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The product discovery journey
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Consumers believe they encounter advertisements more 
on social media than anywhere else

Ryvt Ykjgsspg Ygyrk{ ^kzkgyio V|uk &#&( _vipgs Ykjpg _|y}k¡ ̝u Ι &̱###̞̲ ̾Uu g {¡wpigs ~kkṟ lyvt ~opio vl 
{okzk ~v|sj ¡v| zg¡ ¡v| zkk vy okgy {ok nykg{kz{ u|thky vl gj}ky{pzktku{z lvy wyvj|i{ẕ pu {v{gs̸̿

Consumer perception of where they encounter ads the most in a given week
US General Population

28%
18%

17%
11%

6%
5%

5%
3%
2%
2%
1%
1%
1%
1%

Social media platforms (e.g. Facebook, Instagram, TikTok, etc.)
Live television (e.g. cable / satellite TV)

Streaming / online video content (e.g. YouTube, Hulu, etc.)
Emails

Website ads (i.e. banner ads)
Radio / podcasts

Text messages
Smart home or connected car devices

App push notifications
Physical / paper mail

Newspaper / print magazines
Billboards / public signage

As part of a news article
Something else

This ranks the highest among 
those who discovered their 

most recent purchased product 
via social media (57%) and even 
gtvun {ovzk ~ov jpju͂{ ̝22%)
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Facebook, Instagram, and TikTok can each count over 2 
in 5 Americans as often / daily users 

Ryvt Ykjgsspg Ygyrk{ ^kzkgyio V|uk &#&( _vipgs Ykjpg _|y}k¡ ̝u Ι &̱###̞̲ ̾Rvy kgio vl {ok lvssv~pun zvipgs 
tkjpg wsg{lvytẕ zkski{ {ok iovpik {og{ hkz{ yklski{z ¡v|y sk}ks vl |zgnk̮̿

Social media activity, by US general population

3%

5%

6%

8%

10%

10%

11%

13%

21%

14%

14%

12%

8%

10%

14%

13%

11%

5%

52%

35%

31%

22%

19%

12%

9%

10%

6%

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Facebook

Instagram

TikTok

Snapchat

X (formerly known as Twitter)

Pinterest

LinkedIn

Reddit

Twitch

I have never heard 
of this platform

I have heard of this 
platform, but never 

used it
I use this platform, 

but rarely

I use this platform 
on occasion

I use this platform 
often, but not daily

I use this platform 
daily

% Often / 
Daily 
Users

66%

49%

43%

30%

29%

26%

21%

20%

11%
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Many social 
media users 
feel 
overwhelmed 
with 
advertisements, 
h|{ p{ pzu͂{ gss 
without value

From Medallia Market Research June 2024 
_vipgs Ykjpg _|y}k¡ ̝u Ι &̱###̞̲ ̾Rvy kgio vl 
the following statements, select your level of 
gnykktku{̮̿

say social media has too many ads on it62%

Among social media users:

worry about the amount of influence social 
media has on everyday life51%

~opsk g{ {ok zgtk {ptk̯

have discovered a new brand via social 
media before60%
feel ads they see on social media are 
personalized to their interests49%
believe the experience of shopping for 
products on social media platforms is good44%



Ykjgsspg ͽ Ovw¡ypno{ &#&(̮ Ovulpjku{pgs̮  ΐ  7Ykjgsspg ͽ Ovw¡ypno{ &#&(̮ Ovulpjku{pgs̮  ΐ  7

Ryvt Ykjgsspg Ygyrk{ ^kzkgyio V|uk &#&( _vipgs Ykjpg _|y}k¡ ̝u Ι &̱###̞̲ ̾`v {ok hkz{ vl ¡v|y 
ykivsski{pvu̱ ov~ jpj ¡v| lpyz{ lpuj v|{ ghv|{ {ok wyvj|i{ pu {opz zp{|g{pvu̸̿

Source of discovery for most recent product purchased
Top 5 rank, of 18 possible choices

Social media is also one of the most common ways 
consumers discover new products that they ultimately buy

Shopping in-person at a store (16%)#1
#2
#3
#4
#5

Social media platform (e.g. Facebook, Instagram, TikTok, etc.) (15%)

Family / friend told me (13%)

Nyv~zpun vu {og{ hyguj͂z ~khzp{k (8%)

Website ad (i.e. banner ad) (7%)
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Daily use of Instagram and TikTok is tied 
to more new product discovery, whereas 
the relationship is weaker for Facebook

Ryvt Ykjgsspg Ygyrk{ ^kzkgyio V|uk &#&( _vipgs Ykjpg _|y}k¡ ̝u Ι &̱###̞̲ ̾`v {ok hkz{ vl ¡v|y ykivsski{pvu̱ 
ov~ jpj ¡v| lpyz{ lpuj v|{ ghv|{ {ok wyvj|i{ pu {opz zp{|g{pvu̸̿

Platform use and product discovery a͑ relationship
Index: daily user rate among who discovered their most recent 
wyvj|i{ w|yiogzkj }pg zvipgs tkjpg }z̮ {ovzk ~ov jpju͂{

1.0x

1.7x

1.8x
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Ryvt Ykjgsspg Ygyrk{ ^kzkgyio V|uk &#&( _vipgs Ykjpg _|y}k¡ ̝u Ι &̱###̞̲ ̾`v {ok hkz{ vl ¡v|y ykivsski{pvu̱ 
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Generational distribution among group
By method in which most recent product purchased was first discovered

34%

37%

22%

7%

22%

32%

26%

20%

Gen Z

Millennial

Gen X

Boomer

Social Media WAS source of most recent product discovery

Social Media was WAS NOT the source

Gen Z is especially likely to discover new products via 
Social Media

more likely to be
Gen Z than those who 

jpju͂{

54%

Those who discovered 
their most recently 

purchased product via 
social media are 
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TikTok might 
not be the most 
commonly used 
platform overall, 
but it punches 
above its weight 
as a product 
discovery tool

From Medallia Market Research June 2024 
_vipgs Ykjpg _|y}k¡ ̝u Ι &̱###̞̲ ̾Qgyspky ¡v| 
mentioned you first found out about this 
product by seeing it on a social media platform.  
[u ~opio wsg{lvyt jpj ¡v| lpyz{ zkk p{̸̿

40%
26%

22%
4%

2%
2%
1%
1%
1%
0%

Where most recent product purchased was 
first discovered
Among those with discovery via social media

Other
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Purchase and post-purchase
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Product discovery via social media 
typically involves 2+ impressions 
before a purchase is made

Ryvt Ykjgsspg Ygyrk{ ^kzkgyio V|uk &#&( _vipgs Ykjpg _|y}k¡ ̝u Ι &̱###̞̲ ̾Tv~ tgu¡ {ptkz jpj ¡v| zkk 
gj}ky{pzpun lvy̱ vy }pk~ Ή ykzkgyio̱ {ok wyvj|i{ hklvyk ¡v| w|yiogzkj p{̸̿

Times encountering product ad / info before purchasing 
by discovery source

12%

58%

24%

7%

19%

42%

16%

23%

1 time

2-6 times

7+ times

Don't recall

Social Media WAS source of most recent product discovery

Social Media was WAS NOT the source



Ykjgsspg ͽ Ovw¡ypno{ &#&(̮ Ovulpjku{pgs̮  ΐ  13Ykjgsspg ͽ Ovw¡ypno{ &#&(̮ Ovulpjku{pgs̮  ΐ  13

Product discovery via social media is less likely to lead to 
impulse buys but also long (1+ month) waits

Ryvt Ykjgsspg Ygyrk{ ^kzkgyio V|uk &#&( _vipgs Ykjpg _|y}k¡ ̝u Ι &̱###̞̲ ̾Ml{ky lpyz{ zkkpun Ή okgypun 
about the product, how long was it before you actually purchased it? Use your best estimate, based on 
~og{ ¡v| ykigss̮̿ Ykjgsspg ͽ Ovw¡ypno{ &#&(̮ Ovulpjku{pgs̮  ΐ  13

27%

51%

17% 5%

34% 37%

21%
9%

In the first day 2-30 days 1+ month Don't recall

Social Media WAS source of most recent product discovery

Social Media was WAS NOT the source

How long after first discovering the product was it purchased?
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Consumers feel the journey is 
smooth overall
Among those who purchased a product first discovered 
via social media:

Ryvt Ykjgsspg Ygyrk{ ^kzkgyio V|uk &#&( _vipgs Ykjpg _|y}k¡ ̝u Ι &̱###̞̲ ̾Ryvt Ykjgsspg 
Ygyrk{ ^kzkgyio V|uk &#&( _vipgs Ykjpg _|y}k¡ ̝u Ι &̱###̞̲ ̾Rvy kgio vl {ok lvssv~pun 
z{g{ktku{ẕ zkski{ ¡v|y sk}ks vl gnykktku{̮̿ Ykjgsspg ͽ Ovw¡ypno{ &#&(̮ Ovulpjku{pgs̮  ΐ  14

From Medallia Market Research June 2024 
_vipgs Ykjpg _|y}k¡ ̝u Ι &̱###̞̲ ̾Rvy kgio vl 
the following statements, select your level of 
gnykktku{̮̿

81% felt the process of buying this 
product was easy

64%
Felt the advertisement of the 
product was personalized to their 
interests

44%
said this was their first time hearing 
about this brand (not just the 
product)
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Food & Bev are the most common products discovered 
via social media, but personal care over-indexes the most

Ryvt Ykjgsspg Ygyrk{ ^kzkgyio V|uk &#&( _vipgs Ykjpg _|y}k¡ ̝u Ι &̱###̞̲ ̾`opur vl {ok sgz{ {ptk ¡v| 
w|yiogzkj g hyguj uk~ wyvj|i{ ̝vuk ¡v| og}k uk}ky w|yiogzkj hklvyk̞̮ cog{ {¡wk vl wyvj|i{ ~gz p{̸̿

Type of product purchased, if discovered via social media
Among those who say social media was the source of discovery for most recent product purchased

19%
16%

14%
12%

7%
5%

5%
4%

4%
3%
3%

2%
2%

2%
2%
1%

Food / beverage
Personal care products (e.g. cosmetics, vitamins, etc.)

Clothing / apparel
Electronics / technology

Subscription services (e.g. Amazon Prime, Walmart+, Netflix, etc.)
Entertainment content (e.g. books, movies, video games)

Other category not listed here
Home appliances / tools

Events / experiences (e.g. show / sports tickets, classes, etc.)
Jewelry

Furniture / home decor
Automobile / auto products

Sporting / fitness equipment
Toys

Travel (e.g. flight tickets, hotel bookings, etc.)
Office supplies

Personal care products, 
like cosmetics, have the 
highest rank compared 
to products consumers 
discover in channels 
{og{ gyku͂{ zvipgs tkjpg 
(where they are only 8%

of new products 
purchased)
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Products discovered via social media are more likely to be 
in a $21-$100 price range, and less in a $500+ range

Ryvt Ykjgsspg Ygyrk{ ^kzkgyio V|uk &#&( _vipgs Ykjpg _|y}k¡ ̝u Ι &̱###̞̲ ̾Tv~ t|io jpj ¡v| zwkuj vu {ok 
wyvj|i{ pu {opz zp{|g{pvu̸̿ Ykjgsspg ͽ Ovw¡ypno{ &#&(̮ Ovulpjku{pgs̮  ΐ  16

29%

41%

21%

9%

29%
33%

24%

14%

$20 or under $21 - $100 $101 - $500 Over $500

Social Media WAS source of most recent product discovery

Social Media was WAS NOT the source

Product price, based on source of discovery
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If starting via product discovery on social media, 
8 out of 9 purchases occur elsewhere

Ryvt Ykjgsspg Ygyrk{ ^kzkgyio V|uk &#&( _vipgs Ykjpg _|y}k¡ ̝u Ι &̱###̞̲ ̾Tv~ jpj ¡v| gi{|gss¡ w|yiogzk 
{ok wyvj|i{ pu {opz zp{|g{pvu̸̿

How a product discovered through social media ultimately gets purchased
Among those who cite social media as the source of their most recent new product  discovery

11%
Purchased the 

product directly 
through the 
social media 

platform

went to store in-person22%

More common methods (in order):

clicked link from social media to 
hyguj͂z ~khzp{k16%
went to separate online retailer (e.g. 
Amazon)14%
{¡wkj pu hyguj͂z ~khzp{k jpyki{s¡11%
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32%

44%

11%

11%

2%

Bought online for 
delivery

Bought and 
received in-

person

Bought online to 
go pick up in-

person

Bought in-person 
for future delivery

Some other way 
not listed here 
(please specify)

Those who 
discover 
products on 
social media are 
far more likely 
than others to 
purchase for 
delivery.

However, over 
1/3 go to make 
the purchase in-
person.

Social Media WAS 
source of product 
discovery

From Medallia Market Research June 2024 
_vipgs Ykjpg _|y}k¡ ̝u Ι &̱###̞̲ ̾Tv~ jpj ¡v| 
ykikp}k {ok wyvj|i{ pu {opz zp{|g{pvu̸̿

Social Media was 
WAS NOT the 
source

49%

34%

8%

7%

2%

Bought online for 
delivery

Bought and 
received in-

person

Bought online to 
go pick up in-

person

Bought in-person 
for future delivery

Some other way
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Incrementality: without social media-
driven product discovery, only 30% 
believe they would have found that 
product another way

If not social media discovery, than what?
Among those who did discover product via social media

Ryvt Ykjgsspg Ygyrk{ ^kzkgyio V|uk &#&( _vipgs Ykjpg _|y}k¡ ̝u Ι &̱###̞̲ ̾Ul ¡v| jpju͂{ 
find out about this product via social media, what do you think would have happened 
puz{kgj̸̿

30%

30%

22%

17%

1%

U wyvhghs¡ ~v|sju͂{ og}k hv|no{ {opz {¡wk vl wyvj|i{ g{ gss

I probably would have found out about this specific 
product another way (e.g. in-person, searching online, etc.)

I probably would have searched in other ways to find a 
product I needed, similar to this one

I probably would have purchased a different product I saw 
on social media instead

Something else
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If discovering a 
product via 
social media, 
sentiments on 
the purchase 
are typically 
positive 

From Medallia Market Research June 2024 
_vipgs Ykjpg _|y}k¡ ̝u Ι &̱###̞̲ ̾Rvy kgio vl 
the following statements, select your level of 
gnykktku{̮̿

When purchasing a product first 
jpziv}kykj }pg zvipgs tkjpg̯

felt the advertising of the 
product was an accurate 
representation of how the 
product turned out to be

79%
believe they got a good deal on 
the product72%
would be interested in buying 
another product from that brand72%
would be interested in buying 
the product again in the future70%
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Satisfaction of social media-found 
products is similar to products 
found other ways

Ryvt Ykjgsspg Ygyrk{ ^kzkgyio V|uk &#&( _vipgs Ykjpg _|y}k¡ ̝u Ι &̱###̞̲ ̾cog{ ogz hkku ¡v|y sk}ks vl 
v}kygss zg{pzlgi{pvu ~p{o {ok wyvj|i{ ¡v| w|yiogzkj pu {opz zp{|g{pvu̸̿

17% 21%

33% 29%

50% 50%

Social Media WAS 
source of product 

discovery

Social Media was WAS 
NOT the source

% rating 9-10

% rating 7-8

% rating 0-6

Overall product satisfaction (OSAT), 0-10 rating scale
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Customer service often, but not always, 
stays in social channels

Ryvt Ykjgsspg Ygyrk{ ^kzkgyio V|uk &#&( _vipgs Ykjpg _|y}k¡ ̝u Ι &̱###̞̲ ̾Ppj ¡v| {yg}ks sgz{ _|ttky 
̝&#&'̸̞ Ul zv̱ zkski{ gss {og{ gwws¡̮̿ Ή ̾Pv ¡v| wsgu {v {yg}ks g{ gss {opz _|ttky ̝&#&(̸̞ Ul zv̱ zkski{ gss {og{ gwws¡̮̿

(vs. 20% for those who 
discovered products 

through other methods)

10%

and of the 56% who 
ivu{gi{kj i|z{vtky zky}pik̯

37%

For those who discovered the 
wyvj|i{ }pg zvipgs tkjpg̯

had an 
issue

(vs. 10% for those who 
discovered products 

through other methods)

Engaged 
customer 
service 

via Social
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The role of influencers
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Ryvt Ykjgsspg Ygyrk{ ^kzkgyio V|uk &#&( _vipgs Ykjpg _|y}k¡ ̝u Ι &̱###̞̲ ̾[u {og{ zvipgs tkjpg wsg{lvyṯ 
in what way was the product advertised? Choose based on what you can best recall._kski{ gss {og{ gwws¡̿

Influencer marketing is a big part of product discovery 
via social media

Type of advertisement(s) that led to product discovery on social media
Among those who first discovered product via social media

33%

25%

24%

16%

14%

9%

7%

5%

A short video (e.g. a reel or TikTok) from an influencer account

A standard advertisement in short videos (e.g. reels, TikToks, etc.)

A standard advertisement seen in news feed / scrolling through posts

A standard post from an influencer account

A standard advertisement in a temporary post (i.e. a story post)

A story / temporary post from an influencer account

In a message board / chat section (i.e. a thread)

U jvu͂{ ykigss kuv|no {v k}ku {grk g n|kzz

Standard Ad

Influencer Ad

Other
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Sentiments on influencer 
marketing are mixed
Among social media users

Ryvt Ykjgsspg Ygyrk{ ^kzkgyio V|uk &#&( _vipgs Ykjpg _|y}k¡ ̝u Ι &̱###̞̲ ̾Ryvt Ykjgsspg 
Ygyrk{ ^kzkgyio V|uk &#&( _vipgs Ykjpg _|y}k¡ ̝u Ι &̱###̞̲ ̾Rvy kgio vl {ok lvssv~pun 
z{g{ktku{ẕ zkski{ ¡v|y sk}ks vl gnykktku{̮̿ Ykjgsspg ͽ Ovw¡ypno{ &#&(̮ Ovulpjku{pgs̮  ΐ  25

From Medallia Market Research June 2024 
_vipgs Ykjpg _|y}k¡ ̝u Ι &̱###̞̲ ̾Rvy kgio vl 
the following statements, select your level of 
gnykktku{̮̿

53%
say they can usually tell if an 
influencer is actually advertising a 
product, versus just happens to be 
using it

34%
are more likely to be interested in a 
product if it is advertised by an 
influencer they follow, instead of it 
being just a regular advertisement

32%
say they trust the products being 
promoted by social media 
influencers they follow
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A third of those who discovered their 
most recently purchased product via 
social media follow over 50 influencers

7%

34%

28%

31%

26%

35%

23%

16%

0

1-10

11-50

51+

Social Media WAS source of most recent product discovery

Social Media was WAS NOT the source

Ryvt Ykjgsspg Ygyrk{ ^kzkgyio V|uk &#&( _vipgs Ykjpg _|y}k¡ ̝u Ι &̱###̞̲ ̾Uu nkukygs̱ ov~ tgu¡ 
puls|kuikyz ~v|sj ¡v| kz{ptg{k ¡v| lvssv~ giyvzz gss zvipgs tkjpg wsg{lvytz ¡v| |zk̸̿

Amount of social media influencers followed
By whether respondent discovered most recent product via social media or not
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Reasons why people follow certain social 
media influencers
Among those who follow 1+

If they are relatable to my life 44%

If they are funny 37%

If they have good quality of explanations / detail 30%

If they have a good balance of regular content vs. advertising 23%

If they are especially talented 21%

If they are specialized to niche interests / my local area 19%

If they have good camera / audio quality of content 19%

If I like them based on something else they are famous for (e.g. movies, sports, etc.) 17%

If other people I know follow them 15%

If they have a high frequency of content released 14%

If I know them personally 13%

If they are good looking 12%

Ul U͂t uv{ g~gyk {okyk gyk v{okyz {og{ iv}ky {ovzk {vwpi̝z̞10%

If they have a high follower count overall 9%

Relatability, 
humor, and 
quality of 
explanations 
drive people to 
follow certain 
influencers

From Medallia Market Research June 2024 Social 
Ykjpg _|y}k¡ ̝u Ι &̱###̞̲ ̾co¡ jv ¡v| iovvzk {v 
follow the influencers that you do, over others that 
make content on those same topics? Select the 
attributes that typically lead you to follow those 
giiv|u{̝z̞ zwkiplpigss¡̮̿
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Food / nutrition and comedy are the top 
ig{knvypkz vl puls|kuikyz lvssv~kj v}kygss̯

Ryvt Ykjgsspg Ygyrk{ ^kzkgyio V|uk &#&( _vipgs Ykjpg _|y}k¡ ̝u Ι &̱###̞̲ ̾cog{ {¡wk vl puls|kuikyz jv ¡v| 
lvssv~̱ hgzkj vu {ok ivu{ku{ {ok¡ tgrk̸ _kski{ gss {og{ gwws¡̮̿

43%

36%

31%

30%

30%

27%

26%

26%

25%

24%

24%

22%

16%

16%

Food / nutrition
Comedy

Exercise / fitness
General lifestyle / productivity

Fashion / style
Gaming

Beauty / personal care
Travel

Technology / product reviews
Talent / skill

Pets
Home decor / home DIY projects

Parenthood
Academic / educational

Types of influencers followed
Among those who follow 1+ influencer on social media
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̯h|{ Nkg|{¡ pz {ok {vw ig{knvy¡ 
when a customer discovers a 
product via an influencer

Beauty / personal care (29%)#1

General lifestyle / productivity (24%)#2

Food / nutrition (24%)#3

Technology / product reviews (20%)#4

Fashion / style (20%)#5From Medallia Market Research June 2024 Social Media 
_|y}k¡ ̝u Ι &̱###̞̲ ̾Qgyspky ¡v| tku{pvukj ¡v| lv|uj v|{ 
about this product from an influencer on social media. What 
type of influencer was this, based on the content they make? 
Ul tvyk {ogu vuk gwwspkẕ zkski{ t|s{pwsk̮̿
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Consumers notice influencers making sponsored 
ivu{ku{̱ guj p{͂z vl{ku t|s{pwsk {ptkz wky ~kkr

Ryvt Ykjgsspg Ygyrk{ ^kzkgyio V|uk &#&( _vipgs Ykjpg _|y}k¡ ̝u Ι &̱###̞̲ ̾Tv~ vl{ku jv ¡v| uv{pik {opz 
puls|kuiky tgrpun ivu{ku{ {og{ pz gj}ky{pzpun iky{gpu wyvj|i{z̸̿  Ykjgsspg ͽ Ovw¡ypno{ &#&(̮ Ovulpjku{pgs̮  ΐ  30

15%

26%

14%

22%

6% 2%

15%

Daily 2 - 3 times per 
week

Once per week A couple of times 
per month

A few times a year Once a year or 
less, but I have 

seen them 
advertise at least 

one product

U jvu͂{ ruv~ pl {ok¡ 
have ever 

intentionally 
advertised a 

product

How often customer notices that influencer is advertising a product
Ul {og{ puls|kuiky ~gz {ok zv|yik vl {ok i|z{vtky͂z tvz{ ykiku{ uk~ wyvj|i{ jpziv}ky¡
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Looking toward the future
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Ul gjz vu Uuz{gnygt iv|sju͂{ hk zrpwwkj ̝zvtk{opun 
Uuz{gnygt pz ykwvy{kjs¡ {kz{pun uv~̞̯

Ryvt Ykjgsspg Ygyrk{ ^kzkgyio V|uk &#&( _vipgs Ykjpg _|y}k¡ ̝u Ι &̱###̞̲ ̾Ul Uuz{gnygt ~kyk {v iogunk zv 
that a user was sometimes required to watch an ad before seeing a video reel or a post, and that ad cannot be 
skipped, how much would it affect your use?&nbsp _kski{ {ok iovpik {og{ hkz{ gwwspkz̿

% of users that would cut back their 
Instagram use by 25% or more:

Among those who currently use 
Instagram often / daily

51% 57%

Ykjgsspg ͽ Ovw¡ypno{ &#&(̮ Ovulpjku{pgs̮  ΐ  32

Among those who use Instagram, but 
not often / daily
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Cheaper and faster shipping are 2 of the top 4 factors that 
would get people to buy through SM more often 

Ryvt Ykjgsspg Ygyrk{ ^kzkgyio V|uk &#&( _vipgs Ykjpg _|y}k¡ ̝u Ι &̱###̞̲ ̾cog{ ~v|sj tgrk ¡v| 
purchase products directly through a social media platform, without going to another site, more often?
_kski{ gss {og{ gwws¡̿

What would get people to buy directly within a Social Media platform more often
US General Population

26%
26%

24%
22%

20%
18%
18%
17%
17%
16%

14%
19%

Cheaper shipping

More affordable products being promoted on social media

Better quality products being promoted on social media

Faster shipping

Better refund or exchange policies

Better customer service quality and options if something goes wrong

Better connection with account / payment setups I have (e.g. Apple Pay) to avoid entering details repeatedly

More information about security and privacy protection handled by the platforms

Product advertisements that are more personalized to my needs and interests

A clearer indication that it can be purchased on the social media platform without going anywhere else

More payment methods accepted (e.g. buy now pay later, credit card rewards points, etc.)

I would never use social media to purchase products, no matter what
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TikTok Shop has caught on 
among regular TikTok users

% saying have made a TikTok Shop purchase in 
the past year, by level of TikTok usage

15%

28%

5%

Total

Users of TikTok Often / Daily

Not Users of TikTok Often / Daily

Ryvt Ykjgsspg Ygyrk{ ^kzkgyio V|uk &#&( _vipgs Ykjpg _|y}k¡ ̝u Ι &̱###̞̲ ̾Ryvt Ykjgsspg 
Ygyrk{ ^kzkgyio V|uk &#&( _vipgs Ykjpg _|y}k¡ ̝u Ι &̱###̞̲ ̾Rvy kgio vl {ok lvssv~pun 
z{g{ktku{ẕ zkski{ ¡v|y sk}ks vl gnykktku{̮̿  Mtvun zvipgs tkjpg |zkyz
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Ryvt Ykjgsspg Ygyrk{ ^kzkgyio V|uk &#&( _vipgs Ykjpg _|y}k¡ ̝u Ι &̱###̞̲ ̾cog{ pz ¡v|y 
|ujkyz{gujpun vl {opz uk~z̸ _kski{ {ok iovpik {og{ hkz{ ykwykzku{z {ok zp{|g{pvu̱ gz ¡v| ruv~ p{̮̿

\|hspi͂z |ujkyz{gujpun vl wv{ku{pgs `pr`vr hgu 
among those who recall hearing news

Most people recall TikTok in the news, but only about half 
have a correct understanding of the potential ban

recall hearing recent 
news about TikTok

(among those aware of TikTok)

80% 45%

41%

14%

The US government has passed legislation 
that would ban TikTok in the US, only if 

TikTok does not end its current status of 
being owned by a Chinese company

There is discussion about banning TikTok 
in the US, but the US government has not 

passed any legislation yet

The US government has passed legislation 
that will definitely ban TikTok in the US
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Regular 
TikTok users 
are 
generally 
against the 
potential 
ban

From Medallia Market 
Research June 2024 Social 
Ykjpg _|y}k¡ ̝u Ι &̱###̞̲ ̾Uu 
igzk ¡v| jpju͂{ gsykgj¡ 
know, the current situation is 
that the US government has 
passed legislation that would 
ban TikTok in the US, only if 
TikTok does not end its 
current status of being 
owned by a Chinese 
company.  What is your view 
/ opinion on this decision by 
{ok a_ nv}kyutku{̸̿

Viewpoint on possible US TikTok ban, if company 
does not relinquish Chinese ownership

14%

48%

39%

29%

47%

22%

Those not using 
TikTok often / 

daily

Those using 
TikTok often / 

daily

Support

Neutral / No Opinion

Against
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Ryvt Ykjgsspg Ygyrk{ ^kzkgyio V|uk &#&( _vipgs Ykjpg _|y}k¡ ̝u Ι &̱###̞̲ ̾Ul `pr`vr ~kyk {v hk hguukj pu 
the US, what effect do you think that would have on your life?_kski{ gss {og{ gwws¡̮̿ Ykjgsspg ͽ Ovw¡ypno{ &#&(̮ Ovulpjku{pgs̮  ΐ  37

If TikTok is banned, users would shift to other platforms 
but also feel brand / product discovery would worsen

How TikTok users would react to a TikTok ban
Among those who report using TikTok often or daily

31%
25%
25%
25%

24%
20%

19%
18%

16%
12%
12%

11%
15%

My use of other platforms (e.g. Instagram, Facebook, Snapchat) would increase

My ability to discover new brands and products would be lowered

My ability to get news on current events would be lowered

My ability to find entertaining content would be lowered

My ability to connect with others on shared interests would be lowered

My ability to pursue my creative or professional interests would be lowered

My ability to find educational or life-improving content would be lowered

My time available to do other things would increase

I would try to find a way to still use TikTok, even if not legally allowed

My mental health would worsen

The way I shop would be disrupted

My mental health would improve

There would be no noticeable effect on my life
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Recap
Å _vipgs tkjpg pz g tgqvy wgy{ vl ivuz|tkyz͂ uk~ hyguj guj wyvj|i{ jpziv}kypkz̮  

Consumers perceive social media to most often be the place they see advertising, and 
in recalling the source of initial awareness for the most recent product they purchased, 
social media is 2nd behind only seeing an item while shopping at a store in-person.

Å Gen Zers are especially likely to discover new products on social media, and TikTok 
over-indexes compared to other platforms in driving new product discovery (relative to 
the rate at which it is used by the population in general).

Å Beauty / cosmetics are an especially social media-heavy product category.  That 
category over-indexes the most in terms of how often its source of discovery is social 
media (vs. other channels / types of advertisements).  Also, while social media 
influencers for food / nutrition and comedy are the most popular for following in general, 
beauty influencers are the most common type that leads to new product discovery.

Å Social media-based product discovery is more often involved in purchase journeys that 
last longer and involve more total impressions than journeys where a product is first 
discovered in another way.

Å Satisfaction is typically strong when consumers first discover products through social 
media.  The rate of issue is even lower than when a product is first discovered through 
other channels.  Only 11% actually buy through the social media platform itself (vs. going 
to another site or going in-person to buy), but there is growing popularity and interest in 
buying directly through platforms (15% have tried TikTok Shop already, for instance), if 
product cost and shipping cost / speed could be more competitive with other retailers.

Å Looking toward the future, about half Instagram users say their use of Instagram would 
drop 25%+ if advertisements became unskippable.  And active TikTok users generally 
oppose a ban if Chinese ownership is not relinquished (though others are relatively 
tvyk z|wwvy{p}k̞̮  Ul `pr`vr ~kyk {v hk hguukj̱ |zkyz tvz{ hkspk}k {ok¡͂ss zopl{ {okpy 
usage toward Instagram and Facebook, but would suffer in product / content discovery 
in the process.
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Thank you

Questions? Contact
briefings@medallia.com

mailto:briefings@medallia.com
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Appendix
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Harness richer insights at scale so you can take action with confidence

Sense360

Tap into consumer insights at scale with massive panels, 
real-time data, and unblinded visibility on competitors.

LivingLens

Capture video surveys and uncover trends with AI-
powered analysis tools.

Medallia Agile Research

Create, edit and distribute your own surveys. Analyze 
results with powerful reporting tools and dashboards.

Transaction 
panel

Visit-based 
survey panel

Foot traffic 
panel

Market Research Suite
MEDALLIA

1

2

3

Syndicated 
surveys

One-click 
analysis

Survey 
builder

Distribute 
anywhere

Powerful 
reporting

Easy-to-use 
dashboards

Expert 
support

Video 
surveys

Capture 
anywhere

Transcription 
analysis

Filter & 
categorize

Easily edit 
and share
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9:01 AM
Grab 
coffee
$6.398:32 AM

Check 
out of 
hotel
$129.00

11:15 AM
Stock-up
$110.26 1:36 PM

Order lunch 
for pickup
$12.26

SURVEY
Why did 
you visit 
Target?

Real-world behaviors. 
One-click analysis.


