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1. Are Youth Watching Less 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 article: Are Young People Watching Less TV? (Updated — Q4 2013 Data)
Takeaway: The 18-24 age group overall is watching less, but TV viewers in this group watched a little more in Q4.



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. A Watershed Moment?

Time Spent With the Internet, by Device, in the US

total minutes (mm) per month
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Source article: In the US, Time Spent With Mobile Apps Now Exceeds Desktop Web Access

Takeaway: In January, Americans spent 46.6% of their total internet time with mobile apps, versus 45.1% via desktop.


http://www.marketingcharts.com/wp/online/in-the-us-time-spent-with-mobile-apps-now-exceeds-the-desktop-web-41153/
http://www.marketingcharts.com/wp/online/in-the-us-time-spent-with-mobile-apps-now-exceeds-the-desktop-web-41153/

3. Primary Roles of Marketing Channels

Primary Role of Channel in the Customer Journey
% share of global marketers
March 2014
Website (e-commerce) 21% 42% )
Email marketing ‘m 49% 30% 6%
Search marketing ﬁ__ 30% 17% 10%
Social media (not paid) N7 aa% 4%  14%
Online display advertising INREGEG_——T 35% 5% 18%
Social display advertising A 33% 4%0 23%
Print advertising IR S 33% 6% 24%
Direct mail TN 32% 20% 29%
Mobile application ‘m 32% 20% 31%
Radio INE 7 22% 4% 48%
v T 12%
SMS text messaging ‘m 18% 12% 57%
m Greeter - Influencer - m Closer - mN/A -
creates awareness generates interest gets the sale do not use
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Source: Experian Marketing Services
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Source article: What are the Primary Roles of Various Channels in the Customer Journey?
Takeaway: Websites were the only channel marketers viewed more as closer than awareness booster or influencer.



http://www.marketingcharts.com/wp/online/what-are-the-primary-roles-of-various-channels-in-the-customer-journey-41306/
http://www.marketingcharts.com/wp/online/what-are-the-primary-roles-of-various-channels-in-the-customer-journey-41306/

4. Are Off-Peak Emails Best?

Email Marketing Time of Day Performance

all industries

during Q4 2013

% of % of Unique Unique Transaction Revenue Average
volume transactions open rate click rate rate per email order value

12AM - 3:59AM 9% 19.4% 3.4% 0.17% $0.20 $156
4AM - 7:59AM 27% 33% 0.10% $0.13 $168

Range

8AM - 11:59AM 35% 33% 17.2% $192
12PM - 3:59PM 15% 12% 18.7% 2.6% 0.10% $0.12 $184
4PM - 7:59PM 11% 9% 20.0% 2.7% 0.10% $0.13 $186
8PM - 11:59PM 3% 22.7% 3.6% 0.22% $0.23 $161
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Source article: An Inverse Relationship Between Email Volume and Response Rates?

Takeaway: For the second consecutive year, Experian data shows that off-peak emails get the highest response rates.


http://www.marketingcharts.com/wp/online/an-inverse-relationship-between-email-volume-and-response-rates-41092/
http://www.marketingcharts.com/wp/online/an-inverse-relationship-between-email-volume-and-response-rates-41092/

5. “Must-Haves” on B2B Websites

Top Content on B2B Vendor Sites for Establishing Credibility

% of respondents

March 2014

Thorough contact or about information 51%

Case studies/white papers/articles 31%

1

Client list/testimonials _ 29%
Photos/company bios _ 25%
Research reports _ 20%
Biog posts | 14%
Media mentions _ 13%
Video content _ 10%
Social media activity _ 10%
News releases _- 9%
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Source article: What B2B Buyvers Want to See on Vendor Websites

Takeaway: Separate study results indicate that few buyers are influenced by vendors’ social media activity.


http://www.marketingcharts.com/wp/online/what-b2b-buyers-want-to-see-on-vendor-websites-41272/
http://www.marketingcharts.com/wp/online/what-b2b-buyers-want-to-see-on-vendor-websites-41272/

6. Millennials and Brand Loyalty

How Brands Can Remain Relevant to Millennials into the Future
% of US respondents aged 18-33
March 2014

Brands willing to change based on consumer opinion 52%

Open dialogue through social channels 44%

Become less about the brand and more about the consumer 38%

Publicize eco-friendly practices 33%

Publicize fair business practices 50%

More advertising 29%

Become more active in local communities 28%

Become more charitable 25%
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Source: Adroit Digital
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Source article: Millennials and Brand Loyalty: A Complicated Affair
Takeaway: Most Millennials believe that brands will need to work harder to earn their loyalty than they did their parents’.


http://www.marketingcharts.com/wp/traditional/millennials-and-brand-loyalty-a-complicated-affair-41522/
http://www.marketingcharts.com/wp/traditional/millennials-and-brand-loyalty-a-complicated-affair-41522/

7. Millennials and Social Issues

- ' - - -
Americans' Views on Social Issues, by Generation
% of respondents
March 2014
— a0
Say it's more important to control gun ownership than to protect the 48%
right of Americans to own guns I 44%
51%
I 56%
. . 59%
Say abortion should be legal in all or most cases _ 529
42%
., 55070
46%
Favor allowing undocumented immigrants a path to citizenship _ 39%
0,
= Millennial 41%
(born 1981-95) I <o
Gen X Say use of marijuana should be made legal 53%
(born 1965-80) Y ) . 52%
" Boomer f 30%
(born 1946-64) P
Silent . . 55%
(born 1928-1945) Favor aIIowmg gays and lesbians to marry _ 48%
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Source: Pew Research Center
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Source article: Where Millennials Stand on Social Issues

Takeaway: Millennials are the only generation to more likely to identify as liberal (31%) than conservative (26%).


http://www.marketingcharts.com/wp/traditional/where-millennials-stand-on-social-issues-41258/
http://www.marketingcharts.com/wp/traditional/where-millennials-stand-on-social-issues-41258/

8. Youth: Snapchat > Twitter

Use of Social Networks, 12-24-Year-Olds vs. Total 12+ Population
% of US respondents

March 2014

Have personal profile on Facebook 80%

Have personal account on Instagram
Ever use Snapchat
Ever use Twitter

Have personal profile on Google+

Ever use Vine
ver use Vi u12-24-year-olds

0,
Have personal account on Tumblr 22%

Have personal profile on MySpace Total 12+ popisation
Have Pinboard on Pinterest

Have personal profile on LinkedIn
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Source: Edison Research/Triton Digital
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Source article: Snapchat Seen More Popular Than Twitter Among 12-24-Year-Olds

Takeaway: While Snapchat outpaces Twitter among youth, Facebook (80%) and Instagram (53%) are most popular.


http://www.marketingcharts.com/wp/online/snapchat-seen-more-popular-than-twitter-among-12-24-year-olds-41252/
http://www.marketingcharts.com/wp/online/snapchat-seen-more-popular-than-twitter-among-12-24-year-olds-41252/

9. Product Videos Aid Decisions

Online Video's Influence on Brand Image and Purchase Decisions

% of US adults who have watched a video on their computers, tablets or mobile phones at least once in the past 6 months

March 2014
96% of respondents find videos helpful when making purchase decisions online
77% consider companies that create online video to be more engaged with customers
73% report being more likely to make a purchase after watching an online video that explains the product or service
71% say that videos leave a positive impression of a company
58% consider companies that produce video content to be more trustworthy
83% prefer videos to be 5 minutes or less
42% want to see more product description videos online
MARKETINGCHARTS.COM
Cource: Amin
L — T——

Source article: Viewers Say Online Product Videos Boost Purchase Likelihood
Takeaway: Almost 3 in 4 more likely to purchase after viewing an online video that explains the product or service.


http://www.marketingcharts.com/wp/online/viewers-say-online-product-videos-boost-purchase-likelihood-41363/
http://www.marketingcharts.com/wp/online/viewers-say-online-product-videos-boost-purchase-likelihood-41363/

10. Video Marketing Channels

Most Effective Online Channels Used to Distribute Videos

% of global respondents indicating which of the online channels used to distribute videos is most effective for achieving important

Video email

Video platforms e.g. YouTube
Company or brand website
Campaign landing pages

Social networks e.g. Faceook
Professional networks e.g. LinkedIn
Company or brand blogs
Microblogs e.g. Twitter
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Source article: Video Marketing: Top Objectives and Most Effective Distribution Channels

Takeaway: Top video marketing objective is brand awareness; video email considered most effective distribution channel.


http://www.marketingcharts.com/wp/online/video-marketing-top-objectives-and-most-effective-distribution-channels-41489/
http://www.marketingcharts.com/wp/online/video-marketing-top-objectives-and-most-effective-distribution-channels-41489/
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