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Social Media Not Preferred Recommendation Resource
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Depending on the relationship with the company, Severson says he
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of information, at 39% vs. 28%, respectively. Younger consumers also Research

appreciate information in emails from retailers or manufacturers, at

32% compared with 20% for all respondents.

Oddly, younger consumers believe online ads and social media have less influence than search,
articles and emails from retailers or manufacturers. In the study, 30% of consumers age 25 to 34
believe online ads are influential, compared with and 31% for social media.

Overall, most people participating in the survey -- 59% -- choose personal advice from friends or
family members; followed by TV news or other broadcasts at 40%; search engines Google, Bing,
Yahoo or Ask at 39%; TV ads, 36%; artidles in newspapers or magazines, 33%; newspapers or
magazines ads, 31%; online articles, 28%; and radio news or other broadcasts ads, 25%.

The remainder of the breakdown follows. Direct mail came in at 24%; radio ads, 20%; emails from
retailers or manufacturers, 20%; online ads, 19%; messages or posts on social media, such as
Facebook, Twitter, LinkedIn or MySpace, 18 percent; and billboards, 15%.

The results are based on 1,029 interviews conducted by Opinion Research Corp. online from Jan.
/-8, 2010 among a demographically representative .5, sample of adults 18 years of age or older.

G This news story is important. | recommend that everyone read it.

8 people recommend this article.




