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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.

UCLA - Uniwersytet Los Angeles
UCSB - Uniwersytet Santa Barbara
SRI - Stanford Research Institute
UTAH - Uniwersytet Utah

ARPA (Advanced Research Project Agency) — agencja Departamentu Obrony USA, zajmujaca sie koordynowaniem badan naukowych na potrzeby wojska



I ©

ARPANET
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Eksperyment miat zbada¢ mozliwosc¢ zbudowania sieci
komputerowej bez wyroznionego 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.
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W ciggu nastepnych lat sie¢ byta rozbudowywana, w pracach nad nig brata

udziat coraz wieksza liczba naukowcow z roznych osrodkow.

1977

UTAH U BBN
SR
b

HARVARD

RAND - Agencja Dep. Obrony USA

SDC - System Development Corporation
BBM - firma zajmujaca sie rozbudowg sieci ARPANET
HARWARD - Uniwersytet Harwarda
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Id  Publish Online

ESSENTIAL DIGITAL HEADLINES ’**;'Qﬂ:'

OVERVIEW OF THE ADOPTION AND USE OF CONNECTED DEVICES AND SERVICES

GLOBAL OVERVYIEW

TOTAL UNIQUE MOBILE INDIVIDUALS USING SOCIAL MEDIA
POPULATION PHONE SUBSCRIBERS THE INTERNET USER IDENTITIES

8.20 5.78 3.56 S5.24

BILLION BILLION BILLION BILLION

URBANISATION vs. POPULATION vs. POPULATION vs. POPULATION

58.1% 70.5% YA 63.9%

SOURCES: KEPIOS ANALYSIS; UNITED NATIONS; GOVERNMENT RESCURCES; GSMA INTELLIGENCE; ITU; EUROSTAT, CNNIC; KANTAR & IAMAI; PLATFORM RESQURCES; COMPANY EARNINGS REPORTS; OCDH; e
MR 50w <0 nninsis UNTED NATIONS, GOVERNIMENT RESOURCES, GMA INTELUGENCE, T EUROSTAT CNNIC; KANTAR &AM PLATFORM RESOURCES, COMPANY EARNINGS REPORTS; O agre  (O>Maltwator
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Id  Publish Online

DIGITAL GROWTH ";ﬂ'

CHANGE IN THE USE OF CONNECTED DEVICES AND SERVICES OVER TIME

GLOBAL OVERVYIEW

TOTAL UNIQUE MOBILE INDIVIDUALS USING SOCIAL MEDIA
POPULATION PHONE SUBSCRIBERS THE INTERNET USER IDENTITIES

+0.9% +2.0% +2.5% +4.1%

YEAR-ON-YEAR CHANGE YEAR-ON-YEAR CHANGE YEAR-ON-YEAR CHANGE YEAR-ON-YEAR CHANGE
+70 MILLION +112 MILLION +136 MILLION +206 MILLION
n SOURCES: KEPIOS ANALYSIS; UNITED NATIONS; GOVERNMENT RESOURCES; GSMA INTELLIGENCE; ITU; EUROSTAT. CNNIC; KANTAR & IAMAI; PLATFORM RESOURCES; COMPANY EARNINGS REPORTS; OCDH we
B S are. 0O Maltwntar
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POPULATION ESSENTIALS AL o

DEMOGRAPHICS AND OTHER KEY INDICATORS

NOTE: THE UNITED NATIONS PUBLISHED SIGNIFICANT REVISIONS TO ITS POPULATION DATA IN JULY 2024, SO VALUES SHOWN HERE ARE NQT DIRECTLY COMPARABLE WITH VALUES SHOWN [N PREVIQUS REPORTS GLOBAL OVERVIEW

TOTAL FEMALE MALE YEAR-ON-YEAR CHANGE MEDIAN AGE OF
POPULATION POPULATION POPULATION IN TOTAL POPULATION THE POPULATION

8.20 49.7 % 50.3% +0.9% 30.9

£ BILLION +70 MILLION >
URBAN POPULATION DENSITY OVERALL LITERACY FEMALE LITERACY MALE LITERACY
POPULATION (PEOPLE PER KM?) (ADULTS AGED 15+) (ADULTS AGED 15+) (ADULTS AGED 15+)

58.1% 63.1 87.4% 84.1% 90.6%

ﬂ SOURCES: KEPIOS ANALYSIS: UNITED NATIONS: LOCAL GOVERNMENT AUTHORITIES; WORLD BANK: UNESCO: CIA WORLD FACTBOOK: OUR WORLD IN DATA; INDEXMUNDI: KNOEMA. are O Malrwatrar
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THE NUMBER OF PEOPLE IN EACH AGE GROUP, AND ASSOCIATED SHARE OF THE GLOBAL POPULATION
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7.8% 8.2% 8.4% 8.0% 7.6% 7.3% 7.3% 7.3% 6.6% 5.9% 5.6% 5.2% 4.4% 3.6% 2.9% 1.9% 1.1%
AGE AGE AGE AGE AGE AGE AGE AGE AGE AGE AGE AGE AGE AGE AGE AGE AGE
0-4 5-9 10-14 15-19 20-24 25-29 30-34 35-39 40-44 A5-49 50-54 55-59 60-64 65-69 70-74 75-79 80-84
n SOURCES: EXTRAPOLATIOMNS OF DATA PUBLISHED BY THE UNITED NATIONS AND LOCAL GOYERNMENT AUTHORITIES. NOTES: PERCEMNTAGE VALUES BELOW EACH BAR REPRESENT THE RESPECTIVE AGE
. GROUP'S SHARE OF THE TOTAL GLOBAL POPULATION,. WHERE LETTERS ARE SHOWN NEXT TO FIGURES ABOVE BARS, "K" DENOTES THOUSANDS (E.G. 123 K" = 123,000), “M" DENOTES MILLIONS (E.G. “1.23 M" =
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AGE DISTRIBUTION OF THE GLOBAL POPULATION

NOTE: THE UNITED NATIONS PUBLISHED SIGNIFICANT REVISIONS TO ITS POPULATION DATA IN JULY 2024, SO VALUES SHOWMN HERE ARE NOT DIRECTLY COMPARABLE WITH VALUES SHOWN IN PREVIOUS REPORTS
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MEDIA & DEVICES
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DEVICE OWNERSHIP

PERCENTAGE OF INTERNET USERS AGED 16+ WHO OWN EACH KIND OF DEVICE

GLOBAL OVERVYIEW

98.0%

SMARTPHONE

LAPTOP OR DESKTOP COMPUTER 58.3%

48.2%

32.4%
SMART WRIST DEVICE (ANY) 31.3%

< 25.%

| oamesconsote  RELE

nax

16.3%

9%

o

- 6.5% FEATURE PHONE

I 47% VIRTUAL REALITY DEVICE

a SOURCE GWII( )“ 1| NOTE Wy IITI' Fa\P IDF\JTIF* THE USE C F A COMBINATION OF DEVICES THAT ARE ALS L_J SHOWN INDIVIDUA II\"(_,I\J THISC If RT. FOR EXAMPLE, "MOBILE PHONE [ANY)" REPRESENTS

CEATLIRE Pl L (T8 e b8 e P & PPN 0 |4k

Digital 2025 Global Overview Report

L e Ah L A

IT=NE =Y

Lo

E AP O T Lk

27 of 640

b Lrs o

LWt

LA T L s

AWt V]

ot ol W P

% o T Y

L AT A

97.8%
we
are. 0O Maltwntar
2@ @ m oM ™ Englsh -



MEDIA USE

THE PERCENTAGE OF INTERNET USERS AGED 16+ WHO CONSUME EACH MEDIA TYPE

GLOBAL OVERVIEW

INTERNET: MOBILE PHONE 97.8%

SOCIAL MEDIA 93.0%

INTERNET: LAPTOP, DESKTOP, OR TABLET 90.6%

TV: LINEAR OR BROADCAST 89.7%

( TV: STREAMING OR ONLINE 111% >

PRESS: ONLINE 67.9%

RADIO: BROADCAST 66.4%

MUSIC STREAMING 65.3%

PODCASTS 63.7%

PRESS: PHYSICAL PRINT 62.2%

SOURCE: GW| (Q3 2024). COMPARABILITY: CHANGES IN AUDIENCE COMPOSITION AND SURVEY METHODOLOGY. SEE NOTES ON DATA. POTENTIAL MISMATCHES: THE VALUES SHOWN HERE ARE BASED
ON THE TIME THAT PEOPLE SAY THEY SPEND CONSUMING EACH MEDIA TYPE, AND MAY DIFFER FROM SIMILAR DATA POINTS SHOWN ELSEWHERE IN THIS REPORT THAT REFLECT OTHER BEHAVIOURS SUCH AS are . 0O Malrhwatrar
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DAILY TIME SPENT WITH MEDIA

THE AVERAGE AMOUNT OF TIME (IN HOURS AND MINUTES) THAT INTERNET USERS AGED 16+ SPEND WITH EACH MEDIUM OR DEVICE EACH DAY
GLOBAL OVERVIEW

06:38

INTERNET: MOBILE PHONE

0313
0251
022

o151

{ EEEr . o'
MUSIC STREAMING 01:25

2

| oames consote JURE

on:58

0052

_ 00:51 RADIO: BROADCAST

_ 00:42 PRESS: PHYSICAL PRINT

RT MAY APPEAR IN MORE THAN ONE BAR. FOR EXAMPLE, “SOCIA

a SOURCE: GW| (Q3 2024). NOTES: PEOPLE MAY CONSUME DIFFERENT MEDIA COMNCURRENTLY, AND SOME MEDIA SHOWN IN THIS CHAR
AE 5 -
-

STANDALONE MEDIUM, BUTITIS A
s e ,

LADT Cowm CW A LUNIE ST ITANTA LS g

Digital 2025 Global Overview Report

) A COMPOMNENT OF “INTERMNET” TIME. WHITI
WTRTRISS L LKA D A0 AN

ADIkICC TIC

DENTIFY THE USE OF A COMBINATION OF MEDIA OR DEVICES THAT AR

T T YL Y N W TN AT

0O Maltwntar



Id  Publish Online

MOBILE CONNECTIVITY ‘;ﬂ'

ADOPTION AND USE OF MOBILE PHONES AND DEVICES THAT CONNECT TO CELLULAR NETWORKS

GLOBAL OVERVYIEW

NUMBER OF UNIQUE UNIQUE MOBILE ANNUAL CHANGE IN CELLULAR MOBILE ANNUAL CHANGE IN THE
MOBILE SUBSCRIBERS SUBSCRIBERS AS A PERCENTAGE THE NUMBER OF UNIQUE CONNECTIONS NUMBER OF CELLULAR
(ANY TYPE OF HANDSET) OF THE TOTAL POPULATION MOBILE SUBSCRIBERS (EXCLUDING 1OT) CONNECTIONS (EX. 1OT)

5.78 70.5% +2.0% 8.78 +2.2%

£ BILLION +112 MILLION BILLION +190 MILLION >
NUMBER OF ANNUAL CHANGE IN TOTAL NUMBER OF NUMBER OF BROADBAND MOBILE AVERAGE NUMBER OF
UNIQUE CELLULAR THE NUMBER OF UNIQUE BROADBAND MOBILE CONNECTIONS AS A PERCENTAGE MOBILE CONNECTIONS PER
DATA SUBSCRIBERS CELLULAR DATA SUBSCRIBERS CONNECTIONS OF TOTAL MOBILE CONNECTIONS UNIQUE MOBILE SUBSCRIBER

4.74 +2.5% 8.31 94.6% 1.52

BILLION +114 MILLION BILLION

n SOURCE: GSMA INTELLIGENCE. NOTES: CELLULAR CONNECTIONS INCLUDE DEVICES OTHER THAN MOBILE PHONES, BUT EXCLUDE CELLULAR 1OT CONMNECTIONS. CONNECTION FIGURES MAY EXCEED we
FIGURES FOR POPULATION AND UNIQUE SUBSCRIBERS DUE TO MULTIPLE CONMNECTIONS PER PERSOMN. COMPARABILITY: REGULAR BASE REVISIOMNS. SEE NOTES ON DATA. POTENTIAL MISMATCHES: FIGURES
e e L e SRR A o | - O Maltwnatar
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MOBILE CONNECTIVITY AL A

CELLULAR MOBILE CONNECTIONS COMPARED WITH TOTAL POPULATION

GLOBAL OVERVIEW

NORTHERN
EUROPE

EASTERN
130% EUROPE

144%

EUROPE SOUTHERN! 106% P

EUROPE

NORTHERN
-E WESTERN 'I 2 3 % ] 3] %
0

CARIBBEAN NORTHERN 0 0 EASTERN
< : AFRICA 102% 133% e
88.3% 33 79,
101% MiDDLE  WESTERN il
CENTRAL 84.7% AFRICA SOUTHERN
AMERICA
WESTERN 65.5% 126% Ex*Siaadaih
o AFRICA
P °
X 115% 78 7% IESEN
e SOUTHERN ; il
A AMERICA 0
107% 183% 106%
0 OCEANIA
SOUTHERN
AFRICA
a SOURCES: GSMA INTELLIGENCE; UNITED NATIONS. NOTE: FIGURES MAY EXCEED 100% BECAUSE SOME INDIVIDUALS MAY USE MORE THAN ONE CELLULAR CONNECTION. REGIONS BASED ON THE UNITED ‘gree OS> Malhwnter
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CONNECTED DEVICES ”‘;’%‘:’

NUMBER OF CONNECTED DEVICES AROUND THE WORLD BY TYPE, AND EACH TYPE'S SHARE OF TOTAL CONNECTED DEVICES
GLOBAL OVERVIEW

FIXED MOBILE PHONES PCS, LAPTOPS SHORT-RANGE WIDE-AREA
PHONES (ANY TYPE) AND TABLETS |OT DEVICES |OT DEVICES

770 8.65 1.73 17.4 4.93

MILLION BILLION BILLION BILLION BILLION

SHARE OF CONNECTIONS SHARE OF CONNECTIONS SHARE OF CONNECTIONS SHARE OF CONNECTIONS SHARE OF CONNECTIONS

2.3% 25.8% 9.2% 31.9% 14.7%

SOURCE: ERICSSON MOBILITY VISUALIZER. NOTES: TYPICAL SHORT-RANGE |OT DEVICES HAVE A RANGE OF UP TO 100 METRES, AND ARE POWERED BY TECHNOLOGIES SUCH AS WIFI AND BLUETOOTH. WIDE-
N AREA IOT DEVICES USE TECHNOLOGIES SUCH AS CELLULAR NETWORKS TO OFFER CONNECTIVITY ACROSS MUCH WIDER RANGES. COMPARABILITY: ERICSSON AND GSMA INTELLIGENCE REPORT DIFFERENT are O Malrwatrar
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NUMBER OF SMARTPHONES IN USE "?;'Wﬁ

NUMBER OF SMARTPHONE HANDSETS IN USE AROUND THE WORLD

GLOBAL OVERVYIEW

1428

1168

6938

6B
6.258B 6%
5918
5.598
5058
4448
< 3.688 3
+5.8%

JAN JAN JAN JAN JAN JAN JAN JAN JAN JAN JAN
2015 2016 2017 2018 2019 2020 2021 2022 2023 2024 2025

SOURCE: ERICSSON MOBILITY VISUALIZER (NOV 2024). NOTE: WHERE LETTERS ARE SHOWN NEXT TO FIGURES AB O VE BARS, “K" DENOTES THOUSANDS (E.G. "123 K" = 123,000}, “M" DENOTES MILLIONS (E.G
a “1.23 M" = 1,230,000}, AND “B" DENOTES BILLIONS (E.G. “1.23 B" = l }"*ﬁ mn f']ﬁlfl WHERE NO LETTER |5 PRESENT, VALL |F'~': ARE SHOWN AS It COMPARABILITY ERICSSOMN AND GS ;\Hulr‘ TELLIGENCE OFFER
£ PNl |

B S S S P i e . are 0O Maltwntar
igital lobal i of aen wm T L - o0c
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INTERNET USE
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OVERVIEW OF INTERNET USE

ESSENTIAL INDICATORS OF INTERNET ADOPTION AND USE

GLOBAL OVERVYIEW

INDIVIDUALS INDIVIDUALS USING THE YEAR-ON-YEAR CHANGE IN PERCENTAGE OF THE PERCENTAGE OF THE
USING THE INTERNET AS A PERCENTAGE THE NUMBER OF INDIVIDUALS TOTAL FEMALE POPULATION TOTAL MALE POPULATION
INTERNET OF TOTAL POPULATION USING THE INTERNET THAT USES THE INTERNET THAT USES THE INTERNET

5.56 YA +2.5% 65.7% 70.0%

4 BILLION YOY: +1.6% (+109 BPS) +136 MILLION YOY: +3.7% (+232 BPS) YOY: +2.7% (+181 BPS) >
AVERAGE DAILY TIME PERCENTAGE OF USERS PERCENTAGE OF USERS PERCENTAGE OF THE PERCENTAGE OF THE
SPENT USING THE INTERNET ACCESSING THE INTERNET ACCESSING THE INTERNET TOTAL URBAN POPULATION TOTAL RURAL POPULATION
BY EACH INTERNET USER VIA MOBILE PHONES VIA LAPTOPS AND DESKTOPS THAT USES THE INTERNET THAT USES THE INTERNET

6H 38M 96.3% 61.5% 82.7% 47.4%

YOY: -0.4% (-2 MINS) YOY: -0.2% (-20 BPS) YOY: -0.5% (-30 BPS) YOY: +3.6% (+289 BPS) YOY: +2.8% (+130 BPS)
SOURCES: KEPIOS ANALYSIS; ITU; GSMA INTELLIGENCE; EURQSTAT, GOOGLE'S ADVERTISING RESOURCES; CNMNIC; KANTAR & IAMAI; GOVERNMENT RESOURCES; UNITED NATIOMNS. TIME SPENT AND MOBILE
a SHARE DATA FROM GWI [Q3 2024). NOTES: GENDER DATA ARE ONLY AVAILABLE FOR "FEMALE” AND “"MALE" PERCENTAGE CHAMNGE FIGURES SHOW RELATIVE YEAR-OMN-YEAR CHAMNGE. "BPS” FIGURES ar e (ns Mﬂ I + 1 +=r
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INTERNET USE TIMELINE

NUMBER OF INDIVIDUALS USING THE INTERNET OVER TIME
GLOBAL OVERVIEW
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SOURCES: KEPIOS ANALYSIS; ITU: GSMA INTELLIGENCE: EUROSTAT: GOOGLE'S ADVERT VIAL OURCE we
A8 AND BASE CHANGES, ALL FIGURES USE THE LATEST AVAILABLE DATA, BUT SOME SOURCES DO NOT PUBLISH REGULAR UPDATES, SO FIGUR : are. 0O Maltwntar
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INTERNET ADOPTION

INDIVIDUALS USING THE INTERNET AS A PERCENTAGE OF TOTAL POPULATION

GLO‘BAI. OVERVIEW
NORTHERN
EUROPE
EASTERN
97.7% EUROPE
0
it =
0
93.3% e, Lo WA CENTRAL
3.3% EUROPE SOUTHERN 80.8% ey
EUROPE
CARIBBEAN NORTHERN 0 0 EASTERN
< 69 80/ AFRICA 75 9% 7854 ASIA
.0/ -
79. 2% MIDDLE WES;?RN 53.8%
A
CENTRAL 42.5% GHRGA SOUTHERN
AMERICA
| WESTERN 33.6% 718.2% i(s)lgTH'EASTERN
P AFRICA
- ) 0
\@ 83.2% 98 5% BAIEN
A SOUTHERN : il
A AMERICA
17.0% 17.5%
67.9% U7
. OCEANIA
SOUTHERN
AFRICA
A SOURCES: KEPIOS ANALYSIS; ITU: GSMA INTELLIGENCE: EUROSTAT: GOOGLE'S ADVERTISING RESOURCES; CNNIC: KANTAR & IAMAI: GOVERNMENT RESOURCES; UNITED NATIONS. NOTE: REGIONS BASED ON we
THE UNITED NATIONS GEOSCHEME. LOCAL COUNTRY VALUES HAVE BEEN CAPPED AT 99% OF THE POPULATION. COMPARABILITY: SOURCE AND BASE CHANGES. ALL FIGURES USE THE LATEST AVAILABLE DATA are - (n) Mnlfwr'li'nr



INTERNET ADOPTION

INDIVIDUALS USING THE INTERNET AS A PERCENTAGE OF TOTAL POPULATION

GLOBAL OVERVYIEW
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UNCONNECTED POPULATIONS

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

GLOBAL OVERVYIEW

NORTHERN
EUROPE

EASTERN
EUROPE
NORTHERN

AMERICA m
WESTERN
i soureN AL
EUROPE

CARIBBEAN NORTHERN

AFRICA 3563 igﬁl’ERN
( o 958.8 >

CENTRAL 265.1 GHERSS A sogf:m\l
AMERICA Y~ 143.5 151.8 igiTH-EASTERN
s AFRICA
i
\9 3626 BAER
GLOBAL SOUTHERN LIl ARRICA
TOTAL AMERICA m m
2'634 OCEANIA
SOUTHERN

AFRICA

SOURCES: KEPIOS ANALYSIS: [TU; GSMA INTELLIGENCE: EUROSTAT; GOOGLE'S ADVERTISING RESOURCES; CNNIC; KANTAR & IAMA: GOVERNMENT RESOURCES; UNITED NATIONS. NOTE: REGIONS BASED ON W
: THE UNITED NATIONS GEQSCHEME. WE CAP COUNTRY ADOPTION RATES AT 9% OF THE TOTAL POPULATION. COMPARABILITY; SOURCE AND BASE CHANGES, ALL FIGURES USE THE LATEST AVAILABLE DATA, are 0O Maltwntar
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UNCONNECTED POPULATIONS

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

GLOBAL OVERVYIEW

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

UNCONNECTED
INDIVIDUALS

% OF POP.
OFFLINE

% OF POP.
OFFLINE

UNCONNECTED
INDIVIDUALS

# LOCATION

# LOCATION

01 INDIA 651,619,000 44.7% 01 NORTH KOREA'
02 CHINA 311,901,000 22.0% 02 BURUNDI 87.5% 12,441,000
03 PAKISTAN 137,453,000 54.3% 03 CHAD 86.8% 17,992,000
( 04 NIGERIA 128,323,000 54.6% 04 CENTRAL AFRICAN REPUBLIC 84.5% 4,582,000 >
05 ETHIOPIA 105,209,000 78.7% 05 SOUTH SUDAN 84.3% 10,167,000
06 BANGLADESH 96,208,000 55.5% 06 YEMEN 82.3% 33,893,000
07 DEM. REP. OF THE CONGO /7,059,000 69.4% 07  MALAWI 82.0% 17,986,000
08 INDONESIA 72,172,000 25.4% 08 MOZAMBIQUE 80.2% 28,177,000
09 TANZANIA 49,305,000 70.9% 09 ERITREA 80.0% 2,856,000
10 UGANDA 36,514,000 72.0% 10 MADAGASCAR 79.6% 25,752,000
M o ror e Co T e ERCENTAGEOf T FORULATON THAT S o T U THE TN ASSOUTE WUt e oo o e e 1) (S €@y Maltwintar
Digital 2025 Global Overview Report 50 of 640 i @ @ = [T ™ English e



AVERAGE PRICE PER MBPS

®
L]
MEDIAN PRICE (IN U.S. DOLLARS) PER MEGABIT PER SECOND OF FIXED BROADBAND BANDW!IDTH
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GLOBAL OVERVYIEW
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MAIN REASONS FOR USING THE INTERNET

PRIMARY REASONS WHY INTERNET USERS AGED 16+ USE THE INTERNET

GLOBAL OVERVYIEW

FINDING INFORMATION 62.8%

STAYING IN TOUCH WITH FRIENDS AND FAMILY 60.2%
KEEPING UP TO DATE WITH NEWS AND EVENTS 55.0%
WATCHING VIDEOS, TV SHOWS OR MOVIES 54.7%
RESEARCHING HOW TO DO THINGS 51.1%
FINDING NEW IDEAS OR INSPIRATION 46.9%
( ACCESSING AND LISTENING TO MUSIC 46.7% >
FILLING UP SPARE TIME AND GENERAL BROWSING 45.2%
RESEARCHING PRODUCTS AND BRANDS 45.2%

38.9%
38.7%
359%

3545
T 0.

s01%

a SOURCE: GW/ [Q3 2024). COMPARABILITY: CHANGES IN AUDIENCE COMPOSITION AND SURVEY METHODOLOGY. SEE NOTES ON DATA. are . O Malrwatrar
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MAIN REASONS FOR USING THE INTERNET

PRIMARY REASONS WHY INTERNET USERS IN EACH AGE GROUP USE THE INTERNET
GLOBAL OVERVIEW

ace161024 W Ace2s51034 W Ace3asto44 [l AGeEasTO54 [l AGES55TO64 m

CONTACT FRIENDS & FAMILY 62.1% CONTACT FRIENDS & FAMILY 58.7% FIND INFORMATION 62.1% FIND INFORMATION 65.2% FIND INFORMATION 68.1% FIND INFORMATION 81.7%
FIND INFORMATIOMN 61.1% FIND INFORMATION 58.5% CONTACT FRIENDS & FAMILY 59.7% CONTACT FRIENDS & FAMILY 59.3% FOLLOW NEWS & EVENTS 61.2% FOLLOW NEWS & EVENTS 66.9%
WATCH VIDEOS & SHOWS 59.3% WATCH VIDEOS & SHOWS 56.2% FOLLOW NEWS & EVENTS 56.3% FOLLOW NEWS & EVENTS 58.9% CONTACT FRIENDS & FAMILY 61.1% CONTACT FRIENDS & FAMILY 62.7%
( LISTEN TO MUSIC 55.3% FOLLOW NEWS & EVENTS 51.5% WATCH VIDEOS & SHOWS 55.1% WATCH VIDEOQS & SHOWS 53.6% LEARN HOW TO DO THINGS 53.2% LEARN HOW TO DO THINGS 60.9% >
EDUCATION & STUDY 52.4% LEARN HOW TO DO THINGS 48.6% LEARN HOW TO DO THINGS 50.0% LEARN HOW TO DO THINGS 51.8% WATCH VIDEOS & SHOWS 49 3% RESEARCH BRAMNDS 57.0%
LEARN HOW TO DO THINGS 51.7% FIND NEW IDEAS 48.4% FIND NEW IDEAS 48.0% RESEARCH BRANDS 47.4% RESEARCH BRANDS 47 5% RESEARCH PLACES & TRAVEL 50.7%
FIND NEW IDEAS 50.5% LISTEN TO MUSIC 47 8% RESEARCH BRANDS 46.1% FIND NEW IDEAS 45.7% FILL SPARE TIME & BROWSING  44.8% RESEARCH HEALTH 46.9%
FOLLOW NEWS & EVENTS 49.5% FILL SPARE TIME & BROWSING  44.1% LISTEN TO MUSIC 45.4% FILL SPARE TIME & BROWSING ~ 44.4% RESEARCH PLACES & TRAVEL 41.7% MANAGE FINANCES 42.3%
FILL SPARE TIME & BROWSING  49.3% RESEARCH BRANDS 43.4% FILL SPARE TIME & BROWSING  43.6% LISTEN TO MUSIC 43.1% FIND NEW IDEAS 41.5% FILL SPARE TIME & BROWSING  40.9%
GAMING 42.8% EDUCATION & STUDY 39.5% RESEARCH PLACES & TRAVEL 39.5% RESEARCH PLACES & TRAVEL 40.5% RESEARCH HEALTH 40.5% WATCH VIDEQS & SHOWS 35.6%

ﬂ SOURCE: GWI| (Q3 2024). *NOTE: DATA FOR AUDIENCES AGED &5+ ARE NOT YET AVAILABLE IN ALL COUNTRIES, SO FINDINGS FOR AUDIENCES AGED 65+ MAY NOT BE DIRECTLY COMPARABLE WITH THOSE ‘gree (n‘ Mﬁl'l' ~trar
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{E INTERNET

'-
X
AVERAGE AMOUNT OF TIME (IN HOURS AND MINUTES) THAT INTERNET USERS AGED 16+ SPEND USING THE INTERNET EACH DAY ON ANY DEVICE
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GLOBAL OVERVYIEW
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DAILY TIME SPENT USING THE INTERNET 'f‘;ﬂ’

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

GLOBAL OVERVIEW

07:35
07:1 07:17 07:13
06:43  06:37
06:07 06:04
05:18 05:21
| I I 04:07 : |
FEMALE MALE FEMALE MALE FEMALE MALE FEMALE MALE FEMALE MALE FEMALE MALE
AGE AGE AGE AGE AGE AGE
16 - 24 25 — 34 35— 44 45 _ 54 55 — 64 65+
ﬂ SOURCE: G\WI (Q3 2024). *NOTE: DATA FOR AUDIENCES ALJED éJ AE NOT YET AVAILABLE IN ALl COUMNTRIES, SO FINDINGS FOR AUDIENCES AGED 65+ MAY NOT BE DIRECTLY COMPARABLE WITH THOSE we
e B s T T e T e are. 0O Maltwnatar
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DEVICES USED TO ACCESS THE INTERNET

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

GLOBAL OVERVIEW
MOBILE PHONE (ANY) 96.3%
SMARTPHONE 94.2%
LAPTOP OR DESKTOP (ANY) 61.5%
PERSONAL LAPTOP OR DESKTOP 53.6%

CONNECTED TELEVISION 31.7%

<

TABLET DEVICE 27.9%

WORK LAPTOP OR DESKTOP 26.8%

SMART HOME DEVICE 17.9%

GAMES cONsoLE  RIEYA

- 4.5% FEATURE PHONE
- 4.3% VIRTUAL REALITY DEVICE

we
SOURCE: GW!I (@3 2024). NOTE: WHITE BARS IDENTIFY THE USE OF A COMBINATIOMN OF DEVICES THAT ARE ALSO SHOWN INDIVIDUALLY OM THIS CHART. FOR EXAMPLE, "MOBILE PHONE [ANY)" SHOWS THE
M sounc o1 03 2024 o TR DENTIYTHE U O A COMBINATION OF EYICESTHAT ARE LSO SHOWN INDIVDUALY ON THIS CHAR,FOR EXAMPL N are. (O>Malhwntar
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TIME SPENT USING THE INTERNET ON MOBILES

AVERAGE AMOUNT OF TIME PER DAY THAT INTERNET USERS AGED 16+ SPEND USING THE INTERNET ON MOBILE PHONES

GLOBAL OVERVYIEW
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AVERAGE AMOUNT OF TIME PER DAY THAT INTERNET USERS SPEND USING THE INTERNET ON MOBILE PHONES

TIME SPENT USING THE INTERNET ON MOBILES f;ﬂ’

GLOBAL OVERVIEW

04:44

IZR[ 04:17

04:04
03:52 03:39
: 03:28
03:15
02:57
0243
>
L
l 01:16

N\

FEMALE MALE FEMALE MALE FEMALE MALE FEMALE MALE FEMALE MALE § FEMALE MALE
AGE AGE AGE AGE AGE : AGE
16 — 24 25 - 34 35-44 45 - 54 55 - 64 65+°
a SOURCE: GW| [Q3 2024). NOTES: “MOBILE PHONES" INCLUDE SMARTPHONES AND FEATURE PHONES. (*) DATA FOR AUDIENCES AGED 65+ ARE NOT YET AVAILABLE IN ALL COUNTRIES, SO FINDINGS FOR we
0 AUDIENCES AGED 65+ MAY NOT BE DIRECTLY COMPARABLE WITH THOSE FOR OTHER AGE GROUPS, COMPARABILITY: CHANGES IN AUDIENCE COMPOSITION AND SURVEY METHODOLOGY. SEE NOTES ON are O Malrwatrar
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PERCENTAGE OF INTERNET USERS AGED 16+ WHO USE A LAPTOP OR DESKTOP TO ACCESS THE INTERNET

GLOBAL OVERVYIEW
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TOP TYPES OF WEBSITES VISITED AND APPS USED

PERCENTAGE OF INTERNET USERS AGED 16+ WHO HAVE VISITED OR USED EACH KIND OF DIGITAL PROPERTY IN THE PAST MONTH

GLOBAL OVERVYIEW

CHAT AND MESSAGING 94.5%

SOCIAL NETWORKS 94.4%
SEARCH ENGINES OR WEB PORTALS 82.3%
75.0%
SHOPPING, AUCTIONS, OR CLASSIFIEDS 714.9%
MAPS, PARKING, OR LOCATION-BASED SERVICES 55.3%
( 47.7% >
ENTERTAINMENT 46.0%
43.6%
nas
30.5%
38.2%
7%
3.4
K, 32.6%
ﬁ SOURCE: GWI (Q3 2024). COMPARABILITY: CHANGES IN AUDIENCE COMPOSITION AND SURVEY METHODOLOGY. SEE NOTES ON DATA. THE TREATMENT OF THE QUESTION USED TO INFORM THIS CHART we
0 vt Y st o 4 oo\ £ APAEAL o A1 L A S AL oA A AT 14 LA 1 At T 108 A AT B are. 0O Maltwntar
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TOP TYPES OF WEBSITES VISITED AND APPS USED

PERCENTAGE OF INTERNET USERS WHO HAVE VISITED OR USED EACH KIND OF DIGITAL PROPERTY IN THE PAST MONTH
GLOBAL OVERVIEW

ace161024 W Ace2s51034 W Ace3asto44 [l AGeEasTO54 [l AGES55TO64 m

SOCIAL NETWORKS 97.3% SOCIAL NETWORKS 96.7% CHAT & MESSAGING 95.8% CHAT & MESSAGING 94.3% CHAT & MESSAGING 91.2% SEARCH ENGINES & PORTALS  85.7%
CHAT & MESSAGING ?26.5% CHAT & MESSAGING 26.3% SOCIAL NETWORKS 95.5% SOCIAL NETWORKS 93.2% SOCIAL NETWORKS 89.5% EMAIL 84.9%
SEARCH ENGINES & PORTALS  83.5% SEARCH ENGINES & PORTALS ~ B2.6% SEARCH ENGINES & PORTALS  B2.2% SEARCH ENGIMNES & PORTALS  B1.4% SEARCH ENGINES & PORTALS  79.7% SHOPPING 77.0%
( EMAIL 76.2% SHOPPING 75.7% SHOPPING 77 1% SHOPPING 74.6% EMAIL 73.2% SOCIAL NETWORKS 74.0% >
SHOPPING 73.4% EMAIL 74.2% EMAIL 74.8% EMAIL 74.3% SHOPPING 71.9% CHAT & MESSAGING 72.8%
MAPS, PARKING & LOCATION  56.4% MAPS, PARKING & LOCATION  55.1% MAPS, PARKING & LOCATION  55.4% MAPS, PARKING & LOCATION  55.2% MAPS, PARKING & LOCATION  53.4% WEATHER 68.1%
MUSIC 55.7% MUSIC 51.0% MUSIC 47 4% NEWS 48.6% WEATHER 53.4% NEWS 35.3%
ENTERTAINMENT 53.7% ENTERTAINMENT 49.6% ENTERTAINMENT 46.4% WEATHER 48.4% NEWS 52.6% MAPS, PARKING & LOCATION  55.0%
GAMES 44.3% FOOD TAKEAWAY & DELIVERY ~ 45.4% NEWS 44.4% MUSIC 44.0% MUSIC 38.3% BANKING & FINANCE 44.6%
FOOD TAKEAWAY & DELIVERY  41.1% TRAVEL 40.7% WEATHER 44.0% ENTERTAINMENT 42.4% BANKING & FINANCE 38.2% TRAVEL 31.0%

SOURCE: GWI| [Q3 2024). *NOTE: DATA FOR AUDIEMNCES AGED &5+ ARE NOT YET AVAILABLE IN ALL COUMNTRIES, 5O FINDINGS FOR AUDIEMNCES AGED &5+ MAY MNOT BE DIRECTLY COMPARABLE WITH THOSE we
M 0vrce: o105 20240 NOTE: DATA FOR AUDIENCES AGED 65+ ARE NOT YET AVALABLE N ALL COUNTREES, 50 FINDINGS FOR AUDIEN ARA are. (OMMalhwatoar
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SHARE OF TRAFFIC TO TOP 10,000 WEBSITES

TRAFFIC TO EACH WEBSITE AS A PERCENTAGE OF TOTAL, COMBINED VISITS TO THE WORLD'S 10,000 MOST VISITED WEB DOMAINS

GLOBAL OVERVYIEW

18.73%

Srourusecon—
Siacesookcon PR
_ 1.33% INSTAGRAM.COM
B 103% wHaTsAPP.cOM
B 1.00% x.com

( -0_89% WIKIPEDIA.ORG >
B 0.80% cHaTePT.COM
B 0.79% RebDIT.COM
B 0.78% YaHoo.com

-0.73% YAHOO.CO.JP
B 0.63% YANDEX.RU
- 0.61% AMAZON.com
Bl 0.54% BADU.cOM
-0,5[]% TIKTOK.COM

SOURCE: SIMILARWEB. RANKING AND VALUES BASED ON TRAFFIC BETWEEN 01 SEPTEMBER AND 30 NOVEMBER 2024. NOTES: VALUES COMPARE THE TOTAL VISITS TO EACH DOMAIN WITH THE TOTAL VISITS we
" ACROSS ALL OF THE WORLD'S TOP 10,000 MOST VISITED WEB DOMAINS BETWEEN 01 SEPTEMBER AND 30 NOVEMBER 2024. ADVISORY: SOME WEBSITES FEATURED IN THIS RANKING MAY CONTAIN ADULT are. 0O Maltwntar
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MOST VIEWED WIKIPEDIA PAGES IN 2024

WIKIPEDIA PAGES WITH THE GREATEST NUMBER OF PAGE VIEWS BETWEEN JANUARY AND DECEMBER 2024
GLOBAL OVERVIEW

# PAGE VIEWS EDITS # PAGE VIEWS EDITS
01 DEATHS IN 2024 49,860,251 11 ELON MUSK 18,374,329 1,211
02 YOUTUBE 42,160,485 561 12 TAYLOR SWIFT 18,185,355 1,530
03 2024 U.S. PRESIDENTIAL ELECTION 30,764,941 5,735 13 2020 U.S. PRESIDENTIAL ELECTION 17,318,101 245
¢ 04 KAMALAHARRS 29,333,445 1,249 14 UNITED STATES 16,463,778 1,771 >
05 DONALD TRUMP 27,137,994 4,337 15 LYLE AND ERIK MENENDEZ 16,144,629 3
06  INDIAN PREMIER LEAGUE 24,735,040 438 16 2024 SUMMER OLYMPICS 16,083,996 3,916
07 DEADPOOL & WOIVERINE 22,399,669 3,072 17 FACEBOOK 15,786,994 164
08 PROJECT 2025 20,195,355 2,258 18 UEFA EURO 2024 15,649,928 1,638
09 CHATGPT 18,785,473 573 19 JOE BIDEN 15,272,693 1,219
10 2024 INDIAN GENERAL ELECTION 18,433,674 2,836 20  KALKI 2898 AD 15,044,013 1,994
B o S S L s A, e, cOYMalbwnter
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MOBILE APPS
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Id  Publish Online

SHARE OF MOBILE TIME BY APP CATEGORY

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

SHARE OF SMARTPHONE SHARE OF SMARTPHONE SHARE OF SMARTPHONE SHARE OF SMARTPHONE TIME: SHARE OF SMARTPHONE
TIME: SOCIAL MEDIA APPS TIME: ENTERTAINMENT APPS TIME: UTILITY & PRODUCTIVITY MOBILE GAMES (ALL GENRES) TIME: BUSINESS APPS

35.1% 32.7% 13.6% 9.7% 1.6%

SHARE OF SMARTPHONE SHARE OF SMARTPHONE SHARE OF SMARTPHONE TIME: SHARE OF SMARTPHONE SHARE OF SMARTPHONE TIME:
TIME: SHOPPING APPS TIME: FINANCE APPS NEWS & MAGAZINE APPS TIME: ALL OTHER APPS : BROWSERS & SEARCH ENGINES*

1.5% 1.0% 0.3% 4.4% = 5.8%

SOURCE: DATA Al (A SENSOR TOWER COMPANY). NOTES: FIGURES REPRESENT SHARE OF TIME SPENT USING ANDROID PHONES BETWEEN 01 JANUARY AND 31 DECEMBER 2024. CATEGORY DEFINITIONS
REPRESENT DATA.AI'S IQ CLASSIFICATIONS, AND MAY NOT MATCH INDIVIDUAL APP STORE DEFINITIONS. (*) “BROWSERS AND SEARCH ENGINES” IS A SUBCATEGORY OF THE “UTILITY & PRODUCTIVITY" PRIMARY are O Malrwatrar
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TOP MOBILE APP CATEGORIES: DOWNLOADS ’ﬁ;ﬁ”

APP CATEGORIES WITH THE MOST DOWNLOADS BETWEEN 01 SEPTEMBER 2024 AND 30 NOVEMBER 2024

GLOBAL OVERVYIEW

# TYPE CATEGORY VOLUME AQOQ # TYPE CATEGORY VOLUME AQOQ
01 GAME  ARCADE & ACTION 3.60B -12.4% 11 APP PRODUCTIVITY 1.56 B +4.8%
02 GAME  BRAIN & PUZZLE 3.44 B -5.7% 12 APP LIFESTYLE 1.16B -4.2%
03 APP TOOLS 3.33B -3.8% 13 APP TRAVEL & NAVIGATION 1.14B -11.1%
( 04 APP SOCIAL :jﬁ 2.43B -4.8% 14 APP EDUCATION :jﬁ 923 M +9.0% >
05 GAME  SIMULATION 1.98B -8.6% 15 APP MUSIC 901 M -2.4%
06 APP ENTERTAINMENT 1.908B -8.0% 16 GAME  RACING 888 M -12.0%
0/ APP FINANCE 1.85B -2.0% 17 APP KIDS & FAMILY: AGES 6-8 858 M -11.5%
08 APP PHOTO & VIDEO 1.818B -4.5% 18 APP KIDS & FAMILY: AGES 5 & UNDER 782 M -8.7%
09 GAME  ROLEPLAYING & STRATEGY 1.57B -12.7% 19 APP BUSINESS 743 M -2.6%
10 APP SHOPPING 1.56 B +0.5% 20 APP KIDS & FAMILY: AGES @ & UP 685 M -11.2%

SOURCE: DATA Al (A SENSOR TOWER COMPANY). NOTES: CATEGORY NAMES REPRESENT DATA.AI'S “UNIFIED CATEGQORIES”, WHICH MATCH APP CATEGORIES ACROSS THE GOOGLE PLAY STORE AND we
m APPLE IOS APP STORE TO P?OVIPE A CGNSI‘“T NT BASIS FOR CL;MPARI‘)D\J RANKINGS BASED ON COMBINED [‘{_J‘ \"I\LCJADB ACROSS THE GOOGLE F‘I.HY STORE AND APPLE |O::| AF’P STORE BETWEEN are (n" Mﬂl‘l’ ~tar
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02
03
( 04
05
06
07
08
09

10

YOUTUBE
lelelolell;

CHROME BROWSER
clelelell:

GOOGLE
GOOGILE

WHATSAPP MESSENGER
WHATSAPP

FACEBOOK

META

GOOGLE PLAY SERVICES
GOOGILE

INSTAGRAM

INSTAGRAM

GOOGLE MAPS
GOOGLE

GMAIL
GOOGILE

GOOGLE PHOTOS
GOOGLE

TOP MOBILE APPS

RANKING OF MOBILE APPS BY VARIOUS METRICS FOR THE PERIOD BETWEEN 01 SEPTEMBER 2024 AND 30 NOVEMBER 2024

YOUTUBE
GOOGLE
- TIKTOK
_Q . BYTEDANCE
~ FACEBOOK

META

WHATSAPP MESSENGER
WHATSAPP

INSTAGRAM
INSTAGRAM

CHROME BROWSER
GOOGILE

PHONE BY GOOGLE
GOOGILE

SAMSUNG TOUCHWIZ HOME

SAMSUNG ELECTRONICS

FACEBOOK MESSENGER
META

TELEGRAM
TELEGRAM

TIKTOK'
BYTEDANCE

INSTAGRAM

INSTAGRAM _“
WHATSAPP MESSENGER
WHATSAPP

FACEBOOK
META

THREADS
INSTAGRAM

TEMU
TEMU

CAPCUT
BYTEDANCE

CHATGPT
OPENAI

TELEGRAM
TELEGRAM

SNAPCHAT
SNAP

<

GLOBAL OVERVIEW

' MONTHLY ACTIVE USERS TOTAL TIME SPENT DOWNLOADS CONSUMER SPEND

TIKTOK'
BYTEDANCE

YOUTUBE
clololcll:

DISNEY+
DISNEY

TINDER

MATCH GROUP @ >
GOOGLE ONE
GOOGLE

MAX: STREAM HBO, TV, & MOVIES
WARNER BROS. DISCOVERY

LINE MANGA

LINE

LINKEDIN
LINKEDIN

PICCOMA
KAKAO PICCOMA CORP

BUMBLE APP
BUMBLE

SOURCE: DATA Al (A SENSOR TOWER COMPANY). NOTES: MOBILE GAMES APPEAR SEPARATELY IN THE “VIDEO GAMES" SECTION OF THIS REPORT. RANKINGS REFLECT ACTIVITY BETWEEN 01 SEPTEMBER 2024

AND 30 NOVEMBER 2024 RA\IK NG BY MONTHLY ACTIVE USERS REFLECTS ACTIVITY ON IPHONES AND ANDROID PHONES, EXClLJDING CHINA. RANKING BY TOT-‘-\ TIME SPENT RE FLEC"C lJSER HCTIVI'V CJN

PR TN P T W TR W I WILY LELh LA PSP I 1L
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SHARE OF WEB TRAFFIC BY BROWSER

PERCENTAGE OF TOTAL WEB PAGES SERVED TO EACH BRAND OF WEB BROWSER RUNNING ON ANY DEVICE
GLOBAL OVERVIEW

68.34%

m 4.93%

( .2_47% FIREFOX >
. 2.23% SAMSUNG INTERNET
. 2.01% OPERA

I 0.85% UCBROWSER

. 2.05% OTHERS

a SOURCE: STATCOUNTER. NOTES: FIGURES REPRESENT THE NUMBER OF PAGE VIEWS SERVED TO EACH BROWSER AS A PERCENTAGE OF TOTAL PAGE VIEWS SERY

\ ERVED TO WEB BROWSERS RUNNING ON ANY
KIND OF DEVICE IN DECEMBER 2024, PERCENTAGE CHANGE VALUES REPRESENT RELATIVE YEAR-OMN-YEAR CHANGE (I.E. AN INCREASE OF 20% FROM A STARTING VALUE OF 50% WO

we
ULD EQUAL 60%, NOT 70%) are . 0O Maltwntar
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SHARE OF SEARCH ENGINE REFERRALS

PERCENTAGE OF TOTAL WEB TRAFFIC REFERRED BY SEARCH ENGINES THAT ORIGINATED FROM EACH SEARCH SERVICE
GLOBAL OVERVIEW

89.73%

- 398% BING
. 955% YANDEX

( I]_29% YAHOO! >

I{).Bl% BAIDU
Io,ﬁﬁ% DUCKDUCKGO
|0.36% NAVER

I 0.62% OTHERS

SOURCE: STATCOUNTER. NOTES: FIGURES REPRESENT THE NUMBER OF PAGE VIEW REFERRALS ORIGINATING FROM EACH SERVICE AS A PERCENTAGE OF TOTAL PAGE VIEW REFERRALS ORIGINATING FROM
SEARCH ENGINES IN DECEMBER 2024, PERCENTAGE CHANGE VALUES REPRESENT RELATIVE YEAR-ON-YEAR CHANGE [L.E. AN INCREASE OF 20% FROM A STARTING VALUE OF 50% WOULD EQUAL 60%, NOT are O Malrwatrar
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TOP GOOGLE SEARCHES

QUERIES WITH THE GREATEST VOLUME OF GOOGLE SEARCH ACTIVITY BETWEEN 01 JANUARY 2024 AND 31 DECEMBER 2024
GLOBAL OVERVIEW

# SEARCH QUERY INDEX vs. TOP QUERY # SEARCH QUERY INDEX vs. TOP QUERY

01 GOOGLE 100 11 INSTAGRAM 34

02 YOUTUBE 88 12 GMAIL 27
03 YOU 87 13 AS 24
( 04 WEATHER 63 14 TIEMPO 23 >
05 WHATSAPP 52 15 CLIMA 21
06 FACEBOOK 52 16 TNOIOOA 20
07 TRANSLATE 49 17 REDDIT 19
08 WEB WHATSAPP 40 18 APPLE 19
09 AMAZON 37 19  MAPS 19

10 NEWS 35 20 GOOGLE TRANSLATE 17

SOURCE: GOOGLE TRENDS, BASED ON SEARCHES CONDUCTED BETWEEN 01 JANUARY 2024 AND 31 DECEMBER 2024, NOTES: ANY SPELLING ERRORS OR LANGUAGE INCONSISTENCIES IN SEARCH QUERIES we
a ARE AS PUBLISHED BY GOQGLE TRENDS, AND ARE SHOWN “AS 15, TO ENABLE READERS TO IDENTIFY POTENTIAL CHANGES IN HOW PEQPLE USE LANGUAGE IN DIGITAL ENVIRONMENTS. GOOGLE DOES NOT

. SRR o | ¢ - 3 0O Maltwntar
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PERCENTAGE OF INTERNET USERS AGED 16+ WHO USE ONLINE TOOLS TO TRANSLATE TEXT INTO DIFFERENT LANGUAGES EACH WEEK

GLOBAL OVERVYIEW
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WEEKLY ONLINE SHOPPING ACTIVITIES ‘;'r‘ﬂ:’

PERCENTAGE OF INTERNET USERS AGED 16+ WHO ENGAGE IN SELECTED ECOMMERCE ACTIVITIES EACH WEEK
GLOBAL OVERVIEW

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

<..

55.8% 27.3% 10.8% 199% 15.3%

@ SOURCE: GW/ [Q3 2024). COMPARABILITY: CHANGES IN AUDIENCE COMPOSITION AND SURVEY METHODOLOGY. SEE NOTES ON DATA. are . O Malrwatrar
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MOST USED MOBILE SHOFING APPS

RANKING OF MOBILE SHOPPING APPS, BASED ON GLOBAL MONTHLY ACTIVE USERS BETWEEN 01 SEPTEMBER 2024 AND 30 NOVEMBER 2024
GLOBAL OVERVIEW

01 AMAZON AMAZON 1T EBAY EBAY
02 SHOPEE SEA 12 WILDBERRIES WILDBERRIES
03 FLIPKART WALMART 13  SHOPSY WALMART
( 04 TEMU PDD HOLDINGS 14 OZON OZON >
05 SHEIN SHEIN 15 TOKOPEDIA GOTO GROUP
06 MEESHO MEESHO 16 LIDLPLUS SCHWARZ GRUPPE
07  ALIEXPRESS ALIBABA GROUP 17 WALMART WALMART
08 MERCADOLIBRE MERCADOLIBRE 18  AVITO KISMET CAPITAL GROUP
09 LAZADA ALIBABA GROUP 19 AJIO SHOPPING APP RELIANCE INDUSTRIES
10 MYNTRA WALMART 20 ALIEXPRESS RUSSIA ALIBABA GROUP
B R e o T B B B e s e OYMalbwator
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OVERVIEW OF CONSUMER GOODS ECOMMERCE

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

GLOBAL OVERVYIEW

NUMBER OF PEOPLE ESTIMATED TOTAL AVERAGE ANNUAL SHARE OF 2024 CONSUMER 2024 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 2024 PURCHASES (USD, 2024) USER (USD, 2024) MADE VIA MOBILE PHONES ALL RETAIL CHANNELS

2.54 $4.12 $1,620 51.4% 17.3%

BILLION TRILLION
YEAR-ON-YEAR CHANGE YEAR-ON-YEAR CHANGE YEAR-ON-YEAR CHANGE YEAR-ON-YEAR CHANGE YEAR-ON-YEAR CHANGE
+8.5% (+200 MILLION) +14.6% (+$525 BILLION) +5.4% (+$83.00) +5.1% (+247 BPS) +8.3% (+133 BPS)

SOURCE: STATISTA ECOMMERCE MARKET. SEE STATISTA.COM. NOTES: "CONSUMER GOODS" INCLUDE: BEAUTY & PERSONAL CARE; BEVERAGES; DIY & HARDWARE STORE; ELECTRONICS; EYEWEAR; FASHION;
m FOOD; FURNITURE; HOUSEHOLD ESSENTIALS; LUXURY GOQDS; PHYSICAL MEDIA; OTC PHARMACEUTICALS; TOBACCO PRODUCTS; TOYS & HOBBY. FIGURES REPRESENT ESTIMATES FOR FULL-YEAR 2024, AND

T ey ey ety e v P o T TN I o A A e P T T LT E o T T A T T e T T T e AT Ve e Y are . 0O Maltwnatar
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PAYMENT METHODS USED FOR ECOMMERCE

SHARE B2C ECOMMERCE TRANSACTION VALUE ATTRIBUTABLE TO EACH TYPE OF PAYMENT METHOD
GLOBAL OVERVIEW

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

TRANSACTION VALUE TRANSACTION VALUE TRANSACTION VALUE TRANSACTION VALUE TRANSACTION VALUE
ATTRIBUTABLE TO DIGITAL ATTRIBUTABLE TO DEBIT ATTRIBUTABLE TO ACCOUNT- ATTRIBUTABLE TO “BUY ATTRIBUTABLE TO OTHER
AND DIGITAL WALLETS AND CREDIT CARDS TO-ACCOUNT TRANSFERS NOW, PAY LATER" SERVICES PAYMENT METHODS

<...

S0% 34% 7% 5% 4%

@ SOURCE: WORLDPAY GLOBAL PAYMENTS REPORT 2024. NOTE: FIGURES REPRESENT SHARE OF B2C ECOMMERCE TRANSACTION VALUE IN 2023 are . O Malrwatrar
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ECOMMERCE: CONSUMER GOODS CATEGORIES

ESTIMATED ANNUAL SPEND IN EACH CONSUMER GOODS ECOMMERCE CATEGORY (B2C ONLY, U.S. DOLLARS, FULL-YEAR 2024)

GLOBAL OVERVYIEW

S771B

$680 B

DIY & HARDWARE 5494 B
ELECTRONICS S465B
PHYSICAL MEDIA $439 B

« I ;
$2368
-

-

-

e

D $82.5B OVER-THE-COUNTER PHARMACEUTICALS
B $30.18 Evewear

SOURCE: STATISTA ECOMMERCE MARKET. SEE STATISTA.COM. NOTES: WHERE LETTERS ARE SHOWN NEXT TO FIGURES ABOVE BARS, “K” DENOTES THOUSANDS (E.G. “123 K” = 123,000}, “M" DENOTES MILLIONS
m (E.G."1.23 M" = 1,230,000), AND “B” DENOTES BILLIONS (E.G. “1.23 B" = 1,230,000,000). WHERE NO LETTER IS PRESENT, VALUES ARE SHOWN AS IS. FIGURES REPRESENT ESTIMATES OF FULL-YEAR REVENUES FOR 2024

e
et By B D P are. 0O Maltwntar
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FLIGHTS

$526.5

BILLION
YEAR-ON-YEAR CHANGE
+8.1% (+$39 BILLION)

HOTELS

$328.3

BILLION

YEAR-ON-YEAR CHANGE
+5.6% (+$17 BILLION)

TRAINS

$93.33

BILLION
YEAR-ON-YEAR CHANGE
+6.7% (+$5.9 BILLION)

PACKAGE HOLIDAYS

$206.0

BILLION

YEAR-ON-YEAR CHANGE
+7.0% (+$13 BILLION)

ONLINE TRAVEL AND TOURISM

ANNUAL ONLINE SPEND ON TRAVEL AND TOURISM SERVICES (U.S. DOLLARS, FULL-YEAR 2024)

CAR RENTALS

YAR:1:

BILLION
YEAR-ON-YEAR CHANGE
+6.5% (+$4.4 BILLION)

VACATION RENTALS

$72.03

BILLION

YEAR-ON-YEAR CHANGE
+7.7% (+$5.2 BILLION)

GLOBAL OVERVYIEW

LONG-DISTANCE BUSES

$12.22

BILLION
YEAR-ON-YEAR CHANGE
+6.1% (+$704 MILLION)

CRUISES

$9.41

BILLION

YEAR-ON-YEAR CHANGE
+9.6% (+$821 MILLION)

SOURCE: STATISTA DIGITAL MARKET OUTLOOK; STATISTA MOBILITY MARKET OUTLOOK. SEE STATISTA.COM. NOTES: FIGURES REPRESENT ESTIMATES OF FULL-YEAR REVENUES FOR 2024 IN U.S. DOLLARS, AND we
oJol  COMPARISONS WITH EQUIVALENT VALUES FOR THE PREVIOUS CALENDAR YEAR. VALUES DO NOT INCLUDE REVENUES ASSOCIATED WITH PUBLIC TRANSPORT, NON-COMMERCIAL FLIGHTS, FERRIES, TAXIS, RIDE are.

0O Maltwntar
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OWNERSHIP OF SMARTWATCHES

PERCENTAGE OF INTERNET USERS AGED 16+ WHO OWN A SMARTWATCH (E.G. APPLE WATCH)

GLOBAL OVERVYIEW
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TOP TV SHOWS BY STREAMING PLATFORM

FLIXPATROL'S RANKING OF THE MOST POPULAR TV SHOWS ON SELECTED STREAMING PLATFORMS IN BETWEEN 01 JANUARY AND 31 DECEMBER 2024

GLOBAL OVERVIEW

n
01 BRIDGERTON 100 GREY'S ANATOMY 100 i T B o D™ 100 HOUSE OF THE DRAGON 100
02 THE GENTLEMEN 80 MODERN FAMILY 84 REACHER 95 THE PENGUIN 62
03 EMILY IN PARIS 78 BLUEY 83 THE BOYS 84 TRUE DETECTIVE 59

< 04 BABY REINDEER 75 THE SIMPSONS 67 FALLOUT 73 TOKYO VICE 43 >
05 FOOL ME ONICE 69 FAMILY GUY 46 MARRY MY HUSBAND 59 GAME OF THRONEES 42
06 MONSTERS 56 HOW | MET YOUR MOTHER a1 T 43 THE REGIME 40
07 AVATAR THE LAST AIRBENDER 53 CRIMINAL MINDS 37 MR. & MRS. SMITH 42 RICK AND MORTY 39
08 GRISELDA 52 DESPERATE HOUSEWIVES 32 YO SOY BETTY LA FEA 34 DUNE: PROPHECY 35
09 3 BODY PROBLEM 52 MALCOLM IN THE MIDDLE 26 INVINCIBLE 32 LA PROMESA 34
10 THE PERFECT COUPLE 50 SHOGUN 20 CLARKSON'S FARM 2 THE LAST OF US 33

SOURCE: FLIXPATROL, SEE FLIXPATROL.COM. NOTES: THE SAME CONTENT MAY HAVE DIFFERENT TITLES IN DIFFERENT COUNTRIES. RANKINGS BASED ON FLIXPATROL'S ANALYSIS OF WORLDWIDE VIEWING
3 ACTIVITY BETWEEN 01 JANUARY AND 31 DECEMBER 2024, “INDEX" VALUES COMPARE THE FLIXPATROL “POINTS" VALUE FOR EACH TITLE TO THE FLIXPATROL “POINTS” VALUE OF THE TOP-RANKED TITLE IN EACH are . O Malrwnatar
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TOP MOVIES BY STREAMING PLATFORM

FLIXPATROL'S RANKING OF THE MOST POPULAR MOVIES ON SELECTED STREAMING PLATFORMS BETWEEN 01 JANUARY AND 31 DECEMBER 2024

n NETFLIX N DISNEY+

GLOBAL OVERVIEW

AMAZON PRIME INDEX HBO

01 ©  MINIONS: THE RISE OF GRU 100 MOANA 100 THEIDEA OF YOU 100 BARBIE 100

02 DAMSEL 82 INSIDEOUT 79 UPGRADED 96 WONKA 84
-  AQUAMAN AND THE

03 UNDERPARIS 78 ELEMENTAL 59 CULPAMIA 90 T KM eDOM 77

< 04  THEUNION 78 FROZEN 44 ROADHOUSE 90 DUNE: PARTTWO 73 >

05 = UFT 77 CARS 37 SALTBURN 51 . DUNE 59
THE MINISTRY OF GODZILLA X KONG:

06 . [REBEL RIDGE 74 ENCANTO 34 UNGENTLEMANLY WARFARE 45 THE NEW EMPIRE 59

07 . SOCIETY OF THE SNOW 73 COCO 28 RICKY STANICKY 41 BLUEBEETLE 57
: : APOCALYPSE Z: THE

08 T GRINCH 70 -~ wist 24 EINNING O THE END 40 FURIOSA: A MAD MAX SAGA 52
. KINGDOM OF THE HARRY POTTER AND THE

09 DESPICABIEME3 68 | pIANET OF THEAPES 21 MY SPYTHE ETERNALCITY 40 SO & SToME 48

10 CARRY-ON 66  INSIDEOUT?2 21 JACKPOT 37 NOHARD FEELINGS 43

SOURCE: FLIXPATROL, SEE FLIXPATROL.COM. NOTES: THE SAME CONTENT MAY HAVE DIFFERENT TITLES IN DIFFERENT COUNTRIES. RANKINGS BASED ON FLIXPATROL'S ANALYSIS OF WORLDWIDE VIEWING
=Tl  ACTIVITY BETWEEN 01 JANUARY AND 31 DECEMBER 2024, “INDEX" VALUES COMPARE THE FLIXPATROL “POINTS" VALUE FOR EACH TITLE TO THE FLIXPATROL "POINTS” VALUE OF THE TOP-RANKED TITLE IN EACH are . O Malrwnatar
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ALL-TIME NETFLIX CHARTS (ENGLISH) '?;W

ENGLISH-LANGUAGE TITLES THAT ATTRACTED THE GREATEST NUMBER OF VIEWS IN THEIR FIRST 91 DAYS ON NETFLIX (ALL-TIME)

GLOBAL OVERVIEW

MOST POPULAR TV SHOWS (ENGLISH-LANGUAGE CONTENT) MOST POPULAR MOVIES (ENGLISH-LANGUAGE CONTENT)
01  WEDNESDAY (SEASON 1) 252,100,000 Ol RED NOTICE 230,900,000
02 STRANGER THINGS 4 140,700,000 02 DON'TLOOK UP 171,400,000
03 DAHMER (MONSTER: THE JEFFREY DAHMER STORY) 115,600,000 03 THE ADAM PROJECT 157,600,000
( 04 BRIDGERTON (SEASON 1) 113,300,000 04  BIRD BOX 157,400,000 >
05 THE QUEEN'S GAMBIT (LIMITED SERIES) 112,800,000 05 LEAVE THE WORLD BEHIND 143,400,000
06 BRIDGERTON (SEASON 3) 106,000,000 06 THE GRAY MAN 139,300,000
07 THE NIGHT AGENT (SEASON 1) 28,200,000 07 DAMSEL 138,000,000
08 FOOL ME ONCE (LIMITED SERIES) 28,200,000 08 WE CAN BE HEROES 137,300,000
09 STRANGER THINGS 3 24,800,000 09 THE MOTHER 136,400,000
10 BRIDGERTON (SEASON 2) ?3,800,000 10  GLASS ONION: A KNIVES OUT MYSTERY 136,300,000
@ R e T o e E o T PO T T e e v ‘gl% . O>Maltwntar
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MUSIC: TOP MOBILE APPS AL o4

RANKINGS OF THE MOST USED MUSIC-RELATED APPS ON MOBILE PHONES BETWEEN O1 SEPTEMBER 2024 AND 30 NOVEMBER 2024

GLOBAL OVERVIEW

TOP MUSIC-RELATED MOBILE APPS BY MONTHLY ACTIVE USERS TOP MUSIC-RELATED MOBILE APPS BY TOTAL TIME SPENT
01 SPOTIFY SPOTIFY 01 MXPLAYER AMAZON
02 YOUTUBE MUSIC GOOGLE 02 SPOTIFY SPOTIFY
03 MXPLAYER AMAZON 03 YOUTUBE MUSIC GOOGLE
( 04 SHAZAM APPLE 04 MIMUSIC XIAOMI >
05 MIMUSIC XIAOMI 05 POCKET FM POCKET FM
06 JIOSAAVN RELIANCE INDUSTRIES 06 GOTUBE - BLOCK ALL ADS GOTUBE STUDIO
07 AMAZON MUSIC AMAZON 07 LARK PLAYER DYWX
08 WYNK BHARTI AIRTEL 08 SAMSUNG MUSIC SAMSUNG GROUP
09 SOUNDCLOUD SOUNDCLOUD 09 YANDEX MUSIC YANDEX
10  SAMSUNG MUSIC SAMSUNG GROUP 10 AMAZON MUSIC AMAZON

SOURCE: DATA Al (A SENSOR TOu’ ER COMPANY). NOTES: RANKINGS REFLECT USER ACTIVITY BETWEEN O1 SEPTEMBER 2024 AND 30 NOVEMBER 2024, FOR APPS WITH A PRIMARY OR SECONDARY DATA.A we
ﬁ HFDIJ gaTE(_z(_fRIaHTIO\J OF "MUSIC & AU ')O (_}R PﬁDIL_J EXCLUDES SGLIMNET VORKS I."ATA -ﬂ\?EL JFEP N lV“\JHw-«lLﬁ-BLE FOR APPLE '\-ﬁU 31C, SO IT WILL NOT HFP ﬂ-R N THESE RANKINGS A’-&TI‘JEU E? are (n" Mﬂl‘l’ ~tar

ACELEATE VA S AL P AP E A T TS P A b P R LS IEC EASL L P L ) L1 DAL TraT AL T ACFLEoTE A ILIITAS b | Ak AP B E RL LS TN P YT P W TN VA
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SPOTIFY’S MOST STREAMED SONGS OF 2024 '?;W

RANKING OF THE MOST STREAMED SONGS WORLDWIDE ON SPOTIFY BETWEEN JANUARY AND NOVEMBER 2024
GLOBAL OVERVIEW

# ARTIST - “SONG TITLE” # ARTIST - “SONG TITLE”

01  SABRINA CARPENTER — “ESPRESSO” 11 ARETEMAS - “I LIKE THE WAY YOU KISS ME"
02 BENSON BOONE - “BEAUTIFUL THINGS” 12 ARIANA GRANDE - “WE CAN'T BE FRIENDS (WAIT FOR YOUR LOVE)”
03  BILLIE EILISH - “BIRDS OF A FEATHER" 13 SABRINA CARPENTER - “PLEASE PLEASE PLEASE”
( 04  FLYYMENOR & CRIS MJ - “GATA ONLY” 14  CHAPPELL ROAN - “GOOD LUCK, BABE!” >
05 TEDDY SWIMS - “LOSE CONTROL" 15 TATE MCRAE — “GREEDY”
06 DJO - “END OF BEGINNING” 16 TOMMY RICHMAN - “MILLION DOLLAR BABY”
07 HOZIER - “TOO SWEET” 17 JIMIN - “WHO"
08 THE WEEKND WITH JENNIE & LILY-ROSE DEPP — “ONE OF THE GIRLS" 18 SHABOOZEY - “A BAR SONG (TIPSY)”
09 TAYLOR SWIFT — “CRUEL SUMMER” 19  FEID & ATLJACOB - “LUNA"
10  LADY GAGA & BRUNO MARS - “DIE WITH A SMILE” 20 KENDRICK LAMAR - “NOT LIKE US”
@ SOURCE: SPOTIFY. NOTE: RANKINGS ARE BASED ON WORLDWIDE SPOTIFY STREAMS BETWEEN JANUARY AND NOVEMBER 2024. ‘(’]vree X O Maltwintar
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SPOTIFY’S MOST STREAMED ARTISTS OF 2024

RANKING OF THE MOST STREAMED ARTISTS WORLDWIDE ON SPOTIFY BETWEEN JANUARY AND NOVEMBER 2024

GLOBAL OVERVIEW

# ARTIST #  ARTIST #  ARTIST # ARTIST

01 TAYLOR SWIFT 11 ARUIT SINGH 21 JUNIORH 31 PRITAM
02 THE WEEKND 12 EMINEM 22 SZA 32 JUSTIN BIEBER
03 BAD BUNNY 13 KENDRICK LAMAR 23 RIHANNA 33 OLIVER RODRIGO
( 04 DRAKE 14 LANA DEL REY 24 ZACH BRYAN 34 DAVID GUETTA >
05 BILLIE EILISH 15 FUTURE 25 21 SAVAGE 35 DUA LIPA
06 TRAVIS SCOTT 16 KAROLG 26 COLDPLAY 36 LINKIN PARK
07 PESO PLUMA 17 METRO BOOMIN 27 RAUW ALEJANDRO 37 LADY GAGA
08 KANYE WEST 18 BRUNO MARS 28 MORGAN WALLEN 38 MYKE TOWERS
09 ARIANA GRANDE 19 SABRINA CARPENTER 29 NATANAEL CANO 39 IMAGINE DRAGONS
10 FEID 20 POST MALONE 30 FUERZA REGIDA 40 ED SHEERAN
Q SOURCE: SPOTIFY. NOTE: RANKINGS ARE BASED ON WORLDWIDE SPOTIFY STREAMS BETWEEN JANUARY AND NOVEMBER 2024, are. 0O Maltwntar
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MOST POPULAR VIDEO GAME FORMATS

PERCENTAGE OF INTERNET USERS AGED 16+ WHO PLAY VIDEO GAMES EACH MONTH WHO PLAY EACH GENRE OF VIDEO GAME ON ANY DEVICE
GLOBAL OVERVIEW

SHOOTER 51.9%

ACTION ADVENTURE 48.9%
SPORTS 35.4%
MULTIPLAYER ONLINE BATTLE ARENA (M.O.B.A.) 34.2%
RACING 33.0%
PUZZLE PLATFORM 32.7%
4 32.3% >
STRATEGY 30.7%

28.0%
278%
n7
261%
5%

2344

7.3

m SOURCE: GWI| (Q3 2024). NOTE: PERCENTAGES REPRESENT SHARE OF INTERNET USERS IN EACH AGE GROUP WHO PLAY VIDEQ GAMES EACH MONTH, AND WHO ALSO SAY THEY PLAY EACH GEMNRE OF VIDEO

we
i Aot v e A S O : T oare. 0O Maltwntar
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TOP MOBILE GAMES

RANKINGS OF MOBILE GAMES BY VARIOUS METRICS, BASED ON ACTIVITY BETWEEN 01 SEPTEMBER 2024 AND 30 NOVEMBER 2024
GLOBAL OVERVIEW

MONTHLY ACTIVE USERS TOTAL TIME SPENT DOWNLOADS CONSUMER SPEND

- ROBLOX ~ ROBLOX ~ FREE FIRE ~ LAST WAR:SURVIVAL GAME
ROBLOX . ROBLOX . GARENA ONLINE : ONEFUN

02 FREE FIRE ~ FREE FIRE ~ BLOCK BLAST ADVENTURE MASTER  ROYAL MATCH
GARENA ONLINE © GARENA ONLINE ' HUNGRY STUDIO . DREAM GAMES

% BRAWL STARS ~ MOBILE LEGENDS; BANG BANG MY SUPERSTORE SIMULATOR ~ ROBLOX
SUPERCELL © MOONTON . PLAYSPARE . ROBLOX

04 CANDY CRUSH SAGA ~ BRAWL STARS ~ ROBLOX  WHITEOUT SURVIVAL

( . KING | SUPERCELL . ROBLOX | CENTURY GAMES >

- SUBWAY SURFERS ~ CANDY CRUSH SAGA ~ SUBWAY SURFERS ~ CANDY CRUSH SAGA
SYBO KING SYBO KING

06 MINECRAFT POCKET EDITION ~ MINECRAFT POCKET EDITION ~ MINI GAMES: CALM & RELAX ~ MONOPOLY GO
MOJANG . MOJANG . ONESOFT . SCOPELY

o7 MOBILE LEGENDS: BANG BANG ~ PUBG MOBILE ~ OFFLINE GAMES - NO WIFI GAMES © BRAWL STARS
MOONTON TENCENT JINDOBLU SUPERCELL

08 BLOCK BLAST ADVENTURE MASTER - BATTLEGROUNDS MOBILE INDIA ~ PIZZA READY ~ COIN MASTER
HUNGRY STUDIO . KRAFTON . SUPERCENT . MOON ACTIVE

. LUDO KING ~ EA SPORTS FC™ MOBILE 24 SOCCER - LUDOKING - HONOR OF KINGS
GAMETION ELECTRONIC ARTS GAMETION TENCENT

10 GEOMETRY DASH ~ ROYAL MATCH ~ POKEMON TCG POCKET  POKEMON TCG POCKET
ROBTOP . DREAM GAMES . POKEMON © POKEMON

SOURCE: DATA.Al (A SENSOR TOWER COMPANY). NOTES: RANKINGS REFLECT USER ACTIVITY BETWEEN 01 SEPTEMBER 2024 AND 30 NOVEMBER 2024, RANKING BY MONTHLY ACTIVE USERS REFLECTS
. ACTIVITY ON IPHONES AND ANDROID PHONES, EXCLUDING CHINA. RANKING BY TOTAL TIME SPENT REFLECTS USER ACTIVITY ON ANDROID PHONES ONLY. RANKINGS BY DOWNLOADS AND CONSUMER are. 0O Maltwntar
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OVERVIEW OF SOCIAL MEDIA USE

HEADLINES FOR SOCIAL MEDIA ADOPTION AND USE (NOTE: USER IDENTITIES MAY NOT REPRESENT UNIQUE INDIVIDUALS)

GLOBAL OVERVYIEW

NUMBER OF SOCIAL QUARTER-ON-QUARTER CHANGE =~ YEAR-ON-YEAR CHANGE IN AVERAGE DAILY TIME SPENT AVERAGE NUMBER OF SOCIAL
MEDIA USER IDENTITIES IN SOCIAL MEDIA USER IDENTITIES ~ SOCIAL MEDIA USER IDENTITIES USING SOCIAL MEDIA PLATFORMS USED EACH MONTH

5.24 +0.5% +4.1% 2H 21M 6.8

< BILLION +24 MILLION +206 MILLION YOY: -1.3% (-2 MINS) YOY: +2.3% (+0.2) >
SOCIAL MEDIA SOCIAL MEDIA USER SOCIAL MEDIA USER FEMALE SOCIAL MEDIA USER MALE SOCIAL MEDIA USER
USER IDENTITIES vs. IDENTITIES AGED 18+ vs. IDENTITIES vs. INDIVIDUALS IDENTITIES vs. TOTAL SOCIAL IDENTITIES vs. TOTAL SOCIAL
TOTAL POPULATION POPULATION AGED 18+ USING THE INTERNET MEDIA USER IDENTITIES MEDIA USER IDENTITIES

63.9% 86.6% 94.2% 45.4% 54.6%

@ SOURCES: KEPIOS ANALYSIS; COMPANY ADVERTISING RESOURCES; CNNIC; BETA RESEARCH CENTER; OCDH; U.N.; GWI (Q3 2024). NOTE: AVERAGE NUMBER OF PLATFORMS INCLUDES DATA FOR YOUTUBE we
ADVISORY: SOCIAL MEDIA USER IDEMTITIES MAY NOT REPRESENT UNIQUE INDIVIDUALS, COMPARISOMNS WITH POPULATION AND INTERMET USERS MAY EXCEED 100% DUE TO DUPLICATE AND FAKE
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SOCIAL MEDIA TIMELINE: USER IDENTITIES

NUMBER OF SOCIAL MEDIA USER IDENTITIES OVER TIME
GLOBAL OVERVIEW

4768
5.04B
5.24B

3718
4208
4.62 B

3468

3.208

N\
2.798
v

MYSPACE
AUG 2003

1.86B
2.088
2318

FRIENDSTER FACEBOOK
MAR 2003 FEB 2004

1.49 B
1.73B

1.28 B

938 M

v

=

EEHD

P

= 8 02N~

Y S — S
= A~ 2= o
= -~ &5 =

[— N - T, . |
= I

2000 2001 2002 2003 2004 2005 2006 2007 2008 2009 2010 20N 2012 2013 2014 2015 2016 2017 2018 2019 2020 2021 2022 2023 2024 2025

|2sum
|42.I]M
I950M

SOURCES: KEPIOS ANALYSIS: COMPANY ADVERTISING URCES AND ANNOUNCEMENTS; CNNIC; BETA RESEARCH CENTER; MEDIASCOPE; OCDH: ARAB SOCIAL MEDIA REPORT: TECHRASA; CAFEBAZAAR, we
/ NOTES: BASED ON ACTIVE USER FIGURES FOR THE LARGEST SOCIAL NETWORK OR INSTANT MESSAGING SERVICE BY GEOGRAPHY AT THE START OF EACH YEAR. ADVISORY: SOCIAL MEDIA USER IDENTITIES are. 0O Maltwntar
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SOCIAL MEDIA USE vs. TOTAL POPULATION

SOCIAL MEDIA USER IDENTITIES AS A PERCENTAGE OF THE TOTAL POPULATION (NOTE: USER IDENTITIES MAY NOT REPRESENT UNIQUE INDIVIDUALS)
GLOBAL OVERVIEW

NORTHERN
EUROPE

0 EASTERN
787 A} EUROPE

70.5%

PAMERICA.
0
73.7% e ER A.7% W CENTRAL
A7 EUROPE . SOUTHERN 39.3% ASIA
EUROPE
CARIBBEAN B EASTERN
A NORTHERN 64,6 76.0% Bre
< 51.3% 0% ; >
66.6% MIDDLE  YVESTERN 33.4%
CENTRAL 16.6% GHERSS A SOUTHERN
ASIA
AMERICA yy— 10.1% 61.5% igiTH-EASTERN
- AFRICA
# F
\@ 67.7% 111% EESES
GLOBAL SOUTHERN _ ARRICA
AVERAGE AMERICA , 60.5%
63.9% 40.5% '
SOUTHERN yEANA
AFRICA

SOURCES: KEPIOS ANALYSIS; COMPANY ADVERTISING RESOURCES AND ANNOUNCEMENTS; CNNIC; BETA RESEARCH CENTER; OCDH. ADVISORY: SOCIAL MEDIA USER IDENTITIES MAY NOT REPRESENT
UNIQUE INDIVIDUALS. NOTES: DOES NOT INCLUDE DATA EOR SYRIA. REGIONS BASED ON THE UNITED NATIONS GEOSCHEME. COMPARABILITY: SOURCE AND METHODOLOGY CHANGES: BASE REVISIONS are. 0O Maltwnatar
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FEMALE AND MALE ACTIVE SOCIAL MEDIA USER IDENTITIES AS A PERCENTAGE OF TOTAL SOCIAL MEDIA USER IDENTITIES

NORTHERN
EUROPE
EASTERN
e

NORTHERN
AMERICA

50
CARIBBEAN

< 0®
0

CENTRAL
AMERICA

so L

SOUTHERN
EUROPE

o
Y EoRoPE . m . CENTRAL
ASIA
NORTHERN

#=08 g@
wiopie WESTERN 66
o

ASIA
AFRICA SOUTHERN
WESTERN

ASIA
o
AFRICA

. EASTERN
AFRICA

SOUTHERN
AMERICA
. FEMALE GLOBAL AVERAGE: 45.4% m .
SOUTHERN
AFRICA

. MALE GLOBAL AVERAGE: 54.6%

@
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SOCIAL MEDIA: AUDIENCE GENDER BALANCE

SOURCES: KEPIOS ANALYSIS; COMPANY ADVERTISING RESOURCES AND ANNOUNCEMENTS; CNNIC. ADVISORY: SOCIAL MEDIA USER IDENTITIES MAY NOT REPRESENT UNIQUE INDIVIDUALS, NOTES: DOES
\, IRAN, OR SYRIA. REGIONS BASED ON THE UNITED NATIONS GEOSCHEME. SOURCE DATA ARE ONLY AVAILABLE FOR BINARY GENDERS. COMPARABILITY: FIGURES FOR LOCAL
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GLOBAL OVERVIEW
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MAIN REASONS FOR USING SOCIAL MEDIA

PRIMARY REASONS WHY SOCIAL MEDIA USERS IN EACH AGE GROUP USE SOCIAL MEDIA PLATFORMS
GLOBAL OVERVIEW

ace161024 [l Ace251034 H  Ace3asto44 [l AGeEasTO54 [l AGES55TO64 m

FRIENDS & FAMILY 48.3% FRIENDS & FAMILY 48.1% FRIENDS & FAMILY 50.8% FRIENDS & FAMILY 53.1% FRIENDS & FAMILY 56.2% FRIENDS & FAMILY 58.1%
FILL UP SPARE TIME 44.3% FILL UP SPARE TIME 39.5% FILL UP SPARE TIME 37.9% READ NEWS STORIES 38.2% READ NEWS STORIES 40.6% READ NEWS STORIES 27.1%
FIND CONTENT (E.G.VIDEQS)  33.9% READ NEWS STORIES 33.2% READ NEWS STORIES 36.4% FILL UP SPARE TIME 37.0% FILL UP SPARE TIME 35.8% FILL UP SPARE TIME 25.8%
( SEE TREMDING TOPICS 32.2% FIND CONTENT (E.G. VIDEQS)  31.7% FIND CONTENT (EG. VIDEQS)  30.8% FIND CONTENT (EG. VIDEQS)  29.4% FIND PRODUCTS TO BUY 2067% FIND CONTENT (EG. VIDEQS)  14.0% >
READ MNEWS STORIES 29.1% SEE TRENDING TOPICS 30.9% SEE TREMDING TOPICS 30.3% FIND PRODUCTS TO BUY 28.7% FIND CONTENT (EG. VIDEQS]  246.1% SEE TREMNDING TOPICS 14.0%
IDEAS: THINGS TO DO & BUY 28.6% IDEAS: THINGS TO DO & BUY 28.2% FIND PRODUCTS TO BUY 29.4% SEE TRENDING TOPICS 27.2% IDEAS: THINGS TO DO & BUY 24.4% FIND LIKE-MINDED PECFPLE 13.5%
FIND PRODUCTS TO BUY 26.1% FIND PRODUCTS TO BUY 27.7% IDEAS: THINGS TO DO & BUY 28.2% IDEAS: THINGS TO DO & BUY 26.8% SEE TRENDING TOPICS 24.3% IDEAS: THINGS TO DO & BUY 12.9%
WATCH OR FOLLOW SPORTS 24.9% WATCH LIVE STREAMS 25.3% WATCH LIVE STREAMS 25.6% ACTIVITIES FOR WORK 229% SHARE & DISCUSS OPINIONS ~ 21.9% FIND PRODUCTS TO BUY 12.9%
AVOID MISSING OUT 24.7% WATCH OR FOLLOW SPORTS 25.2% ACTIVITIES FOR WORK 25.6% WATCH OR FOLLOW SPORTS 22.7% WATCH OR FOLLOW SPORTS 20.1% SHARE & DISCUSS OPINIONS — 12.1%
INFLUENCERS & CELEBRITIES 24.3% SEE CONTENT FROM BRANDS  24.2% WATCH OR FOLLOW SPORTS 24.7% WATCH LIVE STREAMS 22.5% WATCH LIVE STREAMS 19.8% POST ABOUT YOUR LIFE 10.6%

WHO REPORT USING AT LEAST ONE SOCIAL MEDIA PLATF
OR AUDIENCES AGED &5+ MAY NOT BE DIRECTLY CON

NOTES: FIGURES REPRESENT THE SHAR OR MESSENGER SERVICE IN THE

@ SOURCE: G\ (23 FIG AR we
6.4 PAST MONTH. [*) DATA FOR AUDIENCES AGED 65+ ARE NOT YET / ABLE WITH THOSE FOR OTHER AGE are . O Malrwatrar
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DAILY TIME SPENT USING SOCIAL MEDIA

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

GLOBAL OVERVIEW
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FEMALE MALE FEMALE MALE FEMALE MALE FEMALE MALE FEMALE MALE 5 FEMALE MALE
AGE AGE AGE AGE AGE AGE
16 — 24 25 -34 35 - 44 45 - 54 55 - 64 65+*
m SOURCE: GW| (Q'3 2024). *NOTE: DATA FOR AUDIENCES AGED 65+ ARE NOT YET AVAILABLE IN ALL COUNTRIES, SO FINDINGS FOR AUDIENICES AGED 65+ MAY NOT BE DIRECTLY COMPARABLE WITH THOSE we
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PERSPECTIVES: SOCIAL MEDIA PLATFORM USE

A MIX OF METRICS ILLUSTRATING USE OF THE WORLD'S TOP SOCIAL MEDIA PLATFORMS (NOTE: VALUES MAY NOT REPRESENT UNIQUE INDIVIDUALS)

GLOBAL OVERVYIEW

FACEBOOK (MAU)' 3.078

2.53B

YOUTUBE (ADV)?

INSTAGRAM (MAU)' 2.00B

WHATSAPP (MAU)'* 2.008

TIKTOK (ADV)? 1.59 8B

WECHAT (MAU)! 1.38 B
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SOURCES: KEPIOS ANALYSIS OF (1) COMPANY STATEMENTS; (2) COMPANY ADVERTISING RESOURCES; (3) DATA FROM IIMEDIA. NOTES: A CONSISTENT METRIC IS NOT AVAILABLE FOR ALL PLATFORMS. "ADV"
a MNDICATES POTENTIAL AD REACH, MEASURED IN MONTHLY ACTIVE ACCOUNTS, “MAU" INDICATES MONTHLY ACTIVE USERS. ADVISORY: VALUES MAY NOT REPRESENT UNIQUE INDIVIDUALS, AND ARE NOT
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FAVOURITE SOCIAL MEDIA PLATFORMS

PERCENTAGE OF ACTIVE SOCIAL MEDIA USERS AGED 16+ WHOQO SAY THAT EACH OPTION IS THEIR “FAVOURITE” SOCIAL MEDIA PLATFORM

GLOBAL OVERVYIEW
NOTE: YOUTUBE IS NOT AVAILABLE AS AN ANSWER OPTION IN THE SURVEY QUESTION THAT INFORMS THIS CHART

INSTAGRAM 16.6%

16.0%

WHATSAPP

FACEBOOK 13.1%

WECHAT 12.0%

TIKTOK 8.1%

DOUYIN 1.3%

¢ EEXR 3.7 >
2.6%
| MessENGER R
IR 1.5%
L5t
| kuaisHou [RRVS
_ 1.2% SNAPCHAT
B 11% xiaoHONGSHU
- 0.9% IMESSAGE

m SOURCE: GWI [Q3 2024). NOTES: ONLY INCLUDES INTERNET USERS AGED 16+ WHO HAVE USED AT LEAST ONE SOCIAL MEDIA PLATFORM IN THE PAST MONTH. SURVEY RESPONDENTS COULD CHOOSE FROM e
OTHER QPTIONS NOT SHOWN ON THIS CHART, SO VALUES MAY N IM TO 100%. YOUTUBE 1S NOT AVAILABLE AS AN ANSWER FOR THIS QUESTION IN GWI'S SURVEY. WE REPORT GWI'S VALUES FOR ( ﬁ\ M
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SOCIAL MEDIA ACCOUNT TYPES FOLLOWED

PERCENTAGE OF SOCIAL MEDIA USERS AGED 16+ WHO FOLLOW EACH TYPE OF ACCOUNT ON SOCIAL MEDIA

GLOBAL OVERVYIEW

FRIENDS, FAMILY, OR OTHER PEOPLE YOU KNOW 48.8%

ACTORS, COMEDIANS, OR OTHER PERFORMERS 78.5%

ENTERTAINMENT, MEMES, OR PARODY ACCOUNTS 27.5%

TV SHOWS OR CHANNELS 21.3%

BANDS, SINGERS, OR OTHER MUSICIANS 26.2%

RESTAURANTS, CHEFS, OR FOOD PERSONALITIES 25.1%

( SPORTS PEOPLE AND TEAMS 22.4% >

INFLUENCERS OR OTHER EXPERTS 22.0%

2.0%

0.0
B 19.2%  cOMPANIES AND BRANDS YOU'RE CONSIDERING PURCHASING FROM
18.3%

16.8%

16.0%

15.3%

@ SOURCE: GWI| (Q3 2024). NOTE: ONLY INCLUDES INTERNET USERS AGED 16+ WHQO HAVE USED AT LEAST ONE SOCIAL MEDIA PLATFORM IN THE PAST MONTH. COMPARABILITY: CHANGES IN AUDIENCE
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SOCIAL MEDIA ACCOUNT TYPES FOLLOWED

PERCENTAGE OF SOCIAL MEDIA USERS IN EACH AGE GROUP WHO FOLLOW EACH TYPE OF ACCOUNT ON SOCIAL MEDIA

GLOBAL OVERVYIEW

FRIENDS, FAMILY, OR OTHER 45 o0y FRIENDS, FAMILY, OROTHER ¢ oo, FRIENDS, FAMILY, OROTHER 4o 4o FRIENDS, FAMILY, OROTHER 4 o, FRIENDS, FAMILY, OROTHER &1 o, FRIENDS, FAMILY, OROTHER 5, 50,

PEOPLE YOU KNOW 8% PEOPLE YOU KNOW 8% PEOPLE YOU KNOW 6% PEOPLE YOU KNOW i PEOPLE YOU KNOW 2 PEOPLE YOU KNOW i

ENTERTAINMENT, MEMES, ACTORS, COMEDIANS,

AL s 37.4% sl 32.8% TV SHOWS OR CHANNELS 29.3% TV SHOWS OR CHANNELS 27.1% TV SHOWS OR CHANNELS 25.5% TV SHOWS OR CHANNELS 16.5%

ACTORS, COMEDIANS, 25 52 ENTERTAINMENT, MEMES, 21 8% ACTORS, COMEDIANS, 08.3% RESTAURANTS, CHEFS, OR 043 RESTAURANTS, CHEFS, OR o1 0% RESTAURANTS, CHEFS, OR 12 5%

OR OTHER PERFORMERS e OR PARODY ACCOUNTS . OR OTHER PERFORMERS 3% FOOD PERSONALITIES e FOOD PERSONALITIES e FOOD PERSONALITIES e

BANDS, SINGERS, OR RESTAURANTS, CHEFS, OR ACTORS, COMEDIANS, COMPANIES AND BRANDS

OTHER MUSICIANS 32.2% TV SHOWS OR CHANNELS 29.1% FOOD PERSONALITIES 27.5% OR OTHER PERFORMERS 23.9% YOU PURCHASE FROM 19.3% SPORTS PEOPLEAND TEAMS  11.9%

INFLUENICERS OR .- BANDS, SINGERS, OR 2845, ENTERTAINMENT, MEMES, 2615 BANDS, SINGERS, OR . BANDS, SINGERS, OR 1875 COMPANIES ANDBRANDS | o,

OTHER EXPERTS 3% OTHER MUSICIANS A% OR PARODY ACCOUNTS 1% OTHER MUSICIANS 2% OTHER MUSICIANS 7% YOU PURCHASE FROM 8%
RESTAURANTS, CHEFS, OR BANDS, SINGERS, OR CONTACTS RELEVANT CONTACTS RELEVANT BANDS, SINGERS, OR

A ERIE AP IEAN S e FOOD PERSONALITIES el OTHER MUSICIANS S TO YOUR WORK s TO YOUR WORK Jiss OTHER MUSICIANS s
INFLUENCERS OR COMPANIES AND BRANDS COMPANIES AND BRANDS ACTORS, COMEDIANS, JOURNALISTS OR

TV SHOWS OR CHANNELS 25.8% OTHER EXPERTS 25.0% YOU PURCHASE FROM 23.6% YOU PURCHASE FROM 22.0% OR OTHER PERFORMERS 17.4% NEWS COMPANIES .7%

COMPANIES AND BRANDS
GAMING EXPERTS OR CONTACTS RELEVANT ENTERTAINMENT, MEMES, : ACTORS, COMEDIANS,
N 24.7% SPORTS PEOPLE AND TEAMS ~ 24.5% St 23.4% Gl Al S 21.6% YOU'RE CONSIDERING 16.2% sl el 8.9%
PURCHASING FROM
RESTAURANTS, CHEFS, OR COMPANIES AND BRANDS COMPANIES RELEVANT JOURNALISTS OR ,
B 23.5% o R D A 21.8% SPORTS PEOPLE AND TEAMS ~ 22.9% SN AR 19.7% AT, 15.3% EVENTS YOU'RE ATTENDING ~ 8.9%
COMPANIES AND BRANDS

BEAUTY EXPERTS 20.0% Sz LI LG AT 21.1% e 22.5% SPORTS PEOPLEAND TEAMS  19.5% SPORTS PEOPLEAND TEAMS  15.0% YOU'RE CONSIDERING 8.6%

TO YOUR WORK TO YOUR WORK
PURCHASING FROM
ﬁ SOURCE: G| [C 0 HAVE USED AT LEA ST MONTH. (*) DATA FOR AUDIEMCES AGED we
10 ARE NOT YET AVAILA ECTLY CO 5. COMPARABILITY: CHANGES IN AUDIENCE are . O Malrwatrar
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FOLLOWING INFLUENCERS ON SOCIAL MEDIA V;ﬁ’

PERCENTAGE OF SOCIAL MEDIA USERS WHOQO SAY THAT THEY FOLLOW INFLUENCERS OR OTHER EXPERTS ON SOCIAL MEDIA

GLOBAL OVERVYIEW

30.8%

<I

27.8%

25 9%
22 5% 23.6%
20.4%
18.8%
17.1%
>

13.7% 13.2%

I I -4]% =

FEMALE MALE FEMALE MALE FEMALE MALE FEMALE MALE FEMALE MALE FEMALE MALE
AGE AGE AGE AGE AGE AGE
16 — 24 25 - 34 35-44 45 - 54 55 - 64 65+°
ﬁ SOURCE: GW| (Q3 2024). NOTES: ONLY INCLUDES INTERNET USERS AGED 16+ WHO HAVE USED AT LEAST ONE SOCIAL MEDIA PLATFORM IN THE PAST MONTH. (*) DATA FOR AUDIENCES AGED &5+ ARE we
406 NOT YET AVAILABLE IN ALL COUNTRIES, SO FINDINGS FOR AUDIENCES AGED 65+ MAY NOT BE DIRECTLY COMPARABLE WITH THOSE FOR OTHER AGE GROUPS. COMPARABILITY: CHANGES IN AUDIENCE are O Malrwatrar
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Pasja informatyki, 2016. Sieci komputerowe odc. 1 - Podstawy sieci. URL.:
https://youtu.be/WxH9YNAfAao

HTTPS://DATAREPORTAL.COM/REPORTS/DIGITAL-2025-GLOBAL-OVERVIEW-REPORT


https://youtu.be/WxH9YNAfAao
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