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Social Media Landscape
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We Are Social x Meltwater
Global Digital Report 2024
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OVERVIEW OF THE ADOPTION AND USE OF CONNECTED DEVICES AND SERVICES >J
NOTE: SIGNIFICANT REVISIONS TO SOURCE DATA MEAN THAT Fi¢ SHOWN HERE ARE NOT COMPARABLE WITH PREVIOUS REPORTS. SEE THE IMPORTANT NOTES AT THE START OF THIS REPORT FOR DETAILS i:":-lnc:

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

60.69 118.6 45.34 26.00

MILLION MILLION MILLION MILLION
YEAR-ON-YEAR CHANGE YEAR-ON-YEAR CHANGE YEAR-ON-YEAR CHANGE YEAR-ON-YEAR CHANGE
+0.9% +3.7% +0.9% +0.8%
+547 THOUSAND +4.2 MILLION +409 THOUSAND +200 THOUSAND
URBANISATION TOTAL vs. POPULATION TOTAL vs. POPULATION TOTAL vs. POPULATION

69.0% 195.4% 74.7% 42.8%

we
gge <O> Meltwater

e SOURCES: U
MEL R




MEDIA USE

THE PERCENTAGE OF INTERNET USERS AGED 16 TO 64 WHO CONSUME EACH MEDIA TYPE

=

SOUTH

AFRICA
USING THE INTERNET USING THE INTERNET VIA A USING WATCHING LINEAR WATCHING STREAMING
VIA A MOBILE PHONE LAPTOP, DESKTOP, OR TABLET SOCIAL MEDIA AND BROADCAST TV AND ON-DEMAND TV

98.3%

YEAR-ON-YEAR CHANGE
-0.2% (-16 BPS)

READING ONLINE
PRESS CONTENT

67.4%

YEAR-ON-YEAR CHANGE
-1.2% (-84 BPS)

93.7%

YEAR-ON-YEAR CHANGE
-0.8% (-74 BPS)

READING PHYSICAL
PRESS CONTENT

63.8%

YEAR-ON-YEAR CHANGE
-4.0% (-265 BPS)

97.3%

YEAR-ON-YEAR CHANGE
-1.0% (-97 BPS)

LISTENING TO
BROADCAST RADIO

80.3%

YEAR-ON-YEAR CHANGE
-3.0% (-251 BPS)

90.5%

YEAR-ON-YEAR CHANGE
-0.7% (-66 BPS)

LISTENING TO MUSIC
STREAMING SERVICES

75.1%

YEAR-ON-YEAR CHANGE
+1.8% (+134 BPS)

78.0%

YEAR-ON-YEAR CHANGE
+2.4% (+185 BPS)

LISTENING
TO PODCASTS

69.0%

YEAR-ON-YEAR CHANGE
+0.07% (+5 BPS)

are. . <O>Mel
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AVERAGE AMOUNT OF TIME (IN HOURS AND MINUTES) THAT INTERNET USERS AGED 16 TO 64 SPEND USING THE INTERNET EACH DAY ON ANY DEVICE

DAILY TIME SPENT USING THE INTERNET
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GLOBAL OVERVIEW

AVERAGE AMOUNT OF TIME (IN HOURS AND MINUTES) THAT INTERNET USERS AGED 16 TO 64 SPEND USING SOCIAL MEDIA EACH DAY

DAILY TIME SPENT USING SOCIAL MEDIA
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SOCIAL MEDIA AS A SOURCE OF NEWS

PERCENTAGE OF SOCIAL MEDIA USERS AGED 16 TO 64 WHO SAY THAT READING NEWS STORIES IS A MAIN REASON FOR USING SOCIAL MEDIA

GLOBAL OVERVIEW
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Changing trends in Government approach to
research

Today’s social

Traditional methods: climate:

Social media
offers a huge pool

Government would use
Polls, Surveys and Research

Without this data, the

. information gathered is
of public consumer

to understand community : . too siloed
: sentiment which
sentiment :
provides a more
real-time image of
the landscape
. J

15 <OD Meltwater



The Value of Social Listening

?

What content
resonates with the
citizens in my

2

community?

?

What are the trends in

our portfolio topic area

that resonate with the
public?

v A
006
CONTENT COMMUNITY
BRAND RISK
MANAGEMENT MANAGEMENT MANAGEMENT
INFLUENCER
IDENTIFICATION & CUSTOMER COMMﬁﬁfcli-nONs
MONITORING CARE

®

REAL-TIME MARKET
INSIGHTS

a

CAMPAIGN
OPTIMIZATION

@

COMPETITIVE
BENCHMARKING

.
?
How do | monitor
brand risks?
\.
.

?

How do my brand
conversations and likes
stack up against
peers?




The Value of Social Listening

?

Who are my key
influencers and what
are they saying about

my organization?

\

?

How is my government
funded project
performing in market?

006
CONTENT COMMUNITY
BRAND RISK
MANAGEMENT MANAGEMENT MAMACEMENT
INFLUENCER
IDENTIFICATION & CUSTOMER c OMMle;IlScIiTl ONS
MONITORING CARE

?

How do | engage with

my stakeholders and

citizens on their social
networks

J

®

REAL-TIME MARKET
INSIGHTS

a

CAMPAIGN
OPTIMIZATION

@

COMPETITIVE
BENCHMARKING




B ut can 't I Not all content is searchable
m 0 n ito r it 0 n my All social media platforms restrict what information is
own?

easily searchable because of heightened privacy
policies. This means that it is difficult to get data via
search engines.

There’s a lot of content out there

There is a large amount of content scattered among
platforms. It's impossible to have an eye on all of
them, and you don’t know when they are going to be
crucial.

The importance of alerts

having the ability to have the data visualised
instantaneously is very important from a time-saving
perspective.

18 <O> Meltwater



Social Listening Use Cases for Government

Brand
Management

Detect where your brand
logo appears in visual
content

19

Misinformation

Navigate misinformation,

and surface your critical
mentions around topics

or missions important to
your citizens.

Crisis
Management

Anticipate and manage a
potential crisis by
detecting them in images
or videos.

Trends
Detection

Detect the latest trends in
your industry, canvassing
text, images and video.

<O> Meltwater
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Effective Crisis Management
through Media Monitoring and
Social Listening

<OD Meltwater



The world has seen significant digital
growth in the last few years.

A story is unlikely to be contained to one
channel. Having a holistic overview is more
vital than ever.

Things move quickly in the digital

landscape. This means a crisis can emerge
and passes quickly.

<O> Meltwater



Crises can happen extremely quickly today

Of business leaders say they've
0 experienced at least 1 crisisin a b year
6 9 /O period, with the average number being 3.
HubSpHit
&

4 <O>Melewater



Crisis

Management

Enabling you to:

. Be made aware of critical insights in real time via Al

« Understand the drivers of conversations & crises

« Share relevant insights and content with the right
stakeholders to affect change, and act

Alert

Surface the right insights in real
time across all forms of media.
Share content with the right
people at the right time on your
channel of choice

23

Analyze

Deep dive into brand and
industry factors to spot trends as
they emerge, and understand
what’s driving them.

Qo Alert
Spike Detection

Alerts ~

28 Unread MARK A

0 sa,
Meltwater has had a launch related event

Meltwater

-

Meltwater is involved in a news event

Maltwator

o G

Meltwater begins new partnership

Mattwater

° Reach by channels
Meltwater begins new partnership

Mattwater

200

150
Meltwater. has had a launch related ¢

Mattwater

° ==

Meltwater begins new partnership

Act Manage

Quickly halt & change content Reflect on crisis themes & drivers.
messaging based on surfaced Identify influential sources,
insights, & engage directly with communities or influencers, and
key instigators on their channel manage your crisis plan

of choice

<O> Meltwater



A picture is worth a
thousand words...

2.0x

Our own research shows
) ) o that Twitter posts with
Al technology enables us to identify a crisis images receive 2.6 times

outside of text. more engagement than
text-only posts.

We leverage Computer Vision for:

o Image Analysis

e Video Analysis ! X

Meltwater's data shows
twice as much engagement
for tweets with videos
compared to standard
posts.

Sport, Stadium

24 <O> Meltwater




Evaluating Brand Management

<OD Meltwater



Evaluating Brand Perception

To create messages that land well with your customers, understanding the perception of
your brand in the competitor landscape is key

SoV by Mentions = SoV by Sentiment
@ Assessing how salient your brand is in @@ﬂ Benchmarking against competing brands
comparison to your closest industry by analysing how consumer sentiment
competitors compares
key Share of Voice by Mentions Share of Voice by Sentiment

metrics

to assess your
brand perception

30K 0
o -
0 Brand A Brand B Brand Brand Brand E
rand A Brand rand D Brand .
© Negative

Neutral @ Positive

<O> Meltwater




Customer Story

South African Tourism

SOUTH AFRICAN TOURISM

Brand South Africa has been able to track
and stay on top of mentions in real-time,
allowing them to manage the reputation of
the country more efficiently. With the ability to
stay on top of the multiple campaigns they
run, Brand South Africa continues to
successfully manage South Africa's
reputation with an all-in-one platform.

® Get Accurate, Consolidated Reporting and
| really love the simplicity in the

Analytics : .
. . . reporting that Meltwater provides.
e Track the Success of Multiple Brand Campaigns % They make it easy to consolidate the
Simultaneously " information we receive into a report
. . . that's been simplified and easy to
» Measure and Respond to Media Mentions in e
Real-Time

Thando Mketsu
Digital Specialist

27 Brand South Africa




Best practices for tracking
viral/engaging content to build
strategic campaigns

<OD Meltwater



Trend Spotting &
Content Ildeation

Enabling you to:

. Identify topics and trends that inspire and lead to high
performing content

9 A surge of posts containing the hasthtag
#nationalpizzaday in Acme Pizza has been identified

Content Sample

January 14

O a» cammm

. Find prolific content producers, & manage a UGC strategy

« Monitor performance of your own content to capitalise on what’s

working and avoid what’s not

Plan

Research campaign
ideas, understand your
audience and target
demographic, prep your
content strategy, &

find influencers

29

Activate

Adapt your strategy based
on uncovered changes and
opportunities in order to
facilitate growth and
maintain content relevance
and thought leadership

178.5K Repiies | 21K Likes | 124 Retwests

O e a»

Associated Hashtags

January 114

#pizza

( #pizzagourmet )

#eatpizza

Monitor

Actively monitor to
identify key themes,
feedback, KOLs, set up
alerts and make tweaks
to content strategy as
needed

#pizzalover

#pizzadelivery

#lunch

#pizzamania ( #pizzagourmet )

#pizzaparty #igpizza

#foodies #pizzatime

Engage

Build one-to-one
relationships with your
audience (fans, future
customers, etc.)

613 posts over the last 14 days
January 1-14%

700

600

500

400

300

200

® Posts Previous period

Measure

Report across Earned,
Owned, and Paid to
understand what is and
what’s not working

<O> Meltwater




Understand Your
Audience Better

Demographics, online behavior,

interests, etc.

4

Identify Opportunities

What topics are people talking
about or not talking about
enough? Be a thought leader

Spot Emerging Trends

Track relevant trends in your
industry and use this to power
your content

5

Learn from KOLs

Relevant influencers can be
indicators of the content your
audience wants to see - maybe
think about even partnering up

Analyze Your Competitors

What content works for them,
and how can you apply this to
your own strategy

6

Find User Generated
Content

UGCs are great and can be
incorporated into your overall
content plan

So, how do you utilise social listening and consumer
insights to increase your chances of creating viral content?

<O> Meltwater



Customer Story
STATS SA

Meltwater has made social media
communication more proactive for the
organization.

The communications team is quickly made
aware of the conversations around the various
products and services on offer, allowing them to
reach the right people, grow their reach and
spread awareness through various media
channels.

31

° Monitor Real time Trends
* Spot Audience Trends
* Improve Social Media Management

STATS SA

STATISTICS SOUTH AFRICA

"We are now able to reach and respond
to an audience that we were not aware of
before Meltwater. We even have faster
turnaround time on queries and
comments which ensures good customer
service from our end."

Vienie Botha



Navigate Misinformation



Navigate
misinformation

Platforms

° Misinformation on the rise and fake news being

sensationalized by citizen journalism ¢ "Il"""l

° Public Affairs teams and Communicators in Government
agencies are faced with the ever-increasing task of making @ omynn et
sense of their world of content. —

Reply

° As lines between traditional and social media continue to
blur the need to effectively communicate to your citizens or
constituents, and the ability to measure the impact of your
missions, campaigns, or outbound efforts remains
paramount.

° Meltwater makes this easy with context through data.

Identify Extract Engage
Navigate misinformation, Breaking news needs to be Ensure your messaging is
and surface your critical seen by key stakeholders on point by leveraging
mentions around topics immediately in order to interactive real-time
or missions important to make effective change, analytics and engaging
your citizens. share your

yours with confidence, in the audience in the moment.

moment it happens.

33

Queries

1111
lIIIII Ill II I|I Content Classification

@ Music Lovers

@ Sublribe- DJ & Beatmakers
——

Subtribe- Singer & Songwritar
—

@ Subtribe- Musicians

——
Subiribe- Music Lovers
—

Subtribe- Music Tsachers
—

Subribe- Music Classss
-

Mo,

\\|
~
— i

Analyse

Measure the success of
your initiatives, missions,
and campaigns
individually, or as a whole
through

roll-up analytics

<O> Meltwater



Customer Story

Code for Africa

Timelessly Refuting Misinformation
with Accurate Data

With a focus on data-driven and
evidence-driven investigations, Code
for Africa exists to liberate information
so that citizens can easily

understand this information and take
decisive action on the accurate
information that they receive

* Refute Misinformation Quickly
* Work Efficiently
« Save on Research Costs

34

CODE/s- ‘e
AFRICA =°

In my personal capacity, using the
Meltwater tool has helped me to better
understand certain conversations around
different narratives that occur on social
media.

Allan Cheboi
Senior Manager of Investigations at Code for
Africa
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5 Key Takeaways

1. South Africa is number 1 world wide in Internet usage! Social listening provides a key information source
2. Fake news being sensationalized by citizen journalism - Stay ahead with social listening!

3. Be made aware of critical crisis insights in real time via Al

4. Measure the sentiment of your brand, to understand the perception of the citizens

5. Real time monitoring, of as much data as possible, this removes blind spots

<O> Meltwater




Connect With Me!

tumi.matlou@meltwater.com




