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DIGITAL 2022: THE RISE OF CONNECTED TECH CONTINUES

After the remarkable levels of growth
we saw last year, | fully expeded o

see less impressive figures in this year's
report. However, even after o decade of
producing these Global Digital Reports,
the data never ceases o surprise me.

Social media user numbers continue to
grow faster than they did pre-pandemic,
with the global total still increasing at

a rate of almost 132 new users every
second.

Double-digit annual growth has taken the
global social media user figure to 4.62
billion, and current trends indicate that it
will equal 60 percent of the world's total
population within the next few months.

COVID-19 confinues fo hamper research
into internet adoplion though, resuling in
reporting delays that have kept overall
growth in internet user figures down for
the second year in a row.

Despite these challenges, however, the
latest data reveal that the number of
people who don't use the internet has now

fallen below 3 billion, marking another
important milestone on our journey
towards equal digital access for all

Meanwhile, at 4.95 billion, we're also
tantalisingly close to reaching a global
total of 5 billion infernet users, and I'm
looking forward to celebrating that
particular milestone with you in one of
our upcoming Statshot reports.

As always, the data in this year's reports
goes wel beyond user numbers though,
and our latest collection offers some
especially interesting insights into the
world's evolving online behaviours.

For example, TikTok users spent an
average of 48 percent more time using
the plattorm’s mobile app over the past 12
months compared with the previous year,
while YouTube users now spend almost a
tull day each month waiching videos in
the plattorm’s app.

However, the cost of social media ad
impressions has jumped by more than
20 percent over the past 12 months, and

even though marketers are now spending
considerably more on social media ads
than they were this time a year ago,
they're actually seeing fewer overall
impressions for their investments.

The importance of the mobile economy is
increasingly evident in this year's numbers
too, with annual consumer spend on
mobile apps reaching U5$170 billion -
equal to 0.2 percent of total global GDP.

Meanwhile, the typical global ecommence
shopper now spends an average of

more than U5$1,000 per year on online
consumer goods purchases, while figures
for China reveal that online purchases

in this category are already worth the
equivalent of 10 percent of national GDP

The data also show that cryplocurrencies
have been gaining momentum, and mone
than 1 in 10 working-age internet users
now owns at least one form of “crypta”.
However, adoption rates rise significantly
in developing economies, while Turkey
has seen ownership of cryptocurrencies
almost double over the past 12 months.

This summary barely scratches the surface
of this year's findings though, so prepare
yourself for a full-on feast of facts and
figures as you dig into the report.

You'll also find analysis and commentary
from a selection of our partners in this
year's report, delivering valuable insight
and perspective from some of the world's
iop digital experts.

And just in case you need any help
translating all of this data into aclion,
please feel free fo get in touch with me;
you'll ind my contact details at the end
of this report.

But with that, I'd like to wish you the
very best of luck for your digital journey
in 2022, Here's to another year of
impressive digital milestones!

Simon Kemp
CEQ, Kepios
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DIGITAL 2022

LOCAL COUNTRY HEADLIMES REPORT
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CLICK HERE TO READ OUR DIGITAL 2022
LOCAL COUNTRY HEADLINES REPORT, WITH
ESSENTIAL STATS FOR DIGITAL ADOPTION
IN EVERY COUNTRY AROUND THE WORLD
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GLOBAL OVERVIEW REPORT
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FOR ADDITIONAL CONTEXT INTO HOW
DIGITAL BEHAVIOURS HAVE EVOLVED THIS
YEAR, CLICK HERE TO READ LAST YEAR'S
DIGITAL 2021 GLOBAL OVERVIEW REPORT



FIND THOUSANDS OF REPORTS EXPLORING DIGITAL TRENDS IN EVERY COUNTRY IN THE WORLD IN OUR FREE OMNLINE LIBRARY:

DATAREPORTAL.COM/LIBRARY



IMPORTANT NOTES ON COMPARING DATA

The findings published in this report use the latest data available at the fime of production. This may include revised figures
for historical data paints that were not available when we published previous reports in the Global Digital Reports series.
From time to fime, we may also change the data sources that we use fo inform specific data points, and we may also change
how we calculate certain values. Similarly, our data partners may change the ways in which they source, calculate, or report
the data that they share with us. As a result, findings published in this report may not correlate with findings published
in our previous reports, especially where such findings represent change over time (e.g. annual growth). Where we report
figures for change over time, such figures will use the latest available data, so we recommend using the values published
in this report, rather than trying fo recalculate such values using data from previous reports. Wherever we're aware of the
potential for historical mismatches, we've included a note on comparability in the footnotes of each relevant slide. Please
read these advisories carefully fo understand how data sources or calculations have changed since previous reports, and
beware of making any comparisons with historical data. In addition to changes in data sources and calculatfions, please
note that social media user numbers may not represent unique individuals. This is because some people may manage
multiple social media accounts, and because some social media accounts may represent ‘non-human’ entifies (e.g. businesses,
animals, bands, etc.). As a result, the figures we publish for social media users may exceed the figures we publish for total
population or for infernet users. This may seem counfer-intuitive, but such differences do not represent mistakes. For more
information, please read our notes on data variance, mismatches, and curiosities: hiips://datareportal.com/notes-on-data.
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ESSENTIAL DIGITAL HEADLINES s

OVERVIEW OF THE ADOPTION AND USE OF CONMNECTED DEVICES AND SERVICES

GLOBAL CYERYIEW

TOTAL UNIQUE MOBILE INTERNET ACTIVE 5OCIAL
POPULATION PHOME USERS USERS MEDIA USERS

Al S5.31 4.95 4.62

BILLION BILLION BILLION BILLION

URBANISATION vs. POPULATION vs. POPULATION vs. POPULATION

57.0% 67.1% 62.5% 58.4%
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IT\XH DIGITAL GROWTH A

2022 CHAMNGE |M THE USE OF CONMMNECTED DEVICES AND SERVICES OVER TIME
GLOBAL OVERVIEW

TOTAL UNIQUE MOBILE INTERNET ACTIVE 5OCIAL
POPULATION PHOME USERS USERS MEDIA USERS

+1.0% +1.8% +4.0% +10.1%

YEAR-OM-YEAR CHANGE YEAR-OMN-YEAR CHANGE YEAR-OM-YEAR CHAMNGE YEAR-OM-YEAR CHANGE

+80 MILLION +95 MILLION +192 MILLION +424 MILLION
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PARTMER COMTENT
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DIGITAL
INEQUALITY

In the wake of more than a year
in and out of lockdowns, the
way we function in everyday life
has undergone monumental
change, driving an evolution of
our relationship with digital. But
more than simply leading us to

spend more of our lives online -
both forwork and for keisure -
it's highlighted the impact of
digital inequality. More than a
simple lack of devices, it's
indicative of globalwealth
inegua lity, and of the systemic
izsues that will be exacerbated

a5 we move into an ever more
digitised workd.

In 2022, brand s shouwld loeok 1o
alleviato the digital divide
where if makes sense for
them to do 50

DECENTRALISED
DREAMS

The term Web3 has trickled into
public discourse during 2021.
Mere of an idea than a tangible
platform, Web3 iz a vision of the
future of the Intemet in which
people operate ona
decentralized internet, mther
than depending on tech giants
like Google or Facebook. This
discussion of a next generation
for digital speaks to the ongoing
fatigue with tech monopolies
and the negative impact that
they're said to have on
individuals and societies alike.

In 2022, brande should keep an
eye oul for Web3 brands
leoking o disrupt industries
agcross the board

VIRTUAL
WORLDS

The metaverse iz here = kind of.

While B7% of social media
users globally may not fully
understand what it is, with tech
giants from Facebook to
Fortnite vying to stake their
claim, there’s no doubt that
people will soon be getting
familiarwith it. In this next
phase of the intemet, social and
digital interactions will be
possible ina network of
open-digital words that well
navigate with avatars.

In 2022, brands will need to
identify how the ir goods and
services show up to these
virtual worlds
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Hootsuite’s Perspective

PARTMER COMTENT

Digital Trends

Three ways to embrace change and gain an edge on social mediain 2022

¢ ¢ Stretch the

¢ ¢ social experience

There's more to social commerce than

having a "buy now” button in your posts.

Social media has become a top channel
for online brand research, second only
to search engines, and is widely used for
every stage of the purchase journey.
That's why businesses are reimagining
what their commerce experience looks
like. To win in 2022, you must create a
thoughtful path that leads to and extends

far beyond the point of purchase on social.

¢ & Share
l l the care

Once upon a time, businesses could afford
to dabble in social customer service. But
since the pandemic, most have relied on a
more robust customer care strategy to find
their happily ever after. In 2022, brands will
continue to meet customers where they
are by making social a core channel for
customer care, and social marketers—who
understand this channel intuitively and
know the customers deeply—should be
brought on board to help.

‘* Get acquainted
¢ . withGenZ

Gen Z is cumrently the largest demographic
group globally. They spend an average of

3 hours on social media per day, and social
is their go-to channel for everything from
entertainment and news, to shopping

and messaging. These digital natives are
driving where social is headed next. And
even if Gen Z isn't your target audience,
understanding their influence on the digital
and social universe will help give your
brand a competitive advantage in 2022
(and beyond).

:
2
—
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POPULATION ESSENTIALS



TOTAL
POPULATICNM

7.91

BILLION

URBAMN
POPULATION

POPULATION ESSENTIALS

DEMOGRAPHICS AND OTHER KEY INDICATORS

FEMALE
POPULATICM

49.6%

POPULATIOM DEMSITY
[PECPLE PER KM?)

60.8

POPULATICM

50.4%

OVERALL UTERACY
(ADULTS AGED 15+

YEAR-ON-YEAR CHANGE

IM TOTAL POPULATION

+1.0%

FEMALE UTERACY

(ADULTS AGED 15+

83.3%

AL

MEDIAMN AGE OF
THE POPULATION

31.4

MALE UTERACY
(ADULTS AGED 15+

90.1%

re. . | Hootsuite



vl N wuaoin
roz I AN
g1z I vrvHo
87 I a3
rer I 53NId4IIHd
'z N voidY HANOS
sz I wan
67 I oopaw
zoc I Co00NOW
ot I wsanoan
yor I s
ric I IsAYTYW
vic I < /q7H0M
07e N vhiNEowy
r7c N w100
v I s
ris I wave anvs
c7c I cavn
gt I Wy
cve I vzvee
g N vrvaisny
o I anyTvaz Man
gyor e vsn
0'6¢ e g
s R
Tor I wissnd
For B W
soy T anviveL
iy N nagams
ciy I vavNyo
c7r I wiots
c7r I vviag
s7r I anod
7y I TN
rer DN FHOdvaNIs
vey I aNYTHIZLIMS
coy I nAYL
vy I sonYTEEHLAN
gey I Aoy
per e sy 3
gvr I V34O HINOS i
vsy N N O ONOH :
vsr I Nivas :
&5y T AN w0 g
ror I 30330 2
e T ————— m
oty I Ay
ror e e °

; & Hootsuite

we
are,
socia

5 BUEEALL LOCAR CIOWERMA BMT AL TH DETRES

5
g
=
:
5
2
Z
2
¥
z
g
5
2
B
=L
L
Q
=
o
2
:
Z
=
g
:
g
=
5
=15
s
=
:
2

p 4
O
f—
S
=
Q.
O
Q.
L3
L
f—
Hollew
O
O
=l
<
<
o
b
>




'

GlLOBAL CYERVIEW
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ANY KIND OF
MOBILE PHOME

96.6%

YEAR-ON-YEAR CHANGE
-0.5% (-50 BPS)

GAMES
COMNSOLE

20.3%

YEAR-ON-YEAR CHANGE
-5.1% (-110 BPS)

SOURCE: CW1 133 2021 | FKGURES REPRESE!
AGE CH AN GE VALLIS RERECT &

T THEF

HLATVE OF

MOBGE OF A RRCAD GO8

DEVICE OWNERSHIP

PERCENTAGE OF IMTERMET USERS AGED 146 TO 44 WHOC OWN EACH KIND OF DEMICE

SMART
PHOME

96.2%

YEAR-ON-YEAR CHANGE
-0.4% (-40 BPS)

SMART WATCH OR
SMART WRISTBARMD

27.4%

YEAR-ON-YEAR CHANGE
+17.6% (+410 BPS)

{ARGE "HIPS " VALLIES SHOA

AL SURNEY OF BNTERN ETUSERS AGED
V¥ THE CHANGE M BAS

FEATURE
PHOME

8.8%

YEAR-ON-YEAR CHANGE
-2.2% (-20 BPS)

TV STREAMING
DEVICE

15.5%

YEAR-ON-YEAR CHANGE
+7.6% (+110 BPS)
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LAPTOP OR
DESKTOP COMPUTER

63.1%

YEAR-ON-YEAR CHANGE
-2.0% (-130 BPS)

SMART HOME
DEVICE

14.1%

YEAR-ON-YEAR CHANGE
+14.6% (+180 BPS)

ETARS

b

FlLOEAL CYERYIEW

TABLET
DEVICE

34.8%

YEAR-ON-YEAR CHANGE
+1.5% (+50 BPS)

VIETUAL REALTY
DEVICE

4.8%

YEAR-ON-YEAR CHANGE
+9.1% (+40 BPS)
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DAILY TIME SPENT WITH MEDIA A A

AVERAGE AMOUNT OF TIME EACH DAY THAT INTERMET USERS AGED 146 TO &4 SPEND WITH DIFFERENT KINM DS OF MEDIA AND DEVICES

GLOBAL CVERVIEW
TIME SPEMNT USING TIME SPENT WATCHING TELEVISION TIME SPEMNT USING TIME SPEMNT READIMG PRESS MEDIA
THE INTERMET (BROADCAST AND STREAMING) SOCIAL MEDIA (OMUME AMD PHYSICAL PRINT)

6H 58M 3H 20M 2H 27M 2H OOM

YEAR-OM-YEAR CHANGE YEAR-OMN-YEAR CHANGE YEAR-ON-YEAR CHANGE YEAR-OM-YEAR CHANGE
+1.0% (+4M) -2.0% (-4M) +1.4% (+2M) -1.6% (-1M)

TIME SPENT LISTEMING TO TIME SPEMT LISTENING TIME SPENT LISTENING TIME SPENT USING

MUSIC STREAMIMNG SERVICES TO BROADCAST RADIO TO PODCASTS AGAMES CONSOLE

1H33M 1HOIM OH S5M 1H 12M

YEAR-OM-YEAR CHAMGE Y EAR-OMN-YEAR CHAMGE YEAR-OMN-YEAR CHAMGE YEAR-OM-YEAR CHAMGE
+2.2% (+2M) [UNCHANGED] +1.9% (+1M) +1.4% (+1M)
SOUMCE: i £33 2021 | FRGURES REPRESENTT | OGS OF x“-:;-x:- FLOBAL SURVEY OF INTERMET LISERS AGED 141 ;--1 SEE GWLODM F DETALS. NOTER CONSUMPTION OF DIFFEFENT MEDIA
MAAY CHOCUR COMOLUERERTIY, TREVISAC | MCIIDES BOVH LINEAR BROADCH 'ﬂl:.'..-‘-.L-\.Ei'E.E'-.-'Z-'_:~|-x 1D O TENT D ELVERED Vo STREAGMING AN VEDEC-Cb-DEMAND SERVICES. PRESS ~|'__|:.'::'= l ‘ HﬂﬂtS“lt‘E'
BTH OMUNE AND FHYSICALPRINT MEDUA BROADCAST RATHO :x. ES r' JCLLIDE BTERNET AT Eﬂ Iﬂ
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OVERVIEW OF INTERNET USE '*r;;%g%:

ESSEMNTIAL INDICATORS OF INTERMNET ADOPTION AND USE
GLOBAL OVERVIEW

TOTAL INTERNET USERS AS YEAR-ON-YEAR CHANGE AVERAGE DAILY TIME SPENT PERCENTAGE OF USERS
INTERMNET A PERCENTAGE OF IN THE NUMBER OF USING THE INTERMET BY ACCESSING THE INTERMNET
USERS TOTAL POPULATION INTERNET USERS EACH INTERNET USER VIA MOBILE PHONES

495 62.5% +4.0% O6HS8M 92.1%

BILLION +192 MILLION +1.0% (+4M)

PRESEN T AC TLAL TREM DS SEE WOFES O DATA FOR MORE DETALS. COMPARABIITYS SOURCE A MD BASE CHARMGES

SOURGCES: KEPICS AMATYSHS, L GS WA BN TELDGENCE EURDSTAT, GWY, O WORD FACTBOOK, CHNKC; APIR LOCAL GOVERMMENT AUTHORITES; UNITED MATIONS. TIME SPENT AND MOBLE SHASE DATA we t . t
\ GWI {3 £y SURVEY OF INTERMET USERS AGED 1470 &4, SEE GWILOOM FOR MOSE DETALS. ADVISORY: DUE T0 COVID-19-RELATED DELAY S I RESEARCH AND REPORTNG are H !
RGURES FOR INTERMET US M5 REPRESENT AC : L LR - social ootsuite




INTERNET USERS OVER TIME

MUMBER OF INTERMET USERS (IN MILLIONS) AND YEAR-OMN-YEAR CHANGE

L OB AL CYERYIEW

4,758

2916
2 43 2,692
“” ' ' '
' +10.9% +6.6% +4.9% +4.0%

JA H JAN .IAH JAN JAH JAN JA N
E'D'I 2 2013 2014 Zﬂ'l 5 2016 2017 2D'I 8 2019 2020 .‘ZD!'I 2022

SOLRCEY: KEFE0S A DSRS TP G5 kA I TEUGENCE, EUROSTATR, GWh CLA WDHERD FAC TROOHG, O3 S, APIE LOOA GOVERRM ENT ALTH AD‘ﬂs-ﬂllt‘:' AR - RRE -"f.'."f- 1%
EESEAR CH AND REPORTING, FAGURES FOR INTERNET LISER GROW TH AFTER 2020 MAY UNDER RERESENT ACTUAL TRENDS  SEE NOTES O LITYs 50URCE AND BASE .
ESEAL 1 AND RORTING, G TOF NS NET S GEOW B ATES 2020 W NDEREERESENT ACT NOTES OND.RAS - conpann ' r ® Hootsuite

ks RS L N RCRTELA I Y | PGl LB LISH B0 i PREEVICHS BERDETS su:l

4212 4418

3,930

3,282




INTERNET ADOPTION

INTERMNET USERS AS A PERCENTAGE OF TOTAL POPULATION

CARIBBEAM

O ETTICES
"a © COMPARABILITY 575

°

MNORTHERMN
EURCPE

EASTERM

08% EURCPE

66%

1%

MDDl WESTERN

ASIA
AFRICA E'DLITHERM

%% Frete

GONVERMWENT ALTHOETIS; UMITED MATRINS. ROTE REGH0N S BASED Of THE

Gl OEAL CYERYIEW

SOUTH-EASTERM

OCEANIA
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INTERNET ADOPTION RANKING

COUNTRIES AMD TERRITORIES WITH THE HIGHEST AMD LOWEST LEVELS OF INTERNET ADCPTION

GLOBAL CYERVIEW

HIGHEST LEVELS OF INTERNET ADOPTIOMN LOWEST LEVELS OF INTERMET ADOPTION

# HIGHEST ADOPTION % OF POP. N2 OF USERS # LOWEST ADOPTION % OFPOP. N2OFUSERS
01= BAHRAIN 99.0% 1,748,389 232 NORTHKOREA <0.1% [BLOCKED]
01= KUWAIT 99.0% 4310821 231 CENTRAL AFRICAN REPUBLIC 71% 355,057
01= DENMARK 99.0% 5765876 230 ERITREA 8.0% 290,533
01= ICELAND 99.0% 340,935 229 COMOROS 8.5% 76,141
01= IRELAND 99.0% 4,951,504 228 SOUTH SUDAN 10.9% 1,251,667
01= WXEMBOURG 99.0% 632,194 227 SOMALIA 13.7% 2,266,393
01= NORWAY 99.0% 5,433,568 226 MNIGER 14.5% 3,721,749
01= UNITED ARAB EMIRATES 29.0% 9,935,967 225 KIRIBATI 14.6% 17,848
01= LECHTENSTEIMN 99.0% 37938 224 BURUNDI 14.6% 1,816,078
01= QATAR 99.0% 2,925,565 223 DEM.REP. OF THE CONGO 17.6% 16,504,983

SOLURCRS: KEFDS A IVSIS FUL G5 M, B TEINGEN O TURDSTAT &Wh O VWADELD FAC TROOE O B AFIE; LO0AL GOVERREA BNT AUTHCHRITEES ; USITED MATIONL NOTER ALLES HAVE BiEDSN CAFPED WE' -
AT #9% OF THE FOTALPOPULATION, THE INTERNET |AT LEAST AS THEREST OF THE WORID XN OWS [T REMAING BUOCKED FOR EVERYDAY CITIZENS IN N ORTH KOSEA. COMPARABILIT Y S OURCE AND BASE are, HnntSUIt'E'
i social



UNCONNECTED POPULATIONS AL

COUNTRIES AMD TERRITORIES WITH THE LARGEST UNMCONMECTED POPULATIONS AND THE LOWEST LEVELS OF INTERMNET ADCPTION

L OB AL CYERYIEW

ABSOLUTE: LARGEST UNCOMMECTED POPULATIO NS RELATIVE: LOWEST LEVELS OF INTERNET ADCPTION

# LOCATION g R # LOCATION e FLINE.  UNCONNECTED
01  INDIA 742,003,000 53.0% 232 NORTHKOREA >0 9% 25,938,000
02 CHINA 421,432,000 29.1% 231 CENTRAL AFRICAN REPUBLIC ?2.9% 4,613,000
03 PAKISTAN 144,434,000 63.5% 230 ERITREA @2.0% 3,341,000
04 BANGLADESH 114,511,000 68.5% 229 COMOROS 21.5% 822,000
05 NIGERIA 104,888,000 49.0% 228 SOUTH SUDAN 89.1% 10,248,000
06 ETHIOPIA 89,502,000 75.0% 227 SOMALIA 86.3% 14,333,000
07 DEM. REP. OF THE CONGO /7,293,000 82.4% 226 NIGER 85.5% 21,881,000
08 INDONESIA 73,047,000 26.3% 225 KIRIBATI 85.4% 105,000
02 BRAZIL 49 375,000 23.0% 224 BURUNDI 85.4% 10,623,000

10 TANZANIA 46,794,000 75.0% 223 DEM.REP. OF THE CONGO 82.4% 77,293,000

e S L L D R T CATHOUS AN, TE OVERE HE RS 0 i ;{%iul Hootsuite:




DAILY TIME SPENT USING THE INTERNET

AVERAGE AMOUNT OF TIME [IN HOURS AND MINUTES) THAT INTERMET USERS AGED 14 1O &4 SPEND USING THE INTERNET EACH DAY OMN ANY DEVICE

6H 58M
6H 46M 6H 48M 6 38M i
6H 29M
| i ' l l l l I
+3 Eu l +4 4':' +4 DU
2013 2014 201 5 2016 :m:r 201 n 2019 :u:n 202

SOURCE: SW1 437 2031 | FRGURES REPRESENT THEFINDING 5 OF A BROAD GLORAL SURVEY OF INTERN ETUSERS AGED 14 TO A4. SEE GWLOOM FOR FULL DETALS 2
e are u:l ® Hootsuite
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08:18

I 07:51
FEMALE MAILE

16 -24
YEARS OLD

o SOLNRCE: 51 ] X | PG RES REFRESER

DAILY TIME SPENT USING THE INTERNET

AVERAGE AMOUNT OF TIME [IN HOURS AND MINUTES) THAT IMTERMET USERS SPEND USING THE INTERMET EACH DAY OMN ANY DEVICE

Gl OB AL CYERVIEW

07:16  p7-1

FEMALE MALE

0635  06:41

FEMAIE MAILE

06:03  p5:59

II 0513 0512
FEMALE MALE FEMALE MALE

35 — 44 4554 5564
?EAEEGLD YEARS OLD YEARS O LDy YEARS OLD
we 2
T THEFRRD NG § OF A BREOAD GLOBAL SURVEY OF INTERM ET USERS AGED 14 T 4. SEE GWLODM FOR FLIL DETARS are, @ Hnntstute*
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MAIN REASONS FOR USING THE INTERNET o

PRIMARY REASONS WHY IMTERMET USERS AGED 16 TO &4 USETHE INTERMNET b 4 ‘:? #4

L OB AL CYERYIEW

FINDIMG | NMFORMATIOM 61.0%

STAYING IN TOUCH WITH FRIENDS AND FAMILY

KEEPIMNG UP-TO-DATE WITH MEWS AMD EVENTS 53.1%
WATCHING VIDEOS, TV SHOWS, AND MOVIES 51.5%
RESEARCHING HOW TO DO THINGS 51.3%

FINDING NEW IDEAS OR INSPIRATION 47.5%
ACCESSING AMD LISTEMING TO MUSIC 45.8%

RESEARCHING PRODUCTS AND BRAMDS 45.8%

FILLING UP SPARE TIME AND GEMERAL BROWSING 42.7%

EDUCATION AMD STUDY-RELATED PURPOSES 47.3%

RESEARCHING PLACES, VACATIOMNS, ANDTRAVEL I7.6%

RESEARCHIMG HEALTH ISSUES AMD HEALTHCARE PRODUCTS 35.8%

MAMAGING FINAMNCES AMD SAVINGS 3.6%

N
BUSIMESS-RELATED RESEARCH 30.8%

MEETING MNEW PEOPLE J0.5%

ORGAMISING DAY-TO-DAY LIFE %
SHARING OPINIOMNS 0.1%

BUSIMESS-RELATED NETWORKING 11.4%

we .
SOURCE: CW1 |00 2021 | FHGLIRES REPRESENT THEFINDENG S OF A BEOAD GLOBAL SURVEY OF INTERNETLISERS AGED 14 TO A4 SEE GWLOOM FOR FUILL DETALS are, w Hnnts‘_"teﬁ
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MOBILE
PHONE [ANY)

92.1%

YEAR-ON-YEAR CHANGE
-0.5% (-50 BPS)

OWN LAPTOP
OFR DESKTOP

64.5%

YEAR-ON-YEAR CHANGE
-1.2% (-80 BPS)

A e e A e e e S s e L R A 5
SOURCE: &l 133 2021 | FEFURES BEPRESE ST THEFIMDING S OF A BROWD SCE AL SLIRVEY OF E 5
LISERS WIHO ACCESS WA & SWARTRHOME OF AR ATUEE FHOME "LAFTOP Of DESITEOR |4 1I' HIDES L
Lt R LS e e T A L R e i
ORI TAGE (OH AN GE VALUES REFIECT RELATIVE CHAMGE T8RS WY TH 1yl

LAPTOP OR
DESKTOP [ANY)

71.2%

YEAR-ON-YEAR CHANGE
+0.7% (+50 BPS)

WORK LAPTOP
QR DESKTQP

29.4%

YEAR-ON-YEAR CHANGE
+4.3% (+120 BPS)

~E k3

SMART
PHOME

90.7%

YEAR-ON-YEAR CHANGE
-0.9% (-80 BPS)

COMNMECTED
TELEVISION

30.4%

YEAR-ON-YEAR CHANGE
+10.5% (+290 BPS)

SERS AGED 14 T 84, SEE GWLCOM FOR FLLL DETA
15 WHCH ACCES S VA THER OWH COMPUTER OR A OX
NTS, AMD REFLECT ABSH TE CHANGE

DEVICES USED TO ACCESS THE INTERNET

PERCENTAGE OF IMTERMET USERS AGED 14 TO 64 WHO USE EACH KIND OF DEVICE TO ACCESS THE INTERNET

FEATURE
PHOME

5.0%

YEAR-ON-YEAR CHANGE
+42 9% (+150 BPS)

SMART HOME
DEVICE

13.8%

YEAR-ON-YEAR CHANGE
[NEW DATA POINT]

L5 HOTESR “WOHELE FHOMELAR Y] BMCRIDES

IMPLITER PROVIDED BY THER EMPLOYER

wa
su-:lul

b

GlLOEAL CYERYIEW

TABLET
DEVICE

28.2%

YEAR-ON-YEAR CHANGE
+2.9% (+80 BPS)

GAMES
COMSOLE

12.6%

YEAR-ON-YEAR CHANGE
+12.5% (+140 BPS)

® Hootsuite'
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AVERAGE AMOUNT OF TIME PER DAY THAT INTERMNET LISERS AGED 16 TO &4 SPEND USING THE INTERNET OMN MO BILE PHOMES
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AVERAGE AMOUNT OF TIME PER DAY THAT INTERMET USERS AGED 16 TO &4 SPEND USING THE INTERNET OM LAPTCPS, DESKTOPS, OR TABLETS
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MOBILE’S SHARE OF DAILY INTERNET TIME

DAILY TIME THAT INTERMET USERS AGED 14 TO &4 SPEND USING THE INTERNET ON MOBILE PHOMNES AS A PERCENTAGE OF TOTAL DAILY INTERMET TIME

Gl OB AL CYERYIEW

59 8% 535%
494% 50.8%
45.6%
3779 39.1%
33.1%
27.3%

' +'|3 ‘- ' ' +2 9 l l I

ED'IE 2014 201 5 ED'I& 201 ? 201 8 ED'I‘? 2 D!’D 2«021

SOLREDE: G\ 40T 2021 | FRGUEES REPREESENT THEFRIDESS OF A EROAD GLTE AL SURNEY CF BJTERS ET USRS AGED 16 TOdad. SFF SWILCDA FOR AL DETARS
e NOTE VALLES B THE WHITE ORCLES B xl I'I'~- .-"'-EI-.'.-'-.: TLYEAS CHARMGE MOT ABSALUTE THARMGE iR 1 ‘ HnntSI-"t'E,|
su lul




INTERNET CONNECTION SPEEDS AL 4

AVERAGE SPEEDS AND LATENCY FOR MOBILE AND FIXED INTERMET COMMECTIOMS

FLOBAL CYERYIEW
AVERAGE SPEED OF YEAR-OMN-YEAR CHANGE IN AVERAGE SPEED OF YEAR-OMN-YEAR CHANGE IN
MOBILE INTERNET AVERAGE SPEED OF MOEILE FIXED INTERNET AVERAGE SPEED OF FIXED
CONNECTIONS INTERMET COMMNECTIONS CONNECTIONS INTERMET CONMNECTIONS

DOWNLOAD DOWNLOAD DOWNLOAD DOWNLOAD DOWNLOAD DOWMNLOAD DOWNLOAD DOWNLOAD
MEDIAN [MBPS) MEAM [MBPS) MEDIAN MEAN - MEDIAN [MBPS) MEAN [MBPS) MEDIAM MEAMN
29.06 69.92 +32.2% +53.0% 58.00 120.33 +40.0% +31.4%
UAOAD UPLOAD UPOAD UPLOAD UROAD UPLOAD UROAD UPLOAD
MEDIAN [MBPS) MEAM [MEBPS) MEDIAN MEAN MEDIAN (MBPS) MEAN [MBPS) MEDIAN MEAMN
8.53 14.01 +10.2% +11.2% 24.27 YA +107.8% +36.7%
LATENCY LATENCY LATENCY LATENCY : LATENCY LATENCY LATENCY LATENCY
MEDLAN [M5) MEAM [M5) MEDIAN MEAN ! MEDIAM [M5) MEAM [MS] MEDIAM MEAMN
29 36 0% 0% 10 18 -16.7% -14.3%

SOURCE DO MOTH FREUR ES BEFRESEH T DOWRLCAD Al D UPECAD SPEEDS B MEGASITS FER SECOMD, AR D COMNMECTON LATERICY B MELISECDMD S B B OVEMEER 2021 TR A MEGATTVEVALLE FOR - .
YEA BOB YEAR OH AR GE I LATEM O R ERES EMFS AR A FROWVEMWENT BECAUSE DOWER LATEMCY SHOAULD FESLETIN FASTER COH TENT DEVERY ure' HnntSl.“t‘E
social
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MEDIAN DOWNLOAD SPEEDS FOR MOBILE INTERNET CONMNECTIONS [IN MBPS)
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MOBILE INTERNET CONNECTION SPEEDS

COUNTRIES AND TERRITORIES WITH THE FASTEST AND SLOWEST MEDIAM INTERNET DOWNLOAD SPEEDS VIA MOBILE CONMECTIONS
GLOBAL CVERVIEW

FASTEST MEDIAN MOBILE INTERMNET COMMECTION SPEEDS SLOWEST MEDIAN MOBILE INTERMNET CONMNECTION SPEEDS
LOCATION U DL AYOY i UL # LOCATION U DL AYOY UL LATENCY
01  UNITED ARAB EMIRATES 136.42 +27. % 24.84 19 138 AFGHAMISTAM 2.24 +32.3% 1.84 33
02 NORWAY 116.66 +82.8% 16.21 28 137 PALESTIME 5.68 -5.0% 220 31
03 S0UTH KOREA 104.98 +22.7% 1524 X 136 VEMEZUELA a.76 +5.9% 3.17 37
04 QATAR 2790 +7 % 2043 20 135 TAJKISTAN F.5F +21.5% 4.07 25
05 CHIMNA ?6.84 19 9% 24.13 24 134 GHAMA 8.09 5.0% 6.86 31
06 METHERLAMDS 2493 +14.6% 1396 24 133 SUDAM 874 47 4% 6.83 26
07 SAUDI ARABLA 21.06 +48.5% 18.03 29 132 COTE D'IVOIRE Q37 +12.5% &.07 264
08 CYPRUS BB.87  +1264% 1703 16 131 BELARUS 10.33 +15.8% 4.83 29
0% BULGARIA B4.59 +26.1% 15.61 21 130 BAMGLADESH 10.42 +44.1% 7.85 27
10 KUWAIT B83.604 +112.4% 2300 19 127 HAITI 10.66 -4.1% .38 22

A MOTES: FiGUKES SEFZS EMT MEDWAN VALLES FOR MOVEMBER 2021, DATA ARE NOT AVALATLE FOR ALLLOCATICIS. 1) DI CORLIMM SHOWS DOWMLOAD STEEDS | N MEGABITS 12 t t
I SHE E AR O YEAS ..'I.-"."I.'-E | DOWHLOAD SPEEDIS. *{HUIE COLLMN SHONWS LIRIOAD SPEEDS [N MEGABITS FER SECONDL LATENCY VAILIES ABE BN MILSECONDS H
COMPARABIUTY: £S5 FEATURED MEAN VALLIES {MOT MEDIAN VARIES] S0 WALLIES SHOWN HESE ARENCT COMPARABLE WITH FREVOLUS SEPORTS Eﬂ Iﬂl ‘ ootsuite
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FIXED INTERNET CONNECTION SPEEDS

COUNTRIES AMD TERRITORIES WITH THE FASTEST AMD SLOWEST MEDIAMN INTERNET DOWMNLOAD SPEEDS VIA FIXED COMMECTIONS
GLOBAL CVERVIEW

FASTEST MEDIAN FIXED IMTERMET COMMNECTIOMN SPEEDS SLOWEST MEDIAM FIXED INTERNET CONMECTION SPEEDS
LOCATION U DL AYOY UL LATEMNCY # LOCATION U DL AYOY fP UL LATENCY
a1 SINGAPORE 184.65 +15.2% 156.40 4 181 AFGHAMISTAM 1.67 -20.1% 1.84 24
02 CHILE 173.0%9 +04. 8% B87.48 6 180 CUBA 1.90 +24.2% 0.84 115
03 THAILAMD 15137 +d6.6% 135.5% 3 177 TUREMEMISTAM 1.98 +44 5% Q.79 26
04 HONG KONG 158.19 +31.3% 2485 3 178 YEMEM 276 +50.8% 0.64 a6
05 DENMMARK 152.31 +36.6% 2371 ] 177 SYRIA 2.90 +20.3% 250 25
06 CHIMNA 1464.62 +55.6% 661 e 176 ETHIOPIA 3.31 +212% 1.74 32
07 MOMNACO 141.63 +44 % 104 .79 7 175 MIGER 3.38 +33.6% .67 28
08 UMNITED STATES OF AMERICA, 134.10 +32.2% 19.45 14 174 5SUDAM 3.59 +5.8% 218 33
0% 3PAIN 13 1.46 +37.3% 101.31 13 173 GUINEA 3592 -31.7% 4.67 87
10 ROMAMIA 124.36 +37 4% 2429 3 172 ESWATIMI 4.40 +H.9% 3.31 a7

PG LS REFRES BT .l'.-' EOR ALUES RO OATMEEE 202 . DAL ARE MNOT AVGLABLE FOK - CATECR S ") :'. SCHILWARE S HOYY S DOASYRLO D SPEEDS | MEGARITS E
| s TS PR SECOM

3% VE AR VEAR CHAMGE B DOAWMLOAD SPEETIE *CHUT COLUMS S ROAWS LIILCWAD SPEEDS 18 JE O, LATERCY VARIES ARE B MILSEOONDS ‘ Hnnt;l"t.E’

FORTS FEATUIEE hl'l:l'l.}'-l ALLIES| MOT WEDLAR WA BIES] 50 VALLIES SHONA HIERE AR ‘\ICIT CGM'E-'I.*.I‘.-EIE . EE :-'.-..I..'- :-.:."‘-'_Z' Ta sﬂ:l




SHARE OF WEB TRAFFIC BY DEVICE o

PERCEMNTAGE OF TOTAL WEB PAGES SERVED TO WEB BROWSERS RUNMING OMN EACH KIND OF DEVICE ?

MOBILE LAPTOP AND TABLET OTHER
PHOMES DESKTOP COMPUTERS DEVICES DEVICES

53.96% 43.53% 2.47% 0.03%

YEAR-ON-YEAR CHANGE YEAR-ON-YEAR CHANGE YEAR-ON-YEAR CHANGE YEAR-ON-YEAR CHANGE
+2.0% -1.5% -12.4% -50.0%
+104 BPS -66 BPS -35 BPS -3 BPS

SCHUOE: STATC DL MTES. ROTES: FIGUK S BEEFFESERTTHE MNLUMWE B OF YWiEB PAGES SERVED 70 BROWYSERS BUMNIMG O EACH TYPE OF DEVICE COMPAKED 'WitH THE FOTALMUMEER OF '\WiEE MG E SERVED we
TV B RS ERS UM NG O ANY DEVECE I HCWEREER X0 PER CERTAGE CH AR GE VALL ES BRFEFSEN TRELATTVE CHAMNGE JLE. Al B (R EASE OF 3100 fieDbA A STARTENG Vol ILIE OF 505 WAOHRD BELAL 80%

MO PO BFS T VALLES EERESEN T RASIS ROTS, AND ENTSCATE THE ARSCULTE OHAMGE BRGLRES M A MOT SUM 70 1008 DLE TO ROURD NG Enclul
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PERCENTAGE OF TOTAL WEB PAGES SERVED TO WEB BROWSERS RUNMING ON MOBILE PHOMNES
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OB AL CYERYIEW

MOBILE’S SHARE OF WEB TRAFFIC
20.0%

PERCENTAGE OF TOTAL WEE PAGES SERVED TO WEB BROWSERS RUNNING ON MOBILE PHONES
52.6% 52.4%
48.3%
38.4%
11?%
1.2%

| 47.1% | |
| ‘ | +5 6% | +3 8%
ﬂ4 Q4

2011 Iﬂli 2013 .‘Iﬂl 4 .‘I'I‘J'I 3 Iﬂ'l 6 Eﬂl? Iﬂl H Elﬂ'l? Iﬂiﬂ' 2021

SOURGE STATCOUNTE. NOVES: FIGURE REFRESENTTHE MUMBER OF WEB PAGES SERVED TO'W ED BROWSERS RUNMING ON WOBIE PHOMES COMPARED WITH THE FOTAL MU MEER OF WES PAGES SERVED
POWER BROWSERS BUNNING ON ANY DEVICE, AVERAGED ACROSS THE LAST 3 MONTHS OF EACH RESPECTIVE YEAR PERCENTAGE CHANGE VALUES (N THE WHITE CIRCLES FEPRESENT RELATVE CHANGE )L Hﬂ'ﬂtSUItE“
AN TNCREASE OF 207 FROM A STARTING VALUE OF 0% WOLLD BRRIAL S0%, NOT 704 Eﬂ'ﬂlﬂl




CHROME

64.06%

YEAR-OMN-YEAR CHANGE
+0.8% (+52 BPS)

SAMSUMNG INTERMET

2.80%

YEAR-ON-YEAR CHANGE
-19.8% (-69 BPS)

SAFAR]

19.22%

YEAR-OM-YEAR CHANGE
-0.1% (-2 BPS)

CPERA

2.34%

YEAR-OM-YEAR CHANGE
+10.9% (+23 BPS)

SHARE OF WEB TRAFFIC BY BROWSER

PERCENTAGE OF TOTAL WEB PAGES SERVED TO EACH BRAND OF WEB BROWSER RUNMNING ON ANY DEVICE

MICROSOFT EDGE

4.19%

YEAR-OM-YEAR CHANGE
+39.2% (+118 BPS)

LIC BROW SER

0.94%

YEAR-OM-YEAR CHANGE
-30.4% (-41 BPS)

W TORAL PGE VRS SERVED B0 WiER BROAWGIERS BUMR G OR AR ED
ETAR TR i G ADLED BCRUAT &07% BOT A0

FIREFOX

3.91%

YEAR-ON-YEAR CHANGE
+3.2% (+12 BPS)

OTHER

2.50%

YEAR-ON-YEAR CHANGE
-28.0% (-97 BPS)

we
are,
social

Hootsuite



TOP TYPES OF WEBSITES VISITED AND APPS USED o

PERCENTAGE OF IMTERMET USERS AGED 14 TO 64 WHO HAVE VISITED OR USED EACH KIND OF DIGITAL PROPERTY IN THE PAST MONTH r o

Gl OB AL CYERYIEW

CHAT AND MESSAGING 95.6%
SOCIAL NETWORKS 5. %

SEARCH ENGINES OR WEB PORTALS : B3.6%
SHOPPING, AUCTIONS, OR CLASSIFIEDS 58.1%

MAPS, PARKING, OR LOCATION-BASED SERVICES
30.4%

42.3%
WEATHER 41.9%
40.5%

K ) 14.0%
FOOD. RECIPES, RESTAURANTS, OR TAKEAWAYS Bl

" TAXi, RIDE SHARING, BIKE, OR SCOOTER HIRE b0
BANKING, INVESTING, OR INSURANCE . [k
BT 17.3%
R 75 5%
CHEALTHAND FITNESS R
B 71 9%

IO 72 5%

LFESTYLE AND FASHIOM

we .
SOURCE: GW1 |01 2031 | FRGURES REPRESENT THEFINDING 5 OF A BROAD GEORAL SURVEY OF INTERMN ET U SERS AGED 14 T A4 SEE GWILOOM FOR FLEL DETASS are, ﬁ Hnnts‘_"teﬁ

social



MOST-VISITED WEBSITES: SEMRUSH RANKING

RAMNEKING OF THE MOST-VISITED WEBSITES ACCORDING TO SEMRUSH, BASED OM TOTAL WEBSITE TRAFFIC IN MOVEMEER 2021

L OB AL CYERYIEW

# WEBSITE VISITS  VISITORS  VISIT  PERVISIT # WEBSITE VISTS  VISITORS ' VISIT  PER VIsIT
01 GOOGLECOM 45418 2988 21IM 115 3.74 11 REDDIT.COM 2228 0.398 21M 585 436
02 YOUTUBECOM 14.34B 1.70B 7M 435 3.70 12 NAVER.COM 2208 o118 10M 445 1101
03 FACEBOOK.COM 11748 1.538 22M 155 597 13 XVIDEOS.COM 2138 0.34B 18M 295 879
04 WIKIPEDIA ORG 5978 1.398 10M 355 211 14 BITLY 2118 0.82B 12M 125 121
05 AMAZOMN.COM 3.138 0.68B 1amM11s /.28 15 VK.COM 1.64B 0.18B 23M 205 2?60
06 IMNSTAGRAM.COM 3088 0.74B 18M 125 4.79 164 LIVECOM 1.608 0.32B oM 155 401
07 YAHOOCOM 2.63B 0418 1/M 145 3.99 17 XNXX.COM 1.398 0.24B 18M 235 8.74
08 YAMNDEX.RU 2438 0.198 23IM 325 6.51 18 FANDOM.COM 1.288 0318 12M 185 3.13
09 TWITTER.COM 2438 0.62B 14M 465 4.45 19 YAHOOCOJP 1.23B 0.06B 13M 515 622
10 PORMHUB.COM 2298 0.40B8 14M 505 832 20 TWITCH.TV 1.22B 0.14B &M 285 233

SOURCE: SEMALISH. FIGUAES REFRESENTTRAF C VLUES FOR MOVEMSER 2021 NO: “UNKGUE NSO J | TS THEN UMBER OF DISTRNCT IDENTTIES ACCESSING EACH STTE BUT MAY MOT t t
REFRESEMT LN IGUE INOIVIIUALS, A2 ,: WE PECPLE MAY UUSE MUDTRE '.-.'-. "5 OR IR .u:msnw AWERSITES FEATURED) IN THES R ANKIN G MAY CONTARN ADLLT CONTENT. PIEASE USE H
~AUTIGN WHEN VISTING UNINOWN DOMARS COMPARABIUTY: SOURCE METHODOHOS Y CHANG ~ &E MOT COMPAR ABLE WITH PREYIOWS REPORTS Eﬂ' Iﬂl ‘ ootlsuite’



MOST-VISITED WEBSITES: SIMILARWEB RANKING

RANKING OF THE MOST-VISITED WEBSITES ACCORDING TO SIMILARWEE, BASED ON TOTAL WEBSITE TRAFFIC BETWEEN JANUARY AND DECEMBER 2021
GLOBAL CVERVIEW

DESKTOP TIME PAGES TOTAL MOBILE DESKTOP TIME PAGES
SHARE PER VISIT PER VISIT VISITS SHARE SHARE PER VISIT PER VISIT

WEBSITE

01 GOOGLECOM 1.077T 38.1% 41 9% 11M 305 8.70 1 WHATSAPP.COM 34.198 21.5% F8.5% IM 105 1.54
02 YOUTUBE.COM 408.888 21.8% f8.2% 21M 425 11.28 12 XNXX.COM 31.608 25.4% 4.6% BM 295 11.23
03 FACEROCK.COM 265.788 S T% 42.3% 10M 155 B.51 13 AMAZIOMN.COM 31.538 36.0% 64.0% M 035 B.74
04 TWITER.COM 78.94B 339% 46.1% 10M 445 11.51 14 MNETFLX.COM 29928 B.1% ?1.9% M 405 4.19
05 INSTAGRAM.COM 74198 63.3% 36.7% M 415 11.16 15 LVECOM 28.4%08 27.6% 7 2.4% M 315 8.32
06 BAIDUCOM 67,138 F27% 7 3% &M 105 8.21 14 PORMNHUB.COM 28 .44B B&. 13.3% BM 085 702
07 WIKIPEDIA ORG £6.%208 99.3% 40.7% IM 535 3.01 17 YAHOO.COUP 28.008 68.6% 3 1.4% M 215 6.84
08 YAHOOCOM 43.488 37 9% 62.1% IM415 W 18 ZO0OM.U5 26588 44.5% 23.5% IM 405 2598
0% YAMNDEX.RU 43.068 47 5% 325% 11M 285 Q.44 19 REDDIT.COM 20018 32.8% 67.T% oM 305 6.49
10 XVIDEOQS.COM 40.808 ?1.6% B.4% PM 575 2.04 20 OFRCECOM 18.7 36 24.5% 7 5.9% oM 395 .67

SOLURECE: S ARYWEE. FIEUEES REFRESEN T TRAFRC VALLIES BETWEDN 1A LATY ARD DECEMGIR 2021 ADWISORY: SOME WIS STES FATLIEED [M THIS B ARRENG MALY CORNTAR ADUT CORTEST. FIEASE UISE =
o ZALT TR WH BN WVESITENG LM O DR S ure" HnntSl"t'E.

social




GOOGLE

91.42%

YEAR-ON-YEAR CHANGE
-0.8% (-74 BPS)

DUCKDUCKGO

0.66%

YEAR-ON-YEAR CHANGE
+8.2% (+5 BPS)

m TATC L NTE HCI'H '-.E""-:ii-i TTHER

IJJJI .
_-""'. F3.

BING

3.14%

YEAR-ON-YEAR CHANGE
+9.0% (+26 BPS)

ECOSIA

0.13%

YEAR-ON-YEAR CHANGE
-7.1% (-1 BPS)

SEARCH ENGINE MARKET SHARE

PERCEMNTAGE OF TOTAL WEB TRAFFIC REFERRED BY SEARCH ENGINES THAT ORIGINATED FROM EACH SEARCH SERVICE

BAIDU

1.75%

YEAR-ON-YEAR CHANGE
+53.5% (+61 BPS)

MAVER

0.11%

YEAR-ON-YEAR CHANGE
-15.4% (-2 BPS)

YAHOO!

1.53%

YEAR-ON-YEAR CHANGE
+0.7% (+1 BPS)

FOGOU

0.10%

YEAR-ON-YEAR CHANGE
-52.4% (-11 BPS)

VEAL FGIE VEE W REFER RALS OHRG EMATING PO

VUL O S0°% WADHLD B AL B0, MOT

wa
sncl al

0.92%

YEAR-ON-YEAR CHANGE
-2.1% (-2 BPS)

OTHERS

0.25%

YEAR-OM-YEAR CHAMNGE

-64.3% (-45 BPS)

® Hootsuite'



TOP GOOGLE SEARCHES

QUERIES WITH THE GREATESTVOLUME OF GOOGLE SEARCH ACTIMTY BETWEEN 01 JANUARY 2021 AND 31 DECEMBER 2021

GLOBAL CYERYIEW

# SEARCH QUERY INDEX # SEARCH QUERY INDEX AYOY

01 GOOGLE 100 -20.7% 11 INSTAGRAM 27 -2.7%
02 FACEBOOK Q4 -26.8% 12 TWITTER 21 -8.8%

03 YOUTUBE 4 -16.3% 13 YAHOO 2] -11.4%

04 YOU 72 -8.0% 14 TIEMPO 21 +29.3%
05 WEATHER 47 +11.0% 15 GOOGLE TRANSLATE 21 -10.6%
06 TRANSLATE 47 -4.4% 16 CLMA : 20 +2.4%
07 'WHATSAPP 43 +24.2% 17 NETFLIX | 18 -20.3%
08 NEWS 42 -19.9% 18 METEO 16 +8.8%
09 WHATSAPP WEB 32 +32.5% 19 TRADUCTOR 16 +3.2%
10 AMAZON 31 -11.6% 20 GMAIL 16 -7.9%

SCHOGLE TRENDS, BASED O SEARCHES COMDLCTED BETWEEN 01 INUARY 2021 AND 31 DECEMBER 2021 OOGIE DOE NOTPUBIISH ABSOLUTE SEARCH VOILIMES, SUTTHE “INDEX we .
WS RELATIVE SEARCH VOLLIM ES FOR EACH QULIERY COMPARED WITH THE SEARCH VCHUME OF THE TOP QUERY *AYDY” COLLMN SHOWS CHANGE IN AVERAGE BNDEK VALUES COMPARED WITH Hﬂ'ﬂtS“lt‘Eﬁ

K20 NDAISORY: GOOREE TREMD LISES DA MK SlbAFIERKS 5 O B AR OHER A RD B DEX WAL IES MSYT YORY DERE MDEN G O WHER THE TOOL ES ACCESSHY, EVB FOE THE SAME TLMAE PERIOD sﬂ:l
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PERCENTAGE OF IMTERMET USERS AGED 14 TO 44 WHO USE VOICE ASSISTANTS [EG. SIRI, ALEXA} TO FIND INFORMATION EACH WEEK




USE OF VOICE ASSISTANTS TO FIND INFORMATION "+ W

PERCEMNTAGE OF IMTERMET USERS WHO USE VOICE ASSISTANTS [EG. SIRI, ALEXA) TO FIND INFORMATION EACH WEEK

27 8%
26.1% 26.0%
24.5%
ik 23 4%
21.1% 21.2%
17.9%
15.9% I
FEMALE MAIE FEMALE MALE FEMALE FEMALE MALE FEMALE MALE
16 - 24 25-34 35-44 45-54 55-64
YEARS OLD YEARS OLD YEARS OLD YEARS OLD YEARS OLD

we A
SOURCE: S/ {00 2021 | FRGURES REPRESE NT THEFIND ING S OF A BREOAD GLOBAL SURVEY OF INTERN ET USERS AGED 16 TO 44. 5B GWLODM FOR FLIL DETALS are, Hnntslut.e*
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PERCENTAGE OF IMTERMET USERS WHO USE IMAGE RECOGNITION TOOLS [E/G. SEARCH 'LENSES') ON THEIR MOBILE EACH MOMTH

34.0%
31.9% 315% 31.8%
6.76 9510
II i mﬁ
FEMALE MAILE FEMALE MALE

FEMALE MALE

16 - 24 35-44 45-54 55-64
YEARS OLD \’EAEEGLD YEARS OLD YEARS OLD YEARS OLD

USE OF IMAGE RECOGNITION TOOLS ON MOBILE A4
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PERCENTAGE OF IMTERMET USERS AGED 14 TO 44 WHO USE ONLUMNE TOOLS TO TRANSLATE TEXT INTO DIFFERENT LANGUAGES EACH WEEK
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USE OF ONLINE TRANSLATION TOOLS

PERCENTAGE OF IMTERMET USERS WHO USE ONLUME TOOLS TO TRAMNSLATE TEXT INTO DIFFERENT LANGUAGES EACH WEEK

GLOBAL CYERVIEW

39.1%

36.4%
31.2%
28 4% 29.1%
25.9% 25 2%
2 5% I
FEMALE MALE FEMALE MALE FEMALE MALE

FEMALE MALE

16 - 24 35-44 45-54 55-64
YEARS OLD ‘FEAEEGEI YEARS OLD YEARS OLD YEARS OLD
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AMNY KIND MUSIC
QFVIDEO VIDEO

91.9% 51.4%

EDUCATIOMNAL PRODUCT
VIDEC REVIEW VIDEO

27.7%

COMEDY, MEME,
ORVIRALVIDEO

37.1%

SPORTS CLIP OR
HIGHLIGHTS VIDEO

28.5%

WATCHING ONLINE VIDEO CONTENT

PERCENTAGE OF IMTERMET USERS AGED 14 TO 64 WHO WATCH EACH KIND OF VIDEQ CONTENT VIA THE INTERMET EACH WEEK

TUTORIALOR
HOW-TO VIDEO

31.3%

GAMIMNG
VIDEO

27.4%

= e

VIDED
LIVESTREAM

30.4%

IMFLUEMCER
VIDEGS AND V0IOGS

26.7%
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PERCENTAGE OF IMTERMET USERS AGED 14 TO 44 WHO WATCH HOW-TO VIDEODS, TUTORIALVIDEQS, OR EDUCATIONAL VIDEOS EACH WEEK
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ONLINE VIDEO AS A SOURCE OF LEARNING

PERCENTAGE OF IMTERMET USERS WHO WATCH HOW-TO VIDEOS, TUTORIAL VIDEOS, OR EDUCATIOMNAL VIDEOS EACH WEEK

33.5% 599y
46.7%
35.6%  35.9%
FEMALE MALE
164-24 55-64
YEARS QLD YEARS QLD YEARS OLD YEARS OLD
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e SOURCE: 51 100 2031 | FRGLIRES REPRESENT THEFMDIING 5 OF A BEOAD GLOBAL SURVEY OF INTERM ETUSERS AGED 14 TO A4 SEE GWALOOM FOR FULL DETALS al @Hnntstute*
Eﬂl:



E o)

St
LT L

gL |

GLOBAL CYERYIEW

%
=
E
3
3
2
T
=
£
o
S
:
=
o
O
-
i
ﬁ
z
m
S
2
Z
=

%60 N ~vavr
%16 I e
%1 [ 303340
el I uvviiaa
wrel I v
%ol N /v a0
wovl I
%ev1 N 1Sy
%6vl I vissny
%6 I sonviEEHLN
%ot I vnioms
%051 N anvIHIZLIMS
%o I L
%091 I onv
%91 N viviisny
%ol N v sn
%9 I vovhvo
s I onviod
%ol N orvivaz man
wesl I ra0amvs
%ol I 740y HINOS
S R
%ol N orrvivHL
%ol I 03
%e'or I virvvioy
%01z I ivis
%7 I NI
gty ER
%51z I o4y onis
%017 N v
%72 I oy anys
%0cz I 1 onid0d
ttad 20200 ECeles)
%57 I v
%59z I Coo0ow
woo I ovoiom
%g9; I o
%62 I <h O3 SNOH
%9 I v
wwor I voiuv HInOS
%267 I Coixaw
weoz I s v
%11 I -0
%'1c I o
%res [ 1:anoan
%6ve I 1749
%e'6c I v L
%09 N saniiddriHd

; & Hootsuite

we
are,
socila

(PR

=




WATCHING VLOGS

PERCENTAGE OF IMTERMET USERS WHO WATCH VLOGS EACH WEEK

40.2%
32.4%
30.3%
77 8%
I U.Th 9359
FEMALE MMALE

FEMALE MALE FEMALE MALE
16 - 24 25 - 34 35 -44
YEARS OLD YEARS OLD YEARS OLD

o SOAUNRON: 5V 00T 2001 | FRGURES REPRESE NT THEFEMDI BMGS OF A BROAD  GOE AL SURVEY OF INTERN ET USRS AMGED 14 B0 84 SEE GWLOOM FOR FUIL DETAZS

FEMALE ~  MALE

18.8% 18.1%

45-54
YEARS OLD

122% 12.8%

we
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FEMALE  MAILE

55-64
YEARS OLD
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PERCENTAGE OF IMTERMET USERS AGED 14 TO &4 WHO WATCH TV CONTENT VIA STREAMING SERVICES (E.G. NETFLIX) EACH MOMNTH
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STREAMING TV CONTENT VIA THE INTERNET "'@;'@!:

PERCEMTAGE OF IMTERMET USERS WHO WATCH TV CONTENT VIA STREAMING SERVICES (E.G. NETFLIX) EACH MOMTH

Gl OB AL CYERYIEW

88.6% '
MALE FEMLALE MALE
16-24 35-44 4554 55-64
YEARS OLD "I"EA.EE'CILD YEARS CLD YEARS OLD YEARS OLD

we
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STREAMING TV’S SHARE OF TOTALTV WATCH TIME

TIME SPENT WATCHIMNG STREAMING TV SERVICES AS A PERCENTAGE OF THE TOTAL TIME IMTERMET USERS AGED 14 TO &4 SPEND WATCHING TV

44.0%
i 42.2%
39.2%
36.5%
31.5%
28.4% 29.5%
m% ' '
+'|ﬂ 6% +'|El 0% +4 4%

:ma :ms :ma :zm:r :mn :uw :uzu :um

SOURCE: 5w |07 2021 | FRGURES BEPRESENT THEFIND NG S OF A BROAD GEORAL SURVEY OF INTERNET USERS AGED 14 TO 44_ 5EE GWLOOM FOR FLLL DETARS ;
o sul:lul G Hootsuite



NETFLIX CHARTS

MOST POPULAR TV SHOWS

# TV SHOW

01 SQUID GAME [SEASON 1)
02 BRIDGERTON [SEASON 1)

03 MONEY HEIST (PART 4)

04 STRANGER THINGS 3

05 THE WITCHER (SEASON 1)

06 13 REASONS WHY (SEASON 2)
07 THE WITCHER (SEASON 2)

08 13 REASONS WHY (SEASON 1)
09 MAID (LIMITED SERIES)

10 YOU (SEASON 3)

SOLRECE: FJETHAL MWOTES: All TITLES BEPRESER T ENGLISH - Lk GUAG E VERS KOS OF

i
REPFOESEN T THE RLIMEE B OF HOUES YWATCHED BN THE FERSE 28 DaYS AFTER EACH TTLE BECORES AVA

HOURS IN FIRST 28 DAYS

1,650,450,000

625,490,000
619,010,000
582,100,000
541,010,000
496,120,000
484,320,000
475,570,000
459,090,000
467,830,000

MOST POPULAR MOVIES

# MOVIE HOURS IN FIRST 28 DAYS

01

02
03
(oF.}
05
06
Q7
08
09
10

RED NOTICE

DON'T LOOK UP

BIRD BOX

EXTRACTION

THE UNFORGIVABLE

THE IRISHMAMN

THE KISSING BOOTH 2
& UNDERGROUND
SPEMSER CONFIDENTIAL
ENOLA HOLMES

MOST POPULARTY SHOWS AND MOVIES OF ALL TIME OMN NETFLLX, BASED ON THE NUMBER OF HOURS VIEWED IN THEIR FIRST 28 DAYS OMN MNETFLIX

364,020,000
321,520,000
282,020,000
231,340,000
214,690,000
214,570,000
209,250,000
205,470,000
197,320,000
189,200,000

Eﬂ%m Hootsuite:



LISTENING TO ONLINE AUDIO CONTENT o

PERCEMNTAGE OF INTERMET USERS AGED 16 TO 44 WHO LISTEN TO EACH KIND OF AUDIO CONTENT VIA THE INTERMNET EACH WEEK 14 a& A
GLOBAL OVERVIEW
LISTEN TO MUSIC LISTEN TO OMLINE RADIO LISTEN TO LISTEN TO
STREAMING SERVICES SHOWS OR STATIONS PODCASTS AUDIO BOOKS

22.9% 20.4% 20.3%

{50 2021 | FRGURES REPRESENT THEFINDING S OF A BROAD GLOBAL SURVEY OF INTERN ET U SERS AGED 16 TO 44. SEE GWLOOM FOR FLILL DETARS ‘ HnntSl."tE
su lul



SPOTIFY CHARTS g

RANKING OF THE MOST-STREAMED SOMNGS AND MOST-STREAMED ALBUMS ON SPOTIFY BETWEEN JAMNUARY AMD DECEMBER 2021

MOST-STREAMED 50 NG5 MOST-STREAMED ALBUMS

# ARTIST - “SONG TITLE" # ARTIST - “ALBUM TITLE"

01  OUVIA RODRIGO - "DRIVERS LCEMSE" 01  OLIVIA RODRIGO - "SOUR"

02  ULMNAS X - "MONTERO [CALL ME BY YOUR MAME] * 02 DUA LPA - "FUTURE NOSTALGIA"

03  THEKID LAROI WITH JUSTIN BIEBER - "STAY" 03 JUSTIM BIEBER - "JUSTICE"

04 OUVIARODRIGO - "GOOD 4 U” 04 ED SHEERAMN - "="

05 DUA LPA FEAT. DABABY — "LEVITATING" 05 DCJA CAT - "PLAMNET HER"

06  JUSTIM BIEBER FEAT. DAMNIEL CAESAR & GIVEOM - "PEACHES" 06 UL NASX - "MONTERO"

07  DQUA CAT FEAT. SZA - "KISS ME MORE" 07 THE WEEKMND - "AFTER HOURS"

08 THE WEEKMD - “BUNDING UGHTS" 08  BAD BUNNY - “EL UITIMO TOUR DEL MUNDO"

09  GLASS ANIMALS - "HEAT WAVES” 09 POP SMOKE - "SHOOT FOR THE STARS AlM FOR THE MOON"
10 MAMNESKIN - “BEGGIN™ 10 ARIANA GRANDE - "POSITIONS"

el S LES L r - el * H - — - - - Al — = LA " R - ke - we -
SOURCE; GSPOTIFYCHARTS O S TAGE AW NOTE: BARERNG 5 ARE BASED O8N WOELDWIDE 5 " STREANAS BETWEEN LA LAY AND DECEMEER 207] are, HuntSUItE"
social
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PERCENTAGE OF IMTERMET USERS AGED 14 TO &4 WHO LSTEN TO PODCASTS EACH WEEK
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LISTENING TO PODCASTS

PERCEMNTAGE OF IMTERMET USERS WHO LISTEMN TO PODCASTS EACH WEEK

ppy  L3.4% 23.5%
ARy

I I ”ﬁr

FEMALE  MALE

16 - 24 25-34 35-44
YEARS OLD YEARS OLD YEARS OLD

e SOUNROE: 5V 10T X001 | FRGURES REPRESENT THEFEMDI MG S OF A BROAD GLOR AL SURVEY O IMTERN ETL SERS AMGED 1 B0 b4 SEF GWILOOM FOR RILD

17.0%  16.8%
13.4%
45-54 55 -64
YEARS OLD YEARS OLD

we -
are. ® Hootsuite



AMY DEVICE

83.6%

TABLET

17.2%

DEVICES USED TO PLAY VIDEO GAMES

PERCENTAGE OF IMTERMET USERS AGED 14 TO 64 WHO PLAY VIDEQ GAMES ON EACH KIND OF DEVICE

SMAERTPHOMNE LAFTOP OR DESKTOP

68.1% 36.8%

HAMND-HELD GAMIMNG DEVICE MEDIA STREAMING DEVICE

9.7%

H"’&r;-‘h .- I -
i / !_u

GlLOBAL CYERYIEW

GAMES COMNSOLE

25.8%

VIRTUAL REALITY HEADSET

8.7%

we .
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are. =~ ¥/ Hootsuite
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PERCENTAGE OF IMTERMNET USERS AGED 16 TO &4 WHO PLAY VIDED GAMES ON ANY DEVICE
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PERCENTAGE OF IMTERMET USERS WHO PLAY VIDEC GAMES OMN ANY DEVICE

PLAYING VIDEO GAMES T-"’; il

91.1%
86.4% 86.0% o6-T% 86.8%
82.6% e
76.5%
II |
FEMALE MAILE FEMALE MALE FEMALE MaALF FEMALE MALE FEMALE MALE
16 =24 25 =34 35-44 4554 55-464
YEARS OLD YEARS QLD YEARS QLD YEARS OLD YEARS OLD
we .
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MOST POPULAR VIDEO GAME FORMATS

PERCENTAGE OF IMTERMET USERS WHO PLAY EACH GENRE OF VIDEC GAME ON ANY DEVICE

L OBAL CYERYIEW
16 TO 24 YEARS OLD 25 TO 34 YEARS OLD 35TO 44 YEARS OLD 45 TO 54 YEARS OLD 35 TO 64 YEARS OLD

SHOOTER - SHOOTER aHOOTER SHOOTER - PUZZLE PLATFORM

ACTION ADVENTURE 6% ACTIOM ADVEMTURE 54% ACTIOMN ADVEMTURE 46% ACTION ADVENTURE 35% ACTION ADVEMTURE 21%

SIMULATION 39% RACING 40%  RACING 35%  PUZZLE PLATFORM 27%  SHOOTER 21%
RACING 38% SIMULATION 38%  PUZZLE PLATFORM 34%  RACING 26% RACING . 15%
BATTLE ROYALE 36%  SPORTS 38%  SPORTS 33%  SIMULATION 24%  SPORTS 15%
MOBA 36% MOBA. 36%  SIMULATON 32%  SPORTS 23% SIMULATION 15%
STRATEGY 34% PUZZLE PLATFORM 36%  STRATEGY 31%  SIRATEGY 2%  STRATEGY 15%
SPORTS 34 STRATEGY 36% = ACTIONPLATFORM  28%  ACTIONPLATFORM  20% ONUNE BOARD GAMES  14%
PUZZLE PLATFORM 3% FGHTING 34% = FGHTING 28% = MOBA 20% = ACTONPLATFORM  13%
ACTIONPLATFORM  31% = ACTONPATFORM  33%  MOBA 28%  FIGHTING 19%  FREETO-PLAYCASING  13%
NOTE: P £ TAGES REFSESENT SHAREO AL INTEENET USERS M EACH AGE GROLR, BICLLDS TICSEWHE 0 T FAY VRO S, Socia ‘ HnntsmtE*
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Gl OBAL CYERYIEW

PERCENTAGE OF IMTERMET USERS AGED 146 TO 44 WHO OWN S5OME FORM OF SMART HOME DEVICE
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SMART HOME DEVICE OWNERSHIP

PERCENTAGE OF IMTERMET USERS WHO OWN SOME FORM OF SMART HOME DEVICE

Gl OB AL CYERYIEW

16.2% 16.4%

14.4%  14.3%

10.5%  10.6% 10.7%

FEMAILE MAILE

FEMALE MALE

16 -24 35-44 45-54 55-64
YEARS OLD ‘T’EAEE‘DLD YEARS OLD YEARS OLD YEARS OLD

12.2%
FEMALE  MALE

WE

o SOURCE: 5W1 100 2031 | FRGURES REPRESE NT THEFMNDING 5 OF A BEOAD GLORAL SURVEY OF INTERM ETUSERS AGED 14 TO A4. SEE GWALOOM FOR FULL DETALS @Hnnts‘nte*
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SMART HOME MARKET OVERVIEW N &

VALUE OF THE MARKET FOR SMART HOME DEVICES (U.S. DOLLARS) y v a4

MNUMBER OF HOMES WITH TOTAL AMMUAL VALUE OF THE VALUE OF SMART HOME VALUE OF SMART HOME COMTROL
SMART HOME DEVICES SMART HOME DEVICES MARKET AFPLIAMCES MARKET & COMMECTVITY DEVICE MARKET

263.4 $104.4 $39.38 $20.76
MILLION BILLION BILLION BILLION

YEAR-OMN-YEAR CHANGE YEAR-OMN-YEAR CHANGE YEAR-OMN-YEAR CHANGE YEAR-OMN-YEAR CHANGE
+17% (+39 MILLION]) +33% (+526 BILLION) +35% (+$10 BILLION]) +33% (+$5.2 BILLION])

YALUE OF SMART HOME VALUE OF SMART HOME VALUE OF SMART HOME YALUE OF SMART HOME
SECURITY DEVICE MARKET EMNTERTAINMEMT DEVICE MARKET COMFORT & LIGHTING MARKET EMERGY MAMNAGEMEMNT MARKET

$15.71 $11.60 $8.74 $8.23
BILLION BILLION BILLION BILLION

YEAR-ON-YEAR CHANGE YEAR-OMN-YEAR CHANGE YEAR-OMN-YEAR CHANGE YEAR-OMN-YEAR CHANGE
+30% (+$3.7 BILLION] +25% (+$2.3 BILLUON) +32% (+$2.1 BILLION) +34% (+52.1 BILLION)

_ kA PO MO ':.? DETA RS NOTES: °5 MART 'I- WE DEVICES™ BN CELUDE DEGETARY CONMNECTED AND CORNTROUED HOHWE DEVICES THAT CASM BE

m'ﬁ':l' -". ST o AL WG EXET OUTLCROHC S5 STATIS
REMCAEDN CONTRCRIED: S ENEOES ACTUATORS AND. QLOUD SERVICES THAT ER ABE HOME AUTOWATION ¢ ”"l :k. HUES THAT COMMECT SERMSORS AMD ACTUATOHES TO BEMOTE CONTROLE AND TO EACH H t t "
; THER; A I ! .-'.-".I-. HOHMAE-BELATRD SOFTWARE S0 FS B UL BRIG S LIE SCR FTO FEES] - DOHES NOT i I D AR TTVE, OF B8O C2C SAES RGURES & BN ENENT ESTRAATES OF FLLL-YEAR REVERUES RO nn 5“' E
A

2071 B ALS, DOHLARS, AND COMPARISONS WITH ERUNALENT VALUES SR THE PEEVIOUS CAIENDAR YEAS mmuw BASE CHANGES Eﬂﬂl al
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PERCENTAGE OF IMTERMET USERS AGED 146 TO &4 WHO USE A BANKING, INVESTMENT, OR INSURANCE WEBSITE OR APP EACH MOMNTH
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USE OF ONLINE FINANCIAL SERVICES 1?;'@':

PERCENTAGE OF IMTERMET USERS WHO USE A BANKING, INVESTMENT, OR INSURAMNCE WEBSITE OR APP EACH MOMTH

34.8%
24.1%
21.5% I
FEMALE  MALE FEMALE  MALE

37.3%
32-3% I
FEMALE  MALE FEMALE  MALE
16 - 24 35-44 45-54 55-64

YEARS OLD W’EAEEGlD YEARS OLD YEARS OLD YEARS OLD
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PERCENTAGE OF IMTERMET USERS AGED 14 TO 44 WHO OWN SOME FORM OF CRYPTOCURRENCY
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i ll OWNERSHIP OF CRYPTOCURRENCY

2022 PERCENTAGE OF INTERMET USERS WHO OWN SOME FORM OF CRYPTOCURRENCY

GLOEAL CYERYIEW

15.5%

FEMALE MALE

16 - 24 35-44
YEARS OLD YEAEEGLD YEARS OLD

55-64
YEARS OLD

we .
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p* § %ot I vissn
L %2zl N rvavi
m wvzl I vy
3 vl I oty
%5 I 7403 HINOS
%091 I sanvEHIaN
%11 I ot O ONOH
gl I =
%201 I orovivL
el 00 EEElERE
%ol I o1
woo ! I S0y
%ol I wvwiNag
%661 I v O
L e
%007 I vsanoan
%00z I rirvds
%907 I vy L
%517 I .03
w1z I s
%17z N onviHazLIMS
sz I
wrzz N orvivaz man
%577 I o-oouow
%0z I vt Oy
% ez I 03210
srer I :CdvoNIS
%sez I sy
%6c7 I v viao
%e'v7 I 19vyv anvs
wrsz I o3
%oz I v/ i3
%9z I - v "
%69z I -/ 1H0M
wo i I onviod
%087 I 1547 TYW
w262 I o
%e'0c I 1 on1u0d
%9 oc I v
%z I 0w HLNOS
woee I /2N
woee I v 3o
e REGEY
wve I ctiddiiHd
%rve N zve
%01y I coxaw
%0 7v I viawaToD
weer I AN T

L
y4
o
Z
O
V)
5
:
>
Wy
L
=
n
L
©)
£
S
Y
L
L
9

PERCENTAGE OF IMTERMET USERS AGED 14 TO 44 WHO CHECK HEALTH SYMPTOMS ONLINE EACH WEEK
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CHECKING HEALTH SYMPTOMS ONLINE "ﬁ;'ﬂf

PERCENTAGE OF IMTERMET USERS WHO CHECK HEALTH SYMPTOMS OMNLINE EACH WEEK

GLOBAL OVERVIEW
90.7% 30 5%
28 7% 27 6% 28.4%
; 23.5%
I I mﬁ
FEMALE MALE FEMALE MALE FEMALE MALE FEMALE MALE FEMALE MALE
16 -24 25 =34 35-44 45- 54 55-44
YEARS QLD YEARS OLD YEARS QLD YEARS OLD YEARS OLD
we .
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PERCENTAGE OF IMTERMET USERS AGED 14 TO &4 WHO ARE WORRIED ABOUT HOW COMPAMIES USE THEIR PERSOMNAL DATA OMLIME

OB AL CYERYIEW
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CONCERNS ABOUT MISUSE OF PERSONAL DATA

PERCENTAGE OF IMTERMET USERS WHO AREWORRIED ABOUT HOW COMPANIES USE THEIR PERSOMNAL DATA OMNLINE
38.1%

A08% 49 (o
I | i | I I
FEMALE MALE FEMALE MALE FEMALE MALE
16 - 24 35-44 45 - 54 55 -64
YEARS OLD ‘T’EAEEGED YEARS OLD YEARS OLD YEARS OLD

we
SOURCE GV |00 2031 | FGURES REPRESE NT THEFIND ING S OF A BREOAD GLOBAL SURVEY OF INTERN ET USERS AGED 16 TO 84. SEE GWLOOM FOR FLIL DETAL are, @ Hnntsuit&*
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PERCEMNTAGE OF IMTERMET USERS AGED 14 TO &4 WHO USE A VIRTUAL PRIVATE NETWORK (VPMN) FOR AT LEAST SOME OF THEIR OMNLMNE ACTVITIES
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USE OF VIRTUAL PRIVATE NETWORKS

PERCENTAGE OF IMTERMET USERS WHO USE A VIRTUAL PRIVATE NETWORK [VPN) FOR AT LEAST SOME OF THEIR OMLIME ACTIVITIES

GlLOBAL CYERYIEW

31.1% 25 8o

II II II w.m

FEMALE MALE FEMALE MALE

16 -24 35-44 45-54 55-64
YEARS OLD ‘T'EAE‘.EGLD YEARS OLD YEARS OLD YEARS OLD

25.4%
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PARTMER COMTENT
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SHIFTS IMPACTING OUR ONLINE BEHAVIOUR

DAL S T BaCT TALNTE S PeGAL N T3 R TALNIN POTALS 22 DG TALETE Dol TALS) i WG AL AT aad TAL D DG a2 i e TALNIE 2 Prdifal i e TALSE 3 peTaLa @xl

BOOTO
THE BULLIES

Foryears, toxic instances of
online trolling hawe seen
platforms under the magnifying
glass amid com plex
conversations arcund
censarship and free speech. But
with cyber-bullving continuing
to take yvoung Iives and mass
media calling out the ‘second
wave of cancel culture, tech
giants are seeing fresh calls to
adapt their platforms to
facilitate safer online spaces.

In 2022 bronds will ba
gxpected to stand up Tor what
they feel is right, both for thei
values and their talent

ALTERNATIVE
ECONOMIES

With traditional banks unstable
and global wealth ineguality on
the rise, many are frustrated
with a system that often fesls
rigged against them. AQrowing
number of people are looking
online for other routes to
economic success. From the
mainstreaming of
cryptocumencies to the
already-infamous gaming of the
stock market by
Sriweaallstreetbets, the next
generation of the financial elite
are playing by new rules.

In 2022, brands should be
puploring how they can odap!t
thelr own value e xchanges for
these new economies.

THE VIBE
ECONOMY

The rise of social video

combined with a heightened
desire for connection
pOst-pandemic is Se€ing a new
form of creativity move into the
fore, defined by an ability to
evoke emotional responses.
Social has never been better
equipped to do this, especially
given that 30% of 18-345 say

they use social with sound on

more now than before Cowvid-19,

bn 2022, brands will homess
maore immersive forms of
mradia to curate moods and
fealings around their zervices
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Pursuit of
purpose

COVID nat anby changed how
wee weairks, but whny wee work,
with purpose coming to the
fore. It's a chance for brands
to re-avakiats how they
presant thermsehes, shifting
tocampaigng that suggest
lirnitless possibilities or nurture
individual creative impulses.

& OGmowth in number of LS.
consumens describing
themsehees as “danng”

®  YEOr-On=yEar

PARTMER COMTENT

top trends

More than
skin-deep

The beouty world has
axperienced o dramatic
make-over. Lockdown was

a chance to expeniment

like never before, and malks
irterest in beoutyfoos metics
has gone through the oof.
Thiz brove new workd means
opportunities for bronds who
get it night_

& Global growth in number
of male consumerns
imterested in beouty’

® coametics since 20018

May we have your
attention please

Welcome to the attention
recession whare the shesr
wviolurme of media, parti culary
TW services hos become a
labifity. The solution for media
brands? Find ways to add
wvialue and focus an distincte
asssta so youe more than
just another tirmesink.

s Hrowth in number of US
consumers who think Ty
streaming senvices ans

» 100 expensie

A virtually
imperfect life

People are fed up with
manufoctured imaoges online.
Endless perfection hos
become a tum-off, a0 uxury
and foshion brands coulkd
benefit from adding a touch
of imperfection to their ples.

s Of comaumerns think
people should show more
of their “real® sehes on

s social medio

GWI. |

At your best

Mary people are taking
reaponsibdity for their health
in e ways - from saying no
to stress-inducers, to exploning
digital health solutions. A
good two-thirds say theyre
acthely rmanaging their

weddl being like never befors,
and health brands need to

respand.

& OGrowth in number
of LS. conaumers
experiencing anxiety

® enr-on-year

Connecting
the dots

To the moon

Oince a fringe community of
anti-establishment imestors,
the warkd of crypto ks gaoing
rainstream - fast Inestors,
businesses and brands need
to see which way the wind's
biowing and find woys to
bakance rigks with rwands

& Global groweth in
number of conaumers
wiho irwest in crypto-

® cumency since 2018



SOCIAL MEDIA



OVERVIEW OF SOCIAL MEDIA USE o

5 ¥
HEADLIMES FOR SOCIAL MED A ADOPTION ANMD USE ([MOTE USERS MAY MNOT REPRESENT UNIGQUE IMDIVIDUALS) F o “
GLOBAL OVERVIEW
MUMBER OF SOCIAL QUARTER-O M-G UARTER YEAR-OMNYEAR CHANGE AVERAGE DAILY TIME SPEMT AVERAGE MNUMBER OF SOCIAL
M EDIA USERS CHAMNGE IM SOCIAL MEDIA USERS IM SOCIAL MEDIA USERS LISI MG SOCIAL MEDLA PLATFORMS USED EACH MONTH
O O
4.62 +1.7% +10.1% 2H 27M 7.5
BILLION +77 MILLION +424 MILLION +1.4% (+2M)
SOCIAL MEDIA USERS SOCIAL MEDIA USERS SOCIAL MEDIA USERS FEMALE SOCIAL MEDIA USERS MALE SOCIAL MEDIA USERS
vs. TOTAL POPULATION vs. POPULATION AGE 13+ vs, TOTAL INTERMET USERS vs. TOTAL SOCIAL MEDIA USERS vs. TOTAL SOCIAL MED A UISERS
o 6 o o
93.4% 46.1% 53.9%
SOMRCES: L7 _'-:-,- ADYSIS: COMA RAN'Y ADVERTISING FESO .-:..'.: DA | JCHLINCEMEN TS; CHNIC, TECHRASA; OC D .|-| .- 5. (N 5US BUREAU T A TIME SPENT AL nﬁmtwum&cr
'&.#.T-::ri.'h-'& SEE GV | FOR MADEE D Hﬂ'lE'- £ FLATFORMS, RCURE INCLLDES DATA -'*.-:-.r = ADVISORY: 5 ISERS MY MOT REPEES BT LRI ELIE
o PV LUALS --'_'- _-:_=  REACH v PO | '-.r.-w.. { v B TER |—_ J:'.;:L WANY EXCERD T00% DUETOD ; 4 w. BOCOUNTS . :.x V-'-h, AND DEFERENCES SETWEEN ‘ H':‘ﬂtSl..“t‘E'al
BN SUS COUNTS AND RESDENT POPLLABOMNS Eﬂﬂl al




SOCIAL MEDIA USERS OVER TIME

MUMBER OF SOCIAL MEDIA USERS [IN MILLIONS) AND YEAR-OM-YEAR CHANGE [MOTE USERS MAY NOT REPRESENT UMNIGUE INDIVIDUALS)

GLOBAL CYERYIEW

4,623

4,199
3,709
3,461
3,196
2789
2,078
1,857

1,482 ' ' '
'Iﬁ 0% +14.6% +8.3% +'IIZI 1%

JA M JAH JAN JAH JAN JA N
iﬂ'li 2013 2014 2 D'I 5 2016 2017 201 8 2019 2020 iﬂi'l 2022

iﬂm:': 5 AR kA PARY ADVERTESEN G RESDLRCES AR D AR RO CEMER TS, CMREC TECHE ASA : b4 EDIAST OFE 0o ADWISORY: & AL WEDEA USERS WAY MOTRERESENT LEBJESLUE w -
ALK Cﬂhﬂ"ﬂﬂﬂl.ﬂ"l‘" ECHARNGES BASE CHARMGES ARD METHODOLOGEY CHARKGES VALLES M AY MOT OOREELATE WITH THOSE PLELSHE D I PEEVOUS BEROET arei HnntSUItE"
social j



DEMOGRAPHIC PROFILE OF SOCIAL MEDIA USERS

ACTIVE SOCIAL MEDIA USERS IN EACH DEMOGRAPHIC AS A PERCENTAGE OF TOTAL ACTIVE SOCIAL MEDIA USERS

18.1%

14.1%

12.1%

101%
6oy
49%  49%
II . . i .
FEMALE MAILE FEMALE MALE FEMALE MALE FEMALE MAIE FEMALE MALE FEMLALE MAILE

13-19 20 -29 30 -39 40 - 49 50 - 59 &0+
YEARS OLD YEARS OLD YEARS OLD YEARS OLD YEARS OLD YEARS OLD

1.1%

SOURCEY, KEFH0S s IS5 COMPAREET ADVERTISSNG RESOURCES, O niC. NOTE MOST S0 M EDRA COMPAREES DO M OT ALY CHEDE BN FO USE THER FLAFCE ME, 50 WHILE THE I MAY BE SOCIAM

we i
JAETAA, LU SERS BEOWY THE AGE OF 13 THEY DO MNOT EALEENN THE AVARARE DATA COMPARMEITYE DUE TO VA BARDKRIS TN DATA ANVAR ARITY. MOTE THAT THE AGE GROUPS U SHED HERE ARE MOF THE ﬂl"E. @ HnntSU“:E"
social

SAME 5 THE AGE GROURPS USED FCER MAANY OF THE SNDIVED LA SCR0UA L PLATRCHERA AUIDEER OF PROFELES FEATLURED LS EYHERE B THES BEPORT.




SOCIAL MEDIA USERS vs. TOTAL POPULATION

ACTIVE SOCIAL MEDIA USERS AS A PERCENTAGE OF THE TOTAL POPULATION [MOTE USERS MAY NOT REPRESENT UNIGUE INDIVIDUALS) ™

oD AL CYERYIEW

MNORTHERMN
EURCPE

i
o

AMERICA

E‘I..IE-C'P'E

CARIBBEAN Aﬁum. 10%

69% Rrerial

CEMTRAL Tﬁ'.n-'"illl SRR SGUTHEEM

AMERICA
vz ) s

AFRICA

lum EASTEH!M

AMERICA
OCEANIA

SOUTHERMN
AFRICA
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SOCIAL MEDIA: AUDIENCE GENDER BALANCE AL

FEMALE AND MALE ACTIVE SOCIAL MEDIA USERS AS A PERCEMNTAGE OF TOTAL SOCIAL MEDIA LISERS 4

CARIBBEAM

0 e st L

CEMTRAL
AMERICA

AMERICA
. FEMALE GLOBAL AVERAGE: 46.1%

. MALE GLOBAL AVERAGE: 53.9%

XEFIOS ANALYSIS, COMPANY ADVERTISIN G JESOLRCES AND ANNOUNC

s DS NCF NCLUDE DATA FOR C 54, AN, SUDAN, OR 5 A BEGHONS BASH
LIDENG SIGNIFICANT SOURCE DATA REVESIONS Al '_ . m ; {3 REPCIRTING APFROMC
SCINALSOCIAL MEDIUA LISE RETY ON DEFERENT DATASETS FO GIDBALFIGURES

EREN TS, T
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HIGHEST LEVELS OF SOCIAL MEDIA USE vs. POPULATION

#

01
02
03
(oF.}

& &

SOUFRCES <7 ARADTSIS, DO FAN

N EACH COAIA {11 TH R

SOEADUAES. (%) FERCEM MAYEX 1
COMPARARBIUTY: S0URL 1A JFRCAR]

HIGHEST ADOPTION

BRUNEI

UNITED ARAB EMIRATES
CAYMAN ISLANDS
MALTA

CYPRUS

QATAR

GUAM

% OF POP.

116.5%"
106.1%"
100.8%"
100.8%"
100.3%"
99.8%
99.8%
98.6%
97 .5%

96.2%

N2 OF USERS

516,500
10,650,000
67,450
447 000
1,223,300
2,950,000
170,450
17,950
104,700
331,250

r QTEZEN S DO MOTHAVE ACCESS 7O 5

RANKING OF SOCIAL MEDIA USE vs. POPULATION

COUNTRIES AMD TERRITORIES WITH THE HIGHEST AMD LOWEST LEVELS OF SOCIAL MEDIA USE vs. POPULATION

LOWEST LEVELS OF S5OCIAL MEDIA USE vs. POPULATION

# LOWEST ADOPTION

213 NORTHKOREA

212 ERITREA

211 NIGER

210 CENTRAL AFRICAN REPUBLIC
209 CHAD

208 MALAWI

207 SOUTH SUDAN

206 DEM.REP. OF THE CONGO
205 ETHIOPA

204 TURKMENISTAN

EMENTS; THNIC TECHEASA, OC0H. NOTRE BASED O ACTIVEL SERS OF THE MOST-LISED 500N LM EIRA FLATRORM
3 S0ACLAL MDA ADWIBORY: SOCRAL MAFTOA, L SERS M AN BMOT REFRESENT UNERUE

MSLIS DIATA AN D RESIDENT POPLILATIONS 5 £E BIOTES O/ DATA FOR DEFARS

VALLIES ARE BOT COMPARS BLE WiTH THOSE PUSLSHED BN PREY

% OF POP.

2.35%
2.8%
3.3%
4.1%
4.5%
5.0%
5.3%

5.5%

GlLOBAL CYERYIEW

N2 OF USERS

[BLOCKED]
10,200
641,300
137,550
572,600
820,400
214,900
4,650,000
6,350,000
338,100

Err%.ul Hootsuite
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DAILY TIME SPENT USING SOCIAL MEDIA

AVERAGE AMOUNT OF TIME [IN HOURS AND MINUTES) THAT INTERMET USERS AGED 14 TO &4 SPEND USING SOCIAL MEDIA EACH DAY

03:13
02:43
02:27
02:15
02:03
01:48
01:33
01:18
FEMALE  MALE FEMALE  MALE FEMALE  MALE FEMALE  MALE FEMAIE  MALE

16 -24 35-44 45-54 35 -64
YEARS OLD ‘T’EAEEGLEI YEARS OLD YEARS OLD YEARS OLD

we .
SOURRCE: 5\ 400 20721 | FREU RES BEFRESE R THEFRRDI MG S OF A BROAD GUOE AL SURVEY OF INTERS ET USERS AGHED 14 T8 ;\_::Z-'-..n'q__“ﬁhiu R RLEL DETASS ﬂrE‘ E Hnnt;u‘tﬂ.*
social




DAILY TIME SPENT USING SOCIAL MEDIA

AVERAGE AMOUNT OF TIME [IN HOURS AND MINUTES) THAT INTERMET USERS AGED 16 TO &4 SPEND USING SOCIAL MEDIA EACH DAY

H 22M 2H 25M H 25M 7H 27M
7H 15M
7H 08M
1H 45M 1H 51M
1H 37M ' '
' B -
:ma 2m4 :ms :ma :m:r :ma :uw :uzu :um

SOURCE: GV 1032013 O G 2031 RGURES RERESENT THE RNOBMGS OF A BROAD GLOBAL SUBVEY OF INTERNET LISERS AGED 14 70 &4 SEE GWICOM FOR FULL DETALS .
e are u:l ‘ ® Hootsuite



SOCIAL MEDIA’'S SHARE OF TOTAL ONLINE TIME

TIME SPENT USING SOCIAL MEDIA AS A PERCENTAGE OF TOTAL TIME SPENT USING THE INTERMET BY IMTERMET USERS AGED 14 TO &4

34.8% nd 35.0% 35.2%
32.9% 33.3%
29.2%
| i '
' +'I 0% -3.9% +0.4%
Q3

:‘ID'I 5 ED'I& 2D'I ? :‘lﬁ'l B ED'I‘? 2020 2021

JRES RERESENT THE M DIN G5 OF A BROAD GIORAL SUBVEY OF INTERMET USERS AGED 15 70 84 SEE GWICIOM FOR RULL DETALS Eﬂ |ﬂ| ‘ Hﬂﬂtﬁ“ltﬂ"



MAIN REASONS FOR USING SOCIAL MEDIA A

PRIMARY REASONS WHY IMTERMET LISERS AGED 16 TO 44 USE SOCIAL MEDIA PLATFORMS y vV 4

KEEPING IN TOUCH WITH FRIENDS AMD FAMILY 47 6%

FILLIMG SPARE TEME

READING MEWS STORIES 351%

FINDING COMTENT 31.6%

SEEIMNG WHAT'S BEING TALKED ABOUT 9.5%

FINDING INSPIRATION FOR THINGS TO DO ANDBUY

FINDING PRODUCTS TO PURCHA SE

SHARING AND DISCUSSING OPINIONS WITH OTHERS 24.5%

MAKIMG NMEW COMNTACTS

WATCHING LIVE STREAMS
SEEING CONTENT FROM YOUR FAVOURITE BRAMDS 3.1%

WORK-RELATED NETWORKIMG AND RESEARCH

FINDING LIKE-MINDED COMMUMNITIES AND INTEREST GROUPS 121%

WATCHING OR FOLLOWING SPORTS

FOLLOWING CELEBRITIES OR INFLUENCERS 21.T%
POSTING ABOUT YOUR LIFE 21 4%
AVOIDING MISSING OUT ON THINGS [FOMO) 21.3%
SUPPORTING AND CONMNECTING WITH GOOD CAUSES 174%

we .
SOURCE: GW1 |03 2021 | FRGLIRES REPRESENT THEFINDING S OF A BROAD GLOBAL SURVEY COF INTERN ETUSERS AGED 14 TD A4. SEE GWLOOM FOR FUIL DETALS are, ﬁ Hnnts‘_"teu

social



THE WORLD’S MOST-USED SOCIAL PLATFORMS o

RANEKING OF SOCIAL MEDIA PLATFORMS BY GLOBAL ACTIVE USER FIGURES {IN MILLIONS) y v N

FACEBOOK'

YOUTUBE*

WHATSAPP'® 2,000

INSTAG RAM® 1478

WECHAT' 1,263

1,000

YT 57
T 57
ET G 55
R 550

SOURCES: KEFIOS AMALYEIS OF [1] COMPANY ANNOUNCEME 4 TS5 OF MONTHIY .IJ R FABUAR S 5 SSIEEIE AL ERES BERCHELE 10 COMMMNG A CLIBGEMER S OF D RE ACIE

e
LSRR GRIOYRE THAT MORTHLY ACTIVE LISER FEURES MAY BE | hﬂ“m .|.- 1 R OT BEFREESERT .|'-I_‘T:Ji I'.-' ﬂﬂﬂm’!‘-" AFF T':-'_E-_:-:"‘_I'.' f.'-F\-'-'..'l_'i-":-:'_E _'."-:I=_ HE : ‘ HnntSUItEE

| PIVATEL) UISER FIGLIRES BN THERAST 12 MONTHS, 50 RG :-‘..‘-.-.-*k-.'--:-.-u-""“t SENTATIVE :-. E CHAMESES AMD METHODOLOGY CHANGES, DATA MAY NOT B DIRECTIY COMPARABIE WITH REWOLS REPCRTS Eﬂﬂl al
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AVERAGE NUMBER OF SOCIAL MEDIA PLATFORMS THAT IMNTERMET LISERS AGED 16 TO &4 USE ACTIVELY EACH MONTH

2 I avot00 cEe
by [Nesbel ,_
os I oiwvHInoS o c 2
o'z I -0 -m
s I ony e
o I o BE

55 [ a4
s I 153N OaN!
ye I
&y Bl




AVERAGE NUMBER OF SOCIAL PLATFORMS USED AL

AVERAGE NUMBER OF SOCIAL MEDIA PLATFORMS THAT IMTERMET USERS USE ACTIVELY EACH MONTH
5.5
FEMALE MAILE

16 - 24 35-44 45-54 35 -64

FEMALE MALE
YEARS OLD ?EAEE CILD YEARS OLD YEARS OLD YEARS OLD

we

L ]
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FACEBOOK USERS

YOUTUBE USERS

WHATSAPP USERS

INSTAGRAM USERS

TIKTOK USERS

TELEGRAM U SERS

SNAPCHAT USERS

TWITTER USERS

REDDIT USERS

MMTEREST USERS

LUMNKEDIN USERS

SCHRECE: vl 153 202 |LSES

DIERTEED B4 THE LEFT-H AMND COMEIAR W
B EAW TR W s BT E R ARTY TeEe B
HCH SAY THEY DO MO USE ARY OTHER -5

SOCIAL MEDIA PLATFORM AUDIENCE OVERLAPS

PERCENTAGE OF USERS OF EACH PLATFORM AGED 16 TO &4 QUTSIDE OF CHIMNA WHO ALSO USE OTHER SOCIAL MEDIA PLATFORMS

Gl OB AL CYERYIEW

UNIGUETD  ALSO USING ALSO USING  ALSO USIMNG ﬁi? -I.iiﬂ'l: ALSO USING  ALSO USIMG  ALSOUSING ALSOUSING ALSO USING ALSOUSING ALSO USIMNG

PLATFORM

0.7%

0.9%

1.53%

0.1%

0.1%

0.2%

0.0%

0.2%

0.1%

0.2%

0.2%

Ll g L
SYWILCOM FOE BT DETA

FACEBOOK  YOUTUBE
S 74.7%
79.0% oy
i 76.8%
82.9% e
84.6%  80.5%
83.2% 81.5%
83.1%  79.2%
83.7% o
BEEs 81.8%
82.7% e
87.8%  77.8%

WHAT 5APP

72, %

72.4%

L
"l 2
L U e

76.4%

73.7%

856.9%

79.3%

/3.0%

69.6%

77.5%

82.6%

ATTHE T . P

MCLLDEN G PLATRORMS. MOT 7

78.1%

77.5%

80.2%

83.9%

87.6%

89.6%

87.6%

82.1%

86.2%

83.3%

==l
|8

THETOK

47.8%

45.8%

456.4%

50.4%

24.6%

56.5%

49.1%

TELEGRAM SMAPCHAT

) B THIS TARLE. COMPARABILITY 5 URVEY CH

42.0%

44 8%

48.%%

47 0%

46.9%

Taln |
00.0%

22.6%

32.3%

21.1%

49.9%

33 4%

s UISERS AGED 16 TO a4 DOES MOT R CUUD E DAL FOR CHIM A Wb B ES BEFRESE

DAL . FERCEN TAGE

. -r-
L oL

31.9%

30.0%

34.0%

36.6%

40.9%

40.0%

Falals 1
F | fyr
iU s

40.8%

49.8%

43.6%

41.8%

g ]

AMGES

TWITTER

48.8%

31.3%

49.0%

34.2%

36.6%

60.4%

61.8%

71.6%

28.9%

64.7%

REDDIT

14.4%

16.7%

13.8%

15.5%

17.1%

18.0%

23.0%

2].8%

e
L] |
LA U e

23.8%

25.1%

PINTEREST

36.1%

39.0%

37 7%

40.0%

43.6%

43.1%

49.6%

........

LIMKEDIM

31.5%

30.7%

33.0%

31.7%

31.2%

39.3%

39.0%

39.8%

20.7%

41.8%

yr?e.m Hootsuite
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FAVOURITE SOCIAL MEDIA PLATFORMS o

PERCENTAGE OF IMTERMET USERS AGED 14 TO &4 WHO SAY THAT EACH OPTION |STHEIR "FAVOURITE" SOCIAL MEDIA PLATFORM

WHATSAPP 15.7%
14.8%
14.5%

FACEBDOK

11.4%

SOURCE: v /23 301 | 5EE GYWILCOM FOE AU DETARLS. FOTE S O I i CUUDES LSERS AGED) 146 T0 &4, SURVEY R ESPOM DENTS COULD CHORCES E MO OTHE R ORTIONS MO SHOR O THES T AKT,
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FAVOURITE SOCIAL MEDIA PLATFORMS AMOMNGST FEMALE INTERMET USERS

SOCIAL

PLATFORM

WHATSAPP

INSTAGRAM

FACEBOOK

WECHAT

DOUYIMN

TIKTOK

TWITTER

FB MESSEMNGER

TELEGRAM

LIME

AGE
16-24

12.0%

25.6%

7.3%

8.5%

4.1%

8.9%

4.8%

2.1%

1.4%

0.9%

1 L SEE GWLOOM FOR T

e T R T e TLT — T
JLE A5 AR RIS W & THIS GHLIES

AGE AGE
25-34 35-44
14.0% 13.1%
17.8% 12.7%
13.0% 15.7%
12.9% 14.5%
3.9% 5.8%
5.2% 3.8%
2.6% 2.3%
2.5% 2.7%
1.4% 1.4%
1.3% 2.4%

AGE

45-54

17.2%

?.9%

18.0%

13.0%

4.6%

3.3%

2.1%

2.7 %

1.0%

2.8%

AGE
35-64

20.4%

6.9%

19.2%

8.7%

3.6%

1.5%

1.9%

3.7 %

1.2%

4.4%

FAVOURITE SOCIAL MEDIA PLATFORMS

PERCENTAGE OF IMTERMET USERS WHO SAY THAT EACH OPTIOM IS THEIR "FAVOURITE" SOCIAL MEDIA PLATFORM

Gl OBAL CYERYIEW

FAVOURITE SOCIAL MEDIA PLATFORMS AMOMNGST MALE INTERMET USERS

SOCIAL

PLATFORM

WHATSAFPP

INSTAGRAM

FACEBOOK

WECHAT

DOUYIN

TIKTOK

TWITTER

FB MESSEMNGER

TELEGRAM

LINE

AGE AGE
16-24 25-34
14.5% 15.7%
22.8% 13.8%
11.1% 15.9%
7 .5% 12.0%
4.1% 5.6%
5.4% 3.5%
3.7 % 3.6%
2.1% 2.7 %
3.1% 2.7%
1.0% 1.2%

AGE
35-44

16.9%

8.7%

17.7%

14.2%

6.3%

2.7%

3.4%

2.6%

2.3%

1.9%

AGE
45-54

19.3%

6.3%

17.9%

| W

3. 1%

2.5%

3.3%

2.6%

1.9%

2.7%

AGE
35-64

19.6%

4.2%

18.9%

10.9%

4.2%

1.9%

3.1%

3.0%

1.7%

3.8%

Er?e.ul Hootsuite'
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TIME SPENT WITH SOCIAL MEDIA APPS o

AVERAGE TIME PER MONTH THAT USERS SPEND USING EACH PLATFORM'S ANDROCID APP, RANKED BY CUMULATIVE TIME ACROSS ALL AMDROID USERS

O1: YOUTUBE 02: FACEBOOK 03: WHATSAPF 04: INSTAGRAM 05: TIKTOK

23.7 19.6 18.6 11.2 19.6

HOURS / MONTH HOURS / MONTH HOURS / MONTH HOURS / MONTH HOURS / MONTH

06: FACEBOOCK MESSENGER 07 TWITTER 08: TELEGRAM 09: UNE 10: SMAPCHAT

3.0 5.1 3.0 11.6 3.0

HOURS / MONTH HOURS / MONTH HOURS / MONTH HOURS / MONTH HOURS / MONTH

SOUMECE APP A8 BE. SEF STATECFWOEREIDD 2 COM FOR M ORE DETALS . MIOTE FRGURES BEFRESTENT AVERAGE HLBARER OF HOUERS SPERIT PER LISER, PER MORTH LUSEG EACH ALATFCR WS MADHEILE AFF O — .
ARIDRCID PHORMES THROUGHOUT 20071 . DI0ES MO BNCIUDE DATA FOE OHINA. BGURE FOR TECTO DOES NOT INCIUDE DOUY are, HﬂﬂtSI.IItE
social




USE OF SOCIAL MEDIA FOR BRAND RESEARCH A

PERCENTAGE OF IMTERMET USERS AGED 14 TO 44 WHO USE EACH SOCIAL MEDIA CHANNEL TO FIND INFORMATION ABQUT BRANDS AND PRODUCTS r

ANY KIMD OF SOCIAL SOCIAL QUESTION & AMSWER FORUMS AMND
MEDIA PLATFORM MNETWORKS SITES [E.G. QUORA) MESSAGE BOARDS

76.1% 43.5% 21.5% 17.2%

MESSAGIMNG AMD MICRO-BLOGS VLOGS [BLOGS IM OMUME PINBOARDS
UVE CHAT SERVICES (E.G. TWITTER) A VIDEO FORMAT) (EG. PINTEREST)

16.0% 10.8%

GWI (33 2021 | FRGURES REPRESENT THEFIND ING 5°0F A BROAD GIOBAL SURBVEY OF INTERMETUSERS AGED 16 TD 44 SEE GWLOOM FOR. FUILL DETARS VARIES FOR AR Y KIND OF S00ML we o
METHA FLATRORM® BNCILIDE ATIEAST ONE OF: S00IAL NETWORKS, GLUES BON AND ANSWER STES {EG. GUORAL FOSUMS AND MESSAGE BOARDS, MESSAGING AND LIVE CHAT SEVICES, MERO-BOGS are, Hﬂﬂtﬁ“lten
A TTTER], BOAGS ON PEODLICTS / BRANDS INOT SHOWI AS AN BN DEVIDILAL VALLE ON THES CHART], VOGS LE. BA0:GE RECORDED B4 A VIDED FORMAT], AND CRIBNE PINBCARDS |EG. PINTEREST] social



I
U
o
<
Lid
L)
hid
oz
o
Z
<
-
20
o
O
Li.
el
> 4
0
-
i
Z
el
<
U
e,
"a)
e
O
Bald
V)
-

PERCENTAGE OF IMTERMET USERS AGED 14 TO &4 WHO USE SOCIAL NETWORKS TO FIND INFORMATION ABOUT BRANDS AND PRODUCTS
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USE OF SOCIAL NETWORKS FOR BRAND RESEARCH + £ 4

PERCENTAGE OF IMTERMET USERS WHO USE SOCIAL NETWORKS TO FIND INFORMATION ABOUT BRANDS AND PRODUCTS

52.3%
48.4%
A7 4% 15 5%
36.6% 35 79
I I mg% .
FEMALE  MALE
146 -24 35-44 45-54 55 -64
YEARS OLD "l"EAEE "D!.D YEARS OLD YEARS OLD YEARS OLD

WE
SOUNROE: VA 10T X030 | FRCAURES REPRESENT THEFEMDI MG S 'OF A BROAD GO AL SURVEY OF INTERN ET U SERS AMGED 14 B0 &4 SEF SWLOOM FOR FLIL DETALS @ Hnntsu‘te*

snl:l



TYPES OF SOCIAL MEDIA ACCOUNTS FOLLOWED o

PERCENTAGE OF IMTERMET USERS AGED 14 TO 44 WHO FOLLOW EACH TYPE OF ACCOUNT ON SOCIAL MEDIA y v &

43.5%

FRIENDS, FAMILY, AND OTHER PEOPLE YOU KNOW
0.9
28.9%

ACTORS, COMEDIANS, AMD OTHER PERFORMERS

ENTERTAINMENT, MEMES, AND PARODY ACCOUNTS

BANDS, SINGERS, AND OTHER MUSICIANS

TV SHOWS OR CHAMMELS 0%

RESTAURAMNTS, CHEFS, AND FOOD PERSOMALITIES 5.1%

COMPAMIES ANDBRANDS YOU PURCHA SE FROM 13.0%

INFLUENCERS AND OTHER EXPERTS TL6%

SPORTS PEOPLE AND TEAMS 115%

COMPAMNIES AMD BRANDS YOU'RE CONSIDERING PURCHASING FROM 21.5%

COMNTACTS RELEVANT TO YOUR WORE 0.8%

COMPAMNIES RELEVANT TO YOUR WORK 19.9%

FITMESS EXPERTS OR ORGAMISATIOMNS 17.6%

GAMING EXPERTS OR GAMIMNG STUDIOS 17.6%

BEAUTY EXPERTS 17.5%

JOURMALISTS OR NEWS COMPAMIES 17.5%

we =
{50 2021 | FGURES REPRESENT THEFINDINGS OF A BROAD GLOBAL SURVEY OF INTERMET USERS AGED 16 TO 44 5B GWLOOM FOR FLILL DETALS are, Hﬂﬂtﬁ“ltﬂ'
social
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GLOBAL CYERYIEW

PERCENTAGE OF IMTERMET USERS AGED 14 TO 44 WHO FOLLOW INFLUENCERS ON SOCIAL MEDIA
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FOLLOWING INFLUENCERS ON SOCIAL MEDIA "ﬁf;ﬁf

PERCENTAGE OF IMTERMET USERS WHO FOLLOW INFLUENCERS ON SOCIAL MEDLA

U1%
26.4% 21 4%
12.5% 21 4%
16.6%
15.0%
106%  10.9%
FEMALE MaALE
164-24 35-44 45 =54 55 -84
YEARS QLD "I"Eﬁl.EE GED YEARS CLD YEARS O LD YEARS CLD

we .
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USE OF SOCIAL MEDIA FOR WORK ACTIVITIES

PERCENTAGE OF IMTERMET USERS WHO USE SOCIAL MEDIA FOR WORK-RELATED MNETWORKING OR RESEARCH

GlLOBAL CYERYIEW

16.8%
14.0% I
FEMAIE  MALE

16 -24 25 -34 35-44 45-54 55-64
YEARS OLD YEARS OLD YEARS OLD YEARS OLD YEARS OLD
SOURGE: G133 2021 | FIGURES REPRESENT THEPINDIGS OF A BRCAD GLOBAL SURVEY OF INTERMET USERS AGED 14 10 4. SEE GWLCOM FOR FULL DETALS. COMPARABIITYS WE INCILIDED & CHART WE
WITH A SUAILAR TTILE BN OUR IREWOUS FEFORTS, BUT THEDATA FEATURED ON THOSE REVOUS CHARTS USED A DIFFERENT DERNON OF USING SOCIAL MEDUA FOR WIS FGLRES SHOWN HERE ARE NOT Hﬂﬂtﬁ“lt‘E"
COMPAR ABEE WITH PREVIOUS BEPCHTS Eﬂﬂ al

26.5% 2%.1%

MALE

24.1%

22.7%
| I I
FEMALE  MALE FEMALE

23 4%

FEMALE

23.0%

MALE

19.6%

MALE FEMALE




PARTMER COMTENT
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PRIME TIME
PLATFORMS

In a fragmented entertainment
landscape, social has become
the lynchpin of shared media
consumption, with data from
TikTok showing that 35% of its
users say theywe watched less
TV and streaming services
since downloading the app. If's
creating opportunities for
brands to engage audiences
maore in online storytelling.

in 2022, brands showld
maxlimise enter tolnment valuo
diring key moments by
collaborating with
COMman i rs

SOCIAL
CYNICISM

Social media has become a
little predictable, with 43% of
Gen £ users giobally agreeing
that the algorithms which
determine what we see on our
feeds have a negative impact

on their media diet. In response,

creators are pushing back with
content poking fun at overdone
tropes and worn out memes,
much to the delight of
auvdiences.

In 2022, rands should take
themselves less seriously, and
subvert industry tropes.

IN-FEED
SYLLABUSES

Across the globe, social media
users are more likely to say
they've leamed practical life
gkills from social platforms than
university {57% vs 51%). Now,
social is being repurposed as a
platfomn for self-directed

learning, driven by immersive
content formats and a renewed

appreciation for innovative
learning solutions.

in 2022, brands should assert
their values by educating
o e on Mmoo rtant 1Sa0es,
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Hootsuite’s Perspective

Social Trends

With data from 18,100 survey respondents and insights from top industry experts,

our Social Trends 2022 report covers this year's top social media trends.

TREND 1

Brands finally get
community right {(with
the help of creators)

Assmall, authentic
communities become
more prevalent on
social media, brands
that partner wisely with
creators are connecting
with new audiences,
earning their trust, and
gaining cultural capital.

TREND 2

Marketers get creative
as consumers wise up
to social ads

Brands will be spending

more on social ads in 2022.

But if they want to make

a splash, they'll have to
work harder to create ads
that mirror and enrich the
distinct experience each
social network offers.

PARTMER COMTENT

TREND 3

Social quietly matures
out of the marketing
department

As marketers become more
confident in measuring the
ROI of their social media
efforts, high peformers are
spreading the love across

the rest of their organization.

TREND 4

Social becomes the heart
of the post-pandemic
shopping experience

Social commerce is here

to stay. In 2022, small
businesses will extend the
customer experience across
social and real-life store-

fronts, while large enterprises

test the limits of the online
shopping experience.

TRENDS

Social marketers save their
brands from the customer
service apocalypse

Demand for customer
service on social media
continues to surge. And
now, social marketers

have a unigue opportunity
to play the hero and steer
their organizations through
the upheaval.

& [T about Hootsuite’s 2022 social trends, download the
full report, and see how you can put each trend into action.
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FACEBOOK



CHANGES IN META’'S DATA REPORTING

In Q4 2021, Meta made some imporfant changes to how its self-service tools report the
potential advertising reach of its platforms, including a move to publishing avdience figures as
a range instead of as an absolute number. Our analysis suggests that Meta also revised its base
data, resulfing in some important corrections to published audience figures for Facebook and
Messenger. As a result, we are currenily unable to provide any figures for changes over time in
these platforms’ audiences, and we advise readers not to compare the advertising audience
figures for Facebook and Messenger contained within this report with figures published for
those platforms in previous reports. For more information, please read our complete nofes on
data variance, potential mismatches, and curiosities: hiips,//dalareportal com/notes-on-data.



FACEBOOK MONTHLY ACTIVE USERS

MONTHLY ACTIVE FACEBOOK USERS (IN MILLIOMS), WITH RELATIVE GROWTH RATES OVER TIME

2,740
2449

2,271
2,072
1,788
1,350
1,189 '
' I _l_'IEﬂ I +? ﬁﬂ +?’ Eﬂ ¥ .
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FACEBOOK: MONTHLY ACTIVE USERS v aw

FACEBOOK'S TOTAL MONTHLY ACTIVE USER BASE F © =
GLOBAL OYERVIEW
TOTAL MOMNTHLY ACTIVE TOTAL FACEBOOK MAL QUARTER- OMN-GUARTER CHANGE YEAR-OMN-YEAR CHAMNGE
FACEBOOK USERS [MAL) vi. TOTAL POPULATION IM TOTAL FACEBOOK MALU IM TOTAL FACEBOOK MALU
9 0.5 6.2°
2.91 36.8% +0.5% +6.2%
BILLION +15 MILLION +170 MILLION
TOTAL FACEBOOK MAL TOTAL FACEBOOK MAL FACEBOOK DAILY ACTIVE USERS FACEBOOK ADVERTISING REACH
vs. TOTAL INTERNET USERS vs. POPULATION AGED 13+ vs. MONTHLY ACTIVE USERS vs. TOTAL FACEBOOK MAL

58.8% 47.1% 66.3% 72.5%

m::v.:‘.‘.--, PYESTOHE AR MIN G5 AR O C .:l AT SN EE |1. .-N'D'I'Ei 2] DIER Tosoh, ARE O |. M ASLABLE FOE "FEMALE AMD "‘-.." LISERS, AMD ARE BASED OF -I_“\-x
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0 IDERTS 5 HA RE OF FACE BDCRCS ADVERT .-"I.:-'-.' B Eﬂﬂmﬂf‘l’: 15 = LUNE I.!-‘-'I :-'J"l:- CHAKT B EFRES BT Hﬂ:lfdrrl‘l'mu-ﬁa A B .-:-':.-':"d'TZ HE FACEBDOS H s
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FACEBOOK: ADVERTISING AUDIENCE OVERVIEW AL

THE POTENTIAL AUDIEMN CE THAT MARKETERS CAMN REACH WITH ADS OM FACEBOOK
GLOBAL OVERVIEW

PERCENTAGE OF

POTENTIAL AUDIENCE FACEBOOK'S POTENTIAL FACEBOOK'S POTENTIAL PERCENTAGE OF
ADVERTISING REACH TS AD AUDIENCE TS AD AUDIENCE

THAT META REPORTS ADVERTISING REACH
CAN BE REACHED WITH A5 A PERCENTAGE OF A5 A PERCENTAGE OF THAT FACEBOOK THAT FACEBOOK
TOTAL POPULATION POPULATION AGED 13+ REPORTS IS FEMALE REPORTS IS MALE

ADS ON FACEBOOK

2.11 26.7% 340% 43.4% 56.6%

BILLION

LIRS MAY MOT RERESENT UNIGE BNDIVID UALS, AMD MAY NOT MATCH EGLIVALENT AGUIES FOR THE TOTAL ACTIVE USER BASE we -
A5 SIGNIFICAN TLY RE WIS ED 175 Hﬂﬂtﬁ“lt‘ea

 SESOURCES ADVISORY; AL DIEN CE FiG £5
ETA'S ADVERTISING RESOURCES OMLY PUBLISH GENDER DATA FOR *FERALE® AND "M ALE" COMPARABILITY: JETA HA are
DB PREVIOLIS REPORTS social

AET? ESOLRL
(FLES LISE WD PO TOF PUBIESHED EAMNGEL META
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FACEBOOK: ADVERTISING AUDIENCE PROFILE T«:ﬁ'

SHARE OF FACEBOOK'S ADVERTISING AUDIENCE BY AGE GROUP AND GEMDER

18.4%

13.3%

12.6%
039 10.0%
1.9%
5 90 5.8%
l I i . T
FEMALE  MALE FEMALE  MALE FEMALE MALE

3.2%

MALE

13-1/ 18 - 24 25-34 35-44 45 - 54

= 55 - 64 65+
YEARS OLD YEARS OLD YEARS OLD YEARS OLD YEARS OLD YEARS OLD YEARS OLD

24%

FEMALE

SOURCE WACTAS ADVE I-.T NG EESDURCES. ADWISOR AL DEEM CE FRGUEED MAY ‘kI'C-“' K EFR ES BT U BELIE INDIVED LSS5, s D WA BOT MATCH EEHINVALENT 3G LEES FOE BHE FOTAL ACTIVE USER BASE
NOTES: 7 GURES UISE MAEDPOEN TOF PUBIESHED EAMGEL META'S ADVERTISNN G RES] _Ii:‘:_.-C‘ﬁl T PUBLESH (GENDER DATA FOR “RERALE" AR D "W ALET DONIPAR ARILITY: SAF TA HAS SERFRCARWTLY REVISED IS Hﬂﬂtﬁ“lt‘ea
HASE DALA ARED ."'.-'“-"“F.'SI'-T.'I T -"-_IZI ERIE EEPORTING, 50 FRGUE ES SHOWS HERE ARE MOT COJWREARIE WITH THOSE PLIBEESHED B FREEYROLS REROETS s_u: l



FACEBOOK ADVERTISING REACH

TOTAL POTENTIAL AUDIENCE REACH OF ADS ON FACEBOCK, IN MILLIONS OF USERS

GlLOBAL CYERYIEW
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‘ELIGIBLE’ REACH RATE

POTENTIAL REACH OF FACEBOOCK ADS COMPARED WITH POPULATION AGED 13+
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FACEBOOK: TIME SPENT USING MOBILE APP

AVERAGE NUMBER OF HOURS PER MONTH THAT EACH FACEBOOK USER SPENDS USING THE FACEBOOK APP ON AMDROID PHOMES

GLOBAL CYERVIEW

m STATECE MOMLEI022 COM FOR MCRE DETALS, G/t CONTACT AP ANPIE FOR DETALS OF HOW TCHACCESS DATA FOR ADDTHONAL LOCABONS. NOTE: FXGURES REPRESEN T AVERAGE H t t -
NTH U5 G THE FACERC-OK, MOBIE AR O ANDRCHD PHOMNES THROUGHOUT 2021, 'WOREWIDE FRGURED OES NOT BNCLLIDE DATA FOR CHENA ooLsuite

su lul

26.2

MEXICO
WORLDWIDE
MDA
SINGAFPORE
ALISTRALLS
ARGENTINA
INDOMESIA
BRAZIL
FRAMCE
TURKEY
GERM ANY
SOUTH KOREA



FACEBOOK AD REACH RANKING s

COUNTRIES AMD TERRITORIES WITH THE LARGEST FACEBOOK ADVERTISING ALDIENCES

GLOBAL CYERYIEW

TOTAL REACH vs. TOTAL REACH vs.
REACH POP. 13+ # LOCATION REACH POP. 13+

# LOCATION

o1 INDIA 329,650,000 30.1% 1

PAKISTAN 43,550,000 27.5%
02 USA. 179,650,000 63.7% 12 COLOMBIA 35,150,000 84.1%
03 INDONESIA 129,850,000 60.0% 13 UK 35,050,000 60.5%
04 BRAZL 116,000,000 65.5% 14 TURKEY 34,400,000 50.5%
05 MEXICO 89,700,000 87.6% 15 FRAMNCE 31,350,000 56.2%
06  PHILPPINES 83,850,000 100.4%" 16 ITALY ' 28,550,000 53.0%
07 VIETNAM 70,400,000 89.5% 17 ARGENTINA 28,400,000 78.5%
08 THAILAND 50,050,000 82.8% 18 NIGERIA 26,100,000 19.8%

09= BANGLADESH 44,700,000 34.4% 19  GERMANY 25,750,000 35.0%

09= EGYPT 44,700,000 &0.8% 20 PERU 24,800,000 P3.9%

SOURCES: META'S ADVERTSING 15 QURCES; UN, U5 CENSUS SUREALL ADVISORY: AL DEER CE FAGURES MAY NI RERESENT UNICIE INDTADUALS, AND MAY NOT MATCH EQUINALENT RGURES FOR THE
TFOTAL ACTIVE LISER A SE “NOTES FEACH va POF 139" VALLES SHOLID MOTTECHMICALY BICEED 100%, BUT DWEA ARE SHOWH 515, TCHENABLE RE ADERS TO MAKE THER OWH RIDGMENTS ONE 1 i
@ JCHLIDES COUNTRES AND TEBSITORIES WITH POPULATIONS OF AT LEAST 50,000 PEORE FIGURES LISE MIDPOBNT OF FUBLUSHED RA C(}W.III:HJLI'I"F META HAS SKRIFICARTIY REVISED TS BASE DATA Hﬂﬂt;“ltﬂ
AND AFTRONCH T0 MIDENCE B EFORTING, 50 FGURES SHOWN HERE ARE NOT COMPARABLE \WITH THOSE RUBLISHED [N PREVICLS REPORTS Eﬂﬂlﬂl




FACEBOOK ELIGIBLE AD REACH RATE RANKING

COUNTRIES AMD TERRITORIES WHERE FACEBOOK ADS REACH THE GREATEST SHARE OF THE POPULATION AGED 13+

L OB AL CYERVIEW

REACH vs. TOTAL
POP. 13+ REACH

REACH vs. TOTAL
POP. 13+ REACH

# LOCATION # LOCATION

01 MONGOLUA 103.3%* 2,500,000 11 ARUBA 87.8% 80,550
02  LBYA 101.7%"* 5,450,000 12 MEXICO 87.6% 89,700,000
03  PHIUPPIMNES 100.4%* 83,850,000 13 BOUVIA 86.3% 7,650,000
04 PERU 93.9% 24,800,000 14 [CELAND 85.5% 246,900

05 TOMGA 93.8% /0,850 15 GREENLAND 85.1% 39,800

8

MALTA 92.9% 359,850 16 COLOMBIA 84.1% 35,150,000
o7  CAMBODIA 92.68% 11,600,000 17 BRUNE 83.0% 298,600
08 ECUADOR 92.2% 12,700,000 18 THAILAND 82.8% 30,050,000
0%  VIETMAM 89.5% 70,400,000 19 GEORGIA 82.5% 2,700,000

10 SAMOA 88.4% 120,650 20 UAE 82.5% 7,200,000

IS O RCES; LN UCS OENSUS SUR EALL ADYERCHEY: ALl BB OF FRGLRIE MAY NOTREWES ENT LIS FOUE B8D VD UGS, AND MaY MOT MATCH BN LENT RGUEES FOR THE
- -1

REACH wa POF 1397 VALLES SHOUD MOT ECHMICALY EYCEED 10035, BUT DATA ARE SHOWR 515, TO BNABE BEADERS TO MAKE BHER CAWN BIDCMENTS CHNY H t .t '
JREES WITH POPLILATION S OF AT LEAST 50,000 PEDRE. FCURES LISE MIDPORT OF PUBUISHED R AMNGES. COMPMEABILITY: META HAS SICFICANTY SEVISED TS RASE DATA are, ooLsuite
i FYICAI S BEROETS ﬂl

TING, 50 RGULE SHOWN HEIE ARE NOT COMBARMSLE WiTH THOSE FUBLISHED [N PREVIOUS B sSocCl




DEVICES USED TO ACCESS FACEBOOK AL

PERCENTAGE OF FACEBOOK'S ADVERTISING AUDIEMNCE THAT USES EACH DEVICE TO ACCESS THE PLATRFORM, EITHER VIA AN APP OR A WEB BROWSER

Gl OB AL CYERVIEW

USE ANY KIND OF ONLY USE LAPTOP OR USE BOTH COMPUTERS ONLY USE MOBILE
MOBILE PHONE DESKTOP COMPUTER AND MOBILE PHONES PHOMES [ANY TYPE)

| 16.7% 81.8%

i —_ — — - - —_—— - —— - - - - - - - - - — . - - - —— - - T - — — r - - WE .
SOUNRCE WEDAS ADWVERTISN G RESDUECES: BASED D8 DATA PLIE IGHED B U E202]. MO RGLEES BERETENT WVALLEES FOR ACTIHWVE FACESDORC USRS A5 B0 18 ARD KECWE ﬂrE‘ Hnntsu‘tﬂ.*
social



FACEBOOK POST ENGAGEMENT BENCHMARKS -

FACEBOOK PAGE POST ENGAGEMENTS [REACTIONS, COMMENTS, AND SHARES) AS A PERCENTAGE OF TOTAL PAGE FAMNS e

AVERAGE FACEBOOK POST AVERAGE FACEBOOK POST AVERAGE FACEBOOK POST AVERAGE FACEBOOK POST AVERAGE FACEBOOK POST
BN GAGEMENTS vs. PAGE BN GAGEMENTS vs. PAGE BN GAGEMENTS vs. PAGE BN GAGEMEBNTS vs. PAGE BN GAGEMEBNTS vs. PAGE
FANS: ALL POST TYPES FANS: PHOTO POSTS FANS: VIDEO POSTS FANS: UMK POSTS FANS: STATUS POSTS

0.07% 0.11% 0.08% 0.03% 0.13%

WAL WO B TES Rl B CIT SR T 1000 DU E PO ROLINES

SOURCE, H0-CIMWIEE. FREURES SEPRESEN T AVERAGES BETVWEDY 01 SEFTEMBER 2021 AMD 33 MOVEMEER 2021 HOTESR FERC BTG ES DOMBARE THE COMWEBENED FOTAL OF REACTION 5, TOMMEN TS, ARMD WE -
SHARES \WITH THE RO AL M LWMEER OF PAGE FaiiS. FGLIEES AREAVERAGES BASED O A WIDE VABETY {F TorFeios T 0005 OF PAGE - WITH DEFFERENT ALDEENCE S7ES, BN VARRDAUS COLNTRES ARDLUND THE ure,, HnntSUItEa
a P o re l
socia



FACEBOOK MARKETPLACE AUDIENCE OVERVIEW o

THE POTENTIAL AUDIEM CE THAT MARKETERS CAMN REACH WITH ADS WITHIN FACEBOOK MARKETPLACE

GLOBAL CYERYIEW
POTENTIAL AUDIENCE FACEBOOK MARKETPLACE FACEBOOK MARKETPLACE PERCENTAGE OF THE PERCENTAGE OF THE
THAT META REPORTS CAN REACH AS A PERCENTAGE ADVERTISING REACH AS FACEBOOK MARKETPLACE FACEBOOK MARKETPLACE
BE REACHED WITH ADS IN OF FACEBOOK'S TOTAL A PERCENTAGE OF TOTAL AD AUDIENCE THAT AD AUDIENCE THAT
FACEBOOK MARKETPLACE ADVERTISING REACH POPULATIOMN AGED 13+ META REPORTS IS FEMALE META REPORTS IS MALE

562.1 26.6% 91% 449% 55.1%

MILLION

SOUMECE JAETA'S ADNERTISRNG BESDABRCES. ADNWISODIRY: A/U DIE CF FRGURES Wb MNIOTRIER BT L ECLE SHDNSDLIALS, A3 D BAAY 30T MAATCH EQUNALENT BGURES FOR THE TOTAL ACTIVE UEER BASE - .
MOTES: [GLEES USE WMIDPORM T OF PUBLISHED RAMGES. META'S ADVERTISIN G RESCURCES OlLY FLURBUSH SEMDIER DT FOR “FEMALE" AMD "M ALE" ure‘ HnntSl.“t'E
social




MOST-FOLLOWED FACEBOOK PAGES AL

FACEBOOEK PAGES WITH THE GREATEST NUMBER OF FOLLOWERS

GlLOBAL CYERYIEW

# FACEBOOK PAGE FOLLOWERS # FACEBOOK PAGE FOLLOWERS # FACEBOOK PAGE FOLLOWERS
01 FACEBOOK APP 195,700,000 11 VIN DIESEL 108,000,000 21 NEYMAR IR 88,000,000
02 SAMSUNG 161,700,000 12 TASTY 106,800,000 22 SELENAGOMEZ 86,600,000
03 CRISTIANO RONALDO 150,000,000 13 FC BARCELONA 106,400,000 23 PEOPLE'S DAILY, CHINA 86,000,000
04 MR.BEAN 129,000,000 14 LUONELMESSI 105,000,000 24 MCDONALD'S 81,400,000
05 CGMN 117,000,000 15 CHINADAILY 104,500,000 25 MNETFLIX 79,800,000
06 5-MINUTE CRAFTS 116,500,000 16 YOUTUBE 103,600,000 26 LALIGA | 78,800,000
07 SHAKIRA 114,000,000 17 RIHANNA 102,000,000 27 UEFACHAMPIONS LEAGUE 76,200,000
08 REALMADRID CF. 112,100,000 18 EMINEM 94,000,000 28 MAMCHESTER UNITED 76,100,000
09 WILLSMITH 111,000,000 19 CHINAXINHUA NEWS 92,200,000 29= JASON STATHAM 76,000,000
10 COCA-COLA 109,200,000 20 JUSTIM BIEBER 21,000,000 29= TAYLOR SWIFT 76,000,000

SOURCE: KEFIC)S ANALY SIS, BASED O DATA AUBUSHED ON FACEBDOK COM NOTE VAIES HAVE SEEN ROUNDED T THE NEAREST 100,000 FACERDOKMSO ROUNDS VALLIES FOR SDME RVGES TO TH
@ NEAREST MILLCA]. COMPARABILITY: SOLLOWER. COLINTS ARELABLE O CONSTANT CHAMGE RGUEES CORECT ATTIME OF REFORT FOI0UCTION ‘ HnntSUItE

su lul
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YOUTUBE: ADVERTISING AUDIENCE OVERVIEW o

THE POTENTIAL AUDIEMCE THAT MARKETERS CAMN REACH WITH ADS OMN YOUTUBE

Gl OB AL CYERYIEW

POTEMNTIAL REACH OF YOUTUBE AD REACH YOUTUBE AD REACH vs. YEAR-ON-YEAR CHANGE
ADS ONYOUTUBE vs. TOTAL POPULATIOMN TOTAL IMTERMET USERS IM YOUTUBE AD REACH

2.56 32.4% 51.8% +11.9%

BILLION +271 MILLION

YOUTUBE'S ADVERTISING YOUTUBE'S AD REACH AGE 18+ FEMALE YOUTUBE AD REACH AGE 18+ MALE YOUTUBE AD REACH AGE 18+
REACH: USERS AGED 18+ vs. TOTAL POPULATION AGE 18+ vs. TOTALYOUTUBE AD REACH AGE 18+  ws. TOTALYOUTUBE AD REACH AGE 18+

2.09

BILLION

46.1% 53.9%

BOLRRERY: GOOGES A DVER TSN G BES DU RTES, KEFE05 A RALYSE . ADWIEBORY: ALICEENCE RGLURES MAY MOT BEEPRES BT U SBEUE BJDRVEDL ALS, ARD MAY R OT MATOH ERAUNAIEN T FIGURES FOR THETOGAL WE

ACTIVE LSS 3ASE. NOTBS: DATA ARE NOT AVAL ASLE FCR ALLIDCATIONS, PGURES BASED O AVALABLE LOCABONS ONIY GOOGLES AIVERTISNG RESOURCES ONIYPUBLS GBS MD AGEDATAFCE  pppe Hootsuite
LISERS AGED 1B AR D ARCWE, AMD CHRID PURISH GERDER DATA FOR “FTEMALE" ARD * MALE" FRGURE FDE FOTEMTIAL BEACH MGE THs LISES A DEFFERENT ALIDENNCE TOTALTO THE OMELSED RO BEACH OF I

i social



YOUTUBE: ADVERTISING AUDIENCE PROFILE W;ﬁﬁ”

SHARE OF YOUTUBE'S ADVERTISING AUDIEMCE BY AGE GROUP AMND GENDER

Gl OoBAL CYERVIEW

11.6%

B.5% B.6% .0%
7.5%
6.2%
" L5 5.4%
I II T I 4.3%
FEMALE MALE FEMALE MALE FEMALE MALE FEMALE MALE FEM ALE MALE FEMALE MALE

18 -24 25-34 35 -44 45 - 54 33 - 64 &5+
YEARS OLD YEARS OLD YEARS OLD YEARS OLD YEARS OLD YEARS OLD

SOURMCE GOOGLE'S ADNVERTESEING RESOURCES. ADNVESCNEY: AL DREN COF G LRSS MY MOTEEPRESENT UM GIOE INDIVIDUALS, ABD WY BOT MSECH BQUNALENT FRGURES FOR THE TOTALACTIVE USER we
BASE HOTES: FERCEN TAGES REFLIECT SHARE OF TORAL ALICEEMCE REGARDIESS OF AGE 50 VALUES WL BOT SUM TO 100%. DATA ATE MO AVARLART FOE AlL LODATRON 5 RGURES BASED O AVASARIE ﬂl’E_
ACFCARROE ON Y. GOOGEES ADVERTISNG EESDARCES Ci0Y PLBLIGH GENDER ARD AGE DARA FOR LISERS AGED TH AR ABCVE, Ak DOy FLELESH GERD B DATA FOR “FEMALE" AnD "M AIE" Euc._lul
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YOUTUBE: TIME SPENT USING MOBILE APP

AVERAGE NUMBER OF HOURS PER MOMNTH THAT EACH YOUTUBE USER SPENDS USING THE YOUTUBE APP ON AMDROID PHCIMES

GlLOBAL CYERYIEW

PPANMIE SEE STATECFMOBRENE 2 COM FOR MORE DETALS, CR CONTACT APP ANNIE FOR DETAILS OF HOW TCrACCESS DATA FOR ADDTICS LT AT HG‘IE GURES REPRESENT AWERAGE
H -.,-.,'i'F:I'-".':".I':'-E':.'-'.'.'-':-':'.':"I'-"I“J.T WG THE YOUTLRE -*\_ AFFOM AMDROED -|::-4:.:-'-|:J.-.'. .'.--!.':J'L'-.-zl * DEFRGURE 5 NOT J LLIT F .'E IJ- 1A m ‘ HnntSUItE
sn lul

IMDIA
RUSS1IA
INDOMESLA
WORLDWIDE
BRAZIL
MEXICO
SINGAPORE
TURKEY
ALSTRALLA
ARGENTIMNA
FRAMCE
GERM ANY

SOUTH KOREA
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ol

02

03

8

08

o9

10

LOCATION

INDIA

USA.

INDOMESIA

BRAZL

RUSSIA

JAPAM

MEXICO

GERMANY

PAKISTAM

VIETNAM

TOTAL
REACH

467,000,000
247,000,000
139,000,000
138,000,000
106,000,000
102,000,000
80,600,000
72,600,000
71,700,000

62,500,000

REACH 18+
vs. POP. 18+

37.0%

79.4%

55.0%

F0.6%

80.2%

86.7%

68.0%

11

12

13

14

15

16

17

18

19

YOUTUBE AD REACH RANKING

COUNTRIES AMD TERRITORIES WITH THE LARGEST YOUTUBE ADVERTISING AUDIENCES

LOCATION

LLK.

TURKEY

PHILIPAIMES

FRAMCE

SOUTH KOREA

EGYPT

ITALY

THAILAMND

aPAIM

BANGLADESH

TOTAL
REACH

57,600,000
57,400,000
56,500,000
52,600,000
46,400,000
46,300,000
43,200,000
42,800,000
40,700,000

34,500,000

GLOBAL CYERYIEW

REACH 18+
vs. POP. 18+

2.2%

729%

&61.1%

88.3%

94.0%

33.3%

74.9%

63.3%

91.6%

23.8%

a GOOEES A DVES i UM U S OENSLS B . ES MAT DT REFRES G E B WANFTH EGHLEY FEGURE
£ TOTAL ACTTVE L 55 A 5 a CHsiLY I CLUDES OOHUIN TREES A2 .'- i CREES AT -". A S OF ATLEAST S0P FECHRE. DT ARE BOT AVKELASLE FOR ALL PDCARCHS; B AR KN 58 5P0 C
JLE DATA. GLPCHGELES ADVERTESRN G RESCHURCES OHNLY PUBLISH DE S APHED DATAFOS USERS AGED Ths BGLURES B THE REACH 18 v POR TH+™ OOHLIMES SHOMY YOUTUSE'S ADVERRS NG REACH are nn 5'." E
-

|IRENCES AGED 1+ COMPARED WITH POPLLABON AGED 11+ COMPARABILITY: “TCTAL BEACH" FGUIE TCLLDES UISEES OF AL AGES. BEACH 1+ v FOP 104" ONIY BICIUDE USTRS AGED 11 Ei.'ﬂ:lﬂl




YOUTUBE AD REACH RATE RANKING s

COUNTRIES AMD TERRITORIES WHERE YOUTUBE ADS REACH THE GREATEST SHARE OF THE POPULATION AGED 18+

GlLOBAL CYERYIEW

REACH 18+ TOTAL REACH 18+
vs. POP. 18+ REACH # LOCATION vs. POP. 18+

# LOCATION

01 METHERLAMDS 95.0% 15,600,000 11 NORWAY ?1.8% 4,640,000
02 SOUTH KOREA 24 .0% 46,400,000 12 5PAIN 91.6% 40,700,000
03 HNEW ZEALAMND 73.9% 4,190,000 13 GERMANY ?1.5% 72,600,000

04 SWEDEN 93.8% 8,730,000 14 HONGKONG 91.4% 6,680,000

&

UAE 93.4% 9,050,000 15 ISRAEL ?1.3% /060,000

g

QATAR 92.5% 2,650,000 16  FINLAND 91.1% 4,730,000
o7 UK 92.2% 57,600,000 17 SAUDIARABIA 90.8% 29,300,000
08 SWITZERLAND 92.0% 7,540,000 18 OMAN 90.3% 4,390,000
09 DENMARK 92.0% 4,970,000 19 KUWAIT 90.2% 3,620,000

10 CANADA 21.9% 33,300,000 20 AUSTRALA 89.3% 21,300,000

SOANCES: G OOGLES ADVER TSN G BESOURCES, UN ;U S, CENSLIS BUEE AL ADVISORY: AUCSENCE RGURES MAY NOT REPRESENT LINMGUE INDIVIDUALS, AND MAY NOT MATTH EGUNAE NTFIGURES FOR we
THE TOTAL ACTTVE USER &4 SE. NIOTRS: MY B CLUDES COUNTRIES AND TERBITOREES WITH POPULATICONG OF ATLEAST 50,0040 FECHLE. DATA ABE N OT AVARLABLE FOR ALL LOCATIONS; RANIING BASED ON 0 H -1
M/ ABABLE DATA. GOOGLE'S ADVERTIRING RESOLIRCES DMLY PUBLISH DEMOGRAPHIC CUTA FOR USERS AGED 18e. ROUBES TN THE REACH 18e v POR 1847 COLUMN SHOW YOUTUBE'S ADVERTISING REACH are ootsuite
FOR MIDEENCES AGED THs COMPMED WITH POPLLATON AGED 18 FOTAL REACH FRGLIEE INCLUDES LISERS OF ALL AGES: REACH 18+ w FOP 184" ONLY BNCLUDES UISERS AGE




TOP YOUTUBE SEARCHES

GQUERIES WITH THE GREATEST VOLUME OF YOUTUBE SEARCH ACTIVITY BETWEEN 01 JAMUARY 2021 AND 31 DECEMBER 2021

GLOBAL CYERYIEW

# SEARCH QUERY # SEARCH QUERY INDEX

01 SONG 100 11 BTS 10

02 SONGS 39 12 MUSICA @
03 DI 22 13 DJSONG F:
04 DANCE 16 14 HINDI SONG 7
05 NEW SONG 15 15 ASMR 73
06 TIKTOK 15 16 YOUTUBE b
07 KARAOKE 14 17 ROBLOX &
08 MINECRAFT 13 18 ol ]

09 CARTOON 13 19 LIVE NEWS 4

10 FREE ARE 10 20 PUNIJABISONG 4

SOUNGE: CODIIE WENES, BASED DN SEARCHES CONOLOTED DR YOUTUBERETIWERR OFANUIARY 2081 4D 1 DECEMEER 2041, NS SOOGIE EOES NOSPUBISH ABSOUTE SEARGH VORIMES. BU|
* COULIMN SHOMWS RELATIVE SEARCH VOSLIMES FOR EACH GLIERY COMPARED WATH THE SEARCH VOLLWE OF THE TOP GLUERY ADVISORMW COCGEE TRENDS LISES DY NAMIC SAMAING, 50 RANK [ i H t t 5
P ENEYEX, VALLIES MAAY VAR DEPEM NG O WHEN THE TOO B ACCESSED, EVEN FOR THE SAME TIWE PERIOD Eﬂﬂlﬂl ootsuite



#

ol

02

03

08

o9

10

CHANNEL NAME

T-5ERIES

COCOMELOM - MURSERY RHYMES

SET INDIA,

PFEWDIERE

MRBEAST

o KIDS DIAMNA SHOW

LIKE MASTYA

WWE

ZEE MUSIC COMPANY

VLAD AMD MNIKI

203,000,000
126,000,000
123,000,000
111,000,000
87,500,000
87,400,000
85,500,000
84,700,000
80,500,000

/76,200,000

FOAUTUAE NOTES: SRS O

5 ER MU MBERS BOUNDED AT SCURCE VIEW COHU

SUBSCRIBERS CHANNMNEL VIEWS

176,456,800,000
118,089,000,000
107,949,200,000
28,09 1,400,000
14,287,900,000
66,552,700,000
68,365,400,000
65,170,500,000
43,765,100,000

57,77 1,000,000

[BES CORRECT ATTIME OF R5M0S

11

12

13

14

15

14

17

18

19

20

MOST POPULAR YOUTUBE CHANNELS

YOUTUBE CHAMNMELS WITH THE GREATEST MUMBER OF SUBSCRIBERS

CHANNEL NAME

3-MINUTE CRAFTS

BLACKPINE

JUSTIM BIEBER

CAMAL KOMDZILLA

GOLDMIMNES

HYBE LABELS

BAMNGTANTY

SOMNY SAB

ZEETV

DUDE PERFECT

Gl OBAL CYERYIEW

SUBSCRIBERS CHANNEL VIEWS

75,300,000
71,200,000
67,000,000
65,200,000
63,800,000
63,500,000
62,800,000
61,700,000
60,700,000
57,000,000
we

are,
social

22,237,000,000
21,936,900,000
26,878,200,000
35,7 56,200,000
14,574,100,000
20,904,800,000
14,582,600,000
49,3 18,600,000
14,826,700,000

13,827,000,000

Hootsuite



ol

02

03

&

8

08

10

YOUTUBEVIDECS WITH THE GREATEST NUMBER OF ALL-TIME VIEWS

YOUTUBE CHANNEL - “VIDEO TITLE"

AMNKFOMNG BABY SHARK - KIDS' SOMGS & STORIES - "BABY SHARK DAMCE"

LUIS FOMSI FEATURING DADDY YANKEE - “DESPACITO"

LOOLOO KIDS - NURSERY RHYMES AMD CHILDREMN'S SOMNGS - "JOHNY JOHNY YES PAPA™
ED SHEERAM - “SHAPE OF YOU"

WIZ KHALIFA FEATURING CHARLIE PUTH - “SEE YOU AGAIN *

COCOMELOM - MURSERY RHYMES - "BATH SONG"

MHPOLLIEA TB - "LEARMNING COLORS - COLORFUL EGGS OMN A FARM”

GET MOVIES - "MASHA AND THE BEAR - RECIPE FOR DISASTER [EPISODE 17)"

MARK ROMNSOM FEATURING BRUNO MARS - "UPTOWMN FUMNK"

CHUCHU TV MURSERY RHYMES & KIDS SONGS - "PHONICS SONG WITH TWO WORDS"

MOST-VIEWED YOUTUBE VIDEOS

10,020,700,000

7,704,400,000
6,104,700,000
5,588,200,000
5,386,900,000
4,868,900,000
4,548,400,000
4,47 8,600,000
4,428,500,000

4,412,900,000

UPLOADED

18 JUKN 2016

13 JAN 2017

08 OCT 2016

30JAN 2017

07 APR 2015

02 MAY 2018

27 FEB 2018

31 JAN 2012

19 NOV 2014

07 MAR 2014

D AT SOURCE COMPAR ABILITY: VIEW A0 ERE

we
are,
social

GLOBAL CYERVIEW

33,000,000
47,000,000
17,000,000
28,000,000
36,000,000
12,000,000
12,000,000

7,700,000
18,000,000

[HIDDEN]

® Hootsuite'



INSTAGRAM



INSTAGRAM: ADVERTISING AUDIENCE OVERVIEW " aw

"
THE POTEMTIAL ALIDIENCE THAT MARKETERS CAMN REACH WITH ADS ON INSTAGRAM r '3:'5 .
GLOBAL OVERVIEW

TOTAL POTENTIAL REACH INSTAGRAM AD REACH QUARTER-OMN-QUARTER CHAMNGE YEAR-ON-YEAR CHANGE
OF ADS ON INSTAGRAM vs. TOTAL POPULATION IM IMSTAGRAM AD REACH IM INSTAGRAM AD REACH

1.48 18.7% +6.1% +21.0%

BILLION +85 MILLION +257 MILLION

INSTAGRAM AD REACH INSTAGRAM AD REACH FEMALE INSTAGRAM AD REACH MALE INSTAGRAM AD REACH
vs. TOTAL INTERMNET USERS vs. POPULATION AGED 13+ vs. TOTAL INSTAGRAM AD REACH vs, TOTAL INSTAGRAM AD REACH

23.9% 49.3% 50.7%

1 METAS ADWVERESENG RE CURES, K505 AAIYSES ARVWHORET: AL DiE CF AELEE MAY ROTEEFRES BNT LN G E BSNDIVEDILIALS. AN D MAY IO MATCH ECHEVA LENT FRURES FOR -FHE FOTAL WE
JEER BASE RGURES FOR BEACH wa POFLLA S ET UISERS MAAY EXCEED 100% DUE T DUFLCATE ARMD FAKEACCOUMTS, DEAYS B DATA REPORTISNG, ARD DIFERENCES H u
S AN D RESDENT POPLLABCHS . NOTRE: RGURES USEE MIDICHNT OF FLUBLISHED RAMGE . REATH DTS ARE O D AN FLAR LE FOHER “FEMMIE™ A RD = WMSE" USRS DOMPARARILIT % ure"‘ HnntSl."tE
WITY EEVESED ITS BASE DATA AN D AFPECALE LD ENCE REPORTING BN Gd 2021, SO FRGURES SHOWK HERE MAY B OT BE COMAPNLATLE W ITH REURES PURLSHED BN PEEVECHIS REFORTS Eﬂclﬂl




INSTAGRAM: ADVERTISING AUDIENCE PROFILE

SHARE OF INSTAGRAM'S ADVERTISING ALDIENCE BY AGE GROUP AND GEMDER

GlOoBAL CYERYIEW

16.4% 16.4%

15.1%
8.6%
71.5%
4 5%
3.5%
2.2%
C - 1.4% 1.2% 0.9%
MALE FEMALE  MALE FEMALE  MALE FEMALE  MALE FEMALE  MALE

B @
FEMALE MALE

13.7%

FEMALE MALE FEMALE

13-1/ 18 - 24 25-34 35-44 45 - 54 55 -64 &5+
YEARS OLD YEARS OLD YEARS OLD YEARS OLD YEARS OLD YEARS OLD YEARS OLD

SOUCE: JACTA'S ADYERTISING SESOURCES. ADNTROR: AL DIEN CE FRGURES MAY MOT REM S ENT UNBELIE BDMDUALS, AND MAY MO FMATCH BEANYALENT G URES FOR THE TOTAL ACTIVE LLSER BASE
NOTES: i GURES USE MEPCENT OF PUBISHED EAMGES METATS ADVERTINN G BESCAURCES OSLY PLUBLISH GEMDIER DATA FOR “RERALE" AND “WALET OONPAR ABILITY: META HAS 555G RIFANTY REVISED

s are Hootsuite:
-
BASE DATA AR AFRROANCH TO AUDEESCE BEEROETING, 50 FRGLEE SHONYS HERE M AY MOT BE DRSO COMPAE ARLE W ITH RGLEES PLBLISHED BN PREVEOLS B BPOETS m:iul nn 5“' E




INSTAGRAM ADVERTISING REACH

TOTAL POTENTIAL AUDIENCE REACH OF ADS ON INSTAGRAM, IN MILLONS OF USERS

GlLOBAL CYERYIEW

1478

1,386 1,393

JUL

2021 iﬂil iﬂii

1,287

AFR
2021

1,082

1,158 '
AFH JUL

iﬂiﬂ 2020 2020 iﬂiﬂ 2ﬂ21

WAETAS ADVERTISEN G RESCURCES. ADWRBOW: AL DHEN CE FRGUEES MAY NOT RERSENT UNIGUE INDTVDLIALS, AND MAY NOT MATCH EQUIVALENT RGLIES FOR THE TOTAL ACTIVE LSER BASE

MADPCHNTS OF FUBLISHED RANGES, FIGURES FOR AR OTHER DATES AS PUBESHED I META'S TODLS. COMPARABIITY b ETA 55 NIFICANTY REWSED TS BASE DATA | i
13 B G4 21001, 50 FHGURES FOR 1AM 2002 ASE NOT COMPARAEE WITH FIGLRES FOR FREVIOUS FERIODS, OR WITH DATA PLIBLESHED IN OUR FUEVICUS REPORTS. 2N Hﬂ'ﬂtS“ltE
ISR WUMBERS, RGURES FOR GUARTEROMN. GLAITER CHARNGE MAY BE IMPACTED BY REVISIONS TO SASE DATA Eﬂﬂlﬂl




‘ELIGIBLE” REACH RATE

POTENTIAL REACH OF INSTAGRAM ADS COMPARED WITH POPULATION AGED 13+
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INSTAGRAM: TIME SPENT USING MOBILE APP

AVERAGE NUMBER OF HOURS PER MONTH THAT EACH INSTAGRAM USER SPENDS USING THE INSTAGRAM APP OMN AMDROID PHOMES

SOURECE: APFANMIE SEE STATEOFMOBREZ 2 COM FOR MORE DETALS, O CONTACT APP AMNIE FOR DETALS OF HOW TO ACCESS DATA FOR ADDITEONAL LOCABONS MOTR FIGURES BEPRESENT AVERAGE WE' H t t
SJLIR BER CHF HCHLIES SIPERT FER LUUSER, PER MATATH U SN G THE SHETASE AM MEOBREEA P O AR CROHED PHOMES THROLUG HOAT 20321 WOREDNYTDE FeSURE DCRES MOFT B8 CLLID E DA A, FOR CHIM A nﬂ 5“' 'E
sm:lul

Gl OBAL CYERYIEW

F'-

|
r
(==

TURKEY

FRAMC

ARGEMNTINA
INDOMNESLA
WORLDWIDE
SINGAPORE
RUSS1IA
GERM ANY
AUSTRALLA
U5 A



INSTAGRAM AD REACH RANKING s

COUNTRIES AMD TERRITORIES WITH THE LARGEST INSTAGRAM ADVERTISING AUDIEMNCES

GLOBAL CYERYIEW

TOTAL
REACH

REACH vs.
POP. 13+

TOTAL
REACH

REACH vs.

# LOCATION

# LOCATION

01 INDIA

02 USA

03 BRAZL

04 INDOMESIA
05  RUSSIA

06 TURKEY

07 JAPAN

08 MEXICO

0? UK

10 GERMANY
mume: - i J ;;:} 'nm ..... B

230,250,000
159,750,000
119,450,000
99,150,000
63,000,000
52,150,000
46,100,000
37,850,000
31,750,000

29,850,000

21.0%

56.7%

&7.4%

45.8%

51.6%

76.5%

40.9%

37.0%

24.8%

40.6%

11

12

13

14

15

16

17

18

19

20

ITALY

FRAMNCE

ARGEMNTIMNA,

aPAIN

SOUTH KOREA

PHILIPRIMES

THAILAND

COLOMBIA

CAMADA,

UEKRAIMNE

27,500,000
26,550,000
24,700,000
22,850,000
20,650,000
18,650,000
18,500,000
18,300,000
17,400,000

14,100,000

sm:l

POP. 13+
21.0%
47 6%
&8.2%
353.4%
44.9%
22.3%
30.6%
43.8%
32.6%

43.0%

® Hootsuite:



INSTAGRAM ELIGIBLE AD REACH RATE RANKING

COUNTRIES AMD TERRITORIES WHERE INSTAGRAM ADS REACH THE GREATEST SHARE OF THE POPULATION AGED 13+

FLOBAL CYERYIEW

REACH vs. TOTAL

REACH wvs. TOTAL

POP. 13+ REACH # LOCATION

# LOCATION

POP. 13+ REACH

01  BRUMEI 89.0% 319,200 11 PANAMA, A0.3% 2,400,000
02 KAZAKHSTAM 82.7% 11,750,000 12 MOMNTEMEGRO 69.9% 371,600
03  TURKEY 76.5% 22,150,000 13 BARBADOS &9.2% 171,600
04 CYPRUS 75.7% 794,300 14 ARGENTINA 68.2% 24,700,000
05 CAYMAN ISLAMNDS /a.9% 42,800 15 BAHRAIM &7.5% 1,003,250
06  ICELAMD 73.8% 213,200 16  BRAIZIL &7 4% 119,450,000
o5 GUAM 72.8% 92,050 17 KUWAIT &7.0% 2,400,000
08 CHILE ; 72.3% 11,650,000 18 ANDORERA 63.6% 44,050
09 SWEDEN /1.3% 6,150,000 19 |ISEAEL 63.4% 4,250,000
10 URUGUAY 71.2% 2,050,000 20 ARUBA 62.6% 57,450
SOUMRCES: META'S AUVERTISING R OURCES, UN.[L1.5. CENSUS BUREALL ADVISORT: AUDIEN CE FIGUES MAY NOT RERESENT UNIGUE INDVDUALS, AND MAY NOT MATCH EQUNALENT RGURESFOR THE

CAL ACTIVE LISER BASE NOTES: ORLY INOLUDES OOUNTRIES AND TERRTORIES WITH POPULABOMS OF ATLEAST 50000 PEOPME RGURES USE MIDPOINT OF PUBLISHED RA mumnulr'ﬁ MiET H e
1AS SIGNIRCANTLY REVISED 7S BASE DIATA AND AFPEOACH TO AUDIENCE REPORTING S0 FGLIEES SHOWN HERE MAY NI 5 DIRECTLY CCMPAR ARLE WITH FIGURES PUBISHED BN FREVIOUS REPORTS. Eﬂﬂl al ‘ nnts""te




INSTAGRAM ENGAGEMENT BENCHMARKS "r;;gﬁv

AVERAGE ENGAGEMENT RATES FOR POSTS PUBLISHED BY INSTAGRAM BUSINESS ACCOUNTS

AVERAGE INSTAGRAM AVERAGE INSTAGRAM AVERAGE INSTAGRAM AVERAGE INSTAGRAM
ENGAGEMENT RATE ENGAGEMENT RATE ENGAGEMENT RATE EMNGAGEMENT RATE
FOR ALL POST TYPES FOR PHOTO POSTS FOR VIDEO POSTS FOR CAROUSEL POSTS

1.94% 1.18% | <10 7 3.15%

SOURGCE: L0-C0FWISE. FIGURES REPRESENT AVERAGES BETWEEM 0 SEFEEMEER 2021 AND 30 NOVEMDER 2021, NOTES *ENGAGEMENT RATE" JAS USED HERE) REFERS O THE COMBINED hUMBER OF (RES we .
AND COMMENTS O A POST COMPARED WITH THE NUMBER OF ACCOAUNTFORLOWERS AT THE TIME OF POST PUBLCANION FIGLRES ARE AVER AGES BASED OM A WIDE VARETY OF DIFERENT KINDS OF are, Hﬂﬂtﬁ“lt‘ea
MET AGRA M BLISNES 5 ACCOUNT, WITH DIFERSNT ALDYENCE SIZES, BN VARSOAUS COLINTIIES AR OLIND THE WIORLD: VALLIES MAY NOT 5UM TO 100% DUE TORCOUNDING social



INSTAGRAM STORIES AUDIENCE OVERVIEW o

THE POTENTIAL AUDIEMCE THAT MARKETERS CAMN REACH WITH INSTAGRAM STORIES ADS y v
GLOBAL CYERYIEW
POTENTIAL AUDIENCE INSTAGRAM STORIES AD INSTAGRAM STORIES PERCENTAGE OF THE PERCENTAGE OF THE
THAT META REPORTS REACH A5 A PERCENTAGE ADVERTISING REACH AS INSTAGRAM STORIES INSTAGRAM STORIES
CAN BE REACHED WITH OF INSTAGRAM'S TCTAL A PERCENTAGE OF TOTAL AD AUDIENCE THAT AD AUDIENCE THAT
INSTAGRAM STORIES ADS ADVERTISING REACH POPULATION AGED 13+ META REPORTS IS FEMALE META REPORTS IS MALE

1.07 72.6% 17.4% S1.1% 48.9%

SOUMOE: META'S ADNERTISRNG BESDABRCES. ADWISOIRY: A/L DIEN CF FRGURES MAY MOT RIER B ENT L EELUE SHDNDLIALS, A3 BAAY ROT MATCH EQUNAENT BGURES FOR THE TOTAL ACTIVE UEER BASE m
MOTES: [GLRES Tli.'."-' 2'5-'2 I-'-.'l-:' ".'?-. .--.i'.:' EAMIGES :_"- .-.-'-._".T-'..: '.-'-I-:.:J'-:;'Z-'-.'.:I RCES Oy PLRIESH GE J:';i :'.-'.'.-"-J":::'I Trl'--':l-"..i T" "k ALET : e :I ﬂrE. Hﬂﬂtﬁ“lt‘ea
social j




INSTAGRAM REELS AUDIENCE OVERVIEW v

THE POTENTIAL AUDIEMCE THAT MARKETERS CAMN REACH WITH AD PLACEMENTS IM INSTAGRAM REELS
GLOBAL CYERYIEW
POTENTIAL AUDIENCE INSTAGRAM REELS AD INSTAGRAM REELS PERCENTAGE OF THE PERCENTAGE OF THE
THAT META REPORTS CAN REACH A5 A PERCENTAGE ADVERTISING REACH AS INSTAGRAM REELS INSTAGRAM REELS
BE REACHED WITH ADS OF INSTAGRAM'S TCTAL A PERCENTAGE OF TOTAL AD AUDIENCE THAT AD AUDIENCE THAT
IN INSTAGRAM REELS ADVERTISING REACH POPULATION AGED 13+ META REPORTS IS FEMALE META REPORTS IS MALE

675.3 45.7% 109% 46.10% 53.9%

m '.-'ET.*_-. 5 fiw.r' :.'-.hl Z~_-'<;Z-_-’.:J1_‘I‘-.'i¢ _.i_.m-nm- A '_' E:J Z_i'. F _'_l."-.EE- _"-'..»1‘*' '.4‘:-‘7 __"“_'_ -'__--r:' H & 0 '~|:_= -.'_l"u ;':'.J.'-_‘.-'.-\ﬁ' '_HZ-“T *-'_.-'-.' CH :’_. I ALERT BGURES FOR THE TOTAL AZTIVE UEER RASE uIHrEE Hnntsuite #
MOTES: [ GUEES LISE MIDPOM T OF FUBISHED EAMGES METATS ADVERTIEIN G RESOURCES ORLY FLRLESH SERDER DTS FOR “TEMALE" AN D M ALE :iul




INSTAGRAM SHOP AUDIENCE OVERVIEW o

THE POTENTIAL AUDIEM CE THAT MARKETERS CAMN REACH WITH AD PLACEMENTS IN THE INSTAGRAM SHOP TAB
GlLOBAL CYERYIEW
POTENTIAL AUDIENCE INSTAGRAM SHOP AD INSTAGRAM SHOP PERCENTAGE OF THE PERCENTAGE OF THE
THAT META REPORTS CAN REACH A5 A PERCENTAGE ADVERTISING REACH AS INSTAGRAM SHOP INSTAGRAM SHOP
BE REACHED WITH ADS IN OF INSTAGRAM'S TOTAL A PERCENTAGE OF TOTAL AD AUDIENCE THAT AD AUDIENCE THAT
THE INSTAGRAM SHOPTAB ADVERTISING REACH POPULATION AGED 13+ META REPORTS IS FEMALE META REPORTS IS MALE

18726 12.7% 3.0%

MILLION

42.2%

SOURECE: JAFTA'S ADVERTISENG BESCHRCES ADNERICHR: AL DIEN CF FREURES MAY W OT R R B ENT U EELE SHDMDUALS, ARD ALY B OT MATCH EQUNAMENT BGURES FOR THE TOTAL ACTIVE LIEER BASE ﬂlHrEE
HOTES: FGUEES USE MIDFOMT OF FUBITSHED RAMGES METATS ADVERTISIN G RESCRURCES CHLY FURLESH (SERDIEE DATA, FOS “TERMALE" AR D "RMALE" Eﬂﬂiﬂl

Hootsuite




INSTAGRAM EXPLORE TAB AUDIENCE OVERVIEW o

THE POTEMTIAL AUDIENCE THAT MARKETERS CAMN REACH WITH AD PLACEMENTS IN THE INSTAGRAM EXPLORE TAB y ¥
Gl OBAL CYERYIEW
POTENTIAL AUDIENCE INSTAGRAM EXPLORE TAB AD INSTAGRAM EXPLORE TAB PERCENTAGE OF THE PERCENTAGE OF THE
THAT META REPORTS CAN BE REACH A5 A PERCENTAGE ADVERTISING REACH AS INSTAGRAM EXPLORE INSTAGRAM EXPLORE
REACHED WITH ADS IN THE OF INSTAGRAM'S TCTAL A PERCENTAGE OF TOTAL TAB AD AUDIENCE THAT TAB AD AUDIENCE THAT
INSTAGRAM EXPLORE TAB ADVERTISING REACH POPULATION AGED 13+ META REPORTS IS FEMALE META REPORTS IS MALE

7924 53.6% 12.8% 51.2% A48.8%

SOLUMOE: META™S ADNERTISENG BESOABRCES. ADNWISOIRY: A/L DIE CF FRGURES MaY MOT B IER B BT LU ECUE SHDNSDLIALS, A3 BAAY BOT MAATCH EDUNAENT BGURES FOR THE TOTAL ACTIVE UEER BASE -~ .
MOTES: fGLRES USE MIDFOM T OF PLUBLISHED RAMGES META'S ADVERTIEH G RESOURCES ORIy FURUSH SEMDER DATA FOR “FEMALE" AMD "M ALET ure‘ HnntSl.“t’E
social




MOST POPULAR INSTAGRAM ACCOUNTS AL

IMNSTAGRAM ACCOUNTS WITH THE GREATEST NUMBER OF FOLLOWERS

GlLOBAL CYERYIEW

# ACCOUNT HOLDER HANDLE FOLLOWERS # ACCOUNTHOLDER HANDLE FOLLOWERS
01 INSTAGRAM EIMNSTAGEAM 458,300,000 11 EENDALLIEMNMER DEENDALLIEMNMEER 211,000,000
02 CRISTIANO ROMNALDO @CRISTIAND 387 500,000 12 KHLOE KARDASHIAN @KHLO EKARDASHIAM 210,200,000
03 EYUEJENMER EEYUEIJEMMER 298,100,000 13 HKANIOKAL GECGRAPHIC EMATGED 201,100,000
04 LIOKEL MESSI @LEOMESSI 298,000,000 14 TAYLOR SWIFT ATAYLORSWIFT 196,100,000
05 ARIAMA GRAMNDE TARIAMNAGRAMDE 288,100,000 15 HIKE @MIKE 191,800,000
04 DWAYME JOHMSOM ETHEROCEK 287,800,000 14 JEMMIFER LOPEZ s 120,300,000
07 SELEMA GOMEZ ESELENAGOMEL 287,100,000 17  VIRAT KOHU EVIRATEOHU 177,600,000
08 KiM KARDASHIAN WEST TEIMEARDASHIAMN 276,800,000 18 MNICKlI MIMNAJ : EMNICEIMIMNAL 168,100,000
09 BEYONCE DREYOMCE 230,200,000 12 KMEYMARIR EMEYMARIR 148,000,000
10 JUSTIM BIEBER alUSTINBIEBER 214,300,000 20 KOURTHEY KARDASHIAM @KOURTHEYKARDASH 158,400,000
SOLMECE: EEF0 S ARLALGES, BASED Of DATA. PUELISHED O N SEAG Ak NOTE FOUDWER OOLRTS HAVE SEBEM BURDED FOF THE MEAREST 1000 CCHMPAR ABILITY: FOLEOAWWER COURMTS ARE AHRIE TC we -
@ SR I TR0% IJELIS L O A KIS SN BRI are. =~ ¥/ Hootsuite




MOST-USED INSTAGRAM HASHTAGS

HASHTAGS THAT HAVE BEEN USED IN THE GREATEST NUMBER OF INSTAGRAM POSTS (ALL TIME)

GLOBAL CYERVIEW

# HASHTAG POSTS # HASHTAG POSTS # HASHTAG POSTS

01 #LOVE 2,147,500,000 11 #HAPPY 667,200,000 21 #BEAUTY 488,400,000
02 #INSTAGOOD 1,479,800,000 12 #CUTE 656,300,000 22 #ATNESS 481,700,000
03 #FASHION 1,040,600,000 13 #TRAVEL 607,700,000 23 #FOOD 471,900,000
04 #PHOTOOFTHEDAY 981,700,000 14 #STYLE 601,600,000 24 #SELFIE 462,900,000
05 #ART 877 600,000 15 #FOLLOWME 590,300,000 #ME 462,300,000
06 #PHOTOGRAPHY 852,600,000 16 #TBT 586,700,000 26 #INSTALIKE 458,900,000
07 #INSTAGRAM 808,200,000 17 #INSTADAILY 577,000,000 27 #GIRL 443,400,000
08 #BEAUTIFUL 786,600,000 18 #REPOST 554,700,000 28 #PHOTO 433,700,000
09 #MNATURE 689,700,000 19 #LIKEALIKE 537,300,000 29 #FRIENDS 431,800,000
10 #PICOFTHEDAY 688,600,000 20 #SUMMER 522,200,000 30 #FUN 429,600,000

A5 Ak . NDTER: FOST OO MTS HANVE BEEN BOUMDED T2 T JEAREST 12X i STAGE A I OHNG B PUBLSHES BJTS FOR
Fi] THES BARKNG WHHHEI.I;T: WIS OCHLNTS ARE I "Z-;'-.'-.J.-' AT :'-.'Ii".-I F ;.i".i'l' OHEECT AT TMWE OF & '.':L-Z FRODUC TN ure* HuntSI-"t'El1
social
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TIKTOK: ADVERTISING AUDIENCE OVERVIEW AL

THE POTENTIAL AUDIENCE AGED 18+ THAT MARKETERS CAMN REACH WITH ADS ON TIKTOK r -
GLOBAL OVERVIEW

POTEMNTIAL REACH OF ADS TIKTOK AD REACH AGE 18+ QUARTER-OMN-QUARTER YEAR-OMN-YEAR CHANGE
OMTIKTOK [AGE 18+ ONLY) vs. TOTAL POPULATIOMN CHAMGE I TIKTOK AD REACH IM TIETOK AD REEACH

884.9 11.2% +7.3% [N/A]

MILLION +60 MILLION

TIKTOK AD REACH AGE 18+ TIKTOK AD REACH AGE 18+ FEMALE TIKTOK AD REACH MALE TIKTOK AD REACH
vs, TOTAL INTERMNET USERS vs. POPULATION AGE 18+ vs. TOTALTIKTOK AD REACH vs. [OTALTIKTOK AD REACH

43.0%

g Y TEDARMCE™S ADYVERT 1N G BEESDURCES: KEOS AM AL JORERICE FRGURES MAY BOT ‘. AR M S BROT MATOH BERUNSLENT RS URES FOR THE

1 NCTIVE USER A SE 1 DATA ARE BOT AVARARTE FOR A LLLOCATEOR 5 RGLIEES BASED Of SFANARLE -*-. L I .J- S -.l--. '-IE BARD POV T OF PLIE LI5 ED b WGBS . BYTEDMSECE'S ‘

WERTISANG BES OLRCES T FUBLESH AUDEMCE DATA FOR USERS AGED T8 AT ARCNE BILT A LD WMAKE i:'i ?.- -.-'u.C-'__- A5 POOUSERS AGED 11 AMD ARONVE BYTEDARCES ADVERRS NG RESDURCES HﬂﬂtS“'tE
- i sm:lul



TIKTOK: ADVERTISING AUDIENCE PROFILE

SHARE OF TIKTOK'S ADVERTISING AUDIENCE AGED 18+ BY AGE GROUP AND GEMNDER

25 .0%
17.9% 17.6%
13.6%
7.0%
5.8%
3.5%
: : 2.8%

- .

FEMALE MALE FEMALE MALE FEMALE MALE FEMALE MALE FEMALE MALE

18 -24 253 - 34 35-44 45-54 5+
YEARS OLD YEARS OLD YEARS OLD YEARS OLD YEARS OLD

AASE MPOTEE: DATA ARE B OT AARLAREE FOR ALL LOCARCHNS, FREURES R SED-Of AVMILARE EOCATION S OiLY: FREURES USE THE MEDPORNT OF PLRLUSHED RANGES BYTEDAMRCE'S ADVERTISING RESDARCES are H t .t 5
L] LS i AL DEERCE DATA FOR LESERS AGED 10 AMD ARCVE, BTN MR FFTERS TO TARGET ADS O LSERS AGED 13 AMD ABCVE. PERCEN TARGES SHOWH HERE FEFFESENT SHARE OF AUDEERCE AGED :iul nn 5“' E

1A ND A BOVE ONLY BYTEDANCE'S ADVERTISIN G RESOURCES ORLY PUBLISH SEND SR DATA FOR “FEMALE" AND *MALET BUTVALLES DO NOT SUM TO TOTAL UISERS, S0 PERCENTAGES MAY NOT 5UMT0 104

e BOANECE: B TEDWN OF'S ALNVE BTSE NG EESCOURCES. ADNTIORY: ALIDIERCE RGURES WA MOT BEPRESEN T LISEGLE BDNVIDLALS, ARD MAY MNOT MAOH ECUNMALENT FGURE ROE THE TOTAL ACTIVE USER



| =]

REACH RATE AGE 18+

TIKTOK'S POTENTIAL REACH AMOMNGST AUDIEMNCES AGED 18+ COMPARED WITH POPULATION AGED 18+
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TIKTOK: TIME SPENT USING MOBILE APP

AVERAGE NUMBER OF HOURS PER MONTH THAT EACH TIKTOK USER SPEMNDS USING THE TIKTOK APP OMN AMDROID PHOMES

GLOBAL CYERYIEW

25.6
I I |

{3 SEE SEATECESAOIERET 0D 2 OO FOR W ORE DELMLS, OF CONTRET AFF AR IE FOR DETALE OF HOW T aNCCERS DATA FOR ADDITRON AL LOCARCHNS . NOTRSa f( LRES BB S BN

ACE WUMBER OF HOURS SPENT PER USER, PER M OSMTH LISING THE TECTOE MOBEE APP DM A MNORCED PHOMES THROUG HOUT 2021. DOES MOT INCIIDE DATA FOR DOUYEN WORIDWEDE FICLRE DOES H
HC o ST o ke O s cozEos WoRDME RO ; & Hootsuite
Eﬂl:lﬂ

RUSS1A
USA
TURKEY

GERM ANY
ALSTRALLS
MEXICO
INDOMES LA
FRAMCE
WORLDWIDE
SOUTH KOREA
SINGAPORE
ARGEMNTIMA




# LOCATION
01 USA.
02  INDOMESIA
03 BRAZL
04 RUSSIA
05 MEXICO
06  VIETMAM
07 PHILPPINES
08  THAILAMND
09  TURKEY

10 SAUDI ARABIA

REACH
AGE 18+

130,962,500

92,069,500
74,069,500
54,936,000
46,021,500
39,914,000
35,957,000
35,802,000
26,563,500

22,374,000

REACH 18+
vs. POP. 18+

20.3%

47.6%

45.7%

48.1%

50.4%

55.6%

49.4%

63.68%

43.2%

8/.%%

TIKTOK AD REACH RANKING

COUNTRIES AMD TERRITORIES WITH THE LARGEST TIKTOK ADVERTISING AUDIENCES AGED 18+

11

12

13

14

15

16

17

18

19

LOCATION

LLE.

EGYPT

PAKISTAM

FRAMCE

GERMAMNY

JAPAM

MALAYSIA

SPAIM

COLOMBIA

ITALY

REACH
AGE 18+

21,811,500
20,279,000
18,243,000
17,483,000
16,994,000
15,193,500
14,591,500
13,726,000
13,649,000
13,297,500
we

are,
social

GLOBAL CYERYIEW

REACH 18+
vs. POP. 18+

40.4%
31.6%
13.5%
343.8%
24.4%
14.2%
61.2%
33.4%
36.0%

26.1%

® Hootsuite'



TIKTOK AD REACH RATE RANKING s

COUNTRIES AMD TERRITORIES WHERE TIKTOK ADS REACH THE GREATEST SHARE OF THE POPULATION AGED 18+

GLOBAL CYERYIEW

# LOCATION v.POP. 18+ AGE 18+ # LOCATION vePOP. 18+  AGE 185
01  SAUDI ARABIA 87.9% 22,374,000 11 PERU 51.2% 12,168,500
02 UAE 81.3% 6,717,500 12 MEXICO 50.4% 46,021,500
03  KUWAIT 75 4% 2,474,000 13 USA 50.3% 130,962,500
04 THAILAND 63.6% 35,802,000 14 BAHRAIN 50.2% 699,500
05 QATAR 62.1% 1,539,000 15 IRELAND 49.6% 1,879,500
06  MALAYSIA 61.2% 14,591,500 16  PHILIPANES | 49.4% 35,957,000
07 CAMBODIA 61.0% 6,680,500 17 RUSSIA 48.1% 54,936,000
08 CHILE 57.5% 8,548,500 18 INDONESIA A7 6% 92,069,500
09 KAZAKHSTAN 57.1% 7,262,500 19  BRAZIL 45.7% 74,069,500
10 VIEINAM 55.6% 39,914,000 20 TURKEY 43.2% 26,563,500




MOST POPULAR TIKTOK ACCOUNTS AL,

TIKTOK ACCOUMNTS WITH THE GREATEST MUMBER OF FOLLOWERS

GLOBAL CYERYIEW

# ACCOUNT HOLDER HANDLE FOLLOWERS # ACCOUNTHOLDER HANDLE FOLLOWERS
01 CHARL D'AMELIO B@CHARLIDAMELO 132,800,000 11 SPEMCER POLANCO KMNIGHT @SPENCERX 55,000,000
02 KHABAME LAME DKHABY.LAME 125,200,000 12 LOREN GRAY TLOREMNGRAY 54,300,000
03 BELLAPOARCH @BELLAPOARCH 87,100,000 13 MICHAELLE @IUSTMAIKD 51,400,000
04 ADDISOM RAE aADDISOMRE 84,000,000 14 JASON DERULO @IASOMNDERULO 51,100,000
05 ZACHKING SIACHKING 66,600,000 15 DWAYNE JOHNSOMN GTHEROQCK 47,800,000
06 WILL SMITH EWILLSMITH 44,500,000 16 DOMIMIK LIPA DDOMELIPA 47 000,000
07 TIKTOK ETKTOK 39,500,000 17 BIS @BTS_OFFCIAL_BIGHIT 45400,000
08 KIMBERLY LOALZA TRIMBERLY.LOALLZA 27,900,000 18 RIYAZ ALY ZRIYAZ 14 44 500,000
09 DIXIE DAMELIO @DIXIEDAMELO 56,600,000 19 YOUNES ZARCU EYOUMESZAROU 44,000,000
10 BURAK OZDEMIR DCINBURAK 55,300,000 20 KRIS COLUNS SKALLMEKRIS 42,200,000

social




MOST-USED TIKTOK HASHTAGS AL

HASHTAGS THAT HAVE BEEM USED IN THE GREATEST NUMBER OF TIKTOK POSTS [ALL TIME)

Gl OBAL CYERYIEW

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

o

01 #FYP 18,571,100,000,000 11 #LIKE 370,800,000,000 21 #MAKEUP 208,600,000,000
02 #VIRAL 6,363,700,000,000 12 #DANCE 355,200,000,000 22 #CUTE 205,700,000,000
03 H#TIKTOK 2,482,000,000,000 13 #MEME 350,100,000,000 23 #DOG 205,200,000,000
04 #DUET 2,418,200,000,000 14 #FOOTBAL 304,500,000,000 24 #GAMING 200,600,000,000
05 #TRENDING 1,670,400,000,000 15 #EXPLORE 245,500,000,000 25 #CHALLENGE 174,900,000,000
06 HFUNNY 1,511,600,000,000 16 #ART 239,600,000,000 26 #MUSIC 170,400,000,000
07 #COMEDY 1,243,100,000,000 17 #GREENSCREENVIDEO 237,700,000,000 27 #MEXICO 161,900,000,000
08 #HUMOR 684,400,000,000 18 #FOOD 234,300,000,000 28 #VIDEO 140,000,000,000
09 #LOVE 611,500,000,000 19 #LEARNONTIKTOK 22 8,400,000,000 29 #STORYTIME 139,300,000,000
10 #STITCH 570,100,000,000 20 #PRANK 224,000,000,000 30 #CAT 136,600,000,000

SOUROE: EEFE0S ARADCES, BASED SR DATA SHED) CHN TRCRC 1 PO T YRR
CE OO AR ARILITY: O ET COMUINTS AR ELLABUE PO DS TAMT

RO KD ED AT SCHU

mewcoms WO,
socia

; & Hootsuite



FACEBOOK MESSENGER



CHANGES IN META’'S DATA REPORTING

In Q4 2021, Meta made some imporfant changes to how its self-service tools report the
potential advertising reach of its platforms, including a move to publishing avdience figures as
a range instead of as an absolute number. Our analysis suggests that Meta also revised its base
data, resulfing in some important corrections to published audience figures for Facebook and
Messenger. As a result, we are currenily unable to provide any figures for changes over time in
these platforms’ audiences, and we advise readers not to compare the advertising audience
figures for Facebook and Messenger contained within this report with figures published for
those platforms in previous reports. For more information, please read our complete nofes on
data variance, potential mismatches, and curiosities: hiips,//dalareportal com/notes-on-data.



MESSENGER: ADVERTISING AUDIENCE OVERVIEW  + aw

THE POTENTIAL AUDIEMCE THAT MARKETERS CAMN REACH WITH ADS OM FACEBOOK MESSENGER g .
GLOBAL OVERVIEW

POTENTIAL AUDIENCE MESSENGER'S POTENTIAL MESSENGER'S POTENTIAL PERCENTAGE OF PERCENTAGE OF
THAT META REPORTS ADVERTISING REACH ADVERTISING REACH TS AD AUDIENCE TS AD AUDIENCE
CAN BE REACHED WITH A5 A PERCENTAGE OF A5 A PERCENTAGE OF THAT MESSENGER THAT MESSENGER
ADS ON MESSENGER TOTAL POPULATION POPULATION AGED 13+ REPORTS IS FEMALE REPORTS IS MALE

987.7 12.5% 16.0% 44.7% 55.3%

MILLION

SOUMCE: META'S ADVERTISEN G RESOURCES. ADVIERCHY: AL DEEN CF FIGLEES MAY NOTRERESENT UNIGUE INDIVIDLIAZS, ARD MAY NOT MATCH ESLUIVALENT RGURES FOR THE TOTAL ACTIVE USER BASE we

SCHAE MESSERIGER AD FORMATS ARE CURRENTTY LIV AVAILABLE B CERTARM COUNTREES, WHICH MAY LAPACT COVERALLTOTALS NOTES: RCURES USE MIDPCRNT OF PUBLISHED BAMNCES. META'S ADVERTISING e

@ SESCHIRE E5 ONEY PUBLISH GENDER [T A FOR “TEMALE AND “MALE" COMPARABIIITY: META HAS SCHERCANTLY REVISED IT5 BASE DWEA ARD AFFRCACH TC AUTEENCE BPCITNG, 50 RCURES SHOWN are, HnntSUItE
HERE ARE NOT COMPARABLE WITH RGUEES PUBISHED IN FEWCHIS BEPORT social



MESSENGER: ADVERTISING AUDIENCE PROFILE

SHARE OF FACEBOOK MESSENGER'S ADVERTISING AUDIENCE BY AGE GROUP AND GENDER ?%’ -

GLOBAL CYERYIEW

137%
94y 0%

19.2%

13.3%

9.9% 9.9%
B.4%
53%  52%
3% . n

1 HE m=
FEMALE MALE FEMALE MALE FEMALE MALE FEMALE MALE FEMALE MALE FEMALE MALE

13- 17 18 - 24 25-34

FEMALE MAILE
35-44 45 - 54 55 - 64
YEARS OLD YEARS OLD YEARS OLD

&5+
YEARS OLD YEARS OLD YEARS OLD YEARS OLD

BOANECE: SAETA'S ADVERTISN G RESOURCES. ADNERCHE: AL LEEN CF FEGURES MaY MOT EERES ENT UNSUE DD LTS, AR D MAY SMOT MATCH EQUIVALENT RGLEES FOR THE TOTAL ACTIVE USER BASE
@ SCHAE MESSERNGER A D FORMATS ARE CLERENTT LEJAARARLF B CERTAR COUMNTERIES, WHICH Ml APACT RGLUEES SHOAWN HERE IMOTER: FRCURES USE MIDPSENT OF PUSESHED EANGES METAS

ADVERRSENG RESOURCES O FUBLSH GERDER DARA FOE TEMALE" AND " WAME" COMPARMERITE META HAS SHEN FRCANTIY EEVISED ITS BASE DATA AND AFFROACH TOr ALD ENCE BEPCRTIMNG, 50
e LIES SHO S HERE ARE NOT COMBAR ASIF v/1TH FeELURES PLBLISHED B PREVECFUS BEFCHETS

we o
are. ® Hootsuite
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‘ELIGIBLE” REACH RATE

POTENTIAL REACH OF FACEBOOK MESSENGER ADS COMPARED WITH POPULATION AGED 13+
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# LOCATION
01 INDIA

02 BRAZL

03 MEXICO

04  PHIUPPIMNES
05  VIETNAM

06 THAILAND

o7  EGYPT

08  INDOMESIA
09 UK

10  BAMNGLADESH
S _-f-_._w. ;:: SING RES OURCES; !

¥ '| NCI‘:EE M CELDES COARREE

TOTAL
REACH

122,500,000
65,500,000
61,800,000
55,150,000
54,000,000
35,700,000
34,600,000
28,400,000
27,300,000

21,450,000

REACH wvs.
POP. 13+

11.2%

37.0%

&50.4%

66.0%

68.6%

29.1%

47.1%

13.1%

47 1%

16.5%

‘**DTCG'-.-'.%E."'.BI

_.--\.--' E
‘-.I"'|| W BT BASY LA RS

MESSENGER AD REACH RANKING

COUNTRIES AMD TERRITORIES WITH THE LARGEST FACEBCOOK. MESSEMNG ER ADVERTISING AUDIENCES

# LOCATION

11 COLOMBIA

12 ITALY

13 TURKEY

14 [RAQ

15 POLAND
16 MYAMMAR

17=  ARGENTINA

7=  GERMANY

19 ALGERIA

TOTAL
REACH

20,750,000
17,500,000
16,800,000
16,150,000
15,800,000
14,400,000
14,350,000
14,350,000
14,250,000

14,150,000

Eﬂ-l:lﬂl

GLOBAL CYERYIEW

REACH vs.
POP. 13+

49.6%
32.5%
24.7%
57.5%
48.1%
33.2%
39.6%
19.5%
43.6%

33.6%

® Hootsuite'



MESSENGER ELIGIBLE AD REACH RATE RANKING e

COUNTRIES AMD TERRITORIES WHERE FACEBDOK MESSENGER ADS REACH THE GREATEST SHARE OF THE POPULATION AGED 13+

GLOBAL CYERVIEW

REACH wvs. REACH wvs.
POP. 13+ # LOCATION POP. 13+

# LOCATION

01 MONGOLUA 0.9% 2,200,000 11 GUAM &7.8% 92,300
02 MALTA /79.8% 309,200 12 CYPRUS &7.1% /03,300
03  LBYA 78.4% 4,200,000 13 FREMCH POLYMESIA &6.6% 154,200
04 ICELAMD 77.3% 223,200 14  SAMOA 66.4% 90,650
05 TOMGA /2.9% 57,330 15 NEW ZEALAND 66.2% 2,700,000
06 GREEMLAMD 7a.5% 35400 16  PHILIPMMES &6.0% 55,150,000
07  BHUTAN 70.6% 438,550 17 UTHUANIA 65.2% 1,500,000
08 GEORGIA 70.3% 2,300,000 18  PALESTIMNE &65.1% 2,300,000
09 FUl &9.7% 473,150 19 ARUBA &4.1% 28,730

10 VIETNAM 68.6% 54,000,000 20 MNEW CALEDOMIA 63.1% 149,200

WERES NG RESOURES LN, ULS OB 5US SUR AL ADYEROHET: AL CEEMCE FRGURES MAY BOTRERES BNT UNEGUE B0 MDUAMS, AND AT SO MATCH BEQLEVA LENT RGUEES FOR WE
R EASE S0AE MESSERGER AD FORMATS A RE CLISSENTIY L AVARABLE B CEREAS OOABNTESES, WiHBOH MAY IMBACT VLS FOR THOSE DO TREES, AS WELL AS THER REESMECTIVE Qo H i -
M CEUDES COM IWTE EES ARMD TERR IFCHEES WTH POFLILAROS S OF ATLEASE S50 FECPLE. RGLUBES LSE MIDPCEN T OF PLBLSHED RANMGES. COMPBURARILITY: META HA ure uutSLHtE

L JLALASE Fat R il -
\TA AND APPROACH TOALIDSEN CE REPDETING, 50 RGURES.ARE NOT COMBARABLE WITH PREVIOUS REPORTS social
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LINKEDIN: ADVERTISING AUDIENCE OVERVIEW - -

)
THE POTEMTIAL ALIDIENCE THAT MARKETERS CAN REACH WITH ADS OMN LINKEDIN r GT’ .
GLOBAL OVERVIEW

TOTAL POTENTIAL REACH LINKEDIMN AD REACH QUARTER-OMN-QUARTER CHAMNGE YEAR-ON-YEAR CHANGE
OF ADS ON LMNKEDIM vs. TOTAL POPULATION IM LIMKEDIMN AD REACH IM LINKEDIM AD REACH

808.4 10.2% +2.3% +11.1%

MILLION +18 MILLION +81 MILLION

LINMKEDIMN AD REACH LIMKEDIMN AD REACH FEMALE LINKEDIMN AD REACH MALE UMNKEDIMN AD REACH
vs. TOTAL INTERMET USERS vs. POPULATION AGED 18+ vs. TOTAL LINKEDIN AD REACH vs. TOTAL LINKEDIN AD REACH

14.6% 42.8% 57.2%

1 MICROE0FTS BNERED B ADVERTISN G REROURCES; FEF0S5 Al AL SIS ADNTSORY ALDIENCEFRFURES MAY N 0T REFRESENT LINAEUE By DIVIDALALS, A MD b A MOT MATOH BE MALBNT RGURES we

5 CTAl ACTVE LISE: BASE OR REGISTER BN MERBER BASE RGLEES FOR REACH v POFILARON AMND R EACH v BNTERNEF USEES MAY FXOEED 1003, DLE O DURBCATE AND FAKE ADCOUINTS, DIELAYS B H u
REPOHE 5, ARG DEFFERERCES AETWEEN CERSUS OOUNTS Al D RESDERE POPULATIOHE. MO REACH DIWEA ARE Oh DY v ARARLE ROR “FEMALE AMD "WML USERS . COMPARABUTY: THE REURES ure"' HnntSI.“tE

B e iy P e ey e sﬂ:lul

IWWERTESEN G EESCFUIRCES BEFLECT TOTAL BEGESTIRED MEMEERS jNOTACTIVE USERS] 50 RGLEES SHONR HERE ARE B OT DEECTY COMPARASLE WITH CHER FLATRORMS




LINKEDIN: ADVERTISING AUDIENCE PROFILE

SHARE OF LINKEDIN'S ADVERTISING AUDIENCE BY AGE GROUP AND GEMDER

Gl OB AL SYVERYIEW

10.4%

1 0% 1.9%
—-

FEMALE

18 - 24 25+
YEARS OLD "r’EAEE 'CIFD ?EAEEGLD YEARS OLD

SOURCE MM RCFIFT S DMEE l".."'. ERSAMNG u’-\.l\_.-mm"._l ¢' _I ".-'-".‘4'!.'“ E T URIUE B DRIDLALS , ARD .-';". ST WAATO 1 J\'". ‘*4'_-_| 5 FOR r ‘.".'_'
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LINKEDIN ADVERTISING REACH

TOTAL POTENTIAL AUDIENCE REACH OF ADS ON LINKEDIN, IN MILLIONS OF USERS

Gl OBAL CYERYIEW

' +3 89 ' ' ' ' l +2 89 I

AFH JLIL JAH AFR JLIL JAN
iﬂiﬂ 2020 2020 EDE'D 2021 2021 2021 .’lﬂi'l 2022

SO HCRDGONTS BMKEDEN ADNE RIS MG BES OU RCES. ADYISORY: ALID EENCE RGUTES WA NOT ESFRESES TU REOLUE SN DNEDUALS | ARD MAY BOT M AI0H BCLIINVAIENT FIGLRES FOR THE FOTAL ACTHVE

@ LISER BASE Of RBEGESTER £D MEMSER BASE COMPARABILITY: THE RGUEES PUBISHED I MICROSOFTS BREDEN ADVE RS G RESCOURCES RERECT TOTAL REGESTERE D MEMBERS SOT THE ACTIVE ALIDEEMCES | i H W
LI S HED B OFHER COM PN S|, 50 THESE FRGURES ARE MOTDRECTIY COMPARARTE WTH OTHER FIATRO®RIME B ADD MO T OHARGES B TORAR BREGESTERED M EMEERS FICGLURES FOR G ETE-OM nntSUIt'E
P IARTER THARESE MAY BE 1A PNCT 2y

ik H T o B TR
3 BV NG T D AGT LUALA Eﬂﬂlﬂl




%87 [ Nvavr
%25 Il o
%6 Il wvriaa
%S [l weon
s B anviivHL
%o Bl wssny
%/ B 340N HLNOS
%98 B wan
%% I v
%0 N o
%001 I 1003 =3
%ol I vsanoan 250
%7 | I v b -
%stl I cooosow 3 +
sovi I owawom o
%l I ool o
wist I s3rvsdniHd u
%991 I 0o 33
wol D w0 -
%se1 I /w1
w0z I vvw Oy 2038
%'z I :033xo gid2
sz I s P
%/ I OuvHINOS D
%ovi I vevrvionvs
wor I 9w 0100
o7 I sAv YW 5383
saer NN IO wy 5e :
't I v mr
:

O s,
1_. _.."_..ul.

LA
; & Hootsuite

we
are,
socla

‘ELIGIBLE’” REACH RATE

.
.
POTENTIAL REACH OF LINKEDIN ADS COMPARED WITH POPULATION AGED 18+
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#

ol

02

03

&

o8

09

10

LOCATION

US.A.

INDIA

CHIMNA

BRAZL

LLE.

FRAMCE

INDOMESIA

CAMNADA

MEXICO

ITALY

TOTAL
REACH

180,000,000
83,000,000
60,000,000
52,000,000
34,000,000
23,000,000
20,000,000
19,000,000
17,000,000

146,000,000

REACH vs.
POP. 18+

&9.1%

8.6%

3.2%

32.1%

62.9%

44.4%

10.3%

61.3%

18.6%

31.4%

11

LINKEDIN AD REACH RANKING

COUNTRIES AMD TERRITORIES WITH THE LARGEST LINKEDIN ADVERTISING AUDIEMCES

LOCATION

aPAIMN

12=  AUSTRALA

12= GERMANY

14

15

16

17

18

19

20

TURKEY

PHILIPAMES

COLOMBIA

NETHERLAMNDS

SO UTH AFRICA

ARGEMNTINA

PAKISTAMN

TOTAL
REACH

14,000,000
13,000,000
13,000,000
12,000,000
11,000,000
10,000,000
9,700,000
9,500,000
9,400,000

7.4600,000

GLOBAL CYERYIEW

REACH vs.
POP. 18+

36.1%

65.1%

18.6%

19.5%

152.1%

26.4%

69.5%

23.7%

28.8%

3.6%

BSOANCCRY, ke BOS0FTS L KED B ADVERTISIN G RESCHERCES; LLE 5. OENES B CEFIGURES MAY WOT BEEFRESENT SE ELFLLAGL {8 HOT MATOH "... .-'-.."I-'
i35 LIS FOHE THIE TOREAL ACTTVE USER BA 55 DR TOTAL REGESTERED M EWBERS. LIE :Z- ER ARG BC-OMED FOR *.'.-'-'l- ISIERS B BLISSIA, WAHBTH MY MARACT THE Z'.:J'-"’-" | + MOTE . 1 i

e SCILDES COURNTREES AN D TERSTFOREES WITH POHPULATROIN 5 CWF AT LERST 50 06N cﬂw.tmm FFCE LIS A RE BASE D Ol TOTAL BECESTERED L '.'."I‘-'.'.‘-'.E-F.- rAR -thIT'CG‘.l'.'?h’.E.-".EliE are Hﬂ'ﬂt;“ltﬂ
WiITH BEEACH GRS FOR OTHER FLATFCR MS IH THE BEMCRT Eﬂclﬂl




LINKEDIN ELIGIBLE AD REACH RATE RANKING AL

COUNTRIES AMD TERRITORIES WHERE LINKEDIMN ADS REACH THE GREATEST SHARE OF THE POPULATION AGED 18+

GLOBAL CYERVIEW

REACH vs. TOTAL REACH vs.
POP. 18+ REACH # LOCATION POP. 18+

# LOCATION

01  BERMUDA 104.7%* 52,000 11 MALTA 65.4% 240,000
02 AMERICAMN SAMOA 101.7%" 38,000 12 AUSTRALA 65.1% 13,000,000
03 ICELAMND 4.1% 250,000 13 ARUBA &64.9% 55,000
04 CAYMARNIS. 20.7% 48,000 14  SINGAPORE 63.5% 3,200,000
05 ANDORRA 82.9% 34,000 15 UK 62.9% 34,000,000
06  US. VIRGIM ISLAMDS 75.8% 461,000 16 DEMNMARK 62.0% 2,900,000
07 MNETHERLAMDS 69.5% 9,700,000 17 CANADA 61.3% 19,000,000
08 USA. &9.1% 180,000,000 18 NEW ZEALAND 61.2% 2,300,000
0?9 UAE 69.0% 5,700,000 19 WXEMBOURG 59.8% 310,000
10 IRELAMD 66.0% 2,500,000 20 GUAM 57.0% /0,000

SOURCES: WECROSOT'S UNFED I ADVERTISING RESOURCES, LM, 1.5 CENSLIS BUIREALL ADWTSORY: AL ENCE FIGURES MAY NOT REFRESENTURSGILE INDVIDUALS, 0D M8t NOT MATOH ECUNAENT
ZURES FOR TOTAL ACTIVE LISERS OR FEGISTER ED MEMBERS. LINKECSN REMAING BEDCHED FOR MANY USERS e IS5 1A, WHICH MAY IMPACT THE COUNTRY'S RANKING -Nms 1'- LIS FOR "REACH va POR H t t
1+* SHOULD MOTTECHRBCALLY EXCEED 100, BUT DATA ARE SHOMWN “AS 15, TO ENABLE READERS T MAKE THER OW N JUDGMENTS. ONIY INCLUDES COUNTEES AND TERIFORES WITHROPUATION'S OF ooLlsulte’
i d T

AT LEAST 50,000 FEOPLE. COMPARABIUTY: REACH FIGUR S ARE BASED ON TOTAL REGISTER B UINKEDEN MEMBERS, 50 ARE NOT COMPAR ABLE WITH BEACH FPGURES FOR OTHER PLATFORMS BN THIS REPCHT Eﬂ'l: al




MOST-FOLLOWED ORGANISATIONS ON LINKEDIN ~ + aw

LIMKEDIN COMPANY ACCOUNTS WITH THE GREATEST NUMBER OF FOLLOWERS

GLOBAL CYERYIEW

01 GOOGIE 23,380,000 11 NESTLE 12,940,000

02 AMAZON 23,330,000 12 THE ECONOMIST 12,890,000

03 TED COMNFERENCES 22,290,000 13 BUSINESS INSIDER 11,150,000

04 LNKEDIN 20,450,000 14 TESLA : 9,310,000

05 FORBES 17,390,000 15 THE WALL STREET JOURMAL 9,210,000

06 UNILEVER 16,690,000 16 DELOITTE 9,140,000

07 MICROSOFT 15,970,000 17 TATA COMSULTANCY SERVICES 8,280,000

08 APPLE 15,380,000 18 MNETFLX 8,050,000

09 IBM 13,300,000 19  ACCENTURE 8,020,000

10 HARVARD BUSINESS REVIEW 13,230,000 20 BBC NEWS 7,990,000

SOURCE FEFRDS ARLADYES, BASED O DATS MU BLESHED O UR0EDE. MOTE FORL0N B OO TS HAVE BEEN BOUMDED TO THE MEAREST 10000, ODMPRRARILITY: FORLON B DOURTS ARE 2ABE TS WE i H a
JORSTART Orl AMGE: REGURES COREECT ATTIME OF BEPORT FRODUCTICON gﬂr%iul G HEUtSUItE




MOST-FOLLOWED PEOPLE ON LINKEDIN

LIMKEDIN PERSOMNAL ACCOUNTS WITH THE GREATEST MUMBER OF FOLLOWERS

GLOBAL CYERYIEW

01  BILL GAITES 35,040,000 11  DEEPAK CHOPRA 5,800,000
02 RICHARD BRANSOMN 19,640,000 12 DAMNIEL GOLEMAM 5,670,000
03  JEFFWEINEE 10,700,000 13 JUSTIN TRUDEAU 5,220,000
04  ARIANMA HUFFINGTOMN 10,050,000 14 GARY VAYMERCHUK 4,920,000
05  SATYA NADELLA 2,580,000 15 ADAM GRANT 4,180,000
06  MARK CUBAN 7,310,000 16 AN BREMMER 3,760,000
07  JACK WELCH 7,180,000 17 MNAREMDRA MODI 3,670,000
08 TOMNYROBBIMNS /7,040,000 18 ANTHOMNY JJAMES 3,600,000
09  MEUMNDA FRENCH GATES #,000,000 19 JAMES CAAM 3,370,000
10 SIMON SINEK 5,810,000 20  KEVIN O'LEARY 3,280,000
@ ol il bo i ea e bisnidib i b e s e s ggg - G Hootsuite




MOST-FOLLOWED HASHTAGS ON LINKEDIN

HASHTAGS WITH THE GREATEST NUMBER OF FOLLOWERS OM LINKEDIN

FLOBAL OVERYIEW
01 #MDIA &7 600,000 11 #CAREERS 22,500,000 21 #BRAMDIMNG 18,000,000
02 #HINNOVATION 38,800,000 12 #MARKETS 22 200,000 22 #PROFESSIOMNAIWD MEMN 17,200,000
03 #MAMNAGEMENT 36,000,000 13 #5TARTUPS 21,200,000 23 #ADVERTISINGAMDMARKENING 17,200,000
04 #HUMAMRESOURCES 33,200,000 14 #MARKETING 20,300,000 24 H#GEMNDER 16,700,000
05 #DIGITALMARKETING 27 400,000 15 #50CIALMEDIA 19,700,000 25 #WOMENINSCIEMCE 16,600,000
06 HTECHNOLOGY 26,400,000 16 #VENTURECAMTAL 19,300,000 26 HFEMINISM 16,300,000
07 #CREANVITY 25,200,000 17 #50CIALNETWORKING 19,000,000 27 #MOTIVATION 15,800,000
08 #FUTURE 24,600,000 18 #LEANSTARTUPS 19,000,000 28 #PERSOMAILDEYELOPMEMNT 14,700,000
0% #FUTURISM 23,500,000 19 #ECONOMY 18,700,000 20 #INVESTING 14,400,000
10 #EMNTREPREMEURSHIP 22,700,000 20 #ECOMNOMICS 18,000,000 30 #IOBINTERVIEW'S 14,300,000

social
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SNAPCHAT DAILY ACTIVE USERS

AVERAGE DAILY ACTIVE SMAPCHAT USERS (IN MILLIZMNS), WITH RELATIVE GROWTH RATES OVER TIME

Q3 2016 Q3 2017 Q3 2018 I‘JE iﬂﬂﬂ

GLOBAL CYERYIEW

306

Q3 2021

SOLRRCE; SnLA POHAT COARA R A B OU RCEMERNT S CONMPAR ARILITY: 5HAF5 EARN BGES SRR CUC EMEN TS BEPCRET DARY ATTIVE USERS WHEREA S THE OB RS ADVEERSBG BESCURCE BEEPRTRT
G UEES THAT ARE I:'.-'- S50 CHM B DSITH I A, I VE LISERS : : ) i Il Jh Hﬂ'ﬂtS“lt«E"
snt:lul j



SNAPCHAT: ADVERTISING AUDIENCE OVERVIEW o

THE POTENTIAL AUDIENCE THAT MARKETERS CAMN REACH WITH ADS OMN SMNAPCHAT r -

TOTAL POTENTIAL REACH SMAPCHAT AD REACH QUARTER- ON-QUARTER CHANGE YEAR-ON-YEAR CHANGE
OF ADS OMN SNAPCHAT vs. TOTAL POPULATION IN SMAPCHAT AD REACH IM SMAPCHAT AD REACH

557.1 7.0% +3.5% +11.8%

MILLION +19 MILLION +59 MILLION

SMAPCHAT AD REACH SMAPCHAT AD REACH FEMALE SMAPCHAT AD REACH MALE SMAPCHAT AD REACH
v, TOTAL INTERMET USERS vs. POPULATION AGED 13+ vs. TOTAL SNAPCHAT AD REACH vs. TOTAL SNAPCHAT AD REACH

45.8%

BOARECEY: SHAFS ADVERTIS MG EES OURCES; KEFRCS AMA LTS ADYERCIRY: ALl D60 OF RGURES MAY MOT BEPFRESENT L GUE BDOVEDLIALS AND MaY BOT MATCH BSAUINA LENT FRFU RES FOR THE TOTAL WE
ACTIVE L SER B SF BGURES FOR BEACH wa POPUEATICON ARD EESCH wa BNTERMET USERS WAAY EXCEED 100% DUE TO DUFLCATE ARD FARE AC COLB TS, D ELAYS B DATA EEFCRTENG, A MD DUFERERCES H W
SETVWEEM (BN S5 COLMES AR D RESDENT POFLLARDNS MOTES: DATA ARE R OT AV BLARTE 5O Al DOTATRCMNNE ; PR RES BASED CHJ AVMLART DATA (DY, LS EMG MEDPOERNT OF PLBLESHED &AM GES ure"‘ HnntSl.“tE
SERDER DATA ARE CRHIY A AILARIT FOR TEMAE" AND “WMALIE" USEES, BUT GENDER AL DEENCE VAMUE DO MMOT 5L TOTHE PORALAUDIENCE FRFUR T, 50 GENDER FER CENTIVGES M AT MOT 5L T 1040 Eﬂc Iﬂl




GLOBAL CYERYIEW

19.5% 19.5%

SNAPCHAT: ADVERTISING AUDIENCE PROFILE
10.4%

SHARE OF SHAPCHAT'S ADVERTISIMNG ALIDIEMNCE BY AGE GROUP AMD GEMDER
11.8% 11.6%
9.3%
8.5%
4.9%
2.5%

1.2%

FEMALE MALE FEMALE MALE FEMALE MalFE FEMALE MALE FEMALE MALE

13-1/ 18 - 24 25-34 35-49 20+
YEARS OLD YEARS OLD YEARS OLD YEARS OLD YEARS OLD

SOUMCE: S 5 ADYVERTIENG FESOURCEL ADYTROT: AL DIEWCE FEGURES MAY NOT RERS BT UNMGLUE BNDIVIDUALE, AR DMAY B OT MAFCH ECUNS LE-T FZURES FOR THE TOTA L SCTIVE U SER BASE we

MOTES: DATA AREN OT AVAIARIE FOE AL LOCATROR S, RGLURES BASHD Ok AFASLARIE BOCATIORS DMLY, BELURES USE THE MIDPOSTOF PUBLSHED BANGE. ShAF S ADVERTIS BNG BESCAIRCES O FUSLISH urei
MLIDRE BECF DATA, FORR FERMAE" ARED “WUASE", BT PLIBISHED VALUES FOE THESE DEMOGRAFHECS Exl WOT-5UM B THE FOTAL AUDEHCE BELEE, 50 PERCESMTAGES SHONWM HERE MAT SOT SUkM TO 1005% Eﬂc‘lul
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SNAPCHAT ADVERTISING REACH

TOTAL POTENTIAL AUDIENCE REACH OF ADS ON SMAPCHAT, IN MILLIONS OF USERS

GlLOBAL CYERYIEW

' ' ' +‘|5 l‘J“ +i 0% l ' I I

JAH AFH JLII. JAN AFR JLIL JAM
2020 2020 2020 .’Zﬂiﬂ 2021 2021 2021 .’lﬂi'l 2022

SOURGE: SHs 'S ADVERTISENG FESOURCES. ADVISORY: ALCVENCE FIGURES MAY NOT REFUEENT UNIGUE BNDIVIDUALS, AND MAY MNOT MATCH EGHUIMALENT FRGLUIRES FOR THE FOTAL ACTIVE U SER BASE
NOTRS: DATA ARENOT AVAILABEE FOR ALL LOCATION S, RGURES BASED O AVALLABLE E0C ATIONS ONLY, RGURES USE THE MIDPOSNT OF PUBLISHED RANGE . COMPARABIUTY: BN ADDETSCH TO CHAMGES H i
A TIVE I-l-:f & BJLIbA _'.=_:l'_'I F -; S O CLARTER O LA I.' = l'. l _'.fqu. WY E : RN TED &Y BEV _'.I; 85T _'I ___I-l : : : : | | sﬂcl l ‘ nntSUItE
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#

ol

02

03

08

10

msl.- L I
M:}'I'EE }

LOCATION

INDIA

US.A.

FRAMCE

UK.

2ALIDI ARABLA

PAKISTAM

MEXICO

GERMANY

IRAC

EGYPT

5 CEMFS BLEE
iF -\.

TOTAL
REACH

126,000,000

107,050,000

24,200,000
20,650,000
20,200,000
18,800,000
16,950,000
15,300,000
13,800,000

13,600,000

L Jﬂ-‘i"ﬂﬁ‘!" A8,
1 BAR] K i'_.:..-u_-_._ y

L

REACH vs.
POP. 13+

11.5%

38.0%

43.4%

35.6%

7 2. 2%

11.9%

16.6%

20.8%

49.2%

18.5%

11

12

13

14

15

16

17

18=

18=

18=

SNAPCHAT AD REACH RANKING

COUNTRIES AMD TERRITORIES WITH THE LARGEST SNAPCHAT ADVERTISING AUDIENCES

LOCATION

TURKEY

PHILIPHMNES

CAMADA,

MNIGERIA

BRAZIL

AUSTRALA

RUSSIA

ALGERLA

COLOMBIA

SOUTH AFRICA

TOTAL
REACH

12,900,000
10,600,000
10,300,000
9,500,000
8,250,000
7,250,000
6,950,000
6,250,000
6,250,000

6,250,000

snl:l

GLOBAL CYERVIEW

REACH vs.
POP. 13+

18.9%
12.7%
31.2%
7.2%
4.7 %
33.6%
3.7 %
19.1%
14.9%

13.7%

® Hootsuite'



ol

02

03

08

o9

10

m!.-l. B . L 3 BN LIS BILEE AL
!:".-'-:l:":l'f OF PLEBLISHED AR GE

LOCATION

LLIXEMBOURG

SAUDI ARABIA

MNORWAY

BAHRAIM

KLMYAIT

DEMMARK

IRAG

IRELAMND

SWEDEM

FRAMCE

REACH wvs.
POP. 13+

80.2%

72.2%

70.4%

3l .5%

54 .4%

50.8%

49 2%

47 1%

456 3%

43 .4%

442,500
20,200,000
3,300,000
855,000
1,950,000
2,550,000
13,800,000
1,950,000
4,000,000

24,200,000

11

12

13

14

15

16

17

18

19

LOCATION

JORDAM

METHERLAMNDS

PALESTIMNE

LS. A

U.A.E.

OMAMN

LLE.

NEW ZEALAND

BELGILIM

ALUSTRALIA

SNAPCHAT ELIGIBLE AD REACH RATE RANKING

COUNTRIES AMD TERRITORIES WHERE SMAPCHAT ADS REACH THE GREATEST SHARE OF THE POPULATION AGED |2+

REACH vs.

POP. 13+

41.3%
40.9%
38.2%
38.0%
37 2%
36.9%
35.6%
34.3%
33.7%
33.6%

we

are,
social

Gl OBAL CYERYIEW

TOTAL
REACH

3,100,000
6,100,000
1,350,000

107,050,000
3,250,000
1,550,000

20,650,000
1,400,000
3,350,000

7,250,000

® Hootsuite'
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TWITTER MONETISABLE DAILY ACTIVE USERS

MOMNETISABLE DAILY ACTIVE TWITTER USERS [IN MILLIONS), WITH RELATVE GROWTH RATES CVER TIME

GlLOBAL CYERYIEW

~ M
199
186 187 192
166
- o 152
134
'm 'm ' ' ' '
eTererereToTorerereree

Q3 Q4 Ql Q2 Q3 Q4 Ql Q2 Q3 Q4 Ql Q2 Q3

2018 2018 2019 2019 2019 2019 2020 2020 2020 2020 2021 2021 2021

T e e T A e A LA A e A T A i we :
social



TOTAL POTENTIAL REACH TWITTER AD REACH
OF ADS OMN TWITTER vs. TOTAL POPULATION

436.4 5.5%

MILLION
TWITTER AD REACH TWITTER AD REACH
vs. TOTAL INTERINET USERS vs. POPULATION AGED 13+

8.8% 7.1%

T4 .| 14 :'.- 3 ADNIRORS ALIDIE MOE FEGUEES AT IO
i | "- .-ﬁl I 'I-'. '-|_:Q {ET Ul LA &0
| {f | | J Hﬂ'I'E! LI SE MIDECHMT 2 }
T .-'w._l_ ErCE RO 'I | ], SO | | H

F I. n L -. -1'\' _I * 5P r '.\—.--- - 1 -
| T L 1 e R Y A, DS e T A A ) T g -\.I'.l.'l'.l
AY NOT 8E DRECTLY COMPARARLE WITH RGURES PUBLISHED BN RREWOUS EEFCRTS Eﬂl Iﬂ

TWITTER: ADVERTISING AUDIENCE OVERVIEW A4

THE POTENTIAL AUDIEMCE THAT MARKETERS CAMN REACH WITH ADS OM TWITTER

! -
L Ol AL CRAER YD
QUARTER- ON-QUARTER CHAMNGE YEAR-OMN-YEAR CHAMNGE
IN TWITTER AD REACH IN TWITTER AD REACH
n i 5 I A ..II
-0.01% [N/A]
-53 THOUSAND
FEMALE TWITTER AD REACH MALE TWITTER AD REACH

vs. TOTAL TWITTER AD REACH vs. TOTAL TWITTER AD REACH

43.6% 56.4%

* Hootsuite'



TWITTER ADVERTISING REACH

TOTAL POTENTIAL AUDIENCE REACH OF ADS ON TWITTER, IN MILLOMNS OF USERS

GlLOBAL CYERYIEW

436 436

o SIGMIFICANT BASE DATA REVISIONS oo

A -0.01%
AFH ﬂCT JAN

iﬂiﬂ 2020 2021 2022

MUI'E_ -.-‘ "-'f' I .-'I-- k:..- Z .='.-..'.- ADNTIORY: ALUDENCE AGLRES M AY MNOT BEFEESENTLSIUE B DIVIDLUAS, ARD MAY BOT M ATOH BRI NMALEN T PGLR G FOE THE FOTAL ACTIVE LISER BASE
mr& LISHIED RANGES COMPARABLITE TW ITTER MADE SGHFICANT CHANGES T ITS APPROACH TOAUDIEN CE REPORIING I G 2021, 50 RGLRES FOR OCT 2001 | i
@ HC-'TCCI".I'-F!".QJ".B. FIGLSES FOR FREVECOUS FERMODS . OF WETH DATA PLISLES FIED B OURE PREVEORLS BEPOETS . I ADDERCH TORCFL MGEES I ACTIVE USSR MUMAES RCGURES FOR HﬂﬂtS“ltE
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‘ELIGIBLE’ REACH RATE

POTENTIAL REACH OF TWITTER ADS COMPARED WITH POPULATION AGED 13+
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TWITTER AD REACH RANKING

COUNTRIES AMD TERRITORIES WITH THE LARGEST TWITTER ADVERTISING AUDIENCES

GLOBAL CYERYIEW

# LOCATION

ol

02

03

8

08

o9

10

th'I'EI 1ES

US.A.

JAPAM

MDA

BRAZL

INDOMESIA

UK.

TURKEY

SALIDI ARABLA

MEXICO

THAILAMD

REACH  POP.13+ # LOCATION REACH  POP.13+
76,900,000 27.3% 11 PHILIPAINES 10,500,000 12.6%
58,950,000 52.3% 12 FRANCE 10,000,000 17.9%
23,600,000 2. 2% 13 SPAIN 8,750,000 21.2%
19,050,000 10.8% 14 CANADA 7,900,000 23.9%
18,450,000 8.5% 15 GERMANY 7.750,000 10.5%
18,400,000 31.8% 16  SOUTH KOREA 7,200,000 15.6%
16,100,000 23.6% 17 ARGENTINA 5,900,000 16.3%
14,100,000 50.4% 18 EGYPT 5,150,000 7.0%
13,900,000 13.6% 19 MALAYSIA 4,400,000 16.7%
11,450,000 19.0% 20 COLOMBIA 4,300,000 10.3%

it cappisdtcitdr koo ol oy St Hei ot Ei.'ﬂ:l ‘ HﬂﬂtSUItE



TWITTER ELIGIBLE AD REACH RATE RANKING

COUNTRIES AMD TERRITORIES WHERE TWITTER ADS REACH THE GREATEST SHARE OF THE POPULATION AGED 13+

GLOBAL CYERYIEW

# LOCATION '},Eﬂ"‘lf_": o ;Eléh # LOCATION '},E,;‘E": b

01  ANDORRA 64.1% 44,350 11 ICELAND 32.7% 94,400
02 LUXEMBOURG 57.5% 317,300 12 IRELAND 32.6% 1,350,000
03 SINGAPORE 53.9% 2,850,000 13 PUERTORICO 32.1% 808,200
04 JAPAN 52.3% 58,950,000 14 ISLE OF MAN 32.0% 23,550
05 SAUDI ARABIA 50.4% 14,100,000 15 UK 31.8% 18,400,000
06 GUERNSEY 41.0% 22,750 16 HONGKONG 31.4% 2,100,000
07 KUWAIT 40.5% 1,450,000 17 METHERLANDS 28.2% 4,200,000
08 ARUBA 35.0% 32,100 18 UAE 28.1% 2,450,000
09 BAHRAIN 34.2% 508,750 19 USA 27.3% 76,900,000
10 ANTIGUA & BARBUDA 33.1% 26,600 20  JERSEY 26.7% 24,550

e RORAL ACTNE LIS A SF NEITHS. QMY LD ES COUNTEES AND TERTCRES WIBH TOPLLABORLS OF AT LEASY SIO0GPEONE AOURESUSE BIE MEFORT O KB ances. . ;{%ml (| Hootsuite:



#

ol

02

03

o8

o9

10

ACCOUNT HOLDER

BARACK OBAMA

JUSTIM BIEBER

KATY PERRY

RIHAMMNA

CRISTIANG RONALDO

TAYLOR SWIFT

LADY GAGA

ELLEMN DEGEMNERES

MAREMDRA MODI

YOUTUBE

HANDLE

SBARACKOBAMA

@JUSTINBIEBER

SKATYPERRY

SRIHANMA

SCRISTIANG

@TAYLORSWIFT13

SLADYGAGA

STHEELLENSHOW

EMAREMDRAMODI

YOUTUBE

FOLLOWERS
130,500,000
114,300,000
108,800,000
104,000,000

96,500,000
89,900,000
84,100,000
77,700,000
74,200,000

/73,900,000

#

1

12

13

14

15

16

17

18

19

20

MOST POPULAR TWITTER ACCOUNTS

TWITTER ACCOUMNTS WITH THE GREATEST NUMBER OF FOLLOWERS

ACCOUNT HOLDER

KIM KEARDASHIAMN WEST

ELOM MUSK

SELEMNA GOMEZ

JUSTIN TIMBERLAKE

CMM BREAKING NEWS

TWITTER

BILL GATES

CHNMN

BRITMEY SPEAES

MNEYMAR JR.

WISE HANE FEATURED B THIS BAR B8 FC

HANDLE

DKIMKARDASHIAMN

DELONMUSK

ASELENAGOMEL

@ITIMBERLAKE

SCNMNBRE

TTWITTER

2 BILLGATES

ECNMN

TBRITMEYSPEARS

DMEYMARIR

we

wecows  gre,

social

FLOBAL CYERYIEW

FOLLOWERS

70,900,000
49,200,000
65,500,000
63,300,000
61,800,000
60,600,000
56,700,000
55,800,000
55,800,000

33,600,000

Hootsuite



PINTEREST



PINTEREST MONTHLY ACTIVE USERS

PINTEREST MOMNTHLY ACTIVE USERS [IN MILLICNS), WITH RELATIVE GROWTH RATES OVER TIME

GlLOBAL CYERYIEW

478
44 459 454 I
416
367
s 335
291 300
o5 265
'@' @lele o'c'o'c’e

Q3 Q4 Ql Q2 Q3 Q4 Ql Q2 Q3 Q4 Ql Q2 Q3

2018 2018 2019 2019 2019 2019 2020 2020 2020 2020 2021 2021 2021

P TER ST S AR AR Y A Rl CEMAER T BRI TEREST S EARS IASS AR LB ERATR TS BERCET TS LA THIE ACTIVE USEES AWHEREAS THE OO AR RS ATNERTS B we -
social



TOTAL POTENTIAL REACH
OF ADS OM PINTEREST

225.7

MILLION

PIMNTEREST AD REACH
vs. TOTAL INTERMNET USERS

PINTEREST AD REACH
vs. TOTAL POPULATIOM

PINTEREST AD REACH
vs. POPULATION AGED 13+

2.9%

QUARTER-OMN-QUARTER CHAMNGE
IM PINTEREST AD REACH

-3.2%

-7.3 MILLION

FEMALE PINTEREST AD REACH
vs. TOTAL PINTEREST AD REACH

76.7%

PINTEREST: ADVERTISING AUDIENCE OVERVIEW o

THE POTENTIAL AUDIEMCE THAT MARKETERS CAMN REACH WITH ADS OM PINTEREST

vV s

GLOBAL CYERYIEW

YEAR-OMN-YEAR CHANGE
I PIMNTEREST AD REACH

+12.4%

+25 MILLION

MALE AIMNTEREST AD REACH
vs. TOTAL PINTEREST AD REACH

15.3%

suclul ‘ ® Hootsuite'



PINTEREST: ADVERTISING AUDIENCE PROFILE L

SHARE OF PINTEREST'S ADVERTISING AUDIENCE AGED 18+ BY AGE GROUP AND GENDER

GLOBAL CYERYIEW

29.1%

16.4%

13.0%

7 0% 7.5%

2.6% 2.9%
1.7% 1.6%
1.0% 1.5% 1.0% 0.8% g3y

9%
- [— I. -- — e e sl Ml

FEMALE MALE A FEMALE MAILE MAA FEMALE MALE FEMALE MAILE MSA FEMALE MAILE MAA FEMALE MALE MR

18-24 35-44 45 - 54 55-64 a5+
YEARS OLD ‘T’EAEE ‘DILEI YEARS OLD YEARS OLD YEARS OLD YEARS OLD

2.6%

m 4 .-'-T"'-'Ei"'ii- MG R

£ OURC ]
NOTES: 71, VALLEES RERE “TOATA FOR USE *.'-' UNSPECHE G NIDES, AS AUBLISHED B PNTERESTS ADVERTES 86 215 CUIRCES. DATA ARE MOT AVARLARLE FOR AL EICATIONS, FIGUEES BASED O H £ t
A RAIE ARG MY iSRS U THE MRORCATOE RN NS Eﬂl Iﬂl ‘ ootsuite

mm J +- FLHES WA NOT REPRESENTURSGHUE N DEVEDLA LS, AT AT MOT MATTH ECGHIVMER TFEGURES FOR THE TOTAM ACTIVE USER BASE




PINTEREST ADVERTISING REACH

TOTAL POTENTIAL AUDIENCE REACH OF ADS OMN PINTEREST, IN MILLKOMS OF USERS

GlLOBAL CYERYIEW

+D au ' +5 al:l ' 'I" u,l:l l +4 4»: l I

JAN AFH JUL JAN AFR JUL JAN
2020 2020 2020 iﬂiﬂ 2021 2021 2021 iﬂi'l 2022

A.D‘n'lm‘l"- JDEENC E5 AT NOT REPEESENT UNIGILE BNDOVIELALS, AND MAY MOT MAFTH ECEINVAENTFEEURES FOR THE PTOTAL ACTIVE LISER BASE
MI'-ES _.-. |5 REUNES BASED | ARLE B0 TS CHLY. RGLURES USE THE MEPOE T OF PLBLISHED BA MG ES . B ADDIMO TOHC HARGES 1 ACTIVE LISER l ‘ Hnntgu‘tﬂ"
ARTIER CHARGE WA BE HAPAC TED BY R VISEORES O BASE DATA AN CHARGES B DO-CATRON DOFVER AGE Eﬂl.'-‘lﬂ




#

ol

02

03

o8

o9

10

iy S e e R L
SOLRCCES: PR{TEREST 'S ADVER & RESOURCES U
THE FOTAL ACTIVE LI S5 A 5 § DT AR ERICT
. AFTEAST SO FEORE. RCLREE 1) 5E THE. i B0

LOCATION

US.A.

BRAZIL

MEXICO

GERMAMNY

FRAMCE

CAMNADA

LLE.

ITALY

SPAIM

NETHERLAMDS

TOTAL
REACH

84,350,000
27,000,000
17,860,000
15,115,000
11,000,000
9,265,000
8,760,000
8,555,000
7,040,000

4,360,000

REACH vs.
POP. 13+

33.1%

16.7%

19.6%

21.7%

21.3%

29.9%

16.2%

16.8%

18.2%

31.2%

11

12

13

14

15

16

17

18

19

20

PINTEREST AD REACH RANKING

COUNTRIES AMD TERRITORIES WITH THE LARGEST PIMTEREST ADVERTISING AUDIENCES

LOCATION

POLAMND

AUSTRALIA

BELGILUM

PORTUGAL

ROMAMIA

SWEDEM

GREECE

AUSTRIA

SWITZERLAND

HUMNGARY

TOTAL
REACH

4,225,000
4,095,000
2,695,000
2,033,000
1,770,000
1,705,000
1,689,500
1,674,000
1,584,000

1,481,500

ﬂ re,
socia

GLOBAL CYERYIEW

REACH vs.
POP. 13+

13.7%
20.5%
29.0%
23.8%
11.4%
21.2%
19.5%
22.4%
22.1%

18.7%

‘ ® Hootsuite'



PINTEREST ELIGIBLE AD REACH RATE RANKING

COUNTRIES AMD TERRITORIES WHERE PINTEREST ADS REACH THE GREATEST SHARE OF THE POPULATION AGED 13+

GLOBAL CYERVIEW

REACH vs. TOTAL REACH vs. TOTAL
POP. 13+ REACH # LOCATION POP. 13+ REACH

# LOCATION

01 USA. 33.1% 84,350,000 11 AUSTRIA 22.4% 1,674,000
02 MNETHERLAMDS 31.2% 4,360,000 12 SWITZERLAND 22.1% 1,584,000
03 CAMNADA 29.9% 2,265,000 13 GERMANY 21.7% 15,115,000
04 GUAM 29.7% 36,500 14 FRAMNCE 21.3% 11,000,000

05 BELGIUM 29.0% 2,695,000 15 5SWEDENM 21.2% 1,705,000

8

LUXEMBOURG 27 0% 140,000 16 AUSTRALA 20.5% 4,095,000
07  MALTA 24.8% 21,000 17 NEW ZEALAND 20.2% 758,000
08 PORTUGAL 23.8% 2,033,000 18 FAMLAND 19.6% 883,500
09 DENMARK 23.5% 1,097,000 19 MEXICO 19.6% 17,860,000

10 PUERTO RICO 23.2% 535,000 20 GREECE 19.5% 1,689,500

SOAUNCES: PRTEREST 'S ADVERTESING RESOURCES, ULM; LS CENSUS BUREAL . ADVISORY: AUDIENCE FGURES MAY MNOT REPRESENTUNKIUE BMDIVEDUALS, AND MAY MOT M ATCH EQUIVALENT FIGURE FOS we 1mi .
THE FOTAL ACTIVE LI 557 A SE NOTIES: DATA ARE MOT AVARABIE FOR ALLLOCATION'S, RARKING BASED 0N AVMLABLE EDCABONS ONEY. CNIY INCLUDES COUNTRIES AND TERSSTORIES WITH POPULATIONS H t te
F ATLEAST 50,000 FEOPLE RGURES LISE THE MIDPORNT OF PUIBUISHED R ANGES aﬁﬂr%iﬂl ootsuite
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WHATSAPP OVERVIEW o

ESSEMNTIAL HEADLIMNES FOR WHATSAPP LISE
GLOBAL CYERYIEW
GLOBAL MONTHLY ACTIVE MONTHLY ACTIVE FEMALE USERS AS A MALE USERS AS A
MONTHLY ACTIVE WHATSAPP USERS vs. WHATSAPP USERS vs. PERCENTAGE OF TOTAL PERCENTAGE OF TOTAL
WHATSAPP USERS TOTAL POPULATION POPULATIOMN AGED 13+ FEMALE AND MALE USERS FEMALE AND MALE USERS

y. 25.3% 32.4% 45.8% 54.2%

BILLION

we .
SOUNBCES: T DUAPARY AR CUR CEMEN TS GERDER SHATE DATA RROM W §30 10211 BASHD OM WALLES FOR TEAME" ARD "3 ALE" LISERS ORLY ure* HnntSI.“tE“
social



WHATSAPP: TIME SPENT USING MOBILE APP

AVERAGE NUMBER OF HOURS PER MONTH THAT EACH WHATSAPP LSER SPEN DS USING THE WHATSAPP APP OMN AMNDROID PHOMES

314
29.2 28 8
20.0
198 186
17.0
I I Hﬂ

m f‘ h"*’-'“'-.f}i'.".l.??."i:3:'-'-'-::1:- DETALS, Ot COMTACT APP ANNIE FOR DETARS OF HOW F0 ACCESS DATA FOR ADDITION AL 1OCABONS  NOTI: FIGURES REPRESENT AVERAGE H t t 5
£ MONTH USIN G THE WHATSAPP MOBEE AFF O ANDROD PHONES THROUGHOUT 2021 WORLDWIDE FG URE DOES NOY INCLUDE DATA FOR CHINA ootsuife

soclul

Gl OBAL CYERYIEW

1

1.4 103
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[~ -}
LA
o

=
b
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INDOMNESLA
BRAZIL
ARGENTIMNA
MEXICO
IO
WORLDWIDE
SINGAPORE
TURKEY
FRAMCE

ALSTRALLA



WECHAT OVERVIEW D

ESSEMNTIAL HEADLIMNES FOR WECHAT USE g .
GlLOBAL CYERYIEW
COMBINED GLOBAL MONTHLY ACTIVE WECHAT MONTHLY ACTIVE WECHAT FEMALE USERS AS A MALE USERS A5 A
MONTHLY ACTIVE USERS AMND WEIXIN USERS vs. AMND WEIXIN USERS vs. PERCENTAGE OF TOTAL PERCENTAGE OF TOTAL
OF WECHAT AND WEIXIN TOTAL POPULATION POPULATIOMN AGED 13+ FEMALE AND MALE USERS FEMALE AND MALE USERS

1.26 16.0% 20.4%

BILLION

352.9%

we .
@ SOUNGCES; TEHCENT EARN MG S BERORTS, G DER THARE DATA O SW N IEE 23211 SASED Db VALLIES FOR AR ALE" AR D "84 ALE" LISERS Oy '.-ELw_:--.'_r';E'_.'_:._'-.j FOR FLEL DETARS ure‘ Hnntsu‘teﬁ
social



QQ OVERVIEW v o

ESSEMNTIAL HEADLIMES FOR GG USE
GLOBAL CYERYIEW
GLOBAL MONTHLY ACTIVE MOMNTHLY ACTIVE SMART MOMNTHLY ACTIVE SMART FEMALE USERS AS A MALE USERS AS A
QQ USERS ACCESSING DEVICE QQ USERS vs. DEVICE QQ USERS vs. PERCENTAGE OF TOTAL PERCENTAGE OF TOTAL
VIA SMART DEVICES TOTAL POPULATION POPULATIOMN AGED 13+ FEMALE AND MALE USERS FEMALE AND MALE USERS

52.3%

573.7 7.2%

MILLION

we _
SOUNECES: TENCENT EARNING S REPORTS; CENDER THARE DIATA FROM CWE{GT 2021] BATED O VALLES FOR “FEMALE" AND *MALE" USERS OMLY SEE GWLODM FOS PUIL DETALS are, | . HnntSUItE“

socia




SINA WEIBO OVERVIEW o

ESSENTIAL HEADLIMNES FOR SINA WEIBD USE
GlLOBAL CYERVIEW
MONTHLY MONTHLY ACTIVE MONTHLY ACTIVE FEMALE USERS AS A MALE USERS AS A
ACTIVE SINA SINA WEIBO USERS vs. SINA WEIBO USERS vs. PERCENTAGE OF TOTAL PERCENTAGE OF TOTAL
WEIBO USERS TOTAL POPULATION POPULATION AGED 14+ FEMALE AND MALE USERS FEMALE AND MALE USERS

573 7.2% 9.5%  50.5% 49.5%

MILLION

we .
SOUNSEES, 5k CORF EARRNGS BEPOETS . GERNDER SHARE DATA FRORA GV 103 2031 ] BATED TR WSLUES ROR “TEMALE" AND "BAME" L 5085 O DY S5 I-'-.'.- _g'-.-'_ FOR RRL DETALS ﬂrE‘ Hnnt;u‘t&*
social



KUAISHOU OVERVIEW o

ESSEMNTIAL HEADLIMES FOR KUAISHOU USE

GLOBAL CYERVIEW
MONTHLY ACTIVE FEMALE USERS AS A MALE USERS AS A
MONTHLY ACTIVE KUAISHOU USERS vs. PERCENTAGE OF TOTAL PERCENTAGE OF TOTAL
KUAISHOU USERS TOTAL POPULATION FEMALE AND MALE USERS FEMALE AND MALE USERS

5729

MILLION

49.0% 51.0%

we "
SOURCES: COMTANY ANNOUN CEMENTS, GENDER SHARE DATA ROM GWI |21 2021, BASED ON VALLES FOR FBAALE" AND “MALE" USERS DMLY, SEE GWLODM FOR FLIL DETALS are, l"ﬂﬂtil.."tﬂ'al
social



TELEGRAM OVERVIEW v

ESSENTIAL HEADLIMES FOR TELEGRAM USE
GLOBAL CYERVIEW
GLOBAL MONTHLY ACTIVE MONTHLY ACTIVE FEMALE USERS AS A MALE USERS AS A
MONTHLY ACTIVE TELEGRAM USERS vs. TELEGRAM USERS vs. PERCENTAGE OF TOTAL PERCENTAGE OF TOTAL
TELEGRAM USERS TOTAL POPULATION POPULATION AGED 16+ FEMALE AND MALE USERS FEMALE AND MALE USERS

550 6.9% 9.5% 42.0% 58.0%

MILLION

we .
SOURICES: CCWATARY ANNOLUR CEMENTS, GEMDER SHARE DATA FROM GW1IG3 2021], BASED O VALLES FOR FBAME" AND *MALE" USERS DALY, SEE GWLODM FOR FLLL DETALS are, l"ﬂﬂtil.."tﬂ'al
social



REDDIT OVERVIEW o

ESSENTIAL HEADLIMES FOR REDDIT USE g .
GlOBAL CYERVIEW
DAILY ACTIVE DAILY ACTIVE FEMALE USERS AS A MALE USERS AS A
DAILY ACTIVE REDDIT USERS vs REDDIT USERS vs PERCENTAGE OF TOTAL PERCENTAGE OF TOTAL
REDDIT USERS TOTAL POPULATION POPULATIOMN AGED 13+ FEMALE AND MALE USERS FEMALE AND MALE USERS

S0 0.6% 0.8% 36.2% 63.8%

MILLION

we .
SOUNRCES: CCWATARY ANN OB CEMENTS, GENDIER SHARE DATA FROM GW1IG3 2021], BASED ON VAILES FOR FBAME" AND *MALE" USERS DMLY, SEE GWLODM FOR FLLL DETARS are, l"ﬂﬂtil.."tﬂ'al
social



QUORA OVERVIEW v

ESSEMNTIAL HEADLIMES FOR QUORA USE

MONTHLY ACTIVE MONTHLY ACTIVE FEMALE USERS AS A MALE USERS AS A
MONTHLY ACTIVE QUORA USERS vs. QUORA USERS vs. PERCEMTAGE OF TOTAL PERCENTAGE OF TOTAL
QUORA USERS TOTAL POPULATION POPULATION AGED 13+ FEMALE AND MALE USERS FEMALE AND MALE USERS

300 3.8% 49% 42.8% 57.2%

MILLION

SOURCES: € OMPANYT AN OUNCEMENTS, GEMDER SHARE DATA ROM G 1§23 1021] BASED O YALUES FOR FEBMALE® AMD "MALE" USERS OMLY. SEE GWLOOM FOR FULL DETALS. COMPARABMLITY;
; :

(LI A A MIOT PLBEESH BD ARYUFDATES B0 ITS A
]

LCOM we -
TR THIY ACTIVE L SER FICURE BN THE PAST 12 MONTHS, S0 FICLIRES SHOWN HEDLE MAY BE LESS REFRESENTATIVE OF CURRENT ALUDENCES COMPARED are, @ HﬂﬂtﬁllltE“
T RGLEES FOR OTHER FLATRORMS FEATURED B THIS REFOR social




MOBILE



MOBILE CONNECTIVITY

ADOPTION AND USE OF MOBILE PHOMES AND DEVICES THAT CONMNECT TO CELLULAR NETWORKS

NUMBER OF UNIQUE UNIQUE MOBILE ANMNUAL CHANGE IN
MOBILE USERS [ANY USERS AS A PERCENTAGE THE MUMBER OF UNIQUE
TYPE OF HANDSET) OF TOTAL POPULATION MOBILE SUBSCRIBERS

CELLULAR MOBILE ANNUAL CHANGE IN THE
CONNECTIONS NUMBER OF CELLULAR
(EXCLUDING IOT) CONNECTIONS [EX. IOT)

5.31 671%  +1.8%

BILLION +95 MILLION

SCFLNCCE; 5k A INTELLGEMCE HAOTES: POTAL CRUNIEAR COMMNEC TS BNCLUDE DEVICES OTHER THAM MOBEE FACMNES, BUT EXCLU DE ORI LAR BOT OO MECTROHNG. FGLIRE
G LURES FOR POPLLARCH DLUE B2 MUETRFE OORNECEOMS AND CONKECTHD DEVICE: FER FERS O COMPARARILITY: Ba S CHARMGES VERSIOHNG OF THIS OHART FURES HED
REPCE TE FEATLIRED CE S LAk COd BCTHON RGURES THAT BNCRIDED, ORIGLAR 30T OO ECTROMI. FrGUR ES SHOWN HERE DONOT EIOUUDE CERULAR FOT OO MELBOMS

8.28 +29%

BILLION +233 MILLION

IRES MAY SEENRCANTYY EXCEED we
SCHAE OF OLE PREVIOLS are,
social

Hootsuite:



UNIQUE MOBILE USERS OVER TIME

MNUMBER OF UNIGUE INDIVIDUALS (IN MILLIOMNS) USING MOBILE PHOMES [AMNY KIND OF HANDSET)

4,860 4,996

Q4 2016 Q4 2017 Q4 2018 Q4 2019 Q4 2020 Q4 2021

we A
SOUCE: GSRA N INTELGENCE CONPAR ARILITY: BASE CHARGEL FIGURE ST ROT CDRREATE WAITH THOGE PUBLISHED B OIUR PREEYEIALL BEDETS urei E HnntSU“:E"
social



MOBILE SUBSCRIBERS vs. CELLULAR CONNECTIONS ¥ %W”

PERSPECTIVES OMN THE ADOPTION AND USE OF MOBILE TECHNOLOGIES

GLOBAL OVERVIEW
GSMA INTELLIGENCE DATA ERICSSON DATA
TOTAL NUMBER OF TOTAL NUMBER OF TOTAL NUMBER OF TOTAL NUMBER OF
MORBILE SUBSCRIBERS CELLULAR CONNECTIONS MORILE SUBSCRIBERS CELLULAR CONNECTIONS
(UNIQUE INDIVIDUALS) (EXCLUDING CELWLAR IOT) (UNIQUE INDIVIDUALS) (EXCLUDING CELLULAR IOT)

5.31 8.28 6.05 8.14

BILLION BILLION BILLION BILLION
SOURCES: &5, IMTELG EHCE, B S50 MORIETY VISUALITER - COMPAR ARILITY: BA ST O 1-' NGER VERSIONS OF THIS CF l'-.-: 1B SORMAE OF OUR FREVEOALIS REPCRTS FEATLIRED CHEILAR WE H t t L
DO ECTRON P LERES THAT INCIUDED CHULLAR 07 CORMECTRONS. FRGURES SHOWM HERED O NOF SNCRIDE CHEILARTOTC -'4‘4 S s.ﬂ: l nn 5“' E




CELLULAR MOBILE CONNECTIONS OVER TIME

MUMBER OF CELLULAR MOBILE COMNMNECTIONS (IN MILLICMNS)

8,275
1,721

we .
5 RGLUEES MAY MNOT OORREEATE WITH THOSE FURETHED = OLR FEEVEDUS BERORTS ﬂrE‘ @ Hnntgu‘tﬂ.*
social

Q4 2019 Q4 2020 Q4 2021



CONNECTED MOBILE DEVICES

EACH DEVICE TYPE'S SHARE OF CELLULAR COMNMNECTIONS [EXCLUDING 10T)

GLOBAL CYERYIEW

SHARE OF CONMNECTIONS SHARE OF CONNECTIONS SHARE OF CONNECTIONS
ASSOCIATED WITH ASSOCIATED WITH ASSOCIATED WITH ROUTERS,
SMARTPHONES FEATURE PHONES TABLETS, AND MOBILE PCS

76.9% 19.5% 3.6%

6.26 BILLION DEVICES 1.59 BILLION DEVICES 297 MILLION DEVICES

we .
SOUNNCE; TC5 500 MADEITY VISUALER NOW: EXCURIDES CEUULAE 0T CONNECTHOM S CONPAR ARILITY: 3 ASE CHAM GES urE.. Hﬂﬂtﬁ“lt‘E"
social
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MUMBER OF CELLULAR MOBILE CONMNECTIONS COMPARED WITH TOTAL POPULATION
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MOBILE CONNECTIVITY RANKING o

COUNTRIES AMD TERRITORIES WITH THE HIGHEST AMD LOWEST RATES OF CELLULAR MOBILE CONMECTIVTY ? % "
GLOBAL CVERVIEW
HIGHEST RATES OF MOBILE CELLULAR COMNMECTIVITY LOWEST RATES OF MOBILE CELLULAR COMMECTIVITY
# HIGHEST CONNECTIVITY vs. POP CONNECTIONS # LOWEST CONNECTIVITY vs, POP CONNECTIONS

01 MACAU 235.5% 1,561,309 212 MARSHALL ISLANDS 12.6% 7535
02 US.VIRGIN ISLANDS 200.1% 208,331 211 NORTHKOREA 20.2% 5244121
03 ANTIGUA & BARBUDA 198.0% 196,240 210 ERITREA 22.7% 826,090
04 MONTENEGRO 186.6% 1,171,577 209 FED. STATES OF MICRONESIA 23.1% 26,963
05 HONGKONG 181.9% 13,784,144 208 SOUTH SUDAN 28.4% 3,266,000
06 SOUTHAFRICA A 179.8% 108,600,842 207 CENTRAL AFRICAN REPUBLIC 33.1% 1,644,176
07 SEYCHELLES 177.4% 175,969 206 PAPUA NEW GUINEA 36.0% 3317110
08 SURINAME 175.2% 1,040,954 205 MADAGASCAR _— 43.1% 12,403,778
09 LIBYA 169.6% 11,867,817 204 DJIBOUTI 44 5% 449,046
10 FINLAND 169.5% 2,410,607 203 SOMALIA 46.2% 7675120

SOLREOES: G5k INTEGEMCE URETED RATIOMS MO R ORI B CUIDES COUNTEIES AND TER BIFDSIES VWATH PORU LABSH S OF ATLES 5T 50000 FEOFLE. BGLUEES MAY EXCEED 10405 BECALISE STHRAE - .
@ DD LLAES b A LISE WATHRE THAN] O E CEIULAR COMMECTRON COMPRRARILITYE BATE CHARGE u"IE-I- Hﬂﬂtﬁ“lte
social



BROADBAND: SHARE OF CELLULAR CONNECTIONS "+ zw

3G, 4G, AND 5G CELLULAR COMNMNECTIOMNS AS A PERCENTAGE OF TOTAL CELLULAR MOBILE CONMMNECTIONS ? R

86.5%

82.1%

716.3%
I“% ' '

Q4 2016 Q4 2017 Q4 2018 Q4 2019 Q4 2020

Q4 2021

BOURECE GEMA BNTELLGESCE NOTRE: EXCLULDES THELLIAR BOT OOMN ECTROBME. VAR ES SHOWS B THE \WHITE CERCIES EEPREESENT BELATIVE YEAR: DL YEAR CHANGE [LE AN BN CREASE OF 205 FROA A H i L
STARTING WALLE OF S00%% WO LD BCAUAL SO W OF AL COMPSAURARRITY: BASECHAMGEDL G URES MAY MOT COREELATE WITH THO:SE PUSLISHED 3 DAL PREVICHUS REPORTS usnrﬁiul nntSUItE
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SHARE OF CELLULAR CONNECTIONS

3G, 4G, AND 5G CELLULAR COMNMNECTIONS AS A PERCENTAGE OF TOTAL CELLULAR MOBILE CONMMNECTIONS
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MOMTHLY AVERAGE GLOBAL MOBILE METWORK DATA TRAFFIC (UPLOAD AND DOWNLOAD) IM EXABYTES (BILUOMNS OF GIGABYTES)

78
7220
66.14
MONTHLY CELLULAR DATA CONSUMED BY l l 42 G B 58.44
THE AVERAGE SMARTPHONE WORLDWIDE: ® 54.79
5003
45.16
39.56
36.49
3166
901
g 30 ou
968 1083 ¢
Q3 al Q2 Q3 Q4 Q3 Q4 an Q2 Q3

Q4 Ql G2 Q3 Q4 Qi Q2 Q@3 Q4 Qi a2
20146 2014 2017 2017 2007 2017 2018 2018 2018 2018 2019 2019 2019 201% 2020 2020 2020 2020 2021 2021 2021

CELLULAR DATA TRAFFIC "ﬁf;ﬂf

SOURECE: FRICE 50 MOHRLT VISLAMIE R MOTRE: G aFH VALLIES R BFRE BT THE AVERAGE WORIDWIDE MOBTHD MOSEF METW DR D ATA TRAFC FOR EACH GLIARTER, B EXABYTES |SRLOME OF are Hﬂﬂtﬁ“ite*
SRR YTES] PER MOSTH . VALLIES I OLIUDE TR ARID GENER ATED BY FXED WEEELESS ACCERS vl SERVECES  OOWIRARARILITS BASE CHAMGE Eﬂl:iﬂl




SHARE OF MOBILE WEB TRAFFIC BY MOBILE OS AL

PERCEMNTAGE OF WEE PAGE REQUESTS ORIGINATING FROM MOBILE HANDSETS RUNNING EACH MOBILE OPERATING SYSTEM
GLOBAL CVERVIEW

SHARE OF MOBILE WEB SHARE OF MOBILE WEB SHARE OF MOBILE WEB SHARE OF MOBILE WEB SHARE OF MOBILE WEB
TRAFFIC ORIGINATING TRAFFIC ORIGINATING TRAFFIC ORIGINATING FROM TRAFFIC ORIGINATING TRAFFIC ORIGINATING
FROM ANDROID DEVICES FROM APPLE IO5 DEVICES SAMSUNG OS DEVICES FROM KAI OS5 DEVICES FROM CTHER OS5 DEVICES

70.74% 28.54% 0.38% 0.14% 0.20%

YEAR-OMN-YEAR CHAMGE YEAR-OMN-YEAR CHANGE YEAR-OMN-YEAR CHAMGE YEAR-OMN-YEAR CHANGE YEAR-OMN-YEAR CHAMNGE

-0.6% (-44 BPS)  +1.2% (+35 BPS) +58.3% (+14 BPS) +7.7% (+1 BPS)  -23.1% (-6 BPS)

STATC O INTEL. HOTRS: FRGUE B REFEESENTTHE BMUMWBEER OF WiER PAGES SEBVED PO BROWSERS O MOEEE FHORES BLR NG EACH OFERATING 5 YSTEM COMPAESD WITH THE FOTAL BLWVE R WE
B PAGES SERVED TOnMOSRE BROAVWSERS B MNONVDMEER 2021. RGLURES FOR SAMSUN G OF BEE R ONT TO THOSE DEVECES BURNNING OPERATEG SYSTEMS FED Y SAMILKG [EG. BADA A ND H t .t "
SO M CLUDE SAMSLUNG DEVICES RUMBENG Al DRCID. FERCEMTAGE OH AR GE VALLIES ESFRESERT BEL ATIVE CHARMGE JLE. Al B CREASE ©F 205 RO A STARTEN G- VARLIE TF 506 WOHRE nn 5“' 'E
e TR e

¥ WOLLD are,
OT 700 “BPS” VA LIES EEPRESENT BASS POINTS, AND BNDICATE THE ASSOLUTE CHANGE RIGUERES MAY NOT 514 TO 100% DUE TOROUNDING social



MOBILE TIME BY ACTIVITY .4

HEADLIMNES FOR MOBILE ACTIVITIES BY TIME SPENT ? -
GLOBAL OVERVIEW

AVERAGE TIME EACH YEAR-OMN-YEAR INCREASE PERCENTAGE OF PERCENTAGE OF
USER SPENDS USING A IN DAILY TIME SPENT MOBILE TIME SPENT MOBILE TIME SPENT
SMARTPHONE EACH DAY USING SMARTPHONES USING MOBILE APPS USING WEB BROWSERS

+6.7% 92.5% 7.5%

SOURCE: AFF A MM IE "STATE OF MOHBEE 2027 REFORT, SEE STATEOFMOEREINR 2 C Ok FOR MORE DETA LS. NOTES: fGURES RERECT AVERMGES FOR FLLLYEAR 2021 AGURES FOR AVERAGE DALY TIME WE
are,
social

FEFRESERT THE 'WIEG HTED AVER AGE OF AMDR QD PHOME USE ACROSES THE POF 10 WOERE- FiE T MARIETS

Hootsuite:




SHARE OF MOBILE TIME BY APP CATEGORY A4

PERCENTAGE OF TOTAL SMARTPHOME TIME SPENT USING APPS IN EACH APP CATEGORY

SOCIAL & COMMS PHOTO & VIDEO GAMES EMNTERTAINMENT OTHER CATEGORIES

43.0% 25.4% 7.7% 3.1%  20.8%

YEAR-ON-YEAR CHANGE YEAR-ON-YEAR CHANGE YEAR-ON-YEAR CHANGE YEAR-ON-YEAR CHANGE YEAR-ON-YEAR CHANGE
-0.9% (-40 BPS) +5.0% (120 BPS) -7.2% (-60 BPS) +3.3% (10 BPS) -1.4% (-30 BPS)

SOUNRCE: ‘AFF A NSIE “STATE OF MOHREE 2007° REFORT, SEE STATECHFMOBEEDND T OM FOR MOHE DETARS. NOTES: A GURES REPRESENT SHARE OF TEME SPENT LSENG ARDROID FHORES THEOUGHCUT 2021 . -
£S5 REPRESENT RELATIVE YEAR ORIYEAR CHANGE BN STARE, "BPS" VALLES REPRESENT BASE POENTS, AND FEFLECT THE ABSCHITE YEAR-OMYEAR CHAMGE B SHARE are, HEDIISI.III:E
social




DAILY TIME SPENT USING MOBILE PHONES

AVERAGE DAILY TIME SPENT USING MOBILE PHOMES (ALL ACTIVITIES, IN HOURS AND MIMNUTES)

GLOBAL CYERVIEW

05:26 0525
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N — . e e 1 e e e e e e we
SESTIER: AFF ANNIE SATECF HIRE 00 :: SEE STATEQHMWOSSEDNODD C O FOR MORE DETARLS. MOTEE: FIGURES EEPRESENT AVERAGE DAY TUME SPENT USING ANDROID HONES FOR RILYEAR Tyt
2071, VALUEFOR “WORDWIDE BAS ED OM THE ﬂ'-::-]fu-'fr;f:.-_ THE PO 10 COLINTRE are, l HDDI!SI.IItE
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MOBILE APP MARKET OVERVIEW: APP ANNIE AL

HEADLINES FOR MOBILE APP DOWMNLOADS AMD SPEND, BASED OMN APP AN MIE DATA ? e,
GLOBAL CYERYIEW
NUMBER OF MOBILE YEAR-ON-YEAR CHANGE IN COMNSUMER SPEND YEAR-OMN-YEAR CHANGE AVERAGE APP SPEND
APP DOWNLOADS MOBILE APP DOWNLOADS ON MOBILE APPS (USD) IN CONSUMER APP SPEND PER SMARTPHONE (USD)

230 +5.5% $170 +18.8% $27.16

BILLION +12 BILLION BILLION +$27 BILLION

SAMEN APP ANNE STATE OF MORRE 3027° REFRE ERCSSON MOBRE VSUMUEE. 36 Sy :fws:a 2002.00M FOR MO 5. NOTES: 7 URES REPRESENT COMBMNED CONSUMER ACTVITY WE

ACROSS THE G OOGIE PLAY STORE, APAE 105 AP STORE u THBRD BT u ~. HEES BE T 4 TRHLARY AN -.;51.?-:.3| “COMSUMER SPEND” OMY INCIUDES 5P | S ATPS AND B HﬂﬂtS“lt‘Ea

APPPURCHASES VIA APP STOHRES AND A I LIDE REVENLES FROM ECOMMES MOBHEANER TS G. RGUIE FOR ‘AVERAGE CONSU MER SPENT! PER SWAARTPHONE® LSES DATA FROM MULIPLE
SOURCES EUE ial



MOBILE APPS: TOP CATEGORIES BY APP STORE “ﬁ@; =

APP ANMNIE'S RANKING OF THE MO ST POPULAR MOBILE APP CATEGORIES BETWEEN JAMUARY AND DECEMBER 2021

GOOGLE PLAY: DOWNLOADS GOOGLE PLAY: COMSUMER SPEND [OS APP STORE: DOWMNLOADS [OS APP STORE: COMSUMER SPEMD
01 GAMES 01 GAMES ; 01 GAMES
02 TOOLS 02 SOCIAL 02 TOOLS 02 ENTERTAINMENT
03 SOCIAL 03 ENTERTAINMENT 03 PHOTO &VIDEO 03 PHOTO &VIDEO
04 PHOTO & VIDEO 04 PRODUCTIVITY 04 ENTERTAINMENT 04 SOCIAL
05 ENTERTAINMENT 05 LFESTYLE 05 SHOPRING 05 LFESTYLE
06 FINANCE 06 BOOKS & REFERENCE . 06 FINANCE = 06  MUSIC
07 SHOPPING 07 HEAILTH & FITNESS 07 SOCIAL : 07 BOOKS & REFEREMNCE
08 PRODUCTIVITY 08 PHOTO & VIDEO 08 LFESTYLE 08 EDUCATION
09 MUSIC 09 EDUCATION 09 PRODUCTIVITY 09 HEALTH & FITNESS
10 LFESTYLE 10 MUSIC 10 EDUCATION 10  PRODUCTIVITY

we %
@ SOURCE: AFFANNE “STATE OF MOSRE 2003 BEFORT. SEE STATEOFMOBILEZ022 COM FOR MORE DETALS NOTE RANINGS BASED OR DOMSLMER ACTIVITY BETWEEN IAKUARY AND DECEM BER 2021 are, Hnntsl'"teﬁ
social



APP ANNIE APP RANKING: ACTIVE USERS “@f;ﬁ

APP ANMIE'S RANKING OF MOBILE APPS AMD MOBILE GAMES BY AVERAGE NUMBER OF MONTHLY ACTIVE BETWEEN JANUARY AND DECEMBER 2021
GLOBAL OVERVIEW

01 FACEBOOK META 01 PUBG MOBILE TENCENT
02 WHATSAPP META 02 ROBLOX ROBLOX
03 FACEBOOK MESSENGER META 03 CANDY CRUSH SAGA ACTIVISION BLIZZARD
04 INSTAGRAM META 04 GARENA FREE FIRE SEA
05 AMAZON . AMAZON 05 AMONG US! INNERSLOTH
06 TIKTOK BY TEDANCE 06 LUDO KING o GAMETION
07 TELEGRAM TELEGRAM 07 MINECRAFT POCKET EDITION MICROSOFT
08 TWITTER TWITTER 08 SUBWAY SURFERS SYBO
09 SPOTIFY SPOTIFY 09 CALL OF DUTY: MOBILE ACTIVISION BLIZZARD
10 NETFLIX NETFLIX 10 POKEMON GO NIANTIC
@ ANDECAD FHONEX BETWEEN JANUAEY ANID EECEMAER 2021, EXCIUNING RE-INSIALIED AR (EG. YOUREE GN ANDRCHD FUIGNES, WESSAEIE O IHONES, DOSS NOF NCRIDE BATA FOR CHINA are. Hootsuite
social



APP ANNIE APP RANKING: DOWNLOADS @;.ﬁ

APP ANMIE'S RANKING OF MOBILE APPS AND MOBILE GAMES BY TOTAL NUMBER OF DOWMNLOADS BETWEEN JANUARY AND DECEMBER 2021
GLOBAL CVERVIEW

01 TKTOK BY TEDANCE 01 GARENA FREE FIRE SEA
02 INSTAGRAM META 02 SUBWAY SURFERS SYBO
03 FACEBOOK _ META 03 ROBLOX ROBLOX
04 WHATSAPP cum Avote META 04 BRIDGE RACE IRONSOURCE
05 TELEGRAM TELEGRAM 05 CANDY CRUSH SAGA ACTIVISION BLIZZARD
06 SNAPCHAT SNAP 06 PUBG MOBILE TENCENT
07 FACEBOOK MESSENGER META 07 LUDOKING GAMETION
08 ZOOM CLOUD MEETINGS ZOOM 08 HAIR CHALLENGE ZYNGA
09 CAPCUT BY TEDANCE 09 AMONG US! INNERSLOTH
10 SPOTIFY SPOTIEY 10 JOIN CLASH 3D IRONSOURCE

A0 APRLE 3OS AP SEORE BENWERN | ARLAEY AKT DECE !._.l._-, T Wk BLES PR CHEMA OREY | _I_I ACTTAETY O THE AFF -'-.-'-"' T COMPARABRITY: (1) VAL _| 3 FOR "TRTOE CLUDE DOU Y l ‘ Hnntst‘ltea

'J'LZ_'."I-"T"-'-'ii-'f-"'E?'":--_lr...-"J" KT AMD "CI LI SEPAR 'L' I ELSENWIHERE B THIS EEPORT Eﬂclu

@ m.-‘-.?"ﬁ.:#lf‘.'-’.-'ﬂi:ﬁ MOBRE 2022° REPORT. SEE STATEQTMOBLER022 COM FOR MORE 5 NOTES: &AM «r,.-., UASED 0N COMBINED CONSUMER ACTIVITY ACROSS THE GOOGLERLAY STDRE WE




APP ANNIE APP RANKING: CONSUMER SPEND "w;ﬁ

APP ANMIE'S RANKING OF MOBILE APPS AND MOBILE GAMES BY TOTAL COMSUMER SPEND BETWEEN JANUARY AND DECEMEBER 2021
GLOBAL CVERVIEW

01 TIKTOK' EY TEDAMCE 01 ROBLOX ROBLOX
02 YOUTUBE ALPHABET 02 GENSHIN IMPACT MIHOYO
03 TINDER MATCH GROUP 03 COIN MASTER MOON ACTIVE
04 DISNEY+ DISNEY 04 HONOUR OFKINGS e :.c.---ﬁ- TENCENT
05 TENCENTVIDEO TENCENT 05 CANDY CRUSH SAGA ACTIVISION BLIZZARD
06 PICCOMA 2 KAKAO 06 PUBG MOBILE TENCENT
07 HBOMAX - ATET 07 POKEMON GO MNIANTIC
08 GOOGLE ONE ALPHABET 08 UMA MUSUME PRETTY DERBY CYBERAGENT
09 TWITCH AMAZON 09 GAMEFOR PEACE TENCENT
10  BIGOLIVE oYY 10 HOMESCAPES PLAYRIX

m AFF A M ; LHERF 300 IR :h.l"T '“”.I'rG".'. E".'?EI O F C & INCFTES: A MEING 5 BA CH DB ENED CORN S | o ACTIVITY ACROHSS THEGOCGAEPLAY STOHEE
ARITH AP -‘1:5-.-'--"'-"".-’-1"2" T JJ'-.‘*J_I'-.-.“'-'-.J..- ""' EMNBER 2021 WAILIES FOR CH ~l.-" ‘\I' ‘4 '.- .-'"_ ATY Oixl THE APRLE BOHS AFF STOSE "-'."“'*J L BATR SPESIDT OREY B LD ES SFEND H“'J"" ‘:""'\‘I H .
@ M-APF FLBRCHAS b'r'". ". THE MO DOHES MOT B OLIDE BEVERLIE F '-.""'.-' EOCHAMERCE OF MOBRE ADNVTREISNG. COMPARARILITY 1) VALLES FOR T ""J'-" MCLLIDE ErCR vE l '\l':_--'. HAT WE REPOE I ‘ nntSl."t‘E
LTy

RGURES FOR TTOK AND *JE-E""-‘U-.--....l LS WHERE B THIS PO Eﬂﬂlﬂ




PARTMER COMTEMNT
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SHIFTS IN HOW WE'RE USING OUR PHONES

DUGaEAL S i BaCT TALNIE POGITAL N 23 DR TALKIN POmTALS 22 Dl TALET Dl TALS) i WGl AL AT Pand TALN TS DGl a2 it el TALNIE 2 Prdifal s e TALSD 3 PeaTaLa ax
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ON-THE-GO
CONSOLES

The promiseof imminent 3G
connectivity continues to keep
many global audiences on their
toes. And while it hasnt rolled
out everywhere, early
successes from gaming
developers speak to a future in
which hand-held devices will
need to work harder to support
high octane gaming on a
smaller screen. With titles like
Genshin Impact already wildly
successful and mobile esports
taking off, screen size, memaory
capacity and more will see
heightened expectations, as
smartphones are reimagined as
miniature consoles.

in 202Z, brands will need to
wark harder lo support
specialist needs from goming
communities

PRE-EMPTIVE
PRIVACY

Recent vears have continued to
see privacy scandals ebb and
flow but as such a monolithic
problem, it can feel too big for
one party to solve, Yet for
mobile manufacturers, there are
opportunities to offer users
support at the ground floor
Enter: Apples i05 14. Designed
to educate audiences around
the privacy and empower them
to make decisions around it,
Apple is paving theway to a
future in which TE&Cs aren’t
hidden in miniature fonts at the
end of agreements but broken
into timely, transparent and
easy 1o understand chunks.

In 2022, brands should take
pccountability for helping
pudiences understand how
their data is used

PARING
BACK

Amid a growing cynicism
towards tech monopolies, major
social platforms and the
commercial culture they enable,
many people are yearning for
the simpler days of tech. While
some are creating healthier
social habits and others are
wirtue signalling with nostalgic
accessories like wired
headphones, simpler mobile
devices are also having a
moment: in 2021 blockbuster

Mo Time To Die, ewen James

Bond foregoes an iPhone in
fawourofa Nokia.

b 2022 brands showd make it
ecasier for people Lo simplify
thair digital lives

T T N D T S O TR P T e o O Tl SR T D O T S T e e T el T D e e T L R T e I 7 T T R



PARTMER COMTEMNT

Intelligence
State of Mobile Internet Connectivity 2021

hLe———iJ
For individuals to adopt mobile internet,
they first need to be aware of it, know
what the benefits are and understand
how to use it. Yet In 2020, almost one
quarter of adults In surveyed countries
were not aware of moblle Intemet. More
positively though, awareness has
increased markedly over the past four
vears. In 2017, across the same surveyed

countries, 45% of adults were not aware
of mobile internet.

GSMA Intelligence is the definitive source of insights, forecasts and research for the mobile industry

50%

More than half of mobile users that do
not use mobile internet despite being
aware of it reported literacy and digital
ckills as an important barrier that stops
them from using the internet. This barrer
disproportionately affects women and
paople living In rural areas.

Get our full report "The State of Mobile Internet Connectivity 2021"

69%

Watching free online video was one of
the activities that consumers did much
more of on their phones in 2020, along
with making video calls and listening to
rmusic. More than two thirds of moblie
Intarnet users watched online videos at
least once a month, compared to 59% in
2018, More generally, the diversity and
frequency of online activities increased
significantly following the onset of the
Covid-19 pandemic.

gsmaintelligence.com @GESMAI
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WEEKLY ONLINE SHOPPING ACTIVITIES o

PERCEMNTAGE OF INTERMET USERS AGED 16TO 44 WHO ENGAGE IN SELECTED ECOMMERCE ACTIVITIES EACH WEEK F v .

GLOBAL CYERYIEW
PURCHASED A PRODUCT ORDERED GROCERIES BOUGHT A SECOND-HAND USED AN ONLINE PRICE USED A BUY NOW,
OR SERVICE ONLINE VIA AN OMLNE STORE ITEM VIA AN ONLINE STORE COMPARISON SERVICE PAY LATER SERVICE

58.4% 28.3% 14.4% 24.6% 17.8%

we .
SOUNCE: 5\ 100 2021 | FeGURES BEPRESE M THEFRRDBNG S OF A BROAD SUOR A SURVEY OF INTERS ET U SERS AGHED 14 TD 84 55 "'-.r I:-'-.-' R AL DETARS ure‘ @ Hnnt;u‘teﬁ
social
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PERCENTAGE OF IMTERMET USERS AGED 14 TO &4 WHO BUY SOMETHING OMNLMNE EACH WEEK

@ WEEKLY ONLINE PURCHASES
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WEEKLY ONLINE PURCHASES "‘i’éﬂ:

PERCENTAGE OF INTERNET USERS WHO BUY SOMETHING ONLINE EACH WEEK
9.4%  5gou

Gl OB AL CYERYIEW
54.1%
FEMALE MALE FEMALE MALE FEMALE MALE
16 - 24 35-44 45 - 54 55-64
YEARS OLD YEAEsﬂm YEARS OLD YEARS OLD YEARS OLD

we H
are. ® Hootsuite
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PERCENTAGE OF IMTERMET USERS AGED 14 TO 64 WHO BUY SOMETHING OMLMNE EACH WEEK VIA A MOBILE PHOME

% WEEKLY MOBILE COMMERCE PURCHASES
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WEEKLY MOBILE COMMERCE PURCHASES

PERCENTAGE OF IMTERMET USERS WHO BUY SOMETHING OMLIME EACH WEEK VIA A MOBILE PHOME

31.1%
27.2%
I U4% 994
FEMALE MALE FEMALE MALE FEMALE MALE

16 - 24 35-44 45-54 55-64
YEARS OLD ‘T’EAEEGLEI YEARS OLD YEARS OLD YEARS OLD

31.4%
29.3%

we
@ SOURCE: GW1 10T 2071 | FIGURES REPEESE NT THEFIMD NG S OF A BRCAD GLOBAL SURVEY OF INTERM ETUSERS AGED 16 TO 64 55 GWLODM FOR FLIL DETARS are, l Hnntsuit&*
sSocia



ONLINE PURCHASE DRIVERS o

PERCENTAGE OF IMTERMET USERS AGED 14 TO &4 WHO SAY EACH FACTOR WOULD ENCOURAGE THEM TO COMPLETE AN OMNLMNE PURCHASE ib V. A

FREE DELIVERY 511%

COUPOMNS AND DISCOUNTS 0%

REV IEWS FROM OTHER CUSTOMERS J3.5%
EASY RETURNS POLICY I1.1%
QUICK AND EASY ONLUMNE CHECKOUT PROCESS 10.5%
MEXT-DAY DELIVERY 29.0%

LOYALTY POINTS 25.9%

LOTS OF “LIKES” OR GOOD COMMENTS ON SOCIAL MEDIA ZL1h

KNOWING THE PRODUCT OR COMPANY IS ECO-FRIENDLY 20.6%

ABILITY TO SPREAD PAY MENTS OVER TIME, INTEREST-FR EE 18.5%

ABILITY TO PAY WITH CASH ON DELIVERY 18.0%

“GUEST" CHECK-OUT [NO SIGN-IN REQUIRED) 15.3%

EXCLUSIVE CONTENT OR SERVICES 15.2%

CLICK & COLLECT DELIVERY 15.1%

U VE-CHAT BOX TO SPEAK TO THE COMPANY 14.5%

ENTRY INTO COMPETITIONS 134%

“BUY" BUTTOM ON A SOCLAL NETWORK 12.7%

@ SOURCE GV |50 2071 | FREURES REPRESENT THEFIMDING 5 OF A BROAD GUORAL SURVEY OF INTERN ET USERS AGED 14 TO b4 SEE GWLOOM FOR FIL DETARS ‘ HnntSUItE-
so lul




OVERVIEW OF CONSUMER GOODS ECOMMERCE "ﬁ;ﬁ

HEADLIMNES FOR THE ADOPTION AND USE OF CONSUMER GOOQDS ECOMMERCE (B2C ONLY)

GLOBAL OVERVIEW
MNUMBER OF PEOPLE TOTALANMNUAL SPEND AVERAGE AMMUAL REVEMUE SHARE OF COMNSUMER GOODS

PURCHASING COMSUMER OMN OMLINE COMSUMER PER COMSUMER GOODS ECOMMERCE SPEMD ATTRIBUTABLE TO

GOODS VIA THE INTERMET GOODS PURCHASES (USD) ECOMMERCE USER (USD) FURCHASES MADE VIA MOBILE PHOMNES

3.78 $3.85 $1,017 60.1%

BILLION TRILLION
YEAR-ON-YEAR CHANGE YEAR-ON-YEAR CHANGE YEAR-ON-YEAR CHANGE YEAR-ON-YEAR CHANGE
+10% (+344 MILLION) +18% (+$591 BILLION] +7.4% (+569.92) +1.0% (+62 BPS)

SOURCE STATISNA TAL i ERET CPLITLCROH SEATI .-_!':':_'_TJ'_.-'_ CHR WAOHRE DIETA LS. INCYTES: “C O SLMER i O .| L EECTE OB RS, Fa SHEOR, FURNITLEE, TOYS, HOBEY, i, BEA ITY | SLAE
HEASTHC ARF, PERSC wl.'- "'-.-"' |".“-'.-_ {{C ..-'-.-u: "35 - BEVERAGES, ARD P I1':h Al WETRA "':LEJQ:-E":‘E&E'-F kA ATES J AEAR 2001 Ak J""“-'-.-' MRS J.--.- Tl BELEYA T VARLIES FOE THE H t t
Wl L
@ -'*T:E-.'L_iE--'_'.ﬁ. "«I_I. R YEAR_F L"'. AL ALY '.-.-".-:_ J LLS. DOMLARS: PERCENTAGE CHANGE VALUES ARER ELATVE "-J MICFEASECT 2075 MROWA A STARTIMNG VALLIE 5% WIHLHD BGR aL S0 MOT 0N ' nn 5“' 'E'

HFS - VALLES BEFRESENT BASTS PORNTS, ARD INDECATE .-'-E::'r'. i J'E CHANMGE COMPARABIUITY: BASE AnD CATES '.i:-n' DEFEITICE CHAMGES FRELIES A "'HDTC'EIWNR‘J'I.&E WATH PEEVIOU S EEMORTS Eﬂl ﬂl



ECOMMERCE: CONSUMER GOODS CATEGORIES o

AMNMNUAL SPEND IN EACH CONMSUMER GOODS ECOMMERCE CATEGORY (U.5. DOLLARS, B2C ONLY) r
GLOBAL OVERVIEW

ELECTROMICS FASHIOM FURMITURE TOY35, HOBBY, DIY

$988.4 $904.5 $436.8 $392.9
BILLION BILLION BILLION BILLION

YEAR-OM-YEAR CHAMGE YEAR-OM-YEAR CHAMGE YEAR-OM-YEAR CHAMNGE YEAR-OM-YEAR CHAMNGE
+13% (#5110 BILLION]) +17% (+$134 BILLION) +13% (+$49 BILLION) +18% (+$59 BILLION)
PERSOMAL & HOUSEHOLD CARE FOOD BEVERAGES PHYSICAL MEDIA

$381.5 $376.6 $211.5 $155.0
BILLION BILLION BILLION BILLION

YEAR-OMN-YEAR CHANGE YEAR-ON-YEAR CHANGE YEAR-ON-YEAR CHAMNGE YEAR-OMN-YEAR CHANGE
+21% (+$66 BILLION) +38% (+$103 BILLION) +35% (+555 BILLUON) +11% (+515 BILLION)

SOAUNCE: STATISTA D8 TTAL M BXET OUTLOOK. SEE STATISTA COM FOR MORE DETARS. NOTES: FHCURES REPRESENT ESTIMATES OF FULLYEAR REVEMLUES FOR 2021 1N US DOUARS, AND COMPARISONS WITH
ECU IVALENT VA ILIES FOR THE PREVSOWS CALENDIAR TEAR THE "PERSCMAL A HOUSEHOLD CARE™ CATEGCHY INCIUDE: BEAUTY AND CONSUMER HEATHCARE. THE “PHYSICAL MEDIW® CATEGCRY DOE NOT
AL D £ GTAL DONWNEDIADIS OF STREAMING . COMPARABILITY BASE AND CATEG CRY DERNMON CHANGES. RGURES ARE NOT COMBARMLE WiTH PREVICL 5§ REPCHTS
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PERCENTAGE OF IMTERMET USERS AGED 14 TO &4 WHO BUY GROCERIES ONLMNE EACH WEEK

& WEEKLY ONLINE GROCERY PURCHASES
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WEEKLY ONLINE GROCERY PURCHASES

PERCENTAGE OF [MTERMET USERS WHO BUY GROCERIES OMLUMNE EACH WEEK

21 %%
24.5% 24.2%
I I w.lm
FEMALE  MALE FEMALE  MALE FEMALE  MALE

16 -24 35-44 45-54 55-64
YEARS OLD ‘T'EAEEEILD YEARS OLD YEARS OLD YEARS OLD

GLOBAL CYERYIEW

26.1%

we
@ SOURCE: CW1 10T 20371 | FXGURES REPEESENT THEFIMDING S OF A BROAD GLOBAL SURVEY OF INTERM ETUSERS AGED 146 TO 64 S5 GWLODM FOR FLIL DETARS are, l Hnntsuit&*
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ONLINE TRAVEL AND TOURISM

AMNMNUAL SPEND OMN OMNLUMNE TRAVEL AND TOURISM SERVICES (U.5. DOLLARS)

FLIGHTS CAR REMTALS TRAIMS

$173.2 $41.82 $41.65

BILLION BILLION BILLION
YEAR-OIN-YEAR CHANGE YEAR-ON-YEAR CHANGE YEAR-ON-YEAR CHANGE
+6.8% (+511 BILLION) +15% (+55.5 BILLION) -10% (-$4.8 BILLION)

HOTELS PACKAGE HOLIDAYS VACATION REMTALS

$142.2 $102.4 $39.92

BILLION BILLION BILLION
YEAR-CM-YEAR CHAMGE YEAR-OM-YEAR CHAMGE YEAR-OM-YEAR CHAMGE
+45% (+$44 BILLION) +59% (+$38 BILLION) +30% (+$9.2 BILLON)

FERR IES, TAKE, MDE :'-'I--.l MG, FIDE-HARNG, OF CHAUREUE .'-'.' S CCHHEA.HHT‘I" .-."- = AR CATE 1 DR I HARG J 5 AEE hk:ITCCH'.I'uT'.ﬂ.i'.I'I.ﬂE

.|

SOURCE STATISTA I" L ol BXCET O J".'.'eZ:' TS Ty .-'I.J b BERET € .I' C!i.i' ".T“ ETACDMA T .-x WO '-. T Hﬂli= C~.H.fi- QE-'“:EI-:"ITEE-' MMATES OF _| EAR FEY ~I.| 5 FOR 202 B
LS. DOHLARS, ARD COM PR ""‘*J WiITH EQ "-.‘-. F'-.'- ES '-IE5 RIS CARF I '-. WAL J I | J II MST '.-‘-L_" H PUBEC TRANS I I COMMAERCIAL RKGHTS,
FEVIOLIS REPCHETS

v -
>V -
y -
GLOBAL OVERVIEW

LOMNG-DISTAMCE BUSES

$5.30
BILLION

YEAR-OM-YEAR CHAMGE
-6.6% (-$375 MILLION)

CRUISES

$1.58
BILLION

YEAR-OM-YEAR CHANGE
+117% (+5853 MILLION)

are. ‘ ® Hootsuite'



ONLINE FOOD DELIVERY OVERVIEW o

HEADLINES FOR THE ADCPTION AND USE OF ONLINE FOOD DELIVERY SERVICES

MNUMBER OF PEOPLE YEAR-ON-YEAR CHANGE IN TOTAL ANNUAL VALUE YEAR-ON-YEAR CHANGE AVERAGE ANMNUAL VALUE
ORDERING FOOD DELIVERY THE NUMBER OF ONLINE OF ONLNE FOOD IN THE VALUE OF ONLINE OF ONLINE FOOD DHEIVERY
V1A ONLINE PLATFORMS FOOD DEIVERY USERS DELIVERY ORDERS (USD) FOOD DELIVERY ORDERS ORDERS PER USER (USD)

1.75 +189% $270.3 +19.6% $155

BILLION +277 MILLION BILLION +$44 BILLION YOY: +0.6%

WA ERET DUTLO0Y. 5 STATESTA COM FOR MOFE DETA LS NOTER FXGLUR S SEPEESEN TESTMWAATES RO AULLYTAR 2071, AND COMPATISOHRS WITH BOLUVALBNT VAILIES ROE THE
CalA R DERS MADE Y i ;

2 T P i 1
£ VEAE  FENLA B AL VAULIES ARE B LS DOILARS COLY INCEUDE CRIDERS MADE VIS SMIBR ESERVICES. PERTEMTAGEE CHARGE VALLIES ARE RELATVE JLE AN BNCEEASE OF 205 FROM A - .
I WATILHED ECHUAL SO, WOT FOEL * BFS" VIALLIES BE IRES BT BASS POTE AMD BNDeCATE A8 SOHL TE CHAMGE COMPARABLITYS 845 AND CAEEORY DERNIMCN CHAMGE  RGURES ure" HnntSl.“t‘E
social




DIGITAL HEALTH OVERVIEW

HEADLIMNES FOR THE ADCPTION AND USE OF DIGITALLY ENABLED HEAITHCARE DEVICES AND SERVICES

MUMBER OF PEOPLE YEAR-OM-YEAR CHANGE TOTAL ANNUAL YEAR-OMN-YEAR CHANGE
USING DIGITAL HEALTH IN THE NUMBER OF VALUE OF THE DIGITAL IN THE VALUE OF THE
DEVICES AND SERVICES DIGITAL HEALTH USERS HEAITH MARKET (USD) DIGITAL HEALTH MARKET

AVERAGE ANNUAL
SPEND ON DIGITAL
HEALTH PER USER (USD)

3.26

BILLION

+8.9%

+267 MILLION

$128.8

BILLION

+23.5%

+$24 BILLION

T A T

$39.46

YOY: +13%

WE
Eﬂl."'-l

= ® Hootsuite'



DIGITAL MEDIA SPEND A ol

AMNMNUAL SPEND ON DIGITAL MEDIA DOWMNLOADS AND SUBSCRIPTIONS

TOTAL VIDEO GAMES VIDEO-ON-DEMAND EPUBLISHING DIGITAL MUSIC

$2939 S$155.5 $85.76 $27.59 $25.07

BILLION BILLION BILLION BILLION BILLION

YEAR-OM-YEAR CHAMNGE YEAR-OM-YEAR CHANGE YEAR-OM-YEAR CHAMNGE YEAR-OM-YEAR CHANGE YEAR-OM-YEAR CHAMNGE
+17% (+$43 BILLION) +16% (+521 BILLION) +21% (+$15 BILLION) +12% (+52.9 BILLION) +17% (+$3.7 BILLION]

SOURYCE: STATISTA DG TAL MABICET QUTLOOR. SEE STATESTA COM FOR MORE DETARS NOTES: FGURES REPRESENTESTUAATES FOH FULLYEAR SPEND 14 2021 BN LS. DOWARS, AND COMBARISONS WITH we .
ELAIVALEN T VA ILES FOR THE FREWMOLUS CALENDAR YEAR BN OUDE COMTENT DOV RUCD S ARND. SN STRFTECNS TO ST EadARN G SERVICES AN D O UNE FUBUISHERS . DOES HOT N O DE PHY S0AL MDY .
ECUIVA w | IS CALENTWAR VEAR BICILDE CONTEN 5 AND SLUBSCRPRONS T05 | SERVICES ANDION BUISHERS. D il e are, Hootsuite

Ot LI SER-GE MERATED OORTENT COMPARABUTY: BASE AND CATEGORY DEFRMITION CHANGES RGURES ARE NOT COMPARABLE WITH PREVIOLIS REPORTS social
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PERCENTAGE OF INTERMET USERS AGED 14 TO 64 WHO PAY FOR ANY KIND OF DIGITAL CONTENT EACH MOMTH
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DIGITAL CONTENT PURCHASES

PERCENTAGE OF IMTERMET USERS WHO PAY FOR ANY KIND OF DIGITAL CONTENT EACH MOMNTH

80.1%
16.4% 16.6%
| I II
FEMALE  MALE

FEMALE MALE

16 -24 25-34 35-44 45-54 55-64
YEARS OLD YEARS OLD YEARS OLD YEARS OLD YEARS OLD

GLOBAL CYERYIEW

71.6% e

62.2% 65.3%

II ﬂlm I““
FEMAE  MALE FEMALE  MALE FEMAIE  MALE

SOURRCE 5V 23 2031 | FRGLIRES REPRESE ST THEFIND BG5S OF A BROAD GLOBAL SURVEY OF BNTERMN ET USERS AGED 14 FO b4, SEE CWILCODUM FOR FLLLDEDALS . MO B THES SOOTENT, " DRGIAL DCRNFENT" we
RO DES CHRILEME CCESS B0, DOV RO S OF, AND SUBSCREFTICRS TO A BROAD EANGE OF DEGITAL COMTERNT, BRCRIDEN G MONVEES, ML SR TV SHOWS, 5 TRE AWM G SERVECES, NEW'S SERVICES, E-BODHG are ‘
ARD MAGATIRES VEDEC GAMES SOFTWARE DATING SERVECES, AN D DIGTTA GEFTS, A5 WELL A5 34 APP PURCHASES snmul
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DIGITAL CONTENT PURCHASES AL

w W oy
PERCENTAGE OF INTERMET USERS AGED 14 TO &4 WHO PAY FOR EACH TYPE OF DIGITAL CONTENT EACH MOMNTH r hy
GLOBAL OVERVIEW

MOVIE OR TV STREAMING SERVICE 118%

MUSIC STREAMING SERVICE 4.1%
MUSIC DOWNLOAD Filky

MOVIE OR TV DOWNLOAD 17.9%

MOBILE APP 17.4%

16.7%

S5TUDY PROGRAMS AND LEARNING MATERIALS 14.4%

129%

T '/
T N
T
T

DATING SERWVICE 69%

we .
SOURCE: 5W1 101 2031 | FRGUIRES REPRESENT THEFIMDING S OF A BEOAD GLOBAL SURVEY OF INTERM ETUSERS AGED 14 TO A4 SEE GWLOOM FOR FLIL DETASS are, Hnnts‘_"teu
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OVERVIEW OF CONSUMER DIGITAL PAYMENTS - o

- ¥ .
HEADLIMNES FOR THE ADOPTION AMD LISE OF DIGITALLY EMABLED PAYMENT SERVICES BY END COMNSUMERS r e
GLOBAL OVERVIEW

MNUMBER OF YEAR-ON-YEAR CHANGE TOTAL ANNUAL VALUE YEAR-ON-YEAR CHANGE AVERAGE ANMNUAL VALUE
PEOPLE MAKING IN THE NUMBER OF PEOPLE OF DIGITAL PAYMENT IN THE VALUE OF DIGITAL OF DIGITAL PAYMENTS
DIGITAL PAYMENTS MAKING DIGITAL PAYMENTS TRAMSACTIONS (USD) PAYMENT TRANSACTIONS PER USER (USD)

382 +10.0% $6.75 +24.5% $1,766

BILLION +348 MILLION TRILLION +$1.3 TRILLION YOY: +13%

1o = T & Tk T = e D S T
| B ASE O0F 0 PR STARTENG VIALLIE OF 504 'WiOHLRLD BC

R MORE DETARS 2 DIGTALPAYMENTS INCLUDE MOBIE POS. FAYMENTS {EG PAYMENTS VIAAPFLERAY OR SAMSLUNG PAY], B2C we
“1UDE B2E TRANSACBONS. RGLURES PEPRESENT S5 TUMATES FOR RULLYEAR FOR 2021, AMD COMPARISOMS WITH EQUIVALENT YALLES
ES ARE REATIVE {LE. A F S ThRA B STAR i % ure
TE CHANGE. COMPARABIUTY: BASE CHANGES. AGLURES ARE NOT COMPARABLE WiTH PEEVIOLS BEFCATS social
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PERCENTAGE OF IMTERMET USERS AGED 14 TO 64 WHO USE MOBILE PAYMENT SERVICES (E.G. APPLE PAY, SAMSUNG PAY) EACH MONTH
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sl USE OF MOBILE PAYMENT SERVICES ﬂ'@‘:

2022 PERCEMNTAGE OF IMTERMET USERS WHO USE MOBILE PAYMENT SERVICES [E.G. APPLE PAY, SAMSUNG PAY) EACH MORNTH

GLOBAL CYERYIEW

29.5%

28.6%
25 6% 26.5% 26.4%
23.7% 23.4% 27 8%
I mﬂ I
FEMALE MALE FEMALE MALE FEMALE MALE
16 =24 35-44 4554 55-64
YEARS OLD “r’EAESﬂID YEARS OLD YEARS OLD YEARS OLD
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PARTMER COMTENT
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SHIFTS IN HOW WE SHOP AND SPEND ON SOCIAL

DUGaRAL S (i BaCT TALNTE D POGITAL N T3 DR TALNIN POaTALN 22 DG TALETE Dl TALS) o EHGT AL AT ol T G i e B FALNIE 2 Ptk 2 (o D TALED 3 PheTaL2 @x

NEW
MATERIALISTS

From NFTs to designer Fortnite
skins, a growing number of
people are seeing the value of
digital goods and putting hard
cash behind them, including the

33% of Gen Zers who have
invested in digital clothing. As

online ownership is normalised,

the status symbol is being
redefined for a life lived

maore online.

in 2022, brands should be
exploring the rele virtual
spaces will play in selling both
physical and digital products

VIDEO
SHOWROOMS

Retail innovation had already
been forced upon brands at the
hands of the pandemic. But the
mainstreaming of videc-first
platforms like Twitch and
TikTok have further increased
peoplkes expectations of
shoppable content. It's no
longer encugh for the journey
from feed to basket to be
seamiess. ts also gotto be
immersive and multisensory.
Through shoppable videos and
live channels, people want
brands to work harder to put
products into context online.

ln 2022, brands should ba
exploring the role video can
play in the lower and of the
funnel, and whal kind of talent
coan land it

DELAYED
PAYMENTS

With major retailers from ASOS
to Amazon launching or
partnering with ‘Buy Mow, Pay
Later’ initiatives, online
shopping is on the brink of a
new era of frictionless
purchases in which delivery
times grow ever shorter, while
actually cashing out for a
product feels like a distant
future. While major providers
are addressing the ethics of this
further normalisation of credit in
their communications, this
feature is set to become a
mainstay in e-commerce.

in 2022 brands shouwld work 1o
ensure their customers are
wioll-versed in the long-term
impoct of these new offering s
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Z ; THE FUTURE
&l shopify ‘ OF COMMERCE

Shopify's Future of Commerce 2022 report
offers an unparalleled view into what's
ahead in ecommerce, retail, and shipping
and logistics—based on data from the
Shopify platform, which supports more than
1.7 million Shopify merchants, and on
analysis of exclusive global survey data from
businesses and consumers.

Bring the future into focus with Shopify,
a leading provider of essential internet
infrastructure for commerce.

Raad report

PARTMER COMTEMNT

The future of
ecommerce

As data and privacy regulations risk impacting customer
acquisition and retention, brands will experimant with new
ways to despean direct relationships with customers.
Expect growth in live shopping, non-fungible tokens
(MFTs), private communities, VIP events, and more.

The future of
retail

More digitally native brands will expand into physical retail
than ever befare, leading to a whola new phase of
multichannel shopping that meets the needs of today's
shoppers. Changing consumer expectations will also push

brands to transform retail staff roles into experiential hosts.

The future of

shipping & logistics

Continuing supply chain vulnerabilities will force
merchants to modify thair fulfillment strategies In order to
meet the all-important delivery pramisa ko customers.

These investments will be defined by an emphasis on
social and environmental impact across the supply chain.

Of brands will invest more in
customer loyalty and connection

S5%

OFf consumers want to be able to
browse products online and see
how many are avallable In stores

Of brands are making
sustainability a top pricrity in
the year ahead
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PERCENTAGE OF IMTERMET USERS AGED 14 TO 64 WHO DISCOVER NEW BRANDS, PRODUCTS, AND SERVICES VIA EACH CHANNEL OR MEDIUM

SOURCES OF BRAND DISCOVERY "w;ﬁ'

JL.7%

L%
WORD-OF-M OUTH RECOMMENDATIONS FROM FRIENDS AND FAMILY

H.1%

ADS On SOCIAL MEDIA 6%

BRAND AMD PRODUCT WEBSITES

OMLINE RETAIL WEBSITES

239%
ADS ON WEBSITES 138%

TVSHOWS AMD FILMS T16%

RECOMMEMNDATIONS AND COMMEMTS OMN SOCIAL MEDIA 12.8%

215

ADS IN MOBILE OR TABLET APPS 21.5%

IN-STORE PRODUCT DISPLAYS OR PROMOTIONS 0.9%

PRODUCT COMPARISOM WEBSITES 19.M%

ADS BEFORE OMLIMNE VIDEOS OR TV SHOWS START TO PLAY 18.3%

PRODUCT SAMPLES OR TRIALS 17.3%

BRAMNDS' SOCIAL MEDIA UPDATES 16.5%

we .
@ BOLNROE: VAR 0 X3 | FREURES REPRESE MT THEFEND BMGS OF A BROAD GLOR AL SURVEY OF IMTERS ETUSERS AGED 14 TO &4 SEE GWLOCHK FOR FLILL DETASS. ur%iul @ HnntSUItE&




%e1c I v HO
%0y N wao3
%97r I ko
%9'er DN swvwnaa
sy I coocHow
%96y I Mavey ianvs
%ty N wniomEe
%2 6r IS avn
%r'os N 1onved
%905 I anvIrHL
%¢0s I oI
%905 I oNOX ONOH
%g0s I sonYTEHEN
%15 I vsn
%15 I o)
%175 I sy
woes I - ivc1:oMm
%yes I wissny
%ecs I anviod
s I aNYIHIZLIMS
%15 I~y
%rss I oD
%59 I sodvonIs
%995 N anv3u
%295 I Ay w30
%295 I s
%05 I Wy
% s I
iyl T
%0'ss I rirvds
%1es N nadams
%055 I anyvaz Man
%565 I ewotoD
w6 I 00w
%509 I NV L
%¢0y I 303 HINOS
%609 I AN
%119 I visAvTYW
%19 N onaod
%rey I VoY HINOS
%6y I T
%oy I vNNTOYY
%9y I oy
% 1 I vISINOaN
gty e
X660 I SINI44IIHG
%o, I - 0:q10
%y I uzvee

7
AL

; & Hootsuite'

we
are,

SEE GWLODHM FOR FLLL DETASS

PERCENTAGE OF IMTERMET USERS AGED 146 TO &4 WHO RESEARCH BRAMNDS, PRODUCTS, AND SERVICES OMLINE BEFORE MAKING A PURCHASE
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ONLINE BRAND RESEARCH

PERCEMNTAGE OF IMTERMET USERS WHO RESEARCH BRAMDS, PRODUCTS, AND SERVICES ONLUME BEFORE MAKING A PURCHASE

I 52.7%  52.6%
I I I I I :v.- II.“.. ': ':i | J ll
FEMALE MALE FEMALE MALE

16 - 24 25 - 34 35-44
YEARS OLD YEARS OLD YEARS OLD
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PERCENTAGE OF IMTERMET USERS AGED 14 TO 44 WHO USE EACH CHANMNEL AS A PRIMARY SOURCE OF INFORMATION WHEN RESEARCHING BRANDS

MAIN CHANNELS FOR ONLINE BRAND RESEARCH T;'@!:

49.5%

SOCIAL NETWORKS

I7.4%

BRAND AMD PRODUCT WEBSITES

PRICE COMPARISOMN WEBSITES

MOBILE APPS 269%

23.1%

QUESTION & ANSWER SITES (E.G. QUORA) 21.5%

DISCOUNT VOUCHER AND COUPON SITES 1.%

BLOGS ON BRANDS AND PRODUCTS 20.5%

SPECIALIST OR INDEPENDENT REVIEW SITES 174%

FORUMS AMD MESSAGE BOARDS 17.1%

MESSAGING AND UVE CHAT SERVICES 16.4%

MICROBLOGS [E.G. TWITTER) 16.0%

VLOGS [BLOGS IN VIDEO FORM) 14.7%

OMLIMNE PINBOARDS (E.G. PINTEREST) RIR))

@ SOUNROE: SV 4D 2031 | FRCAU RES REPRESE NT THEFEMDIMG S 'OF A BROAD  GLOE AL SURVEY OF INTERN ET U SERS MGHED 14 T0 &4 S5 GWLOOM FOR FUIL DETASS l a Hnntsu‘te"
E'I.'I'l."-



TOP CHANNELS FOR ONLINE BRAND RESEARCH 1;"“”

PERCENTAGE OF IMTERMET USERS WHO USE EACH CHAMNMEL AS A PRIMARY SOURCE OF INFORMATION WHEN RESEARCHING BRANDS

PRONPl SEARCH ENGINES
YEARS OLD 49.6%
257034 _
YEARSOLD (. 46.8%
357048 _M
YEARSOLD . 42.9%
457054
YEARS OLD | ., 36.1%

5510 64 5”%

YEARS OLD 28.4%

we
SOURCE: V1 |0 2071 | FIGURES REPRESE T THEFIMDIINGS OF A BROAD GLCRAL SURVEY OF INTERMET USERS AGED 14 70 44 SEE GWALOOM FOR FLLL DETARS are, I @ Hﬂﬂtﬁ“it‘E'
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ONLINE BRAND INTERACTIONS

PERCEMNTAGE OF INTERMET USERS AGED 146 TO 64 WHO ENGAGE IN EACH ACTION EACH MONTH

GLOBAL CYERVIEW

VISITED A BRAND'S WEBSITE 44. %

/

WATCHED A VIDEO MADE BY A BRAND

FOLLOWED A BRAND ON A SOCIAL NETWORK

VISITED A BRAMD'S SOCLAL NETWORK PAGE

11.0%
20.9%

READ AN EMAIL OR NEWSLETTER FROM A BRAND

DOWNLOADED OR USED A BRANDED APP 17.8%
USED A SOCIAL NETWORKING “SHARE” BUTTON OM A WEBSITE 1L.1%
CLICKED ON APROMOTED OR SPOMSORED SOCIAL MEDIA POST 16.1%
CLICKED ON AN OMLINE AD ON THE TOP OR SIDE OF A WEBSITE 15.9%

153%
ASKED A QUESTION TO A BRAND ON A SOCIAL NETWORK 13.9%
PLAYED A BRAMDED G AME 13.9%
STOPPED FOLLOWING ABRAND OM A SOCIAL NETWORK 13.4%
READ A BRANDED BLOG 13.3%

UPLOADED COMTENTTO A BRAMD'S SOCIAL MEDIAPAGE BFTLH

SHARED A BRAND'S POSTOM A SOCIAL NETWORK 12.2%

we .
@ SOLURCE: 5\ 100 2021 | U RES BEFEESE MT THEFERD BMG S OF A BRECAD LR AL SURNVEY OF INTERS ET USERS AGED 14 TO 44, T_'__-i‘gﬂh_ﬁ'ﬁ‘ AL DETARS ﬂl"E‘ HnntSUItE'
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PERCENTAGE OF IMTERMET USERS AGED 14 TO 64 WHO FEEL REPRESENTED IN THE ADVERTISING THAT THEY SEE, REGARDLESS OF CHANMNEL OR MEDIUM
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REPRESENTATIVENESS OF ADVERTISING

PERCENTAGE OF IMTERMET USERS WHO FEEL REPRESEMNTED IMN THE ADVERTISING THAT THEY SEE, REGARDLESS OF CHANMNEL OR MEDIUM

21.0%

18.4%

16.2%
15.3%
13.9%
I mm I
FEMALE  MALE FEMALE  MALE

FEMALE MALE

16 - 24 35-44 45 - 54 55-64
YEARS OLD "FEAEE{IILD YEARS OLD YEARS OLD YEARS OLD
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PERCENTAGE OF IMTERMET USERS AGED 14 TO &4 WHO USE TOOLS TO BLOCK ADVERTISING FOR AT LEAST SOME OF THEIR ONLINE ACTIVITIES
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USE OF AD BLOCKERS

PERCENTAGE OF IMTERMET USERS WHO USE TOOLS TO BLOCK ADVERTISING FOR AT LEAST SOME OF THEIR OMLIME ACTIVITIES

39.4%
37.2%
34.3%
32.8%
31.5%
78.1%
potsuite I
FEMALE MALE FEMALE MALE FEMALE MALE FEMALE MALE
16 -24 25 -34 35-44 45- 54 55-44
YEARS QLD YEARS OLD YEARS OLD YEARS OLD YEARS OLD

we
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REASONS FOR USING AD BLOCKERS

PRIMARY REASONS WHY IMTERMET USERS AGED 16 TO &4 USE AD-BLOCKING TOOLS

THERE ARE TOO MANY ADS

ADS GET IN THE WAY 55.3%

TO PROTECT MY PRIVACY 41.7%

ADS AREN'T RELEVANT TO ME

TO STOP INAPPROPRIATE CONTENT BEING SHOWN

TO IMPROVE MY DEVICE’S PERFORMAMCE (E.G. PAGE LOAD TIMES) 34.6%

TO STOP COMPANIES COLLECTING MY PERSOMNAL DATA 78.8%

. 1.4% OTHER

SOARECE: WG 2031 | FGAIRES REPRESEMT THEFINDENG S OF A BROAD GLOE AL SURVEY. OF BWTERN ET U SERS AGED 16 TObd. SEF GWILODHM FOR Rl DETWES
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VALUE OF THE DIGITAL ADVERTISING MARKET AL

AMNMNUAL SPEND ON DIGITAL ADVERTISING, WITH DETAIL BY ADVERTISING FORMAT (U5, DOLLARS)

TOTAL SEARCH ADS BANNER ADS VIDEO ADS CLASSIAEDS

$465.5 $182.4 $170.0 $92.19 $20.10

BILLION BILLION BILLION BILLION BILLION

YEAR-OM-YEAR CHAMNGE YEAR-OM-YEAR CHAMNGE YEAR-OM-YEAR CHAMNGE YEAR-OM-YEAR CHAMGE YEAR-OM-YEAR CHANGE
+17% (+$67 BILLION) +17% (+$27 BILLION) +12% (+$19 BILLION) +21% (+$16 BILLION) +9.5% (+51.7 BILLION)

CLU BMEN T Y -

CA THE PREVICOIS CALEMDAR YEAL DDES HOT M CLUDE ADVERTERNG EEVEMUES ASS DUINTED WITHERM AL MARE BN G, AUDED ADG, INFIEIENCER MARE TN G, SPONSORSHPS,

SOLNRCE: STATESEA, DBGITAL bAoA RICET DUMLOOEC. SEE STAFESTA COM FOR MORE DETARS MOTRS: FRCURES REPREESEMT ESTRMATES FOH FULLYEAR SPEND B 2031 B LS. DONLARS, A D OO IS0 WITH WE
ALIES FC are,
IR D LICT PLOTER BT, O COMAMES S B0 Bl 58D AFTRUIATE SYSTERMS OONPARARLITY: 8 ASE CHAMGES. FGLIEES ARE MOT OOM PAR AR F wTH FEC VOIS REROETS Eﬂﬂ Iﬂl
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SOCIAL MEDIA ADVERTISING OVERVIEW -

SOCIAL MEDIA'S SHARE OF THE DIGITAL ADVERTISING MARKET

SOCIAL MEDIA'S SHARE YEAR-OMN-YEAR CHANGE IN AMNNUAL SPEND YEAR-OMN-YEAR CHANGE
OF TOTAL DIGITAL SOCIAL MEDIA'S SHARE OF TOTAL ON S0OCIAL MEDIA IN SOCIAL MEDIA,
ADVERTISING SPEND DIGITAL ADVERTISING SPEND ADVERTISING (USD) ADVERTISING SPEND

33.1% +0.5% $154.0 +17.4%

+15 BPS BILLION +$23 BILLION

STEMS. PERCENERNGE CHARGE VALLES ARE RELATIV

SOURRCE: STATISTA D6G AL MARKET QUTUOOHE. S5 STATISEA COM FOR MOEE DETA LS NOTES: F)GUR S REPRESEH TESTIMATES O FULLYEAR 2031, AND COMPARISORNS WITH EGUIVALENT VAIUES ROR
@ TH E MR EVEO 5 CAE RIDAR YEAR FillARCUIAL VALLIES ART B LS DORLARS DOES MOF BCIUDE ADVERTISMNG EEVENUIES ASS OCIATED WWATH EMAE M0 BETIMG, ALDED ADS, PPl BRCER WA RE TN S,
SO, MOT 7% “EPE VA ILIES BEPEESEN T RASS POSMTS, AN D By DRCATE ABSOLUTE OFLANGE. DENWPAR MBILITY: BASE CHARGES FMFURES ARE NOFCOR PARARF 'WATH FEEYEDILS RDFOET S

L ', A Ll G WE - [
SPOSORSHIPS, PRODIUCT PLACEIWENT, Ot DOMMIS SI0R-BASED AFFRILATE 5Y E |LE AN B ORESSE OF 200 FRCM A SEAR TG WILIE OF 500% WHOL LD BCHIAL ureq- Hﬂﬂtﬁ“'te
== social



SEARCH ADVERTISING: IMPRESSIONS & CTR o

TOTAL PAID OMLIMNE SEARCH AD IMPRESSIONS [REPORTED AS AN INDEX), AMD AVERAGE SEARCH AD CLCKTHROUGH RATE [CTR) ? -
GLOBAL OVERVIEW

100 101

Q4 2020 Q1 2021 Q2 2021 Q3 2021 Q4 2021

SHONY CLRCCTHROHUG I RATE O SEARCH ADS VAEIES B \WHITE ORCIES SHOW GHARTER- O« GLIAETER O AMGE B4 TODA SEARCH AD ARSI R0ORS: FANDEGS EXTRAROLATED FROM A SAKFE OF OVER 1 H i L
TRALABCHN A D LWAPRESSICIN S, 12 BEECHN AD CLRTCS AN D UGS B0 B A0V SPER D ACRCOSES MLUETPE COUMTRIES A BD BJDUSTR IEES. COMPARABILITY: SICA IR ERASES TS SAMFLIEEACH CUARTSR 50 MALLIES ur%iul @ nntSl."tE

SAAY N DO BELATE VWTH ALLIES By MEEVIDALIS BEROETS

@ SOUMRCE: SAL MO GRS BARS SHONY TORAL SEARTH AD WAPEESS O 5 B4 EACH GHLUAETER AS AR BWDEK OF TOTALSEARTH AD BAPEESTON 5 B THE LEFTMCHST GU AKTER. VALUES B GREEN (CORCLES



SEARCH ADVERTISING: AVERAGE CPC ”ﬁf;%ﬁl‘”

AVERAGE COST-PER-CLICK OF PAID OMNLUME SEARCH ADS R

GLOBAL CYERYIEW

50.72 $0.71

§0.58 50.62

l SI]ISII ' '

Q4 2020 Q1 2021 Q2 2021 Q3 2021

Q4 2021

SOURCE o A H“E i BAKS SHON AVERAMGE S ". I ST -.-.'.f'- VALLIES HAVE BEEN kA Ol CLERENCY 8 '.= AGE ""1.-".-_ i, D DV O IULSE EX-PX O

SCOBESTARMT -t I = AL I_l TAE I 3 '-.'- | J'-. HiT I'“I ' a.l.-".'“' ':-'I HLSRTE i I S LE I.-'--.' '-u_- ". I-". a_""i-T '“’-I-: OB J“ X '-.""'“ MTE '“l "‘"-.-'-'- "-.'-.-' _'"'“ Y | H .

@ TR AD "“'-I 12 AL u\I A0 CICRCE AMDS :I- B 4 MAL I_l.-".' 5 MLERFE UJ*I_ SAMD JJJ_ . ﬂmmum AR E'.'- TS SAMFLEEACH CLIARTER S0WA _| ‘ nntSl."tE
MAYHOTC "‘~'~:=‘:_-'-. TH VALLES "-'l.E"."".".l'_- :'E'{". ] sn:i



SEARCH ADVERTISING: TOTAL SPEND "'w;%ﬁl‘”

TOTAL AMOUNT SPENT OMN PAID OMNLIMNE SEARCH AD PLACEMENTS (REPORTED AS AN INDEX) b

GLOBAL CYERYIEW

123

Q4 2020

Q1 2021 Q2 2021 Q3 2021 Q4 2021

AL SEARCH AD SPEND BN EACH GHIARTER A5 &R BDEX OF TORAM SEARCH AD SPEND BN THE LS TMOS T GLARTER V4 51ES HAE BEEN TR ARSLATED TOrA

HOY B T we
DR CL BRSENCY RIEFOET AGGREGATEON, AND DO MOT-LSEEX-FX OF “COM STARNT CUlRRENC YT ADISTMENTS. VALLES B VWAHITE QIRCEES SHONY GILA RRER- O -GUARTER CHAMGE B FOTAL SEARCH are H t "t .
MDY SFEMDL Tl DRSS EXTROA FOLATED FROMA A SAMPIE OF OVER 1 TRELICHK AD BATRE SOMS, 12 BANCR AD CBCICS, AND LSS BEIBOR] B AL -SPERD ACTRDSS AL IMIPE COUMNTIZES AMD B DU TSES iu nn 5“' E
x : social

SOURCE S5l MOIES GEEEH BARS SHOW TO

COMPRIARINITY: A ) BE-BASES TS 5AMPLEE ATH GRS ETER, 500 VALUES M8 MOT COERELATE WITH VALLIES B FREVEDAS EEFOETS



SOCIAL MEDIA ADVERTISING: IMPRESSIONS & CTR W;ﬁ’

TOTAL PAID SOCIAL MEDIA AD IMPRESSIONS [REPORTED AS AN INDEX), AND AVERAGE SOCIAL MEDIA AD CLCK-THROUGH RATE [CTR)

OB AL CYERYIEW

105
9%

Q4 2020 Q1 2021 Q2 2021 e Q3 2021 e Q4 2021

mﬁ.H“E B BARS SHOWW T “. A MATTIR AL B AES II.I"-I ". B AD AN BKD VRAL SUHCLA L WAEDRA A D ,-.;.: 1H5 II “."'".'..l ILI
CRCLES SHOW CL l Jm_--'I ATE O 5C "' '-.-'.EII-'-..-‘-.:IE- ValUS -‘*~I'~'-"i-_-_-.. RIES 5H |."-.= CE Iu '-.'I.'_E I.-'- S E ‘*~I '-. SRR _I '-..-'-. WFRES I ~I I !'. RGP '-. A H 1
@ "..-.I"..-' _E" :‘!"' I L8, I.I". ".-' FRESE I I LTI AD CIBCKS, AR USY 7 BELRCH B I". SFEND ACROIES MUITIFLE CORUNTRS ". 0 BT Ju"' C'DMH!AIIJ'I"!': "'. ". 5 SR E_-". H @ nntSLHtE
I-I ':.'"h T.'

SLIARTER, S0 VALLIES MAY HOT CORRELATE WITH VALUES BN PREVIDNS REPORTS Eﬂﬂ al




SOCIAL MEDIA ADVERTISING: AVERAGE CPM "'w;%fﬂ“

AVERAGE COST PER 1,000 PAID SOCIAL MEDIA AD IMPRESSIONS [CPM) i

GlOBAL CYERYIEW

$9.13

§7.50 5153

Q4 2020 Q1 2021 Q2 2021

Q3 2021 Q4 2021

SOUNRCE: SFAL MO S GECE BARS SHONWY THE AVER AGE COST OF 1,000 SOCIAL METRA AL UAPRESS BON S (0| VALLIES HANE SEDH TRANSLATED TO A COMMOH CUSREMCY BEEFCRIAGGEEGATION, AND we
D0 WO USEE R Of 00t STAMT CUR BERICY™ ADILISTIM BNTS. VARLIES | WHITE CEROLES SHOAY GIL, RTER- CHiN S RTER CHARGE BN AVER AGE SOCEAL MEDLA A D (P FINDEN G5 EXTRAPCHATED. ROM A are H t .t :
SAMPLE CHF CHIER T TRELLECHM ADY DM IRESSOMS, 12 BEEOW AD CHOS, AMD USE7 IO I AL SPERD ACROSS MUTTFLEC OURTRIES AdD B DLS TREES  COMPARARILITY SiCAR RE.RA 65 TS SAMPLE EACH :iul nn 5“' 'E

FIARTER, SO YALUES b8 BCT DOERELATE WITH VALLIES By IFREVICFLIS BEPCHETS



SOCIAL MEDIA ADVERTISING: TOTAL SPEND

TOTAL AMOUNT SPENT ON PAID SOCIAL MEDIA AD PLACEMENTS (REPORTED AS AN INDEX)

100
l 36 aq .

Q4 2020 Q1 2021 Q2 2021 Q3 2021

GLOBAL CYERYIEW

114

Q4 2021

BOARNECE: SEAL MO S GRS BARS SHOWY TORAL 500008 MED AD SFEN D B EACH GRLIARTER AS Al BNDER OF TORAL SOOIAL MEDRA AD) 5PEND W THE L5 WO ST GLUAR B WA ILIES HAWE SEEM TR AMSLATED

T A COMMON CURENCY SEFDRE AGGREGATION, AND DO MO USE EX-51OR "CONSTANT CURLENCY™ ATIUSTMENTS. VALUES BN WIHITE CRCLES SHOW GUARTER-DN-GUARTER CHANGE I TOTAL SOCAL ﬂ“rEE Hﬂﬂt 5“it‘E°
MAEDEN AT SPFEND. ARDINGS EXTEAPCOLATED FRORA A& SAMPLE OF OVER 1 TRELKIN AD LAPEES SIS, 12-BR1B0M A D CECIE, ARD USEF BEGOH B AD SPEND ACROS S MULEPLE COLMTESES A D NDUSTRES &
COMPARABIUITY: SKA I EEBASES IT5 SAMPEEACH GLARTER, 50'VALUES MAT NOT CORRELATE WITH VAMLLIES BN FREVICIUS REFORTS social




LA SHARE OF THE DIGITAL ADVERTISING MARKET “&*”%ﬁ“‘
PL0 VAN SLARE OF WORLDWIDE DIGITAL AD SPEND ATTRIBUTABLE TO THE INDUSTRY'S LARGEST PLAYERS AL
GLOBAL OVERVIEW
GLOBAL SPEND ON GLOBAL DIGITAL AD SPEND GOOGLE'S SHARE OF META'S SHARE OF
DIGITAL ADVERTISING vs. TOTAL GLOBAL AD SPEND GLOBAL DIGTAL AD SPEND GLOBAL DIGITAL AD SPEND
o o o
$466 BILLION 66.9% 28.6% 23.7%
YEAR-CIN-YEAR CHANGE YEAR-OM-YEAR CHANGE YEAR-OM-YEAR CHANGE YEAR-CIN-YEAR CHANGE
#17% (+$67 BILLION) +4.7% (+299 BPS) +4.0% (+110 BPS) +6.3% (+140 BPS)
ALIBABA'S SHARE OF AMATOM'S SHARE OF TEMCEMT'S SHARE COF COTHER PLATFORMS' SHARE OF
GLOBAL DIGITAL AD SPEMD GLOBAL DIGITAL AD SPEMD GLOBAL DIGTAL AD SPEMD GLOBAL DIGITAL AD SPEMD
o o o o
8.7% 5.8% 2.9% 30.3%
YEAR-OM-YEAR CHAMNGE YEAR-OMN-YEAR CHAMGE YEAR-OMN-YEAR CHAMGE YEAR-OM-YEAR CHAMNGE
+1.2% (+10 BPS) +11.5% [+60 BPS) [UNCHANGED] -9.6% (-320 BPS)
SOLURCES: STAT "_r\-_ EE ] .-". MATETT DLITOOK 355 STAR _.|_|:-.-" ".-' "r-'.'i :':"-" L5 L B ARKETEL. MOTER: AD SAEND FREURED BOPRESEM TESTIMATES FOR .|_ I'_.".'\-. 9 E' | 2021 BN LS DDOUARS Ak
AP RSTS WTH 2020 SRERD, I"“' J .| -5 REVE I JE --.'-' -‘-.' TH E '--"'. LYY LG, AUDEO AD S, BFLUEICER WA RETN G, SPD ‘-I o I 5 'J Ly 'E.*.-'E'-I?,{ B T IS5
@ ;"""::E:'II'-”..-"._-_ SYSTEME RGLEES FO8 OO MEES " SHARE O DRGITAL I 1 AMCIRIDE AT "'..I i. S Ll ﬁ:_-. VRS ALY MEERMET OO ECTED DEY ':Z- I_ W _l-.".' ".-_ .' SITROE DTFSTE AT BRAE A IMNCLLIDES ‘ HnntSl.“tEI
YOUKL TDOA, METS, BNCEIDES FVCERD Z:= "'-'J.' | STAG A GO0 :-.i l" LIDES YO _l' URE FERCENTAGE CHAMGE VAL ARE BELATIVE, “BPS™ YALLES ¥ ASSCHUTE SHASE CHARMGE s-n Iul



PARTMER COMTEMNT
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SHIFTS IN HOW BRANDS ARE COMMUNICATING ONLINE
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TOKENIZED
BRANDS

In the sports world, fan tokens’
have taken off. Enabled by a
secondary app calked Socios,
these branded ‘coins are sold
{usually for51-52 a piece), and
in exchange, holders given
access to a range of fan-related
membership perks. This is the

next generation of membership,

and in 2022, brands across
industries will harness this
technology to genemte
heightened engagement, foster
community, and drive profit.

In 2022, brand s should
incentivise engogement by
guperimenting with tokons.

PERSONALITY
PARTERNISHIPS

In 20271, many commentators
rang the death knell for major
celebrities. But these
figureheads aren’t over, people
are just engaging with them in
new ways: 51% of Gen Zers say
that they would be more likely
to buy a product because a
celebrity recom mended it. Many
are leaning into shared fandom
to connect with audiences, from
Grimes” kove of gaming to
Halsey's cosplay content. And
brands are leaning into these
interests to form partnerships
with personality: like adidas
partoership with anime-kover

and sprinter Moah Lyles.

In 2022, brands should
humanise famous faoes by
giving them a platform o
indulge in what they love.

EPHEMERAL
MARKETING

Instagram may remain the
darling of commemrcial content,
but with feeds maore cluttered
than ever, the platform as we
know it is being repurposed to
maximise hype and draw
eveballs. While influencers have
taken to charging brands based
on how long they want a
sponsored Story kept in the
Highlights, the grid is
transforming from a space for
brands to diarise their existence
to a space to create unmissable
events. It's why Baleociaga
deletes its posts for new
product launches.

In 2022, brands should explore
ihe value of & phe miera bty on
social channels
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better to content that fits organically into of social have completely integrated theirsocial somewhat integrated their paid and
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With Hootsuite, you can manage your paid and organic content side-by-side.

Discover what Hootsuite Social Advertising can do for you.




MORE INFORMATION



FIND THOUSANDS OF REPORTS EXPLORING DIGITAL TRENDS IN EVERY COUNTRY IN THE WORLD IN OUR FREE OMNLINE LIBRARY:

DATAREPORTAL.COM/LIBRARY



We are a global socially-led creative agency, with unrivaled
social media expertise.

With 1,000+ people in 15 offices spanning four continents, we
deliver a global perspective to our clients in a time when social
media is shaping culture.

We make ideas powered by people. We understand social
behaviours within online communities, cultures and
subcultures, spanning the social and gaming landscape.

We work with the world's biggest brands, including adidas,
Samsung, Netflix and Google, to reach the right people in a

strategic, relevant and effective way.

wearesocial.com

we
are,
SOCIQ
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DIGITAL
BRIEFINGS

Interactive briefings that
make it easy to hap track of

digital trends, and idantify
how evolving behaviours
will impoct future success.

LEARMN MORE *

MAKE SENSE OF DIGITAL TRENDS

Kepios helps the world understand what's really happening online.
In addition fo producing the Global Digital Reports, we also offer:

-l
7N

KEYNOTE
PRESENTATIONS

Custom keynote presentations
that bring the iuhitchg#cﬂ
trends to life at conferences,
events, and privale meshings,
whather enline or in person.

LEARM MORE *

Learn more at kepios.com

@

ADVISORY
SERVICES

REPORTS
& CONTENT

CONSUMER
RESEARCH

Adcl m:rhacnni axpanance
to your decision-

rrukmg AchuHa through

oo, refoinad udw-s.uq;. or
nﬂ“:ﬁc for one-off sessions.

LEARM MORE *

We research ond produce
white-label content and co-
branded reports that offar
rich insights into what people

everywhere are doing online.

LEARM MORE *

Go beyond headlines and
hy'pdhaaai i understand
what people are ru-l::.ﬂ' daing
online, and fum insi nio
adhionable plans results.

LEARM MORE *

X KEPIOS



Get closer to your audience with
the world’s largest study on the

online consumer

18M-:- 40,000 4,000: 40-

consumers data points brands markets

GWI. 2



Statista — a universe of data

f.‘.‘.\
\.. ../

Ya'

Diversity of industries Quick help Global data from Reliable and efficient
and topics for all cases numerous countries research basis
Statista bundles statistical data on over With Statista, users can obtain Statista offers insights and facts on Statista has been the market leader in
80,000 topics from over 170 industries. comprehensive oveniews and conduct industries from 150+ countries. providing business data for 13 years.
The data comes from over 22,500 targeted research - with minimal time Markets, companies and consumers Companies, universities, schoolsand
SOLITCES. expenditure. from all ower the world are highlighted. the media trust our service.
y

CLICK HERE TO DISCOVER OUR ACCOUNTS
’f L AND FIND DATA FOR YOUR BUSINESS COSMOS

L statista®a



GSMA Definitive data and analysis

Intelligence for the mobile industry

3 GIObaI —~ Serves over
Offices m 800 22 40,000

organisations users worldwide

N Sl e
\./ Delhi \'/Barcelona ' /London

Topical and
Extensive Tlnl?lely Pinpoint Industry
Datasets Research Accuracy Trusted

We provide data on every mobile Annually, GSMA Intelligence Our forecasting experts provide a We serve a wide array of mdustrrtes in Ithe
operator in every country publishes over 100 reports and five-year (and beyond) view into the mobile ecosystem and beyond, including
worldwide, with over 30 million exclusive analyses, adding greater future, enabling long-term investment maost of the world’s mobile operators plus
data points, updated daily. insight into our data and planning. Updated quarterly, our major vendors, regulators, international
supporting our customers in forecasts are consistently accurate institutions and vertical sectors ranging

making stronger business choices. within +/- 2.5 % of reported data. from automotive to refail.




Accurate data for real-time market
and competitive insights

<) SEMRUSH

Semrush .Trends

Data. Insights. Impact.
All-encompassing insights for any
website, industry or market across

190 countries & regions

semrush .Trends provides instant market overview
and competitive digital insights for those who are
looking to grow their business.

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

strategy. A single solution with 50+ tools

for your strategic vision




@ APP ANNIE

We Fuel Successful
Mobile Experiences & Monetization

International
Expansion

Competitive
Intelligence

Praduct Development
& Roadmap Planning

Ad Monetization
Optimization

Business
Development

Driving Organic Search
& Paid User Acquisition

DEMO TODAY




B 100M+ H 4.7M+

Similarweb

provides insights 3

for any website, & 190+ sl ndd
app, industry and

market Q 1B+ = 250M+

Search Terms E-commerce
product SKUs

& similarweb



The friend that
can be ready in
minutes.

Request a demo today

or visit locowise.com to learn more about your new best friend

Save time and money in
minutes with our presentation
ready social media reports.

Use our analytic expertise

to quickly find vital data and
insights about you, your clients,
competitors and potential new
business opportunities.

Be the one who can be ready
in minutes,

" '8 |
0CowWise ',
Your best friend in social
media management




skal

Skai's commerce intelligence platform powers insights, decisions,
and execution for faster, more predictable go-to-market outcomes

&,

Consumer & Market
Intelligence
Because the nght intelligence
makes decision-making
97% more accurate.

Data quantity
iNnternal + 153K external sources

Data quality
contextual relevance driven by NLP
Data accessibility
multiple ways to access the insights
to entire organization benefits

Learn more

&

" o
Media
Execution

Because every digital touchpoint
can be powerful in driving
shopper outcomes.

Publisher Mastery
from the core platforms to the
torso media players

Connected Insights
i-'ff_JrFT'liI"H:Zl every investrnent,
audiience and creative decision
Dynamic Experiments
for real-tirme learnings

Learn more

»

Measurement
& Planning
Because agility and connectivity
across digital GTM is key to
new-normal growth.

Visualization
one complete view of the business,
custarmer and market

Dynamic
rmeasurerment for ongoing planning
Simulation
of product launch ocutcomes for
predictive success

Learn more




NOTES ON DATA VARIANCE, MISMATCHES, AND CURIOSITIES

Mote: This page is o summary of our comprehen sive
notes on data variance, potential mismaiches,

and curiosities, which you can read in full at

hitps: //datareportal.com/note s-on-data.

This report features data from a wide variety of
different sources, including market research agendies,
internet and social media companies, governments,
public bodies, news media, and private individuals, as
well as extrapolations and analysis of that data.

Wherever possible, we've prioritised data sources
that provide broader geographical coverage, in
order to minimise pofential variations between daia
points, and to offer more reliable comparison across
countries. However, where we believe that standalone
metrics provide a more reliable reference, we use such

standalone numbers fo ensure more accurate reporting.

Please note that some data points may only be
available for a limited selection of countries, so we
may not be able to report the same data in all reports.

From time to time, we may also change the sourcels)
that we use to inform specific data points. Asa resul,
some figures may appear to change in unexpecied
ways from one report to another. Wherever we're
aware of these changes, we include details in the

footnotes of each relevant chart, but please use cavfion
when comparing data from ditferent reports, because
changes to research samples, base data, research
methodologies, and approaches io reporting may
mean that values are not comparable.

Furthermore, due to the differing data collection and
treatment methodologies, and the different periods
during which data have been collected, there may be
significant differences in the reported metrics for similar
data points throughout this report. For example, data
from surveys often varies over time, even if that data
has been collected by the same organisation using the
same approach in each wave of their research.

In particular, reports of internet user numbers vary
considerably between ditterent sources and over time.
In part, this is because there are significant challenges
associoted with collecting, analysing, and publishing
infernet user data on a regular basis, not least because
research inte public internet use necessitates the use of
face-to-face surveys. Different organisations may also
adopt different approaches to sampling the population
tor research into internet use, and variations in areas
such asthe age range of the survey population, or the
balance between urban and rural respondents, may
play an important role in determining eventual findings.
Mote that COVID-19 has limited internet user research.

Prior to our Digital 2021 reports, we included data
sourced from social media platforms’ self-service
advertising tools in our calculations of internet user
numbers, butwe no longer include this data in our
internet user figures. This is because the user numbers
reported by social media platforms are typically based
on active user accounts, and may not represent unique
individuals. For example, one person may maintain
more than one active presence (account] on the same
social media platform. Similarly, some accounts may
represent ‘non-human’ entiies, including: pets and
animals; historical figures; businesses, causes, groups,
and organisations; places of interest; etc.

As a result, the figures we report for social media users
may exceed internet user numbers. However, while this
may seem counter-intuitive or surprising, such instances
do not represent errors in the data or in our reporting.
Rather, these differences may indicate delays in the
reporting of internet user numbers, or they may indicate
higher instances of individuals managing multiple

social media accounts, or non-human’ social media
acoounts.

It you have any questions about specific data

points in these reports, or it you'd like to offer your
organisation’s dala for consideration in future reports,
please email our reports team: reports@kepios com.



DISCLAIMER AND IMPORTANT NOTES

This report has been compiled by Kepios Pte.
Lid. ("Kepios" | on behalf of We Are Social
Lid. (“We Are Social”) and Hootsuite Inc.
[“Hootsuvite"} for informational purposes only,
and relies on data from a wide variety of
sources, including but not limited to public
and private companies, market research firms,

government agencies, NGOs, and private
individuals.

While Kepios, We Are Social, and Hootsuite
strive to ensure that all data and charts
contained in this report are, as at the time of
publishing, accurate and up-to-date, neither
Kepios, nor We Are Social, nor Hootsuite
shall be responsible for any errors or
omissions contained in this report, or for the
results obtained from its use.

All information contained in this report
is provided “as is”, with no guarantee
whatsoever of its accuracy, completeness,
correctness or non-infringement of third-
party rights and without warranty of any
kind, express or implied, including without
limitation, warranties of merchantability or
fitness for any particular purpose.

This report contains data, tables, figures,
maps, flags, analyses and technical notes
that relate to various geographical territories
around the world, however reference to
these territories and any associated elements
[including names and flags) does not imply
the expression of any opinion whatsoever
on the part of Kepios, We Are Social,
Hootsuite, or any of the featured brands,

nor any of those organisations’ partners,
affilictes, employees or agents, concerning
the legal status of any country, territory, city
or area or of its authorities, or concerning the
delimitation of its frontiers or boundaries.

This report is provided with the understanding
that it does not constifute professional

advice or services of any kind and should
therefore not be substituted for independent
investigations, thought or judgment.
Accordingly, neither Kepios, nor We Are
Social, nor Hootsuite, nor any of the brands or
organisations featured or cited herein, nor any
of their partners, affiliates, group companies,
employees or agents shall, to the fullest

extent permitted by law, be liable to you or
anyone else for any direct, indirect, punifive,

incidental, special, consequential, exemplary
or similar loss or damage, or loss or damage
of any kind, sutfered by you or anyone else as
a result of any use, action or decision taken by
you or anyone else in any way connected fo
this report or the information contained herein,

or the result(s) thereof, even if advised of the
possibility of such loss or damage.

This report may contain reference to third-
party data providers, however this report
does not endorse any such third partfies or
their products or services, nor is this report
sponsored by, endorsed by or associated with
such third parties.

Except tor those portions of this report
relating to the perspectives of Hootsuite,

We Are Social, or any other brand partner
or advertiser, this report and any opinions
contained herein have been prepared by
Kepios, and have not been specifically
approved or disapproved by Hootsuite or We
Are Social. This report is subject to change
without notice. To ensure you have the most
recent version of this report, please visit our
reports website at https://datareportal.com /
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