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°roceso soclal y
administrativo donde |os
INdividuos y grupos
obtienen lo que necesitan
y/o desean a través de la
demanda* de productos o
servicios de valor con
otros individuos.

* : :
Generar, ofrecer o intercambiar

Mercadotecnia (Philip Kotler)
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yEs la sensacion de carencia de

algo rEs la forma que adopta una

' necesidad moldeada por la
sociedad en la que se vive y la
personalidad individual.

»ES un estado fisioldgico o
psicoldgico con independencia de
los factores culturales o étnicos.

\

-




Necesidad de Autorrealizacion
Desarrollo potencial

Necesidad de Autoestima _
Reconocimiento, confianza, respeto, éxito

Necesidades Sociales _
Desarrollo afectivo, asociacion, aceptacion,
afecto, intimidad sexual

| Necesidad de Seguridad
—1 Necesidad de sentirse seguro y protegido:
| ’ vivienda, empleo.

Necesidades Fisiologicas o Basicas
Alimentacion, agua, salud, respiracion,
descanso, sexo

Piramide de Necesidades de Maslow




Necesidad de Autorrealizacion
Transformarte en tu mejor version: la formacion.

Necesidad de Autoestima
Productos de belleza, moda.

Necesidades Sociales

Pertenecer a una tribu, lo relacionado a .
una fiesta o festival

’ Necesidad de Seguridad

’ Servicio de alarma en el hogar, seguros.

Necesidades Fisiologicas o Basicas
Shampoo, jabon, comida.

https://dannysayago.wordpress.com/necesidades-deseos-y-demandas/

Piramide de Necesidades de Maslow
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EQUILIBRIO NECESIDAD H DESEO H DEMANDA EQUILIBRIO
Surge una carencia Como quiere Intencion + Capacndad
satisfacerla adquisitiva

Orienta

Marketing

Identifica Estimula

Elaborado por Danny Sayago
https://dannysayago.wordpre sidades-deseos-y-demandas/

Necesidad, deseo, demanda




Es el proceso desde que se lanza una accion de marketing hasta que

Se consigue una oportunidad de negocio.

) Sitio web, SEO,
TO FU Persona que no nos conoce 40 1 ATRACCION HEEES Sonies

Video, etc.

n ——(2? PROPUESTADE Solucién a su
Visitante VALOR problema

-
MOFU
BOFU Prospecto —04 LEADS CUALIFICADOS inflc))re;iasi;nde

calificado

compra

Equipo comercial

Embudo del Marketing Digital




efs |a explotacion comercial
de una invencion:

invento + explotacion

ePyede ser:

e| g Introduccion en el
mercado de un nuevo
Droducto o serviclo.

* Un nuevo proceso.

e| as ideas y conceptos No
son Innovaciones.

InNovacion



Es un proceso que conjuga
oportunidades técnicas con necesidades,
integrando un paquete tecnologico que tiene por objetivo
introducir o modificar productos, servicios 0 procesos en

el sector productivo con su consecuente comercializacion.

Innovacion tecnoldgica
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|onesqgue pueden
ndustria o

ormar una existente.

Son inn

car

| Se producen cuando se

{ incorpora al mercado el producto

0 servicio que en si mismo, es

capaz de generar una categoria
que no se conocia antes.

producto/serwmo que
no requiere un cambio
de comportamiento en
el mercado.
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5Correo electronico?

3Sitio web? .
>Buscadores? \

E
>Banner? .
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¢ Cual es la diferencia entre?
* PUblico objetivo.

* Cliente ideal.

e Buyer persona.




- Publico objetivo: grupo de
personas con ciertas caracteristicas
sociodemograficas que te sirve para §
delimitar un mercado. /

+ Cliente ideal: persona con
necesidades y problemas
especificos que tu producto o
servicio resolvera.

- Buyer persona: persona que has
investigado y entendido tan bien
que te permite conocer su perfil
explicito.

Publico objetivo > cliente ideal > buyer persona




Perfilar un publico
objetivo

¢ Cual es la diferencia entre?
 Perfil demogratfico.

* Perfil sociologico.

* Perfil psicoldgico.

* Perfil digital




- Perfil demografico: el cliente es descrito en funcion
a sus caracteristicas fisicas (edad, sexo, etc.),
sociales (estado civil, clase social, etc.) o
economicas (ingresos, educacion, empleo, etc.).

- Perfil sociologico: respecto a su estilo de vida, de
actuar, de utilizar el tiempo y de gastar el dinero, o
las cantidades de producto que consume.

% "l

Perfilar un publico objetivo




- Perfil psicologico: la personalidad del cliente afecta
su proceso de toma de decisiones, los productos no
solamente son para el consumidor un bien, sino que
ademas tiene un simbolismo o representan parte de
Su identidad.

- Perfil digital: se refiere a todo lo relacionado con la
presencia en internet del cliente.

Perfilar un publico objetivo
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Generacion x Generacion Generacion Z
Millenials

1945-1964 1965-1985 1986-1995 1996-2010

- Son anos aproximados.

- Los nacidos después de la Gen Z son la generacion Alpha.

(Generaciones
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OVERVIEW OF THE ADOPTION AND USE OF CONNECTED DEVICES AND SERVICES AT A WORLDWIDE LEVEL

TOTAL MOBILE INTERNET
POPULATION CONNECTIONS USERS

A4 8.28 4.95

BILLION BILLION BILLION
YEAR-ON-YEAR CHANGE YEAR-ON-YEAR CHANGE YEAR-ON-YEAR CHANGE
+1.0% +2.9% +4.0%

URBANISATION TOTAL vs. POPULATION TOTAL vs. POPULATION

57.0% 104.6% 62.5%

SOURCES:
ADVISORY: NOT COMPARABILITY:

CONEXTO MUNDIAL

GLOBAL OVERVIEW

ACTIVE SOCIAL
MEDIA USERS

4.62

BILLION

YEAR-ON-YEAR CHANGE

+10.1%

TOTAL vs. POPULATION

38.4%

we 5

are, ¥ Hootsuite
social -




o SOURCES:

OVERVIEW OF THE ADOPTION AND USE OF CONNECTED DEVICES AND SERVICES

TOTAL CELLULAR MOBILE INTERNET
POPULATION CONNECTIONS USERS

130.9 119.8 96.87

MILLION MILLION MILLION

URBANISATION vs. POPULATION vs. POPULATION

81.3% 91.5% 74.0%

ADVISORY: NOT COMPARABILITY:

PANORAMA EN MEXICO

ACTIVE SOCIAL
MEDIA USERS

102.5

MILLION

vs. POPULATION

78.3%

we

are. . ® Hootsuite
social -




CHANGE IN THE USE OF CONNECTED DEVICES AND SERVICES OVER TIME

TOTAL
POPULATION

+1.0%

YEAR-ON-YEAR CHANGE

+1.3 MILLION

° SOURCES:

CELLULAR MOBILE
CONNECTIONS

+2.3%
YEAR-ON-YEAR CHANGE

+2.7 MILLION

INTERNET
USERS

+3.8%

YEAR-ON-YEAR CHANGE

+3.6 MILLION

COMPARABIUTY:

ACTIVE SOCIAL
MEDIA USERS

+2.5%

YEAR-ON-YEAR CHANGE

+2.5 MILLION
are. . | Hootsuite
social -

=

PANORAMA EN MEXICO: CRECIMIENTO




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

ANY KIND OF
MOBILE PHONE

LB

98.7%

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

GAMES
CONSOLE

42.1%

YEAR-ON-YEAR CHANGE
-12.8% (-620 BPS)

SMART
PHONE

98.5%
YEAR-ON-YEAR CHANGE
-0.2% (-20 BPS)

SMART WATCH OR
SMART WRISTBAND

g

24.2%

YEAR-ON-YEAR CHANGE
+7.1% (+160 BPS)

FEATURE
PHONE

11.7%

YEAR-ON-YEAR CHANGE
+2.6% (+30 BPS)

TV STREAMING
DEVICE

22.9%

YEAR-ON-YEAR CHANGE
-4.6% (-110 BPS)

LAPTOP OR
DESKTOP COMPUTER

]
69.6%

YEAR-ON-YEAR CHANGE
-6.2% (-460 BPS)

SMART HOME
DEVICE

a
14.2%

YEAR-ON-YEAR CHANGE
+16.4% (+200 BPS)

DISPOSITIVOS DE USUARIOS

MEXICO

TABLET
DEVICE

42.2%

YEAR-ON-YEAR CHANGE
-12.1% (-580 BPS)

VIRTUAL REALITY
DEVICE

3.9%

YEAR-ON-YEAR CHANGE

-12.7% (-80 BPS)

are, . * Hootsuite
social -

=



Pero en el comportamiento cotidiano hay cambios mas profundos; vs 2020 los dispositivos con
posibilidad de conexién a internet, asi como los dispositivos desde donde los internautas se conectan,
han aumentado significativamente; ya no solo es el formato de pantallas de celular o computadoras
desde donde se conectan los internautas.

CONVERSION ENTRE POSESION Y CONEXION

OB &R & % | 5

El internauta mexicano, en “_ Y se conecta mediante... Esto representa un
promedio tiene...
\ \ 0/
A A A
4.83 3.86 80%
dispositivos dispositivos ./ de conversion entre
posesion y conexion.
(4.29) g (3.16) g (74%)
(4.48) (3.17) (71%)

Base: 800

Diferencias significativas al 95% de confianza contra periodo anterior: ~ ~07. Por favor indica cual de los siguientes articulos posees i a1
AY P02. ;Cual o cuales de las siguientes vias de conexion a t € | evisd d I g I tG l

internet utilizas reqularmente?

- -

CONVERSION ENTRE POSESION Y CONEXION



THE AVERAGE AMOUNT OF TIME EACH DAY THAT INTERNET USERS AGED 16 TO 64 SPEND WITH DIFFERENT KINDS OF MEDIA AND DEVICES E

TIME SPENT USING
THE INTERNET

&

SH S5SM

YEAR-ON-YEAR CHANGE
-1.1% (-6 MINS)

TIME SPENT LISTENING TO
MUSIC STREAMING SERVICES

2H 13M

YEAR-ON-YEAR CHANGE
-2.2% (-3 MINS)

e SOURCE:

TIME SPENT WATCHING TELEVISION
(BROADCAST AND STREAMING)

3H 37M

-10.0% (-24 MINS)

TIME SPENT LISTENING
TO BROADCAST RADIO

B

OH 54M

YEAR-ON-YEAR CHANGE
-6.9% (-4 MINS)

TIME SPENT USING
SOCIALMEDIA

3H 20M

YEAR-ON-YEAR CHANGE
-3.4% (-7 MINS)

TIME SPENT LISTENING
TO PODCASTS

®

1H 04M

YEAR-ON-YEAR CHANGE
+14.3% (+8 MINS)

NOTES

TIEMPO EN LOS MEDIOS

MEXICO

TIME SPENT READING PRESS MEDIA
(ONLUNE AND PHYSICAL PRINT)

L1
1H 29M

YEAR-ON-YEAR CHANGE
-5.3% (-5 MINS)

TIME SPENT USING
A GAMES CONSOLE

1H 31TM
YEAR-ON-YEAR CHANGE
-5.2% (-5 MINS)

we o]

are. . * Hootsuite
social -




ACTIVIDADES DE LOS INTERNAUTAS

\ 4 A Y A A 4 A\ 4
A\ 4
@ Internet Y A
A
A A\ 4
Ambos A
™ Tradicional A A
A v Y A
[] Sin preferencia % A
A 4
™ Norealiza 2
A \4
A A
A
_ A 0
5 s 19 il
@ o= - b,
Comunicatrmr:\ con mis Escuchar radio Ver television Escuchar musica Leer libros Leer Revistas Leer periédicos
contactos

Base: 800

12

Diferencias significativas al 95% de confianza contra periodo anterior:

AY P46. ;Como prefieres realizar 12 televisa d |g|t0|

cada una de estas actividades?

- -

ACTIVIDADES



SHARE OF WEB TRAFFIC BY DEVICE E

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

MOBILE LAPTOP AND TABLET OTHER
PHONES DESKTOP COMPUTERS DEVICES DEVICES

O C

34.17% 44.15% 1.65% 0.04%

YEAR-ON-YEAR CHANGE YEAR-ON-YEAR CHANGE YEAR-ON-YEAR CHANGE YEAR-ON-YEAR CHANGE
-0.3% (-19 BPS) +0.7% (+31 BPS) -3.5% (-6 BPS) -55.6% (-5 BPS)
° SOURCE: NOTES: gree. l'i\—w' Hootsuite
social -

- -

TRAFICO WEB POR DISPOSITIVO




PAGINAS O APPS VISITADAS POR LOS INTERNAUTAS

Internauta
————————— - - 2020

//,” \\\\\ @ (84%)

/ Promedio de paginas cﬂ

II " . \ -

/ visitadas semanalmente
j por los internautas \ :q (77%)
\ 8 . 1 A ,' @ (67%)
\\\ Internauta en 2020 /// @ (46%)
. 69 g
\\\\\ ’//,/ (25%)
o - - (46%)
< ke O
=CEEEE) Connectors Observers Functionals
SuperlLeaders

870/0 Redes sociales

84% Chats o mensajes instantaneos

_______

780/0 Correo electronico

____________

739%,~ Buscadores

_______

71 % A Para ver 6 descargar peliculas

_______

62% ~ Juegos en linea o videojuegos

________________

58‘% A Para escuchar o descargar musica

Base: 800

P23. Hablando de lo que realizas REGULARMENTE, cuando te conectas a Internet, ;Cuales de los
siguientes tipos de paginas y/o aplicaciones de internet visitas al menos una vez por semana?.

Diferencias significativas al 95% de confianza contra periodo anterior:

AY

-

televisa digital

-

PAGINAS MAS VISITADAS



MOST-VISITED WEBSITES: SEMRUSH RANKING E

RANKING OF THE MOST-VISITED WEBSITES ACCORDING TO SEMRUSH, BASED ON TOTAL MONTHLY WEBSITE TRAFFIC IN NOVEMBER 2021

MEXICO

TOTAL UNIQUE TIMEPER PAGES TOTAL UNIQUE TIMEPER PAGES

* WEBSITE VISITS VISITORS  VISIT  PER VISIT # WEBSITE VISITS VISITORS  VISIT  PER VISIT
01 GOOGLECOM 1228 98 .4M 15M 475 5.80 11 AMAZON.COM.MX 79.6M 31.3M 12M 39S 6.10

02 FACEBOOK.COM 305M 47 8M 21M 135 6.35 12 INSTAGRAM.COM 70.5M 20.4M 13M 455 424

03 YOUTUBE.COM 259M 46.2M 4M 07S 3.69 13 LIVECOM 58.8M 15.2M /M 315 4.67

04 XVIDEOS.COM 188M 23.5M 18M 30S 8.31 14 ELUNIVERSALCOM . MX 50.9M 13.7M 10M 135 219

05 XNXX.COM 131IM 18.3M 17M 125 7.82 15 PORNHUB.COM 49 M 10.1M 13M 055 746

06 MERCADOLIBRECOM.MX 116M 33.8M 10M 245 6.02 16 TWITTER.COM 49. 1M 16.5M 12M 335 474

07 BITLY 114M 50.2M 10M 19S5 1.16 17 WHATSAPP.COM 47 4AM 13.4M 18M 225 179

08 GOOGLECOM.MX 106M 17.9M 15M 045 6.31 18 CALENTE.MX 45.1M 12.3M 10M 035 175

09 WIKIPEDIA.ORG 103M 32.9M 11M 06S 1.88 19 UNCOTV.COM 40.9M 11.5M 5M 225 303

10 HOTMAILCOM 47 9M 22.9M 12M 28S 0.99 20 WALMART.COM.MX 40.5M 19.0M oM 175 323
s oo we — .

o Myt Wi ASMRSCRT SOLE VRIS FATEED N | are. =~ Hootsuite

- -

PAGINAS MAS VISITADAS, DETALLE




ONLINE PRIVACY AND SECURITY E

PERSPECTIVES AND ACTIVITIES OF ONLINE ADULTS RELATING TO THEIR ONLINE DATA PRIVACY AND SECURITY

MEXICO

EXPRESS CONCERN WORRY ABOUT DECLINE COOKIES USEATOOLTO BLOCK USE A VIRTUAL PRIVATE
ABOUT WHAT IS REAL HOW COMPANIES ON WEBSITES ADVERTISEMENTS ON NETWORK (VPN) TO
vs. WHAT IS FAKE MIGHT USE THEIR AT LEAST SOME THE INTERNET AT LEAST ACCESS THE INTERNET AT
ON THE INTERNET ONLINE DATA OF THE TIME SOME OF THE TIME LEAST SOME OF THE TIME

58.5% 40.8% 24.2% 20.2%

SOURCES: we o) T
° AGED 18+ e VAR - are, '-\-- HOOtSUlte

\GED 16 TO 64, SEECY social

PRIVACIDAD Y SEGURIDAD
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OVERVIEW OF SOCIAL MEDIA USE E

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

MEXICO
NUMBER OF SOCIAL YEAR-ON-YEAR CHANGE AVERAGE DAILY TIME SPENT  YEAR-ON-YEAR CHANGE IN TIME  AVERAGE NUMBER OF SOCIAL
MEDIA USERS IN SOCIAL MEDIA USERS USING SOCIAL MEDIA SPENT USING SOCIALMEDIA  PLATFORMS USED EACH MONTH
"‘ .v’ " ‘I I',
(o) (o)
102.5 +2.5% 3H 20M -3.4% 7.9
MILLION +2.5 MILLION -7 MINS
SOCIAL MEDIA USERS SOCIAL MEDIA USERS SOCIAL MEDIA USERS FEMALE SOCIAL MEDIA USERS MALE SOCIAL MEDIA USERS
vs. TOTAL POPULATION vs. POPULATION AGE 13+ vs. TOTAL INTERNET USERS vs. TOTAL SOCIALMEDIAUSERS  vs. TOTAL SOCIAL MEDIA USERS
(o) (o) (o) o (o)
78.3% 100.1% 105.8% 52.4% 47.6%
SOEJRC[\S . TIME SPENT -‘.)f-i N _l‘.‘.lf ER OF we s 2
Q LATFORMS : NOTE: ADVISORY: are. l‘i\w HOOtS“lte
social -

- -

LOS MEXICANOS EN REDES SOCIALES




DEMOGRAPHIC PROFILE OF META'S AD AUDIENCE E

SHARE OF COMBINED, DEDUPLICATED POTENTIAL ADVERTISING REACH ACROSS FACEBOOK, INSTAGRAM, AND MESSENGER, BY AGE AND GENDER

MEXICO

U 147%
13.5%
124%
39%
3.3%
1.8%
EPORT2 -
FEMALE MALE FEMALE MALE FEMALE MALE FEMALE FEMALE FEMALE FEMALE
1317 18 - 24 25-34 35-44 45 - 54 55 - 64 65+
YEARS OLD YEARS OLD YEARS OLD YEARS OLD YEARS OLD YEARS OLD YEARS OLD
o Sy buni: . COMPARABILITY: \év|?e -65— Hootsuite
NOT COMPAR ABLE SOClOI \___

POR RANGO DE EDAD




MAIN REASONS FOR USING SOCIAL MEDIA E

PRIMARY REASONS WHY INTERNET USERS AGED 16 TO 64 USE SOCIAL MEDIA PLATFORMS

MEXICO

62.8%
s

5.0

ur

5%

245

BIX

28.2%
26.9%
26.3%

261%
249%
Srowowmoseoms L

09y
21.0%
we ot o
e SOURCE: » : WLCOM are, 'SJ HOOtSU'te
social -

RAZON PARA USAR MEDIOS SOCIALES




TYPES OF SOCIAL MEDIA ACCOUNTS FOLLOWED E

PERCENTAGE OF INTERNET USERS AGED 16 TO 64 WHO FOLLOW EACH TYPE OF ACCOUNT ON SOCIAL MEDIA

MEXICO

63.0%
45.0%
s
£2.3%

351%

33.5%

3345

309%

301%

28.3%

26.2%

24.8%

2.45%

0%
22.0%
we ) o
° SOURCE: | WLCOM are, 'S) HOOtSUlte
social -

TIPO DE CUENTAS QUE SIGUEN




MOST-USED SOCIAL MEDIA PLATFORMS

PERCENTAGE OF INTERNET USERS AGED 16 TO 64 WHO USE EACH PLATFORM EACH MONTH E

WLCOM NOTE: NOT we i <
are. (| Hootsuite’
NOT DIRECTTY COMPAR ABLE social ~

COMPARABILITY:

REDES SOCIALES MAS UTILIZADAS




YOUTUBE

FACEBOOK

WHATSAPP
FACEBOOK MESSENGER 79.4%
[ NstacRAM &

TWITTER 61.1%
PINTEREST 48.4% WHATSAPP

N FACEBOOK
I

A FACEBOOK MESSENGER
5.3 INSTAGRAM

259%

I ¥

ET T 10
1944

_teeecram QUK

YOUTUBE
FACEBOOK
WHATSAPP
FB MESSENGER
INSTAGRAM
TWITTER
PINTEREST

LINKEDIN

SNAPCHAT

SKYPE

TUMBLR
TWITCH
WECHAT
TIKTOK
REDDIT

LINE



FAVOURITE SOCIAL MEDIA PLATFORMS E

PERCENTAGE OF INTERNET USERS AGED 16 TO 64 WHO SAY THAT EACH OPTION ISTHEIR "FAVOURITE" SOCIAL MEDIA PLATFORM

MEXICO

FACEBOOK 36.1%

WHATSAPP 24.9%

14.4%

gi
&

24% PINTEREST

2.3% FACEBOOK MESSENGER

1.7% TELEGRAM

1.1% DISCORD

08% REDDIT

SOURCE: . VLCON NOTE: we oo -
° | are.  *| Hootsuite'
social -

RED SOCIAL FAVORITA




TIME SPENT USING SOCIAL MEDIA APPS

AVERAGE TIME PER MONTH THAT USERS SPEND USING EACH PLATFORM'S ANDROID APP E

MEXICO

FACEBOOK YOUTUBE WHATSAPP TIKTOK INSTAGRAM

26.2 YyR: 20.0 23.4 6.7

HOURS / MONTH HOURS / MONTH HOURS / MONTH HOURS / MONTH HOURS / MONTH

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

-12% -6% -2% +37 % 0%

SOURCE: NOTE: we o .
° are, . * Hootsuite

social -

- -

TIEMPO EN LAS APP DE SOCIAL MEDIA




WATCHING ONLINE VIDEO CONTENT

PERCENTAGE OF INTERNET USERS AGED 16 TO 64 WHO WATCH EACH KIND OF VIDEO CONTENT VIA THE INTERNET EACH WEEK

ANY KIND
OF VIDEO

97.2%

EDUCATIONAL
VIDEO

MUSIC COMEDY, MEME,
VIDEO OR VIRALVIDEO

TUTORIALOR
HOW-TO VIDEO

X

34.7%

69.8%

PRODUCT
REVIEW VIDEO

O

32.2%

SPORTS CLIP OR GAMING
HIGHLIGHTS VIDEO VIDEO

<

31.8%

38.0%

TIPO DE CONTENIDO EN VIDEO

MEXICO

VIDEO
LUVESTREAM

Q

32.3%

INFLUENCER
VIDEOS AND VLOGS

29.2%

we

are. . ® Hootsuite
social -

-



FACEBOOK: ADVERTISING AUDIENCE OVERVIEW E

MEXICO

THE POTENTIAL AUDIENCE THAT MARKETERS CAN REACH WITH ADS ON FACEBOOK

POTENTIAL AUDIENCE FACEBOOK'S POTENTIAL FACEBOOK'S POTENTIAL PERCENTAGE OF PERCENTAGE OF
THAT META REPORTS ADVERTISING REACH ADVERTISING REACH ITS AD AUDIENCE ITS AD AUDIENCE
CAN BE REACHED WITH AS A PERCENTAGE OF AS A PERCENTAGE OF THAT FACEBOOK THAT FACEBOOK
POPULATION AGED 13+ REPORTS IS FEMALE REPORTS IS MALE

ADS ON FACEBOOK TOTAL POPULATION

oi‘o
it §

89.70 68.5% 87.6% 51.7% 48.3%

MILLION

SOURCE: ADVISORY: we Tt o
‘ COMPARABILITY. are, . * Hootsuite
social -

NOTES:
NOT COMPARABLE

PUBLICIDAD EN FACEBOOK




YOUTUBE: ADVERTISING AUDIENCE OVERVIEW E

THE POTENTIAL AUDIENCE THAT MARKETERS CAN REACH WITH ADS ON YOUTUBE

POTENTIAL REACH OF
ADS ONYOUTUBE

80.60

MILLION

YOUTUBE'S ADVERTISING
REACH: USERS AGED 18+

&=

62.10

MILLION

SOURCES:
NOTES:

YOUTUBE AD REACH
vs. TOTALPOPULATION

YOUTUBE AD REACH vs.
TOTAL INTERNET USERS

&

83.2%

61.6%

YOUTUBE'S AD REACH AGE 18+
vs. TOTAL POPULATION AGE 18+

FEMALE YOUTUBE AD REACH AGE 18+
vs. TOTALYOUTUBE AD REACH AGE 18+

s

49.8%

68.0%

ADVISORY:

PUBLICIDAD EN YOUTUBE

MEXICO

YEAR-ON-YEAR CHANGE
IN YOUTUBE AD REACH

+8.8%

+6.5 MILLION

MALE YOUTUBE AD REACH AGE 18+
vs. TOTALYOUTUBE AD REACH AGE 18+

L
90.2%

we

are. . ® Hootsuite
social -




INSTAGRAM: ADVERTISING AUDIENCE OVERVIEW E

THE POTENTIAL AUDIENCE THAT MARKETERS CAN REACH WITH ADS ON INSTAGRAM

MEXICO

TOTALPOTENTIALREACH INSTAGRAM AD REACH QUARTER-ON-QUARTER CHANGE YEAR-ON-YEAR CHANGE
OF ADS ON INSTAGRAM vs. TOTALPOPULATION IN INSTAGRAM AD REACH IN INSTAGRAM AD REACH

37.85 28.9% +4.3% +18.3%

MILLION +1.6 MILLION +5.9 MILLION
INSTAGRAM AD REACH INSTAGRAM AD REACH FEMALE INSTAGRAM AD REACH MALE INSTAGRAM AD REACH

vs. TOTAL INTERNET USERS vs. POPULATION AGED 13+ vs. TOTALINSTAGRAM AD REACH vs. TOTALINSTAGRAM AD REACH

g

37.0% 35.1% 44.9%

$: v .
SOURCE ADVISORY we

NOTES: COMPARABILITY: areo l‘c\\w HOOtSUite
social -

PUBLICAD EN INSTAGRAM




TIKTOK: ADVERTISING AUDIENCE OVERVIEW

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

POTENTIAL REACH OF ADS
ONTIKTOK (AGE 18+ ONLY)

LR X N
4 SO
. ‘ j
\ ’
\ —— V

46.02
MILLION

TIKTOK AD REACH AGE 18+
vs. TOTAL INTERNET USERS

&

47.5%

SOURCES:
NOTES:

TIKTOK AD REACH AGE 18+
vs. TOTALPOPULATION

35.2%

TIKTOK AD REACH AGE 18+
vs. POPULATION AGE 18+

350.4%

ADVISORY:

QUARTER-ON-QUARTER
CHANGE IN TIKTOK AD REACH

+10.5%

+4.4 MILLION

FEMALE TIKTOK AD REACH
vs. TOTALTIKTOK AD REACH

~S =3 g N\
4 9 AN
\ S <5 J
\ 4 3 Y

60.5%

PUBLICIDAD EN TIKTOK

MEXICO

YEAR-ON-YEAR CHANGE
IN TIKTOK AD REACH

MALE TIKTOK AD REACH
vs. TOTALTIKTOK AD REACH

39.5%

we

are. . ® Hootsuite
social -




LINKEDIN: ADVERTISING AUDIENCE OVERVIEW

THE POTENTIAL AUDIENCE THAT MARKETERS CAN REACH WITH ADS ON LINKEDIN

TOTALPOTENTIALREACH
OF ADS ON UNKEDIN

in
17.00

MILLION

LINKEDIN AD REACH
vs. TOTAL INTERNET USERS

17.5%

LINKEDIN AD REACH
vs. TOTAL POPULATION

iifii
13.0%

LINKEDIN AD REACH
vs. POPULATION AGED 18+

A‘" gin )
L ; “\
(. d ,
- 7 ¥
N 5

18.6%

ADVISORY:

NOT:

QUARTER-ON-QUARTER CHANGE
IN LINKEDIN AD REACH

0%

[UNCHANGED)]

FEMALE LINKEDIN AD REACH
vs. TOTAL LINKEDIN AD REACH

9
43.0%

COMPARABIUTY:

PUBLICIDAD EN LINKEDIN

YEAR-ON-YEAR CHANGE
IN LINKEDIN AD REACH

L) AR\
. y
" m "'

+6.3%

+1.0 MILLION

MALE LUNKEDIN AD REACH

vs. TOTAL LINKEDIN AD REACH

g

YA

MEXICO

we oo .
are. (*| Hootsuite
social -



TWITTER: ADVERTISING AUDIENCE OVERVIEW E

THE POTENTIAL AUDIENCE THAT MARKETERS CAN REACH WITH ADS ON TWITTER

MEXICO

POTENTIAL AUDIENCE TWITTER'S POTENTIAL TWITTER'S POTENTIAL TWITTER'S POTENTIAL QUARTER-ON-
THAT TWITTER REPORTS ADVERTISING REACH ADVERTISING REACH ADVERTISING REACH QUARTER CHANGE IN
CAN BE REACHED WITH AS A PERCENTAGE OF AS A PERCENTAGE OF AS A PERCENTAGE OF TWITTER'S POTENTIAL

ADS ON TWITTER TOTAL POPULATION POPULATION AGED 13+ TOTAL INTERNET USERS ADVERTISING REACH

iii "

1390 10.6% 13.6% 14.3% -0.7%

MILLION -100 THOUSAND
: o are. . | Hootsuite
NOTES: COMPAR ABILITY: SOCIO' N~

PUBLICIDAD EN TWITTER




TOTALPOTENTIALREACH
OF ADS ON PINTEREST

vs. TOTAL INTERNET USERS

SOURCES:

PINTEREST: ADVERTISING AUDIENCE OVERVIEW E

THE POTENTIAL AUDIENCE THAT MARKETERS CAN REACH WITH ADS ON PINTEREST

P

17.86

MILLION

PINTEREST AD REACH

18.4%

PINTEREST AD REACH QUARTER-ON-QUARTER CHANGE
vs. TOTALPOPULATION IN PINTEREST AD REACH

13.6% +7.3%

+1.2 MILLION
PINTEREST AD REACH FEMALE PINTEREST AD REACH
vs. POPULATION AGED 13+ vs. TOTAL PINTEREST AD REACH

igé Q

17.4% 74.0%

ADVISORY:

NOTES:

PUBLICIDAD EN PINTEREST

MEXICO

YEAR-ON-YEAR CHANGE
IN PINTEREST AD REACH

MALE PINTEREST AD REACH
vs. TOTAL PINTEREST AD REACH

L
19.2%

we oo .
are. (*| Hootsuite
social -




SNAPCHAT: ADVERTISING AUDIENCE OVERVIEW E

THE POTENTIAL AUDIENCE THAT MARKETERS CAN REACH WITH ADS ON SNAPCHAT

TOTALPOTENTIALREACH
OF ADS ON SNAPCHAT

16.95

MILLION

SNAPCHAT AD REACH
vs. TOTAL INTERNET USERS

&

17.5%

SOURCES:

SNAPCHAT AD REACH
vs. TOTAL POPULATION

12.9%

SNAPCHAT AD REACH
vs. POPULATION AGED 13+

16.6%

ADVISORY:

NOTES:

PUBLICIDAD EN SNAPCHAT

QUARTER-ON-QUARTER CHANGE
IN SNAPCHAT AD REACH

+2.4%

+400 THOUSAND

FEMALE SNAPCHAT AD REACH
vs. TOTAL SNAPCHAT AD REACH

74.6%

MEXICO

YEAR-ON-YEAR CHANGE
IN SNAPCHAT AD REACH

-3.6%

-1.0 MILLION

MALE SNAPCHAT AD REACH
vs. TOTAL SNAPCHAT AD REACH

L
24.2%

we

are. . ® Hootsuite
social -




ANNUAL SPEND ON DIGITAL ADVERTISING, WITH DETAIL BY ADVERTISING FORMAT (U.S. DOLLARS)

TOTAL SEARCH ADS BANNER ADS VIDEO ADS

LIRS . o

$3.03 $791.6 $1.46 $6779

BILLION MILLION BILLION MILLION
YEAR-ON-YEAR CHANGE YEAR-ON-YEAR CHANGE YEAR-ON-YEAR CHANGE YEAR-ON-YEAR CHANGE
+23% (+$562 MILLION) +37% (+$213 MILLION) +14% (+$174 MILLION) +32% (+$165 MILLION)

SOURCE NOTES:
COMPARABILLITY:

MEXICO

CLASSIHREDS

$103.6

MILLION

YEAR-ON-YEAR CHANGE
+10% (+59.5 MILLION)

We L -
are, °° Hootsuite

social

VALOR DE MERCADO DE LA PUBLICIDAD




WEB TRAFFIC REFERRALS FROM SOCIAL MEDIA E

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

MEXICO

FACEBOOK TWITTER PINTEREST INSTAGRAM YOUTUBE

f P © o

77.13% 10.62% 6.73% 1.83% 3.14%

YEAR-ON-YEAR CHANGE YEAR-ON-YEAR CHANGE YEAR-ON-YEAR CHANGE YEAR-ON-YEAR CHANGE YEAR-ON-YEAR CHANGE
-7.1% (-590 BPS) +35.8% (+280 BPS) +86.9% (+313 BPS) +315.9% (+139 BPS) -36.3% (-179 BPS)

REDDIT TUMBLR UNKEDIN VKONTAKTE OTHER

@ . in 38

0.29% 0.20% 0.04% 0.01% 0.01%

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

+314.3% (+22 BPS) +150.0% (+12 BPS) +100.0% (+2 BPS) [FROM 0‘3"6] (+1 BP) [FROM 0%] (+1 BP)
SOURCE: NOVES: NOT we FaeSias 2
are, . * Hootsuite

social -

TRAFICO SOCIAL
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