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FIND THOUSANDS OF REPORTS EXPLORING DIGITAL TRENDS IN EVERY COUNTRY IN THE WORLD IN OUR FREE ONLINE LIBRARY:

DATAREPORTAL.COM/LIBRARY



IMPORTANT NOTES ON COMPARING DATA

The findings published in this report use the latest data available at the time 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 to inform specific data points, and we may also change
how we calculate certain values. Similarly, our data partners may change the ways in which they source, calculate, or report
the data that they share with us. As a result, findings published in this report may not correlate with findings published
in our previous reports, especially where such findings represent change over time (e.g. annual growth). Where we report
figures for change over time, such figures will use the latest available data, so we recommend using the values published
in this report, rather than trying to recalculate such values using data from previous reports. Wherever we're aware of the
potential for historical mismatches, we've included a note on comparability in the footnotes of each relevant slide. Please
read these advisories carefully to understand how data sources or calculations have changed since previous reports, and
beware of making any comparisons with historical data. In addition to changes in data sources and calculations, please
nofe 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, efc.). As a result, the figures we publish for social media users may exceed the figures we publish for fotal
population or for internet users. This may seem counter-intuitive, but such differences do not represent mistakes. For more
information, please read our notes on data variance, mismatches, and curiosities: htips://datareportal.com/notes-on-data.
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GLOBAL DIGITAL HEADLINES

OVERVIEW OF THE ADOPTION AND USE OF CONNECTED DEVICES AND SERVICES AT A WORLDWIDE LEVEL

TOTAL MOBILE INTERNET
POPULATION CONNECTIONS USERS

791 8.28 4.95

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

57.0% 104.6% 62.5%

ACTIVE SOCIAL
MEDIA USERS

4.62

BILLION

YEAR-ON-YEAR CHANGE

+10.1%

TOTAL vs. POPULATION

58.4%
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INTERNET ADOPTION

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

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

ACTIVE SOCIAL MEDIA USERS AS A PERCENTAGE OF THE TOTAL POPULATION [NOTE: USERS MAY NOT REPRESENT UNIQUE INDIVIDUALS)
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SHARE OF GLOBAL SOCIAL MEDIA USERS

ACTIVE SOCIAL MEDIA USERS IN EACH REGION AS A PERCENTAGE OF TOTAL GLOBAL ACTIVE SOCIAL MEDIA USERS
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MOBILE CONNECTIVITY 5

CELLULAR MOBILE CONNECTIONS COMPARED WITH TOTAL POPULATION 14
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EXPLORE OUR COMPLETE COLLECTION OF DIGITAL 2022 GLOBAL DATA

s

DIGITAL 2022 DIGITAL 2022

GLOBAL OVERVIEW REPORT LOCAL COUNTRY HEADLINES REPORT
CLICK HERETO READ OUR FLAGSHIP DIGITAL CLICK HERE TO READ OUR DIGITAL 2022
2022 GLOBAL OVERVIEW REPORT, PACKED LOCAL COUNTRY HEADLINES REPORT, WITH
WITH ALL THE NUMBERS YOU NEED TO MAKE ESSENTIAL STATS FOR DIGITAL ADOPTION

SENSE OF THE CURRENT STATE OF DIGITAL IN EVERY COUNTRY AROUND THE WORLD
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BRAVE NEW WORLDS

You've heard about the metaverse, right? Actually, 87% 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 web3? Or blockchain? Do you know what
an NFT is?

As weé've 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, rushing 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 people
aged 18+ who use social media daily from the US, UK, France,
Italy, China and Australia.

PARTNER CONTENT
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1. IN-FEED SYLLABUSES
SOCIAL IS BEING REPURPOSED AS A SPACE FOR
SELF-DIRECTED LEARNING

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

3. PRIME TIME PLATFORMS
SOCIAL HAS LEVELLED UPFROM ITS ROLEAS A
SECOND SCREEN

4. SOCIAL CYNICISM
CREATORS ARE FIGHTING TO OVERCOME THE TROPES
OF SOCIAL

5. NEW MATERIALISTS
PEOPLE ARE INVESTING IN DIGITAL CONTENT
AND CREATIVITY
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ESSENTIAL DIGITAL HEADLINES [E

OVERVIEW OF THE ADOPTION AND USE OF CONNECTED DEVICES AND SERVICES
SR1LA

TOTAL CELIULAR MOBILE INTERNET ACTIVE SOCIAL
POPULATION CONNECTIONS USERS MEDIA USERS

21.54 32.29 11.34 8.20

MILLION MILLION MILLION MILLION
URBANISATION vs. POPULATION vs. POPULATION vs. POPULATION

19.1% 149.9% 52.6% 38.1%



DIGITAL GROWTH m

CHANGE IN THE USE OF CONNECTED DEVICES AND SERVICES OVER TIME

SRILA

TOTAL CELLULAR MOBILE INTERNET ACTIVE SOCIAL
POPULATION CONNECTIONS USERS MEDIA USERS

+0.4% +3.2% +4.9% +3.8%

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

+81 THOUSAND +1.0 MILLION +528 THOUSAND +300 THOUSAND

A SOURCES: UNTED NATION S LS. CENSUS BUREAL, GOVERNMENT BODIES, GSMA INTELDGENCE ITU, G WA, EURCISTAT OUNIC: AR CIA WORLD FACTROOK: COMPANY ADVERTISING RESOURCES AND we



TOTAL
POPULATION

21.54

MILLION

URBAN
POPULATION

19.1%

FEMALE
POPULATION

52.1%

POPULATION DENSITY
(PEOPLE PER KM?)

343.4

POPULATION ESSENTIALS

DEMOGRAPHICS AND OTHER KEY INDICATORS

MALE
POPULATION

47.9%

OVERALL UTERACY
(ADULTS AGED 15+

92.3%

YEAR-ON-YEAR CHANGE
IN TOTAL POPULATION

+0.4%

+81 THOUSAND

FEMALE UTERACY
(ADULTS AGED 15+

91.6%

[

SRILA

MEDIAN AGE OF
THE POPULATION

34.5

MALE UTERACY
(ADULTS AGED 154

93.0%

we



POPULATION OVER TIME

TOTAL POPULATION AND YEAR-ON-YEAR CHANGE

205M 206 M

ALYSIS NOTE: WHERE LETTERS ARESHOWN NEXT TO RGURES ABOVE BARS, “K* DENOTES THOUSANDS we



TOTAL
POPULATION

21.54

MILLION

POPULATION
AGED 25-34

12.6%

POPULATION BY AGE

SHARE OF THE TOTAL POPULATION BY AGE GROUP

POPULATION
AGED 0-4

7.5%

POPULATION
AGED 35-44

13.5%

POPULATION
AGED 5-12

12.4%

POPULATION
AGED 45-54

12.7%

POPULATION
AGED 13-17

7.9%

POPULATION
AGED 55-64

11.2%

[

SRILA

POPULATION
AGED 18-24

10.1%

POPULATION
AGED 65+

12.1%

we
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OVERVIEW OF INTERNET USE m

ESSENTIAL INDICATORS OF INTERNET ADOPTION AND USE

SRILA

TOTAL INTERNET USERS AS YEAR-ON-YEAR CHANGE MOBILE INTERNET PROXY":
INTERNET A PERCENTAGE OF IN THE NUMBER OF SHARE OF SOCIAL MEDIA USERS
USERS TOTAL POPULATION INTERNET USERS ACCESSING VIA MOBILE DEVICES

11.34 52.6% +4.9% 98.8%

MILLION +528 THOUSAND

we



INTERNET USERS OVER TIME m

NUMBER OF INTERNET USERS AND YEAR-ON-YEAR CHANGE

SRILA

108 M

104 M

894 M
798 M
538 M
37TM
307 M
' ' [“/A]
+18.5% +10.0% +3.8% +4.9%

JAN JAN JAN JAN JAN JAN JAN JAN

2012 201 3 2014 2015 201 6 2017 2018 2019 2020 2021 2(

SOURCES: KEFOS ANALYSIS, TTU, GEMA INTELUGEN EURCS TAT, WY GA WORLD FACTE OO ONNIC, ARIR LOCAL GOVERNM ENT AUTHORITIS . NOTE: WHERE LETTERS ARE SHOWN NBXT TO RGURES
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INTERNET USER PERSPECTIVES

INTERNET USER NUMBERS PUBLISHED BY DIFFERENT SOURCES

INTERNET USERS: INTERNET USERS: INTERNET USERS:
mu CIA WORLD FACTBOOK INTERNETWORLDSTATS

/.54 7.54 797

MILLION MILLION MILLION
vs. POPULATION vs. POPULATION vs. POPULATION

35.0% 35.0% 37.0%

) ADOFTION RATES IN EACH



INTERNET ACCESS IN PERSPECTIVE m

ACCESS TO THE INTERNET IN THE CONTEXT OF ACCESS TO OTHER LIFE ESSENTIALS, AS A PERCENTAGE OF TOTAL POPULATION

SRILAS

USES THE HAS ACCESS HAS ACCESS TO BASIC HAS ACCESS TO EARNS LESS THAN
INTERNET TO ELECTRICITY DRINKING WATER BASIC SANITATION USD $3.20 PER DAY

52.6% 100.0% 92.2% 93.7% 11.0%



INTERNET CONNECTION SPEEDS m

MEDIAN DOWNLOAD SPEEDS (IN MEGABITS PER SECOND) OF MOBILE AND FIXED INTERNET CONNECTIONS
S LA

MEDIAN DOWNLOAD SPEED YEAR-ON-YEAR CHANGE MEDIAN DOWNLOAD YEAR-ON-YEAR CHANGE
OF CELLULAR MOBILE IN MEDIAN CELLULAR MOBILE SPEED OF FIXED IN MEDIAN FIXED INTERNET
INTERNET CONNECTIONS INTERNET CONNECTION SPEED INTERNET CONNECTIONS CONNECTION SPEED

13.00 +21.8% 18.20 +21.5%

MBPS +2.33 MBPS MEBPS +3.22 MBPS

A  SOURCE: 0OXIA NOTE FIGURE




SHARE OF WEB TRAFFIC BY DEVICE m

PERCENTAGE OF TOTAL WEB PAGES SERVED TO WEB BROWSERS RUNNING ON EACH KIND OF DEVICE

MOBILE LAPTOP AND TABLET OTHER
PHONES DESKTOP COMPUTERS DEVICES DEVICES

61.31% 37.38% 1.30% 0%

YEAR-ON-YEAR CHANGE YEAR-ON-YEAR CHANGE YEAR-ON-YEAR CHANGE YEAR-ON-YEAR CHANGE
+0.1% (+8 BPS) -0.2% (-8 BPS) [UNCHANGED] [UNCHANGED]

A SOURCE: STATCOUNTER NOVES: FIGURE REPRESENT THE NUMBER OF WES PAGES SERVED TO BROWSERS RUNNING ON EACHTYPE OF DEVICE COMPASED WITH THE TOTALNUMBER OF WER MGES SERVED we



CHROME

73.67%

YEAR-ON-YEAR CHANGE
-0.4% (-29 BPS)

SAMSUNG INTERNET

4.76%

SAFARI

5.37%

YEAR-ON-YEAR CHANGE
-3.8% (-21 BPS)

OPERA

3.48%

SHARE OF WEB TRAFFIC BY BROWSER

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

MICROSOFT EDGE

8.17%

YEAR-ON-YEAR CHANGE
+86.1% (+378 BPS)

UC BROWSER

2.02%

YEAR-ON-YEAR CHANGE YEAR-ON-YEAR CHANGE YEAR-ON-YEAR CHANGE
-13.3% (-73 BPS) -16.1% (-67 BPS) -33.6% (-102 BPS)
A SOURCE: STATCOUNTER. NOVES: FIGURE REPRESENT THE NUMBER OF PAGE VEWS SERVED TO EACH BROWSER AS A PERCENTAGE OF TOTAL PAGE VIEWS SERVED 1O WES BROWSERS RUNNING ON ANY 1ND

[

SRILA

FIREFOX

2.21%

YEAR-ON-YEAR CHANGE
-15.6% (-41 BPS)

OTHER

0.32%

YEAR-ON-YEAR CHANGE

-58.4% (-45 BPS)

we



MOST-VISITED WEBSITES: ALEXA RANKING

RANKING OF THE MOST-VISITED WEBSITES ACCORDING TO ALEXA INTERNET, BASED ON TOTAL MONTHLY WEBSITE TRAFFIC

SRILA

# WEBSITE TIME PER DAY PAGES PER DAY #  WEBSITE TIME PER DAY PAGES PER DA
01 GOOGLECOM 17M 265 18.49 11 EBAY.COM 09M 555 781
02 YOUTUBECOM 19M 225 10.53 12 ADADERANA.LK 05M 575 348
03 FACEBOOK.COM 17M 465 8.56 13 GOSSIPLANKANEWS.LK 05M 025 340
04 GOOGIELK 06M 095 7.59 14 WIKIPEDIAORG 03M 395 305
05 DARAZLK 07M 385 6.03 15 YAHOO.COM 05M 165 488
06 ZOOM.US 06M 275 3.52 16 SAMPATHVISHWA.COM 07M 158 157
07 HIRUFM.IK 06M 515 3.60 17  AMAZON.COM 11M 185 1022
08 IKMAN.LK 10M 078 8.85 18 CANVACOM 07M 445 455
09 HIRUNEWS.IK 12M 055 4.80 19 ESPNCRICINFO.COM 06M 185 377
10 ALEXPRESS.COM 09M 395 7.99 20 FIVERR.COM 11M 145 677

we



SEARCH ENGINE MARKET SHARE

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

GOOGILE

97.73%

YEAR-ON-YEAR CHANGE
+0.07% (+7 BPS)

YANDEX

0.01%

YEAR-ON-YEAR CHANGE
[UNCHANGED]

A SOURCE: STATCOUNTER NOVES: FIGURE: REPRESENTTHE NUMBER OF PAGE VEW REERRALS ORIG

BING

1.64%

YEAR-ON-YEAR CHANGE
+10.1% (+15 BPS)

DUCKDUCKGO

0.05%

YEAR-ON-YEAR CHANGE YEAR-ON-YEAR CHANGE
[UNCHANGED] [UNCHANGED]
NATING FROM EACH SERVICE AS A FER CENTAGE OF TOTAL PAGE VIEW REERREALS ORIG INATING FROM

BAIDU

(o)
0%
YEAR-ON-YEAR CHANGE
[UNCHANGED]

ECOSIA

0.01%

10

SRI LA

YAHOO!

0.47%

YEAR-ON-YEAR CHANGE

-39.0% (-30 BPS)

OTHER

0.09%

YEAR-ON-YEAR CHANGE
+800% (+8 BPS)

we



#

01
02
03
04
05
06
074
08
09

10

SEARCH QUERY

SRI LANKA

GOOGIE

TRANSLATE

YOUTUBE

GOOGIE TRANSLATE
FACEBOOK
WHATSAPP

ENGLISH TO SINHALA
GOSSIP

GOSSIP LANKA

100

37

35

27

22

21

19

18

15

13

TOP GOOGLE SEARCHES

QUERIES WITH THE GREATESTVOLUME OF GOOGLE SEARCH ACTIVITY BETWEEN O1 JANUARY 2021 AND 31 DECEMBER 2021

R 2021 NOTES: ANY SPELL
~LIAANTET Bl MM\ DTSN E

1
12
13
14
15
16
17
18
19

20

WHATSAPP WEB

FB

IKMAN.LK

DIALOG

FUCK

CAR

TRANSLATE TO SINHALA
WALLPAPER

TRANSLATE ENGLISH TO SINHALA

WEATHER

we

10

10

10

4

SRILA

# SEARCH QUERY INDEX
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OVERVIEW OF SOCIAL MEDIA USE

HEADLINES FOR SOCIAL MEDIA ADOPTION AND USE [NOTE: USERS MAY NOT REPRESENT UNIQUE INDIVIDUALS)

NUMBER OF SOCIAL
MEDIA USERS

8.20

MILLION

YEAR-ON-YEAR CHANGE
IN SOCIAL MEDIA USERS

+3.8%

+300 THOUSAND

SOCIAL MEDIA USERS
vs. TOTALPOPULATION

38.1%

FEMALE SOCIAL MEDIA USERS
vs. TOTAL SOCIAL MEDIA USERS

36.6%

SOCIAL MEDIA USERS
vs. POPULATION AGE 13+

47.6%

MALE SOCIAL MEDIA USERS
vs. TOTAL SOCIAL MEDIA USERS

63.4%

SRI LA



SOCIAL MEDIA USERS OVER TIME m

NUMBER OF SOCIAL MEDIA USERS AND YEAR-ON-YEAR CHANGE

2014 201 5 201 6 201 7 201 8 201 9 2 020 2021 20

SRILA

SOURCES: * ANADYSES, COMPANY ADVERTIEIN G RESOURCES AND EARNING 5 ANNOUN CEMENTS. NOTE WHERE LETTERS AR FOWNNET T ARES ABOVE BARS, K" DENOTE THOUSANDS .
‘ 177 ¥ = 17710 "0 VTS LA I T e BT | AAITY "7 AL/ TEC 3 AN s 1 o 1 TN N VI AAAISDE AN ITTTED IC BOECEsIr VAILIDS ADE € i™uMml A © 1T  AFANEIEN. we



WEB TRAFFIC REFERRALS FROM SOCIAL MEDIA m
SHARE OF WEB TRAFFIC ARRIVING ON THIRD-PARTY WEBSITES VIA CLICKS OR TAPS ON LINKS PUBLISHED IN SOCIAL MEDIA PLATFORMS (ANY DEVICE) :
SRILA
FACEBOOK TWITTER PINTEREST INSTAGRAM YOUTUBE

68.65%

YEAR-ON-YEAR CHANGE
+12.0% (+736 BPS)

REDDIT

0.59%

YEAR-ON-YEAR CHANGE
+90.3% (+28 BPS)

I SOVRCE STATCOUNTER NOTES: AR DOES I
MIAN AGIE M ATEMOMAC AR Y ENVYIiEee AT - 11150

3.54%

YEAR-ON-YEAR CHANGE
-46.1% (-303 BPS)

TUMBLR

0.32%

YEAR-ON-YEAR CHANGE
+146% (+19 BPS)

7.80%

YEAR-ON-YEAR CHANGE
-43.3% (-595 BPS)

LUNKEDIN

0.45%

YEAR-ON-YEAR CHANGE
+80.0% (+20 BPS)

2.00%

YEAR-ON-YEAR CHANGE
+174% (+127 BPS)

VKONTAKTE

0.04%

YEAR-ON-YEAR CHANGE
+33.3% (+1 BP)

16.59%

YEAR-ON-YEAR CHANGE
-2.0% (-34 BPS)

OTHER

0.03%

YEAR-ON-YEAR CHANGE
+200% (+2 BPS)

we



SOCIAL MEDIA PLATFORMS



CHANGES IN META'S DATA REPORTING

In Q4 2021, Meta made some important changes fo how its self-service tools report the
potential advertising reach of its platforms, including a move to publishing audience figures as
a range instead of as an absolute number. Our analysis suggests that Meta also revised its base
data, resulting in some important corrections 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 notes on
data variance, potential mismatches, and curiosities: hiips://datareporial.com/notes-on-data.



FACEBOOK: ADVERTISING AUDIENCE OVERVIEW m

THE POTENTIAL AUDIENCE THAT MARKETERS CAN REACH WITH ADS ON FACEBOOK
SRILAS
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 AS A PERCENTAGE OF AS A PERCENTAGE OF THAT FACEBOOK THAT FACEBOOK
ADS ON FACEBOOK TOTAL POPULATION POPULATION AGED 13+ REPORTS IS FEMALE REPORTS IS MALE

7.15 33.2%

MILLION

36.4% 63.6%

we



DEVICES USED TO ACCESS FACEBOOK m

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

SRILA

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

98.8% 1.2% 11.3% 87.4%



FACEBOOK ACTIVITY FREQUENCY [E

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

SRILA

FACEBOOK PAGES POSTS “LIKED" IN THE COMMENTS MADE IN POSTS SHARED IN THE ADS CLICKED OR TAPPE
“LIKED" (LIFETIME) PREVIOUS 30 DAYS THE PREVIOUS 30 DAYS PREVIOUS 30 DAYS IN THE PREVIOUS 30 DA
FEMALE MALE FEMALE MALE FEMALE MALE FEMALE MALE FEMALE MALE



YOUTUBE: ADVERTISING AUDIENCE OVERVIEW m

THE POTENTIAL AUDIENCE THAT MARKETERS CAN REACH WITH ADS ON YOUTUBE

SRILA
POTENTIALREACH OF YOUTUBE AD REACH YOUTUBE AD REACH vs. YEAR-ON-YEAR CHANGE
ADS ON YOUTUBE vs. TOTAL POPULATION TOTAL INTERNET USERS IN YOUTUBE AD REACH
o O
6.68 31.0% 58.9%
MILLION
YOUTUBE'S ADVERTISING YOUTUBE'S AD REACH AGE 18+ FEMALE YOUTUBE AD REACH AGE 18+ MALE YOUTUBE AD REACH AGE 18+
REACH: USERS AGED 18+ vs. TOTAL POPULATION AGE 18+ vs. TOTALYOUTUBE AD REACH AGE 18+  vs. TOTALYOUTUBE AD REACH AGE 18

5.42 34.9% 39.1% 60.9%

MILLION

SOURCES: GOOGLES ADVERTIGING RESOURCES, XEPIOS ANALYSS . ADVISORY: AUTIENCE RGURES MAY NOT REPRES ENT UNIKGUE INDIVIDUALS, AND MAY NOT MATOH EQUIVAIENT FIGURES FOR THETOTAL we
‘ A TAE 110D GA CE DMANER. MATA ADE ST AVAN ASSE L0 AL AW ATICRIC. VI IDEC BATEN A0 AVAN AT 1T AT IAIC ALY FITN DT ATAEDTICOI S DEC/ "V I EC MABY O B IICAL A EAlnTD AMEY AE T\ATA B0



TOP YOUTUBE SEARCHES

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

SRILA

# SEARCH QUERY # SEARCH QUERY INDEX

01 SONG 100 11 TAMILSONG 11
02 SONGS 68 12 NADAGAM KARAYO TELEDRAMA 11
03 TAMILMOVIE 23 13 TAMIL MOVIES 10
04 SONGS SINHALA 17 14 FilM 10
05 NEWSONG 16 15 BTS 10
06 TAMILFULLMOVIE 16 16 DEWENI INIMA : Q
07 TAMILSONGS 14 17 VINI 9
08 SINHALA SONG 14 18 NADAGAMKARAYO 8
09 CARTOON 13 19 RAP 8
10 NADAGAM KARAYO 12 20 TIKTOK 8

we



INSTAGRAM: ADVERTISING AUDIENCE OVERVIEW

THE POTENTIAL AUDIENCE THAT MARKETERS CAN REACH WITH ADS ON INSTAGRAM

SRILA
TOTAL POTENTIAL REACH INSTAGRAM AD REACH QUARTER-ON-QUARTER CHANGE YEAR-ON-YEAR CHANGE
OF ADS ON INSTAGRAM vs. TOTALPOPULATION IN INSTAGRAM AD REACH ININSTAGRAM AD REACH
O o) O
1.55 7.2% -3.1% +19.2%
MILLION -50 THOUSAND +250 THOUSAND
INSTAGRAM AD REACH INSTAGRAM AD REACH FEMALE INSTAGRAM AD REACH MALE INSTAGRAM AD REACH
vs. TOTAL INTERNET USERS vs. POPULATION AGED 13+ vs. TOTALINSTAGRAM AD REACH vs. TOTALINSTAGRAM AD REACH

9.0% 35.6% 64.4%

IVERTIS ING RESOURCES, XEMOS ANAIYSES. ADVISORY: AUDIENCE FIGURE MAY NOT SERESENT UNIGUE INDMD UA
I TID O A S . BTN ATU AL AN O A Al s BITEDAIET 1 IC5DC MAAY SV TED 1AM I &= T 'Y 108 A~ ATE »

[
-~
F4
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MESSENGER: ADVERTISING AUDIENCE OVERVIEW

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

SRI LA

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 AS A PERCENTAGE OF AS A PERCENTAGE OF THAT MESSENGER THAT MESSENGER

ADS ON MESSENGER TOTAL POPULATION POPULATION AGED 13+ REPORTS IS FEMALE REPORTS IS MALE

3.80 17.6%

MILLION

35.1% 64.9%



TOTAL POTENTIAL REACH
OF ADS ON LINKEDIN

1.50

MILLION

LINKEDIN AD REACH
vs. TOTAL INTERNET USERS

13.2%

LINKEDIN AD REACH
vs. TOTAL POPULATION

7.0%

LINKEDIN AD REACH
vs. POPULATION AGED 18+

QUARTER-ON-QUARTER CHANGE
IN LINKEDIN AD REACH

0%

[UNCHANGED]

FEMALE LINKEDIN AD REACH
vs. TOTAL LINKEDIN AD REACH

41.9%

LINKEDIN: ADVERTISING AUDIENCE OVERVIEW m

THE POTENTIAL AUDIENCE THAT MARKETERS CAN REACH WITH ADS ON LINKEDIN

SRILA

YEAR-ON-YEAR CHANGE
IN LINKEDIN AD REACH

+15.4%

+200 THOUSAND

MALE LUNKEDIN AD REACH
vs. TOTAL LINKEDIN AD REACH

58.1%

we



TWITTER: ADVERTISING AUDIENCE OVERVIEW [E

THE POTENTIAL AUDIENCE THAT MARKETERS CAN REACH WITH ADS ON TWITTER
SR1LA

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

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

296.7 2.6%  *+1.8%

THOUSAND +5,300




MOBILE



MOBILE CONNECTIVITY m

USE OF MOBILE PHONES AND DEVICES THAT CONNECT TO CELLULAR NETWORKS

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

32.29 149.9% +3.2% 84.1%

MILLION +1.0 MILLION

A SOURCE: GEMA INTELUGENCE NOVTES: TOTAL CEUILILAR CONNECTHONS BNCILLIDE DEVICES OTHER THAN MOBRE FHONES, BUT EXCULIDE CHLULAR 10T CONNECTIONS. FIGURES MAY SIGNIRCANTIY EXCEED we



CELLULAR MOBILE CONNECTIONS OVER TIME

NUMBER OF CELLULAR MOBILE CONNECTIONS AND YEAR-ON-YEAR CHANGE

313 M 323M

298 M
283 M
262 M

l +7.8% '

Q4 2016 Q4 2017 Q4 2018 Q4 2019 Q4 2020 Q4 202

A SOURCE: G5MA INTELUGENCE NOTE: WHERELETTERS ARE SHOWN NEXTTO RGURES ABOVE BARS, "X* DENCTES THOUSANDS f£ G. 7123 K" = 1230001 *M* DENGTES MILLIONS [EG. "1 23M" = 1,230,000 we



AFFORDABILITY OF MOBILE INTERNET ACCESS m

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

SRILA

PRICE OF THE PRICE OF THE CHEAPEST AVERAGE PRICE OF AVERAGE PRICE OF 1GB
CHEAPEST SMARTPHONE SMARTPHONE HANDSET : 1GB OF CELLULAR OF CELLULAR MOBILE DATA

HANDSET (IN USD) vs. AVERAGE INCOME MOBILE DATA (IN USD) vs. AVERAGE INCOME

$53.86 18.0% @ $0.38 0.1%

A SOURCES: HANDSET RICES: ALUANCE FOR AFFORDABE INTER NET. ACCESS THE FULL DATASET AT AUALORG. MOBIIE DATA FRICES: CA BLE CO.UK, WORLD BANK. COMPAR ABILITY: VA ILIE FOR HAND SET #4 CES we



SHARE OF MOBILE WEB TRAFFIC BY MOBILE OS m

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

SRiLA

SHARE OF MOBILE WEB SHARE OF MOBILE WEB SHARE OF MOBILE WEB SHARE OF MOBILE WEB SHARE OF MOBILE WE
TRAFFIC ORIGINATING TRAFFIC ORIGINATING TRAFFIC ORIGINATING FROM TRAFFIC ORIGINATING TRAFFIC ORIGINATINC
FROM ANDROID DEVICES FROM APPLE IOS DEVICES SAMSUNG OS DEVICES FROM KAI OS DEVICES FROM OTHER OS DEVIC

90.65% 9.08% 0.11% 0% 0.16%

YEAR-ON-YEAR CHANGE YEAR-ON-YEAR CHANGE YEAR-ON-YEAR CHANGE YEAR-ON-YEAR CHANGE YEAR-ON-YEAR CHANG|

-0.3% (-25 BPS) +4.6% (+40 BPS) +57.1% (+4 BPS) [UNCHANGED] -54.3% (-19 BP

we
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FINANCIAL INCLUSION FACTORS m

PERCENTAGE OF THE POPULATION AGED 15+ THATOWNS OR USES EACH PRODUCT OR SERVICE
SR1LA

ACCOUNTWITH A CREDIT CARD

DEBIT CARD MOBILE MONEY ACCOUNT
FINANCIAL INSTITUTION OWNERSHIP OWNERSHIP [E.G. MPESA, GCASH)

73.6% 5.3% 32.3% 2.4%

FEMALE MALE FEMALE MALE

73.4% 73.8% 3.8% 7.2% 30.7% 34.1% 1.0% 4.2%

MADE OR RECEIVED DIGITAL MADE A PURCHASE ON THE USED ONLINE BANKING USED THE INTERNET TO
PAYMENTS IN THE PAST YEAR INTERNET IN THE PAST YEAR IN THE PAST YEAR PAY BILLS IN THE PASTYEAR

47.2% 2.7% 7.7 % 4.7 %

FEMALE MALE FEMALE
5.9% 9.8% 29% 7.0%
A SOURCE: \WCRiD SANKX NOTES: SOME RGURES HAVE NOT SEEN UPDATED IN THE PASTYEAR, SO MAY BE 1555 2598

REPRESENTATIVE OF CURRENT BEHAVIOURS. FERCENTAGES ARE OF ADULILT

S AGED 15 AND ABOVE, we



MORE INFORMATION



FIND THOUSANDS OF REPORTS EXPLORING DIGITAL TRENDS IN EVERY COUNTRY IN THE WORLD IN OUR FREE ONLINE 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

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:

al
AN

KEYNOTE
PRESENTATIONS

@

ADVISORY
SERVICES

Interactive briefings that
make it easy to keep track of
digital trends, and identify
how evolving behaviours
will impact future success.

LEARN MORE *

Custom keynote presentations
trcx bring e latest diggtol
trends to life at conferences,
events, and privale meefings,
whether online or in person.

LEARN MORE *

Learn more at kepios.com

Add our team's experience
and insight to your decision-
making. Available through
regular, refained advisory, or

hoc for one-off sessions.

LEARN MORE *

REPORTS CONSUMER
& CONTENT RESEARCH
We research ond produce Go beyond headlines and

white-label content and co-
branded reports that offer
rich insights into what people

everywhere are doing online.

LEARN MORE *

hypotheses to understand
what people are really doing
online, and fum insights info
actionable plans and results.

LEARN MORE *

K KEPIOS



GsMA Definitive data and analysis

Intelligence ¢ ihe mobile industry

3 GIObaI — Serves over
Offices ™ 800 22 40,00(

organisations users worldwide

"/ Delhi (%) Barcelona (%) London

Extensive ;f,:leﬁgl At Pinpoint Industry
Datasets Research Accuracy Trusted

We provide data on every mobile Annually, GSMA Intelligence Our forecasting experts provide a We serve a wide array of industries i
operator in every country publishes over 100 reports and five-year (and beyond) view into the mobile ecosystem and beyond, inclu

worldwide, with over 30 million exclusive analyses, adding greater future, enabling long-term investment most of the world’s mobile operators
data points, updated daily. insight into our data and planning. Updated quarterly, our major vendors, regulators, internatie
supporting our customers in forecasts are consistently accurate institutions and vertical sectors ran

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




NOTES ON DATA VARIANCE, MISMATCHES, AND CURIOSITIES

Note: This page is a summary of our comprehensive
notes on data variance, potential mismaiches,

and curiosities, which you can read in full at
hitps://datareportal.com/notes-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 individudls, 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 variafions between data
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 to 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 sourcels)
that we use to inform specific data points. As a result,
some figures may appear to change in unexpecied
ways from one report to another. Wherever we're
aware of these changes, we include defailsin the

footnotes of each relevant chart, but please use caufion
when comparing data from different reports, because
changes to research samples, base data, research
methodologies, and approaches to 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 different 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 info public internet use necessifates 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.
Note that COVID-19 has limited internet user research.

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 number
reported by social media platforms are typically ba
on active user accounts, and may not represent unig
individuals. For example, one person may maintain
more than one active presence (account) on the san
social media platform. Similarly, some accounts may
represent ‘non-human’ entifies, including: pets and
animals; historical figures; businesses, causes, group
and organisations; places of interest; etc.

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

If you have any questions about spedific data
points in these reports, or if you'd like to offer your
organisation’s data for consideration in future report
please email our reports team: reporis@kepios.com.



DISCLAIMER AND IMPORTANT NOTES

This report has been compiled by Kepios Pte.
Ltd. (“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
(including 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’ partners, 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, offiliates, 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, exempla
or similar loss or damage, or loss or damag
of any kind, suffered by you or anyone else
a result of any use, action or decision taken
you or anyone else in any way connected t
this report or the information contained her
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 v
such third parties.

Except for those portions of this report relat
to the perspectives of We Are Social, this
report and any opinions contained herein
have been prepared by Kepios, and have r
been specifically approved or disapproved
by We Are Social. This report is subject to
change without notice. To ensure you have
most recent version of this report, please vis
our website at https://datareportal.com/.
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