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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 5.78 5.56 5.24

BILLION BILLION BILLION BILLION

URBANISATION vs. POPULATION vs. POPULATION vs. POPULATION

58.1% 70.5% YA 63.9%

we
SOURCES: KEPIOS ANALYSIS; UNITED NATIONS; GOVERNMENT RESOURCES; GSMA INTELLIGENCE; ITU; EUROSTAT; CNNIC; KANTAR & IAMAI; PLATFORM RESOURCES; COMPANY EARNINGS REPORTS; OCDH;
() are. . <O>Meltwater

BETA RESEARCH CENTER. ADVISORY: SOCIAL MEDIA USER IDENTITIES MAY NOT REPRESENT UNIQUE INDIVIDUALS. COMPARABILITY: BASE REVISIONS; SOURCE CHANGES. SEE NOTES ON DATA. SOCiaI



INTERNET USE TIMELINE

NUMBER OF INDIVIDUALS USING THE INTERNET OVER TIME

GLOBAL OVERVIEW
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DAILY TIME SPENT USING THE INTERNET

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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Y METHODOLOGY. SE

S IN AUDIENCE COMPOSITION AND SURVE

SOURCE: GWI (Q3 2024). COMPARABILITY: CHANG



MAIN REASONS FOR USING THE INTERNET

PRIMARY REASONS WHY INTERMET USERS AGED 16 TO 64 USE THE INTERMNET

GLOBAL OVERVIEW

FINDING INFORMATION 60.9%
STAYING IN TOUCH WITH FRIENDS AND FAMILY 56.6%
WATCHING VIDEOS, TV SHOWS OR MOVIES 52.3%
KEEPING UP TO DATE WITH NEWS AND EVENTS 51.9%
RESEARCHING HOW TO DO THINGS 49.4%
FINDING NEW IDEAS OR INSPIRATION 460.1%
< ACCESSING AND LISTENING TO MUSIC 45.1% >
RESEARCHING PRODUCTS AND BRANDS 43.7%
FILLING UP SPARE TIME AND GENERAL BROWSING 42.6%
EDUCATION AND STUDY-RELATED PURPOSES 38.0%
RESEARCHING PLACES, VACATIONS AND TRAVEL 37.9%
RESEARCHING HEALTH ISSUES AND HEALTHCARE PRODUCTS 35. %
MANAGING FINANCES AND SAYINGS 34.2%
BUSINESS-RELATED RESEARCH 29.9%

Cone

we
SOURCE: G'W| (@3 2023). FIGURES REPRESERT THE FIMDIMGS OF A BROAD SURVEY OF IMTERMET LISERS AGED 16 TO &4 S3EE GWI.COM. COMPARABILITY: METHODOLOGY CHAMGES MOITES O DWATA ﬂre-
e are. | <O>Meltwater
Digital 2024 Global Owerview Report 50 of 567 @ Q = (T [™ English e
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Android Auto
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Chrome Web Store
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Gmail

Google Cloud Print
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Android OS
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(go) Livithust The World’s 50 Most Valuable Brands in 2025

Ranking Annual Change

i Name Country Brand Value ST
1 Apple us U.S. $574.5B 11%
2 Microsoft us U.S. $461.1B 35%
3 Google us U.S. $413.0B 24%
4 Amazon us U.S. $356.4B 15%
9 Walmart us U.S. $137.2B 42%
6 Samsung Group kr South Korea $110.6B 11%
7 TikTok/Douyin cn China $105.8B 26%
8 Facebook us U.S. $91.5B 21%
9 NVIDIA us U.S. $87.9B 08%
10 State Grid Corporation cn China $85.6B 20%

of China
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Hallucination (artificial intelligence)

— %4 WIKIPEDIA Q. Search Wikipedia Search

i .
o The Free Encyclopedia

Hallucination (artificial intelligence)

Contents hide Article Talk
(Top) From Wikipedia, the free encyclopedia
v Term

In the field of artificial intelligence (Al), a hallucination or artificial hallucination

Origin (also called bullshitting,'"! confabulation'’! or delusion!®]) FENS i
Criticism generated by Al which contains false or misleading information presented as
v In natural language 1151°] This term draws a loose analogy with human psychology, where
processing hallucination typically involves false percepts. However, there is a key difference: Al
Causes hallucination is associated with unjustified responses or beliefs rather than
Hallucination from perceptual experiences. !’

data




ANy dac Laday) cibiaal

el dgluia L aafh Cusy elihaa¥) QA Gl lsd (B4 a3 dgag pie placa iddilady) o
e (g3 Ol

S5l eVl b dals o e lilay) KA ladan Al Gl e Yebese (155 (e a1 plical) o
LUl alail) lase Ao S IS0

s ipelaal) ol Lolaid¥) agudls el Gar (Ol pues o e 2SUI :aladl J gl

Al L ablell clSA Sae elaally cpabeadl aliis) aie LAY pe dealsill disa (@A JSLaa o
Aoamallg Aaliaillg A<l chyual) 48 L e lila¥) oS e ladyl L syl Jelal







allad) Jslial J sladl alag) dsadlady) zoaluall (e Ja




1 pall o

Source: Choi BCK, Barengo NC, 5. Wisdom

Diaz PA. Public health 0 Definition: Tested intelligence
surveillance and the data, X >
information, knowledge, A Example: Prevention is better than cure
intelligence and wisdom
paradigm. Rev Panam Salud 4, Intelligence
elica. 2024;48:e3 Definition: Actionable knowledge
A Example: Prevention and cure measures
3. Knowledge
Definition: Interpreted information
Example: Obesity problem is growing
2. Information
Definition: Analyzed data
Example: Mean weight
1. Data
D Definition: Unorganized facts
<Ll Example: Weight of individuals
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UNESCO launched a Global Framework on Al Ethics.

European Union (EU) introduced the Al Act

United Nations (UN) established Secretary—-General’s Al Advisory Body.
World Economic Forum (WEF) created "Al for Good" programs.

Tech Companies such as Microsoft, Google, and Apple have internal ethics
boards.

Universities such as Oxford University and Harvard University have dedicated
research centers.

Institute such as Allen Institute for Al Ethics: A research organization.
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