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SURVEY RESEARCH

SOCIAL MEDIA AD EXECS VOL 18

Audience: 100+ Advertising Executives

CHECK BREAKDOWN:

AD BUDGETS/SPENDING TRENDS

Feedback around ad budgets is trending slightly worse sequentially.

GAINING IN IMPORTANCE

Amazon, Google, TikTok, and Instagram are the platforms that are gaining in importance
despite some slight declines in the data in this most recent quarter according to ad execs.

10S PRIVACY CONCERNS STEADY

Concerns around iOS privacy updates and impacts on social media ad spending have declined
somewhat g/q. On net, the target audience continues to expect a moderate negative impact.

TIKTOK INTEREST

TREND CHECKS

Interest in TikTok has declined for the second quarter in a row after a period of increasing
interest.

AUGMENTED REALITY

Ad execs indicate that there is “slight interest” in advertising for clothes, shoes, cosmetics,
and other accessories on Snapchat and in general.



BESPOKE MARKET INTELLIGENCE www.bespokeintel.com

Making An Impression Audience: 100 US Ad Execs
Date: July 2022

HAS INFLATION, GAS PRICES, GEOPOLITICAL CONFLICT, OR RECESSION CONCERNS CAUSED ANY IMPACT

TO AD SPENDING?

*Posed to ad execs

mJul 22)

Weighted Average
m Apr|(22)

Significant

No Changes Increases ianifi
Decreases D€creases g Significant

Increases
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Making An Impression Audience: 100 US Ad Execs
Date: July 2022

WHAT IS YOUR OPINION OF THE FOLLOWING PLATFORMS FROM A MARKETING/ADVERTISING
PERSPECTIVE?

*Posed to ad execs whose clients have paid campaigns with each of the following platforms

Instagram

Facebook

Yelp
mJul 22)
Twitter m Apr (22)
Pinterest
Snapchat
TikTok
Very Negative Negative Neutral Positive Very Positive
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Making An Impression Audience: 100 US Ad Execs
Date: July 2022

HAS YOUR OPINION OF THE FOLLOWING CHANGED AT ALL IN THE PAST 12-24 MONTHS?

*Posed to ad execs whose clients have paid campaigns with each of the following platforms

Instagram 2.08
Yelp 2.03
TikTok 2.03
Pinterest 199 mJul (22)
B Apr|(22)
Snapchat 199
Twitter 92
Facebook 92
Worsened No Change Improved
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Making An Impression Audience: 100 US Ad Execs
Date: July 2022

WHAT IS YOUR ASSESSMENT OF SOCIAL MEDIA AD SPEND COMPARED TO NORMAL FOR EACH OF THE

FOLLOWING TIME PERIODS?

*Posed to ad execs

m Will be much worse than normal ® Will be worse than normal mSame = Will be better than normal = Will be much better than normal

4Q22
2Q221.
1Q22
0% 20% 40% 60% 80% 100%
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Making An Impression Audience: 100 US Ad Execs
Date: July 2022

AS YOU LOOK INTO THE FUTURE, IS EACH PLATFORM BECOMING:

*Posed to ad execs whose clients have paid campaigns with each of the following platforms

Amazon
TikTok " Jul22)
H Apr (22)
mJan (22)
Oct (2]
Google mJul 1)
m Apr (20
mJan (2]
Instagram m Oct (20)
H Jul (20)
= Apr (20)
Twitter W Jan (20)
m Oct (19)
m Jul (19)
m Apr (19)
Facebook m Jan (19)
m Oct (18)
— W Jul (1)
Pinterest ——— = Apr (18)
Snapchat
Less important to my business No change in importance More important to my business
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Making An Impression Audience: 100 US Ad Execs
Date: July 2022

PLEASE RATE HOW MUCH YOU AGREE WITH THE FOLLOWING STATEMENT: “IF IT WENT AWAY

TOMORROW, IT WOULD BE DETRIMENTAL TO MY BUSINESS”

*Posed to ad execs whose clients have paid campaigns with each of the following platforms

397

Google

m Jul (22)
m Apr (22)
mJan (22)
Oct (29
mJul 2]
m Apr (2]
mJan (2]
m Oct (20)
m Jul (20)
u Apr (20)
m Jan (20)
m Oct (19)
m Jul (19)
m Apr (19)
® Jan (19)
m Oct (18)
m Jul (18)
m Apr (18)

Amazon

TikTok

Instagram

Facebook

Twitter

Pinterest

Shapchat

Strongly Disagree Disagree Neither Agree Strongly Agree
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Making An Impression Audience: 100 US Ad Execs
Date: July 2022

WHAT IS YOUR OPINION ON HOW STRONG EACH OF THE FOLLOWING PLATFORMS DELIVERS WHEN IT

COMES TO REACH?

*Posed to ad execs whose clients have paid campaigns with each of the following platforms

9.53
Google
m Jul 22
Amazon = Apr (22)
mJan (22)
_ Oct (212
Pinterest = Jul 1)
mApr (2
H Jan (Zit
TikTok m Oct (20)
m Jul 20
= Apr (20)
Facebook m Jan (20)
m Oct (19
m Jul (9)
Instagram ® Apr (19
m Jan (19
m Oct (18
Twitter m Jul (18)
= Apr (18
Snapchat =
0-Weak 1 2 3 4 5 6 7 8 9 ]‘)St'r(\)/r‘f;y
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Audience: 100 US Ad Execs
Date: July 2022

WHAT IS YOUR OPINION ON HOW STRONG EACH OF THE FOLLOWING PLATFORMS DELIVER WHEN IT

COMES TO RETURN ON ADVERTISING INVESTMENT?

*Posed to ad execs whose clients have paid campaigns with each of the following platforms

TikTok

Google

Amazon

Snapchat

Instagram

Pinterest

Twitter

Facebook

0 - Weak 1 2 3 4 5
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m Jul (22)
H Apr (22)
mJan (22)
Oct (29
= Jul 29
H Apr (20
mJan (20
m Oct (20)
= Jul (20)
m Apr (20)
m Jan (20)
H Oct (19)
| Jul (9)
u Apr (19)
m Jan (19)
m Oct (18)
| Jul (18)
= Apr (18)

10 - Very
7 8 9 Strong
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Making An Impression Audience: 100 US Ad Execs
Date: July 2022

WHAT IS YOUR OPINION ON HOW STRONG EACH OF THE FOLLOWING PLATFORMS DELIVER WHEN IT

COMES TO TARGETING DATA THEY HAVE ON USERS?

*Posed to ad execs whose clients have paid campaigns with each of the following platforms

Google
m Jul (22)
Amazon
m Apr (22)
mJan (22)
Oct (20
TikTok = Jul (2:0
m Apr (20
mJan (2]
Instagram m Oct (20)
m Jul (20)
= Apr (20)
Twitter m Jan (20)
m Oct (19)
m Jul (19)
m Apr (19)
Facebook m Jan (19)
m Oct (18)
m Jul (18)
Pinterest = Apr (18)
Snhapchat
0-Weak 1 2 3 4 5 6 7 8 9 ]%tr;/r‘féy
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Making An Impression Audience: 100 US Ad Execs
Date: July 2022

HOW LOYAL IS YOUR BUSINESS TO EACH OF THE FOLLOWING PLATFORMS FOR AD SPENDING?

*Posed to ad execs whose clients have paid campaigns with each of the following platforms

/l

Google

Amazon = Jul (22)

m Apr (22)
mJan (22)
Oct (21
mJul 22
m Apr (2]
mJan (20
m Oct (20)
m Jul (20)
= Apr (20)
m Jan (20)
m Oct (19)
m Jul (19)
m Apr (19)
m Jan (19)
® Oct (18)
m Jul (18)
= Apr (18)

TikTok

Pinterest

Instagram

Twitter

Facebook

Snapchat

Not at all Loyal 2 Somewhat Loyal 4 Very Loyal
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Making An Impression Audience: 100 US Ad Execs
Date: July 2022

PLEASE DESCRIBE ADVERTISING BUDGETS COMPARED TO THE SAME TIME ONE YEAR AGO?

This question was posed to the target audience.

Jul 22)
Apr (22)
Jan (22)
Oct (21
Jul 21

Apr (2]
Jan (21
Oct (20)
Jul (20)
Apr (20)
Jan (20)
Oct (29)
Jul (19)

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

Apr (18)

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

Much Higher

Higher

Same

Lower

Much Lower
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Audience: 100 US Ad Execs
Date: July 2022

PLEASE DESCRIBE YOUR CLIENT’S ADVERTISING BUDGETS OVERALL COMPARED TO LAST QUARTER.

This question was posed to the target audience.

Jul 22)
Apr 22)
Jan (22)
Oct (22

Jul 23
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)

Much Lower

1 3.01
- 3.1
mmm 3.21
12.98
' 3.27
™ 3.09
2.88
2.84
2.44 |
259 |
1302
2.94
= 316
w315
2.92
3.09
317
314

Lower Same
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Making An Impression Audience: 100 US Ad Execs
Date: July 2022

PLEASE COMPARE SPENDING ON EACH OF THE FOLLOWING ADVERTISING METHODS COMPARED TO ONE
YEAR AGO.

This question was posed to the target audience.

= Jul (22)
= Apr (22)
-EJan 22)
Oct (21)
=Jul 21
-EApr 27
-gJan 21
m Oct (20)
= Jul (20)
-éApr (20)
-éJan (20)
= Oct (19)
= Jul (19)
= Apr (19)
= Jan (19)
-EOct 1)
= Jul (18)
-gApr (18)

Mobile Advertising

Search Engine Marketing

Display Advertising

Social Network Advertising

Much Lower Lower Same Higher Much Higher

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


http://www.bespokeintel.com

BESPOKE MARKET INTELLIGENCE

Making An Impression

www.bespokeintel.com

Audience: 100 US Ad Execs

Date: July 2022

WHAT PERCENTAGE OF YOUR CLIENT’S ADVERTISING BUDGET IS CURRENTLY DEDICATED TO SOCIAL

MEDIA ADVERTISING?

This question was posed to the target audience.

Jul 22)
Apr (22)
Jan (22)
Oct (21

Jul 2D
Apr (22
Jan (2))
Oct (20)
Jul (20)
Apr (20)
Jan (20)
Oct (19)

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

Jul (18)
Apr (18)

0-25%

76-100%

51-75%

26-50%

0-25%
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177
173
183
184
172
174
171
195
178
176
171
164
181
171
163
166
157
165

26%50%

0% 20%

519%75%

Jul 22)
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)

80% 100%

76%-100%
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Making An Impression Audience: 100 US Ad Execs
Date: July 2022

IF YOU HAD TO USE ONE WORD TO DESCRIBE SOCIAL MEDIA/DIGITAL AD SPENDING HEALTH TODAY,

WHAT WOULD YOU SAY?

This question was posed to the target audience.

JULY 2022

DECLINING QUALITY S%UEEECT Di\-'ISNE WARY
T WORSENI
THEBESTWA LA e R COODEER TH TOXIC

CAUTIOUS
MEDIAINFLUENCERS
IS T R ONGANDCON TINUEST OGROW RS RESSIVE

GAIN STRUNGBEEI’AUSEITHASTUBE TE AD NS
R e S CHALLENGINGSTATIC

EXTRAVAGANT EXCESSIVE
mmsooe INNOVATIVE 55
ITSEEMSTDS'I'II.LBEVERTEFFECT I‘v‘E FLUX

ranerions CON ENTVOL AT".E HOLDINGSTEADYBUTSOMECLOUDSAHEADASCERTAINSITESFALLAWAY
FUNNOT:&FIRMBELIEVERINIT VOLVNG.
oAk eowencars  GROWING NOTHIYG
INCREASED HE AL THYY 2uveune

oo RAme RO ESIONAL RSl

NECESSARY COMPLEX
TURBULENT FUTURESE;‘E?]TEPGK

APRIL 2022

BRILLIANT RETICENT DILUTED

SUCCESS  PRODUCTIVE
POOR INCREASEONCOST
FACEBOOKISWORTHLESS EFFECTIVE

%'lljlmu SHEALTHIERTHANEVERBEFORE
RITICAL VERYINFORMATIVE OUTRAGEOUS WORTHLESS |T

CRI
KEEPPRODUCING GROWING
g NECEOSA R Vgar UNCERTAIN EXCITING o
wosisreomeageou ) AR CONSISTENT HE Ai:THY

OVERSATU

SOLIDFORTHERIGHTTARGETS TIGH
EDUCATIONAL Ex P E N S IV E EVERYDAYISBETTER
TUMULTUOUS CHANGI NG VITﬁL

SLOW UNPREDICTABLE G D AI_LENGING \‘:IIEIEII-_[[]]‘;(L
EXTRAVAG&NT INCREASING BRUTAL
STRENGTHS DEPENDS GROW

HORRIBLE ITSGREATINTERMS WORTHY VIBRAN}J. LARGE

SHIFTING
HOLING NORMAL
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Making An Impression

Audience: 100 US Ad Execs
Date: July 2022

IF YOU HAD TO USE ONE WORD TO DESCRIBE THE IMPACT OF THE CORONAVIRUS TO YOUR CLIENTS" AD

SPENDING, WHAT WOULD IT BE?

This question was posed to the target audience.

January 2022 October 2021

Hes i INCREVENT NUETRAL siow
B %w'mmmmmm ey ACCREATOCER o e gl e
NMM oo MlNlMAL o &?%%HLNTERESTNGWRMW
[T — Y presve. - ANNOYINGST: mucnwuutmgm CRABOHG
o Dm%;wm,w e COMPLICATI ROTODEC)

SOMENOTATALL _FACER!
ATED s IDEWHATTOADVERTISE
BxtcmmmsoowuumslmsimomAMmumowoﬂ|N A TONUORENDEMAND RmucnoN REAT
uwuwmmkm”wwmmvn (OVEDECONE \VIRUSISMINIAAL DETRIMENT/

AL HI
ot W o e lvamn‘rmrw mummﬂuv&u " DI G”AL""EREDUCH) DEVASTATING"ﬁ?."éﬁ*&EV
I PR [0 »ww‘gﬂmw 2. e wose ”
TR AR

mkllimamm HURT
A mmnrmmmﬂ-ﬂnumnwﬂrmmmw TOWERSTOSTAYTHECOURISTHEMOSTOFICULTTART  SAFTTIVE mmm
TRABE  SOREATANDIAOL DSPENOITCINST ATRANSTORIFS. SO L AT S DI OTE TSRO NG ENTER ETASE NGRS NEU mmmps uN: URE NONE
R AT AL FRSE NN THA Ve e SLAsNG UNPREDICTABLE OCIAL
il gl Ao ‘SUGHTDECREASES
FROVGTETRECONAION 5D e
LGNSR CECRWTED CUTWAYDOWN  NSTABLE Tre

PR onune Harvr soveseve NOTHING

July 2021 April 2021

TURMOIL pgacE

AFRADEECANBERED [cvmm»nv o L TR

CURIOUS
HARDSHIP SIZABLSOTSURH FEAR I-ESITANT nns.ns‘rnous BAD REVOLUTIONIZE

EASE PAUSEDORDECREASED (eR g | MCKINGI.ESS
Yol m ABILWYTDMAKESALESB(TRACURNGULAR PAUSE NEGATIVEowne PUTEVER\’TH\NGONHDLD SAME
TROUBLING  TEDIOUS REDUGE st iR D unsure
UMPREDICTABLE _ DIFFICULT REACTING. EFFEC'T\VE Huce e e
GOODANDPOSITIVE WATCHFUL GREATIVITY ABL STIMULATE

INNOVATIV!
cogms et EOREAS]
FLUCTUATION MNOTCLIENTFACING TURMU“UOU NEUTRAL
DEVASTATING NONEXISTENT ITDIDNTCHANGETHEM - HRUT E
REDEPLOYMENT CHALLENGINGFUCKED

MORESECURESPENDING EXPLOS
| ESS peee MOREFOCUSEDONDIGITALEVENTS MIXED
BDOSTEDUSPDS?%%T&E REORGAMZATION oRgy
UNPREDICTABLE [l OKISH ITISVERYBEAUTIFUL HURT |MP ACTFULINTRIGJNG
VERYSATISFIED MADETBEMRETHINK
GREATANDALL SITUATIONAL ONE 7=

SMALCLIETSLIKESMALL BUSINESSOWNERS 0BVIOLISL\’WOULI]WAWDCUTCDSTINTHEPANDEMIC
CHANGEOFPRIORITIESFROMTRADITIONALMEDIATODIGITALMEDIA HEARTBREAKING DePRESSION DEVASTATING

FLUGTUATING CRYPTONITE
CAREFUL M|N|MA iRRTAsLe 105 TR CAREFUL
BOOST TIGHTER
CRAZY CONFU SED MORE HINDERED
ABRUPT

CHAOS VARIABLE

A Y mDETRIMENTAL
THATITMADEITMOREAGGRESSIVEANDMORECREATIVETIVE
HORRIBLE BENEFICIAL OKAVCCONSIDERQBLE

QUESTIONABLE
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MARKET SHARE
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Making An Impression Audience: 100 US Ad Execs
Date: July 2022

DO YOUR CLIENTS CURRENTLY HAVE ADVERTISING CAMPAIGNS WITH THE FOLLOWING PLATFORMS?

This question was posed to the target audience.

Facebook

mJul 22)
m Apr (22)
m Jan (22)
Oct 2]
mJul 20
m Apr (2]
mJan (21
m Oct (20)
m Jul (20)
m Apr (20)
m Jan (20)
m Oct (19)
m Jul (19)
m Apr (19)
m Jan (19)
m Oct (18)
m Jul (18)
= Apr (18)

Google

Instagram

Amazon

Twitter

TikTok

Pinterest

Snapchat

0% 20% 40% 60% 80% 100%
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SPEND CHANGES
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Making An Impression Audience: 100 US Ad Execs
Date: July 2022

PLEASE COMPARE YOUR CLIENT’S AD SPENDING ON THE FOLLOWING NOW VS. ONE YEAR AGO.

*Posed to ad execs whose clients have paid campaigns with each of the following platforms

Amazon m Jul 5(22)

m Apr (22)
® Jan (22)
Oct 29)
m Jul 5(23
= Apr (29)
m Jan (21)
[ Ocﬁ (20)
= Jul (20)
[ Apré (20)
m Jan (20)
m Oct (19)
m Jul (19)
m Apr (19)
[ Jani (29)
= Oct (18)
= Jul 5(18)
= Apr (18)

TikTok

Google

Twitter

Facebook

Instagram

Pinterest

Snapchat

Much Lower Lower Same Higher Much Higher
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Making An Impression Audience: 100 US Ad Execs
Date: July 2022

PLEASE COMPARE YOUR CLIENT’S AD SPENDING NOW VS. ONE QUARTER AGO.

*Posed to ad execs whose clients have paid campaigns with each of the following platforms

375
TikTok
Amazon
Google
m Jul 22)
Twitter u Apr (22)
® Jan (22)
©Oct 29)
Bl @2)
Facebook . Apr 23
mJan (2))
m Oct (20)
l Jul (20)
& Apr (20)
Instagram iJan (20)
m Oct (19)
l Jul (9)
B Apr (19)
Pinterest m Jan (19)
m Oct (18)
l Jul (18)
i Apr (18)
Snapchat |
Much Lower Lower Same Higher Much Higher
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Making An Impression Audience: 100 US Ad Execs
Date: July 2022

DO YOU EXPECT TO CHANGE SPEND THROUGH THE FOLLOWING PLATFORMS IN THE NEXT 12 MONTHS?

*Posed to ad execs whose clients have paid campaigns with each of the following platforms

3.56

TikTok

Amazon
m Jul (22)

m Apr (22)
m Jan (22)
Oct (29
mJul 2D
m Apr (20
mJan (20
m Oct (20)
m Jul (20)
u Apr (20)
m Jan (20)
m Oct (19)
m Jul (19)
m Apr (19)
m Jan (19)
m Oct (18)
m Jul (18)
= Apr (18)

Google

Instagram

Shapchat

Twitter

Facebook

Pinterest

Significantly Decrease Decrease No Change Increase Significant Increase
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Making An Impression Audience: 100 US Ad Execs
Date: July 2022

PLEASE COMPARE PRICING TO ADVERTISE WITH EACH PLATFORM COMPARED TO ONE YEAR AGO.

*Posed to ad execs whose clients have paid campaigns with each of the following platforms

3.56

TikTok
m Jul 22)
m Apr 5(22)
Google mJan 5(22)
Oct (21
= Jul 29
Amazon  Apr 5(2])
mJan (2]
m Oct (20)
m Jul 20)
Instagram . Apr§(2 0)
m Jan (2 0)
m Oct ;(]9)
Twitter m Jul (;]9)
m Apr (19)
m Jan (19)
Facebook m Oct (18)
m Jul (18)
= Apr (18)
Pinterest 5
Snapchat
Much Lower Lower Same Higher Much Higher
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Making An Impression Audience: 100 US Ad Execs
Date: July 2022

PLEASE COMPARE PRICING TO ADVERTISE WITH EACH PLATFORM COMPARED TO ONE QUARTER AGO.

*Posed to ad execs whose clients have paid campaigns with each of the following platforms

Amazon
Google

Twitter

=l 2)
W Apr(22)
- mJan (22)
- m0ct (29
=l 29)

EApr (2]
mJan (2]
- mOct (20)
- ®Jul 20)
- Apr (20)
- mJan (20)
- mOct (19)
- mJul (19)

B Apr (19)
m Jan (19)
mOct (18)
- mJul (B)

- Apr ()

Facebook

Instagram

Snapchat

TikTok

Pinterest

Much Lower Lower Same Higher Much Higher
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Making An Impression Audience: 100 US Ad Execs
Date: July 2022

FROM YOUR EXPERIENCE WITH CLIENTS, HOW MUCH INTEREST IS THERE IN “SOCIAL COMMERCE” — IE,

BEING ABLE TO ADVERTISE PRODUCTS ON SOCIAL MEDIA AND HAVE USERS PURCHASE WITHOUT HAVING
TO LEAVE THE APP?

This question was posed to the target audience.

5 - Strong interest
4
®mJul 22)
m Apr (22)
3 W Jan (22)
® Oct (20
B Jul )
W Apr 21
2 m Jan (2)
1- No interest at all Lo
A%
0% 20% 40% 60% 80% 100%
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Making An Impression Audience: 100 US Ad Execs
Date: July 2022

IF A CLIENT ASKED YOU WHICH PLATFORM WOULD BE BEST AS A SOCIAL COMMERCE SOLUTION, IN

WHICH THEY COULD ADVERTISE AND SELL PRODUCTS DIRECTLY THROUGH A SOCIAL MEDIA PLATFORM,
WHICH WOULD YOU RECOMMEND TO THEM MOST?

This question was posed to the target audience.

Facebook
Instagram
None of the above / | don't know

] mJul 22)
TikTok

m Apr (22)

m Jan (22)

m QOct (2]

Yelp = Jul 21

W Apr (20

= Jan (20
Twitter
Snapchat
Pinterest

0% 20% 40% 60% 80% 100%
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Making An Impression Audience: 100 US Ad Execs
Date: July 2022

RECENT SOFTWARE UPDATES FOR THE IPHONE REQUIRES APPS TO ASK PERMISSION TO TRACK USERS ON

OTHER WEBSITES/APPS. IF USERS DECLINE, THEY CANNOT TRACK THEIR ACTIVITY ON OTHER SITES/APPS.
IN YOUR OPINION, WILL THIS HAVE ANY NEGATIVE IMPACTS ON THE FOLLOWING?

This question was posed to the target audience.

Client spending on
social media media
advertising

mJul 22)
m Apr (22)
= Jan (22)

Oct (22
= Jul 21
= Apr (29
H Jan (21

Targeting capabilities of
social media advertising

No Impact Slight Negative Significant
Impact Negative
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Making An Impression Audience: 100 US Ad Execs
Date: July 2022

DO YOU EXPECT THE PRICING/COSTS ASSOCIATED WITH SOCIAL MEDIA ADVERTISING TO CHANGE AT ALL

BECAUSE OF THE IPHONE 10S PRIVACY FEATURE CHANGES?

This question was posed to the target audience.

Prices will increase

mJul 22)
m Apr (22)
W Jan (22)
m Oct (22
mJul 21
W Apr (22
= Jan (22

No change

Prices will decline

0% 20% 40% 60% 80% 100%
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Making An Impression Audience: 100 US Ad Execs
Date: July 2022

IN THE NEXT 3-6 MONTHS, DO YOU EXPECT THE FOLLOWING TO BE A MARKET SHARE WINNER OR LOSER?

This question was posed to the target audience.

Google

Amazon

Instagram

TikTok mJul (22)
Apr (22)
Facebook m Jan (22)
mOct (29
Twitter "l 2]
mApr (2]
_ mJan (2]
Pinterest = Oct (20)
® Jul (20)
Snapchat m Apr (20)
Loser No Change Winner
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Making An Impression Audience: 100 US Ad Execs
Date: July 2022

WHICH FORMS OF ADVERTISING DO YOU BELIEVE WILL FARE THE BEST OVER THE NEXT 3-6 MONTHS?

(SELECT UP TO THREE CHOICES)

This question was posed to the target audience.

|
. 0
24.5%

Digital Video
Digital Display
Traditional Direct Mail
Print m Jul 22)
_ _ pr (22)
Terrestrial Radio = Jan (22)
m Qct (2
Digital Audio ct@)
mJul 2]
Traditional OOH m Apr (2])
m Jan (2]
Linear TV (Broadcast and Cable) m Oct (20)
m Jul (20)
Digital OOH m Apr (20)
0% 20% 40% 60% 80% 100%
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Making An Impression Audience: 100 US Ad Execs
Date: July 2022

WHICH FORMS OF ADVERTISING DO YOU BELIEVE WILL FARE THE WORST OVER THE NEXT 3-6 MONTHS?

(SELECT UP TO THREE CHOICES)

This question was posed to the target audience.

' 48.0%

Print

Linear TV (Broadcast and Cable) ﬁ
2

Traditional Direct Malil

Terrestrial Radio

Traditional OOH

Digital Audio Jdul 22)

Apr (22)

Social Media m Jan (22)

m Oct (20

Paid Search mJul 21

Digital Video = Apr 2]

mJan (21

Digital OOH W Oct (20)

m Jul 20)

Digital Display m Apr (20)
0% 20% 40% 60% 80% 100%
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Making An Impression Audience: 100 US Ad Execs
Date: July 2022

WHICH CLIENT TYPES HAVE BEEN/DO YOU EXPECT TO DECREASE AD SPENDING GOING FORWARD?

This question was posed to the target audience.
2.5%
19.4%

None of the above /| don't know

Real Estate

i i e 16 5%
Retail (Brick and Mortar) -

Energy
Restaurants
B2B
Toys and Hobbies
Retail (Online)
Apparel/Fashion
Technology
Travel and Tourism
Gaming
Automotive and Related wJul 22)
. . Apr (22)
Beer, Liquor, Wine
_ o m Jan (22)
CPG - Cosmetics and Toiletries = Oct 21)
Education / Government mJul 2))
Financial Services m Apr (2]
CPG Food/Beverage m Jan (21)
- 6.1%
Politics and Public Services m Oct (20)
O.. 00 u JUI (20)
CPG - Household Products
6.1% u Apr (20)
Media
5.1%
Baby, Child, or Parenthood-related °
) 5 1%
Pharmaceuticals
. 4.1%
Fitness and Wellness
— 2.0%
Health / Healthcare
0% 20% 40% 60% 80% 100%
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Making An Impression Audience: 100 US Ad Execs
Date: July 2022

WHICH CLIENT TYPES HAVE BEEN/DO YOU EXPECT TO INCREASE AD SPENDING GOING FORWARD?

This question was posed to the target audience.

Travel and Tourism

None of the above / | don't know
Politics and Public Services
Restaurants

Financial Services

Technology

Pharmaceuticals

Health / Healthcare

Beer, Liquor, Wine

Retail (Online)

Gaming

Fitness and Wellness

Retall (Brick and Mortar)

CPG Food/Beverage
Education / Government

B2B

Energy

CPG - Household Products
Toys and Hobbies

Real Estate

Apparel/Fashion

CPG - Cosmetics and Toiletries
Media

Baby, Child, or Parenthood-related
Automotive and Related

— 22!.5'0/50
3%
3%

3%

0,

mJul (22)
Apr (22)

=-_‘-‘—:' 0
=-I'AV£'I
WA m Jan (22)

= 10.2% m Oct (2]
e mJul 2]
— B Apr 2)
9.2% m Jan (2]
3 20 m Oct (20)
S0 m Jul (20)
m Apr (20)

e Y./2%

0% 20% 40% 60% 80% 100%
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Making An Impression Audience: 100 US Ad Execs
Date: July 2022

DO YOUR CLIENTS USE FACEBOOK OR INSTAGRAM STORIES TO ADVERTISE?

This question was posed to the target audience.

mJul 22)
L m Apr (22)
- m Jan (22)
LmOct 29
L= Jul @)

= Apr (2))
m Jan (21
' mOct (20)
- mJul (20)
m Apr (20)
- m Jan (20)
- mOct (19)
- m Jul (19)

= Apr (19)
- mJan (19)
i m Oct (18)
' mJul (18)

m Apr (18)

Facebook Stories

Instagram Stores

Somewhat Frequently
Never Infrequently Frequently Very Frequently
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Making An Impression Audience: 100 US Ad Execs
Date: July 2022

HAS CLIENT USAGE OF STORIES INCREASED AD SPENDING WITH THE PLATFORM IN GENERAL?

This question was posed to respondents who use Stories at least somewhat frequently.

m Jul 22)
m Apr 22)
m Jan (22)
Oct (27
mJul 2]
m Apr 2)
m Jan (21
m Oct (20)
m Jul 20)
= Apr (20)
m Jan (20)
m Oct (19)
m Jul (29)
m Apr (19)
m Jan (19)
m Oct (18)

| Jul (18)
No Yes, a little more spending Yes, a lot more spending

Facebook
Stories

Instagram
Stores

FOR PERSONAL USE ONLY—DO NOT FORWARD OR REDISTRIBUTE PAGE 44


http://www.bespokeintel.com

BESPOKE MARKET INTELLIGENCE www.bespokeintel.com

Making An Impression Audience: 100 US Ad Execs
Date: July 2022

COMPARED TO A YEAR AGO, HOW HAS DEMAND FOR INSTAGRAM STORIES AND FACEBOOK STORIES

CHANGED?

This question was posed to the target audience.

mJul 22)
m Apr (22)
m Jan (22)
Oct (29
mJul 20
m Apr 2
m Jan (21)
m Oct (20)
m Jul 20)
u Apr (20)
m Jan (20)
m Oct (19)
m Jul (19)
B Apr (19)

® Jan (19)
Much Weaker Weaker Same Stronger Much Stronger

Facebook
Stories

Instagram
Stories
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Making An Impression Audience: 100 US Ad Execs
Date: July 2022

HAVE THE FOLLOWING CLIENT TYPES BEEN INCREASING OR DECREASING THEIR SPENDING ON FACEBOOK
ADVERTISING?

This question was posed to the target audience.

Small-to- = Jul 22)
medipm sized = Apr (22)
businesses = Jan 22)
m Oct 20
= Jul (21)
= Apr 21
m Jan (21
m Oct (20)
m Jul (20)
| Apr (20)
Enterprise m Jan (20)
(1,000 = Oct (19)
employees or m Jul (19)
more) = Apr (19)
Significantly Significantly
Decreasing Decreasing No Change Increasing Increasing
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Making An Impression Audience: 100 US Ad Execs
Date: July 2022

DO THE FOLLOWING CLIENT TYPES HAVE A POSITIVE OR NEGATIVE OPINION OF FACEBOOK?

This question was posed to the target audience.

Small-to-medium sized
businesses 351

3.59

Jul (22)

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)

Enterprise (1000
employees or more)

3.49

3.48

Significantly Decreasing Decreasing No Change Increasing Significantly Increasing
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Making An Impression Audience: 100 US Ad Execs
Date: July 2022

DO YOUR CLIENTS HAVE ANY INTEREST IN TIK TOK?

This question was posed to the target audience.

Jul 22)
Apr (22)
Jan (22) 2.32
Oct (21) 212

Jul 1)
Apr (2])
Jan (21) 201
Oct (20)

Jul 20)

Apr (20)
Jan (20) 16
153

144
None A Little Some A Lot

Oct (19)

Jul (19)

FOR PERSONAL USE ONLY—DO NOT FORWARD OR REDISTRIBUTE PAGE 49


http://www.bespokeintel.com

BESPOKE MARKET INTELLIGENCE

Making An Impression

BACKGROUND INFO

FOR PERSONAL USE ONLY—DO NOT FORWARD OR REDISTRIBUTE PAGE 50



http://www.bespokeintel.com

BESPOKE MARKET INTELLIGENCE www.bespokeintel.com

Making An Impression Audience: 100 US Ad Execs
Date: July 2022

APPROXIMATELY HOW LARGE IS YOUR COMPANY IN TERMS OF ANNUAL REVENUE?

This question was posed to advertising executives.

Jul 22)
Apr (22)
Jan (22)
Oct (27)
Jul 21

Apr 21
Jan 21
Oct (20)
Jul (20)
Apr (20)
Jan (20)
Dct (19)
Jul (29)

Apr (19)

$500mn+

~

$200mn to $500mn

N

$50mn to $200mn

.

$10mn to $50mn

~

Less than $10mn

0% 20% 40% 60% 80% 100%
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Making An Impression Audience: 100 US Ad Execs
Date: July 2022

PLEASE PROVIDE AN ESTIMATE OF THE AMOUNT THAT ALL OF YOUR CLIENTS SPEND ON SOCIAL MEDIA /

INTERNET ADVERTISING ON AN ANNUAL BASIS.

This question was posed to the target audience.

$1000,000,000+ = Jul (22)
m Apr (22)
$500,000,000-$999,999,999 m Jan (22)
ct(2)
$100,000,000-$499,999,999 m Jul 27
= Apr (21
$50,000,000-$99,999,999 = Jan (21)
$10,000,000-$49,999,999 m Oct (20)
= Jul (20)
$5,000,000-$9,999,999 = Apr (20)
m Jan (20)
$1,000,000-$4,999,999 m Oct (19)
m Jul (19)
$500,000-$999,999 = Apr (19)
$100,000-$499,999 = Jan (19)
m Oct (18)
<$100,000 m Jul (18)
= Apr (18)
0% 20% 40% 60% 80% 100%
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Making An Impression Audience: 100 US Ad Execs
Date: July 2022

WHAT IS YOUR LEVEL OF INTEREST IN ADVERTISING FOR CLOTHES, SHOES, COSMETICS, AND OTHER

ACCESSORIES THROUGH AUGMENTED REALITY?

*Posed to ad execs

On Snapchat

= Jul 22)

In General

Not At All Interested Slightly ModeratelyVery Interested Extremely
Interested Interested Interested
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Making An Impression Audience: 100 US Ad Execs
Date: July 2022

IN YOUR OPINION, WHICH PLATFORMS FIRST-PARTY SOLUTION TO IDFA IS MOST EFFECTIVE?

*Posed to ad execs

Facebook (I 305%

Instagram _ 22.5%
Twitter - 12.2%

Other (please specif 10.2%
® pecity) - ° w Jul (2)2)

TikTok [ 8.2%
Pinterest . 71%

Snapchat | 0.0%

0% 20% 40% 60% 80% 100%
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Making An Impression Audience: 100 US Ad Execs
Date: July 2022

IN YOUR VIEW, WHAT IS THE BIGGEST HOLDBACK TO ADOPTION OF AR (AUGMENTED REALITY)

ADVERTISEMENTS?

*Posed to ad execs

| don't know 2816%

Quality of consumer-facing

~0
technology 276%

1l

Agency expertise / know-how with

0
AR ad products 19.4% m Jul (22)
Sufficient sup_ply of advertisable 5304
items
Buy-in from brands 1112%

0% 20% 40% 60% 80% 100%
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Making An Impression Audience: 100 US Ad Execs
Date: July 2022

ON A SCALE OF 1-5, HOW INTERESTED ARE YOU IN ADVERTISING THROUGH SNAPCHAT MAPS?

*Posed to ad execs

Not at all interested 37.8%

|

Not so interested 276%

Somewhat interested 18.4%

m Jul 22)

Very interested 10.2%

Extremely interested F 6.1%

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