


ESSENTIAL DIGITAL HEADLINES ‘f; v

OVERVIEW OF THE ADOPTIOMN AND USE OF CONNECTED DEVICES AND SERVICES

GLOBAL OVERVIEW

TOTAL UNIQUE MOBILE INTERMNET ACTIVE SOCIAL
POPULATION PHONE USERS USERS MEDIA USERS

8.01 5.44 5.16 4.76

BILLION BILLION BILLION BILLION
URBANISATION vs. POPULATION vs. POPULATION vs. POPULATION

57.2% 68.0% 64.4% 59.4%

SOURCES: UNITED MATIOMS; GOVERMMENT BODIES; GEMA INTELLIGEMCE; ITU; WORLD BAME; EUROSTAT: CHRIC, AR LAMAL & KANTAR; ClA WORLD FACTROOK,; COMPANY ADVERTISIMG RESOURCZES AMD
o ARMIMNGS REPORTS; OCDH; BETA RESEARCH CEMTER; KEFIOS AMALYSIS. ADVISORY: SOCIAL MEDIA USERS MAY MOT REFRESERT UMIGIUE IMNDIVIDUALS. COMPARABILITY: SIGMNIFICANT REVISIONS TO SOURCE
T I NG Y E LA

LA . MG COMPREHEMSIVE REVISIONMS TO POPULATION DATA, FIGLIRES ARE MOT COMPARABLE WITH FREVIOUS REPORTS, ALL FIGLIRES LISE TH WJEST avall ABLE Dals, B OMAE SOURCE DATA MAY urE- (o) M'Eltwqte
AT HAVE BEEM LIPDATED IR T 5T YEAR, SEE NOTES N DT FORE FULL DETAILS swul
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ANY KIND OF

MOBILE PHONE

96.2%

YEAR-ON-YEAR CHANGE
-0.4% (-40 BPS)

GAMES
CONSOLE

20.3%

YEAR-OM-YEAR CHAMGE

[UNCHANGED]

SOURCE: GWI [Q3 2022) AGU
REPRESEMT RELATIVE YEAR-OM-YEAR CHA

ABSOLUTE CHAMGE

RES REFRE

SERT THE FIMDIMGS OF A BROAD GLOBA
ARGEE (|LE. AN IMCREASE OF 20% FROM A 5TAR

SMART
PHONE

95.9%

YEAR-OMN-YEAR CHAMNGE

-0.3% (-30 BPS)

SMART WATCH OR
SMART WRISTBAND

29.9%

YEAR-ON-YEAR CHANGE
+9.1% (+250 BPS)

BAL SURVEY OF It

DEVICE OWNERSHIP

PERCENTAGE OF INTERNET USERS AGED 16 TO 64 WHO OWN EACH KIND OF DEVICE

FEATURE
PHONE

7.9%

YEAR-ON-YEAR CHANGE
-10.2% (-90 BPS)

TV STREAMING
DEVICE

16.5%

YEAR-OM-YEAR CHAMGE
+6.5% (+100 BPS)

Ul CaLIAL S0%, MO (]

WAl

LAPTOP OR
DESKTOF COMPUTER

58.0%

YEAR-ON-YEAR CHANGE
-8.1% (-510 BPS)

SMART HOME
DEVICE

16.4%

YEAR-ON-YEAR CHANGE
+16.3% (+230 BPS)

ITERMET USERS AGED 16 TO 44, SEE GWLCOM FOR FULL DETAILS. NMOTES: FERCEMTAGE CHARNGE VALLIES
E ©F 50% WOULD EC ES REPRESEM THE

T BASIS POIMTS, AMD IMDICATE THE

A

GLOBAL OVERVIEW

TABLET
DEVICE

33.7%

YEAR-ON-YEAR CHANGE
-3.2% (-110 BPS)

VIRTUAL REALITY
DEVICE

5.6%

YEAR-OM-YEAR CHAMGE
+16.7% (+80 BPS)
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DAILY TIME SPENT WITH MEDIA ©

THE AVERAGE AMOUNT OF TIME EACH DAY THAT INTERNET USERS AGED 16 TO 64 SPEND WITH DIFFEREMNT KINDS OF MEDIA AMD DEVICES

GLOBAL OVERVIEW
TIME SPENT USING TIME SPENT WATCHING TELEVISION TIME SPENT USING TIME SPENT READING PRESS MEDIA
THE INTERNET (BROADCAST AND STREAMING) SOCIAL MEDIA (ONLUNE AND PHYSICAL PRINT)

6H 37M 3H 23M 2H 31M 2H 10M

YEAR-OMN-YEAR CHAMNGE YEAR-OM-YEAR CHAMGE YEAR-OM-YEAR CHAMGE YEAR-OM-YEAR CHAMGE
< -4.8% (-20 MINS) +1.5% (+3 MINS) +2.0% (+3 MINS) +7.4% (+9 MINS) :
TIME SPENT LISTENING TO TIME SPENT LISTENING TIME SPENT LISTENING TIME SPENT USING
MUSIC STREAMING SERVICES TO BROADCAST RADIO TO PODCASTS A GAMES CONSOLE

1H 38M OH 59M 1H O2M 1H 14M

YEAR-ON-YEAR CHANGE YEAR-ON-YEAR CHANGE YEAR-ON-YEAR CHANGE YEAR-ON-YEAR CHANGE
+5.4% (+5 MINS) -3.3% (-2 MINS) +12.7% (+7 MINS) +2.8% (+2 MINS)

SOURCE: G'WI| [G3 2022} FWGURES REPRESEMT THE FINDIMGS OF A BROAD GLOBAL SURVEY ©OF INTERMET USERS AGED 14 TD &4, SEE GWI1LCOM FOR FULL DETAILS. NOTES: COMSUMPTION OF DIFFERENT WE
KAEDLA, MAY OCOLUR COMCURREMTLY, TELEVISION IMCLUDES BOTH LIMEAR [BROADCAST AMD CARLE) TELEVISION AMD COMTEMT DEUVERED WA STREAMIMNG AND VIDED-CM-DEMAMD SERVICES, PRESS are, (O)M'EItWQtEI
social

NCLUDES BOTH QMNUME AMD FHYSILAL PRINT M |&, BROADCAST RADIC DOES NOT INCLUDE IMTERMET RADIC



ﬁlgN OVERVIEW OF INTERNET USE

3 ESSENTIAL INDICATORS OF INTERNET ADOPTIOMN AND USE

GLOBAL OVERVIEW
TOTAL INTERNET USERS AS YEAR-OMN-YEAR CHANGE FERCENTAGE OF THE PERCENTAGE OF THE

INTERNET A PERCENTAGE OF IN THE TOTAL NUMBER TOTAL FEMALE POPULATION TOTAL MALE POPULATION
USERS TOTAL POPULATION OF INTERMNET USERS THAT USES THE INTERNET THAT USES THE INTERNET

5.16 64.4% +1.9% 61.6% 67.2%

( BILLION YOY: +1.1% (+70 BPS) +98 MILLION YOY: +1.4% (+87 BPS) YOY: +0.8% (+53 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 DEVICES VIA COMPUTERS AND TABLETS THAT USES THE INTERNET THAT USES THE INTERNET

6H 37M 92.3% 65.6% 78.3% 45.8%

YOY: -4.8% (-20M) YOY: +0.2% (+20 BPS) YOY: -7.9% (-560 BPS)

5DUEcE5:~ L '\'.-."..": - U -\..'.”-'.- o LIsaEl™ E; ELIREL) it '\--\. '.'\'.-\ LD U : .--\..' -:. - co, L -' .."'-'. = L L el AT '_.' 2 LAE & LA g [LEELS v WE
5 UMITED MATIOMS AE SPEMT ARD MOBILE SHARE DATA FROM G (Q3 2022). SEE GWI1L.COM FOR MORE DETAILS. NOTES: GEMDER DATA ARE ORLY AVAILABLE FOR “FEMALE" AMD “AALE
e social

COMPARABILITY: RCE AMD BASE AGES, AL FIGURE E THE LATEST AMAILABLE DaTA, SOME SOLRCE DATA MAY HOT HAVE BEEM LIFDWTED HE P&ST YEAR, SEE MOTES Of DATA FOR DETAILS



DAILY TIME SPENT USING THE INTERNET

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

07:28
06:30  06:25
FEMALE FEMALE MALE FEMALE MALE FEMALE
16 - 24 25— 34 3544 45 — 54

YEARS OLD YEARS OLD YEARS OLD YEARS OLD

<

GLOBAL OVERVIEW

0519 0513

FEMALE MALE

55 - 64
YEARS OLD




<

MOBILE
PHONE [ANY)

92.3%

YEAR-ON-YEAR CHANGE
+0.2% (+20 BPS)

PERSOMNAL LAPTOP
OR DESKTOP

59.1%

YEAR-OM-YEAR CHANGE
-8.4% (-540 BPS)

SOURCE: GWI [Q3 2022) RGURES

USERS WHO ACCESS VIA A SMART

PERL 5 REFLEC

TALS

REFRESERT THE FIMD
IE R A FEATLIRE P
RELATIVE CHAMG

'H

LAPTOP OR
DESKTOP (ANY)

65.6%

YEAR-QM-YEAR CHAMNGE
-7.9% (-560 BPS)

WORK LAPTOP
OR DESKTOP

28.6%

YEAR-COMN-YEAR CHAMGE

-2.7% (-80 BPS)

G5 OF A BROAD
HOME, “LAFTOR
BPS" WALLIES SHOWY THE ¢

GLOBAL SLRVEY OF INTER
R DESKTOP [Af

AMICZE |

ML

JISERS AGED 1
3 LISERS Wy

TS, A

SMART
PHONE

91.0%

YEAR-ON-YEAR CHANGE
+0.3% (+30 BPS)

COMMECTED
TELEVISION

31.9%

YEAR-OM-YEAR CHAMGE
+4.9% (+150 BPS)

) REFLECT ABSCILUT

& TO &4, SEE GWILCOM FOR FULL DETAILS. NOTES: “MOBILE FHOME [AR

HO ACCESS Via THEIR OWHR COMPUTER OR A

DEVICES USED TO ACCESS THE INTERNET

PERCEMTAGE OF INTERMET USERS AGED 16 TO 64 WHO USE EACH KIND OF DEVICE TO ACCESS THE INTERMET

FEATURE
PHONE

5.2%

YEAR-OMN-YEAR CHAMNGE
+4,0% (+20 BPS)

SMART HOME
DEVICE

15.4%

YEAR-OMN-YEAR CHAMNGE
+11.6% (+160 BPS)

IME (A
CMPLITER PROVIDED BY THEIR EMPLC

WEE

<

GLOBAL OVERVIEW

TABLET
DEVICE

27.3%

YEAR-ON-YEAR CHANGE
-3.2% (-90 BPS)

>

GAMES
CONSOLE

12.7%

YEAR-OM-YEAR CHAMGE

+0.8% (+10 BPS)

we
g&gi r <OD> Meltwater



TOP TYPES OF WEBSITES VISITED AND APPS USED

PERCENTAGE OF INTERMNET USERS AGED 16 TO 64 WHO HAVE VISITED OR USED EACH KIND OF DIGITAL PROPERTY IN THE FAST MOMNTH

GLOBAL OVERVIEW

CHAT AMD MESSAGING 04 8%

94.6%

SOCIAL NETWORKS

SEARCH ENGINES OR WEB PORTALS 81.8%

76.0%

SHOPPING, AUCTIONS, OR CLASSIFIEDS

MAPS, PARKING, OR LOCATIOM-BASED SERVICES 55.0%
48.9%

46.3%
41 4%

N ¢ .
.1
T

MOBILITY SERVICES [E.G. RIDE-HAILING, BIKE HIRE) 29.0%
277%
T 1
250%
1%
Soveanon L
736

<




JAN

TOP WEBSITES: SIMILARWEB RANKING

2023 SIMILARVER'S RAMNKING OF THE MOST VISITED WEBSITES, BASED OMN WEBSITE TRAFFIC BETWEEN DECEMBER 2021 AND NOVEMBER 2022

WEBSITE

01 GOOGLECOM

02 YOUTUBE.COM

03 FACEBOOK.COM

04 TWITTER.COM

05 INSTAGRAM.COM

05 BAIDU.COM

07 ALIEXPRESS.COM

08 WIKIPEDIA.ORG

09 YAHOO.COM

10 XVIDEOS.COM

TOTAL
VISITS

|MOMTHLY AVE)

87.1B

3438

19.4B8

6.918B

6398

2408

5088

5.028B

3418

3.088B

UNIQUE
VISITORS

|MOMTHLY AVE)

3.118B

1.948

1.61B

P66 M

1.048

253 M

156 M

1.03 B

411 M

408 M

AVERAGE
TIME
PER VISIT

11M 095

21M 325

9M 585

10M 455

7M 465

5M 435

3IM 545

7M 445

3M 445

OM 425

o SOURCE: SIMILARWER. RAMKING AMD YALUES BASED OMN TRAFFIC BETWEEN DECEME

AVERAGE
PAGES
PER VISIT

10

11

2027, MOTES: VALLIES I

WEBRSITE

1T WHATSAPPCOM

12 PORNHUB.COM

13 AMAZOMN.COM

14 XNXX.COM

15 YAHOO.CO.JP

16 REDDIT.COM

17 LUNKEDIN.COM

18 OFFICECOM

19 VK.COM

10 SAMSUNG.COM

TOTAL
VISITS

|MCIMTHLY AVE )

2868

2698

2498

2458

2.248B

1.82 B

1.608

1.58 B

1.43 B

1.418B

ADVISORY: 500

GLOBAL OVERVIEW

UNIQUE  AVERAGE  AVERAGE
VISITORS TIME PAGES
monTHE ave]  PERVISIT  PER VISIT
420 M 7M 155 2
401 M BM 215 9
473 M 8M 375 11
308 M 8M 365 11
Q3.1 M 5M 415 3
234 M M 365 7
298 M M 445 8
148 M M 4435 7
118 M 2M 065 2
328 M 2M 395 2

we
ggginl <O Meltwat:



WATCHING ONLINE VIDEO CONTENT

PERCENTAGE OF INTERMET USERS AGED 16 TO 64 WHO WATCH EACH KIND OF VIDEQ CONTENT YIA THE INTERNET EACH WEEK

GLOBAL OVERVIEW

ANY KIND MUSIC COMEDY, MEME, TUTORIAL OR VIDEO
OFVIDEO VIDEO OR VIRALVIDEO HOW-TO VIDEO LIVESTREAM

92.8% 50.0% 35.8% 28.7% 29.7%

: YOY: +1.0% (+90 BPS) YOY: -2.7% (-140 BPS) YOY: -3.5% (-130 BPS) YOY: -8.3% (-260 BPS) YOY: -2.3% (-70 BPS)
EDUCATIONAL PRODUCT SPORTS CLIP OR GAMING INFLUENCER
VIDEO REVIEW VIDEO HIGHLIGHTS VIDEO VIDEO VIDEOS AND VLOGS
o (o] (o (o) (o)
27.1% 26.4% 26.7% 26.2% 25.5%
YOY: -9.1% (-270 BPS) YOY: -4.7% (-130 BPS) YOY: -6.3% (-180 BPS) YOY: -4.4% (-120 BPS) YOY: -4.5% (-120 BPS)
» 5auncE: | LA _.__,'_'- SUEES EEFEE SER ner \u. FGS OIF A ""-\..-."..'-"..:".'.. "' 1T LT I :“'-: UoEka 1 = ) C '..:"-: e | & :J'ul'l :.-.:.."ll'r'l"..':'-- L LJIE ' NGTES: l’ ':"-\..'. AISE " WE (O)M I
REPRESENT THE RELATIVE YEAR-OM-YEAR CHANGE (|E. AN INCREASE OF 20% FROM A STARTING VALUE OF 50% WOULD EQUAL 0%, NOT 70 SP5" VALLIES REFRESEMT THE ABSCILUTE CHANGE (IM BASIS are, e tWQtE
e social



VIDEO ENTERTAINMENT: TOP MOBILE APPS

RANKINGS OF THE MOST USED VIDEO-CENTRIC ENTERTAINMENT APPS ON MOBILE PHOMES THROUGHOUT 2022

GLOBAL CVERVIEW

TOP VIDEOQ EMNTERTAINMENT APPS BY ACTIVE USERS TOP VIDEO EMNTERTAINMENT APPS BY TOTAL TIME SPEMNT
01 YOUTUBE GOOGLE 01  YOUTUBE GOOGLE
02 TIKTOK BYTEDANCE 02 TIKTOK BYTEDANCE
03 INETFLIX MNETFLIX 03 NETFLIX MNETFLIX
< 04 MXPLAYER TIMES GROUP 04 MXPLAYER KUAISHOU
05 AMAZON PRIME VIDEO AMAZON 05 HOTSTAR DISNEY
06 MIVIDEO - VIDEO PLAYER XIAOMI 06  KWAI KUAISHOU
07 HOTSTAR DISNEY 07 VILC MEDIA PLAYER VIDEOLAN
08 GOOGLE PLAY MOVIES AND TV GOOGLE 08 AMAZON PRIME VIDEO AMAZON
09 VLC MEDIA PLAYER VIDEOLAN 09 PLAYIT PLAYIT
10 DISNEY+ DISNEY 10 TWITCH AMAZON

EXCLUDIMNG

° SOURCE: DATA Al INTELUIGENCE. SEE DATA Al FOR MORE DETAILS. NOTES: i VES MOBILE APPS THAT ARE FRIMARILY INTENDED TO) STREAM VIDED CONTENT, DOES NOT INCLUDE USERS ACCESS we (O)M I
: P e B s ial eltwate



FACEBOOK: MONTHLY ACTIVE USERS

FACEBOOK'S TOTAL MONTHLY ACTIVE USER BASE, BASED ON DATA PUBLISHED IN THE COMPANY'S INVESTOR EARNINGS REPORTS

GLOBAL OVERVIEW

TOTAL MONTHLY ACTIVE TOTAL FACEBOOK MAU QUARTER-ON-QUARTER CHANGE YEAR-ON-YEAR CHANGE
FACEBOOK USERS [MAL) vs. TOTAL POPULATION IN TOTAL FACEBOOK MAU IN TOTAL FACEBOOK MAU

296 36.9% +0.8% +1.6%

< BILLION +24 MILLION +48 MILLION
TOTAL FACEBOOK MAU TOTAL FACEBOOK MAU FACEBOOK DAILY ACTIVE USERS FACEBOOK ADVERTISING REACH
vs. TOTAL INTERNET USERS vs. POPULATION AGED 13+ vs. MONTHLY ACTIVE USERS vs. TOTAL FACEBOOK MAU

57.3% 47.2% 67.1% YA

SOURCES: META'S IMVESTOR EARMIMGS ARMOLUMCEME 3 AR D ADVERTISING RESOURCES; KERIOS AMALYSIS. COMPARABILITY: LSER FIGLRES SHOWM O 5 CHAET REPRESEMT MOMTHLY ACTIVE WE'
USERS SILnLELE BOOK ADVERTISING AUDIEMCE REACH FIGLIEES SHOWMN ELSEVWHERT HIS REPCHET. SEE NOTES O DATA FOR DETAILS OF WHY ADVERTISIMNG REACH DOES N I'.‘II"E. (O)M'E‘Itmte
GUATE TO THE TOTAL MAL RGLE social



TIKTOK: ADVERTISING AUDIENCE OVERVIEW

THE POTENTIAL AUDIENCE AGED 18+ THAT MARKETERS CAN REACH WITH ADS ON TIKTOK

MOTE: PLEASE READ GLOBAL OVERVIEW

POTENTIAL REACH OF ADS TIKTOK AD REACH AGE 18+ GQIUARTER-OMN-QUARTER CHANGE YEAR-ON-YEAR CHANGE IN
ON TIKTOK (AGE 18+ ONLY) vs. TOTAL POPULATION IN REPORTED TIKTOK AD REACH REPORTED TIKTOK AD REACH

1.05 13.1% +11.2% +18.8%

( BILLION +106 MILLION +166 MILLION

TIKTOK AD REACH AGE 18+ TIKTOK AD REACH AGE 18+ FEMALE TIKTOK AD REACH MALE TIKTCK AD REACH
vs. TOTAL INTERMNET USERS vs. POPULATION AGE 18+ vs. TOTALTIKTOK AD REACH vs. TOTAL TIKTOK AD REACH

20.4% 18.7% 54.1% 45.9%

SOURCES: TIKTOK'S ADVERTISIMG RESQOURCES; KEPIOS AMALYSIS. NOTES: DOES MNOT IMCLUDE DOUYIM. REACH DATA ARE OMLY AVAILABLE FOR “FEMALE" AMD *MALE" USERS AGED 18+ DATA ARE MO WE

AVAILABLE FOR ALL LOCATIOMS; FISURES BASED OM MIDFOINTS OF AVAILABLE DATA OMLY. ADVISORY: REACH FIGURES MAY MOT REPRESE GUE INDIVIDLUALS OR MATCH E TOTAL ACTIVE LISER BASE

VALUES v2 POPULATION AND vs. INTERNET USERS MAY EXCEEDT 100% DUE 10 DUPICATE ANID FAKE AL AGE MISSTATEMENTTS, DIFFERENT RESEARCH DATES, AnD Differences ncensusoaa. CIFE. o QD Meltwat
@ RESIDENT POPULA JATA REVISIONS, VALUES MAY NG BE COMPARABLE WITH PREVIOUS REPORTS, SOCHION

B e Yoo sl o i i T



hitps://datareportal.com/reports/digital-2023-global-overview-report



SOURCES: UM, GOVE
MEDHA LISE =

E 1D

QIR
E5 1M THE RELEVART METEIC, WHERE YEAR-OM-YEAR CHAMGE |5 “[MA]", COMPARIS

MONTENEGRO

OVERVIEW OF THE ADOPTION AND USE OF CONNECTED DEVICES AND SERVICES

MOTE: SIGHIFICAMT EEYISIONS TO 3OURCE DATA MEA

TOTAL
POPULATION

CELLULAR MOBILE
CONNECTIONS

GURES SHOWMN HERE ARE NOT COMPARABLE 'WITH FREVIC

LS REPORTS. SEE THE IMPORTA

INDIVIDUALS USING
THE INTERNET

T MOTES AT THE START OF THIS REPORT

g

MONTEMEGRD

FOIR DETAILS

SOCIAL MEDIA
USER IDENTITIES

626.3

THOUSAND

1.41

MILLION

YEAR-OM-YEAR CHANGE

-0.05%

-337

YEAR-OM-YEAR CHAMNGE

+10.8%

+137 THOUSAND

URBANISATION

68.7%

TOTAL vs. POPULATION

225.4%

RMMENT AUTHORITIES; GEMA INTELLIGENCE :
WA MONVIDUALS. OOMPARABILITY: SOURCE CHANGES ARMD BASE REVISIONS. Fit
T, S0 SUMS Y MOT MATCH, IMPORTANT: MEGATIVE VALUES MAY If

COLUNTRY AND REGIOMNAL DATA, 50 SUMS MY
5 AL DATA WILL PRODL

TU; EUROSTAT; CHNIC; KAMTAR & LAMAL PLATFORM RESQOURCES; O

560.2

THOUSAND

YEAR-OM-YEAR CHAMNGE

-0.05%

-301
TOTAL vs. POPULATION

89.4%

DH; BETA RESEARCH CENTER; KEPIOS

IMACCURATE RESULTS P

05 AR
JRES ARE MOT COMPARABLE WITH PREVICLIS B
JRICATE SOURCE Dada CORREL

Y515 ADVISORY: 500014l
'.-\..-P 5 e -\..-:'--.'- -.'\I-.\-:" .
S, AMD MAY NOT EEFRESEM

ASE SEE MOTES QM DATA

405.7

THOUSAND

YEAR-OM-YEAR CHAMGE

+15.6%

+55 THOUSAND

TOTAL vs. POPULATION

64.8%

we
are

e <OD> Meltwater



TOTAL
POPULATIOMN

626.3

THOUSAND

F N

URBAMN
POPULATION

68.7%

FEMALE
POPULATION

51.3%

POPULATION DENSITY
(PEOPLE PER KM?)

45.3

POPULATION ESSENTIALS

DEMOGRAPHICS AND OTHER KEY INDICATORS

MALE
POPULATION

48.7%

OVERALL LITERACY
(ADULTS AGED 154)

99.0%

YEAR-ON-YEAR CHANGE
IN TOTAL POPULATIOM

-0.05%

-337

FEMALE LITERACY
[(ADULTS AGED 154)

98.5%

b

MOMTEMEGRD

MEDIAN AGE OF
THE POPULATIOM

38.9

MALE LITERACY
(ADULTS AGED 15+

99.5%



el AGE DISTRIBUTION OF THE POPULATION )

2024 THE NUMBER OF PEOPLE IN EACH AGE GROUP, AND ASSOCIATED SHARE OF THE POPULATIOM

= ¥
v Y v o o <t i A
o R o, I S o + T o o M
M e~ 09 ~ A ~ ~ A % = 1
S o M e “ o
E R
o9
o
~
Y
O
= M
'\
L
— o
o
l"ﬁ
I :
5.6% 6.1% 6.2% 6.0% 6.3% 6.5% 6.5% 7.0 7.2% 5.8% 4.8 2.8% 2.0 1.2% 0.4 <0.1%

AGE AGE AGE AGE AGE AGE AGE AGE AGE AGE AGE AGE AGE AGE AGE AGE AGE AGE AGE AGE
0-4 5= 10-14 15-19  20-24  25-29 30-34  35-39 40-44 45-49 50-54 55-59 &0-44  65-46% Y074 F5-7% BO-B4  B5-BF  90-94 9599

MONTEMNEGRO

65

<0.1%

AGE
100+



OVERVIEW OF INTERNET USE W

ESSENTIAL INDICATORS OF INTERNET ADOPTION AND USE

MONTEMEGRD

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

560.2 89.4% -0.05% 99.0%

THOUSAND -301



TOP GOOGLE SEARCHES ™

QUERIES WITH THE GREATEST VOLUME OF GOOGLE SEARCH ACTIVITY BETWEEN 01 JANUARY 2023 AND 31 DECEMBER 2023

MOMTEMNEGRD

01 PODGORICA 100 11 DAN 30
02 VLESTI 6 12 REZULTATI 28
03 CDM 66 13 MONTENEGRO 27
< 04 KURIR 54 14 PREVODILAC 23 >
05 VREMENSKA PROGNOZA 49 15 BPEME 23
06 UMRLICE 49 16 FACEBOOK 21
07 TRAMNSLATE 42 17 YOUTUBE 21
08 UMRLI 38 18 VIESTI ME 21
09 GOOGLE 35 19  GOOGLE TRANSLATE 21
10 UMRLI ME 31 20 ZADRUGA 20

5DU.RCE: SCHORGLE -HES CTED BE 1. Y 20 NGTES.: I LUING E HORS OF . . CIES IM SEA WE
e SH | ¢ , el A : 3 : .. ..p.u'njn_s;:m'r; g&giﬂl (O)MEItWﬂtEr




OVERVIEW OF SOCIAL MEDIA USE )

HEADLINES FOR SOCIAL MEDIA ADOPTION AND USE (NOTE: USER IDENTITIES MAY NOT REPRESENT UNIQUE INDIVIDUALS)

MONTEMEGRD
NUMBER OF SOCIAL SOCIAL MEDIA USER IDENTITIES SOCIAL MEDIA USER IDENTITIES AGE 18+ SOCIAL MEDIA USER IDENTITIES vs.
MEDIA USER IDENTITIES vs. TOTAL POPULATION vs. TOTAL POPULATIOMN AGE 18+ INDIVIDUALS USING THE INTERNET
o 9.5° o
405.7 64.8% 79.5% 72.4%
4 THOUSAND p
QUARTER-ON-QUARTER CHANGE YEAR-OMN-YEAR CHANGE IN FEMALE SOCIAL MEDIA USER IDENTITIES MALE SOCIAL MEDIA USER IDENTITIES
IN SOCIAL MEDIA USER IDENTITIES SOCIAL MEDIA USER IDENTITIES vs. TOTAL SOCIAL MEDIA USER IDENTITIES  vs. TOTAL SOCIAL MEDIA USER IDENTITIES

-0.8% +15.6% 53.7% 46.3%

-3,250 +355 THOUSAND

e SOURCES: KEPIOS ARALYSIS, COMPARY ADVEETISIMG RESOLURCES AMD ARMOURCEME C- BETA RESEARCH CEMTER: ©CDH: UK. ADVISORY: SOCIAL BEDIA USEE IDE 3 MAY MOT REPRESEN WE (O)M I
B e e R P e e social

185 COMPARABILITY: SOURCE ARD M CIDCHOGEY CHARMIG MPOIRTA SE REVIHICOMS. SEE MIOTES M DATA,



sl WEB TRAFFIC REFERRALS FROM SOCIAL MEDIA N

2024 SHARE OF WEB TRAFFIC ARRIVING ONM THIRD-FARTY WEBSITES VIA CLICKS OR TAPS ON LINKS PUBLISHED IN SOCIAL MEDIA PLATFORMS (ANY DEVICE)

MONTEMEGRD

FACEBOOK T7.7

INSTAGRAM 10.4%

-
L
. 2 0% YOUTUBE

I 0.5%REDDIT

0.2% TUMELE.

(0.39050THERS



FACEBOOK: ADVERTISING AUDIENCE OVERVIEW )

THE POTENTIAL AUDIENCE THAT MARKETERS CAN REACH WITH ADS ON FACEBOOK

MOTE: PLEASE READ THE IMPORTAMT MOTES O COMPARIMNG DATA AT THE START OF THIS REPORT BEFORE CC JG DATA O THIS CHART WITH PREVIOUS REPORTS MONTENEGRO
TOTAL POTEMTIAL REACH FACEROOK AD REACH FACEROOK AD REACH GIUARTER-OM-GUARTER CHANGE YEAR-OMN-YEAR CHAMNGE IM
OF ADS ON FACEROOK vs. TOTAL POPULATION vs. TOTAL INTERMNET USERS IN REPORTED FACEROOK AD REACH REPORTED FACEROOK AD REACH

313.7 50.1% 56.0% -0.8% +11.2%

< THOUSAND -2,400 +32 THOUSAND
SHARE: FEMALE FACEBOOK SHARE: MALE FACEBOOK ADOPTION: OVERALL FACEBOOK ADOPTIOM: FEMALE FACEBOOK ADOPFTION: MALE FACEBOOK
AD REACH vs. OVERALL AD REACH vs. OVERALL AD REACH AGED 18+vs. OVERALL  AD REACH AGED 18+ vs. FEMALE AD REACH AGED 18+ ys. MALE
FACEBOOK AD REACH FACEBOOK AD REACH POPULATION AGED 18+ POPULATION AGED 18+ POPULATION AGED 18+

46.7% 53.3% 63.8% 56.8% 70.8%



el TOP YOUTUBE SEARCHES N

2024 QUERIES WITH THE GREATEST VOLUME OF YOUTUBE SEARCH ACTIVITY BETWEEN 01 JANUARY 2023 AND 31 DECEMBER 2023

MONTEMEGROD

# SEARCH QUERY INDEX # SEARCH QUERY INDEX

01 ZADRUGA 100 11 BEBE 8
02 ZADRUGA UZIVO 43 12 ZAGA | FILIP 6
03 ZADRUGA 6 34 13 FILMOVI 6
< 04 MUSIC 12 14  ZADRUGA LIVE 6
05 CRTANI 11 15  ARUA 6
06 ZADRUGA 6 UZIVO 11 16 DIANA )
07 ELTA 11 17 ZADRUGA OFFICIAL 5
08 PESME 11 18 SIMI S
09 PJESME 10 19 PEPA PRASE 5

10 ZADRUGA 7 10 20 ZADRUGA UZIVO LIVE =



INSTAGRAM: ADVERTISING AUDIENCE OVERVIEW 5

MOTE: PLEASE READ APDRTAMNT MOTES O COMPARIMNG DATA A TAR S REPD ORE COMPARING DATA DM THIS CHART WITH PREVICUS REPORTS MONTENEGRO

TOTAL POTEMTIAL REACH INSTAGRAM AD REACH IMSTAGRAM AD REACH QUARTER-OM-QUARTER CHANGE YEAR-OM-YEAR CHANGE IM
OF AD5 OM INSTAGRAM vs. TOTAL POPULATION vs. TOTAL INTERMET USERS | REPORTED IMNSTAGRAM AD REACH  REPORTED INSTAGRAM AD REACH

405.7 64.8% 72.4% -0.8% +15.6%

< THOUSAND -3,250 +55 THOUSAND )

SHARE: FEMALE INSTAGRAM SHARE: MALE INSTAGRAM ADOPTION: OVERALL INSTAGRAM ADOPTION: FEMALE INSTAGRAM ADOPTION: MALE INSTAGRAM
AD REACH AGED 18+ vs. OVERALL AD REACH AGED 18+ ws. OVERALL AD REACH AGED 18+ vs. OVERALL AD REACH AGED 18+ vs. FEMALE AD REACH AGED 1B+ vs. MALE
INSTAGRAM AD REACH AGED 18+ INSTAGRAM AD REACH AGED 18+ POPULATION AGED 18+ POPULATION AGED 18+ POPULATION AGED 18+

53.7% 46.3% 79.5% 81.3% 76.4%

SIMG RESOURCES; KEPIOS AMALYSLS, MOTES: BASED (

2 GEMDER MAY MOT SUM TO PUBLISHED TOTAL ADVISORY: REACH AMAY MOT REFPRESEMT UMIGU DD AATCH THE TOTAL ACTIVE UISEE B VALUES COMPARIMNG REACH WITH FOPULATION
ARD INTERNET LISERS MAY EXCEE 0 ¥ Q) USER AGE MISSTATEMEMTS, DUPLICATE AMD FAKE ALCC 15, DIFFERIMG RESEARCH DATES, AMD CHAMGES I RESIDEMT POPLLATIONS, COMPARABILITY: an (0) MEItwutEr
e “ “ ;‘ 15, VALUE IR CHARMGE CWER TIME MAY BE DISTORTED, SEE NOTES OM DATA, “ s“iﬂl

sEMDER DATA OMNLY AVAILABLE FOR "FEMA




TIKTOK: ADVERTISING AUDIENCE OVERVIEW W

THE POTENTIAL AUDIENCE AGED 18+ THAT MARKETERS CAMN REACH WITH ADS ON TIKTOK

MOTE: PLEASE READ THE IMPORTAMT MOTES OMN COMPARING DATA AT THE START OF THIS REPORT BEFORE COMPARIMG DATA O THIS CHART WITH PREVIOLUS REPORTS MONTENEGRO

TOTAL POTENTIAL REACH TIKTOK AD REACH TIKTOK AD REACH QUARTER-OM-QUARTER CHANGE YEAR-OM-YEAR CHANGE IM
OF ADS ON TIKTOK vz, TOTAL POPULATION vs. TOTAL INTERMET USERS I REPORTED TIKTOK AD REACH REPORTED TIKTOK AD REACH

286.0 45.7 % 51.1% [IN/A] [N/A]

< THOUSAND >

SHARE: FEMALE TIKTOK AD SHARE: MALE TIKTOK AD ADOPTION: OVERALL TIKTOK ADOPTION: FEMALE TIKTOK ADOPTIOMN: MALE TIKTOK
REACH AGED 18+ vs. OVERALL REACH AGED 18+ vs. OVERALL AD REACH AGED 18+ vs. OVERALL AD REACH AGED 18+ vs. FEMALE AD REACH AGED 18+ vs. MALE
TIKTOK AD REACH AGED 18+ TIKTOK AD REACH AGED 18+ POPULATION AGED 18+ POPULATION AGED 18+ POPULATION AGED 18+

48.2% 51.8% 58.2% 53.6% 63.0%

SOURCES: TIKTOK'S ADVERTISIMG RESOURCES; KERIOS AMALYSIS. NOTES: DOES MOT IMCLUDE DIUYIM. REACH DATA ARE ORLY AVAILABLE FOR “FEMALE" AMD “MALE SERS AGED 18+ DATA ARE MO
AVAILABLE FOR ALL LOCATIORS. WVALLES BASED O MIDPOIMTS OF AVAILABLE DATA OMLY. ADVISORY: REACH MAY MOT REPRESENT URIGILIE DIVMIDUALS OFE MATCH THE TOTAL ACTIVE USEE BASE. W,

APARIMG REALCH WITH POPULATION AMD INTERMET USERS MaY EXCEED 100 SE MAIZSTATEMEMNTS, DUPFLICATE ARD FAKE ACCOLIMTS, CHFFERIMG B ARCZES I ure-

LILATIC NS, COMPARABILITY: CHAMGE IM DATA SOURCIMNG APFROAL |r\| 15, VALUES FOR CHARMGE OVER TIME MAY BE DISTORTED. SEE N-::.I:.-E::t.\lll-"\'a.‘; e S Iﬂl

{OD> Meltwater




sl MESSENGER: ADVERTISING AUDIENCE OVERVIEW )
2024 THE PDTENTI&E AUDIENCE THAT M“_‘HFEETERS CAN REACH W'_TH AD_S DH FAL?EEQC}K MESSENGER .

MNOTE: PLEASE READ ART P 1 COMPARIMG DATA A TAR S REF ORE COMPARIMG DATA O CHART WITH PREVICLIS REPORTS MONTENEGRC

TOTAL POTEMTIAL REACH MESSEMGER AD REACH MESSEMGER AD REACH QUARTER-OM-GQUARTER CHANGE YEAR-OM-YEAR CHANGE IM
OF ADS OMN MESSENGER vs. TOTAL POPULATIOM vs. TOTAL INTERMET USERS IM REPORTED MESSENGER AD REACH  REPORTED MESSEMGER AD REACH

211.0 33.7% 37.7 % -3.6% +5.2%

< THOUSAND -7,950 +10 THOUSAND }

SHARE: FEMALE MESSENGER SHARE: MALE MESSENGER ADOFTION: OVERALL MESSENGER ADOPTION: FEMALE MESSENGER ADOPTION: MALE MESSENGER
AD REACH AGED 18+ vs. OVERALL AD REACH AGED 18+ vs. OVERALL AD REACH AGED 18+ vs. OVERALL AD REACH AGED 18+ vs. FEMALE AD REACH AGED 18+ vs. MALE
MESSENGER AD REACH AGED 18+ MESSEMGER AD REACH AGED 18+ POPULATIOMN AGED 18+ POPULATIOM AGED 18+ POPULATION AGED 18+

46.4% 53.6% 43.2% 37.4% 47.2%

SOURCES: META'S ADVERTISING RESOURCES; KEPIOS AMALYSIS. NOTES: BASED O MIDPCIMTS OF PUBLSHED RAMGES. GEMNDER DATA ORLY AVAILABLE FOR "FEMALE™ AMD “MALE". 50 E DATA FOR REALCE WE
By GEMDER MAY MMOT SUM TO PUBLISHED TOTAL ADVISORY: EEACH MAY MOT REPRESENT LIMIGILIE HVIDUALS ©R MA | THE TOTAL ACTIVE USEE BASE. VALUES COMPARING EEACH WITH FOPULATION ARD
@ e s are, - <ODMeltwater

JUNTRIES. COMPARABILITY: BASE REVISIGNS, VALUES FOR CHAMGE SVER TIME MAY BE DISTORTED, SEE MOTES ON DATA social




LINKEDIN: ADVERTISING AUDIENCE OVERVIEW )

THE POTENTIAL AUDIENCE THAT MARKETERS CAN REACH WITH ADS OM LINKEDIN

MOTE: PLEASE READ THE IMPORTAMT MOTES QM COMPARIMG DATA AT THE START OF THIS REPORT BEF COMPARIMG DATA O THIS CHART WITH PREVIOUS REPORTS MONTENEGRD
TOTAL POTENTIAL REACH LINKEDIN AD REACH LIMKEDIN AD REACH GIUARTER-OMN-QUARTER CHANGE YEAR-OMN-YEAR CHANGE IM
OF ADS ON LINKEDIMN vs. TOTAL POPULATION vs. TOTAL INTERMET LUSERS I REPORTED LIMKEDIN AD REACH REPORTED LINKEDIM AD REACH

130.0 20.8% 23.2% 0% +18.2%

< THOUSAND [UNCHANGED] 20 THOUSAND )
SHARE: FEMALE LINKEDIM SHARE: MALE LINKEDIMN ADOPTION: OVERALL LINKEDIM ADOPTIOMN: FEMALE LINKEDIM ADOPTION: MALE LINKEDIM
AD REACH AGED 18+ vs. OVERALL AD REACH AGED 18+ vs. OVERAILL AD REACH AGED 18+ vs. OVERALL AD REACH AGED 18+ vs. FEMALE AD REACH AGED 18+ vs. MALE
LIMKEDIM AD REACH AGED 18+ LINKEDIN AD REACH AGED 18+ POPULATION AGED 18+ POPULATION AGED 18+ POPULATION AGED 18+

49.5% 50.5% 19.9% 22.1%

5nuncas IMEEDIMS ADVERTISING RESOURCES; KEPIOS AMALYSIS, NOTES: VALUES REFIECT TOTAL REGISTERED “MEMBERS", 50 ARE MOT COMPARABLE WITH COTHER PLATFORMS I THIS REFORT, GEMDER DATA, we

LY AVAILABLE FOR “FEMALE” AMD “MALE". ADVISORY: REACH MAY MOT REPRESEMT UMIGIUE IMDIVIDLUALS OR MATCH THE TOTAL ACTIVE LISER BASE. VALLES COMPARIMG REATH WITH POFULATION ARD

e NTERNET USERS MAY EXCEED 100% DUE TO USER AGE MISSTATEMENTS, DUPIICATE AND FAKE ACCOUN FRERIMG RESEARCH DATES, AMD CHAMGES IM RESIDEMT POFJLATIONS COMPARABILITY: BASE ﬂre (O)M'Eltwuter
REVISICING, VALUES FOR CHAMGE COVER TIME MAY BE DISTORTED, SEE MOTES O DATA 5“ l



X: ADVERTISING AUDIENCE OVERVIEW o

THE POTENTIAL AUDIENCE THAT MARKETERS CAN REACH WITH ADS OM X [TWITTER]

MOTE: PLEASE READ THE IMPORTANT MOTES OMN COMPARIMNG DATA AT THE START OF THIS REPORT BEF COMPARIMG DATA OM THIS CHART WITH PREVIOUS REPORTS MOMTEMNEGRD
TOTAL POTENTIAL REACH X AD REACH vs. X AD REACH vs. GIUARTER-OMN-GQUARTER CHANGE YEAR-OMN-YEAR CHAMNGE
OF ADS OMN X [TWITTER) TOTAL POPULATION TOTAL INTERMET USERS I REPORTED X AD REACH I REPORTED X AD REACH

77.5 12.4% 13.8% -78.1% +13.2%

< THOUSAND -277 THOUSAND +9,029
SHARE: FEMALE X AD REACH SHARE: MALE X AD REACH ADOPTION: OVERALL X AD ADOPTION: FEMALE X AD ADOPTION: MALE X AD
AGED 18+ vs. OVERALL AGED 18+ vs. OVERALL REACH AGED 18+ vs. OVERALL REACH AGED 18+ vs. FEMALE REACH AGED 18+ vs, MALE
X AD REACH AGED 18+ X AD REACH AGED 15+ POPULATION AGED 18+ POPULATIOMN AGED 18+ POPULATION AGED 18+

37.1% 62.9% 15.4% 10.9% 20.2%

— B IBEER: ¥ AMVERTISIRLT RESIEE FS. FERIMIS ARAIYEIC RWWTER: Wall IFS < Al FIT FRIIAIISHEN R AT B “ERIMER MATA ARE ¥ v oaVAll ARIE F ! FEAdALFE Ak A&IE AP IMEY- L kJIF &Kl -



ol MOBILE CONNECTIVITY %
20

4 USE OF MOBILE PHONES AND DEVICES THAT CONMNECT TO CELLULAR NETWORKS

MONTEMEGRD
NUMBER OF CELLULAR NUMBER OF CELLULAR MOBILE YEAR-ON-YEAR CHANGE SHARE OF CELLULAR MOBILE
MOBILE CONNECTIONS CONMNECTIONS COMPARED IN THE NUMBER OF CELLULAR CONNECTIONS THAT ARE
(EXCLUDING 1QT) WITH TOTAL POPULATION MOBILE CONNECTIONS BROADBAND (3G, 4G, 5G)

1.41 225.4%  +10.8% 93.5%

MILLION +137 THOUSAND

‘ SOURCE: G5MA, IMTELUGEMRCE. MOTES: TOTAL CELLULAR CORMECTIOMNS IMCLUDE DEVICES OTHER THAM MOBILE PFHOMES, BUT EXCLUDE CELLULAR 1OT COMBMECTIONS. FIGURES MAY SIGHIFICAMTLY EXCEED WE'



SHARE OF MOBILE WEB TRAFFIC BY MOBILE OS e

PERCENTAGE OF WEB PAGE REQUESTS ORIGINATING FROM MOBILE HAMDSETS RUNNING EACH MOBILE OPERATING SYSTEM IN DECEMBER 2023

MONTEMEGRO

SHARE OF MOBILE WEB SHARE OF MOBILE WEB SHARE OF MOBILE WEB SHARE OF MOBILE WEB SHARE OF MOBILE WEB
TRAFFIC ORIGINATING TRAFFIC ORIGINATING TRAFFIC ORIGINATING FROM TRAFFIC ORIGINATING TRAFFIC ORIGINATING
FROM ANDROID DEVICES FROM APPLE 1OS DEVICES SAMSUNG OS DEVICES FROM KAI OS DEVICES FROM OTHER OS DEVICES

76.33% 22.85% 0.71% 0.01% 0.10%

YEAR-ON-YEAR CHANGE YEAR-ON-YEAR CHANGE YEAR-ON-YEAR CHANGE YEAR-ON-YEAR CHANGE YEAR-ON-YEAR CHANGE
+3.8% (+282 BPS) -12.6% (-328 BPS) +103% (+36 BPS) [BREAKOUT] +900% (+9 BPS)

SOURCE: STATCOUMTER. MOTES: FIGURES REPRESEMT THE MUMEBER OF WER PAGES SERVED TO BROMYSERS O MOBILE PFHOMES RUMMING EACH OPERATIMG SYSTEM COMPARED WITH THE TOTAL MUMBER OF WE

WEEB PAGES SEEVED T MOBILE BROMWSERS IM DECEMBER 2024, HGURES FOE SAMAUNG O8 EEFER ORLY TS THOSE DEVICES EUMMIMG QPEEATIMG SYSTERME DEVELOPED BY SAMSUMG (E.G. BADA ARD TIZEM] ure

ARND DO MOT INCLUDE SAMSLUIMNG DEVICES RBUMNING AMNDRQID, PERCEMNTALGE CHAMGE WYALUES REFRESENT EELATIVE CHARGE [|LE. AR IMCREASE OF 20% FEOM A STAR G VALLIE OfF : WOULD EGILIAL H I (o)MEItwqtel
Al [

P, MO A00%) “BPSY VALLIES EEFRESEMT BASIS POIMTS, AMD IMDICA, HE ABSCHLUITE CHARMGE, FIGLIRES MAY MOT SUM TO DUE T ROUMDIMG snclu



Kljuc: priprema

Segmentacija
Ciljne grupe
Interesovanja
Online advertising
Design kampanje
—veza ATL (TV, Print, Radio, OOH) — Siroka publika
BTL — individua ili grupa — direct mark. Target grupa (SMS, emails, social media posts, flajeri,dogadjaji, PR)
TTL — kombinacija 360 marketigng ATL+BTL, Digital marketing
Time table

WEB SITE



Online Advertising

Social Media Advertising

Content Marketing

Native advertising

Email Marketing

SEM (Search Engine Advertising) - including PPC

Google Ads, Paid search advertising

Display Advertising - including banner advertising & retargeting
Mobile Advertising

Video Advertising






creatopy

The 5 Most Common
Web Banner Sizes

The banner size can positively impact ad visibility and effectiveness, leading to higher
campaign performance.

Here are the most commonly used banner sizes among advertisers. Try them out
to spend your budget more wisely and get closer to the desired results:

© Leaderboard

This ad unit is generally placed at

the top of a webpage, where it

proves most successful, but it can

also sit above the footer. 728x90 px

@ Largerectangle

The large rectangle delivers optimal
results when placed within text or at
the end of articles. Being bigger, it
also works great for animated or
video ads.

336x280 px

O Mediumrectangle g ;0050

The medium rectangle looks great D

; 3 MONTHS
on both desktop and mobile and PRO for just
performs best when placed within ..f.',.'.?.?:m
text or at the end of articles. O o

|

I

'
v

o Mobile banner

This banner is optimized for mobile
devices and is usually pinned at the
top or bottom of smartphone screens.
It doesn't provide much space to work
with in terms of design, but it has
excellent visibility.

Cyber
Security

. Solution:
© wide skyscraper 2019

This tall banner usually stands along

the sidebars of webpages, covering

both above-the-fold and below-the-
fold areas. It's hard to miss and

offers plenty of space for creative

design and ad copy. S

160x600 px

Use this infographic to
get inspired for your next
ad campaign!

creatopy @ creatopy.com (©) %7 im @ creatopy

hitps:.//www.cr
eatopy.com/bl
og/banner-

standard-sizes/




Target audiences -Facebook

Core audiences — an audience based on criteria like age, interests, and geography.

Custom audiences — get back in touch with people who have previously engaged with
your business.

Lookalike audiences — reach new people whose interests are similar to those of your
best customers.



INSTAGRAM

Promote posts and stories directly from your Instagram professional account.

Create ads from your Facebook Page and promote them on both Facebook and Instagram.
Create ad campaigns in the Facebook Ads Manager to access full targeting capabilities.
Photo ads

Video ads

Story ads

Carousel ads

Reel ads



AGE 35-65

X breaks down its ads info five goals:

Awareness. Promote your messages and maximize your reach.

X engagement. Promote your messages and get more reposts, likes, and replies.
Follows. Promote your account and grow your X following.

Website clicks. Promote your website and get more traffic.



-‘v, - - = s . -s = = - = - = - s s Em Emm =

sto korisnici traze i sadrzaj koji trebate pruziti da
biste zadovoljili njihove potrebe

Keywords are important because they help you understand what users are searching for and the content you need to provide

to meet their needs. The keywords you choose help define your content strategy and what topics to include on your website.

Google Trends - sto ljudi po svijetu taze

Google Search Console - se moze koristiti za generiranje kljucnih rijeci, koristiti je da biste vidjeli koja pretrazivanja ve¢ donose

saobracaj vasoj veb stranici

Answer the Public - Sto ljudi traze u vezi s odredenom temom.Ubersuggest

Ubersuggest - unesete pojam za pretrazivanje i prikazace pregled statistike pretrazivanja za tu rijec i dace vam i druge ideje za

kljucne rijeCi povezane s njom i ideje za sadrzaj za taj odredeni pojam.


https://trends.google.com/home
https://search.google.com/search-console/about
https://answerthepublic.com/
https://neilpatel.com/ubersuggest/

O Youtube
O TikTOK
O Snapchat



O Thank you.
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