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THE CHANGING WORLD OF DIGITAL IN 2023

Creer the posf twolve months, the
warld's digital behaviours hove shown
soeme of the moat prafound chonges
v 've seen in yeon, even compared
ket our lop shary in this yeor's repor
doeant relote io digial growth, but
#a an averall declise i the amount of
#ha infernat.

It's inporiond bo tires thot thiy decline
dostan't inclicate that the inlarmal is
betoming lois ispariont in our lved,
heraerenr. Rethor, i ueggents ihal
p-l-n-phmihnﬂ-u manm parpesall

in the r-un-l:hﬁg-l.n
l'ruﬂgh,mrlu"cduﬂﬂmrrnpw
choss attenfion ko the ket numben,

8o ensune they'ne moking the bes
irdoemad decisions. Morsover, we've
gol some grect insights inha how the
audionces of each plaifarm overlop, aa
wall a3 whet peaple are acheally daing
on Ehase platharsi.

For axample, ane of fw mas intiguing
sorind in Bal deto i how social
madia’s role in weasch is svoldng,
with gvar mede peapk lurhing ia
social platfarms io find information
ond discover new Biege. There's boen
plarty ol avolufion in the woard's
Beeadar saarch behovioun lea, and
soma of these changes may come a3 o
surprise,

Tha world isn't just gaing coline o Find
irdoemation though, even  fhot remaing
the primary recson why people use the
m%;%nhn l.p-trdng
moee fime Ban e Seaming cossen

wa're alvo using an eves wider range
of connasched devices

Maobide phoney nemaoin of the centra
of tha woild's digital bebavioon, with

of all cosnecind lime acraas caunitios
in Morthem Americo ond Weslern

Eurapa,

Wa've alio seen soma of the “hoties”
digital inends ceal cver recont mantha,
weth raing scanamic chollenges oed

o sories of scomdals unwinding much

of tha recent growth in orees such as

cryphocurrencies ond MFTs,

Bust with s It rends revealing
thot inkernel users evarywhere o

becoming miﬁﬂnﬁqhﬂﬁm
of connected tech, we can expect all

of these online behovicon o continue
evolving during the course of 2023,
Macroecanomic rends will likely hove
#he mast widespreod influence, bed
#he rise of lechnologies bke genesative
Al mory alsa have o proboued impoct
on e ways we work, rest, ond play
oaline.

Hyou'd bke b aaplose o mone detailed
arsalysis of this year’s numben, you'l
find mry complaie Digial 2023 review
i thii el over on DotaRaponial, bt
chick on io tha nexd poge hed fa Hai
meading our bigge sver collection of
dhigial wah ond rendi

Bugh ity thod, 1I'd like b0 wish you e
wary bl of hugk For youwr yeor in digie]
in 2023 - hore's ko more purpasahsl
ond discarning sicesss for o of ua




PARTINERS THAT MAKE THE GLOBAL DIGITAL REPORTS SERIES POSSIBLE
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THIS IS A SUMMARY REPORT

SlideShare’s upload resirictions prevented us from squeezing ol of this year’s
cantant inlo his embad, You'll find close o 300 shdes of essential content in
here, but i you'd lke lo read the complate repart — and our exiensive analysis
of what all of these numbers might mean for you - scan the QR code on the
lafi, or elick the buton balow 1o visih our reports wabsile ai DalaReporial com

VISIT DATAREPORTAL




IMPORTANT NOTES ON COMPARING DATA

Thie findings published in this repart use the leies
duluqvuﬂqlﬂldhﬁr-uufpnﬂmnllmy
include revised figures for historical doio points thot
were nol ovodable when we produced previous
repodts i the Global Digilol Beports series. From
fime Io lime, we may ol change the dako sounces
that we wse Io inform specific dolo poinf, ond we
may ol chonge how we coloulole cartain vahees
Samilarty, cur data poriners may change the woys in
which they source, calcwlade, or repodt fhe daha that
thay thare with vs. As o reslt, Bndings publishad
in this report may not cormelale with findings
publivhed in cur previow reporh, especiclly where
siich findings repreient change over hime [6.g. annuol
grenwth]. Where wa report figures for change over
i, isch Rigures will use ihe kohesi ovailoble dosa,
0 wo meommend uiing the values published
in this report, rather than kying o mcalculole

woch volues wsing dolo from previous reports,
Wharevar we're aware of tse F-nlunliq”m hissarical
mismaiches, wo've included o note on comparobdity
in the footmotes of soch relevant dide. Fleows read
these odvisories conehlly io undeniond how dolo
saurces of calculations have changed since prevvious
reports, ond beware of moking ony comporizons
with historical data. Where we repod values for
change over ime a3 S[MAAL, the mosd recent daio
do not correlate with the equemlent dala posnt|s)
published i ot previous repodts, o we sirengly
odvite readers not to compare ihe alotabed
currant figuras with the equivolents published &
previcus fepoits. |n parficular, the social media
plathorma featured in this report regulaity revise the
ficgiorecs ot they report for advartising reach, and
this mey result i tha lakest rumben oppesting 1o
b hower than the vohees for the soma dolo points

published in previous reports in this series. However,
thasa source dalo revisions do nol mecessarily
imply. any change in the overoll ocive wse of these
plotforms, ond should not be inferpreted oz sech,
Furtharmore, in oddifion jo changes in dafa sources
ord colcubolions, pleass note that social medio user
rumbens may not represeni onique individuals.
This is becouss some indwidvals moy monoge
mulfiple sociol media occounts, and becouss some:
socaol media ocoownls may represend ‘non-hisman’
unlil'ilu[n.g.hnhﬂu:. aremah, music bonds, el ).
Ay a result, the figures we peblish for social media
wiers may axceed the Agures fat we publish for
katal papulation or for intermat isers. This may seem
couninr-intullive, butisch diferencesdonotreprosent
mitiokes. For mone informoton, plecse read our
nodad on dala varlance, mimakched, and curiodles:

:'|II|_.'. _.".-'|‘||:I|,1|ﬂ| L 1 |||'_."'||: slEg-tan-cela,



GLOBAL HEADLINES



ToTAlL
POPLILATICM

8.01
BILLION
URBAMISATION

37.2%

ulwﬂ:n

ESSENTIAL DIGITAL HEADLINES

CVERAEW OF THIE ADOFTI0E AhDy LISE OF COMMECTED DEVVCES AMD SERVCES

LiBGUE MOGIE

PHOME LISERS

5.44
BILLION

wi. POPULATICHN

68.0%

INTERMET
LISERS

3.16
BILLION

64.4%

T LRAL E7YT AV .

4.76
BILLION
v POPULATION

39.4%
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POPLILATICRN

DIGITAL GROWTH

CHARNCE ik THE USE OF CORMECTED DEVICES ARG SERVICES CVER TIME

LINBCIUE MOBILE
FHORE LISERS

BSTERMET
LISERS

A

T LRAL E7YT AV .

ACTIVE S0C1AL
PEDLA LISERS

+0.8%

YEAR-OM-YEAR CHAMGE

+67 MILLION

+3.2%

YEARON YEAR CHANGE
+168 MILLION

+1.9%

YEAR-OMYEAR CHANGE
+@8 MILLION

+3.0%

YEAR-ONYEAR CHANGE
+137 MILLION
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FARTrER COONTERT

Meltwater Insights (O> Meltwater

Global Overview _

Owr 2023 Marksting Trends guide provides o glimpae ot s ——— 3
what the next generation of digital marketing has to offer

B
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FRAGMENTED FUTURES

ILast yesar, we emeiged from Ehe pandesec indo @ new onbne landscags:. 1AL and LIRL
iy were Dlroddy e aibly @nianghid, fed rrusch wins on the Rorizon: melmses in
which o while away cur days, WFTs 10 deck the walls of dghal Booses, cryplo wallets
Tor paying for goods and senvices in virtusl malls. But this year, what was cracied hes
WMMWMWWMWMHHMHM
lieas i looiking thiough & telescope, mone i Coking teough & keleidoscope: iUs

In thig Iragrented snace. ohlne Taclions ane carving oul their twn cusloma, niches,
and berrilones — thesr oam marginal workds that have the power fo becomas the
MaEnEIeam,

0n & poscial level. gone e the day of leeds clusieted sround inends and lamily - hie
e the days of For You Pages guided by individual inferests. On & cultural level, gone is
the universal walercooler chat dictated by shared popular culhure = Iodsy's agenda is
ot by ver-male fiche and iranasnt comeis of e eternel. And of & persanal el
identities ane more loyered and uld than ever belore, mone e an ‘sotar du jour’ than

& whakic underaiaraing of self

in ghe gighh i of our snnusl repon Think Fonware, we ungick The comples and
v -changing weh of digital ooltune and bebavicur, and explote the role brands can
play in reflecting and shaping it




POPULATION ESSENTIALS



TOTAL
POPULATION

8.01

BILLION

LIRBAR
POPULATION

ﬂ':l'H.H!-hﬂH

49.7%

POPLILATION DERSTY
[FEOPMLE PER KMT)

61.6

POPULATION ESSENTIALS

DEMCGEAPHICE AlD OTHER KEY IMDICARDHS

H:ﬂ'l.ll.-'ulH:H

50.3%

CHERALL UTERACY
[ADLRTS AGED 15+]

86.7%

YEAR-CH YEAR CHAMGE
iFd TEFTAL POPUATION

+0.8%

+&67 MILLION

FEMALE LITERACY
|ADULTS AGED 15}

83.3%

T LRAL E7YT A .

MEDLAM AGE O
THE POPURLATION

30.4

MAALE LITERACY
PADAUILTS AGED 15+

90.1%
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GLOBAL POPULATION OVER TIME "%’?gfl:‘

THE (AIOBAL POFULATION BY YEAR IR MILLIORS] WITH YEAR-OR-YEAR CHAMGE

1.208 1,195 7,383 1470 1,557
D'IE
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ol SHARE OF THE GLOBAL POPULATION BY REGION 1;'1:,

2 23 THE WUMBER OF PECPLE Uil B EACH BECA0eD AS A FERCENTAGE OF THE TOTAL GLOGAL POPULATICHN
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ARNY KD OF
MDIBILE PHOME

96.2%

VEAR LR FEAR CHANGE
~0.4% [-40 BPS)

CRAMES
COPS0ILE

20.3%

YEARD FEAR CHARITE
[UNCHANGED]

RTARCT
EiAE
AN

DEVICE OWNERSHIP

PERCERTAGE OF BTERNET LISERS ADED 15 T0 &4 WHOH W EACH KIND OF DEVICE

SMART
PHOMNE

95.9%

FEAR TR YLAR CHUAMTE
-0.3% (-30 BPS)

SARLART WATCH OR
SMAET WRISTRAMD

29.9%

FEAR-CR AR CHARGE
+9.1% [+250 BPS]

FEATURE
PHCIME

7.9%

FEARDSAVEAE CHAMGE
-10.2% [-90 BPS)

I STREAMIMNG
DEVICE

16.5%

VEAR-Dbe FEAT CHAMOE
+&.5% [+100 BPS)

LAFTOR O
DESKTOP COMPUTER

38.0%

VEAR. o FEAR CHAME
-B.1% [-510 BPS)

SALART HOME
DEVICE

16.4%

VEARTo . FEAR CHAMCE
+16.2% [+230 BPS)

wgT

v

I LRAL ESY RV

TABIET
DEVICE

33.7%

FEARCR YA CRUAMCE
-3.2% [-110 BPS)

VIRTUAL REALTY
DEVICE

5.6%

A O VAR CriANCE
+1&6.7% (+B0 BP5)

1|I-:';"rr"uF " CO>Meltwater



TIRAE SPERIT LISIRG
THE INTERNET

6H 37M

FRARCATEAR CHANGE
-l 8% [-20 MIMS)

TIKAE SFENT LIBTEMIMNG 10
MLISIC STREAMIMNG SERVICES

1H 38M

AN 304 YEAN CHANGE
+5.4% [+5 MINS)

omﬂu

TIMAE SPERT WIATCHIMG TELEVISION
EROADCAST AMD STREAMEIG]

3H 23M

VEAR O FEAR CHAMIGE
+1.5% (+3 MIMS]

TIRAE SFERT LISTEMIMG
TO BROADCAST RADSO

OH 59M

VEAR. S04 FEAR CHAMGE
«3.3% [2 MIMS)

DAILY TIME SPENT WITH MEDIA

THE ANVERAGE AMVCHURIT OF TIME EACH DoAY THAT IMTERMET USERS AZED 14 T0 & SPERD WaTTH DHFFERENT EiDS OF MEDLA AND DENCES

TIReE SPERT LibInGG
SOCIAL MEDILA

2H 31TM

FEAR-DFLVEAR CHANGE
+2.0% (+3 MIMS]

ThAAE SPEMNT IGTENIMNG
0 PODCASTS

1H 02M

FPEAR-COP4 YERE CHANGE
+12.7% [#7 MINS)

[T 18

i

TIME SPEMT READSNG PRESS MEDWA
[OMUEE AND PHYSICAL PRENT)

2H TOM

VAR FEAR CHAMIGE
T A% [« MIMS]

TRMAE SPEMIT LISING
A GAMES COMSOLE

1H 14M

VEAR-OF. FEAN CHAMCE
+2.8% [+2 MINS]

1|I-:';"rr"'uF " CO>Meltwater
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OVERVIEW OF INTERNET USE

ESSEMTIAL IMDVCATORS OF IMTERMET ADOPTION ARD LISE

TOTAL ENTERMET USERS AS YEARDHMH-YEAR CHAMNGE PERCERTAGE OF THE
ISTERMET A PERCEMILAGE COF I8 THE TOAL MRER TOTAL FEPAALE POPULATICH
USERS TOTAL FOPULATION OF IMIERMET LISERS THAT USES THE RaTERNET

3.16 64.4% +1.9% 61.6%

BILLICM YO +1.0% [*70 BPS) +QE MILLION O +1.4% [+87F BPS)
AVERAGE DALY TIME FERCEMTAGE OF LISERS PERCIEMTAGE OF LISEES PERCERTAGE OF THE
SPEMT LISENG THE INTERMET ADCESSING THE INTERMET MOCESSG THE BHTERNET TOTAL URRARN POPLILATION
BY EACH INTERMET LESER WA MOEIE DEVICES WA COMPUTERS AMD TABLETS THAT LESES THE ITERMET

6H 37M 92.3% 65.6% 78.3%

YOz ~4.8% [-T0M) O +0.3% (20 BPS] TOT: -F.5%% |-500 BPS)

EOAIRLTE
o . -
CMPAN ERILITT.

v

FERCEMTAGE OF THE
TOTAL MALE POPLILATICN
THLAT LISES THEE IMTERMET

67.2%

WO «0, 5% [+53 BPS)

FERCEMTAGE OF THE
TOTAL ELIRAL POPUILATICN
THAAT LISES THE INTERMET

45.8%

5"'*; ; €O>Meltwoter



CWWs top trends Tor 2025

The weorld
wide ebb
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wasll INTERNET USERS: TIMELINE AL
2023 P A

FAIMEER OF IMTERHET USERS BY YEAR (it MILIOME]
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INTERNET ADOPTION

RITERNET LISERS AS & FERCENEAGE OF TOTAL POPULATICN

92.0%
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UNCONNECTED POPULATIONS "i;ﬁ
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wasll DAILY TIME SPENT USING THE INTERN ET (YOY)
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213543 DAILY TIME SPENT USING THE INTERNET AL
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PCENE
FHOME (AR

92.3%

VEAR L. FEAR CHAMIGE
+0.2% [+20 BPS)

PERSONAL LAFTOP
OR DESKTOR

59.1%

VEARO. FEAN CHAMICE
«8.4% (-540 BPS)

emn

LAFiDe Of
DESETOR [Ara]

65.6%

FEAR DF- VAR CHANGE
-7.9% (-5460 BPS)

WWOR LAFTOR
OR DESKTOR

28.6%

FEAR- G- YEAN CHANGE
“2.7% (-B0 BF3)

91.0%

TEAR-DHTEAS CHANGE
+0.3% (+30 APS)

COMMECTED
TELEVISICR

31.9%

TEAR-CTEAT CHAMOE
+4.9% [+150 BPS)

DEVICES USED TO ACCESS THE INTERNET

FERCERTAGE OF S TERNET LISERS A0ED 16 1O &4 WHOr LESE BACH KiWD OF DEVICE TO ACCESS THE INTERMET

FEATLIRE
PHOIME

5.2%

VEARCHFEAR CHANGE
«d.0% [+20 BPS)

SALART HOME
DEVICE

15.4%

VEAR O FEAR CHAMCE
#11.6% [+160 BPS]

[T 18

AL A

HILRAL £ RV

TABLET
DEVICE

27.3%

FEARLCELLAR CRANGE
-3.2% (-90 BPS)

CRARES
CONSOHE

12.7%

FEAR-C304-YEAR CHANGE
+0.8% [+10 BP3)
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wasll USING MOBILE PHONES TO ACCESS THE INTERNET 1;"1,, :

2 3 PERCERTAGE OF I EENET LISERS WHO USE A SMARTPHORE OF A FEATUIRE FHOME TO ACCESS THE INTERRET
EORAL CVIEVE .

TEALE PAME FEMALE RAUME FEMALE hallE FEMALE L FEAAKIE LA
I = 24 25-34 5-44 45 - 54 55 -84
TEARS LD YEARS OLD YEARS OLD YEARS OLD YEARS OLD

(. Rt - neem o gre. | <O>Meltwater



Intelligence
State of Mobile Internet Connectivity 2022

70%

GSMA atsosced connactivty trends for
adults aced 18+ and found that 70% usad
mmcdilE intermst at the end af 2021, This
analysis is important because adoption
estimates based on total population can
be blased against countries with very
young poputations. Nevertheless, even
when [ookmg at adulls only, almaost
one-thind of adults remain unconnecied
whila in some regions, for example
Africa, it is much higher

56%

Far the first time, the cost of 1GB of
monthily data i less than 2% of monthly
incodmi in rmoed than hall of lovw- and
middle=income countries (LMICs). With
the exception of Sub-5Saharan Africa
more than half of LMICs of sach reglon
achieved this target in 2021 Howiver
alfordability remains a challenge o
the poorest population segments, while
handsat affordabality remains
unchanged.

GSMA Intelligence i5 the definitive scurce of irsights, forecasts and reseanch lor the maksle ndustry
Get gur full report “The State of Mobile iIntemet Connectivity 2022°

5%

AL the and of 2021, the coverage gap -
those living in arngas without mobile
broadband coverage - reprosented 5%
of the world's population, or around
400 million people. The coverage gap
has only reduced by | percentage point
piar year bebween 2008 and 2021,
sihowing how challenging It & 1o cOwer
the remaining uncovered populatons
who are predominantly poor and rural

g felligenoe com RSN




_.w e : wr st I 0
| g &L I v
= &

o m w1y I i
ok | wvir I vkl

vi 1y I 17
v I <10
s I

EM
=
58

O3 Melbwatar

gy B
w1 I i a (17T
sioi I F 10
it I e
sl 1 I i
w i I ;oo
55 I i
w1 I v
it I
51 v I
s I o
o o N
wit; I i
e Eelelele
't [ - i
! I T
501 I i T
s id I v
sir I
wvi I, v
it I i
545 1 I 11 1
w1 7 I ;i it
i 5! I ;i
st I i
ey RN
5 1 I, i
iy W
i I 1 T
il I v
w11 I v
sy I o v i1
w41 I i TviT A
s+ I vl
5 i I ;O
. g
w1 I 17§
ey R
5511 I v
11 I i
u o I s
0 [, v LA
siv I i

i YHHED e

LTS

2 il WHCH LISE A LAFTOR Of A DESKTOR COMPUTER TO ACCESS THE INTERMET

JET LISERS ACHED 18 T

HIERS

H
Z
o
LLl
[
<
LLJ
o =
—
)
vy
Lid
O
<
2.
w
(=
=
-
o
=
O
v
Y
£
W
=

FERCERTAGE OF

BOLMCE




213543 USING COMPUTERS TO ACCESS THE INTERNET AL LA

PFERCEMTAGE OF #TERHET LISERS WHO USE A LAPROR OF A DESKTOP COMPUTER TO ACCESS THE IMTERHET 4 -

60.0% 60.5%

FEMALE A

I = 24
TEARS OLD
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SHARE DF DAILY INTERNET TIME BY DEVICE (YOY) 1;: Cod

DALY TWAKE THAT IMTERMET UEERS AGED 16 TD &d SPEND UGIMNG THE INTERMET Ofd EACH DEVICE AS A FERCENTAGE OF TOTAL DALY IMTERMET THAE
Q3 Elﬂ

Q3 e Q3 o Q3
2013 2014 zms 2019 2020

iﬂlﬁ lﬂ'l? 2018
o BOUSCT [ 1 ':l'rlu {G}Heftwmr

=
=i
-
B
=

AL XN

Q3 Q3
20 2022




INTERNET CONNECTION SPEEDS 1;;‘;{'

sAEDLAr SREEDGE AN LATERCY FOR MOBIE AND FUED RMTERNET COMMBCTIONG

T LRAL E7YT A .

MEDLAM SPEED OF YEAR-OP-YEAR CHAMGE I MEDIAMN SPEED OF YEAR-OM-YEAR CHAMGE I
MOHILE INTERMET MEDIAM SPEED OF MOBILE FIRED BMTERMET MEDLAM SPEED OF FIGED
CONMECTIONS INTERMIET COMMECTIOMS COMNMECTHOMS INTERMET COMMECTIOMS

33.97 +17.0% 74.54 +28.5%

9.34 +9.5% 31.75 +30.8%

28 -3.4% 10 0%
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Meltwater Insights

FaARTrER CONTERT

Internet Use

The soclal listening dota around why we go onling

Communsty and commissnation
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JAN QLA REASDNS FOR USING THE INTERNET AL

20 FRAAATY BEASCHSS WiHY INTERNE FEDH 1 TOH dad LISE THE RJTERNET 4 ﬁl- 5

SPATING 1 TOARCH WITH FRIENDS AND FAMILY

HETPIMNG P TO DATT WITH MW AMD TVINTS

WATCHIMG VEDEDE, Y BHDWE DR WOl 1%

RESLARCHING HOW 10 00 THIMGE T 8%
Firebired HIW IDEAS OF s IMEATION

HESEARCHING PEODUCTS AND RRARN DY
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TOP T‘I’PES OF WEBSITES VISITED AND APPS USED -E;.&bﬁr
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MOBILE LAFTOF AND
PHOMES DESKTOP COMPLUTERS

59.00% 38.99%
YEAR-ON-YEAR CHANGE YEAR-ON-YEAR CHANGE
+9.3% -10.4%
+304 BPS -454 BPS

o BOLICT HO

SHARE OF WEB TRAFFIC BY DEVICE "a; o

FERCERTAGE OF TO1AL WER FalES SERVED 10 WEB BECWIERS RUNSMING Of EACH KR40 OF DEVICE

T LRAL E7YT AV .

TABLET
DEVICES

1.98% 0.02%

YEAR-ON-YEAR CHANGE YEAR-ON-YEAR CHANGE
-19.8% -33.3%
-49 BPS -1 BP

1"-:';"rr'.ai " CO>Meltwater
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MOBILE’S SHARE OF WEB TRAFFIC

PERC ERTAGE OF TOTAL WER PAES SERVED 10 WER BREOWIERS BUBMBIMNG O MOBRE FHOMNES _
59.0%
57.0% 51.9%
44.1%
6%
31.5%
19.1%
126% '
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Consumer

and friendship

BEST FRIEND
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SHARE OF WEB TRAFFIC BY BROWSER

FERCERTAGE OF TOTAL WER FalES SERVED TO EACH BRAND OF WER BRCRSER RUBMING OM ARY DEVCE

ICHROWAE

65.86%

FRARLCA TEAR CHANGE
+1.8% (+180 BPS)

SAMEUNG IMTERMET

2.68%

PEAN. 0o YEAN CHANGE
«4.3% [-12 BPS)

HOmL

SARAR

18.67%

VEAR-DOHFEAR CHAMGE
-2.9% [-55 BPS)

CPERA

2.27%

VEAR St FEAR CHAMGE
«3.0% [-7 BP3)

MICROSOFT EDGE

4.45%

FEAR- R VAR CRANGE
6. 2% |+26 BPS)

ANDRTID

0.72%

FEAR C304 YEA CHANCH
+7.5% [+3 BP3S)

EILRAL £ RV

AREFOX

3.04%

VAR FEAR CHARIGH
-22.3% (-B7 BPS)

COTHER

2.31%

VEMAR D). FEAN CHAMCE
=17.8% (|-30 BP3)

5"'*; ; €O>Meltwoter
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TOP WEBSITES: SEMRUSH RANKING

EEMELISH T RAMG OF THE MOST VSITED WERSITES, BASED Ofd WERSITE TRAFRC BETWEER O] SEFTEMBER Al 30 HOWVEAMBER 2027
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WIBSITE

TOTAL

VLTS

PG LA
WaSAoEY

AVTRADE
T
FIR WELTT

ANTRAGE
FAOLS
FUE WISIT

TOP WEBSITES: SIMILARWEB RANKING

SN ARWERT RAMKING OF THE MOST VISITED WEBSITES, BASED Ot WERSITE TRARRC BETWEEN DECEMBEE J001 AMND HOVEMEER 2027
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WIETS
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— !

GOOGLE COM
YOLMUBECOM
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SHARE OF SEARCH ENGINE REFERRALS

FERCERTAGE OF TOIAL WER TEAFAIC EEFERRED BY SEARCH EMGIMNES THAT CRIGINATED RO EACH SEARCH SERACE

IGOCE

92.21%

FEAN-C04 YEAN CHARGE
0L [+79 BP3)

BAIDL

0.78%

TEAR-Ofd VAR CHANGE
-55.4% -7 BFS)

O

BIMG

3.42%

VEAR £t FEAN CHAROE
+8.9% [+28 BPS)

CHRCI O RGO

0.60%

VEMR o TEAR CHAMGE
3. 1% {-& BPS)

YAHOO)

1.23%

FEARL (304 YEAT CHANGE
-19.6% [-30 BPS)

FLAYER

0.17%

FEAR-CR TN CHAMGE
*54.5% [+& BPS)

"i",—&f

EILRAL £ RV

FANDEX

0.97%

VEAR £33 FEAN CHAMOE
+5.4% [+5 BPE]

OTHER

0.62%

VEASL D VEAN CHAMGE
+*31.5% (*15 BPS5)
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TYH TOP GOOGLE SEARCHES AL i

2 23 QUERIES WTH THE QREATEST WOSLIME OF GOCWHE SEARCH ACTRATY BETWEER 01 JAtiUaly 070 AMD 31 DECEMBER 300

T AL 7T .

# SEARCH QUERY INDEX A 1YEAR 4 5YEAR # SEARCH QUERY IMDEX A 1YEAR A 5YEAR
0l GOOGLE 100 i -33% 1T WHATSAPP WEB 28 +2 3% +515%
02 YOUTUBE = 75 -12% i 12 WIDESS - 8 +1% -18%
03 VIDEQ & +11% % 12 GhiAIL 25 +2% -A7%
Qi FACERCRK (- ¥ 2% 575 14 TIEMPC 25 % «38%
05 WEATHER a8 -E% +il% 15 AS 23 +1% *20%
05  TRAMELATE 44 +] &% +hZlh 14 TRADUCTOR 21 +14% +B%
07 WHATSARF 4l + 1% +1 6% 17 SATTA 1% +37% +17B%
OB MEWS 38 =3 e 18 GOOGIE TRAMGLATE 12 3% =22%
0% AKATON A7 % * | &% Y TWITTEE a8 +1% « 0P
10 INSTAGRAM 43 + | I 4 X% 20 SAMSLEMNG 18 ] 1% 0%

BOLECE, RECITHE Whi
° F a avriean ErﬂF 1 O3 Melbwater



FARTrEE CONTERT

PEOPLE WANT SEARCH TO BE LESS PRECISE, AND
MORE EXPLORATORY

We afo experisncing o ahift m how people explore the ntemiet and discover
new comend. Users ane questioning the old ways and capstalizing on The rich
data scial offers, supplementing iaditionsl modes of seanch with ones tha
are visual, collaborative, senendipfious. and biimiming with pestonal
ENpienCe.

Persoralisation snd simphciy used ba ba the msdkens of good search nd
disogvery, Mow, Fowived, Thedd's mone value in biands (Ral make search feel
codiaboratise and surprising. Brands can being users fogether in o shared nct
of distovdy, of use The epatial laesdscane of e mataverse 16 make onling
shoppers feed liloe they'ne stomibling opon unbiely desommsies.

In thie eighth saue of our annual repsrt Think Formitd, we unpich the complex
and ever-changing wel of dgital culture snd Behaviour, and sxplore Bhe role
brands can play in eeflecting and shaping it




7 sl VWHICH LISE VOUDE ASSISEAMES (EG. SR ALEXA) T FAMD IMFORMATION EACH WEEK
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anll USE OF VOICE ASSISTANTS TO FIND INFORMATION + .,F“l"

2 3 PERCERTAGE OF i EERET LISERS WO USE WOICE ASSESTARNTS [EG. Sil1, ALEXA) 10 Py IRFORMATIORN EADH WTEK
EORAL EVIEVE .

gy B

23.4%
Ney Lk
17.0%
15.2%
WERLA]E LT
3! a4 H-M
YE&ARS OLD YEARS OLD
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wanll USE OF IMAGE RECOGNITION TOOLS ON MOBILE 1;'1,, :

PLVVICIN  renreni1ace OF HIEINET USERS WHO USE IMAGE RECOGHIION TOOKS [EG. SEARCH ‘LENSES') O THEIR MOBILE EACH MONTH

33.0% 31.6%
w4 - |
I B I50%
FEALL]E PakiE

EORAL EVIEVE .

FEAAKIE WUALE
I = 24 £ O
o YEARS OLD
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wasll USE OF ONLINE TRANSLATION TOOLS AL LA

2 3 PERRC ERTAGE OoF (2 TEERET LILERS WD USE ORLENE TS TO TRARELATE TEXT N0k DEFFERERT LANGUAGES EACH WEEK , =

%
R
1.1%
I EH I
FEMALE WA FEMAE  MAE FEMAE WAL TEMAE  ME
Ié = 24 A5 - dd 45 = 54 554
YEARS OLD YEARS OLD YEARS OLD YEARS OLD
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MOST COMMON LANGUAGES FOR WEB CONTENT "i;._:g'éi": |

SHARE OF WER PAGES THAT FEATURE CORNTEMT i EACH LAMGLIAGE, COMPARED WITH SHARE OF GLOER] POPULATION THAT SFEAICE EACH LAMGLAGE

LA E5YT RV .

¥ LANGUAGE WEBSITES  POPULATION # LANGUAGE WEBSITES  POPULATION
0l ENGUSH 58.8% 18.1% 1 PORTUGUESE 1.5% 317%
02 RUSSIAM - 5N 2% 12 VIETMAMESE L 4w 1%
03 SPANISH 43% 4.8% 13 DUTCH, FIEMISH 2% 0.4%
D4 FRENCH 7% 2L4% 14 POUSH 1% 0.5%
05 GERMAN 37% 17% 15 ARABIC 0.9% A9%
06 JAPANESE 30% 16% 16 KOREAN 0.6% 0%
07 TURKISH 2.8% 1% 17 INDONESIAN 0.6% 2.5%
08 PERSIN 23% 1.0% 18 UKRAINIAN 0.6% 0.6%
0% CHIMESE 17% 18.7% i? CIECH 0L5% 01'%
10 [TALL&M 1.&6% 0DE% 20 THAL 0.5% 0.E%

ROLEITE EEITE WD
o Emi 1 O3 Melbwatear



WATCHING ONLINE VIDEO CONTENT "%; =

FERCESNTAGE OF BTERNET USERS A0ED 18 1O & WHO WATTCH EACH KD OF VIDED COMTERT YA THE INTERMET EACH WEER e

T LA 7T .

MUSIC COMEDY, MEWE TUPCIRLAL O WIDED
WIDED) IR VIRAL VIDED HOAATC VIDED IRESTREAM

92.8% 30.0% 35.8% 28.7% 29.7%

YO +1.0% [(+90 BPS) YO 2.7% (-140 BPS] YOF: -3.5% [-130 BPS) YO -8.3% [-260 BPS) YOn: -2.2% [-70 BPS)
ECHRCATIOMAL PRODUCT SPORTS CLIF OR GAMING EFLERCER
VIDED REVIEWY VIDEC HIGHLIGHTS ViDEC VIDED WEDECS AMD VIOGS

27.1% 26.4% 26.7% 26.2% 25.5%

YO -9.1% (-270 BPS) YOY: -4.7% (-130 BPS) YOV -6.3% (-180 BPS] YOY: -4.4% (-120 BPS) YOY: -4.5% (-120 8PS|
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warll STREAMING TV CONTENT VIA THE INTERNET AL A

Enia FERCERTAGE OF P TEENET LISERS WD WIATCH TV COMTERT VA STREAMING SECES [EG. NETRE) EACH MOnTH , g

945% 94.6% §i7% 919%

9% 91.4%
II II 'I |
FEAE RULIE FERAJE LTS FERULIE (LT
ha- 1-! A5 - 44 45 = 54 £5- 44
YEARS OLD T‘EAR!'EH'.D- YEARS OLD YEARS OLD YEARS OLD
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wanll STREAMING’S SHARE OF TOTAL v TIME {YD‘I’}

2 23 TMAE SPEMT WAICH® G STREAMING TV SERVICES AS A FERCENTAGE OF THE TOTAL DAILY TIME RITER i SFERD WATCHBGG TV

LA £ AV .

45.3%
41.0%
31.7%
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JAN

2023

a2

a3

03

ar

STRAMCER THIPGS

BEARIEEST

BIVERTEG ARTA

DAHMER = MOMSTER:
THE JEFFREY DAHMER STORY

BEIOGERTCM

WEDMESOAY

CANE SO0 ARDMA DE MLIER

PASHCH DE GAVILAMES

AL OF Lis A DEAD

THE CROMWR

ROTES:

FAFPATROL'S RAMNKING OF THE MDST FORULAR TV

e )

4

A3

&5

47

45

&3

THE SMFS0NS

CHREY"S ARATOIAT

FAMIEY LT

BLEY

MODERM FAMILY

FAAICCH M B THE MIDDLE

SHE LG ATTORMEY AT LAY

HEW | MET FOUR MOTHER

STAR WRES: ANDOR

RACCOH KRG

74

al

FTHE LORD OF THE BMCAS
THE BrGS OF FOWER

THE BOYS

FEALHER

THE TEbAmAL UIST

FTHE FERIPHERAL

THE WHEEL OF TinE

PO CLARCY S I B

THE SUWAER | TUERED FEETTY

ALL OF MOTHRIC: ARSERAL

THE CitARD TOLE

IMFEX

(JE i)

B3

al

B s

19

L[

GAME OF THROMES
THE 805 BAMNG THECHEY
[FRIERIS

ELIPHOHEA

HUAFSE L THE CefAdi 0y
REVE IS I THE Asit

BHCE AMD ACETY

THE HAR DALY S TALE
ARD) ST LIKE ThEAT

THE STAMRCASE

Wi
are

TOP TV SHOWS OF 2022 BY STREAMING PLATFORM + i

EHCAWS DM SEIECTED STREAMENG FLATROEMS I 2037 [FUIL-YEAR]

AMAION PRIME

ELLMLAL TR Y
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TOP MOVIES OF 2022 BY STREAMING PLATFORM ‘%f?"gﬁfﬂ“‘

RGFATROL'S RANKING OF THE MDET FOPULAR AADVES Ofd SELECTED STEEAMIMNG PLATFORMS I 2003 [FUSL-FEAR &

fHORAL ST -
. METFLIX INDEX DISMEY+ IMDEX AMATIOHN PRIME INDEX HBO IMDEX
ol THE TiNIDER SWINIDLER 10 EMCARMTD 100 SARLARTTAN 100 THE BATMAM 100
THE LD DIF THE BIMNGS: THE
oz THE AWML FROIECT e 8 TLHEREG BED -] FELICASHIP OF THE BING kry DirE il

FAMTASTIC BEASTS: THE
03 WHE SEA BEAST W3 RACIAMA, 53 THE FOWOHRRCTW 'WAR 43 SECHETS OF DUMEBLEDORE &3

o4 BOST LOGK L $2  AVEMGERS ENDGAME 34 m*&m 34 KRG RICHARD a4
a4 THE (AN Mt =5 ﬁm!ﬁhﬁi 25 RO TIME 10 HE 13 i &1
o4 PR HEARTS £4  UGHTYEAR 5 2 L it 31 THE MATRI RESURRECTIONS 51
a7 THE MAN FICM TCRONTO B4 ETERMALS T O e S ] W EMS a4
o8 HLSTLE 81 THOR [CVE AND THUMDER 20 THETEENLVES 1 TATHER OF THE BRDE =
o9 SEMGIOR YEAR 70 | HOCUSIOCUS 2 17 CLARKSON'S FARM 27 THEUTTEETHINGS M
10 ERCILA HOLMES 2 41 AVATAR 16 CVERDOSE 37 THEFALOUT 7%

SECE T w.
o EmF " O3 Melbwatear



213243 LISTENING TO ONLINE AUDIO CONTENT

FERCESNTAGE OF BTERNET LISERS A0ED 158 10 &4 WHOH ISTEN T0 EACH Eikl OF ALIDID COMTERT WA THE INTERMNET EACH WEER

LISTEM T MLUSIC

STREAMING SERVICES

LISTER TO OMLIME RADHO)

SHOWS OR STATIOMS

LISTEM TO
PODCASTS

aw

T LA 7T .

LSTEN TO
ALIDIO BOOKS

39.1%

YEAR-OM-YEAR CHAMNGE
-1.3% (-50 BPS)

° SIS

21.9%

YEAR. O YEAR CHAMNGE
-4.4% (-100 BPS)

21.2%

YEAR-OPM-YEAR CHAMGE
+3.9% (+80 BPS)

19.8%

TEAR- O YEAR CHANGE
=2.5% [-50 BP5)
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;3543 LISTENING TO STREAMING MUSIC AL

IFERRC ERTAGE OF P TERRET LIRERS ACED 18 10 &4 WHOr USTEM TO MUSIC STREAMIMG SERACES EACH WEEK ?

44.0%

95%  395%

gy 8%

FEMUAIE BUALE

55 -84
YEARS OLD

are, = {O>Meltwater
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JAN
20

o

o

o souec

# ARTIST - “SOMG TITLE®

HARRY STYLES - A% [TWAS®

GLASS AMIBALS - “HEAT WaVES®

THE KID LABO VWITH JUSTIN RIEBER - “STAY™

BAD Bijpady FEAT CHENCHO CORIEONE - “ME MOEID BORRTO®
RADH BLIBEY = “TIT| ME PREEGUSTO"

ELTCH JOkM & DU LIPA = SCOUD HEART® [PRLALI BEEME)

IMAGENE DEAGOMS 11D = “EMNEMT"

BEZARRAF & CLFEVEDC - “CHIEVEDC: BIRP MUSH SESSIONS, WOL 57
BAD BLINENY FEAT. BOMBA ESTERD = "ONTCS UMDOS”

KATE BAUSH - "RUBNMING UP THAT HILL (& DEAL WITH GODT™

SPOTIFY’S MOST STREAMED SONGS OF 2022

EAMNKING OF THE MOST STREAMED SOMNGS WORIDMAADE O SPOTIFY BETWEERN LAMNLATY ARD HOVEMBER 3000

A A

[ TE LTREL Ty L]

#  ARTIST - “SOMG TITLE"

UL MAS X FEAT, LACK HARICW - “IDUSTRY BARY™

|
2
13
4
]
[
I’
18

%

CRAYLE - SABCTRERL

BAD BUNNY - “BFECTO"

JUSTIN BIERER - “GHOST

HOA = “GUMPSE OF US*

B BUNRY = “MACSOOAN MUNE

ED SHEERAM = “SHIVERS"

ADELE = “EASY Ol ME™

ELLEY DUHE = "MIDDLE OF THE MMGHT

DA CAT = "WOMARN"
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2 il WHCE ISSTEM TO PODCASTS EACH WEER

JET LISERS ACED 18 T

LISTENING TO PODCASTS
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LISTENING TO PODCASTS AL

PERCENTAGE OFF ITERNET LISERS WHO LISTEM TO PODCASTS EACH WEEK 4 a
02%  01%
177% 181%
I I "H Iﬁ“
EMALE WAL EMALE WAL TEMALE ML
a5 - 44 45 - 54 5584
YEARS OHLD YEARS OLD YEARS OLD
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ANY DEVICE

81.9%

YOY: -2.0% (-170 BPS)

TASIET

16.5%

YOY: -4.1% (-70 BPS)

o

SMARTPHOME

66.2%

YOY: -2.8% (-190 BPS)

HAMD-HELD CRAMNG DEVILE

13.1%

YOY: -3.7% (-50 BPS)

DEVICES USED TO PLAY VIDEO GAMES

FERCENTAGE OF BTERNET LUISERS ADED 18 10 64 WHO FLAY VIDED GAMES D EACH KIND OF DEVICE

LAPFOR OR DESKTOP

37.9%

YOY: +3.0% (+110 BPS)

MEDA STREANIMNG DEVICE

9.4%

YOY: -3.1% (-30 BPS)

RLiriy 8

GAMES COMSOIE

25.3%

YOY: -1.9% (-50 BPS)

VIRTLIAL REALITY HEADSET

8.7%

YOY: UNCHAMNGED

:'r.ﬁf ; <O>Meltwoter



S 100 & WHO FLAY VIDEC GAMES O AN DEVICE

FIERNET LISERS A0ETH 1

PLAYING VIDEO GAMES
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wasll PLAYING VIDEO GAMES AL LA
2023

FERCERTAGE OF TEENET LISERS WD FLAY WIDED GAMES OR ARY DEVICE , =

s BT% Bhsk  BR0%
g T69%
II |
WERULIE
ha- 1-! 3! dd
YEARS OLD 'I"EA.H!'D'LD- YEARS OLD \'EAHGLI:I \'EII.EGL-D

[ Y | - - ness o gre. | <O>Meltwater



MOST POPULAR VIDEO GAME FORMATS "i;}' i

PERCEMTAGE OF ITERHET LISERS WHD FLAY VIDED) GAMES EACH MONTH WHO ALSO PLAY EACH GEMEE OF VIDED GAME O AMY DEVICE
S e
SHECTER ACTIOMADVENTURE  44%  ACTION ADVENTURE

ACTHCH ADVESTURE e ACTION ADVENTURE s ACTICN ADVEMTURE S4% SHOCOTER 41% SHOCHER bl
SIMLILATION 4% BACING 45%  SPOmTS 47%  PUZZIEPATIORM 14%  PUZZLE ALATFORM s
MOBA 42 SPONTS 445 RACING SR mAONG 17 SPONTS 2
SPORTS 4% MOBA 43%  PUTTIE MATFORM 40%  SPORTS 1% RACING 23%
RACING A% SMULTON  43%  STRATEGY 3% STRATEGY 30%  SIMULATON 27%
RATTIE ROYALE 40%  STRATEGY 43%  SIMULATION 8% SMULATION 0% STRATEGY 77%
STRATEGY 0% PUZZLE ALATRORM 41%  ACTIOMPATFORM  35%  ACTIOMPATRORM  26%  ACTIOMPATRORM  20%
PUZZLE PLATFORM 6%  AGHTING 8% MOBA I5%  AGHTNG 25%  OMUNEBOARD GAMES 19%
AGHTING J4%  ACTIOMPLATRORM.  37%  RGHTING 4% MOBA 24%  MOBA 1%

SRR f WI
° i Emi 1 O3 Melbwatear



VIRTUAL WORLDS ARE MANTNG ONLINE IDENTITY
MORE FLEXIBLE AND EXPANSIVE

As we onies an even mers YR- and AR-nflected realm of sc<isl s opening up
s greenues (of identity espressicn. ITs part of why the abiley 1o
sell-represent in viriaal workls - whether with sccurscy, playfuiness, o
nUSnce = i§ & mador cullural Iouchpond, For the young and online, &
nm&quﬁu-luﬂptm—nmmwm
backdrog, legacy biands and creaton alke are furiously Bexing ther IP 1o
ELDROAT e open Sell-sigeeashon in onling veorids.

& people venbane into new virual worids, they'ne iookdng for brands o
ELppat reaien Beaible ard slaborste sell-sxpredtion in Beee apaces. Brands
shoid think creatively sbout fo 1o help people cocveey and build on thes
it~ wharlhef hatfs ghihg Bhern B iools 10 sieculs the Modl soculale
weld g eyl oof Ereadteely resnberpred wihal defrss iden ity altogerher,

In the sighth Beue of cor annual repart Think Formed, wae inpick the

and ever-changing wel of dagital culture and beharviour, and explors Bhe ole
brands can play in eelleciing ard shaping i
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2 il WHICH CAdI SOME FORM OF SMART HOWAE DEVICE

JET LISERS ACED 18 T

HIER

SMART HOME DEVICE OWNERSHIP
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warll SMART HOME DEVICE OWNERSHIP AL A

En 3 PERCERTAGE Of I 1EERET LISERS WHOD OfAmd SOME FORM OF SMART HOME DEWNCE , 2
EICRAL ETEVE .
19.1% 18.6% 18.8%
16.8%

14.7%

121% 123% !

TEALE PAME FEMALE headl FERAKIE LA

Ié = 24 3! a4 45 = 54 554
YEARS OLD T‘EAH-DLD- YEARS OLD YEARS OLD YEARS OLD

o - nce ‘3"..-';,” 2.y <O>Meltwater



SMART HOME MARKET OVERVIEW

WALLUE OF THE MARKET FOR SAMART HOME DEWVICES |LLS. DOLLARS|

A A

emr

HLUMBER OF HOMES WITH
SAART HEwAE DDNCES

307.8
MILLIOHN
YLAR 304 YEAR CHASGE
#7E% (+85 MILLIOH)

WASLIE OF SAARE 10
SECLIETY DEVICE MARKET

517.41
BILLION

TEAR-Crd VEAN CHANGE
*10.E% (+51.7 BILLIOM)

TOTAL AMPBLAL YALLE OF THE
SMART HOWAE DEVICES MARET

$115.7
BILLIOMN
VEARCOPEAN CHARNGE
=10.E% {+511 BILLICHM]

VALUE OF SaakT HCuaE
ERTERTAINMERNT DEVILE MARKET

S12.11
BILLION

VEAR-Oobi- FEAR CHAMCE
s, 8% [(+5310 MILLIOM)

L e kS

LR LRI

SAILIE OF SALART HOWE
AMPLARMCTS MARET

544.25
BILLIOM
FEAR e YEAR CHANGE
*12.4% [=54.5 BILLIOHM)

WALIE OF ST HOwE
COMFORET & LBSHING MARKET

$9.65
BILLION

FEAR-C8d- YEAR CrAMGE
#10.4% [+5911 MILLIOHN]

VAILIE OF SMANT HOME COMTEOL
& COMMECTIVITY BEVICT MARKET

$23.18
BILLION
VEARDM ¥EAR CHAMGE
*10.7% [+52 .4 BILLICH)

VALUE OF SMAKT HCME
EMERGY BAMAGEMENT MARLE]

$9.07
BILLION

TEAR-Cb. VEAN CHAMIE
+10.3% (#5845 MILLION)

mf | €O>Meltwater



em{r

AVERAGE ANNUAL REVENUE PER SMART HOME "%;.,gl"

AVERALCZE AMNUAL SPEND Oh SAART HOME DEVICES PEE SMART HOME jLL5, DOLLARS)

FERETRATICM 08
SMUAET HOME DEWICES

14.2%

FEAE-Dfd YEAR CHHGE
*15.5% [*159 BFS)

AR SAUART HOWAE
SECUmTY DEVICES

$126.20

FLAR-Ced- AT Cridr il

AT [-F20.00)

ARPLL SFEND O ALL
SNUART HOWME DEVICES

$375.80

VEAE-Db FEAR CHARAGE
=5 =521 .60]

ARPLL SKAET HOME
EXTERTARMENT DEVICES

$96.37

FEAR O FEAR CHaMGE
AFO% [519.73)

AFFUL SMUART
HOWAE AFFUAMCES

$370.60

FEAR-De-d YEAR CHANGE
-1 3.4% [-557.50)

ABFLE SWART HOWE
COMFOET & LGHTIRNG

$67.34

FEAR-CR YA CriAnCE
«1d,0% [«510.94)

-

AEPLE SMART HOMWE COMITROL
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$156.20

VEAR-Dr). vEAR CHAMGE
-1L.J% (-5231.90)

AR SNGART HOME
EMIRGY MANAGEMERT

$77.82

TEAT O WEAR Crlaral
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:'r.hf ; <O>Meltwoter



TRl 00 Wil
5561 I i
w1z N i)
wi I oivvar aeaed
wi L I vics
biad  Bopns
e Bauiay
sri I i (0
i o [ vt
S I R LN
&L 1 I
Wil I e
wi2z I - 1
ik I 11N
wri I vi:ici
T sl I v
Sz e [ i
%4rC (I v
s I v
2 5c I i
i 5t I i 4
e B
S I cir- 1L
uf i I i
Lfd  [RUTRE
iyl I v
ey N i
&1 I i
i R
55 i [ 1<
ir vy [ e
i1 i [ e
sy I .ot
uy I : v
a7y I i1
sty [ v
iy [ '™ | 3
w1 I, ¢ i i
w7 I i1 T
sl v I v ¥
51'sr I ilr i
w5 ar [ e 1
s I, e
w1 ¥ v
s N 1 4
wii I it
w5 I v
5l v I eI
w715 I,
uiH I A 1

L1 OHON DO °

(% |

".5"r“e:it ; <O>Meltwater

O H ESCRIT

Lk R RN

2 WHO: LISE OF SCAN GR CODES O THEIR MOBILE EA

GED 14T

USE OF QR CODES

FPERCEMTAGE OF iER

SRR

Z &
SR




T\ USE OF QR CODES o
2023

PERCERTAGE OF (e TEENET LISERS WD USE OR SCAN G CODES Ofd THER MORLE EACH MOMTH , 5

1% 5N
rorlls AALE WERULIE LU
14 - 24 55 - 64
YEARS CHD YEARS QLD

omu i i : L]y T are, . (O>Meltwater

g!



%00 I Coocaow
ol I v
il [WFTY
w Tl I v
el BRinle
scy| I v
sri I o
Nr'cr I rivi
uf 12 I i e
w4ie I it
srrt I v
st I it
S5 I 7 ¥ (17
w1 5C I ' i1
w25t I o
et I v itdAC
w1l I v
w1 I o
i [ it
sl I - v it o
e I 5 Hirec
weor I
ol i |, i
S0 I T L
S o I i
g [ERT
wrie I v
ur it I il
5 vl I |l
s I v
55 I - if
e B
i I v
o I vl
i W
i I oo
el I v isLi v
w10y [, v

'y

O3 Melbwatar

Wi
are
5

3l WHCH LISE A BARKESE. (WESTRUERT, O BSUIRARCE WERNTE Of AFP EACH MOHNT

JET LISERS ACHED 18 T

E
5
L=}
:
=

saty I - O
w0 I <
w50 I v it I
sy I v
S v [ v TYEL

't I, i
s v [, - i
v [, o
gl WU

m
LI YIHREY HINOE °

Wy
L
=
2
L
W
-
!
Lo
Z
-
<
™
L
2
=
p
O
™
o
"
v
-

FERCERTAGE OoF wi1ER




USE OF ONLINE FINANCIAL SERVICES A

FERCENTAGE OF BTERMET LUISERS WHD USE A BARKING, BNVESTMENT, OF INSURAMNCE WEBSITE DE AFF EACH MOHTH , a3

w4y 07

FENUALE MALE

55 - 64
YEARS OLD

are,  {O>Meltwater

EE



Wi v
i i
uy I oo
w0 I ¢oviv
Lty [T
“r I oo
] W
s v .m
%1 I iy v mm
! I v v
) WEeR
o I o
551 I v o
i I :ivivEiD
uf . I
ue I i
L Wi
w200 I o i
wi ol I ::i3r
%01 I v TvaT A
il [ v
5001 I il
w11 I o
W11 I
|| I : cicetec
st I i
Ly R
w7l I -t
5171 I i
%071 I i 0
w1 I 0t
201 [ <o CFaoe
S [ I 11
L I 7 v
57| I
w1l [ s
sir ! I 15y
s | I oo
v i | I v /v
v I i
55 ¢ | I i i
517 1 [ o o 3
w11 I
st | I 1 i 4441
v N 1
st I - r: it
syl I v i
s it I, vl 3
st I i E
s I i i
i it I, v o

T LRAL E7YT AV .

O3 Melbwater

2 il WHCH TR SORE FORM OF CEPTIOOUREECY

JET LISERS ACED 18 TE

OWNERSHIP OF CRYPTOCURRENCY

FERCERTAGE OoF (1ER

Z &
<R




sl OWNERSHIP OF CRYPTOCURRENCY

2&23 FERCERTAGE OF (S TEENET LISERS ‘WD CPAT SOME FORM OF CIVPTOCUIRREMCY

14.5%
TIH I
FEMALE  MAE

I = 24
YEARS OO

17.3%
| I
FEMALE  MAE
2534

YEARS OLD

16.7%

8.6%

4.7%

FEMUMIE BUALE

55 - a4
YEARS OLD

are, = {O>Meltwater

g!



i I v
wia I v
sz I 51T
i 7| I v
Lfall W
as I el
1 I <0 e
il I e
ol 1 I v
ar'ti I v
5501 I v i
w1t I il
win I i1
st st I - |
wri | I v
el I i voviedn
Hel I v
wroc I
g [GTRG TR
i o I v 1115y
Ak i I < i
54 1 [ v
Wit I o
N1
%61 I v
w1 I
5 I oo e
Lizt I -0
ey WA
sit! I r: /v TY
v I il
ti o [ @01
L5 I v
w5t I i |01
a5 I v
L7t I viis
s i I oo
s I, i
5 1 I, i
w1 I i
s 7 I i e
ul ¢ I vl
iy e
5 i [ . |- .11
s i c N -2 471 Cr
s 1ic I . Y
s s ¢ I, v
b 51 [, v
el BEE
5 1 [ v v

ST PRWOIDD °

y ¥

O3 Melbwatar

Wi
are
5

7l WHOH CHECK HEATTH SYRFTCIRAS TibEIHE EACH WEEE

JET LISERS ACED 18 T

IER

L
c
=
p
@
v
=
O
s
&%
=
=
e
L
=
O
<
"
O
L
o o
(&

FERCERTAGE OoF

ROURCE




wasll CHECKING HEALTH SYMPTOMS ONLINE o

2 3 PERRCERTAGE OF (S TERRET LISERS WD CHECK HEAITH SYMPTOWE ORLIME EATH WEES ? %,

19.2%

FEAAKIE LA
55 - a4
YEARS OLD

are, = {O>Meltwater

g!



_ﬁw | m s I vroeo
o m I coocaon
koo ] w77 I v
o | ot I i

L0 R
517 I T
5iH i I i
%051 I i
71 I r: e
wvi | I @i
by Ry
w10l I vl
5k I - 411
u7 i I -l
ur1 I v i 0o
sli I i
sror I v
gy R
i1 I <4 )
w12 I i T
LR Bl
i 12 I i
w1 I i
NST! I, T e
ired [RTTEGELEN
s/t I iy
urt I i
stz I vt
e WY
55 (2 I v ¢
55 1 I i
ui T I T T
L I
L5 I 11T
o2 I v
wrv I v
st I @ voiviedr
w4 oL I, i
o N O
i I
w55t I i v
iy [
51 [ -
w2 I 74 L
i (2 [ <17k
w1l R i)
s I oo
wiue N i
sroc I, < e
w¥ 1 I, 421

¥
g
L7 o 1% o

O3 Melbwatar

Wi
are
5

o dhll WHCH O A SMAETWATCH (£.5. AFFLE WARCH]

JET LISERS ACHED 18 T

7
L
G
W
o
<
=
7
e,
O
o
-
N
o
Lid
>
(e

PERCERTAGE OF i1ER




sl OWNERSHIP OF SMARTWATCHES

2 3 PERCERTAGE OF (S TERNET LISERS WD CPAT A SMARTWATCH [EG. AFAE WATCH]

0% %%
24.5% ik
| ||||| ““‘\|“‘|
T S
YEARS OAD VEARS OO YEARS OLD

16.1%

12.7%

FEMULIE

\'E.l.Eﬂl,b

%E | {O>Meltwater



wi I v
W't I oo
wi sl I vy
w12 I i
%12 I T
w5 I e
5 I o
S5 I e
%1% I a0
s I oL
0L I, i
w1 I i
sr il I LA
w7 i [ " I145
i o I
af [ I v
iy R
il | (i1
55 20 I 534
1°Cr I vt
st I < i
il I i
e I, i
A I 1kt
][R
st I v i)
it I <
srr I i L
wi i I i
I 1115
wf 1 I
i1 1% I i ovOvr
i I v T ALl
i o I it i
o I = v
i o I v
s ¢ I LS
wir it I, i
A i I, oY
s N v 1ie
s I v i
sl 1+ I
i 2 [ -0 i
w1y I CIoHE R
w5 o N v K
ol (v N 1
o I i
s i [
1o I, e
wr s I, e

i
g
xS b °

-
Y
O3 Melbwatar

Wi
are
5

o il WHCH ARE WORRIED ABCUT HORW DOMPARIES LISE THEIR FERSO6AL DATA GRUME

JET LISERS ACED 18 T

TER

2
()
-
<
Z
O
Ty
(=2
LL
o
.
O
LLl
W
-
L.
=
-
=J
Q
=]
<
W)
<
= 4
L
.
Z
O
O

FERCERTAGE OoF




wasll CONCERNS ABOUT MISUSE OF PERSONAL DATA AL

2 3 PERRCERTAGE OF i TEENET LILERS WD ARE WOREED ABCIUT BOWY COMPARIES USE THER PERSOMNAL DATA ObRIME ? 2,

FEAAKIE LA
ha- 1-! 55 -84
TEARS LD YEARS OLD

o —— - ‘:'-"r'u; | CO>Meltwater



.| r1¢ I 157
- —

= i LT EMYWEID
boa ] M
o o

ed el
w0t
iy I o
w o [ oo
sor I i
w15 [, i
u v [ v
urtt [ o
st o [ - oo
su [ - i
g R
w i [
15 I, v
st I -
o5 I, -
' o5 [ - rvc-in-
sves [, o
wis I - ioveiy
u I v
w755 I '
wt; I v
sy [ o
sz ot [ e
wr I - it
] R
w o, I 't
wr o I v i
s (I,
sov I o
gd
s I oot
11y I, v
111 I, v
w1t I e
i o [, vl
sty I, - v
s 04 [, 1.5
o v I, i
sz 7 [ v
w [ s
s 1 I, v it
o o I i 4

Sl vigFoed °

O3 Melbwatar

Wi
are
&

r 4
o
>
s
RE
O
M.
L ¢
B &
=
o
b= &
2 ;
O :
a0
<
W
L
o
L
O
4
o)
L&

PERCERTAGE OF ADUITE AL




wasll CONCERNS ABOUT ONLINE MISINFORMATION AL LA

2 3 PERCENTAGE OF ADUNTSWHO ARE CORCERRED ABOUT WHAT 05 BEAL OFf FAKE O THE INTERMET ? 5
EORAL EVIEVE .
ST.0% a.0%
54.4% Shd%
FEALMLE FERURE
18 =34 5= 3-I
YEARS SUD YEARS OO 'r‘EAHﬂLD \'Ell.ﬁﬂl.ﬂ mm 'r‘EAHﬂ'I.D-

[ R e v gre. | <O>Meltwater



%10 I v
'y [
wiry | I vt
571 I s i
w01 I i
w1 [ i
sr1| I oy
il I v
%11 I i
wr'i | I v
tirid I v iE
wi I -
iy RN
iy EEAT
uer I vixicnv
ot I v
(L [ e i
uyic I - 3G
50 1.C I vt §
L )
si” i [ :
il N
ST I o i
vrr N i< L
g WG R
sict I v
il I i
i I i i
%5 I 1.
ul i I i
54 1 I i
st I
s ot I, i
4rsl I 1l
i I -
i i I i1
%1 I < e
gy ELTEGCE
0z I v i LG
iy [T
sl I i
1 il I : ¢
w12 I 1
o, [ 1 L0
7 0 I 1%k
u 1 I v r: v T
' i I v Y
w5 1 [,
K5 I v IOt
i o I, i

¥
g
W ivn e

.

are. . CO>Mel
ial Meltwater

2 il WHCH LISE A VIETLUAL PRIVATE HETWWORE, (VT FOR AT IEAST SOME OF THER Oi-inE ACTRVTIES

JET LISERS AOED 18 T

HIER

USE OF VIRTUAL PRIVATE NETWORKS

IPERC ERTAGE Oof

Z &
S8




USE OF VIRTUAL PRIVATE NETWORKS A

PERCENTAGE OF WTEENET LISERS WHD USE A VIETLRAL PRIVATE METWORK [V FOE AT LEAST S0ME OF THEIR ORIBME ACTIVITIES ? 3

1%

VEMLALE MALE

55 - 64
YEARS OLD

are,  {O>Meltwater

E!



SOCIAL MEDIA



OVERVIEW OF SOCIAL MEDIA USE "a; o

HEADHRES FOR 00141 MEDLA ADOETION ARD USE [r0TE LHERS MY 10T EEFRESEMT URBGLE IMDRVIDUALS

EILRAL £ RV

HMUMBER OF S0OC1AL CILLARTER- Ot -CHIARTER YEAR-ON-YEAR CHAMGE AVERAGE DALY TIME SPEMT AVERAGE MUMBER OF S0CLAL
MEDLA LISERS CHARGE ipd S0 1AL MEDUA LISERS ind 500180 MEDLA LISERS LG SOCIAL MEDLA PLATFORMSE USED EACH MORTH

4.76 +0.5% +3.0% 2H 31M

BILLIOH #23 MILLION +137 MILLIOHN YOF: +2.0% [«3M] TOT: ~4.6%
SOCIAL MEDLA, USERS SO CIAL MEDUA USERS AGE |5+ SOOIAL MEDHA USERS FEMALE SOCIAL MEDEA, LFEERS: MALE SOCIAL PMAEDUA, LISERS:
v TOTAL FOPULATION wi POPULATION AGE 18+ vi TOHAL INTERPSET LISERS SHARE OF TOTAL USERS SHARE OF TOTAL USERS

59.4% 77.8% 92.3% 46.3% 53.7%
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SOCIAL MEDIA USERS vs. TOTAL POPULATION "%}' o

ACTIVE SOCIAL MEDLA USERS AS A FERCENTAGE OF THE TORAL POPULATIORN |MOTE USEES MAY RMOCH REPRESENT USGUE INDRITHLALS] %,
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SOCIAL MEDIA USE vs. TOTAL POPULATION "i;._:ﬁ:'

COURTEES AMD TERBEMTORIES WITH THE HIGHEST AMD | CRAEST LEVELS OF SCRCIAL MEDLA LISE v POPULATION

T LRAL E5YT AV .

HIGHEST RATES OF SOCIAL MEDIA USE v POPULATION CAWEST RATES OF SOCIAL MEDIA LISE v PORULATION
# HIGHEST ADOPTION % OF POP. Nt OF USERS # LOWEST ADOPTION % OF POP. Nt OF USERS
Ol UNITED ARAB EMIRATES 105.5%" 10,000,000 231 NORTH KOREA
0F  BAHRAIN - 7% 1,440,000 230 ERITREA = 3% 10,000
03 GaTaR 246.8% 2,420,000 220 MIGER 1.8% 447 BS0
04  BRUNE 94.4% 425,600 228 CENTRAL AFRICAN REPUBLIC 2.1% 117,000
05 SOUTH KOREA 0% 47,637,000 227 CHAD 2.7% 451,650
06 LEBANON 90.5% 4,910,000 226 TURKMEMISTAN 26% 180,350
07 OMAN 90.5% PRELT 225 MALAWI 18% 783,750
08 HONG KONG 89.9% 6,730,000 224 SOUTH SUDAN 43% 470,350
09  NETHERLANDS 88.1% 15,500,000 223 UGANDA 43% 2,050,000
10 CAYMAN ISLANDS 88.0% 80,750 222 DEM. REP, OF THE COMNGO 49% 4,900,000
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AVERALLE WUMBER OF SO0 MEDHA FLATFORMS THAT IMTERMET LISERS USE ACTRVELY EACH MONTH -

FEMALE MUE FERLKIE

ra 14 35 -4 -lﬁ _'ul-
TEARS OLD 'r‘EAHL‘H.D- YEARS OLD YEARS OLD ‘HEAECIIIJ

W
@ - war dre. . (O>Meltwater

EORAL EVIEVE .




THE WORLD’S MOST USED SOCIAL PLATFORMS o
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SOCIAL MEDIA PLATFORM AUDIENCE OVERLAPS "ﬁ;@ﬂi‘

FERCENTAGE OF ACTIVE USEES OF EACH FLATFORM ADED 14 10 dd OUTSIE OF CHIMNA WHD ALSO USE OTHER SGCORAL MEDA FLATRORAMS

T LRAL E5YT AV .

Ukl B0 ALRD UMD AIRD UG R0 PR RO D ALBD UMD ALRD UMD ARD R D PR RO D ALRD UMD LD U

FLAIT D FiT T BT FOETLRE LA LLFE RS F Y TN G Lpgr et FT AR T THITTIN Bt FETENEEY Libsin ik
FACEROOH LISERS 0.6% FLI% F20% FA% 52.0% 24.7% J3.1% A0 14.0°% 33.4% I0E%
YOUTUBE LISERS 1.0% ??ﬂ. JOF% 7a.8% 49rs £5 5% J0.8% SOLE% 16 4% 35.6% e
WHAIGAFF LISERS 0.8% TN A% 7B S0L5% S1.T% 3% A8 TR 13.1% 34.8% J.%
IMSTAGRAM LISERS 0% BLI% e 75 1% L s 8 £5.7% 9 4 0% 15.3% 74N 2105
TCTORE UISERS 0.1% BLS% -1 P g B L9 J9H% LT 16.3% I 2V
TEEGRAMUSERS  0.0%  B00%  FRI%  B4I%  BIdN  565% W S9S% 16S%  39IR 384
SPLAPCHAT LISERS 0.1% B1OR JaIx AR e P 8 458 S07% 22.3% 42550 ey 8
TWATTER USERS A% B24%  TTI% TAE%  BABR  &03% S5TL  4L7M 23%  al0% 3B
REDDIT- USERS 0.1% TEI% TEI% &7 1% BE13% 20.9% 51.5% 209 71.8% T S00%
PRJTEREST LISERS 0. 2% 81.0% Fa o Ta BS 4% &1.% £2a% FF -l 24 4% 42.1%
LisdREDHM LISERS 0.3% Ba A% FEIY B0.4% B2.4% 2E% e ¥l a5 1% 250 Filu 4

° urai; 1 O3 Melbwater

;quruu.l:r!. [ fan =TT E]
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FERCEBTAGE OF ACTRE SDWC1AL WEDES, |

FAVOURITE SOCIAL MEDWA, PLATRORMS AMORGET FEMALE INTESMET UISERS

SOCIAL AGE ALE AGE AGE AGE SOCLAL ALE AGE
PLATFORM 1&=24 25=34 15=-44 45=54 55=564 PLATFORM 16=14 I5=34
WHATSARP 12.3% 13¥% 15.4% la4% A% WHAT LA 135% 15.4%
IFESTACHR A, 1% 17.6% 11T 10a% bR EGTALREAR 13% Td6%
FACEBCHIK 4.9% 13.5% 14.7% 16.%% 18.5% FALEROON 105 15.7%
WECHAT H0% 114% 15.0% 110% I 3 WECHAT B4% 12.1%
T TOH Lok foie LR A% 1.4% TIKFLH i - 1%
DO 475 AEN TA% £3% asn DOLU d1% A0%
TWITTER 50% pll L% L% 1.9% TWITTER 4% 3%
Fi MESSERIGER 21% 5% o o ! e 3 FB MESSEMGER 11% 28%
TEIEGRAM 20% 1A% 1.8% R 8 1.8% TELEGRAR ics 28%
LIME 1% LE 11 2% 1A% 4.6% LisE 0E% 1.3%
BOURCE HEGTT
[T TS L

FAVOURITE SOCIAL MEDIA PLATFORMS

HERG WIHO SAY THAT EACH QPTG IS THER “FAMVDLIETE" SOCLAL WETHA PFLATFORM

v

T LRAL E5YT AV .

FANGLRITE SOCIAL FREEDLA PLATECHAAS ASADNGET VLALE IMTERNET USERS

AGE AGE AGE
A5-44  45-%4  S5-44
17.1% 185% 19.5%

_— il Fis il ¥
17.1% 14.8% 15.48%

135% 14.1% 15.0%

Ay 4.1% L%

&% 53% 475

1 5% A% 1.5%

2E% d4m 2

235 24% 2%

1.¥% L% 1.7%
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TIME SPENT USING SOCIAL APPS o

AVERAGE TIME FER pOSTH THAT GLOSAL USERS SFENT USIG EACH FLATROEATS ANDEOND AFP THROUGESDUT I3

TIKTOK 23.5 HOURS / MONTH
YOUTUBE 23.1 HOUES /" MONTH
19.7 HOURS / MONTH
WHATSAPP MESSENGER 17.3 HOURS / MONTH
INSTAGRAM 12.0 HOURS / MONTH
11.0 HOURS / MONTH

I o/ o
4.0 HOURS // MONTH

3.2 HOURS / MOWTH
Tl 3.1 HOURS / MONTH
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SOCIAL MEDIA ACTIVITIES BY PLATFORM o

-
FERCESNTAGE OF ACTIVE USEES OF EACH SOCIAL MEDHA FLATROEM AGED 14 TO Sl WHD SAY THEY USE THAT FLATROEM FOE EACH KIRD OF ACTIVITY _?r ' e

T LA YT .

socL o Joocoereamos  roucwotwsor | Gmutiooutwm o Messsersencs aIoEoh s
FCERC K 54.5% 5575 52 5% F1.1% &7 %
IMNSTAGRAR S9N S0 A4%.7% A%7% &7 5%
LIBEEDIR 13.4% 7% 29.7% 14.4% 17d%
ARTEREST 233% 38.1% 15.5% B.% 168%
EEDDNT 35,99 J06% J4.1% 13,.4% T9.1%
ShAPCHAT 35.4% 2LT% =2 21.9% I6.6% | 42 .6%
TIKTOK F8.9% 5% J3.5% 17.5% IT A%
TWWITTER 14.2% b gl 4 &1.2% 27.4% NS
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213;‘3 SEEKING OUT BRANDS ON SOCIAL MEDIA AL A

PERCEMTADE OF SOCIAL MEDAA LISERS WHO VISIT SCXCIAL MEDA IN DRDER 10 LEARM ARCUT BRANDS AMD SEE THEIR COMTENT 4 -
ECasL I
S5.1% 56.3% S
50.2%
46.5% 48.5%
43.6%

I I re%
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18 - 24 2844 FL e
YEARS £HD YEARS OLD YEARS OLD el

= feasst Wi
° [ = T lﬂ\..--'i.r. . il milTia, LTS ﬂrﬂi l m”ﬁﬂwmr



FRCERCHC

67.13%

VEAR - FEAR CHAMIGE
Q4% [-700 BPS)

REDOI

1.02%

VEARD. FEAN CHAMICE
=31.8% (-4 BPS]

ROAIRCT LtiL L

TWITTER

10.38%

VEAR R TEAR CHANGE
+34.3% [+245 BPS)

FLINYBLE

0.42%

FEAR-COP-YEAR CHANGE
«8.7% (-4 BPS)

TN T

IMETAGRAM

9.65%

TEAR-DHVEAS CHANGE
+114.4% (+515 BPS]

LINKEDRS

0.35%

YEAR-CTEAT CHAMOE
+6.1% [+2 BPS)

WEB TRAFFIC REFERRALS FROM SOCIAL MEDIA

SHARE OF WER TEAFFIC ARRRVING O THRD. FAETY WERSTES WiA CIRCKS Of TAFS Otd URICE FUBLIEHED IM SCeCEAL MEDHA, PRATFORMS |Adr DEVICE]

PIMTEREST

7.44%

VEAR o FEAR DHAMGE
-2.7% [-21 BRS)

VEDMEAKTE

0.11%

VEAR. it FEAR CHANGE
26.7% (-4 BP3)

A o4

3.38%

FRARCELYLAN CHANGE
-12.9% [-50 BPS]

CTHER

0.12%

+7.1% [+1 BF)
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TYPES OF SOCIAL MEDIA ACCOUNTS FOLLOWED AL A

FERCENTAGE OF S0CIAL MEDHLA, LISERS ACRED 16 T bl WiHDH FOULCRS EACH TYPE OF ACCOURT O S0C1AL MEDLA

ACTORL. COMIDIANE. OR OTHER MEFORMIRS

INTIETAIHNPEMT, MLME PARCDT ACCOUNTS

T Rt § DR ClaAMSILE

BAMDS. SINCIES, OF QTHIR MUGRCLAKS

REATAURANTL, EHifd, OR F00d MRLONALITITE

INFLUTHCIR S 3R OFHIN EnPEETS

COMPANITS AND BRANDS YO PURCHAST PO

SPOIETS POOFLE AND TEAMS

COFAHIEY AND BRAHNDS Y OAF 81 CORNLIDDETNG PURCHAL MG PR
COMTACTYE BELEVAMT 10 YOUR WORK

COREFANHILS ATLIVARNT 10 YiDUE WK

D ECPIRTS DR UM R0 ST 1%
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;3;‘3 FOLLOWING INFLUENCERS ON SOCIAL MEDIA 1;' o

FERCERTAGE OF LO0CTAL MEDHA LISERS WHO SAY THAT THEY FOCRY BNFLUEMCERS OFf CITHER EXPERTS OH SOCTAL MEDHA <

EICRAL ETEVE .
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wasll USE OF SOCIAL MEDIA FOR WORK ACTIVITIES 1;.;1"

2 3 PERCERTAGE OF SOC1AL RAEDUA LISERS WHD SAY THAT THEY UISE SOCLAL MEDHA FOR WOEE RELATED ACTIHVTIES
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SOCIAL MEDIA AS A SOURCE OF NEWS

FERCENTAGE OF S0CIAL MEDLA LISERS WHD SAY THAT READING MEWS STORIES 5 A MARY BEASDHN FOE LSRG SOCIAL MEDHA
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THE CULT OF THE ININVIDUAL HAS GIVEN WAY TO
LESS EGO-DRIVEN COMMUNITIES

Onoe 8o closely relaled, two cone tenela o anling Bshaviour — connecting with
frieradis e conswming ooflen] = have begun to di® aparl. The vacuum
iy ereatied is being filed by foems of coresection That e open, dymarmic,
and lar less focused on the indiridual

AR the pocial web recrganises fteell, indnidualty i oul = al leadl in ity earber
fowm. Mdertity coration, self-presenintion, herarchy and sistus-sesiing ae
bineg gently s asicde 1o make mdee apate fod pifective community-bulding

Witk growing emphatis on comimanity over indhidualey biands ore better
receised when they act s connecion, rasher than frontrmen: bn Bes condert,
Brand identity & Lul bolam-ufi. shsiagh (he ol eitive, inthed Lhan Maf-dawt
Frgmagh e biand-ai-figirehead

In the sighth Bsue of cuor annual repon Think Formaed, v npick the comple

and ever-changing wel of dagital culture and Beharviour, and explors Bhe ole
brands ean plyy in rellecting snd shaping i
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Social Media Use

Tha shifts creating new opportunities for marketers
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FACEBOOK: ADVERTISING AUDIENCE OVERVIEW "ﬁ;@ﬁ:

THE POTERTLAL ALIDEEMCE THAT MARKETERS CAM REACH WATH ADS D64 FACERCDx

] LA E5YT RV .

TOTAL POTEMTIAL REACH FACEROCHT AD REACH CILIARTER-OM-CUARTER CHAMGE TEAR-CIh-VEAR CHAMGE M
OF ADS O FACEBOOK va. TOHAL POPLILATICN I8 REPORTED FACEBOOK AD REACH REFOETED FACERO0E AD REACH

1.98 24.8% -4.6% -6.0%

BILLIOM B& MILLIOM =127 MILLICHN
FACEBCROK AL REACH FACERCHON AD REACH FEMALE FACERCOK AD REACH WAALE FACERCHOR AD REACH
vi TOHAL INTERPIET LISERS v POPULATION AGED 13+ v TOTAL FACERCOS AD BEACH vi. FORAL FACERCOIK AD REACH

38.4% 31.7% 43.7% 56.3%

@ P mf 1 O3 Melbwater



wasll FACEBOOK ADVERTISING REACH

2 23 TCAAL POTEMTLAL ALIDERCE REACH OF ADS O FACERDOCH (1M MRLIOHT OF USERS] Akl CHARGE iM REPCRTED REACH OWER TRME

iR [T TR T T
%912 1152 2278
2184 L 2,109 2141 2,079
I I ' ' ' l I ”H
.ﬁ.PE Ju F. .ﬁ.FH .ll.“.
zl:ﬂ'l 202 iﬂﬂl EDEE 2022 ﬂﬂzi EDEG
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;SENS FACEBOOK: ADVERTISING AUDIENCE PROFILE AL

SHARE OF FACEBOCACS ADVERTISING ALIDIEMOE B AGE QROUP AND CERDER " -
L] 8 1 EICRAL ENIEVE .

17.6%

10.9%
8.5%
5 5% b.1%
EL LT 1
’ 0%
FERAALE RULLE FEMALE RULE FEMALE [LTA FEALE RULE FEMLALE RUAJE
13-17 18- 24 25-24 A5 =i 45 - 54 55 - ad B
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FACEBOOK AD REACH RANKING -E;“?ﬁf

COURTEES AMD TERBMTORIES WITH THE LARGEST FACERCHO ADVERNSING AUDNERCES

L HORAL CVIEYE

' 1ocanon s e S s
ol MDA 314 400,000 L 11 PAKISTAM A7, 300,000 230%
0F  UrITED STATES OF AMERICA - 175, 000, 000 Sl 12 UITED KIMGDOM . 3, 400 000 ShEy
03  IMDOSMESL 119 900,000 55.4% 13 COLOMASLA 33, 500,000 FROx
04 BRATIL 1109% 00, 000 &1 1% 14 TURKEY 332 000,000 400N
05 MEGCO B3 750,000 B2TL 15 RANCE B0, 400, 000 550%
08 PHIlIPRRES B0 300000 A5 16 (TALY 27 950,000 51o%
0F  WVIETHAM i, 2000, (a0 BA4% 17 ARGEMTENA 27, 350,000 FdTR
08 THARAMD AR, 100000 % 18 GERMARY 24, 500 000 J3.5%
09 RARGLADESH A3 250,000 J21% 1% FERU 23 B50,000 BATS
10 EBGYPT o2 000, D0 52.8% 0 SOUTH AFSICA 2, 150,000 487

BIELTE . MO W
e O ARRA T ErHF ' {“}MEHWEF



FACEBOOK ELIGIBLE AD REACH RATE RANKING AL L4

COUNTEES AMD TERBMORIES WHERE FACERDOE ADS EEACH THE GREATEST SHARE OF THE FOPURATIORN AGED 13- L]

L HEIORAL CVIEYE

' tocanon s o . ocmon L
0l EYA B 1% 5,000, O 11 CAsBODIA ETAL 10, 450)000
02 MOMGOLL . P4 1% 2,300,000 12 ARiEA ElA% FinD0a
031  pHIlPANES a5 D, 200, D0a 13 TOhGA Al &1.750
04 UNITED ARAR EMIRATES IR 7,200,000 14 GREEMLARD al.r 17900
05 [PERL BAR I3 E50,00) 15 FARDE ISLAMDS B0.1% 14950
08 GEORGLA B5.5% 2,500,000 16 OOLSRARLA TRos 33 500000
0F  BCUADOR B50% 12, 00, CHCey 17 BOUMVIA FTHTS F. 1 000
08 (GHATAR B3.6% 1,250 000 168 BCELARD Fr5% 244100
09 WIETHIAM B3A% i, 00, DR 1% THAILAMD % A8, 10a0 00
I MEKICO B2.7% B3,750 000 0 CAYRMAM ISLAMDS FF% il BO0

i s s o wha
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FACEBOOK: TIME SPENT USING MOBILE APP

AVERAGE MUMBER OF HOUES FER MOIRTH THAT EADH FACEBDOE LISER SFEMDS USING THE FACEBDOK AFF DR AR : A -

LA TR YT S

106 09
7.1

'@ o o rcines are, = {O>Meltwater
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FACEBOOK POST ENGAGEMENT BENCHMARKS "%;qﬁ_'“

FACERCHOH PAGE FOST EMGAGERENTE REACTIONS, COMMENTS. AND SHARES] A5 A PERCEMTAGE OF TORAL FALE FAG

T LRAL E7YT AV .

AVERAGE FACEBDOK PAGE  AVERAGE FACEBDOK PAGE  AVERAGE FACEBOOK PAGE  AVERAGE FACEBDOQK PAGE  AVERAGE FACEBCHOK PAGE
POST EMGAGEMEMNTS va POST EMGAGEMENTS v POST EMGAGEMENTS v, POST EMCGAGEMENTS vi. POST EMGAGEMENTS va
PALE RAMEG: AL POIST TYPES PAGGE FAMS: PHICHC POGTS PAGE FANS: VIDEC POSTS PAGE FARS: LIMK POSTS PALGE FARS: STATLS POSTS

0.07% 0.12% 0.08% 0.03% 0.11%

BOLBCT HCETE W
.@ umi 1 {0 Meltwater



FACEBOOK POST ENGAGEMENT COMPARISONS "*;; o

FACERCHOH PAGE FOST ERMGAGERENTE (REACTIONT, COMMENTS. AND SHARES] A5 A PERCEMTAGE OF TORAL FALE FANS 2,

T LA 7T .

AVERALE FACEBOON PAGE POST AVERALGE FACEBOOOIE PAGE POIST AVERAGE FACEBDOK PALGE POIST
ENGAGEMENT RATE PAGES ENGAGEMENT RATE PAGES EMGAGEMENT RATE PAGES
WITH FEVYER TiHARM 110,000 RAS WITH 10,000 TO 100,000 A4S WITH MORE THAR 100000 FAMS

0.31% 0.20% 0.05%

BOUSCE [ wa
© gre. . (O>Meltwater



MOST FOLLOWED FACEBOOK PAGES "i;._:ﬁﬁ‘:'

FACERCHOHE PAGES WTTH THE GREATEST MUMAER OF FOUCWERS

01 FACEBCOK AFP 182, 400 D00 11 FC AARCEOMA 1 1100, 00, O 31 BMEYMNUAR IR 0 000 000
O3 SAMSUNG L, 162000000 12 COCA-COLA 1 Coff, Ca0, T I SELEMA GOMET . BEN00.000
03 CESTIANMG ROMAIDD 1 5%, D0 D00 13 TASTY 1 Chth, 000, O 23 METFLI B 100000
04 MR BEAM 134, G0 O 14  Vakd DHESEL 1 Cht G300, 08Ty 24 PEOPLES DAJLY, CHIMA B4, 000 000
05 S5-MUTE CRAFTS 125, 300 000 15 WOUTLRE 105, B0 000 25 MCDOMALD'S 2 OO, D00
04 CGTH 1 0%, ol Oy 14 CHIkA Daiy 1 05, 0000, 000 24 UEFA CHAMPMOHRS LEAGLE B, 200 000
0F  SrRAXIRA 115, Cadh, MR 17 HHASBA 1 Cr2, 20, Oy I LALNGA B, 0y, 00
08 REAL MADRIDCF 1 15,500, 000 18  EMIMEM RS, 000 OO0 I8 WARCHESTER URITED: ;9 L00 000
09 WWILL SMITH 1020, a0, CMeCH 19 XIrGHLLA BEVS AGERCY S, 500, O T8 META 5, Ca0), )
10 LOeSEL MESS] 103, O, CME) 20 JUSTIM BIEBER 21, D00, 00 30 TANLOR SWET £ 000 D0
BOURLT RN

wa
CRa PN ARILITT, ErEF ' @ME“WEF
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YOUTUBE: ADVERTISING AUDIENCE OVERVIEW -E;‘?ﬁf

THE POTERTLAL ALIDEEMCE THAT MARKETERS CAM REACH WATH ADS O YOUTURE

] T LA 7T .
PCHEMTIAL REACH O TOLTUSE AD REACH YOUTUEE AD REACH v TEAR-CIh-VEAR CHAMGE M
Al OR YOUTUBE va. TOHAL POPLILATICHN TOTALINTERMET LSERS REPORTED YOLTUBE AD REACH

2.51 31.4% 48.7% -1.9%

BILLIOM =48 MILLIONM
FOMUITUBE'S ADVERTISIMNG TOUTUSE'S AL REACH AGE 18- FEMALE YOUTUBE AD REACH AGE 18+ MLALE YOUTUBRE AD REACH AGE 18+
REACH: LISERS AGED | B+ vi. TOTAL FOPULATION AGE 18+ i TOTAL YOUTUEE AD REACH AGE 18+ v TOTAL YOUTUBE AD BEACH AGE 18-

2.07 36.8% 45.6% 54.4%

BILLION

BRI T st LI THCAT wﬂ
o umi 1 O3 Melbwater

[N FEEE



L R
11.9%
LR
ﬁ.“ I
FEMUAIE L
18-24 25 3.1
YEARS OUD YEARS OLD

EOAIRC L R1ITE
afraTielh
L LER T

YOUTUBE: ADVERTISING AUDIENCE PROFILE “i*;'.;l?li‘

SHARE OF YOUTURE'S ADVERTISS G ALIDENCE BY AGE GROUP AMD GENDER

EICRAL ENIEVE .
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YOUTUBE AD REACH RANKING AL A

COURTEES AMD TERBETORIES WITH THE LABGEST vOUTURE ADVERTEHNG AUMNENCES

] T LRAL E5YT AV .

' 1ocanon o, tucie Il wemon S0 e
ol MDA 447 D00, 000 o 11 PHILPAMES &7, 700,000 &1.8%
0F  UrITED STATES OF AMERICA - 2 000, 000 Toaxn 12 UITED KIMGDOM _ &7, 100,000 Ll e
03 BRATI 142,000,000 FA0% 13 RANCE 52, 100,000 AEEY
04 IMDOeIESL, 1. 3%, 000, 000 55.1% 14 SOUTH EORES A D0 000 Fha%
05 MEGCO 81, B0, 000 7175 15 EF 45, 500,000 507%
08 LARAM 78, 400 030 g W 3 Id=  ITALY £, 900 000 FRIS
0F  PAKISTARN # 1,700,000 IR% Ig=  THAILAMD 47,500,000 417N
08 (GERMARNY #0000 BRPR 18 SPARN B0, 00 000 %
09 WIETHIAM &3, (000, 0x0) G68.9% 1% BAMGLADESH 3, 001, 000 21.7%
I TUSKEY 57 900,000 Fa.0n% 20 CAMADA X3, 100,000 PO

BT L=l WI
@ e EmF " O3 Melbwater

AR LELITT



YOUTUBE AD REACH RATE RANKING '"’i;__;#ﬁ“'

COURTEES AMD TERBTORIES WHERE YOUTUBE ADS REACH THE GEEATEST SHARE OF THE POPURATICR AGED 18- i

L HEIORAL CVIEYE

*  LOCATION wPOP18S  REACH *  LOCATION nPOPIE  REACH

01 EEAMOM 111.5%" 4,510,000 11 ERAR 7.3 Ol 1000
¥ BAHEAR - 1o a%® 1ol O 13 HORS KORNG . % & FI0000
03  OsAM 100" 4, 170,000 13 SALIDI ARABLA e 29, 1 Cal OO0
04 ATAR e Firs S 2,620,000 14 CANADA AOE 33 1 Ol OO
05 UNITED ARAR EMIRATES TR B0, 000 15 SWEDEM M B O 000
08  METHERLAMDS s 1.5, 500,000 16 DEMMARK oyt 3 A Q40000
07 MOEWAT L% o 20, 00 17 SRARN BN 40, A0 D00
08 URITED KiNGDOM LY 557, 100,000 16 CGERMARY B A0, e
0% SOUTH KOEEA, #15% oy CaTC, R 1% MNEW IEALAND EB.E% o, i 000
10 KLRAAIT T1.8% d, 590,000 0 FREAMCE BE.E% S, 1 Ce 00

BT R — wa
'@ Emi 1 O3 Melbwater
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YOUTUBE: TIME SPENT USING MOBILE APP

AVERAGE MUMBER OF HOLUIES FEE MOINTH THAT EADH YOUTLIBE USER SFENDS USING THE YOUTUBE AFF 084 0081
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TOP YOUTUBE SEARCHES A

T
GUERIES WTH THE JREATEST VO{LIME OF YOLUTURE SEABCH ACTRATY BETWEEM O] LadUARy 200 AlD 11 DECERAEEE 2027 P,

LA YT AV .

# SEARCH QUERY IMDEX # SEARCH QUERY INDEX
I SOMNG 100 1T MEW SOMNG 4
2 MOV 23 12 GARA N4
3  VIDEQ 36 12 TIETOW 13
4 BOMNGH 37 14 MACVIES 12
3 2 15 HIDH MOVIE 13
& Filky 17 s EARADKE 12
F STATUS g 17 HNEWS 13
8  MUGIC 1] 18 COMEDY ]
¥ CARTOON I3 1% MINECEAFT -
10 CARTOON CARTOOM -] D ASMERE 8

BT - wﬂ
are
@ e ol CO>Meltwater

ASHIGET



MOST POPULAR YOUTUBE CHANNELS '“‘;%"ﬁf

VOUTLIBE CHARKELS WITH THE GREATEST MUMBER OF SUIRSCRIBERS.

T LRAL E5YT AV .

#  CHAMMEL MAME SUBSCRIBERS CHAMNMELVIEWS # CHAMNIL MAME SUBSCRIBERS CHAMMEL VIEWS
o) T-SEnES 233000000 211,447 300 000 11 BACKPNE B3 00000 28 583 300 000
G  COCOMEON - NURSERY BHYMES 1531000000 147943 100,000 13 GOlDMEES 000000 21,009 500,000
03 SET IO 149000000 1345164500000 13 S-MEUTE CRAFTS JB 200000 24,508 400 000
04  MEBEAST L 21,082, 100,000 14 SOKY SAR =, 75900,000 o0, 450, 100,000
05 FEVWINERE 117,000, 00 JEERS, 00,000 15 BAMGTANTY 3, 000000 19, D06, 700,000
08 O KIDS Dlakls SHOWY 1008, Ca00, 0 BiA, 237, 300,000 16 JUSTIM BIERER 70, B0 000 29,517, 00 D00
07 LKEMASTYA 103,000, 000 B 791, 500,000 17 HYBE LARELS &%, S0 000 25,788, 000000
08 WWE T2, 500, 000 AN, P00 00 16 CAMAL EDORDTILA e, B0k DO 37, 135, 100000
0% VLAD ARSD K] B, 0, OO F2.1 28,000, 0 1 IOETY &5, 0000 B0 5, e D0
10 ZEE MLESE COMPANY B, 00, 00 53001, 500,000 0 FNKGROe BATY SHARK el 1 a0 D0 35,62 5, 03000

SOURLE reitin wa
° i ra T ErHF ' {“}MEHWHF



MOST VIEWED YOUTUBE VIDEOS 'E;__;bﬁ"

VOUTUBE VIDECS WITH THE GEEATEST MUMBER OF ALL-TIME WEWS =

T LRAL E5YT AV .

# YOUTUBE CHAMMEL - “VIDEO TITLE" VIEWS UPLOADED LIKES

01 AR FORG - “BARY SHARK DAMCE® 12055 $00,000 I8 JUR 2004 38,000 000
G IS FORS FEATURRG DADEY YANKEE - “DESRACTO ™~ B0S5 e 0000 k3 RAM 3007 S00000,000
03 10000 KIRS - RN JOHRY YES PARA & 574 900,000 08 OCT 2014 18,000,000
04 CODDMELICN - MURSERY BHYRES - “RATH S08G" 5,518 300,000 02 suky 2018 1 5,000,000
05 EDSHEERAN = “SHAFE OF YOLP 5882 100,000 A0 LA 2017 0 000,000
08 WIE KFALIFA FEATURING CHARIIE PUTH - “SEE YOI AGAIN * 5745 300,000 O A NS 39,000,000
07 CHUCHU TY MUESERY RHYMES & KIDS 508055 = “FROMICS SORG WITH TWD WOEDSE" 5,03, 400,000 07 MAR 2014

08 CODDMEDE - NURSERY BHYMES - “WHEELS O THE BUS" 4, B0 900 G000 24 MAY 2018 T, DO, 0
0% MARK ROMSOM FEATUSIEGG BELING MARS = “UIPTOA R FUME” o o8 200,000 19 BeCW 004 19000, D00
10 MMPOLLICA TH - "LEARMIMNG COROES - COLORAIL BEES Ok A FARM® A, 774 900,000 2F Fil 2018 F 2000, D00

SIRLE It ChmrarainiT wa
@ are. 4 COD Meltwater



INSTAGRAM



INSTAGRAM: ADVERTISING AUDIENCE OVERVIEW "ﬁ;}'sﬁ:

THE POTEMTIAL ALIDEERDE THAT MARKETERS CAN REACH WITH ADS 08 INSTAGRAM

BiITH LA TR YT S

TOTAL FOTEMTEAL EEACH IGTAGEAM AD ETALH CIUARTER- QM -CRUARTER CHANGE YEAR-DIM-TEAR CHARGE N
CIF ALK L INGTALHLAR i TLATAL FOPURATICON [ REPOHTED IMGTALRAM AL EEALH REPORTED BMDEACRAM AD BEALH

1.32 16.5% -4.9% -10.8%

BILLIOM =58 MILLIOM =160 MILLION
IMESTAGRAM AD REATH IHSTAGEAM A EEACH FENMAIE INSTAGRAM AD REACH HAALE INSTAGRAM AD REACH
wvi TOTAL IMTERRET LSERS wa POPULATION AGED 13+ wi TOTAL INSTAGRAM AD REACH vi POHAL INSTAGRAM AD REACH

25.6% 21.1% 48.2% 51.8%

lo Py E'r.ﬁf I O3 Melbwater



sl INSTAGRAM ADVERTISING REACH

2 23 TCAAL POTEMTLAL ALIDSERCE REACH OF ADS Ot BESTAGRAM. (1M AN LICHS OF USERS] AMD CHAMGE IM REFORTED EEADH OVER TRME

LU HCRAL ETEYE
1478 1452
1,393 1,386
JI.IF. Jl.ll.
IDE'I Eﬂ‘l'l iﬂ!l Eﬂii 2022 EDEI IDEG

BB BGITE [T b Wi
- Bohn 17 are {“’}M |I!W t r
@ A social P



;32”3 INSTAGRAM: ADVERTISING AUDIENCE PROFILE 1;' =

SHARE OF INSTAGRAMS ADVERTEHMNG AUDHERCE BY AGE GRDUF AMD GEMDER g
el " EORAL IRV E

16.9% 16.4%
13.9% 13.9%
B1% 16%
4.7%
.M 4.3% 1%
1.6%

. . l- .
FERAALE LT Ey FEALAIE LT FEAALE LTT N FERAA[E MU TEALAIE WULE TI.UAII I'#-.I.I
1317 18- 24 25-24 A5 = dd 4% = 54 _"ij- A Bge
YEARS OHb YEARS DD YEARS O YEARS OLD YE&ARS OO YEARS O0LD YEARS DD

RETE BTN i AT

Wi
- : are. 4 SO>Meltwater
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INSTAGRAM AD REACH RANKING AL A

COURTEES AMD TEREMTORIES VWITH THE LABGEST IMSTAGEAM ADVERTISING ALIDIENCES

] T LRAL E5YT AV .

' 1ocanon e e B e
ol MDA 39 550,000 J0.8% 11 RAMCE 23, 750,000 47.0%
0F  UrITED STATES OF AMERICA - 143 350,000 AR 12 ARGERTINA _ 23,400,000 1l S
03 BRATI 113, 500,000 A3A% 13 SRamM 21,500,000 520%
04 IMDOeIESL, BS 1 50,000 41.7% 14 SOUTH EORES 19 250,000 41 1%
05 TExEY AR &S0, 000 F1L.1E 15 OOLORARLY 17,750,000 4105
08 LARAM A5 P00 000 41.0% 16 PHILFAMES 17,550,000 20.4%
F  MEXCO 36,700,000 J4H.T% 17 THAILAMD 17,350,000 IFEN
08  URITED KiGDOM 28, 750,000 S 0rs 16 Canaba 15,900, 000 A7 5%
0% GERMARY 27 450,000 I7.5% % EFHF 1.5, 350000 19.37%
I ALY 28, 200,000 ATEN o RAG 1l Ce00), Do) A5.5%

BOLECTE et MOTER we
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INSTAGRAM ELIGIBLE AD REACH RATE RANKING AL

COMMTRES. AMD TEREICRIES WHERE B4STAGRAM ADS BEACH THE QREATEST SHARE OF THE POPULATION AGED 13-

L HEIORAL CVIEYE

' 1ocanon wenr: o M+ oo _—
0l BRURE 7d. 1% F0s50 11 ABGERTEA &35 23 400000
03 AZAKHETAM - Fis% T, 450,000 12 ERadil _ &.4% 113 500000
03 RaEEAR T2 B 730 13 SWEDEN &1 5% & 700,000
04 TUEKEY F1LTE 48 450 000 14 BCELARD &1.0% 150050
05 CYPRUS e B F22 900 15 Glisa &l A% 2,250
06 CHEE A% 10,950,000 16 BARBADDS ) . 148300
0F  MONTENEGRD 6 7% J50,850 17 USJITED ARAR EMIRATES G0 £ Q50000
08 CAYMAR BELAKDS B5.5% 38 550 18 FOEWAY 58.% 27500000
0% ILIRLIGLR&Y Gl 5% 1, B50, 000 1% POETUHGAL 58.1% 5, 300,000
1D PARANE Gl 1% 2, 300, D0 0 ELWAT SH.0% £ 0500000

e s s s wha
DimFREARRAT are
@ e ol CO>Meltwater



wasll INSTAGRAM: TIME SPENT USING MOBILE APP

! 3 AVERALE WUMBER OF HOURS PER ASCTH THAT EALH In STACEAM USER SPEMDS LSk THE INSTAGEAMS APP Ol ARDECH] - oL

T LRAL E7YT AV .
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INSTAGRAM ENGAGEMENT EENCHMARKS

AVERALE EBMGAGEMENT RATES FOR POSTS PURBLISHED BY (NETAGE AR BLIZNESS &0

AVERAGE IMNSTAGRAM ANERAGE INETAGRAM AVERAGE IMSTAGRAM
ERNGAGEMENT RATE ENGAGEMENT RATE EMGAGEMENT RATE
FO® ALL POIST TYPES FOR FHOTO POSTS FOR VIDEC POGTS

0.65% 0.59% 0.66%

e BOLICT WOETE

A
> ™

T LRAL E7YT AV .

ANERAGE IMETAGRARM
EMGAGEMERMT RAIE
FOR CARDUSEL POSTS

0.76%

wa
Emi 1 O3 Melbwater



INSTAGRAM ENGAGEMENT RATES COMPARISON "*;: =

AVERAE EFGAGEMENT RATES FOR POSTS PURBLISHED BY inSTAGREAR BLISSESS ACCOLURTE -

I LRAL £ RV

AVERAGE INSTAGRAM EMGAGEMENT AVERAGE IMSTAGRAM EMGANGEMENT AVERALGE INSTAGRAM EMGAGEMENT
RATE: BUSIMESS ACUOLUIMNTS WITH RATE: BLESIMESS ACCOUNTS WITH RATE: BUSIMESS ACCOUNTS WITH
FEWWER THAR 10,000 FOUOCWERS NG, 000 §0 100000 PCHECAWERS MORE THAM 100000 FOWOMNERS

0.93% 0.76% 0.58%

BOUSCE [ wa
© dre. . (O>Meltwater



o

o
03
04

05

# ACCOUMTHOLDER

B STAGE AR

CRISTIAMC ROMALD

LR MESS]

KYLIE JEPPER
SEHEMA GOMET
CAReRIE JOHEISON
ARRAMA GEANDE
KM ARTASHLAR
BEYOMCE

KHUOE KARDASHIAN

@:uui-l::

HAMDLE

(BN STAGE AN
SCRSTANG
(ECMAESSI
SEYUEIEBNNER
SELEMAGOMET
CTHERDCE.
ARLAMAGRAMDE
LRI EARDASHIAN
IBEYOMCE

(EHIOEKARDASHIAR

A

FOLLOWERS
S8F 200,000
Fa2 400,000
4 1 5200000
J77 A00.000
Ja7 SO0 000
56, P00 000
Jad 8, 100,000
J39, 00000
i

T8, 00000

MOST POPULAR INSTAGRAM ACCOUNTS

PETAGEAM ACCOUSTS WITH THE GEEATEST NUMBER OF FOLICAVERS

# ACCOUNT HOLDER

1
F
13
4
15
.
Ir
16

1)

JUSTIN BIEBER

KiErahall IEMMER

HIKE

RARICEAL GECGREAPMIC
TATROE SFT

JEMBIIFER LOPEZ

WIRAT KOHL

KIOURTHEY KARDASHIAN

PRI BORLA R

o i e

HAMDLE

SAETIMBIERER

DAL LIENMER

MIE

MATGED

TATLOESWIFT

RO

WIRAT KL

SHICKIMINA]

PMEYMARIE

Wi
are

social

3
>

T LRAL E5YT AV .

FOLLOWERS
272400000
25,300,000
261,200,000
254,500 000
1R A00,000
230, 700 000
200 500,000
208,500,000
207700000

200,500,000

O3 Melbwatear



MOST USED INSTAGRAM HASHTAGS "ﬁ;._:g'ar‘:'

HASHIAGS THAT HAVE BEEM LISED @4 THE GREATEST MUMBEE OF IMNSTACHLAM POSTS [ALL TIME]

T
01 #OvVE 2147 500 D00 T T &83 200 000 21 WEEALTY S0% F00, 000
a3 HinSTAGOOD : 1S, 000, OO0 12 BFOLCAW . AF3000,000 T WFTMESS L, 02600000
03 SFASERON 1,03, 000, 060 13 HTRANTL &4, 100000 23 EUKE4E 502 400 000
04 HPHOTOOFTHEDAY 1,000,200 060 14 WCUTE &54 400 000 24 WFOCOD A9 000 000
05 WIMSTAGRAM TFE V00,000 15 W5TYLE & 17, B00, 000 25 MIMSTALIKE 475, N00.000
Od  HART DA 400 000 14 BiMETADAILY 603 500,000 24 HPHOTD A, 00, 000
OF  WPHIOTOGRAPHY Q58 400, 000 17 WTBT S, JaD0 O ¥ WSELRE A5 1, 00,000
08  MBEALITEUL BOF, 100, 000 18 SROLCWME 555, 100,000 I8 WME A5 100 000
09 EPLATINE SR, N0, OO 19 WREPOIST 550, a0, O 9 NFREREDS A3 SN0 00
10 #ALOFTHEDAY #0000 20 E5LMAMER 534, 000, 000 30 EFRUN AT 300 000

SHRLE RS w.
@ - Emi 1 O3 Melbwatear
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TIKTOK: ADVERTISING AUDIENCE OVERVIEW "ﬁ;@ﬂ:

THE POTENTLAL ALIDEMCE AGED 16+ THAT MARKETERS CAN BEACH WTTH ADS O TRCROK

R EILRAL £ RV

PCAEMTLAL REACH OF AL TIKTOR AD REACH AGE 18+ CILIARTER-OM-CUARTER CHAMGE TEAR-CI-YEAR CHAMGE BN
I TICROHE {AGHE 18+ OniY] va. TOHAL POPLILATICN I REPORTED TIKTOE AD EEACH REPORTED TIKFCH AD REACH

1.05 13.1% +11.2% +18.8%

BILLION #1046 MILLION #1646 MILLION
METOK AD BEACH AGE 18- TIKTOH ALY REACH AGE 18+ FEMALE TIETOE AD BEACH MALE TIKTOR AD BEACH
vi. TOHAL IMTERET LISERS wvi. FOPULATION AGE 18+ wi. TOTAL TIKTOE AD BEACH vi. TOTAL TICTOK AD REACH

20.4% 18.7% 54.1% 45.9%

BRI RTIE Ve WHE T Wi
@ R urai; 1 O3 Melbwatear
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53;‘3 TIKTOK: ADVERTISING AUDIENCE PROFILE o

CHARE OF TIKTOK'S ADVERTISING AUDHERCE AGED 18+ BY AGE QEOLUP AMD GERDER ’ :

LA E5YT EVE .

21.5%
17.4% 17.3%
151%
4%
%
I Il Bl me
TEAAALE RAE = — - =
IEH A= A4 45 - 54 e
YEARS CHD TEAR!.M s st s

‘E, v AL Pl il i - .Fw.‘auﬂﬁ {a}HEmer
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EsliTR

#  LOCATION

o

o

UPITED: STATES OF AMERICA
iDL,

BRATIL

MEXICO

RUSSIAM FEDERATION
VIETRAMA

PHILPPRNES

THARARMD

TUEREY

SALIDH ARABLA

TEPArARLITT

REACH
AGRE 18

113,250,500
1. 200,000
B2 2007 000
5751 4,000
54 B, (00
AR BAD 500
43 478,500
40,277 500
29,8632 500

24,391,500

(=111

REACH 18+
vk POP, 18+

4375
HBE
S0 4%
A1.4%
AT
&H.5%
58.7%
S1%
48.7%

103.3%"

TIKTOK AD REACH RANKING

COURTEES AMD TERBETORIES VWITH THE LABGEST TKTO® ACVERTISG: ALIDIEMCES AGED 1R»

#  LOCATIOM

1

12

13

4

15

.

Ir

1)

USITED KIRG DM

MALAYELA

ALY

REACH
AGE VE+

23,875 500
23,720,500
0954 000
3040 000
20648 000
20, 114000
19,458 500
19302 500
17,153,000

14,848,500

Wi
are

social

..E-_"" 'ﬁf.
» YV

REACH 18+
we. POP. 18

P4 AN
34 ¥
Ll
18.5%
L
SEI%
J6TR
Frs
HE N

7%

O3 Melbwatear



TIKTOK AD REACH RATE RANKING AL A

COURTEES AMND TERBETORIES \WHERE TIETOK ADS BEACH THE GREATEST SHARE OF THE POPULATION AGED 18-

] T LRAL E5YT AV .

¥ LOCATION b froveg i ® LOCATION it i
01 UUNITED ARAB EMIRATES 105.2%" 8,229, 500 11 CHIE 71.4% 11,251,500
GF  SALIDI ARABLA - 163 A% 16,390 500 12 PERU _ Thak 16,868 500
01 KUWAIT T8.8% 3,215,000 13 THAILAND &01% 40,277.500
04 CIATAR P45% 2,140,500 14 VIETMAM AB.5% 49,842,500
05 MAG 94 5% 23,879,500 15 CAMBODIA 517% 7,061,500
D6  KAZAKHSTAN B1I% 10,410,500 6 MEXCO 41.4% 57,516,000
OF  BAHRARN 78.7% BEP.500 17 JORDAN 629% 4,437,500
DB MALAYSIA 77.7% 19,302,500 B SRAR 825% 3,847,000
DF ECUADOR 77.0% 9,653,500 19 PHILIFFINES 58.7% 43,478,500
10 LERANON 74.3% 2,774,000 0 INDONESIA 56.5% 109,903,000

S L x whe
@ : vt EmF " O3 Melbwatear
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MOST POPULAR TIKTOK ACCOUNTS "ﬁ;._:g'ar‘:'

TR0 ACCOURTS WITH THE GEEATEST MLUMBER OF FOLICRERS

T LRAL E5YT AV .

# ACCOUMTHOLDER HAMDLE FOLLOWERS # ACCOUNT HOLDER HANDLE FOLLOWERS

01 KHARAME LAME EHASY LAME 153 900,000 11 THE RCCK STHERCCK &5 1000, 000
0} CHARL ERAMELRC SCHARIDAMEIG  1aR.A00,000 13 DOMIRIK Lt DRI - 22500000
03 BELA POARCH BEILARCARTH 2 00,000 13 DHGE DAAMELC DUAEDASAELICY 52 500000
04 ADDISON RAE SADDEROMRE B8 o] 000 14 BASOHN DEMRG DMASOMDERULG 54,000 000
05 VWILL SMAITH WILLSRAITH 73,000,000 15 BEIS BT OFFRCIAL_ BIGHIT Sy 300 00
08 ZACH KNG SEATHKRG 72800 000 16 SPEMCER POLANCO EMIGHT SSPERCEEN 55,400 000
07 KIMBERLY LOAITA EIPABERLY LOAIT A, 1800000 17 LOREN GRAY LORENGRAY 58,400,000
08 MEEEAST IWRBEAST &8, 500,000 16 MICHAEL IE U RUSTHARD 52.300,000
0% TICROK TITON i, RO D0 19 WO NG 00 _TURG 51 500,000
10 BURAK OTDEMS ACEMBLARAK &6, 500000 20 KYUE JEMMER PEYUEIEMESER F1, 400,000

SRR L= i i b T w.
@ EmF " O3 Melbwater



TOP TIKTOK HASHTAGS

HASHRAGS THAT HAVE ATTRALCTED THE GEEATEST MUBBER OF VIEWS Oed TIETOK [ALL TIME)

3
>

T LRAL E5YT AV .

# HASHTAG POST VIEWS # HASHTAG POST VIEWS # HASHTAG POST VIEWS

1]
i
03
04

05

g

g

#FYR 34 989, 700, 000,000
EFCECH 21,1 00,00, 000600
FFORTOLPAGE 13,3007, 800, 000,000
WVIRAL 12,937,400, 000,000
FTIKTOK 4 376,800, 000,000
WTREMDIMNG 3,059, BO0, 000,000
WDUET 3,001,200, 000,000
R 2.413,300,000,000
BODWAEDH 1,893, 300,000,000
#TREMD 1,432, 100,000,000

Ko

]

k2 BGREEMSCREEN

I3

14

FHLWAOE

HANIAE
HICHE

ESTITCH

Llae,
WROOTRALL

WEXPUOHE

1,525 00, 000,000
1,340, 500,000,000
1,131 500, D00, 000
1,000 4, 00, 000, 000
ST 000, D00, 000
e, RO, 00803 000
7 100000, 000, 000
AU B0, e, D00
ST, J00, a0 000

5.3, 700, 000,000

21
22T
|
¢l
25
20
.
28

i)

R LT RT DR

HOAMCE

HATS

S EARMOMTETOK
HFOOD

PRAEMES
BGREENSCREERMADED

EVIDEC

BEAMING

Wi
are

social

519200, 000,000
AR BO0 000,000
A7, 400, 000,000
AT, 00 a0 OO0
o 1, 00, MR R
405,100, 000 000
29, Ca00, ChOeh DD
378,300, 000, 000
A1 00, 00, D00

& F, 00, OO0 D0

O3 Melbwatear



FACEBOOK MESSENGER



L

TOTAL POTENTIAL REACH
OF Al O MESSEMNGER

©31.0

MILLICN

MAESSERIGER A REACH
vi TOHAL IMTERPIET LISERS

18.0%

BO4BLTL

MESSEMGER AD EEACH
va. TOHAL POPLILATICHN

11.6%

MESSEMGER AD REACH
v POPULATION AGED 13+

14.9%

MESSENGER: ADVERTISING AUDIENCE OVERVIEW "ﬁ;.@:ﬁ:‘

THE POTERTLAL ALIDEEMCE THAT MARKETERS CAM REACH WATH ADS O6d FACERCDx MESSERGER

LA E5YT RV .

LIARTER- Ot -CHUARTER CHAMGE TEAR-DIM-YEAR CHAMGE B

i REPORTED MESEERGER AD REALH REPOATED MESSENGER AD REACH

0, Q,
-4.6% -3.8%

=45 MILLION =57 MILLIOM
FEMUALE MESSERGER AL REACH MALE MAESSERIGER Al REACH
vi. TOTAL MESSEMGER AD REACH wi. TOTAL MESSERNGER AD REACH

44.8% 55.2%

AR TR

o mmcan u 5""“; | <O>Meltwater



MESSENGER ADVERTISING REACH

TCAAL POTEMTLAL ALIDSERCE REACH OF ADS O FACERDCH MESSERAGER (1M dsilLICaE OF USERE] AMD CHAMGE IW REFCHETED EEACH OVER TRAE

LU HCRAL ETEYE
1014 987.7 1.000.3
.ﬁF‘E JI.IL .ﬁFH ]l.“.
IDI'I 2021 iﬂﬂl EDEI 2022 EDEI IDEEI

BB BGITE [T b Wi
- Rohn 17 are {G}M |I!W t r
@ A social P



sl MESSENGER: ADVERTISING AUDIENCE PROFILE AL A

2 3 SHARE OF FACEBRCO® METSERGER 5 ADVERTIRING AUMERCE Br AGE GROUF AMD GERDER 4 %,

el " EORAL IV E

19.0%

2.0% 2.6%

% A%
I ll

FERAAIE [ETE FEMALE MuE

13-17 18- 24 25-34 A5 - 44 45 - 54
YEARS OLD YEARS OLD YEARS DD YEARS OLD YEARS OLD
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‘ELIGIBLE’ REACH RATE

POTEMTLAL REACH OF FACEBOOK MESTERCER ADS COMPARED WITH POFLILATION AGED 13+
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MESSENGER AD REACH RANKING AL A

COURTEES AMD TEREMTORIES WITH THE LABRGEST FACERCHOE MESTEMNGER ADVERTLS NG AUDIEMNCES

] T LRAL E5YT AV .

' tocanon e s B
ol MDA 117 550,000 10.5% 11 BaMGEADESH 20, 350,000 1574
02 BRAZ - &3, 00,000 Ja g% 12 imALY _ 17 550,000 ke 0
03 MENCO 57 750,000 57 0% 13 POLAMD 1.5, 00,000 4175
04 VIETRAM 52 450 000 A TN 14 TURKEY 15,750,000 230%
05 PHIIFANES 52 000, 000 0 5% 15 Al 1.5, 100,000 5001%
08 THARLAMD 35,050,000 5675 16 GERMARY 14, 150,000 1275
0F  EGYFT 32 950,000 4].4% 17 ARGEMTENA 1,050,000 JBN
08 IMDORIESLA, 27 300,000 12.6% 16 ALGERELA 13,500, 000 41.7%
0% UNITED KGO 218,850, 000 d6. 1% 1% FERU 13, 250,000 49T
D CORCMABLA 204 50 00 Fies 0 PAKISTAM 11,650,000 %

BOIEITL TR W
-@ i EmF " O3 Melbwater
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MESSENGER ELIGIBLE AD REACH RATE RANI{ING AL L4

COURTEES AMD TERBETORIES \WHERE FACERCOE MESSEMGER ADG BEACH THE CREATEST SHARE OF THE POPULATION A

L HORAL CVIEYE

s o M+ ocon s
0l MORGOLUL AL 1,950 000 11 PARESTIRE &7 AL 2 200,000
02 YA 3 FE 0 3,500 000 12 CYPRiles &l AT 450
03 FAROEISLAKNDS T4 0% 32430 13 UBJITED ARAR ENIRATES Y £ .050,000
04 GREEMLAMD TAA% 34,100 14 BOHWAY s 2 850,000
05 GEDORGLA F2.I% 2, 00, O 15 mEW TEALAMD & A% 26500000
06 ICELAMD FOE% T3 1050 16 PHILFAMES &05% 52 D000
0F  WVIETHAM e 1% 532,650,000 17 ARLEA S05% 55,700
08 ToeGA e 1% AR Q50 18 QALAR S00% 1 A0
0% MALTA 54% T2 400 1% DERMARE 5. B 050000
10 UTHLEAMLA, 63 A4% 1, S0, D0 2 R 5PA% 418900

BOLBCTE MOTIE we
@ Er: ﬂﬂ; 1 O Meltwater
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LINKEDIN: ADVERTISING AUDIENCE OVERVIEW "ﬁ;@ﬂ:‘

THE POTERTLAL ALIDEEMCE THAT MARKETERS CAM REACH WATH ADS O6d URKEDS

] EILRAL £ RV
TOTAL POTEMTLAL REACH UMKCEDIN AD REACH CILLARTER-CHt -CHUARTER CHAMGE TEAR-OM-YEAR CHAMGE B
CF ADS O2d UMREDE va. TOHAL POPLILATICH it-§ REPORTED LIMIKEDIM AD BEACH REFORETED UNEEDIN AD BEACH
Q o Q,
900.2 11.2% +3.0% +11.4%
MILLIOH +43 MILLION +532 MILLIDH
LitKEDEM AD REACH UrEEDN AD REACH FEMMLE LBNKEDIM AD REACH SUALE LKEDHM AD REACH
vi TOHAL IMNTERMNET USERS v POPULATION AGED 18+ v TOTAL LB SKEDEM AD BEACH vi TOTAL LiMKEDS2 AD REACH

17.5% 16.0% 43.7% 56.3%

BT : TR wﬂ
.@ s urai; 1 O3 Melbwatear
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wasll LINKEDIN ADVERTISING REACH

2 23 TCAAL POTEMTLAL ALIDSERCE REACH OF ADS O UNKEDS (i PR s0045 OF IUSERS), AMD CHANGE iH REFORTED BEALH COWER TIME

LU HCRAL EVTEYE S
B57.1
.ﬂLPE Jl.l L Jl.ll.
IDTI 2021 iﬂil Eﬂii 2022 EDEI IDEG
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2132”3 LINKEDIN: ADVERTISING AUDIENCE PROFILE AL LA

SHARE OF IRKEDETS ADVERTERIMNG AUHERCE BY AGE GRDUF AMD GEMDER ’ g
L] 8 1 EICRAL ENIEVE .
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b.4%
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POTEMTLAL REACH OoF UNEEHM ADS COMPARED WITH PORRATION AGED 18+
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LINKEDIN AD REACH RANKING AL A

COURTEES AMD TEREMTORIES WITH THE LABRGEST LMEDIN ACWVERTIS®G ALIDEEMCES

] T LRAL E5YT AV .

' 1ocanon e e e
01 UNITED STATES OF AMERICA 200, D00, 000 754% iD= SRAR 17,000,000 47.0%
02  inMDiA 3 S 000, GO0 IR0 12 GERMARDY 1 5,000,000 214K
03 CHENA S0, 000,000 53% 13 ALFSTEALLA 1.4, 0040, 000 AT
04 BRATIL 52,000, 00 3470 ld=  PHILIFINES 13,000, 500 17.4%
05  UNITED KiNGDOM 35,000, 000 65 4% l4= TURKEY 1.3, 00 o) 2.0%
08 FRAMCE 218, 000 000 50.7% 16 OOLSRARLA 120040, 000 J11%
0F  IMDOSESL 23,000, 001 11.9% 1Fm ARGERTENA 11, Ca2i0, CoeE) 117N
08 (CARALA 2 1 OO0, 000 e P 1= SOUTH AFBCA 171 00, C0ey 17 5%
09 MEBESCOD 15 D0, 00 21.0% 1% METHERLAMDS 110, a0, o) Lol
10= ALY 17 000, 00 J4.0% 0 PAKISTAM 9.300,000 %

@ Efﬁﬂ O3 Melbwatear
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LINKEDIN ELIGIBLE AD REACH RATE RANKING AL L4

COURTEES AMD TERBTORIES WHERE UNKEDIR ADS REACH THE GREATEST SHAKE OF THE POPULATION AGED e

L HIORAL CVTEYE =

e o M+ oo s
0l BERMLUDA 102 4" 54 000 11 ARLEA &8.1% 28,000
02  CaYMNAR EBLAMDE 3 BF 0 54000 12 ALPETRALLA a7 18 O 000
03 ICELAMD A9 3% 260,000 13 CAMADA s BT 2 1,000 000
04 ANDORRL BADR S8 000 14 ILNEMBOLUSS Bt L 50,000
05 U5 WilGEd BLARDS g B 5,000 15 UBNITED KNGO a54% 35, D000
08 URITED ARAR EMIRATES BAT% s, 500, 000 16 DERLLARE &5 3% X, 100000
0F  URITED STATES OF AMERICA FSA% 20Dl O, D) 17 Gl G20 Fal OO0
08 SINGAPORE 2% 3, 700, 000 18 MEW ZEALARD &% 2 500,000
0% IRELAMD 0% 2, 00, 00 1% GUERMSEY S0 % 31,000
I HWETHERLAMDS 9PN 100 o0, Chnk 20 WUALTA R 20000

e : ] E?H:F " £ODMeltwater

AP ERLITT.



MOST FOLLOWED ORGANISATIONS ON LINKEDIN AL

UMKEDRN COMPARNT ACCOUSTS WWITH THE GEEATEST MUBARER OF FOULCAVERS -

Ly HIORAL CVTIEYE =

0l AMATON 20 040,000 1 HanaED BUtEESS REVIEW 13,540,000
0  GOOGLE ; 27 20,000 12 THE ECOROMIST - B3 1,000
03  NEKEDNM 24 240,000 13 TATA COMSUTAMCY SERCES 11,430,000
04 TED COSFERERCES 23,160,000 14 DELONTTE 11,440,000
05 MICROSOFT 18,580,000 15 InSEDER BLISIPESS 11,350,000
08 UMILEVER 1B 380,000 16 TESLA H a0 000
0F APRE 17 90000 17 ACCEMTURE §000, 000
08 FHOEBES 17 Qa0 D00 168 THEVWALL STREET HOUSEPIAL 2550 000
o9 IBM 1 BED D00 19 META B 510,000
I3 MESILE 1k, 160000 20 BMETFLI A0, D00

@ SUECE L=1s ] CosaFaknaniir .Err.h m}”e}twmr



MOST FOLLOWED PEOPLE ON LINKEDIN AL A

UREEDN FEESOMAL ACCOUTS WITH THE GEEATEST MUMBER OF FOLICR/ERS.

] T LA 7T .

01 BILL GATES 3g 130,000 11 DEEPAK CHOSRA £ B20,000
03 RCHARD BRANSOM ; T F0.000 12 [DAMIEL GOLEMAN . 5.7 30,000
03 JEFFwWEINER 10,750,000 13 JUSTIM TRILDEAL 5.4%0,000
04  SATYA RADELLA 10,280,000 14 Gy VaYNERCHLK £ 370,000
05  ARLNA HLUFANGTOMN 10, 200,000 15 Al GRAMNT 5,000,000
08 MARK CUBRAK 7 430,000 16 ARTHOY | BAMES 4 070,000
0F  TOeN ROBRIRS 730000 17 PAARERIDEA MDD 3,580,000
08 MEUrDA FEErRCH GATES P L] 16 ERERE REOWE 3,500 000
0% LACK WELCH 60000 1% AN BEEMMER 3, B0, D00
I3 SIMCI SIMEK =T T 0 EEVIR OLEARY 3,750,000

@ SUECE L=1s ] CosaFaknaniir .Err.h {Q}MEHWEF



MOST FOLLOWED HASHTAGS ON LINKEDIN "%;.;,'-'ﬁf

HASHIAGS WiTH THE GREATEST MUMBER OF FOLCAWWERS Obd LIMKEDS

iR Rkl Y
0l wiDLA &7 300 000 Il =CAREERS 23, 400 000 I wBRAMDING 17, 00, D00
02 wiBOWVATION o 300,000 K2 MMAAEKETS o 23000000 30 EPROFESSIONAIWOMEN 017, el T
03 ERANAGESENT 35,800 000 13 *STARTUPS. : 21, 100,000 2] SADVERTISINGANDMARKETRNG 17, 100000
04 FHUMARRESCURCES 33, 100 000 4 SMARKETIRG 20, 300,000 24 BGEMNDER s, 00, D00
05 FOHGTAMATEETIMG IF, 100,000 15 SSOCLALMEDIA 195, SO0, 000 25 AOMEMNIMNSCIEMCE s, Se0e0, 00
08 WTECHRDLOGY 2 200 000 I SVEMTUEECAMTAL 1%, 31040, 000 2 FFERIMISM 165, h0e0, 000
0F RCREATTATY 25, 100, 000 ¥ NSOCIAMMETWORKIMNG 18, 00, Oy 27 EMACITATION 1.5, 00, 000
08 wFITURE 24 400 000 I8 MLUEAMNSTARTUPS 18, P00, O 28 FPERSCSAIDEVELOPENT 1.4, 5060, 000
09 FAUTURTSM 23,400, 00 I BECORDMY 18, SO0, CH0ey 29 BINVESTRNG 1., T R
13 *ENTREPREPELRSHIP 22,5600 000 20 MBEOORMOMICS 17,00, Oy A0 #OERTERVIEWS 1., 3060, 00D

SHHIELE =1 ] LCmafaiknimiir w.
'@ Emi 1 0> Meltwater



SNAPCHAT



L

TOTAL POTENTIAL REACH
CF ADS O SHAPCHAT

634.8

MILLICN

EAAPCHAT AD BEACH
vi. TOHAL IMTERSET LISERS

12.3%

BOUBLEE

SMAPCHAT AD REACH
va. TOHAL POPLILATICN

FA S

SHUAPCHAT AD REACH
v POPULATION AGED 13+

CILLARTER-CH-CHUARTER CHAMGE

N RERCRTED SMAPCHAT AD BEACH

+10.3%

+59 MILLION

FEMALE S8dafCHAT Al REACH
wi. TOTAL SREAPCHAT AD REACH"®

51.0%

SNAPCHAT: ADVERTISING AUDIENCE OVERVIEW "ﬁ;.;;ﬁ_'“

THE POTERTLAL ALIDEEMCE THAT MARKETERS CAM REACH WATH ADS O SHAPCHAT

EILRAL £ RV

TEAR-OIM-YEAR CHAMGE B
REPORTED SMAPCHAT AD REACH

+13.9%

+78 MILLION

MALE SRAPCHAT AD REACH
v TOTAL SMARCHAT AD EEACH®

48.2%

‘:'-'?a; , <O>Meltwater



nanll SNAPCHAT ADVERTISING REACH

2 23 TCAAL POTEMTLAL ALIDSERCE REACH OF ADS O SHAPCHAT 0 MILIOHNS OF LUSEESL AMD CHARGE #4 BEPCHETED REACH CVER TIME

R ELRAL £ RV .

6169
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sl SNAPCHAT: ADVERTISING AUDIENCE PROFILE AL

2023 SHARE OF SRAPCHAT'S ADVERTIZHG ALIDIENCE BY AGE CROLUP AMD GENDER 4 5

Tl EICRAL ENIEVE .

0.5%

10.5%

5%
1.3%

FEMUAIE WULE

YEARS OLD

e ot E-;EH €O>Meltwater



‘ELIGIBLE’ REACH RATE

POTEMTIAL REACH OF S3APCHAT AL COMPARED WITH POPULATIOMN AGED 13+
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SNAPCHAT AD REACH RANKING '"%;%.'%:

COUMTRIES AMD TEREMOSES WITH THE LABGEST SHAFCHAT ADVERTISIMNG ALIDIEMCES

T LML T YT

i tmoi M ocmon S e
ol MDA 172450000 133% Il TURKEY 1, B0, ey L1A%
0F  URATED STATES OF AMERICA o 030,000 IF A% 17 HGERLA . 13, 350,000 R
03 PACISTAM 25 700,000 158% 13 CanADA 11,000,000 179%
04 FRANCE 35,400,000 Al 14 PHILIFFINES B, 750,000 1o
08  UnaTED KGO 231 50,000 38 5% 15 RucsSard FEDERATROM 7 B00 000 W g
064 SALIDI ARABLA 21,1 50,000 743% & ALFETRALLA 7,700,000 ¥ ey
0F  GERMANY 17,450,000 bl 17 BRATIL 7650000 Ly
08 MEXICO 184,550,000 163% TB=  ALGERIA &, P50 000 20.0%
0 IRAD 1, 1O, Ce0 53.4% I@=  PIETHERLAMDS i, 250,000 A5.5%
0 EGYPT 1 5,400,000 19.4% N COLOMELA o, I 50,000 14.5%
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SNAPCHAT ELIGIBLE AD REACH RATE RANKING AL A

COURTEES AMD TERETORIES \WHERE ZHAPCHAT ADS REACH THE GEEATEST SHARE OF THE POPULATION 205D

] T LRAL E5YT AV .

wenr o M+ ocmon L
0] RaEEAR AL 75 D00 11 SWEDEM 48.4% 4 350,000
02  (URCEMBOURG . Fau0n 37 500 12 PALESTIRE A7 0% 1 450,000
03 SALDI ARABRLA T4 3% 21,150,000 13 RANCE At TS 25, 400,000
04 WOEWAY TATE 3,450, 000 14 PETHERLAMDS 25 5% & F50,000
05  KUWAAIT 0B 2, 150,000 15 QALAR £].Fs S 5000
08 IRAD 53 4% Nits, 0000, 000 16 JORDAMN A% 3 2500000
0F DEMMARK 52 1% 2,650,000 17 USNITED KNGO I8 5% 27,1 500000
08 OMWAM 5005 |, 750, 000 18 FNLAMD IBI% 1, 850000
0% IRELAMD 4B 7% 2,050, Oie) 1% UBITED STATES OF AMERRCA IFA% DOV 2500000
1D UITED ARAR EMIRATES 4B 7% ol D0 0Ny 0 BELGILM A% 35500000
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TWITTER: ADVERTISING AUDIENCE OVERVIEW "ﬁ?@'ﬁ_‘“

THE POTERTLAL ALIDEEMCE THAT MARKETERS CAN REACH WATH ADS O TWITTER

L HIDRAL CVIEYE .
TOTAL POVEMTIAL REACH TWITTER AD EEACH CHIARTER- Ot -CHIARTER CHAMGE TEAR-CI-YEAR CHAMGE Y
OF ADS Ot TWITTER wa. TOHAL POPLILATION P REPCHITED TWATTER AD REACH REPORTED TWITTER AD REACH
o a o
356.0 6.9% +2.1% +27.4%
MILLIOHN +12 MILLION +120 MILLION
TWITTER AD REACH T'WITTER AD REACH FENUALE TVWITTER AD BEACH WUE TWATTER AD REACH
vi. POAAL IMTERMET LISERS v POPULATION AGED 13+ wi. TOTAL TWITTER AD REACH wi TOWAL TWITTER AD REACH

10.8% 8.9% 37.0% 63.0%

BOLEITE T b Wi
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wasll TWITTER ADVERTISING REACH

1‘“23 TCAAL POTEMTLAL ALIDERCE REACH OF ADS 0N TWITTER (i MLOS OF USEES), AMND CHANGE ih REFORTED BEACH CHVER TIME

R ELRAL £ RV .
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EsliTR

#  LOCATION

o

o

g

8

UPITED: STATES OF AMERICA

TABAR

DA,

IMDHCE-IESLA,
UPITED KNGO
TUEEEY

MIERICO

SALICH ARARLA

BO4ELTE

AfrwiSOET,

oL R ALY

TOTAL
REACH

G5 400,000
4 450,000
22 50,000
240, 3000, (a0
4, 00, (0
20,1 50,000
18,550,000
17, 200,00
1.5, 50,000

1 o, e, 00

RCRTE

REACH wi
POP. 13+

337
-5

24%
13.6%
1.1
4%
1%
170
54.5%

T34%

TWITTER AD REACH RANKING

COURTEES AMD TERBETORIES WITH THE LABGEST TWITTEE ADVERTISR G ALIDEEMNCES

# LOCATIOM

1

12

13

4

15

.

1=

1=

1)

GERMARY
FRARCE
PHILIFFMES
A
Cadalia
2OUTH EDREA
ARGENTEA

HETHERLAMDS

TOTAL
RE&CH

14, 100,000
13,700,000
11,800,000
10, 850,000
Ik 400,000
&, 500,000
7,550,000
7,550,000
#, 250,000

5,600,000
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are

social

..E-_"" 'ﬁf.
» YV

REACH wi.
POP. 12

1935
248N
13.7%
25EK
1.1%
2078
20a%
404

D&%

F.0%
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TWITTER ELIGIBLE AD REACH RATE RANKING A4

COUMTIEES AMD TERBETORIES WHERE TWITTER ADS BEACH THE GREATEST SHAKE OF THE POPLILATION ADED 13+ kS

L HIORAL CVTEYE =

' 1ocanon s o . ocmon L
0l SIMGAPORE 103 0% 5, 550 000 17 ELWAT 2570 1, &000000
02 SEYCHELLES . 11a%* 84950 12 GALAR 450 1,050,000
03 ANDOERSA B2 5% 5@ 400 13 CaYRLAR ISLAMDS 43178 25450
04 ILEMBOLRG LT 430,750 I AREA 47.0% 19550
05 HONG KOG 62 6% o, 00,000 15  ISLEOF M £ 0% 0TS0
08 LARAM 60.5% &7 450,000 16 ARTHZLA L BAREUIDA A0 12 550
0F  SALIDH ARABLA 54 5% 1.5, 500,00 17 IRELAMD 0% [ R il il
08 HAHEAR] 51005 &TF 850 168 USITED EIRCGDOM S0I% 23,1 500000
09 GLUERMSEY S00% 27 450 1% ICELAMD % 123,350
I MWETHERLAMDS ARA% 7 550, D0 20 UNITED ARAR EMIRATES IF1% 3 0500000
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o s
JUSTE BIERER
ATY PEREY

B AR A
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08 a0, 000
VO S00,.000
1108, 800, 000
B 800,000
B5, A0, 000
Bt SR DO

78, 200000
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1
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TWITTER
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HETAR
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&, | 00000
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&1 000,000
(80, 00, e

5, 100,000

O3 Melbwater



PINTEREST



PINTEREST: ADVERTISING AUDIENCE OVERVIEW "ﬁ;@ﬂ:

THE POTERTLAL ALIDEEMCE THAT MARKETERS CAM REACH WAITH ADS O WRTEREST

] EILRAL £ RV
TOTAL POTEMTLAL BEACH PMTEREST AD REACH CILIARTER-CHt-CHIARTER CHAMGE YEAR-DIM-YEAR CHAMGE B
OF ADS DX AMTEREST va. TCOHAL POPLILATICN it REPOETED PIRTEREST AD BEACH REPORTED ARMTEREST AD REACH
e o Q,
242.7 3.0% -10.4% +7.5%
MILLIOH =28 MILLIOMN +17 MILLION
PIMTEREST AD REACH FIrTEREST AL REANCH FEMUALE PINTEREST AD BEACH MAALE PSTEREST AD REACH
vi. TOHAL INTERPIET LISERS v POPULATION AGED 13+ wa. TOTAL PRJTEREST AD REACH va TOTAL MMTEREST AD REACH

4.7% 3.9% 76.2% 17.2%
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wasll PINTEREST ADVERTISING REACH

2 23 TCAAL POTEMTLAL ALIDSERCE REACH OF ADS O FIRTEREST D MILIONS OF USERS]. Akl CHAMGE M SEPOETED REACH CWER TIME
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PINTEREST: ADVERTISING AUDIENCE PROFILE —a;%.w

SHARE OF AMTERESTS ADMERTIRNG AUDERCE AGED 1A+ BY AGE GROUP AMD GENDER
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PINTEREST AD REACH RANKING AL A

COURTEES AMD TERBMTORIES WITH THE LABRGEST FeJTEREST ADVERTISING ALDHERCES

] T LRAL E5YT AV .

' tocanon o o Il wenon S s
01 UNITED STATES OF AMERICA B4 S8 000 AL 11 COLOREL 5.570,000 1£1%
02 BRAZ - 28,00, 000 157 12 POLAND _ 5,420,000 15.0%
03 MENCO 15445 000 I%3% 13 METHERLAMDE 4, 430,000 R0
04 GERMARNY 15875 000 21 14 CHILE 3 570,000 2%
05 FRAMCE 1 a0 000 19.3% 15 ALSTREALLY 3,445 000 15.5%
06 CARADN B, 4400 000 2575 16 BERGILIM 2 EHF 000 260
0F ALY 8,075,000 15.3% 17 POETUGAL 200,000 1T4%
08 URITED KiGDOM ol 1 0,000 13.7% 18 EOMANLA 2005, 000 11.4%
0% ARGEMTIRA o 050, 000 I124% 1% GEEECE 1,635,000 20T
I SPAIM 0 010,000 14.7% 0 HUMGARY 1,755,000 184%
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PINTEREST ELIGIBLE AD REACH RATE R_ANI{ING AL L4

COUMTEES AMD TERBEMTORIES WHERE FIWTEREST ADG REACH THE GREATEST SHARE OF THE POPULATICHN &

L HORAL CVIEYE

e o M+ ocon L

01 UNITED STATES OF AMERICA e b B4 595 000 11 GERMARY 217 15 875 000
02 (UEEAMADURG 3 9 01% 143 500 12 CHilE 214K 3 5100000
03 METHERLAMDS 25908 A 430,000 13 DERALARE 2D 1,045 000
04 GlAM 27K 37 000 14 SWITIERLARD il g 1, 583 500
05  BELGIMA T4 B 3 &R, 000 15 GEEECE oS 1, 835000
06 CARADN 25 7% B 440 000 16 YRS 1ers 215500
0F LS WIRGEY ISLARIDS 14.7% 20,000 17 HUMNGARY 1R&% 1. 755000
08 PORTLGAL F2.5% 2 00, Oy 18 FNLAMD 19.5% P43 000
09 ALSTEIA T21% 1,743 500 1% ARGEMTIEA 19.4% F 0000
I MALTA T3 1% 104 5000 .  RAMNCE 1%3% 1050000
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WHATSAPP OVERVIEW -ﬂar?' o

[ESSEMTLAL HEADUINES FOR WIHATRAFF UGE
] T LRAL E7YT AV .

GLOBAL MOMTHLY ACTIVE MORMTHLY ACTIVE FEMALE LISERS AS A MALE LISERS A% A
MCNTHDY ACTIVE WHATSAPF USERS v WHATSAPE LISERS v PERCEMTAGE OF TOTAL FERCEMNTAGE OF TOTAL
WIHATSAPF LISERS TOTAL POFUILATION POPLILATION AGED |3+ FEMALE D MALE LISERS FEMALE AD MALE LISERS

Y 25.0% 319% 46.5% 53.5%
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Tl WHATSAPP: TIME SPENT USING MOBILE APP
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WECHAT OVERVIEW -v.; =

[ESSEMTIAL HEADUINES FOE WECHAT AND WELGHN USE

L HIORAL CVIEYE =

COMBIMED GLORAL MORTHLY ACTIVE WECHAT RADMTHLY ACTIVE WECHAT FEMUALE LISERS AS A& MALE USERES AS A
MOMTHLY ACTIVE LISERS ARD WEINIMN LISERS v ARD WEIKIM LISERS v, PERCEMTALGE OF TOTAL FERCEMNTAGE OF TCITAL
OF WECHAT Ahily WEIKIM TOTAL POFULATION POFLILATION AGED 13+ FEMALE MDD MALE LISERS FEMALE AD MALE LISERS

1.31 16.3% 209% 47.7% 52.3%
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TELEGRAM OVERVIEW -ﬂar?' o

[ESSEMTLAL HEADLINES FOE TEIEGREAM USE
] T LRAL E7YT AV .

GLOBAL MORTHLY ACTIVE MORMTHLY ACTIVE FEMALE LISERS AS A MALE LISERS A% A
MORNTHEY ACTIVE TELEGRAM USERS v TELEGRAM LISERS v PERCEMTALE OF TOTAL PERCEMTAGE OF TOTAL
TELEGRAM LISERS TOTAL POPLILATICM POPUILATION AGED 14 FEMALE ARD MALE LISERS FEMALE AND MALE LISERS

700 8.7% 119% 42.6% 57.4%

MILLION
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DOUYIN OVERVIEW —:-.; =

ESSEMTIAL HEADUNES FOE DOLUWRY LIZE

BiITH LA T YT

DAILY ACTIVE FEMALE LUISERS AS A MALE LISERS AS A
DY ACTIVE DO USERS v PERCEMTAGE OF TOTAL PERCEMTAGE OF TOTAL
DoAY TR LISERS TOTAL POPULATICHN FEMALE ARD MALE LISERS FEMALE AMD MALE LSERS

715.0 8.9% 48.5% 351.5%

MILLION
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KUAISHOU OVERVIEW AL
[ESSERTIAL HEADLINES FOE KLAISHOH) USE ? -
I S0 AT el ATl T D (T i | [adla, &1 Pl DAY (W Tell] dPSCET RPCA] CO0mladig) BalE (O Well] Chld] v Mo A A 00y 200000 IUEal T
MOMTHLY ACTIVE FEMALE USERS A5 A MALE LISERS AS A
MOMTHLY ACTIVE ELAESHOU LISERS va. FERCEMTAGE OF TOTAL PERCEMTAGE OF TOTAL
ELUAISHIOU USERS TOTAL POFULATION FEMALE AMD MALE LISERS FEMALE AMD MALE USERS

626.0 7.8% 46.9% 33.1%
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W
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SINA WEIBO OVERVIEW '"’i;%ﬁ:

[ESSEMTLIAL HEADUINES FOE SIA WEIRD LISE

] T LRAL E7YT AV .

MOMNTHLY MOBTHLY ACTIVE MORTHLY ACTIVE FEMALE LISERS AS A MALE LISERS A% A
ACTIVE SiA SIBLA WEIBD LESERS . SitA WEIBDY USERS v PERCEMTAGE OF TOTAL FERCEMTAGE OF TOTAL
WEIBD LISERS TOTAL POPLILATION POPLILATION AGED 144 FEMALE ARD MALE LISERS FEMALE AND MALE LISERS

584 7.3% 9.5% 49.0% 51.0%
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QQ OVERVIEW AL
[ESEEMTIAL HEADUINES FORE QG LISE ? .
T Ll T Vel e T T i T i e [ada, i1 Pl DLAA [ Ted] dPSCE PO D0l R e (O ] el e ey =oAL SYENEw
HOEAL MOMTHLY ACTIVE MDIMTHLY ACTIVE SMART MOMNTHLY ACTIVE SMART FEMALE LISERS AS A MALE UISERS A% A
G LISERS ACCESSING DEVICE GG LISERS v, DEVICE GICH USERS v PERCEMTALE OF TOTAL PERCEMTAGE OF TOTAL
WA SMART DEVICES TOTAL POPULATION POPLILATION AGED |3+ FEMALE D MALE LISERS FEMALE AD MALE LISERS

574.4 7.2% 92% 48.3% S1.7%
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BOUBCE

MOBILE CONNECTIVITY

ADCFTICR AMD UEE OF MOBIUE FHOMES AMD DEVICES THAT COMMECT 1O CELILLAR METWORKS

MUMBER OFf LMIGUE
MORILE LGERS (AR
THPE CF HAMDGET]

3.44

BILLION

CEILULAR pAOaNE
COrECTROMNS
(BRG]

8.46

BILLION

URIGHE MOBIE iSRS
AS A FERCERIALE OF
TOTAL FOFLILATHON

68.0%

YOY: +#2.8% (+182 BPS)

+2.2%

+180 MILLION

AMMUAL CHARMGE M
THE MUMABER OF LIMIGLIE
MR SUSSLRRERS

+3.2%

+#1&68 MILLION

TOaL MUMBER OF
BROADEARND MOBILE

CONECTIONS

7.41

BILLION

L

MAORNE COMMECTIONS PFER
UL MOBRE FUBRCREBIR

1.55

YOY: -1.0%%

MIURBER OF BROADEAND BAOENE
COMMECTIONS AS A PERCENTAGE
CHF TORLAL AAOMRLE OO BLTIONS

87.6%

YOY: +3.1% (+236 BPS)
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vl UNIQUE MOBILE USERS OVER TIME

1“23 HAIMEER OF URIGUE IMNDRIDUALS [rd MILIORNE] USIMG MORILE FHOMES [ANY K240 OF HAMEEET)

5118 5204 3318

101]
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MOBILE SUBSCRIBERS vs. CELLULAR CONNECTIONS "i;i:f

FERSFECTIVES O THE ADCFTION AND USE OF MOBILE TECHNOIOHES

LA 7T AV .

GSMA INTELLIGENCE DATA ERICSSOM DATA
TOTAL MUMBER OF TOTAL NUMBER OF TOTAL NUMBER OF TOTAL MUMBER OF
MOBILE SUBSCRIBERS CELULAR CONNECTIONS MORILE SUBSCRIBERS CEULLAR COMMECTIONS
(LIMICHLIE INDIVIDUALS) (EXCLUDING CELLULAR IOT) [UNIGUE INDIVIDUALS) [EXCLUDING CELLLILAR IOT)

5.44 8.46 6.15 8.39

BILLION BILLION BILLION BILLION

Wi
@ BOUBCH CmPLRLLRRFT, arg @Hehmmr



CELLULAR MOBILE CONNECTIONS OVER TIME

FAIMEER OF MOBLE CELILILAK CORMECTIONS (IR MILICHE) CVER TinE
8410

iﬂil !DII

8,1%3
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CONNECTED MOBILE DEVICES

EALH DEVICE TWPES SHARE OF CEIIUAAR COMMEBECTIONS [EXCLUDHNG 10T

SHARE OF COMMECTIONS SHARE OF COMMECTIONS
ASSOCIATED WITH ASSOCIATED WITH
SMARTPFHOMES FEATURE PHORMES

78.7% 16.5%

6.60 BILLIOM 1.38 BILLIOM

4.9%

408 MILLIOM
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BROADBAND: SHARE OF CELLULAR CONNECTIONS “i;;‘ﬂi‘

3 &0 AND 20 CELURAR COMMECTROMNS AS A FERCENTAGE OF TORAL CEULILAT MORILE CORNMECTIONS

LA £ AV .
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wanll CELLULAR DATA TRAFFIC AL

2 MCMTHIY AVERAGE GLOBA] MORILE METWORK DATA TEAFRIC [URDAD AND DOWTLDAD) N EXABYTES [BIICNE OF GHIARYTES| , 2,
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L1 H
MONTHLY CELULAR DATA COMSUMED BY i
THE AVERAGE SMARTPHONE WORLDWIDE: ]5 B
I:IH
u.l ““ “‘"' i
] o4 i -n-.'- o4 al (v k|

[#]
W0ha MWIE Mla HIJ‘ 07 :‘I!II.." HIIJ' HH‘I !‘l!-ll HIII ‘.H!I-Il ?ﬂ-!l'il MI'I' :H!II':I 1‘IHI:I !‘l'.'lh'!- HIH M ?:-!'E- th .'HHI !‘\!-!'t N W XN XNn

[T, T4 T . O i y e T o] . . [ W
@ , ' - O AR, ﬂ'l'ﬂ; l @HEHWEF



SHARE DF MGEILE WEB TRAFFIC BY MOBILE DS “ﬁ;}'%ﬁ"

FERCERTAGE OF WIS PROE RECUESTS CRNGINATING FROW MOBIE HAMNDSETS BURMING EACH MOBILE OFERATING SYRTEM By L %,

SHARE OF MOEIE WER SHARE OF MOBILE YWER SHARE OF MOBILE WEB SHARE DF MOSILE WER SHARE OF MOBILE VWER
TRAFFIC ORIGIRLATIRG TRAFFC ORIGIMATING TRAFFIC ORIGIMNATIMNG FROM TRAFFIC DRIGINATIMG TRAFFIC DRIGIMNATIMNG
FROWA ANDROID DEVICES FROWA AFFLE 105 DEVICES SAMSLUIMG O3 DEVICES FROM AL 05 DEVICES FROM CTHER O DEVICES

7196% 27.48% 0.34% 0.07% 0.15%

VEAR-OM-YEAR CHAMGE FEAR-CHE-YEAR CHAMGE YEAR-CHIM-TEAR CHAMGE VEAR-D-YEAR CHARMGE YEAR-DOR-TEAR CHAMGE

+1.7% (+122 BPS) -3.7% (-106 BPS) -10.5% (-4 BPS) -50.0% (-7 BPS) -25.0% (-5 BPS)
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asll DAILY TIME SPENT USING MOBILE PHONES AL A

2 AVERACE DAILY TIME SPERT LSRG MOBIE FHOMNES |AlL ACTIVITIES, IM HOURS ARG MINUTES) ? g
ELORAL EVIEVE .
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SHARE OF MOBILE TIME BY APP CATEGORY "%;{t!_'“

TRMAE SPEMT UEIMG AFFS 1IN EACH APF CATEGORY AS A PERCENTAGE OF BOTAL TIME SPERT USING ANDEOHD FeOnES OVERALL
TORAL TIME SPENT LISIMG SHARE COF SMARTPHOE TIME SHARE CF SMARTPHOME TIME SHARE OF SMARTPHOME TIME
SMARTPHOMES EACH DAY SOCIAL & CONMUIRICATION AP FHOTO & VIDED ARFS MOBILE WEB BROMSERS

S5HOIM 42.4% 25.1% 8.1%

YOY: +2.4% (+7 MINS)

SHARE OF SWARTIHOME TIME SHARE OF SAARTPHOME TIME SHARE OF SMARTRHOME TIME SHARE OF SMARTPHONE TIME
MOBILE GAMES (ALl GEPIRES) EMTERTAIPMERT APPS SHOPAMNG AFFS All OTHER APPS

8.0% 3.1% 2.7% 10.6%

SR E i iyt o w.
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FERCERTAGE OF TEENET LISERS ADED 18 T0 &4 WHO HAVE MADE A WVDED CALL OF THEIR MOCERE FHOME il THE FAST MORTH

MOBILE VIDEO CALLING
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MOBILE VIDEO CALLING AL A

FERCERTAGE OF TEENET LISERS ACED 18 TO &4 WHO HAVE MADE A WDED CAIL OF THEIR MOERE FHOME i THE FAST MOrTH ’ g

7% 105%
37.7%
15.9% 1585
S3.5% 32.5%
90%
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MOBILE APP MARKET OVERVIEW: DATA.AI "ﬁ;@f

HEADLMES FOR MOBILE AFF DOWHLOADD AMD SPEND BETWEERN LAMUARY AMD DECEMEBER 2077, RASED O DATA FROHM DATA A g

T LRAL E7YT AV .

MUMBER OF MOBILE TEAR-OM-YEAR CHARMGE IM COMSLIMER SPEMD TEAR-DM-YEAR CHARNGE AVERAGE COMSLUMER AFF
APF DOWHRLOADS MOBILE AFF DOVWYMLOADS O MOBILE AFFS (LSD) IN COMSUMER APP SPEMID SPEMID PER HANDSET (USD)

2549 +11.0% $1671 -1.7% $25.32

BILLION +25 BILLION BILLION -52.9 BILLION

EDIBTE (L= Y w.
@ P urai; 1 O3> Mealtwater



EMN MOBILE APPS: TOP CATEGORIES BY APP STORE “";'-];T

n' EAMKING OF THE MOGT FOPULAR MOBRE AFF CATEGORIES THECUGHOUT 2072

GOOGIE ALAY: DOWRMLDADS GOOHE PLAY: COMSUMER SPEMD 105 APF STORE DOWHIDADS 105 APP STORE COMSUMER SPEND
01 GAMES 01  GAMES 01  GAMES 01  GAMES
02 TOOLS 02 EMTEETAIMMENT 02  UTILMES (02 ENTERTAINMERT
03 EMTERTAINMERT 03 S0CIAL 03 EMTERTAINMENT 43 PHOTO & VIDED
04  FANAMCE 04 PRODUCTIVITY 0 PHOTOD & VIDED 04  SOCIAL NETWORKING
05 SOCial 05  DATING 05  SHOPARMG 0F LUFESTYLE
04 COMMUMNICATION 0¢ HEAITH & FITMESS 04 SOCIAL METWORKING 06 BOOKS
07 SHOPPIMG OF  SFORTa OF  FINARCE 07 MUSIC
08 VIDEC PLAYERS & EDITORS 04 COMICS 08 WFESTYLE (8 HEAITH & ATMESS
0F  PRODUCTIVITY 0% BOOES & REFEREMCE 0% PRODUCTIVITY 0F  EDUCATION
10 MUSIC & AUDKD 10 LFETSYLE 10 EDUCATION 10 PRODUCTIVITY

are, . CO>Meltwater
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ol APP RANKING: MONTHLY ACTIVE USERS "‘;'-Fr

2 SAOBHE AFFS ARMD GAMES RAMCED BY AVERADE MOMNTHLY ACTIVE USEES BETWEER M t-niaiy Atal DECEMBER 3077 it
Ol YOUTUBE GOOGLE 0l  ROBION ROBLOX
02 GOOGLE GOOGLE 02 CAMDY CRUSH SAGA ACTIVISION BUZZARD
03 GOOGLE CHROME GOOGIE 03 FREE FIRE SEA
04 FACEBOOK N META 04 SUBWAY SURFERS haca Y80
05 WHATSAPP META 05 MINECRAFT POCKET EDITION MICROSOFT
06 GOOGLE MAPS GOOGLE 04 LUDOKING GAMETION
07 GMAIL GOOGILE 07 PUBG MOBILE TENCENT
08 INSTAGRAM META 08 CLASHROYALE TEMCEMT
09 FACEROOK MESSENGER META 09 POKEMON GO MIANTIC
10 GOOGLE DRIVE GOOGLE 10 MOBILE IEGENDS: BANG BANG EYTEDANCE

o e 2 coMeltwoter



I\YM APP RANKING: DOWNLOADS AL A

2 3 BAMNKING OF MORILE APFS AND MORILE GAMES B TOTAL BLWABER OF DOAWTLOADS BETWEEN Paruialy AnD DECEMBER 3000

TIE LIRS, Dy L]

#  MOBILE APP COMPANY # MOBILE GAME COMPANY

Ol INSTAGRAM META Ol SUBWAY SURFERS SYBO
02 TIKTOK BYTEDANCE FREE FIRE SEA
03 FACEBOOK META 03 LUDO KING GAMETION
04 WHATSAPP o META 04  STUMBLE GUYS haca KITKA GAMES
05 SMAPCHAT SNAP 05 CANDY CRUSH SAGA ACTIVISION BUZZARD
06 TELEGRAM TELEGRAM D& ROBMON ROBLON
OF CAPCUT BYTEDANCE 07 BRIDGE RACE UNITY TECHMOLOGIES
D8 FACERDOK MESSEMGER META 08 RACE MASTER SAYGAMES
09 WHATSAFP BUISIMNESS MAETA 09 MY TALKING TOM 2 JIMEE CULTURE = CRUTHES
10 SPOTFY SPOMFY 10 8BALLPOOL TENCENT

> | Aot — - Bre. . <ODMeltwater
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213;43 MOBILE APPS: DOWNLOADS BY LOCATION AL LA

COUNTIES AND TERBTTCRIES WITH THE GREATEST HUMBER OF MOBILE AFF DOWHIDADS BETWEER JLILY ARD SEFTEMBER 2072 _Lm:
# LOCATION DOWNLOADS AYOY ¥ LOCATION DOWNLOADS AYOY
01 CHIMA 111,110,000,000 +13% 11 PHIIPPIMES 3,275,000,000 +B%
02 WDl 2B.BEF, 000,000 +i% 12 EGYPFT &, et D080, OO0 0%
03 UMNITED STATES OF AMERICA  12,238,000,000 % 13 BANGLADESH 2,545,000,000
04 BRAZIL 1 & OO ECalh +1% 14 JARAK 2,433, 000,000 3%
05  INDOMESIA 7.701,000,000 +5% 15 THAILAND 2,2646,000,000 7%
O RUSHLA s 2,47 5,000,000 Ere b GERMARY y 2,243,000 000 1%
07 MEXICO 5,080,000,000 "% 17 UNITED KINGDOM 2,210,000.000 %
08  TURKEY 3.732,000,000 +5% 18 FRANCE 2,133,000,000 3%
09 PAKISTAMN 3,523,000,000 »15% 9 RAD 1,960,000,000
10 VIETRAM 3,488,000,000 % 20 COLOMBIA 1,891,000,000 5%
@ souce : e o ' : % O Meltwater
social



JAN

2023

#  MOBILE APP

O TIKTCH
YOUTURE
TIHDER
EISHEY+

HEBD MAN
GOOGLE ONE

g 8 B £ B B

FIOCOMA
08  BUMBLE APP

0% TEMCENTVIDED

COMPANY

BYTEDAMCE

GOOGLE

MATCH GROUP

[HESREY

WARMER BROS. DISCOVERY
GOOGLE

EAKAD PIOCOMA CORP
BLISABLE

TERMCERMT

BAIDL

CilmfadainilT

APP RANKING: CONSUMER SPEND

BAMNKING OF MOGILE APFS AND MORILE GAMES B TOTAL COMSLUMER SPEMD BETWEER LANUARY ARD DECEMBER 20502

N

EIDRAL ENIEVE .

# MOBILE GAME COMPANY

ol

a 3 82 9 B & B 8 8

HOMOR OF KINGS
GEMSHIM IMPACT

CANDY CRUSH SAGA
ROBION

GAME FOR PEACE

COIM MASTER
POKEMON GO

UM, MUISUME PRETTY DERBY
THREE KINGDOMS TACTICS
LEMEAGE W

AUBARS GROLUP

are, . {O>Meltwater

gi



anll MOBILE APPS: CONSUMER SPEND BY LOCATION 1‘;'.;-"

A0 IR ounTES AND TERRTTORIES WITH THE HIGHEST COMSUMER SPEND O MOBILE APFS BETWEER JULY A+ SEFTEMBER 2073 -mm:
# LOCATION TOTAL SPEMD AYOY #  LOCATION TOTAL SPEND AYOY
O CHINA $.58,070.000,000 +I% 11 BRAIR 51,370,100.000 «12%
02  UMITED STATES OF AMERICA $42, 192,200,000 % 12 HONG KONG 1,287 700,000 +3d%
03 JARAM $17.772 800,000 -1d% 13 SALDIARARLS 51,1 1% 500,000 -13%
04 SOUTH ROREA $6.287 500,000 -i% 14 ALY $1,084, 500,000 A%
05 UINITED KERGDOMA 53,818, 100,000 % 15 THAILAMD $1.039 300,000 A%
06 GERMARY ta $3.708,000,000 - 16 SPAIN y $804,200,000 +3%
0F TARVAN $3.603, 700,000 +] 5% I7  METHERLARMDS $754,100,000 1'%
08 CARADA $2,680,100,000 =% 18 SWITZERLAMD $741,600,000 2%
09  AUSTRALA $2.390,200,000 +3% 19 MEXICO $711,400.000 7%
10 FRAMCE $2,134,000,000 5% 20 TURKEY $493,700,000 5%

are, . CO>Meltwater
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ol WEEKLY ONLINE SHOPPING ACTIVITIES '““*;ﬁ?ﬁf

2 3 FERRCERTAGE OF [ TEERET LIRERS A0ED 18 T0r S4 WHO ERGREE I SELECTED ECOMMERCE ACTIVITIES EACH WEEK

T LRAL E7YT AV .

PURCHASED A PRODLICT QRDERED GROCERIES BOUGHT A SECOMD-HAMD LISED AN QIMLIME PRICE LISED A BLY ROAY,
O SERVICE OMLIME W14 AN OMLMNE STORE IMEM VA AN DMNLIME STORE COMAPARISONY SERVICE PY LATER SEEVICE

57.6% 28.3% 14.2% 23.5% 18.4%

YO -1.4% (-BO BIFS) TOT: UNCHAMNGED TOY: -1.4% (-20 BPS] TOY: -4.5% (=110 BPFS) TO¥: «3.4% |+60 BPS)

BORCT WO W
a .. are. . {O>Melvwater
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B shopifyplls | oo coga

Get ahead this
vear with data and
insights to drive
better decisions

This year:

Supply Chair

Brands are overstocking (o add
Hlexibility to their supply chains.

Maroy

But fears of recession loom large.
souring investar santimant.

Marketing

Collabs with influencers and othes
brands might just be the strabegy to
win new audiences as advertising
costs soar,
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sl WEEKLY ONLINE PURCHASES AL A

2 3 IFERCERTAGE OF i TEERET LISERS WO BLY SOMETHING ObalIME EACH WEEK ? 2,

63.0% 6LT%

58.9% 59.3%

33.8%

‘:'-"r'u; ; <O>Meltwater



ONLINE PURCHASE DRIVERS 'E;__;bﬁ“

PERCERTAGE OF (S TEENET LIRERS ADED 18 10 &4 WHO SAY EACH FACTOR WOUID ENCOURAGE THEM 1O COWMETE AN DRIUME PUBCHASE 5

LA ESYT AV .

4%

COUPOMS AMD HSCOUNTS 1

REVIFSS FROM OTHIER DUITOMINS

ST LHE LARY SHLINT CHICEDUE FGOIEE

Irix

LOTS QF "LINEL" Of GO0 COMMINTS DN FOCLLL MITILL

EMOWING THI FRODUCT OF COMPANT 1 LOO-FIIENOLY (154
ARIUITY TO SPELAD PAYMINTE OVIR TIRL BNTIREST-FEI IL1%
ABRLITY T3 PAY WITH CATH OM BILIVIRY %

CLICK AMD COWLEET DELIVIRY s

"GUEET™ CHECE DT [MiO SIGR-IN BT OUIRID) s
EECL ST COMTINT OF SEXYICES s

UNE-CHAT BEE T SPLAE O THI DOMPARNT 1

INTEY BP0 COMPETITRONS 11

BT BUTTON S O SO-LAL NITW ORI S ILi%

wWa
@ BOUBCE ErEF I O3 Melbwater




warll OVERVIEW OF CONSUMER GOODS ECOMMERCE "i;ﬁ

2 23 HEADLMES FOR THE ADCFTION ARD USE OF COMNBUMAER GOO05 ECOMAERCE [B2C OMLY) X

LML TR YT

MLUMBER OF FEORE ESTUAATED TOTAL AVERAGE AMPILAL SHARE OF 2002 COMBUMER 2022 CNIRGE FURCHASES v
PURCHASENG COMSUMER APESLIAL SFENDN O EEWEMLIE FER COSGLUIMER G005 BEDOMMERCE SPEND TOTAL COMGUMER CROUHDG

GOO0G VI, OIS CMLIME CORMSUMER GOODS GOODS ECOMMERCE ATTRIBUTABLE TO FURCHASES FLIRCHALE WALLIE ACRCISS

CHAMMELS i 2002 PLRCHASES [USD, 2022) LRSER [LED, 20022 MADE V1A MOBILE PHOMES ALL RETAIL CHAMSMELS

4.11 $3.59 $873 59.8% 17.1%

BILLION TRILLION
TEAR-O-TEAR CHAMGE TEAR-Die- TEAR CHANGE TEAR-CPM-YEAR CHAMGE TEAR-OH TEAR CHAMGE TEAR: CR-TEAR CHANGE
+B.3% (+315 MILLION) -6.5% [-5250 BILLION) -13.7% (-5138) +1.2% (+71 BPS) +4,4% [+72 BPS)

LR [ e R E wu
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FASHIDH

5871.2
BILLION

2% (521 BILLICH)

PERSOINAL & HOUSEHOILD CARE

$368.2
BILLION

FEAR-COrYEAN CHAMNGE

o

T (S0 BILLIGMN])

FLECTRORICE

$765.7
BILLION

=1F0% {-5158 BILLIOM|

$244.0

BILLION

YEAR-Cibi. FEAN CHAMIGE
+5.9% (#5146 BILLION]

homT

ECOMMERCE: CONSUMER GOODS CATEGORIES "ﬁ;; =

[ESTIMATED ARLIAL BFEMDY ih EACH COSSLIMER GOODE FCOMMERCE CATEGOEY (B0 ORIY, LS DOWARS, FUIL-YEAR 20921

TOrS, HOREY, DiY

$601.7
BILLIOM
AR S50 LA CHUANEE
<. 7% [-51F BILLIOM)

BEVERALES

52079

BILLION

FEAR-C0-VEAN CruakCl
0.5% [#51.1 HLLION)

-

EILRAL £ RV

FUENITLIEE

$387.7
BILLIOHN
VEARCIML VAN CHAMGE
=12.3% (-534 BILLICH)

PHTSICAL MEDILA

$143.8

BILLION
VEAE-D3b FEAR CHAMIE
o 2% =511 BILLIOMN)

1"-:';"rr'.ai " CO>Meltwater



JSN MOST USED MOBILE SHOPPING APPS AL A

2 EAMNKING OF MORILE APFS IM THE SHOPPIRG CATEGORY, BASED O GLOSAL ACTIVE USERS BETWEEN LANLLAKY AMD DECEMEER 2023 4 2,

T LA 7T .

O AMAZOHN ANATOM 11 WiaLMART WALMART
02 SHOPEE 5EA 12 DARAT AllBARA,
03 FUPKART FLIPEART 13 TOKOPEDLA GOTO GROUP
04 AlEXPRESS AlBARA 14 ATTID EISMET CAPTTAL GROWUP
05 LAZADA ALTBARA 15 WISH CORTEXTLOGAC
0&  MERCADCIBRE MERCADCWIBRE Ia DL MUS 1o}
0F.  SHEIM SHEIM 17 AN SHOPFIRG APP RELAMCE IMDLUSTRIES
08 MEESHO MEESHD 18 DZDM (i o |
0% EBRAY ERAY 19 WILDBERRIES WILDRERRIES
10 MYNTRA WWALMART 20 Olx RIASFERS

@ o u : ooes : ErrnEF 1 CO>Meltwater
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wanll WEEKLY ONLINE GROCERY PURCHASES AL

2 3 FERCERTAGE OF i TEERET LIRERS WO BLY GIOCERES ORIME EACH WEER , 2,

17.0%

FEMALE AR FERALIE LU
& = 24 LY
TEARS OLD YEAES OLD

@ — - “"ﬂa“‘: 2.y <O>Meltwater




ol ONLINE GROCERY SHOPPING OVERVIEW 'E;eﬁf

2 23 HEADLRES FOR THE ADCFTION ARND USE OF ORUSE GROCER QRDERNG ARD DEVVERY SERICES

T LA 7T .

MUMBER OF FEOME YEAR-OR-YEAR CHAMGE TOTAL AMMILIAL VALLIE YEAR-OM-YEAR CHAMNGE AVERAGE ARMLIAL VALLIE
ORDERSMG GROCERIES iN THE MUMBER OF PECPLE OF OrLUNE GROCERY I THE WALLIE OF OMILIME OF ONIRME GROCERY
W& DBRIUNE PLATRORMS BUYING GROCERIES ORLME CEDERS (UISE, 3022 GROCERT ORDERS CROERS PER USER (LSD, 2003

1.25 +6.5% $460.4 +73% $368

BILLION +76 MILLION BILLION +531 BILLION YOY: -2.2%

BOyRCE X i T Wa
@ EmF " O3 Melbwater
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FLIGHTS

5361.4
BILLION

TLAR-Crd YEAR CHANGE
+7B.5% [+5159 BILLIOM)

HOTES

$269.1
BILLION

TEAN-Cfa YEAN CridhiGE
8 5% [+5110 BILLIOM)

@m:

TEAIMNE

$68.67
BILLIOM
VEARCHLPEAR CHANDE
*58.4% (=523 BILLIOM]

FACKE AGE HOLEAYS

$148.4

BILLION

VEAR-O3bd. FLAN CHaraCE
#4415 [+54.5 BILLION)

£ DR ERRITT,

ONLINE TRAVEL AND TOURISM

ARMUAL SrLUNE SFEND O TRAVEL AND TOURIEM SEVCES U5 DOLLARS, FULL-YEAR 2003]

CARRENTALS

$53.90
BILLIOM
AR S50 LA EHUANE
115 (505 BILLECM)

VACATICH REEMTALS

$58.11

BILLION

FEAR-Crd-VIERN CrHArC
+4T 1% [+51F BILLIOMN]

T LRAL E5YT AV .

VORG-S TARCE BLGES

$8.66
BILLION
YEARO-FEAR CHAapGE
w6l 3% [+53.4 BILLION)

CRRSES

$4.17

BILLION

TEAR-Cbi VEAN CHAMGE
T [+ 51,2 BILLIOMN)

".5"r'hiE ; <O>Meltwoter
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anll USE OF ONLINE MOBILITY SERVICES AL A

2 3 PERCERTAGE Of I EENET LISERS WHOD USE ORISIE MOBITY SERICES EACH pa0MTH ? 3

EORAL CVIEVE .

3L1%

20.8%

18.1%
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é&% DIGITAL CONTENT PURCHASES AL

IFERCERTAGE OoF (S TEERET LISERS ‘WD PAX FOR ARY KIMD OF DRGHTAL COMTERT EACH MORTH , 2,

80.7%
A0 76.4%
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11.9%
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DIGITAL CONTENT PURCHASES o
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LW DIGITAL MEDIA SPEND "i"ﬁﬁ?‘
2023 i

RAL-YEAR 073 SPEMD G DHCITAL MEDLA SUBSCRIFTIONS AMND DCARTIORADS 1M LS. DOGLAKS)

T LRAL E7YT A .

TOTAL VIDEC) GAMES VIDECH Oi-DEMAMND EFLIBLISHIMG DNGITAL MUISIC

$331.8 $197.0 $94.88 $24.87 $15.07

BILLION BILLION BILLION BILLION BILLION
YEAR-ON.YEAR CHANGE YEAR-ON-YEAR CHANGE YEAR.ON-YEAR CHANGE YEAR-ON.YEAR CHANGE YEAR-ON-YEAR CHANGE
+6.0% (+§19 BILLION) +6.5% [+$12 BILLION) +7.6% [+56.7 BILLION) -1.9% (-5470 MILLION]  +2.4% (+$380 MILLION]
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wasll PAYMENT METHODS USED FOR ECOMMERCE "%}' o

2 3 FERCERTAGE OF ALL BIC FODMMERTE TRAMEALTIONS i 300 | ©OMPETED LSRG EADH TYFE OF PATMERT METHOD 2,

T LA 7T .

SHARE OF B2C ECOMMERCE  SHARE OF BaC ECOMMERCE  SHARE OF B2C ECOMMERCE  SHARE OF B2C ECOMMERCE  SHARE OF B2C ECOMMERLE

TRAMNSACTION VOLUME TRARSALCTION VOLLIME TRAMSACTION VOLLIME TRAMSACTION VOLUME TRAMZALCTION VOILIME
ATTEEBLITABLE TO DNGITAL ATTRIBLITABLE 7O DEBIT ATTRIBUTABLE 1O ATTEIBUTABLE T ATTEIBUTABLE TO OTHER
AMD MOBILE WALLETS AND CREDIT CARDS BAME TRAMSFERS CaSH-OM-DELVERY PR BAERT METHDIDS

45% 32% 11% 4% 6%

Wa
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wasll OVERVIEW OF CONSUMER DIGITAL PAYMENTS AL

2 23 HEADLRES FOR THE ADGFTION ARD USE OF DRHTALLY ERABLED PAYMERNT SERGCES BY EMD COMSUMERS

T LRAL E7YT A .

MHLUMABER OF YEAR-OB-YEAR CHANGE TOTAL ARIMILEAL WALLIE YEAR-DM-YEAR CHARGE AVERAGE ARMUAL VAILIE
PEOAE MAKIMNG i THE MNLUMBER OF FEOPLE OF DaGITAL PAYRERT I THE WALLIE O DiHSITAL OF CHGITAL PAYMENTS
CALATAL PAYMAENTS BAKIMG HGITAL PAYBMERTS  TRARSACTIONS [USD, 2022] PAYMERNT TRAMSACTIONS PER LSER |LISD, 3022)

4.16 +8.3% $8.49 +129% $2,040

BILLION +321 MILLION TRILLION +5967 BILLION YOY: +4.1%
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USE OF MOBILE PAYMENT SERVICES A

FERCENTAGE OF BTERMET USERS WHD USE MOERE PAYRMERT SERVICES [EG. AFFLE PAY, SAMILIMG PAY) EACH MOMTH , a3

0™ 171%
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A\l SOURCES OF BRAND DISCOVERY AL A

2 FPERCENTAGE OF STERNET LISERS ACED 18 T0 64 WHO DIECCVER MEW BRANDS, FRODUCTS, AMD SERVICES WA BACH CHARMEL OF MEDHLM

BN

ADS O TV nm

WORD-OF-MOUTH RTCOMMEMDATIONS FEOM TEIERDS AHD FAMILT 4%

ATE O SSDAL WLITA
BRAND AND PREODUCT WIRTLS

T BHOWE AMD FilmE

DL BITALL WTREMES

RE{OMBENRATRONE &WD QORI WG Odd §OC1AL BETHA

ATV I8 MODENE OF TAELET APFY
IN-ETONT FEODUCT D PFLATE Of FIOMOTEIRN S
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Meltwater Insights

FARTrEE COONTENT

<OD Meltwater

Top 4 Digital Marketing Trends

Chur 2023 Marketing Trends quide provides a glimpse ot what the

naxt genaration of digital marketing hos to offer.

Trend 1

Ditch demographics for communities

With sn much coneoes diola row oadahls for orolgn, morketery
v g e tirgm o] e g e elinr g papye—r
it oy el b i Fiore " gRginal W iiend bosed of e ibsied
VTR gy, i b, o] i (e el ety @ e
uralarrnchng of cudance segeety.

PRk melfi dnad (e

Trend 2
Listen further

P Oaide el GV b et e el ] e 0 B s Ry,
it fow hove strodger bochl b3 limd ond urslerifond them, & wider
mngs ol doin weres i@ ookl o pcnl lismsng paitvems, b Beddt
et Dere Wesatan, W s nli dnabled ror reee SRS B T, nCtuedRre]
i el orendey fovenaty

i pl yrren e L et e P e g ) e e Bl
nnt skl Son s Eadtorm

Trend 3

Focus wour influence

mmhmhﬁmhhn

e LU E iy, v 1 Bl e Sy
mllpunbﬂdhﬂnhpﬂﬁ.ﬂpﬂhﬂtw
L T L T e e e P W T

oo it el Cferhavr] Cind W) T (o b eenibels T s e O]
s 0 i e ez erao nca of fapging
= rof b fopmissa g eyt i e

Irvast in brand waluio

Thea et £f third-pary cocim ord the dominascs ol "inficlie scecll™
plarfoue. L smgiew i Fhlok rann tha i oF the femmad =0
ez e higin in 2L Wineing oTfentarn ot Lhng. beat B the
Furmiracti. 1har CooPiimay Lok, 1L, oonal et Hhaml s g e

Betortoin, ihamhrion, fredriariary ol Braeds Wherl gt thae el b 2020 =l -u...w-\._"
dﬂmmn-dlpmmwmmpnm ﬁ"
b il o : |

Whant to maks the rmoat of |i:lni| I'l'i"]lbﬂt;l'l:_l frenda?
Downlood our 2023 Morketing Trends guide.




STORYTELLING [5 NO LONGER LINEAR NOR
FOLLOWING ESTABLISHED STRUCTURES

T survivie the Fodern ariantion sconoy, sionyieling on social is mutating,
Once a formulaic ar = beginning, meddle, end = shories &e fd longer
pregressing Brough o full namatine sec, mor do they play out stan-o-finish in
pne place. Inglesd, 8oy arce ane collapsing and sierting mid-ranative, of

Peopls no longer wan 10 be passively fed mmple, completo namatives by
brands. nalesd, thehe's grows sy salisfacton with biands tha regune uses o
puzzie bogether meaning - through niche o subculturl knowledge,
Pardorn-tuaod familatity, o noitalgic knosledge of the past.

In the eighth sacie of Sor annual regcn Think Formaed, we unpich The complex

and everchanging wil of Sgital culture and Bshaviout. and explere the rols
branda can play in eeflecting and shaping it

FARTrEE CONTERT
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ONLINE BRAND RESEARCH Bl

PERCERITAGE OF TERMET LISERS 'WinD RESEARCH RRAMDS, FRODUCTS, AdaD SERMCES ORURE BEFORE MAKRG A PURDHASE ’ g
ECRAL BT
FEMAE RALE FEMUME LU
1'! ad £5 = 54
‘I'EAHM 'FEA.E'DI‘.D- YEARS OLD YEARS OLD "l"EAEﬂ'l,ﬂ



MAIN CHANNELS FOR ONLINE BRAND RESEARCH 1;'...;,

FERCERTAGE OF (S TEENET LIRERS A0ED 18 T0 &4 WHO LISE EACH CHARMEL AS A FRMARY JOLRCE OF IRFORMATION WHEN RESEARCHING BREARNDS

EORAL EVIEVE .

SEARTH EPolanDy Lkt

11

FRODHULT AWD BRARD WIS

FRICT COMPARERON WIRHTLS

VEDEO SEE
CHEC UNT W OLHCHER AND SOOI BITEE
CUIESTICN AMD AHTWTE LITDS

ELO-3S DR PREODULTY AMND BRANDS

e or ot e L
e T 4
FOde NS AMD ISR A0] BOARGE 15rs
D 5

T 11+

CRLINE PINBOARDS [0, Memiridn) Q1LY
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TOP CHANNELS FOR ONLINE BRAND RESEARCH AL

FERRCERTAGE OF (2 TEENET LILERS WD USE EACH CHAMPEL AS A PRMARY SOUSCE OF |MFORMATICH WHERN BRESEARCHING BRANDE 2,

SEARCH ENGINES 2.1%

13 ':' 'C :_.: ‘Trﬁ
w4 3%
YEARSOLD | oo st NETWORKS 47.5%

PRSPPIl SEARCH ENGINES 49.3%

YEARS OLD

418%
SEARCH ENGIMES 52.3%
[ r =& 3 |I.'."-. CIRKS 1?;“
SEARCH ENGIMES

1C ; 35.7%
28.7%

g!

e . _ O are O3> Mealtwater



ONLINE BRAND INTERACTIONS AL A

FERCERTAGE OF STERNET LISERS ACED 18 TO &4 WHC ERGAGE IN EACH ACTION EACH MONTH ?

WESITED & BEARSD 3 WIDBAITE

WATCHID & WIBHD MADE Y & BEAND

FOLIOWTD A BRAND OM & $OCIAL MITWORK

WEEBITID A BRARD § BOCLAL MEITWO

BEAD &AM IRAIL OF HIWEIETTTR FEQM & BRANE
BOWHLOADED OF USED A REANDED APF

LSED A SOC1AL MDA “SHART SUTTOM Of & WINSTI
CLICKTD Ofd & PROQUDTID POEST QI A ROCIAL HITWDEE

LS A OR COCT PEOVEDID BF & COEUFANT QN BEAMD

CLICKID S84 Lk GHLIMNT L5 DM & WERLIFE 51
151%

ASKID & CUEETION TO A BREAND O & SOCIAL NITWOEE (LT

FLATLD & BRAMDID BAME 145

BEAD & BRAMMT ELOG

STOPFID POLLOWETHO A BEARD ON A SOCLAL NITWOER 11w

UPMOADID COMTINT TO & BREAND'S $OCLAL MEDIA PRSI 1%

@ — e ﬁu::iul CO>Meltwater



DIGITAL ADVERTISING SPEND “*’?%'l:‘

HCTAL ADWERTISING FEVENLES OVER TUAE (I BRLICSS OF IS, DOULARS]

66738
5579.4 8
54356 8
53748 8
532058
. '
2019 2022

MIELE i wa



DIGITAL'S SHARE OF TOTAL ADVERTISING SPEND 1;',;[:!"

DHCTAL ACWERTISENG FEVENUIES COMPARED WITH TOTAL ADVERTISING KEVERLUES ACROSS ALl MEDLA AMD CHAMMELS

LA S A .

70.1%

BOUSCE L b [E- i wha
@ oA LT e EEE&.‘ COD Meltwater

57.4%

317%

2019

2018

2022



5667.3
BILLION

VDY CHAROE i SPEND
#15.0% [+ 588 BILLICHMN)

Andrail, SHEND OM
CMUME CLASSIFEDS

$20.52
BILLION
O CHAMCHE M SPEND
+1,.5% [=5310 MILLIOHN)

@ :

ANMLLLL SPERD Crie
CURE SEARCH ADS

$260.0
BILLION

VOU¥ CHARGE 4 SrEah
#15.4% [+535 BILLIGM]

ANMUAL SAEMD O
CHGITAL ALKHO ADS

$7.65
BILLION

TOF CHAMGE I S0
+20.5% [#51.3 BILLIOM)

DIGITAL ADVERTISING SPEND

ARMUAL SPEMD O DRGITAL ADVERTER MG BY FORMAT L5 DOILARS, FUAL-YEAR 3027

AL SFEHD D8
CHGETAL VIDED AL

$180.4
BILLION

YO CHANGE B4 SPEND
+I0.1% [+530 BILLIGM]

SHARE OF B0TAL DaiTaL
AD SFEND: MOBILE DEVICES™

60.8%
5406.0 BILLION

O CHANGE B SFEND
#20.5% [+ 56% BILLIOM)

[3-TITATE o8

AL FREMD O
DHCRTAL RAMPER ADG

$155.0
BILLION

¥-OLY CHARCE i SFEND
+3.7% (#5714 BILLIGM]

SHARE OF TOIAL DGATAL
AL SPEMD: SOCLAL MEDILA,

33.9%
$226.0 BILLION

O CHAMCE M4 S END
+23.7% [+543 BILLIOM]

v o
? T -

AMBRIAL SFEMD Ord OrUME
INFUUERSCER ACTIYVITIES

$27.51
BILLION

0L CHAMGE B4 S
+20.47% (54T BILLIGMN]

AR OF TOTA] DiiTaL
AD FFEND FRDGEAMSATIC

81.8%
$545.6 BILLION

FO0F CHANGE i D
#17.7% (+582 BILLIOM)

E'r.u; " CO>Meltwater



SEARCH ADVERTISING: IMPRESSIONS & CTR "%;gﬂ"

TSAL PG ORIIME SEARCTH AD WFRESSHOME [REPCHTED AS A IMDERL AMD AVERAGE SEARCH AD CLCK-THRCHARGH RATE (CTH) %

ELRAL ESY RV .

123

BGAARCE e | 1 Wi
@ £l ARRHT urEF I {“}HEHWMF



SEANCH ADGUS. DOLLARS] 4 =

ELRAL £ RV .

@ SEARCH ADVERTISING: AVERAGE CPC AL

50.68
' SHE ' ' Snﬁu
Q4 2021 Q1 2022 Q2 2022 Q3 2022 Q4 2022

@ ¥ AR LR T gr.ﬂ; I {“}HEHWMF



@ SEARCH ADVERTISING: TOTAL SPEND "ﬁ’:é#‘
TOTAL AMOUNT SPEMT O BAID OHUME 55 ARCH AD PLACEMESTS. [BEPORTED AS AS INDEX) 5

ELRAL £ RV .

BORCE L - . wha
@ CRMRR R ERILITT, 4 EEEM {“}MEHWMF



SOCIAL MEDIA ADVERTISING: IMPRESSIONS & CTR "%;gﬂ"

TEAL PAD SO00AL SEDLS AD WAFRESSIONS [REPOETED AS A% IMDEX] AMD AVERAGE SOCIAL MEDHA AD CLICKE-THICHEH RATE [CTH| %

LA ESYT AV .

157

BT WML == w.
@ P ——— urai; 1 O3> Mealtwater



L& REDLA AD IMPRESSIOMS (LS. DOLLARS] 4 5

AL ESYT AV .

@ SOCIAL MEDIA ADVERTISING: AVERAGE CPM A4

510,19
$7.58 58.10
' ' 5”3 :
Q4 2021 Q1 2022 Q22022 Q3 2022 Q4 2022

BOUBCE e . . Wi
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@ SOCIAL MEDIA ADVERTISING: TOTAL SPEND A4
TOTAL AMOUNT SPENT OM BAID SOCIAL MEDUA AD PACEMENTS (REPORTED AS AM INDEX)

ELRAL £ RV .

BOUECE T W
@ : dre. . CO>Meltwater



MORE INFORMATION



FieaD THOUSARDS OF REPORTS EXPIORING DICATAL TRERDS M EVERY COUMTRY I THE WORLD I OUR FREEE OhIIBJE LISRARY

DATAREPORTAL.COM/LIBRARY



we
are,
social

WE ARE A GLOBAL SOCIALLY-L F[y CREATIVE AGENCY, WITH
UNRIVALED SOCIAL MEDIA EXPERTISE

With owes 1,100 paople in 18 offices around the warld, we deliver
@ global perspective to our clients in a lime when social media is
shaping culture.

‘We make ideas worth talking about. We understand social
Behavours within onlins commonites, culbunes and subcullises,

spanning 1he sccial and gaming landscape.
Wi vl wilh the world's Biggest brands, sclsding s,
Samsung Netflix and Google, 1o reach 1k right people ina
sirategic, relevant and effectne way,

Wi Aue Socinl is part of Plus Comparny




Meet Meltwater

The global leading provider of
social and media intelligence

- .

== LA E e

= O il 21

Leading global organizations use Maltwater’s PR, markating,
and sockol media solutions to better sarve their customars.

Cur social and media intelligance solutions — brought to
you by 2,300 employees in B0 offices ocross six continents
— provide our 22000 corporate customers with the insights
thay naod to maks batter, mors informad docisions.

<OD> Meltwater

Media Intelligence

Monttor digitol ard troditional mesdia content oomes the veorld

Medio Relations
Bt strorg relatforzhips with the besl medio cordocts for gowr brand

Social Listening & Analytics
Anolyre whot the world is soying obout gour brond, your indusibng,
ond o compatiton

Social Media Manogament
Take control of youwr social media presenos

Consumer Insights
Understond what drives your customers

Influsneer Marketing

Sroomiine and moosune ypour Influsnoer markbetineg monogemaen

Sales Intelligence

Evnban ypour solea process wilh dofo

APl & Data Integration

Croale an antorprise-wicde gl tics plotfoem Infamed 16 your busnns

% Learn more at meltwater.com.



MAKE SENSE OF DIGITAL TRENDS
Kopics helps the world understond what's really hoppening online
In addiion io producing the Global Digilal Reports, we also offer:

L ik E

DIGITAL KEYHOTE ADVISORY REPORTS COMSUMER
BRIEFINGS PRESENTATIONS SERVICES & CONTENT RESEARCH
rlnﬂ-'liuﬂ'ni.lpr::::f ﬂ':lh'n;hhﬁuﬁ;h' il :l'::-hhdn:::rf:lﬂ:n- e mhm:':
tﬂrﬂ-ﬁ.wﬂy rﬂdll;l-:-dwhwu Nltq-ﬁ-nm i:l'a'ld-dﬂp-ﬂ;hll:mlhr -hdp-l:p:m dﬂu

n'uh'l;hﬂﬂmn ok | adbnscry o = wda propie orlem L]
wil emgeme® bt asinnn Hmrr:r:nmr Ahlﬂ'uﬂr—uﬂmﬁrﬁ S ety ke o Sngbim plons nh.h
LEARPY MAORE = LLARM BADIEE = LEARH 8041 = LEARP MORE = LEAR BACHE =
Learn more ot kepios.com L KEPIOS



Stay glued to your audience with
the world’s largest study on
digital consumers

2.7Bn 200K: 10K+ 50

consumers profiling points brands markets
represented

GWiI. e



Statista - a universe of data

Diversity of industries Quick help Global data fram Reliable and efficient
and topics for all cases numearous countries research basis
Satets bundies Satittcal data oo o Wik Satrata. e Can ohEar Hairrta oftery imugiis and St on Slatitas hin been the market lesier
RO (opeis ropm: g 110 indusbhes Compreteraase geereew and conduct rchrt s irom 150 Sonirire. priveidery B inety ats for 1.5 years
The dats comes Iroem over 22,500 tarpetedd respanch - wabh rmunimal Brese Maresi, companed 5 Conilimeers Lompaniel, pnveritiel Schocdy gl
IS eapradure Irgm @l grppr fhe vt} ot P hd gghlead e eplid Drun G fEraie

o

CLICK HERE TO DISCOVER OUR ACCOUNTS
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GShaa

Intelligence

Definitive data and analysis

for the mobile industry

3 Global
Offices

Extensive
Datasets

Wi provide dala on every mokile

operalor im every coundry
wadldwide, wilh ever 30 million
data points, wpdated daily.

Topical and
Timely
Research

Hmnually, B5MA Infelligence
publiskes over 108 neports and
entlusive analyses, adding greater
ingight into our data and
suppoaiing our custemars 0
making sinanger business choices.

Serves over

800

organisations

Pinpoint
Accuracy

(et forecasiing experls provide a

five-year {and beyond} view info the
futare, enadling long-term investment
plannsng. Updated quarterly, o
forecasts are consastently acourate
within == 2.5 % of reporied dala.

%0 40,000

users worldwide

Industry
Trusted

We serve @ wide @ray o indusiries in the
mobibe ecogyslem and beyand, mtluding
most ed the world s mobsle operabors plus

mager vendors, regulatoss, international
insifutions and verfical seclors ranging
from automalive o retail



unlocks insights at every
stage of the customer lifecycle

Bipoat user phaytime or sireaming by evaluating
ond implementing markef leoding engogement
features and insights.

Suparchorge or unearth winning coguisition
and ASOD strategies with top closs market
evoluation boods.

Gt the full picture with in-app purchew and Liilize werld elass usage maltrics te deill infe
adwertising revenue metrics thot inform your short and long term retuming vsers ond learmn
own monetizotion strofegies. how to avoid retention crashing pitfalls.




<) SEMRUSH

Semrush .Irends

Data. Insights. Impact.

imiush . Trends provides instant markel overview
and competitive digital insights for those who are
Izoking to grow their business.

It enables an in-depth viaw of marke! conditions
and trends for creating a growth=-driven markating
stratagy

»3
\C

ACcuraie data (or real-lime markel
and compeiitive Insights

All-encompassing insiahis for any
website, indusiry or market across
180 couniries & reglons

A single solutlon with 50+ tools
for your strategic vision



(7) SPEEDTEST OOKLA

Network intelligence to enable
modern connectivity 2

- 10+ thousand 16"' thousand 45+ billion _

global hosts global testing servers tests to date

—

Visit ookla.com to learn more



The omnichannel platform for perfermance media

/ One login  « Streamlined workflows  « Unified insights and reporting  / Helistic measurement
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locowise @

The social media analytics
and reporting tool you
need by your side

Clalm your free trial

Automate your reporting to save time and money
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¢) similarweb

A b u Ut u 5 In a nutshell, we have:
Similarweb provides insights for any website, 390 0"‘ 12 10 00

app, industry and market.
Cusiamers Global Offices Employees
We offer decision-makers the most reliable data,

celivering 360° visibility into the digital world. Our data encompasses:

similarweb data and insights = from any website, in
any industry — enable companies to find untapped 1B+ B M 55"'
opportunities to Brow their business Websies Apps Keywionds

190+ 210 250M+

Couniries Indugines Ecommerce
product SKEUs

W similarweb



mollie coinbase P PayPal
stripe worldpay Grao

Meet the digital infrastructure
behind every payment disruptor

Wie're PRRO. We provide the infrastrsctune that makes it possible for
birsiness and banks o deploy and evolve their digital payment services.

PPro




DISCLAIMER AND IMPORTANT NOTES

This repat has been compilad by Kapios Ple.
L. ["Kepios”] on behalf of We Are Social
lad. [“We Are Sociol”) for informational
purpases only, and relies on daka from a
w{du‘dmrlury of sources, including bul not
limiled to public and private ¢ nies,
miarket rmmchw ﬁmrtmmumnm
NGO, and privale individuals.

Whils Kapios ond Wa Are Social sirive 1o
onsune that oll dota ond chorts conboined in
this report are, os of the time of publishing,
accurale and up-o-dale, neither Kepics,
nor Wa Are Social, nor ony of those
organisations’ parinars, sulrpﬁ-uﬁ, affilaies,
employees, or ogents sholl be responsible
for any errom or omissons conbained in this
repor, or for the results obloined from il

All information conbtained in this report
is provided “as is”, with no guoroniee
whalsoever of its accuracy, compleleness,
cormactness or non-infringement of thind-
ty rights and without warranty of any
ind, express or implied, including without

lmitation, wamanties of merchantability o
fitnass for any paricular purpose.

This report condains doda, tables, Rgures,
maps, logs, anolyses and lechnical notes
that relale ko various geogrophical terrilories
around the world, however reference lo
thesa terrilories ond aony ossociated elements
linchuding nomes and Aogs) does not imply
the exprassion of any opinion whalsosver
on the part of Kepios, We Are Sociol or
any of the featured brands, nor any of those
organisations’ pariners, affiliates, suppliers,
employess or agents, concerning the legol
slohus of ary counlry, lerritory, city or anea
or of s guihoriBos, or conceming the
delimitation of its frantiers or boundaries.

This report is provided with the
undurﬂl:lndilng thot it does not ::lnlﬁluhmd
prafessional advice or services of ony
En-ﬂ ﬂ'rni.didﬂmﬂwu nof be subsfituled

r independani invesligalions, thought or
judgment. Accordingly, neither Kepios, nor
We Are Sociol, nor any of the brands or
organisaticns featured or ciled herein, nor

any of their parners, offilioles, wppliers,
gioup companias, employees or ogents
shall, to the fullest extent permitted by low,
be lioble to you or armyane else for army
direct, indirect, punitive, incidental, ‘T“Hr
consequentiol, exemplary or similor loss or
domoge, o loss or ge of arry kind,
suffered by you or ne else a5 o result
of any use, achon or decision loken by you
or anyons elis in any way connected 1o this
report or the information conlained herein,
of the result[s) thereof, even if advised of the
possibility of such koss or domoge.

This repart may conlain references io
third porfies, however this roport doos not
endaorse any such thind parties or their
produchs or services, nor §s this repord
endorsed by or ossocioled with such third
parties.

This report is subject o change without
notice. To ensure that you have the most up-
to-chate version of this report, pleose visit aur
reports websile of hitps://dotareportal com/.
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