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GLOBAL DIGITAL HEADLINES "5'; ¥v

OVERVIEW OF THE ADOPTION AND USE OF CONMNECTED DEVICES AND SERVICES

MOTE: SIGNIFICANT REVISIONS TO SOURCE DATA MEAN THAT FIGURES SHOWM HERE ARE NOT COMPARABLE WITH PREVIOUS REPORTS. SEE THE IMPORTANT MOTES AT THE START OF THIS REPORT FOR DETAILS Sl
TOTAL CELLULAR MOBILE INDIVIDUALS USING SOCIAL MEDIA
POPULATION CONNECTIONS THE INTERNET USER IDENTITIES

8.08 8.65 5.35 5048 °

BILLION BILLION BILLION BILLION

YEAR-ON-YEAR CHANGE YEAR-ON-YEAR CHANGE YEAR-ON-YEAR CHANGE YEAR-ON-YEAR CHANGE
o o o o
+0.9% +1.9% +1.8% +5.6%
+74 MILLION +160 MILLION +97 MILLION +266 MILLION
URBANISATION TOTAL vs. POPULATION TOTAL vs. POPULATION TOTAL vs. POPULATION

37.7% 107.0% 66.2% 62.3%

SOURCES: LM GOVERMMENT AUTHORITIES; GSMA IMTELLIGENCE; ITU; EURDSTAT, CHMIC; KAMTAR & IAMAL FLATFORM RESOURCES, OCDH; BETA RESEARCH CEMTER, KERIOS AR, I ADVISORY: 52 I

FAECHA UISER IDEMTITIES MAY IMOT REFREZEMT UMIGLIE INDIVIDLIALS, COMPARABILITY: SOURCE CHAMGES ARD BASE REVISIOMNS. FIGLRES ARE MOT COMPARABLE WITH PREVICL S :'I ETS, GLOBAL DATASETS E
l I ALY, O ™ TOERIT LA AIIDS/ T . A ki Th A ki DC sk T S ER T I RET R A RIAAT A AT PRABSBETRA R, - T/ & e L & 1RSI, Fa 1l =T M8 TE MO T SRIT & AL R IWST OO RIT ﬂre- = {n-)Mﬂlfwnrpr
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SHARE OF GLODBAL INIERNET USERS

INDIVIDUALS USING THE INTERMNET IN EACH REGION AS A PERCENTAGE OF TOTAL INDIVIDUALS USING THE INTERMNET AROUND THE WORLD
GLOBAL OVER)
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ON THE UNITED NATIONS GEOSCHEME. LOCAL COUINTRY VALUES HAVE BEEN CAPPED AT 99% OF THE POPULATION. IGURES MAY NOT SUM TG 100% DUE TO ROUNDING. COMPARABILITY: SOURCE AND e (
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MOBILE CONNECTIVITY

CELLULAR MOBILE CONMECTIONS COMPARED WITH TOTAL POPULATIOMN
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EXPLORE OUR FLAGSHIP DIGITAL 2024 REPORTS

F

DIGITAL 2024 DIGITAL 2024

GLOBAL OVERVIEW REPORT LOCAL COUNTRY HEADLINES REPORT
E‘E’hl 00 Mattwtar E'!-Iul OO Bt bar
CLICK HERE TO READ OUR FLAGSHIP DIGITAL CLICK HERE TO READ OUR DIGITAL 2024
2024 GLOBAL OVERVIEW REPORT, PACKED LOCAL COUNTRY HEADLINES REPORT, WITH
WITH ALL THE NUMBERS YOU NEED TO MAKE ESSENTIAL STATS FOR DIGITAL ADOPTION

SENSE OF THE CURRENT STATE OF DIGITAL IN EVERY COUNTRY AROUND THE WORLD
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CHILE o

OVERVIEW OF THE ADOPTION AMD USE OF CONMMECTED DEVICES AMD SERVICES
MOTE: S1GMIFIC OME T SOURCE OATA MEAR THAT FIGURES SHOMWM HE RE MOT COMPARABLE WITH PREVIOUS REFD THE IMPORTAMT MOTES AT THE START OF THIS REFORT FOR DETAILS CHILE

TOTAL CELLULAR MOBILE INDIVIDUALS USING SOCIAL MEDIA
POPULATION CONNECTIONS THE INTERNET USER IDENTITIES

¢ 1964 30.16 17.88 1520

MILLION MILLION MILLION MILLION

YEAR-OMN-YEAR CHAMGE YEAR-OM-YEAR CHANGE YEAR-OM-YEAR CHAMNGE YEAR-OM-YEAR CHANGE

+0.1% +4.6% +0.5% -1.3%

+29 THOUSAND +1.3 MILLION +20 THOUSAND -200 THOUSAND

URBANISATION TOTAL vs. POPULATION TOTAL vs. POPULATION TOTAL vs. POPULATION

88.1% 153.5% 91.0% 77.4%

SOURCES: SWERMAMENT ALTHEIRITIES; G5 IMTELLGERC IRISTAT, CHMIC; KANTAR & LAMAL PLATRORM RESCIURCES, OCOH; BETA RESEARCH CENTER; KERIOS AN ADVISORY: 500 we
AEDHA USER IDEMTITIES MAY MOT REPRESEMT UMIGUE INDIVIDLIALS. COMPARABILITY: SOURCE CHAMGES AND BASE REVISICINS, FUGURES ARE NOT COMPARABLE WITH PREVIOUS REPCRTS, GLOBAL DIATASETS
o AAY USE DIFFERENT SOURCES va. COUNTRY AND REGIOMAL DATA. SO SUMS MAY NOT MATCH. IMPORTANT: NEGATIVE VALUES MAY INDICA CE DATA CORRECTIONS, AND MAY NOT REFRESEN nreiﬂl <OD> Meltwater

MICE INACCURATE RESULTS ASE SEE MOTES QR DATA




POPULATION ESSENTIALS



ol POPULAITION ESSENITIALS * .

DEMOGRAPHICS AND OTHER KEY INDICATORS

CHILE

TOTAL FEMALE MALE YEAR-ON-YEAR CHANGE MEDIAN AGE OF
POPULATION POPULATION POPULATION IN TOTAL POPULATION THE POPULATION

19.64 50.4% 49.6% +0.1% 36.0

( MILLION +29 THOUSAND
LUEBAM POPULATION DENSITY OVERALL LITERACY FEMALE LITERACY MALE LITER ACY
POPULATION (PEOPLE PER KM?) [ADULTS AGED 15+) (ADULTS AGED 15+) (ADULTS AGED 15+)

88.1% 26.1 97.2% 97.1% 97.2%

we
SOURCES: KEFIOS ARMALYSIS URITED MATIOHMS, LOCAL GOVERMMERT aALITHSRITIES, WOPRLD BARNE: UNESDD: ClA WORLD FACTESOK: CUR WORLD 1M DATA: INDEXMUKDI KEMOEMA ur'E ™ (0) MEItwu
social




POPULATION OVER TIME

POPULATION BY YEAR, WITH YEAR-OMN-YEAR CHANGE

192 M 194 M

17.6 M 17.8 M 18.0M 18.2 M 18.5M 18.9 M
+i'+:- +:- | |
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SOURCES: LIMITE I+ AL FOVERMMENT AUTHORITIES, KEPICS ARALYSIS, MOTE: WHERE LETTERS ARE SHOWM MEXT T FIGLURES ABCVE BARS, “KY DEMOTES THOLSAMDS [EG. "122 K
DEMRCIE A7 = | 2S00 0A0), ARD BT DEMOTES BILLEOMS (B 23 BY = 1 230,000,000). WHERE MO LETTER 15 FRESEMT, WaLLES ARE SHOWM AS 15 COMPARARILITY: 50U
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AGE DISTRIBUTION OF THE POPULATION &

THE MNUMBER OF PECPLE IN EACH AGE GROUP. AMD ASSOCIATED SHARE OF THE POPULATICMN

5.8% 6.0% 6.3% 6.0% 6.6% 7% 8.3% 7.8% 7% 6.7% &.4% 6. 1% 5.4% 4.5% 3.6% 2.5% 1.6% 0.9% 0.5% 0.2% <0 1%

AGE ALGE AGE AGE AGE AGE AGE AGE AGE AGE AGE AGE AGE AGE AGE AGE AGE AGE AGE AGE AGE
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GROSS DOMESTIC
FRODUCT ({CURREMT
LS. DOLLARS)

$344.4
< BILLION

PERCENTAGE CF THE
POPULATION EARMING LESS
THAMN $3.65 (2017, PPP) PER DAY

1.7%

a SOURCES: |MF WHORLD BAME [BOTH LATES

GROSS DOMESTIC
PRODUCT (PPP: CURRENT
INTERNATIONAL DOLLARS)

$597.5

BILLION

PERCENTAGE OF THE
POPULATION WITH ACCESS
TO BASIC DRIMKING WATER

100%

4 DEFIMITHCM 52 365 |

GROS55 DOMESTIC
FEODUCT PER CAPITA
[CURREMT L5, DOLLARS)

$17.3

THOUSAND

PERCENTAGE OF THE
FPOPULATION WITH ACCESS
TO BASIC SAMNITATION

100%

FINANCIAL AND DEVELOPMENTAL INDICATORS

WORLD BAMEK INDICATORS FOR FINANCIAL DEVELOPMENT, ACCESS TO ESSEMTIAL SERVICES, AMD DEVICE OWHMERSHIP

GROSS DOMESTIC PRODUCT
PER CAPITA (PPP; CURRENT
INTERNATIONAL DOLLARS)

$29.9

THOUSAND

PERCENTAGE OF THE
POPULATION WITH
ACCESS TC ELECTRICITY

100%

QLDE COMPARABILITY: FIGURES U

we
are.
social

~ I

CHILE

MET MATIOMAL
INCOME PERE CAPITA
[CURREMT LS. DOLLARS)

$11.1

THOUSAND >

PERCENTAGE OF THE
POPULATION THAT OW/INS
A MOBILE PHOMNE [AMY TYPE)

95.6%

€OD Meltwater




ANY KIND OF
MOBILE PHONE

98.7%

YEAR-OMN-YEAR CHAMGE
< +0.2% (+20 BPS)

GAMES
CONSOLE

33.8%

YEAR-OMN-YEAR CHANGE
-5.6% (-200 BPS)

SOURCE: G\ [2 2023). FIKZURES REPRESE!
{LE. Ak IMCEEASE OF 2000 PR A 3TARTIMG
CHAMGES SEE MOTES QM DATA

DEVICE OWNERSHIP

PERCEMTAGE OF IMTERMET USERS AGED 16 TO &4 WHO OWN EACH KIND OF DEVICE

SMART
PHOMNE

98.3%

YEAR-OM-YEAR CHAMGE
-0.1% (-10 BPS)

SMART WATCH OR
SMART WRISTBAND

27.6%

YEAR-OM-YEAR CHANGE
-8.3% (-250 BPS)

¥ F IMTERMET LISERS AGE

: R FUF .
VOULD EQUAL &0%, MOT F0%]. “BF5” WA

FEATURE
PHOME

R

YEAR-OM-YEAR CHAMGE
+17.7% (+140 BPS)

TV STREAMING
DEVICE

28.4%

YEAR-OM-YEAR CHANGE
+3.3% (+90 BPS)

G OO, NOTES: PERCEMTAGE CHAMG
wEFREESEMT BaASE POHRTE, ARD IKDICATE ABSOLUTE CHARCE

LAPTOP OR
DESKTOP COMPUTER

69.1%

YEAR-OM-YEAR CHAMGE
-3.5% (250 BPS)

SMART HOME
DEVICE

15.0%

YEAR-OMN-YEAR CHANGE
-2.0% (-30 BPS)

WALLIES REPRESEMT RELATIVE CHAMG
COMPARABILITY: METHODOLOE

we
are,
SOCI

EHILE

TABLET
DEVICE

35.8%

YEAR-OM-YEAR CHAMGE
-6.5% (-250 BPS)

WIRTUAL REALITY
DEVICE

4.4%

YEAR-ON-YEAR CHANGE
-35.3% (-240 BPS)

o <OD Meltwater



MEDIA USE

THE PERCEMNTAGE OF IMTERMET USERS AGED 14 TO &4 WHO COMNSUME EACH MEDIA TYPE

WATCHIMNG LINEAR

USING THE INTERMET WiA A USING
SOCIAL MEDIA, AMND BROADCAST TV

USING THE IMTERMET
LAPTOF, DESKTOFE, OR TABLET

~ I

CHILE

WATCHIMNG STREAMIMNG

AMD ON-DEMAND TV

ViA A MOBILE PHONE

98.7%

YEAR-OM-YEAR CHAMGE
< -0.010% (-1.0 BPS)

READIMNG OMNLIME
PRESS CONTENT

77.2%

YEAR-OMN-YEAR CHANGE
-5.1% (-417 BPS)

e SOURCE: G'W G 2023

%[0 COMPARABILITY: METHO DO

93.8%

YEAR-OMNYEAR CHAMGE
+0.4% (+35 BPS)

READIMG PHYSICAL
PRESS CONTENT

56.2%

YEAR-OM-YEAR CHANGE
-8.2% (-503 BPS)

98.0%

YEAR-OM-YEAR CHAMNGE
-0.1% (-10 BPS)

LISTENING TO
BROADCAST RADIO

73.1%

YEAR-OM-YEAR CHAMNGE
-4.7% (-357 BPS)

GWLCOM. MOTES: P

I \=.:I...=.-\ DATA POTEMTIAL MISMATCHES: THE VALLES SHC

92.2%

YEAR-OM-YEAR CHAMNGE
-2.5% (-233 BPS)

LISTENIMNG TO MUSIC
STREAMING SERVICES

73.1%

YEAR-OM-YEAR CHANGE
-1.3% (-99 BPS)

ESEMT RELATIVE CTHAMC

76.3%

YEAR-OM-YEAR CHAMGE
-4.2% (-330 BPS) >

LISTEMING
TO PODCASTS

63.1%

YEAR-ON-YEAR CHANGE
-2.1% (-133 BPS)

we
ﬂl"Ei

social

<OD Meltwater




TIME SPEMNT USIMNG
THE INTERMET

8H 31M

YEAR-OM-YEAR CHAMGE
< -1.0% (-5 MINS)

TIME SPENT LISTENING TO
MUSIC STREAMING SERVICES

2H11IM

YEAR-OMN-YEAR CHAMGE
-2.4% (-3 MINS)

TIME SPEMNT WATCHIMNG TELEVISIOM
(BROADCAST AND STREAMING)

3H 43M

YEAR-OM-YEAR CHAMGE
-14.9% (-38 MINS)

TIME SPEMT UISTEMING
TO BROADCAST RADIO

1H 15M

YEAR-OM-YEAR CHAMGE
-1.9% {-1 MIN)

e SOURCE: G'WI |3 URES REFRESEMT THE FIMDIMGS OF & BROAD SUR

y CIII:JMI."AI.ABILI'I"I': ETH

ES O3

AT

DAILY TIME SPENT WITH MEDIA

THE AVERAGE AMOUNT OF TIME EACH DAY THAT IMNTERMET USERS AGED 16 TO &4 SPEND WITH DIFFEREMT KINDS OF MEDIA AND DEVICES

TIME SPEMNT USIMNG
SOCIAL MEDIA

3H 22M

YEAR-OM-YEAR CHAMGE
-2.8% (-5 MINS)

TIME SPEMT LISTEMNING
TO PODCASTS

OH 5TM

YEAR-OHN-YEAR CHARGE
+3.9% (+1 MIN)

GO0 NOTES: PECOF

~d

~ I

CHILE

TIME SPEMNT READING PRESS MEDIA

[ONLNE AND PHYSICAL PRINT)

1H 32M

YEAR-OM-YEAR CHAMGE
-11.8% (-12 MINS) >

TIME SPENT USING
A GAMES CONSOLE

OH 56 M

YEAR-ON-YEAR CHANGE
-13.9% (-9 MINS)

are. . <O>Mel
: eltwater



INTERNET



TOTAL NUMBEER OF
INTERNET USERS

17.88

< MILLION

INDEXED INTERNET ADOPTION
vs. GLOBAL AVERAGE

137.6

OVERVIEW OF INTERNET USE

ESSENTIAL INDICATORS OF INTERMET ADOPTION AMD LISE

INTERMNET USERS ws.
TOTAL POPULATION

91.0%

PERCEMNTAGE OF INTERMET USERS
ACCESSING VIA MOBILE PHONES

97.4%

COn. ADVISORY: FiE

SOURCES: KEPICHS ANALYS GSMA INTELLIGENCE: EURCSTAT CIA WORLD FACTBOOK: CNMIC: KANTAR &
Dl O W LS il BASED O A BREDAD SUEVEY OF IMITEEMET LISERS AdLsE & 10 64 SEE GW
FRIOTES QM DaTA, COMPARABILITY: SOURCE ARD B CHAMGES

YEAR-OMN-YEAR CHANGE
IN TOTAL INTERNET USERS

+0.5%

+90 THOUSAND

AVERAGE DAILY TIME SPENT
USING THE INTERMET

8H 31M

~

CHILE

YEAR-OMN-YEAR CHANGE IN
IMTERMNET LUSERS vs. POPULATION

+0.4%

+32 BPS >

YEAR-OMN-YEAR CHANGE IMN DAILY
TIME SPENT USING THE INTERNET

-1.0%

-5 MINS

are
0. <OD> Meltwater



INTERNET USE OVER TIME (YOY) o

HMUMBER OF INDIVIDUALS USIMNG THE INTERMNET, AMD YEAR-OMN-YEAR CHAMGE
CHILE

179 M 178 M 178 M 179 M

16.8 M
157 M 16.0 M
150 M 150 M
13.6 M
108 M
+20ﬂ
J

AN JAN JAN JAN JAN JAN JAN JAN JAN JAN
2014 2015 2016 2017 2018 2019 2020 2021 yivry. 2023 2024

e e e COMPARABILIY: Lt ot e e e e e are, <OD>Meltwater
e PEATES, 50 HUKES FOR RECENTEERORS by UDER KEPRESENT AZTUALUSE, SEE NGIEE Ot DATA social




INTERNET ADOPTION RATE OVER TIME (YOY) od

MMUMBER OF IMDIVIDUALS USING THE INTERMET AS A PERCENTAGE OF TOTAL POPULATION, AND YEAR-OM-YEAR RELATIVE CHAMNGE

CHILE

90.7% 90.7%

83.6% S B4.9% 85.0% B7.5%
76.6%

JAN JﬁuN JAN JAN .IAN .IAN .IAN .IAN .IAN .IAN JAN
2014 2015 2016 2017 2018 2019 2020 2021 2022 2023 2024

SOURCES: KEFHDS ARALY SIS, [TU; SEMAA IMTELLIGERL UROSTAT, GOOGLES ADY G RESOURCES; CHI EAMNTAE & laMAL GOVEERMERNT RESOURCES; LI L MATICRS. MOTES: IF DATA LS RO WE‘

PEPCIRTED FOIR 4 [o— RIOID: SF DATA FRO FAACIET BECERIT FEBCIRTED BOICIE MOD RCEMTASE w1 T} AHITE CIRCLES SHEW TI BELATIVE ¢ Nle 1 IMTERMET ADCPTICNM TH

FREVIOUS PERIOD (LE AN INCREASE OF 203 FROM  STARTING VALUE OF 0% WOULD EQUAL 60°%, NOT 707 ; SOURCE AND 8ASE CHaNGES AlLAGUREs Use Tre Latest avanasicoara, GG QD Meltwater
e LT SOME SOURCES DG NGT FUBLISH REGULAR UPDATES, SO FIGURES FOR RECENT PERIGDS MAY UNDER_REFRESENT ACTUALADOPTION. SE social

By gt e L
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INTERNET USER PERSPECTIVES o

INTERMET USER NUMBERS PUBLISHED BY DIFFERENT SOURCES

CHILE

INTERMNET USERS: INTERMNET USERS: INTERMNET USERS:
ITU CIA WORLD FACTBOQOK INTERNETWORLDSTATS

17.81 17.10 18.84

MILLION MILLION MILLION
vs. POPULATION vs. POPULATION vs. POPULATION

90.7% 87.0% 95.9%

SOURCES: A5 STATED ABSVE EACH ICOM. HOTES: WHERE SGURCES PUBLISH IMTERMET AROFTICH AS A FERCEMTASGE (LE. FEMETEATION), WE COMPARE THE LATEST FUBLISHED ADOPTION RATES WITH wa

THE LATEST FIGURES FOR POFILATION TO DERIVE ABSCLUTE USER MUMBERS. WHERE S0OLRCES PUBLISH ABSOILUITE USER MUMBERS, WE COMPARE THESE ABSOUUTE LISER FIGLIRES WITH THE LATEST FICzLIRE

e FOR FOPULATION TS DERIVE WALUES FOR “vs. FOPULATION" COMPARABILITY: POTENTIAL MISMATCHES. IMTERMET USER FIGURES QUGTED ELSEWHERE IM THIS REPORT LISE DATA FROM MUTIPLE SOURCES are, (O)ME“WUtEI'
NCLIUDING SOURCES MOT FEATURED Ok THIS 110 mlﬂl



DAILY TIME SPENT USING THE INTERNET ~

AMOUNT CF TIME THAT INTERNET USERS AGED 16 TO &4 SPEND USING THE INTERMET EACH DAY

CEHILE

DAILY TIME SPENT USING THE TIME SPENT USING THE TIME SPENT USING THE INTERMNET MOBILE'S SHARE OF TOTAL
INTERNET ACROSS ALL DEVICES INTERNET ON MOBILE PHOMNES ON COMPUTERS AND TABLETS DAILY INTERNET TIME

SH3IM 4H48M 3HA42M 56.5%

we
o SOURCE: GWI |03 2003) FIGURES REFRESEMT THE FIMDIMGS OF A BROAD SURVEY OF INTERMET LISERS AGED 16 TO 64. SEE GWI COM, COMPARABILITY: METHODOLOGY CHAMGES. SEE MOTES O DATA are, ‘(O) MEltWﬂtEr
social



MAIN REASONS FOR USING THE INTERNET *

PRIMARY REASONS WHY IMTERNET USERS AGED 16 TO &4 USE THE INTERNET
CHILE

FINDING INFORMATION 80.8%

RESEARCHING HOW TO DO THINGS 12.5%

ACCESSING AND LISTENING TO MUSIC 67.2%
WATCHING VIDEQS, TV SHOWS OR MOVIES 64.0%
STAYING IN TOUCH WITH FRIENDS AND FAMILY 63.7%
KEEPING UP TO DATE WITH NEWS AND EVENTS 63.3%

FINDING NEW IDEAS OR INSPIRATION

61.6% >

EDUCATION AND STUDY-RELATED PURPOSES 61.0%

RESEARCHING PRODUCTS AND BRANDS 53.4%

RESEARCHING HEALTH ISSUES AND HEALTHCARE PRODUCTS 53.1%
RESEARCHING PLACES, VACATIONS AND TRAVEL 51.8%

FILLING UP SPARE TIME AND GENERAL BROWSING 50.1%
oamine K}

MANAGING FINANCES AND SAVINGS 36.3%

SHARING YOUR OPINION 27.0%

we
e SOAIRCE: G\W1 (23 20:23). FIGURES REFRESEMT THE FIMDINGS OF A BROAD SURVEY OF INTERMET USERS AGED 16 TO &4. SEE GWLCOM. COMPARABILITY: METHODOLOGY CHAR ROTES O DATA l‘.'II'E. (o) MEltWﬂtEl‘
social



MOBILE
PHONE [ANY)

97.4%

YEAR-OM-YEAR CHAMGE
( +2.1% (+200 BPS)

PERSONAL LAFTOP
OR DESKTOP

67.2%

YEAR-ON-YEAR CHANGE
-5.6% (-400 BPS)

SOURCE: G\W1 Q3 2023). FIGURES R
SMARTFHOMNE OR A FEATURE FHOME

REPRESEL

IT THE FIMDIMIGS OF
AFTOR OF DESKTOR [AMY) INCLY

LAPTOP OR
DESKTOP [ANY)

73.8%

YEAR-OM-YEAR CHAMGE
-4.,4% (-340 BPS)

WORK LAPTOP
OR DESKTOF

17.5%

YEAR-OM-YEAR CHAMGE
-37.7% (-1,060 BPS)

SMART
PHONE

93.4%

YEAR-OM-YEAR CHANGE
+1.6% (+150 BPS)

CONNECTED
TELEVISION

44.8%

YEAR-OM-YEAR CHAMGE
-5.7% (-270 BPS)

& TO Al SEE GWLCOM, NOTES: “MOEILE PHOME [AMY]" IMCLUDES USERS WHO ACCESS V1A A
T AR ITER vl B 1
el L L ¥

MPLOYEE. FERCEM LaGE CHAMGGE WALLES

slaELy 1l I ©
o [HEIK O CORMPUTER QE A L

DEVICES USED TO ACCESS THE INTERNET

PERCEMTAGE OF INTERMET USERS AGED 16 TO &4 WHO USE EACH KIND OF DEVICE TO ACCESS THE INTERMET

FEATURE
PHOMNE

8.3%

YEAR-OM-YEAR CHARMGE
-9.8% (-90 BPS)

SMART HOME
DEVICE

13.9%

YEAR-ON-YEAR CHANGE
+17.8% (+210 BPS)

CHILE

TABLET
DEVICE

28.6%

YEAR-OM-YEAR CHAMGE
-2.1% (-60 BPS)

GAMES
CONSOLE

17.4%

YEAR-OM-YEAR CHAMNGE
-4.4% (-80 BPS)

we
are. {O>YMealtwater



INTERNET CONNECTION SPEEDS

MEDIAMN SPEEDS AMND LATENCY FOR MOBILE AND FIXED INTERNET CONMECTIONS

MEDIAN SPEED OF
MOBILE INTERNET
CONNECTIONS

DOWNLOAD [MEPS)

34.77

UPLOAD [MEPS)

13.29

LATEMCY (MS)

25

YEAR-OMN-YEAR CHANGE IMN
MEDIAN SPEED OF MOBILE
INTERNET CONNECTIONS

COWMLOAD

+34.5%

LIPLOAD

+6.7%

LATEMICY

+4.2%

MEDIAN SPEED OF
FIXED INTERNET
COMNNECTIONS

DOWMLOAD [MBPS)

249.82

UPLOAD [MBPS)

168.92

LATEMNCY (M)

ot BB r
W 2 TP A

o

CEHILE

YEAR-ON-YEAR CHAMNGE IMN
MEDIAN SPEED OF FIXED
INTERNET CONMNECTIONS

COWRMLOAD

+15.4%

UFLOAD

+29.2%

LATEMCY

0%

are
are. | <OD Meltwater



SHARE OF WEB TRAFFIC BY DEVICE o

PERCEMNTAGE OF TOTAL WEB PAGES SERVED TO WEB BROWSERS RUNNING OM EACH KIND OF DEVICE

EHILE

MOBILE LAFTOP AND TABLET QOTHER
PHOMNES DESKTOP COMPUTERS DEVICES DEVICES

\'4

51.76% 47.15% 1.03% 0.06%

YEAR-ON-YEAR CHANGE YEAR-ON-YEAR CHANGE YEAR-ON-YEAR CHANGE YEAR-ON-YEAR CHANGE
-12.3% (-728 BPS) +18.1% (+722 BPS) +6.2% (+6 BPS) [MINIMAL]

SOURCE: STATCOUMNTER. NOTES: FIGURES REPRESEMT THE MUMBER OF WEB PAGES SERVED TO BROWSERS RLIMMIMNG OM EACH TYPE OF DEVICE COMPARED WWITH THE TOTAL MUMEER OF WER PAGES SERVED WB
€ EROWSERS RUMNIMNG OM ANY DEYICE I DECEMBER 2023, PERCENTAGE CHANGE VALUES REPRESENT RELATIVE CHANGE [LE AN INCREASE OF 20% FROM A STARTING VALUE OF 50% WOULD EQLAL 50% are, <O Meltwater
NOT 7074 "8 B social

APE" VALLIES REPRESEMT BAFE POIMTS, AMD INDICATE THE ABSGLUTE CHAMG W MOT SLIM TG 100% DUE TO ROUMDING



MOBILE’S SHARE OF WEB TRAFFIC (YOY) ~

PERCEMNTAGE OF TOTAL WEB PAGES SERVED TO WEB BROWSERS RUMMING O MOBILE PHOMES
CHILE

57.75% 59.04%

52.54%
n63%  4248% e
38.82%
11.23% ' '
+33 6%
DEl'..' DH: DEC DEC

DEC DEC DEC DEC DEC DEC DEC
2013 2014 2015 2016 2017 2018 2019 2020 2021 2022 2023

51.76%




TOP TYPES OF WEBSITES VISITED AND APPS USED ~

PERCEMTAGE OF IMTERMET USERS AGED 16 TO 64 WHO HAVE VISITED OR USED EACH KIND OF DIGITAL PROPERTY 1M THE PAST MONTH
CHILE

SOCIAL NETWORKS 08.8%

CHAT AND MESSAGING 08.5%

SEARCH ENGINES OR WEB PORTALS 93.5%

SHOPPING, AUCTIONS, OR CLASSIFIEDS 81.5%

EMAIL 11.3%

MAPS, PARKING, OR LOCATION-BASED SERVICES 13.6%

63.9% >

321%

MOBILITY SERVICES (E.G. RIDE-HAILING, BIKE HIRE) 46.7%
ENTERTAINMENT 46.2%

GAMES 40.0%
s

BANKING, INVESTING, OR INSURANCE 29.2%

SPORTS 27.0%

¥

we
SOURCE: G\W1 |33 2023) FIGURES REFRESENT THE FIMDINGS OF 4 BROAD SURVEY OF INTERNET USERS AGED 16 TO 64. SEE GW] COM. COMPARABILITY: METHODOLOGY CHAN: NOTES ON DATA are, O Meltwater
o social



SHARE OF WEB TRAFFIC BY BROWSER o

PERCENTAGE OF TOTAL WEE PAGES SERVED TO EACH BRAND OF WEB BROWSER RUNMNING O AMNY DEVICE

EHILE

14.7%

&1 >

. 7.0% SAMSUNG INTERMNET

. 1.6% FIREFOX

‘ 0.]% ANDROID

| 0.3% OTHERS

. S _ . we
SOURCE: STATCOUMNTER, NOTES: FIGURES REPRESEL JUMEBER OF PAGE VIEWS SERVED TO EACH BROWSER AS A PERCENTAGE OF TOTAL PAGE VIEWS SERVED TQ WEB EROWSERS RUNMNING ON AMY K
F DEVICE IN DECEMBER 2023 are, . {O>Meltwater
e social



TOP WEBSITES: SIMILARWEB RANKING o

SIMILARWEB'S RAMKING OF THE MOST VISITED WEBSITES, BASED OMN WEBSITE TRAFFIC BETWEEN DECEMBER 2022 AND MOVEMEBER 2023

CHILE

TOTAL UMIQUE AVERAGE AVERAGE TOTAL UNIQUE AVERAGE AVERAGE
WEBSITE YISITS VISITORS TIME PAGES WEBSITE VISITS YISITORS TIME PAGES
{WACTHLY AWE]  (RACHITHLY AME) PER VISIT PER VISIT [MOMTHLY #¥E]  |MOMTHIY AWE] PER VISIT PER VISIT
01 GOOGLECOM 676 M 14.2 M 11M 275 8.4 11 FALABELLA.COM 221 M 666M 6M 225 4.8
02 YOUTUBE.COM 250M  919M 21M 345 11.4 12 BIOBIOCHILE.CL 2Z78M  4469M 3M 475 3.2
03 FACEBOOK.COM 105M  745M oM 055 /.8 13 ANXX.COM 272M 28B4 M 3M 5735 2.5
< 04 INSTAGRAM.COM J10M  B52ZM 10M 225 129 14 WIKIPEDIAORG 252M 46BM dM 3515 2.8 >
05 BANCOESTADOCL 551M B4 M 4M 265 6.8 15 UVECOM 219M 219 M BM 365 7.5
06 WHATSAPPCOM 488M  3.69M 13M 495 1.7 16 LATERCERA.COM 197M 448 M dM 295 2.7
07 TWITTER.COM 467 M 700M 10M 095 2.0 17 TRANSBANK.CL 184M  578BM AM 145 7.3
08 XVIDEOS.COM 433 M 422 M FM 545 8.1 18 MNETFLIX.COM 17.9 M 215 M 5M 265 4.4
09 GOOGLECL 420M 254 M /M 245 10.0 19 EMOLCOM 17.7 M .47 M 5M 335 2.9
10 MERCADOLIBRE.CL 303M  624M &M 565 7.0 20 CLAVEUNICA.GOB.CL 169M 433 M 3M 065 2.5

SOURCE: SIsILARWES. RAREING ARD VALLES BASED O TRAFFIC B EEM DECEMBER 32022 ARD HOVEMBER 20235 MIOTES: Valll M THE “UMKIJE VISITORSY" COLLMM EEPEESEMNT THE HUMBER O

S e S P T L A st P e e L bl L S el s Sl e el U ot T we

JSITORS" REPRESENT MONTHLY AVERAGES NDING IN "B° ARE IN BILIONS, FIGURES ENDING IN *M" ARE IN MULLION NOING I K ARE M THoUSADS T sown wures avo PG <OD> Meltwater
SELLIMDE. ADVISORY: 50N = ATUKED IM TH AMEIMC MAT CORTAIN ADULT COMIT WIELS I SARE, R OFI ) L0 EADEES SHOULD AVOID NISTIMNG URNEMOY N DOMAINS m‘u



TOP WEBSITES: SEMRUSH RANKING od

SEMRUSH’S RANKING OF THE MOST VISITED WEBSITES, BASED OMN WEBSITE TRAFFIC BETWEEM 01 SEFTEMBER AMD 30 NOVEMBER 2023

CHILE

TOTAL UNIQUE  AVERAGE  AVERAGE TOTAL UNIQUE  AVERAGE  AVERAGE
WEBSITE VISITS  VISITORS TIME PAGES WEBSITE VISITS  VISITORS TIME PAGES
WONTHIY #4E]  WMONTHIY &vE)  PERVISIT  PER VISIT IMONTHIY AVE]  IMONTHIYAVE]  PERVISIT  PER VISIT
01 GOOGLE.COM 1.42B 4695 M 19M 275 3.3 1T TWITTER.COM 3.5 M 141 M 18M 365 1.8
02 YOUTUBE.COM 786 M 407 M 34M 235 5.5 12 GOOGILECL 51.M 551 M 14M 035 3.5
03 XVIDEOS.COM 133M 167 M 12M 205 8.1 13 XNXX.COM 479M 863 M 10M 115 6.7
< 04 FACEBOOK.COM 120M 253 M 20M 475 2.3 14 TIKTOK.COM 434M  139M 08M 335 1.9 >
05 AMNIMEFLV.NET 119M 924 M 29M 545 3.3 15 BANCOESTADO.CL 42,7 M 11.9 M O06M 265 29
06 PORNHUB.COM 113 M 16.6 M 10M 295 6.9 16 WHATSAPPCOM 41.7 M 11.2 M 18M 355 1.4
07 INSTAGRAM.COM 81.4M 19.4 M 21M 225 2.2 17 MERCADOLIBRE.CL 382 M 11.5M 12M 205 4.0
08 JKANIMEMNET 63.0M 479 M J0OM 165 3.1 18 FALABELLA.COM J6.2 M 11.6 M 12M 105 29
09 WIKIPEDIA.ORG 54.6 M 128 M 10M 405 1.9 19 OLYMPUSVZ.GG 353 M LI5S M 24M 405 2.1
10 BIOBIOCHILE.CL 542M  590M 14M 425 2.4 20 EMOLCOM I53M  3.64M 14M 075 2.4

SOURCE: SEMRUSH FIGURES REPRESENT TRAFFIC VALUES BETWEEN 01 SEFTEMBER AND 30 NOVEMBER 2023 NOTE: VALLIES IN THE “UNIGUE VISTTORS® COLUMN REPRESENT THE NUMBER OFDISTINGT —— yapgy
e eseR e are, |, <O Meltwater
o /RUSES, MAIWARE, O OFFENSIVE CONTENT, READERS St i ODOAOGY CHANK social

UL AVOID VISITIMG UNEROWT DOMAINE. COMPARABILITT: SOUECE



SHARE OF SEARCH ENGINE REFERRALS o

PERCENTAGE OF TOTAL WEB TRAFFIC REFERRED BY SEARCH EMNGINES THAT ORIGIMATED FROM EACH SEARCH SERVICE

CHILE

GOOGLE 94.5%

. 3.5% BING

I 1.5% vaHoO!

d 0.1% DUCKDUCKGO >

0.1% YANDEX

0.06% Ecosia
0.07% BaiDU

‘ 0.06% o©OTHERS

° SOURCE: STATCOUMTER. NOTES: FIGURES REPRESEMT THE MUMBER OF PAS N REFERRALS ORISIMATING FROM EACH SERVICE AS A FERCENTAGE OF TOTAL PAGE VIEW REFERRALS ORIGIMATING FROM ﬂwl'EE <OD> Melt t
B ABSOLUTE CHANGE FIGURES MAY NOT SUM T3 E 7O ROUNDING social



TOP GOOGLE SEARCHES o

QUERIES WITH THE GREATEST VOLUME OF GOOGLE SEARCH ACTIVITY BETWEEN 01 IAMNUARY 2023 AMND 31 DECEMEBER 2023

CEHILE

# SEARCH QUERY INDEX vs. TOP QUERY # SEARCH QUERY INDEX vs. TOP QUERY

01 TIEMPO 100 1T BANCOESTADO 17

02 TRADUCTOR 31 12 WHATSAPP WEB 17
03 ELTIEMPO 30 13 BANCO ESTADO 15
( 04 YOUTUBE 26 14 TIEMPO MANANA 15 >
05 WHATSAPP 26 15 FACEBOOK 14
06 GOOGILE 25 16 INSTAGRAM 14
07  FALABELLA 20 17 DOLAR 14
08 ELTIEMPO EN 19 18 GMAIL 12
09 COLO COoLO 18 19  RIPLEY 12

10 CLMA 17 20 BANCO CHILE 12

SOURCE GOOGIE WENDS, BASED ON SEARCHES CONDUCIED BETWEER U1 JANUARY 2023 AND 3) DECEMEER 2023 NCTRS: ANY SFELING ERRORS OR LANGUAE INCONSISTENCIES N SEMRCHOURIES. g
o I: hs & S skt oF T .'.‘i’,""_".‘\f"‘f'.‘”"‘ gggiul (O Meltwater




ACCESSING ONLINE INFORMATION o

PERCENTAGE OF INTERMET USERS AGED 16 TO 64 WHO ENGAGE IN EACH KIND OF ONLNE ACTIVITY
CHILE

USE A SEARCH ENGINE (E.G. GOOGILE, USE VOICE ASSISTANTS (EG. SIRI, GOOGLE VISIT SOCIAL NETWORKS TO LOOK FOR
BING, DUCKDUCKGO) EACH MONTH ASSISTANT) TO FIND INFORMATION EACH WEEK INFORMATION ABOUT BRANDS AND PRODUCTS

93.5% 12.1% 58.6%

USE IMAGE SEARCH TOOLS [EG. GOOGLE LENS, SCAN A QR CODECN A USE OMLINE TOOLS TO TRAMSLATE TEXT
PINTEREST LENS) ON MOBILE EACH MONTH MOBILE PHONE EACH MOMNTH INTO DIFFERENT LANGUAGES EACH WEEK

46.6% 53.6% 46.6%

w
RVEY OF INTERMET USERS AGED 15 TO 44. SEE GYWI COM. COMPARABILITY: METHODOLOGY CHAN NIOTES ON DATA ﬂrae_ - OO Meltwater



WATCHING ONLINE VIDEO CONTENT o

PERCEMNTAGE CF IMNTERMET USERS AGED 16 TO &4 WHO WAICH EACH KIND OF VIDEQ CONTEMNT VIA THE INTERNET EACH WEEK

EHILE

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

95.8% 64.7% 48.7 % 24.1% 31.8%

( YOY: [UNCHANGED] YOY: -2.3% (-150 BPS) YOY: +2.7% (+130 BPS) YOY: -18.6% (-550 BPS) YOY: -0.3% (-10 BPS) >
EDUCATIONAL PRODUCT SPORTS CLIP OR INFLUENCER GAMING
VIDEO REVIEW VIDEO HIGHLIGHTS VIDEO VIDEOS AND VLOGS VIDEO

29.0% 26.0% 23.9% 15.9% 29.1%

YOY: +2.8% (+80 BPS) YOY: -3.3% (-90 BPS) YOY: -9.8% (-260 BPS) YOY: -9.1% (-160 BPS) YOY: -10.5% (-340 BPS)

SOURCE: Gl (3 2023) FIGURES REFRESENT THE FINDINGS OF A BROAD SURVEY OF INTERNET USERS AGED 16 TO 64. SEE GWI.COM. NOTES: "Y1 GURES REFRES AR-ON-YEAR CHAN we
NDICATE THE ABSOLUTE CHANGH EEJMPAEANLM,-‘ THODOIOSY CHANGES, SEEMOTESOM DA, " B R usmreiﬂl (O)MEItWUter



PERCENTAGE OF INTERMNET
USERS WHO WATCH ANY
KIND OF TV EACH MOMNTH

99.0%

IMNTERMET USERS WHO STREAM

TV CONTENT vs. INTERNET USERS

WHO WATCH ANY KIND OF TV

98.0%

e SOURCE: GV

YEAR-ON-YEAR CHAMNGE
IN INTERMET USERS WHO
WATCH ANY KIND OF TV

-1.0%

-100 BPS

DAILY TIME SPENT WATCHING
TV CONTEMNT STREAMED
OVER THE INTERMNET

1H 29M

TV CONSUMPTION AND STREAMING

EXPLORING THE TY VIEWING BEHAVIOURS OF INTERMET USERS AGED 16 TO &4

DAILY TIME THAT
INTERNET USERS SPEMND
WATCHING ANY KIND OF TV

3H 43M

YEAR-OM-YEAR CHAMGE IM
DAILY TIME SPENT WATCHING
STREAMIMG TV COMTENT

-14.8%

-15 MINS

. SEE GW COM. COMPARABILITY: METHODOLDMGY CHa

NOTES ON DATA

o

YEAR-OM-YEAR CHAMGE IM
DAILY TV VIEWING TIME (ALL

FORMS OF CONTENT DELIVERY)

-14.9%

-38 MINS

TIME SPENT WATCHING
STREAMING TV CONTEMT AS A
PERCENTAGE OF TOTAL TV TIME

39.7%

CHILE

are
are. 4 <OD Meltwater



MOST STREAMED MOVIES ON NETFLIX

# MOVIE NAME INDEX
01  SING 100
02 LEO 55
03 SHREK 51
04 HUMNGER 47
05 FORGOTTEN LOVE 44
06 YOU ARE SO NOT INVITED TO MY BAT MITZVAH 42
07  LEAVE THE WORLD BEHIND 41
08 LUTHER: THE FALLEN SUN 41
09 EXTRACTION 2 39
10 HEART OF STOME 37

SOURCE: FLIXFATREC FLIKFATROL SO, MOTES: Tt
| EsR P % & (7K i [ D } F

MOST STREAMED CONTENT ON NETFLIX

FLIXPATROL'S RANKING OF THE MOST STREAMED COMNTENT OMN NETFLIX FOR FULL-YEAR 2023

MOST STREAMED TV SHOWS ON NETFLIX

# TV SHOW NAME INDEX

01

02
03
04
05
06
07
08
09
10

TIL MONEY DO US PART

PASION DE GAVILANES

LA REINA DEL SUR

PABLO ESCOBAR: EL PATRON DEL MAL
KING THE LAND

THE NIGHT AGENT

PACT OF SILENCE

THE SURROGACY

PERFIL FALSO

LIEBES KIND

CHILE

100
79
78
41 >
36
30
30
30
28
28

are
. i <OD> Meltwater



MOST STREAMED CONTENT ON DISNEY+ o

FLIXPATROL'S RAMKING OF THE MOST STREAMED CONTENT OM DISNEY+ FOR FULL-YEAR 2023
CHILE

MOST STREAMED MOVIES ON DISNEY+ MOST STREAMED TV SHOWS ON DISNEY+
01 COCO 100 01 BLUEY 100
02 MOANA 87 02 MAILCOLM INTHE MIDDLE Q9
03 TURNING RED 85 03 GRAVITY FALLS 69
( 04 ENCANTO 69 04 JESSIE 56 >
05 ELEMENTAL 4] 05 |AM LUNA 46
06 AVATAR: THE WAY OF WATER 34 06 THE MANDALORIAN 33
07 RATATOUILLE 28 07 MIRACULOUS: TALES OF LADYBUG & CAT NOIR 28
08 AVENGERS: ENDGAME 26 08 THE SIMPSONS 27
09 BLACK PANTHER: WAKANDA FOREVER 26 09 LOKI 23
10 AVATAR 23 10 SECRET INVASION 17

. . D R we
SOURCE: ¥ R FLIEPATROL.COM, MOTES: Ti A I T MY HAVE D REM I REM DUMTRIES. B4 I z L I KPATRS I OF WIEWIr ] f
R FULLYEAR 2023, “INDEX" VALUES COMPARE THE FLIXPATROL “POINTS" VALUE FOR EACH TITIE TO THE FLIXPATROL “POINTS" VA £ TOP.RANKED TITLE IN EACH PLATFORM'S RANKIN are, . <O>Meltwater
o social




MOST STREAMED CONTENT ON AMAZON PRIME o

FLIXPATROL'S RANKING OF THE MOST STREAMED CONTENT OMN AMAZOMN PRIME VIDEC FOR FULL-YEAR 2023
CHILE

MOST STREAMED MOVIES ON AMAZON PRIME VIDEO MOST STREAMED TV SHOWS ON AMAZON PRIME VIDEO
01 CULPA MIA 100 01 YO SOY BETTY LA FEA 100
02 SHOTGUN WEDDING 4] 02 THEGOOD DOCTOR 66
03 LAST SEEN ALIVE 40 03 PA QUERERTE 52
( 04 FALL 39 04 IRREVERSIBLE 26 >
05 DESCONECTADOS 36 05 PRECIOSAS 26
06 JOHN WICK: CHAPTER 4 32 06 THE SUMMER | TURNED PRETTY 21
07  GUY RITCHIE'S THE COVENANT 28 07 GENV 17
08 ME BEFORE YOU 28 08 THE LORD OF THE RINGS: THE RINGS OF POWER 17
09 PLANE 27 09 RIGO 17/
10 FELIPE AVELLO: WELL DRESSED, WELL RECEIVED 27 10 CASADO CON HUOS 15
o ot FL L YR e T T AP A BTt T E T HE FIoCATE o S TE A T e o ED T E L Eace maoenre peracna T EEEiuI {OD> Meltwater




MOST STREAMED CONTENT ON HBO ~

FLIXPATROL'S RAMKING OF THE MOST STREAMED COMNTENT ON HBO FOR FULL-YEAR 2023

CHILE

MOST STREAMED MOVIES ON HBO MOST STREAMED TV SHOWS ON HBO
01 HARRY POTTER AND THE PHILOSOPHER'S STONE 100 01 THELAST OF US 100
02 BLACK ADAM 74 02 SUCCESSION 86
03 SPIDER-MAN: NO WAY HOME b6 03 LOVE, REASON, GET EVEN 77
( 04 BULLET TRAIN 63 04 FAMILY SECRETS 72 >
05 UNCHARTED 51 05 RICK AND MORTY 59
06 A MAN CALLED OTTO 50 06 AND JUST LIKE THAT... 51
07 THE FLASH 49 07 THE GILDED AGE 46
08 THE MEG 46 08 30 COINS 45
09 SHAZAMI FURY OF THE GODS 44 09 SUPERMAN & LOIS 43
10 THE BATMAN 4] 10 TWISTED METAL 36

. — I R we
SOURCE: FIL X s FLIEFATROL COM, MOTES: Ti b MTEMT fAY HAVE D H| I REM QLMTRIES. RA MGE . I PaTRE & OF VIEWIMG A |
R FULLYEAR 2023, “INDEX: VALUES COMPARE THE FUXPATROL “POINTS* VALUE FOR EACH TITLE TO THE FUXPATROL “POINTS" Va IE TOP RAMKED TITLE IN EACH PLATFORM'S RANKIN are, . <O>Meltwater
o social




ONLINE AUDIO o

PERCEMNTACGE OF IMTERMET USERS AGED 16 TO 64 WHO CONSUME EACH KIMD OF AUDIC COMNTEMNT VIA THE INTERMET EACH WEEK
CHILE

WATCH OR LISTEN TO LISTEN TO MUSIC LISTEN TO OMNLIMNE RADIO LISTEN TO LISTEN TO
ONLINE MUSIC VIDEOS STREAMING SERVICES SHOWS OR STATIOMNS PODCASTS AUDIO BOOKS

64.7% 46.5% 18.8% 23.4% 12.4%

YEAR-ON-YEAR CHANGE YEAR-ON-YEAR CHANGE YEAR-ON-YEAR CHANGE YEAR-ON-YEAR CHANGE YEAR-ON-YEAR CHANGE
-2.3% (-150 BPS) +5.4% (+240 BPS) -13.0% (-280 BPS) -5.3% (-130 BPS) -17.3% (-260 BPS)

e R o1 \JRES REPRESENT THE FINDINGS OF A BROAD SURVEY OF INTERIET USERS AGED 16 TO &4, SEE GWICOM. NOTES: YEAR-OM-YEAR CHANGE VALLIES REPRESENT THE RELATIVE E‘IPE <COD> Meltwat
CHANGE (LE AN INCREASE OF 20% FROIM A STARTING VALUE OF 50% WOULD EGLIAL60%, NO BFE v EFRES {E ABSOLUTE CHAMIGE [IM BASIS POIMTS). COMPARAEILITY: METHODOLOG! - eltwarter
CHANGES, 5% NOISS ON DA social



DEVICES USED TO PLAY VIDEO GAMES o

PERCEMTAGE OF IMTERMET USERS AGED 16 TO 64 WHO PLAY VIDEO GAMES ON EACH KIND OF DEVICE

ANY DEVICE SMARTPHOME LAPTOP OR DESKTOP GAMES COMSOLE
84.7% 55.8% 25.9% 35.4%
< YOY: -3.3% (-290 BPS) YOY: -20.4% (-1,430 BPS)  YOY: -34.4% (-1,360 BPS) YOY: -1.1% (-40 BPS) >
TABLET HARD-HELD GAMING DEVICE MEDIA STREAMING DEVICE YIRTUAL REALITY HEADSET
16.6% 16.3% 9.7% 3.0%
YOY: +11.4% (+170 BPS) YOY: +3.2% (+50 BPS) YOY: +76.4% (+420 BPS) YOY: -44.4% (-240 BPS)

SOURCE: G |G 2023 FIGURES REFRESEMT THE FIRDMMGS OF & BROAD SURVEY OF INTERMET USERS AGED 1é T &4 SEE GWILOOK. NOTES: "YOY" FIGURES REFRESEMT YEAR-OM-YEAR CHARG we
PERCEMTAGE CHAMGE VALUES BEFRESENT RELATIVE CHAMNGE [LE. AM INCREASE OF 20% FROM A STARTING VALUE OF 50% WOULD EQUAL 407, NOT 70 “BPS* VALUES REPRESENT BASIS FOIMTS, AMD are, (O) Meltwuter
MOICATE THE ABSCIUTE CHAMGE COMPARABILITY: METHODDLOGY CHARGES, SEE MOTES Of DATA Sﬂﬂlﬂl



MUMBER OF HOMES WITH
SMART HOME DEVICES

769.5

THOUSAND
YEAR-OM-YEAR CHAMGE
+11.0% (+76 THOUSAND)

VALUE OF SMART HOME
SECURITY DEVICE MARKET

$32.22

MILLION
YEAR-ON-YEAR CHANGE
+16.3% (+54.5 MILLION)

SOURCE: STATISTA DIGITAL AR
-..L -y e
! (L]

TOTAL AMMNUAL VALUE OF THE
SMART HOME DEVICES MARKET

$222.2

MILLION
YEAR-OM-YEAR CHAMGE
+17.4% (+$33 MILLION)

VALUE OF SMART HOME
ENTERTAIMMENT DEVICE MARKET

$24.56

MILLION

YEAR-OM-YEAR CHAMGE
+14.5% (+$3.1 MILLION)

[A SO, NOTES: “5hi s

YEAE, COMPARABILITY: BALE ©

SMART HOME MARKET OVERVIEW

VALUE OF THE MARKET FOR SMART HOME DEVICES {U.5. DOLLARS)

VALUE OF SMART HOME
APPLIAMCES MARKET

$104.9

MILLION
YEAR-COM-YEAR CHAMGE
+15.7% (+$14 MILLION)

WVALUE OF SMART HOME
COMFORT & LUGHTING MARKET

$11.78

MILLION

YEAR-OM-YEAR CHAMGE
+20.7% (+$2.0 MILLION)

NOTES ON DATA,

~

CHILE

VALUE OF SMART HOME CONTROL
& CONMECTIVITY DEVICE MARKET

$38.46

MILLION
YEAR-OMN-YEAR CHAMGE
+24.4% (+$7.5 MILLION) >

VALUE OF SMART HOME
ENERGY MAMNAGEMENT MARKET

$10.35

MILLION

YEAR-CM-YEAR CHAMGE
+17.1% (+$1.5 MILLION)

are. . <O>Mel
el eltwater



AVERAGE ANNUAL REVENUE PER SMART HOME o

AVERAGE ANMNUAL SPEND ON SMART HOME DEVICES PER SMART HOME {U.5. DOLLARS)

FENETRATION OF
SMART HOME DEVICES

13.9%

YEAR-OM-YEAR CHAMGE
+10.3% (+129 BPS)

ARPU: SMART HOME
SECURITY DEVICES

$71.08

YEAR-QM-YEAR CHAMGE
-7.4% (-$5.67)

SOURCE: STAT GITAL &
a ot 1P - = = % L
e FOR 207 i

ATISTACO M. MOTES: “5hA#

ARPL: SPEND OM ALL
SMART HOME DEVICES

$289

YEAR-OM-YEAR CHAMGE
+5.8% (+$15.80)

ARPU: SMART HOME
ENTERTAINMENT DEVICES

$52.17

YEAR-CH-YEAR CHAMGE
-6.2% (-$3.47)

([

FOCOMPARABILITY: BASE C

ARPU: SMART
HOME APPLIANCES

$258

YEAR-OM-YEAR CHAMGE
-7.0% (-$19.30)

ARPU: SMART HOME
COMFORT & LIGHTING

$31.39

YEAR-CHN-YEAR CHAMGE
-3.4% (-$1.11)

CHILE

ARPU: SMART HOME CONTROL
& COMMECTIVITY DEVICES

$120

YEAR-OM-YEAR CHAMGE

-1.2% (-$1.50) >

ARPU: SMART HOME
EMERGY MAMAGEMENT

$33.41

YEAR-ON-YEAR CHANGE
-9.6% (-$3.55)

are, . <O>Mel
AP eltwater



USE OF ONLINE FINANCIAL SERVICES

PERCEMTAGE OF INTERMET USERS AGED 146 TO &4 WHO OWMN OR USE EACH KIND OF DIGITAL FIMANCIAL SERVICE

CHILE

USE A BANKING, INVESTMENT, USE A MOBILE PAYMEMNT OWN ANY FORM
OR INSURANCE WEBSITE OR SERVICE (E.G. APPLE PAY, OF CRYPTOCURRENCY
MOBILE APP EACH MONTH SAMSUNG PAY) EACH MONTH (E.G. BITCOIN, ETHER)

29.2% 18.5% 9.1%

YOY: -5.5% (-170 BPS) YOY: -16.7% (-370 BPS) YOY: -21.6% (-250 BPS)

MHDICATE THE ARSQILUTE CHAMGE COMPARABILITY: METHODRCLOGY CHAMGES, SEE MOTES QM DATA

SOAURCE: G'wWi (23 20F3). FIGURES REPRESEMT THE FIMDIMGS OF & BROAD SURVEY OF INTERMET LSERS AGED 14 T &4 SEE GWY . COid. NOTES: "Y'~ FIGURES REPRESENT YEAR-OM-YEAR CHANG W‘E
PERCEM [AGE CHAMGE VALUES KEPEESEM T EELAINYE CHAMGE | Al INCEEASE O 20% FEOM A STARTIMG YALUE OF 50% WOULD BCGUAL 600, MO SO%0 "BPS" vAaLUES KEFEESERNT BARIS POIMIS, AL ﬂr'E. (O) MEItWﬂter
social



ONLINE PRIVACY AND SECURITY od

PERSPECTIVES AMND ACTIVITIES OF OMLUMNE ADULTS RELATING TO THEIR CMNLINE DATA PRIVACY AND SECURITY
CHILE

EXPRESS CONCERNMN WORRY ABOUT DECLINE COOKIES USE A TOOL TO BLOCK USE A VIRTUAL PRIVATE
ABOUT WHAT IS REAL HOW COMPANIES ON WEBSITES ADVERTISEMENTS ON NETWORK (VPN) TO
vs. WHAT |5 FAKE MIGHT USE THEIR AT LEAST SOME THE INTERMNET AT LEAST ACCESS THE INTERNET AT
ON THE INTERMNET ONLINE DATA OF THE TIME SOME OF THE TIME LEAST SOME OF THE TIME

61.4% 46.3% 339% 24.0% 17.9%

e SOURCES: DATA FOR “CONCERNS ABOUT WHAT 1S REAL vs WHAT 15 FAKE ON THE INTERNET” VIA REUTERS I S 1'»:‘:'I“IH'I"EE: OO Meltwat
g social



SOCIAL MEDIA



NUMBER OF SOCIAL
MEDIA USER IDENTITIES

15.20

< MILLION

SOCIAL MEDIA
USER IDENTITIES vs.
TOTAL POPULATION

77.4%

SOURCES: FEFHOS AMNALYSIS COMPAMY /

QUARTER-OMN-QUARTER CHANGE
IN SOCIAL MEDIA USER IDENTITIES  SOCIAL MEDIA USER IDENTITIES

0%
[UNCHANGED]

SOCIAL MEDIA USER
IDEMNTITIES AGED 18+ vs.
POPULATION AGED 18+

89.4%

OVERVIEW OF SOCIAL MEDIA USE

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

YEAR-ON-YEAR CHANGE IN

-1.3%
-200 THOUSAND
SOCIAL MEDIA USER

IDENTITIES vs. INDIVIDUALS
USING THE INTERMNET

85.0%

il NOTE:

S COMPARABILITY: SOLIRS

od

CHILE

AVERAGE DAILY TIME SPENT
USING SOCIAL MEDIA

AVERAGE NUMEBER OF SOCIAL
PLATFORMS USED EACH MONTH

3H 22M 7.2

YOY: -5 MINS >

FEMALE SOCIAL MEDIA USER
IDENTITIES vs. TOTAL SOCIAL
MEDIA USER IDENTITIES

MALE SOCIAL MEDIA USER
IDENTITIES vs. TOTAL SOCIAL
MEDIA USER IDENTITIES

53.7% 46.3%

are
e, <OD> Meltwater



DEMOGRAPHIC PROFILE OF META’S AD AUDIENCE

‘
SHARE OF COMEBIMED, DEDUPLICATED POTENTIAL ADVERTISING REACH ACROSS FACEROOK, INSTAGRAM, AMD MESSENGER, BY AGE AMD GEMNDER

A%

MALE

14.3% 14.9%

10.0% 0 5%

74% >

6.3%

29%

11.2%
9.5%
5.7%
I - )

FEMALE MALE FEMALE MALE FEMALE MALE FEMALE MALE FEMALE FEMALE MALE

18 - 24 25-34 35 - 44 45 - 54 55- 64 65+
YEARS OLD YEARS OLD YEARS OLD YEARS OLD YEARS OLD YEARS OLD

SOURCES: KEFOS ARALYSIS: METAS ADVERTISING RESDLIRCES. MOTE: META kLY PERMITS PECQME AGED 13 ARMD ABCYWE TO USE ITS FLATRORME, 50 Wi THERE #4AY BE WUSERS BELOWY THE AGE OF 11 THEY wa
D0y BOT FEATURE Ird THE AVAILABLE DATA. META'S ADVERTISIMG RESOURCES OPLY PUBLISH GEMDER DaTA FOR “FEMALE" ARD “MALE". COMPARABILITY: [MPORTAMT BASE DATA REVISHIONS AMD SOURC ﬂl"E (O)M I
A e S - eltwater

REPORTIMG CHAMGES. WALl ARE NOT COMPARABLE WITH WALL PLIBLISHE




MAIN REASONS FOR USING SOCIAL MEDIA o

PRIMARY REASOMS WHY SOCIAL MEDIA USERS AGED 16 TO &4 USE SOCIAL MEDIA PLATFORBMS

CHILE

KEEPING IN TOUCH WITH FRIENDS AND FAMILY 62.5%

READING NEWS STORIES 48.4%
FINDING CONTENT (E.G. ARTICLES, VIDEOS) 45.3%

FILLING SPARE TIME 42.7%

FINDING PRODUCTS TO PURCHASE 36.6%

FINDING INSPIRATION FOR THINGS TO DO AND BUY 34.7%

WORK-RELATED NETWORKING OR RESEARCH

7% >

FINDING LIKE-MINDED COMMURNITIES AND INTEREST GROUPS

WATCHING OR FOLLOWING SPORTS 23.7%
SEEING CONTENT FROM YOUR FAVOURITE BRANDS 22.7%
FOLLOWING CELEBRITIES OR INFLUENCERS 22.6%

WATCHING LIVE STREAMS 22.1%
216%

MAKING NEW CONTACTS 20.8%

SHARING AND DISCUSSING OPINIONS WITH OTHERS 20.6%

R T R o we
SOURCE: W1 |3 2 JRES REPRESE! I R EVEY OIF INTERM F a3k & &4, SEE GWILCOM, NOTE: FIGLE Hdg | ! ] ERM R&. s b
AHO REPORT USING AT LEAST ONE SOTIAL MEDIA OR MESSENGER PLATFORM IN THE PAST MONTI : METHODOLOGY CHANY are, . €O> Meltwater
e COMPARABILITY: E I I



MOST USED SOCIAL MEDIA PLATFORMS o

PERCEMTAGE OF INTERMET USERS AGED 16 TO &4 WHO USE EACH PLATFORM EACH MONTH

WHATSAPP 93.8%

INSTAGRAM B87.2%

FACEBOOK 85.6%

66.0%

4 FACEBOOK MESSENGER 64.4% >

X (TWITTER) 47 8%

PINTEREST 43.1%

TELEGRAM 37.5%

LINKEDIN 34.1%

DISCORD 13.9%

SOURCE: GWI |23 2023). IGURES REPRESENT THE FINDINGS OF & BROAD SURVEY OF INTERMET USERS ) 16 TO 64 SEE GWILCOM. NOTE: YOUTUBE IS NOT OFFERED AS AN ANSWER OPTION FOR THIS we

GILESTION IM GWI'S SURVEY, COMPARABILITY: A VERSIOM OF THIS CHART THAT AFPEARED M QUR OUS REPORTS WS BASED OM A FREVIOUS GUESTICN IN GWI'S SURVEY THAT INCIUDED YOUTUBE AS

N ANSWER OFION, GWI'S CLIERENT SURVEY FEATURES A REVISED VERSKON OF THIS GUESTIGN THAT D N JUTUBE AS AN ANSWER OPTION, WHILE OTHER CHANGES TO THE QUESTION are <OD Meltwater
e WORDING MAY MEA T THE VALLIES AMD RAMK ORDER SHOWN HERE ARE MOT DIRECTLY COMPARABLE WITH THO OWIN OM A SINILAR CHART IN PREVIOUS REPOR Miﬂl



FAVOURITE SOCIAL MEDIA PLATFORMS o

PERCEMTAGE OF ACTIVE SOCIAL MEDIA USERS AGED 16 TO 64 WHO S4Y THAT EACH CPTIOM 15 THEIR “FAVOURITE™ SOCIAL MEDIA PLATFORM

CHILE

33.8%

WHATSAPP 21.71%

FACEBOOK 13.1%

13.1%

- 1.3% TELEGRAM
- 1.2% DISCORD

. 0.9% FACEBOOK MESSENGER

. 0.9% LINKEDIN

WIS VALLIES FOR TIKTOK IN CHINA SEPARATELY AS “DOUYIN', AS PER BYTEDANICE'S CORFORATE REPGRTING OF USER NUMBERS FOR EACH PLATFORM, coMPARAMLTY: veTHoboloorcrances. st NG KO Meltwater
e COMPARABILITY: ial



TIME SPENT USING SOCIAL MEDIA APPS o

AVERAGE TIME PER MOMNTH THAT ACTIVE USERS SPEMT USING EACH PLATFORM'S ARMDROID APP BETWEEM O1 JULY AMD 30 SEFTEMBER 2023

CHILE

42H 55M

YOUTUBE

25H 16M
INSTAGRAM 19H 00M

WHATSAPP

FACEBOOK

<m0 < >

- IH 26M FACEBOOK MESSENGER
B 01420 snapcHar

I OH 30M UNKEDIM

J oH 1M une

Q snun:s DATA. Al MOTE: FIGURES REFRESEMT AVERACE MUMBER OF HOURS SPEMT PER LISER. PER MONTH USING EAC FORM'S MOBILE APF QM AMDROID PHOMES BETWEEM :IerE. : (O)MEItwuter

F.r W wTr . 1




MONTHLY SOCIAL MEDIA APP SESSIONS

AVERAGE MUMEER OF TIMES THAT ACTIVE USERS OF EACH PLATFORM'S ANDROID APF OPEMN THE RESPECTIVE APP EACH MOMNTH

FACEBOOK

_ 07§ FACERBOOK MESSEMGER

| xowirer) Bk
B 678 pinterest
B 220 unkeom

B 211 snapchar
B une

e SOURCE:

~

CHILE

881.3

are. . <O>Mel
T b O eltwater




ANY KIND OF SOCIAL
MEDIA PLATFORM

75.1%

( YOY: -2.3% (-180 BPS)

FORUMS AND
MESSAGE BOARDS

8.7%

YOY: -13.9% (-140 BPS)

USE OF SOCIAL MEDIA FOR BRAND RESEARCH

PERCEMNTAGE OF IMTERMET LISERS AGED 16 TO &4 WHO USE EACH 5QCIAL MEDIA CHAMNNEL TO FIND INFORMATION ABOUT BRAMNDS AND PRODUCTS

SOCIAL
MNETWORKS

58.6%

YOY: +2.4% (+140 BPS)

MICRO-BLOGS
[E.G. X / TWITTER)

6.4%

YOY: -26.4% (-230 BPS)

SOURCE: G\l |23 £ SURES REFEESEM |E FIMDINGS OF & BEOAD SURNEY OF IM t
Il PREODUCTS F BREARDS [MOT SHOW R AS AR IHDIY I
LETHOD OO € MG 4 L JATA

od

CHILE

QUESTION & ANSWER MESSAGING AND
SITES (E.G. QUORA) LIVE CHAT SERVICES

20.5% 8.4%

YOY: -6.0% (-130 BPS) YOY: -24.3% (-270 BPS) >

VLOGS (BLOGS IN ONLINE PINBOARDS
A VIDEQ FORMAT) (E.G. PINTEREST)

7.9% 8.1%

YOY: -7.1% (-60 BPS) YOY: +6.6% (+50 BPS)
MTEREST] COMPARABILITY: social eltwater



SOCIAL MEDIA ACCOUNT TYPES FOLLOWED o

PERCENTAGE OF 3OCIAL MEDIA USERS AGED 16 TO 64 WHO FOLLOW EACH TYPE OF ACCOUNT ON SOC|AL MEDIA
CHILE

FRIENDS, FAMILY, OR OTHER PEOPLE YOU KNOW 65.2%

ENTERTAINMENT, MEMES, OR PARODY ACCOUNTS 43.0%

BANDS, SINGERS, OR OTHER MUSICIANS 42.6%

ACTORS, COMEDIANS, OR OTHER PERFORMERS 79%

RESTAURANTS, CHEFS, OR FOOD PERSONALITIES 33.3%

TV SHOWS OR CHANNELS 31.6%

30.9% >

INFLUENCERS OR OTHER EXPERTS 28.9%

2.4
I 73 5% COMPANIES AND BRANDS YOURE CONSIDERING PURCHASING FROM
718%

SPORTS PEQOPLE AMD TEAMS

JOURNALISTS OR NEWS COMPANIES 20.9%
20.4%

MAGAZINES OR PUBLICATIONS YOU READ 19.8%

WILDLIFE ORGANISATIONS OR ANIMALS 19.7%

we
SOURCE: G\W1 |03 2023] FIGURES REPRESENT THE FINDINGS OF A BROAD SURVEY OF INTERMET USERS AGED 16 TO 64. SEE GW] COM. COMPARABILITY: METHODOLOGY CHAN! NOTES OM DATA are, O Meltwater
e social



WEB TRAFFIC REFERRALS FROM SOCIAL MEDIA o

SHARE OF WEB TRAFFIC ARRIVIMNG ON THIRD-PARTY WEBSITES VIA CLICKS OR TAPS ONM LINKS FUBLISHED IN SOCIAL MEDIA PLATFORMS (ANY DEVICE)
CHILE

FACEBOOK 48.6%

33.5%

- 4.0% X (TWITTER) >
- 7.9% YOUTURE
l 11% UNKEDIN

I 0.7% TUMBLR

I 0.6% OTHERS

SOURCE: STATCOUNTER. NOTES: SHARE DOES NOT INCLLIDE TRAFFIC FROM MESSENGER PLATFORMS. DATA ARE ONLY AVAILABLE FOR A 5 ON OF PLATFORMS, AND PERCENTAGES REFLE \RE OF we
L R RO el bt



92.97%

75.14%

DEC DEC
2013 2014

o SOURCE: MOTES:

| | | | ‘ ‘ oy
* o

social

FACEBOOK'S SHARE OF SOCIAL MEDIA REFERRALS o

WEB TRAFFIC REFERRED BY FACEEOOK AS A PERCENTAGE OF WEB TRAFFIC REFERRED BY SOCIAL MEDIA PLATFORMS (ANY DEVICE)

CHILE

19.27%

DEC DEC
2022 2023

<OD> Meltwater



SOCIAL MEDIA PLATFORMS



FACEBOOK: ADVERTISING AUDIENCE OVERVIEW ~

THE POTEMTIAL AUDIENCE THAT MARKETERS CAN REACH WITH ADS OMN FACEBOOK

HD‘I‘EI. 3 A5 | ] —_ Jf JOTES O L 1 J (] L 4 y F {15 il ) 1 1 ] I :.'.' 4 ". 4 (NP 1 Pk 1) "l_ 5 :.“' {:HILE
TOTAL POTEMTIAL REACH FACEBOQOK AD REACH FACEBOOK AD REACH QUARTER-OMN-QUARTER CHANGE YEAR-OMN-YEAR CHANGE IN
OF AD5 ON FACEBOOK vs. TOTAL POPULATION vs. TOTAL INTERMNET USERS IN REPORTED FACEBOOK AD REACH REPORTED FACEBOOK AD REACH

12.85 65.4% 71.9% -0.8% +5.8%

( MILLION -100 THOUSAND +700 THOUSAND >
SEHARE: FEMALE FACEROOK SHARE: MALE FACEROOK ADCPTION: OVERALL FACEROOK ADOPTION: FEMALE FACEROOK ADCPTION: MALE FACEROOK
AD REACH vs. OVEREALL AD REACH vs. OVERALL AD REACH AGED 18+ vs, OVERALL AD REACH AGED 18+ vs, FEMALE AD REACH AGED 18+ vs. MALE
FACEBOOK AD REACH FACEBOOK AD REACH POPULATION AGED 18+ POPULATION AGED 18+ POPULATION AGED 18+

51.2% 48.8% 83.6% 81.4% 79.9%

SOURCES: META S ADVERTISING RESOURCES, KEFIOS AMALYSIS. NOTES: BASED ON MIDROINTS OF PUBLISHED RAMNGES. GENDER DATA ONLY AVAILABLE FOR “FEMALE® AND “MALE". SOURCE DATA FOR REAY we
B = el A B
e -::_ s 007: D SSTATEME s, OUF ACCOUNTS, DIFFERING RESEARCH DATES, AMD CHAMGES IM RESIDEMT POPULATIONS. COMPARABILITY: nreiﬂl (O)ME“WﬂtEF



2024

THE POTEMTIAL AUDIEMCE THAT MARKETERS CAM REACH WITH ADS OM YOUTUBE

TOTAL POTENTIAL REACH
OF ADS ON YOUTUBE

YOUTUBE AD REACH
vs. TOTAL POPULATION

YOUTUBE AD REACH
vs. TOTAL INTERNET USERS

15.20

( MILLION

85.0% 0%

[UNCHANGED]

77.4%

SHARE: FEMALE YOUTUBE
AD REACH AGED 18+ vs. OVERALL
YOUTUBE AD REACH AGED 18+

SHARE: MALE YOUTUBE
AD REACH AGED 18+ vs. OVERALL
YOUTUBE AD REACH AGED 18+

ADOPTION: OVERALL YOUTUBE
AD REACH AGED 18+ vs, OVERALL
POPULATION AGED 18+

ADOPTION: FEMALE YOUTUBE
AD REACH AGED 18+ vs. FEMALE
POPULATION AGED 18+

50.8% 49.2% 86.1% 86.1%

m 3% NOTES: [ LL GikLY. 4 0 GERIDER Du
ADVISORTY: F OR MATCH THE TOTAL ACTIVE USER BASE, VA LLIES COMPARING REAC

COMPARABILITY: BASE REVISIONS V. R CHANGE OVER TIME MY BE DISTORTED. SEE MOTES O DATA

Ml YOUTUBE: ADVERTISING AUDIENCE OVERVIEW

QUARTER-OMN-QUARTER CHANGE
IN REPORTED YOUTUBE AD REACH

~

CHILE

YEAR-OMN-YEAR CHANGE IM
REPORTED YOUTUBE AD REACH

o
-l |3 AJ

-200 THOUSAND >

ADCPTION: MALE YOUTUBRE

AD REACH AGED 18+ vs. MALE
POPULATIOM AGED 18+

86.1%

are. . <O>Mel
b s eltwater



TOP YOUTUBE SEARCHES o

GUERIES WITH THE GREATEST VOLUME OF YOUTUBE SEARCH ACTIVITY BETWEEN 01 JANUARY 2023 AMD 31 DECEMBER 2023
CHILE

# SEARCH QUERY # SEARCH QUERY INDEX

01  CHILE 100 1T MINECRAFT 35

02  MUSICA 99 12 MUSICA 32
03 CANCIONES 72 13 ASMR 31
< 04 VIDEOS A2 14  ANUEL 31 >
05 JEREKLEIN 53 15 FEDE VIGEVANI 30
06  PELICULAS 53 16 ROBLOX 29
07 KAROLG 50 17 ALEIO 27
08 SHAKIRA 40 18 TIKTOK 27
09 FEDE 37 19 BAD BUNNY 26
10 PELICULAS COMPLETAS EN ESPANOL 36 20 KARAOKE 25

SOURCE GOOGLE TRENIDS, BASED ON SEARCHES CONDLICTED O YOUTUGE BETWEEN 1 ANUAR' 2023 AND 31 DECEMAER 2023, NOTE: ANY SFELLING EREORS OR LANGUAGE INCONSISTENCIES we
o R e PSS + | o - <OD Meltwater

ITS. GO -
ADVISORY: 000 EMIDS USES DYMAMIC SAM G, 50 |E ORDER AMD IMNDEX VALLUES MAY VARY DEFERDIMG O WHET 1E TOHOL 1S ALK SED. EVEM FO il ME TIME PERKOD E-QEIUI




MOTE: FLEA,

TOTAL POTENTIAL REACH
OF ADS ON INSTAGRAM

12,95

( MILLION

SHARE: FEMALE INSTAGRAM
AD REACH AGED 18+ vs. OVERALL
INSTAGRAM AD REACH AGED 18+

55.2%

ﬁ SOURCES: ! 5 ADVERTISIMG RESOURS

INSTAGRAM AD REACH
vs. TOTAL POPULATION

65.9%

SHARE: MALE INSTAGRAM
AD REACH AGED 18+ vs. OVERALL
INSTAGRAM AD REACH AGED 18+

44.8%

5 NOTES: BASED O3 MIDPONT
AL ADVISORY: FEACH MAY MOT REPRESERT

INSTAGRAM AD REACH
vs. TOTAL INTERNET USERS

72.4%

ADOPTION: OVERALL INSTAGRAM
AD REACH AGED 18+ vs. OVERALL

POPULATION AGED 18+

81.6%

INSTAGRAM: ADVERTISING AUDIENCE OVERVIEW

THE POTEMTIAL AUDIEMCE THAT MARKETERS CAMN REACH WITH ADS OM INSTAGEAM

QUARTER-OM-QUARTER CHANGE
IN REPORTED INSTAGRAM AD REACH

+2.4%

+300 THOUSAND

ADOPTION: FEMALE INSTAGRAM
AD REACH AGED 18+ vs. FEMALE
POPULATION AGED 18+

85.2%

Pi3F STICaR
F L TT1-TY-FA-ITRL &7

CHILE

YEAR-ON-YEAR CHANGE IN
REPORTED INSTAGRAM AD REACH

+18.3%

+2.0 MILLION

ADOFTION: MALE INSTAGRAM
AD REACH AGED 18+ vs. MALE
POPULATION AGED 18+

71.3%

o

>

we
are {OYMaltwataer



TIKTOK: ADVERTISING AUDIENCE OVERVIEW

THE POTEMTIAL AUDIEMNCE

MNOTE:

TOTAL POTEMTIAL REACH
OF ADS OM TIKTOK

13.75

<

MILLION

SHARE: FEMALE TIKTOK AD

REACH AGED

|8+ vs, OVERALL

TIKTOK AD REACH AGED 184

54.9%

e FOURCES:

COMPARABILITY:

AGED 18+

THAT MARKETERS CAMN REACH

TIKTOK AD REACH

vs. TOTAL POPULATION

70.0%

SHARE: MALE TIKTOK AD ADOPT
REACH AGED 18+ vs, OVERALL
TIKTOK AD REACH AGED 184

45.1%

ADVISORY:

AD REACH AGED
POPULATION AGED 18

WITH ADS ON TIKTOK

TIKTOK AD REACH

vs, TOTAL IMTERMET USERS

76.9%

QM OVERALL TIKTOK
8+ ws, OVERALL

89.4%

QUARTER-OMN-QUARTER CHAMGE
IM REFORTED TIKTOK AD REACH

+6.6%

+846 THOUSAND

ADOPTIOMN: FEMALE TIKTOK
AD REACH AGED 18+ vs. FEMALE
POPULATION AGED 18+

~

YEAR-OMN-YEAR CHAMNGE IM
REPORTED TIKTOK AD REACH

365
+22.2%

+2.5 MILLION

M MALE TIKTOK

ADOPTIO
AD REACH AGED J' V5. MAI[‘

POPULATION A

d'

81.9%

we
are,
social

)

<O Meltwater




MESSENGER: ADVERTISING AUDIENCE OVERVIEW od |

THE POTENTIAL AUDIENCE THAT MARKETERS CAN REACH WITH ADS ON FACEBOOK MESSENGER

Hu‘l‘El. 1 A5E R K - i FOTES GO O 1 | Y L 4 y [} 115 o I, } L ] I - 4 ‘H (AP i FE T -'_' L :_"' 'EH“.E
TOTAL POTEMTIAL REACH MESSEMNGER AD REACH MESSEMNGER AD REACH CQUARTER-OM-QUARTER CHAMNGE YEAR-OM-YEAR CHAMGE IMN
OF ADS ON MESSENGER vs. TOTAL POPULATION vs. TOTAL INTERMET USERS IN REPORTED MESSENGER AD REACH  REPORTED MESSENGER AD REACH

8.15 41.5% 45.6% -3.0% 0%

( MILLION -250 THOUSAND [UNCHANGED] >
SHARE: FEMALE MESSEMGER SHARE: MALE MESSENGER ADOPTION: OVERALL MAESSEMNGER ADOPTION: FEMALE MESSENGER ADOPTION: MALE MESSEMNGER
AD REACH AGED 18+ vs. OVERALL AD REACH AGED 18+ vs. OVERALL AD REACH AGED 18+ vs, OVERALL AD REACH AGED 18+ ws, FEMALE AD REACH AGED 18+ ws. MALE
MESSEMNGER AD REACH AGED 18+ MESSEMGER AD REACH AGED 18+ POPULATION AGED 18+ POPULATION AGED 18+ POPULATION AGED 18+

52.9% 47.1% 52.4% 53.2% 48.9%

SOURDES: META'S ADVERTISIMG RESOURCES; KEPIOS ARALYSIS. MOTES: BASED QR MIDPOIE 1 PELUSHED EAMGES. (SEMRDEE Dals LY AvallABLE FC } 1 AR “MALE". BCHURCE D FC¥ — WE

I FFHDFER BA O SLIR TO F FI TOOT ADVISORY: A A AY FICIT REPE EPd [l SOV LS CHP MATCH E TST T SFD g i FS OO PARIBG READ AETTE ) ) A0

s s e A T R i e e R R T IR SR D IV Y eR D
o TN N e e = . social

COMPARABILITY: RENISMOMS, WALUES FOR CHAMGE OVER TIME MAY BE DISTORTED SEE MOTES OM OATA



LINKEDIN: ADVERTISING AUDIENCE OVERVIEW o

THE POTEMNTIAL AUDIEMCE THAT MARKETERS CAN REACH WITH ADS OMN LINKEDIM

"u‘I'EI. 3 S (| J — ik JOTES O L0 1 J (] L 4 y ik {| 5 o il Lk 1 1 | 1 [ :-'.- 4 ". ') L P i FF 1 "‘. < :_“' CHIL!
TOTAL POTEMTIAL REACH LINKEDIN AD REACH LINKEDIM AD REACH QUARTER-OMN-QUARTER CHANGE YEAR-CM-YEAR CHANGE IM
OF ADS OM LINKEDIN vs. TOTAL POPULATION vs. TOTAL INTERMNET USERS IN REPORTED LINKEDIM AD REACH REPORTED LINKEDIN AD REACH

7.90 40.2% 44.2% +5.3% +14.5%

( MILLION +400 THOUSAND +1.0 MILLION >
SHARE: FEMALE LINKEDIM SHARE: MALE LINEEDIM ADOPTION: OVERALL LINMKEDIM ADOPTION: FEMALE LINKEDIM ADOPTION: MALE LINEEDIM
AD BEACH AGED 18+ vs. OVERALL AD BEACH AGED 18+ ws. OVERALL AD REACH AGED 18+ ws. OVERALL AD REACH AGED 18+ ws. FEMALE AD REACH AGED 18+ ws. MALE
LIMEEDIMN AD REACH AGED 158+ LIMNKEDIM AD REACH AGED 15+ POPULATION AGED 18+ POPULATION AGED 18+ POPULATION AGED 18+

46.7% 53.3% 51.4% 44.9% 52.8%

CIMLY AVAILABLE FOR “FEMALE” AND “MALE" ADYISORY: REACH MAY MOT REPRESENT LMIGUE IMDIVIDUALS OR MATCH THE TOTAL ACTIVE USER BASE, VALUES COMPARING REACH WITH POPULATICON AND

E MIOTES CIM DATA



SNAPCHAT: ADVERTISING AUDIENCE OVERVIEW o

THE POTEMTIAL AUDIENCE THAT MARKETERS CAMN REACH WITH ADS OM SNAPCHAT
MNOTE: FLEARE EEAD THE IMPOETAL FOTES M COMR, 10 Dla AT THE 5 FORE COMPARIMNCS [ DM THIE CH WITH PEEVICHIS 0 CHILE

TOTAL POTEMTIAL REACH SNAPCHAT AD REACH SNAPCHAT AD REACH GUARTER-CN-QUARTER CHAMGE YEAR-OM-YEAR CHAMNGE IM
OF ADS OM SMNAPCHAT vs. TOTAL POPULATION vs. TOTAL INTERMET USERS IM REPORTED SMAPCHAT AD REACH REPORTED SMAPCHAT AD REACH

825.0 4.2% 4.6% -3.5% -21.4%

< THOUSAND -30 THOUSAND -225 THOUSAND )
SHARE: FEMALE SMNAPCHAT SHARE: MALE SMAPCHAT ADCOPTION: OVERALL SMAPCHAT ADOPTIOMN: FEMALE SMAPCHAT ADOPTIOM: MALE SHAPCHAT
AD BEACH AGED 18+ ws. OVERALL AD REACH AGED 18+ vs, OVERALL AD REACH AGED 18+ ws, OVERALL AD REACH AGED 18+ ws, FEMALE AD REACH AGED 18+ ws. MALE
SMNAPCHAT AD REACH AGED 18+ SHAPCHAT AD REACH AGED 18+ POPULATION AGED 18+ POPULATION AGED 18+ POPULATION AGED 18+

74.8% 23.0% 7.0% 2.2%

SOURCES: SMAF'S ADVERTISING RESOURCES: KEPICS AMALYSIS. NOTES: DATA ARE MOT AVAILABLE FOR ALL LO IS, VALLES BASED O MIDPOIM JF AVAILABLE O OLY. GGEMDER Dla ARE QML WE‘
et S O RY «  ¢ - <OD Meltwater
o I FERT POFLILATICH: COMPARABILITY: B BEVISICHHIS E R CHAMGE OW TI& MY BE DHSTORTED:. 5 “-i;'l;ii:-_lwl.l-"'-'_-"'- Miﬂl



X: ADVERTISING AUDIENCE OVERVIEW od

THE POTEMTIAL AUDIENCE THAT MARKETERS CAN REACH WITH ADS ON X {TWITTER)

MNOTE: PFLEASE R 3 TH JOTES OM C5 ] ] y L iE & 5 i 'y, }) 1 1G5 15 CH ey { PREVICIUE Iy CHILE

TOTAL POTEMTIAL REACH X AD REACH ws, K AD REACH ws, QUARTER-OMN-QUARTER CHANGE YEAR-OMN-YEAR CHANGE
OF ADS ON X [TWITTER) TOTAL POPULATION TOTAL INTERMNET USERS IN REPORTED X AD REACH IN REPORTED X AD REACH

4.18 21.3% 23.4% -0.4% +14.6%

< MILLION -19 THOUSAND +531 THOUSAND >
SHARE: FEMALE X AD REACH SHARE: MALE X AD REACH ADOPTIOMN: OVERALL X AD ADOPTIOMN: FEMALE X AD ADOPTION: MALE X AD
ASED 18+ ws. OVERALL AGED 18+ ws. OVERALL REACH AGED 18+ vs, OVERALL REACH AGED 18+ vs, FEMALE REACH AGED 18+ ws. MALE
X AD REACH AGED 1B+ X AD REACH AGED 1B+ POPULATION AGED 18+ POPULATION AGED 18+ POPULATION AGED 18+

38.4% 61.6% 23.8% 17.9% 29.9%

SOURCES: 'S ADVERTISING RESOURCES; KEFIOS ANALYSIS NOTES: VALUES USE MIDPOINTS OF PUBLISHED RANGES. GENDER DATA ARE ONLY AVAILABLE FOR “FEMALE" AND “MALE" ADVISORY: SIGNIACA! we
MAY EXCEED H00% DUE TO UISER AGE MISSTATEMENTS, DUPLICATE AND PAKE ACCOUNTS, ACCOUNTE THAT DO NOT REFRESENT HUMAN INDIVIDUALS G BUSINESSES, WUSIC BANDS, ETC., DIFERING are <OD> Meltwater
° ESEARCH DATES, AND CHANGES IN RESIDENT PO M5, COMPARABILITY: BASE REVISIONS. VALUES FOR CHAMGE CWVER TIME MAY BE DISTORTED. SEE MOTES O DATS Eﬂﬂ'iﬂl



TOTAL POTENTIAL REACH
OF ADS ON PINTEREST

4.92

( MILLION

PINTEREST AD REACH
vs, TOTAL INTERMNET USERS

27.5%

PINTEREST AD REACH
vs. TOTAL POPULATION

25.0%

PINTEREST AD REACH
vs. POPULATION AGED 13+

29.7 %

MOTES

ADVISORY: FEACH MAY MOT REFRES

M RESID OFULATICNE, COMPARABILITY: BASE REVISIONS, WALLIE DL o 5

QUARTER-ON-QUARTER CHANGE
IN REPORTED PINTEREST AD REACH

-9.3%

-505 THOUSAND

FEMALE PINTEREST AD REACH
vs. TOTAL PINTEREST AD REACH

65.5%

PINTEREST: ADVERTISING AUDIENCE OVERVIEW o

THE POTEMTIAL AUCHENCE THAT MARKETERS CAN REACH WITH ADS OM PINTEREST

CHILE

YEAR-OM-YEAR CHANGE IMN

REPORTED PINTEREST AD REACH

+37.8%

+1.4 MILLION >

MALE PINTEREST AD REACH

vs. TOTAL PINTEREST AD REACH

26.5%

are,
are. . <O Meltwater



MOBILE



MOBILE CONNECTIVITY o

USE OF MOBILE PHOMES AMD DEVICES THAT CONMNECT TO CELLULAR NETWORKS

CHILE

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 10T} WITH TOTAL POPULATION MOBILE CONNECTIONS BROADBAND (3G, 4G, 5G)

30.16 153.5% +4.6% 98.2%

MILLION +1.3 MILLION

SOURCE: G5MA INTELLGEMCE. NOTES: TOTAL CELLULAR CORMECTICMS INCLUDE DEVICES OTHER THAM MOBILE PHOMES, BUT EXCLUDE CELLULAR 1T COMNMECTIONS. FIGURES MAY SIGHIFICAMTLY EXCEED wa
FIGURES FORE POPULATION DUE T MULTIFLE COMMECTIOMS ARMD COMMECTED DEVICES FER PERSON. COMPARABILITY: BASE CHAMGES. YERSIOMS OF THIS CHART PLIBLISHED IM SOME OF OUR PREVIOUS ﬂrﬂ - (0) MEItWﬂtE‘r
REPORTS FEATURED CELLULAR COMNMECTION FIGLRES THAT INCLLIDED CELLLILAR 1QT COMMECTIOMNS, FRZURES SHOWM HERE DO MOT IMCLUDE CELLULAR 1T COMNMECTIOMNS m.al



CELLULAR MOBILE CONNECTIONS OVER TIME ‘

NUMEBER OF MOEBILE CELLULAR CONMNECTIONS OVER TIME
CHILE

28.1 M 284M 28.4 M 28.7 M 28.8 M 292 M 292 M 298 M
0 ﬂl'ﬂ‘] 9% .|.0 6% l l l I I

2021 2022 202‘2 202‘2 202‘2 2023 2023 2023 ‘2023

5:H.lltl:E MTELUGENCE, MOTE: EXCLUDES CELLULAR FOT CORMMECTICNS, WHERE LETTERS ARE SHOMM MEXT TO FRGUIRES ABOVE BARS, K" DEMOTES THOUSAMDS [EG. 121 K 23 000}, M we
JOTES MILLIONS (5. 1.2 14° = 1,230,000, AND “B* DENOTES BILLIGNS (EG, *1.23 B* = 1,230,000,0000, WHERE NG LETTER 3 PRESENT. YALUES ARE SHOWN AS 15, COMPARABILITY: BASE CHANGES. SEF are
NOTES ON DATA : iﬂl (O)ME'ItWﬂter




SHARE OF MOBILE WEB TRAFFIC BY MOBILE OS ~

PERCENTAGE OF WEE PAGE REQUESTS ORIZINATING FROM MOBILE HANDSETS RUNMMING EACH MOBILE OPERATING SYSTEM [N DECEMEBER 20723

CHILE

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 I1OS DEVICES SAMSUNG OS DEVICES FROM KAl OS DEVICES FROM OTHER OS DEVICES

77.25% 22.41% 0.31% 0% 0.03%

YEAR-ON-YEAR CHANGE YEAR-ON-YEAR CHANGE YEAR-ON-YEAR CHANGE YEAR-ON-YEAR CHANGE YEAR-ON-YEAR CHANGE
-4.3% (-343 BPS) +18.6% (+351 BPS) -16.2% (-6 BPS) [UNCHANGED] -40.0% (-2 BPS)

e 3 QT 70%). “BPS* VALLIES REFR BASIS POINTS, AND INDICATE THE ABSCHLUTE CHANI GURES MAY MOT SUM TO 10 E TO ROUNDING ' - R E'UEIHI (O)MEItWUter



SHARE OF SMARTPHONE TIME:
MOBILE GAMES [ALL GENRES)

e EOURCE: DATA Al IN

TOTAL TIME SPENT USING
SMARTPHOMES EACH DAY

4H 59M

13.3%

EE DIATA, 41, NOTES: Flt

CATION COMPARABILITY; 5101

SHARE OF SMARTPHONE
TIME: SOCIAL MEDIA APPS

31.1%

SHARE OF SMARTPHONE
TIME: SHOPPING APPS

0.7%

SHARE OF MOBILE TIME BY APP CATEGORY

TIME SPENT USING APPS IN EACH APP CATEGORY AS A PERCENTAGE OF TOTAL TIME SPENT USING AMDROID PHOMES OVERALL

SHARE OF SMARTPHONE

TIME; ENTERTAINMENT APPS

37.0%

SHARE OF SMARTPHONE
TIME: ALL OTHER APPS

6.0%

E NOT COM P

~ I

CHILE

SHARE OF SMARTPHOMNE
TIME: UTILTY & PRCDUCTIVITY

11.9%
>

SHARE OF SMARTPHOMNE TIME: WEB
BROWSERS & SEARCH ENGIMNES™

6.0%

are. . <CO>Mel
b TP eltwater



MOBILE APP MARKET OVERVIEW ~

HEADLUMNES FOR MOBILE APP DOWMLOADS AND COMSUMER SFEND (IN LS. DOLLARS) BETWEEMN 01 JAMUARY ARD 31 DECEMBER 2023
CHILE

TOTAL NUMBER YEAR-ON-YEAR CHANGE ANNUAL CONSUMER YEAR-OMN-YEAR CHANGE IN
OF MOBILE APP IN THE TOTAL NUMBER OF SPEND ON MOBILE APPS COMNSUMER SPEND ON MOBILE
DOWMNLOADS MOBILE APP DOWNLOADS AND IN-APP PURCHASES (USD) APPS AND IN-APP PURCHASES

893.6 -5.5% $350.7 +14.8%

MILLION -52 MILLION MILLION +$45 MILLION

ITY ACROISSE T GOOGLE PLAY STORE, ARPLE OS5 APP STORE AMD THIRD-PARTY ARDEROID AFF

SOAJRCE: DATA Al INTELLKGEMCE. SEE DIATA Al MOTES: FIGURES REPRESEMT COMBIMED COMSUMER ACTIVITY ACROSS THE GOOG ¢ 5TC we
STCIRES BETWEER JARUARY AMD DECEMBER 2021, *CONSUMER SFEMD® ML INCLUBES SPERD O AFPS ARD IM-APF PURCHASES VIA APF STORES, AMD DOES MOT INCLUDE REVENUES FROM ECOMMERS are ('O)M I
TRAMSACTIONS QR MOBILE ADVERTISING COMNSUMER SPEMD FIGURES ARE IM U5, DOLLARS Eﬂciﬂl eltwater



MOEILE APPS AMND GAMES RAMNKED BY AVEREAGE MOMNTHLY ACTIVE USERS BETWI

WHATSAPP MESSEMGER META i ROBLOX ROBLOX

YOUTUBE GOOGLE FREE FIRE SEA

CHROME BROWSER GOOGLE STUMELE GUYS SCOPELY

GOOGLE GOOGLE MIMECRAFT POCKET EDITIOM MICROSOFT

FACERBOOK META ; GEOMETRY DASH ROBTOP

Al GOOGLE 0 CLASH ROYALE TEMICEMT

INSTAGRAM META POKEMON GO MIANTIC

GOOGLE MAPS GOOGLE 08 BRAWL STARS TENCENT

TIKTOK BYTECAMNCE 09  EA SPORTS FC™ MOBILE 24 SOCCER ELECTROMIC ARTS

GOOGLE PHOTOS GOOGLE AMONG USI INMNERSLOTH




APP RANKING: DOWNLOADS

‘
RANKING OF MOBILE APPS AND MOBILE GAMES BY TOTAL NUMBER OF DOWNLOADS BETWEEN 01 JANUARY AMD 31 DECEMBER 2023

CHILE

01 TIKTOK BYTEDAMCE 01 ROBLOX ROBLOX
02  CAPCUT BYTEDAMCE 02  BLOCK BLAST ADVEMTURE MASTER HUMGRY STUDIO
03  IMNSTAGRAM META 03  FREEFIRE SEA
< 04 SHEIN SHEIN 04  ROYAL MATCH DREAM GAMES >
05  WHATSAPP MESSENGER META 05  STUMBLE GUYS SCOPELY
06  BANCOESTADO BANCOESTADD 06 EA SPORTS FC™ MOBILE 24 SOCCER P2 AN ELECTRONIC ARTS
07 FALABELLA FALABELLA, 07 WORDS OF WONDERS FUGO
08  STAR+ DISNEY 08  SUBWAY SURFERS TEMCENT
09 FACEROOK META 0?2 TOME OF THE MASK PLAYGEMDARY

10 PLUTOTY VIACOMCBS 10 MY PERFECT HOTEL SAYGAMES



MOBILE APP

] MAK: STREAM HBO, TV, & MOVIES
02 DISNEY+

03  5TAR+

04  TIMDER

05 TIKTOK

06 CRUNCHYROLL

07  YOUTURBE

08 GOOGLE ONE

09 PARAMOUMNT+

10 AMAYON PRIME VIDEO

SOURCE: DATA A INTELLKGENTE. SEE DATA Al. HOTES: RAMEINGS BASED O
1ARY ARD 31 DECEMBER 023, “COMSUMER SPEMND

IMBMERCE OF MOBILE ADVYERTISIMG

BETWI

O 1A
REVEMLIES FROHM

FRICH

COMPANY

WARNER BROS. DISCOVERY

DISNEY

DISNEY

MATCH GROUP

BYTEDAMCE

SONY

GOOGLE

GOOGLE

VIACOMCRS

AMATON

COMBIMED COMSUMER ACTIVITY ACROSS T
CILY IMCLUGES SFEME 3R AFFS AND (M-APP FUR

o1

02

03

04

035

06

oF

o8

o9

10

GOOGLE PLAY STOR

VEES V1A APP STORES. AN

APP RANKING: CONSUMER SPEND

RAMNKING OF MOBILE APPS AMD MOBILE GAMES BY TOTAL CONSUMER SPEMD BETWEEMN 01 JANUARY AMND 31 DECEMBER 2023

MOBILE GAME

ROBLOX

CAMDY CRUSH SAGA

COIN MASTER

FREE FIRE

CALL OF DUTY: MOBILE

EA SPORTS FC™ MOBILE 24 SOCCER

GARDEMSCAPES BY FLAYRIX

ROYAL MATCH

STUMBLE GUYS

POKEMOMN GO

AMD APPLE D5 APP STOR
3 DSES MOT INOLLIDE

COMPANY

ROBLOX
ACTIVISION BLZZARD
MOOMN ACTIVE

SEA >
ACTIVISION BUZZARD
ELECTROMIC ARTS
FLAYRIX
DREAM GAMES
SCOPELY

MIANTIC

we
g&g sal <OD Meltwater



ECOMMERCE




ACCOUMNT WITH A

FIMARNCIAL IMSTITUTICMN

87.1%

FEMALE

< 86.6%

MALE
87.6%

MADE A DIGITAL
PAYMEMT [PAST YEAR)

77.6%

FEMAALE
75.9%

e SOURCE: WORLD BAN|

MOTES: SOME Fit

MALE
79.4%

eeeee

CREDIT CARD
OWMERSHIP

24.3%

FEMALE MALE
11 +9‘|3l'-|'° 2?{-“%

MADE & PURCHASE USING A MOBILE
PHOME OR THE IMNTERMET (PAST YEAR)

48.9%

FEWAALE MALE
45.6% 52.6%

FINANCIAL INCLUSION FACTORS

PERCENTAGE OF THE TOTAL POPULATION ACGED 15+ THAT OWNS OF USES EACH PRODUCT OR SERVICE

DEBIT CARD
OWMERSHIP

78.8%

O
FEMALE MALE
77.2% 80.6%

USED A MOBILE PHOME OR THE
INTERMET TO SEMD MOMNEY [PAST YEAR)

42.9%

FEMALE MALE
40.9% 45.2%

~ N

EHILE

MOBILE MOMEY ACCOUNT
|E.G. MPESA, GCASH)

18.7%

o
FEMALE MALE

16.1% 21.5% >

LISED A MOBILE PHOME OR THE
INTERMET TO PAY BILLS {PAST YEAR)

51.6%

[ ]
FEMALE MALE
50.4% 52.8%
are, . <OD>Meltwat
" eltwdarter
social



WEEKLY ONLINE SHOPPING ACTIVITIES od

PERCENTAGE OF IMTERMNET USERS AGED 16 TO 64 WHO ENGAGE IN SELECTED ECOMMERCE ACTIVITIES EACH WEEK
CHILE

PURCHASED A PRODUCT ORDERED GROCERIES BOUGHT A SECOND-HAND USED AN ONLINE PRICE USED A BUY NOW,
OR SERVICE ONLINE VIA AN ONLINE STORE ITEM VIA AN ONLNE STORE COMPARISOM SERVICE PAY LATER SERVICE

53.8% 27.2% 13.2% 17.0% 4.2%

we
SOURCE: W1 (03 2021 FIGURES REPRESENT THE FINDINGS OF A BROAD SURVEY OF INTERNET LISERS AGED 1610 64. SEE GW.COM. COMPARABILITY: METHODOLOGY CHAN NOTES ON DATA are, . <O>Meltwater
a social



ONLINE PURCHASE DRIVERS od

PERCEMTACGE OF IMTERMET USERS AGED 16 TO &4 WHO S5AY EACH FACTOR WOULD EMCOURAGE THEM TO COMPLETE AN OMLINE PURCHASE
CHILE

FREE DELIVERY 63.7%

COUPONS AND DISCOUNTS 48.9%

MEXT-DAY DELIVERY 43.2%

SIMPLE OMNLINE CHECKOUT 41.0%

EASY RETURNS POLICY 379%

LOYALTY POINTS 30.9%

29.4% >

CLICK AND COLLECT 279%

CUSTOMER REVIEWS

CASH ON DELIVERY 25.2%
SOCIAL LIKES & COMMENTS 23.9%
ECO-FRIENDLY CREDEMTIALS 19.1%

GUEST CHECKOUT 18.4%

5%
B 9.5% EXCLUSIVE CONTENT OR SERVICES
I (5 socislsu suTTONS

we
SOURCE: GWI (23 2023] FIGURES REPRESENT THE FINDINGS OF A BROAD SURVEY OF INTERNET USERS AGED 16 70 64. SEE GW] COM, COMPARABILITY: METHODOLOGY CHAN: NOTES ON DATA are, . {OD>Meltwater
° social



ELECTROMICS

$2.66
BILLION

YEAR-OM-YEAR CHAMGE
< +5.6% [+$140 MILLION)

BEALTY &
FERSOMAL CARE

$250.0
MILLION

YEAR-OPM-YEAR CHAMGE
+8.7% [+$20 MILLION)

EOURCE: STATISTA ECOMMMERCE MARKET. SEE
FIGLIRES ARE MOT COMPARAELE W

FASHION

$1.09
BILLION

YEAR-COMN-YEAR CHAMGE
+10.1% [+$100 MILLION)

TOBACCO
PRODUCTS

$60.00
MILLION

YEARE-COM-YEARE CHAMGE
+20.0% (+$10 MILLION)

STATISTA. CCOM. NOTES: FIGURES REFRESE!

FOOD

$440.0
MILLION

YEAR-OM-YEAR CHAMGE
+18.9% [+570 MILLION)

TOYS &
HOBBY

$340.0
MILLION

YEAR-OM-YEAR CHAMGE
+3.0% [+510 MILLION]

BEVERAGES

$170.0
MILLION

YEAR-OM-YEAR CHAMGE
+6,3% (+510 MILLION)

HOUSEHOLD
ESSEMTIALS

$40.00
MILLION

YEAR-OMN-YEAR CHAMGE
+33.3% (+510 MILLION)

5 COMPARABILITY: SIGRIRCAMT BASE

oIy & HARDWARE

$690.0
MILLION

YEAR-ON-YEAR CHANGE
+1.5% (+510 MILLION]

CWER-THE-COUMTER
PHARMACEUTICALS

$80.00
MILLION

YEAR-OMN-YEAR CHAMNGE
+14.3% [+5$10 MILLION}

APD MAICOR CATEOEY DERIE

ECOMMERCE: CONSUMER GOODS CATEGORIES

ESTIMATED AMNUAL SPEND IN EACH CONSUMER GOODS ECOMMERCE CATEGORY (B2C ONLY, U.S. DOLLARS, FULL-YEAR 2023)

FLURMITLIRE

$740.0
MILLION

YEAR-OM-YEAR CHAMNGE
+B.8% [+560 MILLION)

LUXLIRY
GOODS

$100.0
MILLION

YEAE-OM-YEARE CHAMGE
[UNCHANGED]

~ Il

CHILE

PHYSICAL MEDLA

$230.0
MILLION

YEAR-OMN-YEAR CHAMNGE

[UNCHANGED] >

EYE-
WEAR

$30.00
MILLION

YEAR-OM-YEAR CHAMIGE
[UNCHANGED]

are, . <O>Mel
‘al eltwater



PAYMENT METHODS USED FOR ECOMMERCE o

PERCENTAGE OF ALL B2C ECOMMERCE TRANSACTIONS IN 2022 COMPLETED USIMNG EACH TYPE OF PAYMENT METHCD

CHILE

SHARE OF B2C ECOMMERCE  SHARE OF B2C ECOMMERCE  SHARE OF B2C ECOMMERCE  SHARE OF B2C ECOMMERCE  SHARE OF B2C ECOMMERCE

TRANSACTION VOLUME TRANSACTION VOLUME TRANSACTION VOLUME TRANSACTION YOLUME TRANSACTION VOLUME
ATTRIBUTABLE TO DIGITAL ATTRIBUTABLE TO DEBIT ATTRIBUTABLE TO ATTRIBUTABLE TO ATTRIBUTABLE TO OTHER
AND MOBILE WALLETS AND CREDIT CARDS BANK TRANSFERS CASH-ON-DELIVERY PAYMENT METHODS

18.0% 59.0% 15.0% 2.0% 6.0%



TOP GOOGLE SHOPPING SEARCHES o

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

CHILE

# SEARCH QUERY INDEX vs. TOP QUERY # SEARCH QUERY INDEX vs. TOP QUERY

01  ZAPATILLAS 100 1T ZAPATILLAS HOMBRE 22
02 NIKE 60 12 SODIMAC 21
03 IPHONE 38 13 LIDER 21
( 04 FALABELLA 37 14  PARIS 17
05 SAMSUNG 32 15 PUMA 17
06 ADIDAS kY. 16  MOCHILA 16
07  ZAPATILLAS MUJER 31 17 ZAPATILLAS NIKE 15
08 RIPLEY 24 18  COCINA 14
09 JORDAN 23 19 CONVERSE 10

10 MERCADQO LIBRE 23 20 EASY 10



FUGHTS

$1.84

BILLION

YEAR-OM-YEAR CHAMGE
+24.7% (+$364 MILLION)

HOTELS

$825.3

MILLION
YEAR-OMN-YEAR CHAMNGE
+27.7% (+$179 MILLION)

TRAIMS

$10.08

MILLION

YEAR-OM-YEAR CHAMGE
+45.1% (+$3.1 MILLION)

PACKAGE HOLIDAYS

$879.6

MILLION

YEAR-ON-YEAR CHANGE
+45.0% (+5273 MILLION)

ONLINE TRAVEL AND TOURISM

ANMNUAL OMLIME SPEND ON TRAVEL AMD TOURISM SERVICES (U.5. DOLLARS, FULL-YEAR 2023)

CAR RENTALS

$199.3

MILLION
YEAR-OM-YEAR CHAMGE
+34.8% (+$52 MILLION)

VACATION RENTALS

$382.3
MILLION

YEAR-OMN-YEAR CHANGE
#27.1% (+5$81 MILLION)

LONG-DISTANCE BUSES

$147.4

MILLION
YEAR-OM-YEAR CHAMGE
+44.5% (+$45 MILLION)

CRUISES

$6.18
MILLION

YEAR-OM-YEAR CHAMGE
+35.0% (+$1.6 MILLION]

CHILE

>



ONLINE RIDE-HAILING OVERVIEW d

HEADLUMES FOR THE ADOPTION AMND LUSE OF ONLUMNE RIDE-HAILING SERVICES
CHILE

NUMBER OF PEOPLE YEAR-OMN-YEAR CHANGE IN TOTAL ANNUAL VALUE OF YEAR-ON-YEAR CHANGE IN  AVERAGE ANNUAL VALUE PER
USING ONLIME RIDE- THE NUMBER OF ONLINE ONLINE RIDE-HAILUNG MARKET VALUE: ONLINE RIDE-  USER: ONLINE RIDE-HAILING
HAILING SERVICES RIDE-HAILING SERVICE USERS BOOKINGS (USD, 2023) HAILING BOOKINGS BOOKINGS (USD, 2023)

598 +2.7% $256.1 +44.3% $42.83

MILLION +160 THOUSAND MILLION +$79 MILLION



DIGITAL HEALTH TREATMENT & CARE OVERVIEW o

HEADLUMES FOR THE ADOPTION AND USE OF DIGITALLY ENABLED HEALTHCARE TREATMENTS AND CARE

CHILE

NUMBER OF PECPLE YEAR-ON-YEAR CHANGE TOTAL ANNUAL VALUE OF YEAR-ON-YEAR CHANGE AVERAGE ANMNUAL VALUE PER
USING DIGITAL HEALTH IN USERS OF DIGITAL THE DIGITAL TREATMENT & IN MARKET VALUE: DIGITAL USER: DIGITAL TREATMENT &
TREATMENT & CARE TREATMENT & CARE CARE MARKET {USD, 2023) TREATMENT & CARE MARKET CARE (USD, 2023)

MILLION +$22 MILLION



Al ONLINE DOCTOR CONSULTATIONS OVERVIEW o

2024 HEADUMNES FOR THE ADOFTION AMD USE OF ONUMNE DOCTOR COMNSULTATION SERVICES
CHILE

NUMBER OF PEOPLE YEAR-ON-YEAR CHANGE IN TOTAL ANNUAL VALUE YEAR-OMN-YEAR CHANGE AVERAGE ANNUAL VALUE
USING ONLINE DOCTOR USERS OF ONLINE DOCTOR OF ONLINE DOCTOR IN MARKET VALUE: ONLINE PER USER: ONLINE DOCTOR
CONSULTATION SERVICES CONSULTATION SERVICES ~ COMNSULTATIONS (USD, 2023) DOCTOR COMNSULTATIONS ~ CONSULTATIONS (USD, 2023)

420.0 0% $35.28 +16.1% $83.17

THOUSAND [UNCHANGED)] MILLION +$4.9 MILLION



DIGITAL FITNESS & WELL-BEING OVERVIEW o

HEADLIMES FOR THE ADOPTION AMD USE OF DIGITAL FITNESS & WELL-BEING DEVICES AMD SERVICES
CHILE

NUMBER OF PEOPLE USING YEAR-OMN-YEAR CHANGE TOTAL ANNUAL VALUE OF YEAR-OMN-YEAR CHANGE AVERAGE ANMNUAL VALUE
DIGITAL FITNESS & WELL- IN THE MUMBER OF DIGITAL THE DIGITAL FITNESS & WELL- IN MARKET VALUE: DIGITAL PER USER: DIGITAL FITNESS &
BEING DEVICES AND SERVICES FITNESS & WELL-BEING USERS BEING MARKET {USD, 2023) FITMNESS & WELL-BEING MARKET WELL-BEING (USD, 2023)

697 +25.1% $308.7 +249% $44.32

MILLION +1.4 MILLION MILLION +$62 MILLION



DIGITAL CONTENT PURCHASES od

PERCENTAGE OF IMTERMET USERS AGED 16 TO 64 WHO PAY FOR EACH TYPE OF DIGITAL CONTENT EACH MORMTH
CHILE

MOVIE OR TV STREAMING SERVICE 45.0%

MUSIC STREAMING SERVICE 32.9%
MOBILE APP 14.2%
MUSIC DOWNLOAD 13.4%

MOBILE GAME 12.9%

PREMIUM WEB SERVICE

IN-APP PURCHASES J >

SOFTWARE PACKAGE 6.5%
6%
_ 50% STUDY PROGRAMS AND LEARNING MATERIALS

B 2.7% opaniNG service

- 2.2% ONLINE MAGAZINE SUBSCRIPTION



TOTAL

VIDEO GAMES

DIGITAL MEDIA SPEND

FULL-YEAR 2023 SPEMD OMN DIGITAL MEDIA SUBSCRIFTIONS AMND DOWMNLOADS (IN U.5. DOLLARS)

VIDEO-ON-DEMAND

~

CHILE

EPUBLISHING DIGITAL MUSIC

$1.07

BILLION

YEAR-OMN-YEAR CHANGE
+11.7% (+$113 MILLION)

SOURCE: STATISTA DIGITAL MARK
O T CO;I-F.#IIABIUT'I'::: ]

$456.7

MILLION

YEAR-ON-YEAR CHANGE
+11.3% (+546 MILLION)

STATISTA COM. MOTES: RES REPRESEM

$404.5

YEAR-OMN-YEAR CHANGE
+13.7% (+$49 MILLION)

$89.62

MILLION

YEAR-ON-YEAR CHANGE
+4.5% (+$3.9 MILLION)

$122.8

MILLION

YEAR-OMN-YEAR CHANGE
+12.1% (+$13 MILLION)

are
are, <OD> Meltwater



DIGITAL MARKETING



SOURCES OF BRAND DISCOVERY i

PERCEMTACGE OF IMTERMET USERS AGED 16 TO &4 WHO DISCOVER NEW BRARMDS, PRODUCTS, ANMD SERVICES YA EACH CHANNEL OR MEDIUM
CHILE

SOCIAL MEDIA ADS 39.1%

WORD-OF-MOUTH 36.2%
SEARCH ENGINES 34.6%
BRAND WEBSITES 34.4%

33.4%
ADS ON WEBSITES 31.8%

SOCIAL MEDIA COMMEMNTS

3l.6%

RETAIL WEBSITES

IN-STORE PROMOS 26.0%
25.2%
TV SHOWS AND FILMS 23.3%

7.8%
7%
4%
4



ENGAGEMENT WITH DIGITAL MARKETING o

PERCENTAGE OF IMTERMET USERS AGED 16 TO 64 WHO 54Y THEY EMGAGE IN EACH KIND OF OMLUMNE ACTIVITY
CHILE

RESEARCH BRANDS VISITED A BRAND'S CLICKED OR TAPPED CLICKED OR TAPPED ON A DOWNLOADED OR
ONLINE BEFORE WEBSITE IN THE ON A BANNER AD ON A SPONSORED SOCIAL MEDIA, USED A BRANDED MOBILE
MAKING A PURCHASE PAST 30 DAYS WEBSITE IN THE PAST 30 DAYS ~ POST IN THE PAST 30 DAYS APP IN THE PAST 30 DAYS

59.7% 603% 13.3% 14.0% 16.0%

YOY: +3.5% (+200 BPS) YOY: -5.0% (-320 BPS) YOY: -9.5% (-140 BPS) YOY: -11.4% (-180 BPS) YOY: -11.1% (-200 BPS)



MAIN CHANNELS FOR ONLINE BRAND RESEARCH ‘

PERCEMTAGE OF IMTERMET LISERS AGED 14 TO &4 WHO USE EACH CHAMMEL AS A PRIMARY 3OURCE OF INFORMATION WHEM RESEARCHING BRAMDS
CHILE

SOCIAL NETWORKS 58.6%

53.7%

PRODUCT & BRAND WEBSITES 42.8%

CONSUMER REVIEWS 313.7%

MOBILE APPS 27.4%

PRICE COMPARISON SITES 27.3%

VIDEO SITES 23.5% >

Q&A SITES

18.7%
8%
5%
B B.7% FORUMS & MESSAGE BOARDS
B4

BI%

b4




ADVERTISING SPEND: TOTAL vs. DIGITAL o

TOTAL AD SPEND ACROSS ALL CHANMELS, WITH DETAIL FOR DIGITAL AD SPEND (U.5. DOLLARS, FULL-YEAR 2023)

CHILE

TOTAL AD SPEND YEAR-ON-YEAR DIGITAL AD SPEND YEAR-ON-YEAR DIGITAL AD SPEND
(INCLUDING OMLINE CHANGE IN TOTAL AD (INCLUDING SEARCH CHANGE IN AS A PERCENTAGE
AND OFFLINE CHANNELS) SPEND (ALL CHANMELS) AND SOCIAL MEDIA) DIGITAL AD SPEND OF TOTAL AD SPEND

$2.01 +5.0% $966.0 +10.3% 48.1%

BILLION +$96 MILLION MILLION +$91 MILLION




TOTAL ANMUAL SPEND ON
DIGITAL ADS (ALLTYPES)

$966.0

MILLION

Y-O-Y CHAMGE I SPERD
( +10.3% (+$91 MILLION)

AMMUAL SPEND ON
OMLINE CLASSIFIEDS

$19.33

MILLION

Y-O- CHARGE IM SPERD
+1.8% (+$340 THOUSAND)

ANMNUAL SPEND O
CMLME SEARCH ADS

$242.2
MILLION

Y-O- CHARGE IM SPEMD
+13.0% (+$28 MILLION)

AMMUAL SPEND ON
DIGITAL AUDIO ADS

$13.59

MILLION

¥-0-¥ CHAMGE M SPEMD
+18.0% (+$2.1 MILLION)

DIGITAL ADVERTISING SPEND

ANNUAL SPEND ON DIGITAL ADVERTISING BY FORMAT (U5, DOLLARS, FULL-YEAR 2023)

ARNMUAL SPEND OM
DIGITAL VIDEO ADS

$255.0

MILLION

YO CHAMGE IM SPEMD
+8.3% (+$20 MILLION)

SHARE OF TOTAL DIGITAL
AD SPEND: MOBILE DEVICES™®

65.3%

Y-O-f CHANGE IN SPEND
+5.3% (+327 BPS)

ANMNUAL SPEND ON
DIGITAL BAMMNER ADS

$261.5

MILLION

Y-O-Y CHANGE IN SPEND
+10.3% (+525 MILLION)

SHARE OF TOTAL DIGITAL
AD SPEND: SOCIAL MEDIA

27.3%

Y¥-0: CHAMGE (M SPEMD
-0.5% (-14 BPS)

od

CHILE

ANMNUAL SPEMD OMN OMNLUNE
INFLUEMNCER ACTIVITIES

$49.20

MILLION
Y-O-Y CHAMGE IN SPEND

+16.1% (+56.8 MILLION]) >

SHARE OF TOTAL DIGITAL
AD SPEND: PROGRAMMATIC

71.9%

¥-O-Y CHAMGE IM SPEMD
+0.7% (+52 BPS)



PROGRAMMATIC ADVERTISING OVERVIEW ~

SPEND ON PROGRAMMATIC ADVERTISING AMD ITS SHARE OF THE DIGITAL ADVERTISING MARKET
CHILE

ANNUAL SPEND ON YEAR-ON-YEAR CHANGE PROGRAMMATIC'S YEAR-ON-YEAR CHANGE IN
PROGRAMMATIC IN PROGRAMMATIC SHARE OF TOTAL DIGITAL PROGRAMMATIC'S SHARE OF
ADVERTISING (USD}) ADVERTISING SPEND (USD) ADVERTISING SPEND TOTAL DIGITAL ADVERTISING SPEND

$694.8 +11.1% 71.9% +0.7%

MILLION +$70 MILLION +52 BPS



SEARCH ADVERTISING OVERVIEW

SPEND ON ONLIME SEARCH ADVERTISING (IN U.5. DOLLARS] AMD ITS SHARE OF THE DIGITAL ADVERTISING MARKET

ANMNUAL SPEND YEAR-ON-YEAR CHANGE ONLIMNE SEARCH'S SHARE
ON ONLIMNE SEARCH IN ONLINE SEARCH OF TOTAL DIGITAL
ADVERTISING (USD) ADVERTISING SPEND ADVERTISING SPEND

$242.2  +13.0% 25.1%

MILLION +$28 MILLION

CHILE

YEAR-ON-YEAR CHANGE IN
OMNLMNE SEARCH'S SHARE OF
TOTAL DIGITAL ADVERTISING SPEND

+2.4%

+59 BPS



SOCIAL MEDIA ADVERTISING OVERVIEW o

SPEND ON SOCIAL MEDIA ADVERTISING [IN U.5. DOLLARS) AMND ITS SHARE OF THE DIGITAL ADVERTISING MARKET

EHILE

ANNUAL SPEMND YEAR-OMN-YEAR CHANGE SOCIAL MEDIA'S SHARE YEAR-OMN-YEAR CHANGE IN
ON SOCIAL MEDIA IN SOCIAL MEDIA OF TOTAL DIGITAL SOCIAL MEDIA'S SHARE OF TOTAL
ADVERTISING (USD) ADVERTISING SPEND ADVERTISING SPEND DIGITAL ADVERTISING SPEND

$263.8 +9.7% 27.3% -0.6%

MILLION +$23 MILLION -15 BPS



INFLUENCER ADVERTISING OVERVIEW o

SPEND ON IMNFLUENCER ADVERTISING ACTIVITIES (IN U.S. DOLLARS) AND THEIR SHARE OF THE DIGITAL ADVERTISING MARKET
CHILE

ANNUAL SPEND YEAR-OMN-YEAR INFLUENCER ADVERTISING'S YEAR-ON-YEAR CHANGE IN
ON INFLUENCER CHANGE IN INFLUENCER SHARE OF TOTAL INFLUENCER ADVERTISING'S SHARE
ADVERTISING (USD) ADVERTISING SPEND DIGITAL AD SPEND OF TOTAL DIGITAL AD SPEND

$49.20 +16.1% 5.1% +5.3%

MILLION +$6.8 MILLION +25 BPS



ATTITUDES: ADS AND AD TRACKING o

HOW IMTERMET LISERS AGED 16 TO &4 FEEL ABOUT ADS, AND THE STEPS THEY TAKE TO AYVCHD ADVERTISING AND AD TRACKING
CHILE

FEEL REPRESENTED USE AN AD BLOCKER DECLMNE COOKIES USE A VIRTUAL PRIVATE
IN THE ADVERTISING FOR AT LEAST SOME AT LEAST SOME NETWORK (VPN) FOR AT LEAST
THAT THEY SEE OR HEAR OMNLNE ACTIVITIES OF THE TIME SOME OMLINE ACTIVITIES

7.7 % 24.0% 33.9% 17.9%

YEAR-ON-YEAR CHANGE YEAR-OMN-YEAR CHANGE YEAR-OMN-YEAR CHANGE YEAR-OM-YEAR CHANGE
-15.4% (-140 BPS) -7.3% (-190 BPS) +4.3% (+140 BPS) -6.3% (-120 BPS)
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