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INTERNET

AGH

zbior sieci rozlegtych
stanowigcych globalng siec

komputerowa.
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AGH ARPANET

29 wrzesnia 1969 roku, w Uniwersytecie
Kalifornijskim w Los Angeles, a wkrotce potem w
trzech nastepnych uniwersytetach zainstalowano w
ramach eksperymentu finansowanego przez ARPA*
pierwsze wezty sieci ARPANET.

1969

UTAH

UCLA — Uniwersytet Los Angeles R

UCSB — Uniwersytet Santa Barbara

SRI - Stanford Research Institute v a
UTAH — Uniwersytet Utah

ARPA (Advanced Research Project Agency) - agencja Departamentu Obrony USA, zajmujacq

sie koordynowaniem badan naukowych na potrzeby wojska



ARPANET

Eksperyment miat zbada¢ mozliwos¢ zbudowania
sieci komputerowej bez wyrdznionego punktu
centralnego, ktora mogtaby funkcjonowac nawet

pomimo uszkodzenia pewnej jej czesci.

Postanowiono wiec wyprobowac zaproponowang kilka
lat wczesniej przez RAND Corporation (kolejng

instytucje zwigzang z badaniami wojskowymi)

koncepcje sieci rozproszonej.




u

AGH ARPANET

W ciggu nastepnych lat sie¢ byta rozbudowywana, w
pracach nad nig brata udziat coraz wieksza liczba

naukowcow z réznych osrodkow.

1977

” UTAH 2/ BN

RAND

B

RAND — Agencja Dep. Obrony USA
SDC - System Development Corporation

BBM — firma zajmujgca sie rozbudowg sieci ARPANET
HARWARD - Uniwersytet Harwarda




acH ARPANET

ARPANET GEOGRAPHIC MAP, OCTOBER 1980
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AGH Wspotczesnosc

Individuals using the Intarmet
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Mumber of Internet users, lions

RERE :

Source: ITU Miedzynarodowy Zwigzek Telekomunikacyjny (ITU), ONZ

*ITU anlimaba



Rozpowszechnienie Internetu (2017)
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ilg;; ESSENTIAL DIGITAL HEADLINES

QOVERVIEW OF THE ADOPTION AND USE OF CONNECTED DEVICES AND SERVICES

GLOBAL OVERVIEW
TOTAL
POPULATION

8.01 5.44 5.16 4.76

BILLION BILLION BILLION
URBANISATION

UNIQUE MOBILE

INTERNET
PHONE USERS

ACTIVE SOCIAL
USERS

MEDIA USERS

BILLION

vs. POPULATION

59.4%

vs. POPULATION vs. POPULATION

57.2% 68.0% 64.4%

NOT COMPARABLE
NOTES ON DATA

we
are, . <O>Meltwater
social
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AGH Wspotczesnosc

i DIGITAL GROWTH

2023 CHANGE IN THE USE OF CONNECTED DEVICES AND SERVICES OVER TIME

GLOBAL OVERVIEW

TOTAL UNIQUE MOBILE INTERNET ACTIVE SOCIAL
POPULATION PHOMNE USERS USERS MEDIA USERS

+0.8% +3.2% +1.9% +3.0%

YEAR-ON-YEAR CHANGE YEAR-ON-YEAR CHANGE YEAR-ON-YEAR CHANGE YEAR-ON-YEAR CHANGE

+67 MILLION +168 MILLION +98 MILLION +137 MILLION

SOURCES: we
o ADVISORY: o NOT COMPARABILITY: are, <OD Meltwater
NOTES ON DATA social



il DEVICE OWNERSHIP

PERCENTAGE OF INTERMNET USERS AGED 14 TO &4 WHO OWN EACH KIND OF DEVICE

2023

’

ANY KIND OF
MOBILE PHOMNE

(&
96.2%

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

GAMES
COMSOLE

20.3%

YEAR-OMN-YEAR CHAMGE
[UNCHANGED]

SOURCE:

RELATIVE

WspotczesnoscC

SMART
PHOMNE

95.9%

YEAR-ON-YEAR CHANGE
-0.3% (-30 BPS)

SMART WATCH OR
SMART WRISTBAND

g

29.9%

YEAR-OM-YEAR CHANGE
+9.1% (+250 BPS)

FEATURE
PHONE

7.9%

YEAR-OMN-YEAR CHANGE
-10.2% (-90 BPS)

TV STREAMING
DEVICE

(@]
16.5%

YEAR-OMN-YEAR CHARNGE
+6.5% (+100 BPS)

LAPTOP OR
DESKTOP COMPUTER

]
58.0%

YEAR-ON-YEAR CHANGE
-8.1% (-510 BPS)

SMART HOME
DEVICE

16.4%

YEAR-OM-YEAR CHAMGE
+16.3% (+230 BPS)

NOTES:

GLOBAL OVERVIEW

TABLET
DEVICE

33.7%

YEAR-ON-YEAR CHANGE
-3.2% (-110 BPS)

VIRTUAL REALITY
DEVICE

5.6%

YEAR-OM-YEAR CHAMGE
+16.7% (+80 BPS)

are. . <O>Mel
b eltwater
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DAILY TIME SPENT WITH MEDIA

THE AVERAGE AMOUNT OF TIME EACH DAY THAT INTERNET USERS AGED 14 TO &4 SPEND WITH DIFFERENT KINDS OF MEDIA AND DEVICES
GLOBAL OVERVIEW
TIME SPENT USING TIME SPENT WATCHING TELEVISION TIME SPENT USING TIME SPENT READING PRESS MEDIA
THE INTERMET (BROADCAST AND STREAMING) SOCIAL MEDIA (ONLINE AND PHYSICAL PRINT)

®

6H 37M

YEAR-OM-YEAR CHAMNGE
( -4.8% (-20 MINS)

TIME SPENT LISTENING TO
MUSIC STREAMING SERVICES

1H 38M

YEAR-OM-YEAR CHAMGE
+5.4% (+5 MINS)

e SOURCE:

3H 23M

YEAR-ON-YEAR CHANGE
+1.5% (+3 MINS)

TIME SPENT LISTENING
TO BROADCAST RADIO

o=

OH 59M

YEAR-OM-YEAR CHAMNGE
-3.3% (-2 MINS)

2H 31M

YEAR-ON-YEAR CHANGE
+2.0% (+3 MINS)

TIME SPENT LISTENING

TO PODCASTS

@

1H O2M

YEAR-OM-YEAR CHAMGE
+12.7% (+7 MINS)

MOTES:

A
2H 10M

YEAR-OMN-YEAR CHANGE
+7.4% (+9 MINS) >

TIME SPENT USING
A GAMES CONSOLE

1H 14M

YEAR-OMN-YEAR CHAMNGE
+2,8% (+2 MINS)

are, . <O>Mel
A eltwater
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bl OVERVIEW OF INTERNET USE

2023

TOTAL
INTERNET
USERS

5.16

BILLION

AVERAGE DAILY TIME
SPENT USING THE INTERNET
BY EACH INTERNET USER

6H 37M

YOY: -4.8% (-20M)

SOURCES:

COMPARABILITY:

ESSENTIAL INDICATORS OF INTERNET ADOPTION AND USE

INTERNET USERS AS
A PERCENTAGE OF
TOTAL POPULATION

ifi
64.4%

YOY: +1.1% (+70 BPS)

PERCENTAGE OF USERS
ACCESSING THE INTERNET
VIA MOBILE DEVICES

92.3%

YOY: +0.2% (+20 BPS)

YEAR-ON-YEAR CHANGE
IN THE TOTAL NUMBER
OF INTERNET USERS

+1.9%

+98 MILLION

PERCENTAGE OF USERS
ACCESSING THE INTERNET

VIA COMPUTERS AND TABLETS

()

65.6%

YOY: -7.9% (-560 BPS)

GWI.COM NOTES:

PERCENTAGE OF THE
TOTAL FEMALE POPULATION
THAT USES THE INTERNET

61.6%

YOY: +1.4% (+87 BPS)

PERCENTAGE OF THE
TOTAL URBAN POPULATION
THAT USES THE INTERNET

[,

78.3%

NOTES ON DATA

GLOBAL OVERVIEW
PERCENTAGE OF THE

TOTAL MALE POPULATION
THAT USES THE INTERNET

ad

67.2%

YOY: +0.8% (+53 BPS)

PERCENTAGE OF THE
TOTAL RURAL POPULATION
THAT USES THE INTERNET

45.8%

we
are, . <OD>Meltwater
social
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Ml INTERNET USERS: TIMELINE

2023 NUMBER OF INTERNET USERS BY YEAR (IN MILLIONS)

GLOBAL OVERVIEW
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Ml INTERNET USERS OVER TIME

2023 NUMBER OF INTERNET USERS (IN MILLIONS) AND YEAR-ON-YEAR CHANGE

GLOBAL OVERVIEW

4,962 5,060 > 18

4,627
4,335
3977
3,679
3,413

2800 3,004
2,534 ' '
' +8.1% +9.0%

JAN JAN JAN JAN JAN JAN JAN JAN JAN JAN JAN
2013 2014 2015 2016 2017 2018 2019 2020 2021 2022 2023

SOURCES:
o i NOTES ON DATA C"'e <OD> Meltwater
COMPARABILITY: SOClCII
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GLOBAL OVERVIEW

INTERNET USERS AS A PERCENTAGE OF TOTAL POPULATION

JAN
2023
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x

bl SHARE OF GLOBAL INTERNET USERS

2023 INTERNET USERS AS A PERCENTAGE OF TOTAL GLOBAL INTERNET USERS

GLOBAL OVERVIEW

NORTHERN
EUROPE

EASTERN
EURCPE
0,
NORTHERN

AMERICA
WESTERN 0 .
EUROPE SOUTHERN EERTRAL

EUROPE
CARIBBEAN NORTHERN (WA EASTERN
AFRICA 24.0% ren
.07/ ;
MIDDLE WEgiRN 18.5%
A
CENTRAL AFRICA SOUTHERN
AMERICA ypm— 10.0% iCSJIiTH-EASTERN
AFRICA
0
EASTERN
0
OCEANIA
SOUTHERN
AFRICA

SOURCES: we
o NOTES: COMPARABILITY: are, (O) M eltwqte r
social

NOTES ON DATA
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bl UNCONNECTED POPULATIONS

2023 COUNTRIES AND TERRITORIES WITH THE LARGEST UNCONNECTED POPULATIONS AND THE LOWEST LEVELS OF INTERNET ADOPTION

GLOBAL OVERVIEW

ABSOLUTE: LARGEST UNCONNECTED POPULATIONS RELATIVE: LOWEST LEVELS OF INTERNET ADOPTION

UNCONNECTED % OF POP. % OF POP. UNCONNECTED

# LOCATION

# LOCATION

POPULATION OFFLINE OFFLINE POPULATION

01 INDIA 730,027,000 51.3% 01 NORTH KOREA'

02 CHINA 374,709,000 26.3% 02 SOUTH SUDAN 93.0% 10,223,000
03 PAKISTAN 150,779,000 63.3% 03 SOMALA 90.2% 16,108,000
04 BANGLADESH 105,138,000 61.1% 04 BURUNDI 89.8% 11,734,000
05 ETHIOPIA 104,073,000 83.3% 05 CENTRAL AFRICAN REPUBLIC 89.4% 5,058,000
06 NIGERIA 98,635,000 44.6% 06 ETHIOPIA 83.3% 104,073,000
07 DEM.REP. OF THE CONGO 77,568,000 77.1% 07 CHAD 82.1% 14,776,000
08 INDONESIA 63,514,000 23.0% 08 AFGHANISTAN 81.6% 34,008,000
09 TANZANIA 45,456,000 68.4% 09 MADAGASCAR 80.3% 24,061,000
10 KENYA 36,699,000 67.3% 10 MOZAMBIQUE 79.3% 26,504,000

SOURCES: we
NOTES:
e 1 COMPARABILITY: are, <OD> Meltwater
NOTES ON DATA social
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bl UNCONNECTED POPULATIONS

2023 NUMBER OF PEOPLE (IN MILLIONS) WHO DO NOT USE THE INTERNET

GLOBAL OVERVIEW

NORTHERN
EUROPE
EASTERN
m =
NORTHERN 318
AMERICA
RUESTEEN m CENTRAL
albiose SOUTHERN m ASIA

EUROPE

CARIBBEAN NORTHERN m EASTERN
m AFRICA ASIA
MIDDLE WE%TERN m

ASIA
CENTRAL 225] aliss SOLAET: o
AMERICA m ]66 7 SOUTH-EASTERN

WESTERN

AFRICA AR
@ EASTERN
GLOBAL SOUTHERN AFRICA
TOTAL AMERICA m m
2 ,850 OCEANIA
SOUTHERN
AFRICA

MNOTES ON DATA

SOURCES: we
° NOTE: COMPARABILITY: are, {O> Meltwater
social
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aMll DAILY TIME SPENT USING THE INTERNET (YOY)

2023 THE AVERAGE AMOUNT OF TIME (IN HOURS AND MINUTES) THAT INTERNET USERS AGED 16 TO 64 SPEND USING THE INTERNET EACH DAY

GLOBAL OVERVIEW

06:55 06:57
693 0629 06:46 06:48 06:38 06:37
0609 ' ' ' | | ' | | I
+3 8% .|.4 4%
2013 2014 2015 2016 2017 2018 2019 2020 2021 2022

° SOURCE: GWI.COM are <{OD> Meltwater
social
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dto: raport “Digital 2019”

zro

z

AVERAGE AMOUNT OF TIME (IN HOURS AND MINUTES) THAT INTERNET USERS AGED 16 TO 64 SPEND USING THE INTERNET EACH DAY ON ANY DEVICE

waMll DAILY TIME SPENT USING THE INTERNET

2023

GLOBAL OVERVIEW
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x

bl MAIN REASONS FOR USING THE INTERNET

2023 PRIMARY REASONS WHY INTERNET USERS AGED 16 TO &4 USE THE INTERNET

GLOBAL OVERVIEW

FINDING INFORMATION

STAYING IN TOUCH WITH FRIENDS AND FAMILY
KEEPING UP TO DATE WITH NEWS AND EVENTS
WATCHING VIDEOS, TV SHOWS OR MOVIES

RESEARCHING HOW TO DO THINGS

FINDING NEW IDEAS OR INSPIRATION

RESEARCHING PRODUCTS AND BRANDS 43.4%

ACCESSING AND LISTENING TO MUSIC 43.2%

FILLING UP SPARE TIME AND GENERAL BROWSING

41.0%

EDUCATION AND STUDY-RELATED PURPOSES 38.3%
RESEARCHING PLACES AND VACATIONS AND TRAVEL 36.4%

RESEARCHING HEALTH ISSUES AND HEALTHCARE PRODUCTS 34.7%

MANAGING FINANCES AND SAVINGS 33.7%

30.5%

MEETING NEW PEOPLE AND MAKING NEW CONNECTIONS 29.0%

BUSINESS-RELATED RESEARCH 28.9%

we
e SOURCE: GWI (@3 2022). FIGURES REPRESENT THE FINDINGS OF A BROAD GLOBAL SURVEY OF INTERNET USERS AGED 16 TO 64. SEE GWI.COM FOR FULL DETAILS are, I <OD> Meltwater
socia
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il TOP TYPES OF WEBSITES VISITED AND APPS USED

2023 PERCENTAGE OF INTERMNET USERS AGED 16 TO 64 WHO HAVE VISITED OR USED EACH KIND OF DIGITAL PROPERTY IN THE PAST MONTH

GLOBAL OVERVIEW

Comaranomessacine
%
818

SHOPPING, AUGIIONS, DR ELASSIFEDS B

(“WAPS, PARKING, OR LOCATION-BASED SERVICES o D
T '
I .3

T |

N ¢

A .

Coames

[ MOBILITY SERVICES (EG. RIDERAILING, BIKE HIRE) Lo

2774

E N

TRAVEL 25.0%

HEALTH AND FITNESS 24.1%

EDUCATION 23.8%
FOOD TAKEAWAY AND DELIVERY 23.6%

we
o SOURCE: GWI.COM ure " (o) MeItWGter
social
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wnll OVERVIEW OF CONSUMER GOODS ECOMMERCE

2023 HEADLINES FOR THE ADOPTION AND USE OF CONSUMER GOODS ECOMMERCE (B2C ONLY)

GLOBAL OVERVIEW

NUMBER OF PEOPLE ESTIMATED TOTAL AVERAGE ANNUAL SHARE OF 2022 CONSUMER 2022 ONLINE PURCHASES vs.
PURCHASING CONSUMER ANNUAL SPEND ON REVENUE PER CONSUMER GOODS ECOMMERCE SPEND TOTAL CONSUMER GOODS

GOODS VIA ONLINE ONLINE CONSUMER GOODS GOODS ECOMMERCE ATTRIBUTABLE TO PURCHASES PURCHASE VALUE ACROSS

CHANNELS IN 2022 PURCHASES (USD, 2022) USER (USD, 2022) MADE VIA MOBILE PHONES ALL RETAIL CHANNELS

e
.
4.11 3.59 873 59.8% 17.1%
° ° ° (o) ° O
BILLION TRILLION
YEAR-ON-YEAR CHANGE YEAR-ON-YEAR CHANGE YEAR-ON-YEAR CHANGE YEAR-ON-YEAR CHANGE YEAR-ON-YEAR CHANGE
+8.3% (+3|5 MlLLlON) -6.5% (-$250 B||.|.|0N) -13.7% (-5133) +1.2% (+71 BPS) +4.4% (+72 BPS)

SOURCE: STATISTA.COM MNOTES: we
@ dre. . <OD>Meltwater
social

COMPARABILITY:
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Ll ECOMMERCE: CONSUMER GOODS CATEGORIES

2023

ESTIMATED ANNUAL SPEND IN EACH CONSUMER GOODS ECOMMERCE CATEGORY (B2C ONLY, U.S. DOLLARS, FULL-YEAR 2022)

FASHION

|

$871.2

BILLION
YEAR-ON-YEAR CHANGE
-2.4% (-$21 BILLION)

PERSONAL & HOUSEHOLD CARE

@ SOURCE:

$368.2

BILLION
YEAR-ON-YEAR CHANGE
-1.7% (-$6.3 BILLION)

STATISTA.COM

COMPARABILITY:

ELECTRONICS

$765.7

BILLION
YEAR-ON-YEAR CHANGE
-17.1% (-$158 BILLION)

FOOD

$244.0

BILLION
YEAR-ON-YEAR CHANGE
+6.9% (+$16 BILLION)

NOTES:

TOYS, HOBBY, DIY

$601.7

BILLION
YEAR-ON-YEAR CHANGE
-2.7% (-$17 BILLION)

BEVERAGES

$207.9

BILLION
YEAR-ON-YEAR CHANGE
+0.5% (+$1.1 BILLION)

GLOBAL OVERVIEW

FURNITURE

$387.7

BILLION
YEAR-ON-YEAR CHANGE
-12.3% (-$54 BILLION)

PHYSICAL MEDIA

$143.8

BILLION
YEAR-ON-YEAR CHANGE
-7.2% (-$11 BILLION)

we
are, . <O>Meltwater
social
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Yl STREAMING’S SHARE OF TOTAL TV TIME (YOY)

2023 TIME SPENT WATCHING STREAMING TV SERVICES AS A PERCENTAGE OF THE TOTAL DAILY TIME INTERNET USERS AGED 16 TO 64 SPEND WATCHING TV

GLOBAL OVERVIEW

45.3%

44.0%
41.0% 42.2%

39.2%
36.5%
31.7%
28.4% 29.5% n
257% ' ' '
+'|0 6% +2 8% +4 4%

2013 20'I4 2015 2016 2017 20]8 2019 2020 2021 2022

o SOURCE: GWI.COM ﬂre <OD> Meltwater
social
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GLOBAL OVERVIEW

PERCENTAGE OF INTERMNET USERS AGED 16 TO 64 WHO WATCH TV CONTENT VIA STREAMING SERVICES (E.G. NETFLIX) EACH MONTH

bl STREAMING TV CONTENT VIA THE INTERNET

2023
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Ml DIGITAL CONTENT PURCHASES

2023 PERCENTAGE OF INTERNET USERS AGED 16 TO 64 WHO PAY FOR EACH TYPE OF DIGITAL CONTENT EACH MONTH

GLOBAL OVERVIEW

MOVIE OR TV STREAMING SERVICE 31.7%

MUSIC STREAMING SERVICE 24.2%

MOBILE APP

MOBILE GAME

MOVIE OR TV DOWNLOAD

STUDY PROGRAMS AND LEARNING MATERIALS 13.6%

IN-APP PURCHASES 11.6%

SOFTWARE PACKAGE

SUBSCRIPTION TO AN ONLINE MAGAZINE

DIGITAL GIFTS

we
@ SOURCE: GWI.COM ure " (o) MeItWGter
social




Wzrost popularnosci reklamy cyfrowej

sl DIGITAL'S SHARE OF TOTAL ADVERTISING SPEND

2023 DIGITAL ADVERTISING REVENUES COMPARED WITH TOTAL ADVERTISING REVENUES ACROSS ALL MEDIA AND CHANNELS

2017

GLOBAL OVERVIEW

73.3%

64.4%
57.4%

' +8.80/°

2019 2020

52.7%

2018

we
EMAIL MARKETING, S RSHIPS, PRODUCT PLACEMENT, OR COMMISSION-BASED AFFILIATE SYSTEMS. PERCENTAGE CHANG LUES SHOWN [N THE WHITE CIRCLES ARE RELATIVE (I.E. AN INCREASE OF are A
20% FROM A STARTING VALUE OF 50% WOULD EQUAL é0%, NCT 70%). COMPARABILITY: BASE CHANGES. FIGURES ARE NOT COMPARABLE WITH PREVIOUS REPORTS. soc|a|

<{O> Meltwater

° SOURCE: STATISTA ADVERTISING & MEDIA OUTLOOK. SEE STATISTA.COM FOR MORE DETAILS. NOTES: FIGURES REFLECT ESTIMATES FOR FULL-YEAR SPEND. DOES NOT INCLUDE REVENUES ASSOCIATED WITH
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AGH Wzrost wydatkow na reklame cyfrowa

bl DIGITAL ADVERTISING SPEND

2023 DIGITAL ADVERTISING REVENUES OVER TIME (IN BILLIONS OF U.S. DOLLARS)

GLOBAL OVERVIEW

$667.3 B

$579.4 B
$435.6 B
$374.8 B
$320.5 B
. '
+26.0% +16.9%
2017 2018 2019 2020 2021 2022

SOURCE: STATISTA ADVERTISING & MEDIA OUTLOCOK. SEE STATISTA.COM FOR MORE DETAILS. NOTES: FIGURES REFLECT ESTIMATES FOR FULL-YEAR SPEND. DOES NOT INCLUDE REVENUES ASSOCIATED WITH we

EMAIL MARKETING, SPONSORSHIPS, PRODUCT PLACEMENT, OR COMMISSIOMN-BASED AFFILIATE SYSTEMS. COMPARABILTY: BASE CHANGES. FIGURES ARE NOT COMPARABLE WITH PREVIOUS REPORTS. are (O) MeltWGtel'

social
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AGH Wzrost wydatkow na reklame cyfrowa

Ml SHARE OF DIGITAL ADVERTISING: SOCIAL MEDIA

2023 SOCIAL MEDIA ADVERTISING REVENUE AS A PERCENTAGE OF TOTAL DIGITAL ADYERTISING REVENUES

GLOBAL OVERVIEW

33.9%

31.7%
29.9%

25.6%

' ' +'|6'80/°

2017 2018 2019 2020

2022

@ SOURCE: STATISTA ADVERTISING & MEDIA OUTLOOK. SEE STATISTA.COM FOR MORE DETAILS. NOTES: FIGURES REFLECT ESTIMATES FOR FULL-YEAR SPEND. PERCENTAGE CHANGE VALUES SHOWN IN THE

we
WHITE CIRCLES ARE RELATIVE (LE. AN INCREASE OF 20% FROM A STARTING VALUE OF 50% WOULD EQUAL 60%, NCT 70%). COMPARABILITY: BASE CHANGES. FIGURES ARE NOT COMPARABLEWITHFREVIOUS  CIIF@
REPORTS social <OD> Meltwater
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AGH Wzrost wydatkow na reklame cyfrowa

il SOCIAL MEDIA ADVERTISING OVERVIEW

2023 SPEND ON SOCIAL MEDIA ADVERTISING (IN U.S. DOLLARS) AND ITS SHARE OF THE DIGITAL ADVERTISING MARKET

GLOBAL OVERVIEW

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

$226.0 +23.2% 33.9% +6.9%

BILLION +$43 BILLION +220 BPS

SOURCE: STATISTA.COM NOTES: we
@ COMPARABILITY: gcr’%i al <O> Meltwater
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AGH Wzrost uzytkownikow socialmediow

asll SOCIAL MEDIA USERS OVER TIME (YOY)

2023 NUMBER OF SOCIAL MEDIA USERS (IN MILLIONS) AND YEAR-ON-YEAR CHANGE (NOTE: USERS MAY NOT REPRESENT UNIQUE INDIVIDUALS)

GLOBAL OVERVIEW

4,623 4,760

4,199
3709
3461
3196
2789
2,307
2,078

1,720 1857 ' '
' I +20.9% +14.6% +8.3%

JAN JAN JAN JAN JAN JAN JAN JAN JAN JAN JAN
2013 2014 2015 2016 2017 2018 2019 2020 2021 2022 2023

SOURCES: ADVISORY:
0 COMPARABILITY: NOTES ON C"'e O Meltwater
B social




u

agH Czas spedzany w socjalmediach

vaMll DAILY TIME SPENT USING SOCIAL MEDIA (YOY)

2023 AVERAGE AMOUNT OF TIME (IN HOURS AND MINUTES) THAT INTERNET USERS AGED 16 TO 64 SPEND USING SOCIAL MEDIA EACH DAY

GLOBAL OVERVIEW

02:31
02:29 02:25 02:25 02:28
02:15
02:08
01:52
01:44
01:37 ' '
2013 2014 2015 2016 2017 2013 2019 2020 2021 2022

o SOURCE: GWI.COM ﬂre <OD> Meltwater
social




WspotczesnoscC

sl THE WORLD’S MOST USED SOCIAL PLATFORMS

2023 RANKING OF SOCIAL MEDIA PLATFORMS BY GLOBAL ACTIVE USER FIGURES (IN MILLIONS)

GLOBAL OVERVIEW

2,958
2514
2000

2,000

1,309

1,01

D )

715

700

ECTC ¢35

S

584

O ;!

556

T 445

SOURCES: 1 2 3 ADVISORY: we
(2 : are. . <O>Meltwater
social



WspotczesnoscC

Ml APP RANKING: MONTHLY ACTIVE USERS

2023 MOBILE APPS AND GAMES RANKED BY AVERAGE MONTHLY ACTIVE USERS BETWEEN JANUARY AND DECEMBER 2022

GLOBAL OVERVIEW

# MOBILE APP COMPANY # MOBILE GAME COMPANY

01 YOUTUBE GOOGLE 01 ROBLOX ROBLOX
02 GOOGLE GOOGLE 02 CANDY CRUSH SAGA ACTIVISION BLIZZARD
03 GOOGLE CHROME GOOGLE 03 FREEFIRE SEA
04 FACEBOOK META 04 SUBWAY SURFERS SYBO
05 WHATSAPP META 05 MINECRAFT POCKET EDITION MICROSOFT
06 GOOGLE MAPS GOOGLE 06 LUDO KING GAMETION
07 GMAIL GOOGLE 07 PUBG MOBILE TENCENT
08 INSTAGRAM META 08 CLASH ROYALE TENCENT
09 FACEBOOK MESSENGER META 09 POKEMON GO NIANTIC
10 GOOGLE DRIVE GOOGLE 10 MOBILE LEGENDS: BANG BANG BYTEDANCE

SOURCE: DATA Al NOTES: NOT we
COMPARABILITY: (LT ggg iql (O) Meltwater
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WspotczesnoscC

Ml TIME SPENT USING SOCIAL MEDIA APPS

2023

01: YOUTUBE

23H O9M

YEAR-ON-YEAR CHANGE
-2.3% (-32 MINS)

06: FACEBOOK MESSENGER

3H O7M

YEAR-ON-YEAR CHANGE
+5.5% (+10 MINS)

SOURCE: DATA.Al
NOT

02: FACEBOOK

f

19H 43M

YEAR-ON-YEAR CHANGE
+0.7% (+8 MINS)

07: TELEGRAM

3H 57M

YEAR-ON-YEAR CHANGE
+33.2% (+59 MINS)

NOTE:

03: WHATSAPP

17H 20M

YEAR-ON-YEAR CHANGE
-6.7% (-1H 15M)

08: TWITTER

L

5H 28M

YEAR-ON-YEAR CHANGE
+6.7% (+21 MINS)

HOURS
NOT

04: INSTAGRAM

12H OOM

YEAR-ON-YEAR CHANGE
+6.9% (+46 MINS)

09: LINE

10H 59M

YEAR-ON-YEAR CHANGE
-5.5% (-39 MINS)

MONTH

AVERAGE TIME PER MONTH THAT USERS SPEND USING EACH PLATFORM’S ANDROID APP, RANKED BY CUMULATIVE TIME ACROSS ALL ANDROID USERS

GLOBAL OVERVIEW

05: TIKTOK

23H 28M

YEAR-ON-YEAR CHANGE
+19.7% (+3H 51M)

10: SNAPCHAT

3H 10M

YEAR-ON-YEAR CHANGE
+7.0% (+12 MINS)

we
are, . <O>Meltwater
social
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wll TIME SPENT USING SOCIAL APPS

2023 AVERAGE TIME PER MONTH THAT GLOBAL USERS SPENT USING EACH PLATFORM’S ANDROID APP THROUGHOUT 2022

GLOBAL OVERVIEW

5.5 HOURS / MONTH
BT .0 HOURS / MONTH

3.2 HOURS / MONTH
ML 3.1 HOURS / MONTH

@ SOURCE: DATA ij\OT NOTE: o HOURS MONTH gree . (o) MeltWGtel'
social




WspotczesnoscC

sl SHARE OF MOBILE WEB TRAFFIC BY MOBILE OS

2023 PERCENTAGE OF WEB PAGE REQUESTS ORIGINATING FROM MOBILE HANDSETS RUNNING EACH MOBILE OPERATING SYSTEM IN NOVEMBER 2022

GLOBAL OVERVIEW

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 |OS DEVICES SAMSUNG OS DEVICES FROM KAl OS DEVICES FROM OTHER OS DEVICES

71.96% 27.48% 0.34% 0.07% 0.15%

YEAR-ON-YEAR CHANGE YEAR-ON-YEAR CHANGE YEAR-ON-YEAR CHANGE YEAR-ON-YEAR CHANGE YEAR-ON-YEAR CHANGE

+1.7% (+122 BPS) -3.7% (-106 BPS)  -10.5% (-4 BPS)  -50.0% (-7 BPS)  -25.0% (-5 BPS)

SOURCE: MNOTES: we
@ dre, . <OD>Meltwater
social



WspotczesnoscC

wahll INSTAGRAM: TIME SPENT USING MOBILE APP

2023 AVERAGE NUMBER OF HOURS PER MONTH THAT EACH INSTAGRAM USER SPENDS USING THE INSTAGRAM APP ON ANDROID PHONES

@ sourcs; are. . <O>Meltwater
social

GLOBAL OVERVIEW

TURKEY
ARGENTINA
BRAZIL
INDONESIA
INDIA
WORLDWIDE
RUSSIA
CANADA
SINGAPORE
AUSTRALIA
FRANCE
GERMANY
MEXICO
SOUTH KOREA
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WspotczesnoscC

Ll TOP WEBSITES: SEMRUSH RANKING

2023 SEMRUSH’S RANKING OF THE MOST VISITED WEBSITES, BASED ON WEBSITE TRAFFIC BETWEEN O1 SEPTEMBER AND 30 NOVEMBER 2022

GLOBAL OVERVIEW

TOTAL UNIQUE AVERAGE AVERAGE TOTAL UNIQUE AVERAGE AVERAGE
# WEBSITE VISITS VISITORS TIME PAGES # WEBSITE VISITS VISITORS TIME PAGES

(MONTHLY AVE)]  [MONTHLY AVE) PER VISIT PER VISIT (MONTHLY AVE]  [MONTHLY AVE) PER VISIT PER VISIT
01 GOOGLECOM 88.4B 8.13B 21M 518 3.6 11 YAHOO.COM 3.34B 614 M 17M 36S 3.2
02 YOUTUBE.COM 7488 5.85B 36M 045 6.1 12 SPANKBANG.COM 3.02B 743 M 13M 255 77
03 FACEBOOK.COM 107 B 2.48B 22M 43S 3.0 13 AMAZON.COM 270B 898 M 13M 015 58
04 PORNHUB.COM 10.2B 2.14B 10M 35S 6.9 14 FANDOM.COM 2658 803 M 13M 165 3.1
05 XVIDEOS.COM 8.77 B 1.79 B 12M 10S 7.3 15 XHAMSTER.COM 2.62B 756 M 14M 065 6.1
06 TWITTER.COM 8.18B 2.10B 21M 558 1.8 16 YANDEX.RU 2.59B 314 M 17M 225 2.6
07 WIKIPEDIA.ORG 6.67 B 197 B 11M 095 2.1 17 WEATHER.COM 2.54B 1.14 B 7M 568 1.5
08 REDDITCOM 4.82 8B 1.25B 17M 535 3.0 18 TIKTOK.COM 2.18B 995 M 9M 375 2.0
09 INSTAGRAM.COM 4.46 B 1.57 B 17M 275 2.2 19 YAHOO.CO.P 1958 208 M 21M 538 5.4
10 XNXX.COM 3.74B 921 M 10M 555 7.0 20 LIVEDOOR.JP 1.70B 107 M 19M 10S 50

SOURCE: NOTE: we
° ADVISORY: are, <OD> Meltwater
social

COMPARABILITY:




GLOBAL OVERVIEW

FACEBOOK

—— I

TIKTOK 6.1%

57
e
261

TELEGRAM 2.2%

I -
onso
| PiNTeresT QR
KT
SNAPCHAT  [RIER2
B 0% IMESsAGE
B 09% LINKEDIN
B 09 vk

SOURCE: GWICOM NOTES: we
(a4 are. . <OD>Meltwater
social
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wahll FAVOURITE SOCIAL MEDIA PLATFORMS

2023 PERCENTAGE OF ACTIVE SOCIAL MEDIA USERS WHO SAY THAT EACH OPTION S THEIR “FAVOURITE” SOCIAL MEDIA PLATFORM

GLOBAL OVERVIEW

FAVOURITE SOCIAL MEDIA PLATFORMS AMONGST FEMALE INTERNET USERS FAVOURITE SOCIAL MEDIA PLATFORMS AMONGST MALE INTERNET USERS

SOCIAL AGE AGE AGE AGE AGE SOCIAL AGE AGE AGE AGE AGE
PLATFORM 16-24 25-34 35-44 45-54 55-64 PLATFORM 16-24 25-34 35-44 45-54 55-64

WHATSAPP 12.3% 13.3% 15.4% 16.4% 20.3% WHATSAPP 15.5% 15.4% 17.1% 18.5% 19.5%
INSTAGRAM 23.1% 17.6% 13.2% 10.6% 7.6% INSTAGRAM 21.3% 14.6% 9.4% 7.0% 4.9%
FACEBOOK 6.9% 13.5% 14.7% 16.9% 18.9% FACEBOOK 10.5% 15.7% 17.1% 16.8% 18.4%
WECHAT 8.0% 13.4% 15.0% 13.1% 11.7% WECHAT 8.4% 12.1% 13.8% 14.1% 15.0%
TIKTOK 12.0% 7.5% 5.5% 4.6% 3.2% TIKTOK 7.7% 5.1% 4.4% 4.1% 22%
DOUYIN 4.7% 6.8% 7.6% 6.3% 3.6% DOUYIN 4.1% 6.0% 6.7% 5.3% 47%
TWITTER 5.0% 2.6% 2.1% 2.1% 1.9% TWITTER 4.2% 3.9% 3.8% 3.8% 3.5%
FB MESSENGER 2.1% 2.5% 27% 2.9% 3.3% FB MESSENGER 2.1% 2.8% 2.8% 2.6% 27%
TELEGRAM 2.0% 1.6% 1.6% 1.9% 1.8% TELEGRAM 3.0% 2.8% 2.3% 2.4% 2.3%
LINE 1.0% 1.4% 2.2% 3.4% 4.6% LINE 0.8% 1.3% 1.9% 29% 3.7%

SOURCE: GWICOM NOTES: we
@ COMPARABILITY: are, <{OD> Meltwater
social
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AVERAGE NUMBER OF SOCIAL MEDIA PLATFORMS THAT INTERNET USERS AGED 16 TO 64 USE ACTIVELY EACH MONTH

sl AVERAGE NUMBER OF SOCIAL PLATFORMS USED

2023

GLOBAL OVERVIEW
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COMPARABILITY:
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WspotczesnoscC

bl DAILY TIME SPENT USING MOBILE PHONES

2023 AVERAGE DAILY TIME SPENT USING MOBILE PHONES (ALL ACTIVITIES, IN HOURS AND MINUTES)

GLOBAL OVERVIEW
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=
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SOURCE: DATA Al “STATE OF MOBILE 2022" REPORT. SEE STATEOFMOBILE2022.COM FOR MORE DETAILS. NOTES: FIGURES REPRESENT AVERAGE DAILY TIME SPENT USING ANDRCID PHONES FOR FULL-YEAR
@ 2021. VALUE FOR “WORLDWIDE" BASED ON THE WEIGHTED AVERAGE OF THE TOP 10 COUNTRIES gggial (O) MeItWGter




U

AGH Wspotczesnosc

il SHARE OF MOBILE TIME BY APP CATEGORY

2023 TIME SPENT USING APPS IN EACH APP CATEGORY AS A PERCENTAGE OF TOTAL TIME SPENT USING ANDROID PHONES OVERALL

GLOBAL OVERVIEW

TOTAL TIME SPENT USING SHARE OF SMARTPHONE TIME: SHARE OF SMARTPHONE TIME: SHARE OF SMARTPHONE TIME:
SMARTPHONES EACH DAY SOCIAL & COMMUNICATION APPS PHOTO & VIDEC APPS MOBILE WEB BROWSERS

® ® © @

S5H O1M 42.4% 25.1% 8.1%

YOY: +2.4% (+7 MINS)
SHARE OF SMARTPHONE TIME: SHARE OF SMARTPHONE TIME: SHARE OF SMARTPHONE TIME: SHARE OF SMARTPHONE TIME:
MOBILE GAMES (ALL GENRES) ENTERTAINMENT APPS SHOPPING APPS ALL OTHER APPS

o0 »
8.0% 3.1% 2.7% 10.6%

@ SOURCE: DATA.Al o MNOTES: COMPARABILITY: gree . (o) Meltwater
social




U

AGH

WspotczesnoscC

Ml DEVICES USED TO ACCESS THE INTERNET

2023

MOBILE
PHONE (ANY)

LE
92.3%

YEAR-ON-YEAR CHANGE
+0.2% (+20 BPS)

PERSONAL LAPTOP
OR DESKTOP

59.1%

YEAR-ON-YEAR CHANGE
-8.4% (-540 BPS)

° SOURCE:

LAPTOP OR
DESKTOP (ANY)

65.6%

YEAR-ON-YEAR CHANGE
-7.9% (-560 BPS)

WORK LAPTOP
OR DESKTOP

[=]
28.6%

YEAR-ON-YEAR CHANGE
-2.7% (-80 BPS)

SMART
PHONE

91.0%

YEAR-ON-YEAR CHANGE
+0.3% (+30 BPS)

CONNECTED
TELEVISION

.
31.9%

YEAR-ON-YEAR CHANGE
+4.9% (+150 BPS)

GWI.COM

PERCENTAGE OF INTERMNET USERS AGED 16 TO 64 WHO USE EACH KIND OF DEVICE TO ACCESS THE INTERNET

FEATURE
PHONE

b

5.2%

YEAR-ON-YEAR CHANGE
+4.0% (+20 BPS)

SMART HOME
DEVICE

15.4%

YEAR-ON-YEAR CHANGE
+11.6% (+160 BPS)

NOTES:

GLOBAL OVERVIEW

TABLET
DEVICE

27.3%

YEAR-ON-YEAR CHANGE
-3.2% (-90 BPS)

GAMES
CONSOLE

12.7%

YEAR-ON-YEAR CHANGE
+0.8% (+10 BPS)

we
are, . <O>Meltwater
social
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PERCENTAGE OF INTERNET USERS AGED 16 TO 64 WHO OWN A SMARTWATCH (E.G. APPLE WATCH)

bl OWNERSHIP OF SMARTWATCHES

2023

GLOBAL OVERVIEW
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W Polsce

Liczba internautéow w Polsce (2005-2015)

penetracja internetu - procent populacji w wieku 7+ korzystajacy z sieci

BOUG -
70%

59% 60%
539 54% e

2005 2006 2007 2008 2009 2010 2011 2012 2013 2014 2015

zrodto: Megapanel PBI/Gemius, polscy internauci w wieku 7+

X ) |
2015-2015 GUS, Baza Demografia: demografia.stat.gov.pl
G E M I U S grafika przygotowanza na podstavxltie wykresu IGemius,p\Il m o B I RANK’)



AGH W Polsce

Kwiecien 2017

tablety

smartfony

komputery osobiste i laptopy

catkowita liczba internautow

Polskie
Badania
Internetu

Zrodio: badanie Gemius/PBI, kwiecien 2017

: Liczba internautéw w Polsce (dane w min)
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Wykorzystano

Pasja informatyki, 2016. Sieci komputerowe odc. 1 - Podstawy sieci. URL: https://youtu.be/WxHOYNAfAao
WE ARE SOCIAL, 2019. DIGITAL, SOCIAL MEDIA, MOBILE ET E-COMMERCE EN 2019,
HTTPS://WEARESOCIAL.COM/BLOG/2019/01/GLOBAL-DIGITAL-REPORT-2019/



https://youtu.be/WxH9YNAfAao
https://wearesocial.com/blog/2019/01/global-digital-report-2019/

