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ol TIME SPENT USING SOCIAL MEDIA APPS

AVERAGE TIME PER MONTH THAT USERS SPEND USING EACH PLATFORM'S ANDROID APP, RANKED BY CUMULATIVE TIME ACROSS ALL ANDROID USERS

01: YOUTUBE

23H O9M

YEAR-ON-YEAR CHANGE
-2.3% (-32 MINS)

06: FACEBOOK MESSENGER

3H O7M

YEAR-ON-YEAR CHANGE
+5.5% (+10 MINS)

@ SOURCE:

02: FACEBOOK

f

19H 43M

YEAR-ON-YEAR CHANGE
+0.7% (+8 MINS)

07: TELEGRAM
3H 57M
YEAR-ON-YEAR CHANGE
+33.2% (+59 MINS)

03: WHATSAPP

17H 20M

YEAR-ON-YEAR CHANGE
-6.7% (-1H 15M)

08: TWITTER

Y

SH 28M

YEAR-ON-YEAR CHANGE
+6.7% (+21 MINS)

04: INSTAGRAM

12H OOM

YEAR-ON-YEAR CHANGE
+6.9% (+46 MINS)

09: LINE

:f @ fi:

10H 59M

YEAR-ON-YEAR CHANGE
-5.5% (-39 MINS)

GLOBAL OVERVIEW

05: TIKTOK

23H 28M

YEAR-ON-YEAR CHANGE
+19.7% (+3H 51M)

10: SNAPCHAT

3H 10M

YEAR-ON-YEAR CHANGE
+7.0% (+12 MINS)

we
are, . {O>Meltwater
social




wanl TIME SPENT USING SOCIAL APPS

AVERAGE TIME PER MONTH THAT GLOBAL USERS SPENT USING EACH PLATFORM’S ANDROID APP THROUGHOUT 2022

GLOBAL OVERVIEW

5.5 HOURS / MONTH
R .0 HOURS / MONTH

3.2 HOURS / MONTH
LTI 3.1 HOURS / MONTH

SOURCE: DATA.A HOURS MONT we
are, . <O>Meltwater
social
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Number of social media users in billions

Global Social Media Users (2017 to 2027)

5.856

6 5.64

5.42
5.17
4.89
459
426

4 351
2
0 - : )

2017 2018 2019 2020 2021 2022 2023 2024 2025 2026 2027
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Quality Scale of interaction
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Quality Scale of interaction
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Golden Tips for Digital Marketer
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Actions by Digital Marketer
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Actions by Digital Marketer
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Building Facebook & Instagram campaigns

O @l (8 ezl Badl AST e piad lige 453
el 8t 3y 0 AST (2 (Meta) V13S0l
00 Meta Facebook (gules

rowlad| diyys 4o,
Jbl il das)ys 48,8

Messenger Kids @ WhatsApp gulks
. 279K hke this |nStagramJ‘9'saJ‘ ds)w - .

Oculus VR (s21,dY| aslgll 4S
€ Oculus -- &

o Jes] — dbgaze Fgamdl e

(o) NG T N GURE NS

aroatst

J-ocl



Building Facebook & Instagram campaigns
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What is the media?
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