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Asia-Pacific Stevie Awards - Silver Award
Winner for Services Company of the Year

2016
APAC Insider - Best Digital Brand Marketing
Agency - Philippines

2017

International Emerging Markets Awards 2017
Best Social Media & Digital Agency 2017 - Cebu
Web-Design Experts of the Year - Cebu

2018

Asia-Pacific Stevie Awards - Bronze Award
Winner for Women in Business
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THE PHILIPPINES ’

THE ESSENTIAL HEADLINE DATA YOU NEED TO UNDERSTAND THE STATE OF MOBILE, INTERNET, AND SOCIAL MEDIA USE

TOTAL MOBILE PHONE INTERNET ACTIVE SOQAL
POPULATION CONNECTIONS USERS MEDIA USERS

108.8 173.2 73.00 73.00

MILLION MILLION MILLION MILLION
URBANISATION: vs. POPULATION: PENETRATION: PENETRATION:

47 % 159% 67 % 67 %

SOURCES: POPULATION: UNITED NANONS; LOCAL COVERMNMENT BODES, MOBLE GSMA INTELUGENCE . INTERNET: ITU; CLOBAMWEBHNDEX, GEMA INTEIMGENCE LOCAL TRLECOMS

. CLOR we .
FEGULATORY AUTHORITES AND GOVERNMENT BODIES, APJE. KEMOS ANALYSIS, SOCIAL MEDIA. MATIORMS' SELT-SERMCE ADVERTISING TOOLS, COMPANY ANNGUNCEMEINTS AND are, @ Hootsu.te‘
x ' social

CARNENGS REPORTS, CAFMSAZAARL KIMO S ANALYSES AL LATEST ANALADLE DATA IN JANUARY 2020]. & COMPARA BILITY ADVISORY! SOURCE AND SASE CranGEs

Internet and social media penetration
at 67% of the population. W iegsem
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AVERAGE AMOUNT OF TIME (IN HOURS AND MINUTES) THAT INTERNET USERS AGED 16 TO 64 SPEND USING THE INTERNET EACH DAY ON ANY DEVICE
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Internet users in the Philippines spending an
average of 9 hours and 45 minutes per day online.



g
(&
L
=
—d
<
O
O
(7p)
O
<
(2]
=
(-
Z
(8]
Q.
W
LA
=
[—
=
<
o

AVERAGE DAILY TIME (IN HOURS AND MINUTES) THAT INTERNET USERS AGED 16 TO 64 SPEND USING SOCIAL MEDIA ON ANY DEVICE
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SOURCE: GLOBAIWEBINDEX (Q3 2019). FIGURES REPRESENT THE FINDINGS OF A BROAD SURVEY OF INTERNET USERS AGED 16 TO 64. SEE GLOBALWEBINDEX.COM FOR MORE DETAILS.

Il the world's most ‘social’ people, with the

t

Ipinos are s

F

average internet user aged 16 to 64 spending almost 4 hours

per day on social platforms.



MOBILE’S SHARE OF TOTAL INTERNET TIME

DAILY TIME THAT INTERNET USERS AGED 16 TO 64 SPEND USING THE INTERNET VIA MOBILE DEVICES AS A PERCENTAGE OF TOTAL DAILY INTERNET TIME

49.5% 50.1%
45.8%
0,
| | '
' ' ' +8 1%
Q3 2014 Q3 2015 Q3 2016 Q3 2017 Q3 2018 Q3 2019

SOURCE: GLOBALWEBINDEX (VARIOUS DATA PERIODS, AS DETAILED BELOW EACH OF THE BARS IN THE CHART ABOVE). FIGURES REPRESENT THE FINDINGS OF A BROAD SURVEY OF INTERNET are Hootsulteo
USERS AGED 16 TO 64. SEE GLOBALWEBINDEX.COM FOR MORE DETAILS. I

Mobile phones now account for more than half of all the time
we spend online



SHARE OF WEB TRAFFIC BY DEVICE

EACH DEVICE'S SHARE OF TOTAL WEB PAGES SERVED TO WEB BROWSERS IN DECEMBER 2019

MOBILE LAPTOPS & TABLET OTHER
PHONES DESKTOPS COMPUTERS DEVICES

53.3% 44.0% 2.7% 0.07%

DEC 2019 vs. DEC 2018: DEC 2019 vs. DEC 2018: DEC 2019 vs. DEC 2018: DEC 2019 vs. DEC 2018:

+8.6% -6.8% -27% -30%

SOURCE: STATCOUNTER (ACCESSED JANUARY 2020). FIGURES REPRESENT EACH DEVICE'S SHARE OF WEB PAGES SERVED TO WEB BROWSERS ONLY. NOTE: FIGURES FOR DEVICE SHARE ARE FOR gree HOOtS“ite°
DECEMBER 2019; ANNUAL CHANGE FIGURES COMPARE MONTHLY SHARE VALUES FOR DECEMBER 2019 TO DECEMBER 2018. SOCial

Roughly 53 percent of all web page requests now come from
mobile phones, but that computers still account for 44 percent
of the total.



USE OF MOBILE APPS BY CATEGORY

PERCENTAGE OF INTERNET USERS AGED 16 TO 64 WHO REPORT USING EACH TYPE OF MOBILE APP EACH MONTH

CHAT APPS SOCIAL ENTERTAINMENT GAMES SHOPPING

(MESSENGERS) NETWORKING APPS OR VIDEO APPS (ANY TYPE) APPS

® @ @ &

89% 89% 65% 47 % 66%

MUSIC MAP BANKING DATING HEALTH AND
APPS APPS APPS APPS FITNESS APPS

G @ @ @

52% 65% 35% 1% 26%

are. , | Hootsuite:

@ SOURCE: GLOBALWEBINDEX (Q3 2019). FIGURES REPRESENT THE FINDINGS OF A BROAD SURVEY OF INTERNET USERS AGED 16 TO é4. SEE GLOBALWEBINDEX.COM FOR MORE DETAILS.
SOocCia

Mobile apps now account for 10 out of every 11 minutes we
spend using mobile devices, with web browsing only
responsible for 9 percent of our mobile time.



MOBILE APPS: GLOBAL CATEGORY RANKINGS

RANKINGS OF MOBILE APP CATEGORIES BY TOTAL GLOBAL DOWNLOADS AND ANNUAL GLOBAL CONSUMER SPEND

GOOGLE PLAY: 2019 DOWNLOADS GOOGLE PLAY: 2019 SPEND E 10S: 2019 DOWNLOADS |OS: 2019 SPEND
01 GAMES 01 GAMES 01 GAMES 01 GAMES
02 TOOLS 02 SOCIAL socia 02 PHOTO AND VIDEO 02 ENTERTAINMENT
03 ENTERTAINMENT 03 ENTERTAINMENT I 03 ENTERTAINMENT 03 SOCIAL NETWORKING
04 COMMUNICATION 04 LIFESTYLE 04  UTILITIES 04 PHOTO AND VIDEO
05 SOCIAL 05 PRODUCTIVITY 05 SHOPPING 05 MUSIC
06 PHOTOGRAPHY 06 MUSIC & AUDIO 06 SOCIAL NETWORKING 06 LIFESTYLE
07 VIDEO PLAYERS & EDITORS 07 COMMUNICATION . 07 FINANCE 07 HEALTH AND FITNESS
08 MUSIC & AUDIO 08 ANDROID WEAR 08 LIFESTYLE 0C 08 BOOKS
09 SHOPPING 09 HEALTH & FITNESS 09 PRODUCTIVITY 09 EDUCATION
10 FINANCE 10 DATING ' 10 EDUCATION 10 PRODUCTIVITY

@ SOURCE: APP ANNIE [JANUARY 2020). ggglql ' I-IootSl_“teO

Games account for the greatest share of mobile app
downloads — more than 1 in 5 of the total — and drive 70
percent of worldwide consumer spend on mobile apps.



SHARE OF TIME SPENT IN MOBILE APPS BY CATEGORY

AVERAGE TIME SPENT USING MOBILE DEVICES EATH DAY WORLDWIDE WITH SHARE OF TIME SPENT N TO? MOBLE AFF CATEGORES

SHARE OF MOBLE TIME SHARE OF MOBRE TimE SHARE OF MOBIE TIWAE

AVERAGE TIME SHARE OF MOSILE TIME
SPENT USING MOOILE SPENTIN SOCIAL & SPENT INWIDEC & SPENT PLAYING GAMES SPENT USING OTHER
DEVICES EACH DAY COMMUNICATIONS APPS ENTERTANMENT AFPS JANY GAME KIND} KINDS OF APPS

19%

3H40M 50% 21%

are. . ™ Hootsuite-

o oot . : ) A e

Roughly half of the 3.7 hours that people spend using mobile phones each day is
spent using social and communications apps, meaning that these platforms account
for the same share of our mobile time as all of our other mobile activities put

together.



ol THE WORLD’S MOST-USED SOCIAL PLATFORMS

PO VIO pastn ON MONTHLY ACTIVE USERS, ACTIVE USER ACCOUNTS, ADVERTISING ALENENCES, OFR UNIZUE MONTHO MISITORS N MILLONS)
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Facebook still dominates.
Despite various challenges over the past few years, Facebook
is still top of the pops when it comes to social.



bl FACEBOOK AUDIENCE OVERVIEW

020 THE POTENTIAL NUMBER OF FEQME THAT MARKETER S CAN REACK USING ADVERTS ON FACEROOK

NUMBER OF FECPLE THAT SHARE OF POFULATION QUARTER.ON- PERCENTAGE OF PERCENTAGE OF

FACEROOK REPORTS AGED 13+ THAT MARKETERS QUARTER CHANGE TS AD AUDENCE TS AD AUDENCE
CAN BE REACHED WITH CAMN REACH WATH N TACEBOOK'S THAT FACEBOOK THAT FACEROOK
ADVERTS ON FACEROOK ADVERTS ON FACEBOOK ADVERTISING FEACH REPORTS IS FEMALE " REPORTS IS MAILE'

1.95 32% +1.0% 44% 56%

BILLION

SOUSE s ¥ . : MOT I . Yy ; . : . : " ”
<L A NE APESEEY : : M Ad . s e Yy - i b 4 : Wo
& CUOMPARAMMTIY AZWRCEr . ) ) : AMAAA o .

Overall, Facebook’s audience reach has grown by 1 percent in
the past 3 months alone.



PROFILE OF FACEBOOK'S ADVERTISING AUDIENCE

SHARE OF FACEROQCS GLOBAL ADVERTISING AUDENCE " BY AGE GROLP AND GENDER”

19%
B revae
MALE
545
in
25% 29% 2% 9x
- a & = -l
R-7 18 - 24 35-44 - 54 S5-464
YEALS OO YEARS OO YEA'bC(O YEALS OO Y.A.bC‘(D YEARS OO Yb\lbub
Wilsn? A ) : N v : NOrES ' - 5 : ANICe : m
0 X .- s . t:0'::!‘;".-;.!":;!.1'.’-* ’ - . . : ; I mm‘ ﬂ Mm

Critically, marketers can now use Facebook to reach one-third
of all the world’s adults aged 18 and above, and more than half
of all the world’s adults aged 18 to 34.



b\NKm C‘ MCG'.E AFFS B" MONTHLY ACTIVE LISERS

APP NAME

01  WHATSAPP MESSENGER
02 FACEBOCK

03 FACEBROCK MESSENGER
04 WECHAT

05 INSTAGRAM

06 TKTOK

OF  AUPAY

o8 QQ

09 TACEAD

10 BaADU

@ LSS A0 )

APP DEVELOPER

FACEBOOK
FACEBOOK
FACEBOOK

FACEBOOK

BYTEDANCE

ANT FINANCIAL SERVICES GI2,

AUBABA GROLP

RANKING OF MOBILE OAMES BY MONTHLY ACTI

S THROUGHOUT 2019

GLOBAL MOBILE APP RANKlNGS ACTIVE USERS

GLOBALRANDNGS CF TOP MOBLE APPS AND GAMES BY AVERAGE »

EUSER

# CAME NAME CAME DEVELOPER

o
02
Q3
0d
05
0o
o
oe
09
10

PLBG MORILE
CANDY CRUSH SAGA
HONCUR OF KINGS
ANIPOP

GAME FOR PEACE
CLASH OF CLANS
POKEMON GO
SUBWAY SURFERS
CLASH ROYALE

FREE FIRE

TENCENT
ACTIVISION BUZZARD
TENCENT

HAFPY BLEMENTS
TENCENT

SUPERCEL

NIANTIC

KOO

SUPERCELL

SEA

The internet’s centre of gravity is moving progressively
eastward. This trend is even more visible in the latest data,
with Asian apps and websites commanding an ever-increasing

share of global activity.



USE OF VOICE SEARCH AND VOICE COMMANDS

FERCENTAGEOF I} 4 WHO USE VOICE INTERFACES EACH MONTH [ANY DEVICE)
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42 percent of the Philippine’s internet users between the ages
of 16 and 64 now using voice search and voice commands on
any device each month.



CONCERNS ABOUT MISUSE OF PERSONAL DATA

PERCENTAGE OF INTERNET USERS AGED 16 TO 64 WHO SAY THEY'RE WORRIED ABOUT HOW COMPANIES USE THEIR PERSONAL DATA
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SOURCE: GLOBALWEBINDEX (Q3 2019). FIGURES REPRESENT THE FINDINGS OF A BROAD SURVEY OF INTERNET USERS AGED 16 TO 64. SEE GLOBALWEBINDEX.COM FOR MORE DETAILS. aree Hootsuiteg
© COMPARABILITY ADVISORY: SOURCE CHANGE. DATA ARE NOT COMPARABLE TO A SIMILAR “DATA PRIVACY CONCERNS” SLIDE IN SOME OF OUR PREVIOUS REPORTS. SO c' I

67 percent of Philippine internet users are worried about how
companies use their data.



a4 WHO USE TOOS TO BLOCK OINUNE ADVERTISING EACK MONTH
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63 percent of Philippines’ internet users aged 16 to 64 used an

ad blocker in the past month.



OVERVIEW OF THE SMART HOME DEVICE MARKET

VALUE OF THE GIOBAL MARKET FOR SMART HOME DEVICES, 'WITH VALUE BY DEVICE SUB CATEGORY [IN U 5 DOLLARS

ANUMBER OF HOMES Wik TOTAL ANNUALVALUE OF WALLE OF SMATT HONME CONTRO VALUE OF SMART HOME
SMART HOMWE DEVICES SMART HOME DEWCES MARKET & CONNECTIITY DEVICE MARKET” APPUANCES NARKET

@ @

134.1 $73.72 $17.16 $16.97

MILLION BILLION SILLION BILLION
VALUE OF SMART HOME YALUE OF SMART HONE VALLE GF SNART HOME VALUE OF SMAKT HOmE
SECURNY DOVICT MAZKTY INTIRTARNMINT DEVICTE MARCTT COMMNIET & UGHTING MARIKET INIEGY MANAGIMENT NARCET

$15.93 $10.47 $7.34 $5.84

BILLION BILLION BILLION BILLION

Cy

Number of homes around the world with at least one smart
home device increased by a third over the past year



PLAYING GAMES: DEVICE PERSPECTIVE

PERCENTAGE OF INTERNET USERS AGED 16 TO 64 WHO PLAY VIDEO GAMES ON EACH KIND OF DEVICE

ANY SMART PC (LAPTOP GAMES TABLET
DEVICE PHONE OR DESKTOP) CONSOLE COMPUTER

UL G

81% 69% 41 % 25% 21%

° SOURCE: GLOBAIWEBINDEX (Q3 2019). FIGURES REPRESENT THE FINDINGS OF A BROAD SURVEY OF INTERNET USERS AGED 16 TO 64. SEE GLOBALWEBINDEX.COM FOR MORE DETAILS. are I ‘ HootsulteO

More than 4 in 5 internet users aged 16 to 64 around the world
play video games every month, which would equate to a total
global gaming community of more than 3.5 billion people



DAILY TIME SPENT USING GAMES CONSOLES

AVERAGE AMOUNT OF TIME EACH DAY THAT INTERNET USERS AGED 16 TO 64 SPEND USING GAMES CONSOLES
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‘Dedicated’ gamers spend an average of 70 minutes per day
playing console games, but this rises to more than 90 minutes
per day for console gamers in Thailand, the Philippines, and
Saudi Arabia.



ONLINE CONTENT ACTIVITIES

FERCENTAGEOF INTEIN 0 08 WHO CONSUME TACH OND OF CONTENT WIA THE INTEINET EACH MONTH

WAICH \\MCH USTEN TO MUSKC LISTEN TO ONLUINE USTENTO
ONLUINE VIDECS STREAMING SERWCES RADIO STATIONS PODCASTS

90% 31% 70% 47 % 41%

O - | mciorons. B ] Hootsulke:

The world’s mobile internet users will consume more than half a
trillion gigabytes of mobile data during 2020, with roughly
two-thirds of that total being used to stream and download video
content.
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PERCENTAGE OF INTERNET USERS AGED 16 TO 64 WHO WATCH TV CONTENT VIA A STREAMING SUBSCRIPTION SERVICE (E.G. NETFLIX) EACH MONTH
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SOURCE: GLOBALWEBINDEX (Q3 2019). FIGURES REPRESENT THE FINDINGS OF A BROAD SURVEY OF INTERNET USERS AGED 16 TO 64. SEE GLOBALWEBINDEX.COM FOR MORE DETAILS.

69 percent of Philippines’ internet users aged 16 to 64 now watch

TV content via some form of subscription service.



GLOBAL MOBILE APP RANKINGS: CONSUMER SPEND

GLOBALRANDNGS CF TOP MOBLE APPS AND GAMES BY COCT IR

RANRK PG CF MOBLE AFFS BY CONIUMER SFEnD

f APPNAME APP DEVELOPER
01  TINDER INTERACTIVECORF {lAC)
02 NETRIX NETFUX
03 TENCENTVIDEQ TENCENT
04 BADU
05  YOUTUBE GOOGIE
06 PANDORA MUSC SRIVS XM RADIO
o LINE
08 LINE MANGA LINE
0% YOuxU AUBABA GROLP
10 GOOGIE ONE GOOGLE

Q .:L"‘

STENDIN 2019

Enl

RANKING OF MOBLE DA ES BY CONIUMER SFEN

#  CAMENAME CAME DEVELOPER

01  FATE / GRAND CRDER

02 HONOUR OF KINGS

03  CANDY CRUSH SAGA

04  MONSTER STRKE

05 POKEMONGO

06  UNEAGEM

OF  FANTASY WESTWARD JOURNEY
08 CLASH OF CLANS

0% PULBG MORILE

10 DRAGON BALLZ DOKKAN BATTLE

SONY

TENCENT
ACTIWVISION BUZZARD
Mxl

NIANTIC

NCSOFT

NETEASE

SUPERCEL

TENCENT

EANDAI NAMCO

are. . ™ Hootsuite'

Paid video subscription services are popular with mobile users
too. App Annie reports that video apps accounted for 5 of the
world’s top 10 non-game apps ranked by consumer spend in

2019.



J(l)\;lo ECOMMERCE ADOPTION

PERCENTAGE OF INTEINET LISERS AGED 4 WHO SAY THEY BOUGHT SOMETMING ONUNE VIA ANY DEVICE IN THE PAST MONTH
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76 percent of Philippines’ internet users aged 16 to 64 buy
something online each month.
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PERCENTAGE OF INTERNET USERS AGED 16 TO 64 WHO SAY THEY BOUGHT SOMETHING ONLINE VIA A MOBILE DEVICE IN THE PAST MONTH
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SOURCE: GLOBAIWEBINDEX (Q3 2019). FIGURES REPRESENT THE FINDINGS OF A BROAD SURVEY OF INTERNET USERS AGED 16 TO 64. SEE GLOBALWEBINDEX.COM FOR MORE DETAILS.

66 percent of the Philippines’ ecommerce consumers are more

likely to purchase through a mobile device than through a laptop



GLOBAL ECOMMERCE SPEND BY CATEGORY

THE TOTAL AMOUNT SPENT IN CONSUMER ECOMMERCE CATEGORIES AROUND THE WORLD IN 2019, IN U.S. DOLLARS

FASHION ELECTRONICS & FOOD & FURNITURE &
& BEAUTY PHYSICAL MEDIA PERSONAL CARE APPLIANCES

» @ -

$620.1 $456.9 $168.8 $316.7

BILLION BILLION BILLION BILLION
TOYS, DIY TRAVEL (INCLUDING DIGITAL VIDEO
& HOBBIES ACCOMMODATION)* MUSIC GAMES

$383.2 $1.19 $13.59 $83.15

BILLION TRILLION BILLION BILLION

SOURCES: STATISTA MARKET OUTLOOKS FOR E-COMMERCE, TRAVEL, MOBILITY, AND DIGITAL MEDIA (ACCESSED JANUARY 2020). FIGURES BASED ON ESTIMATES OF FULL-YEAR CONSUMER we .
SPEND FOR 2019, EXCLUDING B2B SPEND. SEE STATISTA.COM,/ OUTLOOK/ DIGITAL-MARKETS FOR MORE DETAILS. NOTES: DATA FOR DIGITAL MUSIC AND VIDEO GAMES INCLUDE STREAMING. €@, Hootsuite:
© COMPARARIIITY *~=~nv. BASE CHANGES. DEFINITIONS FOR CATEGORIES DENOTED BY (*) HAVE ALSO CHANGED. DATA MAY NOT BE DIRECTLY COMPARABLE TO PREVIOUS REPORTS. SO CIa

Worldwide ecommerce spend grew significantly during 2019,
although — as one might expect — growth rates varied by
category.



GLOBAL ECOMMERCE GROWTH BY CATEGORY

YEAR-ON-YEAR GROWTH IN THE TOTAL AMOUNT SPENT IN CONSUMER ECOMMERCE CATEGORIES AROUND THE WORLD IN 2019, IN U.S. DOLLARS

FASHION ELECTRONICS & FOOD & FURNITURE &
& BEAUTY PHYSICAL MEDIA PERSONAL CARE APPLIANCES

+18% +18% +13% +19%

TOYS, DIY TRAVEL (INCLUDING DIGITAL VIDEO
& HOBBIES ACCOMMODATION) MUSIC GAMES

+16% TA N +4.8% +4.9%

SOURCES: STATISTA MARKET OUTLOOKS FOR E-COMMERCE, TRAVEL, MOBILITY, AND DIGITAL MEDIA (ACCESSED JANUARY 2020). FIGURES BASED ON COMPARISONS OF ESTIMATES OFFULL- W@ .
YEAR CONSUMER SPEND IN 2019 AND 2018, EXCLUDING B2B SPEND. SEE STATISTA.COM/OUTLOOK,/DIGITAL-MARKETS FOR MORE DETAILS. NOTES: DATA FOR DIGITAL MUSIC AND VIDEO are, Hootsuite:
GAMES INCLUDF ST+ +1'~ & COMPARABILITY ADVISORY: SOME BASE CHANGES. DATA MAY NOT BE DIRECTLY COMPARABLE TO FIGURES PUBLISHED IN PREVIOUS REPORTS. social

Online purchases of Furniture & Appliances saw the fastest
year-on-year growth, with 2019 worldwide consumer revenues of
US$316.7 billion marking a 19 percent jump compared to 2018
spend.



ol ECOMMERCE ARPU: CONSUMER GOODS PURCHASES

PAO VAV I JtRAGE AMOUNT SPENT Of ONUNE PUBCHASES OF COMELIMER | * BY EACH ECOMMERCE USER 1N 2009, IN 1.5 DOUARS
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<$50 spend for Filipinos. Figures are based on absolute
spending, and don’t factor differences in average income or each
country’s overall economic strength.



bl CONSUMER ECOMMERCE ARPU vs. GDP PER CAPITA

2020 AVERAGE AMOUNT SFENT Of ONUNE PUSCHASES OF CONE * BY EACH ECOMMERCE USER N 2005 v GDF PER CAMTA
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China’'s ecommerce websites are already amongst the world’s
most-visited online destinations, so it might not come as a
surprise that China leads the way in GDP-adjusted ARPU rates.



JAN SOURCES OF NEW BRAND DISCOVERY

020 B 1568 5 WHO SAY THEY DISCOVER NEW BRANDS AND RGOUCTS THROUGH EACH MEDIUM OF ACTIVETY

5%

ADS ON TELEVESION

N

WORD-OFMOUTH RECOMMENDATIONS

ADS INSOCIAL MEDAA

BRAND OF PRODUCT WERSITES

IV SHOWS Of FLMS 5%
RETAIL WEBSITES 285
RECOMMENDATIONS OR COMMENTS ON 5O CIAL MEDIA 3%

ADS IN MOGILE OR TARLEY APPS %

All the evidence indicates that the world’s shoppers are making
less and less of a distinction between ‘online’” and ‘offline” when it
comes to their shopping.



MOST-USED EMOJI ON TWITTER

EMOJI THAT HAVE BEEN USED THE GREATEST NUMBER OF TIMES ON TWITTER (ALL TIME)

# EMOIJI  TIMES USED # EMOIJI  TIMES USED # EMOIJI  TIMES USED # EMOIJI  TIMES USED

o1 &  2671,000,000 n a8 428,000,000 21 9 245,000,000 31 @ 198,000,000
02 W 1,289,000,000 2 & 389,000,000 2 & 238,000,000 32 4 193,000,000
03 <&@ 966,000,000 3 & 382,000,000 23 @& 237,000,000 33 & 191,000,000
4 @ 964,000,000 4 & 365,000,000 24 ¢# 236,000,000 34 %% .. 187000000
o5 @& 817,000,000 5 9 359,000,000 25 & 232,000,000 35 H 182,000,000
06 ™ 743,000,000 16 @ .. 336000000 2% @ 229,000,000 36 & 181,000,000
o @ 632,000,000 7 @ 309,000,000 27 217,000,000 37 @ 168,000,000
8 @& 500,000,000 18 o 273,000,000 2 W 216,000,000 38 O 165,000,000
0 493,000,000 v & 258,000,000 2% € 212,000,000 39 & 163,000,000
0 @ 475,000,000 20 A 246,000,000 30 ‘% 199,000,000 40 6 163,000,000

we
@ SOURCE: EMOJITRACKER (JANUARY 2020). NOTE: VALUES HAVE BEEN ROUNDED TO THE NEAREST MILLION. qre. l Hootsuiteo
SOocCia



go digital with

CONTACT OUR SALES TEAM TODAY

contacts skype email facebook

USA (347) 480-1696
PH (032) 513-5745
PH (063) 918-265-6696
PH (063) 915-256-4918

sales_ 13792 sales@thirdteam.org facebook.com/thirdteam



