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DEMYSTIFY DIGITAL ILLUSION
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SOURCES: UNITED NATIONS; U.S. CENSUS BUREAU; WORLD BANK; IMF; UNESCO; UNICEF; CIA WORLD FACTBOOK; PEW RESEARCH (ALL LATEST DATA AVAILABLE IN JANUARY 2019). 

ANNUAL CHANGEIN 
POPULATIONSIZE

+0.2%

TOTAL  POPULATION

69.24
MILLION

URBAN  POPULATION

50%

MEDIAN  AGE

40.1
Years old

FEMALE  POPULATION

51.3%

MALE  POPULATION

48.7%

SOURCES: INTERNETWORLDSTATS; ITU; WORLD BANK; CIA WORLD FACTBOOK; LOCAL GOVERNMENT BODIES AND REGULATORY AUTHORITIES; MIDEASTMEDIA.ORG; REPORTS IN REPUTABLE MEDIA. MOBILE SHARE DATA: GLOBALWEBINDEX (Q 2 & Q3 2018 ) ; AND

EXTRAPOLATIONS OF DATA PUBLISHED BY THEldgaYĊhLARGEST SOCIAL MEDIA PLATFORMSVIA EARNINGS RELEASES AND SELF-SERVE ADVERTISINGTOOLS. GLOBALWEBINDEXFIGURESREPRESENTTHE FINDINGS OF A BROAD SURVEY OF INTERNET USERS AGED 16 -64 .

INTERNET USE: DEVICEPERSPECTIVE
BASED ON ACTIVE INTERNET USER DATA, AND ACTIVE USE OF INTERNET-POWERED MOBILE SERVICES

TOTAL NUMBER OF 
ACTIVE INTERNET

USERS

57 Million

INTERNET USERSAS  
A PERCENTAGE OF  
TOTAL POPULATION

82%

MOBILE INTERNET USERS 
AS A PERCENTAGE

OF TOTAL POPULATION

79%
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SOURCE: GLOBALWEBINDEX (Q2 & Q3 2018). FIGURES REPRESENT THE FINDINGS OF A BROAD SURVEY OF INTERNET USERS AGED 16-64. TIMES ARE DAILY AVERAGES, REPORTED 
IN HOURS  AND MINUTES. NOTE: SOME ACTIVITIES MAY TAKE PLACE CONCURRENTLY.

TIME SPENT WITHMEDIA
AVERAGE DAILY TIME SPENT CONSUMING AND INTERACTING WITH MEDIA [SURVEY BASED]

9H 11M

AVERAGE DAILY TIME  
SPENT USING THE  

INTERNET VIA ANY DEVICE

3H 11M

AVERAGEDAILY TIME  
SPENT USING SOCIAL  

MEDIA VIA ANY DEVICE

3H 44M

AVERAGE DAILY TV 
VIEWING TIME  

( broadcast, streaming and video 
on demand)

1H30M

AVERAGE DAILY TIME  
SPENT LISTENINGTO  
STREAMINGMUSIC

FACEBOOK  

YOUTUBE

LINE  

FB MESSENGER 

INSTAGRAM

TWITTER  

SKYPE  

LINKEDIN  

PINTEREST  

WECHAT  

WHATSAPP  

TWITCH  

SNAPCHAT

SINA WEIBO

TUMBLR  

VIADEO

SOCIAL NETWORK

MESSENGER / VOIP

SOURCE:GLOBALWEBINDEX(Q2& Q3 2018).FIGURESREPRESENTTHEFINDINGSOFA
BROADSURVEYOFINTERNETUSERSAGED16-64.

MOSTACTIVESOCIALMEDIAPLATFORMS
PERCENTAGE OF INTERNET USERS WHO REPORT USING EACHPLATFORM [SURVEY BASED]

93%

91%

84%

72%

65%

52%

27%

25%

25%

25%

25%

24%

20%

19%

19%

19%
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SOURCE: GLOBALWEBINDEX (Q2 & Q3 2018). FIGURES REPRESENT THE FINDINGS OF A BROAD SURVEY OF INTERNET USERS AGED 16-64. TIMES ARE DAILY AVERAGES, REPORTED 
IN HOURS  AND MINUTES. NOTE: SOME ACTIVITIES MAY TAKE PLACE CONCURRENTLY.

SOCIAL MEDIA ADVERTISING AUDIENCES
A COMPARISON OF THE TOTAL ADDRESSABLE ADVERTISING AUDIENCE* OF SELECTED SOCIAL MEDIA PLATFORMS

TOTAL ADVERTISING  
AUDIENCE ON FACEBOOK  

(monthly active users)

50.00
MILLION
Female

50%
Male
50%

TOTAL ADVERTISING  
AUDIENCE ON INSTAGRAM 

(monthly active users)

13.00
MILLION
Female

62%
Male
38%

TOTAL ADVERTISING  
AUDIENCE ON TWITTER  

(monthly active users)

4.70
MILLION
Female

47%
Male
53%

TOTAL ADVERTISING  
AUDIENCE ON LINKEDIN  

(registered members)

2.40
MILLION
Female

41%
Male
59%

QUESTIONS FOR MARKETERS

What is the 
maximum reach that 
we can get through 

digital?

How much we need 
to spend to reach 

our maximum 
target?

How do we avoid 
duplication when we 
need to use different 

digital platforms?

What is the best 
mix between offline 

and online?
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HOLISTIC

ECOSYSTEM PLANNING

GLOBAL CHANNEL AND CONTENT PLANNING TOOL

130+

CHANNELS

MULTI CHANNEL 

OPTIMISATION

CONTENT

THEMES

SCENARIO 1: MAXIMUM REACH WE CAN GET IN EACH TARGET GROUP WITH 15MB 

13 ą18 years old 25-39 years old +55 years old

TV Only: 65.6%
Online Only:88.7%
TV + Online:92.8%

TV Only: 70.8%
Online Only:79.2%
TV + Online:88.2%

TV Only: 70.4%
Online Only:39.0%
TV + Online:82.0%
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SCENARIO 2: MAXIMUM REACH WE CAN GET IN DIGITAL

13 ą18 years old 25-39 years old +55 years old

TV Only: 74.5%
Online Only:88.7%
TV + Online:94.6%

TV Only: 80.8%
Online Only:79.2%
TV + Online:93.7%

TV Only: 79.1%
Online Only:39.0%
TV + Online:88.9%
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Digital can reach target 

group better in younger 

to middle -age group

TV combined will definite 

give incremental reach in 

any age group

Two key Strategies of 

using multi -channel mix

1. Incremental reach

2. Cost saving (if TV is 

expensive in that target group) 

Using ripple to help pre 

planning can help reduce 

wastage of reach 

duplication
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Myth #2

OVER-RELIED ON QUANTITATIVE DATA CAUSING UNDERESTIMATED NEW DEMANDS 

BIG DATA
LARGE scale 

of data

N
data points

DEPTH OF INSIGHTS

ć£v¡~¤| z®¦z¤©~¬z 
©£v¨ª¦}¥¤z© {¥¨ Z¢~ªz «©z¨©Ĉ

MACHINE LEARNING

THICK DATA
DEPTH stories, people emotions 

from SMALL data points

ć¢¥-income consumers 
were ready to pay for more 
z®¦z¤©~¬z ©£v¨ª¦}¥¤z©Ĉ

HUMAN LEARNING
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LEARNING FROM THE EPIC FALL

BIG 
DATA
LARGE

scale of data

N
data 

points

DEPTH OF INSIGHTS

MACHINE LEARNING

THICK DATA
DEPTH stories, people emotions 

from SMALL data points

PROCESSED QUANTITATIVE MODEL
MEASURABLE 

CULTURAL MODEL 
VALUABLE

BIG DATA HAS SCALEWHILE 
THICK DATA OFFERS RESOLUTION

HUMAN LEARNING

BEGIN WITH BUSINESS ISSUES & HYPOTHESIS
THEN BUILD DATA STRATEGIES
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