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FIND THOUSAMNDS OF REPORTS EXPLORING DIGITAL TRENDS IN EVERY COUNTRY IN THE WORLD IN QUR 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 points 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 to 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 to 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
mulfiple 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: hitps://datareportal.com/notes-on-data.
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OVERVIEW OF THE ADCPTION AND USE OF COMMNECTED DEVICES AND SERVICES AT A WORLDWIDE LEVEL

GLOBAL DIGITAL HEADLINES AL .4

TOTAL CELLULAR MOBILE INTERNET ACTIVE SOCIAL
POPULATION CONMNECTIONS USERS MEDIA USERS

791 8.28 4.95 4.62

BILLION BILLION BILLION BILLION
YEAR-ON-YEAR CHANGE YEAR-OM-YEAR CHANGE YEAR-ON-YEAR CHANGE YEAR-ON-YEAR CHANGE
+1.0% +2.9% +4.0% +10.1%

URBANISATION TOTAL vs. POPULATION TOTAL vs. POPULATION TOTAL vs. POPULATION

YA 104.6% 62.5% 58.4%
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INTERNET ADOPTION v

INTERMNET USERS AS A PERCENTAGE OF TOTAL POPULATION
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SHARE OF GLOBAL INTERNET USERS

INTERMNET USERS AS A PERCENTAGE OF TOTAL GLOBAL IMTERMET USERS
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SOCIAL MEDIA USERS vs. TOTAL POPULATION

ACTIVE SOCIAL MEDIA USERS AS A PERCENTAGE OF THE TOTAL POPULATIONM [MOTE USERS MAY NOT REPRESENT UNIQUE INDIVIDUALS)
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SHARE OF GLOBAL SOCIAL MEDIA USERS

ACTIVE SOCIAL MEDIA USERS IN EACH REGIOMN AS A PERCENTAGE OF TOTAL GLOBAL ACTIVE SOCIAL MEDIA USERS
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EXPLORE OUR COMPLETE COLLECTION OF DIGITAL 2022 GLOBAL DATA

-

DIGITAL 2022

GLOBAL OVERVIEW REPORT
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ore, Finotsuite

CLICK HERE TO READ OUR FLAGSHIP DIGITAL
2022 GLOBAL OVERVIEW REPORT, PACKED
WITH ALL THE NUMBERS YOU NEED TO MAKE
SENSE OF THE CURRENT STATE OF DIGITAL

DIGITAL 2022

LOCAL COUNTRY HEADLINES REPORT

b
e SHEMCE

CLICK HERE TO READ OUR DIGITAL 2022
LOCAL COUNTRY HEADLINES REPORT, WITH
ESSENTIAL STATS FOR DIGITAL ADOPTION
IN EVERY COUNTRY AROUND THE WORLD



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.

4 & Share
I 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).
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ESSENTIAL DIGITAL HEADLINES sy

OVERVIEW OF THE ADOPTION AND USE OF CONMMNECTED DEVICES AND SERVICES

SALIDI
ARAHLA

TOTAL CELLULAR MOBILE INTERNET ACTIVE SOCIAL
POPULATION CONNECTIONS USERS MEDIA USERS

35.59 41.03 34.84 29.30

MILLION MILLION MILLION MILLION

URBANISATION vs. POPULATION vs. POPULATION vs. POPULATION

84.7% 115.3% 97.9% 82.3%
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DIGITAL GROWTH sy

CHAMGE IM THE USE OF COMMNECTED DEVICES AND SERVICES OVER TIME

SALIDI
ARAHLA

TOTAL CELLULAR MOBILE INTERMNET ACTIVE SOCIAL
POPULATION CONNECTIONS USERS MEDIA USERS

+1.5% +3.3% +1.5% +35.4%

YEAR-OMN-YEAR CHANGE YEAR-OMN-YEAR CHANGE YEAR-OM-YEAR CHAMNGE YEAR-OMN-YEAR CHANGE
+516 THOUSAND +1.3 MILLION +505 THOUSAND +1.5 MILLION
SOURGES: LINTED HAT :4 ; ULS. CENSUS BUREALL GOVERNMENTBODIES, GSMA INTELIGENCE, TTU, GW, EURDSTAT, CNINIC, AR, CIA WORD FACTEOOK; COMPANY ADVERTISING RESOURCES AND
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PARTMER COMTENT
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THE PEOPLE, TERMS AND MEDIA PEOPLE ARE ENGAGING WITH ONLINE
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TOP E-COMMERCE PLATFORM
HARAJ

(SIMILARVWER, 21

MOST POPULAR NEWS OUTLET
YAHOO

(SIMILARAER, 30E1)

MOST FOLLOWED ON YOUTUBE
ABOFLAH

(HYFE AIDITOR, 2021)

READ MORE ABOUT LOCAL CULTURE ON OUR BLOG HERE.

MOST STREAMED TV SHOW ROST FOLLOWED DM TIKTORK HIGHEST GROSSING MOWVIE
VINCENZO MOHAMMED SHAMSI F9: THE FAST SAGA
(METFLEX, Z031] (THCTION, 20271 (RDEPRD, Z021)
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POPULATION ESSENTIALS sy

DEMOGRAPHICS AND OTHER KEY INDICATORS e

SaLIDl
ARARLS
TOTAL FEMALE MALE YEAR-OM -YEAR CHAMGE MED AN AGE OF
POPULATION POPULATION POPULATION It TOTAL POPULATHO M THE POPLULAT IO
o L] o
35.59 42.2% 57.8% +1.5% 32.4
MILLION +516 THOUSAND
LIEBARM POPULATION DEMSITY OVERALL UTERACY FERAALE UTERACY MALE UTERACY
POPULATION (PECPLE FER KM‘] (ADULTS AGED 15+ (ADULTS AGED 154 (ADULTS AGED 15+

84.7% 96.0% 98.6%

we .
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POPULATION OVER TIME sy

TOTAL POPULATION AND YEAR-OMN-YEAR CHANGE e
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TOTAL
POPULATION

35.59

MILLION

POPULATION
AGED 25-34

17.5%

o SOLNPCES,; U WITED BATEOR S LS CEMSUS BUBEALL DOEAL GOWERRM BNT AL TH OETES

POPULATION BY AGE

SHARE OF THE TOTAL POPULATION BY AGE GROUP

POPULATION
AGED 0-4

8.1%

POPULATION
AGED 35-44

19.6%

POPULATION
AGED 5-12

13.2%

POPULATION
AGED 45-54

14.8%

POPULATION
AGED 13-17

7.1%

POPULATION
AGED 55-64

6.9%

social

SALIDI
ARAHLA

POPULATION
AGED 18-24

9.0%

POPULATION
AGED 65+

3.8%

Hootsuite



DEVICE OWNERSHIP

PERCENTAGE OF INTERMET USERS AGED 14 TO 64 WHO OWN EACH KIND OF DEMICE

ANY KIND OF SMART FEATURE
MOBILE PHOME PHOME PHOME

98.2% 8.2%

LAPTOP OR
DESKTOP COMPUTER

98.2% 34.3%

YEAR-ON-YEAR CHAMGE YEAR-ON-YEAR CHANGE YEAR-ON-YEAR CHAMGE YEAR-ON-YEAR CHANGE
-0.5% (-50 BPS) -0.5% (-50 BPS) -32.8% (-400 BPS) -15.3% (-980 BPS)
GAMES SMART WATCH OR TV STREAMING aMART HOME
COMNSOLE SMART WRISTBAND DEVICE DEVICE

25.0% 7.0%

YEAR-ON-YEAR CHANGE YEAR-ON-YEAR CHAMGE
-14.4% (-420 BPS) -32.0% (-330 BPS)

17.9%

YEAR-ON-YEAR CHAMGE
-21.8% (-500 BPS)

6.0%

YEAR-ON-YEAR CHANGE
-18.9% (-140 BPS)

SOUNECE G i3 2021 | FeGAURES REPRESE WT THEFIMNDENG 5 OF A BROAD GLOR A SURVEY OF BNTIERM ET L SERS AGED 16 0 &4, SEE GWLODM FOR FLILL DETARS

NOTE PERCENTAGE CHAMGE VAUS RERECT RELATIVE CHAMGE "BFS" VAUES SHOW THE CHAMGE B BASS PORMTS, AMD BEFUECT ABSCHLITE CHAMGE

BN
SALDI
ARABIA
TABLET
DEVICE

29.0%

YEAR-ON-YEAR CHAMGE
-27.9% (-1,120 BPS)

VIETUAL REALITY
DEVICE

4.8%

YEAR-ON-YEAR CHAMGE
-37.7% (-290 BPS)

we
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TIME SPENT USING
THE INTERMET

8H OSM

YEAR-ON-YEAR CHANGE
+4,3% (+20 MINS)

TIME SPENT LISTENING TO
MUSIC STREAMING SERVICES

1H 30M

YEAR-ON-YEAR CHANGE
-14.3% (-15 MINS)

SOUNECE: S a3 2021 | FRGURES REPRESEMTT I D
WY CCCLUR COMOLURFEMTTY. TEEMSION INCEIDES BC
BOTH O LERE AMD PHYSECALPRENT M EDLA. BROMDCAS

TIME SPENT WATCHING TELEVISION
(BROADCAST AND STREAMING)

3H 35M

YEAR-OM-YEAR CHANGE
-15.0% (-38 MINS)

TIME SPENT LISTENING
TO BROADCAST RADIO

OH 37M

YEAR-OM-YEAR CHANGE
-24.5% (-12 MINS)

-I'.'l.l-\.- "..l'k.-\.-\.". £ | -.l"‘. SURVEY OF -r i ETUSERS AGED 146
A DCAST A KD CARF] TEEVISOH I"'.“I:'::!‘lE‘IT"
£5 NOT INCLUDE INTERNET RATIO

DAILY TIME SPENT WITH MEDIA

THE AVER AGE AMOUNT OF TIME EACH DAY THAT IMTERMET USERS AGED 14 TO 44 SPEND WITH DIFFERENT KINDS OF MEDIA AND DEVICES

TIME SPENT USING
SOCIAL MEDIA,

3H 24M

YEAR-OM-YEAR CHAMGE
+9.7% (+18 MINS)

TIME SPENT LISTENING
TO PODCASTS

1H O9M

YEAR-OM-YEAR CHAMGE
-10.4% (-8 MINS)

& 5E a.-'ﬁl'_.u".-' CR RLUL DETANLS N'D"l!i HSU WIFTRCH
D EARIN G AN D YEDED-Cm-DIEM, "‘hl-:'-i:.".' F5 FiE

F DEFFEREMT MEDIA
55 M OLUDES

—

SALIDI
A FLAR LA

TIME SPEMNT READIMG PRESS MEDIA
(OMUME AMD PHYSICAL PRINT)

2H O7M

YEAR-ON-YEAR CHANGE
-21.6% (-35 MINS)

TIME SPENT USING
A GAMES COMSOLE

1H 53M

YEAR-ON-YEAR CHAMGE
-4.2% (-5 MINS)

so lul
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OVERVIEW OF INTERNET USE sy

ESSEMNTIAL INDICATORS OF INTERMNET ADOPTIOMN AND USE

SALIDI
ARAHLA

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

3484 979% +1.5% 8HOSM 94.4%

MILLION +505 THOUSAND +4.3% (+20 MINS)

SOLURNCES: KEPHDS ARADNGES AL GhMA BN TELGEN CF: BURDSTAT, G'WWYE OA WOELD FACTR OO TN RS, AR LORCAL GOVERSMENT ALTHOHETES ; USITED MATEOMG. TIWE SPENT AN D MOBEE SHARE DATA we
FROM GVWI Q3 2021] BASED O A BROAD SURVEY OF INTERMET USERS AGED 14 TO 44 SEE GWLODM FOR MORE DETAILS. NOTER “1DY" FIGURES SHOW YEAR-DXYEAR GROWTH FOR CHANGEIN TIME are H t 't -
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INTERNET USERS OVER TIME sy

MUMBER OF INTERMET USERS AND YEAR-OM-YEAR CHANGE

SALIDI
A FLAR LA

J48 M
331 M 43N

JAN
2013

JAN JAN
2019 2020 2021

JAN
2022

2016 2017 2018

KEFIOS ANADYSIS, T GSMA INTELLIGENCE: EURCSTAT. WY CWA WORLD FACTBODN; ONNIC, APII LOTAL GOVERNMENT ALTHORTE WHERE LETTERS ARE SHOWN NEXT 7O RGURES
, K" DENOTES THOUSANDS [E.G. *123 I = 123,000, “M* DENOTES MILIONS £ G. *1.23 W* = 1,230,000] AND "B DENOTES BLUONS [EG- 1123 5" = 1,230,000, 0040 WHERE NO LETTER 15 H t t P
VALUES ARE SHOWN AS 1S ADVISORY: D LE O COVED -19-RELATED DELAYS IN RESEARCH AND REFORTING, FIGURES FOR INTERNET USER GROW TH AFTER 2020 MAY UNDERR ERESENT ACTUAL ﬂl"E | ooLsuite
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INTERNET USER PERSPECTIVES w3

INTERMNET USER MUMBERS PUBLISHED BY DIFFEREMNT SOURCES

SALIDI
ARABIA
INTERMET USERS: INTERMET USERS: INTERMET USERS:
Ty ClA WORLD FACTBOOK INTERNMETWORLDSTATS
34.84 34.83 31.86
MILLION MILLION MILLION
vs. POPULATION vs. POPULATION vs. POPULATION
o o o
97.9% 97.9% 89.5%
S STATED ABCIVE EACH 100N INGHTRS: WHER _| ES PUBLISH INTERNET AD f’_‘;l_.-‘-.:.-*. PERCENTAGE (LE FENETRABGHN, WE COMPARE THELATEST PUBLISHED ADOFRON RATES N EACH
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DAILY TIME SPENT USING THE INTERNET sy

AMOUNT OF TIME THAT INTERMET USERS AGED 14 TO &4 SPEND USING THE INTERMNET EACH DAY

SALIDI
ARAHLA

DAILY TIME SPENT USING THE TIME SPENT USING THE TIME SPENT USING THE INTERNET MOBILE'S SHARE OF TCTAL
INTERNET ACROSS ALL DEVICES INTERMET ON MOBILE PHONES ON COMPUTERS AND TABLETS DAILY INTERNET TIME

SHOSM 4H35M 3H30M 36.7%

we .
SOLRRCE; G\ 103 XF31 | FHGURES REPRESEMT THEFIND NG S OF A BROAD GLOR AL SURVEY OF SNTERNET USERS AGED 14 TO &4. SEE GWLOOM FOR FLILL DETARLS ﬂr'E‘ E Hnnt SUIt.E."‘
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MAIN REASONS FOR USING THE INTERNET

FINDIMNG INFORMATIOM

WATCHING VIDEOS, TV SHOWS, AND MOVIES

FINDING NEW IDEAS AND INSPIRATION 54.71%

FOLLOWING NEWS AND CURRENT EVENTS 54 4%

RESEARCHING HOW TO DO THINGS 53.0%

EDUCATION AND STUDY 498%

FILLING UP SPARE TIME 48.6%

RESEARCHING BRAMNDS 48.3%

BUSINESS RESEARCH 40.4%

0%
N 372
3684
1

SHARING OPINIONS 34.3%

b 1
PRIMARY REASOMNS WHY INTERMET USERS AGED 16 TO &4 USETHE INTERMNET ==
frcpors
STAYING IN TOUCH WITH FRIENDS AND FAMILY 68.3%

63.9%
59.0%

we -
are. = (¥ Hootsuite



MOBILE
PHONE [ANY)

94.4%

YEAR-ON-YEAR CHAMGE
-1.0% (-100 BPS)

PERSO MNAL LAFTOP
OR DESKIQP

50.8%

YEAR-ON-YEAR CHAMGE
-17.8% (-1,100 BPS)

LAPTOP OR
DESKTOP [ANY)

57.1%

YEAR-OM-YEAR CHAMNGE

-18.1% (-1,260 BPS)

WORK LAPTOP
OFR DESKTOP

25.7%

YEAR-OM-YEAR CHAMGE

-30.2% (-1,110 BPS)

SMART
PHOME

92.3%

YEAR-ON-YEAR CHAMGE
-1.5% (-140 BPS)

COMNMNECTED
TELEVISION

29.6%

YEAR-OM-YEAR CHAMGE

-16.1% (-570 BPS)

DEVICES USED TO ACCESS THE INTERNET

PERCENTAGE OF IMTERMET USERS AGED 146 TO &4 WHO USE EACH KIND OF DEVICE TO ACCESS THE INTERNET

FEATURE
PHOME

7.0%

YEAR-ON-YEAR CHANGE
-1.4% (-10 BPS)

aMART HOME
DEVICE

6.8%

YEAR-OM-YEAR CHAMGE

[NEW DATA POINT]

BN
SALDI
ARABIA
TABLET
DEVICE

23.5%

YEAR-OM-YEAR CHAMGE

-30.9% (-1,050 BPS)

GAMES
COMSOLE

14.6%

YEAR-ON-YEAR CHAMGE
-22.8% (-430 BPS)
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INTERNET CONNECTION SPEEDS w3

MEDIAMN DOWMNLOAD SPEEDS (IN MEGABITS PER SECOMND) OF MOBILE AND FIXED INTERMNET COMNMECTIOMNS

SALIDI
ARAHLA

MEDIAN DOWNLOAD SPEED YEAR-ON-YEAR CHANGE MEDIAN DOWNLOAD YEAR-ON-YEAR CHANGE
OF CELLULAR MOBILE IN MEDIAN CELLULAR MOEILE SPEED OF FIXED IN MEDIAN FIXED INTERMNET
INTERNET CONNECTIONS INTERNET CONMNECTION SPEED INTERNET CONNECTIONS CONMECTION SPEED

91.06 +48.5% 80.39 +27.7%

MBPS +29.73 MBPS MBPS +17.42 MBPS

SOURCE ".H'D'IE .-.l B T MED RSN D L«.-"'.'IE--".' I.-' TS PER 5B C‘l- {0 B RS | BN L.-". .-' B 2021 WHHRAIIIT‘I" I VAdLES FOR J' A ET D08 INECTROR SPEEDLS THAT

Bt e, -~ TTT GEE ESTETY i el e L T L wE - ™
WE FEAT %D PREVIOUS REFORTS REFLE J-.E.-w || CYICN SPEEDS, WHES x \I- O ATURE MEDUAN C DNNECTION SPEEDS, WHICH OFER A MO S TARIE RGEAUON DTS are, E Hootsuite
- social

CORESECTION S5 I"-.""l' " LUSERS CAME A5 A RESLIT '.".l Wi ". HCH'CMME 'I HE VALLIES J SHIED l"“_l B J




SHARE OF WEB TRAFFIC BY DEVICE w3

PERCEMNTAGE OF TOTAL WEB PAGES SERVED TO WEB BROWSERS RUNMIMNG OM EACH KIND OF DEVICE

SALIDI
ARAHLA

MOBILE LAPTOP AND TABLET OTHER
PHONES DESKTOP COMPUTERS DEVICES DEVICES

71.87%  26.75% 1.21% 0.18%

YEAR-OMN-YEAR CHANGE YEAR-OMN-YEAR CHANGE YEAR-OMN-YEAR CHAMNGE YEAR-OMN-YEAR CHANGE
+6.3% (+426 BPS) -11.8% (-358 BPS) -36.3% (-69 BPS) +20.0% (+3 BPS)

SOUNCE: STATCOUNTE. MOTES: FIGURE EEFRTSENT THE MIUME B OF WWiEE PAGES SERVED PO BROWSERS RUMNRMIMG OHd EACH TYFEOF DEVECE COMPARED 'WITH THE FOTA LM LM ESR OF WiED PAGE SERVED

we 2
TOERONSERS RUNKMBS O ‘I_.-‘:- =Y DEYECE M MONEMBEER X721 -"__'-"Z-."Hl?.-'-.".-i OHARGE VALLIES REPRESERT =E:.-'-.-' WE CHAMG i_: f_.-‘-.‘l R EASE OF 20% MO A STARTEN G VA RLE OF S0 WADILID BOHLAL 407 ﬂrE‘ E Hnnt;u‘t&*
social

MNOTAVG]L BS" VALLES EEFRESENTRAS S POINTS, AND ENDECATE THE ABSCLLUTE CHAMGE. BGURES MAT MOT SUM TO 10058 DUE FOr ROUNDING




M- LAY
nfa -y

CHROME

56.89%

YEAR-ON-YEAR CHANGE
-4.0% (-234 BPS)

2AMSUMNG INTERMNET

2.70%

YEAR-OM-YEAR CHANGE YEAR-OMN-YEAR CHANGE
-7.8% (-23 BPS) +41.4% (+12 BPS)
SOURCE: STATCOUNTER. NOYES: FIGURS REFIZSENT THE NUMBER OF PAGE VIEWS SERVED 0 EACH BROW/SER AS 4
DEVICE BN NOVEMBER 201, PERCENTAGE CHANGE VALLES REPRESENT FELATIVE VEARL ON YEAR CHANGE
BFS" VALLES REPRESENT E-.-". S POINTS, AND INCECATE THE AB SOLLTE CHANGE. RGURES MAY NOT SUM TO100% |

SAFAR]

34.50%

YEAR-OM-YEAR CHANGE
+11.9% (+368 BPS)

OPERA

0.41%

SHARE OF WEB TRAFFIC BY BROWSER

PERCENTAGE OF TOTAL WEB PAGES SERVED TO EACH BRAND OF WEB BROWSER RUNMING OMN ANY DEVICE

MICROSOFT EDGE

2.40%

YEAR-OM-YEAR CHAMGE
+18.2% (+37 BPS)

UC BROWSER

1.26%

YEAR-OM-YEAR CHAMGE
-27.2% (-47 BPS)

1 FCH WWIER BROWGERS BLIMM NG DR AMY KND
S04 WIOLILD ECHIAL S0%, MOT 70

SALIDI
A FLAR LA

FIREFOX

1.00%

YEAR-ON-YEAR CHANGE
-34.2% (-52 BPS)

OTHER

0.84%

YEAR-ON-YEAR CHAMGE
-42.1% (-61 BPS)

are ml * Hootsuite’



MOST-VISITED WEBSITES: SEMRUSH RANKING sy

RANKING OF THE MOST-VISITED WEBSITES ACCORDING TO SEMRUSH, BASED ON TOTAL MOMNTHLY WEBSITE TRAFFIC IN MOVEMBER 2021

SALIDI
A FLAR LA

WEBSITE TOTAL UNIQUE TIMEPER PAGES WEBSITE TOTAL UNIQUE TIMEPER PAGES
VISITS VISITORS VISIT PER VISIT VISITS VISITORS VISIT PER VISIT

01 GODGLECOM 212M 18.6M 17M 205 573 11 KOOORACOM 18.7M 1.92M 12M 205 196
02 YOUTUBECOM 67 .6M 10.6M &M 185 421 12 ARGAAM.COM 18.5M 3490 110 595 242
03 TWITTERCOM 40.4M B.22M 15M 015 640 13 IMSTAGRAM.COM 13.2M 4590 10M 385 4.87
04 FACEBOOK.COM 352M B.24M 198 0%5 661 14 ALARABIYA MNET 11.4M 2.54M 7M 495 1.61
05 BITLY J2Im 12.3M 10M 245 120 15 BATHAMDBODYWORKS.COM.SA 10.6M 4.33M 13 485 546
04 WIKIPEDIA.ORG 25.4M Z1M 9M 125 212 16 MAWDOO3I.C0OM PA4TM 3.70M oM 285 1.45
07 GOOGLECOM.5A 253M 4.29M 146M 245 557 17 MOEGOVSA S07M 2.03M 14M 055 10.3%
08 RT.COM 21.8M A51M BM 3465 1.65 18 AJELSA S04M 293M 4M 115 1.3¢9
0% SABQORG 207M ABIM 4M 205 2n 19 SPUTMIKNEWS COM B.72M 2.58M 4M 505 1.42
10 HARALCOM.SA 20.2M 3.59M 17M 205 11.36 20 BLOGSPOT.COM B.34M 3.69M fM 145 246

Eﬂ'I.Fﬂ:'E.- WKL SH. FRGURES REFREESEMNT ThAFR O VALUES FOR MOVEMBER 2021, NOW: Ui l-.l WHSHT .'-'-:.'-':.'.: ESEM TS THE l_l"-'.- .'-::' ST CT TDERTTES” ACCESS MG EACH SITE, BUT MAY MOT
EEPEESERNT LN '.-.'f RDIVIEEFLLAS A5 SOUAE PEOPLE MAY J.-E ‘-'..I.' AE DEVECES OF BROAN! .-.ll.ﬁ-“!ﬂlﬂ:"!" 'aE'.-: TES FEATUEED B T |_.-'-'-.'-I- MG MAY COR TAS ADULTCOMTEN T FLEASE LISE Hﬂﬂti“lte

AT WHEN VISTING LN CWN DOMAING. COMPARABILITY: SOUICE METHODOROGY CHANGES. VARIES ARE NOT COMPARABLE WITH FREVIOUS REPCRTS. Eﬂlf‘-lﬂl




TOP WEBSITE TRAFFIC DETAIL (SEMRUSH) sy

SHARE OF WEBSITE TRAFFIC BY DEVICE, AND SHARE OF WEBSITE TRAFFIC REFERRED BY A SELECTION OF SOCIAL MEDIA PLATFORMS IN MOVEMBER 2021

SALIDI
A FLAR LA

S, LUSSOL, TMCHOM TATICIOM TARCRON MATCROW MATCION MATCROM TMCM DA
MOBILES COMPUTERS REFERRALS REFERRALS REFERRALS REFERRALS REFERRALS REFERRALS REFERRALS REFERRALS

01 GOOGLECOM 753% 24 7% 1.16% 0.77% 0.34% 1.68% 0.04% 0.06% 0.14% 20.01%
02 YOUTUBECOM 30.0% F0.0% 0.44% 027% 0.05% 0.18% 20.01% 20.01% 0.02% -
03 TWITERCOM 95.6% 4.4% 0.14% 0.07% 0.07% 0.19% =0.01% 0.01% =001% <0.01%
04 FACEBOOK.COM 9LT% 73% 001% 0ls 0.09% 0.14% 0.01% <0.01% 2DO01% -
05 BITLY A 0.1% 0.10% 025% 0.02% 0.41% =20.01% <0.01% - -
04 WIKIPEDIAORG B21% 179% 0:03% 001% =2001% 0.02% =0.01% 2001% V0% -
07 GOOGLECOM.5A 47 4% 52.6% 0.04% 0.02% 0.02% 0.03% <0.01% <0.01% =0.01% -
08 RT.COM 98.7% 1.8% 0.05% =0D.01% =001% 0.94% =001% <0.01% - -
0% SABQORG 97.5% 25% 0.02% 001% 0.02% 092% <0.01% <0.01% - -
10 HARALCOM.5A A 21% 0.06% 0.01% 0.01% 0.14% <2001% <20.01% =20.01% -
m.- MARLI5H. FRELRES BEPRESENTTRAFRC VMUES FOR B OVEMBER 2021, NOW: TRAFRC ORS00 LM EDLA BEFERR ALS REPEESEMTTHE 5 I.-"-x:'. :-".'.'.-'.".'- EBSITE VISITS THAT CHBGEN ATED FROM &

9 el n e oo LS| HoouI:




MOST-VISITED WEBSITES: SIMILARWEB RANKING sy

RANKING OF THE MOST-VISITED WEBSITES ACCORDING TO SIMILARWEE, BASED ON ANMNUAL WEBSITE TRAFFIC FOR FULL-YEAR 2021

SALIDI
A FLAR LA

TOTAL MOBILE DESKTOP TIME PAGES WEBSITE TOTAL MOBILE DESKTOP TIME PAGES

VISITS SHARE SHARE PER VISIT PER VISIT VISITS SHARE SHARE PER VISIT PER VISIT
01 GOOGLECOM 1.728 ; ; 16M 445 1022 1 WIKIPEDIA ORG 56.6M i i AM 445 305
02 YOUTUBECOM 1.628 28M 215 1533 12 UNKEDIN.COM 55.5M ' ' 10M 525 B.14
03 FACEBOOK.COM 431M A /A 14M 475 10.44 13 DARAZ PK 43.5M NS A N/ A 10M 375 10.54
04 WHATSAPR.COM 256M aM 205 1.47 14 LNVECOM 43.4M ' ' M 435 724
05 INSTAGRAM.COM 101M 15M 255 2678 15 I00MLUS 40.8M - - BM 115 594
06 TWITTERCOM BE.OM 15M 575 18.58 16 MICROSOFTCOM 339M - | &M 445 426
07 GOOGLECOM.P B1.0M BM 495 ra 17 OLCCOM P 33.0M 10M 075 1128
08 MNETFUXCOM F72IM - 10M 0835 505 18 STACKOVERFLOWL.COM 299M N/ N/ BM 415 260
0% FAVERRCOM 637M ' ; A6M 025 2557 19 DISCORD.COM 29.3M ; ; 21M 445 18.48
10 YAHOO.COM 57.0M B 245 536 20 PINTERESTCOM 292M M 435 7

SOUMOE: SUARLARNVER FRGLIEES REPRESENT TRAFRC VOALUES BETWEER JAR UARY ARD DECEMAER 20321 . ADWVISORY: SCHMAE \WIER SITES FEATURED 18 THIS RAREES MAY SO TAR ADUT CORTENT. FLEASE USE -
e CALTHOM WHEN VISTRNG .--|-.-1::a.'-7'.-.'-.-.-w.-J_- tJ : J I ' e are, HnntSUItE'

social



MOST-VISITED WEBSITES: ALEXA RANKING sy

RANKING OF THE MOST-VISITED WEBSITES ACCORDING TO ALEXA IMTERMET, BASED OMN TOTAL MOMNTHLY WEBSITE TRAFFIC

SALIDI
A FLAR LA

#  WEBSITE TIME PER DAY PAGES PER DAY # WEBSITE TIME PER DAY PAGES PER DAY

01 GOOGLECOM 17M 265 18.49 1

ALUEXPRESS.COM O9M 395 799

02 YOUTUBECOM 19M 225 10.53 12 ABSHER.5A 09M 035 17.10
03 GOOGLECOM.SA 05M 595 5.31 13 MNETFUX.COM 04M 465 361
04 MICROSOFT.COM 04M 305 3.35 14 SABQ.ORG 03M 385 238
05 FACEBOOK.COM 1/7M 465 8.56 15 AMAZON.COM 11M 185 1022
06 UVECOM 05M 245 5.56 16  WIKIFEDIAORG 03M 395 305
07 HARAJCOM.SA 10M 505 17.10 17 MICROSOFTONUNECOM 00M 595 121
08 AMAZIOMN.SA 08M 255 .16 18 MADRASAILSA 11M 365 /.58
09  JAMGOV.SA 02M 585 3.49 19 OFFCE.COM 12M 395 11.50
10 TWITTER.COM 12M 345 10.30 20 NOON.COM 08M 005 8.50

ALFR A NTERMET, L SNG A GUEES . AUBISHED By DECEWBEE 2021 MO S A LUERA BN TERMET 15 THE MAME OF AW ASTHN S BNGEGHTS ARM, AN D DATA SHOAH HERE ARE MOTRES TRCTED T0 ACTIVTIES WE'

ALEX A MO FLATFORMS . “TIME FER D™ FIGURES REFRESENT THE AVERAGE DARY AMOLUNT OF TIME THAT GIOHRALVESITORS SFEND O EACH DOMARN, MEASUEED B MINUTES ARMD SECONDSE . “PAGES H t .t :
L BEPRESE KT THE AVELALG E ML BER OF ROGGES THAT GLORM VESIFORS OFER OF THE DORMA BN EACH DAY, BECALISE RGURES FOR * IMWE FER DAY ARD "PAGES PFER DAY RERBCT GLOEAL ACTIVITY urei nn 5“' 'E
Wil AILLBE THE

AL Y = L ke - L *
HE SAME ACRCISS AlL CORIRTRIES. ADYESONET 5 CMAE W EBSTES FEATURED BN THIS RAN KENG MAY OONTA RS ADUIT COMTENT. FLEASE USE CAUTECHN WHEN VISITENG LIREROAYH DO ARG Eﬂclﬂl




GOOGLE

96.60%

YEAR-ON-YEAR CHANGE
-1.6% (-155 BPS)

YAMNDEX

0.21%

BIMNG

2.06%

YEAR-OM-YEAR CHANGE
+60.9% (+78 BPS)

DUCKDUCKGO

0.09%

SEARCH ENGINE MARKET SHARE

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

BAIDL

0.01%

YEAR-OM-YEAR CHAMGE
[FROM 0%] (+1 BP)

ECOSIA

0.01%

YEAR-OM-YEAR CHANGE YEAR-OMN-YEAR CHANGE YEAR-ON-YEAR CHANGE
+50.0% (+7 BPS) +28.6% (+2 BPS) [UNCHANGED]
SOURCE: STATCOUINTES. NOTES: FIGURES REFRESENTTHE NUMBER OF FAGE VIEW REFERRALS OBIGINATNG ENVICE AS A FER CEN TAGE OF TOTAL B
“HE NGINES BV NOVEMS 2021 FERCENT HAN i J_ REPRESENT RELAT «-:'--'-xa NAEAR CHAMGE LE. AN INCEEASE OF 20% ROMA 4G VAL
395" VALLIES RERESENT BASIS PORNTS u PDKCATE THE ABSOLITE CHANGE FIGUIRES MAY NOT SUM TO 100% DUE TO ROUNDIN

"
SALIGI
ARAHLA
YAHOO!
o
0.36%
Y EAR-ON-YEAR CHARMGE
+16.1% (+5 BPS)
OTHER
o
0.66%
YEAR-ON-YEAR CHAMGE
+1,550% (+62 BPS)
IATENS o
Sefebinr ‘ ® Hootsuite'
so lul



TOP GOOGLE SEARCHES sy

QUERIES WITH THE GREATEST VOLUME OF GOOGLE SEARCH ACTIMTY BETWEEN 01 JAMUARY 2021 AND 31 DECEMBER 2021

SALIDI
A FLAR LA

# SEARCH QUERY # SEARCH QUERY INDEX

01  iuwyde 100 11 TRANSLATE 26

02 sgi 72 12 GOOGILE 24
03 g 40 13 » 23
04 dunio 35 14 (e duch 22
05  swydodiaio 34 15 &3allculge 20
06 Jago 34 16 ygealily 20
07  pobe 33 17 gh= 20
08 apdodunio 31 18 =il pldl 20
09 udhl 30 19 sogsuall g gall 20

10 dazy 28 20 YOUTUBE 19

. BASED O SEARCHES CONDUCTED B 2021 AND 31 DECEM FLING ERRCRS O LANGUAGE INCONSISTE 2 ERIEES
r s AR ARE £ AR AT BT T ERARLE BEADERS T IDER T Y POTER TiAl SRl BEET B MO BAE LIS E A S LS e B DO T IR LA B E DO ROT we -
THE “BDEX va TOPGUERY™ COLLMM SHOWS RELATIVE SEARCH VOLUMES FOR EACH QUERY CDMPARED WITH THE SEARCH VOLUME OF THE TOP GUERY are, ootLsuite
WA MIC SAMPING. SORANK ORDER AND INDEX VALLES MAY VARY DEPENDING ON WHEN THETOOL IS ACCESSED, EVEN FOR THE SAME TUAE PEEOD social




ACCESSING ONLINE INFORMATION w3

PERCENTAGE OF IMTERMET USERS AGED 146 TO &4 WHO ENGAGE IN EACH KIND OF ONLME ACTIVITY

SALIDI
ARAHLA
USE VOICE ASSISTANTS (EG. SIR|, VISIT SOCIAL NETWORKS USE IMAGE RECOGHNITION TOOLS USE ONLINE TOOLS TO
GOOGIE ASSISTAINT) TO FIND TO LOOK FOR INFORMATIOMN [EG. GOOGLE LENS, PINTEREST TRANSLATE TEXT INTO DIFFERENT
INFORMATION EACH WEEK ABOUT BRANDS AND PRODUCTS LENS) ON MOBILE EACH MONTH LANGUAGES EACH WEEK

11.3% 58.0% 26.6% 41.7%

we 2
SOURRCE, 5\ (03 2021 | FEEUEES BEFRESERT THEFAMD BIG S OF A BRCAD G0 M SURNVEY OF BNTERM ET USERS AGED 16 TO dd. SEE :Z-'-.'r":«__-"'-.-' FOR AL DETARLS ﬂrE‘ Hnnt SUIt.E."
social




ANY KIND
OFVIDEO

92.2%

EDUCATIONAL
VIDEOC

MUSIC
VIDEO

47.9%

PRODUCT
REVIEW VIDEO

23.8%

COMEDY, MEME,
OR VIRALVIDED

43.4%

SPORTS CLIP OR

HIGHLIGHTS VIDEO

WATCHING ONLINE VIDEO CONTENT

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

TUTORIALOR
HOW-TO VIDEO

31.5%

GAMING
VIDEOC

19.8%

SALIDI
A FLAR LA

VIDED
LIVESTREAM

24.6%

IMFLLIEMCER
VIDEGS AND V0IOGS

22.7%

we

are, Hootsuite’

social



STREAMING TV CONTENT VIA THE INTERNET sy

PERCENTAGE OF IMTERMET USERS AGED 14 TO 64 WHO WATCH TV CONTENT VIA STREAMING SERVICES (E.G. METFLIX) EACH MONTH

SALIDI

A FLAR LA
PERCENTAGE OF INTERNET USERS INTERMET USERS WHO STREAM AVERAGE DAILY TIME INTERNET ~ TIME SPENT WATCHING STREAMING
AGED 16 TO 64 WHO STREAM TV TV CONTENT vs. INTERNET USERS USERS AGED 16 TO 64 SPEND TV AS A PERCENTAGE OF TOTAL

COMTENT OVER THE INTERNET WHO WATCH ANY KIND OF TV WATCHING STREAMING TV TIME SPENT WATCHING TV

96.7% 1H 52M 52.1%

we .
SOURCE: G\W) |G13 2021 | FIGURES REPRESENT THEFINDENG S OF A BROAD GLOSAL SURVEY OF INTERNET USERS AGED 14 TO 44 SEE GWLOOM FOR ALLL DETALS are, HnntSl."tE’
social




LISTENING TO ONLINE AUDIO CONTENT w3

PERCENTAGE OF INTERMET USERS AGED 146 TO &4 WHO LISTEN TO EACH KIND OF AUDIO CONTENT VIA THE INTERMET EACH WEEK

SALIDI
A FLAR LA

LISTEN TO MUSIC LISTEN TO ONLINE RADIO LISTEN TO LISTEN TO
STREAMING SERVICES SHOWS OR STATIONS PODCASTS AUDIO BOOKS

18.4% 12.9%

we .
SOURCE: G\W) |G13 2021 | FIGURES REPRESENT THEFINDENG S OF A BROAD GLOSAL SURVEY OF INTERNET USERS AGED 14 TO 44 SEE GWLOOM FOR ALLL DETALS are, HnntSl."tE’
social




DEVICES USED TO PLAY VIDEO GAMES

PERCENTAGE OF IMTERMET USERS AGED 146 TO 64 WHO PLAY VIDEC GAMES ON EACH KIND OF DEMICE

ANY DEVICE SMARTPHOME LAPTOP OR DESKTOP

91.4% 78.0% 28.2%

TABLET HAMND-HELD GAMING DEVICE MEDIA STREAMING DEVICE

22.9%

BN
SALDI
ARABIA
GAMES CONSOLE
30.1%
VIRTUAL REALITY HEADSET

12.1%

g“r%m Hootsuite’



MNUMBER OF HOMES WITH
SMART HOME DEVICES

947.0
THOUSAND

YEAR-OM-YEAR CHANGE
+12% (+102 THOUSAND)

YALUE OF SMART HOME
SECURITY DEVICE MARKET

$50.49

TOTAL AMMUAL VALUE OF THE
SMART HOME DEVICES MARKET

$361.8
MILLION

YEAR-ON-YEAR CHANGE
+26% (+574 MILLION])

VALUE OF SMART HOME
EMNTERTAINMEMT DEVICE MARKET

$51.85

SMART HOME MARKET OVERVIEW

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

VALUE OF SMART HOME
AFPLIAMCES MARKET

$163.6
MILLION

YEAR-ON-YEAR CHANGE
+26% (+533 MILLION)

VALUE OF SMART HOME
COMFORT & LIGHTING MARKET

$28.39

—

SALIDI
A FLAR LA

VALUE OF SMART HOME COMTROL
& COMMECTVITY DEVICE MARKET

$46.03
MILLION

YEAR-ON-YEAR CHANGE
+35% (+512 MILLION)

YALUE OF SMART HOME
EMERGY MANMAGEMENT MARKET

$21.46

MILLION MILLION MILLION MILLION
YEAR-OM-YEAR CHANGE YEAR-OMN-YEAR CHANGE YEAR-ON-YEAR CHANGE YEAR-OM-YEAR CHANGE
+24% (+59.6 MILLION) +20% (+58.8 MILLION) +26% (+55.9 MILLION) +26% (+54.5 MILLION)
SOURCE: STATISTA TG TAL MARKET CUTLOOK. SEE STATISTA L OM FOR MORE DETALS. NOTES: *5 MART HOME DEVICES” N OUUDE DIGTARY CONNECTED AND CONTROUED HOME DEVICES THAT CAN 82
REMOTELY COMTROUED; S ENSORS, ACTUATORS AND CLOUD SERVICES THAT ENABLE HOME AUTOMATION;, €O NTROL HUES THAT COMMNECT SENSORS AND ACTUATORS TO REMOTE CONTIC LS A ND D EACH .
OTHER, AND S ART HOME RELATED SOTTWARE SALES §NCLUDING SUBSCRIPRON FEES]. DOES NOTINCILIDE SMART -:.:' R 828 OF C2C SALES AGLRES REFRESENT ESTRMATES OF RULLYEAR REVENUES FOR ‘ Hﬂﬂtﬁ“lt‘E
2071 B L5 DOLLARS, AND COMPMRISONS WITH EQUIVALENT VALUES FOR THE PREVIOUS CAENDAR YEAR COMPARABILTY: BASE CHAMNGES Eﬂ' Iﬂl




AVERAGE ANNUAL REVENUE PER SMART HOME

AVERAGE ANMNUAL SPEMD OM SMART HOME DEVICES PER SMART HOME [U.5. DOLLARS

PEMETRATION OF
SMART HOME DEVICES

16.4%

YEAR-OM-YEAR CHANGE
+10% (+110 BPS)

ARPLE SMART HOME
SECURITY DEVICES

$103

ARPU: SPEND OHN ALL
SMART HOME DEVICES

$382

YEAR-OM-YEAR CHAMGE
+12% [+$41.67)

ARPLE SMART HOME
EMTERTAINMEMT DEVICES

$97.28

ARPLE SMART
HOME APPLIAMNCES

$343

YEAR-OM-YEAR CHANGE
+3.7% (+$12.25)

ARPLE SMART HOME
COMFORT & LUGHTING

$54.40

ARPL: SMART HOME CONTROL

& COMMECTIVITY DEVICES

S$117

YEAR-CMN-YEAR CHANGE
+12% (+$12.86)

ARPLE SMART HOME
EMERGY MAMNAGEMEMT

$59.94

SALIDI
A FLAR LA

YEAR-OM-YEAR CHAMGE YEAR-OMN-YEAR CHAMGE YEAR-OMN-YEAR CHANGE YEAR-OM-YEAR CHAMGE
+1.5% (+51.49) +1.5% (+51.44) +4.9% [+52.56) +2.4% [+51.42)
SOUMCE: STATISTA DEGITAL BAARKET OAUTLOOE. SEF .'-'ﬁ.'.-'.ﬂ. ’_:_"“__J'_.-'._-' O WOEE DETARLS NDOTES: *5 MART HOME DEVEC NOUGE DEGTAE .' FMECTED ARD OO F ECLLFD HOWMWAE DEVICE THAT CaAk J.-
REMCTEN COMNTROLLED - S BMS0ORS ACTUATORS ARD COLOUD SEEVECES THAT B ABLE HOM E ALTOMAST - C0 J‘“’ I_I:-., I'»' DO BECT SERGOERS ARD ACTUATORS TOREMDTE '." JTROHS & | 0 EACH H oo
o CTHER: ARMD S84 ART HOME: BELATED SOFNWARE 5ALES iy CIUD MG SUE SCR PO FEES] DOES RNOTEOILIDE SMART R :-_.. O CAC ';.-'-..Ei- ] J oG RBRESE J ESTIRAATES OF FLILLYEAR SPERDT i'{ ‘ ﬂﬂt SUIt'E
SRR T HOME FOR 2021 N UES DOILARS AR D DOMAR RISTMS WITH EGUNALENT VALU LS FOR THE FEDVEOUS TALENDA R YEA R COMPARABILITY: BA 5E O AR GES Eﬂ Iul



USE OF ONLINE FINANCIAL SERVICES w3

PERCENTAGE OF IMTERMET USERS AGED 14 TO 64 WHO OWN OR USE EACH KIND OF DIGITAL FINAMNCIAL SERVICE

SALIDI
ARAHLA

USE A BANKING, INVESTMENT, USE A MOBILE PAYMENT OWN ANY FORM
OR INSURAMNCE WEBSITE OR SERVICE (E.G. APPLE PAY, OF CRYPTOCURRENCY
MOBILE APP EACH MONTH SAMSUNG PAY) EACH MONTH |E.G. BITCOIN, ETHER)

24.3% 3.6%

we .
SOLRRCE; G\ 103 XF31 | FHGURES REPRESEMT THEFIND NG S OF A BROAD GLOR AL SURVEY OF SNTERNET USERS AGED 14 TO &4. SEE GWLOOM FOR FLILL DETARLS ﬂr'E_ E Hnntsu‘te*

social




ONLINE PRIVACY AND SECURITY

feacuiel]
PERSPECTIVES AMND ACTIVITIES OF OMLME ADULTS RELATING TO THEIR OMNLINE DATA PRIVACY AND SECURITY S
ARABIA
EXPRESS CONCERN WORRY ABOUT DECLINE COOKIES USE ATOOLTO BLOCK USE A VIRTUAL PRIVATE
ABOUT WHAT IS REAL HOW COMPANIES ON WEBSITES ADVERTISEMENTS ON NETWORK (VPN) TO
vs. WHAT IS FAKE MIGHT USE THEIR AT LEAST SOME THE INTERIMNET AT LEAST ACCESS THE INTERNET AT
ON THE INTERMNET OMLINE DATA OF THE TIME SOME OF THE TIME LEAST SOME OF THE TIME

My

26.1% 30.0% 279% 299%

SOURCRS: DATA FOR “CONCERNS ABOUT WHAT IS RE AL ia WHIT 15 FAKE O THE INTERNET VIA S .r::; STTUTE FOR THE STUDY OF JOURNALS WS ‘DIGTALNEWS REPORT 2021° FIGURES REFRESENT THE
RNDENGS OF A GEDBAL STUDY OF ONLUNE NEWS CONSUME J'-GE:IH] RCAGCUGS s ARCHE S Ni- S W13 e O LM NEWSS 'fr :.-"-'
SWI Q13 2021) AGURES REPRESENT THEFINDING § OF A BROAL

& MAOERE DE TARS] DATA FOR AL OTHER DATA POSMTS Vi
, BIRCWAD Il SURVEY OF INTE T LS -..-.-‘.G_.D'Idl T il SEE GVWILLCHM FOR FUILL :

________ o R ot - sol:lul * Hootsuite




SOCIAL MEDIA



OVERVIEW OF SOCIAL MEDIA USE sy

HEADLIMES FOR SOCIAL MEDIA ADOPTION AMD USE (MOTE USERS MAY MOT REPRESENT UNIGQUE IMDIVIDUALS) =S
ARABIA
MUMBER OF SOCIAL YEAR-OMYEAR CHAMNGE AVERAGE DAILY TIME SPERMT YEAR-OM-YEAR CHAMNGE IN TIME ~ AVERAGE MUMBER OF SOCIAL
MEDIA USERS I SOCIAL MEDIA USERS USING SOCIAL MEDIA SPENT USING SOCIAL MEDIA PLATFORMS USED EACH MONTH
o o
29.30 +5.4% 3H 24M +9.7%
MILLION +1.5 MILLION +18 MINS
SOCIAL MEDIA USERS SOCIAL MEDIA USERS SOCIAL MEDIA USERS FEMALE SOCIAL MEDIA USERS MALE SOCIAL MEDIA USERS
vi. TOTAL POPULATION vi. POPULATION AGE 13+ vs. TOTAL INTERMNET USERS vs. TOTAL SOCIAL MEDIA USERS vs. TOTAL SOCIAL MED 1A USERS
y 04.79 34.19 36.89 63.2°9
82.3% 104.7 % 4.1% 8% 2%
SOURCES: KEFIOS ANALYSIS; COMPANY ACVERTISING EESOURCES AND ANNOUNG |'- CNNIC, TECHRASA; OCDH, UN ;U5 CENSUS BUREALL DATA FOR TIME SPENT AN D AVERAGE NUMBER OF
RLATFORMS: W1 {53 20 ~|. SEE GWLCOM FOR MORE DETALS. NOTE: FIGLREFOD ' luJ ::-';.: AL FLATF ”s; LISED EACH MONTH® INCLUDES DIATA FOR YOUTUSE. ADVISORE SO0IAL .
WAETH, LISERS A A MOT REPRESE '4"-"|"J'_ l VIDUALS. G URE Ju:.:.-_.«.-la.:;:__. n.l [H . B TERMET LI SERS B4 K :;z::- 11008 DRIE- RO DURL xﬂ- AR _.'-.':'3.'I 5 AYS BN DATA ‘ HnntSl."tE
REPCRTING, AND DEFERENCES BETWEEN CENSUS COUNTS AND RESTENT POPULATION uu._.xm DATA F OR FURTHER DETARLS Eﬂﬂlﬂl



SOCIAL MEDIA USERS OVER TIME sy

NMUMBER OF SOCIAL MEDIA USERS AND YEAR-OMN-YEAR CHANGE S

SALIDI
A FLAR LA

29.3M

278 M

CHAMNGE [N DATA SOURCE

JAN JAN JAHE JAN JAN JAN JAN JAN JAN
2014 2015 2016 2017 2018 2019 2020 2021 2022

250 M 250 M
190 M
11.0 M '
' ' +E oL

SOURCES: KEFICHS ANALYSIS, OOMPANY ADVERTISN G BESCURCES AND EABNING 5 ANNOUN CEMENTS. NOTE: WHERE LETTERS ARE SHOWN NEXT TO FIGUSES ASCVE BARS, K" DENOTE THOUSANDS (EG
123 K= 1230001 “W* DENOTES MIELIONS (E.G. "1 23 M = 1.230,000] AND “B” DENOTES BEUONS £.G.*1 238" = 1,230,000, 0:00]. WHERE MO LETTER 15 PRESENT, VALUES ARE SHOWS AS .hﬂ'ﬂiﬂﬂ'r’- .

o SOMCIAL MEDIA USERS MAY NOT EEPRESENT LINIGLUE BN DIVIDUALS. COMMRABILITS CHAMCES T DATA SOURCES AND SCMFICANT BASE BEVISIONS BN SOURCE DATA MAY MEAN THATFCURES ARENOT ﬂl"E ‘ HDﬂtSI.IItE
COMPAR ABIE BETWEEN CERTAIN YEARS EQCIﬂI



DEMOGRAPHIC PROFILE OF META'S AD AUDIENCE

SHARE OF COMBIMNED, DEDUPLICATED POTEMNTIAL ADVERTISING REACH ACROSS FACEBOOK, INSTAGRAM, AND MESSEMNGER, BY AGE AND GENDER

30.4%

16.6%

13.0%
15%
.
FEMALE  MALE FEMALE  MALE FEMALE  MALE

4%
1.6%

05 1k 06%  09%
[— — T

e N
FEMALE MALE FEMALE MALE FEMALE MALE FEMALE MALE
13=-17 18 - 24 25-34 35 -44 45 - 54 55 -44 &5+
YEARS OLD YEARS OLD YEARS OLD YEARS OLD YEARS OLD YEARS OLD YEARS OLD
SOURCES: KEFIOS AMAIYSIS, META'S ADVERTISING RESOURCES NOTE: META OBLY PERMITS PEORE AGED 13 AND ABCVE TO USE ITS PLATFORMS, 50 W HILE THERE MY BE USERS BELDW THE AGE OF 13, THEY
D0 NOT FEATUREIN THE AVAILABLE DATA_META'S ADVERTS ING RESOURCES ONIY RUBISH GENDER DATA FOR "FEMALE" AND “MALE" COMPMARABILITY: WMPOFTANT BASE DATA BEVISIONS AND SOURCE

EEPCR NG OHANGES. VALLES ARF MOT CORMPAR AR 'WiTH VA RIES FUBLISH ED B O4UR PREWOUS BEPORTS

;:rghl Hootsuite



MAIN REASONS FOR USING SOCIAL MEDIA sy

PRIMARY REASONS WHY IMNTERMET LISERS AGED 16 TO &4 USE SOCIAL MEDIA PLATFORMS

SALIDI
A FLAR LA

KEEPING IN TOUCH WITH FRIENDS AND FAMILY 46.2%

FILLING SPARE TIME 46.1%

FINDING PRODUCTS TO PURCHASE 32.6%

READING NEWS STORIES 31.5%

MAKING NEW CONTACTS 31.0%

SEEING WHAT'S BEING TALKED ABOUT 29.4%

CELEBRITIES AND INFLUENCERS 28.6%

LOOKING FOR THINGS TO DO ORBUY 77.3%

FOLLOWING SPORTS 25.1%

ACTIVITIES FOR WORK 22 8%

2264
T N 207
192%

l91%

FINDING CONTENT FROM BRANDS 179%

we .
5 OF A BROAD GLOB AL SURVEY OF INTERNET UISERS AGED 16 TO 64 SEE GWLOOM FOR FULL DETARLS are, HnntSUItE"
social



MOST-USED SOCIAL MEDIA PLATFORMS w3

PERCENTAGE OF IMTERMET USERS AGED 146 TO &4 WHO USE EACH PLATFORM EACH MONTH

SALIDI
A FLAR LA

WHATSAPP 874%

INSTAGRAM 78.1%

1.9%

SNAPCHAT 68.8%
TIKTOK 63.6%

FACEBOOK 63.4%

TELEGRAM 59.5%

FACEBOOK MESSENGER 43.3%

264%
LT, 24.5%
. 225
2%
IO '40%

6.2%

I 6.0%

SOURCE: G113 2071 | FRGLIRES REPRESE NT THEFINDING 5 OF A BROAD GLOBAL SURVEY OF INTERNET USERS AGED 16 T0 64, SEE GWLCOM FOR FLLL DETALS NOTI YOUTUBE 15 NOTORERED A5 AN
ANSWER OFIION FOR THIS QUESTION BN GWE'S SURVEY m.wmuum A VERSICN OF THIS CHARTTHAT APE ARED N OUR PREVIDUS REPO/RTS WAS BASED O A PREVIOUS QUESTION N GWI'S SURVEY H t t i
AT CILIDED YOUTLEE AS AN ANSWER, CETION. GWY'S CLBRENT SURVEY FEATURES A REVISED VERSON OF THES QUESTION THAT DOES NOT MCEIDE YOUTLIBE AS AN AMSWER CFTION, WHILE OTHER ootlsuite

THANGES TO THE GUESTION S WORDING MAY MEAN THAT THE YALLIES AND RANK ORDER SHOWH HEEE ASE NOTCRECTEY COMPARABLE WITH THOSE SHOWN N A SIMILAR CHARTIN PEEVICLS BEPORTS Eﬂﬂlﬂl




FAVOURITE SOCIAL MEDIA PLATFORMS sy

PERCENTAGE OF IMTERMET USERS AGED 14 TO 64 WHO SAY THAT EACH OPTION |STHEIR "FAVOURITE" SOCIAL MEDIA PLATFORM

SALIDI
A FLAR LA

WHATSAPP 19.9%

SNAPCHAT 174%

14.9%

FACEBOOK 13.9%

TWITTER

TIKTOK

FACEBOOK MESSENGER 51%

TELEGRAM 21%

1.6% PINTEREST

0.8% LINKEDIN

SOURCE S\ §33 2021 | FGURES REFREESE MT THEFRMDENG 5 OF A BRCAD GLO8 AL SURVEY OF INTERS ET U SERS AGED 16 To &4, SEE GWALCDM FOR PLIL DETALS NOTE YOUUTLBE IS RNOT OFFEED AS AN -
e ARSWER DTN FOR THIS GUESTEON BN GWY'S SURVEY Jk JJ J S ) are, HﬂﬂtSllltE‘
social



USE OF SOCIAL MEDIA FOR BRAND RESEARCH sy

PERCENTAGE OF IMTERMET USERS AGED 14 TO 64 WHO USE EACH SOCIAL MEDIA CHANNEL TO FIND INFORMATION ABOUT BRANDS AND PRODUCTS

SALIDI
A FLAR LA

ANY KIND OF 5OCIAL SOCIAL QUESTION & AMSWER FORUMS AND
MEDIA PLATFORM MNETWORKS SITES ([E.G. QUORA) MESSAGE BOARDS

80.1% 58.0% 18.1% 10.0%

MESSAGING AND MICRO-BLOGS VLOGS [BLOGS IM OMNUME PINBOARDS
LVE CHAT SERVICES (E.G. TWITTER) A VIDEO FORMAT) (E.G. PINTEREST)

9.3% 9.3%

SOURCE: CWi1 |33 2021) FGURES REPRESENT THEFINDING 5 OF A BROAD GLOBAL SURVEY OF INTERMET LISERS AGED 16 10 44, SEE GWLCOM FOR FULL DETALS NOTI: VAILIES FOR "ANY KIND OF SO0M
MEDIA PLATRORM® BNCILIDE AT LEAST ONE OF- SOCIAL NETWORKS, GUES | | ) ANSWER SITES £ ;.I.?'-.-'». FORLMS AND MESSAGE BOARDS, MESSAGING AND INECHAT SERVICES, MIRO-BIOGS Hﬂﬂtﬁ“lt‘e
T LKF | SE R PRCRDLICTD A, Lt ot M PR S LY A L o SRR LB

1 DEDED BN A VIDED FOEMAT] ARD OfsUENE PR BOA EDS | EG. PENTEREST] su:lul




TYPES OF SOCIAL MEDIA ACCOUNTS FOLLOWED sy

PERCENTAGE OF IMTERMET USERS AGED 146 TO 64 WHO FOLLOW EACH TYPE OF ACCOUNT ON SOCIAL MEDIA

SALIDI
A FLAR LA

FRIENDS, FAMILY, AND PEOPLE YOU KNOW 51.3%

RESTAURANTS, CHEFS, AND FOODIES 35.7%

EMTERTAINMENT & MEMES 30.2%

INFLUEMCERS AND EXPERTS 30.2%

SPORTS PEOPLE AND TEAMS 254%

BRANDS YOU BUY FROM ME%

ACTORS, COMEDIANS, AND PERFORMERS M.3%

BRANDS YOU'RE RESEARCHING 23.5%

TV SHOWS OR CHANMELS 22 4%

nx
208
02%
2%
18.3%

JOURMALISTS OR NEWS COMPANIES 169%

we 2
SOURCE: G\ {313 2021 | FIGURES REPRESENT THEFINDENG S OF A BROAD GLOBAL SURVEY OF INTERMET LISERS AGED 16 0 4. SBE GWLOOM FOR AL DETALS are, E HnntSUItE*
social




WEB TRAFFIC REFERRALS FROM SOCIAL MEDIA sy

SHARE OF WEB TRAFFIC ARRIVING OM THIRD-PARTY WEBSITES VIA CLICKS OR TAPS OM LINES PUBLISHED IN SOCIAL MEDIA PLATFORMS [ANY DEVICE)

SALIDI
ARAHLA

FACEBOOK TWITTER PMMNTEREST IMSTAGRAM YO UTUBE

63.23% yAR: LY 2.50% 4.05% 6.41%

YEAR-ON-YEAR CHAMGE YEAR-ON-YEAR CHANGE YEAR-ON-YEAR CHAMGE YEAR-ON-YEAR CHANGE YEAR-ON-YEAR CHAMGE
-23.7% (-1,968 BPS) +149% (+1,308 BPS) +88.0% (+117 BPS) +345% (+314 BPS) +17.4% (+95 BPS)

REDDIT TUMBLR LINKEDIM VEOMNTAKTE OTHER

0.18% 0.11% 1.67% [N/A] IN/A]

YEAR-ON-YEAR CHAMGE YEAR-ON-YEAR CHANGE YEAR-ON-YEAR CHAMGE YEAR-ON-YEAR CHANGE YEAR-ON-YEAR CHAMGE
-5.3% (-1 BP) +57.1% (+4 BPS5) +377% (+132 BPS) [N/A] [N/A]

SOLNECE: STATC O BTER. WOTRS: SHARE DOES MOT BNCLUDE TRAFRC MOM MES SENGER FLATFORMIS. DATA ARE OND SAFALLARLE FOR A SELECTHON OF FLATFORMS, AND F "'J'ﬁ.' ] "'".E CTSHARE OF
A AR ARILE PLATFOERMS ORRY. FGURES BEPEESENT THE BLUGER OF WEE PAGE RETERALS DGR ATMG FROM EACH SERVICE AS A FERCENTAGE 3"7'“"-. WD PAGE '-'-'f:t;_-'-._"_- B ATEN G RO THE H t t
o My ARARIFE SHFC TN OF SOCLAL MEDLA FLATRORMS Ob ARY DIEVACE By MOVEMBER 2001 FERCENTAGE CHANGE VALUES REFEESENT RELATIVE YEAR-CH-YEAR I". AN B I =..-'-L DF 2075 RO A ‘ nn 5“' 'E'

¥\
STARTENG YALLE OF 5006 WOL LD BRI 808, WOT A0] “BF5" YALLIES BB B BT BASES POSN S, AMND BYDSCATE THE ABSCHUTE CHARNGE F :1_|-'ii- ‘.-'.-"-: SO SUM T I'."'. CDUE T ROURNDENG Iul




SOCIAL MEDIA PLATFORMS



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 audience figures as
a range instead of as an absolute number. Our analysis suggests that Meta also revised its base
data, resulting in some important corrections fo published audience figures for Facebook and
Messenger. As a result, we are currently 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://datareportal com/notes-on-dafa.



FACEBOOK: ADVERTISING AUDIENCE OVERVIEW s

SALIDI

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

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

11.40 32.0% 40.7% 239% 76.1%

MILLION

ES MAY MOT RERESENT UNIGUE INDIVIDUALS, AND MAY NOT MATCH EQUIVALENT RGLIRES FOR THE TOTAL ACTIVE U/ SER BA SE we .
D *MALE" COMPARABILITY: WETH HAS 5G NFICANTLY REVISED IT5 are, Hnntﬁ“lt&’
5 REPCHT social

SOURCE: META'S ADVERTISENG REFDURLES. ADATRORY: AL DEr OF FRGUEES My
HOTES: [ GURES USE MIDPOET OF PUBISHED BAMGES. META'S ADVERTISIN G RESOURCES ORLY PUBLISH GEND ER DATA FOR *FEMALE" AR D "M,
BASE DATA ARD AFFCATH TO ALDEENCE BEPORTING, 50 FRGURE SHOWYS HERE ARE NOT COMWRARARIF '\WiTH G URES FLEESHED B FREVVOULS REPCRTS




DEVICES USED TO ACCESS FACEBOOK w3

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

SALIDI
ARAHLA

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

99.5% 0.5% 5.5% 94.0%

we 2
SOURRCE, WMETA'S ADVERTISN G RESOURCES, BASED O DATA FLIELSHED BY JUKE 2021 NETE; G LEES BEMRESENT VALLIES FOR AOTIVEFACEROON USERS AGED 18 AMD MBOVE ﬂr'E; E HnntSl.“tE'
social



FACEBOOK ACTIVITY FREQUENCY sy

THE NUMBER OF TIMES A "TYPICAL" USER AGED 18+ PERFORMS EACH ACTIVITY ON FACEBOOK

SALIDI
A FLAR LA

FACEBOOK PAGES POSTS “LIKED" IN THE COMMENTS MADE IN POSTS SHARED IN THE ADS CLICKED OR TAPPED
“LUKED" (LIFETIME) PREVIOUS 30 DAYS THE PREVIOUS 30 DAYS PREVIOUS 30 DAYS IN THE PREVIOUS 30 DAYS

FEMALE MALE FEMALE MALE FEMALE MALE FEMALE MALE FEMALE MALE

SOUROE: META'S ADVERTISING RESOURCES, BASED O DATA PLIGLISHED B JUNE 2321, KOTE: G UEES BEFRESENT MEDLAR VALLIES FOE ACTVE FACEROOE USERS AGED 18 AMD ABCVE ADS" MAY BNCIIDE -
AT B DO PAED OO TEN T PLIBUSHED TO FAVDER OO0, INCIULIDEN G S0 508ED POSTS ure‘ HnntSl."tE'
social




FACEBOOK POST ENGAGEMENT BENCHMARKS w3

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

SALIDI
ARAHLA

AVERAGE FACEBOOCK POST AVERAGE FACEBOOK POST AVERAGE FACEBOOK POST AVERAGE FACEBOOK POST AVERAGE FACEBOOK POST
ENGAGEMENTS vs. PAGE ENGAGEMENTS vs. PAGE ENGAGEMENTS vs. PAGE ENGAGEMENTS vs. PAGE ENGAGEMENTS vs. PAGE
FANS: ALL POST TYPES FANS: PHOTO POSTS FANS: VIDEO POSTS FANS: UNK POSTS FANS: STATUS POSTS

0.02% 0.03% 0.03% 0.005% 0.006%

SOUNCE EDCOMWESE. FRGURES BEFRESER T AVERNGES BETVWEDN O] SEFTEMBER 2021 AMD 30 MOVEMEBER 202 1. NOWE S FERCENTAGES DOMPARE THE COnWEEN BD FOEM OF BEACTICRM S, COMMENTS, ARD

we 2
SHARES \WITH THE TOTAL "'—_"-’.55-’ F PAGE FARS. FRGURES AREAVERNGES HASED O A WIDE VARETY (OF DIFFERENT KMDS OF PAGE, WiITH DRFFEEN T AL DEERCE SITES, B WO RS COLNTRES ARCDLIND THE ﬂrE- Hnnt SUIt'E'*
social

WOELD. VA RLIES MAY BOT FUM TO 100% DUE 10 ROUNDENG




YOUTUBE: ADVERTISING AUDIENCE OVERVIEW w3

THE POTENTIAL AUDIEN CE THAT MARKETERS CAMN REACH WITH ADS ON YOUTURBE

SALIDI
A FLAR LA

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

29.30 82.3% 84.1% +35.4%

MILLION +1.5 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+  vs. TOTALYOUTUBE AD REACH AGE 18+

23.13

MILLION

60.1%

SOUNCCES, G OOEES ADNE '-.:' 'I-Z- 15:'- '.: IS, KEF 'fi-.-‘-‘ .Il}"ﬂm ALIL I _= GILRES '-'..-‘-l MO REPRES BT U BBGHU E BDIVEDLALS, AN D MAY B OT MATCH FEEUNALENT FRGLRES FOR THETOTAL
ACTIVE .! SR EA S Nﬂl’Ei: TAVAR ARLF 11 .." '.-'-. S BGLURES 3-\.: B AL _'_':_'_-'-' : 'E- CHI i JC GAE'S ADNERTRESEN G RESOURCES ORMLY PLIBLISH GEMDER AMND AGE DATA FOR H t t &
o LISERS A |'] D AR '- I ~l FUBISH .J_.\"I.IE-'. I-.-".'.-'-. FOR TEMALE" AMD * ‘.'.-'-.-E' FRGURE H.'m'. T REACH AGE TH+ LISES A DFFERENT ALIDIENCE FORALTO THE Ol ELSED FOR REACH OF ‘ nn 5“' 'E'
Jection. & sol:lul



TOP YOUTUBE SEARCHES sy

GUERIES WITH THE GREATEST VOLUME OF YOUTUBE SEARCH ACTIVITY BETWEEN 01 JANUARY 2021 AND 31 DECEMBER 2021

SALIDI
A FLAR LA

# SEARCH QUERY # SEARCH QUERY INDEX

100 1§ — 34

0l

03 lasleds &1 13 Jlakl 32

1

61 14 pMal 23
61 15 adl 21
06 57 16 eogadlolud 19

44 17 oucd 19

09

o
il
il

08 Ol 43 18 > 18
g% 41 19 Jugl 18
alui

36 20 solalladl, 15

I CTED O VOUTUSE BE 2091 AND 31 DECEME RING BRORS OF NC O SISTENCIES BN
e O A BE-SHOARS] A8 I8 T JABLE FEADERS TO IDEMAFY POTEMTAL CHANGES BJ HOAY FEOFE USE 1A MNCLAGE By DACSTAL BERIVERCIS MAENT we -
L = e [ 0 ) -8 = ol ey LA F = | L b = L = g g N B Ca B Ay P L Al L 3 Sl LY L= L | ™
BUIT THE “BNDEX va. TOP GUERY" COLLIMAN SHOWS RELATIVE S EARCH VOUU MES FOR EACH GHUIERY COMBARED WITH THE SEARCH YOLUME OF THE are, Hﬂﬂti“lt&
A 50 BANK CRDER AND IND EX VALUES MAY VARY DEFENDENG ON WHEN THE TOOLUIS ACCESSED, EVEN FOR THE SAME TIME FEROD social




INSTAGRAM: ADVERTISING AUDIENCE OVERVIEW sy

THE POTENTIAL AUDIEN CE THAT MARKETERS CAM REACH WITH ADS OM INSTAGRAM

SALIDI
A FLAR LA

TOTAL POTENTIAL REACH INSTAGRAM AD REACH QUARTER-OMN-QUARTER CHAMNGE YEAR-ON-YEAR CHANGE
OF ADS ON INSTAGRAM vs. TOTAL POPULATIOMN IM INSTAGRAM AD EEACH IM IMNSTAGRAM AD REACH

15.45 43.4% -2.8% +3.0%

MILLION -450 THOUSAND +450 THOUSAND

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

44.3% 55.2% 41.6% 58.4%

s META'S ADVERTISING RES OURCES, KEFIOS Ab SURES MAY NOTREFRESENT UNIGUE INDMDUALS, AND MAY NOT MATCH EGUIVALENT RGURES FOR THE TOTAL

ACTIVE USER BASE RGLURES FOR BEACH va POPU 4 D “Hw |-.-.-|:' USERS MAY EXCEED 100% DUE TO DUPICATEAND FAKEAC COUNTS, DIELAYS 1N DIATA BEPCRTING, AND DIFERENCES H t t

SETWEEN CENSUS COUNTS AND RESIENT POPULATONS. NOTES: FOURES USE MIDTOINT OF FUBLISHED FANGES. REACH DATAAJE ONY AVARABLEFOR ‘TEMALE® AND *MALE" U585 COMPARABLITS ootsuite’
ETA SIGNIRCANTIY REVISED IT5 BASE DATA AND APPRCWCH T ALD -.-u-::-'-:'-':--" NG N G4 2021, 50 FIGURES SHOWN HERE MAY NOT BE COMPAR ASLEVY ITH RGURES FUBLISHED IN PREVIOUS REFORTS Eﬂﬂlﬂl




POTEMNTIAL REACH OF ADS
OMTIKTOK [AGE 18+ ONLY)

22.37

MILLION

TIKTOK AD REACH AGE 18+
vs. TOTAL INTERMNET USERS

TIKTOK AD REACH AGE 18+
vs. TOTAL POPULATION

62.9%

TIKTOK AD REACH AGE 18+
vs. POPULATION AGE 18+

TIKTOK: ADVERTISING AUDIENCE OVERVIEW

THE POTENTIAL AUDIENCE AGED 18+ THAT MARKETERS CAMN REACH WITH ADS OMN TIKTOK

QUARTER-OMN-GQUARTER
CHAMGE IM TIKTOK AD REACH

+12.9%

+2.5 MILLION

FEMALE TIKTOK AD REACH
vs. TOTALTIKTOK AD REACH

39.1%

SALIDI
A FLAR LA

YEAR-ON-YEAR CHANGE
IN TIKTOK AD REACH

' F A
IN/A]
e '

INEW DATA POINT]

MALE TIKTOK AD REACH
vs. TOTALTIKTOK AD REACH

60.9%

Eﬂ%m Hootsuite’



MESSENGER: ADVERTISING AUDIENCE OVERVIEW sy

THE POTENTIAL AUDIEN CE THAT MARKETERS CAM REACH WITH ADS OM FACEBOOK MESSENGER

SALIDI
A FLAR LA

POTENTIAL AUDIENCE MESSENGER'S POTENTIAL MESSENGER'S POTENTIAL PERCENTAGE OF PERCENTAGE OF
THAT META REPORTS ADVERTISING REACH ADVERTISING REACH TS AD AUDIENCE ITS 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

7.70 21.6% 27.5% 24.3% 75.7%

MILLION

SOLNECE WETA'S ADVERTISING RESOURCES. ADNERCEY: AL DEEN OF FRGURES MAY NOT R IER £ BT LN EGEIE SNDMDUALS, ARD MAY BOT MATCH BELINVALENT BG LIRES FOR THE TOTAL ACTTVE LSER BASE we
SOME MESSERGER A D FORMATS ARE CLIERENTH LN AVARARIE B ALISTRALLS CARS DA, FANCE AND THE UNMITED STATES, ARMD THES MY HAVE A SECMEBLANT IMPACT O POTEN TLAL AD VERTISIN G REACH H t .t g
G LIRES BN THOSE ODUN TREES. MOTER RGURES USE MIDPOHNT OF PLIBLISHED RANGES_ M ETA'S ADNERTISENG BESOURCES OIY PUSESH GERDER DATA FOR A" ARD “BAMLE" COMPARABILITY: META usurgiul nn SUI E

: “FEM
HAS SHGM IRC AN TDY BEVESED ITS BASE DATA A D AFTRONCH TO AL DEERCE REPORTING, 50 G UEES SHOWH HERE ART NOT COMPAR ABLE '/ITH FEGUEES FUBBSHED BN PEEVECHUS REPDETS



LINKEDIN: ADVERTISING AUDIENCE OVERVIEW sy

THE POTENTIAL AUDIEN CE THAT MARKETERS CAM REACH WITH ADS OM LINKEDIN

SALIDI
A FLAR LA

TOTAL POTENTIAL REACH LINKEDIMN AD REACH QUARTER-OMN-QUARTER CHAMNGE YEAR-ON-YEAR CHANGE
OF ADS OMN UMEKEDIMN vs. JOTAL POPULATIOMN IM LINKEDIN AD REACH IM LIMKEDRIN AD EEACH

6.10 17.1% +5.2% +22.0%

MILLION +300 THOUSAND +1.1 MILLION
LINKEDIN AD REACH LINKEDIN AD REACH FEMALE LINKEDIN AD REACH MALE UNKEDIN AD REACH
vs. TOTAL INTERNET USERS vs. POPULATION AGED 18+ vs. TOTAL LINKEDIN AD REACH vs. TOTAL LINKEDIN AD REACH

77.8%

ilinar eEonit ccane, DO >
2 are, Hootsuite*
NTH CTHER FLATFORMS social



SNAPCHAT: ADVERTISING AUDIENCE OVERVIEW sy

THE POTENTIAL AUDIENCE THAT MARKETERS CAN REACH WITH ADS ON SNAPCHAT S
ARABIA
TOTAL POTENTIAL REACH SNAPCHAT AD REACH QUARTER-ON-QUARTER CHANGE YEAR-ON-YEAR CHANGE
OF ADS ON SNAPCHAT vs. TOTAL POPULATION IN SNAPCHAT AD REACH IN SNAPCHAT AD REACH
o o 3 o
20.20 56.8% +2.5% +3.1%
MILLION +500 THOUSAND +600 THOUSAND
SMNAPCHAT AD REACH SNAPCHAT AD REACH FEMALE SNAPCHAT AD REACH MALE SNAPCHAT AD REACH
vs. TOTAL INTERNET USERS vs. POPULATION AGED 13+ vs. TOTAL SNAPCHAT AD REACH vs. TOTAL SNAPCHAT AD REACH
o 6&
72.2% 49.6%
| JRCES, KEF '.'--.- Aol mm ALIDEEN 'E F ;-.'iE:'- WAAY HOT BEFRES ENT UNIGUE BMCEVEDL ALS, A D bAAY BT *.*.-*-'Z-lf.'.‘ I-ﬁ- -"I" £ "=--".': THE TCHAL
i & I e I | I LISFES MY EXCEED 10:0% DUIE TO DUMCATE ARD FANE/ ’.-.'i:_"l':'-, .'-E_ LH I '-. i E' ICES
1 T 1S H'D'I'El g :.E M .--.-.-.-'-. _-'-..-.E AR ALL DOC ATROHNS  FRGURES iu*.i--'_'.--.':'I.-'-L'I.'.-:ﬂ_-*.'.--i 4 J I1' \l.J I J I R AR ES ‘ Hﬂﬂt SUIt'E
b 4 "hAME k5 '.- .I' GER IDER AL DEERCE YALUES MAY MOT SLIM TO THE TOTAL AUDSENCE RG .Ii_ ) S DR P J’-‘-. 3 RN 4 Je'. T T Eﬂl."- Iﬂl




TWITTER: ADVERTISING AUDIENCE OVERVIEW sy

THE POTENTIAL AUDIEN CE THAT MARKETERS CAMN REACH WITH ADS OM TWITTER

SALIDI
A FLAR LA

POTENTIAL AUDIENCE TWITTER'S POTENTIAL TWITTER'S POTENTIAL TWITTER'S POTENTIAL QUARTER-OMN-
THAT TWITTER REPORTS ADVERTISING REACH ADVERTISING REACH ADVERTISING REACH QUARTER CHANGE IN
CAN BE REACHED WITH A5 A PERCENTAGE OF A5 A PERCENTAGE OF A5 A PERCENTAGE OF TWITTER'S POTENTIAL

ADS ON TWITTER TOTAL POPULATION POPULATION AGED 13+ TOTAL INTERNET USERS ADVERTISING REACH

1410 39.6% 50.4% 40.5% -0.7%

MILLION -100 THOUSAND

SOLNECRS, TVWITTER 5 ADVERTISING RESOURCES; EEFOS Al ALCSS ADNIRORM ALIDEE RCE FRGURES MAAY BOT BEFEESENT LN BGHUE INDIVIDLALS, AMD M AT MOT MATOH SEUNAENT R LEES FORE THE TOTAL we
ACTIVE LU SER BASE RGLURES FOR BEACH wa POFLELATICON AMD BEACH wx BWTERMET UISEES MAY EXCERD 10:07% DUE TO DU PUCATE AND FAKEAC COUM TS, DELAYS B DATA REPORTENG, A MD DIFERENCES H t .t g
BETVWEEN OFW SUS OCFUNTS A D RESEDENT POPULATRCHNS . FRGUERES PLUSLISHED BN TVWATTER'S ADVERTISING RESCURCES ARE SURIECT IO SGRFRCANT FLLICTUATECR, EVES WITHIN SHORT F F TIMAE usnrgiul nn SUI E

HGTES: fGURES UISE MIDPOEN T OF PUBLESHED RANMGES. DUETO ARCHWMEES BN SOURCE DATA, WE ARE CLUESTRILY UMNARLE FO OFFER DATA. FOHE TwWTTER USE BY GENDER. DOEWNIPAR ARBILITY: BASE OHARN GES
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MOBILE CONNECTIVITY sy

USE OF MOBILE PHOMNES AMD DEVICES THAT CONMNECT TO CELLULAR NETWORKS S
ARABIA
NUMBER OF CELLULAR NUMBER OF CELLULAR MOBILE YEAR-ON-YEAR CHANGE SHARE OF CELLULAR MOBILE
MOBILE CONNECTIONS CONNECTIONS COMPARED IN THE NUMBER OF CELLULAR COMNMNECTIONS THAT ARE
[EXCLUDING IOT) WITH TOTAL POPULATION MOBILE CONNECTIONS BROADBAND (3G, 4G, 5G)

41.03 115.3% +3.3% 94.8%

MILLION +1.3 MILLION
SOURCE GEAA 'Ei.. SEMCE HCI'EI LR 11 "‘.'H. DO MECTROMS 4 .|I EVICES O 1 '-\. BH AR MOBERE FHOMES .l' :b-,_ LD CELILILAR I l T '\-"l FURES MY 5= I ".F i .?'C"'.'
G URES FOR POFL O DILIE T MALITELE OO .*I“JEC S At |_l C': '-I S BC DEVICES E'L | CMH.IAHHT‘!".-. SECHA I" "EQ:’-T

::E"“C:*'-.‘.'."-""_-".-_-J?.f:'-‘.'i-_l_-"& DN ECT .'.i-'al"‘.' IRE I.-". HCHIE .J..-".:“ O OO ‘_“l SUR S SHCAWN HER "NCIT NOLUDE CERULAE IOT COMMECROMS

O we -
NS OF THIS CHART PURES HED BN SOME OF OLR PREVIOUS are, Hnntsl'"t.e'
. social




CELLULAR MOBILE CONNECTIONS OVER TIME

MUMBER OF CELLULAR MOBILE CONMNECTIONS AND YEAR- ON-YEAR CHAMNGE

479 M

411 M 40.2 M 400 M 397 M

- .l";:]

Q4 2017 Q4 2018 Q4 2019 Q4 2020

Q4 2016

SOUNCE: ik A BITELLGE +h MHOTE WHERELETTE % ARE SHOWYS MEXTT _| 5 MBOVE ". DEMOTE h.-.l.u".‘kl 'IEZI"- I';':l.':'.'-"l_".-'.'il"'wl-‘:-".-".-' LM SEG. 123" = 1,230
AR H :Iiﬂ“_' HEERCHS {EG *1:23 B® I ....... I '-. HERE MO LETTER 1S PREESBNT, VARIES 5 ARE h_-"«' L '-. 'EﬂIH.IAI-I!.I'I"l"- Ak DS, I ILLRAR ERES. RAMY W O CORRELATE VWiTH '-.'.-'-..-.Iiu
LIS HED B LR _'UJ KEMOHETS

salDI
ARAHLA

41.0M

Q4 2021

?;rg o 7 Hootsuite:



AFFORDABILITY OF MOBILE INTERNET ACCESS s

THE COST OF BUYING A SMARTPHOMNE HAMDSET AND 1GB OF CELLULAR MOBILE DATA, AND COMPARISONS WITH AVERAGE MONTHLY INCOME

SALIDI
A FLAR LA

PRICE OF THE PRICE OF THE CHEAPEST : AVERAGE PRICE OF AVERAGE PRICE OF 1GB
CHEAPEST SMARTPHOMNE SMARTPHOME HANDSET : 1GB OF CELLULAR OF CELLULAR MOBILE DATA
HAMNDSET (IN USD) vs. AVERAGE INCOME MOBILE DATA (IN USD) vs. AVERAGE INCOME

$160.34 9.4%  $1.47 0.08%

SOURCES: HANDSET RRICES: AL CE FOR AFFCRDABIE BN TERMET, ACCESS THE FULL DATASET AT A4ALORG. MOBI IE DATA RRICES: CABLE DO, WORLD BANE

v WADMTHLY BN COMAE AS PUBLISHED BY A4M, AND M A USE A DIFERENT VALUE FOR AVER ACE MOMNTHEY BN COME COMPNEED WITH THE DATA USED TO CALC
WACHWTHLY BNC OBAE AT A RESLUIT, VARLIES MAY BOT CORRELATE ACROES DATA FOINTS

COMPAR ABRILITY: i B E RO FLAMD STT Ml CES

HUE -
ULATE THE PRCECF 168 (OF MOSIE DATA vs are, %
are. . | Hootsuite




SHARE OF MOBILE WEB TRAFFIC BY MOBILE OS s

PERCENTAGE OF WEB PAGE REQUESTS ORIGINATING FROM MOBILE HANDSETS RUNMNING EACH MOBILE OPERATING SYSTEM

SALIDI
A FLAR LA

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 IOS DEVICES SAMSUNG OS DEVICES FROM KAI OS DEVICES FROM OTHER OS5 DEVICES

53.19% 46.69% 0.11% 0% 0.01%

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

-6.6% (-376 BPS) +8.8% (+377 BPS) +22.2% (+2 BPS) [UNCHANGED] -75.0% (-3 BPS)

SOLNECE: STATFC O HTER. NOTRS: FIGURE REFRESENTTHE M LUME BR OF WWER PAGES SERVED TO BEOVYSERS O MOERLE PFHOMES EUNSIWG EACH OFERATING SYSTEM COMWRARED WITH THE FOTAL NUMEER we

OF WiER PAGES SERVED TO MOBEE BROWSERS BY MNOVEMBER 2031 . RGURES FOR SAMS U G 05 BEER OMIDY 10 THOSE DEVECES BUNN NG OPERATING SYSTEMS DEVERDPED BY SAMSUNG (£G. BADA ARD are H t .t i

TEEN] AR D DO RMOT B OUUDE SAMS LMG DEVICE EUNMING AR DROID. FERCBENTAGE OHAMGE ViU ES BEFEESEN T RELATIVE CHAMGE JLE. AN BN CREASE OF 2075 FROM A STARTEN G VK ILIE OF 509 \WOULD Eﬂ:iul nn SUI E
- -

EGRIAL 80%, MNOTF0R] "BP5" YARIES BEFEESENT B ASS POSNTS, Al D BND ECATE THE ABSCHLTE OHARGE FRGURES MAAY BOTSLIM T TG DUE TO ROUNDING



MOBILE APP MARKET OVERVIEW sy

HEADLIMNES FOR MOBILE APP DOWNLOADS AND COMNSUMER SPEND (IMN U5, DOLLARS) BETWEEN JAMUARY AMND DECEMBER 2021

SALIDI
ARAHLA

TOTAL NUMBER YEAR-ON-YEAR CHANGE ANNUAL CONSUMER YEAR-ON-YEAR CHANGE IN
OF MOBILE APP IN THE TOTAL NUMBER OF SPEND ON MOBILE APPS COMSUMER SPEND OMN MOBILE
DOWRNLOADS MOBILE APP DOWNLOADS AND IN-APP PURCHASES (USD) APPS AND IN-APP PURCHASES

1.83 -3% $1.27 +32%

BILLION BILLION

SOURCES: AFF ANNEE “STATE OF MOBILE 2022° REPCET. SEE STATEDFMOBIE022.COM FOR MOFE DETALS. NOWS RGURES REPRES ENT COMEINED CONSUMER ACTIVITY ACROSS THE GO-OWGLE PLAY STORE we
APPLE }0/5 APP STORE, AND THIRD. BARTY AND RCED APP 5 TORES BE TW EEN JA NUARY AND DECEABER 2001, * CONSUMER SPEND” ONLY N CLUDES SPEND ON APPS AND INAPP PURCHASES VA APP 5 TORES, AND

DOHES MOT BN CUUDE BEVERUES MO EODMMERCE TR ARG ACTEORN S OHE MOERE ADVERTISN G COMTLIMEER SFEND BGELEES AKE IN LS DO ARS sﬂ: Iul

Hootsuite




ECOMMERCE



ACCOUMTWITH A
FIMAMCIAL INSTTUTIOMN

TAWA

38.2% 80.5%

MADE OR RECEIVED DIGITAL
PAYMEMTS IM THE PAST YEAR

61.2%

42.0% 73.7%

CREDIT CARD
OWHMERSHIF

16.3%

8.4% 21.4%

MADE A PURCHASE ON THE
IMTERMET IM THE PAST YEAR

24.9%

21.2% 27.4%

FINANCIAL INCLUSION FACTORS

PERCENTAGE OF THE POPULATION AGED 15+ THAT OWMS OR USES EACH PRODUCT OR SERVICE

DEBIT CARD
OWHMERSHIF

66.8%

22.9% 73.9%

USED OMLIME BAMKING
I THE PAST YEAR

25.7%

15.3% 32.4%

MOBILE MONEY ACCOUMNT
(E.G. MPESA, GCASH)

USED THE IMTERMET TO
PAY BILLS IM THE PAST YEAR

30.6%

17.3% 39.2%

SALIDI
A FLAR LA

SCRLNECE: '/ ORLD BAN K. MOTES S04 E RGURES HANVE B OT BEEN UFDATED BN T I. ".'-' TEAR, 50 MAY BE LES S REFRESSN TATHYE O CLEREN THEHANVFOURS. PERCENTAGES -"-:-E CHF D J.'E- AGED 15 A0 MBONYE
NOTOF FOTAL POPLLATCN . MOBIE MOMEY AOCOUNTS ORI BIEER TO SERMVCES THAT 5TOEE FLIRMDE W AR EECTRON ICAWALLET BRICED DR BCTT TOM FHOME MUMBES. SUCH AS MBES A, GCASH, ARD

H tsuite’
W LISE ‘OVERTHETOP MOBIIE PAYMENT SERVICES SUCH AS APRE PAY, GOOGLE BRY, OR SAMSLING TAY Eﬂﬂlﬂl ‘ ootsuite




WEEKLY ONLINE SHOPPING ACTIVITIES sy

PERCENTAGE OF INTERMET USERS AGED 146 TO 64 WHO ENGAGE IN SELECTED ECOMMERCE ACTIVITIES EACH WEEK

SALIDI

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

49.1% 24.6% 89% 193% 15.2%

we .
SOURCE: G\W) |G13 2021 | FIGURES REPRESENT THEFINDENG S OF A BROAD GLOSAL SURVEY OF INTERNET USERS AGED 14 TO 44 SEE GWLOOM FOR ALLL DETALS are, HnntSl."tE’
social




ONLINE PURCHASE DRIVERS sy

PERCENTAGE OF IMTERMET USERS AGED 14 TO &4 WHO SAY EACH FACTOR WOULD ENCOURAGE THEM TO COMPLETE AN OMNLIME PURCHASE

SALIDI
A FLAR LA

52.7%

CASH ON DELIVERY OPTION 39.1%

COUPONS AND DISCOUNTS 71%

MEXT-DAY DELIVERY 35.6%

LOYALTY POINTS 78 6%

EASY RETURNS 28.0%

“LIKES" AND COMMENTS ON SOCIAL 257%

CUSTOMER REVIEWS 22.7%

INTEREST-FREE INSTALMENT OPTION 22 0%

218%
205%
9%
ocwsvecomen

“GUEST" CHECK-OUT 15.2%

Li VE-CHAT BOX 14.6%

we

| FOR AL DETAILS are, Hﬂﬂtﬁ“it‘E’

social
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OVERVIEW OF CONSUMER GOODS ECOMMERCE

BN
HEADLIMNES FOR THE ADOCPTION AND USE OF CONSUMER GOCDS ECOMMERCE (B2C ONLY) S
ARABIA
NUMBER OF PEQPLE TOTALANMNUAL SPEND AVERAGE AMMNUAL REVENUE SHARE OF CONSUMER GOODS
PURCHASING COMSUMER OMN OMLINE CONSUMER PER CONSUMER GOODS ECOMMERCE SPEND ATTRIBUTABLE TO
GOODS VIA THE INTERMNET GOODS PURCHASES (USD) ECOMMERCE USER (USD)

FURCHASES MADE VIA MOBILE PHOMNES

yAR:X $10.19 $475 42.3%

MILLION BILLION

YEAR-OMN-YEAR CHANGE

YEAR-ON-YEAR CHANGE
+9.2% (+1.8 MILLION)

YEAR-OMN-YEAR CHANGE
+17% (+$1.5 BILLION)

YEAR-OMN-YEAR CHANGE
+7.1% (+5$31.61)

+3.4% (+141 BPS)

SOLNECE STATISTA DRGITAL MAABRET OAMLO0. 5

EF STATESTAC Ol FOHE WAOEE DETA LS NOTES: "C0 4.-_|"-' Bl '“ NG E BEC _--'.'-'4 Ca, FACSHECR, FUBRITLEE, TOYS, HOREY, DY, BEALITY, COM SLMER
HEAMHCARE, PERSC ‘l-'-.--l.-‘.:fE, HOUSEH CUD CARE, FOROD, '.-"-.-.."‘-."'" D PH SR AR ‘-'.E.'.- A RGLIRES RE -'Q" 2 F =] ".-' ATES FOR FLALYEAR 2021, AMD OO PARES O 5 WITH BRUNVAERT VALUES FOR THE
R EVICHL S CAIEW DR YIEAR FINA J"" Wikl J.-".'-._ LS. E |_.- "." CEN TGE CHAR "."'_l.-".'-' RELA -.E__ AR INCREASEOT 2070 O A STARTENG VALLIE OF 5006 W
BFS" VALLIES :':'“':"J'.-.-..-.- (HIRTS, ARD | ISNDICATE ABS0H I"-‘J" mmum“"w CATES

N * Hootsuite’
SR DEINTRON CHAMGES. RGLUEES ARE NOT COMPARABE WITH FEEVICL S BEPOETS Eﬂ Iul



ELECTROMNICS

$3.73
BILLION

YEAR-OM-YEAR CHAMGE
+11% (+5361 MILLION)

PERSOMAL & HOUSEHOLD CARE

$2.01
BILLION

YEAR-OM-YEAR CHANGE
+10% (+5185 MILLION)

SOURRCE: S1AT ". LE P .-"'. ET ML ""'"_"'. :il.ll‘n.'cl"ul' O '-.

-..--."-ll. S FCR THE _I".J"

FASHIOM

$3.17
BILLION

YEAR-OM-YEAR CHAMGE
+26% [+5651 MILLION)

FOOD

$313.2
MILLION

YEAR-OM-YEAR CHAMNGE
+46% (+$99 MILLION)

". HD"IE‘E AR K

T 5 | | EHIC) '._._5'-_."?1._'.:;-._._ | J
MCEIDN '.-'-. YD '-.""" EEA ARG 'I'."I:}MF!.MI-IJT'E.-.'-. ".I '_“"““".-’ IO OHAMG

‘4 _|-' I '-. HE "-.
5 R "-IG'TCCI'MP.‘!‘.W.E TH PREVE

ECOMMERCE: CONSUMER GOODS CATEGORIES

AMNMNUAL SPEND IN EACH CONSUMER GOODS ECOMMERCE CATEGORY (U.S. DOLLARS, B2C ONLY)

FURMITURE

$277.6
MILLION

YEAR-OM-YEAR CHAMGE
+23% [+$52 MILLION)

BEVERAGES

$50.55
MILLION

YEAR-ON-YEAR CHANGE
+24% (+59.9 MILLION])

I.'f'.- O "-"EI M US_ DOLLAKS, AND COCHAPARESORS W
PHYZEC AL BAFDUA" CATEG ORY DOES MNOT

THE
(i 5 REPCHTS

SALIDI
A FLAR LA

TOY35, HOBBY, DIY

$493.2
MILLION

YEAR-OM-YEAR CHAMGE
+25% [+$99 MILLION)

PHYSICAL MEDIA

$145.1
MILLION

YEAR-OYM-YEAR CHAMNGE
+17% (+$21 MILLION)

wrr‘?’rariml Hootsuite’



TOP GOOGLE SHOPPING QUERIES sy

GUERIES WITH THE GREATEST VOLUME OF GOOGLE SHOPPING SEARCH ACTIVITY BETWEEN 01 JAMUARY 2021 AND 31 DECEMBER 2021

SALIDI
A FLAR LA

01 = 100 N gajlel 23
02 Lsd 56 12 AMAZON 22
03 SAMSUNG 56 13 HUAWE 21
04 o 56 14 NOON 21
05 sl 43 15 IPHONE 11 19
06 oflw 43 16 12 oot 17
07  uolisd a3 17 yuyodiSe 16
08 |lpwsl 29 18 11 wolil ]
09 gl 25 19 wosig 12
10 bl 23 20 IPHONE 12 12

ANy RIS EERCRS CRLANGUAGE B COMSBRNUS?. ey -
Wi L : 3G UNGTE B DEGITA L BWVIROMMENTS
JUERY COMPARED WITH THE SEARCHVOLUMEOF THE are, HnntSUItE'
5 ACCESSED, EVEN FOR THE SAME TIME FEROD social



FLIGHTS

$1.36
BILLION

YEAR-OM-YEAR CHAMGE
-9.7% (-$146 MILLION)

HOTELS

$1.13
BILLION

YEAR-OM-YEAR CHANGE
+39% (+5316 MILLION])

SOURCE STATEGA D
LIS DCHLARS ".“4

FERK IS, TAKE, K

5T b
LA PARE
SH AR

SO VWATH ELAUINVALE

':__'_I' .-_.-"..l.l".r'.l

r'-.'-.J

MG, FDE-HA R 4.- O CHALIFFELIR 5

CAR REMNTALS

$219.9
MILLION

YEAR-OM-YEAR CHAMGE
-7.9% (-519 MILLION)

PACKAGE HOLIDAYS

$345.8

MILLION
YEAR-OMN-YEAR CHANGE
+62% (+5133 MILLION)
V¥ HLARKEY ENTROCK. ST SARSEA COM DR MORE DETARS HOWA ¢
'-n:-': OIS CALENDAR YEAR. VALLIES DO NOT INCLUDE REVENUES
FVHCES. COMPARABILITY: BASE AND CATEGCRY DEFINITION CHANGES

GURES REPRESENT ESTUMATES OF FULLYEA
ASS OCIATED WITH PUBLIC TR
RGURES

ONLINE TRAVEL AND TOURISM

AMNMNUAL SPEND OMN ONLUME TRAVEL AMD TOURISM SERVICES (U.5. DOLLARS)

TRAIMS

$40.49
MILLION

YEAR-OM-YEAR CHAMGE
+46% (+513 MILLION)

VACATION REMTALS

$270.1
MILLION

YEAR-OM-YEAR CHAMNGE
+14% (+533 MILLION)

ARISE ,_.'.'
ARE WOT CORAFARSRIE WITH PR

FVIC

SR
15 BF

-

-%i\-'_".'f' IUESF .'-
IO -0 .-"-'

:-I.EI
Al

——

SR L

3|
s HTS,

SALIDI
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LOMNG-DISTAMCE BUSES

$95.35
MILLION

YEAR-OM-YEAR CHAMGE
+33% (+524 MILLION)

CRUISES

$2.57
MILLION

YEAR-OYM-YEAR CHAMNGE
+93% (+51.2 MILLION)

are ml * Hootsuite’



DIGITAL MEDIA SPEND sy

AMNMNUAL SPEND ON DIGITAL MEDIA DOWMNLOADS AND SUBSCRIPTIONS

SALIDI
A FLAR LA

TOTAL VIDEO GAMES VIDEO-ON-DEMAND EPUBLISHING DIGITAL MUSIC

$970.0 $575.8 $175.4 81269 $91.96

MILLION MILLION MILLION MILLION MILLION

YEAR-OM-YEAR CHAMNGE YEAR-OM-YEAR CHANGE YEAR-OM-YEAR CHAMNGE YEAR-OM-YEAR CHANGE YEAR-OM-YEAR CHAMNGE
+16% (+$131 MILLION) +15% (+$73 MILLION) +22% (+531 MILLION) +14% (+$16 MILLION) +14% (+$11 MILLION)

SOUNCCE: STATISTA, DOGITAL WA RKET CHUTLODE. SEE STATESTA .CIOM FOR MOFE DETARS. NOTES: FICLRE REPRESENT ESTRMATES FOR FULLYEAR SPEND B 2031 B L5 DOWARS, A D OORMARARISOHNG YWITH

JUNABNT WAL ES FOR THE PREEVECUS CAIBMNDAR YEAR IMOLUDES OOXNTENT DOWRLOADS ARND SURSCEIFERONS TO STREANEN G SERY _-' AN C f‘!-_‘l:__’JZ-- SHERS. EDES WOT BN OLULDE PHY S2CAL KABTIUA ﬂr'Ei Hnnt SUIt'E'*
social

i L SER-E MERATED QO TEN T COMPARABILITY: BASE ARMD CARERGORY DEFSMITICN CHANGES RGUREES ARE MNOT COMPARM B F WWITH PREVEOLLS BEPOETS




ONLINE FOOD DELIVERY OVERVIEW sy

HEADLIMNES FOR THE ADOPTION AND USE OF OMNLINE FOOD DELIVERY SERVICES

SALIDI
A FLAR LA

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

986 +14.1% $191 +15.5% S$194

MILLION +1.2 MILLION BILLION +$257 MILLION YOY: +1.2%

SOUMRCE: STATISES DRGITAL MABKET CHITLOCHC. SEE STATESTA CIOM FOR MOSE DETALS NOTRS: FRGURES REPREESEMTESTRMATES FORE FULLYEAR 2031 ARDHOOMARABISOMS WITH EGUNALENT VALLIES FOR THE we
R EROU S CAlFDAR YEAR. FERUA RO AL VALLIES ARE BN US_ DOILARS ORIY BJOLUDE ORDEES MADE YA OMNINESERVICES. PERCE WIAGE CHAMNGEYALLES A RE BELATIVE {LE AR BNCREASE OF 204 FROM A H ™
88 STARTEM G VALLIE OF 50756 WOLILD BCQHUAL SO8, WOT AVEL "BFS" VALUES REFRESENT BASIS POEMTS ARMD BNDICATE ARSOHLITE CHARNGE COMPARMARILITYE BASE AR D CATEGORY DERMIEON CHAMGES. RGURES ure‘ l nn 5“' 'E'

ARE NOTCOMPARABLE WITH PEEVIOS REPORTS socia



OVERVIEW OF CONSUMER DIGITAL PAYMENTS sy

HEADLIMNES FOR THE ADOPTION AND USE OF DIGITALLY ENABLED PAYMEMNT SERVICES BY END COMNSUMERS S
ARABIA
MNUMBER OF YEAR-ON-YEAR CHANGE TOTAL ANNUAL VALUE YEAR-ON-YEAR CHANGE AVERAGE ANNUAL VALUE
PEOPLE MAKING IN THE NUMBER OF PEOPLE OF DIGITAL PAYMENT IN THE VALUE OF DIGITAL OF DIGITAL PAYMENTS

DIGITAL PAYMENTS MAKING DIGITAL PAYMENTS TRAMNSACTIONS (USD) PAYMENT TRANSACTIONS PER USER (USD)

29.07 +11.1% $34.89 +28.5% $1,200

MILLION +2.9 MILLION BILLION +$7.7 BILLION YOY: +16%

EPOLE PAYMENTS (EG. PAY MIERTS WA -".-'-'-".-'-"Z' '\-..-. ASLE I "'-.n a2l

SOUMCE: STATISTA DG TAL MARKET CUTLOOK. SEE STATISTA COM FOR MORE DETARS. NOTES: “DIGITALPAYMENTS' INCLUDE MOBIE
DHCATAL '.’.:u.u-'='-' AND B1C DG -x REMTTANCES. VALUES STHOT CLLIDE 828 TRANSACTONS 7 ACUE R NS W UG B AL TEAR FOOR 2, AN CIABARSCOls VINTR AR AR At H .

o FOR THE PREVIOUS CALENDAR YEAR. FNANCIAL VAILIES ARE BN ULS. DOLLARS, FERCENTAGE CHANGE VALLE 5 ARE RELATIVE {LE . AN INCREASE OF 20 FROM A STARTING VALUE ¥ 50° WOLLD EGUIAL 0% ‘ nntSl."tE
NOT70%), 75" VALLIES EEFRESENT BASIS PORNTS, AND INDICATE ABSOHLITE CHANGE COMPARABIUTY: BASE CHANGES. RGURES  NOT COMPARABLE WITH FREVIOLS FEPORTS Eﬂl.".lﬂl

=
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SOURCES OF BRAND DISCOVERY e

PERCENTAGE OF IMTERMET USERS AGED 14 TO 64 WHO DISCOVER NEW BRANDS, PRODUCTS, AND SERVICES VIA EACH CHANMNEL OR MEDIUM

salDI
ARAHLA

3.3%

BRAND WEBSITES 7.5%

SOCIAL MEDIA ADS 26.6%

WORD-OF-MOUTH 26.2%

SOCIAL MEDIA COMMENTS 25.0%

TV ADS 22.4%

ADS ON WEBSITES 21.5%

20.3%

PERSOMNALISED WEB RECOMMEMDATIONS 20.1%

CELEBRITY EMND ORSEMENTS 19.6%

1925
184%
18.4%
182%

PRODUCT SAMPLES 18.1%

we 2
o SOURCE: G\ {313 2021 | FIGURES REPRESENT THEFINDENG S OF A BROAD GLOBAL SURVEY OF INTERMET LISERS AGED 16 0 4. SBE GWLOOM FOR AL DETALS are, @ Hﬂﬂtﬁ“ltﬂ"
social



ENGAGEMENT WITH DIGITAL MARKETING sy

PERCENTAGE OF IMTERMET USERS AGED 146 TO &4 WHO SAY THEY ENGAGE IN EACH KIND OF ONLUMNE ACTVITY

SALIDI
ARAHLA
RESEARCH BRANDS VISITED A BRAND'S CLICKED OR TAPPED CLICKED OR TAPPED ON A DOWNLOADED OR
OMLIMNE BEFORE WEBSITE IN THE OMN ABANNER AD ON A SPONSORED SOCIAL MEDIA USED A BRANDED MOBILE
MAKING A PURCHASE PAST 30 DAYS WEBSITE IN THE PAST 30 DAYS  POST IN THE PAST 30 DAYS APP IN THE PAST 30 DAYS

57.4% 16.1% 12.1% 20.3%

we 2
SOURRCE, 5\ (03 2021 | FEEUEES BEFRESERT THEFAMD BIG S OF A BRCAD G0 M SURNVEY OF BNTERM ET USERS AGED 16 TO dd. SEE :Z-'-.'r'i-:__-"'-.-' FOR AL DETARLS ﬂrE‘ E Hnnt SUIt.E.'
social




MAIN CHANNELS FOR ONLINE BRAND RESEARCH s

PERCENTAGE OF IMTERMET USERS AGED 14 TO 64 WHO USE EACH CHANMEL AS A PRIMARY SOURCE OF INFORMATION WHEM RESEARCHING BRANDS

ARABIA

SOCIAL NETWORKS 58.0%

- w 551%
MOBILE APPS 9%
PRICE COMPARISON SITES 28.5%
BRAND WEBSITES 281%
CONSUMER REVIEWS 249%
DISCOUNT COUPOM SITES M.3%

K 0%
1B1%
168%

18t

02

1%
D 100% ronums  messhoe soaRos

OMNLINE PINBOARDS 92.3%

we 2
e SOURRCE;, 5\ (03 2021 | FREUEES BEFRESERT THEFAMDEIG S OF A BRCAD EU08 A SURNVEY OF BNTERS ET USERS AGED 16 TO &4 EE_GE@}_‘.:R AL DECARS ur‘e' @ Hﬂﬂtﬁ“'tﬂ"
social



VALUE OF THE DIGITAL ADVERTISING MARKET s

AMNMNUAL SPEND OM DIGITAL ADVERTISING, WITH DETAIL BY ADVERTISING FORMAT (U.S. DOLLARS)

SALIDI
ARAHLA

TOTAL SEARCH ADS BANNER ADS VIDEO ADS CLASSIAEDS

$1.13 $4549 $506.4 $102.5 $65.73

BILLION MILLION MILLION MILLION MILLION

YEAR-OM-YEAR CHAMNGE YEAR-OM-YEAR CHANGE YEAR-OM-YEAR CHAMNGE YEAR-OM-YEAR CHANGE YEAR-OM-YEAR CHAMNGE
+21% (+$193 MILLION) +26% (+$95 MILLION] +16% (+$70 MILLION) +26% (+$21 MILLION] +12% (+$7.0 MILLION)

SOUNECE: STATESTA DUGITAL MAREET OUTLODE. SEE STATESTACOM FOR MORE DETALS ROTER: FRGURES KEFRESSMT ESTUMATES FOR FULLYEAR SPEND BN 2021 B LS. DOLLARS, A D CORMWRA RISOMG Y ITH

we 2
ECRLITVAIERIT WA BLLES FOR THE PEE VDS CAIBMDAR YEAR. DODES NOT INOLU DE ADNVERTISSHG BEYVEMLUES ASS OCLIATED WITH EMAR JAREETNG, ALIESD ADS INFILESCER MARKETING, SPOSOESHES ﬂr'Ei Hnnt SUIt'E'*
social

FECDLUCT PLAVCERM BT, OR COMMISS BDM B SED AFRILATE SYSTEMES COMPARMARILITY: 8A5F CHAMGES . FRGURES ARE WOF COMBAR ARIF 'WiITH FEEVIOLIS REPORTS




SOCIAL MEDIA ADVERTISING OVERVIEW sy

SOCIAL MEDIA'S SHARE OF THE DIGITAL ADVERTISING MARKET

SALIDI
ARAHLA

SOCIAL MEDIA'S SHARE YEAR-ON-YEAR CHANGE IN ANNUAL SPEND YEAR-ON-YEAR CHANGE
OF TOTAL DIGITAL SOCIAL MEDIA'S SHARE OF TOTAL ON SOCIAL MEDIA IN SOCIAL MEDIA
ADVERTISING SPEND DIGITAL ADVERTISING SPEND ADVERTISING (USD) ADVERTISING SPEND

29.3% -6.3% $330.5 +13.0%

-198 BPS MILLION +$38 MILLION

Bt s

SOUMRCE, STATISEA DRG AL MABKET CHUITLOCHE. SEF STATESTA CIOMA FOR MOSE DETARS NOTES: FIGURES REPRESENTESTUMATES FOE FULLYEAR 2021, ARD OOHRARISOMS WITH BECUNVALENT VALIES FOR w'E
THE REVIOU S CAEMNDAR YEAR . FllARCIA VALUES ARE BN LS. DOUARS. DOFES MOT BN LUDE ADVERTESING BEEVERNLIES ASS OCIATED WWATH EM AR MATKE NG, ALIDED ADS, BJFEIBNCER MARKETING, ure H t .t g
SPOMEOESHIFS, PRODUCT PLACEMENT, OR COMMIS SICHN-BASED AFFILLATE SYSTEMS. PERCENTAGE OH ARG E VALLIES ARE RELATIVE {LE AR B CREASE OF 20% FROM A STARTENG VALLEOF 50°% WOULD BOLUM :iul nn 5“' E

300, NIOT 700 8PS VALLIES REFRESEN TBASIS POBNTS, AMD BNORCATE ABSOLUTE CHANGE DERNWF AR ABILITY: B ASE CHARGES FREUEES ARE MOT COMPARARIE WiTH PEEVIOUS REFDETS




PROGRAMMATIC ADVERTISING OVERVIEW sy

SHARE OF DIGITAL ADVERTISING FULFILLED VIA PROGRAMMATIC TECHMOLOGIES

SALIDI
ARAHLA

PROGRAMMATIC'S YEAR-OMN-YEAR CHANGE IN ANMUAL SPEND ON YEAR-ON-YEAR CHANGE
SHARE OF TOTAL DIGITAL PROGRAMMATIC'S SHARE OF PROGRAMMATIC IN PROGRAMMATIC
ADVERTISING SPEND TOTAL DIGITAL ADVERTISING SPEND ADVERTISING (USD) ADVERTISING SPEND (USD)

78.5% +0.4% $886.1 +21.2%

+35 BPS MILLION +5155 MILLION

o SOUMRCE, STATISEA DRG AL MABKET CHUITLOCHE. SEF STATESTA CIOMA FOR MOSE DETARS NOTES: FIGURES REPRESENTESTUMATES FOE FULLYEAR 2021, ARD OOHRARISOMS WITH BECUNVALENT VALIES FOR

THE 8 BV S A B MOAR YEAT Flhi b WALLIES ATE B LS DOl ARS TVHES BJOT B CILDE ATWVEETESENG BFRVEREIES ASS O IATED SWATH Eb & BT TR AL ATS BREEIERCER RS BRETIN we L
.|:"'F.._:.:_. _|.: _". o |__|_'-.-.__ T wl._". wl-__."'.: :.: LIES -'.',- il {,_. __l. : _:'- 5 DOLS _|. ’ |_.._:|_. E .-'-._.-.__1._ 5 |: REVE {.!..-_.L':-.-:__\___'\-___ ._l v 1 E .-':'f-; ".-'.__ __ﬂ-__ I..,"._J_l ¥ _}__l.-_,'_ -} -_l. J-_: t :-'."...M. :*ll-- s ure Hnnt SUItEn-
SPORMSORSHFS, PRODUCT FLACEMENT, OF COnMAMES S0 BASED A FRLTE SYSTEMS. FERCENTAGE OH ARG E VALLIES ARE BELATIVE {LE AR INCREASE OF 2048 FROM A STARTENG VALUECF 50% \WOLILD BOLUA -
SN TBASS PO social

300, NIOT 700 8PS VALLIES REFRESEN TBASIS POBNTS, AMD BNORCATE ABSOLUTE CHANGE DERNWF AR ABILITY: B ASE CHARGES FREUEES ARE MOT COMPARARIE WiTH PEEVIOUS REFDETS



MORE INFORMATION



FIND THOUSAMNDS OF REPORTS EXPLORING DIGITAL TRENDS IN EVERY COUNTRY IN THE WORLD IN QUR 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,
SOCIa



PARTMER COMTENT

Hootsuite’s Perspective @
Digital Advertising Trend
Igital Advertising Trends Y
b—
-
v
rhmaf
@]
 Socialadsblend in ¢ Integrated ad strategies ‘ Paid and organic :E
(to stand out) boost ROl confidence #m strategies unite
Ads that interrupt the social media experience Of the marketers we surveyed, the majority Our Social Trends 2022 survey shows
aren‘tworking anymore. Consumers respond of those most confident in quantifying the ROI that 92% of organizations have at least
better to content that fits organically into of social have completely integrated their social somewhat integrated their paid and
the platforms they're using. In 2022, 51% advertising strategies with other channels like TV, organic social efforts. Social marketers
of marketers say they plan to spend more print, Q0H, and digital. Moving away from siloed have learned that even though paid and
on social advertising, according to our Social social ad strategies not only allows businesses organic content can be used to achieve
Trends 2022 survey. But to truly capture the to better measure social’s impact, but also different goals, looking at both strategies
attention of consumers, they'll have to get helps increase the effectiveness of their other holistically can bring about amazing
creative and ensure their ads mimic the social marketing activities. results and accelerate growth.

expernences offered by the individual networks.

With Hootsuite, you can manage your paid and organic content side-by-side.

Discover what Hootsuite Social Advertising can do for you.




@

DIGITAL
BRIEFINGS

Interactive briefings that
moke it easy to !map rack of

digital trends, and identify
how evolving behaviours
will impact future success.

LEARM 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
A~

KEYNOTE
PRESENTATIONS

@

ADVISORY
SERVICES

REPORTS
& CONTENT

CONSUMER
RESEARCH

Custom ke ntations
tha bring, e atest digtcl
trends to life at conferances,

evants, and privale meafings,

whether enline or in person.

LEARM MORE *

Learn more at kepios.com

.ﬁ.dcl nwhauma experience
to your decision-

rru:ﬂ‘.mg A\rcgd:da through

i, refained udwauq-;. or
nﬂdhuc for one-off sessions.

LEARM MORE *

We research and produce
white-label content and co-
branded reports that offar
rich insights into what pecple

everywhere are doing online.

LEARM MORE *

Go beyond headlines and
hypudiﬁgashmdam‘cn:l

what people are mﬂﬂ':dﬂmg

online, and tum insights info
actionable 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

.‘ Book free demo

GWI.



Statista — a universe of data

I.‘.‘.\
\.‘ ..I

Diversity of industries
and topics

Ltatista bundles statistical data on owver
80,000 topics from over 170 industries,
The data comes from owver 22,500

SOLUrCes.

X

Quick help
for all cases

With Statista, users can obtain
comprehensive oveniews and conduct
targeted research - with minimal time

expenditure.

Global data from
nuMerous countries

Statista offers insights and facts on
industries from 150+ countries.
Markets, companies and consumers

from all ower the world are highlighted.

Ya'

Reliable and efficient
research basis

Statista has been the market |leader in
providing business data for 13 years.
Companies, universities, schoolsand

the media trust our service,

CLICK HERE TO DISCOVER OUR ACCOUNTS

Ff ! AND FIND DATA FOR YOUR BUSINESS COSMOS

statista ¥a



GSMA Definitive data and analysis

Intelligence for the mobile industry

lobal - Serves over

organisations users worldwide

..'..I - :""'\'\. .-'-'.
\./ Delhi ' /Barcelona \*) London

) Topical and i )
Extensive Timely Pinpoint Industry
Datasets Research Accuracy Trusted

We provide data on every mobhile Annually, GSMA Intelligence Our forecasting experts provide a We serve a wide array of industries in the
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 most 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 retail.




<) SEMRUSH

Semrush .lrends

Data. Insights. Impact.

Semrush .Trends provides instant market averview
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.

Accurate data for real-time market
and competitive insights

All-encompassing insights for any
website, industry or market across
190 countries & regions

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, ¥ WOy Al s
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.

locowise

Your best friend in social
media management




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 agendes,
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 potential variations between daia
points, and to offer more reliable comparison across
countries. However, whene 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 source(s)
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 caviion
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 ditferent sources and over time.
In part, this is because there are significant challenges
associated with collecting, analysing, and publishing
infernet user data on a regular basis, not least because
research into public internet use necessitates the use of
face-to-face surveys. Different organisations may also
adopt different approaches to sampling the population
for research into internet use, and variations in areas
such as the 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 nesearch.

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’ entifies, 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
accounts.

If you have any questions about specific data

points in these reports, or it you'd like to offer your
organisation’s data 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.
[“Hootsuite”} 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
sfrive 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
lincluding 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,
affiliates, 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 constitute 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 Hootsuvite, 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 parfies or
their products or services, nor is this report
sponsored by, endorsed by or associated with
such third parties.

Except for 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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