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DIGITAL 2025: EVER MORE CONNECTED

All of the signs point to 2025 being
another “bumper year” in connected
tech, with rapid advances in Al, the
evolving social media landscape,
and broadening online behaviours
all gearing up to reshape the digital
landscape over the coming months.

Moreover, the data in this latest update
shows that we're living increasingly
“connected” lives. For example, we're
using the internet for an ever wider
range of activities and tasks, and we've
seen the amount of time that people
spend online edge back up over recent
months too.

Finding information remains the top
motivation for using the internet, and

— despite frequent misrepresentation
in the media — young people are just
as likely as ever to use search engines.
However, we're also seeing search
behaviours evolve, and a greater
number of people are adding more
varied sources of information to their
online research activities.

Trends suggest that Al will become
increasingly important for search
during the months ahead, but it’s also
interesting fo see that the world is
increasingly turning to social media to
find inspiration, to learn about brands,
and to research potential purchases.

Looking beyond our seemingly
insatiable appetite for information, the
latest data also show that more and
more people are using connected
devices and services to connect with
the people they care about, to stay
up to date with current affairs, and to
access entertainment.

Social networks and messaging
platforms are still the most popular
destinations on the internet, with more
than 97 percent of connected adults
saying that they visit at least one social
platform every month. However, we've
seen some interesting changes in social
media behaviours and preferences

in this year’s data, with important
differences playing out across
geographies and demographics.

The world’s internet users are also
moving more of their shopping
online, with an increasing number

of ecommerce users spending more
money across a wider variety of
product categories. Similarly, trends
in online grocery activity suggest
that we'll be shopping online more
frequently in 2025 too. But online
commerce isn't confined to consumer
goods; it's also helping us navigate
the physical world, with internet users
spending more money to book planes,
trains, and automobiles.

Meanwhile, the lines between TV

and the internet continue to blur, with
nearly all internet users now watching
streaming content every month. We're
also seeing a greater number of
people access internet content via their
TV set, perhaps because ever fewer of
us access the internet via laptops and
desktops. People aren't just watching
content on the big screen though, and
data shows that video now accounts
for more than three-quarters of the
traffic sent over cellular data networks.

But it's also interesting to see the
enduring appeal of various online
activities and brands. For example,
email continues to gain popularity,
even amongst younger audiences.
And perhaps most strikingly — despite
pervasive Al hype and headlines -
the latest data suggests that a greater
number of people still use Yahoo! than

use ChatGPT.

That's just a small selection of the
insights that you'll find in this year’s
reports, but it's probably better if | let
the data do the rest of the talking. |
2025 reports valuable, and that the
data they contain helps you take full
advantage of the opportunities that this
“bumper year” should bring.

Simon Kemp

Chief Analyst
DataReportal
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https://datareportal.com/digital-in-eswatini?utm_source=Global_Digital_Reports&utm_medium=Report&utm_campaign=Digital_2025&utm_content=Country_Link_Slide
https://datareportal.com/digital-in-wallis-and-futuna?utm_source=Global_Digital_Reports&utm_medium=Report&utm_campaign=Digital_2025&utm_content=Country_Link_Slide
https://datareportal.com/digital-in-bhutan?utm_source=Global_Digital_Reports&utm_medium=Report&utm_campaign=Digital_2025&utm_content=Country_Link_Slide
https://datareportal.com/digital-in-curacao?utm_source=Global_Digital_Reports&utm_medium=Report&utm_campaign=Digital_2025&utm_content=Country_Link_Slide
https://datareportal.com/digital-in-guadeloupe?utm_source=Global_Digital_Reports&utm_medium=Report&utm_campaign=Digital_2025&utm_content=Country_Link_Slide
https://datareportal.com/digital-in-kyrgyzstan?utm_source=Global_Digital_Reports&utm_medium=Report&utm_campaign=Digital_2025&utm_content=Country_Link_Slide
https://datareportal.com/digital-in-mozambique?utm_source=Global_Digital_Reports&utm_medium=Report&utm_campaign=Digital_2025&utm_content=Country_Link_Slide
https://datareportal.com/digital-in-the-russian-federation?utm_source=Global_Digital_Reports&utm_medium=Report&utm_campaign=Digital_2025&utm_content=Country_Link_Slide
https://datareportal.com/digital-in-sweden?utm_source=Global_Digital_Reports&utm_medium=Report&utm_campaign=Digital_2025&utm_content=Country_Link_Slide
https://datareportal.com/digital-in-western-sahara?utm_source=Global_Digital_Reports&utm_medium=Report&utm_campaign=Digital_2025&utm_content=Country_Link_Slide
https://datareportal.com/digital-in-bolivia?utm_source=Global_Digital_Reports&utm_medium=Report&utm_campaign=Digital_2025&utm_content=Country_Link_Slide
https://datareportal.com/digital-in-cyprus?utm_source=Global_Digital_Reports&utm_medium=Report&utm_campaign=Digital_2025&utm_content=Country_Link_Slide
https://datareportal.com/digital-in-guam?utm_source=Global_Digital_Reports&utm_medium=Report&utm_campaign=Digital_2025&utm_content=Country_Link_Slide
https://datareportal.com/digital-in-laos?utm_source=Global_Digital_Reports&utm_medium=Report&utm_campaign=Digital_2025&utm_content=Country_Link_Slide
https://datareportal.com/digital-in-myanmar?utm_source=Global_Digital_Reports&utm_medium=Report&utm_campaign=Digital_2025&utm_content=Country_Link_Slide
https://datareportal.com/digital-in-rwanda?utm_source=Global_Digital_Reports&utm_medium=Report&utm_campaign=Digital_2025&utm_content=Country_Link_Slide
https://datareportal.com/digital-in-switzerland?utm_source=Global_Digital_Reports&utm_medium=Report&utm_campaign=Digital_2025&utm_content=Country_Link_Slide
https://datareportal.com/digital-in-yemen?utm_source=Global_Digital_Reports&utm_medium=Report&utm_campaign=Digital_2025&utm_content=Country_Link_Slide
https://datareportal.com/digital-in-bonaire-sint-eustatius-and-saba?utm_source=Global_Digital_Reports&utm_medium=Report&utm_campaign=Digital_2025&utm_content=Country_Link_Slide
https://datareportal.com/digital-in-czechia?utm_source=Global_Digital_Reports&utm_medium=Report&utm_campaign=Digital_2025&utm_content=Country_Link_Slide
https://datareportal.com/digital-in-guatemala?utm_source=Global_Digital_Reports&utm_medium=Report&utm_campaign=Digital_2025&utm_content=Country_Link_Slide
https://datareportal.com/digital-in-latvia?utm_source=Global_Digital_Reports&utm_medium=Report&utm_campaign=Digital_2025&utm_content=Country_Link_Slide
https://datareportal.com/digital-in-namibia?utm_source=Global_Digital_Reports&utm_medium=Report&utm_campaign=Digital_2025&utm_content=Country_Link_Slide
https://datareportal.com/digital-in-saint-barthelemy?utm_source=Global_Digital_Reports&utm_medium=Report&utm_campaign=Digital_2025&utm_content=Country_Link_Slide
https://datareportal.com/digital-in-syria?utm_source=Global_Digital_Reports&utm_medium=Report&utm_campaign=Digital_2025&utm_content=Country_Link_Slide
https://datareportal.com/digital-in-zambia?utm_source=Global_Digital_Reports&utm_medium=Report&utm_campaign=Digital_2025&utm_content=Country_Link_Slide
https://datareportal.com/digital-in-bosnia-and-herzegovina?utm_source=Global_Digital_Reports&utm_medium=Report&utm_campaign=Digital_2025&utm_content=Country_Link_Slide
https://datareportal.com/digital-in-denmark?utm_source=Global_Digital_Reports&utm_medium=Report&utm_campaign=Digital_2025&utm_content=Country_Link_Slide
https://datareportal.com/digital-in-guernsey?utm_source=Global_Digital_Reports&utm_medium=Report&utm_campaign=Digital_2025&utm_content=Country_Link_Slide
https://datareportal.com/digital-in-lebanon?utm_source=Global_Digital_Reports&utm_medium=Report&utm_campaign=Digital_2025&utm_content=Country_Link_Slide
https://datareportal.com/digital-in-nauru?utm_source=Global_Digital_Reports&utm_medium=Report&utm_campaign=Digital_2025&utm_content=Country_Link_Slide
https://datareportal.com/digital-in-saint-helena-ascension-and-tristan-da-cunha?utm_source=Global_Digital_Reports&utm_medium=Report&utm_campaign=Digital_2025&utm_content=Country_Link_Slide
https://datareportal.com/digital-in-taiwan?utm_source=Global_Digital_Reports&utm_medium=Report&utm_campaign=Digital_2025&utm_content=Country_Link_Slide
https://datareportal.com/digital-in-zimbabwe?utm_source=Global_Digital_Reports&utm_medium=Report&utm_campaign=Digital_2025&utm_content=Country_Link_Slide

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
produced previous reports in the Global Digital
Reports series. From time to time, 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. When we're aware of the
potential for historical mismatches, we include
a note on comparability in the footnotes of
each relevant slide. Where we include such
advisories, or where we report values for change
over time as “[N/A]” the most recent data do
not correlate with the equivalent data point(s)
published in previous reports, so we strongly
advise readers not to compare these figures
with equivalents published in previous reports. In
particular, the social media platforms featured in
this report regularly revise the figures that they
report for advertising reach, and this may result
in the latest numbers appearing to be lower than
the values for the same data points published in

our previous reports. However, these revisions

do not necessarily imply any change in the
active use of these platforms, and should not
be interpreted as such. Furthermore, in addition
to changes in data sources and calculations,
please note that the figures we publish for “social
media user identities” may not represent unique
individuals. This is because some individuals
may manage multiple social media accounts,
and because some social media accounts may
represent ‘non-human’ entities (e.g. businesses,
animals, music groups, etc.). As a result, the
figures we publish for social media user identities
may exceed the figures that we publish for total
population or for individuals using the internet,
but such anomalies do not represent mistakes.
For more information, please read our notes

on data variance, mismatches, and curiosities:


https://datareportal.com/notes-on-data?utm_source=Global_Digital_Reports&utm_medium=Report&utm_campaign=Digital_2025&utm_content=Important_Notes
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ESSENTIAL DIGITAL HEADLINES

OVERVIEW OF THE ADOPTION AND USE OF CONNECTED DEVICES AND SERVICES

GLOBAL OVERVIEW

TOTAL UNIQUE MOBILE INDIVIDUALS USING SOCIAL MEDIA
POPULATION PHONE SUBSCRIBERS THE INTERNET USER IDENTITIES

8.20

BILLION BILLION BILLION BILLION

URBANISATION vs. POPULATION vs. POPULATION vs. POPULATION

58.1% 70.5% YA 63.9%

5.78 5.56 5.24

SOURCES: KEPIOS ANALYSIS; UNITED NATIONS; GOVERNMENT RESOURCES; GSMA INTELLIGENCE; ITU; EUROSTAT, CNNIC; KANTAR & IAMAI; PLATFORM RESOURCES; COMPANY EARNINGS REPORTS; OCDH,;
BETA RESEARCH CENTER. ADVISORY: SOCIAL MEDIA USER IDENTITIES MAY NOT REPRESENT UNIQUE INDIVIDUALS. COMPARABILITY: BASE REVISIONS; SOURCE CHANGES. SEE NOTES ON DATA. qre ° (O) MeltWCI ter

............................................... SOClaI


https://datareportal.com/notes-on-data?utm_source=Global_Digital_Reports&utm_medium=Report&utm_campaign=Digital_2025&utm_content=Footnote

DIGITAL GROWTH

CHANGE IN THE USE OF CONNECTED DEVICES AND SERVICES OVER TIME

GLOBAL OVERVIEW

TOTAL UNIQUE MOBILE INDIVIDUALS USING SOCIAL MEDIA
POPULATION PHONE SUBSCRIBERS THE INTERNET USER IDENTITIES

+0.9% +2.0% +2.5% +4.1%

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

+70 MILLION +112 MILLION +136 MILLION +206 MILLION

SOURCES: KEPIOS ANALYSIS; UNITED NATIONS; GOVERNMENT RESOURCES; GSMA INTELLIGENCE; ITU; EUROSTAT, CNNIC; KANTAR & IAMAI; PLATFORM RESOURCES; COMPANY EARNINGS REPORTS; OCDH,;
BETA RESEARCH CENTER. ADVISORY: SOCIAL MEDIA USER IDENTITIES MAY NOT REPRESENT UNIQUE INDIVIDUALS. COMPARABILITY: BASE REVISIONS; SOURCE CHANGES. SEE NOTES ON DATA. qre ° (O) MeltWCI ter

............................................... SOClaI


https://datareportal.com/notes-on-data?utm_source=Global_Digital_Reports&utm_medium=Report&utm_campaign=Digital_2025&utm_content=Footnote

PARTNER CONTENT

<OD Meltwater

Ma rkete rs’ top SOCial media Cha I Ienges Explore Meltwater’s State of Social Media 2025

report to see what is top of mind for other
marketing professionals around the world

Limited video production |
capabilities ||

Lack of established
processes

Mo dedicated social media |
manager

Ineffective community |
management |

Lack of internal buy-in |

S 53.3%

of respondents

Disconnected regional brand |
el say limited team capacity
Lack of graphic design Is their main social media

resources |
-- management challenge
Not having the right tools

Limited copywriting |
resources |

Download the Report
0.00% 20.00% 40.00%



https://www.meltwater.com/en/state-of-social-media?utm_source=partnerships&utm_medium=website&utm_campaign=website-partnerships-kepios_report_2025-02-2024-11&utm_content=content-download

FEATURED

TREND

LOW

PARTNER CONTENT

With digital and IRL worlds alike beginning to
overwhelm, audiences want brands to provide
lighter online culture - a refuge from the
emotional labour of day-to-day.



http://thinkforward.wearesocial.com/

POPULATION ESSENTIALS



POPULATION ESSENTIALS

DEMOGRAPHICS AND OTHER KEY INDICATORS

NOTE: THE UNITED NATIONS PUBLISHED SIGNIFICANT REVISIONS TO ITS POPULATION DATA IN JULY 2024, SO VALUES SHOWN HERE ARE NOT DIRECTLY COMPARABLE WITH VALUES SHOWN IN PREVIOUS REPORTS GLOBAL OVERVIEW
TOTAL FEMALE MALE YEAR-ON-YEAR CHANGE MEDIAN AGE OF
POPULATION POPULATION POPULATION IN TOTAL POPULATION THE POPULATION

8.20 49.7 % 50.3% +0.9% 30.9

BILLION +70 MILLION
URBAN POPULATION DENSITY OVERALL LITERACY FEMALE LITERACY MALE LITERACY
POPULATION (PEOPLE PER KM?) (ADULTS AGED 15+ (ADULTS AGED 15+ (ADULTS AGED 15+

58.1% 63.1 87.4% 84.1% 90.6%

e SOURCES: KEPIOS ANALYSIS; UNITED NATIONS; LOCAL GOVERNMENT AUTHORITIES; WORLD BANK; UNESCO; CIA WORLD FACTBOOK; OUR WORLD IN DATA; INDEXMUNDI; KNOEMA. qre . (O) Meltwq ter

socidal



GLOBAL POPULATION OVER TIME

THE GLOBAL POPULATION BY YEAR, WITH YEAR-ON-YEAR CHANGE
NOTE: THE UNITED NATIONS PUBLISHED SIGNIFICANT REVISIONS TO ITS POPULATION DATA IN JULY 2024, SO VALUES SHOWN HERE ARE NOT DIRECTLY COMPARABLE WITH VALUES SHOWN IN PREVIOUS REPORTS GLOBAL OVERVIEW

1.77B 1858 1928 199 8B 8.06B 8.13 B 8.20 B

I | | | | | +0.9% | +0.8% | + | 0.9% | +o9/

JAN JAN JAN JAN JAN JAN JAN JAN
2015 2016 2017 2018 2019 2020 202] ylopZ: 2025

143 B /.51 B 1.60 B 1.69 B

SOURCES: UNITED NATIONS; KEPIOS ANALYSIS. NOTE: WHERE LETTERS ARE SHOWN NEXT TO FIGURES ABOVE BARS, “K” DENOTES THOUSANDS (E.G. “123 K” = 123,000), “M” DENOTES MILLIONS (E.G. “1.23 M”

we
° =1,230,000), AND “B” DENO%ES BILLIONS (E.G. ’;].23 B” =1,230,000,000). WHERE NO LETTER IS PRESENT, VALUES ARE,SHOWN AS IS. B , , . gg%ial (O) MGItWCl ter




POPULATION BY GEOGRAPHIC REGION

THE NUMBER OF PEOPLE LIVING IN EACH REGION (IN MILLIONS)
NOTE: THE UNITED NATIONS PUBLISHED SIGNIFICANT REVISIONS TO ITS POPULATION DATA IN JULY 2024, SO VALUES SHOWN HERE ARE NOT DIRECTLY COMPARABLE WITH VALUES SHOWN IN PREVIOUS REPORTS

GLOBAL OVERVIEW

NORTHERN
EUROPE
EASTERN
g =
NORTHERN
AMERICA

SOUTHERN
EUROPE

CENTRAL
ASIA

386.4 piiel 1999 829

CARIBBEAN
N 2741
043

1,654 [

MIDDLE  WESTERN 2 ,075
ARICA T SOUTHERN

AMERICA ASIA
WESTERN 697 6 iCS)IXTH-EASTERN
AFRICA
TOTAL AMERICA
oo 736 464
8,] 97 OCEANIA
SOUTHERN
AFRICA

we
Q SOURCES: UNITED NATIONS. NOTE: REGIONS BASED ON THE UNITED NATIONS GEOSCHEME. INDIVIDUAL FIGURES MAY NOT SUM TO TOTAL DUE TO ROUNDING. are . I (o) Meltwqter
SOCId



SHARE OF THE GLOBAL POPULATION BY REGION

THE NUMBER OF PEOPLE LIVING IN EACH REGION AS A PERCENTAGE OF THE TOTAL GLOBAL POPULATION
NOTE: THE UNITED NATIONS PUBLISHED SIGNIFICANT REVISIONS TO ITS POPULATION DATA IN JULY 2024, SO VALUES SHOWN HERE ARE NOT DIRECTLY COMPARABLE WITH VALUES SHOWN IN PREVIOUS REPORTS GLOBAL OVERVIEW
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we
SOURCES: UNITED NATIONS; KEPIOS ANALYSIS. NOTE: VALUES MAY NOT SUM TO 100% DUE TO ROUNDING. REGIONS BASED ON THE UNITED NATIONS GEOSCHEME. gggial (o) Me'twqter



AGE DISTRIBUTION OF THE GLOBAL POPULATION

THE NUMBER OF PEOPLE IN EACH AGE GROUP, AND ASSOCIATED SHARE OF THE GLOBAL POPULATION
NOTE: THE UNITED NATIONS PUBLISHED SIGNIFICANT REVISIONS TO ITS POPULATION DATA IN JULY 2024, SO VALUES SHOWN HERE ARE NOT DIRECTLY COMPARABLE WITH VALUES SHOWN IN PREVIOUS REPORTS GLOBAL OVERVIEW
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7.8% 8.2% 8.4% 8.0% 7.6% 7.3% 7.3% 7.3% 6.6% 5.9% 5.6% 5.2% 4.4% 3.6% 2.9% 1.9% 1.1% 0.6% 0.2% <0.1% <0.1%

AGE AGE AGE AGE AGE AGE AGE AGE AGE AGE AGE AGE AGE AGE AGE AGE AGE AGE AGE AGE AGE
0-4 5-9 10-14 15-19 20-24 25-29 30-34 35-39 40-44  45-49 50-54  55-59 60-64 65-69 /0-74 /5-79 80-84 85-89 90-94 95-99 100+
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GROUP’S SHARE OF THE TOTAL GLOBAL POPULATION. WHERE LETTERS ARE SHOWN NEXT TO FIGURES ABOVE BARS, “K” DENOTES THOUSANDS (E.G. “123 K" = 123,000), “M” DENOTES MILLIONS (E.G. “1.23 M" = are .
1,230,000), AND “B” DENOTES BILLIONS (E.G. “1.23 B” = 1,230,000,000). WHERE NO LETTER IS PRESENT, VALUES ARE SHOWN AS IS. SOCIGI

<OD Meltwater

Q SOURCES: EXTRAPOLATIONS OF DATA PUBLISHED BY THE UNITED NATIONS AND LOCAL GOVERNMENT AUTHORITIES. NOTES: PERCENTAGE VALUES BELOW EACH BAR REPRESENT THE RESPECTIVE AGE



COUNTRY

POPULATION

COUNTRY

COUNTRIES WITH THE LARGEST POPULATIONS

THE COUNTRIES AND TERRITORIES WITH THE LARGEST POPULATIONS
NOTE: THE UNITED NATIONS PUBLISHED SIGNIFICANT REVISIONS TO ITS POPULATION DATA IN JULY 2024, SO VALUES SHOWN HERE ARE NOT DIRECTLY COMPARABLE WITH VALUES SHOWN IN PREVIOUS REPORTS

GLOBAL OVERVIEW

Ol

02

03

04

05

06

07

08

09

10

SOURCE: EXTRAPOLATED FROM UNITED NATIONS WORLD POPULATION PROSPECTS DATA. NOTES: POPULATION VALUES HAVE BEEN ROUNDED TO THE NEAREST 1,000. FIGURES IN THE “AYOY” COLUMN
SHOW THE YEAR-ON-YEAR CHANGE IN TOTAL POPULATION. FIGURES IN THE “vs. ( “ COLUMN SHOW EACH COUNTRY'S POPULATION AS A PERCENTAGE OF THE TOTAL GLOBAL POPULATION.

INDIA

CHINA

UNITED STATES OF AMERICA

INDONESIA

PAKISTAN

NIGERIA

BRAZIL

BANGLADESH

RUSSIAN FEDERATION

ETHIOPIA

1,457,435,000
1,417,734,000
346,374,000
284,622,000
253,203,000
235,088,000
212,423,000
174,617,000
144,435,000

133,765,000

+0.90%

-0.22%

+0.55%

+0.80%

+1.55%

+2.09%

+0.40%

+1.22%

-0.53%

+2.62%

17.78%

17.30%

4.23%

3.47%

3.09%

2.87%

2.59%

2.13%

1.76%

1.63%

11

12

13

14

15

16

17

18

19

20

MEXICO

JAPAN

EGYPT

PHILIPPINES

DEM. REP. OF THE CONGO

VIETNAM

RN

TURKEY

GERMANY

THAILAND

socidal

POPULATION
131,414,000  +0.85%  1.60%
123,435,000  -051%  151%
117,498,000  +1.66%  1.43%
116,316,000  +0.82%  1.42%
111,036,000  +3.27%  1.35%
101,300,000  +0.62%  1.24%
92,021,000  +0.99%  1.12%
87,576,000  +0.23%  1.07%
84,409,000  -0.34%  1.03%
71,647,000  -006%  0.87%

we

are, . <O> Meltwater
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GLOBAL OVERVIEW
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THE AGE AT WHICH THERE ARE EQUAL NUMBERS OF PEOPLE BOTH ABOVE AND BELOW THAT AGE IN THE TOTAL POPULATION
NOTE: THE UNITED NATIONS PUBLISHED SIGNIFICANT REVISIONS TO ITS POPULATION DATA IN JULY 2024, SO VALUES SHOWN HERE ARE NOT DIRECTLY COMPARABLE WITH VALUES SHOWN IN PREVIOUS REPORTS

MEDIAN AGE OF THE POPULATION
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MEDIAN AGE OF THE POPULATION

THE COUNTRIES AND TERRITORIES WITH THE HIGHEST AND LOWEST MEDIAN AGE OF THE POPULATION

NOTE: THE UNITED NATIONS PUBLISHED SIGNIFICANT REVISIONS TO ITS POPULATION DATA IN JULY 2024, SO VALUES SHOWN HERE ARE NOT DIRECTLY COMPARABLE WITH VALUES SHOWN IN PREVIOUS REPORTS GLOBAL OVERVIEW
COUNTRIES WITH THE HIGHEST MEDIAN AGE COUNTRIES WITH THE LOWEST MEDIAN AGE
O1 THE VATICAN 574 237 CENTRAL AFRICAN REPUBLIC 14.5
02 MONACO 53.6 236 NIGER 15.6
03 ST. HELENA 50.9 235 SOMALIA 15.6
04 JAPAN 49.8 234 MALI 15.7
05 MARTINIQUE 49.7 233 CHAD 15.8
06 SAN MARINO 48.6 232 DEM. REP. OF THE CONGO 15.8
07 ITALY 48.2 231 BURUNDI 16.4
08 HONG KONG 47 4 230 MOZAMBIQUE 16.5
09 ST. PIERRE & MIQUELON 47.2 229 ANGOLA 16.6
10 GUADELOUPE 47.2 228 UGANDA 16.9

SOURCE: UNITED NATIONS WORLD POPULATION PROSPECTS DATA. NOTE: “MEDIAN AGE” REPRESENTS THE MIDPOINT AGE OF THE POPULATION, WHERE THERE ARE EQUAL NUMBERS OF PEOPLE BOTH ABOVE We
AND BELOW THAT AGE. are, (O) MeltWGter
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. FEMALE GLOBAL AVERAGE: 84.1%

MALE GLOBAL AVERAGE: 90.6%
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LITERACY RATES BY REGION AND GENDER

PERCENTAGE OF THE POPULATION AGED 15+ THAT CAN READ AND WRITE
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MIDDLE  WESTERN 82
ASIA
m 67 AFRICA SOUTHERN
5 ASIA
WESTERN
AFRICA
EASTERN
B 5

) &

SOUTHERN
AFRICA

SOURCES: WORLD BANK; UNESCQO; CIA WORLD FACTBOOK; LOCAL GOVERNMENT AUTHORITIES; OUR WORLD IN DATA; INDEXMUNDI; KNOEMA.

NOTE: REGIONS BASED ON THE UNITED NATIONS GEOSCHEME,

96 X7

94 8T
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VALUE FOR “WORLDWIDE” COMPARES THE LATEST AVAILABLE VALUE FOR GLOBAL GDP (PPP, INTERNATIONAL DOLLARS) WITH THE LATEST AVAILABLE VALUE FOR WORLDWIDE POPULATION. COMPARABILITY:
FIGURES USE LATEST PUBLISHED VALUES AT THE TIME OF REPORT PRODUCTION; DATA MAY NOT ALL BE FROM THE SAME YEAR.

SOURCES: IMF (FIGURES FOR 2024 OR MOST RECENT YEAR PRIOR TO 2024); KEPIOS ANALYSIS. NOTES: “INTERNATIONAL DOLLARS” ARE NOTIONAL MEASURES THAT PROVIDE A CONSISTENT BASIS FOR
COMPARISON. ONE “INTERNATIONAL DOLLAR” WOULD BUY A COMPARABLE QUANTITY OF GOODS AND SERVICES IN THE LOCAL COUNTRY vs. WHAT ONE U.S. DOLLAR WOULD BUY IN THE UNITED STATES.




GDP PER CAPITA (PPP) RANKINGS

RANKING OF COUNTRIES AND TERRITORIES BY GROSS DOMESTIC PRODUCT PER CAPITA (PPP, CURRENT INTERNATIONAL DOLLARS)

GLOBAL OVERVIEW

HIGHEST GDP PER CAPITA (PPP, CURRENT INTERNATIONAL DOLLARS) LOWEST GDP PER CAPITA (PPP, CURRENT INTERNATIONAL DOLLARS)

GDP PER CAPITA GDP PER CAPITA

COUNTRY OR TERRITORY IN%I;I;I:&%I;R:QI 5 ?CDJ RI;EEILC.:I.%PSI;? # COUNTRY OR TERRITORY IN&ZI:::Ii ?II:)R'EXII 5 <(;(I:) J RT!EEILFI'ACJPSE?
01 LUXEMBOURG $151,146 $135,321 195 SOUTH SUDAN $763 $341
02 SINGAPORE $148,186 $89,370 194  BURUNDI $986 $321
03 MACAU $130,417 $77,186 193  CENTRAL AFRICAN REPUBLIC $1,296 $529
04 IRELAND $127,750 $103,500 192 MALAWI $1,714 $464
05 QATAR $115,075 $71,568 191  MOZAMBIQUE $1,730 $645
06 NORWAY $103,446 $90,434 190 ERITREA $1,821 $567
07  SWITZERLAND $95,837 $106,098 189 DEM. REP. OF THE CONGO $1,842 $702
08 BRUNEI $91,046 $34,872 188 SOMALA $1,844 $771
09  UNITED STATES OF AMERICA $86,601 $86,601 187  LIBERIA $1,902 $855
10 DENMARK $83,454 $69,273 186 NIGER $1,978 $6498

COMPARISON. ONE “INTERNATIONAL DOLLAR” WOULD BUY A COMPARABLE QUANTITY OF GOODS AND SERVICES IN THE LOCAL COUNTRY vs. WHAT ONE U.S. DOLLAR WOULD BUY IN THE UNITED STATES. qre . (O) Meltwq ter
COMPARABILITY: FIGURES USE LATEST PUBLISHED VALUES; DATA MAY NOT ALL BE FROM THE SAME YEAR. SOCIGI

e SOURCES: IMF (FIGURES FOR 2024 OR MOST RECENT YEAR PRIOR TO 2024); KEPIOS ANALYSIS. NOTES: “INTERNATIONAL DOLLARS” ARE NOTIONAL MEASURES THAT PROVIDE A CONSISTENT BASIS FOR



MEDIA & DEVICES




DEVICE OWNERSHIP

PERCENTAGE OF INTERNET USERS AGED 16+ WHO OWN EACH KIND OF DEVICE

GLOBAL OVERVIEW

MOBILE PHONE (ANY) 98.0%

SMARTPHONE 97.8%

LAPTOP OR DESKTOP COMPUTER 58.3%

SMART TV 48.2%

32.4%
31.3%
25.8%
_camesconsole  RIRE

17.4%

16.3%

29

AV

- 6.5% FEATURE PHONE

- 4.7% VIRTUAL REALITY DEVICE

SOURCE: GWI (Q3 2024). NOTE: WHITE BARS IDENTIFY THE USE OF A COMBINATION OF DEVICES THAT ARE ALSO SHOWN INDIVIDUALLY ON THIS CHART. FOR EXAMPLE, “MOBILE PHONE (ANY)” REPRESENTS
OWNERSHIP OF A “SMARTPHONE"” AND / OR A “FEATURE PHONE”. COMPARABILITY: CHANGES IN AUDIENCE COMPOSITION AND SURVEY METHODOLOGY. SEE NOTES ON DATA. are ° I (O) MeltWCI ter

_______________________________________________ socid


https://www.gwi.com/?utm_campaign=FY24_CC_ALL_GL_CTD&utm_source=Kepios_report&utm_medium=PDF
https://datareportal.com/notes-on-data?utm_source=Reports&utm_medium=Report_Hyperlink&utm_id=Digital_2025&utm_content=Slide_Footnote

MEDIA USE

THE PERCENTAGE OF INTERNET USERS AGED 16+ WHO CONSUME EACH MEDIA TYPE

GLOBAL OVERVIEW

INTERNET: MOBILE PHONE 97.8%

SOCIAL MEDIA ERI

INTERNET: LAPTOP, DESKTOP, OR TABLET 90.6%

TV: LINEAR OR BROADCAST 89.7%

TV: STREAMING OR ONLINE 171%

PRESS: ONLINE 67.9%

RADIO: BROADCAST 66.4%

MUSIC STREAMING 65.3%

PODCASTS 63.7%

PRESS: PHYSICAL PRINT 62.2%

ON THE TIME THAT PEOPLE SAY THEY SPEND CONSUMING EACH MEDIA TYPE, AND MAY DIFFER FROM SIMILAR DATA POINTS SHOWN ELSEWHERE IN THIS REPORT THAT REFLECT OTHER BEHAVIOURS SUCH AS are, (O) Me|twq ter
USE OF DEVICES TO ACCESS THE INTERNET.. SOCICII

e SOURCE: GWI (Q3 2024). COMPARABILITY: CHANGES IN AUDIENCE COMPOSITION AND SURVEY METHODOLOGY. SEE NOTES ON DATA. POTENTIAL MISMATCHES: THE VALUES SHOWN HERE ARE BASED We


https://www.gwi.com/?utm_campaign=FY24_CC_ALL_GL_CTD&utm_source=Kepios_report&utm_medium=PDF
https://datareportal.com/notes-on-data?utm_source=Reports&utm_medium=Report_Hyperlink&utm_id=Digital_2025&utm_content=Slide_Footnote

DAILY TIME SPENT WITH MEDIA

THE AVERAGE AMOUNT OF TIME (IN HOURS AND MINUTES) THAT INTERNET USERS AGED 16+ SPEND WITH EACH MEDIUM OR DEVICE EACH DAY

GLOBAL OVERVIEW

INTERNET (TOTAL) 06:38

INTERNET: MOBILE PHONE 03:46

TV (TOTAL) 03:13

INTERNET: LAPTOP, DESKTOP, OR TABLET 02:52

02:21
01:50

01:40

01:25

01:24

_cames consote QR

st

sz

I 00:51  RADIO: BROADCAST
I 00:42  PRESS: PHYSICAL PRINT

° SOURCE: GWI (Q3 2024). NOTES: PEOPLE MAY CONSUME DIFFERENT MEDIA CONCURRENTLY, AND SOME MEDIA SHOWN IN THIS CHART MAY APPEAR IN MORE THAN ONE BAR. FOR EXAMPLE, “SOCIAL

MEDIA” APPEARS AS A STANDALONE MEDIUM, BUT IT IS ALSO A COMPONENT OF “INTERNET” TIME. WHITE BARS IDENTIFY THE USE OF A COMBINATION OF MEDIA OR DEVICES THAT ARE ALSO SHOWN We I
INDIVIDUALLY ON THIS CHART. FOR EXAMPLE, “TV (TOTAL)” COMBINES THE VALUES FOR “TV: LINEAR OR BROADCAST” AND “TV: STREAMING OR ONLINE”. COMPARABILITY: CHANGES IN AUDIENCE are, (O) Me twater
COMPOSITION AND SURVEY METHODOLOGY. SEE NOTES ON DATA. SOCIGI
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MOBILE CONNECTIVITY

ADOPTION AND USE OF MOBILE PHONES AND DEVICES THAT CONNECT TO CELLULAR NETWORKS

NUMBER OF UNIQUE UNIQUE MOBILE ANNUAL CHANGE IN
MOBILE SUBSCRIBERS SUBSCRIBERS AS A PERCENTAGE THE NUMBER OF UNIQUE
(ANY TYPE OF HANDSET) OF THE TOTAL POPULATION MOBILE SUBSCRIBERS

5.78 70.5% +2.0%

BILLION

GLOBAL OVERVIEW

CELLULAR MOBILE
CONNECTIONS
(EXCLUDING IOT)

ANNUAL CHANGE IN THE
NUMBER OF CELLULAR
CONNECTIONS (EX. IOT)

8.78 +2.2%

+112 MILLION BILLION +190 MILLION

NUMBER OF ANNUAL CHANGE IN TOTAL NUMBER OF NUMBER OF BROADBAND MOBILE AVERAGE NUMBER OF
UNIQUE CELLULAR THE NUMBER OF UNIQUE BROADBAND MOBILE CONNECTIONS AS A PERCENTAGE MOBILE CONNECTIONS PER
DATA SUBSCRIBERS CELLULAR DATA SUBSCRIBERS CONNECTIONS OF TOTAL MOBILE CONNECTIONS UNIQUE MOBILE SUBSCRIBER

4.74

BILLION

+2.5%

+114 MILLION

8.31

BILLION

DEVICES, MULTIPLE CELLULAR DATA SUBSCRIPTIONS PER PERSON, AND THE SHARING OF INDIVIDUAL CELLULAR DATA SUBSCRIPTIONS.

94.6%

1.52

SOURCE: GSMA INTELLIGENCE. NOTES: CELLULAR CONNECTIONS INCLUDE DEVICES OTHER THAN MOBILE PHONES, BUT EXCLUDE CELLULAR IOT CONNECTIONS. CONNECTION FIGURES MAY EXCEED
FIGURES FOR POPULATION AND UNIQUE SUBSCRIBERS DUE TO MULTIPLE CONNECTIONS PER PERSON. COMPARABILITY: REGULAR BASE REVISIONS. SEE NOTES ON DATA. POTENTIAL MISMATCHES: FIGURES

FOR “UNIQUE CELLULAR DATA SUBSCRIBERS” MAY NOT MATCH FIGURES FOR MOBILE INTERNET USE SHOWN ELSEWHERE IN THIS REPORT, DUE TO FACTORS SUCH AS THE USE OF WIFI NETWORKS ON MOBILE are °

<OD Meltwater
social
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UNIQUE MOBILE SUBSCRIBERS OVER TIME

NUMBER OF UNIQUE INDIVIDUALS SUBSCRIBING TO MOBILE CELLULAR PLANS

GLOBAL OVERVIEW

5.51 B 5.55 B 5.59 B 5.63 B 5.6/ B 5.09 B 5./2B 5./5B 5./8 B

JAN APR JUL JUL OCT JAN
SOURCE: GSMA INTELLIGENCE. NOTE: WHERE LETTERS ARE SHOWN NEXT TO FIGURES ABOVE BARS, “K” DENOTES THOUSANDS (E.G. “123 K” = 123,000), “M" DENOTES MILLIONS (E.G. “1.23 M" = 1,230,000),

2023 2023 2023 2024 2024 2025
we
AND “B” DENOTES BILLIONS (E.G. “1.23 B" = 1,230,000,000). WHERE NO LETTER IS PRESENT, VALUES ARE SHOWN AS IS. COMPARABILITY: BASE CHANGES. SEE NOTES ON DATA. gcl;?:ial (O) MGItWCl ter



https://datareportal.com/notes-on-data?utm_source=Global_Digital_Reports&utm_medium=Report&utm_campaign=Digital_2025&utm_content=Footnote

MOBILE SUBSCRIBERS vs. CELLULAR CONNECTIONS

PERSPECTIVES ON THE ADOPTION AND USE OF MOBILE TECHNOLOGIES

GLOBAL OVERVIEW

GSMA INTELLIGENCE DATA ERICSSON DATA
TOTAL NUMBER OF TOTAL NUMBER OF TOTAL NUMBER OF TOTAL NUMBER OF
MOBILE SUBSCRIBERS CELLULAR CONNECTIONS MOBILE SUBSCRIBERS CELLULAR CONNECTIONS

(UNIQUE INDIVIDUALS) (EXCLUDING CELLULAR 1OT) (UNIQUE INDIVIDUALS) (EXCLUDING CELLULAR 1OT)

5.78 8.78 6.74 8.86

BILLION BILLION BILLION BILLION

we
@ SOURCES: GSMA INTELLIGENCE; ERICSSON MOBILITY VISUALIZER. COMPARABILITY: BASE CHANGES. SEE NOTES ON DATA. are, | (O) MeltWCI ter
SOCid
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CELLULAR MOBILE CONNECTIONS OVER TIME

NUMBER OF CELLULAR MOBILE CONNECTIONS OVER TIME

GLOBAL OVERVIEW

8.44 B 8.47 B 8.50 B 8.52 B 8.59 B 8.05B 8.68 B 8.73B 8./8 B

' +08/, ' '

JUL OCT JAN APR JUL
2023 2023 yloyZ: yloyZ: yloyZ:

APR
2023

JAN
2023

SOURCE: GSMA INTELLIGENCE. NOTES: EXCLUDES CELLULAR IOT CONNECTIONS. WHERE LETTERS ARE SHOWN NEXT TO FIGURES ABOVE BARS, “K” DENOTES THOUSANDS (E.G. “123 K" = 123,000), “M”
DENOTES MILLIONS (E.G. “1.23 M” =1,230,000), AND “B” DENOTES BILLIONS (E.G. “1.23 B” = 1,230,000,000). WHERE NO LETTER IS PRESENT, VALUES ARE SHOWN AS |S. COMPARABILITY: BASE CHANGES. SEE are .

NOTES ON DATA. ST <OD Meltwater
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MOBILE CONNECTIVITY

CELLULAR MOBILE CONNECTIONS COMPARED WITH TOTAL POPULATION

GLOBAL OVERVIEW

NORTHERN
EUROPE

EASTERN
EUROPE

NCi/I\QTHERN
AMERICA ]3]0/
WESTERN 0
7% Ty 123% ISR 106% [

EUROPE

CARIBBEAN ) EASTERN
o oy (T grem 133%
88.3% 33 79
101% MIDDIE  WESTERN AN
CENTRAL 84.7% SR SOUTHERN
AMERICA

ASIA
0 SOUTH-EASTERN
65.5% 1267% A

WESTERN

AFRICA

GLOBAL SOUTHERN
AVERAGE AMERICA

EASTERN
AFRICA

106%

OCEANIA

183%

SOUTHERN
AFRICA

we
NATIONS GEOSCHEME. COMPARABILITY: BASE CHANGES. SEE NOTES ON DATA. gg?:ial <OD Meltwater

Q SOURCES: GSMA INTELLIGENCE; UNITED NATIONS. NOTE: FIGURES MAY EXCEED 100% BECAUSE SOME INDIVIDUALS MAY USE MORE THAN ONE CELLULAR CONNECTION. REGIONS BASED ON THE UNITED
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SEE NOTES ON DATA.
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MOBILE CONNECTIVITY RANKING

COUNTRIES AND TERRITORIES WITH THE HIGHEST AND LOWEST RATES OF CELLULAR MOBILE CONNECTIVITY

GLOBAL OVERVIEW

HIGHEST RATES OF CELLULAR MOBILE CONNECTIVITY LOWEST RATES OF CELLULAR MOBILE CONNECTIVITY
# HIGHEST CONNECTIVITY vs. POP CONNECTIONS # LOWEST CONNECTIVITY vs. POP CONNECTIONS
01  U.S.VIRGIN ISLANDS 250.0% 211,000 228 ERITREA 22.2% /93,000
02 HONG KONG 235.1% 17,390,000 227 FED. STATES OF MICRONESIA 26.7% 30,000
03 MONTENEGRO 224.5% 1,431,000 226 NORTH KOREA 29.6% /7,859,000
04 ANTIGUA & BARBUDA 215.3% 202,000 225 SOUTH SUDAN 37.1% 4,473,000
05 URUGUAY 211.9% /7,175,000 224 CENTRAL AFRICAN REPUBLIC 38.1% 2,067,000
06 ST. MAARTEN 204.3% 89,000 223 SUDAN 42.4% 21,563,000
0/ GUADELOUPE 200.9% /52,000 222 EQUATORIAL GUINEA 45.5% 872,000
08 LIBYA 196.9% 14,610,000 221 PAPUA NEW GUINEA 47.2% 5,031,000
09 UNITED ARAB EMIRATES 195.4% 21,913,000 220 MOZAMBIQUE 50.4% 17,708,000
10 MACAU 194.6% 1,404,000 219 AFGHANISTAN 51.6% 22,322,000

SOURCES: GSMA INTELLIGENCE; UNITED NATIONS. NOTES: VALUES FOR CONNECTIONS HAVE BEEN ROUNDED TO THE NEAREST 1,000. ONLY INCLUDES COUNTRIES AND TERRITORIES WITH POPULATIONS OF e
AT LEAST 10,000 PEOPLE. FIGURES MAY EXCEED 100% BECAUSE SOME INDIVIDUALS MAY USE MORE THAN ONE CELLULAR MOBILE CONNECTION. COMPARABILITY: BASE CHANGES. SEE NOTES ON DATA. are ° (O) MeltWCI ter
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BROADBAND: SHARE OF CELLULAR CONNECTIONS

3G, 4G, AND 5G CELLULAR CONNECTIONS AS A PERCENTAGE OF TOTAL CELLULAR MOBILE CONNECTIONS

GLOBAL OVERVIEW

91.8% 92.6% 93.3% 93.5% 93.9% 94.6%

+08/, ' ' I

APR JAN
yloyZ: 2025

89.1% 90.1% 91.0%

I l ' +o.8% ' +o.9%

JAN APR JUL OocCT
2023 2023 2023 2023

SOURCE: GSMA INTELLIGENCE. NOTES: EXCLUDES CELLULAR IOT CONNECTIONS. VALUES SHOWN IN THE WHITE CIRCLES REPRESENT RELATIVE YEAR-ON-YEAR CHANGE (I.E. AN INCREASE OF 20% FROM A
STARTING VALUE OF 50% WOULD EQUAL 60%, NOT 70%). COMPARABILITY: BASE CHANGES. SEE NOTES ON DATA. are ° I (O) MGItWCl ter
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GSMA INTELLIGENCE'S ASSESSMENT OF MOBILE CONNECTIVITY DRIVERS AND ENABLERS
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INTERNET ADOPTION. A HIGHER SCORE REPRESENTS STRONGER PERFORMANCE IN DELIVERING MOBILE INTERNET CONNECTIVITY.



https://www.mobileconnectivityindex.com/?utm_source=kepios&utm_medium=partner

CONNECTED DEVICES

NUMBER OF CONNECTED DEVICES AROUND THE WORLD BY TYPE, AND EACH TYPE'S SHARE OF TOTAL CONNECTED DEVICES

GLOBAL OVERVIEW

FIXED MOBILE PHONES PCS, LAPTOPS SHORT-RANGE WIDE-AREA
PHONES (ANY TYPE) AND TABLETS |IOT DEVICES |OT DEVICES

770 8.65 1.73 17.4 4.93

MILLION BILLION BILLION BILLION BILLION

SHARE OF CONNECTIONS SHARE OF CONNECTIONS SHARE OF CONNECTIONS SHARE OF CONNECTIONS SHARE OF CONNECTIONS

2.3% 25.8% 5.2% 51.9% 14.7%

SOURCE: ERICSSON MOBILITY VISUALIZER. NOTES: TYPICAL SHORT-RANGE 10T DEVICES HAVE A RANGE OF UP TO 100 METRES, AND ARE POWERED BY TECHNOLOGIES SUCH AS WIFI AND BLUETOOTH. WIDE- We
AREA |OT DEVICES USE TECHNOLOGIES SUCH AS CELLULAR NETWORKS TO OFFER CONNECTIVITY ACROSS MUCH WIDER RANGES. COMPARABILITY: ERICSSON AND GSMA INTELLIGENCE REPORT DIFFERENT qre . (O) Meltwq ter
FIGURES FOR THE NUMBER OF CELLULAR MOBILE CONNECTIONS. SOCIGI



USE OF MOBILE DEVICES

EACH DEVICE TYPE'S SHARE OF CELLULAR MOBILE CONNECTIONS (EXCLUDING IOT)

GLOBAL OVERVIEW

SHARE OF CONNECTIONS SHARE OF CONNECTIONS SHARE OF CONNECTIONS
ASSOCIATED WITH ASSOCIATED WITH ASSOCIATED WITH ROUTERS,
SMARTPHONES FEATURE PHONES TABLETS, AND MOBILE PCS

83.7% 12.6% 3.7%

7.42 BILLION CONNECTIONS 1.11 BILLION CONNECTIONS 329 MILLION CONNECTIONS
we
° SOURCE: ERICSSON MOBILITY VISUALIZER (NOV 2024). NOTE: EXCLUDES CELLULAR IOT CONNECTIONS. COMPARABILITY: BASE CHANGES. SEE NOTES ON DATA. are, | (O) MeltWCIter
SOCIqa
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NUMBER OF SMARTPHONES IN USE

NUMBER OF SMARTPHONE HANDSETS IN USE AROUND THE WORLD

GLOBAL OVERVIEW

1428

ALY

6.93 B

6.56 B
6.25B
5.91 B
5.59 B
5.05 B
1448

3.68 B
2993 '
' +5.8%

JAN JAN JAN JAN JAN JAN JAN JAN JAN JAN JAN
2015 2016 2017 2018 2019 2020 202] 2022 2023 ylopZ: 2025

“1.23 M" =1,230,000), AND “B” DENOTES BILLIONS (E.G. “1.23 B” = 1,230,000,000). WHERE NO LETTER IS PRESENT, VALUES ARE SHOWN AS IS. COMPARABILITY: ERICSSON AND GSMA INTELLIGENCE OFFER
DIFFERENT FIGURES FOR THE USE OF MOBILE DEVICES, SO FIGURES SHOWN HERE MAY NOT CORRELATE WITH FIGURES FOR MOBILE CONNECTIVITY SHOWN ELSEWHERE IN THIS REPORT. FIGURES MAY EXCEED qre ° I (O) MeltWGter

Q SOURCE: ERICSSON MOBILITY VISUALIZER (NOV 2024). NOTE: WHERE LETTERS ARE SHOWN NEXT TO FIGURES ABOVE BARS, “K” DENOTES THOUSANDS (E.G. “123 K” = 123,000), “M” DENOTES MILLIONS (E.G.
VALUES FOR UNIQUE MOBILE SUBSCRIBERS DUE TO THE SAME INDIVIDUAL USING MULTIPLE SMARTPHONE HANDSETS (E.G. ONE FOR WORK AND ONE FOR PERSONAL USE). SOCIG




SMARTPHONES’ SHARE OF MOBILE CONNECTIONS

NUMBER OF MOBILE CONNECTIONS ASSOCIATED WITH SMARTPHONES, AS A PERCENTAGE OF THE TOTAL NUMBER OF MOBILE CONNECTIONS

GLOBAL OVERVIEW

gla% 823  SIT%

74.3% 76.7% o
70.7%
66.0%
58.7%
50.2%
41.5% '
' +2.8%

JAN JAN JAN JAN JAN JAN JAN
2015 2016 2017 2018 2019 ylople 202]

JAN JAN JAN
2023 ylopZ: 2025

6 SOURCE: ERICSSON MOBILITY VISUALIZER (NOV 2024). COMPARABILITY: ERICSSON AND GSMA INTELLIGENCE OFFER DIFFERENT FIGURES FOR THE USE OF MOBILE DEVICES, SO FIGURES SHOWN HERE MAY

e
NOT CORRELATE WITH FIGURES FOR MOBILE CONNECTIVITY SHOWN ELSEWHERE IN THIS REPORT. gg%ial (O) MGItWCl ter



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

DATAREPORTAL.COM/LIBRARY


https://datareportal.com/library?utm_source=Global_Digital_Reports&utm_medium=Report&utm_campaign=Digital_2025&utm_content=Library_Promo

INTERNET USE



OVERVIEW OF INTERNET USE

ESSENTIAL INDICATORS OF INTERNET ADOPTION AND USE

GLOBAL OVERVIEW

INDIVIDUALS INDIVIDUALS USING THE YEAR-ON-YEAR CHANGE IN PERCENTAGE OF THE PERCENTAGE OF THE
USING THE INTERNET AS A PERCENTAGE THE NUMBER OF INDIVIDUALS TOTAL FEMALE POPULATION TOTAL MALE POPULATION
INTERNET OF TOTAL POPULATION USING THE INTERNET THAT USES THE INTERNET THAT USES THE INTERNET

5.56

YA +2.5% 65.7% 70.0%

BILLION YOY: +1.6% (+109 BPS) +136 MILLION YOY: +3.7% (+232 BPS) YOY: +2.7% (+181 BPS)
AVERAGE DAILY TIME PERCENTAGE OF USERS PERCENTAGE OF USERS PERCENTAGE OF THE PERCENTAGE OF THE
SPENT USING THE INTERNET ACCESSING THE INTERNET ACCESSING THE INTERNET TOTAL URBAN POPULATION TOTAL RURAL POPULATION

BY EACH INTERNET USER VIA MOBILE PHONES VIA LAPTOPS AND DESKTOPS THAT USES THE INTERNET THAT USES THE INTERNET

6H 38M 96.3% 61.5% 82.7% 47.4%

YOY: -0.4% (-2 MINS) YOY: -0.2% (-20 BPS) YOY: -0.5% (-30 BPS) YOY: +3.6% (+289 BPS) YOY: +2.8% (+130 BPS)

SOURCES: KEPIOS ANALYSIS; ITU; GSMA INTELLIGENCE; EUROSTAT, GOOGLE'S ADVERTISING RESOURCES; CNNIC; KANTAR & IAMAI; GOVERNMENT RESOURCES; UNITED NATIONS. TIME SPENT AND MOBILE
SHARE DATA FROM GWI (@3 2024). NOTES: GENDER DATA ARE ONLY AVAILABLE FOR “FEMALE” AND “MALE”. PERCENTAGE CHANGE FIGURES SHOW RELATIVE YEAR-ON-YEAR CHANGE. “BPS” FIGURES

REPRESENT BASIS POINTS, AND SHOW ABSOLUTE YEAR-ON-YEAR CHANGE. COMPARABILITY: SOURCE AND BASE CHANGES. ALL FIGURES USE THE LATEST AVAILABLE DATA, BUT SOME SOURCES DO NOT qre ° (O) MeltWCI ter
PUBLISH REGULAR UPDATES, SO FIGURES MAY UNDER-REPRESENT ACTUAL USE. SEE NOTES ON DATA. SOCIGI



https://www.gwi.com/?utm_campaign=FY24_CC_ALL_GL_CTD&utm_source=Kepios_report&utm_medium=PDF
https://datareportal.com/notes-on-data?utm_source=Global_Digital_Reports&utm_medium=Report&utm_campaign=Digital_2025&utm_content=Footnote

Podcasts are
shaking up the
ad game

For the very first
time, consumers
prefer podcasts to
radio, and they're
eating up a bigger
slice of the audio
market. Brands now
have a unique
opportunity to reach
premium product
buyers when they're
highly engaged.

Side hustles are
the nhew norm

Over 1in 10 business
professionals now
have side hustles,
including 38% of VPs
and above. While
companies can't
cater to everyone,
embracing new ideas
can keep side
hustlers motivated.

PARTNER CONTENT

top trends

Women’s sports
are taking the
center court

In the US, women's
sports are seeing a
surge in popularity,
especially on the
basketball court.
Brands that target
these captive
audiences and
elevate female
players can turn
today's momentum
into lasting growth.

Energy drinkers
have a different
look

With 46% of
consumers enjoying
energy drinks every
month, new
audiences offer
brands opportunities
to refresh and
diversify product
lines. Marketing to
dietary and lifestyle
preferences is key to
boosting sales.

Teens are
rethinking the
college dream

The number of US
teens who say
college is important
has dropped 21%
since 2021.
Businesses should
consider whether
traditional degrees
are really necessary
in shaping the future
workforce.

Learn more

Smart security
sales are
sheaking up

Ownership of smart
security devices (e.g.
video doorbells) has
overtaken smart
utility products (e.g.
smart lights),
growing 58% since
2019. Taking lifestyle
indicators into
account will help
brands target new
groups.

U


https://bit.ly/41mVZMe

INTERNET USE TIMELINE

NUMBER OF INDIVIDUALS USING THE INTERNET OVER TIME

GLOBAL OVERVIEW
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4.28 M
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10.0M
1994 | 20.4 M
1995 | 39.2M
1996 | 73.1 M
1997 | 18 M
1998 [N 184 M
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2006 [N 1178

[WAK
2009 [N | 66 &
1918
2012 [N ) 34
2013 [ ) 5) 8
e
4158

———

—
— o~
o~

= =
ml
®) —
(@) (@)
(@) (@)
N (Q)

™N
o
o
Q1

2024

2021
2022
2023
2025

SOURCES: KEPIOS ANALYSIS; ITU; GSMA INTELLIGENCE; EUROSTAT, GOOGLE'S ADVERTISING RESOURCES; CNNIC; KANTAR & IAMAI; GOVERNMENT RESOURCES; UNITED NATIONS. COMPARABILITY: SOURCE We
AND BASE CHANGES. ALL FIGURES USE THE LATEST AVAILABLE DATA, BUT SOME SOURCES DO NOT PUBLISH REGULAR UPDATES, SO FIGURES FOR RECENT PERIODS MAY UNDER-REPRESENT ACTUAL USE. SEE qre .

NOTES ON DATA. ST <OD Meltwater
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INTERNET ADOPTION TIMELINE

PERCENTAGE OF THE TOTAL POPULATION USING THE INTERNET OVER TIME

GLOBAL OVERVIEW

<OD Meltwater

66.1%
66.8%
67.9%

=5
o
o
O

FIRST WEBSITE
06 AUG 1991

1991

™N
o
o
Q1

2017
2019
2022
2023
2024
2025

1990 | 0.05%

0.08%
1992 | 0.1%
1993 | 0.2%
1994 | 0.4%
1995 | 0.7%
1996 I 1.3%
1997 | 2.0%
1998 [ 3.1%
1999 [ 4.6%
2002 [ 10.6°%

11.9%
2004 [ 13.9%
2005 [ 15 4%
2006 [ 16 9
19.2%
201 [N 3 3%
v I
—
—
46.9%
P——
53.4%

e ——

™M
o
o
N

SOURCES: KEPIOS ANALYSIS; ITU; GSMA INTELLIGENCE; EUROSTAT, GOOGLE'S ADVERTISING RESOURCES; CNNIC; KANTAR & IAMAI; GOVERNMENT RESOURCES; UNITED NATIONS. COMPARABILITY: SOURCE We
AND BASE CHANGES. ALL FIGURES USE THE LATEST AVAILABLE DATA, BUT SOME SOURCES DO NOT PUBLISH REGULAR UPDATES, SO FIGURES FOR RECENT PERIODS MAY UNDER-REPRESENT ACTUAL USE. SEE qre .

NOTES ON DATA. social



https://datareportal.com/notes-on-data?utm_source=Global_Digital_Reports&utm_medium=Report&utm_campaign=Digital_2025&utm_content=Footnote

INTERNET USE OVER TIME (YOY)

NUMBER OF INDIVIDUALS USING THE INTERNET, AND YEAR-ON-YEAR CHANGE

GLOBAL OVERVIEW

£ 938 543 B 5.50 B

5.09B | l I

4.87B

3.828B

| +

3.578B

3.218B

.|.8 80/

JAN JAN JAN JAN JAN JAN JAN JAN JAN
2015 2016 2017 2018 2022 2023 2024 2025
SOURCES: KEPIOS ANALYSIS; ITU: GSMA INTELLIGENCE: EUROSTAT: GOOGLE'S ADVERTISING RESOURCES: CNNIC: KANTAR & IAMAI: GOVERNMENT RESOURCES: UNITED NATIONS. COMPARABILITY: SOURCE we
AND BASE CHANGES. ALL FIGURES USE THE LATEST AVAILABLE DATA, BUT SOME SOURCES DO NOT PUBLISH REGULAR UPDATES, SO FIGURES FOR RECENT PERIODS MAY UNDER-REPRESENT ACTUAL USE. SEE are, (O) MeltWCIter

NOTES ON DATA. social
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INTERNET ADOPTION RATE OVER TIME (YOY)

NUMBER OF INDIVIDUALS USING THE INTERNET AS A PERCENTAGE OF TOTAL POPULATION, AND YEAR-ON-YEAR RELATIVE CHANGE

GLOBAL OVERVIEW

66.1% 66.8% 67.9%

57.6%
53.4%
49.7%
46.9% ;
42.8%
39.8% ' '
' +9.8% + +3.8%

JAN JAN JAN JAN JAN JAN JAN JAN JAN JAN
2015 2016 2017 2018 2019 2020 202] 2022 2023 ylopZ: 2025

63.7%

61.5%

IN THE WHITE CIRCLES SHOW THE RELATIVE CHANGE IN INTERNET ADOPTION vs. THE PREVIOUS PERIOD (I.E. AN INCREASE OF 20% FROM A STARTING VALUE OF 50% WOULD EQUAL 60%, NOT 70%)

COMPARABILITY: SOURCE AND BASE CHANGES. ALL FIGURES USE THE LATEST AVAILABLE DATA BUT SOME SOURCES DO NOT PUBLISH REGULAR UPDATES, SO FIGURES FOR RECENT PERIODS MAY UNDER- are, (O) MeltWCI ter
REPRESENT ACTUAL ADOPTION. SEE NOTES ON DATA. SOCI GI

° SOURCES: KEPIOS ANALYSIS; ITU; GSMA INTELLIGENCE; EUROSTAT, GOOGLE'S ADVERTISING RESOURCES; CNNIC; KANTAR & IAMAI; GOVERNMENT RESOURCES; UNITED NATIONS. NOTES: PERCENTAGES



https://datareportal.com/notes-on-data?utm_source=Global_Digital_Reports&utm_medium=Report&utm_campaign=Digital_2025&utm_content=Footnote

ALTERNATIVE PERSPECTIVES ON INTERNET USE

FIGURES FOR INTERNET USE PUBLISHED BY DIFFERENT SOURCES

GLOBAL OVERVIEW

INDIVIDUALS USING THE INDIVIDUALS USING THE INDIVIDUALS USING THE INDIVIDUALS USING THE
INTERNET: KEPIOS INTERNET: ITU INTERNET: WORLD BANK INTERNET: CIA WORLD FACTBOOK

5.56 .94 5.52 S5.41

BILLION BILLION BILLION BILLION

vs. POPULATION vs. POPULATION vs. POPULATION vs. POPULATION

YA 67.6% 67.4% 66.0%

SOURCES: AS STATED ABOVE EACH ICON. NOTES: WHERE SOURCES PUBLISH INTERNET ADOPTION AS A PERCENTAGE (I.E. PENETRATION), VALUES SHOWN HERE COMPARE PUBLISHED ADOPTION RATES WITH

THE LATEST FIGURES FOR POPULATION TO DERIVE ABSOLUTE USER NUMBERS. WHERE SOURCES PUBLISH ABSOLUTE USER NUMBERS, VALUES SHOWN HERE COMPARE THESE ABSOLUTE USER FIGURES WITH I
THE LATEST FIGURES FOR POPULATION TO DERIVE VALUES FOR “vs. POPULATION". COMPARABILITY: POTENTIAL MISMATCHES. INTERNET USER FIGURES QUOTED ELSEWHERE IN THIS REPORT USE DATA FROM are ° (O) Me tWCI ter

MULTIPLE SOURCES, INCLUDING SOURCES NOT FEATURED ON THIS SLIDE. SOCIGI



INTERNET ADOPTION

INDIVIDUALS USING THE INTERNET AS A PERCENTAGE OF TOTAL POPULATION

GLOBAL OVERVIEW

NORTHERN
EUROPE

EASTERN
EUROPE

90.6%

SOUTHERN ASIA
EUROPE

NORTHERN
AMERICA

SR

91.6%

CENTRAL

CARIBBEAN 0 EASTERN
non : 78.5% e

CENTRAL AFRICA SOLAJ\TSTAERN

AMERICA VXE%TE'ZN 78 2% 2CS)LLAJ\TH-EASTERN
<, 83.2% 28 50 IR

AMERICA
, 77.0% 11.5%
679/0 OCEANIA
SOUTHERN
AFRICA

SOURCES: KEPIOS ANALYSIS; ITU; GSMA INTELLIGENCE; EUROSTAT; GOOGLE'S ADVERTISING RESOURCES; CNNIC; KANTAR & IAMAI; GOVERNMENT RESOURCES; UNITED NATIONS. NOTE: REGIONS BASEDON  WE
THE UNITED NATIONS GEOSCHEME. LOCAL COUNTRY VALUES HAVE BEEN CAPPED AT 99% OF THE POPULATION. COMPARABILITY: SOURCE AND BASE CHANGES. ALL FIGURES USE THE LATEST AVAILABLE DATA,  CIF@, <O Meltwater
BUT SOME SOURCES DO NOT PUBLISH REGULAR UPDATES, SO FIGURES MAY UNDER-REPRESENT ACTUAL USE. SEE NOTES ON DATA. social
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SHARE OF GLOBAL INTERNET USERS

INDIVIDUALS USING THE INTERNET IN EACH REGION AS A PERCENTAGE OF TOTAL INDIVIDUALS USING THE INTERNET AROUND THE WORLD

GLOBAL OVERVIEW

NORTHERN
EUROPE

EASTERN
EUROPE

EUROPE

NORTHERN
AMERICA

W

CARIBBEAN RTHER
L
.U/0
-

EASTERN
23.3% e

4.3%

MIDDLE ~ WESTERN 20] %
ARRIEA 4 SOUTHERN

CENTRAL ASIA
AMERICA 0 SOUTH-EASTERN
WESTERN 1.3% 0.8% B
AFRICA
0
6.5% o P
AL VUES  AFRICA
SOUTHERN
0 0.6%
1.0%
OCEANIA
SOUTHERN
AFRICA
SOURCES: KEPIOS ANALYSIS; ITU; GSMA INTELLIGENCE; EUROSTAT; GOOGLE'S ADVERTISING RESOURCES; CNNIC; KANTAR & IAMAI; GOVERNMENT RESOURCES; UNITED NATIONS. NOTES: REGIONS BASED we
ON THE UNITED NATIONS GEOSCHEME. LOCAL COUNTRY VALUES HAVE BEEN CAPPED AT 99% OF THE POPULATION. VALUES MAY NOT SUM TO 100% DUE TO ROUNDING. COMPARABILITY: SOURCE AND o | g = <O Meltwater
BASE CHANGES. ALL FIGURES USE THE LATEST AVAILABLE DATA, BUT SOME SOURCES DO NOT PUBLISH REGULAR UPDATES, SO FIGURES MAY UNDER-REPRESENT ACTUAL USE. SEE NOTES ON DATA. socidl
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INDEXED SHARE OF GLOBAL INTERNET USERS

EACH REGION'’S SHARE OF TOTAL INTERNET USERS COMPARED WITH ITS SHARE OF THE GLOBAL POPULATION

GLOBAL OVERVIEW

NORTHERN
EUROPE
EASTERN
| =
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AFRICA g SOUTHERN
496 AT O ot

WESTERN
AFRICA
122.5 m G
SO'\lAJTHERN AR
OCEANIA
SOUTHERN
AFRICA

100 MEANS THAT THE SHARE OF TOTAL USERS EQUALS THE SHARE OF GLOBAL POPULATION. A VALUE BELOW 100 MEANS THAT THE SHARE OF TOTAL USERS IS BELOW THE SHARE OF GLOBAL POPULATION. A
VALUE ABOVE 100 MEANS THE SHARE OF TOTAL USERS IS ABOVE THE SHARE OF GLOBAL POPULATION. NOTES: REGIONS BASED ON THE UNITED NATIONS GEOSCHEME. LOCAL COUNTRY VALUES HAVE BEEN qre ° (O) MeltWCI ter
CAPPED AT 99% OF THE POPULATION. FIGURES MAY NOT SUM TO 100% DUE TO ROUNDING. COMPARABILITY: SOURCE AND BASE CHANGES. SEE NOTES ON DATA. SOCIGI

° SOURCES: KEPIOS ANALYSIS; ITU; GSMA INTELLIGENCE; EUROSTAT, GOOGLE'S ADVERTISING RESOURCES; CNNIC; KANTAR & IAMAI; GOVERNMENT RESOURCES; UNITED NATIONS. GUIDANCE: A VALUE OF
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INDIVIDUALS USING THE INTERNET AS A PERCENTAGE OF TOTAL POPULATION

GLOBAL OVERVIEW
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HAVE BEEN CAPPED AT 99% OF THE POPULATION. COMPARABILITY: SOURCE AND BASE CHANGES. ALL FIGURES USE THE LATEST AVAILABLE DATA, BUT SOME SOURCES DO NOT PUBLISH REGULAR UPDATES

FIGURES MAY UNDER-REPRESENT ACTUAL USE. SEE NOTES ON DATA.
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https://datareportal.com/notes-on-data?utm_source=Global_Digital_Reports&utm_medium=Report&utm_campaign=Digital_2025&utm_content=Footnote

Intelligence

The State of Mobile Internet Connectivity 2024

Around 160 million people started using
mobile internet in 2023, which is similar to the
growth in 2022 but represents a slowdown
compared to 2015-2021.

A further 730 million individuals used mobile
internet on a device they do not own or have
primary use of. While access on a shared or
other person’s device represents an important
mode of access for many children, it is more
limiting for adults; they are unable to realise
the full benefits of mobile internet if they only
have temporary, shared or intermittent
access.

PARTNER CONTENT

With mobile internet adoption outpacing
network expansion, this usage gap has
continued to shrink. However, the usage gap
IS now nine times the size of the coverage gap
and two thirds of the usage gap population
do not yet own a mobile phone of any type.

For those already aware of mobile internet,
the top-reported barriers to adoption are
affordability (primarily of handsets) and
literacy & digital skills.

Download the report

gsmaintelligence.com

More than 90% of this benefit would accrue to
low- and middle-income countries, given they
account for the vast majority of the
unconnected. Just over $1.3 trillion in total
additional GDP over the period would come
from closing the gender gap in mobile
internet adoption across low- and middle-
Income countries.

Source: GSMA Intelligence, The State of Mobile Internet Connectivity 2024


https://data.gsmaintelligence.com/research/research/research-2024/the-state-of-mobile-internet-connectivity-2024
https://data.gsmaintelligence.com/research/research/research-2024/the-state-of-mobile-internet-connectivity-2024

UNCONNECTED POPULATIONS

NUMBER OF INDIVIDUALS (IN MILLIONS) WHO DO NOT USE THE INTERNET

GLOBAL OVERVIEW

NORTHERN
EUROPE
EASTERN
AMERICA

SOUTHERN
EUROPE
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SOURCES: KEPIOS ANALYSIS; ITU; GSMA INTELLIGENCE; EUROSTAT; GOOGLE'S ADVERTISING RESOURCES; CNNIC; KANTAR & IAMAI; GOVERNMENT RESOURCES; UNITED NATIONS. NOTE: REGIONS BASEDON  WE
THE UNITED NATIONS GEOSCHEME. WE CAP COUNTRY ADOPTION RATES AT 99% OF THE TOTAL POPULATION. COMPARABILITY: SOURCE AND BASE CHANGES. ALL FIGURES USE THE LATEST AVAILABLE DATA, are, <O Meltwater
BUT SOME SOURCES DO NOT PUBLISH REGULAR UPDATES, SO FIGURES MAY UNDER-REPRESENT ACTUAL USE. SEE NOTES ON DATA. socidl



https://datareportal.com/notes-on-data?utm_source=Global_Digital_Reports&utm_medium=Report&utm_campaign=Digital_2025&utm_content=Footnote

UNCONNECTED POPULATIONS

COUNTRIES AND TERRITORIES WITH THE LARGEST UNCONNECTED POPULATIONS AND THE LOWEST LEVELS OF INTERNET ADOPTION

GLOBAL OVERVIEW

ABSOLUTE: LARGEST UNCONNECTED POPULATIONS RELATIVE: LOWEST LEVELS OF INTERNET ADOPTION
# LOCATION 'INDIVIDUALS . OFFLINE. # LOCATION 'OFFLINE  INDIVIDUALS
01 INDIA 651,619,000 44.7% 01  NORTH KOREA
02 CHINA 311,901,000 22.0% 02 BURUNDI 87.5% 12,441,000
03  PAKISTAN 137,453,000 54.3% 03 CHAD 86.8% 17,992,000
04 NIGERIA 128,323,000 54.6% 04 CENTRALAFRICANREPUBLIC ~ 84.5% 4,582,000
05 ETHIOPIA 105,209,000 78.7% 05 SOUTH SUDAN 84.3% 10,167,000
06 BANGLADESH 96,908,000 58.5% 06 YEMEN 82.3% 33,893,000
07 DEM. REP. OF THE CONGO 77,059,000 69.4% 07  MALAWI 82.0% 17,986,000
08 INDONESIA 72,172,000 25.4% 08 MOZAMBIQUE 80.2% 28,177,000
09 TANZANIA 49,305,000 70.9% 09 ERITREA 80.0% 2,856,000
10 UGANDA 36,514,000 72.0% 10 MADAGASCAR 79.6% 25,752,000
INTHE % OF POP. OFFLINE® COLUMN REPRESENT THE PERCENTAGE OF THE FOPULATION THAT DOES NOT YET USE THE INTERNET. ABSOLUTE VALUES HAVE BEEN ROUNDED TOTHE NEAREST THOUSAND (1] Y&

Q o A o o e commmmne e owesc e s e GE8Gy CODMeltwater


https://datareportal.com/notes-on-data?utm_source=Global_Digital_Reports&utm_medium=Report&utm_campaign=Digital_2025&utm_content=Footnote

LOW LEVELS OF INTERNET ADOPTION IN CONTEXT

COMPARING LEVELS OF INTERNET ADOPTION WITH VARIOUS KEY METRICS AND INDICATORS

GLOBAL OVERVIEW

BASIC BASIC
DRINKING SANITATION
WATER SERVICES

BASIC BASIC
DRINKING SANITATION
WATER SERVICES

INTERNET MEDIAN
ADOPTION AGE

INTERNET MEDIAN
ADOPTION AGE

ACCESS TO
ELECTRICITY

ACCESS TO
ELECTRICITY

LOCATION LOCATION

NORTH KOREA!

BURUNDI

CHAD

CENTRAL AFRICAN REPUBLIC

SOUTH SUDAN

YEMEN

MALAWI

MOZAMBIQUE

ERITREA

MADAGASCAR

<1%

12.5%

13.2%

15.5%

15.7%

17.7%

18.0%

19.8%

20.0%

20.4%

36.5

16.4

15.8

14.5

18.7

18.4

18.1

16.5

19.2

19.2

54.7%

10.3%

11.7%

15.7%

8.4%

76.0%

14.0%

33.2%

55.4%

36.1%

93.9%

62.4%

52.0%

36.3%

41.2%

61.8%

/71.9%

63.2%

51.8%

53.5%

84.8%

45.7%

12.9%

13.8%

16.1%

54.8%

49.2%

37.4%

11.9%

14.8%

SIERRA LEONE

ETHIOPIA

NIGER

PAPUA NEW GUINEA

BURKINA FASO

GUINEA

UGANDA

SUDAN

TANZANIA

AFGHANISTAN

20.7%

21.3%

23.2%

24.1%

24.2%

26.5%

28.0%

28.7%

29.1%

30.5%

° SOURCES: KEPIOS ANALYSIS; ITU; GSMA INTELLIGENCE; EUROSTAT, WORLD BANK; GOOGLE’S ADVERTISING RESOURCES; CNNIC; KANTAR & IAMAI; GOVERNMENT RESOURCES; UNITED NATIONS.

(V4

19.1

15.6

22.8

17.7

18.3

16.9

18.5

17.5

17.3

DEFINITIONS: “BASIC DRINKING WATER": PERCENTAGE OF THE TOTAL POPULATION THAT DRINKS WATER FROM AN IMPROVED SOURCE, PROVIDED COLLECTION TIME IS NOT MORE THAN 30 MINUTES FOR A
ROUND TRIP. “BASIC SANITATION SERVICES”: PERCENTAGE OF THE TOTAL POPULATION USING IMPROVED SANITATION FACILITIES THAT ARE NOT SHARED WITH OTHER HOUSEHOLDS. NOTE: (1) THE INTERNET (AT
LEAST AS THE REST OF THE WORLD KNOWS IT) REMAINS BLOCKED FOR EVERYDAY CITIZENS IN NORTH KOREA.

29.4%
55.0%
19.5%
19.0%
19.5%
A47.7%
47 1%
63.2%
45.8%
85.3%
we

are,
socidal

65.3%

51.5%

48.9%

50.2%

49.5%

/71.5%

59.3%

64.9%

60.8%

YA

22.9%

9.3%

16.4%

19.3%

24.8%

31.3%

21.0%

36.9%

30.6%

56.0%

<OD Meltwater



WHERE INTERNET ACCESS IS LEAST AFFORDABLE

COUNTRIES AND TERRITORIES WHERE INTERNET CONNECTIVITY IS THE LEAST AFFORDABLE

GLOBAL OVERVIEW

CHEAPEST INTERNET INTERNET CHEAPEST INTERNET INTERNET

i LOCATION ACCESS PLAN vs. ADOPTION # LOCATION ACCESS PLAN vs. ADOPTION
GNI PER CAPITA RATE GNI PER CAPITA RATE
01 CENTRAL AFRICAN REPUBLIC 26.7% 15.5% 11 DEM. REP. OF THE CONGO 9.1% 30.6%
02 VENEZUELA 20.6% 61.6% 12 MALAWI 8.8% 18.0%
03 CUBA 18.6% /1.3% 13 FED. STATES OF MICRONESIA 8.7% 40.5%
04 SOUTH SUDAN 13.2% 15.7% 14  GUINEA-BISSAU 8.5% 32.5%
05 PAPUA NEW GUINEA 11.8% 24.1% 15 AFGHANISTAN 8.4% 30.5%
06 SYRIA 10.7% 35.8% 16 CHAD 8.4% 13.2%
07  BURUNDI 10.4% 12.5% 17 NIGER 8.3% 23.2%
08 EQUATORIAL GUINEA 10.3% 60.4% 18  LIBERIA 8.2% 32.4%
09 SOLOMON ISLANDS 9.9% 42.5% 19 HONDURAS /1% 65.8%
10  MAL 9.2% 35.1% 20  YEMEN 6.5% 17.7%
SOURCE: ITU; KEPIOS ANALYSIS. NOTES: “GNIl PER CAPITA” IS GROSS NATIONAL INCOME PER CAPITA, AND REPRESENTS TYPICAL INCOME PER PERSON. VALUES IN THE “CHEAPEST ACCESS PLAN” COLUMNSS we
° REPRESENT THE PRICE OF THE CHEAPEST MOBILE BROADBAND PLAN PROVIDING AT LEAST 2 GB OF MONTHLY DATA USING AT LEAST 3G TECHNOLOGY. ALL VALUES USE LATEST AVAILABLE PUBLISHED DATA. g(l;%idl <COD Meltwater




WHERE FIXED BROADBAND IS LEAST AFFORDABLE

COUNTRIES AND TERRITORIES WHERE FIXED INTERNET CONNECTIVITY IS THE LEAST AFFORDABLE

GLOBAL OVERVIEW

LOCATIONS WHERE THE CHEAPEST BROADBAND PACKAGE IS LEAST AFFORDABLE LOCATIONS WHERE BROADBAND BANDWIDTH IS LEAST AFFORDABLE
COST OF CHEAPEST PRICE OF CHEAPEST AVE. COST PER MBPS AVE. PRICE PER
LOCATION PACKAGE vs. AVE. FIXED BROADBAND LOCATION PER MONTH vs. AVE. MBPS PER MONTH

MONTHLY INCOME PACKAGE (USD) MONTHLY INCOME OF FIXED DATA (USD)

O1 DEM.REP. OF THE CONGO 318.6% $89.98 01 BURUNDI 897.9% $116.66

02 BURUNDI 296.5% $38.52 02 ERITREA 894.3% $338.15

03 MADAGASCAR 156.3% $56.31 03 SOLOMON ISLANDS 163.5% $289.75

04 MOZAMBIQUE 143.7% $43.86 04 SOMALA 141.1% $42.42

05 TIMOR-LESTE 137.7% $49.00 05 NIGER 108.7% $52.05

06 NIGER 93.8% $44.91 06 AFGHANISTAN 55.8% $15.80

07/ THE GAMBIA 84.8% $43.05 07 TIMOR-LESTE 55.6% $19.80

08 SOMALIA 80.4% $24.17 08 YEMEN 53.9% $29.92

09 YEMEN /6.2% $42.27 09 COMOROS 51.8% $62.46

10  SIERRA LEONE /4.4% $25.41 10 MOZAMBIQUE 46.2% $14.10

SOURCE: CABLE.CO.UK; WORLD BANK; KEPIOS ANALYSIS. NOTES: COMPARISONS WITH AVERAGE MONTHLY INCOME USE LATEST REPORTED WORLD BANK FIGURES FOR “ADJUSTED NET NATIONAL INCOME we

PER CAPITA (CURRENT US$)”. FIGURES FOR “AVE. PRICE PER MBPS PER MONTH OF FIXED DATA (USD)” REPRESENT THE MEDIAN PRICE OF FIXED BROADBAND BANDWIDTH PER MBPS (MEGARBIT PER SECOND) PER

Q MONTH. PRICES SHOWN IN U.S. DOLLARS; CURRENCY CONVERSION AS PER CABLE.CO.UK'S METHODOLOGY AND CALCULATIONS. PLEASE REFER TO DETAILED SOURCE NOTES HERE. ADVISORY: DATA ARE NOT are, (O) MeltWCI ter
AVAILABLE FOR ALL LOCATIONS; RANKING BASED ON AVAILABLE DATA ONLY. COMPARABILITY: SOURCE AND METHODOLOGY CHANGES. FIGURES ARE NOT COMPARABLE WITH PREVIOUS REPORTS. SOClGI



https://www.cable.co.uk/broadband/worldwide-pricing/2024/broadband_price_comparison_methodology.pdf
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AVERAGE PRICE PER MBPS

®
®
MEDIAN PRICE (IN U.S. DOLLARS) PER MEGABIT PER SECOND OF FIXED BROADBAND BANDWIDTH
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DOLLAR EQUIVALENTS BY CABLE.CO.UK USING THE PREVAILING EXCHANGE RATES AT THE TIME OF SOURCE DATA PUBLICATION.
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CHEAPEST PACKAGE

COST OF FIXED DATA
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REGARDLESS OF BANDWIDTH OR DATA LIMITATIONS. VALUES TRANSLATED FROM LOCAL CURRENCIES INTO U.S. DOLLAR EQUIVALENTS BY CABLE.CO.UK USING THE PREVAILING EXCHANGE RATES AT THE TIME

OF SOURCE DATA PUBLICATION.

—
L
_I
O
)
()
Z
O
O
)
s
VI
)
D)
_I
p)
L
I
T
L
=
—l
L
I
T
T
<
VI
[a%
T
Z
D)
O
O
L
>
o
@)
L
o
[7p)
Ll
o
L
I
T
Z
-
[aa)
=
<
>
<
L
©)
<C
hV4
@)
&
T
L
Z
[a%
L
T
Z
()
Z
<
[aa)
()
<
©)
o
[aa)
()
L
<
L
T
(9p)
(I
o
<
L
I
O
L
I
T
L
O
T
(7p)
O
O
L
I
—l
T
Z
L
%)
Ll
o
o
L
[a%
)
Ll
[a%
D)
O
L
E
=
o
Z
%
=
O
O
=
[aa)
<
O
E
O
oz
- |
(@)
(72




MAIN REASONS FOR USING THE INTERNET

PRIMARY REASONS WHY INTERNET USERS AGED 16+ USE THE INTERNET

GLOBAL OVERVIEW

FINDING INFORMATION 62.8%

STAYING IN TOUCH WITH FRIENDS AND FAMILY 60.2%

KEEPING UP TO DATE WITH NEWS AND EVENTS 55.0%

WATCHING VIDEOS, TV SHOWS OR MOVIES 54.7%

RESEARCHING HOW TO DO THINGS 51.1%

FINDING NEW IDEAS OR INSPIRATION 46.9%

ACCESSING AND LISTENING TO MUSIC 46.7%

FILLING UP SPARE TIME AND GENERAL BROWSING 45.2%

RESEARCHING PRODUCTS AND BRANDS 45.2%

38.9%
38.7%
35.9%

35.4%
B 30.4%

30.1%

we
are,
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https://www.gwi.com/?utm_campaign=FY24_CC_ALL_GL_CTD&utm_source=Kepios_report&utm_medium=PDF
https://datareportal.com/notes-on-data?utm_source=Reports&utm_medium=Report_Hyperlink&utm_id=Digital_2025&utm_content=Slide_Footnote

NUMBER OF REASONS FOR USING THE INTERNET

AVERAGE NUMBER OF REASONS CITED BY INTERNET USERS AGED 16+ AS PRIMARY MOTIVATIONS FOR USING THE INTERNET

1.40 1.37 1.50 1.58 1.52

GLOBAL OVERVIEW

7.76 1.84 1.87

/.38

vo. CHANGE IN METHODOLOGY recccsseccsscccssscccssecssssces
vt ADDITION OF AUDIENCES AGED G5+ ssesssssccsssccssccccsscces

Q4 Ql Q2 Q3 Q4
2022 2022 2023 2023 2023 2023 2024 2024 2024
we
SOURCE: GWI (Q3 2024). NOTE: RESPONDENTS COULD CHOOSE FROM THE SAME DEFINED LIST OF 19 OPTIONS IN EACH WAVE OF RESEARCH. COMPARABILITY: CHANGES IN AUDIENCE COMPOSITION
Q AND SURVEY METHODOLOGY. SEE NOTES ON DATA. g(r)%idl (O) MeltWCI ter



https://www.gwi.com/?utm_campaign=FY24_CC_ALL_GL_CTD&utm_source=Kepios_report&utm_medium=PDF
https://datareportal.com/notes-on-data?utm_source=Reports&utm_medium=Report_Hyperlink&utm_id=Digital_2025&utm_content=Slide_Footnote

MAIN REASONS FOR USING THE INTERNET

PRIMARY REASONS WHY INTERNET USERS IN EACH AGE GROUP USE THE INTERNET

GLOBAL OVERVIEW

AGE 16 TO 24 AGE 25 TO 34 AGE 35TO 44 AGE 45 TO 54 AGE 55 TO 64 AGE 65+*
CONTACT FRIENDS & FAMILY 62.1% CONTACT FRIENDS & FAMILY 58.7% FIND INFORMATION 62.1% FIND INFORMATION 65.2% FIND INFORMATION 68.1% E FIND INFORMATION 81.7%
FIND INFORMATION 61.1% FIND INFORMATION 58.5% CONTACT FRIENDS & FAMILY 59.7% CONTACT FRIENDS & FAMILY 59.3% FOLLOW NEWS & EVENTS 61.2% ; FOLLOW NEWS & EVENTS 66.9%
WATCH VIDEOS & SHOWS 59.3% WATCH VIDEOS & SHOWS 56.2% FOLLOW NEWS & EVENTS 56.3% FOLLOW NEWS & EVENTS 58.9% CONTACT FRIENDS & FAMILY 61.1% é CONTACT FRIENDS & FAMILY 62.7%
LISTEN TO MUSIC 55.3% FOLLOW NEWS & EVENTS 51.5% WATCH VIDEOS & SHOWS 55.1% WATCH VIDEOS & SHOWS 53.6% LEARN HOW TO DO THINGS 53.2% E LEARN HOW TO DO THINGS 60.9%
EDUCATION & STUDY 52.4% LEARN HOW TO DO THINGS 48.6% LEARN HOW TO DO THINGS 50.0% LEARN HOW TO DO THINGS 51.8% WATCH VIDEOS & SHOWS 49.3% ; RESEARCH BRANDS 57.0%
LEARN HOW TO DO THINGS 51.7% FIND NEW IDEAS 48.4% FIND NEW IDEAS 48.0% RESEARCH BRANDS A7 4% RESEARCH BRANDS 47.5% E RESEARCH PLACES & TRAVEL 50.7%
FIND NEW IDEAS 50.5% LISTEN TO MUSIC 47 8% RESEARCH BRANDS 46.1% FIND NEW IDEAS 45.7% FILL SPARE TIME & BROWSING  44.8% ? RESEARCH HEALTH 46.9%
FOLLOW NEWS & EVENTS 49.5% FILL SPARE TIME & BROWSING  44.1% LISTEN TO MUSIC 45.4% FILL SPARE TIME & BROWSING  44.4% RESEARCH PLACES & TRAVEL 41.7% E MANAGE FINANCES 42.3%
FILL SPARE TIME & BROWSING  49.3% RESEARCH BRANDS 43.4% FILL SPARE TIME & BROWSING  43.6% LISTEN TO MUSIC 43.1% FIND NEW IDEAS 41.5% i FILL SPARE TIME & BROWSING  40.9%
GAMING 42.8% EDUCATION & STUDY 39.5% RESEARCH PLACES & TRAVEL 39.5% RESEARCH PLACES & TRAVEL 40.5% RESEARCH HEALTH 40.5% ; WATCH VIDEOS & SHOWS 35.6%

SOURCE: GWI (Q3 2024). *NOTE: DATA FOR AUDIENCES AGED 65+ ARE NOT YET AVAILABLE IN ALL COUNTRIES, SO FINDINGS FOR AUDIENCES AGED 65+ MAY NOT BE DIRECTLY COMPARABLE WITH THOSE r (o) M I
FOR OTHER AGE GROUPS. COMPARABILITY: CHANGES IN AUDIENCE COMPOSITION AND SURVEY METHODOLOGY. SEE NOTES ON DATA. q e ° I e tWCI ter
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https://www.gwi.com/?utm_campaign=FY24_CC_ALL_GL_CTD&utm_source=Kepios_report&utm_medium=PDF
https://datareportal.com/notes-on-data?utm_source=Reports&utm_medium=Report_Hyperlink&utm_id=Digital_2025&utm_content=Slide_Footnote

DAILY TIME SPENT USING THE INTERNET (YOY)

THE AVERAGE AMOUNT OF TIME (IN HOURS AND MINUTES) THAT INTERNET USERS AGED 16+ SPEND USING THE INTERNET EACH DAY

GLOBAL OVERVIEW

06:46 06:48 06:54 06:58 | 0640 |
06:23 06:20 06:29 06:38 06:36 : : : 06:38

o 8% | | I +0.4% I | | +0.8% | |

2014 2015 2016 2017 2018 2019 2020 2021 2022 2023 yloyZ:

vs. CHANGE IN METHODOLOGY ++scccsssccssscccsscce

-+ ADDITION OF AUDIENCES AGED 65+ ++sssrreeesenns.

we
are, . <O> Meltwater
social



https://www.gwi.com/?utm_campaign=FY24_CC_ALL_GL_CTD&utm_source=Kepios_report&utm_medium=PDF
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DAILY TIME SPENT USING THE INTERNET (QOQ)

THE AVERAGE AMOUNT OF TIME (IN HOURS AND MINUTES) THAT INTERNET USERS AGED 16+ SPEND USING THE INTERNET EACH DAY

GLOBAL OVERVIEW
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SOURCE: GWI (Q3 2024). COMPARABILITY: CHANGES IN AUDIENCE COMPOSITION AND SURVEY METHODOLOGY. SEE NOTES ON DATA. are, | {(¢), MeltWCI ter
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AVERAGE AMOUNT OF TIME (IN HOURS AND MINUTES) THAT INTERNET USERS AGED 16+ SPEND USING THE INTERNET EACH DAY ON ANY DEVICE

GLOBAL OVERVIEW
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DAILY TIME SPENT USING THE INTERNET

AVERAGE AMOUNT OF TIME (IN HOURS AND MINUTES) THAT INTERNET USERS SPEND USING THE INTERNET EACH DAY ON ANY DEVICE

GLOBAL OVERVIEW
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I I 04:07 :
FEMALE MALE FEMALE MALE FEMALE MALE FEMALE MALE FEMALE MALE FEMALE MALE
AGE AGE AGE AGE AGE AGE
16 - 24 25 - 34 35— 44 45 - 54 55 - 64 65+

FOR OTHER AGE GROUPS. COMPARABILITY: CHANGES IN AUDIENCE COMPOSITION AND SURVEY METHODOLOGY. SEE NOTES ON DATA. are ° I (O) MeltWCl ter

_______________________________________________ SOoCid

a SOURCE: GWI (@3 2024). *NOTE: DATA FOR AUDIENCES AGED 65+ ARE NOT YET AVAILABLE IN ALL COUNTRIES, SO FINDINGS FOR AUDIENCES AGED 65+ MAY NOT BE DIRECTLY COMPARABLE WITH THOSE
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DEVICES USED TO ACCESS THE INTERNET

PERCENTAGE OF INTERNET USERS AGED 16+ WHO USE EACH KIND OF DEVICE TO ACCESS THE INTERNET

GLOBAL OVERVIEW

MOBILE PHONE (ANY) 96.3%

SMARTPHONE

94.2%

LAPTOP OR DESKTOP (ANY) 61.5%

PERSONAL LAPTOP OR DESKTOP 53.6%

CONNECTED TELEVISION 31.7%

TABLET DEVICE 27.9%

WORK LAPTOP OR DESKTOP 26.8%

SMART HOME DEVICE 17.9%

11.5%

- 4 5% FEATURE PHONE
- 4 3% VIRTUAL REALITY DEVICE

SOURCE: GWI (Q3 2024). NOTE: WHITE BARS IDENTIFY THE USE OF A COMBINATION OF DEVICES THAT ARE ALSO SHOWN INDIVIDUALLY ON THIS CHART. FOR EXAMPLE, “MOBILE PHONE (ANY)” SHOWS THE I
USE OF A “SMARTPHONE"” AND / OR A “FEATURE PHONE". COMPARABILITY: CHANGES IN AUDIENCE COMPOSITION AND SURVEY METHODOLOGY. SEE NOTES ON DATA. qre ° I (O) Me tWCI ter
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SHARE OF DAILY INTERNET TIME BY DEVICE (YOY)

DAILY TIME THAT INTERNET USERS AGED 16+ SPEND USING THE INTERNET ON EACH DEVICE AS A PERCENTAGE OF TOTAL DAILY INTERNET TIME

GLOBAL OVERVIEW

5 \/\/ IS0 0~ AREPOK

COMPUTERS: 49.2%
COMPUTERS: 47.2%
COMPUTERS: 46.5%

COMPUTERS: 43.2%
COMPUTERS: 42.4%
COMPUTERS: 43.2%

COMPUTERS: 50.6%

COMPUTERS: 54.4%

COMPUTERS: 62.3%
COMPUTERS: 60.9%

COMPUTERS: 66.9%
MOBILES: 56.8%
MOBILES: 57.6%
MOBILES: 56.8%

o CHANGE IN METHODOLOGY ‘eccosscccsscccsssccsssecsssscns

MOBILES: 50.8%
MOBILES: 52.8%
MOBILES: 53.5%

MOBILES: 49.4%
o« ADDITION OF AUDIENCES AGED 65+ esssssssccssscccsscccsscces

MOBILES: 45.6%

MOBILES: 37.7%
MOBILES: 39.1%

MOBILES: 33.1%

we
SHOW THE RELATIVE CHANGE IN MOBILE’'S SHARE OF TOTAL INTERNET TIME vs. THE PREVIOUS PERIOD (I.E. AN INCREASE OF 20% FROM A STARTING VALUE OF 50% WOULD EQUAL 60%, NOT 70%). qre .
COMPARABILITY: CHANGES IN AUDIENCE COMPOSITION AND SURVEY METHODOLOGY. SEE NOTES ON DATA. SOCIGI

<OD Meltwater
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SHARE OF DAILY INTERNET TIME BY DEVICE (QOQ)

DAILY TIME THAT INTERNET USERS AGED 16+ SPEND USING THE INTERNET ON EACH DEVICE AS A PERCENTAGE OF TOTAL DAILY INTERNET TIME

GLOBAL OVERVIEW

COMPUTERS: 42.9%
COMPUTERS: 42.4%
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MOBILES: 57.6%
MOBILES: 57.8%

MOBILES: 56.9%
MOBILES: 56.9%
MOBILES: 56.8%

MOBILES: 56.8%
MOBILES: 56.9%
MOBILES: 56.8%
MOBILES: 57.1%

o CHANGE IN METHODOILOGY ++0ccsssecssscccsscccssecsssscns

o« ADDITION OF AUDIENCES AGED 65+ esssssssccssscccsscccsscces

-0.06%

Q3 Ql Q2 Q3 Q4
2022 2023 2023 2023 2023

SOURCE: GWI (Q3 2024). NOTES: “MOBILES” INCLUDES SMARTPHONES AND FEATURE PHONES. “COMPUTERS” INCLUDES LAPTOPS, DESKTOPS, AND TABLET DEVICES. PERCENTAGES IN THE WHITE CIRCLES
SHOW THE RELATIVE CHANGE IN MOBILE’S SHARE OF TOTAL INTERNET TIME vs. THE PREVIOUS PERIOD (I.E. AN INCREASE OF 20% FROM A STARTING VALUE OF 50% WOULD EQUAL 60%, NOT 70%). are, <O Meltwater
COMPARABILITY: CHANGES IN AUDIENCE COMPOSITION AND SURVEY METHODOLOGY. SEE NOTES ON DATA. socidl
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SHARE OF DAILY INTERNET TIME BY DEVICE

DAILY TIME THAT INTERNET USERS SPEND USING THE INTERNET ON EACH DEVICE AS A PERCENTAGE OF TOTAL DAILY INTERNET TIME

GLOBAL OVERVIEW

MOBILES: 59.3%
MOBILES: 58.9%
MOBILES: 56.3%
MOBILES: 57.5%
MOBILES: 55.1%
MOBILES: 56.7%
MOBILES: 53.6%
MOBILES: 55.8%

MOBILES: 50.8%

MOBILES: 37.1%

MOBILES: 31.6%

FEMALE MALE FEMALE MALE FEMALE MALE FEMALE MALE FEMALE MALE FEMALE MALE

AGE AGE AGE AGE AGE AGE
16 - 24 25 _ 34 35 _ 44 45 — 54 55 — 64 65+

SOURCE: GWI (Q3 2024). *NOTE: DATA FOR AUDIENCES AGED 65+ ARE NOT YET AVAILABLE IN ALL COUNTRIES, SO FINDINGS FOR AUDIENCES AGED 65+ MAY NOT BE DIRECTLY COMPARABLE WITH THOSE I
FOR OTHER AGE GROUPS. COMPARABILITY: CHANGES IN AUDIENCE COMPOSITION AND SURVEY METHODOLOGY. SEE NOTES ON DATA. are ° I (O) Me tWCI ter

_______________________________________________ SOoCid
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USING MOBILE PHONES TO ACCESS THE INTERNET

PERCENTAGE OF INTERNET USERS AGED 16+ WHO USE A SMARTPHONE OR A FEATURE PHONE TO ACCESS THE INTERNET

GLOBAL OVERVIEW

95.0% 95.3% 95.8% 96.5% 963% 959y 96.2% 06.3%

Q4 Ql Q2 Q3 Q4
2022 2022 2023 2023 2023 2023

92.3%

s CIEANICE INTMIETEEBONOIEY seooosotonconconanncaocananncood
*« ADDITION OF AUDIENCES AGED 65+ =ccceccccecccccccces

INCREASE OF 20% FROM A STARTING VALUE OF 50% WOULD EQUAL 60%, NOT 70%). COMPARABILITY: CHANGES IN AUDIENCE COMPOSITION AND SURVEY METHODOLOGY. SEE NOTES ON DATA. qre ° I (O) MeltWCI ter

............................................... soC'd

Q SOURCE: GWI (Q3 2024). NOTES: “MOBILE PHONES” INCLUDE SMARTPHONES AND FEATURE PHONES. PERCENTAGE CHANGE VALUES SHOWN IN THE WHITE CIRCLES REPRESENT RELATIVE CHANGE (I.E. AN
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USING MOBILE PHONES TO ACCESS THE INTERNET

PERCENTAGE OF INTERNET USERS AGED 16+ WHO USE A SMARTPHONE OR A FEATURE PHONE TO ACCESS THE INTERNET

GLOBAL OVERVIEW
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USING MOBILE PHONES TO ACCESS THE INTERNET

PERCENTAGE OF INTERNET USERS WHO USE A SMARTPHONE OR A FEATURE PHONE TO ACCESS THE INTERNET

1160 961% 9.3%  96.4% 95%  96.4% 96.7%  96.5% 96.0%  957%
I I I I I I I I I I 84.9% 83.0%
FEMALE MALE FEMALE MALE FEMALE MALE FEMALE MALE FEMALE MALE : FEMALE MALE
AGE AGE AGE AGE AGE AGE
16 — 24 25 - 34 35 - 44 45 - 54 55— 64 65+

SOURCE: GWI (Q3 2024). NOTES: “MOBILE PHONES” INCLUDE SMARTPHONES AND FEATURE PHONES. (*) DATA FOR AUDIENCES AGED 65+ ARE NOT YET AVAILABLE IN ALL COUNTRIES, SO FINDINGS FOR
AUDIENCES AGED 65+ MAY NOT BE DIRECTLY COMPARABLE WITH THOSE FOR OTHER AGE GROUPS. COMPARABILITY: CHANGES IN AUDIENCE COMPOSITION AND SURVEY METHODOLOGY. SEE NOTES ON are . (O) Meltwq ter
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TIME SPENT USING THE INTERNET ON MOBILES

AVERAGE AMOUNT OF TIME PER DAY THAT INTERNET USERS AGED 16+ SPEND USING THE INTERNET ON MOBILE PHONES

GLOBAL OVERVIEW
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SOURCE: GWI (Q3 2024). NOTE: “MOBILE PHONES” INCLUDE SMARTPHONES AND FEATURE PHONES. COMPARABILITY: CHANGES IN AUDIENCE COMPOSITION AND SURVEY METHODOLOGY. SEE NOTES
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AVERAGE AMOUNT OF TIME PER DAY THAT INTERNET USERS AGED 16+ SPEND USING THE INTERNET ON MOBILE PHONES

GLOBAL OVERVIEW
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TIME SPENT USING THE INTERNET ON MOBILES

AVERAGE AMOUNT OF TIME PER DAY THAT INTERNET USERS SPEND USING THE INTERNET ON MOBILE PHONES

GLOBAL OVERVIEW
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FEMALE MALE FEMALE MALE FEMALE MALE FEMALE MALE FEMALE MALE FEMALE MALE

AGE AGE AGE AGE AGE AGE
16 - 24 25 _ 34 35 _ 44 45 — 54 55 — 64 65+

03:15

02:5/7
02:43

01:32
01:16

SOURCE: GWI (Q3 2024). NOTES: “MOBILE PHONES” INCLUDE SMARTPHONES AND FEATURE PHONES. (*) DATA FOR AUDIENCES AGED 65+ ARE NOT YET AVAILABLE IN ALL COUNTRIES, SO FINDINGS FOR
AUDIENCES AGED 65+ MAY NOT BE DIRECTLY COMPARABLE WITH THOSE FOR OTHER AGE GROUPS. COMPARABILITY: CHANGES IN AUDIENCE COMPOSITION AND SURVEY METHODOLOGY. SEE NOTES ON are (O) Meltwq ter
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USING COMPUTERS TO ACCESS THE INTERNET

PERCENTAGE OF INTERNET USERS AGED 16+ WHO USE A LAPTOP OR DESKTOP TO ACCESS THE INTERNET

GLOBAL OVERVIEW

65.6%

62.6% 63.4% 62.9% 61.8% 62.2% 62.2% 62.8% 61 5%

Q4 Ql Q2 Q3 Q4
2022 2023 2023 2023 2023

s CIEANICE INTMIETEEBONOIEY seooosotonconconanncaocananncood
=« ADDITION OF AUDIENCES AGED 65+ <ccecccceeccecees

Q3
2022

Ql Q3
yloyZ: yloyZ: yloyZ:

PLACE OF WORK. PERCENTAGE CHANGE VALUES SHOWN IN THE WHITE CIRCLES REPRESENT RELATIVE CHANGE (I.E. AN INCREASE OF 20% FROM A STARTING VALUE OF 50% WOULD EQUAL 60%, NOT 70%). are, <O Meltwater
COMPARABILITY: CHANGES IN AUDIENCE COMPOSITION AND SURVEY METHODOLOGY. SEE NOTES ON DATA. socidl

° SOURCE: GWI (Q3 2024). NOTES: INCLUDES USERS WHO ACCESS THE INTERNET VIA A LAPTOP OR DESKTOP OF THEIR OWN, AS WELL AS USERS WHO ACCESS THE INTERNET VIA DEVICES PROVIDED BY THEIR
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PLACE OF WORK. COMPARABILITY: CHANGES IN AUDIENCE COMPOSITION AND SURVEY METHODOLOGY. SEE NOTES ON DATA.
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USING COMPUTERS TO ACCESS THE INTERNET

PERCENTAGE OF INTERNET USERS WHO USE A LAPTOP OR DESKTOP TO ACCESS THE INTERNET

GLOBAL OVERVIEW

85.5%

16.2%

62.5%

67.0% 0
0 01 - o 66.6%
553 O0o% 579%  60.0% I - I 9.2%

FEMALE MALE FEMALE MALE FEMALE MALE FEMALE MALE FEMALE MALE FEMALE MALE
AGE AGE AGE AGE AGE AGE
16 - 24 25 - 34 35 — 44 45 - 54 55 - 64 65+
SOURCE: GWI (Q3 2024). NOTES: INCLUDES USERS WHO ACCESS THE INTERNET VIA A LAPTOP OR DESKTOP OF THEIR OWN, AS WELL AS USERS WHO ACCESS THE INTERNET VIA DEVICES PROVIDED BY THEIR We
PLACE OF WORK. (*) DATA FOR AUDIENCES AGED 65+ ARE NOT YET AVAILABLE IN ALL COUNTRIES, SO FINDINGS FOR AUDIENCES AGED 65+ MAY NOT BE DIRECTLY COMPARABLE WITH THOSE FOR OTHER AGE are (O) Meltwq ter
GROUPS. COMPARABILITY: CHANGES IN AUDIENCE COMPOSITION AND SURVEY METHODOLOGY. SEE NOTES ON DATA. SOCiCII
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TIME SPENT USING THE INTERNET ON COMPUTERS

AVERAGE AMOUNT OF TIME PER DAY THAT INTERNET USERS AGED 16+ SPEND USING THE INTERNET ON LAPTOPS, DESKTOPS, OR TABLETS

GLOBAL OVERVIEW

0251 02:50 0253 02:52 02:50 047 02:49 02:51 02:52

Q4 Ql Q2 Q3 Q4
2022 2022 2023 2023 2023 2023 yloyZ: yloyZ: yloyZ:

s (CIEANICE INT MIETEIORONOIEY sosccoccacssconconconconc
*« ADDITION OF AUDIENCES AGED 65+ =ccceccccecccccccces

we
SEE NOTES ON DATA. are, = <O>Meltwater
socidl

° SOURCE: GWI (Q3 2024). NOTES: INCLUDES USERS WHO ACCESS THE INTERNET VIA A LAPTOP, DESKTOP, OR TABLET. COMPARABILITY: CHANGES IN AUDIENCE COMPOSITION AND SURVEY METHODOLOGY.
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TIME SPENT USING THE INTERNET ON COMPUTERS

AVERAGE AMOUNT OF TIME PER DAY THAT INTERNET USERS AGED 16+ SPEND USING THE INTERNET ON LAPTOPS, DESKTOPS, OR TABLETS

GLOBAL OVERVIEW
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SEE NOTES ON DATA.
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TIME SPENT USING THE INTERNET ON COMPUTERS

AVERAGE AMOUNT OF TIME PER DAY THAT INTERNET USERS SPEND USING THE INTERNET ON LAPTOPS, DESKTOPS, OR TABLETS

GLOBAL OVERVIEW

03:09

02:58

02:55 03:00

02:52

02:51

FEMALE MALE FEMALE MALE FEMALE MALE FEMALE MALE FEMALE MALE

AGE AGE AGE AGE AGE AGE
16 - 24 25 _ 34 35 _ 44 45 — 54 55 — 64 65+

02:49

02:43

FEMALE MALE

02:39

0238 (236

02:20

FINDINGS FOR AUDIENCES AGED 65+ MAY NOT BE DIRECTLY COMPARABLE WITH THOSE FOR OTHER AGE GROUPS. COMPARABILITY: CHANGES IN AUDIENCE COMPOSITION AND SURVEY METHODOLOGY. are . (O) Meltwq ter

SEE NOTES ON DATA. social

‘ SOURCE: GWI (Q3 2024). NOTES: INCLUDES USERS WHO ACCESS THE INTERNET VIA A LAPTOP, DESKTOP, OR TABLET. (*) DATA FOR AUDIENCES AGED 65+ ARE NOT YET AVAILABLE IN ALL COUNTRIES, SO
88
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INTERNET CONNECTION SPEEDS

MEDIAN SPEEDS AND LATENCY FOR MOBILE AND FIXED INTERNET CONNECTIONS

GLOBAL OVERVIEW

MEDIAN SPEED OF YEAR-ON-YEAR CHANGE IN MEDIAN SPEED OF YEAR-ON-YEAR CHANGE IN
MORBILE INTERNET MEDIAN SPEED OF MOBILE FIXED INTERNET MEDIAN SPEED OF FIXED
CONNECTIONS INTERNET CONNECTIONS CONNECTIONS INTERNET CONNECTIONS
DOWNLOAD (MBPS) A DOWNIOAD : DOWNLOAD (MBPS) A DOWNIOAD
o (o)
61.52 +26.1% = 95.10 +5.8%
UPLOAD (MBPS) A UPLOAD UPLOAD (MBPS) A UPLOAD
o) o
11.62 +4.7% 51.49 +24.8%
LATENCY (MS) A LATENCY LATENCY (MS) A LATENCY

26 -3.7% 9 0%

SOURCE: OOKLA. NOTES: FIGURES REPRESENT MEDIAN DOWNLOAD AND UPLOAD SPEEDS IN MEGABITS PER SECOND, AND MEDIAN CONNECTION LATENCY IN MILLISECONDS, FOR THE THREE-MONTH
PERIOD ENDING IN NOVEMBER 2024. VALUES DENOTED BY “A” SHOW YEAR-ON-YEAR CHANGE. GUIDANCE: A NEGATIVE VALUE FOR YEAR-ON-YEAR CHANGE IN LATENCY REPRESENTS AN IMPROVEMENT,

BECAUSE LOWER LATENCY SHOULD RESULT IN FASTER CONTENT DELIVERY. COMPARABILITY: STARTING IN MAY 2024, VALUES REPRESENT ROLLING QUARTERLY AVERAGES. PRIOR TO MAY 2024, VALUES are, (O) MeltWCI ter
REPRESENTED SINGLE-MONTH AVERAGES. SOCIGI



MOBILE INTERNET CONNECTION SPEEDS (QOQ)

MEDIAN DOWNLOAD SPEEDS FOR MOBILE INTERNET CONNECTIONS (IN MBPS)

GLOBAL OVERVIEW

61.52

54.45

APR JAN
yloyZ: yloyZ: yloyZ: 2025

48.71

JAN
yloyZ:

49 39 43.18

| ' '

JUL OocCT
2023 2023

-+ CHANGE IN SOURCE REPORTING METHODOLOGY +++++ssssreeeees

SOURCE: OOKLA. NOTES: FIGURES REPRESENT MEDIAN DOWNLOAD SPEEDS (IN MEGABITS PER SECOND). PERCENTAGE CHANGE VALUES SHOWN IN THE WHITE CIRCLES REPRESENT THE CHANGE BETWEEN I
STATED PERIODS. COMPARABILITY: STARTING IN MAY 2024, VALUES REPRESENT ROLLING QUARTERLY AVERAGES. PRIOR TO MAY 2024, VALUES REPRESENTED SINGLE-MONTH AVERAGES. qre ° I (O) Me tWCI ter

SOCId
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MEDIAN DOWNLOAD SPEEDS FOR MOBILE INTERNET CONNECTIONS (IN MBPS)
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2024, VALUES REPRESENT ROLLING QUARTERLY AVERAGES. PRIOR TO MAY 2024, VALUES REPRESENTED SINGLE-MONTH AVERAGES.




FASTEST MEDIAN MOBILE INTERNET CONNECTION SPEEDS

Ol

02

03

04

05

06

04

08

0}

10

LOCATION

UNITED ARAB EMIRATES

QATAR

KUWAIT

BULGARIA

DENMARK

SOUTH KOREA

NETHERLANDS

NORWAY

CHINA

LUXEMBOURG

ODL

441.89

358.27

263.59

172.49

162.22

148.34

146.56

145.74

139.58

134.14

AYOY

+50.7%

+46.9%

+39.4%

+82.4%

+10.3%

+8.8%

+19.2%

-4.9%

-13.6%

+47.6%

O UL

30.62

27.09

24.20

22.76

20.23

16.33

20.01

20.12

23.02

13.74

LATENCY

19

19

17

19

19

49

20

25

34

20

SLOWEST MEDIAN MOBILE INTERNET CONNECTION SPEEDS

111

110

109

108

107

106

105

104

103

102

MOBILE INTERNET CONNECTION SPEEDS

COUNTRIES AND TERRITORIES WITH THE FASTEST AND SLOWEST MEDIAN INTERNET DOWNLOAD SPEEDS VIA MOBILE CONNECTIONS

LOCATION

MYANMAR

AFGHANISTAN

BOLIVIA

MOZAMBIQUE

SYRIA

BELARUS

VENEZUELA

LIBYA

ECUADOR

NIGERIA

ODL

5.09

8.13

10.75

12.60

12.68

13.42

14.70

16.88

18.73

18.91

SOURCE: OOKLA. NOTES: FIGURES REPRESENT MEDIAN VALUES FOR THE THREE-MONTH PERIOD ENDING IN NOVEMBER 2024. DATA ARE NOT AVAILABLE FOR ALL LOCATIONS. “O DL COLUMN SHOWS

DOWNLOAD SPEEDS IN MEGABITS PER SECOND. “AYOY” COLUMN SHOWS YEAR-ON-YEAR CHANGE IN DOWNLOAD SPEEDS. “© UL” COLUMN SHOWS UPLOAD SPEEDS IN MEGABITS PER SECOND. LATENCY

VALUES ARE IN MILLISECONDS. COMPARABILITY: STARTING IN MAY 2024, VALUES REPRESENT ROLLING QUARTERLY AVERAGES. PRIOR TO MAY 2024, VALUES REPRESENTED SINGLE-MONTH AVERAGES.

AYOY

-/8.16%

+69.02%

+4.67%

-36.30%

+/.28%

+12.40%

+31.84%

+11.64%

-13.05%

-28.59%

we
are,
SOCId

GLOBAL OVERVIEW

O UL LATENCY
2.63 19
3.58 31
9.09 24
9.68 33
4.04 34
/.62 27
6.40 34
WAV, 26

11.06 30
10.40 31
<OD Meltwater



CELLULAR DATA TRAFFIC

MONTHLY AVERAGE GLOBAL MOBILE NETWORK DATA TRAFFIC (UPLOAD AND DOWNLOAD) IN EXABYTES (BILLIONS OF GIGABYTES)

GLOBAL OVERVIEW
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MONTHLY CELLULAR DATA CONSUMED BY 2
THE AVERAGE SMARTPHONE WORLDWIDE: 1 o B
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o
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We
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P oo
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N
N~

<
—
o
<

= =)
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50.03
54.79

o)

[ ]
L
<

36.49
39.56

(==

=

:l I I

Q3 Q4 Ql Q2 Q3 Q4 Ql Q2 Q3 Q4 Ql Q2 Q3 Q4 Ql Q2 Q3 Q4 Ql Q2 Q3 Q4 Q1 Q2 Q3

2018 2018 2018 2019 2019 2019 2019 2020 2020 2020 2020 2021 2021 2021 2021 2022 2022 2022 2022 2023 2023 2023 2023 2024 2024 2024

26.54
29.02
32.66

~
I
e
Q2

SOURCE: ERICSSON MOBILE VISUALIZER (NOV 2024). NOTES: GRAPH VALUES REPRESENT THE AVERAGE WORLDWIDE MONTHLY MOBILE NETWORK DATA TRAFFIC FOR EACH QUARTER, IN EXABYTES (BILLIONS
OF GIGABYTES) PER MONTH. VALUES INCLUDE TRAFFIC GENERATED BY FIXED WIRELESS ACCESS (FWA) SERVICES. COMPARABILITY: BASE CHANGES. SEE NOTES ON DATA. qre ° I (O) MeltWCI ter

............................................... socid
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MONTHLY CELLULAR DATA PER SMARTPHONE

AVERAGE MONTHLY CELLULAR MOBILE DATA CONSUMPTION PER SMARTPHONE (GIGABYTES PER MONTH)

GLOBAL OVERVIEW

CENTRAL &
EASTERN EUROPE

WESTERN
NORTH

AMERICA
NORTH-
GULF COOPERATION EAST ASIA

COUNCIL COUNTRIES

705

MIDDLE EAST AND

INDIA, NEPAL,
NORTH AFRICA AND BHUTAN

LATIN

AMERICA SUB-SAHARAN SOUTH-EAST ASIA
GLOBAL AFRICA AND OCEANIA

AVERAGE

¥
..
\§

SOURCE: ERICSSON MOBILE VISUALIZER. NOTES: VALUES REPRESENT THE AVERAGE MONTHLY MOBILE CELLULAR (NETWORK) DATA TRAFFIC PER SMARTPHONE, IN GIGABYTES PER MONTH. DOES NOT INCLUDE w
DATA TRANSFERRED VIA WIFI CONNECTIONS. REGIONS AS PER ERICSSON'S DEFINITIONS. COMPARABILITY: BASE CHANGES. SEE NOTES ON DATA. qre ° I (O) MeltWCIter

............................................... SOoCia


https://datareportal.com/notes-on-data?utm_source=Global_Digital_Reports&utm_medium=Report&utm_campaign=Digital_2025&utm_content=Footnote

FIXED INTERNET CONNECTION SPEEDS (QOQ)

MEDIAN DOWNLOAD SPEEDS FOR FIXED INTERNET CONNECTIONS (IN MBPS)

GLOBAL OVERVIEW

93.68 93.99 95.10

-+ CHANGE IN SOURCE REPORTING METHODOLOGY +++++ssssreeeees

SOURCE: OOKLA. NOTES: FIGURES REPRESENT MEDIAN DOWNLOAD SPEEDS (IN MEGABITS PER SECOND). PERCENTAGE CHANGE VALUES SHOWN IN THE WHITE CIRCLES REPRESENT THE CHANGE BETWEEN qre (o) M I
STATED PERIODS. COMPARABILITY: STARTING IN MAY 2024, VALUES REPRESENT ROLLING QUARTERLY AVERAGES. PRIOR TO MAY 2024, VALUES REPRESENTED SINGLE-MONTH AVERAGES. ° I e tWCI ter

SOCId



-
2 psyl Il VANZ I
: £6's| Ml NVISIIV m
m bz Il VI¥3I9IN fe
o 0Z¢ MM VISINOANI )
© 66 I ODD0YOW >
or9y I VYNVHO A
0097 I ATNINL @

'8y I VOI¥dV HINOS _

168y I HS3IAVIONVE Ke)

167 I 303339 emw

¢o°c9 N vIaNI So0

£9°9. N 1dA93
Ge'L. N VIHD3ZD
yrm NN
8,08 NN VILVO¥D
008 N OOIXaW
9¢'¢8 NN VI¥vOoINg
08'88 N VL
6c'68 N Vvissny
gl'0c N Vi9¥3s
(976 NN VNIINIOYY
85°co NN ANVWIIO
89°Co NN S3INIddITIHG
0Use NG JIMJTIOM
€596 N viaIsny
10700 I WNIO139
96911 I vi9vaY 1dNVS
(08l N VISAYIVW
cocsl I i
ccel I  ONVIN
ydW EONZER]
(5971 I  AYMION
66€SL I WVYNLIIA
66’191 I N3dams
65791 I VIgWO10D
8Is/l I VIO HINOS
018/l N aNVY10d
70°081 I ANVTVEZ MaAN
9¢°col I 117Vvad
£S'lol I Nyad
06561 I 1vONLYOd
¢r96l I Nvdvr
U261 I SANVTIIHLAN
(586 N AdYONNH
L9771 N  VavNvo
01 I  NVMIVL
fvit@d RN
¢007 N YNIHD
€690 N aNVYTIZLIMS
97607 I NIvdS
cUset I VINVWOY
¢3S I aNVTIVHL
GoLer N vwNaa
65790 I vsn
GCL90 I 30NV
008 e 1mH
G9'00¢ e 3vn
7070 N ONOY 9NOH
o vie N FyodvoNs

2,
-
i
]
o
s
Z
O
—
9,
]
Z
Z
O
9,
—
i
Z
a2
i
—
<
-
i
X
(L

(%)
o
(a8
=
Z
%)
Z
O
T
O
Ll
Z
Z
O
O
T
L
Z
oz
L]
T
Z
[
L
>
L
o
@)
L
W
)
L
L
o
N
)
<
O
Z
S
O
)
Z
<
O
T
=

<
=
<
©)
Z
=
[a%
<
(7p)
“
=
—
(-]
<
<
o
=
O
o
<
N
(®)
(Q
o
L
(an)]
>
LL
>
O
Z
Z
©)
=
O
Z
L
QO
O
o
L
o
I
T
Z
O
=
L
L
o
T
T
L
I
_I
o
O
.
[a)
Z
O
O
L
%)
o
L
o
%)
_I
=)
<C
O
L
=
=
o
QO
L
L
o
[75)
O
<
9
Z
3
O
O
Z
<
)
T
=
T
Z
L
%)
LL
o
o
L
o
%)
L
[
D)
O
L
E
[
(@)
Z
<
AV
O
O
E
O
o
- |
(@)
(70}

2024, VALUES REPRESENT ROLLING QUARTERLY AVERAGES. PRIOR TO MAY 2024, VALUES REPRESENTED SINGLE-MONTH AVERAGES.




FASTEST MEDIAN FIXED INTERNET CONNECTION SPEEDS
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LOCATION

SINGAPORE

HONG KONG

UNITED ARAB EMIRATES

CHILE

FRANCE

UNITED STATES OF AMERICA

ICELAND

DISN\V VYN

THAILAND

NOLVANIVA

ODL

324.46

302.04

300.65

280.02

267.25

262.59

241.45

237.95

237.85

235.12

AYOY

+23.1%

+16.6%

+25.6%

+14.2%

+28.9%

+19.5%

+6.8%

+13.6%

+10.0%

+15.0%

O UL

269.20

228.46

152.16

197.28

200.18

39.39

221.75

146.81

205.64

155.69

LATENCY

SLOWEST MEDIAN FIXED INTERNET CONNECTION SPEEDS
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FIXED INTERNET CONNECTION SPEEDS

COUNTRIES AND TERRITORIES WITH THE FASTEST AND SLOWEST MEDIAN INTERNET DOWNLOAD SPEEDS VIA FIXED CONNECTIONS

LOCATION

CUBA

SYRIA

AFGHANISTAN

TURKMENISTAN

ETHIOPIA

CAMEROON

GUINEA

YEMEN

LIBYA

BOTSWANA

ODL

2.93

3.40

3.58

3.60

9.01

9.48

9.50

9.68

10.93

11.43

SOURCE: OOKLA. NOTES: FIGURES REPRESENT MEDIAN VALUES FOR THE THREE-MONTH PERIOD ENDING IN NOVEMBER 2024. DATA ARE NOT AVAILABLE FOR ALL LOCATIONS. “O DL COLUMN SHOWS

DOWNLOAD SPEEDS IN MEGABITS PER SECOND. “AYOY” COLUMN SHOWS YEAR-ON-YEAR CHANGE IN DOWNLOAD SPEEDS. “© UL” COLUMN SHOWS UPLOAD SPEEDS IN MEGABITS PER SECOND. LATENCY

VALUES ARE IN MILLISECONDS. COMPARABILITY: STARTING IN MAY 2024, VALUES REPRESENT ROLLING QUARTERLY AVERAGES. PRIOR TO MAY 2024, VALUES REPRESENTED SINGLE-MONTH AVERAGES.

AYOY

+38.9%

-16.0%

+14.7%

-31.4%

+16.7%

-8.3%

-4.9%

+62.7%

+16.8%

+45.6%

we
are,
SOCId

O UL

LATENCY
0.92 108
3.29 27
2.86 30
1.97 105
Q.74 8
4.09 142
4.71 12
4.69 56
6.02 26
6.74 34
<OD Meltwater

GLOBAL OVERVIEW




COMPARING MOBILE AND FIXED INTERNET SPEEDS

COUNTRIES AND TERRITORIES WITH THE GREATEST DIFFERENCES BETWEEN MEDIAN DOWNLOAD SPEEDS FOR MOBILE AND FIXED CONNECTIONS

GLOBAL OVERVIEW

LOCATIONS WITH BIGGEST GAPS IN FAVOUR OF MOBILE CONNECTION SPEEDS LOCATIONS WITH BIGGEST GAPS IN FAYOUR OF FIXED CONNECTION SPEEDS

MOBILE

LOCATION

Ol

02

03

04

05

06

04

08

0}

10

MALDIVES

SYRIA

SURINAME

GEORGIA

IRAN

NORTH MACEDONIA

LEBANON

TUNISIA

AFGHANISTAN

KENYA

UAI’)\?SBII’II-EEED T [I)::.XSEPI?EED e sereiaiels. 0 DF:.)éEPzED
95.58 MBPS 12.98 MBPS /.41 O1 PERU 191.53 MBPS
12.68 MBPS 3.40 MBPS 37 02 COLOMBIA 162.59 MBPS
46.18 MBPS 16.11 MBPS 291 03 PANAMA 161.48 MBPS

111.17 MBPS 41.65 MBPS 2.7:1 04 CHILE 280.02 MBPS
38.88 MBPS 16.03 MBPS 24:1 05 BELARUS 7558 MBPS

112.56 MBPS 47.56 MBPS 24: 06 JORDAN 160.88 MBPS
30.20 MBPS 12.78 MBPS 2.4:1 0/ ECUADOR 98.68 MBPS
26.56 MBPS 11.55 MBPS 2.3:1 08 MYANMAR 25.83 MBPS

8.13 MBPS 3.58 MBPS 2.3:1 09 VENEZUELA 72.41 MBPS
29.97 MBPS 14.54 MBPS 2.1:1 10 ISRAEL 217.35 MBPS

SOURCE: OOKLA. NOTES: “O DL SPEED” FIGURES REPRESENT MEDIAN DOWNLOAD SPEEDS IN MEGABITS PER SECOND FOR THE THREE-MONTH PERIOD ENDING IN NOVEMBER 2024. “RATIO” FIGURES OFFER
A COMPARISON BETWEEN THE TWO DOWNLOAD SPEEDS. RANKING ONLY INCLUDES COUNTRIES AND TERRITORIES WITH POPULATIONS OF AT LEAST 10,000 PEOPLE. COMPARABILITY: STARTING IN MAY

2024, VALUES REPRESENT ROLLING QUARTERLY AVERAGES. PRIOR TO MAY 2024, VALUES REPRESENTED SINGLE-MONTH AVERAGES.

ODLSPEED  RATIO
22.71 MBPS 8.4:1
20.67 MBPS /.9:1
27.23 MBPS 59:1
48.61 MBPS 58:1
13.42 MBPS 56:1
30.51 MBPS 53:1
18.73 MBPS 53:1

5.09 MBPS 51:1
14.70 MBPS 49:1
44 .40 MBPS 49:1]
we
are, . <OD Meltwater

socidal




SHARE OF WEB TRAFFIC BY DEVICE

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

GLOBAL OVERVIEW

MOBILE LAPTOP AND TABLET OTHER
PHONES DESKTOP COMPUTERS DEVICES DEVICES

63.05% 35.06% 1.86% 0.03%

YEAR-ON-YEAR CHANGE YEAR-ON-YEAR CHANGE YEAR-ON-YEAR CHANGE YEAR-ON-YEAR CHANGE
+8.8% -12.5% -4.6% -50.0%
+511 BPS -500 BPS -9 BPS -3 BPS

SOURCE: STATCOUNTER. NOTES: FIGURES REPRESENT THE NUMBER OF WEB PAGES SERVED TO BROWSERS RUNNING ON EACH TYPE OF DEVICE COMPARED WITH THE TOTAL NUMBER OF WEB PAGES SERVED
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