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US Programmatic Digital Display Ad Spending,
2019-2022

billions, % change, and % of digital display ad
spending

$96.59

B83.9%

209 2020 2021 2022

B Programmatic digital display ad spending

M % change [ % of total digital display ad spending

Note: digital display ads transacted and fulfilled wia automation, including everything fram
publishar-erected APs fo more standardized RTE technology, includes native ads and ads
on social nefworks like Focebook and Twitter; includes advertising thot oppears on
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Number of people using social media platforms, 2018

Estimates correspond to monthly active users (MAUs). Facebook, for example, measures MAUs as users that have

logged in during the past 30 days. See source for more details
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Figure 2: What people value most in their customer experience
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Visuals are vital to online success.

Content with relevant images equates to almost double Tweets with images on
gets more views than the views, and the boost is Buffer receive
content without. noticed across all topics more retweets.
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ONLINE PURCHASE DRIVERS

PERCENTAGE OF INTERNET USERS AGED 16 TO 64 WHO SAY EACH FACTOR WOULD ENCOURAGE THEM TO COMPLETE AN ONLINE PURCHASE
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Worth paying more for

Figure 2: What people value most in their customer experience EREEREME
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PRIMARY REASONS WHY INTERNET USERS AGED 16 TO 64 USE THE INTERNET

WATCHING VIDEOS, TV SHOWS, AND MOVIES

FINDING INFORMATION

FILLING UP SPARE TIME

STAYING IN TOUCH WITH FRIENDS AND FAMILY

FOLLOWING NEWS AND CURRENT EVENTS

RESEARCHING HOW TO DO THINGS

FINDING NEW IDEAS AND INSPIRATION 44.6%

EDUCATION AND STUDY 44.0%

RESEARCHING PLACES AND TRAVEL 43 6%

MAIN REASONS FOR USING THE INTERNET

68.1%

65.7%
64.7%
58.9%

523%

46.9%
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US Internet Users Who Have Engaged in Social
Commerce*, by Demographic, Dec 2018 & Oct 2019
% of respondents in each group

18-34
33%

35-54

20%

30%
55+
15%

20%

Total
23%
31%

B pec 2018 W Oct 2019

Note: use regularly or have used before, but don't use regularly; *defined
as clicking on an item viewed on social media then buying that item online
Source: "The eMarketer Ecommerce Survey™ conducted in October 2019 by

Bizrate mgghrs. Oct 9, 2019

251227 www eMarketer com

BEIIR : eMarketer

Leading Influences on US and UK Children/Teens'
Purchases, July 2019

% of respondents
Friends

28%
Influencers/bloggers on Instagram, YouTube, Snapchat, etc.

Business people
[ |13
In-store sales assistants

Nothing/no one makes me want to buy things

I
Other

1

Note: ages 6-16

Source: Wunderman Thompson Commerce, "Generation Alpha: Preparing
for the Future Consumer,” Sep 17, 2019

250312 Wyaw eMarketer.com

BRI © eMarketer B3R

Wunderman Thompson Commerce #i%
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MOST-USED SOCIAL MEDIA PLATFORMS a

PERCENTAGE OF INTERNET USERS AGED 16 TO 64 WHO USE EACH PLATFORM EACH MONTH
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S M (volatility ) visionfa =

AHEZEM (uncertainty ) understanding;&%8 1 &
S ( complexity ) courageER

St (ambiguity ) adaptabilitys& &
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