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IMPORTANT NOTES ON COMPARING DATA

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

OVERVIEW OF THE ADCPTION AND USE OF COMMNECTED DEVICES AND SERVICES AT A WORLDWIDE LEVEL ?

TOTAL MOBILE INTERNET ACTIVE SOCIAL
POPULATION CONMNECTIONS USERS MEDIA USERS

791 3.28 4.95 4.62

BILLION BILLION BILLION BILLION
YEAR-ON-YEAR CHANGE YEAR-OM-YEAR CHANGE YEAR-ON-YEAR CHANGE YEAR-ON-YEAR CHANGE
+1.0% +2.9% +4.0% +10.1%
URBANISATION TOTAL vs. POPULATION TOTAL vs. POPULATION TOTAL vs. POPULATION

57.0% 104.6% 62.5% 58.4%
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INTERNET ADOPTION

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

INTERMET USERS AS A PERCENTAGE OF TOTAL GLOBAL INTERMET USERS F ¥
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SOCIAL MEDIA USERS vs. TOTAL POPULATION

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

ACTIVE SOCIAL MEDIA USERS IN EACH REGIOMN AS A PERCENTAGE OF TOTAL GLOBAL ACTIVE SOCIAL MEDIA USERS F v %
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MOBILE CONNECTIVITY

CELLULAR MOBILE CONMNECTIONS COMPARED WITH TOTAL POPULATION
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EXPLORE OUR COMPLETE COLLECTION OF DIGITAL 2022 GLOBAL DATA
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DIGITAL 202

GLOBAL OVERVIEW REPORT

Ere | ™ Hootuite

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

DIGITAL 2022

LOCAL COUNTRY HEADLINES REPORT

e
o SHEMCE

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


https://zalo.me/g/qcihnj472

EAGITALS (2 Bacl TALNTE S PoSTala B TALNIE PoaTALN 22 MGITALATE PO TaLa) o G AL AT Fac Talaad G aLs s Bac TALNID 2 PoTala dr i TALSD 3 pecTals ax

BRAVE NEW WORLDS

You've heard about the metaverse, right? Actually, BY % of social
media users globally haven't. But does that even matter, when
businesses from Facebook to Fortnite are vying to stake their
claim in it? What about web37? Or bloeckchain? Do you know what
an MFTis?

As weve renegotiated our relationship with digital in the wake of
Covid-19, from the fringes of the internet, a wealth of new terms
have become mainstays in the marketing press and mainstream
media alike, ushing to alleviate the tensions of our new reality .

We're at a tipping point, and the gold rush is in full swing.

We're stepping into Brave New Worlds.

In the seventh issue of our annual report Think Forward, we
unpick the complex and ever-changing web of digital culture and
behaviour, and explore the role brands can play in reflecting and
shaping it.

The report was informed by ongoing intelligence from our global
Cultural Insights team, and supported by a survey of 3,000 pecple
aged 1B+ who use social media daily from the US, UK, France,
Italy, China and Australia.
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1. IN-FEED SYLLABUSES
S0CIAL ISBEING REFPURPOSED AS A SPACE FOR
SELF-DIRECTED LEARMNIMNG

2. THE VIBE ECONOMY
THE CURATION OF MOODS AND FEELINGS HAS BECOME
ACOVETED CREATIVE SKILL

3. PRIME TIME PLATFORMS
S0CIAL HAS LEVELLED UP FROM ITS ROLE AS A
SECOND SCREEN

4. S0CIAL CYMNICISM
CREATORS ARE FIGHTIMG TO OVERCOME THE TROPES
OF 30CI1AL

8. NEW MATERIALISTS
FEOFLE ARE INVESTING IN DIGITAL CONTENT
AND CREATIVITY
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ESSENTIAL DIGITAL HEADLINES *

OVERVIEW OF THE ADOQPTION AND USE OF CONMNECTED DEVICES AND SERVICES

W IETH AM

TOTAL CELLULAR MOBILE INTERNET ACTIVE S5OCIAL
POPULATION CONNECTIONS USERS MEDIA USERS

98.56 156.0 72.10 76.95

MILLION MILLION MILLION MILLION

URBANISATION vs. POPULATION vs. POPULATION vs. POPULATION

38.7% 158.3% 73.2% 78.1%
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DIGITAL GROWTH o

CHAMGE IM THE USE OF CONMMNECTED DEVICES AND SERVICES OVER TIME
VIETN AM

TOTAL CELLULAR MOBILE INTERNET ACTIVE SOCIAL
POPULATION CONNECTIONS USERS MEDIA USERS

+0.8% -0.3% +4.9% +6.9%

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

+808 THOUSAND -480 THOUSAND +3.4 MILLION +5.0 MILLION

SOUNCCES: U MITED MATEOR S LS CENSU S BUREALL GOVERRM ENT BODIES, GEM A BNTELLGENCE, ITU G EURCKSTAT, ORI, AR I CLA WORLD FACTE OCHC OO0 PAMY ADVERTESENG RESOURCES AMD we

EARFRBMGS BEPORTS, OODH; TECHEASA IEFOS AR ALYSES ADNIRORY: DUE FO CONVED 198 ELATED DELAYS BN RESEARTH ARD REPORTING, FIGURES FOR BN TERRET USER GROWYTH BAAY LMD ER-& B8 ES ENT ﬂrE. :{ KEPIUS

ACTUAL TREMDS . 5 EE MOTES O DATA RO MOEE DETAILS. 5004 LA EDLA USERS M AY MOT BEPRESENTUBRKIUE B DNVIDUALS . COMPARABILITY: SOURCE ARD BASECHAMGE Eﬂ'ﬂlﬂl
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POPULATION ESSENTIALS

DEMOGRAPHICS AND OTHER KEY INDICATORS

TOTAL FEMALE MALE
POPULATIOMN POPULATIOMN POPULATIOMN

98.56 50.1% 49.9%

MILLION
URBAN POPULATION DENSITY OVERALL UTERACY
POPULATION [PEOPLE PER KM?) [ADULTS AGED 15+

3179

95.8%

YEAR-OMN-YEAR CHANGE
IN TOTAL POPULATION

+0.8%

+808 THOUSAND

FEMALE UTERACY
(ADULTS AGED 15+

94.6%

GONVER MBAENT ALITHOR INES; WAOELD Bl i LIMIES OO0 CA WOSLD RACTR OO, OUR WIRED B DATA; B DEX SALR D, BR OERMA,

W IETH A

MEDIAMN AGE OF
THE POPULATION

33.3

MALE UTERACY
(ADULTS AGED 15+

97.0%
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POPULATION OVER TIME

TOTAL POPULATION AMND YEAR-OM-YEAR CHAMNGE ‘ ' :

JAN JAN JAN

2013 2014 2015 2016

2017 2018 2019 2020 2021 2022

SOUNCCES: U MITED MATEORNE LS CENSUS BUREALL LOCAL GOWERBM BT AL THORITIES ; )EFROS ARALYSIS HOTE WHERE LETTERS ARES HONYM MIEXT T FeG LURES ABOVYE BARS, R

G 123 K = 123 0040, “kA° DEMOTES MRLEOHRS EG. 123 W = 123000001, ARD 8" DENOTE BRIBORMS (EG.*1-23 B° = 1,230,000, 000). WiHERE MO LETTER IS FRESERT, VALLIES ARESHOAYR AS IS

DENOTES THOUSAMDS we
COMPARABMUTY: SOURCE CHANGES AND BASE REVISIONS_FIGURES MAY NOT CORRELATE WITH VALUES PUBUISHED IN OUR PREVICL 5 REPORTS
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POPULATION BY AGE

SHARE OF THE TOTAL POPULATION BY AGE GROUP

TOTAL POPULATION POPULATION
POPULATION AGED O-4 AED 5-12

98.56 7.9% 12.3%

MILLION
POPULATION POPULATION POPULATION
AGED 25-34 AGED 35-44 AGED 45-54

16.7% 15.4% 12.9%

o SOLNCCES, U ITED MATEIR S LS CEMSUS BUREALL DOCAL GOWERRM ENT AL TH ORITIES

POPULATION
AGED 13-17

7.0%

POPULATIOMN
AGED 55-64

10.1%

W IETH AR

POPULATION
AGED 18-24

9.1%

POPULATIOMN
AGED &5+

8.6%
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DEVICE OWNERSHIP e

PERCENTAGE OF IMTERMET USERS AGED 146 TC 44 WHO OWN EACH KIND OF DEMICE

W IETH A

ANY KIND OF SMART FEATURE LAPTOP OR TABLET
MOBILE PHOME PHOME PHOME DESKTOP COMPUTER DEVICE

97.7% 97.6% 17.1% 64.0% 35.2%

YEAR-ON-YEAR CHANGE YEAR-ON-YEAR CHANGE YEAR-ON-YEAR CHANGE YEAR-ON-YEAR CHANGE YEAR-ON-YEAR CHANGE
+0.7% (+70 BPS) +0.7% (+70 BPS) -10.0% (-190 BPS) -3.2% (-210 BPS) +10.3% (+330 BPS)
GAMES SMART WATCH OR TV STREAMING SMART HOME VIRTUAL REALITY
COMNSOLE SMART WRISTBAND DEVICE DEVICE DEVICE

8.8% 29.9% 13.2% 18.6% 5.0%

YEAR-ON-YEAR CHAMGE YEAR-ON-YEAR CHANGE YEAR-ON-YEAR CHANGE YEAR-ON-YEAR CHANGE YEAR-ON-YEAR CHANGE
-4.3% (-40 BPS) +19.1% (+480 BPS) +8.2% (+100 BPS) +31.0% (+440 BPS) +19.0% (+80 BPS)

MNOTE FERCENTAGE CHAMGE VALUE RERECT RELATIVE CHAMGE 's.ﬁ;"u-.;.__' 1 :. SHONY THE CHAMGE I BASIS PO MTS, AMD REFLECT ABSCHLITE CHAMGE ﬂrE. [{ KEP'U‘S

o SOLNECE: G a3 2021 | FREURES BEPRESE WT THEFIND NG S OF A BROAD GRORAL SURVEY OF BNTIERM ET U SERS AGED 14 TO 44, SEE GWLODM FOR FLILL DETARLS Ve
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TIME SPENT USING
THE INTERMET

6H 38M

YEAR-ON-YEAR CHANGE
-2.2% (-9 MINS)

TIME SPENT LISTENING TOQ
MUSIC STREAMING SERVICES

1H 12M

TIME SPENT WATCHING TELEVISION
(BROADCAST AND STREAMING)

2H 47M

YEAR-OM-YEAR CHANGE
+4.4% (+7 MINS)

TIME SPEMNT LISTENING
TO BROADCAST RADIO

OH 38M

DAILY TIME SPENT WITH MEDIA

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

TIME SPENT USING
SOCIAL MEDIA

2H 28M

YEAR-OM-YEAR CHANGE
+5.0% (+7 MINS)

TIME SPENT LISTEMIMNG
TO PODCASTS

OH 44M

*

W IETH AM

TIME SPEMNT READING PRESS MEDIA

(OMUME AMD PHYSICAL PRINT)

1H 55M

YEAR-ON-YEAR CHANGE
-0.9% (-1 MIN)

TIME SPENT USING
AGAMES CONSOLE

1H 12M

¥ EAR-OM-YEAR CHAMGE ¥ EAR-OM-YEAR CHAMGE YEAR-OM-YEAR CHAMGE ¥ EAR-OM-YEAR CHAMGE
+4.3% (+3 MINS) -7.3% (-3 MINS) [UNCHANGED] -2.7% (-2 MINS)
SOURCE: GW1 313 2021 | FRGURES REPRESENT THEFINDING § OF A BROAD GLOBAL SURVEY OF BNTERNET USERS AGED 15 TO 44, SEE GWLOOM FOR FULL DETALS. NOTESR CONSUMFTION OF DIFFERENT MEDIA we
MY OCCUR COMOURRENTEY. TELEVISHOM IMNCELIDES BOTH LUIMEAR [BROADCAST AMD CABLE) TELEVISION AND COMTENT D EIVERED WA STREAMING AND VIDED.OM-DEM AMD SERVICES. PRESS INCOLUDES are, £ KEPIOS
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OVERVIEW OF INTERNET USE v

ESSENTIAL INDICATORS OF INTERMNET ADOPTION AND USE

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

USERS

7210 73.2% +49% O6H38M 95.8%

MILLION -2.2% (-9 MINS)

TOTAL

+3.4 MILLION

EI=LeA BT ALTHOEITES ; LISITED B ATEORMS. TIME SFENT ARD MOEILE SHARE DATS wE
GLURES SHOW YEAR-ORMAEAR GROWTH. FOR CHARGEI R TRME
3 are, X KEPIOS
social

a KIEF¥OS ARADTSES, UL G5 ks BN TELLEGEN OF; BURDSTAT, G'WE Ola WORLD FACTE OO, O REC; AFIE LOCAL GOVE
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SOURCES: < ¢
ROk GV | Q8 2021, BASED Of A BROAD SURVEY OF INTERMET LISERS AGED 14T 44
"H* DEROTES HOLIRS ARD “W° DEROTES M UTES. ADNERONY: DUE T OOVAD-19-R ELATED DELAYS BN BESEAR CH ARND REFORTING, FRGURES FOR INTERMET LISER GROMYTH MAY L MDER S5E FRESBNT ACTUAL
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INTERNET USERS OVER TIME *

MUMBER OF INTERMET LUSERS AND YEAR-OM-YEAR CHANGE
VIETN AM

JZ1 M
675 M 66.6 M 68.7 M

JAN
2021

JAN
2022

2013 2014

SCHNECER: KEFIOS ARALYSIS, ML G5 kA8 BN TELLGENCE; EUROSTAT, GYWIL OA WAOELD Rl TH OO O MIC, AF w'e
MBOVE BARS, * I DERNOTES THOUSARND S jEG. *123 K = 123,000, “k4" DEROTES MRLEOR S EG. *1.23 § F,
PR ESEMT, VALLIES ARE SHOAVYR AS 15 ADYIS.ONRY DUE TO OO'ED - 19-EE LATED DELAYS B EESEAS ] urel- h.'c KEPIU\S
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INTERNET USER PERSPECTIVES

INTERMET USER MUMBERS PUBLISHED BY DIFFERENT SOURCES

W IETH AR |
INTERNET USERS: INTERNET USERS: INTERMNET USERS:
mJ CIA WORLD FACTBOOK INTERMETWORLDSTATS

69.29 69.28 75.94

MILLION
vs. POPULATION

70.3% 70.3% ‘

; ; -0 /ﬂ
SOURCES: AS STATED ABOVE EACH K00, NOTES: WHERE SOURCES PUBLISH INTERMET ADOPTION AS A PERCENTAGE |LE :
o COUNTRY TO OAUR LATEST RGUEES FOR POPULARON TO DERIVE ABSCAUTE USER NUMBERS. WHESE SOURCES PUBLEH ABSCHUTE LISER N LMBERS, WA

E FEMETRATRCHN], E OO0k PARE THELATEST FUBLLS HED ADOFTEORN EATES BN EMCH
=
G LRES FOR POFULATION T DERIVE VARIES FOR “va. POPULATICHRN. COMPARABILITY: POTERTLAL MISM ATCHES
SCHIRCES, INCIUDING SOURCES WOT FEAPLEED O THES SUIDE

COMMPARE THESE ABSOLUTEU SER FXGURES TO OUR LATEST
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DAILY TIME SPENT USING THE INTERNET e

AMOUNT OF TIME THAT INTERMET USERS AGED 14 TO 64 SPEND USING THE INTERMNET EACH DAY

W IETH A

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

6H38M 3H32M 3HO6M 53.2%

we

SCURECE: S\ #5013 2021 | FEGURES REFRESE MT THEFIMND NG S OF A BROAD GUO8 AL SURNVEY OF INTERS ET UVSERS AGED 14 TO 44 .--:-G'-.‘.-'CC'-.-"LQ ALEL DETARS ﬂrE. :{ KEPIGS
o social



MAIN REASONS FOR USING THE INTERNET 5

PRIMARY REASONS WHY IMTERMET USERS AGED 16 TO &4 USETHE INTERMNET

W IETH AR

STAYING IN TOUCH WITH FRIENDS AND FAMILY 71.4%

FINDING | NFORMATION 69.0%

FOLLOWING NEWS AND CURRENT EVENTS 68.4%

WATCHING VIDEOS, TV SHOWS, AND MOVIES 59 6%

RESEARCHING BRAMNDS 53.8%

RESEARCHING HEALTH ISSUES AND PRODUCTS 53.7%

LISTEMING TO MUSIC 53.5%

FINDING NEW IDEAS AND INSPIRATION 50.1%

RESEARCHING HOW TO DO THINGS 49 %

464%
45.3%

I | o94%
370%
| MANAGINGFINANcEs M

we

o SOURCE: G/ {313 2021 ) FIGURES REPRESENT THEFINDING S OF A BROAD GLOBAL SURVEY OF INTERM ET LISERS AGED 16 T 44. SEE GWLOOM FOR FULL DETARLS are, £ KEPIOS
social



MOBILE
PHONE [ANY)

95.8%

YEAR-ON-YEAR CHANGE
+1.2% (+110 BPS)

PERSCOMNAL LAPTOP
OR DESKTQP

67.6%

YEAR-ON-YEAR CHANGE
-4.5% (-320 BPS)

SOURCE VY1 HGD 2021 | FRGURES REPRESE NT THEFINDEMG 5 OF A BROAD GLOB AL SURVEY OF BNTERMET USERS AGED 146 TO b4, SEE GWILCOOM FOR FLLL DETALS MOTER “MOHEILE PHOME|ANY]" BNCIIDES
LISFRS VWHO ACCESS WA A SMARTIHORE OR A FEATURE FHOME “LAPTOF OF DESKTOR (ARNY]" INCEIDES LSERS WHO AOCESS VA THEIR v M COAPUTER OFf A CORAPLITER FROVIEDED BY THER EMPLOYER

FER (BN TAGE OHAMGE VALUES BEFLECT R ELATIVE CHAMGE. "8P5" VARIES SHOWY THE CHAMNGERN BASES POINTS, AMD RERECT AR SCHUTE CHANGE

LAPTOP OR
DESKTOP [ANY)

72.2%

YEAR-ON-YEAR CHANGE
-4.7% (-360 BPS)

WORK LAPTOP
OR DESKIQP

29.6%

YEAR-ON-YEAR CHANGE
-6.0% (-190 BPS)

SMART
PHOME

94.6%

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

CONMNECTED
TELEVISION

32.1%

YEAR-ON-YEAR CHANGE
+18.5% (+500 BPS)

DEVICES USED TO ACCESS THE INTERNET

PERCENTAGE OF IMTERMET USERS AGED 146 TC 64 WHO USE EACH KIND OF DEVICE TO ACCESS THE INTERNET

FEATURE
PHOME

5.5%

YEAR-ON-YEAR CHANGE
+89.7% (+260 BPS)

aMART HOME
DEVICE

11.4%

YEAR-OM-YEAR CHANGE
[NEW DATA POINT]

W IETH A

TABLET
DEVICE

31.1%

YEAR-ON-YEAR CHANGE
+9.5% (+270 BPS)

GAMES
COMSOLE

5.8%

YEAR-ON-YEAR CHANGE
+28.9% (+130 BPS)

we

are, [
S <KEPIOS


https://zalo.me/g/rkmdga013

INTERNET CONNECTION SPEEDS %

MEDIAN DOWMNLOAD SPEEDS (IN MEGABITS PER SECOMND) OF MOBILE AMD FIXED INTERMNET COMMECTIONS

WIETH Ak

MEDIAN DOWNLOAD SPEED YEAR-ON-YEAR CHANGE MEDIAN DOWNLOAD YEAR-ON-YEAR CHANGE
OF CELLULAR MOEILE IN MEDIAN CELLULAR MOEILE SPEED OF FIXED IN MEDIAN FIXED INTERMET
INTERNET CONNECTIONS INTERNET CONMECTION SPEED INTERNET CONNECTIONS COMNMNECTION SPEED

35.14 +32.7% 68.50 +58.8%

MBPS +8.66 MBPS MBPS +25.36 MBPS

SOURCE: OOELA. MOTE FIFURES REFEESENT MEDLAN DOMWEDAD SFEEDS BN MEGAEITS PER SECONMD (WEBFS] BN NOVEMBER 2021 . COMPARABRITY: THE VALLIES RO® BNTERM ET OO MECTRON 5IPEEDS THAT we

WE FEATURED B PREVIOAUS REPORTS BERECTED MEAR CORM BECTIOR SPEEDS, WiHEREA S WE MNONY FEATUREMEDLAM COMMIECTIOR SFEEDS, WHECH OFFER A MOEE BEPRESER TATIVE BNDBCATIORN OF THE ﬂrE. :{ KEPIUS

CCH ECTIROR SPEEDS THAT “TYRCAL® LIS ERS CAR EXFECT. AS A RESLLT, VALLIES SHOYYH HERE ASE INOT OOJWRAR ARIF ' ITH THE ALLIES PLBLISHED B OUR FREVIOU S BEFORTS smlul
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SHARE OF WEB TRAFFIC BY DEVICE %

PERCENTAGE OF TOTAL WEB PAGES SERVED TO WEB BROWSERS RUNMNING OM EACH KIND OF DEVICE
VIETNAM

MOBILE LAPTOP AND TABLET OTHER
PHOMES DESKTOP COMPUTERS DEVICES DEVICES

45.61%  52.64% 1.73% 0.02%

YEAR-OMN-YEAR CHANGE YEAR-OMN-YEAR CHANGE YEAR-OMN-YEAR CHAMNGE YEAR-OMN-YEAR CHAMNGE
+1.3% (+59 BPS) -0.5% (-26 BPS) -16.4% (-34 BPS) +100% (+1 BP)

SOUNCE: STATCCUNTER. MOTES: FIGUR E FEFRESENT THE MLUME ER OF WiER PAGES SERVED TO BROWSERS REUNNIMG O EACH TYFEOF DEVICE COMAPARED W ITH THE TOTAL M U BER OF WiES PAGES SERVED we
OB ROAS ERS BURRBNG O ARY DEVICE i RNOVEMEER X021 . FER OENTAGE OH ARGE VALLES BEPRESENT BELATIVE CHARMGE fLE. A BN OREASE OF 0% FDM A STARTIR G Vi ILIE OF S0 WOLULD BEHUAL 807, ﬂrE. F{ KEPIGS
MOT AT BS" VAUE FEPRESEMTBASES POSMTS, AND BNDRCATE THE A BSCLUTE CHAMGE. RGURES MAY MOT SUM T0 1008 DUE O ROURND NG Eﬂ'ﬂlﬂl X
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CHROME

72.24%

YEAR-ON-YEAR CHANGE
+16.3% (+1,012 BPS)

SAMSUMNG INTERMET

2.44%

YEAR-ON-YEAR CHAMGE
-17.6% (-52 BPS)

m TAT
OF [ E I MOVESBER 2'. 21, PERCERTA
'E-"“.'-' '-.'.-"..J'_'.- REF x::-E‘hF BASIS

HJT L MOTES: FIGUR _-E'“Q'.

‘*4

PCHINTS, ".wl J "._'

IlJ

PAGE VIEWS SERVED

SAFARI

15.48%

YEAR-OM-YEAR CHANGE
-9.4% (-161 BPS)

OPERA

1.43%

YEAR-OM-YEAR CHANGE
-9.5% (-15 BPS)

SHARE OF WEB TRAFFIC BY BROWSER

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

MICROQSOFT EDGE

291%

YEAR-OM-YEAR CHANGE
+34.1% (+74 BPS)

LUC BROWSER

0.92%

YEAR-OM-YEAR CHAMGE
+8.2% (+7 BPS)

TOr EACH BRONYSER AS A ‘*4 ". E OF '"'"'. e WS SERYED TO VWIER BROAS ERS BUNN NG OR ARNY EIMD
CHAMGE WALLIES 5:‘~r FELATIVE YEAR- O YEAR CHARMGE |LE AN ‘4 :'k.'. 0 '-. '-. MG VMILUEOF 500 WOLULD BEUAL S0, WOT FOE]
iE AS U-I CHAMGE FEURES MM ROT SUM TO 100% DUE T J‘\l M=

FIREFCX

2.08%

YEAR-ON-YEAR CHANGE
-23.5% (-64 BPS)

OTHER

2.50%

YEAR-OM-YEAR CHAMNGE

-76.2% (-801 BPS)

we
are,
social

W IETH A

X KEPIOS
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MOST-VISITED WEBSITES: SEMRUSH RANKING *

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

W IETH AR

TOTAL UNIQUE TIMEPER PAGES TOTAL UNIQUE TIMEPER PAGES

R VISITS VISITORS  VISIT  PERVISIT e VISITS VISITORS  VISIT  PER VISIT
01 GOOGLECOM 226M  17.8M  3M 555 499 11 VIETACK.COM 17.4M  3.64M  17MO035 229
02 YOUTUBE.COM 136M  16.4M  8M 145 3.16 12 DANTRLCOMVN 172M  293M  OMI165 501
03 FACEBOOK.COM 887M  11.0M  13M 125 5.08 13 XOSODAIPHATCOM 167M  3.18M  18MO05S 216
04 VMEXPRESS.NET 470M  573M  3MO0&S 453 14 VIETNAMNETVN 142M  394M  20M 23S 318
05 GOOGLECOM VN 30.6M  526M  17M28S 3.88 15 ZINGVN 13.9M  3.02M  12M 585 500
06 SHOPEEVN 300M  674M  2MO04S 408 16 COINMARKETCAPCOM  13.3M  1.78M  21M38S 315
07 KENH14VN 242M  463M  15M 135S 410 17 TUOITREVN 13.1M  3.45M  3M17S 271
08 WIKIPEDIAORG 242M  7.43M  9M43S 1.82 18 BAOMOICOM 123M  2.68M  15M485 503
09 24HCOMVN 242M  430M  5M29S 5.34 19 THEGIOIDIDONG.COM  11.2M  4.82M  12M 125 333
10 ZALO.ME 195M  472M  21MO00S 2.28 20 SOHAVN 107M  287M  13M 465 354
m :' ESE | ." ;"-'.-".J'_-:":- SOVEMEBER 2021 NDTE: ."'| '.'.'5'-'5-'.':-'.:-'15'-':.'-:" 5 THE M LIMAR :":' ST CT "IDENTTEES" ACCESS NG EACH SITE, BUT M#&" NOT WE'
T 'J | a5 AS B0 .-'. ECWPLE MAY LSE MU '.:':':.'"' ES -:..-._ W SE .-.i.'ﬂ"l"lsﬂ'ﬂ"l" "-':'.-.-_'.-' AT ' M T |__:_.-\.-|. MG BANY OO TAR ADLLT COMTEN T PLEASE LISE ure :{ KEPIDS

YHE | ST wl: |J MO Db A I.- MEIUT'I".-_J THCHDOH HAMN i ‘*JGTCCMF:I".E.I".EL'.F | FREVEOLIS BEPORT S Eﬂﬂlﬂl
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TOP WEBSITE TRAFFIC DETAIL (SEMRUSH) *

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

SHARE OF SHARE OF TRAFFIC FROM TRAFFIC FROM TRAFFIC FROM TRAFACFROM TRAFACFROM TRAFFIC FROM TRAFRC FROM TRAFRAC
TRAFFIC FROM TRAFFIC FROM FACEBOOK TOUTUBE INSTAGR AM TWITTER LIMKEDIM PINTEREST REDDIT FROM Wi

MOBILES COMPUTERS REFERRALS REFERRALS REFERRALS REFERRALS REFERRALS REFERRALS REFERRALS REFERRALS

01 GOOGLECOM 257% F47% 420% 1.29% 0.14% 0.09% 0.04% 0.03% 026% <0.01%
02 YOUTUBECOM 10.0% 90.0% 301% 0.08% 0.03% 0.12% 20.01% <20.01% 0.04% =20.01%
03 FACEBOOK.COM 24.6% 75.4% <0.01% 021% 0.05% 0.02% <0.01% <0.01% 20.01% <0.01%
04 VMEXPRES SMET 65.6% d4.4% 074% 0.03% 0.01% <0.01% 20.01% <0.01% 20.01% -
05 GOOGLECOMMM 14.6% B3.4% 0.10% 0.0 =2001% =20.01% =0.01% =0.01% 0.02% -
06 SHOPEENM 6.9% 931% 1.65% 0.06% 0.03% <20.01% - - - -
07 KEMHI4VMN 57.6% 42.4% 0.50% 0.0 0.03% =20.01% - <20.01% =2001% -
08 WIKIPEDIA ORG 30.4% H9.6% 0.05% 0.01% <001% <0.01% <0.01% <0.01% =20.01% -
0% 24H.COMNM 61.4% J8.6% 0.10% 0.0% <2001% - - <0.01% 2001% -
10 ZAIO.ME 13.9% B6.1% 011% =2001% <2VD01% <20.01% - - - -
SOURCE: SEMELISH. FIGURES REPRESENT TRAFAC VALUE FOR MOVEMBER 2021 MO TRAFRC FROM S0CMALM EDLA REFERR ALS REPRESENT THE SHARE OF TOTAL WEBSITE VISITS THAT ORIGINATED FROM A we

CUCKOR A TAPON A BNK PUBUISHED ON THE RESPECTIVE SOCIAL MEDIA FLATFOR M. ADVESORY: 5 OME \WEB SITES FEATURED IN THIS RANIING MAY QONTAIN ADUT CONTENT. PLEASE UISE CALTION WHEN are, £ KEPIOS

VIS TN G U BT DO NG COMIPAR ABILITY 50U ROE BAE THOD OLDHGY CHARGES . VALUES ARE MOT COOMPARABLE 'W1TH 8B OL 5 KEPORTS Eﬂﬂlﬂl
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MOST-VISITED WEBSITES: SIMILARWEB RANKING *

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

W IETH AR

TOTAL MOBILE DESKTOP TIME PAGES TOTAL MOBILE DESKTOP TIME PAGES

VISITS SHARE SHARE PER VISIT PER VISIT VISITS SHARE SHARE PER VISIT PER VISIT
01 GOOGLECOM 14.08 56 8% 43 7% 118 405 B.SH 1M ZINGHEWSN BIAM 57.10% A3.0% G0 475 A&7
02 YOUTUBECOM 7 40B 24.7% i 2AM 275 1171 12 TUDTREVM BOOM A% A0.4% aM 445 226
03 FACEBOOK.COM H.630 BCl B 68 8% 16M 525 12.81 13 THAMHMIER NS A55M F6T% 23.3% AMOBS 272
04  VMEXPRES SMET 1.318 44 1% 55.9% &M 175 84 14 METRELYEMCHU .COM Sd44M F5.4% A 4% 25M 215 10.8%
05 ZAIO. ME 1216 551% 449 IM 055 202 15 XOSCCOMYN 535M 2% 0.8% oM 125 1.70
0& X050 DAIPHATCOM 1.04B b 07 oM 125 1.4% 16 DAMNTRLCOOMNM 524M F22% 27 8% 14 535 592
07 GOOGLECOMNM 1M 349% 63.1% BM 155 11.59 17 VIETHAMMET VM S522M &7A% A27% AM 275 282
08 KENHI4ANM SOaM H5.6% 34.4% S5M 445 am 18 BADMOLCOM S14M F4.0% 260% 5M 555 414
0% 24H.COMYM FOaM F4.6% 25.4% 128 095 544 1% THEGIOIDIDOMGCOM 483M s 22.3% AMAETS agr
10 SHOPEEVN BS&M A44.9% 551% BM 025 .01 20 WIKIFEDIA.ORG 453M 58T% 41.3% aM 415 243

e m 5 .JI ':'\:- i _.- : -:'H.| r PRE .I- J':l:-\.h WALLIES BETWEDS 1AM LIAEY ARD DECEMEDE 2021 . ADWVISORY: SOME WEBSTES FEATLIEED M THIS EARKENG MY CORTAR ADUT CORTENT. FLEASE LISE :;Jr% :{ KEPIGS
social
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MOST-VISITED WEBSITES: ALEXA RANKING T

RANKING OF THE MOST-VISITED WEBSITES ACCORDING TO ALEXA IMTERNET, BASED ON TOTAL MOMNTHLY WEBSITE TRAFFIC
VIETN AM

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

01 GOOGLECOM 17M 265 18.49 1M LAZADAVM 09M 535 7.18
02 YOUTUBECOM 19M 225 10.53 12 ZINGNEWSVN 07M 225 614
03 FACEBOOK.COM 17 M 465 T 13 24H.COMYN 07M 035 594
04 SHOPEEVN 15M 105 10.20 14 PADLET.COM 03M 105 255
05 VMNEXPRESS.MNET 08M 165 4.43 15 COINMARKETCARCOM 0/M 075 451
06 GOOGLECOMNVM 05M 095 533 16 TIKTOK.COM 08M 165 P66
07 THETHAC24/7VH 03M 175 2.40 17 KENHI4VM 06M 375 407
08 LADDOMNGYM 01M 575 1.57 18  DANTRLCOMVM 06M 585 490
09  VIVVN 02M 255 1.81 19 ZALOME 0O5M 245 197

10 TIKLVM 07M 335 /.58 20 CAFEFVN 0&M 445 400

ALEXA BNTERMET, USING R GURES PUBLISHED BN DECEMBER 2021, MOTES: ALDA INTERNET 15 THE MAME OF AMAZTN'S BNSEGHTS ARM, AND DATA SHOVWN HERE ARE NOTRES TRICTED TO ACTIVITIES we
A VOBCE PLATFORMS. “TIME FER DAY FIGURES REPRESENT THE AVERAGE DARY AMOUNT OF TIME THAT GEOBAL VISITCRS SPEND ON EACH DOMAIN, MEASURED BN MINUTES AND SECONDS. " PAGES are "
{* REPRESENT THE AVERAG E MUMBER OF PAGES THAT GLOBAL VISIFORS OREN ON THE DOMAIN EACH DAY. BECALSE FIGURES FOR “TUME PER DAY™ AND “PAGES PER DAY" RERECT GLOBAL ACTIVITY . £ KEPIOS

ALLIES W ..:.-:."IZ Sk E ACROSS AL COUNTRIES. ADMESCHET: 5 OWAE W EBSITES FEATURED BN THIS BAR KENG WA COMTA BN ADUI L'."*I'E'-F '“..:-"i-:. LISE CALTRHO WHEM ¥ .'-: 1- J'J-' '\"\I'\-"'."J DA NS Eﬂ'clﬂ'
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SEARCH ENGINE MARKET SHARE

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

VIETMAM
GOOGLE BING BAIDU YAHOO!
o o o o
90.92% 1.21% 0.11% 1.42%
YEAR-OMN-YEAR CHAMNGE YEAR-OMN-YEAR CHAMNGE YEAR-OMN-YEAR CHAMGE YEAR-OMN-YEAR CHAMNGE
-2.4% (-225 BPS) -17.1% (-25 BPS) +83.3% (+5 BPS) +23.5% (+27 BPS)
YARDEX DUCKDUCKGO ECOSIA OTHER
o o o o
0.33% 0.05% 0.03% 5.93%
YEAR-OMN-YEAR CHAMNGE YEAR-OMN-YEAR CHAMNGE Y EAR-OMN-YEAR CHAMGE YEAR-OM-YEAR CHAMNGE
+1,550% (+31 BPS) -16.7% (-1 BP) -50.0% (-3 BPS) +47.5% (+191 BPS)
SOURCE: STATCOUNTER. NOTRS: FIGURES REPRESENT THE MUMBER OF PAGE VIEW REFERRALS OWIGINATING FROM EACH SERVICE AS A FERCENTAGE OF TOTAL PAGE VIEW REFERRALS OHIG INATING FROM we
SEARCH ENGINES IN NOVEMBIER 2021 FERCENTAGE CHAMNGE VALUES REPRESENT RELATIVEYEAR-ON YEAR CHANGE |LE. AN INCREASE OF 20% MOM A STARTING VALUE OF S0 WOULD EGUAL 80%, MOT are, £ KEPIOS

A1 " EPST VOMLLIES R EFEES BNT BASES POSRTS, A MD BN DECATE THE AlR-SOMUITE CHA MG E FRGURES MAY MOT SUM TO 1009 DUE T ROUMDENG. suclul
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TOP GOOGLE SEARCHES T

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

WIETH AR

# SEARCH QUERY INDEX

# SEARCH QUERY

01 x0s0 100 11 BONG DA 28
02 DICH 71 12  FACEBOOK 28
03 GOOGLE 50 13 THOITEET 25

XSMB 44 14 XSMN 24

1

SO MIEN BAC 43 15 KETQUAXOSO 17

06 XOSOMIENBAC a9 16 WLXX 16

07 YOUTUBE 35 17 244 16

&

08 GOOGLEDICH 31 18 XO 5O HOM NAY 16
09 BONG DA 31 19 VN 14
10 XOSOMIEN NAM 30 20 FB 13

 DGLE TREM DS, BASED O SEARCHES CONDUCTED BETW BEM 01 IAMUARY 2021 ARD 31 DECEMEER 2021. NOTER ARY SPFELNG BREROES OR LANGLUAGE B OOMSISTEN CRES I SEARCH GLIERIES
5 S s R e 81 AL LA R we

5 PUBLSHED BY GOOGLE TREM DS, ARD ARE SHOMWH “AS I5°, TO ERLARLE BEAD RS 7O IDER VIEN TAL CHAMGES W HOWY FECOFLE BN TER 'WR ITTE 2 LARAL ﬂrE 4
AUMES F P QUER . o+ K KEPIOS

MOT FUBLISH ABSOUUTE SEARCH VO MES, BUT THE “INDEX v TOP GUERY" COULIMM SHOWS BELATIVE SEARCH VOLU MES FOR EACH GUERY COMPARED WITH THE SEARCH VOLUMEOF THE TO
OOHGLE TREMD'S LISES DYMAMIC SAMPUING, 5O RANK ORDER AND BN DEX VALUES MAY VARY DEPENDING ON WHEN THETOOL 15 ACCESSED, EVEN FOR THE SAME TIME PEROD Eﬂﬂlﬂ[




ACCESSING ONLINE INFORMATION e

PERCENTAGE OF INTERMET USERS AGED 146 TO &4 WHO ENGAGE IN EACH KIND OF ONLIMNE ACTVITY

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

22.3% 62.6% 37.2%

we

SCURECE: 5\ K33 2021 | FEGURES REFRESE MT THEFIMD NG S OF A BROAD GLO8 AL SURNVEY OF INTERS ET UVSERS AGED 14 TO 44 .--:-G"-.‘.-'CC'-.-"LQ ALEL DETARS ﬂl'E. :{ KEPIUS
e social



AMNY KIND
OFVIDEO

94.3%

EDUCATIOMNAL
VIDEOC

MUSIC
VIDEO

58.8%

PRODUCT
REVIEW VIDEOC

35.8%

FES REPRESE MT THEFIMDEMNG S OF A BROAD GLOEAL SURNVEY OF

MTER ET USERS AGED

COMEDY, MEME,
OR VIRALVIDED

33.4%

SPORTS CLIP OR
HIGHLIGHTS VIDEO

30.9%

16 TO 4. SEE GWILCOHA FOR FLEL DETARLS

WATCHING ONLINE VIDEO CONTENT

PERCENTAGE OF INTERMET USERS AGED 16 TO 64 WHO WATCH EACH KIND OF VIDEQ CONTENT VIA THE INTERMET EACH WEEK

TUTORIALOR
HOW-TO VIDEO

35.6%

GAMING
VIDEOC

32.6%

W IETH A

VIDED
LUVESTEEAM

41.9%

IMFLLIEMCER
VIDEGS AND V0IOGS

21.8%

we

are, [
e <KEPIOS



STREAMING TV CONTENT VIA THE INTERNET -

PERCENTAGE OF IMTERMET USERS AGED 146 TO 64 WHO WATCH TV CONTENT VIA STREAMING SERVICES (E.G. MNETFLIX) EACH MONTH

W IETH AR
PERCENTAGE OF INTERNET USERS INTERMET USERS WHO STREAM AVERAGE DAILY TIME INTERNET TIME SPENT WATCHING STREAMING
AGED 16 TO 64 WHO STREAM TV TV CONTENT vs. INTERMNET USERS USERS AGED 16 TO 64 SPEND TV AS A PERCENTAGE OF TOTAL
CONTENT OVER THE INTERNET WHO WATCH ANY KIND OF TV WATCHING STREAMING TV TIME SPENT WATCHING TV

94.5% 96.3% 1H 24M 50.3%

we

SOURCE: G/l {213 2021 | FIGURES REPRESENT THEFINDINGS OF A BROAD GLOBAL SURVEY OF INTERM ET LISERS AGED 16 TO 44_ SEE GWLOOM FOR FLLL DETARLS are, "¢ KEPIOS
° social



LISTENING TO ONLINE AUDIO CONTENT y

PERCENTAGE OF INTERMET USERS AGED 16 TO &4 WHO LISTEN TO EACH KIND OF AUDIO CONTENT VIA THE INTERMET EACH WEEK

W IETH AR

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

36.9% 17.4% 14.1% 23.4%

we

SOURECE: S\ EC3 20021 | FRGURES REFRESE MT THEFMD NG S OF A BROAD GUOS AL SURVEY (OF IMTERS ET USERS AGED 146 TDO &4 SEE GHCCHJUQ FLEL DETARS ﬂl'E. :{ KEPIUS
o social




DEVICES USED TO PLAY VIDEO GAMES %

PERCENTAGE OF INTERMET USERS AGED 146 TO 64 WHO PLAY VIDEO GAMES ON EACH KIND OF DEMICE

VIETN AM
AMNY DEVICE SMARTPHOME LAPTOP OR DESKTOP GAMES COMSOLE
7 86.69 35.09 7
93.4% 6% 0% 10.4%
TABLET HAMND-HELD GAMING DEVICE MEDIA STREAMING DEVICE VIRTUAL REALITY HEADSET

21.3% 16.8% 6.9% 6.7%

we

SCURECE: S\ #3202 | FRGURES BEFRESE MT THEFIMDEIG S OF A BROAD SUO8 AL SURNVEY OF INTERS ET LVSERS AGED 14 TO 44 E-iZfZ-"_-.'_r'_-q_‘I-_C_.'-.-_'._-'th ALEL DETARS ﬂrE. :{ KEPIUS
o social



MNUMBER OF HOMES WITH
SMART HOME DEVICES

2.37

TOTAL AMMUAL VALUE OF THE
SMART HOME DEVICES MARKET

$179.3

SMART HOME MARKET OVERVIEW

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

VALUE OF SMART HOME
APPLIAMCES MARKET

*

VALUE OF SMART HOME COMNTROL
& COMMECTVITY DEVICE MARKET

MILLION MILLION MILLION MILLION
YEAR-ON-YEAR CHANGE YEAR-ON-YEAR CHANGE YEAR-ON-YEAR CHANGE YEAR-ON-YEAR CHANGE
+15.4% (+316 THOUSAND) +45.8% (+$56 MILLON) +44.5% (+528 MILLION) +61.2% (+$8.3 MILLION)
VALUE OF SMART HOME VALUE OF SMART HOME
SECURITY DEVICE MARKET

$26.36

EMNTERTAIMNMEMT DEVICE MARKET

$22.68

VALUE OF SMART HOME
COMFORT & LIGHTING MARKET

YALUE OF SMART HOME
EMERGY MAMNAGEMEMNT MARKET

$7.61 $8.77
MILLION MILLION MILLION MILLION
YEAR-OM-YEAR CHANGE YEAR-OMN-YEAR CHANGE YEAR-ON-YEAR CHANGE YEAR-OM-YEAR CHANGE
+43.9% (+$8.0 MILLON) +37.2% (+56.1 MILLION) +47.7% (+§2.5 MILLION) +52.7% (+53.0 MILLON)
SOAUNCE: STATISTA D6G ITAL MM BKET OUTLOCH. SEE STATISTA COM FOR MORE DETARLS. NOTES: *S MART HOME DEVICES” IN CLUDE DEGITARY CONNECTED AND CONTROUED HOME DEVICE THAT CAN BE we
REMOTED CONTROLLED; SENSORS, ACTUATCRS AND CLOUD SERVICES THAT ENABLE HOME AUTCHMATICN; CONTROL HUBS THAT CONNECT SENSORS AND ACTUATORS TO REMOTE CONTROLS AND TO EACH
o CTHER; AND SMART HOME-RELATED SOFTWARE SALES iNCLUDING SUBSCRIFIION FEES). DOES NOTINCILIDE SMART TVS, OR B28 OR C2C SALES
2021 TN LS DOMLARS, AND COMPARESONS WITH EGUIVALENT VALUES FOR THE PREVICUS CALENDWE YEAR. COMPARABIUTY: BASE CHANGES

(5 LIRES K BFR S ENT ESTIRATES OF FLLL-YEAR FE'VERLIES FOR urel-

S ol X KEPIOS



PEMETRATION OF
SMART HOME DEVICES

10.5%

YEAR-OM-YEAR CHANGE
+13.5% (+114 BPS)

ARPL: SMART HOME
SECURITY DEVICES

$22.14

ARPU: SPEND ON ALL
SMART HOME DEVICES

$75.64

YEAR-OM-YEAR CHANGE
+26.3% (+$15.77)

ARPLE: SMART HOME
EMNTERTAIMMEMT DEVICES

\E DEWICES AUDED 14
SEMS0ES, ACTUATORS AND OLOUD SERVECES THAT BN ABLE HOME AITORASTE O O TROL HUBS THAT COMMECT SERSOES AR D ACTUATORS T
WARE SALES i CLUD G 50U SCR FIROH FEES] DOES NOTIMOULUDE SMART TVE, OF E2E O C20 SALES

CHLA RS, Al D COMWRA FISOES WITH EGHUIVALENT WALUES FOR THE FEEVEOUS CALBMDA R YEA R OMPARABILTY: BA SE CHANGES

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

ARPLE SMART
HOME APPLIAMCES

$94.08

YEAR-OM-YEAR CHANGE
+18.7% (+5$14.85)

ARPL: SMART HOME
COMFORT & LUGHTING

$18.13 $6.30
¥EAR-OM-YEAR CHAMNGE ¥EAR-OM-YEAR CHAMGE ¥EAR-OM-YEAR CHAMNGE
+20.0% (+$3.70) +15.8% (+52.48) +21.2% (+51.10)
SOUNNCE: STATISTA D6G ITAL M RKET OUTLOCH. SEE STATISTA COM FOR MORE DETALS. MOTES: *S MART HOME DEVICES" I
REMCTELY COMTROLLED; ;
CHHER: AND SM ART HOME-RELATED 50
SMART HOME FOR 2021 BN LS

GITALY CONNECTED AND COMNTROUED HOME DEVICE THAT CAMN BE
C O REMIOTE C

CORTROLS ARD T EACH
= LIEES B EFR S BT ESTIRAATES OF FULL-YEAR SFERD FER

AVERAGE ANNUAL REVENUE PER SMART HOME

ARPU: SMART HOME CONTROL
& COMMECTIVITY DEVICES

$28.37

YEAR-CIN-YEAR CHANGE
+31.4% (+56.79)

ARPL: SMART HOME
EMERGY MAMAGEMEMT

$9.88

YEAR-OM-YEAR CHANGE
+22.0% (+51.78)
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USE OF ONLINE FINANCIAL SERVICES =

PERCENTAGE OF IMTERMET USERS AGED 16 TO 64 WHO OWN OR USE EACH KIND OF DIGITAL FINAMNCIAL SERVICE

W IETH AR

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

27.0% 26.2% 11.2%

we

SCURECE: G\ §013 X021 | FRGURES BEFRESE MT THEFMD NG S OF A BROAD GLO8 AL SURVEY OF INTER ET U SERS AGED 14 TO 44 .-I:-G'-.‘.-'-;C'-.-':R ALEL DETARS I'.'II"E. :{ KEPIGS
o social



ONLINE PRIVACY AND SECURITY e

PERSPECTIVES AND ACTIVITIES OF OMLME ADULTS RELATING TO THEIR OMNLINE DATA PRIVACY AND SECURITY

W IETH A

EXPRESS CONCERN WORRY ABOUT DECLINE COOKIES USEATOOLTO BLOCK USE A VIRTUAL PRIVATE
ABOUT WHAT |5 REAL HOW COMPANIES ON WEBSITES ADVERTISEMENTS ON MNETWORK (VPN) TO
vs. WHAT IS FAKE MIGHT USE THEIR AT LEAST SOME THE INTERIMNET AT LEAST ACCESS THE INTERMET AT
OMN THE INTERNET ONLINE DATA OF THE TIME SOME OF THE TIME LEAST SOME OF THE TIME

30.7% 32.3% 44.7% 299%

SOLNCES: DATA FOR “COM OB S ABDUT WHAT IS BEAL v WHAT IS P KE O THE B TERMET™ WA REUTERS B SATUTE FOHE THE S TU DY OHF J OU ERLA LS M5 “DEGITAL MBS REPORT 20:21". FRGU EES REPRESEN T THE wE'
RNDENGS OF A GEOBAL STUDY OF ONUINE NEWS CONSUMERS AGED 184 I 45 COUNTRIES ARDUND THE WIORLD |55E DNGITALNEWSREPORT.ORG FOR MORE DETAILS|. DATA FOR AL OTHER DATA FOINTS ViA r,
_l. |55 ] |_-| | RS LBAERS ASED 18+ It 4 SARDUK 1 | G ITALN BV SREPOR ﬁ"\.-\_'_l 1| - 1Cx JTS ure., h{KEPIDS

A1 433 2021 FIGURES REPRESEMT THEFINDING 5 OF A BROAD GLOB AL SURVEY OF INTERNET USERS AGED 16 TD 64 SEE GWLCOM FOR FULLDETALS social




SOCIAL MEDIA



OVERVIEW OF SOCIAL MEDIA USE

HEADLIMNES FOR SOCIAL MEDIA ADOPTION AND USE [MOTE USERS MAY NOT REPRESENT UNIGUE INDIVIDUALS)

NUMBER OF SOCIAL YEAR-OMN-YEAR CHANGE AVERAGE DAILY TIME SPENT YEAR-OMN-YEAR CHAMNGE IN TIME

MEDIA USERS IN SOCIAL MEDIA USERS USIMG SOCIAL MEDIA SPEMT USIMNG SOCIAL MEDIA

76.95 +6.9% 2H 28M +5.0%

MILLION +5.0 MILLION +7 MINS

aOCIAL MEDIA USERS aOCIAL MEDIA USERS 2OCIAL MEDIA USERS FEMALE SOCIAL MEDIA USERS
vs. TOTAL POPULATION vs. POPULATION AGE 13+ vs. TOTAL INTERMNET USERS vs. TOTAL SOCIAL MEDIA USERS

78.1% 97.8% 106.7% 51.4%

SCUNECES: KEFICS ARADYSIS, COMPANY ADVERTISN G RESOURCES AND ARMOUR CEMENTS; CHMIC TECHREASA DCDH UM U5 CENSUS BUREALL DATA FOR: TIME SPENT AR D AVER AGE MUMEER OF
FLATFOR M G §23 2021 SEE GAWLOOM FOR MORE DETALLS. NOTER FIGUREFOR “AVER AGE MU MEER OF SO00AL FLATRORMS USED EACH MOBTH® BNCIUDES DWATA FOR YOLUTURE. ADVISORY S040AL
WAEDILA, LI SERS bA A MOT REPRESENT UMIGILE BN DIVEDUA LS. G URES FOR REACH va POPULATIORN ARD REACH wa. I TERMET LI SERS M &Y ENCEED 100% DUE TO DUPBCATE AMD FAKE ACCOURNTS, DELAYS B DATA
REPOR TING, AND DIFEREN OES BETWEEN CENSUS OOUNTS AND RESIDENT POPULATIONS. SEE NOTES ON DWIA FOR FURTHER DETANLS

7.4

we
are,
social

*

W IETH AM

AVERAGE MUMBER OF SOCIAL
PLATFORMS USED EACH MOMNTH

MALE SOCIAL MEDIA USERS
vs. TOTAL SOCIAL MED A USERS

48.6%

X KEPIOS



SOCIAL MEDIA USERS OVER TIME *

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

W IETH AR

170 M
720 M
620 M 65.0 M
550 M
460 M
BOM
280 M

250- ‘I?ﬁ_. +4'I..+i’.

iﬂ'lil iﬂl'l 5 201 & iﬂ'l 7 iﬂl'l ﬂ :‘lﬂ'l? 2020 .’lﬂ 21 2«022

SOURCES: KEFICS ANALYSIS, CCMPANY ADVERTISIN G RESCURCES AND EABNING 5 ANNOUNCEMENTS. HOTE WHERE LETTERS ARE SHOWN NEXT TO FKGURES ABOVE BARS, K" [f -.|-.-::- I SANDS [EG we

123 K = 1230001 “M" DENOTES MILKONS JEG. 7123 M* = 1,230,000), AND "B DENCTES BLUONS |£.G *1 23 B* = 1,230,000, 000]. WHERE NO LETTER IS PRESENT, VALUES ARE SHOAWN Awrsm&

e AL ME DUA, USERS MAY NOT REPRESENT UNIGUE INDIVIDUALS, COMPARABIITE CHANGES T0 DATA SOURCES AND SIGMIFICANT BASE REVISIONS BN SOURCE DATA MAY MEAN THAT FIGURES ARE NGT are, €< KEPIOS
COMPARABIE BETWEEN CERTAIN YEARS Eﬂﬂlﬂl



DEMOGRAPHIC PROFILE OF META'S AD AUDIENCE

SHARE OF COMBIMNED, DEDUPLICATED POTEMNTIAL ADVERTISING REACH ACRODSS FACEBOOEK, INSTAGRAM, AND MESSEMNGER, BY AGE AND GENDER

15.6%
15.1%
13.4%
12.2%
2.6%
. b -
FEMALE MALE FEMALE FEMALE MAILE
13-1/ 18 - 24 25-34 35-44 45 - 54 55 -64 &5+

YEARS OLD YEARS OLD YEARS OLD YEARS OLD YEARS OLD YEARS OLD YEARS OLD
SOUMCES: KEPIOS ANAIYSLS, META'S ADVERTISING RESOURCES. NOTE: META ONLY PERMITS PEORLE AGED 13 AND ABOVE TO USE ITS PLATFORMS, S0'W HILE THERE MAY BE USERS BEIOW THE AGE OF 13, THEY
DO NOT FEATURERN THE AVARLABLE DATA_METAS ACVERTISING RESOURCES ONIY PUBLISH GENDER DATA FOR "FEMALE" AND “MALE" COMMARABRLITY: IWPORTANT BASE DATA REVISIONS AND SOURCE are, '"{ KEPIOS

REPORTING CHARMGES. ViU ES ARE NOT CORMPAR ABLE YWWITH WAL ES FUBLISH ED B OUE PREVEOAUS BERORTS su: l




MAIN REASONS FOR USING SOCIAL MEDIA

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

KEEPING IN TOUCH WITH FRIEMDS AMD FAMILY

READING MEWS STORIES

SEEING WHAT'S BEING TALKED ABOUT 37.8%
WATCHING LIVE STREAMS 36.1%
FINDING PRODUCTS TO PURCHASE 35.7%
FINDING CONTENT 351%
MAKING NEW CONTACTS 34.0%

SHARING OPINIONS 33.9%

ACTIVITIES FOR WORK 33.9%

LOOKING FOR THINGS TO DO ORBUY 33.5%

5%
306
299%

SUPPORTING GOOD CAUSES 279%

FILLING SPARE TIME 217%

STAR

we
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62.2%

X KEPIOS



MOST-USED SOCIAL MEDIA PLATFORMS %

PERCENTAGE OF INTERMET USERS AGED 146 TO &4 WHO USE EACH PLATFORM EACH MONTH
VIETN AM

FACEBOOK 93.8%
91.3%

FACEBOOK MESSENGER 82.2%

TIKTOK 715.6%

INSTAGRAM 59.7%

Er- S 3.4
274%

258%
I 7.4

4%

162%

TR 1.4

12.4%

KT 12

T 11.0%

e SOUMRCE: GV EE3 2021 | FRGURES REPRESE NT THEFENDENG 5 OF A BROAD G108 AL SURVEY OF BNTERD ET U SERS AGED 14 TO a4 SEE GWILOOM FOR FLLL DETALS . NOTE YOAUTUBE 5 MOT OHFIERED AS AN we

ARISWER OFTHON FOR THIS QUESTION IN GWI'S SURVEY COMPARABILIT'S 4 VERSION OF THIS CHART THAT APFE ARED IN OUR PREVICIUS REPORTS WAS BASED O A PREVIOUS GUESTION BN GWI'S SURVEY
F.

TH.AT IN CLUD ED YOUTUEBE AS AN ANSWER CFTION. GWI'S CURRENT SURVEY FEATURES A REVISED VERSION OF THIS GLIESTION THAT DOES NOT INCILIDE YOUTUSE AS AN ANSWER CPTION, WHILE CTHER are, £ KEPIOS

CHAMGES TO THE GUESTION 'S WORDING MAY MEAN THAT THE VALUES AND RANE ORDIER SHOWN HERE ARE NOT DIRECTLY COMPARABLE WITH THOSE SHOVWN O A SIMILAR CHARTIN PREVIOUS REPORTS social



FAVOURITE SOCIAL MEDIA PLATFORMS *

PERCENTAGE OF IMTERMET USERS AGED 16 TO 64 WHO SAY THAT EACH OPTION |STHEIR "FAVOURITE" SOCIAL MEDIA PLATFORM

W IETH AR

FACEBOOK

TIKTOK 13.2%

FACEBOOK MESSENGER 9.3%

INSTAGRAM I K1

1.7% PINTEREST

1.0% TELEGRAM

I 0.5% DISCORD
I 0.5% TWITTER
SOURCE GWi {213 2021 | FRGURES REPRESE NT THEFIMNDING S OF A BROAD GLOBAL SURVEY OF BNTERMET LISERS AGED 16 TO44. SEE GWLOOM FOR FULL DETALS. NOTE YOUTUBE IS MOT OFFERED AS AN o

ARG VER OFTRCHN FOR THES GRUESTROR BM GWITS SURVEY : : R gﬂr%iu[ :{ KEPIUS




USE OF SOCIAL MEDIA FOR BRAND RESEARCH %

PERCENTAGE OF IMTERMET USERS AGED 146 TO 64 WHO USE EACH SOCIAL MEDIA CHANNEL TO FIND INFORMATION ABOUT BRANDS AND PRODUCTS

W IETH A

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

85.2% 62.6% 24.0% 20.5%

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

15.2% 17.9% 10.0%

1 GLOBAL SURVEY CF BMTERM ET U SERS AGED 14 TO b1 SEE GWL CC".-'.-.“x.l_:._"- 15 _i‘hlﬂ'l_E"-:.-".__lEi- FOHR AN KEMD '“ .'-_'.'.:_':..-"-_. WE
ps) - 080G are. = KKEPIOS

iU e a LR (B L i, O i B
RRA 1LIDE AT LEAST ORJE OF- S0600AL KW ETWADRES, CHUIES RO AR D ARSWER 5 ITES |Eif5 CHKEAL FORUM S AMD MESSAGE BOARDS, MES SAGEN G AND UVE CHAT SERVECES, MIKRD
A ITTER], BLOWES O FRODUCTS ¢ BRAKRIDS fROT SHOAW AS A B DIVIDLAL WALLE O THES CHART), VOGS JLE. BEDES RECOEDED BN A VIDED FORMAT], AR D Ok LEE PN BOw BDS | EG. FRTEREST) Eﬂclul




TYPES OF SOCIAL MEDIA ACCOUNTS FOLLOWED

PERCENTAGE OF IMTERMET USERS AGED 146 TC 44 WHO FOLLOW EACH TYPE OF ACCOUNT ON SOCIAL MEDIA

FRIEMDS, FAMILY, AND PEQPLE YOU KNOW

ACTORS, COMEDIANS, AND PERFORMERS 34.2%

EMTERTAINMENT & MEMES 33.5%

TV SHOWS OR CHANMELS 31.5%

BANDS, SINGERS, AND MUSICIANS 3.5%

WORK-RELATED COMPAMIES 28.0%

BRANDS YOU BUY FROM 274%

RESTAURAMNTS, CHEFS, AND FOODIES 25.9%

BRANDS YOU'RE RESEARCHING 250%

INFLUENCERS AND EXPERTS 24.0%

2.6%
224%
9%

GAMING EXPERTS OR STUDIOS 21.3%

PUBLICATIONS YOU READ 18.5%

we
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50.2%
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FACEBOOK

69.79%

YEAR-ON-YEAR CHANGE
+3.2% (+219 BPS)

REDDIT

1.78%

YEAR-ON-YEAR CHANGE
+409% (+143 BPS)

MPAILARLE PLATFORMS LY

(GLRES BEFRESENT THE WUMBER O

=

3.72%

YEAR-ON-YEAR CHANGE
-16.4% (-73 BPS)

TUMBLR

0.39%

YEAR-ON-YEAR CHANGE
+105% (+20 BPS)

lap i dorsurs
FWWIER PAGE REF

PINTEREST

7.45%

YEAR-ON-YEAR CHANGE
-39.2% (-480 BPS)

LINKEDIM

0.24%

YEAR-ON-YEAR CHANGE
+167% (+15 BPS)

IMSTAGRAM

3.16%

YEAR-ON-YEAR CHANGE
+1,217% (+292 BPS)

VEOMTAKTE

0.30%

YEAR-ON-YEAR CHANGE
+131% (+17 BPS)

SOANECE: STATC O IMTER. METES: 5HARE DOES NOT INCLUDE TRAFRC RO MES SENGER FLATFORMS. DATS ARE ORI ACASLARLE ROR & 5 ELECTEON OF PLATFORMS, AND FERCENTAGE BERECT SHARE OF

ERR AL OGN ATIN G FROMA EACH SERVICE AS A FERCENTAGE OF TOTAL WIER PAGE REFERRA LS ORGE ATING RO THE
S ARARLE SEIFCTROR OF SOCLAL MED LA FLATFORMS O ARY DEVICE I WOVEMEE R 2021 FERCENTAGE CHARGE VALLIES FEFRESENT BELATIVE YEAR-OHN-YEAR JHARMGE JLE. AN B CREASE OF 2
STARTING WALLIE OF S0 WiOLILD BGAUAL &08, WOT A0G] "BP5" VMLUIES & EFRES BT BASES POBMTS, AND INDECATE THE ABSOHLUTE CHAMNGE

D PR A
FURES MAY NOT SUM TO 100% DUE TO ROURNDENG

WEB TRAFFIC REFERRALS FROM SOCIAL MEDIA

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

*

W IETH A

YO UTUBE

13.01%

YEAR-ON-YEAR CHANGE
-11.3% (-165 BPS)

OTHER

0.16%

YEAR-ON-YEAR CHANGE
+700% (+14 BPS)

are, .
are. . XKEPIOS



SOCIAL MEDIA PLATFORMS



CHANGES IN META’'S DATA REPORTING

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



FACEBOOK: ADVERTISING AUDIENCE OVERVIEW o

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

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

7040 71.4% 89.5% 50.7% 49.3%

MILLION

SOUNCE: MAETA'S ADVERTISNG REESOURCES. ADNERCHE: AL DB OE FRGURES MAY MOT KBS E5 BT LIMEGUE BNDMID UALE, AR D MSY B OT MATCH EGUNVALENT G URES FOR THE TOTAL ACTIVE USER BASE we
PO T OF PUBLESHED RARGES. META'S ADVERTISING BESCHURCES CHMLY FLBLISH GEMDER DATA FOR * FERMALE" ARD "M ALE" COMNIPMNEMRILITY: META HA S S5GRIFRCAR TLY BE VIS ED ITS are F
FEGURES SHOWYN HERE ARE MOT COuARARABLE 'WITH G URES FLIBLESHED B PREVEOUS EEPORTS Eﬂ'ﬂiﬂl h{ KEPIUS

HOTES, fGUEES LISE MIL

HASF DATA ARD AFRROACH TO ALIDEEN CF REPORTING, 50 F




DEVICES USED TO ACCESS FACEBOOK

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

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

1.1% 17.6% 81.2%

we

o SOUNECE MAETA™S ADVERTISIN G FESDURCES, BASED O DATA FLELISHED B JUKE 2021, NETE: RG LEES BEFRES BT VALLIES FOR ACTIVEFACERDOE LSERS AGED 18 AMD ABDVE I'.'II'E. :{ KEPIGS
social



FACEBOOK ACTIVITY FREQUENCY ye

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

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

1 8 7 1 17

FEMALE MALE FEMALE MALE FEMALE MALE FEMALE MALE FEMALE MALE

1 1 10 4 9 > y. 1 2] 15

BOLMROE: WAETA'S ADVERTISEG BESOURCES, BASED O DATA FUBLISHED B4 JUNE 2021, HOTE: ARG LIEES BEFRESENT MEDLAR VALUES FOR ACTVE FACDEROOE USERS AGED 18 AMD ABCVE “ADSE" M AY BNCILIDE r
o AR BER D OHF PAID COM TEMT PUBLUISHED T FACER OO, INCLUIDEN G 5FOM SORED POSTS urel- L{ KEPIU\S
social



FACEBOOK POST ENGAGEMENT BENCHMARKS %

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

W IETH A

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

0.08% 0.10% 0.14% 0.03% 0.10%

SOUNCE EO-COYWISE. FRGURES REFRESENT AVERAGES BETWEDN 01 SEFTEMBER 2021 AMD 30 MOVEMEER 202 1. NOWES FERCBNTAGES OOMPARE THE COMEBEN ED TOTAL OF BEACTICOM S, COMMENTS, ARD we

SHARES WWITH THE TOTAL W ILWAR ER OF PAGE FARS_ FRGURES AREAVERAGES BaSED O A WD E VARIETY OF DEFFERENT KN DS OF PAGE, WITH DEFFEREMT AL DEENCE SIZES, BN Vo BROUS COAUMTRES ARCUND THE ﬂrE. :{ KEPIUS

WORLD VA BLIES MY BOT FURA TO 1005 DUE TOROURDENG suclul




YOUTUBE: ADVERTISING AUDIENCE OVERVIEW %

THE POTENTIAL AUDIEM CE THAT MARKETERS CAM REACH WITH ADS ON YOUTURBE

WIETH AR

POTEMNTIAL REACH OF YOUTUBE AD REACH YOUTUBE AD REACH vs. YEAR-OMN-YEAR CHANGE
ADS ONYOUTUBE vs. TOTAL POPULATION TOTAL INTERNET USERS IN YOUTUBE AD REACH

62.50 63.4% 86.7% +12.2%

MILLION +6.8 MILLION

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

49.10 68.4% 49.5% 50.5%

MILLION

i

BOANCCES, GOCHEES ADVER TISING BESOURCES; KIEPEOS ARALTSS . ADYYSORY: AL DEEMCE RGURES MAY MOT BEFRES BT UM E BNDIVIDUALS, ARD MAY BOT MATCH EQUNMALENT FREURES FOR THETOTAL we
MCTIVE ILVSER: BASE. MONES: DATA AFE MOT AVAR ARIF FOR ALL EOCATIOMS; RGURES BASED OR AVMLABLF LOCAROMS ORD. GOOGELIE'S ADVERTISIMG BESOURCES OLY PUBLISH GERDER AND AGE DATA FOR are r
LISFRS AGED 18 AND ABCWE, ARD Oy FUBRISH GEIDER DATA FOR “FEMALE" A RND * MAE". FIEURE FOR POTENTLAL FEACH AGE 18+ LISES A DIFFERENT ALUDERCE TOTALTO THE O ELSED FOSR BEACH OF ® ;{ KEPIUS

TOTAL FOPULATION social



TOP YOUTUBE SEARCHES e

QUERIES WITH THE GREATEST VOLUME OF YOUTUBE SEARCH ACTIVITY BETWEEN 01 JAMUARY 2021 AND 31 DECEMBER 2021
VIETN AM

# SEARCH QUERY # SEARCH QUERY INDEX

01  KARAOKE 100 1M NHAC THIEUNH 32

02 NHAC 8 12 TONY 30
03 GAY 70 13 TONY TV 29
04 GAY TV MEDIA 64 14 ANIME 26

P& 52 15 MNHAC REMIX 24

&

06 TIKTOK 52 16 NHAC REMIX 22
07 REVIEW PHIM 48 17 RAP 22
08 THIEU NHI 37 18 BOLERD 20
09 TIKTOK 37 19 FREE FIRE 20

10 DORAEMON 33 20 MINECRAFT 18

L F.
ERVERCHMAER TS G OCHELE DOES MOT PUBUESH AR SOLUTE SEARCH VOLLWES, BUT THE “BMIDEX " COLUMMN SHOWS BELATIVE SEARCH WOHLIMES FOR EACH GUERY COMPARED \WITH THESEARCH VOULIME OF THE urel- h.{ KEPIG\S

TP GHLIE '-f"“.l.ﬂl"ﬂ.ﬂ-i‘ﬁ FCPOGLE TREM DS USES DR AM EC SAM AING, 50 R ORD ER A D BNDEX VALUES Moy i EY DEFEN DENG O WHE R THEE TOCHUES &O0ES SED, EVBN FOR THE SAME TIMWE FERSOD Eﬂ'ﬂlﬂl

SCHNECE: S FOGLE TREM DS, BASED O SEARCHES O DUCTED O YOUTUBE BETWWEEN 07 JANUARY 2021 AND 31 DEJEMBER 2021 . HNOTE AR SFELLING ERROES OF LANGUAGE INCOMSISTENO S WE'
ik SEARCH GHUERIES ARE AS PLUELISHED BY GOOGLE TREMD S, ARD ARE SHOAW M “AS 15°, TOBNABLEREADERS TO EDENTIFY POTEMTIAL OHARGES BM HOWY FEOPFLE BNTER \WRITTER LARK GLUAGE I DRG IR




INSTAGRAM: ADVERTISING AUDIENCE OVERVIEW e

THE POTENTIAL AUDIENCE THAT MARKETERS CAMN REACH WITH ADS OM INSTAGRAM

W IETH A

TOTAL POTENTIAL REACH INSTAGRAM AD REACH QUARTER-OMN-QUARTER CHAMNGE YEAR-ON-YEAR CHANGE
COF ADS ON INSTAGEAM vs. TOTAL POPULATIOMN IM IMSTAGRAM AD REACH IM IMSTAGRAM AD REACH

11.65 11.8% +6.9% +22.6%

MILLION +750 THOUSAND +2.2 MILLION

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

16.2% 14.8% 63.0% 37.0%

BOANCCES, METAS ADVERTS NG BB OURCES, KEFROS AR IFSI5 ADYERCHEN ALIDIENCE FRGURES MAY BOT RERRES BNT UNEGUE BNDMDUALS, AR D MAY NOT MATCH EGUNALENT REURES FOR THE TOTAL we

MCTIVE LV SER BASE. RGURES FOR REACH wa POPULATIOH ARD BEACH va BN TERMET LISEES MAY EXCERD 100% DUE TO DU FLICATE ARD FARKEAC CCHUINTE, DELAYS B DATA FEPORTING, A ND DIFFEREMCES F,

o BETWEEN JBN SUS ODUNTS AR D EESIDENT POFULATONS . MOTES: FG LRES IUSE MAID FOSMT OF FUBLISHED EAMGE . BEATH DATA ARE ORI AVARLARLE FOR FEMALE" ARD * MALE" USERS OOMPARARILIT S urel- L{ KEPIGS
WAETA, 5 BGH IRCANTLY EEVISED ITS BASE DATA ARD AFPROACH TO ALDBEENCE REPORTING N G4 2021, S0 FRGURES SHOWIN HERE MY BOT BE OOMPARABLEYY ITH FREURES FUBLESHED IN FREEVECHS REFORTS Eﬂﬂ]ﬂl



POTEMNTIAL REACH OF ADS
OMTIKTOK [AGE 18+ ONLY)

39.91

MILLION

TIKTOK AD REACH AGE 18+
vs. TOTAL INTERMNET USERS

55.4%

TIKTOK AD REACH AGE 18+
vs. TOTAL POPULATION

40.5%

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

55.6%

TIKTOK: ADVERTISING AUDIENCE OVERVIEW

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

QUARTER-OMN-QUARTER
CHAMGE IN TIKTOK AD REACH

+0.7%

+262 THOUSAND

FEMALE TIKTOK AD REACH
vs. TOTALTIKTOK AD REACH

33.5%

*

W IETH A

YEAR-OMN-YEAR CHANGE
IN TIKTOK AD REACH

MALE TIKTOK AD REACH
vs. TOTALTIKTOK AD REACH

46.5%

X KEPIOS

ADVERTISING RES OURCES ORI FUBLISH ALIDIEMCE DATA FOE LISERS AGED 18 ARD ABDVE, BLT ALEOAY MARKETERS TO TARGET ADS TO USERS AGED 13 AMD AROVE. BYTEDAMCES ADVERTISING RESOURCES urel-

social

SOANCCES, BY TEDAMCE'S ADVERTISING EESOURCES, REPRCS AR AL SIS ADNTSORY AUDIE MCE FIGURES MAY NOT REFRESEN T LM EGUE INDIVIDUALS, ARND W81 BMOT MATOH BEEUNALENT RGURES FOR THE we
o T L ACTIVE USER BASE. MOTRS: DATA ARE MNOT AVAILARIE FOR ALLLCWCATEOR 5 RGURES BASED O A ASLARLE BOCATBOME O DY, R LIRES LISE THE MARD FOR T OF PLB LISHED RANGE . BYTEDAMCE'S

-0 PLUBLES H GERN DER DATA FOR “FEMME" ARD “WAE"



MESSENGER: ADVERTISING AUDIENCE OVERVIEW s

THE POTENTIAL AUDIEM CE THAT MARKETERS CAM REACH WITH ADS OM FACEBOCOK MESSENGER

W IETH A

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

54.00 54.8% 68.6% 50.8% 49.2%

MILLION

SOWAE MESSERGER A D FORM ATS ARE JLIEFEENTTY LB AYARLARIE B ALISTRALLS, CARA Db, FRARCE, AR D THE LIMITED STATES, ARD THIS MAY HAVE A SIEMIRCARNT BAPACT OR POTEN TLAd ADVERTISIN G FEACH

o SOANECE: WAETA'S ADVERTISING RESCOURCES. ADNERCHIET AL DEEN OF FRFURES MAY NOT EIEFR B BNT LN FEUE INDMDUALS, ARND MY BOT MATCH EQUIVALENT RGURES FOR THE TOTAL ACTIVE USER BASE we

F
G LEES BN THOSE OOUMTRIES. WOTER RGURES LSE MIDPOSMT OF PLIE LISHED &AMNGES_ M ETA'S ADVNERTISING BESOURCE ORI PUBLSH GERDER DATA FOR FEMAE" ARD “MALE" COMPARIRARILITY: META urel- ;{ KEPIUS

L5 SHEN ERCAN TLY BEVESED ITS BASE DATA AR D AFFROACH TO AL DIENCE BEPOETING, 50 RGLURES SHONVYN HERE ARE NOT COMPAR ABE WWITH FRGURES FPUBESHED N FREVICHUS REPORTS sﬂ:lul



TOTAL POTENTIAL REACH
OF ADS OM UMEEDIM

LINKEDIMN AD REACH
vs. TOTAL POPULATION

4.20

MILLION

4.3%

LINMKEDIMN AD REACH
vs. TOTAL INTERMNET USERS

LINKEDIMN AD REACH
vs. POPULATION AGED 18+

5.9%

GILIRES SHOWYIN HERE ARE MOT DEECTLY

QUARTER-OMN-QUARTER CHAMNGE
IM LIMKEDIMN AD REACH

0%

[UNCHANGED]

FEMALE LINKEDIMN AD REACH
vs. TOTAL LINKEDIN AD REACH

52.0%

B
COrARS RARLE WWITH OTHER FLATRDEMS

LINKEDIN: ADVERTISING AUDIENCE OVERVIEW %

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

W IETH A

YEAR-OMN-YEAR CHANGE
IM LIMKEDRIMN AD EEACH

+13.5%

+500 THOUSAND

MALE LUMKEDIMN AD REACH
vs. TOTAL LINKEDIN AD REACH

48.0%

RCES; KEFRCHS ANADC SIS ADNTSORN ALIDEE RCEFGUEES MAY MOT REPRESEN T USBGHUIE BN DIVIDUALS, A RD M MOT MATOH BGHU IVALENT RGLEES we

SOURCES: M CRD 5 LN BED I ADYERTISING RESOURCES,
FOHR THE TC E ED MAEMBER BASE RGURES FOR BEATH we POPULAROR AND B EACH v BNTERRET LUSERS M A EXCEED 10:0% DLUE TO DURBCATE AN D FAKE AOCCUNTS, DELSYS BN are
DATA BEPOETIMG, AMD DIFFEREMCES BETWEEN CEMSUS COUNTS ARD FESIHE M POFULATEOMS. MOTE: FEACH DATA ARE ORI SVARLARLE FOR “FEMALE ARD “MALE" USERS COMPARARIUTY: THE PG LEES ®

S L e e e e e e ol
RCES BEFLUECT TOTAL REGISTERED M EMBERS [NOT ACTIVE LISERS] 30 F

il X KEPIOS



TWITTER: ADVERTISING AUDIENCE OVERVIEW %

THE POTENTIAL AUDIEMCE THAT MARKETERS CAMN REACH WITH ADS OM TWITTER

W IETH Ak
POTENTIAL AUDIENCE TWITTER'S POTENTIAL TWITTER'S POTENTIAL TWITTER'S POTENTIAL GQUARTER-ON-
THAT TWITTER REPORTS ADVERTISING REACH ADVERTISING REACH ADVERTISING REACH QUARTER CHANGE IN
CAN BE REACHED WITH A5 A PERCENTAGE OF A5 A PERCENTAGE OF A5 A PERCENTAGE OF TWITTER'S POTENTIAL
ADS ON TWITTER TOTAL POPULATION POPULATION AGED 13+ TOTAL INTERNET USERS ADVERTISING REACH

2.85 2.9% 3.6% 4.0%  +9.6%

MILLION +250 THOUSAND
SOANRCES: TWITTER 5 AVERTEING RESOURCES: KEFIOS AN ARF 3. ARSVESGHREY AGEECE FIGURES MAY NOY REFRESENTUNIGLE INDIVIDUALS, AND M A/ NOT MATGH EGRVALENY RGLIES FOR IE TDTAL we
ACTIVE LISER BASE RGLRES FOR BEACH vs. FOPLLATICN AND REACH v INTERNET USERS MAY EXCEED 100% DUE TO DUPLICATE AND FAKE ACCOUNTS, DELAYS «4 WTA RE PORTING, AND DIFFERENCES

.Z-"_"-'-"EE"J JER SUS OOHUNTS ARD BES "Hl' UL ATRORS -',_._Iﬂ._ 5 J.- SHELD BN TV 'E'n.i- -""'1. & wL_ '.'_-J CES AR -.-.l.-J CTTD B "~I CART FLLICTUATEORN, EVEM WITHIN 5 L.-n. -'“EL'.-:".- CHF TRME ure :{ KEPIUS

MOTES: AGUEES LISE MIDPOEMT OF _|_| SHED RAMGES. DUETO ARCMWALIES BN SOURCE DATA, v CLIRREMILY LUIMABLE TO '--'H. DT, FOR TVWITTER L SE _:'1'.._- hD _.'G-I:}HJI.IHI.I'I"!‘-.-*..- OH A GES suclul




MOBILE



MOBILE CONNECTIVITY %

USE OF MOBILE PHOMNES ANMD DEVICES THAT CONMNECT TO CELLULAR NETWORKS

W IETH Ak

NUMBER OF CELLULAR NUMBER OF CELLULAR MOBILE YEAR-ON-YEAR CHANGE SHARE OF CELLULAR MOBILE
MOBILE CONNECTIONS CONNECTIOMNS COMPARED IN THE NUMBER OF CELLULAR COMNMECTIONS THAT ARE
[EXCLUDING IOT) WITH TOTAL POPULATION MOBILE CONNECTIONS BROADBAND (3G, 4G, 5G]

156.0 158.3% -0.3% 72.6%

MILLION -480 THOUSAND

SOURCE GEbAA INTELGENCE NOTES: TOTAL CEURILAR COMMECTROM S BNCLUDE DEVIOES OTHER THAM WMOSELE PHORMES, BUT EXCLUDE CEILULAR FOT OO MECTRORNS . FRGUEES MAY S BEHNERRCANTL EXCEED we

G LRES FOR POPULATRORN DUE TO MURTIFLE OO MNECTROHMSE ARD COORK ECTHD DEVICES FER FERS O COMPARABILITY: BASE CHARMGES. VERSKOMS OF THIS CHART PUBESHED B S0ME OF OLE PREVBOUS ﬂrE. :{ KEPIGS

REPOR TS FEATURED CHMILAR CORKECTIOR RGURES THAT BNCRIDED ORIULAR BOT OOMMECTHORMIE. FIGURES SHOWMN HESE DONOTIMNOUDE CELULAR IOT CORMMECTIONS Eﬂ'ﬂlﬂl




CELLULAR MOBILE CONNECTIONS OVER TIME

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

152 M 153 M 136 M

I’I
L] i

Q4 2018 Q4 2019 Q4 2020

140 M 142 M

Q4 2016 Q4 2017

Q4 2021

SOUROE GEMA MTELLGESNCE MOTE WWHER ELETTEES ARE 5HOWTH REXT TD RGLURES ABOYE BARS 5" DENOTES THOUSARDS [EG. 7123 K° = 123 300] "W DERCTES MRLECHS EG. 7123 M = 1,230,000],
MD "5 DENOTES BRUONS (EG. *1.23 B - 1,230,000,000] WHERE NGO LETTER IS PRESENT, VAILIES ARE SHOWH AS IS 3 BASE REVISIOMS. WUMBERS MAY NOT OORRELATE WITH VALLIES .
ARD "B° DENOTES BREBOME (EG. "1.23 F ], 230 1 | VWHERE B R 15 FREESERT, VAL ES ARE SHIOAWE AS 5. COMPARABIUTY: BASE EEVISORE BIUMEERS MAY B OERELATE WiITH MSLLIES ure h{KEPIﬂS

Lt = el 4 -
PUELISHED I OUE FREEVIOALS RERORTS m.ul




SHARE OF MOBILE WEB TRAFFIC BY MOBILE OS S

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

W IETH A

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

65.05% 34.41% 0.45% 0% 0.09%

YEAR-OM-YEAR CHAMGE YEAR-OMN-YEAR CHAMNGE YEAR-OMN-YEAR CHAMGE YEAR-OMN-YEAR CHAMGE YEAR-OMN-YEAR CHAMGE

+4.7% (+290 BPS) -6.2% (-227 BPS) +28.6% (+10 BPS) [UNCHANGED] -89.0% (-73 BPS)

CF \&ER PAGES SERVED TO MOBRF BRONYSERS B NOVEMBER 2001 . RGURES FOR SAMS UNMG O5 RBEFER OO TO THOSE DEVICES BUKNMIMNG OFERATIMG SYSTEMS DEVEDFED BY SAMSLMNG (EG. BADA ARD are v
TEZEN], AND DO MOTENOUDE SAMSUNG DEVICE BUMBING AR DRCHD. FERCBNTAGE OHARNGE WAL ES REFRESERN T EELATIVE CHAMGE fLE. AN BN CREASE OF 20% MROM A STARTING VARIE OF S0% WOULD & L{ KEPIGS

SOURCE: STATCCLUNTER. MOTES: FIGURES REPRESENT THE NUMBER CF WEB PAGES SERVED TOBROWSERS ON MOBILE PHOMES EUNNING EACH OPERATING SYSTEM COHMPARED WITH THE TOTAL NUMBER we
o QAL 40%, NOT70%]. *BPS™ VARES REPRESENT BASIS POINTS, AND INDICATE THE ABSOLUTE CHANGE. FIGURES MAY NOT SUM TO 100% DUE TO ROUNDING social



MOBILE APP MARKET OVERVIEW %

HEADLINES FOR MOBILE APP DOWNLOADS ANMD COMNSUMER SPEND (IN U.5. DOLLARS) BETWEEN JAMUARY AND DECEMEBEER 2021

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

3.37 +21% $416.0 +44%

BILLION MILLION

SOURCES: APP ANNIE "STATE OF MOBILE 2022” REPORT. SEE STATEDFMOBILEXN22 COM FOR MORE DETALS. NOW S RGURES REPRES ENT C:OM BN ED CONSUMER ACTIVITY ACROSS THE GO-O-GLE PLAY STOSE, we
APTLE KOS APP STORE, AND THIRD-PARTY ANDROED APPSTORES BE TWEEN JANLUARY AND DECEM BER 2021.* CONSUMER SPEND ONLY N CLUDES SPEND ON APPS AND IN-APP PURCHASES VA APP S TORES, AND are, ' KEPIOS

social




APP ANNIE APP RANKING: ACTIVE USERS

APP ANMNIE'S RANKING OF MOBILE APPS AND MOBILE GAMES BY AVERAGE NUMBER OF MONTHLY ACTIVE BETWEEM JAMUARY AMD DECEMBER 2021 m
VIETNAM

01  FACEBOOK META 01  ARENAOF VALOR SEA
02 ZALO = VNG 02 HAGO JOYY INC.
03  FACEROOK MESSENGER META 03  FREE FIRE SEA
04 SHOPEE SEA 04 PLAY TOGETHER HAEGIN
05 LAZADA ALIBABA GROUP 05 PUBGMOBILE TENCENT
06 TIKTOK BYTEDANCE 06  MINIWORLD BLOCK ART = MINIAN
07 ELECTRONIC HEALTH BOOK VAN PHONG BO Y TE 07  CANDY CRUSH SAGA ACTIVISION BLIZZARD
08  ZNG MP3 VNG 08 BRANOUT EYEWIND
09 GRAB GRAB 09 WY TALKING TOM JINKE CULTURE - OUTFIT?
10 INSTAGRAM META 10 MAGICTILES 3 AMANOTES

SOLNECE: AFF ARMMIE “"S5TATE OF MOBIE 2022 BEPORT. SEE STATEOFRAOBIED 02 2. COkA FOR MOSE DETA LS. HOTES: BARKENG S BASED Of OOMARBMED M O THDY ACTIVE USERS ACROSS FHORNE ARD

F
SRDROED FHORES BETWEEN AR UAEY AMD DECEMBER 2021, EXQIUDMG FRE-IM STALLED AFPS {|EG . YOUTUEE O AR DROID FHORES, IMESSAGE O IFHOMES) urel- l h{ KEPIGS




APP ANNIE APP RANKING: DOWNLOADS

APP ANMIE'S RANKING OF MOBILE APPS AND MOBILE GAMES BY TOTAL NUMBER OF DOWMNLOADS BETWEEN JAMUARY AND DECEMBER 2021 _
VIETN AM

01  FACEBOOK META 01  FREE FIRE SEA
02 TKTOK = BYTEDANCE 02  ARENAOFVALOR SEA
03 ELECTRONIC HEALTHBOOK VAN PHONGBO Y TE 03  PLAY TOGETHER HAEGIN
04 CAPCUT BYTEDANCE 04 SBALLPOOL TENCENT
05 FACEBOOK MESSENGER META 05  MINIWORLD BLOCK ART MINIAN
06 VSSID VIET NAM SOCIAL SECURITY 06 PUBGMOBILE e TENCENT
07 SHOPEE SEA, 07 SMASHCOLORS 3D . BADSNOWBALL
08 ZALD VNG 08 WORMSZONEID AZUR INTERACTIVE GAMES
09  BLUEZONE LG TNHOCH, ;‘?Jgﬁ:%ﬂg 09 ROBLOX ROBLOX
10 Z00M CLOUD MEETINGS ZO0OMVIDED COMMUNICATIONS 10 MAGICTILES 3 AMANOTES

SOUNCCE: AFF A RMIE “STATE OF MOEILE 2002" REPORT. SEE STATEOFMOBILED 02-3 CObA FOR MORE DETALS. NOTES: RARKIRNG 5 BASED O COWME IMED COh SUM ER ACTIVITY ADROES THEG OO GLEPLAY STORE

we
ARD AFFLE BOY5 AFP STORE BETWEER L ARLARY AR :T:-:: EMBER 2021. are iﬂl :‘ I(EPIGS




APP ANNIE APP RANKING: CONSUMER SPEND _

APP ANMNIE'S RANKING OF MOBILE APPS AND MOBILE GAMES BY TOTAL COMNSUMER SPEND BETWEEN JAMNUARY AMND DECEMBER 2021

W IETH A

01 TIKTOK BYTEDANCE 01 MU ACROSS TIME 37GAMES
02 BIGOLNVE o JOYY INC. 02  ARENAOFVALOR SEA
03  WESING - TENCENT 03  FREEFIRE SEA
04 GOOGLEONE GOOGLE 04 BETHEKING CHUANG COOL
05 FACEBODK META 05  GENSHINIMPACT MIHCYD
06 TINDER MATCH GROUP 06 RISEOF KINGDOMS -~ UUTH
07 VIEON DZONES HUB 07 PUBGMOBLE - TENGENT
08  GALAXYPLAY Sl AR T BN 08  EVONY TOP GAMES
09  HINOVEL HIREAD 09 GOLDENHOYEAH SLOTS 165
10 FPTPLAY FPT CORPORATION 10 PLAY TOGETHER HAEGIN

SOLUMRCE: AFFAMMEE “STATE OF MOHEILE 2002° REPORT. SEE STATEOFMOENEI0R 2 COM FOR MORE DETALS. NOTES: RARKENG S BASED CH COMEBENED COR UM ER ACTIVITY ACROSS THEGODGLEFLAY STORE

ARD AFAE BOS APF STORE BETVWEDH JARLUARY AR D DECEMBERR 2021 00 SUM ER SFERDE ORLY BN OLUDES SFERD OR AFFS ARD BN-APF FURCHASES VA APF STORES, ARMD DOES HOT I OUDE BEVERUE ﬂrE. F{ KEPIﬂs
Rk BOCHAMERCE OF MCREF ADVERTES BNG. m.ul 7




ECOMMERCE



ACCOUNMTWITH A
FINAMCIAL INSTITUTIOMN

30.0%
FEMALE MALE
29.5% 30.6%

MADE OR RECEIVED DIGITAL
PAYMEMTS IM THE PAST YEAR

22.7%

23.0% 22.5%

SCACE '/ ORLD BAMNK. NOTESR S08AE RGUEES HANVE MW OT BEEN UFDWTED
MOTOF TOTAL POFULATIOR . MOEAE BA08EY ACCOUNTS O RERER T

TE0 FESA. FRGURES FOR MOBNE MMOREY ACCOUNTS DO R OT INCIDE PEORLE 'WHO U SE "OVER-THE-FOF b0 IE PAY MERNT SERVICES SUCH A5 AFRE FaY, GODGELE BAY, OF SAMSUNG RAY

CREDIT CARD
OWHMERSHIP

4.1%

FEMALE E
3.7% 4.6%

MADE A PURCHASE ON THE
IMTERMET IM THE PAST YEAR

18.7%

FINANCIAL INCLUSION FACTORS

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

DEBIT CARD
OWHMERSHIP

26.7%
FEMALE MALE
27.3% 26.1%

USED OMLME BAMKIMNG
IM THE PAST YEAR

9.2%

FEMALE E
19.8% 17.6% 8.3% 10.3%
M THE PAST YEAR, 50 MAY BE LES 5 REPRESENTATIVE OF CURRENT BEHAVIOURS. PERCENTAGES ARE OF ADULTS AGED 15 AND
O SERVCES THAT STORE FUNDS 1N AN EEECTRON IC WALLET INKED DIRECTIY TOHA PHONE NUMBER, SUCH AS MFESA, GCASH, AND

W IETH A

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

3.5%

FEMALE
3.6% 3.4%

USED THE INTERMET TO
PAY BILLS IM THE PAST YEAR

6.5%

FEMALE
3.4% 7.B%

ABONE, we

are, [
it B <KEPIOS



WEEKLY ONLINE SHOPPING ACTIVITIES e

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

W IETH A
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

58.2% 27.3% 16.5% 239% 15.7%

]
iy
]
T
=
4
oL
]
=

we
SOURCE: GWI |31 2021 | FRGURES REPRESENT THEFINDING S OF A BROAD GLOBAL SURVEY OF INTERM ET USERS AGED 16 TO 44, SEE GWLODM FOR: FLIL DETALS are, £ KEPIOS
° social



ONLINE PURCHASE DRIVERS *

PERCENTAGE OF IMTERMET USERS AGED 146 TO 64 WHO SAY EACH FACTOR WOULD ENCOURAGE THEM TO COMPLETE AN OMNLMNE PURCHASE

WIETH AR

51.8%

CUSTOMER REVIEWS 40.6%

COUPONS AND DISCOUNTS 36.1%

EASY RETURNS 36.0%

SIMPLE ONLINE CHECKOUT 3M.6%

CASH ON DELIVERY OPTION 32.7%

NEXT-DAY DELIVERY 28.0%

ECO-FRIENDLY CREDENTIALS 77.7%

“LIKES" AND COMMENTS ON SOCIAL 77.5%

230%

“GUEST" CHECK-OUT 15.2%

e
142%

SOCIAL MEDIA “BUY" BUTTON 13.6%

LI VE-CHAT BOX 12.7%

we

° SOURCE G |33 2021 | FRGURES REPRESE NT THEFINDENG S OF A BROAD GLOBAL SURVEY OF INTERN ET USERS AGED 14 TO 44 SEE GWLOOM FOR FULL DETARLS are, "CKEPIOS
social




OVERVIEW OF CONSUMER GOODS ECOMMERCE B

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

WIETH AR

NUMBER OF PEQPLE TOTALANMNUAL SPEND AVERAGE AMMNUAL REVENUE SHARE OF COMNSUMER GOODS
PURCHASING COMNSUMER OM OMLINE COMNSUMER PER COMNSUMER GOODS ECOMMERCE SPEMD ATTRIBUTABLE TO

GOODS VA THE INTERMNET GOODS PURCHASES (USD) ECOMMERCE USER (USD) PURCHASES MADE V1A MOBILE PHOMNES

51.78 $12.42 $240 50.2%

MILLION BILLION

YEAR-OM-YEAR CHANGE YEAR-OMN-YEAR CHAMNGE YEAR-OM-YEAR CHANGE YEAR-ON-YEAR CHANGE
+13.5% (+6.2 MILLION) +35.4% (+$3.2 BILLION) +19.2% (+$38.68) +2.6% (+129 BPS)

HEAIMHC ARE, PERSOMAL CASE, HOUSEHCLD CARE, FOOD, BEVER AGES, ARD FHYSIC AL MEDLA . RGURES FEFRESENT ESTAMATES FOR PLLLYEAR 2021, AKD COMPARES OR 5 WITH BRUNVAENT VALLES FOR THE

F
PR EGOL S CAlE DAR YEAR . FERARCLAL VALLES ARFE B LS. DORLARS. FERCEN TAGE CHAMGE YVALUES ARERBELATIVE fLE AR INCEEASE OF 205 RO A STARTIMNG VALLE OF 506 WO LD BRI AL 0%, NOT 70 are & h.c K E P I US

o SOLMRCE: STATISTA, D0G ITAL MABKET CAUTLOCHG. SEE STATISTA COM FOR MOSE DETARS NOTES: “"COM SUMER GOOD 5" BN OUUDE BLIECTR OMICS, FASHIOM, FURMITUIRE, TOYS, HOBEY, DFY, BEAUTY, OO SLWER we

"BFS" VALLIES REFRESERNT BASES POIRNTS, AMD IMNDECATE ABSCHUTECHAMGE COMPARABILITY: BASE AND CATEGOEY DEFIITION CHANGELS RGLUERES ARE NOT OOWIPARABE iTH FEEVIOU 'S BEPORTS Eﬂ'ﬂlﬂl



ELECTROMNICS

$4.80
BILLION

YEAR-ON-YEAR CHANGE
+29.7% (+31.1 BILLION)

PERSOMAL & HOUSEHOLD CARE

$1.14
BILLION

FASHIOM

$2.12
BILLION

YEAR-ON-YEAR CHANGE
+39.4% (+5601 MILLION)

FOOD

$803.5
MILLION

FURMITURE

$1.65
BILLION

YEAR-ON-YEAR CHANGE
+28.5% (+5366 MILLION)

BEVERAGES

$317.3
MILLION

ECOMMERCE: CONSUMER GOODS CATEGORIES %

ANMNUAL SPEND IN EACH CONMSUMER GOODS ECOMMERCE CATEGORY (U.5. DOLLARS, B2C ONLY)

W IETH Ak

TOY3, HOBBY, DIY

$1.34
BILLION

YEAR-ON-YEAR CHANGE
+43.7% (+5408 MILLION)

PHYSICAL MEDIA

$247.1
MILLION

YEAR-OM-YEAR CHANGE YEAR-OMN-YEAR CHANGE YEAR-ON-YEAR CHANGE YEAR-OM-YEAR CHANGE
+29.9% (+5262 MILLION) +86.3% (+3372 MILLION) +50.7% (#5107 MILLION) +13.8% (+$30 MILLION)
SOURCE: STATISTA DiG ITAL MABKET QUTLOCH. SEE STATISTA COM FOR MORE DETARS. NOTES: FIGURES REPRESENT ESTIMATES OF FULLYEAR REVEMLUES FOR 2021 IN US. DOLLARS, AND COMPARISONS WITH we

FLR VALER T VA B ES FOR THE FREVIOHLS CALFNDAR YEAR. THE “PEES O AL & HOUSEHOLD CARE® CATEGDEY INCLIUDES BEALITY AMD CORMILUMER HEMTHOARE. THE “FHYSICAL MEDLA" CATEG ORY

HCEDE DIETAL DOV EDADS OF STREA MEMNG DOMPARABILITYS BASE ARD CATEGCRY DERMMON CHAMGES RGURES AKE MNOT COMPALRARLE \WITH FEEVIOU 5 BEPORTS

DOES NOT are. = <KKEPIOS

social



TOP GOOGLE SHOPPING QUERIES +*

QUERIES WITH THE GREATEST VOLUME OF GOOGLE SHOPPING SEARCH ACTIVITY BETWEEN 01 JAMNUARY 2021 AND 31 DECEMBER 2021

W IETH AR

# SEARCH QUERY # SEARCH QUERY INDEX

01  IPHONE 100 n ViVO 21

02 SAMSUNG 81 12 XIADMI 20

03  BIEN THOAI &6 13 BIEN MAY XANH 20

1

DICH 47 14 IPHONE 11 19

OPPO 45 15 SAMSUNG GALAXY 16

&

06 LAPTOP 35 16 THOITET 15
07 LEGO 32 17  MINECRAFT 15
08 SHOPEE 31 18 ADIDAS 15
09 GOOGLE 26 19 GOOGLE DICH 15

10 MAY TINH 25 20 IPHONE 7/ 15

LL i r
3OOGLE DOES NOT PUBLISH ABSCOLUTE SEARCH VOHLIMES, BUT THE “ENDEX v TOR GUERY" COLUMMN SHOWS RELATIVE FOLLMAES FOR E ACH G ERY COHWRA BED WITH THE SEARCH VOLUMEOF THE are, X KEPIOS
VALUES MAY VARY DEPENDENG ON WHEN THE TOOLIS ACCESSED, EVEN FOR THE SAME TIME PEROD Eﬂﬂlﬂ[

SCHNECE: SCrOGLE TREM DS, BASED Of GOOGELE SHOFFIMNG SEARCHES COMDUCTED BE T BB 01 DA UAEY 2021 ARD 31 DECEMEER 2021, NOWES ARY SPEILING ERRCRS OF LANGLANGE INCOMSISTENCIES w’E
° i SEAROH GHUIEREES ARE AS FUBLISHED BY GOOGLE TRERD S, AD ARE SHOAW R “AS 15°, TO BN ABLEREADERS TO EDERTIFY POTEMTIAL OHARGES BJ HOP FEOPLE LISE LARNG LUAWGE I DAL BRYIRORMENTS

HE SEARCH VW

FOFGHUER. ADWISORY GCHOGLE TREM DS USES DYRLAM KC SAMPING, 50 RANEK ORD ER AR D BNDEX Vsl




FLIGHTS

$858.7
MILLION

YEAR-OM-YEAR CHAMGE
-0.8% (-57.1 MILLUION)

HOTELS

$504.0

MILLION

YEAR-OM-YEAR CHAMNGE
+38% (+$139 MILLION)

CAR REMTALS

$187.5
MILLION

YEAR-OM-YEAR CHAMGE
-1.8% [-$3.5 MILLION)

PACKAGE HOLIDAYS

$305.5
MILLION

YEAR-ON-YEAR CHANGE
+63% (+$119 MILLION)

SOUNCE: STATESTA DEGITAL bAAERET OUTLOOR, STATES T, M CHERITY M ASSIET OUTLOOEC SEE STATISTACOM FOR MOFE
o

|15, DHOMLARS , ARD COMAPARES OIS WITH EQYUIVALENT WVALLIES FOR THE PREVIOUS OALENDAR YEAR_VALIUES DO N
i

FENE IS, TAKS, REDE-SHARSNG, RIDE-HARRG, Of CHAUFFEUR SERVICE . COMPARABILITY: BASE AMD CATES OF

ONLINE TRAVEL AND TOURISM

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

DEFEITECR CHARGES. RGURES ARE NOT COMPARSBE WiTH FEEVIOUS BEPOSTS

VIETN AM
TRAIMS LOMNG-DISTAMCE BUSES
MILLION MILLION
YEAR-OMN-YEAR CHANGE YEAR-OM-YEAR CHANGE
+55% (+$25 MILLION) +18% (+59.7 MILLION)
VACATIOMN REMTALS CRUISES
MILLION THOUSAND
YEAR-ON-YEAR CHANGE YEAR-OM-YEAR CHANGE
+6.3% (+54.2 MILLION) +76% (+$57 THOUSAND)
DETAILS. NOWE S FKGURES REPRESENTESTUMATES OF FULL-YE AR REVENUES FOR 2021 N we
NOLUDE REVENUES ASSOCIATED WITH RUBLIC TRANSFORT, NON -COMMERCIAL RIGHTS, are, £ KEPIOS

social



DIGITAL MEDIA SPEND *

AMNMNUAL SPEND ON DIGTAL MEDIA DOWMNLOADS AND SUBSCRIPTIONS

W IETH A

TOTAL VIDEO GAMES VIDEO-ON-DEMAND EPUBLISHING DIGITAL MUSIC

$552.1 $280.1 $208.6 $42.68 $20.68

MILLION MILLION MILLION MILLION MILLION

YEAR-OM-YEAR CHAMNGE YEAR-OM-YEAR CHAMNGE YEAR-OM-YEAR CHAMNGE YEAR-OM-YEAR CHANGE YEAR-OM-YEAR CHAMNGE
+23.1% (+$104 MILLION) +21.2% (+$49 MILLION) +28.6% (+$46 MILLION) +13.0% (+$4.9 MILLION) +19.1% (+5$3.3 MILLION)

SOUMRCE: STATISES, DG ITAL MM RKET OUTLCCHE. SEE STATESTA COMA FOR MORE DETARLS. NOTES: FIGURE REPRESEMTESTIMATES FOR FULLYEAR SPEMD B 2021 BN U5 DOWARS, AN D COMPA RISOHNG WITH we

ECR VALER T VS BLES FOR THE FREVIOHLES CALER DAS YEAR. TN OIUDE CORTENT DOARLOAD S AND SUBSCEFIONS TO STREAMIN G SERVICES AN D ORLEME PUBLISHERS. DOES MOT N OLUDE FHY SICAL MEDLS are ¥,
(i LV SER-GEMERATED DOMTENT. COMPARABILITY: BASE AMD CATEGORY DEFRMNITION JHAMGES RGURES ARE NOT COMPARAEF 'WITH FEEVEDUS KERORTS Eﬂﬂiﬂ! h{ K EPIUS



https://zalo.me/g/teqfee830

ONLINE FOOD DELIVERY OVERVIEW

HEADLIMNES FOR THE ADCPTION AND USE OF OMNLINE FOOD DELIVERY SERVICES

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

*

W IETH AR

AVERAGE ANMNUAL VALUE
OF ONLINE FOOD DHRIVERY
ORDERS PER USER (USD)

1223 +17.5% $371.8 +20.0%

MILLION +1.8 MILLION MILLION +$62 MILLION

REWOU S CALENDAR YEAR. FENAMCLAL VALUES AFE M LS _DOWARS. OMLY BNOIUDE CR DERS b ADE VLA ONUNE SERVICES. PERCENTAGE CHARNGEVALUES AFE RELATIVE JLE. AN BNCEEASE OF 20% FROM A
STARTEN G WALLIE OF 5005 WOULD BCHUAL S8 W OT ADHEL “BFS" VMLLIES REFRESENT BASS POEMTS, AMD BMDECATE ABSOHLTE CHARGE COMPARARILITY BASE ARD CATEGORY DEANIMON CHAMGE. RGURES

SOUMRCE: STATISTA, D8G ITAL WA BKET CHUTLOOHE. SEE STATESTA COM FOR MOSE DETARS NOTES: FIGURE REPRESEMTESTIMATES FOR FULLYEAR 2021, AT COMPS BISORMS VWITH ECHUINALENT VAMLIES FOR THE
ARE MOT COMPARABE 'WITH FEEVECHS BEPORTS

$30.39

YOY: +2.1%

we
are,
social

X KEPIOS



OVERVIEW OF CONSUMER DIGITAL PAYMENTS %

HEADLIMNES FOR THE ADOPTION AND USE OF DIGITALLY ENABLED PAYMEMNT SERVICES BY END COMNSUMERS

W IETH Ak

MNUMBER OF YEAR-ON-YEAR CHANGE TOTAL ANNUAL VALUE YEAR-ON-YEAR CHANGE AVERAGE ANMNUAL VALUE
PEOPLE MAKING IN THE NUMBER OF PEOPLE OF DIGITAL PAYMENT IN THE VALUE OF DIGITAL OF DIGITAL PAYMENTS
DIGITAL PAYMENTS MAKING DIGITAL PAYMENTS TRAMSACTIONS (USD) PAYMENT TRANSACTIONS PER USER (USD)

51.78 +13.5% $14.38 +26.7% $278

MILLION +6.2 MILLION BILLION +$3.0 BILLION YOY: +12%

SOAUNCCE: STATESTA DEG ITAL MABKET OUTLOCH. SEE STATESTA DO FOR MIORE DETARLS. NOTES: "D IGITALPAYMENTS” INCIUDE MOEIE FOUS. PAYMENTS |EG. PAYMENTS VA AFFLERAT OR SAMSUNG PAY), B2C w‘E
1:'_.-‘-.._ L:_:_'.-'.‘.-'.i-'._I : .-'-'_JI-_E-E_.'. _ T:_'.-'_-.- REMA _.-'-‘:J‘.'. :i-_'w:'.-*.._.l_ii- I-i:.‘*d_:_-'“' ‘\I'..'...JI-;I_'.-E_I-'L-\._‘!&-':.‘.'.' i':“d_-.-. s Jx-x__:‘.-_‘wl: _Ii-_' bAATES ":‘Q .":I-. ‘-. "_::ir 0 ll_.;-'-.'!i- :.;:.‘.-'.'t-‘-k_i-f'_‘l_'.'-.'ﬁ'_' -.I E:.“_.I'f.-‘-.-i'd' '-.':-‘-.J'.'i- ure F{ KEPIGS
FOE THE PEEVICOAUS CALBMDA R YEAE. R ARCLAL VA EIES ARE I LS DOLULAES FERC EMTAG E CHAMGE YVALLIES ARE RELATIVE (LE. Al B ORE ASE OWF 205 FRORM A ST TN G VALLE OF 50% WiOAULD BEGHUAL S40°%, - N
RIOT PO “BFS ™ VALLES REFRESENT BASES POINTS, ARD BNDECATE ABSCHLUTE OHAMGE COMPARABIUTY: BASE CHAMGES. RGLURES ARE MOT COMPARMBLE 'WITH FREVIOU S BEPORTS sﬂclul



DIGITAL MARKETING



SOURCES OF BRAND DISCOVERY

PERCENTAGE OF IMTERMET USERS AGED 146 TO 64 WHO DISCOVER NEW BRANDS, PRODUCTS, AND SERVICES VIA EACH CHANMNEL OR MEDIUM -

W IETH A

TV ADS Ui%

CONSUMER REVIEW SITES 31.5%

SOCIAL MEDIA COMMENTS 30.5%

PRODUCT COMPARISOM SITES 30.1%

BRAND WEBSITES 28.8%

WORD-OF-MOUTH 79%

TV SHOWS AND FILMS 270%

SOCIAL MEDIA ADS 264%

BRANDS' SOCIAL MEDIA POSTS 25.6%

264
2364
7%

REVIEWS FROM EXPERT BLOGGERS 21.8%

IN-STORE DISPLAYS & PROMOTIONS 21.5%

we
o SOURCE: GW1 |03 2021] FIGURES REPRESE NT THEFINDING'S OF A BROAD GLOBAL SURVEY OF INTERMETUSERS AGED 16 TD 44, SEE GWLODM FOR FLUL DETARS are, l "{ KEPIOS
socia


https://zalo.me/g/teqfee830

ENGAGEMENT WITH DIGITAL MARKETING i

PERCENTAGE OF IMTERMET USERS AGED 16 TO &4 WHO SAY THEY ENGAGE IN EACH KIND OF ONLUMNE ACTVITY

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

S71% 469% 17.0% 20.7% 16.1%

we

SCURECE: 5\ 103 20021 | FEGURES REFRESE MT THEFIMD NG S OF A BROAD SUO8 AL SURNVEY OF INTERS ET UVSERS AGED 14 TO 44 E-i:f:-‘:ﬁ'_l'_'{:'{:_."{._'-:: ALEL DETARS ﬂl'E. :{ KEPIUS
° social


https://zalo.me/g/teqfee830

MAIN CHANNELS FOR ONLINE BRAND RESEARCH

PERCENTAGE OF IMTERMET USERS AGED 146 TO 64 WHO USE EACH CHANMEL AS A PRIMARY SOURCE OF INFORMATION WHEN RESEARCHING BRANDS -
VIETNAM

SOCIAL NETWORKS : 62.6%

52.9%

41.9%

MOBILE APPS 9%

PRICE COMPARISON SITES 35.5%

BRAND WEBSITES 339%

BRAND & PRODUCT BLOGS 25.9%

252
Q&A SITES 214.0%

25%

0K

9%

1%

SPECIALIST REVIEW SITES 15.3%

MICROBLOGS 15.2%

we
° SOURECE G\ §G03 2021 | FRGURES REFRESE MT THEFIMD NG S OF A BROAD GUO8 AL SURNVEY OF IMTERS ET U SERS AGED 14 TO 44 E-EE_-G“i@-gi:l_}.l'._:ﬁ ALEL DETARS ﬂrE. :{ KEPIﬂS
social



VALUE OF THE DIGITAL ADVERTISING MARKET e

AMNMNUAL SPEND ON DIGTAL ADVERTISING, WITH DETAIL BY ADVERTISING FORMAT (U5, DOLLARS)

W IETH A

TOTAL SEARCH ADS BANNER ADS VIDEO ADS CLASSIREDS

$8129 $360.9 $368.6 $43.70 $39.66

MILLION MILLION MILLION MILLION MILLION

YEAR-OM-YEAR CHAMNGE YEAR-OM-YEAR CHAMNGE YEAR-OM-YEAR CHAMNGE YEAR-OM-YEAR CHAMNGE YEAR-OM-YEAR CHAMNGE
+23.2% (+$153 MILLION) +40.8% (+$105 MILLION) +11.8% (+$39 MILLION) +23.1% (+$8.2 MILLION) +2.7% (+$1.0 MILLION)

SOUMRCE: STATISEA, DG ITAL MAARKET OUTLOOHE. SEE STATESTA COMA FOR MORE DETARS. NOTES: FIGURE REPRESEMTESTIMATES FOR FULLYEAR SPEMD BN 2021 B LS. DO ARS, ARD COMPARISONS WITH we

ECR VALER T VA BLES FOR THE FREVIOAUS CALBR DAS YEAR. DOES MOT MO DE ADVERTISING BEVENUES &S5 OCLATED WTH ER AR MARSE TN G, ALIDED ADS, INFEIERNCER MARE TN G, SPOMSOESHIPS, ﬂrE. F{ KEPIUS
FRODUCT PLACER BT, O OORARMISS BON-BA SED AFRIATE SYSTEMES. COMPARARILITY: BASE CHAMGES FRGURES ARE NOT COMPARABIF 'W/1TH FEEVIOLUS REPORTS Eﬂ'ﬂlﬂl z




SOCIAL MEDIA ADVERTISING OVERVIEW

SOCIAL MEDIA'S SHARE OF THE DIGITAL ADVERTISING MARKET

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

-7.8% $443.7 +13.6%

MILLION +$53 MILLION

54.6%

-462 BPS

ADS, PR ENCER MARETING, EII'EE ,{ KEP'U‘S
ROhA A STAR TG VALLEOF 50% WOLILD BEUAL - ke
M WITH FREVIOL social

SOUMRCE: STATESTA, DRG ITAL MARKET CHUTLCMCHE. SEE STATISTA COM FOR MORE DETALS. NOTES: FIGLURES REFRESEMTESTIMATES FOHR FULLYEAR 2021, ARD COMPARISOMS WITH EQUNVALENT VIMLIES FOR
THE M EVIOL 5 CaE RDAE YEAR_ FillbMCLAL VMIUIES ARE IN LS. DOLLARS DOES MOT N OLUUDE ADNVERTESING BEVERUES ASS OCLATED WWITH EMARL JASFKE TG, ALIDEC A
SYSTEMS. FERCENTAGE CHAMGE VALLIES ARF BELATTVE {LE AR BN OREASF OF 206 F

° SPOMEOESHIFS, FRODUCT FLACEMENT, OF CORAMIS SIOHMN-BASED AFFILLATE 5
0%, MNOT 705 °BPS™ Vil ES REFRESEN TEASS POBNTS, ARD BNDECATE ARS CLUUTE OHANGE DOWMIPAR ABILITY: BASE CHARGES. FRGUERES ARE NOT COMPAR ABLE WWITH PREEVIOUS REFCHRTS



PROGRAMMALTIC ADVERTISING OVERVIEW

SHARE OF DIGITAL ADVERTIS ING FULFILLED VIA PROGRAMMATIC TECHMNOLOGIES iy

WIETH AM

PROGRAMMATIC'S
SHARE OF TOTAL DIGITAL
ADVERTISING SPEND

YEAR-ON-YEAR CHANGE IN
PROGRAMMATIC'S SHARE OF
TOTAL DIGITAL ADVERTISING SPEND

ANNUAL SPEND ON
PROGRAMMATIC
ADVERTISING (USD)

YEAR-ON-YEAR CHANGE
IN PROGRAMMATIC
ADVERTISING SPEND (USD)

97.3% +1.0% $791.1 +24.4%

+96 BPS MILLION +$155 MILLION

SOUMRCE: STATESTA, D0G ITAL MARKET CUUTLOHE. SEE STATESTA COM FOR MOSE DETARLS. NOTES: FIGUR S REFRESEMTESTIMATES FOHR FULLYEAR 2021, AR D OOMPARISOMS WITH EQUNVALENT VMLIES FOR we
THE M EVIOU S CAE RDAR YEAR FikbRCLAL VMIUIES ARE B LS. DOLLARS. DOES WOT N OLUDE ADVERTISING BEYERUES ASS OCLATED WATH EM AL MARSETENG, ALDEC ADS | BNFIL ENCER MABETING, F,
e SPOBMSOESHIFS, FRODUCT FLACEMERT, OR COMMES SIOHM-BASED A FFRILATE SYSTEMS. FERCEMTAGE CHARMGE VMLLIES ARF BELATIVE |LE AR BN CREASE OF 205 FROM A STARTIMNG VALUEOF 5075 WOULD BEUAM urel- h{ KEPIUS
O 700 “BPS™ Wbl ES FEFEESEN TBASIS POENTS, ARND BNISCATE ARS CLUUTE OHAMGE. COMPAR ABILITY: BASE CHARNGES. FEZUEES ARE NOT COMPARABLE YWiITH PREEVIOUS REFCHETS

social



MORE INFORMATION



FIND THOUSANDS OF REPORTS EXPLORING DIGITAL TRENDS IN EVERY COUNTRY IN THE WORLD IN QUR FREE OMLINE LIBRARY:

DATAREPORTAL.COM/LIBRARY



We are a global socially-led creative agency, with unrivaled
social media expertise.

With 1,000+ people in 15 offices spanning four continents, we
deliver a global perspective to our clients in a time when social
media is shaping culture.

We make ideas powered by people. We understand social
behaviours within online communities, cultures and
subcultures, spanning the social and gaming landscape.

We work with the world’s biggest brands, including adidas,
Samsung, Netflix and Google, to reach the right people in a

strategic, relevant and effective way.

wearesocial.com

we
are,
SOCIa



@

DIGITAL
BRIEFINGS

Interactive briefings that
make it easy tuimap track of

digital 111E|n|:|5, identify
how avolving behavicurs
will impact future success.

LEARM MORE »

MAKE SENSE OF DIGITAL TRENDS

Kepios helps the world understand what's really happening online.
In addition fo producing the Global Digital Reports, we also offer:

-l
7N

KEYNOTE
PRESENTATIONS

Custom keynote presentations
that bring the latest digital
trends to life at conferances,
events, and privale mesfings,
whather enline or in person.

LEARM MORE »

Learn more at kepios.com

@

ADVISORY
SERVICES

REPORTS
& CONTENT

CONSUMER
RESEARCH

Adcl m.r team's exparience
to your decision-

m:ﬂmg A‘VCJE‘J;E through

o, refained udwsurr, or
nﬂ“:‘m for one-off sessions.

LEARMN MORE *

W research and produce
white-label content and co-

branded reports that offar
rich insights into what people

everywhere are doing online.

LEARM MORE *

Go beyond headlines and
hyp-uﬂﬁaashmdammﬂ

what people are muﬂ':dcmg

online, and tum insights info
adtionable plans results.

LEARM MORE *

(X KEPIOS



Get closer to your audience with
the world’s largest study on the
online consumer

18M-:- 40,000 4,000+ 40-

consumers data points brands markets

.— Book free demo

GWI.



Statista - a universe of data

.,
a8
oY

CL)

Diversity of industries
and topics

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

SOUrCes.

X

Quick help
for all cases

With 5tatista, users can obtain
comprehensive overviews and conduct
targeted research - with minimal time

expenditure.

Global data from
nuMerous countries

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

from all over the world are highlighted.

Ya’

Reliable and efficient
research basis

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

the media trust our service.

CLICK HERE TO DISCOVER OUR ACCOUNTS

"f \ AND FIND DATA FOR YOUR BUSINESS COSMOS

statista ¥a



GSMA Definitive data and analysis

Intelligence for the mobile industry

3 GIObaI ~— Serves over
Offices m 800 2o 40,000

DN B organisations users worldwide
\./ Delhi \°/Barcelona f:; London

Topical and
Extensive Tlnl?lely Pinpoint Industry
Datasets Research Accuracy Trusted

We provide data on every mobile Annually, 65MA Intelligence Our forecasting experts provide a We serve a wide array of industries in the
operator in every country publishes over 100 reports and five-year (and beyond) view into the mobile ecosystem and beyond, including
worldwide, with over 30 million exclusive analyses, adding greater future, enabling long-term investment most of the world’s mobile operators plus
data points, updated daily. insight into our data and planning. Updated quarterly, our major vendors, regulators, international
supporting our customers in forecasts are consistently accurate institutions and vertical sectors ranging

making stronger business choices. within +/- 2.5 % of reported data. from automotive to retail.



https://zalo.me/g/teqfee830

<) SEMRUSH

Semrush .lrends

Data. Insights. Impact.

semrush .Trends provides instant market overview
and competitive digital insights for those who are
looking to grow their business.

It enables an in-depth view of market conditions
and trends for creating a growth-driven marketing
strategy.

Accurate data for real-time market
and competitive insights

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

A single solution with 50+ tools
for your strategic vision


https://zalo.me/g/pnjakh978

@ APP ANNIE

We Fuel Successful
Mobile Experiences & Monetization

International
Expansion

Competitive
Intelligence

Praduct Development
& Roadmap Planning

Ad Monetization
Optimization

Business
Development

Driving Organic Search
& Paid User Acquisition

DEMO TODAY



https://zalo.me/g/pnjakh978

B 100M+ H 4.7M+

Similarweb

provides insights 4

for any website, ® B0y 20
app, industry and

market @ 1B+ = 250M+

Search Terms E-commerce
product SKUs

& similarweb


https://zalo.me/g/pnjakh978

The friend that
can be ready in
minutes.

Request a demo today

or visit locowise.com to learn more about your new best friend

Save time and money in
minutes with our presentation
ready social media reports.

Use our analytic expertise

to quickly find vital data and
insights about you, your clients,
competitors and potential new
business opportunities,

Be the one who can be ready
in minutes.

ocowise @

Your best friend in social
media management


https://zalo.me/g/pnjakh978

NOTES ON DATA VARIANCE, MISMATCHES, AND CURIOSITIES

Mote: This page is a summary of our comprehen sive
notes on data variance, potential mismaiches,

and curiosities, which you can read in full at
https.//datareportal.com,/note s-on-data,

This report features data from a wide variety of
different sources, including market research agendies,
internet and social media companies, governments,
public bodies, news media, and private individuals, as
well as extrapolations and analysis of that data.

Wherever possible, we've prioritised data sources
that provide broader geographical coverage, in
order to minimise pofential variations between daia
points, and to offer more reliable comparison across
countries. However, where we believe that standalone
metrics provide a more reliable reference, we use such

standalone numbers fo ensure more accurate reporting.

Please note that some data points may only be
available for a limited selection of countries, so we
may not be able to report the same data in all reports.

From time to time, we may also change the source(s)
that we use to inform specific data points. Asa nesul,
some figures may appear to change in unexpecied
ways from one report to another. Wherever we're
aware of these changes, we include details in the

footnotes of each relevant chart, but please use cavfion
when comparing data from different reports, because
changes to research samples, base data, research
methodologies, and approaches io reporting may
mean that values are not comparable.

Furthermore, due to the differing data collection and
treatment methodologies, and the different periods
during which data have been collected, there may be
significant differences in the reported metrics for similar
data points throughout this report. For example, data
from surveys often varies over time, even if that data
has been collected by the same organisation using the
same approach in each wave of their research.

In particular, reports of internet user numbers vary
considerably between ditferent sources and over time.
In part, this is because there are significant challenges
associated with collecting, analysing, and publishing
infernet user data on a regular basis, not least because
research into public internet use necessitates the use of
face-to-face surveys. Different organisations may also
adopt different approaches to sampling the population
for research into internet use, and variations in areas
such asthe age range of the survey population, or the
balance between urban and rural respondents, may
play an important role in determining eventual findings.
Mote that COVID-19 has limited internet user nesearch.

Prior to our Digital 2021 reports, we included data
sourced from social media platforms” self-service
advertising tools in our calculations of internet user
numbers, butwe no longer include this data in our
internet user figures. This is because the user numbers
reported by social media platforms are typically based
on active user accounts, and may not represent unique
individuals. For example, one person may maintain
more than one active presence (account) on the same
social media platform. Similarly, some accounts may
represent ‘non-human’ entifies, including: pets and
animals; historical figures; businesses, causes, groups,
and organisations; places of interest; etc.

As a result, the figures we report for social media users
may exceed internet user numbers. However, while this
may seem counter-intuitive or surprising, such instances
do not represent errors in the data or in our reporting.
Rather, these differences may indicate delays in the
reporting of internet user numbers, or they may indicate
higher instances of individuals managing multiple
social media accounts, or non-human’ social media
accounts.

If you have any questions about specific data

points in these reports, or it you'd like to offer your
organisation’s dala for consideration in future reports,
please email our reports team: reports@kepios com.


https://zalo.me/g/pnjakh978

DISCLAIMER AND IMPORTANT NOTES

This report has been compiled by Kepios Pte.
Lid. (“Kepios") on behalf of We Are Social
Lid. (“We Are Social”) for informational
purposes only, and relies on data from a wide
variety of sources, including but not limited

to public and private companies, market
research firms, government agencies, NGOs,
and private individuals.

While Kepios and We Are Social sirive to
ensure that all data and charts contained in
this report are, as at the time of publishing,
accurate and up-to-date, neither Kepios, nor
We Are Social, nor any of the other featured
brands and organisations shall be responsible
for any errors or omissions contained in this
report, or for the results obtained from its use.

All information contained in this report

is provided “as is”, with no guarantee
whatsoever of its accuracy, completeness,
correctness or non-infringement of third-
party rights and without warranty of any
kind, express or implied, including without
limitation, warranties of merchantability or
fitness for any particular purpose.

This report contains data, tables, figures,
maps, flags, analyses and technical notes
that relate to various geographical territories
around the world, however reference to
these territories and any associated elements
lincluding names and flags) does not imply
the expression of any opinion whatsoever
on the part of Kepios, We Are Social, or
any of the featured brands, nor any of those
organisations’ pariners, affiliates, employees
or agents, concerning the legal status of

any country, territory, city or area or of its
authorities, or conceming the delimitation of
its frontiers or boundaries.

This report is provided with the understanding
that it does not constitute professional

advice or services of any kind and

should therefore not be substituted for
independent investigations, thought or
judgment. Accordingly, neither Kepios, nor
We Are Social, nor any of the brands and
organisations featured or cited herein, nor any
of their partners, affiliates, group companies,
employees or agents shall, to the fullest
extent permitted by law, be liable to you or

anyone else for any direct, indirect, punitive,
incidental, special, consequential, exemplary
or similar loss or damage, or loss or damage
of any kind, sutfered by you or anyone else as
a result of any use, action or decision taken by
you or anyone else in any way connected to
this report or the information contained herein,

or the result(s) thereof, even if advised of the
possibility of such loss or damage.

This report may contain reference to third-
party data providers, however this report
does not endorse any such third parties or
their products or services, nor is this report
sponsored by, endorsed by or associated with
such third parties.

Except for those portions of this report relating
to the perspectives of We Are Social, this
report and any opinions contained herein
have been prepared by Kepios, and have not
been specifically approved or disapproved
by We Are Social. This report is subject fo
change without notice. To ensure you have the
most recent version of this report, please visit
our website at htips://datareportal.com,/
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DIGITAL TRANSFORMATION COMMUNITY
- Chuyén déi s6 Viét Nam


https://www.facebook.com/groups/VietnamDX



