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1. Young People and TV

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

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

Source article: Are Young People Watching Less TV? (Updated - Q3 2013 Data)

Takeaway: Traditional TV viewing declines are slowing among 18-24-year-olds; TV isn’t anywhere near dead yet.



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/

2. Thanksgiving Weekend Shopping
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Thanksgiving Weekend Shopping Trends
% of American adults (18+) shopping on each day
2013 v. 2012
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Source article: Thanksgiving Weekend Shopping Results
Takeaway: More and more Americans are shopping on Thanksgiving Day.



http://www.marketingcharts.com/wp/traditional/thanksgiving-weekend-shopping-results-38405/
http://www.marketingcharts.com/wp/traditional/thanksgiving-weekend-shopping-results-38405/

3. B2B Content and the Purchase Cycle

Content Consumption During the B2B Tech Buyers' Purchase Cycle
% share of respondents, indicating at which phase of the purchasing cycle they find the following assets most helpful
December 2013
® Pre-sales phase: Unaware of problem Initial sales phase: Understanding the problem
® Mid-sales phase: Identifying solutions, considering vendors Final sales proces: Finalizing vendor, puchasing solution
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Source: Eccolo Media

Source article: B2B Tech Buyers and Content Marketing: Which Assets Are Most Influential, and When?
Takeaway: Buyers want different types of collateral at the various stages of the purchase cycle.



http://www.marketingcharts.com/wp/online/b2b-tech-buyers-and-content-marketing-which-assets-are-most-influential-and-when-38634/
http://www.marketingcharts.com/wp/online/b2b-tech-buyers-and-content-marketing-which-assets-are-most-influential-and-when-38634/

4. Google’s Top Search Trends of 2013

Top Trending Searches on Google

search queries with the highest amount of traffic over a sustained period in 2013 as compared to 2012

in 2013
Rank Overall Searches - Overall Searches - Events - Events -
The World The US The World The US
1 Nelson Mandela Paul Walker Boston Marathon Boston Marathon

3 iPhone 5s Nelson Mandela Government Shutdown VMAs

5 Harlem Shake iPhone 5s Chinese New Year Royal Baby

7 Royal Baby James Gandolfini Eurovision Song Contest Typhoon Haiyan

9 PlayStation 4 Royal Baby Syria Conflict Syria Conflict
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Source: Google
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Source article: le’s T rch Tren f 201 n her Year-in-Review Li

Takeaway: The world’s top search trends were once again a mix of tragedy and technology.


http://www.marketingcharts.com/wp/online/googles-top-search-trends-of-2013-and-other-year-in-review-lists-38745/
http://www.marketingcharts.com/wp/online/googles-top-search-trends-of-2013-and-other-year-in-review-lists-38745/

5. Cyber Monday = E-Commerce Peak

Thanksgiving Weekend and Cyber Monday Desktop-Based E-Commerce
$ millions in desktop-based retail e-commerce spending
2013 v. 2012
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Source article: Cyber Monday Results: Records, Mobile, and More

Takeaway: Cyber Monday ranks as the heaviest e-commerce (desktop only) spending day ever.



http://www.marketingcharts.com/wp/online/cyber-monday-results-records-mobile-and-more-38498/
http://www.marketingcharts.com/wp/online/cyber-monday-results-records-mobile-and-more-38498/

6. Top Video Ads of the Year

YouTube Ads Leaderboard

determined by an algorithm that factors in paid views, organic views and audience retention / video count (millions) as of December 2, 2013

for 2013

Evian: "baby & me" 66.25

Dove: "Real Beauty Sketches"

Internet Explorer: "Child of the 90s"

47.94

Pepsi Max: "Test Drive" 39.55

PooPourri.com: "Girls Don't Poop" 20.04

Kmart: "Ship My Pants" 20.01

GEICO: "Hump Day"

18.57

Ram Trucks: "Farmer" 16.61

Volkswagen: "Get Happy" 14.74

Audi: "Prom" 10.73
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Source: YouTube

Source article: 2013’s Top Video Ads and Brands

Takeaway: Evian’s “baby & me” tops the YouTube Ads Leaderboard, while Samsung ads get shared the most.


http://www.marketingcharts.com/wp/online/2013s-top-video-ads-and-brands-38667/
http://www.marketingcharts.com/wp/online/2013s-top-video-ads-and-brands-38667/

/. YouTlube’s Purchase Influence
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Social Engagement With Brands
key stats, based on a survey of US consumers

December 2013

of consumers report interact with brands on social media

engage with brands on Facebook, while 21% do so on Twitter and 10% on Pinterest
of consumers have discovered a product through Pinterest

of consumers claim to have had at least one purchase influenced by YouTube videos
of consumers interacting with brands do so for coupons and promotions

interact with brands to discover the latest news and products, and 24% to receive customer support

Source article: 1.in 2 Consumers Say That YouTube Videos Have Influenced A Purchase Decision

Takeaway: Facebook, Twitter & Pinterest get a lot of attention - but YouTube is a major player.


http://www.marketingcharts.com/wp/online/1-in-2-consumers-say-that-youtube-videos-have-influenced-a-purchase-decision-38605/
http://www.marketingcharts.com/wp/online/1-in-2-consumers-say-that-youtube-videos-have-influenced-a-purchase-decision-38605/

8. Call B2B Leads Quickly

B2B Buyer Qualification Rates, by Time-to-First-Call
change in qualification rate relative to average, among buyers visiting the Software Advice site in search of business software information
December 2013
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Source: Software Advice

Source article: B2B Leads: Once Again. Speed-to-Call Counts

Takeaway: In this study, calling a lead within 5 seconds resulted in a qualification rate 30% higher than the average.


http://www.marketingcharts.com/wp/traditional/b2b-leads-once-again-speed-to-call-counts-38711/
http://www.marketingcharts.com/wp/traditional/b2b-leads-once-again-speed-to-call-counts-38711/

9. Instagram Adoption Rising Quickly

Top 10 Smartphone Applications
by average monthly unique users (millions), among US smartphone app users age 18+ (iOS and Android platforms) from January through October
of 2013 Y-O-Y Change
Google Search _ 75.98 37%
Google Play [ 73.67 28%
vouruve [ 71.96 27%
Google Maps | os.55 14%
nstagram | 3159 66%
Maps (Apple) _ 31.89 64%
stocks [N 30.78 32%
witter [ 30.76 36%
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Source article: Instagram Ranked The Fastest-Growing Top Smartphone App of 2013

Takeaway: Among the top 10 smartphone apps, Instagram has the fastest rate of growth through October 2013.


http://www.marketingcharts.com/wp/online/instagram-ranked-the-fastest-growing-top-smartphone-app-of-2013-38733/
http://www.marketingcharts.com/wp/online/instagram-ranked-the-fastest-growing-top-smartphone-app-of-2013-38733/

10. Discounts, Discounts, Discounts

Types of Mobile Offers Most Likely to Trigger Consumer Action

% share among US respondents who have opted in to receive mobile communications from brands

December 2013

"If you were to receive the following types of
offers on your mobile device, how likely is each
to trigger an action on your part?"
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Source: Responsys
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Source article: Which Mobile Offer Types Do Recipients Believe Are Most Likely to Spur Them to Action?

Takeaway: Pricing-based offers are the most likely to sway the opt-in crowd; two-thirds say they’d trigger an action.


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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