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( Funnel Overview

( Core Insight )

Funnel Overview

Track the size and growth of your
total addressable market.

Get an easy view of key brand health

metrics, relative to your competitors.

Use this to prove ROI on brand
marketing to management and
stakeholders.
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All demographics

Jan 2026 - Mar 2026

Your brand’s funnel

> Awareness

84%

> Consideration

53%

> Usage

43%

> Preference

16%
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Category name
Geo

Category penetration 3

58%

58% of people we surveyed have
purchased or engaged with this
category.

That's about 3.2M adults out of 20M in
[geo] who are active in this category.

2 How is this asked in the survey?




( Funnel Timeline

( Core Insight )

Funnel Timeline

Visualise how brand health
metrics are trending over time for
your brand and competitors.

See how this changes for different
demographic groups.

Overlay campaign activity and
macro events.
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( Funnel Comparison

( Core Insight )

Funnel Comparison

Compare brand health metrics
between time periods in a side-by-side
view for your brand and competitors.

Identify the demographic groups
your brand is resonating with more
than your competitors.
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Show comparisons for: Awareness
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Comparing Awareness from Last 3 months v with the Preceding period v
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( Conversion Tracksuit w

( Core Insight )

Tracksuit

Conversion

Brand

Jon 2026 - Mor 2026 ¥ A;-|I;;;;;r;uph:cs e HL-n\.-me brands (6) v @ =2
[
See yO ur conversion ra teS fl’O m Your brand vs. competitor brands Conversion option:
Filtered by Jon 2026 - Mar 20: All demographics | Your cotegory | US

one funnel stage to the next.

Your brand Competitor average Competitor 1 Competitor 2 Competitor 3 Competitor 4
C . . . Awareness B84% ~ 1 58% - T 76% 1 85% . T 85% T Ba%
th th t t (63% ) (64% ) (61% ) (60% ) (743 )
ompare this witn your competitors U ad e~ - > -
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Preference 1% @ T % @ o @ % @ T an @ )

Identify where you’re losing
people in the marketing journey
and set strategies accordingly.



( Brand Imagery

( Core Insight )

Brand Imagery

Understand how people perceive your
brand and competitors through unaided
or top of mind word associations.

Identify themes that are unique to your
brand, or common across others in your
category.

Learn which messaging resonates with
consumers.
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All themes

Your brand v Competitor 1 v
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Stratgey
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( Statements Overview Tracksuit w

( Core Insight )

Tra C KS Uit ~unnel Conversion magery Statements Profile

Statements Overview

ate range Lemographcs Metnc Brands
Jan 2026 - Mar 2026 e All demographics v Awarenass e Multiple brands (6)

2 Display :: of She

See how you stack up on key attributes
for your category, such as being ethical,
sustainable or premium.

> Those aware of your brand when aided believe it...

Filtered by Jon 2026 - Mor 2026 | All demogrophics | Your cotegory | US

@ Your brand

@ Competitor

Competitor

Is worth paying more for

Track these brand attributes against
your competitors.

1
i

Is for people like me Competitor 3
4

@ Competitor

Competitor S

Is a brand | trust

See what attributes resonate for different
demographic groups.

Is passionate about what they do



( Statements Comparison

( Core Insight )

Statements Comparison

Compare key brand attributes between
time periods 1n a side-by-side view for
your brand and competitors.

See what attributes resonate depending
on funnel stage.

Identify the brand attributes that
resonate with particular demographic
groups.
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( Profile

( Core Insight )

Category Profile

Measure how brand health differs
across age groups, genders,
regions, household status, income
levels, and ethnicity.

Compare this to competitors in a
side-by-side view.

Know who to target with focused
marketing efforts.
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rand
Your brand

Demographic breakdown of those who are aware of Your Brand compared to your category | Jan 2026 - Mar 2026

AKEAWAY

Gender D Age |

The category skews towards
males (52%).
Your category in United States is
skewed towards males (52%),
and those living with their
partner only (31%). 48 590

% il 10% ﬁ 19% 18% RECA  19% REed  15% RERd  19% PO

Femal I

emele == 18 to 24 25 to 34 35 to 44 45 to 54 55 to 64 £5+
years years years years years years
Category @vYourbrand & Coiegony ® -

Household income



( Media Consumption

( Core Insight )

Media Consumption

See which channels your category
consumers are most active on, from
social platforms to podcasts to TV.

Filter by demographic segment to
build a more targeted, audience-
specific media mix.

Track shifts in media consumption over
time to keep your strategy ahead of
where attention is moving.
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Media Consumption

Where consumers say they’ve spent time recently

Date range emographics
Apr 2025 - Jun 2025 e All demographics e

Media consumption among consumers within your category | Apr 2025 - Jun 2025

Filtered by:  All demographics | Your cotegory | United States % #
Facebook 70%
KEY TAKEAWAY
™ 62%

Facebook, TV and YouTube

YouTube 61% are commonly consumed
Poid streaming platforms 54% media types
Instagram 47% Within your category in United States,
. 42% consumers widely use media

platforms like Facebook, YouTube, TV,

and Paid streaming platforms. On

On-demand TV 319% average, these consumers have used
6 types of media channels.

TikTok 32%

Email newsletters 29%
Audio content 28%
Mewspaper, magazine (online) 24%

Snapchat 22%
Newspaper, magazine (printed) 21%

LinkedIn




( Sub-category

(Expansion Insight)

Understand which product types

or sub-categories consumers
buy in your category.

WHY THIS METRIC MATTERS

Knowing where your brand competes and where
growth opportunities exist is key to staying
relevant and expanding market share.

This data provides answers to questions like
“Where are the gaps in my portfolio?” and “How
1s my brand performing across sub-categories?”
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Date range
Jan 2026 - Mar 2026
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You

Demographics .-/.-@ Disol ™ g
e All demographics e (S0~ )
Age hd

Category name

Your brand’s funne .., -

> Awareness Household income b

- Category penetration 3
84% Sub-categories R

Clear filters

> Consideration

58%

53%

> Usage 58% of people we surveyed have

purchased or engaged with this
43% category.

That's about 3.2M adults out of 20M in
[geo] who are active in this category.

> Preference

2 How is this asked in the survey?

16%




( Category purchase frequency

(Expansion Insight)

Track how often people buy in your

category to understand brand

health among different segments

WHY THIS METRIC MATTERS

Building awareness with light and non-buyers drives
brand growth. Plus, heavy buyers have higher
awareness and consideration due to their category
interaction - filtering by purchase frequency gives a
clear read on brand health.

This data provides answers to questions like “Is my
brand built on a few heavy buyers?” and “How does
brand my health differ across buyer segments?”
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You

Tracksuit

ate range eImog ies I./__ - "\,_
Jan2026-Mor2026 ¥ Alldemographics > \ S Display ~ )
Age
Your brand’s funne ™ v Category name
Census division Geg
> AWdrel"IESS Categaory Purchase Frequency i -
Once a month at least Category penetration &
- Every few months
o a year
> Consideration Once a yeor .
wawawa Id income w 5 8 /6
:
Clear filters

> Usage 58% of people we surveyed have

purchased or engaged with this

That's about 3.2M adults out of 20M ir
[geo] who are active in this category.

> Preference

2> How is this asked in the survey?
16%
b

I—



( Place of purchase (online/offline) Tracksuit w

(Expansion Insight)

Tracks where category shoppers
typically buy: online, in-store, or
both

ange

Jan 2026 - Mar 2026

Y 5 N
e -'\‘_g Display v_‘},

Smograpnics
e All demographics

Age

Your brand’s funne "™ v Category name

WHY THIS METRIC MATTERS w- e Cotsgory penetrion ®
-
Presence drives purchase - if you're not available i S p— 58%

53%

g

g

a

E.
-

where shoppers buy, brand preference won't
translate into sales. This data provides answers to
questions like “Where do people prefer to shop?”
and “How is shopping behaviour changing?”

’ Usage 58% of people we surveyed have

purchased or engaged with this
43% category.

That's about 3.2M adults out of 20M in
[geo] who are active in this category.

> Preference

2 How is this asked in the survey?

16%



( Place of purchase (channel or retailer)

(Expansion Insight)

Track where category buyers
shop 1n specific shopping
channels or retailers

WHY THIS METRIC MATTERS

Physical and mental availability must work
together-brands need to be easy to remember and
find. Being present where consumers shop ensures
brand preference converts to sales.

This data provides answers to questions like “Does
my distribution align with where buyers shop?” and
“Are there gaps in my retail or channel presence?”
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You

Date range emographics I_/.-D - ~ .
Jan2026-Mor2026 ¥ Alldemographics v Gl h
.ﬂyge
Your brand’s funne " iy Category name
Geg
Place of Purchase Channels
> Awareness
Sub-categories o
':Q‘egorg e Frequencu ) _ Cﬂtegoru penEtration {Ej
(1]
Region - Australia bd
. ) Household income
> Consideration B
58%
i 58% of people we surveyed have
purchased or engaged with this

That's about 3.2M adults out of 20M in
[geo] who are active in this category.

> Preference

2 How is this asked in the survey?

16%

I—



( Unaided/Unprompted Awareness

(Expansion Insight)

Measure which brands in your
category consumers recall
without any prompting.

WHY THIS METRIC MATTERS

Prompted awareness tells you if people recognise
your brand. Unprompted awareness tells you if they
actually remember it. Brands that are top of mind
without prompting are more likely to be considered
and chosen at the point of purchase. It's also often
the first metric to move in response to brand-
building activity, making it a useful early signal of
whether your marketing is working.

Tracksuit W

Tracksuit

Date range Demaographics l//_‘:’ )
Jan 2026 - Mar 2026 h All demographics e 2 Display v o Share v
Your brand’s funnel Carsasibiigme
?> Unprompted awareness
Category penetration &
33%
>
Awareness 58%
75%
> Consideration 58% of people we surveyed have
purchased or engaged with this
category.
44%
— That’s about 3.2M adults out of 20M in

[geo] who are active in this category.

> Investigation

32%



( Recent brand activity recall Tracksuit W
4 )

Recent Brand Activity Recall among consumers within the
[category] category in [region] (date range)
(Expansion Insight)
Brand 1 41%
Assess 1if those aware of your
Ps PS Brand 2 35%
brand are noticing your recent
marketing efforts
Brand 4 - 13%
WHY THIS METRIC MATTERS
Brand 5 - 1% 4 N\
. . . [brand] Recent Brand Ac‘tivitg Becqll, Prn_ampted Awareness
Recall influences mental availability, and people . Sndisonsidendtion evertine
oo R Brand & Q9%
tend to buy brands they’re more familiar with.
\
This data provides answers to questions like “are B o o 49%
people actually noticing our brand activity?" and -
"are we maintaining visibility in a competitive 0% e o me o FR
category?” — 1% 16% 16% 7%
1%

- J




( Recent sources of awareness Tracksuit W

4 )

(Expansion Insight)

Recent Sources of Awareness among consumers aware of
[brand] in the [category] category in [region] (date range)

Pinpoint the channels where
consumers have recently seen
your brand

Channel 3

37%

25%

19%

WHY THIS METRIC MATTERS

Channel 4

15%

Channel 5 10%

Understanding which touchpoints build mental
availability helps brands map where and how
consumers encounter them. Channel 7

Channel 6

-.
[
=S
«©
o=

Channel 8
This data provides answers to questions like “Is our

messaging grabbing attention?” and “Is our media
spend focused on the most impactful channels?”

Other

| can't remember




( Custom Demographics Tracksuit w

(Expansion Insight)

Segment by demographic, Tackout
lifestyle, purchasing or

[ J [ J Date ronge Demographics Ve ~
t t t t 1 t t Jan 2026 - Mar 2026 All demographics e \% Display v )
segmentation traits retevant to ,
your category st s
> Awareness Census division v
Household income v — Gategory penstration) @
WHY THIS METRIC MATTERS Residence .
> Consideration ustom derogrophis. 58%

= e )

Filtering data by key segments helps identify who
you’re resonating with and which audiences are
driving category or brand growth.

> Usage 58% of people we surveyed have

purchased or engaged with this
43% category.

That's about 3.2M adults out of 20M in
[geo] who are active in this category.

> Preference

2 How is this asked in the survey?

16%

This data provides answers to questions like “Are
we over-reliant on one type of consumer?” and
“Are we missing opportunities in key segments?”



( Knowledge Tracksuit w

(Bonus Insight) 4 A
Measure what brand-aware ot (1649 e
consumers know and think about
your brand.
irbnb (n=1, 18% 41% 41% 2.6

WHY THIS METRIC MATTERS B [

Booking.com (n=1506) 24% 42% 24
Knowledge helps marketers tell a different story. - s ™ e
In addition to making new people aware of a
brand, marketers may also want to drive deeper P D o o .
relationships and understanding with existing Homestay (n=177) 45% 36% 159% 18
aUdienCeS. HOW Well a consumer kﬂOWS a brand | only know the name =1 | know a little about them = 2
impacts their likelihood to consider and ultimately W Ilknowthem ey well =4
purchase. In short, building consumer knowledge N /

has positive impacts on funnel metrics.



( Double Indexing Statements Tracksuit w

(Bonus Insight)

Percentage Profile

Measure which brand attributes
your brand truly owns, not just
where it scores well. . ;

Is a brand [ trust 33 -6

WHY THIS METRIC MATTERS e . “
Tracksuit's Double-indexing report adds an extra e m 2
lens to the Statements data you’re already familiar
with. It moves the conversation from performance
to differentiation, helping you understand what
your brand is distinctively known for. \ - | | | )

Is worth paying more for 19 0

This view 1s particularly useful for insights
professionals looking to go deeper into brand
positioning within the category.



( Advanced Conversion Drivers Tracksuit w

(Bonus Insight)

4 )
Measure which brand
perceptions are statistically 3.7x s & brand st
linked to moving consumers
th rOug H the fU nnel 3.5x% Is for people like me
WHY THIS METRIC MATTERS 3.0x Is the first place | go for accommodation
Advanced Conversion Drivers shows you which 1.6x Is worth paying more for
perceptions have the greatest impact on
conversion at each funnel stage, so you can focus 1.2x Is passionate about what they do
messaging and investment on the attributes that
grow the business, not just the ones that feel good. Stongly posilive eflect Posiive effect  Negative effect




( Financial Security

(Bonus Insight)

Measure how financial
confidence varies across your
category and how it influences
brand performance at each

funnel stage.
WHY THIS METRIC MATTERS

Financial Security adds a behavioural lens to your
brand health data, helping you understand whether
brand performance differs across financially
comfortable and financially constrained audiences.
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Financial security trends over time among consumers
in the Accommodation Services category in United States
%
2 — 55 53% e 53% 52%
49% 4%
30%
L " 24% -l 25% 2% TE o
15.?_3______14% 14% 14% 14%%
M 6% 5% 6% 6% 6% 6% -
2% i 2% 2% 2% 2% 2% 2% 2%
1 S
Feb'25 Mar25  Apr'25 May25 Jun'25  Jul25  Aug25 Sep25 Oct'25 Nov25 Dec'25  Jan'26
| Airbnb brand funnel across financial security groups (Nov '26 - Jan '26)
Airbnb Overall Financially Comfortable Financially Uncomfortable
Awareness 81% i 82% ‘
Preference I17% v v




Thank you!
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