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CLICK THE LINKS BELOW TO READ OUR FULL EUITE OF GLOBAL DIGITAL REPORTS
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IMPORTANT NOTES ON COMPARING DATA

Ther Findings published in this repart use the loles
doio availeble o the ime of production, This may
include revised Figures for hauorizal doto posnts thot
were nol ovolable when we produced previous
reports in the Global Digital Reports senes. From
fime io lime, we may alio change the data sources
that we wse Ia infarm specific dala point, ond we
may abio chonge how we colculote cermain volees.
Samilaely, our daka porinen may change the ways in
whach they source, caleulate, or report the data thad
they thors with us. As o result, findings published
in s report may not corralate with findings
published in owr previows reparhs, sspecially where
such Rndhings ropresent chenge over lime lo.g. onnusl
grawsh]. Whare we reporl figures for change over
time, sech figuros will use the kasest ovailoble doa,
so wa recommend uiing the volues published
im this report, rathar than brying 1o rocalculale

such volues wsing dolo from previous reports,
Wharever we'te aware of the pnl.urﬂin"m hiasarical
mizmaiches, wo've included o note on comparabdiy
in the footnotes of soch relesont shide. Meose reod
these odvisories carehelly fo undeniond how dalo
sowrces or calculations hove changed since previous
reparis, and beware of making ony comporisons
with historical data. Where we repor values for
change over Bme as “[M/ALS the modd recent dalo
do not correlate with the equivalent dala points)
published i our previous reparts, 1o we strongly
advise readers nal to compare the auocioted
cuerend Figures with the equivalents published i
previous repors. |n parficular, the social media
platfarms leasured in this repon egulardy revies the
figgarms thhat thery report for adversang reach, end
this may result in the latest rumbens oppearing 1o
be kower thon the volues for the same doio pointy

publihad in provicus reports in this series. However,
thate source daho revisions do not Mr_luq:rﬂr
imply ary chango in the cveroll aciive use of these
platforms, ond should not be interpreted o5 such.
Furthesmosre, in oddition o changes in dafa sources
and calculosions, plunmnuhﬂ'ulm:iﬂlrrudiuum
numbers may not represent wnigue individuals.
This is becouse some indiiduals may monoge
multiple sociol medio ocoounts, and becouse wome
sociol media accounts may repeesend ‘non-hisman’
entities [o.g. businesses, amimals, music bands, ele).
As o resull, the figures we publish for social medsa
uters may exceed the figures that we publish for
tobal population or lor inlesret usors. This may seem
eaunled-inlutive, butiach diferences dorotraprasant

isiokes. For mone ink i, pleaws reod o
notes an dalo vasiance, mismatchos, and curioates:

hiipa /Y dolomporisl comynoles-on-daia,
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GLOBAL DIGITAL HEADLINES “*;.?‘f

CWERVIEW OF THE ADOPTICIN AND: LISE OF CONMECTED DEVICES AMD SERCES i

0T - LR SR

TOTAL CELLULAR MORILE IMTERMET ACTIVE SOC1AL
MEDLA LISERS

POPULATION COMMECTIONS

8.01 8.46 5.16 4.76

BILLION BILLION BILLION BILLION
TEAR-OMN-TEAR CHAMGE FEAR-OMYEAR CHANGE YEAR-OM-TEAR CHANGE TEAR- O YEAR CHAMNGE
+0.8% +2.2% +1.9% +3.0%
+47 MILLION +180 MILLION +38 MILLION +137 MILLION
URBAMISATROMN TOTAL wa. POFULATION FOTAL wa. PFOPULATION TOAL wa. FOPFLILATION

57.2% 105.6% 64.4% 59.4%
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asll SOCIAL MEDIA USERS vs. TOTAL POPULATION "&;; ¥

2023 ACTIVE SOUCIAL MEDLA LISERS AS A FERCENTAGE OF THE TOTAL POPULATION [MOTE LGERS MAY MOT REPRETENT UMICLIE INDRIDLIALS]
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ol SHARE OF GLOBAL SOCIAL MEDIA USERS A LA
2023 14

ACTIVE SOCCIAL MEDLA LISERS IM EACH RECGHON AS A PERCEMNTAGE OF TOTAL GLOSAL ACTIVE SOCIAL MEDLA LERS i
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LAl MOBILE CONNECTIVITY
2023

CELILILAK pORULE COMMECTIONS COMPAEED WITH TOTAL POFULATION
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DIG DEEPER INTO THE DATA IN OUR DIGITAL 2023 GLOBAL REPORTS

<

DIGITAL 2023 DIGITAL 2023
GLOBAL OVERVIEW REPORT LECAL COUMTEY HEADLIMES BEPORT
By et S
CLICK HERE TO READ OUR FLAGSHIP DIGITAL CLICK HERE TO READ OUR DIGITAL 2023
2023 GLOBAL OVERVIEW REPORT, PACKED LOCAL COUNTRY HEADLIMES REPORT, WITH
WITH ALL THE NUMBERS YOU MEED TO MAKE ESSENTIAL STATS FOR DIGITAL ADOPTION

SEMSE OF THE CURRENT STATE OF DIGITAL IM EVERY COUNTRY AROUND THE WORLD



FRAGMENTED FUTURES

Lanst ypeat, wre emetged Irom the pandemic inlo & new online landscape. IRL s URL
e were aleady mpossibly entangled, and mach was on the horizon: metreerses in
which [0 whily away oo days, NFTa 10 deck The walls of dgital houtes, crppio wallets
for parying for goods and services in virual malls. But this yeas, wha was cracioed has
o g d il frany seg d realities. An pocurabe vision of the futute i niw
Ieas ke booking Thiough & belescope, more i kociing Ehvough & keleidascope: its
eorming (heough aa several diverse Magments, not one Engle peripectie.

In this Tragresenbed epace. onlise factions are carving oul et own cumlonmss, nickes,
and territores — this on marginal worlds that haes the power 10 becomss the

0in & social level gone are the days of feeds dusteied sround friends and family = heie
ate the days of For ¥ou Pages guided by individusl interests. On a cultuml lewel, gone is
The wriversal waleroooler chat dictaied by shared popular culture = boday's agenda is
st by evermaore niche and transient comsers of the: infemet, And on a personal lewel,
Iidentities are mone layeted and Muid than ever belore, more ke an “meatar du jour than
& stabic undersianding of self

In the eighth iasue of cur annua report Think Forward, we unpick the complex and
it -charging weh of digital oalture and befuvioir, and explone 1he robe brands can
play in reflecting and shaping it
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FARTIER CONTENT

Global Overview
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@ ESSENTIAL DIGITAL HEADLINES

CNERVIEW OF THE ADOPTICH AND LISE OF DONMECTED DEVICES AMD SERICES
SO

TCHAL CELLULAR MOBILE IMTERMET ACTIVE SOC1AL
POPULATICN COMMECTIONS LISERS MEDLA LISERS

38.96 78.19 50.78 43.90

MILLION MILLION MILLION MILLION
URBARISATION va. POPULATION wi. POPULATION wa, POPULATION
71.8% 132.6% 86.1% 74.5%
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DIGITAL GROWTH E"l“

CHANGE 1N THE LEE OF COMMECTED DEVICES AND SERVICES OVER TIME =
O [

TOTAL CELLULAR MOBILE IMTERMET ACTIVE S0OC1AL
POPULATION COMMECTIONS LISERS MEDLA LISERS

-0.3%  +0.3%  -0.3% [N/A]
YEAR-OMYEAR CHAMGE YEAR-OHN-YEAR CHAMGE YEAR-OMYEAR CHAMGE YEAR-OR-YEAR CHANGE
-164 THOUSAMND +200 THOUSAND -141 THOUSAMND [BASE REVISIONS]
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FARTMER CORTENT

Meltwater Insights
Spotlight on Digital Culture ‘ '
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FROM AMPLIFICATION TO INTERPRETATION

THE ROLE OF CREATIVITY IN
AN INFLUENCER MARKETING
CAMPAIGN
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POPULATION ESSENTIALS



@ POPULATION ESSENTIALS

TOTAL
POPLILATION

58.96

MILLION

LIRRAN
POPULATION

71.8%

°bﬁ.|‘h’.“.

FEMALE
POPLRATION

51.2%

POPLILATION DERILITY
[PECPLE PER KM}

199.0

MLALE
FORULATION

48.8%

OVERALL UTERALCY
[ADUHTS AGED 154]

99.3%

YEAE-Ci-YEAR CHANGE
I TOTAL POPURLATION

-0.3%

164 THOUSAMND

FEAALE UTERACY
|ADULTS AGED 154§

99.2%

MEDIAN AGE OF
THE POPULATION

47.6

ALALE UTERACY
(ADULTS AGED 15+

99.5%

m; ; CO>Meltwater



POPULATION OVER TIME

TCAAL POPULATION AMD YEAR-OMYEAR CHANGE
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@ POPULATION BY AGE

TOTAL
POPLILATICN

58.96

MILLION

POPULATION
AGED 25.34

10.6%

°bﬁ.|‘h’.:l.

POPLRLATION
AGEDD-4

3.5%

POPLLATION
AGED 3544

12.1%

FOFULATION
AGED 512

6.9%

POPLILATION
AGED 4554

15.7%

POPULATION
AGED 13-17

4.8%

POPULATION
AGED 5544

15.2%

FOPULATION
AGED 18-24

6.9%

POPLLATION
AGED A5+

24.3%

W
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DEVICE OWNERSHIP

PERCEMTAGE OF ITERHET LISERS AGED 15 10 44 WHG CWH EACH KIND OF DEVICE

ARNY KD OF
MOBILE PHONE

97.5%

VEAN O FEAR CHAMNGE
+0,2% [+20 BPS)

GAMES
CONS0LE

35.9%

VEAR-ON.FEA CHAMNGE
-2.4% [-90 BPS5)

SHLART
PHOME

97.5%

FEARCELEAR CHAMGE
+0.2% [+20 BPS)

SMART WATCH OR
SMART WRISTHAND

33.2%

FEAR- G- YEAR CHANGE
+18.1% [+510 BPS]

FEATURE
PHOME

1.8%

TEAR-DFATEAR CHAMGE
+12.5% (+20 BPS)

T STREAMING
DEVICE

22.6%

YEAR-ORYEAT CHAMOS
+15.3% (+300 BPS)

LAPTOP OR
DESKTOR COMPUTER

67.2%

VEARLCHM . FEAR CHAMGE
=10.9% [-820 BPS)

SMART HOME
DEVICE

20.5%

VEAR-H-FEAN CHANGE
+17.8% [+310 BPS)

TABLET
DEVICE

51.2%

FEAR-CAYEAN CHANGE
=3.4% (-180 BPS|

WIRTLIAL REALITY
DEVICE

4.5%

TEAR-Cod YEAR CHAMGE

+60.7% (+170 BPS)

SR HOTs wao
[>; I dre. | CO>Meltwater



DAILY TIME SPENT WITH MEDIA

THE AVERAGE AMOUST OF TIME EACH DAY THAT (MTERMET USERS AGED 14 T0 4 SPEMD WITH DIFFERENT KINDS OF MEDSA AMD DEVICES m
n
TIME SPENT LESING TIMAE SPERMT WATCHING TELEVISION TIME SPENT LESNG TIME SPERT READEG FRESS MEDLA
THE BTERMET FEROADCAST AMD STREAMING] SOCIAL MEDLA

[CENLINE ARD FHVSICAL PRENT)

SH 55M

FEAR-DFYEAN CRAMGE
-4.1% (=15 MINS)

TIME SPENT LISTEMING TO
MUSIC STREAMIMG SERVICES

1H OSM

VEAR-C4YEAR CHANGE
[UNCHAMGED]

3H 13M

VEAROM.FEAR CHAMNGE
+0,.5% [*1 MIN]

TIME SPENT LISTEMING
TO BROADLCAST RADID

1H 1TOM

VEAR-CMTEAR CHARDE
+1.4% [+1 MIN)

1H 48M

FEAR-DRTEAR CHANGE
+0.9% [+1 MIN)

TAME SPENT USTENING
10 PODCASTS

OH 32M

FEAR-DR4-YEAR CHAMGE

+10.3% [+3 MIMS)

ATy

1H 22M

TEARDH.WEAR CHANGE
+1.2% [+1 MIN)

TIWE SPEMT LISING
A GAMES COMSOLE

OH 48M

VEAR-OM.YEAR CHAMOE
“1.0% (-1 MIN)

".Q"r'ie.i ; CO>Meltwater
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ol OVERVIEW OF INTERNET USE E*IM

2 ESSEMTIAL INDICATORS OF INTERNET ADOFTICN AMD LISE

TOTAL IMTERMET LISERS AS YEAR-DM-YEAR CHAMGE AVERAGE DAILY TIME SPEMT PERCEMTAGE OF LISERS
IMTERMET A PERCEMTAGE OF 1M THE MUMBER OF LISING THE IMTERMET BY ACCESSING THE INTERMET
USERS TOTAL POPULATION INTERMET LISERS EACH IMTERNET USER WVIA MOBILE FHOMES

50.78 86.1% -0.3% SHS55M 94.0%

MILLION [UNCHANGED] -141 THOUSAND -4.1% (-15 MINS) +1.2% (+110 BPS)

T W
o coaALNITY Emf i €00 Meltwater



INTERNET USERS OVER TIME l

BUMEER OF INTERMET LISERS AND YEAROM. YEAR CHAMGE

59 M
-~ 478 ' l l l
.u.N
2m:1

IAN JAN llN
2014 2015 2016 201 2018 21'.'!1'? ‘10‘10 ‘10‘!1 2022 2“23

BORRLL o wWe |
sbvihoy are €00 Meltwater
e - social b
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INTERNET USER PERSPECTIVES

FTERMET LISER PAMARERS PUB4ISHED BY DIFFERENT SOURCES

IN'I'EENEI' LISERS: INTERMET LISERS: IMTERMET USERS
ClA WORLD FACTROOK INTERMETW ORLDSTATS

44.16 41.61 54.80
MILLION MILLION MILLION

74.9% 70.6% 92.9%

TR . Llireg b} : - W
e ComMABAMITY umi " €00 Meltwater



asll INTERNET ACCESS IN PERSPECTIVE m
2023 :

ACCESS TO) THE INTERMET 1N THE CONTEXT OF ACCESS PO GTHER LIFE ESSENTIALS, AS A PERCENTAGE OF TOTAL PORULATION

s

LKSES THE HAS ACCESS HAS ACCESS TO BASIC HAS ACCESSTO EARMES LESS THAM
IMTERMET TO ELECTRICITY DRINKIMNG WATER BASIC SAMITATICHY LISD §3.65 PER DAY

100.0%  99.9% 99.9% 2.1%

we
o SoUSETE ErEti i CO> Meltwater



DAILY TIME SPENT USING THE INTERNET | [’}j‘

AMOUNT OF TIME THAT IMTERMET USERS AGED 14 70 &4 SPEMND USING THE BNTERNET EACH DAY

s

DAILY TIME SPENT USING THE TIME SPEMT LISIMNG THE TIME SPEMT LISING THE [MTERMET MOBILE'S SHARE OF TOTAL
IMTERMET ACROISS ALL DEVICES IMTERNET O MOBILE PHOMES O COMPUTERS AND TABLETS DAILY INTERMET TIME

SH55M 2H56M 2H 59M 49.6%

Wi
° - are. . <0>Meltwater



arll MAIN REASONS FOR USING THE INTERNET -'l;:

20 PRAMARY BEASCMS WHY ISTERMET USERS AGED 14 0 64 USE THE INTERMET

FINDING INFORMATION nw

KEEPING UP-TO-DATE WITH HEWS AND EVEMTS [
RESEARCHING HOW TO DO THINGS 5%

FINDING NEW IDEAS DR INSPIRATION 5695

RESEARCHING PLACES, VACATIONS, AND TRAVEL 56 5%

STAYIMG IM TOUCH WITH FRIENDS AND FAMILY L%

WATCHING VIDEDS, TV SHOWS, OR MOVIES a9%
ACCESSING AND LISTEMING TD MUSIC 18.8%
RESEARCHING PRODUCTS AND BRAMDS Ak
FILLING UP SPARE TIME AND GEMERAL BROWSING %
BUSINESS-RELATED RESEARCH 41.0%

EDUCATION AND STUDY-RELATED PURPOSES %

RESEARCHING HEALTH ISSUES AND HEALTHCARE PRODUCTS Han

MANAGING FINANCES AND SAVINGS krky ]
SHARING YOUR OPINION J0E%

we
o e ErEtit i €00 Meltwater




JAN
20

MOSIE
PHOME [AMY)

94.0%

TYEAROR. FEAR CHAMNGE
+1.2% [+110 BPS)

PERSCOIMAL LAFTOR
OR DESKIOR

71.8%

VEAR-ON-FEAI CHAMNGE
9.7 % (<770 BPS)

0

LAFTOR Of
DESKTOR [ArY)

77.3%

FEAR- GO VLA CHAMGE
-9.8% (-840 BPS)

WORK LAFTOR
OF DESKTOR

28.3%

FEAR L EAR CHANGE
=11.8% {-370 BPS)

SMAART
PHOMNE

93.4%

YEAR-DFAVEAS CHAMGE
+1,0% (+90 BPS)

CORMNECTED
TELEVESICHN

38.9%

VEAR-ORTEAS CHAMOS
+5.7% (+210 BPS)

DEVICES USED TO ACCESS THE INTERNET

PERCEMTAGE OF STERNET LSERS AGED 15 10 44 WHIH LISE EACH KIND OF DEVICE TC) ACCESS THE INTERMET

FEATLRE
FHONE

1.4%

WEARDHL FEAR CHAMGE
+16,7% [+20 BPS)

SMART HOME
DEVICE

20.4%

VEAR-Co FEAR CHARGE

+1.5% (+30 BPS)

Admy

TABLET
DEVICE

41.2%

FEAR-CEL AN CRUAMGE
-65.4% [-280 BPS)

GAMES
COMSCAE

17.0%

FEAR-CP4-VEAN CHANGE
=11.5% |-220 BPS)

are. . CO>Meltwater
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INTERNET CONNECTION SPEEDS l

METLAN DORTICAD SPEEDS (1N MECABITS PER SECOMD] OF MOBRE AND FXED INTERNET COMMECTIONS

MEDEAMN DOWEILOAD SPEED YEAR-OM-YEAR CHAMNGE MEDIAKN DOWHRLOAD YEAR-OM-YEAR CHAMGE
OF CELLULAR MOBILE B MEDIANM CELLULAR MOBILE SPEED OF FED 4 MEDLAN FIKED IMTERMET
IMTERMET COMMECTIONS INTERMET COMNECTION SPEED IMTERMET COMNMECTIONS COMMECTION SPEED

39.25 +13.7% 60.12 +20.7%

MEPS MEPS

BOHICE | PR LRETY Wi
° e are. | @>Meltwater



2{3«;}3 SHARE OF WEB TRAFFIC BY DEVICE

FERCEMTAGE OF TCTAL WER FALES SERVED 1O WEB BECRAERS RUNSING Of EACH KNG OF DEVICE

MOBILE LAPTOP AMD TABLET OFHER
FHOMES DESKTOP COMPUTERS DEVICES DEVICES

52.00% 46.08% 1.89% 0.04%

YEAR-OM-YEAR CHAMGE YEAR.DMN-YEAR CHAMGE YEAR-OMYEAR CHAMGE YEARLOMYEAR CHAMGE
+9,8% (+463 BPS) -8.7% (-441 BPS) -10.4% (-22 BPS) [UNCHANGED]

BOHICE WO W
(5 ) are. . <O>Meltwater



MOBILE’S SHARE OF WEB TRAFFIC l

PERCENTAGE OF TOTAL W 5 SERVED TO WER BROWSERS RUNSMING O MOBIE FHOMNES

5%
NI:W
ﬂﬂ D B IJ 302
BORSET wOm wo
are,  {O>Meltwater
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JAN
2023

emulu

SHARE OF WEB TRAFFIC BY BROWSER

FERCEMTAGE OF TCTAL WER FADES SERVED 10 EACH BRAND OF WEB BRCAWIER BFUMMING Of ANY DEVICE

CHEOME

65.45%

FEAR-DFYEAN CHAMGE
-1.9% (-129 BPS)

SAMSLING INTERMET

3.20%

VEAR-Cp4YEAR CHANGE
<2.4% [-8 BPS)

I

SAFARI

19.97%

WEAR D FEAR CHARIGE
+T.9% [+147 BPS)

OPFERA

1.52%

YEAR-O4 FEAR CHARGE
+6.3% [+9 BPS)

MICRDS0FT EDGE

4.32%

FEAR-DAYEAR CHANGE
+8.3% (+33 BPS)

AMNDROE

0.22%

EAR-DP4YEAR CHANGE
=8.3% (-2 BPS)

s

HRERCX

4.61%

TEARO8 EAR CHANGE
-#.2% [-20 BPS)

OTHER

0.71%

VEAR-ON.YEAR CHAMGE
<29.7% (-30 BPS)

WwWa
Emf i €00 Meltwater



Mgla TOP WEBSITES: SEMRUSH RANKING

2 SEMELIEHS RANEING OF THE MOST VISITED WERSIIES, BASED O WEBRITE TRAFFIC BET)

4 Q) SEFTEMBER Al 0 MOVEMBER 20737

TOTAL WIMEOLE AVERADE ANER AT TENTAL IO AVERAGE AVERAGE
WEBAITE VISITE VIS TisE FADES WIBHTE WISITS VISITORS TR PAGES
PUR VISET PR WISAT - PR VisIT PER VIS
o GOOCHLECTM 1958 148 8 220 5B5 35 Tl AMSATT 143 L 1BS M 1dda 095 2.2
03 YOUTUEE OO ] Ll 4| I0M 575 55 12 EVIDECSCOM " 122 WM 1180 405 &1
03 PCRMHUBLDOM IHOM 318 M T 36S ay 13 AMBABWTELDTY RET PS5 M 188 255 ]
O FACERDDOR COM XM S8.4 M 20M 455 % 14 BSTAGRAM COM TRIM RFET T 184 535 22
OF  WIKIPEDRA CRG M 3EM 1M 175 21 15 RFATTOGUCTIDWMNOIT FiaM I3 M 1T 215 14
O ARLAZOIM T LEA R 5128 130 185 a9 16 TWITTERCOM LM LT 21M £75 1
COF  REPURBLICAIT 510 24.:0m 16 506 18 17 MEDASET eLIm 1AL M 1784 125 Fi
08 GOOGLER V58 M FERE 19M 165 iy 18 A SO ROM EM 104 135 73
O CORERE 11 152m 210w 198 45 3 15 MRLAMSTER COM L TS M w305 [
10 GATTETTA 147 W 119 M AFE Xl 0 ST G0 W 1hem 158215 ar

BT L W
" are
o pravse are €00 Meltwater

AL LT



13543 TOP WEBSITES: SIMILARWEB RANKING

2 I ARWER'S RAMKING OF THE MOST VISITED WEBSITES, BASED O WEBSITE TRAFFIC BETWEEM DECEMBER 2071 AND MOVEMSER 2077

TOTAL UMBOUE  AVENAGE  AWERAGE TOTAL UNIOUE  AVERAGE  AVERADH

WEBAITE VISITE [R5 TiAE rAGES WILBSTL WIS VISITORS FisE PAGLS

R VISET MR WISIT = IR VINIT PIR VI3IT
0l GOOGLECOM 2058 A52M 100 405 (1] il DRETTAT FRAM  AS4M 58 7S =
0F FACEBCRNCOOM L sIM asdm HM 155 7 17 TWITTERCOM W FIIM TIEM oA NeE 03
03 YOUTURECOM SedM 395M 1BM 415 14 13 RMETECUT B0 M 143 M S8 305 a3
Ot ARLATON T (FL T R W 7ML 235 L] 14 Suamoit BIAM  ILAM M4 485 L]
O IMSTAGRAM OO 4M  248M TM 335 105 15 Sy S50 M I7BM FE T L7
O REPUBBLICAIT 13am 1978 TM35E 34 14 GAZZETIAIT L1F) P4EM BM 325 a2
O CORRIERE T TEM 20 M 14K, 4055 148 17 MOSTEM 558 M 1520 oA 525 ar
08 AMSATT 202 M 1548 Sm 505 7 18 UBEROGUOTIDANGCIT S46M  REOM S ars FA
O AAECHASETIT LR 177 LA E a4y 158 ARWAETECCOM 51am 2 p [[EFs L Fi
10 WIHATSARPCCM BISM 19,1 M 1M 155 K] 10 XVIDECS.COM 520M THM S0 035 40

BousCn e wa
e plebite Emf i €00 Meltwater



2{3;"3 SHARE OF SEARCH ENGINE REFERRALS

GOOGIE

94.47%

TEAR-D4YEAR CHANGE
=0.2% (20 BPS)

BAID

0.01%

TIAE-GR VAR CPUANGE
[UNCHANGED]

° BOHICE wamin

BIrMG

3.63%

VEAR-OM-YEAR CHANGE
+5.0% (+30 BPS)

DUCKDUCRED

0.35%

AR FTAR CHAMNG
-2.8% (-1 BR)

FERCENTAGE OF TCTAL WER TRAFFIC FEFEREED BY SEARCH ENGIMES THAT ORIGIMATED FEQM EACH SEARCH SERVICE

FAHOOH

1.14%

FEAR-CR4-TEAR CHANGE
=B.8% =11 BPS)

FUAVER

0%

TLAR-GPYTAN CHANG

0.13%

VEAR GH-YEAR CHAMOE
+116.7% (+7 BPS)

OTHER

0.27%

VAR VAT CHAMGE
-15.6% (-5 BPS)

we
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I8 TOP GOOGLE SEARCHES 1

2 GUERIES WITH THE GREATEST VOLLUIME OF GIOOGIE SEARCH ACTIVITY BETWEEN 01 JAMUARY 7072 AMD 31 DECEMBER 307

# SEARCH QGUERY IMDEX vs, TOP QGUERY # SEARCH QUERY INDEX ws. TOP QUERY
01 METECH 100 1 NEWS 18
02 TRADUTTORE . 37 12 TRADUZIONE 18
03 GOOGLE 33 13 WHATSAPP [-]
04 SERIEA a3 14 REPLIBBUICA 15
05 FACEROOK 29 15 CORRIERE 15
D&  AMAZOMN 28 16 SPORT 14
07 ¥OUTURE 23 17 INSTAGRAM 14
08 MAPQL 22 18 MILAN 13
02 DIRETTA 20 19 UBERD MAIL 13
10 UBERD 18 20, INTER 13

° n?:I 0> Meltwater

ALy



wasll ACCESSING ONLINE INFORMATION

2023 PERCEMTAGE OF BTERNET LISERS AGED 15 10 44 WHO ENGAGE IN EACH KIND OF CHUNE ACTIVITY

USE WVOICE ASSISTAMTS [EG. SIRL VISIT SOCIAL METWORKS UISE IMAGE RECOGMMOMN TOOLS USE CILIME TOOLS TO
GOOGLE ASSISTAMT) TO FIND TO LOOK FOR INFORMATION |EG. GOOGLE LENS, IMTEREST TRAMSLATE TEXT INTO DIFFERENT
INFORMATION EACH WEEE ABOUT BRAMDS AND FRODUCTS LEMS) O MOBILE EACH MOMNTH LAMGLAGES EACH WEEK

22.3% 32.3% 24.5% 28.8%

YEAR-OM-YEAR CHAMGE YEAR-CH-YEAR CHAMGE YEAR-OM-YEAR CHARGE YEAR-O-YEAR CHAMGE
+0.9% [+20 BPS) +4,2% (+130 BPS) +3.8% [+90 BPS) -0.7% [-20 BPS)

Wi
Q - are. . <0>Meltwater



JAN WATCHING ONLINE VIDEO CONTENT m
20‘23 PERCENTAGE OF STERNET USERS AGED 15 T0 A4 WHID WIATCH EACH KIND OF VIDED CONTENT VEA THE INTERRET EACH WEES
AN 020 MIEIC COMEDY, MEME, TUTCRIAL OR VIDED
OF VIDED VIDED ORVIRALVIDED HOW-TO VIDEC UNESTREAM
21.1% 45.1% 34.9% 37.2% 22.0%
YEAR D FEAR CHARGE FEAR- G VEAR CHAMGE TEARDFAVEAS CHAMGE WEAR D FEAR CHAMGE FEAR-CELYEAN CRAMGE
+2.7% [+240 BPS) «3.0% (-140 BPS) +1.7% (+60 BPS) -0,5% [+20 BPS) «12.0% (~300 BPS)
EDUCATIONAL PRODUCT SPORTS CUP OR GAMING INFILIEMCER
VIDEC REVIEWY VIDEC) HIGHLIGHTS VIDEC YIDED YIDECS AN VICGS
16.0% 24.2% 16.8% 13.3% 16.7%
TEAR-OM. FEAR CHaraDE FEAR-Cod- AR CHARNGE YEAR-DravEAS CHAMNGE WEAR-D . FEAR CHaraGE FEAR-Crd YEAR CrANGE
-6.4% (-110 BPFS) -8.7% (<230 BPS) <24.0% [-530 BPS5) =10.7% [-140 BPS) +5.0% (+80 BPS)

SOHSCE [ 18 W
° s are. | CO>Meltwater



asll STREAMING TV CONTENT VIA THE INTERNET m
2023 -

PERCEMTAGE OF BTERNET LISERS AGED 15 10 44 WHO WIATCH TV OOSTENT VIA, STREAMING SERVICES (E/G, HETFLX] EACH MOMTH

s

PERCEMTAGE OF INTERMET IMTERMET USERS WHE STREAM AVERAGE DAILY TIME THAT TIME SPEMT WATCHIMG STREAMBIG
UISERS WHO STREAM TV TV COMTEMT va. INTERMET LISERS INTERMET USERS SPEMD TV AS A FERCEMTAGE OF TOTAL
COMNTEMNT OVER THE INTERMET WHO WATCH ANY KIND OF TV WATCHIMG STREAMING TV TIME SPEMT WATCHIMNG TV

90.7% 92.1% 1H O5M 33.7%

Wi
o - are.. <0>Meltwater



asll LISTENING TO ONLINE AUDIO CONTENT ﬁ[: ?
2023 .

PERCEMTAGE OF BTERNET LSERS AGED 15 10 44 WHO USTEN TO EACH KIND OF ALCHD CIOMTENT VEA THE INTERMET EACH WEEK

LISTER T MLISIC LISTER TO: CHLIME RADID LISTEM T LSTEM TO
STREAMIMG SERVICES SHOWS OR STATIONS PODCASTS ALIDIOY BDOKS

43.6% 22.4% 14.8% 9.4%

YEAR-ORYEAR CHAMGE YEAR-OM-YEAR CHANGE YEAR-OPYEAR CHAMNGE YEAR-OM-YEAR CHANGE
[UNCHANGED] +6.7% [+140 BPS) +5.0% [+70 BPS) +3.3% (+30 BPS)

BOHSLCE iy Wi
o are 0> Meltwater



'1{3;!3 DEVICES USED TO PLAY VIDEO GAMES

ANY DEVICE

80.6%

FEARGRLYEAN CRANGE
-1.5% [-120 BPS)

TABIET

20.8%

VEAR-C04YEAN CHANGE
=12.2% [-290 BPS)

°

SMARTPHOME

60.3%

YEAROH.FEAR CHANGE
~2.4% (=150 BPS)

HAND-HELD GANENG DEVICE

6.0%

VEAR-Ci- FEAR CHARATE

=17.8% (130 BPS)

PERCENTAGE OF WTERMET LISERS AGED 14 1O & WHOH PLAY VIDED GAMES O EACH KIND OF DEVICE

LAFFGF QR DESKTOP

31.1%

FEAR-CRYEAR CHANGE
=10.9% (-J80 BP5)

MAEDLA STREAMIPNG DEVICE

4.6%

VEAR-C84-YEAR CHANGE
-17.9% (-100 BPS)

Rl LY

GAMES COMBOHE

34.9%

VEAR-D8.FEAR CHAMNGE
-6.9% |-260 BPS)

VIETLIAL REALITY HEADSET

4.3%

VEAR-OM.YEAL CHAMGE
+2.4% (+10 BPS)

E"r'é.f ; CO>Meltwater



SMART HOME MARKET OVERVIEW

WALUE O THE MARKET FOR SAMART HOME DEVICES |LL3. DOLLARS]

HLUMBER OF HOMES WITH
SMART HOWE COCES

3.29
MILLION

FEAR- D YEAN CHANGE
#19.3% (+5333 THOUSAND]

WALLIE OF SWUART HOME
SECLIRITY DEVICE MARKET

$115.8
MILLION

VEAR-CP4-YEAR CHANGE
0% [*576 MILLION)

er

TOTAL AMFUAL WALLIE OF THE
SMART HOME DEVICES MARKET

$972.3
MILLION

WEAR D YEAE CHARGE
STE% [+570 MILLIOH)

VALUE OF SMAKT HOME
ENTERTAINMENT DEVICE MARKET

$92.94
MILLION
YEAR-Cb-FEAN CHAMGE
~d8,4% [-54.3 MILLION)

Lt

TSR ARLITY

WAILIE OF SAART HOWE
AMPLAMCTS MARKET

$378.5
MILLION

FEAR-CRd YEAR CHANGE
*8.2% (+529 MILLION)

WALLE OF SMART HOME
COMFOHT & LGHTING MARKET

$107.2
MILLION

FEAR-CRYEAR CHANGE
*TA0% [+513 MILLION)

WAILE OF SMART HOME COMTROL
& COMMECTVITY DEVICE MARKER

$183.7
MILLION
VEAR-O#-vEAR CHAPGE
STLT% (#5019 MILLIOMN]

WALUE OF SMAKT HOME
EMERGY MANAGEMENT MARLET

$94.18
MILLION

VEAR-ON.FEAR CHAMDE
#.6% [+35.8 MILLIOMN]

".Q"r'é.it ; CO>Meltwater
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20

° ML

AVERAGE ANNUAL REVENUE PER SMART HOME | '['_

AVERAGE ANMNUIAL SFEMD O SMART HOME DEVICES PER SMART HOME jULS, DOLLARS)

FERETRATICH OF
SHUANT HOWAE DEVICES

12.4%

FEAR-D- YEAR CHANGE
+16.8% [+196 BPS)

ARPLE EAART HOME
SECURTY DEVICES

$88.75

FLAR-C8-TTAR CrANGE

-13.5% [-§12.63)

ARPLL SPEMHD QM ALL
SALART HOWIE DEVICES

$295

VEAR O YEAR CHARRTE
“20% [-531.50)

ARPLL SMART HOME
EXTERTARIMENT DEVICES

sna

YEAR-CFTAR CHANGHE
-19.5% [-$27.50)

ARFLL SALART
HOMAE APFILLHICES

$329

VEAR-D84-YEAT CHANOE
11.6% |-543.20)

ARPLE SVART HOME
COMPCET & LIGHTING

$79.66

FEAR- R EAR EHANG
0% |-55.90)

CARELRRRITT.

ARPLE SHUART HOWAE COMTROL
& CONMECTRATY DEVICES

$139

YEAR O304 VEAR CHAMGE
11.6% [-518.20)

ARP: SMART HOME
EMIRGY MAMAGEMENT

$82.08

TEAR-OMVEAR CHARGE
-15.9% [-515.448)

E"r'é.f ; CO>Meltwater
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2023

USE OF ONLINE FINANCIAL SERVICES

PERCEMTAGE OF ISTERNET LISERS AGED 15 10 44 WHE CAWM 08 LISE EACH KIND OF DEGITAL FIMANCIAL SERVICE
LISE A BAMIKIMG, INVESTMENT, LISE A MOBILE PRYMENT
OR IMEURAMCE WEBSITE OR SERVICE (EG. APPLE PAY,
MOBILE APP EACH MOINTH SAMBUNG PAY] EACH MONTH

CAVM ARY FORM
OF CRYPTOCLURRENCY
[E.G. BITCCAN, ETHER)

31.3% 16.5%

6.8%

:'r%; , <O>Meltwater



I\ ONLINE PRIVACY AND SECURITY | |

2 PERSPECTIVES AND ACTIVITIES OF CHUME ADUITS RELATING TO THER ORIIME DATA PRIVACY AND SECURTY

COMFORTABLE WITH FREFER TO REMAIN WOREY ABOUT DECUME COOKIES EXPRESS COMCERM

AFFS TRACKING THEIR ANCMYMOUS HOAWY COMPAMNIES OMN WEBSITES ABDUT 'WHAT 15 REAL

REAL-WORLD ACTIVITY WHEN USING MIGHT LISE THEIR AT LEAST SOME vi. WHAT [5 FAKE
[EG. STEPS, SLEER) OLIME SERVICES OMUME DATA OF THE TIME O THE INTERMET

30.5% 23.2% 33.6% 48.7% 52.4%

Q" i gre. = CO>Meltwater



SOCIAL MEDIA



CORRECTIONS IN SOCIAL MEDIA USER NUMBERS

Chver recent monihs, the dolo sources that we
usa lo calewate sociol media user numbers in
wsoch couniry hove made significant rovisions
fo their underlying numbers. As a result, we are
currenity unable jo provide deia for the change
in sociol media users over fime. Because of these
chonges, readers should not compare social
media uwor numbers published in this report with
similor figures published in previous repors in the
Global Digilal Reparts saries, becouse ony such
comparisons will deliver inoccurate data and
misleading trends, Furthermaore, please note
that the secial media user numbers published in
this repart may appear o be significontly lower
than the figures published in previous reports in

this series. However, any such differences are the
resull of “corrections” in source dota published
by sociol medio platforms, and our anolysis of
various date sources confirms that there has
been no discernible drop in sociol media
use in any. of the countrins that we trock. As o
rosult, roodeors should not interprot any negotive
differances betwoon the numbers published in
fhis report versus previcus reports as o decline
in sociol medio use, becouse these differences
are due to cormections in source methodologies
and dalo reporting opprooches, and do not
represant a change in aclual user numbers. Placse
read our comprehensive noles on data for more
dotaily: hitps:/Ydatarepartal com/nales-on-dota



JAN
2023

AVERAGE TIME SPENT LISING
SOCIAL MEDLA EACH DY

o BOHACTR

OVERVIEW OF SOCIAL MEDIA USE

HEADYMES FOR SOC1AL MEDHA ADDRTION AMD USE [FOTE LISERS MAY baOT REFRESEMT UIRIGUE INDIVIDUALS

MUMARER OF SOCIAL
MAEDAA LIRERS

43.90

MILLIOM

1H 48M

SOOI MEDLA LISERS
wi. TOTAL POPLURATION

74.5%

AVERAGE MUMBER OF SOoCIAL
PLATFCMERLS LRSED EACH MOSITH

5.9

SOCIAL MEDIA USERS AGE R+
w1 TOTAL POPULATION AGE 18+

78.2%

FEMALE SO:CLAL MEDLA UISERS
va. TOTAL SCCIAL MEDLA LISERS

49.9%

SOCCIAL MEDIA LISERS
v TOTAL IMTERPSET LISERS

86.4%

MALE SDCIAL MEDLA LISERS
v TOTAL SOCIAL MEDLA, [ FEERS.

50.1%

we
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wasll DEMOGRAPHIC PROFILE OF META’S AD AUDIENCE

2 n 23 SHARE OF COMBINED, DEDUPICATED POTERTIAL ADWERTIING REACH ACROILE FACERDOE, INSTACEAM, AMD MESSENGET, BY AGE AMD GEMDER

FEMALE FASE FEMALE FAE FEMALE FE FEMALE FAAE FEWALE FEWALE FAALE FEWALE LALE
13-17 18-24 2534 A5-44 45 - _"n-l 55 -44
YEARS OLD YEARS OLD YEARS OLD YEARS OLD YEARS CHLD YEARS CHUD 'rEAHi-Dt.D

MHICTE aon Wi
° Rl UI"B; I @Meﬁwt&r



ol MAIN REASONS FOR USING SOCIAL MEDIA

20 FRAMARY REASCIS WHY SOROLAL MEDLA LISERS AGED 14 TO &l USE SOCIAL MEDLA FLATROEMS

READIMG MEWS STORIES 178%

FILLING SPARE TIME Ab0%
KEERING IM TOUCH WITH FRIENDS AND FAMILY 53%

FINDING INSPIRATION FOR THINGS TO DD AMD BUY bl

FINDING CONTEMT (E.G. VIDEQS) me%
FINDING PRODUCTS TO PURCHASE %

POSTING ABOUT YOUR LIFE %

FINDIMNG LIKE-MINDED COMMUNITIES 1%
SEEING WHAT'S BEING TALKED ABDUT 19.5%

SHARING AND DISCUSSING OPINIONS %1%
AVOIDING MISSING QUT [FOMO] IL.T%

WATCHING LIVE STREAMS 7%

FOLLOWING CELEBRITIES OR INFLUENCERS 171%

SEEING CONTEMT FROM BRAMNDS 151%
WATCHING OR FOLLOWING SPORTS 1488

wa
SOUSCE Ll b
o Eret..t i 0> Meltwater



Al MOST USED SOCIAL MEDIA PLATFORMS | B

2 PERCEMTAGE OF F-TERNET LISERS AGED 15 T0 64 WHI LISE EACH FLATFORAM EACH MONTH
L] =

FACEROOK i
INSTAGRAM T189%

FB MESSENGER 50.6%

TELEGRAM 13%
TIKTOK 3%
| pirerest i

4%

TN

&0%

| imessace  JIER

o

1A%

| recoim WG

B 175 TumBe

CmdPaR AR : : i I (ﬂ'} |
[ F - are iul
° ol ra 2 twm



I8 FAVOURITE SOCIAL MEDIA PLATFORMS 1

2023 FERCENTAGE OF ACTIVE S0CIAL MEDHA, LISERS ADED 15 10 &4 WHO SAY THAT EACH OFTION 15 THEIR "FAVDURTTE™ SOCIAL MEDLA PLATFORM

re nus

105%

T146%

FACERDOK

TICTENK 5.5%

TELEGRAM S0%

- 17 TWITTER
- 18%  PINTEREST

. |7% P8 MESSENGER

. 3%  LINKEDIM

I 05% piscorp

WwWa
e el are
are. . €00 Meltwater



2{3«% USE OF SOCIAL MEDIA FOR BRAND RESEARCH
~ WEDA PATIORM NETWORKS

58.7%

TEAR-CHRYTAR CHAMNG]

+0.7% (+40 BPS)

MESSAGIMNG APD
UNVE CHAT SERVICES

7.2%

FLAE-QPVEAN CHANGL

*2.9% (+20 BPS)

omm

32.3%

VEAR-DHYEAR CHAMGE

+4,2% [+130 BPS)

MICRO-BIOGS
[E.CG. TWITTER]

4.7%

VIARLOR FTAR CAraGH
-.8% [-40 BPS)

GIUESTION & AMSWER
SITES [EG. QUORA)

17.1%

FEAR-CRTAR CHANG]

+5.5% (<100 BPS)

VIOGS [BUOGS IM
A VIDED FORMAT)

3.7%

FLARCRL AR CHANGE
-9.5% [-60 BPS)

wiar

FORUMS AND:
MESSAGE BOMRDS

12.0%

VEAR-D#NTAR CHAMNGE

-13.0% [-180 BPS)

ORUINE ARBOARDS
[EG. AMTEREST)

4.6%

YEALON-FLAR CHANGE
+4,5% [+20 BPS)

wa
Eretf " 0> Meltwater



2{3;43 TYPES OF SOCIAI. MEDIA ACCOUNTS FOLLOWED ﬁl" ?

PERCENTAGE OF ACTIVE SOCIAL MEDHA | ED 08 10 &8 WHO IFOUOW EACH TYFE OF ACCOLUMT O S0C1AL MEDLE L

FRIEMDS, FAMILY, AND PEOPLE YOU KMOW §04%

BANDS, SINGERS, OR MUSICIANS ok
ACTORS, COMEDIANS, OR OTHER PERFORMERS 0%

RESTAURANTS, CHEFS, OR FOODIES 4%

ENTERTAIMNMENT, MEMES, OR PARODY ACCOUNTS M

TV SHOWS OR CHANMELS W

BRAMNDS TOU PURCHASE 3%
INFLUEMCERS OR OTHER EXPERTS 14%
265
BRAMDS YOU'RE CONSIDERING PURCHASING 0
JOURMALISTS OR MEWS COMPANIES 18.0%

COMTACTS RELEVANT TO WORK laA%

MAGATINES OR PUBLICATIONS YOU READ 159%

BEAUTY EXPERTS 15.2%

EVENTS YOU'RE ATTENDING 15.%

we
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FACEBOOK

71.14%

VEARO#.FEAR CHaraGE

-3.9% (-287 BPS)

REDDIT

0.72%

VEAR-OH-FEAR CHARGE
+30.9% [+17 BPS)

° Lo HOT:

TWITTER

3.72%

FEAE-Cd TEAR CHAMCE
-6.3% [-25 BPS)

TLMBLR

0.74%

VEAR £ FEAR CHANDE
+23.3% [+14 BPS)

IMETAGRAM

16.59%

YEARORLYEAS CHAMNGE

+192.6% [+1,092 BPS)

LMKEDE

0.56%

TEAR-DRTEAR CHAMGE
+33.3% (+14 BPS)

WEB TRAFFIC REFERRALS FROM SOCIAL MEDIA

SHARE OF WER TRAFRC ARRIVIMNG DN THRD-PARTY WEBSITES VLA CIRCKS OF TAFS Ot LINICG PUBLIZHED M SOCLAL MEDLA PLATFORNG |AMY DEVICE]

PRMTEREST

4.68%

WEARCI-FEAR CHAMGE
-18.8% (-108 BPS)

VEOMNIAKTE

0.11%

VEAR-OH-FEAK CHANGE
~A7.6% (10 BPS)

1.70%

AR D YTAR CHAMGE
-B0.&% (-708 BPS)

OTHER

0.04%

FEAR-Cr4 YEAN CHANGE
+23.3% [+ BP)

E"r'é.f ; CO>Meltwater



SOCIAL MEDIA PLATFORMS



QT

TOTAL POVEMTIAL EEACH
OF ADS O3 FACEBDOK

27.95

MILLIOM

FACEROROIK AD REACH
i FOHAL INTERMET LISERS

55.0%

° LT

ol FACEBOOK: ADVERTISING AUDIENCE OVERVIEW

En 23 THE POTEMTIAL ALIDIEMCE THAT MASKETERS CAN REACH WITH ADS O FACERCORE

FACEROOK AD EEACH
i TOTAL POPLURLATION

47.4%

FACEROION AD REACH
wi POPULATION AGED 13+

52.9%

O

s

QUARTER-OM-CAMRTER CHAMGE
114 REPORTED FACEBOOK AD REACH

YEAR-ON-YEAR CHAMGE IN
REPORTED FACERDOK AD EEACH

-0.5%

=150 THOUSAMD

-2.1%

=500 THOUSAND

FEMAE FACEBCONCAD REACH
wi TOTAL FACEBOOE AD BEACH

MALE FACEROOK ADREACH
i FOUAL FACERCOK AD REACH

50.5% 49.5%

AESTROTT

Wa
plecheshyiiied Eﬂ?:fd €00 Meltwater



2{3«;}3 SHARE OF FACEBOOK PAGE POSTS BY POST TYPE

FOSTS OF EACH TYPE AS A PERCEMTAGE DF ALL POSTS MADE BY FACERC D

AVERAGE NUMBER OF PHOTO POSTS' SHARE VIDED POSTS SHARE LIk POSTS” SHARE STATUS POSTS' SHARE
PAGE POSTS PER DAY OF TCTAL PAGE POSTS OF TOTAL PAGE POSTS OF TOTAL PAGE POSTS OF TOTAL PAGE POSTS

0.80 60.00% 8.97% 30.78% 0.25%

SOURCE i e b w.
° Eretf i 0> Meltwater



ol FACEBOOK POST ENGAGEMENT BE NCHMARKS m

En 23 FACEBOOK PAGE FOST EMGAGEMENTS [REACTIONS, COMMENTS, AMD SHARES| A5 A PERCEMNTAGE OF T

s

AVERAGE FACEBOION PAGE ANERAGE FACERDOK PAGE AVERAGE FACEROON PAGE AVERAGE FACEBDOK PAGE  AVERAGE FACEROOK PAGE
POST ENGAGEMEMNTS va. POST ENGAGEMENTS va. POST ENGAGEMENTS v POST ENGAGEMENTS v POST EMGAGEMENTS va
PAGE FAMS: AlL POST TYPES PAGE FAMS: FHOTD POISTS PAGE FANS: VIDEQ POSTS PAGE FANS: LMK POSTS PAGE FAMS: STATLIS POSTS

0.13% 0.15% 0.09% 0.11% 0.005%

BOHICE WL Wi
° are. | O Meltwater



JS«N YOUTUBE: ADVERTISING AUDIENCE OVERVIEW EIM

2 THE POTEMTIAL ALIDIEMCE THAT MASKETERS CAMN REACH WITH ADS O8I YOUTURE
O

FOTEMTIAL REACH OF YOUTUBE AD REACH YOUTUEE A REACH va. YEAR-ON-YEAR CHANGE IN
ADG O YOUTURE wi. TOTAL POPLURATION TOTAL INTERMET LISERS REPORTED YOUTURE AD REACH

43.90 74.5% 86.4% +1.6%

MILLIOM +700 THOUSAMND
YOUTUBE'S ADVERTISING YOUTUBES AD REACH AGE 18+ FEMLALE YOUTUBE AD REACH AGE 18+ ALALE YOUTUBE AD REACH AGE |8+
REACHE LISERS AGED 18+ vi. FOUAL POPULATION AGE 18+ v TOTAL YOUTUSE AD REACH AGE 18+ va TORALYOUTUBE AD REACH AGE 18-

39.10 78.2% 50.4% 49.6%

MILLIOMN

BT i Lol wa
gy are
° are. 4 CO> Meltwater

CAARL AR ITT,



JAN
2023

o8

oe

=

TOP YOUTUBE SEARCHES

GUERIES WITH THE GREATEST VU LIME OF YOUTLIBE SEARCH ACTIVITY BETWEEN (1] LAMLLARY 2022

SEARCH QUERY

CAMIONI
CANTOME
MLSICA

LYC

ME COMNTRO TE
FILM COMPLETO
ASKMER

KARACKE
TIKTOE

MAIMECRAFT

B

INDEX

75
45
42
dl
a2
a2
7
27

23

1]

(=10

SEARCH QUERY

MILAM

ROBLON
MAMESKIN
NEKO PAMDETTA
ELISA

PAKY

INDEX

24
23
22
22
%
18
14
14
14

15

(ﬂ}MeItwuter



INSTAGRAM: ADVERTISING AUDIENCE OVERVIEW i

THE POTEMTIAL AUDIEMCE THAT MARKETERS CAN REACH WITH ADS O INSTAGRAM

O i
TOTAL POTEMTIAL REACH INGSTAGEAM AD REACH GUARTER-DM-CHMRTER CHANGE YEAR-DM-YEAR CHAMGE IN
OF ADS O IMSTAGRAM wi. TOTAL POPULATION M EEPORTED IMSTAGRAM AD REACH REPORTED BMSTAGRAM AD REACH

26.20 44.4% -3.0% -4.7%

MILLIOM =800 THOUSAND =1.3 MILLIOM
IMETAGRAM AD REACH MNSTAGRAM AD BEACH FERUALE IMSTAGRAM AD REACH AAMLE [MSTAGRAM AD REACH
i TOTAL IMNTERMET LISERS wi POPULATION AGED 13+ wi. TOTAL INSTAGRAM AD BEEACH i BOTAL IPSTAGRAM AD REACH

51.6% 49.6% 51.0% 49.0%

BHICTE g a W
o plechish e Emf i €00 Meltwater



2023

O

FOTEMTLAL REACH OF ADS

O TIKTOR {AGE 18+ ONLY

17.15

MILLIOM

TIETOK AD REACH AGE 1B+
i TOTAL IMTERMET LISERS

33.8%

e Lo

Lol

TIKTOK AD REACH AGE 18+
wi. TOTAL POPULATION

29.1%

TIKTON AD REACH AGE 15+
va. FOPLLATION AGE 18+

34.3%

R LT

wasll TIKTOK: ADVERTISING AUDIENCE OVERVIEW

THE POTEMTIAL AUDEMCE AGED 16+ THAT MARKETERS CAM REACH WITH ADS O TIKPOK

QUARTER-OM-CUARTER CHAMGE
B REPORTED TIKTON AD REACH

+4.1%

+67 7 THOUSAND

FEMALE THCTOK AD REACH
wi. TOTAL TIKTOE AD BEACH

52.8%

s

YEAR-ON-TEAR CHAMGE IN
REPORTED TICTOK AD REACH

+29.0%

+1.9 MILLIOM

MALE THCTOR, AD BEACH
wa. TOTAL TIKTOK AD REACH

47.2%

wa
Eretf " 0> Meltwater



5_{3% MESSENGER: ADVERTISING AUDIENCE OVERVIEW

THE POTEMTIAL ALIDEEMCE THAT MABKETERS CAN REACH WITH ADS QM FACERCOR, MESSENGER

O

TOTAL POTEMTIAL EEACH
COF ADS O MESSEMGER

MESSEMGER AD REACH
wi. TOTAL POPULATION

17.55 29.8%

MILLIOM

MESSEMGER AD REACH
i FOTAL INTERMET LISERS

MESSEMGER AD REACH
wi POPUILATION AGED 13+

34.6%

° HHALTE: O

33.2%

N
El _[
L
=

QUARTER-OM-CAMARTER CHAMGE YEAR-OM-YEAR CHANGE IN
1M REPCIRTED MESSERGER AD REACH EBEFORTED MESSEMGER AD REACH

-1.1% +0.3%

=200 THOUSAND +50 THOUSAMND

FEMALE MESSEMGER AD REACH MALE MESTIRCER AD REACH
va TOTAL MESSERGER AD REACH vi. TOTAL MESSEMGER AD REACH

52.1% 47.9%

AR

WwWa
pleckishyiiees Emf i €00 Meltwater



JAN
20

o HELEE

LINKEDIN: ADVERTISING AUDIENCE OVERVIEW m

THE POTEMTIAL ALDIEMCE THAT MARKETERS CAN REACH WITH ADS 08 UMKEDHN

O

TOTAL POTEMTIAL EEACH
OF ADG O LINKEDIN

17.00

MILLIOM

LISIKED{M AL REACH
i FOTAL IMTERMET LISERS

33.5%

wi POPULATION AGED 18+

UMEEDIN AD BEACH
wi. TOTAL POPLRATION

28.8%

UPECEDHN AD BEACH

34.0%

EEMRLNABAIT

QUARTER-OM-CUARTER CHAMGE
P4 REPORTED LIMKEDIM AD REACH

0%
[UNCHANGED]

FEMALE INKEDIN AD REACH
i TOTAL URIKEDHM AD REACH

48.8%

s

YEAR-ON-YTEAR CHAMGE IN
REPORTED UNKEDIN AD BEACH

+6.3%

+1.0 MILLION

MULE [BNKEDIM AD REACH
vi TOTAL UMNICEDE AD REACH

51.2%

WwWa
Emf i €00 Meltwater



JAN
2023

O

TOTAL POTEMTIAL EEACH
OF ADS O SHAPCHAT

3.70

MILLIOM

SNAPCHAT AD BEACH
i FOTAL IMTERMET LISERS

7.3%

° HRLTE

SPEAPCHAT AD REACH
wi. TOTAL POPLRATION

6.3%

SRAPCHAT AD REACH
wi POPLILATION AGED 13+

SNAPCHAT: ADVERTISING AUDIENCE OVERVIEW

THE POTEMTIAL AUDENCE THAT MARKETERS CAN REACH WITH ADS (084 SMAPCHAT

QUARTER-OM-GUARTER CHANMGE
1N BEFOETED SMAPCHAT AD REACH

-9.8%

=400 THOUSAND

FEMUALE S2JAPCIHAT AD REACH
wi. TOTAL SMAPCHAT AL REACH"®

64.0%

YEAR-OM-TEAR CHANGE I
REPORTED SMAPCHAT AD REACH

+15.6%

+500 THOUSAND

MALE EMAPCHAT AD REACH
vi TOTAL SNAPCHAT AD BEACH®

35.5%

we
Emf I €00 Meltwater



JAN
2023

° HHSLIE

TWITTER: ADVERTISING AUDIENCE OVERVIEW

THE POTEMTIAL ALIDIEMNCE THAT MARKETERS CAN REACH WITH ADS 08 TWITTER

O

TOTAL POTEMTIAL EEACH
OF ADS O TWITTER

5.45

MILLIOM

TWITTER AD REACH
i FOTAL IMTERMET LISERS

10.7%

TWITTER AD REACH
i TOTAL POPLURLATION

9.2%

TWITTER AD REACH
wi POPULATION AGED 13+

10.3%

MWL

N
El _[
L
=

YEAR-OM-TEAR CHANGE i
REPORTED PWITTER AD REACH

QUARTER-OM-CUARTER CHAMGE
14 REPOHRTED TWITTER AD REACH

-10.7%

=650 THOUSAMND

+45.3%

+1.7 MILLION

FERAALE TVWATTER AD REACH
wa. TOTAL TWITTER AD BEACH

KAALE TVWATTER AD REACH
vi BOTALTWITTER AD REACH

35.5% 64.5%

AT,

we
Emf I €00 Meltwater



O

TOTAL POTEMTIAL EEACH
OF ADG O PIMTEREST

8.08

MILLIOM

PIMTEREST AD REACH
i FOHAL INTERMET LISERS

15.9%

° Lo

PIRTEREST AD REACH
wi. TOTAL POPLRATION

13.7%

PRITEREST AD REACH
wi POPULATION AGED 13+

15.3%

wasll PINTEREST: ADVERTISING AUDIENCE OVERVIEW

2023 THE POTEMTIAL ALDEMCE THAT MARKETERS CAN REACH WITH ADS 084 FIMTEREST

QUARTER-OM-CUARTER CHAMGE
B4 REPORTED PIMTEREST AD REACH

-16.2%

=1.6 MILLION

FEMALE PINTEREST AD BEACH
v TOTAL PRMTEREST AD REACH

76.3%

nus

YEAR-OM-TEAR CHANGE I
REPORTED PINTEREST AD REACH

-5.6%

=480 THOUSAND

MALE PINTEREST AD REACH
wva. TOTAL MMTEREST AD REACH

19.2%

WwWa
Emf i €00 Meltwater
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MOBILE CONNECTIVITY

USGE OF MOBIE PHOMES AND DEVICES THAT COMMECT 1O CELULAR METWORKS

|
=

s

MUMBER OF CELLLLAR MUMBER OF CELLULAR MOBIE YEAR-OfYEAR CHAMGE SHARE OF CELLULAR MOBILE
MOBILE COMMECTIONS COMMECTIONS COMPARED Ied THE MUIMBER OF CELLULAR COMMECTIONS THAT ARE
[EXCIUDIMG 10T] WITH TOTAL POPULATION MOBILE COMMECTIONS BROADBAMD [3G, 45, 5G)

78.19 132.6% +0.3% 88.4%

MILLION +200 THOUSAND

BOHICE WA W
° AR AR Y s Erﬂf " O Meltwater



T8 M

2021

°wm:

CELLULAR MOBILE CONNECTIONS OVER TIME

HLMBER OF CELLILAE MORILE COMNECTIONS AMD YEAR-DMYEAR CHANGE

TT6M

EDII

Ll

TiEN

JI.IL APH JIJI.
2021 iﬂﬂt 2022 2022 2022

il TR TR

1IN

iﬂii 2023

".Q"r“e.i ; CO>Meltwater



THE COIST OF BLIYING A SMARTPHOME HAMDSET AMD 168 OF CEILULAR MOBILE DATA, AND COMPARISOMNS WITH AVERAGE MOMTHIY INCOME

AFFORDABILITY OF MOBILE INTERNET ACCESS ﬁl_l

FRICE OF THE PRICE OF THE CHEAPEST ANERAGE PRICE OF AVERAGE PRICE OF 1GB
CHEAPEST SMARTPHOME SMARTPHOME HAMNDSET 1GH OF CELIULAR OF CELLLLAR MOBILE DATA
HANDSET {IM 1150 vi. AVERAGE INCOME MOBILE DATA (I LIS vi. AVERAGE INCOME

$112 3.94% $0.12 0.004%

BRI, a0 P Wil [t Y LN LT WA
o Emf i €00 Meltwater



SHARE OF MOBILE WEB TRAFFIC BY MOBILE OS EIM

FERCEMTAGE OF WES PAGE REGUESTS ORIGINATING FROM MOBILE HANDSETS BUNNING EACH MOBILE OPERATING SYSTEM BM NOVEMEER 2022

SHARE OF MOBIE WEB SHARE OF MOBILE 'WEB SHARE OF MOBILE WEB SHARE OF MOBILE WEB SHARE OF MOBILE WEB
TRAFFIC CRIGENATING TRAFFIC ORIGIMNATIMNG TRAFFIC OREGIMATIMNG FROM TRAFFIC ORIGIMATIMNG TRAFFIC ORIGINATIMNG
FROM AMDROID DEVICES FROM APPLE 105 DEVICES SAMELIMG O5 DEVICES FROM KA 06 DEVICES FROM OTHER OF DEVICES

68.11% 31.46% 0.40% 0% 0.03%

YEAROM-YEAR CHANGE TEAR-CR-YEAR CHAMGE YEAR-OIN-YEAR CHAMNGE YEAR.CONYEAR CHAMNGE YEAR-OP.YEAR CHAMGE
-2.3% (<163 BPS)  +5,5% (+165 BPS) -4,8% (-2 BPS) [N/A] [UNCHANGED]
o are. . CO>Meltwater

social



MOBILE APP MARKET OVERVIEW

HEACHIMES FOR MDBILE APP DOMWHLOADS AND COMSUMER SPEMD [IM LS. DOALARS) BETWEEN [AMUARY AN DECEMBER 2077

TOTAL MUMBER YEAR-OM-YEAR CHAMNGE ANMUAL COMSUMER YEAR-DOM-YEAR CHAMGE I
OF MOBILE AFP I+ THE TOTAL MUMBER OF SPEMD ON MOBILE APPS COMIUMER SPEMD ON MOBIE
DOWMNLDADS MOBILE APP DOWMLODADS AND IN-APP FURCHASES (LI5D) AFFS AND IN-APF PURCHASES

1.64 0% $1.08 -4.3%

BILLION [UNCHANGED] BILLION =549 MILLION

SOLIRET 0 18 Wa
(] are. . <O>Meltwater



JAN
2023 MOBIE APPS AMD GAMES RAMKED BY AVERAGE MIONTHLY ACTIVE USERS BETWEEH JANUARY AND DECEMBER 3032

#  MOBILE APP COMPANY
01 WHATEAR® MELA
02  FACEBOOR META
03 IMETAGEAM META

FACTROOR MESSENGER META
0F  AMATON AMAZON
o8  THEGRAM TELEGRAM,
or o nkioe BYTIOAMCE
0 SOy oNFy
00 KO LA D SERAD) PUBBLICY POk
10 MOSTED FOSTE MALLANE

APP RANKING: MONTHLY ACTIVE USERS

MOBILE GAME

ROELCH

BRAWL STARES

CLASH BOYRIE

STUMBLE GLIYS

CLASH OF CLazsh

HOMELCAMS

GEOMETEY DAt

COMPANY

ACTIASION BLZZARD
TERCENT

SYBO

EITEA GGAMES
TERCENT

LAY

are,  O>Meltwater

g!



asll APP RANKING: DOWNLOADS

2023 EAMKING OF MOBLE APPS AMD MOSILE GAMES BY TOTAL HUMBER OF DOWMLOADS BETWEEN MANUARY AND DECEMBER 7077
" MOBILE APP COMPANY ¥ MOBILE GAME
01 TIKIOK BYTEDAMCE Ol STUMBIE GUYS
02 POSTHD POISTE (TALLAME OF  HAY DY
03 SHEIM THEIN 03 SUBWAY SURFERS
04 THEGRAM TEIEGRARM OE FISHDOAL: DELP DIVE
0F  VINTED WINTED 0F  ROMOX
08 WHATEARP META 08 COURT MASTERS
OF  INSTAGEAM MELA OF  NLLTHE FRIDGE
08 AMATON ANATDN CF RACE MASTER
02 BEREAL BEREAL e BUDCKUDDEL
0 CARCLN BYTEDARCE 10 ANPORT SECIUSITY

COMPANY
EITEA GAMES
TERCENT
SBO

PLAYRIX

ROBLOK

ARy

TAKE TWO INTERACTIVE
SAVGAMES

EMBRACER GROUP

EWaALLE

are,  O>Meltwater

g!



asll APP RANKING: CONSUMER SPEND m
)

2 RAMKIMG OF MOBILE APPS AMD MOBILE GAMES BY TORAL COMNSUMER SPEND BETWEEN JAMUARY AND DECEMEER 2072

®  MOBILE APP COMPANY ¥ MOBILE GAME COMPANY
01 DAIN DAZM GROUF O COEN MASTER MOOH ACTIVE
02 DESMEYs ¥ DESHET 03 CANDY CRUSH 34GA ACTIVIZNORM BLIZZARD
03 TIKIDK BYTEDAMCE 03  EMPRES & PUZDIES TAKE TWO INTERACTIVE

GOOGIE ONE GOOGLE 04 HOMESCAPES PLAYRIE
oF  TiNDER MATCH GROUP 0% GARDEMSCARES « NEVY ACRES FLAYRIY
08 EVENING COURIER: RO MEDAGROUR 0a  ROMOX ROBLOX
oF. M ET OF  BRAWL STARS TERCENT
o8 TWIIEH AMATON CF . FTUMBLE GLIYS A RARES
07 VOUTUSE GOOGLUE OF  FESHDOM DELP DIV FLARIE
10 UMNKEDIN MHCROSOFT 10 CLASH OF CLANS TERCENT

. Y - = 5. | ©Meltwater

g!
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JAN
20

°

FINANCIAL INCLUSION FACTORS

PERCEMTAGE OF THE TOTAL FOFULATION AGED |5+ THAT CWINS OR UISES EACH PRODUCT OR SERVICE

ACCOUNT WITH A
FELANCLIAL BETITUMON

97. 3%

FEMAMIE
LA '”' 5%

MLADE & CHGHTAL
FARTPAERT [PRST YEAR]

93. Ofa’:

FEALME
1.2% 'hl T

BT

CREDIT CARD
ARG

57. 9%

it E
30T% 5& 2%

MADE & PURCHASE USING A MOBLE
PHONE Oft THE INTERMET |PAST YEAR)

55.8%

FEaE MAAE
55.7% 56.0%

DERIT CARD
CAAERSHIF

323;’9

FEMALL
B0.8% E-'! T

LUSED A ASCRLE PHOME Ot THE
INTERMET TO SEMND MOMNEY [PAST YEAR)

25. 6;3

FERALE
A% N.ﬁ‘..

MOBLE MOMNEY ACCOUNT
b

[EG MPESA, GIALH

[N/A]

FEMMLE

UGED A MOBILE MOME OR THE
ENTERMET TO PAY BILLS [PAST YEAR]

32.9%

I AE
JLE% 129%

mi " (0> Meltwater



ol WEEKLY ONLINE SHOPPING ACTIVITIES E"IM
2023

PURCHASED A PRODUCT
O SERVICE ORLIMNE

CRDERED GROCERIES
VLA AN ORILIME STORE

BOUGHT A SECOMD-HAMD
ITEM VLA AN DMLME STORE

PERCENTAGE OF ITERNET LISERS AGED 15 10 44 WHO ENGAGE IN SEIECTED ECOMMERCE ACTIVITIES EACH WEEK |

LISED AR OMLIME FRICE
COMPARISON SERVICE

LISED A BLIY MOA,
PAY LATER SERVICE

47.1%

12.1%

YEAR-OH-YEAR CHAMGE

+1.7% (+20 BPS)

YEAR-CN-EAR CHANGE
-1.1% (-50 BPS)

omm

9.4%

YEAR-OMN-YEAR CHAMGE

+13.3% (+110 BPS)

29.2%

YEAR-OH-YEAR CHAMGE

-3.3% (-100 BPS)

6.9%

YEAR-ON-YEAR CHAMGE

+60.5% (+260 BPS)

we
Emf i €00 Meltwater



asll ONLINE PURCHASE DRIVERS

2 PERCEMTAGE OF ITERNET LISERS AGED 15 10 44 WHO SAY EACH FACTOR WO D ENCOURAGE THEM 10 COMPLETE AN DMIINE PURCHASE

COUPDMNS AMD DISCOUNTS
REVIEWS FROM OTHER CUSTOMERS

FAST, EASY OMUME CHECKOUT s

EASY RETURNS POLICT nm
10.3%

| ovarvpoints iy

1%

178%

1T

J3¥%  “UKES” OR GOOD COMMENTS ON SOCIAL
L

D i EXCLUSIVE COMTENT OR SERVICES

B5%

I (f%  “CLICK AMD COLLECT”

° MUSEE

wao
are

social

0> Meltwater



OVERVIEW OF CONSUMER GOODS ECOMMERCE

HEADYIMES FOR THE ADCETHON AND LISE OF COMNIUMER GOO05 ECOMMERCE [B2C OfLY)

MUMBER OF PECPLE ESTIMATED PORAL AMBILIAL ANERAGE ANMUAL REVEMUE SHARE OF 2022 CONSUMER GOODS
PURCHASING COMSUMER SPEND O ONUINE COMSLMER FER COMNSUMER GOODS ECOMMERCE SPEMD ATTRIBUTABLE TO
GOODSE 1A THE INTERMET GOOOSE PURCHASES LD, 202) ECOPMMERCE UIRER [USD, 20221 PURCHASES MADE V1A MOBILE FHOMES

37.30 $45.19 $1,212 39.4%

MILLION BILLION
YEAR-OPN-YEAR CHAMGE YEAR-ON-TEAR CHANGE YEAR-OPMN-YEAR CHAMGE YEAR-ON-YEAR CHANGE
+4.7% [+1.7 MILLION) -4.6% (-52.2 BILLION)| -8.9% [-5118) +2.8% [+106 BPS)

e L W wa
° Eretf " (0> Meltwater

LT



FASHIDHN

$16.51
BILLIOMN
FLAR-CFYEAR CHANGE
sd A% [+5730 MILLION]

FERROMAL & WOUSEHOID CARE

$5.94
BILLION

FEAR D4 YRR CHANGE
-0.8% [-538 MILLION)

emm

ELECTROMICS

$9.98
BILLION

=14.9% [-51.7 BILLIOM]|

[lee )
$2.82

BILLION
VEAR-OPVEAR CHARGE

-F.&% -5231 MILLION)

RO

ol ECOMMERCE: CONSUMER GOODS CATEGORIES I '

PLOPICRN  c5r1007eD AmLIAL SPEND 1N EACH CONSUMER GOODS ECOMMERCE CATEGORY (875 ONIY, U, DOWARS, FULLYEAR 2022)

TCR(E, HORBY, DY

$4.41
BILLION
VLAR-CFYEAR CHANGE
< 4% 5303 MILLIOMN]

BEVERAGES

$937.1
MILLION

FEAR-CRYEAR CHANGE
~B.1% [-583 MILLION]

il

FURRITLRE

$2.91
BILLION

1, 1% |- 5478 MILLIGN)

FHTSICAL MEDA

$1.68
BILLIOMN
VEAR-C-FEAR CHARIDE

<FA% 5134 MILLIOMN)

we
are. | 0> Meltwater



JAN
2023

o1
02
03
04
05

TOP GOOGLE SHOPPING SEARCHES

SHOPFIMG GUERES WITH THE GREATEST VOUUME OF GOOGAE SEARCH ACTIVITY BETWEEN 0| JANUARY 2037 AND 11 DECEMEE

SEARCH QUERY

AMATOM
SCARPE
MIKE
IFHOME
JORDAM
SAMELNG

IKEA

ERAY

AR FORCE

2

INDEX ws., TOP QUERY

100
74
5%
37
3b
9

24

# SEARCH QUERY

1 P54

12 ZALAMDO

13 POKEMON

14 METED

15 IPHOME 13

17 JORDAM 1
18 DECATHLOM
17 TRADUTTORE

20 LERCHY MERLIN

O

n?:I 0> Meltwater



FERCENTAGE OF ALl BIC ECOMMERCE TRAMEALTIONT 1N J071 COMPLETED LISRNG EALH TYPE OF PAYMENT METHOD

ol PAYMENT METHODS USED FOR ECOMMERCE EIM
2023 .

SHARE OF B3C ECOMMERCE  SHARE OF B2C ECOMMERCE  SHARE OF B2C ECOMMERCE  SHARE OF B3C ECOMMERCE  SHARE OF B2C ECOMMERCE

TRAMSACTION VOLUME TRAMSACTION VOLUME TRAMSACTION VOULME TRAMSACTION VOLUME TRAMSACTHOMN VOLLME
ATTRIBLITABLE TO DIGITAL ATTRIBUTABLE TO DERIT ATTRIBUTABLE TO ATTRIBUTABLE TO ATTRIBUTABLE 70 OTHER
AMD MOSILE WALLETS AMD CREDIT CARDS BANE TRAMSFERS CASH.OM-DELVERY PAYMENT METHODS

34% 32% 11% 4% 19%

o SouReE ) ;UHPE* I O Melvwater



FLIOHTS

$5.29
BILLION
TLAR-CF- VAN CHANGE
#B3.5% (+52.4 BILLIOM]

HOTELS

$6.00
BILLION

FEAR-O4 YEAR CHANGE
#194% (+54.0 BILLIOM)

e

TRAIMS

$627.5
MILLION
WEAR-OH FEAR CHAMGE
+Q0 B (#5313 MILLION)

PACKAGE HOUDAYS

$3.39
BILLION

WEAR-CH-VEAR CHAMNGE
#42.4% |+51.0 BILLIOM]

COMAAERBRITT,

ONLINE TRAVEL AND TOURISM

ANMNUAL OHLINE SFEND DR TRAVEL AND PDUSIEM SERVICES [LLS DOUARS, FULL-YEAR 20037)

CAR REMTALS

$389.0
MILLION
TEAR-CRYEAN CHANGE
1% (534 MILLION)

VACATION BEMNTALS

$2.31
BILLION

FEAR-Ced YEAR CHANGE
+48.5% (+5753 MILLION)

=

s

L0 DOSTAMCE BUSES

$185.8
MILLIOHN

VEAROH YLAN CHARNGE
ST [+575 MILLIOM]

CRIRSES

$102.6
MILLION

VEAR-C-FEAR CHARIDE
*20.1% [+517 MILLION)

WwWa
Emf " €00 Meltwater



asll TYPES OF DIGITAL CONTENT PURCHASED

En 23 PERCENTAGE OF WTERMET LISERS AGED 16 TOr &4 'WHO PAY FOR EACH KIMD OF DIGATAL COMTEMT EACH MOMTH

MOVIE OR TV
SIREAMIMNG SERVICE

37.3%

VEARDS FEAR CHAMGE
«1.1% [-40 BPS|

WAOVIE OR TV
DOWPRDAD

6.8%

VEAR-ON.FEAL CHAMNGE
+3.0% [+20 BPS)

°

MAUSIC STREAMING
SERCE

17.6%

FEAR.CR YEAR CHANGE

-15.8% [-330 EPS)

MLSIC
DOWMLOAD

6.4%

FEAR- G- YEAR CHANGE
-5.9% [-40 BPS)

MOBILE
APP

8.4%

YEAR-DFLYEAR CHAMGE
-3,4% (~30 BPS)

HEWS
SERVICE

5.3%

VEAR-ORYEAS CHANOS
-7.0% [-40 BPS5]

MCERE
GAME

8.4%

VEARCHMFEAR CHANGE
+7.7% [+60 BPS)

SUBSCRIFTION 7O AN
DBUNE MAGAZINE

4.1%

WEAR-CH-VEAR CHaraGE

-14.6% [-70 BPS]

1 B

MOBILE APF M-
AFP PURCHASES

5.6%

FEAR-DELVEAN CRUANGE
-3.4% (-20 BPS)

DICHTAL BOOKS
AND E-BOOKS

9.3%

FEAR-CP4VEAN CHANGE
=3.1% [-30 BPS)

E"r'é.f ; CO>Meltwater




LAl DIGITAL MEDIA SPEND

2023 FUSL-YEAR 3023 SPEND Ot DIGITAL MEDLA SUBSCRIFTIONS AND DOWMUCWES [IM LS. DOILARS)

VIDED GAMES VIDED-OM-DEMAND EFUBLISHEMG DHGITAL MLISIC

$3.65 $1.79 $1.35 $388.0 $123.0

BILLION BILLION BILLION MILLION MILLION
YEAR-ON.YEAR CHANGE FEAR O YEAR CHANGE YEAR.CIN-TEAR CHANGE YEAR-ON YEAR CHANGE YEAR-CIne YEAR CHANGE
-1.7% [-563 MILLION) +1.8% [+532 MILLION) -1.8% (-525 MILLION) A2.7% [-554 MILLION]  -11.0% |-$15 MILLION)]

BOHICE WO Wi
o e are CO> Meltwater



2023 HEACHIMES FOR THE ADDFTION AND LISE OF OMMUME MEAL AND TAKEAWAY DELIVERY SERVICES

J\Y8 ONLINE MEAL DELIVERY OVERVIEW 1

HUMBER OF PEOPLE YEAR-OM-YEAR CHAMGE IM TOTAL AMMLIAL VALUE OF YEAR-OM-YEAR CHAMNGE AVERAGE AMMUAL VALLE
ORDERING FOOD DEUVERY THE MUMBER OF OMLINE OMUMNE FOOD DELIVERY I THE WALUE OF ONUNE OF OMUNE FOOD DEUVERY
WiA OhUIME PLATFORMS FOOD DELVERY LUISERS ORDERS (USD, 2022) FOOD DEUVERY ORDERS  CRDERS PER LISER [LISD, 2022)

1296 -19% $1.03 -10.5% $79.38

MILLION -253 THOUSAND BILLIOM =5121 MILLION -8.8% (-57.69)

BOUREL i wWa
are
° . dre. . (ODMeltwater
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wasll E-HEALTH OVERVIEW ﬁl_l

2023 HEACHIMES FOR THE ADDETION AND USE OF DIGITAILY EMABLED HEALTHCARE DEVICES AMND SERVICES

HLMBER OF PEOPLE YEAR-OM-YEAR CHANGE TOTAL AMMUAL VALLE YEAR-OM-YEAR CHAMNGE AVERAGE AMMLLAL
USING E-HEALTH I THE MUMBER OF OF THE EHEAITH I THE WALUE OF THE SPEMD OM E-HEALTH
DEVICES AMD SERVICES E-HEAITH LISERS MARKET [USD, 2022] E-HEALTH MARKET PER USER {LiSD, 2022)

2141 -0.5% $1.25 +55% $58.54

MILLIOM -118 THOUSAND BILLION +565 MILLION +6.0% (+53.33)

Latlin g a Lrg b W
e Emf i €00 Meltwater



wasll DIGITAL FITNESS & WELL-BEING OVERVIEW ﬁl_l
2023 R

HEADYIMES FOR THE ADCFTHON AMD LISE OF DIGITAL FITHESS & WELL-BEING DEVICES AMD SERVICES

MUMBER OF PEOFLE LESRG YEAR-Of-YEAR CHAMCGE TOTAL ARELAL WALLIE OF YEAR-OH-YEAR CHAMGE AVERAGE AMPUAL SPEND
DHGITAL FITMESS & WiELL: I THE MUMBER OF DIGITAL THE DGATAL FITHESS & WELL It THE YALLIE OF THE DGHTAL O DIGITIAL FITHESS & 'WELL-
BERSG DEVICES AMD SERVICES FITHESS & WELL-BEING USERS BEIMG MARKET (LISD, 2022] FITRESS & WEIL-BERIG MARKET BEIMG PER USER [USD, 20022)

16.12 +4.3% $1.05 -7.6% $65.29

MILLION +666 THOUSAND BILLION -586 MILLION -11.4% (-$8.36)

BORCE 1 L Wa
° Emf i €00 Meltwater



ol OVERVIEW OF CONSUMER DIGITAL PAYMENTS

2023 HEADUMES FOR THE ADDFTION AND UISE OF DIGITAILY EMABLED PAYMENT SERVICES BY END COMSUMERS

MLUMEER OF YEAR-ON-YEAR CHAMGE TOTAL AMMUAL VALUE YEAR-OM-YEAR CHANGE AVERAGE AMMUIAL VALLE
PEOPLE MAKING I THE MUMBER OF PECPLE OF DIGITAL PAYMENT 184 THE WALUE OF DIGITAL OF DIGITAL PAYMENTS
DAGITAL PAYMENTS MAKIMNG [HGITAL PAYMENTS  TRAMSACTIONS [USD, 2072]  PAYMENT TRANSACTIONS PER USER {LISD, 2022)

3745 +4.8% $1009 +11.0% $2,695

MILLION +1.7 MILLION BILLIOM +510 BILLION +6.0% (+5153)

BT [} wWa
are
° are. 4 CO> Meltwater
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DIGITAL MARKETING



asll SOURCES OF BRAND DISCOVERY

2 FERCEMTAGE OF TERNET USERS AGED 15 10 &4 WHO DISCCWVER MEW REANDG, FRODLACTS, AMD SERVICES VLA EACH CHANMEL OF MEDILUA m

ADS DM TV
WORD-OF-MOUTH RECOMMENDATIONS FROM FRIENDS OR FAMILY 300%

OMNLINE RETAIL WEBSITES 4%

PRODUCT SAMPLES OR TRIALS s
PRODUCT COMPARISON WEBSITES s

ADS ON SOCIAL MEDIA Th%
COMNSUMER REVIEW SITES 3%
BRAMD OR PRODUCT WIBHTIS 12.6%
ADS OM WEBSITES 1%
IM-5TQRE DISPLAYS QR PROMOTIOMS 0%
165%
COMPANY EMAILS, LETTERS, OR MAILSHOTS 16.4%
FRODUCT BROCHURES OR CATALOGUES W%
4% RECOMMEMDATIONS OR COMMENTS OM SOCIAL MEDIA

@ l’

e
HI%

are,  {O>Meltwater
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ENGAGEMENT WITH DIGITAL MARKETING

PERCEMTAGE OF BTERNET LISERS AGED 15 10 44 WHO SAY THEY ENGAGE IM EACH KIND OF OMLIME ACTIVITY

RESEARCH BRAMDS VISITED A BRAMD'S CLCKED OR TAPPED CUCKED OR TAPPED DN A DOMMIDADED OR
OMLUMNE BEFORE WEBSITE IM THE O A BAMMER AD DM A SPOMSORED SOCIAL MEDIA USED A BRAMDED MORILE
MAKIMNG A PLIRCHASE PAST 30 DAYS VWEBSITE I THE PAST 30 DAYS  POST IM THE PAST 30 DAYS APP M THE PAST 30 DAYS

56.3% 54.5% 11.8% 13.2% 12.1%

YEAR.OM-YEAR CHAMGE WEAR-CRYEAR CHAMGE YEARCMN-YEAR CHAMGE YEAR.OMYEAR CHAMGE YEAR-OMYEAR CHAMGE
-2.8% (-160 BPS) -0.2% (-10 BPS) +0.9% (+10 BPS) +3.1% (+40 BPS) +5.2% (+60 BPS)

Wi
° - are.. <0>Meltwater



vasll MAIN CHANNELS FOR ONLINE BRAND RESEARCH m

20 PERCEMTAGE OF STERNET LSERS AGED 156 10 44 WHEH LISE EACH CHANMEL AS A PHMARY SOURCE OF INFORMATION WHEN RESEARCHING BRANDS

Sa%

T
PRICE COMPARISON SITES kel 14

SOCIAL HETWORKS bk

PRODUCT OR BRAND SITES bl

| sPECIAUSTREVIEW SITES M

205%

171%

[ viokosms L
P 170% FORUMS OR MESSAGE BOARDS

BRAND BLOGS 114%
[mosucarrs KLY
P 7% MESSAGIMG SERVICES
| vioos B

P 7% MICRO-BLOGS

@ soca ! are, . <O)>Meltwater
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ADVERTISING SPEND: TOTAL vs. DIGITAL ;“l|

TCAAL AD SPEND ACEOSS ALL CHANMELS, 'WITH DETAIL FOR [HOTAL AD SPEND (U5 DOILARS, FUILYEAR 30727

TOTAL AD SPERD YEAR-OM-YEAR DAGITAL AD SPEND YEAR-OM-YEAR DIGATAL AD SPEMD
[ENCLUDIMNG OMLINE CHAMGE [N TOTAL AD [INCLUDING SEARCH CHAMNGE M A5 A PERCENMTAGE
AND OFFLINE CHANMNELS) SPEME [ALL CHAMMELS) AND SOCIAL MEDIA) DHGITAL AD SPEMD OF TOTAL AD SPEMD

$9.93 +3.9% $5.90 +9.1% 59.4%

BILLION +5376 MILLION BILLIOM +5490 MILLION +4.9% (+279 BP5)

BT TR wWa
@ CompaRAMITY presitiy are 0> Meltwater



JAN
202

TOTAL AMMILIAR SFERID O
HCATAL ADS (AL TYRES]

$5.90
BILLION
VEAR -0 FEAR CHARGE
Q1% (#5490 MILLION)

ANMUAL SFERD O
CHLINE CLASSINEDS

$200.5
MILLION

VEAR-OM-FEAR CHAMGE
2.7% 55,5 MILLIOM]

L

[ PALRRLITT

AMBLAL SFEMHID O
CUE SEARCH ADG

$2.10
BILLION
WEAR O AR CHANOE
*12.0% [*5225 MILLION]

ANMUAL SPEMND ON
DHGITAL ALMO ADS

$115.6
MILLIOM
FEAR CEAR CHANGE
#2107 [+520 MILLION)

Ll

DIGITAL ADVERTISING SPEND

ANMNLUAL SPEMD O DHGITAL ADVERTISING BY FORMAT (L5 DOSLARS, FLILYEAR J072|

AMPFILRL SFEMD 08
HCETAL VDD ADS

$1.58
BILLION
YEAR-DREYEAR CHASMOE
*B,5% [+51 24 MILLIDM]

SHARE OF BOTAL DeGITAL
DEVICES

AD SPERD MORILE

50.4%

VEAROMTEAS CHAMNGE
+5.2°% [+249 BPS)

AMMUAL TFERD O
[4CHTAL BAMMER ADL

$1.46
BILLION
VEAR-O VEAR CHANGE
5. 2% (572 MILLION)

SHARE OF TOTAL HGITAL
AD SPEMD: SOCIAL MEDHA

35.8%

VEAR-C. YEAR CHANGE
=0.9% (=31 BPS)

AMMNUAL SPERD Ofd DUME
IFILENCER ACTVITIS

$296.2
MILLION
FEAR 4 YEAR CHAGE
*150% [+539 MILLION])

SHARE OF TOTAL DHGIRAL
A0 SPEMD FROGEAMMATIC

79.8%

FEAR-C YEAR CHANGE
#1.0% [+&1 BPS)

".Q"r'ie.i ; CO>Meltwater



PROGRAMMATIC ADVERTISING OVERVIEW

SFEMD O PROGRAMMATIC ACVERTIZNG AMD ITE SHARE OF THE DIGITAL ADWERTIING MARKET

LI
=

s

ARMLUAL SPEND O YEAR.OMYEAR CHAMGE PROGRAMMATIC'S YEAR-OM-YEAR CHAMGE I
FROGRANMATIC 1B FROGRAMMATIC SHARE OF TOTAL DIGITAL PROGRAMMATIC'S SHARE OF
ADVERTISIMNG [LISD) ADVERTISIMNG SPEMD [USD) ADVERTISIMNG SPEMD TOTAL DIGATAL ADVERTISING SPEMD

$4.71 +10.2% 79.8% +1.0%

BILLIOM +5435 MILLION +81 BPS

BOHUSCE L Wi
@ are. | O Meltwater
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SEARCH ADVERTISING OVERVIEW | =[-

SFEMD O DNUNE SEARCH ADVERTISING BN ULS, DOIRARS] AND IT5 SHARE OF THE DIGITAL ADVERTISING MARKET

AMMUAL SPEMD YEAR-OMNEAR CHAMGE OMUME SEARCH'S SHARE YEAR-ORLYEAR CHAMGE N
O OMLIME SEARCH 1B OMLIME SEARCH OF TOTAL DIGTAL OMUME SEARCH'S SHARE OF
ADVERTISIMNG [LISD) ADVERTISING SPEMD ADVERTISIMNG SPERD TOTAL DAGATAL ADVERTISING SPEMD

$2.10 +12.0% 35.6% +2.7%

BILLIOM +5225 MILLION +93 BPS

BOHUSCE L W
(100 are. . <O>Meltwater

CCAMPAR LETE



SOCIAL MEDIA ADVERTISING OVERVIEW m

SPEMD OM SOCIAL MEDSA ADVERTISING [IM LS. DOILARS) AND ITS SHARE OF THE DIGITAL ADVERTISING MARKET

s

AMMUAL SPEMD YEAR.OMYEAR CHAMGE SOCIAL MEDIA'S SHARE YEAR-OMLYEAR CHAMGE IN
O SOCIAL MEDIA I SOCIAL MEDLA OF TOTAL DIGITAL SOCIAL MEDLA'S SHARE OF TOTAL
ADVERTISIMNG [LISD) ADNVERTISING SPEMD ADVERTISING SPERD DRGITAL ADVERTISEMG SPEMD

$2.12 +8.1% 35.8% -0.9%

BILLIOM +5159 MILLION -31 BPS

BOHUSCE L Wi
@ are. | O Meltwater

CTAMPAR LEITE



INFLUENCER ADVERTISING OVERVIEW ﬁll

SPEMD OM INFIUENCER ADVERTISING ACTIVITIES (I LS. DOLLARS) AND THETR SHARE OF THE DIGITAL ADVERTISING MARKET

ARMMLUAL SPEMD YEAR-CHH-YEAR INFLLIEMCER ADVERTISIMG'S YEAR-ORLYEAR CHAMGE N
O IMFLLEEMNCER CHAMGE IM INFIUENMCER SHARE OF TOTAL IMFILENCER ADVERTISING'S SHARE
ADVERTISIMNG [LISD) ADNERTISING SPEMD DIGITAL AD SPEMD OF TOTAL DIGITAL AD SPEMD

$296.2 +15.1% 5.0% +5.6%

MILLION +539 MILLION +26 BPS

L]

we
i Emi i €00 Meltwater



A'ITITU DES: ADS AND AD TRACKING EIM

HOW (MTER SERS AGED 16 B0 &4 FEEL ABOUT ADS, AMD THE STEPS THEY TAKE 10 AVCD ADVERTISING AND AD TRACKING

FEEL REPRESENTED LISE AM AD BLOCKER DECUMNE COOKIES USE A VIRTUAL PRIVATE
I THE ADVERTISING FOR AT LEAST SOME AT LEAST SOME METWWORE (VPR FOR AT LEAST
THAT THEY SEE OR HEAR OMLIME ACTIVITIES OF THE TIME SOME OMLUME ACTIVITIES

7.7% 28.9% 48.7% 19.4%

YEAR-CIN-YEAR CHANGE YEAR-ON-YEAR CHANGE YEAR-CM-YEAR CHANGE YEAR-CN-YEAR CHANGE
-6,1% (-50 BPS) -9.1% (-290 BPS) +19.7% (+300 BPS) -4.0% (-80 BPS)

wWa
@ souRer Erﬂf I CO> Melvwater



MORE INFORMATION



D THOUSARNDS OF REPORTS EXPLORENG DRCATAL TREMDS IM EVERY COURTRY I THE WASRLD 1M OUR FEEE ORIINE FRRARY,

DATAREPORTAL.COM/LIBRARY



CLICK THE LINKS BELOW TO READ OUR FULL EUITE OF GLOBAL DIGITAL REPORTS
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we
are,
social

WE ARE A GLOBAL SOCIALLY-LED CREATIVE AGENCY, WITH
UNRIVALED SOCIAL MEDIA EXPERTISE

With over 1,100 peaple in 14 offices around the world, we deliver
& global perepective to our cliens ina time when social media is
shapng culture,

We make ideas worth talking about. We understand social
behaviours within online communities, cultures and subculisies,
spanning the sccial ard gaming landscape,

Wi wark with he world's higgest brands, including adidas,
Samsung. Motflix and Google, to reach the right people in a
strategic, relevant and elfective way.

We s Socinl is part of Plus Compary,

UENCER
KETING

MEDIA



Meet Meltwater

The global leading provider of
social and media intelligence

:- IOI_ Iu|1|| SEk

Leading global organizations use Meltwater's PR, marksting,
and social media solutions to better serve their customers.

Our social and medio intelligence solutions — brought to
you by 2,300 employess in B0 offices ocross six continants
— provide our 27000 corporate customers with the insights
tivey nead to moke batter, moro informad docisions.

CO> Meltwater

Media Intelligence

Mdonitor chgitol ond troditonal medio content oomes the world

Media Relations
Biid strorg relotiorahips with the besl media comocts for your brand

Social Listening & Analytics
Anolyrs whot the world i soying obout gowr brond, yeur indusiry,
and o compation

Social Media Managemeant
Tale cortral of yowr social medio pressros

Consumer Insights
Understond what drives your cusiomers

Influgncer Marketing

Stroamline and moasins jpour Influsncor marketing monogemant

Sales Intelligence

Evdva your soles prooess with doto

AP & Data Integration

Craate an enierpise-wide ahalytics plotlarm laflared 1o your business

e Learn more at meltwater.com.



i

MAKE SENSE OF DIGITAL TRENDS
Kopios halps the world understend whaot's really hoppening online.
In addiion o producing the Global Digital Reparts, we ok offer:

Ed

®

DIGITAL KEYMNOTE ADVISORY REPORTS COMSUMER
BRIEFINGS PRESENTATIONS SERVICES & CONTENT RESEARCH
A S T ) IR et .demu.n.wm L e ater e Ueryrfe] bebyiieniy o]
mhfwﬁmd .:.:::3:;““#:‘_ m.;] N E: wﬂ:‘:}r: hpuﬂ-m:.u\dtrtl'd
d.han:.rdrﬁnb&n-ww vy 0Fd e ilie ‘ﬂlmﬁedndr-wrur by braqphiy i wher pedfie b g et iy
il impnet fubore sdoeai pekes o 9 perios. ool b ot ool prsaens averywhern are doing pebee asionable ploss afd et
RN MORE = ATARFS BAOE] = LEARN WMOWT = LEAEH MORE = ATARFY REDIE] =
Learn more at 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

GWI. o



Statista — a universe of data

e 0 6 ©

—

Diversity of industries Quick help Global data from Reliable and efficient

and topics for all cases numMarous countries research basis

ratista bundies atistical data on oeer Wil S i, Lner £an ol Taatinta ollers indiphts and et on atrits hai Bper (e markes insder
(T 1epeds from dneer 110 indussiies fomprefermes feeraewt and fandudt ST (raim 150+ Sountries. priraderygg buldnedd daes fer 1 Iypars

Thie dala (o reen ceee 22500 arpeted ressanch - with rindmal e Blarists, comnpanes and camurers Cermgairdir, urneriiie, sk hooly and

fouriet wupenidilure Traaim 3l e e veir il Bighlighied. Ehe mapdla Diudd Sur igraie
& -

v

CLICK HERE TO DISCOVER OUR ACCOUNTS
F" AND FIND DATA FOR YOUR BUSINESS CO5MOS

statista %



GShA

Intelligence

Definitive data and analysis

3 Global .

Offices

Extensive
Datasetls

We provide dala om every mahile

operalorin undry
warldwide, with over 30 million
dala points, wpdated daily.

Topical and
Timely
Research

Annually, GSMA Infelligence
pubbishes gver 1080 reports and
eclusive amatyses, adding greater
ingaght inlo our dala and
supporfimg our custemers in
making sironger bissiness choices

for the mobile industry

800 2 40,000

organisations

Pinpoint
Accuracy

Dur forecasti ,::‘l1~' provide a

frve-year {and be inlo the
Future. enabling long-term imvestment
0. pdated quarterly. our
TP I.Jfl.’rlﬂh’l'l”)' accurale
1.3 reported data.

users worldwide

Industry
Trusted

We serve 3 wade array of indusiries in the
mobile ecosysiem and beyond, including
most of the world's mobsle operabors plus
majar vendors, requiaters, international
instftulions and vertical seclors ranging
froem automative to retail



loto ol unlocks insights at every
stage of the customer lifecycle

Superchorge or unearth winning acquisition
and ASD strotegées with fop class market
evaliation ool

Boost user ploytime or streoming by evaluating
and implementing morket leading engogemaent
features and insighls.

Gt he full plcture with in-app purchase and LHilize werld class usege meirics te drill inte
adwvertising revenue metrics that inform your short ond leng term returning vsers and learn
own monetination strotegies. how 1o avoid retention croshing pitfalls.




<) SEMRUSH

Semrush .Trends

Data. Insights. Impact.

miush Trends provides instant market overview
and Eumpell!ll.re digital insights for those who are
lzoking to grow their business.

It enables an in-depth view of market conditions
and trends for creating a growth-driven markating
strategy

L\

Accurate data for real-timea marke
and compalitive insights

All-encompassing Insights for any
wabsite, industry or market across
1890 countries & reglons

A single solution with 50+ tools
for your strategic vision



() SPEEDTEST ooiLA

Network intelligence to enable
modern connectivity

10+ thousand 16"' thousand 45+ billion

global hosts global testing servers tests to date

b
Visit ookla.com to learn more



Iocowise

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

Claim your free trial

Automate your reporting to save time and money

= & o &

Brancaiia Prasdictive Compatior Fully Social ACtionahle
HEROFTING Fmatrics Espncrmaridng dnjtomalpd SniRing L




&) similarweb

A b O ut u s I a nutshell, we have:
O+ 12 1000

Similarweb provides insights for any website,
app, industry and market.

0.

-

rs | Employess

We offer decision-makers the most reliable data,
delivering 360° visibility into the digital world. Our data encompasses:

Similarweb data and insights — from any website, n 1B 8 M
any industry — enable companies to find untapped * +

opportunities to grow their business Wohsiles Apps

190+ 210

Indugiries

& similarweb



mollie coinbase P PayPal
stripe worldpay Grao

Meet the digital infrastructure
behind every payment disruptor

We're PPRO. W provide the infrastructure that makes i possible for
business and banks to deploy and evolve thesr digital payment services.

PpPro

Digital paryrrarls infrastruchore




NOTES ON DATA VARIANCE, MISMATCHES, AND CURIOSITIES

MHate: mlmuumdmmh
nolns on data varionoe, miimoiche,
ond cundites, which you con reod in fell of

= datmreparal com frates-oo-ditm,

This repcr lnatures data from o wide varialy of
dillaranl source, inchuding markel misanch g

fooinoles of eoch relevont chort, but pleoss use coution
whan comparing data from diffesent reporis, becouse
dmbmm&mplnbnuﬁmﬁ

PR T ) l:l'ld o i """W""‘i!"'?
mﬂwmlmmﬂmnﬂ!

inbarmat ond wcicl media companien, governsant,
jpublic bodia, rrv madia, and privete indiiducly, o
wall oy exirapokeSions ond anahyiis of thot desa,

wh poasble, wo've pri d data sources
Bt providy brooder greg .." | g, i
onded io minimag potentiol i b derta
MHH@MMMMW
semrinat. Hemaver, whetn we bebove thar b

dwing which date heres baen collacied, Bure may be
rignificant differencer in the repored metrica lor imiler
dala paish thicughet this report. For encmpla, dota
fram werveys alten vation over ime, even if that dota
hezi boen collocted by the some orgoniiaiion wing tha
s epprooch in sach wave of their ewsarch.

I pateuke, repers of wernst user numbar vary

makivics preride o mose rabable rel vl upe such
wandolons nusbsen io ohicte Mo 0OCUTale TEpoTling.

avadoble for o kwited wlection of countries, 10 we
may mod ba able fo repor the soma dofa in ol repor.

From fme ko Kme, we may also change S sowcall)
et it Lt B bnfoem specific dobe poiee As o resolt,
some fgueres may appear o change in wespecied
wiys from ane repot to onother. Whenaver we're
aware of thase changes, we include detods in the

considenably Betwesn diferent iources ond aver ime.
I prard, this is becouss there ore sgnificont challenges
anrioted with collachng, orakaleg and publshag
imlenal visr dots on o eguler bas, nol beas becoms
resennch s pubbe shermat uve secasaotes the e ol
faceio-lnce wevers. Dillerent crgonivations may oo
adept dfiersm appeoachas to sompleg e populoion
few resmach indo inserned usa, and variofions in oo
sch as B oge range of the vervey populaiion, or the
balonce between urban ond rund respondenty, may
play an imporiont roke in delermining eveshiol findings
Edole fhat CONID-17 hos limised inlamal uses resaorch.

Prior ko our Digiol 2021 reporh, we induded dain
sourced from wociol medio ploftorms” well-wervice
odwariiing locl in ow calculations of inlemet user
numbien, bul we no longer include T data in oer
interrel waar Biguees, This in becouse #a vaer numben
o Golive ubed Goounk, oad Ey Rl repitent e
individualy, For axample, coe petion may maisicin
mhnnummtwmﬁmhm
social sedia ph Simidexly, some hy ey
raputanant on-huses -ﬁn#kﬂmw
enimaly; hiatical hgerey, buiineuse, couse, group,
end organiatoay ploces of isereil, sic.

A i raiedl, e Bgere wo rapan for social media wian
iy caceed inteenel viar fumbers Fovwees, whils this
MOy Sam counierinhsive of speiing, such imfances
cho ol mapredent arron in the dolo of in our eporsng.
Rarhay, theve dfierancet miy indaote delod in e
reporing of inleinal uses niskers, o they mey indoais
higher insances of indrducls manogng mulbple
social meda occounls, or non=homon’ ol meda
DECOURL

1Fyou hove ary questions oboast specific dato

pecaniy in thase report, oo i you'd be 1o offer your
oegosisabion’s data for conskdaration in lutees reporh,
pleaie amail our reporn mam: reponilepaos com.



DISCLAIMER AND IMPORTANT NOTES

This 1 has been com

L. [r‘al?:‘pim'l on bahalf npla:llhhiu Sacial
Lid, [*We Are Sociol®) for informational

pur, s only, and relies on doba from a
wida voriaty of sources, including but not
limited 1o public and peivate companies,
morkel resaarch firms, rmenl ogencies,
NGOk, ond private ndividuols.

While Kepios and Wea Are Social sirive o
ensure that all dota ond charts conbained in
this report are, as of the time of publishing,
accurals and up-lo-dale, neither Kepsos,
nor We Are Social, nor any of those
organisations’ pariners, suppliers, affiliales,
employees, or agoents shall be responsiblo
for any etrors or omisions conbained in this
report, or far the results obiained from s

All informaiion contained in this report
is provided “os is%, with no guarantes
isoaver of ils aceuracy, completaness,
coarectness or non-infringement of third-
Eu'h' rights and without warranty of any
nd, mapress o impled, including withou!

Kepéos Ple.

limitafion, warmanties of merchantability or
fitnass fer any particdor purpose.

This report condains data, lables, gures,
maps, Mlogs. onolyses and Ilc.hnle.tﬁ nedes
that relate bo various geogrophical terrilores
around the world, however reference to
thasa berritorias ond any associobed slamants
(inchuding nomes and fAogs) does not imply
the expression of any opinion whalsosver
on the part of Kepios, We Are Sociol or
any of the featured brands, nor any of thase
organisations’ partners, affiliotes, suppliers,
omployoss or ogents, concarning the legol
status. af ary eouniry, territory, city or area
or of ity outhorilies, or conceming the
delimilation of its fronkiers o boundaries.

This report is provided with the
understonding that it does net eonslitute
prafessional advice or services of any kind
and should therefore nat be subatiuted

far indepandan! investigations, thausght ar
judgment. Accordingly. neither Keplos, nor
We Are Social, nor any of the brands or
argmnisations fsatured or cited herein, noe

any of their pariners, offilioles, suppliers,
group companies, employees of sgenls
shall, 1o the fullest extent permitted by law,
be: linksle ho wou or anyone else for any
diract, indirect, punitive, incidensal, ;f-uc
consequentiol, exemplary or similor

damoge, ar loss or domage of any kind,
sufforad by you or onyone olse o o resull
of any use, action or decision token by you
of anyone else in any way conneched ko Hhis
ropart or tha information conlained harein,
or the result(s] thereof, even if advised of the
possibdity of such loss or domage.

This report may conlain references io
third parfies, however this noport does not
endorse any such third porBes or their
products or services, nod is this report
ondonsed by or ossocialed with such third
parties.

This report is subject fo change without
nokce, T ansure thal you hove the mest up-
fo-diate version of this repert, please visit our
reparts wabaile ot hitps.//dotareporiol com,/,
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