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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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Compared to all other users, Super Users spend substantially more
time engaging in all major technology and media activities

AVERAGE DAILY TIME SPEND PER USER BY TECHNOLOGY AND MEDIA TYPE, U.S., 2024E, HOURS:MINUTES
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Across major activities, Super Users are much more likely to
multi-task

MULTI-TASKING' BEHAVIOR BY TECHNOLOGY AND MEDIA ACTIVITY, U.S., 2024, % ADULTS AGED 18+ WHO ENGAGE IN EACH ACTIVITY
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Super Users account for a disproportionately high share of total
eCommerce spend while also over-indexing on emerging
eCommerce behaviors
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Super Users are significantly more likely to be early adopters of
new technology/devices
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Super Users are In the vanguard of generative Al adoption

USAGE OF GENERATIVE Al PLATFORMS, U.S., 2024, SUPER USERS INDEXED TO ALL OTHER USERS
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Super Users consistently spend more dollars on technology and
media than all other users

MONTHLY DOLLAR SPEND BY TECHNOLOGY AND MEDIA TYPE,
U.S., 2024E, % ADULTS AGED 18+ / % TOTAL SPEND BY TECHNOLOGY AND MEDIA TYPE / USD PER USER
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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.
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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 are significantly more likely to be brand amplifiers,
sharing their experiences and recommending products/services

BRAND ADVOCACY BEHAVIORS, U.S., 2024, % ADULTS AGED 18+
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Super Users are more likely to attend live events and experiences

LIVE EVENT / ACTIVITY ATTENDANCE IN THE LAST 12 MONTHS BY TYPE!, U.S., 2024, % ADULTS AGED 18+
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Super Users are more comfortable with their digital identities

CONSUMER SENTIMENTS ABOUT DIGITAL IDENTITY, U.S., 2024, % ADULTS AGED 18+
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SUPER USERS

Super Users span all age cohorts

SUPER USERS BY GENERATION, U.S., 2024, % ADULTS AGED 18+ / % ADULTS AGED 18+ BY GENERATION
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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.

GET IN TOUCH:
Michael J. Wolf Seref Turkmenoglu Samuel Studnia Donovan Rose Anthony Aguila Cigdem Binal
michael@activate.com seref@activate.com sam(@activate.com donovan@activate.com anthony@activate.com cigdem@activate.com

www.activate.com

11 Madison Square North, New York 10010
212 3164444
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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
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