




Resource: 2015 Ipsos_facebook research ，“Omni-channel Shoppers” by GfK, “Facebook and Instagram: Motivations and Mindsets” by Ipsos Connect，“Multicultural Video” by Qualtrics。
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60

20% 54%

Source: IPSOS Holiday Survey (commissioned by Facebook), US general population aged 18-65, Dec 2015-Jan 2016
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70

56% 55% 

59% 52%
Source: IPSOS Holiday Survey (commissioned by Facebook), US general population aged 18-65, Dec 2015-Jan 2016
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56% 38%Facebook  Instagram 

Source: IPSOS Holiday Survey (commissioned by Facebook), US general population aged 18-65, Dec 2015-Jan 2016
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Source: Facebook internal data, US only, Oct 1, 2014–Aug 31, 2015. Analysis of conversion pixel and App Events data for ads that were shown to people ages 18+ on Facebook and that led to purchases between $5–$500. Gaming ads were not tracked. 7
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2015 2016

$1157 $1340 +16%

70 $869 $870 N/A

60 $840 $864 +3%

Source: IPSOS Holiday Survey (commissioned by Facebook), US general population aged 18-65, Dec 2015-Jan 2016

2016 60 70
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$869 Gen X
Baby Boomer$840

$1157 Millennials
$870 Gen X

Baby Boomer$864

Millennials
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Source: IPSOS Holiday Survey (commissioned by Facebook), US general population aged 18-65, Dec 2015-Jan 2016



Source: IPSOS Holiday Survey (commissioned by Facebook), general population aged 18-65, aggregated date from US, UK, FR,DE Dec 2015-Jan 2016 10

• 78% 

• 66% 

• 50% 



Source: IPSOS Holiday Survey (commissioned by Facebook), US general population aged 18-65, Dec 2015-Jan 2016Source: IPSOS Holiday Survey (commissioned by Facebook), US general population aged 18-65, Dec 2015-Jan 2016
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