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Contents

AOverview: global developments and APAC-wide observations

ADrilling down to five leading APAC countries:
I Japan
I China
I India
I Korea
I Australia

ASummary observations: when it comes to social media, do
local realities trump global trends?
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So Is Social Media for real?

AT4% of the worldds I nter
social networking/blogging site

ASocial Media site visits average almost 6 hours
monthly

A3 of the 7 biggest brands online globally are
social media: Facebook, Wikipedia and YouTube
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Twitter growth 1900% YOY

Twitterds uniqgue Vvisitors increasing f
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China Social Media trends of interest

A Local players dominating the
market

A Market still under-mo n e t i

A Bulletin board systems the most
popular social behavior, over 80%
of social media content are bulletin
board systems

A Games are main traffic driver
among beginners, while posts
forwarding/reading is more popular
among the experienced

AiGrass rootso ce
dominates online conversations in
China

A More likely to share negative
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Twitter is gaining momentum over the last year

A57% of Twitter users in India have
only started using the site in the
last year

A32% of |1 ndi ads
use Twitter at least once a day
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several times a day

m a few times a week

B once a week

to bolster growth
once in a fortnight

ATwitterdés deal with el akoamy
A Celebrity twitter accounts are
regularly written about in

operator Airtel enabling tweets
through SMS/texting is expected

/ ®once a month
mainstream media i the new ess than once a
ARnPress Conferenceo

do not do this
activity online

Source: Nielsen India Consumer Generated Media Report, June 2010
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