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CHANGE IN THE USE OF CONNECTED DEVICES AND SERVICES OVER TIME

TOTAL UNIQUE MOBILE INDIVIDUALS USING SOCIAL MEDIA
POPULATION PHONE SUBSCRIBERS THE INTERNET USER IDENTITIES
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+0.9% +2.5% +1.8% +5.6%
YEAR-ON-YEAR CHANGE YEAR-ON-YEAR CHANGE YEAR-ON-YEAR CHANGE YEAR-ON-YEAR CHANGE

+74 MILLION +138 MILLION +97 MILLION +266 MILLION
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SOCIAL MEDIA USE OVER TIME (QOQ)

NUMBER OF SOCIAL MEDIA USER IDENTITIES (IN MILLIONS) AND QUARTERLY CHANGE (NOTE: USER IDS MAY NOT REPRESENT UNIQUE INDIVIDUALS)
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DAILY TIME SPENT USING SOCIAL MEDIA

AVERAGE AMOUNT OF TIME (IN HOURS AND MINUTES) THAT IF 4 SPEND USING SOCIAL MEDIA EACH DAY
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SOCIAL MEDIA USE vs. TOTAL POPULATION

COUNTRIES AND TERRITORIES WITH THE HIGHEST AND LOWEST OVERALL LEVELS OF SOCIAL MEDIA USE

SERTRRAERRIR

HIGHEST RATES OF SOCIAL MEDIA USE vs. POPULATION OWEST RATES OF SOCIAL MEDIA USE vs. POPULATION

N2 OF USER
IDENTITIES

01  UNITED ARAB EMIRATES 112.3%" 10,734,000 232 NORTH KOREA

N2 OF USER

# HIGHEST ADOPTION vs. POP. IDENTITIES

# LOWEST ADOPTION vs. POP.

%ﬁ@?*iﬁp%{$ﬂg{é%’l‘%)ﬂ#$*gﬁ . 02 BAHRAIN 97.2% 1,450,000 231 ERITREA 0.4% 13,800

03 KUWAIT 95.9% 4,153,000 230 TURKMENISTAN 1.7% 111,750

04 QATAR 95.2% 2,596,000 229 NIGER 2.2% 611,050
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INTERNET USE TIMELINE

NUMBER OF INDIVIDUALS USING THE INTERNET OVER TIME (IN MILLIONS)
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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

AT, EURNSESBREN, FEERYRABRIRE, X & iifi Y . g
EERIWERRSTHNAFBENTEENSR, R, B <
YR E TGS S ST S EARIA L T RINE KR | 535  66.2%  +1.8%  63.5%  68.8%
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YOY: +0.8% (+3 MINS) YOY: +4.6% (+420 BPS) YOY: -5.8% (-380 BPS) YOY: +3.2% (+252 BPS) YOY: +7.2% (+340 BPS)
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INTERNET ADOPTION

NDIVIDUALS USING THE INTERNET AS A PERCENTAGE OF
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UNCONNECTED POPULATIONS YR L _ N
COUNTRIES AND TERRITORIES WITH THE LARGEST UNCONNECTED POPULATIONS AND THE LOWEST LEVELS OF INTERNET ADOPTION AR &{I ]@- I/XE}E%: $§§J , Eﬁﬁ%ﬁm%ﬁﬂg ﬁ%{t%ﬁ%ﬂi , EEE% M 1Em gﬂlgHE% $ %&ﬁ,‘% °

E: LOWEST LEVELS OF INTERNET ADOPTION

ry e T BTEPBEtTERIPNER, HPPIrRMNENTEM/ERZRINIBY 10%.
B BAMS, HBE I TERNOIRMERE{HETF 20%, MERISBEUEN 233 NEXRN
11501,00 X, B 54 MERMXEGEAME REETF 50%.

9,823,000

TE: LARGEST UNCONNECTED POPULATIONS

# LOCATION Ull':CONNECIED % OF POP.

DIVIDUALS

01 INDIA 683,707,000

47.6% 233 INORTH KOREA'

02 CHINA 336,416,000 23.6% 232 CENTRAL AFRICAN REPUBLIC 89.4%

PAKISTAN 131,801,000 231 BURUNDI 88.7%

NIGERIA 123,428,000

230 SOUTH SUDAN

87.9%

5 ETHIOPIA 103,290,000 229 NIGER 83.1% 23,016,000

BANGLADESH 96,473,000

228 YEMEN 82.3% 28,666,000

UNCONNECTED POPULATIONS

NUMBER OF INDIVIDUALS (IN MILLONS| WHO DO NOT USE THE INTERNET

07 INDONESIA 93,401,000 33.5% 227 AFGHANISTAN 81.6% 34,927,000

DEM. REP. OF THE CONGO 75,612,000 226 ETHIOPIA 80.6% 103,290,000

TANZANIA 46,600,000 225 BURKINA FASO 80.1% 18,853,000 NORTHERN
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WESTERN ln' m
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m BROFE SOUTHERN o
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CARBEEAN '

UGANDA 35,946,000 224 MADAGASCAR 79.4% 24,373,000
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DAILY TIME SPENT USING THE INTERNET

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

06:09  06:05
05:17  05:14

FEMALE MALE FEMALE MALE FEMALE MALE FEMALE MALE FEMALE MALE

16 - 24 25-34 35-44 45 - 54 55-64
YEARS OLD YEARS OLD YEARS OLD YEARS OLD YEARS OLD
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PN IE A LD BEIRVEEE, IIRAERNRREFAIALRZEE
“EERAENERIFEM), XRENXWINEEIEFTEFREERMF
BRI,
SPAHZFREBR D EUELY, XEHRZR BN S —LA R
= Ayl TOP TYPES OF WEBSITES VISITED AND APPS USED

PERCENTAGE OF INT SERS WHO HAVE VISITED OR USED EACH KIND OF DIGITAL PROPERTY IN THE PA

oI, FRATEBSEBALEFTS, HERLEN
E{MHE%$Q yjiﬁ / I \ o SOCIAL NETWORKS CHAT & MESSAGING CHAT & MESSAGING CHAT & MESSAGING CHAT & MESSAGING

CHAT & MESSAGING 96.4% SOCIAL NETWORKS 957% SOCIAL NETWORKS 94.9% SOCIAL NETWORKS AR SOCIAL NETWORKS 87.9%

% _HE ﬁ/.rl_\ \l/ 451%% >§< ?:t 5 5 5 E' 64 5 Eﬁ/q‘\EﬁEg % )j q] SEARCH ENGINES & PORTALS % SEARCH ENGINES & PORTALS % SEARCH ENGINES & PORTALS ~ 80.3% SEARCH ENGINES & PORTALS ~ 79.8% SEARCH ENGINES & PORTALS 1%
’ E
{XH E g % j-L, SHOPPING % SHOPPING % SHOPPING 76.3% SHOPPING 740% SHOPPING 70.8%
o

MUSIC 5.9% MAPS, PARKING & LOCATION  547% MAPS, PARKING & LOCATION  54.6% MAPS, PARKING & LOCATION  54.4% EMAIL

MAPS, PARKING & LOCATION  54.5% MUSIC 5% EMAIL 48.9% EMAIL 52.6% MAPS, PARKING & LOCATION

SitER, SMSHERAMEL, ERBRENANSEY e — sl ot el s
BE(ERBSUME, BESTENE, 16 E 24 SNTEENA
P, BAE—¥{RETEEESERE 0. o o v an . -

WEATHER % NEWS % ENTERTAINMENT 40.4% ENTERTAINMENT 35.1% BANKING & FINANCE 32.5%

BEFARFRERIRESIENERRE, FRAEMDT o
FHER+LRZMLE, TIAHMERIIRAE RN BER.
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Z—, XEERAPT] MRS L.

SHEN, ‘SERURARBRERIBES, 5664NBBERTIXE LN S

TBER.
ERX—FENER TR HEBH AN BHNRE.

AT, XOHEIIFLT SRITAXNAIETE, EAIXD, SHERTIEEY )

KERU RO IRIE LRSS, TRERa|E, BYHARSIR, “SERIRMRSR R EHN AP SR RN E B
4N TEERI ARPET, KR e AT AN EE R
2.

M, AA—FHNLERBX TR, X—SKHFEENREOR.
R, 38.5% BRITBRFMUMERLRZRARTTLRZRIVE".

SATS, BYUMXEEBPF/EON—TREEE, MUERTRXEAER R
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LDEAMEREEMNERRA, “BMIMR. BRI, BRHBE=, B§52.3%
NRIPEEEITXTER.

BAEARZBHA RPN BB P EER T SIX—BEBLIIER, 30.2%689 3K
BRPER, N RZEAREERN T ERENMNEFRNS .

X—EBZAEERENERR.

SARUYLAUNSIANS S 2EEGENENE (BIFRE) 0, BRENSHES IEA04EZR Cory Doctorow R E2 e AR :
SRR ZANENEBET—,

XWIFREBRERN T ARGTABAE FLREA” ERBWMT 2R, RNt

I8 TIKTOK SXBEBIT &8 2 RSN, REATTFiEa, WRERIESR
T i | e iy . RE=N, ASRBNIENIE

LISTEN TO MUSIC 54.8% FOLLOW NEWS & EVENTS 49.4% WATCH VIDEOS & SHOWS 517% LEARNHOWTO DO THINGS  49.2% LEARNHOWTO DO THINGS  51.47

EDUCATION & STUDY 53.0% FIND NEW IDEAS 47.9% LEARN HOW TO DO THINGS ~ 48.9% WATCH VIDEOS & SHOWS 48.8% RESEARCH BRANDS 467% @ﬁ E
LEARNHOWTODOTHINGS  51.1%  LEARNHOWTODOTHINGS 477% - FIND NEWIDEAS 460%  RESEARCHBRANDS 448% = WATCHVIDEOS & SHOWS  43.0%
FIND NEW IDEAS 50.39 LISTEN TO MUSIC 46.6 RESEARCH BRANDS 449% . FINDNEWIDEAS 423% . RESEARCHPLACES&TRAVEL  407%

FILL SPARE TIME & BROWSING  48.3%

RESEARCH BRANDS 430% LISTEN TO MUSIC 42.6% FILL SPARE TIME & BROWSING  40.9 FIND NEW IDEAS 39.8%

FOLLOW NEWS & EVENTS 47 8% FILL SPARE TIME & BROWSING  41.5% FILL SPARE TIME & BROWSING  41.1% LISTEN TO MUSIC RESEARCH HEALTH 39.8%

GAMING 41.6% EDUCATION & STUDY RESEARCH PLACES & TRAVEL RESEARCH PLACES & TRAVEL FILL SPARE TIME & BROWSING  38.9%
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1F40 GWI EE R his e

—XBITEREBRN, ANARFE REE L-MIYE,
BAWBRAEEX—EICLR TS, BURXBIRBRIIBIEZ LEMTAXRETE
FED, BINTESEEXENGIL: IXx—FD, \MIEREEHEED
BYEEMN L .

FA— 1T ERMNTRALNHS, 20234, AMTABRENSCIE 2 BHx,

ANEEH, CWI NIRRT, SX—FPLMNREEIIHNEF/RAF, M 2022
FE=FENER 7.04 MENEIRE—EEUE (2023 FE=FE) B7.221,

Bt XTEHERAEE EEURFAMIE CW IBEPTLUREINAN. & N8
D, RFE, JDHSYLIFEEEN 19 MIARPHRTIERE, BIEHENZCA
7= S —ERIVEIRBYRIZELER.

2024FLREFNERRRIRS

NUMBER OF REASONS FOR USING THE INTERNET

PAO YL A\ ERAGE NUMBER OF REASONS CITED BY INTERNET ARY MOTIVATIONS FOR USING THE INTERNET
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DAILY TIME SPENT WATCHING TELEVISION

THE AVERAGE AMOUNT OF TIME (IN HOURS AND MINUTES) THAT It 4 SPEND WATCHING ANY KIND OF TV CONTENT

SR MevEmL
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KMB LM AL EERERD 317 9%, BEET
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Al DAILY TIME SPENT WATCHING TELEVISION (YOY)
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THE AVERAGE AMOUNT OF TIME EACH DAY THAT INTERNET USERS AGEC TO 64 SPEND WITH DIFFERENT KINDS OF MEDIA AND DEVICES

EFXINESF

TIME SPENT USING TIME SPENT WATCHING TELEVISION TIME SPENT USING TIME SPENT READING PRESS MEDIA

THE INTERNET (BROADCAST AND STREAMING) SOCIAL MEDIA (ONLINE AND PHYSICAL PRINT)

® m= - ]
HEoh, GWIBYEURRED, AMT38BEMMENES o it 3H 06M 2H 23M TH41M
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lH 25M OH 50M OH 49M lH 02M
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INTERNET ADOPTION |

HE INTERNET PERCENTAGE C

B E 2023 F 7 BEESEHKmTRESPEYH, BIEIMERA
EﬁtADT%H{]@%—( AI:]IL;\ EQOZS E%:éEEEK
=

SIEY, EDERNTEMAPBERREK.
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BK, RESE=ELERMERRER.
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1 NWFEIBARR, XERETEBRE, EXEEZK D OIRENEINY B EXR
ﬁ X AFPFEEEEN.,

KantarFOIAMAI BYT]{STHZYRE, 2021 &EZ& 2022 &g, €

EBEEMBAFPEKS 9.7%., 1Fal, FITUTRRKIE, EREMNBYESHFHERIEE ABIE

%0 2 ENEE IR S EENetlixFISpotify ZRIRT A F3 2R3,
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BADN 4 TR, BRMEBEET 7.5 12 TikTok 55 Instagram
SE, RINTFEESTKTOEIE, HNESNERTHRNE
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Ml TIKTOK: ADVERTISING AUDIENCE OVERVIEW

THE POTENTIAL AUDIENCE AGED 18+ THAT MARKETERS CAN REACH WITH ADS ON TIKTOK

NOTE

Ml TIKTOK ADULT AD REACH RATE RANKING

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

NOTE

GLOBAL OVERVIEW

TOTAL POTENTIAL REACH TIKTOK AD REACH TIKTOK AD REACH QUARTER-ON-QUARTER CHANGE YEAR-ON-YEAR CHANGE IN
OF ADS ON TIKTOK vs. TOTAL POPULATION vs. TOTAL INTERNET USERS IN REPORTED TIKTOK AD REACH REPORTED TIKTOK AD REACH

H» @ @

1.56 19.3% 29.2%

REACH 18+ REACH

POP. 164 \GE 15 # vs. POP. 18+ AGE 18+

# LOCATION vs. POP, 18+ AGE 18+

LOCATION

UNITED ARAB EMIRATES 136.4%" 10,734,000 11 ECUADOR 99.3% 12,658,500
02 SAUDI ARABIA 135.0%" 35,100,500 12 BOUVIA 92.8% 7,389,000

03  KUWAIT 125.7%" 4,153,000 3 VIETNAM 92.6% 67,719,500 BILLION

IRAQ 122.8%" 31,953,500 14 PERU 91.7% 21,908,000 FEMALE TIKTOK AD HARE: MALE TIKTOK AD ADOPTION: OVERALLTIKTOK ADOPTION: FEMALE TIKTOK TION: MALE TIKTOK

REAC! 8+ vs. OVERALL REACH A 18+ vs. OVERALL AGED 18+ vs. OVERALL AD REA‘CP‘# AGED EMALE AD REACH AGE 5. MALE
TIKTOK AD REACH AGED 18+ TIKTOK AD REACH AGED 18+ [ + POPULATION 8+ POPULATION g+

Q d

27.5% 26.2% 28.8%

05 QATAR 116.2%" 2,596,000 5 GEORGIA 90.5% 2,524,000
06 MALAYSIA 113.6%" 28,678,000 6 CHILE 89.4% 13,752,000
07 LEBANON 110.5%" 3,923,000 CAMBODIA 88.4% 9,956,000

08 KAZAKHSTAN 109.2%" 14,100,500 EL SALVADOR 3,881,500

LIBYA 106.9%" 4,948,000 DOMINICAN REPUBLIC 6,641,000

we
are, . <O>Meltwater
social

10 BAHRAIN 102.7%" 1,175,000 GREENLAND 36,000

COMPARABILITY:

o | A we ol X{X EEMeta g fhbYInstagram ] SRIRERMERE5.5%, 2024 £
e ataing social ?()J, InstongmE'ﬂr %EJD,{%%@BRM5 'thﬂan °

AL EHBSIREA I ALR?
= . N . = INSTAGRAM: ADVERTISING AUDIENCE OVERVIEW
Eig |A;$ E H’géglez_IEE ) TI kTOk mﬁﬁr%ﬁﬁ%ﬁ\ﬁn%—i% | ﬂStOg ram _ﬁg ) THE POTENTIAL AUDIENCE THAT MARKETERS CAN REACH WITH ADS ON INSTAGRAM

NOTE GLOBAL OVERVEEW

TOTAL POTENTIAL REACH INSTAGRAM AD REACH INSTAGRAM AD REACH QUARTER-ON-QUARTER CHANGE YEAR-ON-YEAR CHANGE IN

?%E’Eﬁb gﬁmr%ﬁ;ﬁ}ﬁ%ﬁ;ﬁiﬁ , TI kTOk r‘-%: g E—I‘j_féﬁ ﬁg%%ﬁiﬂz 'I 56 1Z%Jj . OF ADS ON INSTAGRAM vs. TOTAL POPULATION vs. TOTAL INTERNET USERS IN REPORTE[?‘II'N GVRAEM AD REACH  REPORTED INSTAGRAM AD REACH
® O

1.65 20.4% 30.9% +0.9% +25.3%

BILLION +15 MILLION +334 MILLION

{ARE: FEMALE INSTAGRAM SHARE: MALE INSTAGRAM ADOPTION ADOPTION: MALE INSTAGRAM
AD REACH AGED 18+ vs. OVERALL AGED 1 OVERALL AD REACH AGE OVERALL AD REACH AGED vs. AD REACH AGED 18+ vs. MALE
€D 1 D 18+ POPULATION AGED POPULATION AGED 18+

OVE ISTAGRAM ADOPTION: FEMALE INSTAGRAM

A : :
INSTAGRAM AD REACH AGEL + AGED 18+ POPULATIO!

9 " i o3

49.4% 27.4% 26.8% 27.7%

we

are, = <O>Meltwater
social
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g%, SENZBINEE—F, STRIMXAF8 SR ERPHTEZR  TKTokAFH SZARTRELLInstagramBy " EZARZ 30%.
ZZD%%%I‘JMI:B&ZW/I\ﬁ‘SH’S&EAﬁHF, WMAMTEEAAN SEBx=E A, KHRhsEER—L.
EBIRAMABLL: 15.6 12,

8%, B—LEENX.
BZZENHEAEER—TXEX: STRIRSHZREIEAREE 7 =]
PTEEZR, M Meta HiEtHEE SAHEER. EDE{BARF#TIkTok, RIFHkE) SIREEEREMR.

WRBAUX LR —_EERERENEXSHXEIRE, AL ERTKTok & = = - _
- ’ {BEJERInstagramEx AN™I%, MetofIGFFEIRE D, Instagram[ S7E
HETIRELL Instagram [~SEESBHZN, DRSO BIEIE 5,63 12, = -

%;J{é MBEUERA, AAFEMLE, CREFNERMXEIRE
g -

INSTAGRAM AD REACH RANKING B—hBE, BFEENGEEIENE, InstagromXERSESHE S
Sg:JNTNESANDTERRITORIESWITHTHELARGESTINSTAGRAM ADVERTISING AUDIENCES e ﬂ'_—‘%% , 1§T|kTOkE1ﬁgHﬁﬂgﬁﬁP§%$#ﬁﬂ 5800 Eo

# LOCATION A # LOCATION Lol

01 INDIA 362,900,000 +1.2% 1 ITALY 27,000,000

02 UNITED STATES OF AMERICA 169,650,000 +7.1% 12 FRANCE 25,900,000

TIKTOK AD REACH RANKING

COUNTRIES AND TERRITORIES WITH THE LARGEST TIKTOK ADVERTISING AUDIENCES AGED 18+
NOTE

03 BRAZIL 134,600,000 +9.5% SPAIN 23,950,000

INDONESIA 100,200,000 -3.7% SOUTH KOREA 23,400,000

TOTAL TOTAL

TURKEY 57,100,000 +0.7% PHILIPPINES 21,350,000 # LOCATION REACH AQOQ # LOCATION REACH

JAPAN 35,450,000 +0.9% COLOMBIA 20,050,000 UNITED STATES OF AMERICA 148,017,000 +3.2% 11 BANGLADESH 37,360,500

MEXICO 44,850,000 -2.1% CANADA 19,250,000 INDONESIA 126,831,500 +19.1% 2 SAUDIARABIA 35,100,500

UNITED KINGDOM 33,100,000 +5.8% THAILAND 18,750,000 BRAZIL 98,589,500 +3.8% 13 EGYPT 32,938,500
GERMANY 30,350,000 -3.8% IRAQ 18,250,000 MEXICO 74,151,500 +7 6% IRAQ 31,953,500
ARGENTINA 27,850,000 +1.3% EGYPT 18,150,000 VIETNAM 67,719,500 +8.2% MALAYSIA 28,678,000
RUSSIAN FEDERATION 58,592,500 -0.9% COLOMBIA 27,306,000

PAKISTAN 54,375,000 +13.0% JAPAN 26,053,000

dre. . <O>Mel
Social eltwater

PHILUPPINES 49,087,000 +23.2% FRANCE 25,421,500
THAILAND 44,376,000 + % NIGERIA 23,844,000

TURKEY 37,734,000 +5.6% GERMANY 23,563,000 +19.5%
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ETIR, UREBNRFFIBS I ERAR,, InstagramEEER SEZXR{BAEY
TikTok (924 1.62 {7F01.4817) .

BAVEFARRFIICRRBE R S2UNBER, InstagromZEFIAILNBBXBSREAN S
BEEXR (1.26 {2) mEMSTTF TikTok (112) .

@, ®BiRE, TikTokFEIBMAFEHIRNEAN SBZX L Instagram&72% (2318
1.44 {ZF] 8400 /) .

G, TikTokiRSEHR, ZREIBBXBIREAN SBEEXRNS.45(Z, minstagramigs
R, AN XE—FRENREAT SEEZXNI.54HZ,

R, BIEE R, FHREMMNX, TikTokBIREASQREHABEZE LT Instagram, RBit, —MSAENEETESERAINEHENE, BEARATERABESIN
HNBF.

Blg0, FERNEIHX, TkTokBRFEAT SEBERN 1149 {4, thinstagram@ 1.22

ZEH 20% U L.

INSTAGRAM: REPORTED ADVERTISING REACH

TOTAL POTENTIAL AUDIENCE REACH OF ADS ON INSTAGRAM (IN MILLIONS OF USERS), AND CHANGE IN REPORTED REACH OVER TIME
NOTE

1,628 1,597 1,637 1,652

XLEHIEREBMGICE,

SHANTEEEZRBTHIERE,
FEBNE, FIBE/RTikTokSInstagramBIBIRE(BARIEE T,

MetofR&EHIInstagramZBEREUETRIA, InstogramyEIKBER AN E—FPIEN
3 3.341z2, @ILLIBK 25.3%,

SRBFRINBUETL, RITARETKTokSIGKNERES, BRITNE
—EFRMXEIENLCRE R, TkTokEBRCERS 326.4%.

l l +.’/

BRIIMAZBEX LT A BEIRNRENME? &2’3 2’#;3 2‘3,‘;2 004
IFBRAB — LTI R, pRome i 8%, <O>Meltwater
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BTSSR STikTokS Instagram ANl SBEXRF/1¥5%
£ARE,

dato.cilREHR, P 2023 FE=FEK, REERIEE/\, B
TikTokfFE L EERMHIZNEKA P ELKiBInstagram,

EREIESL5MAD, TikTokthBBE IS TFInstagram,
BENUNFIMRBRABEZFHAD, Instagram {3 REVAL
RIS TF TikTok; InstagramERSEMEY FEEHIAHHIEEBEM
5.

BMEMS, data.aifyEEEZRINstagram{3sANSE TikTok, {8
dato.aifFE PEWAEZBIEIEI/D , SIREENSR4F0.

A, datadiByB—TRBESICRE, IX/VTRP, XMTES
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BT 32 IR FRBT K FISRR
data.aipifriEas, 2023F7B=EIRHAE, TikTokHNEUMRPIGHERERINK
TR N AREFPRSN, HEZSHPERERINKIN4/NY.

REENR, AENCCEN, TikTokFEFB1XERNEEI—T/\Y.
XL ECHFR B ZHYYouTube S H6/\8Y, YouTubetZ2e2 FB & A HE AT
Kig&TF 28/M\8Y.

TIME SPENT USING SOCIAL MEDIA APPS

AVERAGE TIME PER MONTH THA BAL USERS SPENT USING EACH PLATFORM'S ANDROID APP BETWEEN 01 JULY AND EPTEMBER 3

34H 00M

YOUTUBE 28H O5M

FACEBOOK 19H 47M

WHATSAPP MESSENGER 17H 06M

INSTAGRAM 15H SOM

4H 40M

TELEGRAM 3H 45M
3H 33M
FB MESSENGER [KIBAl

1H 49M  PINTEREST

B ot st unkeor N
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BRIMEIR, BZRAPRESBMN{ERYouTubeld, BUERFAEITFHINARER BBEBEYE, Instagram AL FTHMN B L TikTok BFPfEE—LL.
{EAEEE, YouTubeBVBFPERABIKIBARERS (RNAFER) .

2023 FE=FEBHEET, LEHAFLIIYIZHFTHInstogramiifF 347.8
B85 AFBEBIR TikTokSinstagrampy3ytl, dato.ail@ZREBas, Instagramft R TikTokI313 I F343.7R,
Z 2| B A FPEME AT AR Tk TokBY—2,

data.cify 347787, Instagram AR B YINEREYEINIS /N\IY5034h, BHEFE
HERL 31340,

R, ERNHEER, AEN—FE, XRFHNARFENETAPBHER
B ERE ANEIEN0.

B TRFPEBRETkTok EMNINERIYEIEN S 3 I\Bg46 24P (+12%) , #
Instagram =, X—#IEN0 S4/NHALE (+34%) .
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social

BEENE, XMRNAEFNEEITARESER, 8RB+ \NAF]
FIN . A, FNEIMETERELFETIRAE, KRB TikTok RESHIETEIZE A
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T o O e D e e e ST data.ciffSHR, EFE=FE, TKTokNBSHIIIKN54568, Rinstagram
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TOP WEBSITES: SEMRUSH RANKING

RANKING OF THE MOST VISITED WEBSITES, BASED ON WEBSITE TRAFFIC BETWEEN

01 GOOGLECOM 1 21M 10S K 11 SPANKBANG.COM / 12M 565

02 YOUTUBE.COM ) 35M 425 12 YAHOO.COM 21M 065

o TuhEN
MubBYVERIER

BFInstagramA0Tik Tok & FEXEREF VN BEAN, RICLLR—EMN S M
ISBYRETRRAREENERM, HrlREERIENAINAPISEIA. T ———— TS ——

06 WIKIPEDIAORG : 6 10M 385 16 TIKTOK.COM : 09M 535
07 TWITTERCOM 53B  19M47S 17 YAHOOCO.P 3.3 2 19M 275
N
BIXHFENNERHE S S —TBIMENRE s - - :
= 7\ IS2. 0 08 INSTAGRAM.COM 18M 09S 2. 18 WEATHER COM 07M 158

09 REDDIT.COM 7.05 17M 53S 7 19 FANDOM.COM 7N 13M 108

%5'6 S|m||0rwebE’Jﬁj\*ﬁ-ET, |nstggr0mttT|kToku&§|3E§E’J WIJE/JIIJ 10 DUCKDUCKGO.COM 5 264M  20M395 2, 20 WHATSAPPCOM ; s2M  18M00S
&, 20234 Instagram BYBIPNITIHEIEIIEL TikTok2230%, o

we
are - <O> Meltwater

SamewebIg&SFR, Instagram.comBiFiHAIETikTok.comBy 3 {3,
IXLEF P 1E Instagram s EfEZRBIBYEIHAEE 2, S1tvEeY, SemrushBURSICHER, BOFIRERE

o | DS bl B NG Semrushex#T o irzRos, 2023&9}%511 BEAE), Instagram.comfyiRiT
— . = IDIOENELL TikTok.com%£Y 60%, BRRIHEESLF=RTikTok.comBy
el s =

AN, A 1EEInstagram RIS {S B8V B8RSR EE Tik Tok &R,

: A", SimilarwebFISemrushVEIBELLIN, IIE—F, InstagramFl
TikTokRISEIFREELIN S BRILK,

o ﬁg%%@ﬁg¢%&mg it ERMELTH, RITEE—TBER
<O> Meltwater /l\ o
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MEKIERE, BEERANE, B—FREAFEHANFacebookNEZRIEE R ET TikTok
, Facebook{BREELIK 12.8% TIEEMRTEAMAFPIEIE.

AN, TkTokyZIRWZEHKMS (7.4%) , LEERFAEPEKTS21% H3TEDLR) .

R0k
RETikTokfYEASIFEHIL , {BinstagramE— P REsiR H{BREE =S ol |nStGgFOm*UTi_kTOk%WQ@%/\%ﬁ'—t?mEU&EIDEQQ%ME, R NAZAME R
MLETFTikTok: SRP=ERE, XRMNES HEHEE).
GWI RFEIBE R, InstagramBRIREIK RENIN” AUt IR FTBH“BRE"HERENVRF2HER, tl:lzl]!EE’Jxﬁ BiRIREEEIANERAEE, B
8, 16.5%M165F 6425 2 B G BLM A P&k ez = RInstagram, InstagramA0TikTokEAEEARM SIEI—RI IRV SROABI15{ZAFEIEEN .
IX—LEPIZ TikTok (7.4%) BYME2. fRlt29N, CWIHEZEELHERE R, FFEBE—¥MInstagramBFHERTikTok, MmN

80% BN Tik Tok B~ H3{E A Instagram,

FAVOURITE SOClAL MEDIA PLATFORMS

SOCIAL MEDIA PLATFORM AUDIENCE OVERLAPS

PERCENTAGE OF v OF EACH PLATFORM {A WHO ALSO USE OTHER SOCIAL MEDIA PLATFORMS

FACEBOOK USERS
YOUTUBE USERS
WHATSAPP USERS
INSTAGRAM USERS
TIKTOK USERS
TELEGRAM USERS
SNAPCHAT USERS <
X (TWITTER) USERS

155

i

B 05% x1AOHONGSHU

REDDIT USERS

PINTEREST USERS
DISCORD USERS
LINKEDIN USERS

LINE USERS

<O> Meltwater
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31

ME2, BPREINTIRR THRZRKALSEZER, XRHEKEX
RARXYERETE LEMEITSHERNAER.

R, WRBREERTEE LBAINHITER, RIMNZVNETREXR
BARGE, RAREHIRSZEIRCEE.

InstagramFTik TokI SR E W 2R, X2
B3”? mRHIELt,

R KB “Facebook

20244 /YFacebook

Facebooki¥E—FR SEZXRNTH IR ) EEERIBITikTok
A0 InstagramBNEIFAZS AEIRIRZ], {BEMetaBIRED,
Facebook#E202 353 SEIN S RERRIE.

EaMaBEER, IXI12TH, £IKFacebook SBZEALUE KBTI 212
, BELIE10.5%,

2024FLREFNERRRIRS

il FACEBOOK: ADVERTISING AUDIENCE OVERVIEW

THE POTENTIAL AUDIENCE THAT MARKETERS CAN REACH WITH ADS ON FACEBOOK
NOTE

TOTAL POTENTIAL REACH
OF ADS ON FACEBOOK

FACEBOOK AD REACH
vs. TOTAL POPULATION

FACEBOOK AD REACH YEAR-ON-YEAR CHANGE IN
vs. TOTAL INTERNET USERS IN REPORTED FACEBOOK AD REACH REPORTED FACEBOOK AD REACH

® =™

41.0% -5.0% +10.5%

-116 MILLION +209 MILLION

QUARTER-ON-QUARTER CHANGE

£

2.19 27.1%

BILLION

{ARE: FEMALE FACEBOOK HARE: MALE FACEBOOK Tl OVERALL FACEBOOK [ T FEM lE FACEBOOK ADOPTIC MALE FACEBOOK

AD REACH vs. OVERALL AD REACH vs. OVERALL AD REACH 18+ O ERALL AD REACH FEMALE AD REACH MALE
FACEBOOK AD REACH FACEBOOK AD REACH POPUI.ATION 8+ POPULATION f POPULATION g+

° Q w o9 o

43.2% 56.8% 38.5% 32.9% 43.7%

SOURCES: ool S: we
COMPARABILITY: <O> Meltwater
soclal

Itoh, EiRE
TikTok,

MetofViF I RRIRSTR, SRAIMES AT LUEIIFacebook FHY
EBEIT22{CAF, BYFEIRGEXMAFEN40% M L.,

, Facebookfy B EE{BimmiBdidInstagram{]

B TIEBZ[BEIFacebookFE PEMDRE R, PTUSERILINAR
, Facebook SMAEBRBEPEIRIN—FLLEBVGEXMAEF .

TIEMBITBERSE, XEr—INS AEISRZIBIANGL, ZuckFIEBA
—ESE2848Facebook GYAI 20 B ZBRRAIX—ANHE

AY, XN SBEEXRHZHAERPLEER, BEERANE,
Facebook| &SH&BEB=2IFTERAF.



FacebookiA /1B AR
y-1:=3 ]

BTN SEZXREIES2023 FE=FEAHNAEH
PEIBHITELIR, #IEZREE Faceboo [SNBFIZIEEEEKA
PE$EY71.9%,

FACEBOOK: MONTHLY ACTIVE USERS

2024 FACEBOOK'S TOTAL MONTHLY ACTIVE USER BASE, BASED ON DATA PUBLISHED IN THE COMPANY'S INVESTOR EARNINGS REPORTS

TOTAL MONTHLY ACTI IVE TOTAL FACEBOOK MAU QUARTER-ON-QUARTER CHANGE YEAR-ON.YEAR CHANGE
FACEBOOK USERS (MAU) vs. TOTAL POPULATION IN TOTAL FACEBOOK MAU IN TOTAL FACEBOOK MAU

® O

3.05 37.7% +0.6% +3.1%

BILLION +19 MILLION +91 MILLION

TOTAL FACEBOOK MAU TOTAL FACE BOOK MAU FACEBOOK DAILY ACTIVE USERS FACEBOOK ADVERTISING REACH
vs. TOTAL INTERNET USERS vs. POPULATION AGED 13+ vs. MONTHLY ACTIVE USERS vs. TOTAL FACEBOOK MAU

& - &

48.1% - 71.9%

dre. . <CO>Mel
el eltwater

(RMIXERIERE, BINEANERNTA L THBFacebooksy
30.5{Z B3RP hEiRBIYS. 5258 B fEFacebook FEZF (T
[ &, BEENR, Facebook REEFHIN AHEFIIBERIP
SIS, BAREAMIBTARKRLEE RS

32 2024FERIRBSIEBTRIBS

R, BMEMIXEEIZRE, RIAR Focebook{BRBRARIN FSIEKE D
, BIINBEEHRAPREML.

AN, FacebookBVEERE S EREHEK,

FACEBOOK MONTHLY ACTIVE USERS (YOY)

OCK USERS (IN MILUONS), AND RELAI QUE INDIVIDUALS)

2910 2958 3,049

2,740
2,449
227
2,072
1,788
1,545
1,350
1,189 ' '
' 14 4%
20 3 20 6 20 8 20 9 020

20]4 20]5

202] 2022 2023

we
@ are. . <O>Meltwater
social

EAEIBRE R, JIE—FFacebook BiEMAFIBN1 391005, EECIEKS.1%.,

BBiFacebookBVBER SN 30.512, BEF K EFABI1I3S KA EADB
48% . BUIRBAIBiEDPEAD, HIERE, £KSAODPES.NZRESE
FFacebook,

mBX—=FhEE, FrlAFacebookFH B i,
R, EAREMMAFPAEEE XIS BHRR, ME—aRBUIEFEXE

ANERBN— XM RNERN 8 TR SR NN T EEENHFCE R
BEA.




BZEHE S

tH SRR LLH)

RATEURET, 2023FERERAENZN S LIS HB1HA7200
17T, H20225FFHSHI0% L E.

Statista IREFR, TRSFR, BN SHENT B, KRFTHF
L2018 IR SR LE 7%,

+9.6%
2018 2019 2020 2021 2022 2023

$719.2 8 re <O> Meltwater

social

$650.5 8
$600.8 B

I i AREEE
AHFH S, BRSIE SUDBRSBRAMDE, F2023FRRE
1E28001Z57T.

2018 @ 2019 2020 @ 2021 ‘ 2022 2023 M'&E%E’ iX—%jZ?,—I:QOZZE%HjH%, ﬁ’ﬁ%ﬂz, }%%gl%f‘%f%’\

Az H PRI EATIEI0.

(O) Meltwate

IE\ %—, '-%:' V= ﬁ 8% i t:lt,
StatistofUIRESTRISHY, ML A BB SR . s o o s (LIS PSS/ MTRRSIST

StatistofRFTOMTRIE, 20235 SZHSEN/00CAMEFHRE, &
F20224E8967.9%.
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tatista %a

2018 @ 2019 @ 2020 @ 2021 ‘ 2022 ‘ 2023

| CO>Meltwater

SIERY, SkatIDITER, | SEE 2023¢E-F:/I\}§7_ BRSIZ
S ENSBHERFRHAEN T£94%.

M, BRS|ZE SHEISRREGRRA (CPC) ALHEK SIAI4%, PR
BRRERSEIR 2022 FRE=THXIE N,

Q4 2022 @ Q1 2023 @ Q22023 @ Q3 2023 @ Q4 2023

(O)M ltwater

HLAIRAT SR HIBN0

SEEY, REZGT MTEBGRSGHE, B2023 FRE5—TFE,
HATE AT S L L2022 FAHIES.

SkaitVEIERE T, | SBA RBHBMRZEA SEREKE
15%, MS7BZRIBHEMELE, STHIALLIBK26.8%.

ATAREPORTAL

+26.8%
Q4 2022 Q1 2023 Q22023 Q3 2023 Q4 2023

are (O) Meltwater

MEI ZHREMS, StatistadRSHR, 2023FRAIIEAT SZHR
20224F18K 9.3%, SENAR|2070{Z3ETT,

A, StatistafYDATIMALIN, EFHREAERIAGZ SSZHPM
SBVDEISERT EiEE T

20235, YR RRARMEMEE LT S5<01928.8%,
EEBE 1% Omib33%) .

5 2022548
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% FERENL Linkedin F‘l?{ﬁ& 10 {Z

WNESW SEE=KNEFN, RE
1Z—I:l:15J7‘ JE= Eﬂlﬂ{%hﬂ‘ﬁﬂﬁu o

Statista IBEERR, o & 5800 {ZZ£5T, 5 2022 , | _ .
L e, BEIESL] SXHA000 22, 5 2022 BLL LinkednSFERIBRT, EATVET OB Linkedngor 2582
~8 ' ° 819107 LinkedIn“&5R”

= o

ANY, XTHFRIBENXAKLinkedINEERZRBE, NEESHRZ
AL SN RERPEREES.

ANY, XHEERNHEX—ER@RINARIEEM, Linkedin
R = & EREEID STEE PR RUER L MZSHIZBXY AT THAL

PROGRAMMATIC ADVERTISING REVENUE AS A PERCENTAGE OF TOTAL DIGITAL ADVERTISING REVENUES

LINKEDIN: ADVERTISING AUDIENCE OVERVIEW

THE POTENTIAL AUDIENCE THAT MARKETERS CAN REACH WITH ADS ON LINKEDIN

UINKEDIN AD REACH LINKEDIN AD REACH QUART! RTER CHANG YEAR-ON-YEA! HAF EIN
vs. TOTAL POPULATION vs. TOTAL INTERNET USERS N REPO! DIN AD REAC REPO R €D LINK E[l »«(,ri

1.03 12.7% 19.2% +3.6% +13.9%

BILLION +36 MILLION +125 MILLION

tatista ¥a 'AREPORTAL

+0.9%
2018 2019 2020 2021 2022 2023

R FE E Ll { MALE UNKEDIN OVERALL LIN Y N FEMALE LINKEDIN MALE U J EDII‘
AD REACH vs. OVERALL AD R vs. OVERALL AD REACH vs. FEMALE vs. MALE

VERAL
N EDII AD REACH LINKEDIN AD REACH + F d ATION POPULATION PO l ON

® @ W © @

43.6% 56.4% 18.0% 12.9% 16.8%
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are, . <O>Meltwater
social
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LinkedIin{ 313184

LinkedInfy/~&SBEECEMARFEHEE, ZAANHNEEE ~EECEIT 14%,
XFRIAARLY )\ 3 2—8iLinkedinERBEIEI12TBANIALinkedinZ &8I,

5N, SeI—58LE, 2023 LinkedinRPEBERELIFEPIIR, ZFEEEEFLL
20225 2K5] 3330075 #TAF .

AN, LinkedinNZRPAREZEDPHEEE, HEETENDZ—NERAIFICE.

Linkedin SBEXEER R, XEH 2.2 {0IM=R, MEIENEEEER=RD
B9 1.2 {2F0 6800 /5,

LINKEDIN: REPORTED ADVERTISING REACH

9897 1,026

900.2 9223

| | ' ' ' ' l ' I

JAN APR JUL OCT JAN APR JUL OCT JAN
2022 2022 2022 2022 2023 2023 2023 2023 2024

ot ASMBIANK we
@ » are. . <O>Meltwater
social

2024FLREFNERRRIRS

LINKEDIN: ADVERTISING AUDIENCE PROFILE

SHARE OF LUNKEDIN'S ADVERTISING AUDIENCE BY AGE GROUP AND GENDER

29.5%

8.7%

I 1.2%
[—as

FEMALE MALE FEMALE MALE FEMALE MALE FEMALE MALE

18 - 24 25-34 35-54 55+
YEARS OLD YEARS OLD YEARS OLD YEARS OLD

<OD> Meltwater
socml

FRIUHALRZMLE

BBNE, BI—3 (51.6%) BiLinkedin"EZRFIRE 25 5F 34 52,
SR, ZATNEIERER, 18E245NZRVESLFF EBIY S 355 U ERRAP
HE.

LinkedIin " SRRPOEIRBETR, FREMASROZRNTEE 24.7%, M35 5LUE
ZRE 23.7%.,

PRM, TERFAZE, LinkedNBYFRRAPHEXE TR HEZD RS,

BXE, BYfiIXdata.ai, SimilarwebFISemrushZFATNE =TS EIBHITEIDTER
BB, RBE=70<2—tLinkedinERBBUMFERIRTS.

<OD Meltwater



B, LinkedINBEEMPEEN 3.3-3.5 17, {BIX—BSABRIME QR N s
LlnkedlncomEﬁ%SGmetlmewebgej%?ﬂ’ﬂﬁbklm%ﬁt%ﬁﬁ 200 ?i)\gﬁﬁ, ?kﬂ]ﬁ%*/i/%ﬁul-lnkedlnEUl%LBijﬁ{u}EE%%iﬁﬁﬂg =§o

RS EiEaN AR PR L E S EFRER M LIS HTHR
YAyl TOP WEBSITES: SIMILARWEB RANKING . BINAMFIEH R EaINIE G0V 2 =80 1E 22,

> RANKING OF THE MOST VISITED WEBSITES, BASED ON WEBSITE TRAFFIC

TOTAL UNIQUE AVERAGE  AVERAGE TOTAL UNIQUE AVERAGE AVEl:OE g E J ﬁ1| ]LZ;;%E%IXIE . 73 L I n k ed I n ;£ $ 1%@*1_%89 Iﬂ Bq:g& ’ \@%

# WEBSITE VISITS VISITORS TIME PAGES # WEBSITE VIsITS VISITORS

e R APRE S TR AALRBREEYS R

85.59 B 2448 10M 455 8.6 11 XVIDEOS.COM 2808 347 M 8M 475 9.0

02 YOUTUBE.COM 33.048 1458 20M 095 11.4 12 PORNHUB.COM 2458 342 M 8M 308 8.6

03 FACEBOOK.COM 17098 1158 10M22S 8.6 13 AMAZON.COM 2428  335M 7M 145 96 E,,_l\*:\'; :@ﬁAm\jﬁbﬁgéﬁﬁ%ﬁpmerlnkedlnt{iﬁﬁf@ﬁ'_,_
04 INSTAGRAM.COM 6478 911M 8M11S 11.0 14 XNXX.COM 2278 269M 7M 285 1 , J&% j};ﬁ*ﬁlﬁﬂ*ﬂ‘ﬁ%j:mmﬂﬂﬁ%ug};o

05 TWITTERCOM 6418 764 M 10M 405 99 15 TIKTOK.COM 2078 696 M 3M 385 7.6
06 BAIDUCOM 4998 206 M 5M 04S 8.0 16 YAHOO.CO.P 2058 67 M 9M 078 64

07 WIKIPEDIA.ORG 4528 741 M 3M 555 ; 17 LIVECOM 2048 7M 538 JAN MOST FOLLOWED HASHTAGS ON LINKEDIN

08 YAHOO.COM 3448  294M 8M 445 : 18 DOCOMO.NE.P 1.828 SM 485 HASHTAGS WITH THE GREATEST NUMBER OF FOLLOWERS ON LINKEDIN

09 YANDEX.RU 3358 150 M 9M 155 19 REDDIT.COM 1.77 8 8M 345

10 WHATSAPPCOM 2938 360M 15M 475 : 20 LINKEDIN.COM 1.698 7M 30S
# HASHTAG FOLLOWERS # HASHTAG FOLLOWERS # HASHTAG FOLLOWERS # HASHTAG FOLLOWERS

SOURCE
01 #INDIA 670M 11 #CAREERS 223 M 21 #BRANDING 178 M 31 #MONEY 140M

<OD> Meltwater

soc ial
02 HINNOVATION 384M #MARKETS 220M 22 #PROFESSIONAIWOMEN 177 M 32 HBANKINGINDUSTRY 134 M

03 #MANAGEMENT 356M #STARTUPS 210M 23 #ADVERTISINGANDMARKETING 17.0M 33 #SUSTAINABILITY 132M

{E §§1H E/J IE , {3 Z;K,%Ei ”» B,J I_l n kedl n % P 03 IE% E/J #%ﬁ *J'L = , 04 #HUMANRESOURCES #MARKETING 202M 24 #GENDER ‘ 165M 34 HALTERNATIVEENERGY 126 M
79 Z{;EE@ Ei % J:I 03 ﬁjﬁbrml{f Bj @ §J Ll n kedl n . 05 #DIGITAIMARKETING . #SOCIALMEDIA 19.5M 25 #WOMENINSCIENCE 164 M 35 #PERSONALBRANDING 103 M

06 HTECHNOLOGY #VENTURECAPITAL 19.1M 26 HFEMINISM 161 M 36 #HIRINGANDPROMOTION 99M

07 #CREATIVITY #SOCIAINETWORKING 188 M 27 #MOTIVATION 156 M 37 HHEALTHCARE 96M

1Z$¢ “ &'ﬁ”% Eg Jk A5 g ijD H%?i-ll— Eg oo H‘ﬂ% I]& g | jj ’ {EEE%L@\#I #FUTURE , #LEANSTARTUPS 188 M 28 #PERSONALDEVELOPMENT 145M 38 HEDUCATION 95M
ERN AR T EERSAEESNEM S EHfLNE
%%Eg g%ﬁ %_I%\ - #ENTREPRENEURSHIP 2 #ECONOMICS 178 M 30 #JOBINTERVIEWS 142 M 40 #PRODUCTIVITY

#FUTURISM #ECONOMY 185M 29 HINVESTING 142 M 39 #CUSTOMERRELATIONS

@ SOURCE NO' e we <O)> Meltwater
socml
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sl WECHAT MONTHLY ACTIVE USERS

COMBINED WECHAT AND WEIXIN MONTHLY ACTIVE USERS (IN MILLIONS) (NOTE: USERS MAY NOT REPRESENT UNIQUE INDIVIDUALS)
NO'

1o 1268 1288 1,299 1,309 1313 1319 1,327 1,336

RUSIRR

2016F G, MIERANPERANHLREALS, BEIBEER
MISIHERSUEK.

ENRMIVRABURE R, BRIMRAIESERINREEAR
DEUAE 13.4(2, LEERFIBR2%.

Q3 Q4 Ql Q2 Q3 Q4 Ql Q2 Q3

2021 2021 2022 2022 2022 2022 2023 2023 2023

@ —— are. . <O>Mel
i SOCiOI eltwater

WECHAT OVERVIEW

ESSENTIAL HEADLINES FOR WECHAT AND WEIXIN USE
NOTE

GLOBAL MONTHLY ACTIVE USERS WECHAT AND WEIXIN USERS QUARTER-ON-QUARTER CHANGE YEAR-ON-YEAR CHANGE IN '_3J:ﬁﬂlgl nst(}g r(]m*DT|kTOk$a tt , iz—fgﬁ ﬁﬂ%ﬂ%zeééﬂ}\Kq] @ B ':%“HEEEHIQEEE

OF WECHAT ANDjNEIXIN vs. TOTAL POPULATION IN WECHAT AND WEIXIN USERS WECHAT AND WEIXIN USERS ﬁ?{ug—z$5 é /J \ , {Eggﬂg IEE ’ g@x%ﬁ q] @ E_%ie%z%tm%gﬁ—F pn%mﬁﬂ% ’
% il ‘ o EBRRPEERRIERPS. DRI
L i 07 golo DEEEMAEADNCNNC WEESR, & AT, NSSEXEMERN, MSRE
WECHAT AND WEIXIN USERS WECHAT AND WEIXIN USERS FEMALE USERS AS A SHARE OF ALL MALE USERS AS A SHARE OF ALL @97% DJJ:ES M %1@% El] Hgiéiﬂ$x1¢ 9 E%m E;@ghmiﬁ{%}%ﬁlﬁmﬁﬂg u&g | 73 o

i Q lo AT, EXE, GWIIRIAUERE, SINBIN87%
' WEESRPAITOE, HEINER SHHT

vs. TOTAL INTERNET USERS vs. POPULATION AGED 13+ WECHAT A.ND WEIXIN USERS WECHAT AND WEIXIN USERS EH@%{I&EX{L‘F , {Ew%m%z%bi%%m
2kle 48.07% 52.0% R, BRMNISHRANSERAMETF L. (EERTEMADETICSRERMES,

LRy $ SARTCRSDESNRHINEESEEN— OREGEISXILE, SUSTEASLR, ol
¥ B BNRBEARE. [ENEDERTRERY, BEMbEESR
SANBIERERI.
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Ml SNAPCHAT: REPORTED ADVERTISING REACH

TOTAL POTENTIAL AUDIENCE REACH OF ADS ON SNAPCHAT (IN MILLUONS OF USERS), AND CHANGE IN REPORTED REACH OVER TIME

654.4 675.9 676.0 677.7

Snapchat{3{EIE <

BA TIANSnachat HGBIRFRE S,
REFEHBIERERFBIY7.5(2 25, Snapchat?ZEER1 &
F—ICHERP X SN T B — 1S AHZRRZN BIER AR
, ZEEBriEaBN4ZNEER,.

JAN APR JUL OCT JAN APR JUL OCT JAN

RIS ABWNRIREE T , Snapchat g EMEDIZNI S 2022 2022 2022 2022 2023 2023 2023 2023 2024
12BERF, BraiHit 4.06 12, (- dre. = <O>Meltwater

SNAPCHAT DAILY ACTIVE USERS , ‘
i\:iﬁ"\«)E DAILY ACTIVE SNAPCHAT USERS (IN MILLIONS), WITH RELATIVE GROWTH OVER TIME (N USERS MAY NOT REPRESENT UNIQUE INDIVIDUALS) S %ltt Ia Hj. , S n(] pCh GtE’g}_‘_%E @7— % Em m }L ZE%i--k

Snap/  SRBRNRFEERR, SHEABRIUEILE SEBHBIZ.7712
AP, XUERNEFERRSHHEFSH6.8%.

ek, EEE/NTR®, SnapchatfZRIBKARFENE R, BILEA]
RERRNTZEEZBIREXLEHF.

?ﬁﬁ’ﬁ 6.7M{ZMZARMEEZIFES AEIZRIRZ, SnapchatlFEHARKIRS
—TIFEBRS| DEIEE.

2021 2022 2023 2023

SOUR OMPARABILITY we
@ ; s are. . <O>Meltwater
social
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IS SRR P RIR6{Z

EEPE, MENZNOLTAR—EEZSEK, KHHIUE
B, FURMIEERIRERFEIIZ.

BHE2023FE=FER, MIBEHEAPBEN6.05(2, BESE
EEAIEK 3.6%,

MBLIFLCEEMENRR, BERHNAEAFLERNA
, BRUREEBY—FNPELBMAPERME.

JAN WEIBO MONTHLY ACTIVE USERS

WEBO MONTHLY ACTIVE USERS (IN MILLUONS), WITH RELATIVE GROWTH OVER TIME (N USERS MAY NOT REPRESENT UNIQUE INDIVIDUALS)

2021 2021 2022 2022 2022 2022 2023 2023 2023

we
@ souacis are. . <O>Meltwater
social
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il QQ MONTHLY ACTIVE USERS

QQ MONTHLY ACTIVE USERS (IN MILLIONS), WITH RELATIVE GROWTH OVER TIME (NOTE: USERS MAY NOT REPRESENT UNIQUE INDIVIDUALS)
NOTE:

597.0
568.7 5744 5721 5710 558.0

l +.,/ +4 4% '

2021 2022 2022 2022 2022 2023 2023 2023

<{O>Meltwater
socu:l

5N, EFEIRER, MIEERIEMNITTAQ.

QABZAPEMREARTW P SIBESHUL, BAAENE—F
PR S 1600/07ERRFEF; BIRAMELEE, (WISENEERAFIENS
21005,



StER, RFILNNERE KSR T\l KUAISHOU MONTHLY ACTIVE USERS

S Ny N N KUAISHOU MONTHLY ACTIVE USERS (IN MILLIONS), WITH RELATIVE GROWTH OVER TIME (NOTE: USERS MAY NOT REPRESENT UNIQUE INDIVIDUALS)
%), BEREEKEEBN.8{ZREMRF

gggﬁﬁgiﬂﬁ LXT;}EHFI SRFEH 572.9 578.0 597.9 586.7 i e =
NPT =L .

R, “Kwai” NEEZFRAEEAHBIERS

SHEIAZHZAR, ME Snack Video”

N RBEFR—XRE LEMEENES,

BEEAEN 8K —RERA

FMEEAMBHX S,

202] 2021 2022 2022 2022 2022 2023 2023 2023

are <O> Meltwater
social




Discords |#23t08

B EDiscordE I Z—FPRBRMEMNAF L, BFd]
NE=LEENDITREA, ZEENERAFEH#ERI/LTRL
MBS,

DISCORD OVERVIEW

LARGEST DISCORD SERVERS

DISCORD SERVERS WITH THE GREATEST NUMBER OF MEMBERS

# SERVER

01 MIDJOURNEY 18.24M

02 LIMEWIRE - CREATE Al ..* 231 M

03 LEONARDO.AI 1.82M

04 BLOX FRUITS 1.50M

05 NOVA 143 M

06 ROBLOX 1.15M

07 GENSHIN IMPACT OFFICIAL  1.14 M

08 ALLSTAR 1.07 M

09 FUSIONIST 1.06 M

MEMBERS # SERVER MEMBERS

11 MIKA PARADISE | SOCIAL..." 953K
12 LOH GIRL 902K
13 ANIME ADVENTURES 874K
14 TIKTOK EFFECT HOUSE

15 GEOMETRY DASH

16 STUMBLE GUYS

17 KING LEGACY

18 ERA

19 APEX LEGENDS

# SERVER MEMBERS

21 ENGLSH
22 GRAND QUEST GAMES

23 BELUGANG

24 @ EMOILGG | DISCORD ...*
25 VALORANTLFG

26 BLADE BALL

27 ROCKET LEAGUE

28 ANIME SOUL DISCORD

29 sul

748K

743K

731K

725K

708K

707 K

703K

701K

666K

# SERVER MEMBERS

31 AXIORE COMMUNITY 650K
32 GPO TRADE HUB 644K
33 PUBG MOBILE 620K
34 AXIE INFINITY 611K
35 SERVIDOR DO GOULARTE 606K
36 NO HESI 600K
37 DEEP ROCK GALACTIC 600K
38 GALXE 600K

39 GARTIC 589K

ESSENTIAL HEADLINES FOR DISCORD USE

10 VALORANT 1.03M 20 RELL GAMES 30 ISHOWSPEED'S DISCORD 666K 40 WHITEOUT SURVIVAL 585K

MONTHLY ACTIVE
DISCORD USERS vs.
TOTAL POPULATION

1.9%

MONTHLY ACTIVE
DISCORD USERS vs.
POPULATION AGED 13

i Q@ o

24% 32.2% 66.6%

FEMALE USERS AS
A PERCENTAGE
OF TOTAL USERS

MALE USERS AS
A PERCENTAGE
OF TOTAL USERS

MONTHLY ACTIVE
DISCORD USERS

we
@ : are. . <O>Meltwater
social

DiscordByMub 2N fh BYEHRFPEE N5 {4, {BKepiosyydata.ai, SemrushF(
SimilarwebFEERBIE =1L EURI DRI, DiscordGHTRERIRSIE
N 3 {Z5EERFF .

RS EBUAL X PREZEBE 2SN, SMidjourneyty SEEHEL]) SDiscord
LT BREVNIRIRIEER, MidjourneyELRMANTER FRZVIDHA TEREE
BERTEZ—.

E5L |, DiscordBENHB S ‘RFBS BIHERZ D, MidjourneuizBER.
MidjourneyEIERVERHIREE "N, @S TFANIBEILImewiredy74Z
%2,

150

MILLION

we
are, <O>Meltwater
social
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TikTokiERFREZ0Y

R R

SEREPRISAEGEK GFFHERRSARER) B9
Bo—5 TikTok IZETHRAEX,

ERNARERE 2RI, FNIFBERBHZ, HELMRSR
BYEE"ELNRAMNERREIIR, WSEEARSENS
A REBE R EREZ R T .

Rit, XTARBEREZDNATLFBR, A
REURERRPANAHZ PN - TERIrE. (B
X WRELAMERR, WDETERRIE) .

ANY, BRIbZIN, XEEREARRARNEEAR RS
BIFFARSREERE.

# It’s all for you

43 2024FEHEFHERRERS

sl TOP TIKTOK HASHTAGS

01

02

03

04

05

06

07

08

#FYP

#FORYOU

#VIRAL

HFYPS/

#PARATI

#TIKTOK

#CAPCUT

#FY

HASHTAGS THAT HAVE ATTRACTED THE GREATEST NUMBER OF VIEWS ON TIKTOK (ALL TIME)

11 #FUNNY 2! 21 #COMEDY 31 #STITCH

#XYZBCA : 22 #FYPAGE 1 32 #FOOTBALL

#DUET : 23 #PEK : 33 #POV

#FYPIVIRAL 2. 24 #GREENSCREEN ¢ 34 #COMEDIA

#FORYOUPAGE 5 #VIRALYIDEO y 25 #LOVE ] 35 #TIKTOKINDIA

#TREND : 26 #POURTOI g 36 #ASMR

#XUHUONG ) 27 #ANIME 5 37 H#VIRALTIKTOK

#HUMOR ) 28 #HEXPLORE : 38 #FUNNYVIDEOS

#9lausS| 2. 29 #MEME .3 39 #FYPPPPPPPPPPPPPPPPPPPPPPP

0 #TRENDING ; #PEKOMEHOALIMA : 30 #EDIT ; 40 #MOVIE

we
are, . <O>Meltwater
social

554, XPENmK: #fup,

fyp@“for your page’MNEE, KHAUKR—EHRTkTok ERSIDRIINGE,
HEDMRSRHERSZME TkTok AFNEZR, KEREBCHNPEERD
, R BELEIE., MRIRA.

TikTok#ER TR, 8 #fup ARFZHY TikTok ERITIRTS 55.5 HIZR
ARE. BH, RSEE: DL,

BMEE MRS SR—IMP, XTIKIIERBESTF
176 5. 18 #fyp AARRHE—THRREIRABIIRSE.



A NERR R
BB K2R,

BYRNOBREIRS| SBYSHILRIVNRE,

HI40BBIN BT

AN, HF2AREBRETRI] S ARNRE, FIESEAERXLEHZE
EA810.

R, EX EARENORREH S MBREVAE! 182,000,000,000,000 2K,
fRIX—RAXHFEIXAZHI0, T NEEMXLEIBP SHEHTA?

HARERESHIRRE

BISEBNEMc—=-, B NS

PERIHVIERIER.

BBNZE, BIISBEEEMES EERXTPINSR, ttalinstagram EATEIR
BB B AT ER B RN,

Al MOST USED INSTAGRAM HASHTAGS

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

#LOVE

01

073

03

04

06

07

#INSTAGOOD

#INSTAGRAM

#FASHION

#PHOTOOFTHEDAY

#PHOTOGRAPHY

#ART

#NATURE

#PICOFTHEDAY

H#TRAVEL

2.158B 11 #FOLLOW 713 M #VIRAL

1.76 B 12 #HAPPY 710M #HTNESS

1.228 13 #CUTE 673 M #INSTALIKE

1.158 #INSTADAILY 670 M #FOOD

1.06 B #STYLE 657 M #UKE4LIKE

1.06 B HTBT 586 M #PHOTO

1.058 #REPOST 562 M

27 #HTRENDING

803 M #FOLLOWME 556 M #MUSIC

729 M #SUMMER 556 M #ME

724 M #BEAUTY 542 M #SELFIE

44 2024FEHREFUERRERS

# HASHTAG

31

32

3

34

35

37

38

39

40

#LIFE

H#FAMILY

#FRIENDS

#SMILE

#FUN

449 M

445 M

445 M

441 M

440M

#EXPLOREPAGE 409 M

#MAKEUP

#DOG

404 M

376 M

#MOTIVATION 373 M

#MODEL

W
soclal

369M

<O> Meltwater

LESN, M ISR Tk TokiE R ISR
PEEENLERIISXMZESING,

B TFEB DT — TR B
TI kTOkJZHE%E_IEl o
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