
ACTIVATE CONSULTING  
TECHNOLOGY & MEDIA OUTLOOK 2025  
SUPER USERS

www.activate.com

CREATED FOR ACTIVATE BY ASW



Super Users are an important segment that represents less than 
25% of the population but accounts for a disproportionately high 
share of time spend with technology and media
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AVERAGE DAILY TIME SPEND WITH TECHNOLOGY AND MEDIA PER USER1, U.S., 2024E, % ADULTS AGED 18+ / HOURS:MINUTES

SUPER USERS

1. Includes time spent watching video, playing video games, listening to music, listening to or watching podcasts, and using messaging / 
social media services. 
Sources: Activate analysis, Activate 2024 Consumer Technology & Media Research Study (n = 4,004), Company filings, Comscore, Conviva, 
data.ai, eMarketer, Gallup, GWI, Interactive Advertising Bureau, Music Biz, National Sleep Foundation, Newzoo, Nielsen, NPD Group, Omdia, 
Pew Research Center, PricewaterhouseCoopers, U.S. Bureau of Labor Statistics, YouGov
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Compared to all other users, Super Users spend substantially more 
time engaging in all major technology and media activities
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AVERAGE DAILY TIME SPEND PER USER BY TECHNOLOGY AND MEDIA TYPE, U.S., 2024E, HOURS:MINUTES

SUPER USERS

1. Figures do not sum due to rounding.  2. “Video” includes YouTube. 
Sources: Activate analysis, Activate 2024 Consumer Technology & Media Research Study (n = 4,004), Company filings, Comscore, Conviva, 
data.ai, eMarketer, Gallup, GWI, Interactive Advertising Bureau, Music Biz, National Sleep Foundation, Newzoo, Nielsen, NPD Group, Omdia, 
Pew Research Center, PricewaterhouseCoopers, U.S. Bureau of Labor Statistics, YouGov
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Across major activities, Super Users are much more likely to 
multi-task
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MULTI-TASKING1 BEHAVIOR BY TECHNOLOGY AND MEDIA ACTIVITY, U.S., 2024, % ADULTS AGED 18+ WHO ENGAGE IN EACH ACTIVITY

SUPER USERS

CONSUMERS WHO MULTI-TASK1 ALL, ALMOST ALL, OR MOST OF THE TIME WHEN…

65% 60% 78% 69% 70%

42% 36% 69% 54% 45%

1. “Multi-tasking” is defined as simultaneously doing another activity, such as working, cleaning, cooking, or exercising.  2. Includes listening 
to or watching podcasts.   
Sources: Activate analysis, Activate 2024 Consumer Technology & Media Research Study (n = 4,004)



Super Users account for a disproportionately high share of total 
eCommerce spend while also over-indexing on emerging 
eCommerce behaviors
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ECOMMERCE SPEND, U.S., 2024, 
% ADULTS AGED 18+ / % TOTAL ECOMMERCE SPEND

SUPER USERS

Sources: Activate analysis, Activate 2024 Consumer Technology & Media Research Study (n = 4,004)
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Super Users are significantly more likely to be early adopters of 
new technology/devices
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SUPER USERS

PROPENSITY TO BE AMONG THE FIRST FEW TO  
BUY/USE NEW TECHNOLOGY/DEVICES1, U.S., 2024,  
% ADULTS AGED 18+

REASONS FOR EARLY ADOPTION OF TECHNOLOGY/DEVICES, 
U.S., 2024, % ADULTS AGED 18+ WHO ARE USUALLY AMONG 
THE FIRST FEW TO BUY/USE NEW TECHNOLOGY/DEVICES1

80%

1. Includes consumers who usually buy/use new technology/devices before anyone else they know and consumers who usually 
buy/use new technology/devices after a few people they know have done so (but before many people they know have done so).   
Sources: Activate analysis, Activate 2024 Consumer Technology & Media Research Study (n = 4,004)
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While most early adopters are driven by the ability to benefit 
from new features, Super Users are also significantly 
motivated by the exclusivity of being an early adopter 
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TECHNOLOGY/DEVICES1 



EXAMPLE GENERATIVE AI  PLATFORMS TESTED IN OUR RESEARCH

Super Users are in the vanguard of generative AI adoption
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USAGE OF GENERATIVE AI PLATFORMS, U.S., 2024, SUPER USERS INDEXED TO ALL OTHER USERS

SUPER USERS

1. “Using generative AI as a first stop for online search” is defined as typically starting the search process with a generative AI search 
service when looking for information online. 
Sources: Activate analysis, Activate 2024 Consumer Technology & Media Research Study (n = 4,004)
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Super Users consistently spend more dollars on technology and 
media than all other users
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MONTHLY DOLLAR SPEND BY TECHNOLOGY AND MEDIA TYPE,  
U.S., 2024E, % ADULTS AGED 18+ / % TOTAL SPEND BY TECHNOLOGY AND MEDIA TYPE / USD PER USER

SUPER USERS

1. Includes spend on all videos and video services, including traditional/virtual Pay TV, video streaming subscription services, and video 
purchases/rentals.  2. Includes spend on video games and other video gaming purchases (e.g. in-game purchases, video gaming subscription 
services) across all devices. Excludes spend on gaming devices and accessories.  3. Includes spend on music and music services. 
Sources: Activate analysis, Activate 2024 Consumer Technology & Media Research Study (n = 4,004), eMarketer, Goldman Sachs, Grand View 
Research, IFPI, Newzoo, Omdia, PricewaterhouseCoopers, Recording Industry Association of America, SiriusXM, Statista
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Super Users are more willing to share their data with technology 
and media companies in exchange for benefits
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SUPER USERS

% Super Users % All Other Users OVER THE LAST 12 MONTHS, I…

Shared my email address 
and/or phone number to 

make an account with  
an online retailer for a 

personalized experience  
(e.g. the ability to create wish lists, track 

orders, save checkout information)

Allowed an online retailer to 
track my website/app activity 

to receive personalized ads  
(e.g. accepted cookies on a website)

Completed an online retailer’s 
quiz to receive personalized 

item recommendations  
(e.g. clothing size, mattress type, 

skincare product, computer model) 22%

28%

40%

60%

62%

72%

48%

82%

Comfortable sharing data with  
technology and media companies  

(in exchange for more personalized/relevant 
recommendations and ads or rewards/discounts)

CONSUMER WILLINGNESS TO SHARE DATA WITH 
TECHNOLOGY AND MEDIA COMPANIES, U.S., 2024,  
% ADULTS AGED 18+

SHARING OF PERSONAL INFORMATION WITH ONLINE RETAILERS 
OVER THE LAST 12 MONTHS, U.S., 2024, % ONLINE SHOPPERS1

1. “Online shoppers” are defined as adults aged 18+ who shopped online at least once in the last 12 months. Shopping includes browsing 
and making purchases.   
Sources: Activate analysis, Activate 2024 Consumer Technology & Media Research Study (n = 4,004)



Super Users are significantly more likely to be brand amplifiers, 
sharing their experiences and recommending products/services
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BRAND ADVOCACY BEHAVIORS, U.S., 2024, % ADULTS AGED 18+

SUPER USERS

Actively recommend the product/service  
to others I think would benefit from it  

(e.g. tell a specific friend that they should purchase the product)

Share my personal experience with the 
product/service directly with others 

(e.g. tell friends about my experience in person or over text)

Share my personal experience with the 
product/service on social media  

(e.g. create a post/story about my experience for my followers)

Write a positive review of the  
product/service online

Purchase the product/service  
for others I think would benefit from it

Re-share information about the  
product/service on social media  

(e.g. re-share posts from the service’s brand, re-share stories  
of other people’s experience with the product) 20%

20%

26%

22%

33%

34%

63%

64%

67%

71%

72%

74%

WHEN I ENJOY A PRODUCT/SERVICE,  
I ALWAYS OR OFTEN…

Sources: Activate analysis, Activate 2024 Consumer Technology & Media Research Study (n = 4,004)

% Super Users % All Other Users



Super Users are more likely to attend live events and experiences
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LIVE EVENT / ACTIVITY ATTENDANCE IN THE LAST 12 MONTHS BY TYPE1, U.S., 2024, % ADULTS AGED 18+

SUPER USERS

1. Reflects adults aged 18+ who attended at least one live event / activity in the specified category in the last 12 months. 
Sources: Activate analysis, Activate 2024 Consumer Technology & Media Research Study (n = 4,004)

% Super Users % All Other Users
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Enjoy keeping informed on 
trends and news about the 

latest technology and media 
products/services

Feel that they can  
better express themselves 

when online

Feel that how they  
present themselves online  

is equally or more important 
compared to how they  

present themselves in person

Super Users are more comfortable with their digital identities
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CONSUMER SENTIMENTS ABOUT DIGITAL IDENTITY, U.S., 2024, % ADULTS AGED 18+

SUPER USERS

Sources: Activate analysis, Activate 2024 Consumer Technology & Media Research Study (n = 4,004)
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MILLENNIALS /  
GEN Y 

(aged 28-43)

GEN Z 
(aged 18-27)

Super Users span all age cohorts
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SUPER USERS BY GENERATION, U.S., 2024, % ADULTS AGED 18+ / % ADULTS AGED 18+ BY GENERATION

SUPER USERS

Sources: Activate analysis, Activate 2024 Consumer Technology & Media Research Study (n = 4,004), Company filings, Comscore, Conviva, 
data.ai, eMarketer, Gallup, GWI, Interactive Advertising Bureau, Music Biz, National Sleep Foundation, Newzoo, Nielsen, NPD Group, Omdia, 
Pew Research Center, PricewaterhouseCoopers, U.S. Bureau of Labor Statistics, YouGov
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DATA PARTNERS
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Activate growth.  
Own the future. 

Technology. Internet. Media. Entertainment. eCommerce. These are the industries we’ve 
shaped, but the future is where we live.   

Activate Consulting helps technology and media companies drive revenue growth, identify 
new strategic opportunities, and position their businesses for the future. 

As the leading management consulting firm for these industries, we know what success 
looks like because we’ve helped our clients achieve it in the key areas that will impact their 
top and bottom lines. 

Together, we can help you grow faster than the market and smarter than the competition. 

11 Madison Square North, New York  10010 

212 316 4444

www.activate.com

GET IN TOUCH: 

Seref Turkmenoglu           
seref@activate.com

Michael J. Wolf 
michael@activate.com

Samuel Studnia 
sam@activate.com

Donovan Rose 
donovan@activate.com

Anthony Aguila 
anthony@activate.com

Cigdem Binal 
cigdem@activate.com
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www.activate.com
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Activate Consulting: We help leading companies and innovators 
grow their revenues, take advantage of new opportunities and get 
ahead of the forces transforming their businesses

http://www.activate.com
http://www.activate.com


CREATED BY  
THE ACTIVATE CONSULTING TEAM:

Michael J. Wolf 
Seref Turkmenoglu 
Samuel Studnia 
Donovan Rose 
Anthony Aguila 
Cigdem Binal 
Marlee Melendy 
Lily Silva 
Mark Manley 
Griffin Glenn  
George Levy 
Karinya Ghiara 
Rachel Lunsford  

Shruti Pal 
Jonathan Homidan 
Brigid Lynch 
Cansu Seckin 
Taylan Tuncata 
Rebecca Federman 
Danielle Koterbay 
Leah Kochendoerfer 
Matt Herman 
Taylor Clarke 
Aeron Davies 
Leo deSouza 
Max Wills  

Will Young 
Ahmad Yousef 
Kate Buchholz 
Madison Restivo 
Noah Sugerman 
Owen Engling 
Sunni Liu 
Carter Shields 
Kelly Zhou 
Mary Griffin 
Halla Elkhwad 
Justin Moskowitz 
Nipun Banerjee 

www.activate.com

Zach Neri 
Laura Miller 
Annik Wolf 
Frank Noto 
Denise Shea 
Stephen Corsello 
Irina Dessaint 
Cassie Wat 
Leah Collins 
Sydney Frame 

Activate Technology & Media  
Outlook 2025 

http://www.activate.com
http://www.activate.com
https://activate.com/insights


Thank you!  
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11 Madison Square North 
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