LA OPORTUNIDAD
DIGITAL DE LAS
MARCAS POST-COVID

Enero 2.021



https://www.linkedin.com/feed/hashtag/?keywords=desafiosdelmarketing&highlightedUpdateUrns=urn:li:activity:6727204877832982528&lipi=urn:li:page:d_flagship3_detail_base;dcI7U9RuRB6vw9aZjXdhrg==

En 2.020 se han acelerado habitos y consumos digitales.

Mayor indice de busquedas online, mas compras online,
mas tiempo en redes o visualizando contenidos son
patrones de comportamiento del consumidor que van a
Instaurarse de ahora en adelante y son un pilar
fundamental a incluir en los nuevos Planes de Marketing.



TOTAL
POPULATION

+1.1%

JUL 2020 vs. JUL 2019
+81 MILLION

Fuente: Hootsuite, Digital Report Julio 2020 vs Julio 2019

Frente a un crecimiento mundial de Ia
poblacion de un 1,1%, los usuarios de internet
crecen un 8,2% y los de redes sociales un
10,5% , es decir, 10 veces mas rapido.

AVERAGE AMOUNT OF TIME PER

TOTAL NUMBER INTERNET USERS AS A ANNUAL GROWTH
OF GLOBAL PERCENTAGE OF TOTAL IN THE NUMBER OF DAY SPENT USING THE INTERNET

INTERNET USERS GLOBAL POPULATION GLOBAL INTERNET USERS BY EACH INTERNET USER

@® O

ACTIVE SOCIAL
MEDIA USERS

4.57 59% +8.2%  O6H A42M

BILLION +346 MILLION

+10.5%

JUL 2020 vs. JUL 2019
+376 MILLION




El teléfono movil es el

dispositivo mas

empleado para acceder g ENEREITTTRTE

i n te r n et . PHONES DEsKToPs COMPUTERS DRVICES

g e

50.1% 47.0% 2.8% 0.08%

JUN 2020 vs. JUN 2019: JUN 2020 vs. JUN 2019: JUN 2020 vs. JUN 2019: JUN 2020 vs. JUN 2019:

-1.1% +3.4% -25% -33%

TOTAL NUMBER MOBILE INTERNET USERS SHARE OF ALL INTERNET SHARE OF ALL INTERNET ~ AVERAGE DAILY TIME SPENT
OF MOBILE AS A PERCENTAGE OF USERS ACCESSING USERS ACCESSING USING THE INTERNET
INTERNET USERS TOTAL INTERNET USERS VIA A SMARTPHONE* VIA A FEATURE PHONE"® ON MOBILE DEVICES

@C@O

4.17 91% 90% 2.8% 3H29M

BILLION

Fuente: Hootsuite, Digital Report Julio 2020 vs Julio 2019




Los contenidos online mas
consumidos mensualmente

son videos Yy musica en
streaming.
ONLINE CONTENT ACTIVITIES

PERCENTAGE OF GLOBAL INTERNET USERS AGED 16 TO 64 WHO CONSUME EACH KIND OF CONTENT VIA THE INTERNET EACH MONTH

LISTEN TO MUSIC LISTEN TO ONLINE LISTEN TO

WATCH
ONLINE VIDEOS STREAMING SERVICES RADIO STATIONS PODCASTS

72% 48% 42%

Fuente: Hootsuite, Digital Report Julio 2020 vs Julio 2019




¢cDonde descubren (o buscan) los consumidores las
novedades de las marcas y productos?
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Fuente: Hootsuite, Digital Report Julio 2020



Importancia de las redes soclales para las
marcas: segun datos a fecha julio 2.020, el 51%
de la poblacion mundial es usuaria activa de
redes sociales y, el 99% accede a ellas mediante
su teléfono movil.

TOTAL NUMBER OF SOCIAL MEDIA ANNUAL GROWTH IN TOTAL NUMBER OF SOCIAL PERCENTAGE OF TOTAL
ACTIVE SOCIAL PENETRATION (USERS THE TOTAL NUMBER OF MEDIA USERS ACCESSING SOCIAL MEDIA USERS
MEDIA USERS s. TOTAL POPULATION*) SOCIAL MEDIA USERS VIA MOBILE PHONES ACCESSING VIA MOBILE

VO

3.96 51% +10.5% 3.91 99%

BILLION +376 MILLION BILLION

Fuente: Hootsuite, Digital Report Julio 2020 vs Julio 2019



El tiempo diario promedio de consumo de redes
soclales es de casl 3 horas diarias para los

“heavy-users” (de 16 a 44 anos).

DAILY TIME SPENT DAILY TIME SPENT

USING SOCIAL MEDIA: USING SOCIAL MEDIA:

16 TO 24 YEARS OLD 25 TO 34 YEARS OLD

2H 53M 2H 34M

FEMALE:  MALE: FEMALE:  MALE:
3H12M 2H37M 2H42M 2H27M

Fuente: Hootsuite, Digital Report Julio 2020 vs Julio 2019

DAILY TIME SPENT

USING SOCIAL MEDIA:

35 TO 44 YEARS OLD

2H 14M

FEMALE:  MALE:
2H16M 2H 12M

DAILY TIME SPENT
USING SOCIAL MEDIA:
35 TO 54 YEARS OLD

1H 50M

DAILY TIME SPENT
USING SOCIAL MEDIA:
55TO 64 YEARS OLD

1H 20M

MALE:
1H I13M
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Las plataformas sociales de mayor uso son Facebook,
YouTube y WhatsApp (datos en billones americanos de
usuarios) .

DATA UPDATED TO:
16 JULY 2020

Promedio de veces al mes
gque los usuarios de
Facebook visualizan un
Facebook ad: mujeres
mayoritariamente.

Fuente: HoOtsuite, Digital Report Julio 2020




La pandemia ha hecho que el consumidor pase mas
tiempo en redes sociales y, ese habito va a perdurar
pues también se consume mas tiempo con

dispositivos digitales.

COVID 19 DETAIL OF INCREASED SOCIAL MEDIA USE

RCENTAGE OF INTE UNTRIES® WHO REPORT SPEN USING SOCIAL MEDIA DUE TO COVID.

B rEMALE
MALE

34% 34%

COVID-19: PEOPLE SPENDING MORE TIME WITH DEVICES

PERCENTAGE OF INTERNET USERS AGED 16 TO 64 IN SELECT COUNTRIES* WHO REPORT SPENDING MORE TIME USING EACH DEVICE DUE TO COVID-19

SMARTPHOME OR LAPTOP PC OR DESKTOP TABLET
MOBILE PHONE COMPUTER COMPUTER DEVICE

@ @& @ @

70% 47 % 33% 23%

MART TV OR MEDIA GAMES SMART SMART
STREAMING DEVICE CONSOLE SPEAKER WATCH

@ & @ @

32% 18% 14% 9.1%

Fuente: Hootsuite, Digital Report Julio 2020




El potencial para las marcas de Facebook, Instagram,
LinkedIn, YouTube 0 TikTok es notable, pero han de
saber en cual se encuentra su target objetivo.

NUMBER OF PECPLE THAT SHARE OF POPULATION JARTER-ON- PERCENTAGE OF PERCENTAGE OF
INSTAGRAM REPORTS AGED 13+ THAT MARKETERS QUARTER CHANGE ITS AD AUDIENCE ITS AD AUDIENCE
CAN BE REACHED WITH CAN REACH WITH IN INSTAGRAM'S THAT INSTAGRAM THAT INSTAGRAM
ADVERTS ON INSTAGRAM ~ ADVERTS ON INSTAGRAM ADVERTISING REACH REPORTS IS FEMALE* REPORTS IS MALE™

NUMBER OF PEOPLE THAT SHARE OF POPULATION QUARTER-ON- PERCENTAGE OF PERCENTAGE OF
FACEBOOK REPORTS AGED 13+ THAT MARKETERS QUARTER CHANGE ITS AD AUDIENCE ITS AD AUDIENCE
CAN BE REACHED WITH CAN REACH WITH IN FACEBOOK'S THAT FACEBOOK THAT FACEBOOK
ADVERTS ON FACEBOOK  ADVERTS ON FACEBOOK ADVERTISING REACH REPORTS IS FEMALE™® REPORTS IS MALE*

PEPE@WOTW@T

2.09 35% +3.3% 1.08 18% +11% 31 49

BILLION +66 MILLION BILLION +111 MILLION

ESTIMATED NUMBER OF SHARE OF POPULATION TOTAL NUMBER OF TIMES FEMALE USERS AS A MALE USERS AS A
NUMBER OF PEOPLE THAT SHARE OF POPULATION QUARTER-ON- PERCENTAGE OF PERCENTAGE OF PEOPLE USING TIKTOK AGED 13+ THAT USES THAT THE TIKTOK APP PERCENTAGE OF TOTAL PERCENTAGE OF TOTAL
LINKEDIN REPORTS AGED 18+ THAT MARKETERS QUARTER CHANGE ITS AD AUDIENCE ITS AD AUDIENCE AROUND THE WORLD* TIKTOK EACH MONTH HAS BEEN DOWNLOADED ~ MALE AND FEMALE USERS®  MALE AND FEMALE USERS *
CAN BE REACHED WITH CAN REACH WITH IN LINKEDIN'S THAT LINKEDIN THAT LINKEDIN
ADVERTS ON LINKEDIN* ADVERTS ON LINKEDIN ADVERTISING REACH REPORTS IS FEMALE* REPORTS IS MALE™

(i (in GEPC@ I

702 139 +3.8% 800 13% 2.0 469 549

MILLION BILLION
MILLION +26 MILLION

NUMBER OF LOGGED-IN SHARE OF POPULATION TOTAL NUMBER OF FEMALE USERS AS A MALE USERS AS A
USERS OF YOUTUBE AGED 13+ THAT LOGS IN HOURS WATCHED ON PERCENTAGE OF TOTAL PERCENTAGE OF TOTAL
EACH MONTH TO YOUTUBE EACH MONTH YOUTUBE EACH DAY MALE AND FEMALE USERS®  MALE AND FEMALE USERS*

d@O@® I

2.0 337 1.0 45%

BILLION BILLION Fuente: Hootsuite, Digital Report Julio 2020




vl PROFILE OF FACEBOOK'S ADVERTISING AUDIENCE

19.3%

Perfiles de |la audiencia de
Facebook, Instagram y
LinkedIn:

g TR T Los usuarios de Facebook duplican

a los de Instagram y casi triplican

los de LinkedIn, sin embargo el

alcance de la publicidad de las

I l S Mmarcas es el que menos crece
B =

T respecto 2.019.

5 B

13.9%
36h 33y I
n-7 18-24
YEARS OLD YEARS OLD

vl PROFILE OF LINKEDIN’S ADVERTISING AUDIENCE

LinkedIn es una red mas selectiva
gque consumen profesionales
cualificados en edad activa, pues
es una gran plataforma para
busqueda de emple.eyie bRakCa 200




Las marcas deben incluir una excelente experiencia e-
commerce en su propuesta de valor, particularmente
tras el impacto COVID.

ECOMMERCE ACTIVITY OVERVIEW

PERCENTAGE OF INTERMNET USERS AGED 16 TO 64 WHO REPORT PERFORMING EACH ACTIVITY IN THE PAST MONTH

SEARCHED ONLINE FOR VISITED AN ONLNE USED A SHOPPING PURCHASED A PURCHASED A
A PRODUCT OR SERVICE RETAIL SITE OR STORE APP ON A MOBILE PRODUCT ONLINE PRODUCT ONLINE
TO BUY (ANY DEVICE)* (ANY DEVICE) PHONE OR ON A TABLET (ANY DEVICE) VIA A MOBILE PHONE

90% 67 % 74% 52%

Fuente: Hootsuite, Digital Report Julio 2020




Nuevos habitos del consumidor y cambios en la
actividad e-commerce post-COVID que van a
permanecer y que son esenciales a considerar.

COVID-19: PLANS TO CONTINUE WITH NEW BEHAVIOURS

PERCENTAGE OF INTERMNET LS 16 TO 64™ WHO EXPECT TO CONTINUE WITH NEW BEHAVIOURS EVEN AFTER THE COVID-19 QUTBREAK ENDS

'WATCHING MORE
ONLINE VIDEOS

WATCHING MORE SHOWS AND
FILMS ON STREAMING SERVICES

SPENDING LONGER
USING SOCIAL MEDIA 18%

seenpinG lonaez usinc - | e

MESSENGER SERVICES 19%

usreninG o noe: |

MUSIC STREAMING SERVICES 1%

seenpiNG More Tive usivg onune |15

LEARNING PLATFORMS FOR YOURSELF 14%

seenoinG more ive I — 12

USING MOBILE APPS %

seeninG More Tvie pLavine. I 10

COMPUTER OR VIDEQ GAMES . FEMALE

crearing ano (I s MALE

UPLOADING VIDEOS

usteranc 7o I 5.4%

MORE PODCASTS 5.0%

COVID-19: IMPACT ON ECOMMERCE TRANSACTIONS

CHANGE IN EC ERCE TRA| S BY INDUSTRY IN THE WEEK ENDING 12 JULY 2020, COMPARED TO PRE-PANDEMIC BENCHMARKS

——— 2 222 pr
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oo | 5 5%
HOME FURNISHINGS & DIY _ +41.8%
cosvers | &%

oo N +7%
BANKING & INSURANCE _ +25.9%
=g
FASHION _ +19.7%
seweuery awarciees [ +17.1%
reecows [ +13.6%

RETAIL HEALTHCARE . +1.8%

Fuente: Hootsuite, Digital Report Julio 2020 30.0% I o




COVID-19: MORE LIKELY TO SHOP ONLINE

PERCENTAGE OF INTERMNET USERS IN EACH AGE GROUP* WHO SAY THEY EXPECT TO SHOP ONLINE MORE FREQUENTLY EVEN AFTER THE PANDEMIC ENDS

PERCENTAGE OF 16-24 YEAR- PERCENTAGE OF 24-34 YEAR- PERCENTAGE OF 35-44 YEAR- PERCENTAGE OF 45-54 YEAR- PERCENTAGE OF 55
WHO E)(PECTTO SHOP L[ WHO EXPECTTO SHOP OLDs WHO EXPECTTD SHOP  OLDS WHO EXPECTTO SHOP OLDS WHO EXPECT TO SHOP

EI hé.blt() de Compra TS G Sl
online se establece: el @ . . @ .
consumidor a nivel

global afirma que va a 51% 49% 51% 48%  37%
continuar comprando
online sus marcas con COVID-19: MORELIKELYTO SHOPONLINE
mas frecuencia. Es

B rEmaLE

por tanto esencial
ofrecerle una
experiencia e-

commerce optima. "

16— 24 25-34 35— 44 45— 54 55 - 64
YEARS OLD YEARS OLD YEARS OLD YEARS OLD YEARS OLD




La expectativa del consumidor es una interaccion
con la marca unica y una experiencia digital optima
y personalizada, en cualquier momento y lugar y en
multiples plataformas, gracias al teléfono movil en

gran medida.




