SOCIAL MEDIA USE



OVERVIEW OF SOCIAL MEDIA USE

HEADLINES FOR SOCIAL MEDIA ADOPTION AND USE (NOTE: USER IDENTITIES MAY NOT REPRESENT UNIQUE INDIVIDUALS) -
INDONESIA
NUMBER OF SOCIAL QUARTER-ON-QUARTER CHANGE ~ YEAR-ON-YEAR CHANGE IN AVERAGE DAILY TIME SPENT AVERAGE NUMBER OF SOCIAL
MEDIA USER IDENTITIES IN SOCIAL MEDIA USER IDENTITIES ~ SOCIAL MEDIA USER IDENTITIES USING SOCIAL MEDIA PLATFORMS USED EACH MONTH

143 0% +2.9% 3H O8M

MILLION [UNCHANGED] +4.0 MILLION YOY: -1.3% (-3 MINS) YOY: +'|.3% (+0.1)
SOCIAL MEDIA SOCIAL MEDIA USER SOCIAL MEDIA USER FEMALE SOCIAL MEDIA USER MALE SOCIAL MEDIA USER
USER IDENTITIES vs. IDENTITIES AGED 18+ vs. IDENTITIES vs. INDIVIDUALS IDENTITIES vs. TOTAL SOCIAL IDENTITIES vs. TOTAL SOCIAL
TOTAL POPULATION POPULATION AGED 18+ USING THE INTERNET MEDIA USER IDENTITIES MEDIA USER IDENTITIES

50.2% 62.7% 67.3% 46.0% 54.0%
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SOCIAL MEDIA USE OVER TIME (QOQ)

NUMBER OF SOCIAL MEDIA USER IDENTITIES, AND QUARTERLY RATE OF CHANGE (NOTE: USER IDENTITIES MAY NOT REPRESENT UNIQUE INDIVIDUALS) _
INDONESIA
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DEMOGRAPHIC PROFILE: META’S ADULT AUDIENCE

SHARE OF COMBINED, DEDUPLICATED AD REACH FOR USERS AGED 18+ ACROSS FACEBOOK, INSTAGRAM, AND MESSENGER, BY AGE AND GENDER -

INDONESIA
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MAIN REASONS FOR USING SOCIAL MEDIA

PRIMARY REASONS WHY SOCIAL MEDIA USERS AGED 16+ USE SOCIAL MEDIA PLATFORMS -

INDONESIA

KEEPING IN TOUCH WITH FRIENDS AND FAMILY 60.5%

FILLING SPARE TIME 57.5%

FINDING INSPIRATION FOR THINGS TO DO AND BUY 51.0%

SEEING WHAT’S BEING TALKED ABOUT 50.0%

FINDING CONTENT (E.G. ARTICLES, VIDEOS) 47.1%

READING NEWS STORIES 41.8%

FINDING PRODUCTS TO PURCHASE 38.1%

WATCHING LIVE STREAMS 36.5%

2.0%
30.8%
205

282%

1%
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257%

SOURCE: GWI| (Q3 2024). NOTE: FIGURES REPRESENT THE SHARE OF INTERNET USERS AGED 14+ WHO REPORT LUSING AT LEAST ONE S5OCIAL MEDIA PLATFORM OR MESSENGER SERVICE IN THE PAST MONTH
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MOST USED SOCIAL MEDIA PLATFORMS

PERCENTAGE OF INTERNET USERS AGED 16+ WHO USE EACH PLATFORM EACH MONTH -
NOTE: YOUTUBE IS NOT OFFERED AS AN ANSWER OPTION FOR THIS QUE ON IN GWI'S SURVEY, SO IT WILL NOT APPEAR I 1S RANKING INDONESIA

WHATSAPP 91.7%
INSTAGRAM 84.6%
FACEBOOK 83.0%
TIKTOK 17.4%
TELEGRAM 61.6%
50.5%
50.3%

33.6%

4%
1%

121%

0%

SOURCE: GWI (23 2024} FIGURES REPRESENT THE FINDINGS OF A BROAD SURVEY OF INTERNET USERS AGED 16+ SEF GWI.COM. NOTE: YOUTUBE 15 NOT OFFERED AS AN ANSWER OFTION FOR THIS



FAVOURITE SOCIAL MEDIA PLATFORMS

PERCENTAGE OF ACTIVE SOCIAL MEDIA USERS AGED 16+ WHO SAY THAT EACH OPTION IS THEIR “FAVOURITE” SOCIAL MEDIA PLATFORM -

NOTE: YOUTUBE IS NOT AVAILABLE AS AN ANSWER OPTION IN THE SURVEY QUESTION THAT INFORMS THIS CHART INDONESIA

WHATSAPP 35.5%

TIKTOK 19.9%

INSTAGRAM 18.8%

12.7%
L x B

B 1% TeLeGRAM

B 1.6% kuaisHou

B 09% PiNTEREST
B 0.7% auora
B 0.6% messencer
P 03% Lemons
B 0.3% unkepin

J 0.2% piscoro

§0.2% une

§ 0.2% TtHREADS

SOURCE: GWI |3 2 NOTES: ONLY INCLUDES INTERNET LUSERS AGED 16+ {AVE USED AT LEAST ©NE SC LMEDIA PLATFORM IN THE PAST MONTH. SURVEY RESPONDENTS C LD CHOOSE FROM we
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EE NOTES ON DATA social



SOCIAL MEDIA APPS: AVERAGE TIME PER USER

AVERAGE TIME PER MONTH THAT ACTIVE USERS SPENT USING EACH PLATFORM’S ANDROID APP IN NOVEMBER 2024 _

INDONESIA

TIKTOK 44H 54M
YOUTUBE 29H 04M

WHATSAPP 24H 17M

INSTAGRAM 14H 57TM

FACEBOOK 12H 50M

B 1Ho9M PiNTeResT
- IH 08M SNAPCHAT
. OH 5TM MESSENGER
I OH 32M LINKEDIN

SOURCE: DATA Al [A SENSOR TOWER COMPANY), NOTE: ONLY INCLUDES DATA FOR A SELECTION OF THE WORLD'S MOST USED SOCIAL MEDIA APPS. FIGURES REPRESENT AVERAGE TIME SPENT (IN S
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SOCIAL MEDIA APPS: AVERAGE MONTHLY SESSIONS

AVERAGE NUMBER OF TIMES THAT ACTIVE USERS OF EACH PLATFORM'S ANDROID APP OPEN THE RESPECTIVE APP EACH MONTH -
INDONESIA
WHATSAPP 1,284.3
TIKTOK 436.5
INSTAGRAM 2991
YOUTUBE 209.2
FACEBOOK 207.0
x Uk
TELEGRAM 139.6

. 75.3 LINKEDIN

SOURCE: DATA Al (A SEN! WESF IMPANY). NOTE: ONLY INCLUDES DATA FOR A SELECTION [HE WORLD'S MOST USEL 1AL MEDIA APPS. "ACTIVE USERS" DENOTE USERS WHO OPEN THE We
RESECTVE LATRORMS APF ON AN ANDROID HONE ATLEAST ONCEN A GVEN CAIENDAR MONTH FIGURES RERESENT THE AVERAGE NUMBER OF TS THAT ACTV USERS OF HE RESPECTIE are. = <O>Meltwater

social



USE OF SOCIAL MEDIA FOR BRAND RESEARCH

PERCENTAGE OF INTERNET USERS AGED 16+ WHO USE EACH SOCIAL MEDIA CHANNEL TO FIND INFORMATION ABOUT BRANDS AND PRODUCTS -

INDONESIA

ANY KIND OF SOCIAL MEDIA 82.1%

SOCIAL NETWORKS 63.9%

BLOGS ON PRODUCTS OR BRANDS 20.6%

19.3% QUESTION & ANSWER SITES (E.G. QUORA)

16.4% VLOGS (BLOGS IN A VIDEO FORMAT)

13.0% MESSAGING AND LIVE CHAT SERVICES

8.2% FORUMS AND MESSAGE BOARDS

8.1% MICRO-BLOGS (E.G. X)

7.5% ONLINE PINBOARDS (E.G. PINTEREST)
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SOCIAL MEDIA ACCOUNT TYPES FOLLOWED

PERCENTAGE OF SOCIAL MEDIA USERS AGED 16+ WHO FOLLOW EACH TYPE OF ACCOUNT ON SOCIAL MEDIA -

INDONESIA

FRIENDS, FAMILY, OR OTHER PEOPLE YOU KNOW 55.7%

BANDS, SINGERS, OR OTHER MUSICIANS 41.2%

ENTERTAINMENT, MEMES, OR PARODY ACCOUNTS 39.4%

ACTORS, COMEDIANS, OR OTHER PERFORMERS 35.1%

INFLUENCERS OR OTHER EXPERTS 32.3%

TV SHOWS OR CHANNELS 26.4%

RESTAURANTS, CHEFS, OR FOOD PERSONALITIES 25.8%

21.9%

20.7%

_ 19.4% COMPANIES AND BRANDS YOU’RE CONSIDERING PURCHASING FROM
19.0%

189%

18.6%

1

D 131%  POLITICIANS, ROYALTY, OR OTHER PEOPLE OF STANDING

SOURCE: G\W| (37 2024) NOTE: ONLY 1N S INTERNET USERS AGED 16+ WHO HAVE USED AT LEAST ONE SOCTIAL MEDIA FLATFORM IN THE PAST MONTH. COMPARABILITY: CHANGES IN AUDIENCE
COMPOSITION AN BVEY METHODOLOGY. SEE NOTES ON DATA a e.
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WEB TRAFFIC REFERRALS FROM SOCIAL MEDIA

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

INDONESIA

79.24%

FACEBOOK

I]_34% INSTAGRAM
|0.60% X

|0,24% PINTEREST
‘0,04% LINKEDIN
0.02% REDDIT

‘ 0.03% OTHERS

SOURCE: STATCOUNTER. NOTES: SHARE DOES NOT INCLUDE TRAFFIC FROM MESSENGER PLATFORMS. DATA ARE ONLY AVAILABLE FOR A SELECTION OF PLATFORMS, AND PERCENTAGES REFLECT SHARE OF we
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FACEBOOK'S SHARE OF SOCIAL MEDIA REFERRALS

WEB TRAFFIC REFERRED BY FACEBOOK AS A PERCENTAGE OF WEB TRAFFIC REFERRED BY SOCIAL MEDIA PLATFORMS (ANY DEVICE) -
95.91%
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