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INTERNET USBEEVICBERSPECTIVE

BASED ON ACTIVE INTERNET USER DATA, AND ACTIVE USE OF INTERNET-POWEREDMOBILE SERVICES

TOTAL NUMBER OF INTERNET USERSAS MOBILE INTERNET USERS
ACTIVE INTERNET A PERCENTAGEOF AS A PERCENTAGE
USERS TOTAL POPULATION OF TOTAL POPULATION
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TIMESPENWITHMEDIA

AVERAGEDAILY TIME SPENT CONSUMINGAND INTERACTINGWITH MEDIA[SURVEY BASED]

AVERAGE DAILY TIME AVERAGE DAILY TIME AR DA TY AVERAGE DAILY TIME
SPENTUSING THE SPENTUSING SOCIAL SPENTLISTENINGTO
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MOSRACTIVESOCIAMEDIRLATFORMS

PERCENTAGEOF INTERNET USERSWHO REPORTUSING EACHPLATFORM [SURVEY BASED]

FACEBOOK 93%
YOUTUBE 91%
Lo 34%
reMesseNGER I 7 2%
INSTAGRAM 65%
TWITTER 52%
skyre N 2 7%
LINKEDIN 25%
PINTEREST 25%
wecHAT NG 25%
wraTsAre I 5%
TWITCH 24%
SNAPCHAT 20%
SINA WEIBO 19% . MESSENGER/ VOIP
TUMBLR 19%
VIADEO 19%

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

TOTAL ADVERTISING TOTAL ADVERTISING TOTAL ADVERTISING TOTAL ADVERTISING
AUDIENCE ON FACEBOOK AUDIENCE ON INSTAGRAM AUDIENCE ON TWITTER AUDIENCE ON LINKEDIN
(monthly active users) (monthly active users) (monthly active users) (registered members)

50.00 13.00 4.70 2.40
MILLION MILLION MILLION MILLION

Female Male Female Male Female Male Female Male
50% 50% 62% 38% 47% 53% 41% 59%
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QUESTIONS FOR MARKH

What is the How much we need How do we avoid
maximum reach that to spend to reach duplication when we
we can get through our maximum need to use different

digital? target? digital platforms?

What is the best
mix between offline
and online?
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GLOBAL CHANNEL AND CONTENT PLAN

HOLISTIC 130+ MULTI CHANNEL CONTENT
ECOSYSTEM PLANNING | CHANNELS OPTIMISATION THEMES
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SCENARIO 1: MAXIMUM REACH WE CAN GET IN EACH TARGEbIGI

TV Only:  65.6% TV Only:  70.8% TV Only:  70.4%
Online Only88.7% Online Only79.2% Online Only39.0%
TV + Online92.8% TV + Online88.2% TV + Online82.0%

TV 100% === Online 100% TV+0nline

13 318 years old 25-39 years old +55 years old
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SCENARIORIAXIMUM REACH WE CAN GET IN

TV Only:  74.5% TV Only:  80.8% TV Only:  79.1%
Online Only88.7% Online Only79.2% Online Only39.0%
TV + Onlined4.6% TV + Onlined3.7% TV + Online38.9%

920%

70%

50%

30%
20%

TV 100% =====0nline 100% TV+Online =TV 100% === 0nline 100% Tveonline  10% s OniliNE 100% TV+0nline
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13 318 years old 25-39 years old +55 years old
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RIRPLE
o o o

s st
rasTsTN PG o AP

Two key Strategies of o
using multi -channel mix Using ripple to help pre
planning can help reduce
wastage of reach

Digital can reach target TV combined will definite
group better in younger give incremental reach in 1. Incremental reach
to middle -age group any age group 2. Cost saving (if TV is

duplication
expensive in that target group)
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OVERRELIED ON QUANTITATIVE DATA CAUSING UNDERESTIMATHEDS
MACHINE LEARNING

BIGDATA CEVvi ~2| z® zo0@~~-z )
LARGEscale ©f£v " 2| } ¥oz© {¥° Z¢t~23z «©z" ©C
of data

I\
data points

HUMAN LEARNING

THICK DA ¢ ¢ ¥income consumers
DEPTH stories, people emotions were ready to pay for more
from SMALL data points Z®! 20 @~-2 OFV"

DEPTH OF INSIGHTS
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LEARNING FROM THE EPI(

MACHINE LEARNING
e PROCESSED QUANTITATIVE MODEL
DATA MEASURABLE

BIG DATA HALA: E WHILE
THICK DATA OFFE23:si010n!

points

3

HUMAN LEARNING
THICK DATA CULTURAL MODEL
DEPTH stories, people emotions VALUABLE

from SMALIL data points

DEPTH OF INSIGHTS
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BEGIN WITH BUSINESS ISSUES & HYPOTHES
THEN BUILD DATA STRATEGIES
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