok

I can post my pictures on other platforms 

i cant choose as i use both regularly so i just tapped one

I choose to delete instagram because, I use TikTok more and my daughter enjoys watching the funny videos on that 

app.

i don’t find it that interesting nd i hardly use it 

I don't know but that was an extremely hard decision

I don't like it as much as tiktok

I dont use a lot

I don't use instagram that much, so it wouldn't affect me that much If I deleted it

I don't use it too much because Snapchat and TikTok have more friends and I use them more often than I use 

Instagram

I enjoy TikTok more

I enjoy watching videos in TikTok more

I haven't used TikTok much yet and have used Instagram more.
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Respondents who would delete Instagram, why?

I learn stuff on tiktok

I looooooove TikTok!

I love them both but I use TikTok more and it makes me laugh

I love TikTok

I perfer tiktok over Instagram 

I prefer TikTok more interesting 

I rarely use it and most of its content is pictures I double-post on Facebook. The content is often repetitive amongst 

my friends.

I spend more time on tiktok than on Instagram 

i think its content is more harmful than tiktoks is (e.g. influencers, models. etc)

I use both daily so it was hard I just picked one 

I use Instagram less and I find it less entertaining

I use it less

i use less 

I use more tik tok is more fun

I use tik tok way more 

I use TikTok more 

I use TikTok more and because I get inspiration to create new things from TikTok.

I would delete insta

I would delete instagram because I use tik tok a lot more than I use instagram

i would post pictures on a different social media site. i use them for different reasons.

i’m addicted to tiktok

Instagram gets boring and toxic

Instagram is just like other apps

instagram is just photos i like video better

It gets boring after a while 

It gives people false images with all of the filter

just for the fact i use tik tok way more than instagram

Less common 

my instagram is often the same as my facebook

neither but I would get instagram back after deleting it, can't live without it

Not as entertaining 

Not really on Instagram as much

The reason is that Tiktok entertainment

Tik tok better

tik tok is more personal and enjoyable while instagram promotes unwanted ideas

Tik tok is too creative 
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Respondents who would delete Instagram, why?

Tik tok is where I spent most of my time 

Tiktok is better

TikTok is entertaining to me.

Tiktok is funnier 

TikTok is just more fun.

Tiktok is more amusing. 

TikTok is more entertaining

TikTok is more entertaining 

TikTok is more fun

TikTok is more interesting

tiktok is much more fun

TikTok is way better than Instagram 

Tiktok keeps my attention and there’s always something new to see.

Very rarely get on it
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Respondents who would delete TikTok, why?

Annoying

Annoying 

Because I don’t get to keep up with what my friends and family are doing on tik tok

Because I don't use it much anyways

Because I feel I don't use it as much 

Because I follow a lot of people on Instagram

Because I have a lot of followers on Instagram

because i love to post on instagram

Because I would barely use it 

Because Instagram has reels

Because Instagram is meaning full to me

Because Instagram is more mainstream and I follow more people and have more followers on instagram

Because it is the right choice 

Because it's just sort of annoying 

Because I've never posted on TikTok but I post all kinds on Instagram

Because TikTok at least in America is only filled with people doing stupid dances or chasing clout instead of doing 

cool things

Content

Don’t use it as much

Don't really use Tiktok

Don't use it 

Fewer connections.

Funny

I barely use it 

I can actually get some good info from Insta

I chose TikTok because it's just an app in watch videos on. I've never posted on it and don't use any kind of 

messenger to talk to any one on the app 

I do not know 

I don’t be on TikTok everyday 

I don’t care for it

I don't know 

I don't know 

I don't relate to this one as much.

I don't use as much as Instagram 

I don't use it as often

I don't use tiktok now so much.

I had Instagram longer
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Respondents who would delete TikTok, why?

I have a lot of important life moments documented on Instagram

I have fewer connections on TikTok

I have had instagram longer 

I have used Instagram longer and I like that app more than TikTok

I love Instagram more

I love TikTok more 

I only watch videos, don't produce my own content

I use Instagram for business more then tick tock 

i use instagram for my good vibes 

I use Instagram more

I use Instagram more.

I use Instagram to enter sweepstakes

I use it less often

I’ve been with Instagram longer and more established.

Instagram has more stability to it for me

Instagram is more personal

Just videos I can watch later

Least favorite 

More businesses use Instagram

My daughter is on Instagram 

New to tik tok

not much usage

Not using it no longer 

People on TikTok are more annoying than instagram

Tik tok caters to younger

Tik tok has gotten boring

Tik Tok has so many drama scenes.

Tik tok is getting silly

tik tok isn’t as interesting 

Tik tok seem more for the kids. Instagram seem more in the middle 

TikTok is just something to make us laugh.  Instagram is more serious and professional. 

too many non useful videos, content is not what I need to use

Too much out there and people I don't want to see

USE INSTAGRAM A LOT MORE

Use it less

Value The Pictures

You can still see reels on Instagram.
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This question was posed to all respondents.
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5.4%

9.1%

30.6%

18.7%

36.3%

7.3%

10.3%

33.1%

19.1%

30.3%

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

Extremely familiar

Very familiar

Somewhat familiar

Not so familiar

Not at all familiar

Apr (22)

Jan (22)
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IF YOU HAD TO BRIEFLY DESCRIBE WHAT THE METAVERSE IS TO SOMEONE, WHAT WOULD YOU SAY?

This question was posed to all respondents.
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This question was posed to all respondents. 
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4.7%

6.7%

21.2%

21.3%

46.0%

7.2%

5.4%

18.8%

23.3%

45.4%

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

Extremely interested

Very interested

Somewhat interested

Not so interested

Not at all interested

Apr (22)

Jan (22)
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IN YOUR OPINION, IS SOCIAL MEDIA IN GENERAL A GOOD THING OR A BAD THING?

Posed to all respondents

3.08

2.98

3.02

2.92

3.03

2.93

2.89

2.85

2.97

2.81

2.83

2.83

2.92

Apr (19)

Jul (19)

Oct (19)

Jan (20)

Apr (20)

Jul (20)

Oct (20)

Jan (21)

Apr (21)

Jul (21)

Oct (21)

Jan (22)

Apr (22)

Very Bad Bad Neutral Good Very Good
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Posed to all consumers.
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3.17

3.15

3.15

3.10

3.27

3.24

3.23

3.27

3.30

3.28

3.45

3.32

3.43

3.36

3.43

3.49

3.28

3.29

3.37

3.36

3.43

3.38

3.45

3.43

3.43

3.42

3.39

3.29

3.35

3.25

3.39

3.33

3.33

Mar (14)

Jul (14)

Oct (14)

Jan (15)

Mar (15)

Jul (15)

Oct (15)

Jan (16)

Apr (16)

Jul (16)

Oct (16)

Jan (17)

Apr (17)

Jul (17)

Oct (17)

Jan (18)

Apr (18)

Jul (18)

Oct (18)

Jan (19)

Apr (19)

Jul (19)

Oct (19)

Jan (20)

Apr (20)

Jul (20)

Oct (20)

Jan (21)

Apr (21)

Jul (21)

Oct (21)

Jan (22)

Apr (22)

Very Infrequently Infrequently Somewhat Frequently Frequently Very Frequently

http://www.bespokeintel.com


BESPOKE MARKET INTELLIGENCE

Social Media Account Holders And 
Engagement – A Consumer View 

Audience: 1,000 US Consumers
Date: April 2022

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

BESPOKE MARKET INTELLIGENCE www.bespokeintel.com

Social Media Account Holders And 
Engagement – A Consumer View 

DO YOU EXPECT YOUR USAGE OF THE FOLLOWING TO CHANGE GOING FORWARD FROM NOW?

Posed to respondents who use the following platforms.

2.81

2.91

2.95

2.98

2.99

3

3.03

3.13

Facebook

Nextdoor

Instagram

Twitter

Snapchat

Clubhouse

Pinterest

TikTok

Apr (22)

Jan (22)

Oct (21)

Jul (21)

Apr (21)

Jan (21)

Oct (20)

Jul (20)

Apr (20)

Significantly Reduce Significantly 

Increase

Reduce IncreaseNo Change
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WHAT IS YOUR OPINION OF THE FOLLOWING APPS/SITES?

Data collected over the prior four volumes, comparing opinions of those who use each 
platform vs. those who do not use each platform.
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WHAT IS YOUR OPINION OF THE FOLLOWING APPS/SITES?

Posed to people who said they use both TikTok AND Facebook, cut by age and gender. 
Data from prior four waves to achieve larger N sizes.
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WHAT IS YOUR OPINION OF THE FOLLOWING APPS/SITES?

Posed to people who said they use both TikTok AND Instagram, cut by age and gender. 
Data from prior four waves to achieve larger N sizes.
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Posed to daily visitors of each platform.

Chart Shows Median
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This question was posed to all respondents.
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2.47

2.6

2.58

2.73

2.78

3.05

2.54

2.6

2.65

2.75

2.8

3.04

Facebook

Twitter

TikTok

Snapchat

Instagram

Pinterest

Apr (22)

Jan (22)

Very Negative Negative
Neither Negative 

Nor Positive Positive Very Positive
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This question was posed to all respondents.
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This question was posed to all respondents.
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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

14.2%

38.6%

29.5%

17.7%

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

I don't care

I don't like it, but I'm not going to change my usage

I don't like it, and will reduce usage

I don't like it will delete accounts

Apr (22)

Jan (22)

Oct (21)

Jul (21)

Apr (21)

Jan (21)

Oct (20)

Jul (20)

Apr (20)

Jan (20)

Oct (19)

Jul (19)

Apr (19)

Jan (19)

Oct (18)

Jul (18)

Apr (18)

http://www.bespokeintel.com


BESPOKE MARKET INTELLIGENCE

Social Media Account Holders And 
Engagement – A Consumer View 

Audience: 1,000 US Consumers
Date: April 2022

FOR PERSONAL USE ONLY—DO NOT FORWARD OR REDISTRIBUTE PAGE 27

BESPOKE MARKET INTELLIGENCE www.bespokeintel.com

Social Media Account Holders And 
Engagement – A Consumer View 

WHAT KIND OF SMARTPHONE DO YOU HAVE?

Posed to all respondents.

44.4%

46.1%

2.2%

7.4%

39.9%

49.9%

3.6%

6.6%

41.4%

48.9%

1.8%

8.0%

45.8%

48.0%

0.6%

5.7%

45.3%

48.2%

1.4%

5.0%

47.3%

45.0%

1.9%

5.8%

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

Android

Apple iPhone

Other

I don't own a smartphone

Apr (22)
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Oct (21)

Jul (21)

Apr (21)

Jan (21)
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HAVE YOU SEEN NOTIFICATIONS LIKE THIS ON YOUR IPHONE?

Posed to iPhone owners.

70.3%

29.7%

66.9%

33.1%

33.0%

67.0%

36.2%

63.8%

35.2%

64.8%

40.1%

60.0%

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

No, I have not seen app tracking

requests like this

Yes, I have seen these pop-ups
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WHEN YOU HAVE GOTTEN THESE NOTIFICATIONS, WHAT DO YOU SELECT?

Posed to iPhone owners who have seen notifications like the below.

52.6%

23.1%

23.1%

1.3%

45.8%

33.6%

15.9%

4.7%

58.9%

28.9%

10.7%

1.5%

52.7%

31.8%

12.2%

3.4%

54.8%

27.9%

13.1%

4.2%

52.6%

33.5%

10.9%

3.0%

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

I always select "Ask App not to Track"

I usually select "Ask App not to Track"

I usually select "Allow"

I always select "Allow"

Apr (22)

Jan (22)

Oct (21)

Jul (21)

Apr (21)

Jan (21)
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GOING FORWARD, IF YOU SEE THIS NOTIFICATION FOR APPS YOU USE, WHAT WILL YOU CHOOSE?

Posed to all respondents, cross-tabbed by operating system.
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HAVE YOU GOTTEN NOTIFICATIONS FOR THE FOLLOWING, AND IF YES WHAT DID YOU CHOOSE?

Posed to iPhone owners who use each of the following.

October 2021July 2021

January 2022April 2022
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GOING FORWARD, IF YOU SEE THIS NOTIFICATION FOR APPS YOU USE, WHAT WILL YOU CHOOSE?

Posed to all respondents, cross-tabbed by age.
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IF YOU GOT THE ABOVE PICTURED NOTIFICATION FOR THE FOLLOWING TODAY, WHAT WOULD YOU 
CHOOSE?

Posed to iOS users who use of each of the following.
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IF YOU GOT THE ABOVE PICTURED NOTIFICATION FOR THE FOLLOWING TODAY, WHAT WOULD YOU 
CHOOSE?

Posed to Android users who use of each of the following.
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IF YOU GOT THE ABOVE PICTURED NOTIFICATION FOR THE FOLLOWING TODAY, WHAT WOULD YOU 
CHOOSE?

Posed to users who use of each of the following, cross-tabbed by age.
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IF YOU GOT THE ABOVE NOTIFICATION FOR ANY GOOGLE RELATED APPS, INCLUDING GMAIL, WHAT 
WOULD YOU CHOOSE?

Posed to all respondents.

15.8%

78.3%

6.0%

15.6%

77.7%

6.7%

12.3%

79.3%

8.4%

14.8%

77.7%

7.6%

15.4%

77.6%

7.0%

19.3%

73.6%

7.1%

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

I would choose

ALLOW

I would choose

ASK APP NOT TO

TRACK

Not Applicable
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IF YOU GOT THE ABOVE NOTIFICATION FOR ANY AMAZON RELATED APPS, WHAT WOULD YOU CHOOSE?

Posed to all respondents.

17.9%

77.8%

4.3%

17.3%

75.9%

6.7%

11.4%

80.1%

8.5%

15.4%

77.8%

6.9%

15.8%

76.6%

7.6%

18.0%

74.6%

7.4%

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

I would choose ALLOW

I would choose ASK APP NOT TO TRACK

Not Applicable
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WHEN YOU BROWSE INSTAGRAM, DO YOU TAP TO VIEW PRODUCTS? SELECT ALL THAT APPLY)

Posed to Instagram users.

Historical data comparison.

12.9%

17.0%

37.1%

52.8%

14.6%

16.6%

33.3%

49.9%

14.1%

13.1%

32.0%

57.8%

17.0%

19.4%

35.6%

49.8%

15.6%

20.4%

38.5%

47.9%

14.9%

18.1%

36.2%

47.8%

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

In explore

In stories

In your feed

No, I do not ever "tap to view products"

on Instagram
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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.

37.1%

26.9%

28.2%

7.9%

34.5%

29.6%

26.4%

9.5%

33.4%

30.0%

30.4%

6.2%

33.4%

31.0%

26.4%

9.2%

32.1%

30.5%

28.0%

9.5%

30.0%

30.2%

28.5%

11.4%

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

I didn't know they allowed that

I like the feature, BUT it doesn't change how often I

purchase items through Instagram

I know they are allowing it, but I don't care

I like the feature AND I will purchase items I see on

Instagram more often BECAUSE of it

Apr (22)

Jan (22)

Oct (21)

Jul (21)

Apr (21)

Jan (21)
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HOW OFTEN DO YOU DISCOVER PRODUCTS TO BUY ON THE FOLLOWING:

Posed to users of each of the following social media apps.

1.57

1.54

2.17

2.09

2.1

2.23

1.73

1.72

2.21

2.1

2.34

2.38

1.61

1.6

2.04

2.12

2.25

2.33

1.83

1.91

2.25

2.26

2.39

2.55

1.83

1.98

2.26

2.3

2.25

2.48

2.08

2.18

2.35

2.36

2.54

2.59

Twitter

Snapchat

Facebook

Instagram

TikTok

Pinterest

Apr (22)

Jan (22)

Oct (21)

Jul (21)

Apr (21)

Jan (21)

Never Rarely Occasionally Often Very Often
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HOW LIKELY WOULD YOU BE TO BUY PRODUCTS FROM COMPANIES OR BRANDS ON SOCIAL MEDIA 
PLATFORMS (IE, CHECKING OUT WHILE STILL ON THE SOCIAL MEDIA PLATFORM, THROUGH THE SOCIAL 
MEDIA PLATFORM)

Posed to users of each of the following social media apps.

2.24

2.25

2.41

2.42

2.49

2.53

Twitter

Facebook

Pinterest

Instagram

Snapchat

TikTok

Apr (22)

Jan (22)

Oct (21)

Jul (21)

Apr (21)

Jan (21)

Very Unlikely Unlikely Somewhat Likely Likely Very Likely
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WHAT IS YOUR OPINION OF BEING ABLE TO BUY PRODUCTS THROUGH SOCIAL MEDIA PLATFORMS (IE, 
NOT HAVING TO LEAVE THE PLATFORM TO PURCHASE AN ITEM THAT YOU COME ACROSS WHILE ON THE 
PLATFORM)?

Posed to users of social media apps.

4.3%

17.3%

48.3%

17.1%

13.0%

7.7%

19.2%

45.8%

15.3%

11.9%

4.1%

17.7%

44.8%

19.5%

14.0%

6.9%

20.4%

47.1%

13.9%

11.7%

7.0%

19.3%

48.9%

13.2%

11.6%

8.8%

19.9%

45.2%

14.0%

12.0%

0% 10% 20% 30% 40% 50% 60%

Very positive

Positive

Neutral / I don't

know

Negative

Very negative

Apr (22)

Jan (22)

Oct (21)

Jul (21)

Apr (21)

Jan (21)
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ARE YOU FAMILIAR WITH INSTAGRAM REELS (EXAMPLES PICTURED)

Posted to Instagram Users:

57.7%

25.6%

16.8%

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

I am familiar with Instagram Reels

I've heard of it, but don't know much

about it

I don't know what it is / have never

seen or used it

Apr (22)

Oct (21)

Jul (21)

Apr (21)

Jan (21)

Oct (20)

*Note: We did not ask this question in our January 2022 survey.
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WHAT IS YOUR OPINION OF THE EXPERIENCE MAKING INSTAGRAM REELS VIDEOS?

Posted to Instagram Users who have watched one or more Reels video.

37.8%

26.8%

29.1%

5.5%

0.8%

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

Very positive

Positive

Neutral

Negative

Very negative

Apr (22)

Oct (21)

Jul (21)

Apr (21)

Jan (21)

Oct (20)

*Note: We did not ask this question in our January 2022 survey.
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HAVE YOU CREATED ANY INSTAGRAM REELS YET?

Posted to Instagram Users who have heard of Reels:

20.7%

11.3%

68.0%

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

More than once

Once, but not again since

No

Apr (22)

Oct (21)

Jul (21)

Apr (21)

Jan (21)

Oct (20)

*Note: We did not ask this question in our January 2022 survey.
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HOW OFTEN DO YOU EXPECT TO CREATE REELS GOING FORWARD?

Posted to Instagram Users who have heard of Reels:

11.3%

7.1%

17.1%

22.2%

42.3%

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

Very Frequently

Frequently

Somewhat Frequently

Infrequently

Never

Apr (22)

Oct (21)

Jul (21)

Apr (21)

Jan (21)

Oct (20)

*Note: We did not ask this question in our January 2022 survey.
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HAVE YOU WATCHED/SEEN ANY INSTAGRAM REELS VIDEOS YET?

Posted to Instagram Users who have heard of Reels:

62.0%

17.4%

20.7%

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

More than once

Once, but not again since

No

Apr (22)

Oct (21)

Jul (21)

Apr (21)

Jan (21)

Oct (20)

*Note: We did not ask this question in our January 2022 survey.
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WHAT IS YOUR OPINION OF THE EXPERIENCE WATCHING INSTAGRAM REELS VIDEOS?

Posted to Instagram Users who have watched one or more Reels video.

21.3%

29.8%

40.6%

5.7%

2.5%

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

Very positive

Positive

Neutral

Negative

Very negative

Apr (22)

Oct (21)

Jul (21)

Apr (21)

Jan (21)

Oct (20)

*Note: We did not ask this question in our January 2022 survey.
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HOW OFTEN DO YOU EXPECT TO WATCH REELS GOING FORWARD?

Posted to Instagram Users who have heard of Reels:

17.1%

19.4%

21.7%

30.0%

11.8%

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

Very Frequently

Frequently

Somewhat Frequently

Infrequently

Never

Apr (22)

Oct (21)

Jul (21)

Apr (21)

Jan (21)

Oct (20)

*Note: We did not ask this question in our January 2022 survey.
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HOW DOES INSTAGRAM REELS COMPARE TO TIKTOK WHEN IT COMES TO THE FOLLOWING:

Posted to Instagram Users who have heard of Reels AND use TikTok:

1.6

1.8

1.63

Feed of Videos The

App Recommends

That You Watch

Quality of Videos You

Watch

Making Videos

Apr (22)

Oct (21)

Jul (21)

Apr (21)

Jan (21)

Oct (20)

TikTok Is Better Instagram Is 

Better

Same

*Note: We did not ask this question in our January 2022 survey.
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WOULD YOU BE INTERESTED IN PAYING A MONTHLY SUBSCRIPTION FOR ENHANCED FEATURES ON 
TWITTER?

Posed to Twitter users.

90.5%

7.0%

2.5%

86.5%

7.3%

6.1%

83.0%

11.3%

5.7%

72.2%

19.6%

8.2%

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

Not interested at all

Somewhat interested

Very interested

Apr (22)

Jan (22)

Oct (21)

Jul (21)
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WHAT IS THE MOST YOU WOULD BE WILLING TO PAY MONTHLY FOR A SUBSCRIPTION TO TWITTER 
WITH PREMIUM FEATURES?

Posed to Twitter users.

86.2%

3.1%

2.1%

1.8%

1.2%

2.1%

0.6%

0.9%

0.3%

0.3%

0.6%

0.6%

79.8%

4.9%

2.1%

1.8%

2.8%

2.8%

1.5%

0.9%

0.3%

0.3%

0.9%

1.8%

76.7%

2.7%

2.1%

3.6%

3.6%

3.6%

2.1%

1.5%

0.9%

0.6%

0.9%

1.8%

69.4%

5.4%

4.1%

3.2%

2.8%

7.3%

2.8%

0.0%

0.3%

0.6%

2.2%

1.9%

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

I would not be willing to pay for premium features

$1 per month

$2 per month

$3 per month

$4 per month

$5 per month

$6 per month

$7 per month

$8 per month

$9 per month

$10 per month

More than $10 per month

Apr (22)

Jan (22)

Oct (21)

Jul (21)
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HAVE YOU ADJUSTED YOUR PRIVACY SETTINGS ON FACEBOOK TO PREVENT THEM FROM TRACKING 
YOUR ACTIVITY ON OTHER SITES (IE, “OFF FACEBOOK ACTIVITY”)?

Posed to Facebook users.

44.3%

19.2%

36.5%

43.1%

18.7%

38.2%

44.2%

20.8%

35.0%

43.8%

21.5%

34.7%

35.5%

24.2%

40.2%

40.1%

22.2%

37.7%

38.1%

24.8%

37.2%

36.4%

24.1%

39.5%

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

I didn't know you could

I knew you could, but have not adjusted it

I have adjusted my Facebook

privacy/tracking settings to stop tracking

me on other sites
Apr (22)

Jan (22)

Oct (21)

Jul (21)

Apr (21)

Jan (21)

Oct (20)

Jul (20)
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HAVE YOU GONE INTO AD CONTROLS TO TURN OFF “ADS BASED ON DATA FROM PARTNERS”?

Posed to Facebook users.
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FACEBOOK ACCOUNT HOLDERS – DO ADS IN YOUR NEWSFEED BOTHER YOU? ARE THEY BECOMING 
MORE RELEVANT THAN THEY WERE IN THE PAST?

Posed to Facebook account holders.
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WHEN YOU CLICK ON AN ADVERTISEMENT WHILE ON FACEBOOK, WHAT IS USUALLY THE REASON FOR 
WHY YOU CLICKED ON THE ADVERTISEMENT?

Posed to Facebook account holders.
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TIME.”
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Posed to Facebook users.
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FACEBOOK USERS – IN GENERAL, WOULD YOU SAY FACEBOOK HAS GOTTEN MORE OR LESS ENJOYABLE 
OVER-TIME?
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Posed to Facebook users.
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Posed to Facebook users.

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

Posed to Facebook users.
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WHAT IS YOUR EXPERIENCE WITH THE APP “TIK TOK”?

Posed to all respondents
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I use it every day or nearly every day
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WHAT IS YOUR EXPERIENCE WITH THE APP “TIK TOK”? (CROSS TABS)

Posed to users of Pinterest.
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WHAT IS YOUR EXPERIENCE WITH THE APP “TIK TOK”? (CROSS TABS)

Posed to users of Twitter.
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WHAT IS YOUR EXPERIENCE WITH THE APP “TIK TOK”? (CROSS TABS)

Posed to users of Facebook.
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WHAT IS YOUR EXPERIENCE WITH THE APP “TIK TOK”? (CROSS TABS)

Posed to users of Snapchat.
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WHAT IS YOUR EXPERIENCE WITH THE APP “TIK TOK”? (CROSS TABS)

Posed to users of Instagram.
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DO YOU VIEW TIKTOK AS REPLACING ANY OF YOUR USAGE OF THE FOLLOWING, OR DO YOU VIEW IT AS 
ADDITIONAL TIME YOU SPEND ON THIS PLATFORM?

Posed to TikTok users who also use each of the following.

January 2021October 2021

January 2022April 2022
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I USE SNAPCHAT FOR…

Posed to Snapchat users.
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COMPARED TO WHEN YOU FIRST STARTED USING SNAPCHAT, ARE YOU USING THE FOLLOWING MORE 
OR LESS?

Posed to Snapchat users.

Sending or Receiving Snaps From Friends
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COMPARED TO WHEN YOU FIRST STARTED USING SNAPCHAT, ARE YOU USING THE FOLLOWING MORE 
OR LESS?

Posed to Snapchat users.

Looking at stories.

http://www.bespokeintel.com


BESPOKE MARKET INTELLIGENCE

Social Media Account Holders And 
Engagement – A Consumer View 

Audience: 1,000 US Consumers
Date: April 2022

FOR PERSONAL USE ONLY—DO NOT FORWARD OR REDISTRIBUTE PAGE 77

BESPOKE MARKET INTELLIGENCE www.bespokeintel.com

Social Media Account Holders And 
Engagement – A Consumer View 

COMPARED TO WHEN YOU FIRST STARTED USING SNAPCHAT, ARE YOU USING THE FOLLOWING MORE 
OR LESS?

Posed to Snapchat users.

Posting to stories.
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PLEASE ESTIMATE HOW YOU SPEND YOUR TIME ON SNAPCHAT.

Posed to Snapchat users.
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I VIEW SNAPCHAT STORIES:

Posed to Snapchat users.
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I POST TO SNAPCHAT STORIES:

Posed to Snapchat users.
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I SEND/RECEIVE SNAPS:

Posed to Snapchat users.
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HAS THE AVERAGE TIME YOU CURRENTLY SPEND ON SNAPCHAT PER DAY INCREASED OR DECREASED 
COMPARED TO 6-12 MONTHS AGO?

Posed to Snapchat users.
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DO YOU EXPECT THE AVERAGE TIME YOU SPEND PER DAY ON SNAPCHAT PER DAY TO INCREASE OR 
DECREASE GOING FORWARD?

Posed to Snapchat users.

http://www.bespokeintel.com


BESPOKE MARKET INTELLIGENCE

Social Media Account Holders And 
Engagement – A Consumer View 

Audience: 1,000 US Consumers
Date: April 2022

FOR PERSONAL USE ONLY—DO NOT FORWARD OR REDISTRIBUTE PAGE 84

BESPOKE MARKET INTELLIGENCE www.bespokeintel.com

Social Media Account Holders And 
Engagement – A Consumer View 

IS THE NUMBER OF YOUR FRIENDS USING SNAPCHAT HIGHER OR LOWER THAN IT WAS 6-12 MONTHS 
AGO?

Posed to Snapchat users.
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ARE YOU WATCHING MORE OR LESS DISCOVER CONTENT ON SNAPCHAT THAN YOU WERE 6-12 MONTHS 
AGO?

Posed to Snapchat users.
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