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Social media continues to change our surroundings in many
ways. From a professional perspective, social media is becoming
the public sphere to which customers resort to creating their own
content, hunt for new products and services, publish their reviews
and feedback to their own networks.

Coming from this position, social media marketing has grown to
become an essential part of every firm’s strategy to expand their
reach and enhance their products and services. The MENA region,
specifically, reserves a very special rank when it comes to social
media usage. Hence, this report aims to provide you with a full
picture of different social media platforms, industries, users’ insights,
and demographics.
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The most
comprehensive
report on
social media

in the Middle
East??

Why did we create this report?

Crowd Analyzer joined forces with Hootsuite
and APCO Worldwide, to create the most
comprehensive report about the social media
in the MENA region. The report is aimed to be a
reference to those who work in social media,
marketing, market research, and many more
disciplines.

We know that marketers are always hunting for the
right content in a buzzy world with many sources
about online marketing. We feel the struggle, and
we are accommaodating for it through this report.
We were eager to fully cover every industry that
can benefit from social media insights.

What to expect?

Our team made sure to extract the most accurate
numbers for our readers. In addition to credibility,
you will know statistics such as language, gender
participation, sentiment analysis, and location
in regards to industries including Automotive,
Telecommunication, Finance, Banking, Fintech,
Ride Hailing, Media, E-commerce, as well as a
special coverage of Pilgrimage season, Ramadan,
and an analysis of influencers in the UAE, Saudi
Arabia, and Egypt.

Also, there is a special overview of social media
platforms, Facebook, Twitter, Instagram, and
Snapchat, and LinkedIn, that will allow you to
further understand the interests and demographics
of users in the UAE, Saudi Arabia, and Egypt.
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Social Media Insights

In this section, we provide the most
remarkable social media insights that
ought to help any marketer further
understand their target audience and
the interests of their prospects. This data
is not extracted from Crowd Analyzer
tool. Facebook and Instagram insights
are extracted from Facebook Audience
Network. LinkedIn insights are extracted
from Linkedin Campaign Manager.
Snapchat insights were extracted from
Snap Business. Twitter insights were
shared by Twitter.
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AcCtive users English users 3.8 M

15 M Arabic users 10 M
Generation X ﬁ Online expats R Online male expats
28 M 18 M 13 M
Millennials m Online female expats

ra 9.6 M 490 K
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® Generation X 1.8 M ® Generation X 940 K
Millennials 6.1M Millennials 35M
® Others 100 K ® Others 160 K
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-1 Instagram

(Y in 2018
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AcCtive users English users 4.7 M

1T M Arabic users 11 M
Generation X ﬁ Online expats R Online male expats
2M 520 K 310 K
Millennials m Online female expats

vn /.8 M 200 K

Q
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® Generation X 1.2M ® GCeneration X 800 K
Millennials 46 M Millennials 3.2M
® Others 700 K ® Others 590 K
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The most notable areas of increased interest for online users in Egypt in 2019 were fashion, music and
travel. With an increased awareness of fashion trends and fads, fashion followers have increased from
8.6M to 10M in Egypt in 2019. Being a cultural hub for the region, the country’s social media interest
in Music saw an extra 2M users this year, up to 10M from 8M in 2018. Wanderlust is also at an all time
high with online users seeing another 2M rise in followers.

Interests and hobbies
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-1 Instagram

\ s Instagram users in the UAE are equally divided between Apple and Android users, with 2M Apple
I n ] owners and 2.3M Android owners. Both tech companies are growing at a notable rate, given Apple’s
200K gain in users this year, and Android’s 100K increase. While Apple’s user base is an equal split
between males and females, Android relies more heavily on its male user base.

Interests and hobbies

Shopping and Fashion i = Fitness Enthusiasts
32 M 2.6 M

AcCtive users English users 2.9 M Foodies Ml // Music fans

-— > 31M
3.7 M Arabic users 1.5 M
. s <
-
Gamers ‘;‘:;I Travel
- 27 M w4 3M
g Generation X ﬁ Online expats R Online male expats
11M 26 M 1.7 M
Millennials m Online female expats
0 2.5 M 970 K
Apple owners Android owners

2M 2.3 M I

Apple
g VS g

Male users Male users

1M AndrOid 1.5 M
9 8

® Generation X 670 K ® GCeneration X 450 K Female users Female users
Millennials 1.6 M Millennials 930 K 840K 790K
® Others 30K ® Others 20K ~
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Facebook

Saudi users access Facebook mainly through Android devices. Although Apple and Android are
increasing at a similar rate — at around 20% each — Android is way ahead with 13M users, compared
with 3.8M Apple users. What's more, Android users increased from 11M to 13M, whereas Apple users

moved from 3.IM to 3.8M. Saudi is an Android market for Facebook.

Travel, food and fitness rank as the highest interests for Saudi Facebook users in 2019. Notably, there’s
been a five-fold increase in travel enthusiasts in the Kingdom — going from 2.7M users to 14M. Food
lovers have likewise hiked significantly from 4M to 8.7M.

AcCtive users English users 9.5 M
15 M Arabic users 7.9 M

Generation X ﬁ Online expats R Online male expats
42 M 45M 35 M

QI Millennials m Online female expats
11T M 1M

® GCeneration X 3.3 M ® GCeneration X 850 K
Millennials 81 M Millennials 25M
® Others 600 K ® Others 50 K
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Facebook

[ d
I n 2 0] 8 Similarly to Saudi, Android has total domination of Egypt's Facebook user-base with 36M users

compared with Apple’s 2.9M. The dynamic doesn't seem likely to change any time soon as Android
users continue to increase this year, up to 36M from 32M, while Apple users only went from 2.7M to
2.9M.

prl

Interests and hobbies

Shopping and Fashion i = Fitness Enthusiasts
29 M 21 M

AcCtive users English users 11 M Foodies @ /” Music fans
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Facebook

in 2018

With no significant changes from 2018, Androids continue to be the smartphones of choice for most
UAE online users, with more than 7M Android users in contrast to 2.IM Apple users. The reason for this
seems to be the male demographic, with males owning the 5.5M of the 7M Android phones.

Interests and hobbies

Shopping and Fashion i = Fitness Enthusiasts
71M 48 M

Active users English users 7.9 M Foodies / Musicfans
\ 1M

6M -—
3.8 M Arabic users 2.3 M
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Gamers m -4 Travel
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Millennials 43 M Millennials 1.5M 820 K 1.7M
® Others 100 K ® Others 30K
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Twitter

[ ]
I n 2 0 ] 8 Food and music are the areas of greatest interest on Twitter in Saudi. The number of users interested in

food doubled from 755K to 1.5M, reflecting a growth in the opportunities in the sector in the country,
while music Twitter fans went from 5M to 7.4M this year.

159
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Foodies o ) 4 ,
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Twitter

[ d
I n 2 0 ] 8 Egyptian Twitter users’ interests have grown in two main areas: food and travel. Foodies have increased

their Twitter activity from 60K to 400K, while travelers are using Twitter seven-fold more than 2018,
going from 199K users in 2018 to 760K this year.
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Interests and hobbies

Foodies s @ i Fitness Enthusuasts
304K-456K <G 105M — 158M
Active users English users 572 K x // Music fans
_ Gamers  [S3Q ? 1.6M
2.50 M Arabic users 1.26 M 19M
- Fashi
o A A
Generation X Q‘ Millennials
688 K o .32 M

Apple owners Android owners
821K

1.26 M I

Apple
g VS g

Male users . Male users
604 K AndrOId 1.09 M
® Generation X 550 K ® Generation X 7.7 K Female users Female users
Millennials 1.1M Millennials 228 K 197 K 202 K
® Others 200 K ® Others 195.9 K
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Twitter

in 2018

The UAE's Twitter users interests are driven by the fitness world. Fitness interests saw a spike from 360K
users to more than 1M this year. Meanwhile the music sector saw a 50% increase — going from 1M to
1.5M users using Twitter to access information on the art.

AcCtive users English users 974 K

2.5 M Arabic users 762 K
Generation X Q‘ Millennials
822 K on .22 M

® Generation X 655 K ® Generation X 174 K
Millennials 799 K Millennials 390 K
® Others 106 K ® Others 172 K
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Fitness Enthusuasts
953K-1.43M
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Gamers m / Music fans
1.5M ¥

1.5M

Travel =74 Fashion
520K %A M ok

Apple owners Android owners

1.68 M Apple 1.14 M I
g Ue g
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1L1I7 M AndrOId 849 K
Female users Female users
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Snapchat
in 2018

KSA Snapchat users seem to be quite the sports fans with half the user base (6M] being interested in

sports. At a close second, we find music fans at 5.2M users, echoing with the new concerts and music
ambiance in the country. Finally, we find gamers and news watchers competing for the third place,
both at 3.4M users showing interest in these domains.

Active users
13.8 M

Generation X
31K-3253M

6.2M - 6.43M

590
)}

English users 2.4 M -2.46 M
Arabic users 12.9 M -13.45 M

Millennials
88M-912 M

® Generation X 1.5M-1575M ® Generation X 1.5M-1575M
Millennials 43M-442 M Millennials 44M-4.61M
® Others 400K - 435K ® Others 900K - 935K
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News Watchers / Music fans
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25 M - 2631\/!‘ 35M-365M
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Gamers m Travel Enthusiasts
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Apple owners
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Android owners
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Snapchat

The leading interest for Egypt's Snapchat users is watching news! With its fun display and short
I n informative videos, keeping up with the news and the latest updates is easy on Snapchat. This is closely
followed by women's lifestyle and fashion, which comes as no surprise seeing as the majority of users

are females.

prl

Interests and hobbies

N B
News Watchers g% . .
600 K - 630 K gzgeKs_s;%tEu&asts
Foodies ot Music fans
. 405 K- 420K < / 435 K - 450 K
: - A3 570K-600K
3.5 M Arabic users 1.05M -1.08 M Gamers  PIR-_ ot
i -/‘\ Travel Enthusiasts
330 K-345K
¥ Fashion and Style £ Sports Fan
g Generation X Millennials T 570K-600K X7R) 450K - 480 K
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Apple owners Android owners
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Apple
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Male users Male users
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Snapchat
in 2018

UAE Snapchat users seem to be most interested in sports with 1M users, representing half the user base,

that shows interest in this domain. In second place, we find that music represents a significant interest
for users, with 810K users expressing interest. Finally, women's lifestyle and fashion rank third which can
be explained by the fairly large female user base.

AcCtive users English users 1.2 M - 1.275 M

2.05 M Arabic users 1.275M-1.35M
Generation X Q‘ Millennials
510 K -540 K 1125M-12M

9

® Generation X 225 K - 240 K ® Generation X 285 K - 300 K
Millennials 540 K -570 K Millennials 630 K - 660 K
® Others 116.5K - 71.5K ® Others 225K - 180K
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Foodies Women'’s Lifstyle
420K - 435K ﬁ A3 570K-600K
./
Gamers m Travel Enthusiasts
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= Fashion and Style orts Fan
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Apple owners Android owners
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- Linkedin

IN ih 2018

Active users 3.5 M

Males users Female users
0 2. 1M 430K
M Seniors A  Managers
i 640K &) 230K
® Director ™ VP
P 88K <4» 4K
M CXO Partner
<4p 28K e 5.9K
Owner
<4 29K
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Active users 3.6 M

Males users Female users
N 2.56 M 1.04 M

M Seniors A  Managers

i 720K &) 200K

® Director ™ VP

D 93K <4P» 53K

™ CXO o~9 Partner
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o Linkedin
N ih 2018

Twitter Insights

Active users 4 M

Males users Female users
v 0 2.84M 1.16 M

M Seniors A  Managers

i 930K &@» 310K

® Director ™ VP

4P 160K «<» 100K

M CXO Partner

<p 55K %%

Owner
4P 64K
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Top Hashtags (Arabic)

For Sports iclladall 592

rIALwagy gl o Ul

Top Mentions- Most mentioned accounts

Most AlWahdaFCC AlWaslS ALNasrSC
mentioned

the UAE
football club
accounts

Top Tweet in the UAE

The top tweet in the UAE (in
terms of number of retweets)
went to Sheikh Mohammed.

@ HH Sheikh Mochammed &

@HHShkMohd

[ Follow )

15lg_jsal_SbloYl_g lac#

415 PM - 4 Jan 2018

12440 retveets 133831k @GP O S H L QO

Qw1

Q 13k =
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Top Hashtags (Arabic)

e

Football
matches

Top Mentions - Most mentioned accounts

Most Alhilal_FC AlNassrFC ALAHLI_FC alwehdaclubl
mentioned

Saudi football
club accounts

Most SamiAlJaber M_Abdullah_9
mentioned

Saudi athlete
accounts

Top Tweet in KSA

The top tweet in Saudi Arabia (in

terms of number of retweets) “ mﬂJl-tTr— > olele @ y
@KingSalman

ololly ol dasiy Usly wle 5 i)l aaxl|
eciir 50| Fiays] oSS |ioSlgr bl
5 s )] pibell Brsmmat sl
g Gl jsjVlg juzl Gadzdl 5Ll

& Translate Tweet

7:08 PM - 23 Sep 2018
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Top Hashtags (Arabic]

Entertainment

Top Mentions - Most mentioned accounts

Most Al Ahly ZSCOfficial pyramidsfc FCBarcelona ChelseaFC
mentioned

Egyptian football
club accounts

Most MoSalah AhmedFathi
mentioned

Egyptian athlete
accounts

Followil
@MoSalah e ’

Top Tweet in Egypt e Mohamed Salah &

- : It was a very tough night, but I'm a fighter.
The top tweet in Egypt (in terms Despite the odds, I'm confident that I'll be in

of number of retweets] went to Russia to make you all proud. Your love and
Mohammad Salah. support will give me the strength | need.

£ =

==
T AR VO TS
E RGAE

6:36 PM - 27 May 2018




Industries’
AENWAIR

In this section, you will read the insights
related to different industries across the
MENA region. These industries include
telecommunication, E-commerce,
Automotive, Media, and more. This year,
we also added a special analysis of
seasonal events such as Hajj (Pilgrimage])
and Ramadan.

APCO @ (I Crowd Analyzer
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Telecommunication |

in the Middle East

Monitored period
This section s based on the analysis of the 10 months
telecommunications industry in KSA and
Egyptin 2018. The last part of this section will
give you an in-depth comparison between
Zein's activities in 2017 and 20]8.

Monitored countries
Saudi Arabia and Egypt

Monitored platforms

This analysis is based on monitored queries of Saudi
and Egyptian telecommunication companies on
Twitter, Facebook, Instagram, Blogs, Forums, and
News Websites, as well as Facebook and Twitter
social media accounts.

Kuwait
1.08%

Analyzing by Location
*Twitter Only

most activeT locations
.

United
e Arab

25.70% e

—_

Saudi Arabia
69.60%

@
o s
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Gender Participation in KSA and Egypt

Males were the most active gender in Saudi Arabia, while business accounts in Egypt were the
most participating. Female users were the least active in Egypt, while business accounts weren't
active in Saudi Arabia.

¥ Male Q Female =f Business
=l 90% 5.4% 4.6%
= 39% 8% 53%

Which sentiment did users in each country express?

Neutral is almost always a dominating sentiment. By looking at the telecommunications industry, we can
tell that both nations had their share of complaints about the telecommunication industry. However, Saudi
users were more content with their telecommunication companies than Egyptians who only had 5% of

their posts expressing a positive sentiment.
@ Positive @ Neutral @ Negative

Bl 13% % 16%

= 5% 78% 17%

Which language did each country’s citizens prefer?

The vast majority of content was in Arabic and English, Saudi and Egyptian online users are known to

prefer publishing their online material in Arabic.
@ English

@ Arabic

99% 1%

= 95% 5%

q D Crowd
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Ranking Telecommunication
companies in KSA and Egypt

Most active telecommunication companies
according to page and users’ activities

The following list is based on monitoring brands that received the highest activities,
including user-generated content and their own posts and interactions.

KSA Egypt
_s1c » (e 44% Vodafone 42%

Mobily 32% Telecom Egypt 33%

e Zain  18% Etisalat 17%
Jawwy 6% orange” Orange 8%

Most active telecommunication companies
according to user-generated activities only

Based on user-generated activities, we reached the following ranking according to
the share of voice for user-generated content and likes received.

KSA Egypt

_stc » INie 48% oy Vodafone 42%
Mobily 29% Telecom Egypt 30%
9zain LD 17% Etisalat 18%
Jawwy 6% orange” Orange Egypt 10%

STATE OF SOCIAL MEDIA
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Users’ Demographic What did different
Analysis genders express?

Twitter only Usually, neutral posts are the highest,
especially in the telecommunication
industry. Online users post inquiries
on social media platforms, creating a
majority of neutral content.

@ 12% 10%

Positive

@ 64%  65%

Neutral

@ 24%  25%

Female  ® Business Negative

Where did the highest gender participation come from?

However, the ratio of Egyptian females’ contribution to the ‘female buzz' was bigger than the males’
contribution to the ‘male buzz.

g Male Q Female

78.76% ? 5322% ee————

15.82% m— g 36.257, —

114% 243% wmm
1 113% 179% =

L 1% s 4% =
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Which language did users prefer to use?

Both countries’ online users preferred to use Arabic to address, complain about, or appreciate
their telecommunication companies.

97.8% 96.1%

® Arabic @ English

Top 5 brands for Males and females ruwiter and Gender

Queries and Social Accounts: (Excluding Likes]

8) Males \g) Females

S1Ic#®  STC 43% S1c#® STC 34%

ei= Mobily 25% eites Mobily 33%

Q2zaiN  Zain 15% Q2zaiN  Zain 13%

Jawwy Jawwy 6% Jawwy Jawwy 12%

O vodaione  VVodafone 6% Owdaone  Vodafone 8%
STATE OF SOCIAL MEDIA 19 weo @ ([Hoows
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Sentiment AnalySiS General excluding retweets

Neutral was the dominating sentiment, followed by negative then positive content.

Positive Neutral Negative
. ‘

9% 75% 16%

Gender domination over sentiment

Males contributed the most to all sentimental content. Business accounts, as usual, did not show
any sentiment in their content.

Neutral Positive Negative
Q 613% 89.7% 91.6%
£ 63% 10.3% 8.4%

= 26.4%

Which language was used to express each sentiment?

The vast majority of all content across all sentiments was written in Arabic.

Neutral Positive Negative
(®) Arabic 96.47% 96.89% 99.3%
() Engish  3.53% 3.1% 0.7%

APCO q D Crowd
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Countries contribution to sentiment

Saudis had the highest contribution of all the sentimental and neutral content, followed by Egypt.

T s 3

@ Positve  87.67%  9.27% 0.54%  0.8% 0.26% 0.20%

@ Neural  73.36% 22.85% 0.78% 0.65% 0.27%

@ Negative  73.47%  22.52% 0.78% 0.93% 0.27%

Top 5 Brands in each sentiment

Sentiment based on queries and social accounts [(excluding retweets)

© © ©

cuee 27% eidee 32% se* 37%
SR 23% Se@ 28% guee 26%
Ovodatone  18% 9zaiN 23% 9zain 18%
9zain  17% Jawwy 10% O vodatone  11%
wecomeaet  15% etisalatd® 7% wecoreayet 8%

]

Analyzing by o o
Language @ 97.5% @ 2.7%
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User distribution over language

Males contributed to more than 80% of the Arabic content. Meanwhile, business accounts were
more active in English than Arabic giving males’ 63.7% of the overall English content.

Arabic English
B Male 80.4% 63.7%
Q Female 1.7% 1.2%
Zy  Business 11.9% 25.1%

How was each language used to express sentiment?

Neutral content dominated the sentiment in both languages. However, people were more
comfortable expressing negative sentiments in Arabic.

Arabic English
(©) Neutral 73% 86%
(2) Positive 9% 10%
() Negative 18% 4%

Top 5 Brands mentioned in each language

These brands were ranked according to their number of mentions and interactions they received
online and on their social accounts.

© ®

Ovodatone  23% etisalat®d  25%
etisaat®  20% 9zaiNn  19%
18% 18%
wecoreayet  12% s 15%
e Q% Jawwy 13%

APCO q +JCrowd
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Top Brand Posts

Twitter

» gl OYLaY & -
h ST 4 @STC_KSA m

T dny pully dgaadl Slijlually o3 lis)

ol e Joaig Sy + glgs

O a5 350216 e
)= = s, 5000

B .5k = cugiy 10000 |
@ B B siesl &5 = cysi, 20000

iy wgllball cu iyl 3as) likog 13]

U ol oo codl

Top Posts — .
Twitter + Facebook / brand + non Brand ' —
o ujlg Wjul

6:05 PM - 10 Jul 2018

15,515 Retweets 4,841 Likes f\. I3 ‘9&. e %

Qe t ek O ask M

The Saudi telecommunication company
started a competition asking users to
retweet, and according to the number
of retweets, a number of iPhones will be
distributed to the winners of a draw lot.
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Top Brand Posts Top Brand Posts
Twitter Twitter

1 Mobily | wLlge @

s ( Follow )}
weety  @Mobily .

Vaodaf E t &
2oyl lius 3y 2\o daxe 5 Seuls ligs buss
= lgsl JS bio brella
Seol e &b e goxii b L] §aas LU

lazl> sl e Cuginye (Bl BN olgs
Tad) &Sl gsl595 whlse_Llan#

_— 21 a6y # @ ]2K o B XS 85021 5 2uy) camudl [g)551g

-

126 1.16M views
10:04 PM - 9 Oct 2018

6.215 Retweets 5,812 Likes (9 ¥ ﬂa@ @ C T °

O xnk Nex Osx B

11:03 PM - 14 Mar 2018

2,991 Retweets 11,682 Likes (8 s oy . “ a g & T

Q20 M3k O w2k E
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Top Brand Posts Top Brand Posts
Facebook Facebook

Etisalat Misr
19 May 2018 - @

Orange
17 May 2018 - G

e 7 TR T D e T IO g
lg dnall fomay (3 it (e gleS Tl 5ete e g el (B L g3
Haand V6 gl VE | Eas e VA Lt e el fame Vo sl
S Lx%*,\\*\'..\#',si-_;;_h\il fod Lo e a ;e ‘_,’I g J_J., _;iﬁ.'n_.*d\#,:is_s | ;"A!'_,._;x‘_,ﬁ;"l.'_;i!k _‘;_";ll' z_‘JJII e _F'u‘_;awi__'hdj __;§| .i'-l_'-';j;

http://spr.ly/6180D51i4 s A el yaya e S0 s ASH i alim (K g ) iy i

AV Lde goflde o S ol

.L"_'...nfl_:ﬁ._u_._n..._;_a_‘._.:n-.-“ J'_',-:_".__;ln_';\;'# i
| jas) e Shereen Reda - L= ;s Samira Said Ahmed Fahmi Nelly Karim $Ja b gt
Ali-Elhaggar Mohamed Ramadan See Translation

See Translation

966K
40K
01,867

L

etisalat
@0‘.: Ali Ghozlan and 1M others 37K Comments 131,843 shares 32M views

DO = 985K 40K Comments 51,867 shares 42M views

[f_‘} Like (:] Comment &> Share @ -
gy Like (J Comment A> Share @® >
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Top Brand Posts Top Users Posts

face bOOk TW|tter excluding brands and Competitors posts mentioning the brand handle

=

Vodafone Egypt with Mohamed Salah.
Paid parinership - &

ey @amrdiab

ool ulel gowy 35lg Jgl clds g *éée# bl

e 2l " pilioJS#" apaall olis_gjact
Fals (gl ga g8 At fala o poaty L ) B W0 @VodafoneEgypt Je bhas @NayForMedia
See more ... a8 A5l e A & Translate Tweet

Q) vodafone

2:29 AM - 26 Jul 2018
OO aroK 22K Comments 57,728 shares 28M views 1,241 Retwests 14,378 Likes . [y 6@“ A T B

oy Like (J Comment A> Share ® - Q558 M1k O k&

E‘ Tweet your reply
Write a comment = o) (7
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Top Users Posts

TW|tter excluding brands and Competitors posts mentioning the brand handle

e geElle _
b @ABD
iPhone Xs
iPhone Max

§ blusl 035l jaas
. (L=l sae (g0ul) erasll Jjlg= Jaui 6l |
dpdemudl oo i# o JUy PAQ @5ly oy o

P R | [P @ 1.0K

bit.ly/2pdyhit

¢ oeanMl die 13U e JLasl o e 4.6K

@ZainKSA jusulio

® e L e ls)le
v Q 4.7K

& Translate Tweet

8:58 PM - 16 Sep 2018

4710Retvects 1018Lkes @2 @ HIW® : ©

QO aek Tl a7k O 1wk &

In coordination with Zain KSA, Abdelaziz Al Khudairy
published a tweet informing users of the various ways they
can get the new iPhone, via installments, by exchanging
their old iPhone, or by subscribing to the 399 SR. package.
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Top Users Posts

TW|tte|’ excluding brands and Competitors posts mentioning the brand handle

SBy  usseldly dclh)l dua & [ Blew |
===  @sBAGOVSA

i) JT s8y7 83y, Ol)s ol asy @STC_KSA.
o dezo el )90 ySizd Ja (gl lgSuo)
logyg comemll Lo sy «udyizall o lalw
S ol gaV Jodig «ally $agiuwi ol (ogilSlial
LSTC L clio lig o sl clude (g sy |
ls)9u g

@Turki_alalshikh

o3 le_Ll#

& Translate Tweet

The Saudi broadcasting authority wondered
whether STC will respond to Turki Al Shaikh’s
complaint about their exclusive sponsorship
of Prince Mohammad bin Salman League and
if they will lose many of their customers?
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Top Non-Brand Posts Top Non-Brand Posts
Facebook Facebook

Pepsi is with Vodafone Egypt.
15 June 2018 - £¥

Pepsi is with Vodafone Egypt.
13 June 2018 - £¥

| R
3 o
Andl T8 g A

AL o0y 2 S —— " i
R S
—__..:—’_—;5# FANE ERppe

U i Lo Mohamed Salah
Mohamed Salah

See Translation See Translation

OO0 106K 1.9K Comments 4,546 shares 10M views Q0 5 864 Comments 2,727 shares 4.5M views
oy Like () Comment &> Share @ 0 Like (J Comment #> Share e
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Top Non-Brand Posts
Facebook

CBC Egypt
3 April 2018 - @

W 5oh sl e s Las 6 gl WSS
Telecom Egypt | seleadl dmlof

See Translation

°°¥ 22K 574 Comments 693 shares 1.3M views
[f_’) Like [:] Comment &> Share B
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Top Users Posts

TW|tter excluding brands and competitors posts mentioning the brand handle

! JT Sy @

VY @Turki_alzlshikh
B8 ol Jo# s gew e iz
ddgsadl dusly I slall e )9l Jii alaw

s lilzeo

SSowd @sLoVl SBWI Sljueey Jadl Lol

stc guyb o< g ol

e a Jdiviw i lgles saww dll dhas>

& Translate Tweet

( Follow )
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Top Users Posts

TW|tter excluding brands and competitors posts mentioning the brand handle

aaidl JT Sy @
AP @Turki_alalshikh

b abgi yaigs dic Jole JSuiug Tae ste le
e JgiRo p . gy sali] Jaill 4y b

L T T - ey
23U Heug duilxe dliwg Jlin ;555 ol iz g
L., 322 Lial)

{ Follow )

& Translate Tweet

10:30 PM - 28 Aug 2018
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Top Users Posts

TW|tte|’ excluding brands and competitors posts mentioning the brand handle

Tleglnall dusig VLoVl 4 @

susi & SVLosVl_dua# §)ls] julxe 456
B8yigaall) 33zl Mol (Lbgo & b Gloas
o lgilollly laileg pasd cll3g (ool ddiwo
o] =alil LJ::,i\.JI el canll 85 gmw duu
citc.gov.sa/ar/mediacenter ... &S yall

& Translate Tweet

6:09 PM -7 Oct 2018
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20748 Retweets 15206Lkes @ » S @D PL S 4,601 retveets 1592Lkes P H O @HNP O &

Qaek Tlatk O sk & Q 681 T 4sk O 16k B

@ Tweet your reply

L Ggyndlats FE @Nalgm - 20 Aug 2018 v
Q ' Replying to @Turki_alalshikh

@ Tweet your reply

#al)g52)|_dke> B @Phds_SA - & Oct 2018 v
g“}},‘ﬁ Replying to @CITC_SA

agbg <l zling Lulill 5500 IS dratoll 83gmutll ST libgatt iy Ja
lgeely uils Jaill jgol (rgii

ook iy a5 3l ' ishiill gyl il o ol gules ) Lolis 53 S o5 ass :
ale it gol pibi g el jLiriwas (el izl
& Transiate Tweet
a Ulaszl ] 5180 o Las o] MS) & el <iilgyll (o oyiz puss Siamg & 13]
Q 2 16 Q i} e
SAlaiyl_ala#
@Mobily

& Translate Tweet

Turki Al Shaikh announces the coverage
of an urgent press release on STC. He's
expressing the people’s right to a free
service that informs them with the most
recent updates on football.

The Communications and Information
Technology Commission announces that Mobily
services will be suspended until the company
complies to the Saudization ratio in the C-Suite.
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Top Users Posts Top Users Posts

Fa ce bOOk excluding brands and competitors posts mentioning the brand handle Fa ce bOOk excluding brands and competitors posts mentioning the brand handle

alquds - gl

drull
57 mins - €

Abo Treka Lovers
29 April 2015 - &

45 pga fgms g allall Bl il Jine i skl e ag geea ba g alie s AU S s tam
a S0 dadl ol ) oWl ST e A8 b fat aing o

SR L P rom | . 1 fyme s | .2 &1 T . ek = ' - _ o T = Y . _
ot ] i Lpoe cnlian) gl i gy ey ol coie ) Foald iy 0 o 5 38 8 002) als Cipthe A€ E e ads Mg |y g 5l g YLl g0 B ES 0 wa fde y e a8 pa 3L 1
s G L3 los e pram il e pm e e (LT 32 aeide ;e af i rlls duna
5§ pky ot ypeal (Tetl o8 A 8lea 38 0 LY AAle Alen ol Bl Jama
L ¥ (52 AL gt =L e
pall 8 v 4 Y Zal sl .f_—;—l 3 80 el dlslEe gl Aal gl QL P PPN LU PEF- P
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| P dloss Sas 33l jedl Wl =S Spaas B dad b ol o w 131 g
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27K
3.9K
24,220

See Translation

OO0 41k 1.8K Comments 36,519 shares

[f_‘) Like [:] Comment &> Share B
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Top Users Posts

face bOOk excluding brands and competitors posts mentioning the brand handle

Nancy Ajram added a new photo to the album The Voice Kid:
31 January 2018 - Facebook Creator - €

T T % g . e = i 1.k
Vo oy ol llepa Jul |2 80 2S0le praten - gong ady U

AR FE ST
SRR (ST § IPPYE A SES TR - - g N RENPIO.|

Etisalat 4133 - du </_y!/ . mobily 640053 - zein 745512 L2 me [ 95459 e
2304

asia call 2267 - zain 4258 - korek 2188 &/_=! / zain 96999 - viva 50649 == &0
90424 : e { BH115 s/

zain 94040 - batelco 94588 - viva 98886 =0

Al als 4 sat o Lol )

L5 008821622774101 s
L7 0088216900124 - 4 0 K
ORANGE #6228 jme

2.5K
228

See Translation
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Top interactive influencers exciuding brands
Twitter

This is a list of the influencers that received the highest number of interactions on posts they
published about telecomunication

Turki Amr Abdullah_
Alalshikh Diab iIApp

91.70K 39.88K 12.73K

interactions interactions interactions

@ sl dlle @ @Abdullah_iApp - 2 Oct 2018

M!j]ﬁfa o) ¢ , 2:"“7“2?’0 @ v B sl 3 s osgal sall Sl e e
B8 o)l Jo# Saww gemw o wzgl oo wulﬁ‘milsﬁilﬁ? *EE.# ulb#l i
gzl 4ol I 8liall e gl LJ_Q_, mz‘, @vOdafozneEg;f;t"u\L bﬁsj‘%@N;yjfo)r_f\g/l):jia
SSash @3LoYl SBLI Sljsasy Jail Lol e et
stc Guyb oo gy LVl
e a cidiw b lglez o Al clbas

) 3 | ) ) e
Abdullah_iApp@ -t e

Oz Us Os B

O ss8 11 w 8

33936 retects 187800k PP 2O IOPO @
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Top interactive influencers exciuding brands Top interactive influencers exciuding brands

Twitter Twitter
This is a list of the influencers that received the highest number of interactions on posts they This is a list of the influencers that received the highest number of interactions on posts they
published about telecomunication published about telecomunication

o
Rotana . . Sherine @Rawan_
Music FilGoal AjelNews24 Abduwahab AlZamil

28K 17.79K 10.76K 8.91K 3.78K

interactions interactions interactions interactions interactions
O Rl}:t:::aMuslcQ g a F"GTZ‘;@S‘J:{; ﬁ;)ﬁ:j‘jﬁi j”lj“;itlljg @ m_\]lsus,ﬁ]m Sl bl @ — 0 Sh!rlne Abdel-Wahab & . e debllolyy .
2b) i @ZainKSA &5 39261 bguite « ! UaST o 5# sty wle (iBg)y sl > status go aSudtll punl ol STC agiy 151
b o) eSS OYLai\l The official music video is out! You whatsapp
TS oolil)_aSlasll_dghu# can watch it now on P
s P OP00200
Qi\ miD The s s o i O e 21 8
_ P
LAlilaSy gl
@rotanafn o 471 Ret sie: 80 8D0P0OD
@ruwa ~'»h\(i‘""i’h‘ @lf) l O Q 474 1 o 24« B
ZQIN
ol Leldl
sornes i YHPICOPVO
e ———
.
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|\’/_\,/ CrowdAnalyzer

Amir Sharara
Digital Producer/Digital Project Manager
Emnaar Properties - the UAE The First Arabic Social Media Monitoring Platform

Monitor and Analyze Millions Of Conversations Happening On
Twitter, Instagram, Facebook, Youtube, News, Blogs and More.

Which language did users prefer to use?

1. Video Marketing

Video marketing is the fastest growing channel. A survey conducted by Wyzowl.com predicted
that in 2018, 81% of businesses would be using video in their marketing strategies, up from 63% in
2017. Many businesses would agree it raised their ROI.

So, what's in the forecast for 20197 Video traffic will account for a huge fraction of all consumer
internet traffic. Live streams in particular, are on the rise.. There is a lot of evidence pointing to the P
conclusion that live videos have a much higher retention rate than those which are pre-recorded. '

Overview
Activity

2. Al Chatbots

Artificial intelligence has been a hot topic. One of the most widely-known and implemented forms
of Al right now are chatbots.

A live chat feature has become something customers expect to see no matter where they are or
what device they're on. When set up correctly—with automatic messages while you're away—it
enables your business to welcome visitors 24/7, all while answering their questions, and ultimately,
capturing leads.

Influencers
Services

Location

. . B
Sentiment I '
Alerts

Sentiment Influencers

ﬁ Mohamed

®  Wiitter, Mag Editor

O, 0, o,
g% RL% 20% Hala
o Designer, Blogger
‘ Positive Neutral Negative a Mona Amed
/2 Art director, Movie Cut

3. Voice Search

1in every 5 mobile searches is carried out via voice, which means about 12% of all Google searches
(420 million searches) are mobile voice queries. How does voice search affect SEO strategy? Digital
marketers must adapt to voice integration in search engines. It gets better; the choice of words can
determine whether a given query is for research purposes or for an intent of purchase. The trick is
knowing how your content will fit the changing criteria that is driving the rankings.

4. Instagram Stories

No secret here: Instagram Stories continue to gain popularity and increased engagement via
organic and paid methods. In June 2018 Instagram exceeded 1 billion monthly users, and Instagram
Stories drew nearly 400 million users.

5. The acceleration of personalized marketing
To accommodate that expectation, more businesses will need to consider targeted advertising

and retargeting campaigns on social media channels. It is likely that social media platforms will ”@C %
) ) . . . . . . bel ABU DHABI \ I—,OREAI—
continue to refine their offerings as the demand for individualized content grows. il ol et MEDM&;- JAGUAR BRASTL
Ministry of Health etisala

an amazon company

@ s 9 o o>

0

crowdanalyzer.com
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Automotive in

the Middle East.

Q7

52505 Monitored period
This section s based on the analysis of the 10 months
gonvefsat/ons ab'ouf' the automotive industry Monitored countries
in the MENA region in 2018, MENA Region
=@ Monitored platforms
Queries covering Twitter, Facebook, Instagram,
Blogs, Forums, and News for 18 different car brands,
12 official Facebook accounts and 17 official Twitter
accounts.
Analyzing by Location
*Twitter Only

Kuwait
3.23%

12.75%

United
Arab
Emirates
16.11%

Jordan
5.63%

Saudi Arabia
42.03%

STATE OF SOCIAL MEDIA 19 R - [l -

Gender Participation in KSA, the UAE, and Egypt

By analyzing the top participating countries, KSA, the UAE, and Egypt, we realize that Saudi and
Egyptian males owned the highest portion of the buzz. Egyptian women remarkably exceeded
the activities of Egyptian business accounts, while businesses in the UAE remarkably exceeded the
activities of both males and females”

& Male g Female [%Li Business

80.3% 5.9% 13.8%
= 423% 8.6% 49.1%

= 79.4% 13.3% 7.3%

Which sentiment did users in each country express?

Most of the content was neutral across the top 3 countries followed by positive content. Yet, we can
see that users in Egypt and Saudi Arabia composed a higher percentage of negative content about the
automotive industry.

@ Neutral @ Positive @ Negative

84% 10% 6%
= 92% 5% 3%
= 84% 10% 6%

Which language did each country’s citizens prefer?

Saudi Arabia is always leading in Arabic content. Saudi users are often more comfortable using
Arabic to express their feelings or opinions. Meanwhile, the majority of users in the UAE and Egypt
used English to speak about the automotive industry. Keep in mind that these numbers are only
representative of one industry. One may not conclude that Egyptians prefer to use English in general.

@ Arabic
87%

o 29%

= 3%

_—
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77 Automotive in the Middle East 78
Users’ Demographic What did different Which language did users prefer to use?
AnaIVSiS genders eXpreSS? Male users preferred to use Arabic in their content. While female users and business accounts
Twitter Only Male and female users were almost preferred to use English.
equally neutral about the automotive

industry. Perhaps females were less Arabic English
expressive of their negative feedback,

or they didnt have any. /g Male e I
74.20% 25.80%
' ' g Female -t I
@ 85.94% 84.87% 39.60% 60.40%
Neutral 2
Ei Business mEEEE— I
@ 779%  9.72% 31.80% 68.20%
Positive
@ 6.97%  5.41% Sentiment Analysis
® Male @ Female Business Negative

o S

Where did the highest gender participation come from?
Business accounts in the UAE were leading the activity when compared to business accounts in @ @

Saudi Arabia and Egypt, which dominated over the males’ and females’ buzz.

ho} 8 .

w
52.55% 21.55% L 31.56% 83.91% 11.85%
Neutral Positive
e 1 o, e 1 o e o
— 1315% — 12.20% =] 26.85% @
= 915% = 10.28% am  358%
B 340% B 838% B 302% 4 24%
. o

Negative
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Gender domination over sentiment

Business accounts, as usual, didn't express any sentiment in their content. Males participated the
most in the positive and negative buzz, but came second after business accounts in the neutral

buzz.
Neutral Positive Negative
Q0  4550% 82.70% 87.40%
B 750% 17.30% 12.60%
= 47%

Which language was used to express each sentiment?

Arabic was dominant across all sentiments. Complaints were remarkably higher in Arabic.

Neutral Positive Negative
(®) obic 54.50% 57.90% 74.90%
(®) o 45.50% 42.10% 25.10%

Countries contribution to sentiment

Saudi Arabia was leading in all sentiments. Egypt was the second highest contributor, except in the
neutral buzz, where it was replaced by the UAE. The assumption is that business accounts located
in the UAE were very active, raising the percentage of the country’s participation.

= B =

Positive 47.04% 14.06% 9.76% 6.24%

Neutral 37.95% 11.10% 17.08% 4.58%

© © @

Negative 46.29% 15.73% 10.42% 2.63%

STATE OF SOCIAL MEDIA 19 O - [ -
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Analyzing by language

Although Arabic is often the dominant language, only a little more than half of the automotive buzz
was in Arabic, leading to the assumption that perhaps it is easier to discuss cars in English.

aavic (&) ) 56.40%  eoin  (E) ) 43.60%

User distribution over language

Males were the most active users in both languages’ buzzes. Males owned the vast majority of
Arabic content with 82% of the buzz, while they only composed 45.8% of the English content.

Arabic English
Jo S VE 82.30% 45.80%
B remale 6.8% 16.80%
5y Business 10.90% 37.40%

How was each language used to express sentiment?

The majority of the whole buzz was neutral, then positive. And lastly negative.

Arabic English
@© Neutral 78.91% 83.90%
@© Positive 14.10% 13.10%
@ Negative 6.99% 3.00%

/
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Hossam Sultan C E L E B RAT I N G

Social Media Director
1000heads

The past year has been interesting for tech giants at Silicon Valley, especially Facebook.
We saw multiple security and privacy failures at Facebook throughout the year, leading to
GDRP being implemented across the EU last April. Not as loud, but definitely as shocking,
Google and Mastercard struck a secret deal allowing advertisers to track whether their
online ads led to a sale at a physical store in the U.S. Online platforms, especially social
networks, are starting to tighten their security more than ever, quickly scrapping detailed
targeting privileges advertisers once benefited from.

All of the above had an impact on the user’'s behaviour and culture online. In 2019, we
are likely to witness more changes taking effect and impacting the decisions marketers
make. Users have already started migrating to private messaging and channels to view and
share content, and they will continue to do so in 2019. Entertaining content will become
essential to keep user’s attention on public platforms. This might not keep them engaged,
as we are seeing passive content consumption on social platforms. Users are engaging
with content at much lower rates than before, however, entertaining content is likely to
gain their attention long enough. ASMR videos viewership are through the roof. Reason?
Pure entertainment.

That being said, it would be a surprise if ads on messaging platforms generate substantial
results provided the quality of the ads and promotional content remains unchanged. Think
of it this way, users are running away from pure promotional content. Changing where you
place your ad alone is not going to cut it in 2019.

Social networks are likely to make more effort in 2019 to work closely with agencies. This
should compensate for the limited data on users, strengthening this relationship will build TH E LEADI N G Co M M U N ICATI 0 N S
more trust between social networks and brands, through agencies.

Finally, mobile gaming will continue to grow as smartphone users grow. Forbes suggests CONS U LTANCY I N M E NA

there are over 2.1 billion mobile gamers worldwide. According to research conducted

by AdColony and On Device Research, the average play time in the UAE, KSA and Egypt Proudly celebrating our 35" anniversary in 2019, APCO Worldwide's story in the
among mobile gamers is between 10-40 mins per day. As a result competing with screen Middle East began to unfold in 2006. Teday, our 200+ empio;.rees and four offices are
time across all social networks collectively which is an average of 3:08 hours per day in the a testament to our rising growth and commitment to the MENA region.

MEA region.

To conclude, brands are not only competing with one another, but they are also competing ?
with other mobile sources of entertainment. Entertainment first content should be the celebrating

winner in 2019. Apco ¥o.d d
PCO 35

o —
worldwide s
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Finance in the
Middle East.

This section is based on the analysis of the 10 months
financial sector in the MENA region in 2018,
including location analysis of the top two
countries, Sauadi Arabia and Kuwait.

Monitored countries
MENA region

=@| Monitored platforms
This analysis is based on monitored queries targeting
the MENA region on Twitter, Facebook, Instagram,
Blogs, Forums, and News

Queries covering the below topics

-Credit Card (AR&EN])
-Wealth Management
-Bank Accounts

-Savings Account -Life Insurance
-Auto/Car/ Motor Insurance -Travel Insurance
-Health/Medical Insurance -Loans [ARREN]

*Twitter Only

gy Analyzing by Location =

Kuwait
11.60%

 locations

Jordan
2.45%

e United
. . Arab
Saudi Arabia Emirates

68.87% 1.44%

STATE OF SOCIAL MEDIA 19 apco G [Zows

Gender Participation in Saudi Arabia and Kuwait

Males were the most dominant and most active users in the finance industry in the Middle East in

2018, followed by business accounts, then females.
¥ Male Q Female f%i Business

68.2% 10.8% 21%

: 86.7% 4.5% 8.8%

What sentiment did users in each country express?

Neutrality constantly dominates the sentiment of online content unless a crisis occurs. Meanwhile, the
Kuwaitis expressed more negative content than positive, while Saudis seemed happier with their financial

industry.
@ Neutral @ Positive @ Negative

70% 21% 9%

B 8125% 5.96% 12.79%

Which language did each country’s citizens prefer?

Both countries are known to prefer using their mother tongue when crafting and engaging with
online content. Hence, the vast majority of content was in Arabic.

@ Arabic

95.2% 4.8%

B 96.3% 2.7%
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What topics in the financial industry were users in
Kuwait and Saudi Arabia most concerned about?

Most talked about topics

Most of the online users in Kuwait and Saudi Arabia are interested in loans, as it was the most
mentioned and engaging finance-related topic.

& Loans @ Loans
I A2suns o
) s emen =
Others Others

Most talked about topics excluding “Loans”

Since the topic of loans was dominating, we excluded it, to give you a clear insight about
online users’ interests.

e -

<> Bank <> Bank

0L Accounts I Accounts
: Wealth 2 2L, Credit
'HZ@j Management —=] Card

. Credit ) Savings

Card Account
Others Others
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Users’ Demographic
Analysis
Twitter Only

Female @ Business
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What did different
genders express?

Neutrality dominated the financial
sectors, yet females showed more
satisfaction with the financial industry
than males did.

& B

@ 9456% 78.74%

Neutral

@ 1.61% 18.64%

Positive

@ 3.83%  2.62%

Negative

Where did the highest gender participation come from?

Saudi Arabia is one of the most active countries on Twitter. Hence, it often ranks first in online

activities and interactions.

g Female

59.68% m——

= 21.26% —

- 871% wmm

s 236% =
’ 194% m

% Male

=l 53.66% m——

25.72% —

6.32% wm

3.57% ==

2.08% m
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Which language did users prefer to use?

Since Saudi Arabia, Kuwait, and Egypt were the most active countries, it is only expected for both
males and females to use Arabic. These countries prefer tweeting and engaging in Arabic.

95.4% 94.3%

® Arabic @ English

Top 3 topics discussed by males, females, and business accounts

Loans were the most talked about topic in the financial industry. It seems that even businesses are
doing a great job at meeting common interests and emphasizing on loans in their own content too.

2 o] .
@ Loans 91% é Loans 89.2% é Loans 88%
i

Bank o Bank o Bank o
Accounts 5% @ Accounts 4% @ Accounts 7%
. 9| Wealth = Credit . 9 Wealth

' Management 2% =] Card 3.7% ' Management 3%

Excluding loans it is a very important to know the interest of online users aside from the dominating topic, loans.

s B 3a

=
Bank o Bank o
Accounts 40% @ Accounts 56%

e o os2% M
B {ionagement 23% et 34% B {iomagement 22%
e et 9% B . 16% 5ol %
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Sentiment Analysis

Neutral was the dominating sentiment, followed by negative then positive content.

Neutral Positive Negative

w
© ©\ ©
81.30% 16.81% 1.89%

Gender domination over sentiment

Business accounts usually generate a majority of neutral content. Aside from that, males were the

major contributors to all sentiments. However, females contributed more to sentimental content
than neutral content.

Neutral Positive Negative

0  70% 93.4% 93.2%

£ 49% 6.6% 6.8%
=k 251%

Which language was used to express each sentiment?

Arabic was the most used language to express all sentiments. English, however, composed more
of the negative content than Arabic or neutral content.

Neutral Positive Negative

® 9% 98.5% 92.9%

® 3% 1.5% 71%

apco g [Drowd
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Countries contribution to sentiment

Saudi Arabia contributed the most to all sentimental and neutral content.

T ECE D

@ posiive  66.13% 5.90% 4.91% 19.10% 1.41% -

@ Neural  62.27%  9.04% 3.37% 17.72% 2.26% -

@ Negative  51.56%  12.68% - 22.70%  4.06% 2.10%

Top topics in each sentiment

The fact that loans were the most talked about topic, doesn't necessarily make it a positive thing. It
is actually the highest generator of negative content as well.
@ Negative

@ Neutral @ Positive
é Loans 90% @ Loans 94% @ Loans 95%

©® 8 Wealth Bank Bank
' Management 6% @ Accounts 2% @ Accounts 3%

Bank F®L  Credit Credit
Aaczounts 2% =] Card 2% =] Card 1%

B |

Excluding loans People showed more sentiment when discussing bank accounts as well as when
discussing credit cards. Neutral content was mostly focused on wealth management.

Neutral @ Positive @ Negative
@ Bank 31% @ Bank 56%
Accounts Accounts

Wealth
Management 62%

B ©

I . 2% S e tex
Cond" 8% (@ {isnademen: 25% (@ Visnatemen: 10%
STATE OF SOCIAL MEDIA'19 oo g (Hoons
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Analyzing by Language

®) ) 96.8% () 32%

Arabic English

User distribution over language
Here's the breakdown of who interacted with financial content in every language. Business
accounts contributed more to English content.

Arabic English
0 Male 70.7% 45.5%

B remale 14.2% 5.1%

f%“i Business 15.1% 49.4%

How was each language used to express sentiment?

Were users more comfortable expressing their sentiment in one language more than the other? For
the financial industry, more positive content was published in Arabic than in English.

Arabic English
© Neutral 81% 86%

@ Positive 17% 8%

(=) Negative 2% 6%

APCO @ D Crowd



Top discussed topics in each language

It seems like online users who like to publish English content were less interested in loans, and
more interested in wealth management.

@ Arabic @ English
& 96.3% 68%
@ 2% @ 12%
0.14% 9%
Further Analysis
Most Discussed Topics (Share of voice]
é 90% @ 2%
5% 1%
Excluding loans
1=} 57% =5 8%
ﬁ 22% 5%
STATE OF SOCIAL MEDIA 19 § Soow
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Top Users Posts
Twitter

i 3
A

ioj

@vi_joj

11:00 PM - 23 Aug 2018

23,679 Retweets 15,132 Lkes ) 0 . . ® . .. .

Q 21k

Follow )

&yl oo dble (Suillue Guarige o=l
a:ul.o all _)_Uistb_)_.gjs EJ_]LUJ.O )9 u_J|9_u.u
232 Eopitay lang yo)8 izl Jhuol lgus

oSiacluay acay oLl Cusg ((895)

o)l oS eslly azy0ly eSicjog

1 24

15K

duilaezd] o> 03> digaey

&
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Top Users Posts
Twitter

Muna AbuSulayman i &
@abusulayman

J adlls mlall Silles ol Erasall Bl 58]
2635 Cuil g debw oS buwis golill sl jgi#
wd dbludl gz o3V .. i iiye g
lesbel JisW Lusls b 13] 5. oV LaisVl

Al z ol cue lae ol Hlaliwl day g L=l |
)l dad e 9nzp Glwy=ll g A o dl

& Translate Tweet
2:26 AM - 3 Jan 2018 2. ; K

s321reteets 273 ks G P R O OOOT @

Qar Maxk Va2 ©& e 447

@ Tweet your reply
udll puaus @HusseinAlshiekh - 7 Jan 2018 v I O 3 K

Replying to @abusulayman @3zizmansouri

W [ P o 0 | ESAReH o e RO [ L M= e | el I

& Translate Tweet

Q n Q 3 )

Follow )

‘? woldl amallulls ol @d13741374 - 3 Jan 2018 ~
i Replying to @abusulayman

83le] gling limaizes, 381 5l 35150 sl lgil (S Ul dppmally zalall Unzl 13 ami

sy ol sUedl Gleg (liabadis, gazdlplio Lliwylas) @ g Ly Lislal) dclis

ely . 2l o> Slaalass &lan lfloul uslisg Lrnussall Cila

The Saudi public figure Muna Abu Sulayman
speaking against taking loans to finance
huge wedding parties and honeymoons.
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Top Users Posts
Twitter

ﬁ Khaled Bahah zl= 31> &
\ Follow |
@KhaledBahah

o) 050 el Uz Sl ol o6 @287 3/3

] bagsiw JI 13s il (il Slgsils
exall ouly e 8)S0ue duibg W Aol Lizl>
& ySauslly @3LoisVl dzsll Jzai obsl G
oloVl Slgs Jub dguwliudlg

dslall &ilbuly lgiog (il 53045 Lisj)l aglll

zlu#
& Translate Tweet

1:07 PM - 18 Jan 2018

769 Retweets 2,434 Likes Wl @ ‘ . . .. s g &

Qo M7 Ok ©

@ Tweet your reply

™ lladl ulie @ @zbbaszldhaleai - 18 Jan 2013 v
) Replying to @KhaledBahah
iy
Ailaill pelald
& Translate Tweet

Q 29 ! Q s4 ]

2020 pSlall @2020_aboziad - 19 Jan 2018 ~
G b pSillbeis g eies U @l asizig G3kay i pi Jz glbs sy

& Translate Tweet
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The Yemeni Vice President and Prime Minister
comments on a newly applied law and gives tips

to the government.
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Top Interactive Influencers

Twitter

This is a list of the influencers who received the highest number of interactions on posts they
published about finance.

@askarls

16.96K

interactions

@ ulgngn” ooy Suc @ .
@askart

0Ll e bgyme ‘5JL“-° oned Jis
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34100 18
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@Dr_Alwathnani
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interactions
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Top Interactive Influencers

Twitter

This is a list of the influencers who received the highest number of

interactions on posts they published about finance.

Y

@redfksa

12.28K

interactions

» s,l&:JI G300l @ g

JT—
( Follow )
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bit.ly/201kL1d

409 PM

229renveets 265kes @ PG LOG - @ 2

Qs Ma Ve &

sV ol o ] Ul
691 5le 28 s
ol 33 gl sl Lo (sl L. i
awhy Al ainll (Bl cindys FA plo yioyl b
o sid] ol igasels slss daall pased ol s pelsh can
ss-3ll aind l sicg. i 0 55 ync- il

© Tansate Tweet

Q2 = Qs ]

@l gsf @WRPVaY :;s
’ w\mmm)h 5o 2l s 5l S g
sala Vo \y\@hmmuaﬂuuwymwu sl By aclaie
e ol ol o 6ot s ey gl s s bl S
i

&
9’ AN
Y &

@AjelNews24

2.47K

interactions

w)‘;ﬁ ‘fil:‘hf:szl Follow :} o
@ U

albe e GuiiVl Tae O3aad o) gl pulzot
docllo ybgyd eyl @ )laell_draiidl_§gaio#

o bl Loy sl &gz lelyo iladl il
Bl sy

o lisdl_ggiall#

reveets 271tkes @ @ L QP O@DOPP &
w Om O

Finance in the Middle East 96

@abusulayman

7.92K

interactions

Muna AbnSnIayman wie @
@sbusulayma
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Jonathan Poyser

Manager of Forensic Services-Global
Intelligence, PWC

2018 was a year, especially in the Middle East, where people realized that social media can
be the defining factor that allows their businesses to grow in terms of influencer marketing.
| believe North America has already figured this out, but this year the Middle East saw a lot
of people trying to capitalize on influencer marketing, especially with Instagram. | think
2018 was a year where Instagram really took off in Dubai and the Middle East. It was an
influencer - centric scene.

The newest marketing trend | saw emerge was people with e-commerce stores utilizing
social platforms and enabling users to purchase exactly what they saw — that for me was
astonishing. This trend is definitely bringing a new level to e-commerce and Instagram
marketing.

In 2019, | think we're going to see more influencers emerge, especially in MENA. | think
we'll see a lot more people and e-commerce stores actually utilizing social platforms
and enabling users to click on the items they like and be transferred to their website and
enabling them to make the purchase instantly.

What | believe will keep rising in 2019 is brands will lean towards influencer marketing
being their primary marketing tool as opposed to traditional media sources. | definitely
see brands dispersing their budget differently for 2019 and even into 2020, instead of the
traditional 20% spend on Instagram marketing | think we're going to see it go up to about
40% on Instagram marketing, social media marketing and Facebook marketing.

The reason why | always talk about Instagram is that | feel that it is the go- to place for
businesses for sales. Twitter is great for expressing yourself, Snapchat is good for you to
show people what you're doing. Facebook and Instagram though, ever since the two
merged, it's has been non-stop year after year for development and it getting good.

STATE OF SOCIAL MEDIA 19 arco @ [oow
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Mohamed Enaba

Radio Jockey and TV Presenter
at Abu Dhabi channel

On Influencers in the Middle East

It's quite an interesting field. Influencer marketing has been rising in the region, and there’s
so much to learn and understand about it. Every time | sit with a brand or a company
that wants to use influencers to reach more of their prospects, | notice many loopholes
in the understanding and evaluation of influencers. Some companies are unaware of
the importance of micro-influencers. | am shocked to know that many still qualify as an
influencer with the number of their followers rather than the authenticity of this number.

Although social media platforms are trying to verify the follower bases for public pages,
many still buy followers. To me, it's quite simple, if you can relate a social media influencer
to one industry, and label what they do, then you've landed on an influencer.

Social Media in 2018, posts vs. stories

We noticed in 2018 that stories lead the hype over posts. Even when companies use
influencers to promote their services and products, they ask for stories rather than posts.
Although they are less interactive, the online audience related more to stories and feel like
they're part of a series they're getting attached to.

What to expect in 2019?
People will need to work harder to maintain the quality of visual content. It's a fact that
smartphones are getting more advanced, allowing users to watch series and stories with

very clear screens. This challenge must urge influencers to spend more time on their
content to provide viewers with the best quality they expect.

APCO q D Crowd
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Monitored platforms
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This analysis is based on monitoring queries 10 months
on Twitter, Facebook, Instagram, Blogs,

Forums, and News websites in addition to ) vilenllize Cell il

Facebook, and Twitter social accounts. MENA region
Analyzing by Location
*Twitter Only
Kuwait
3.54%

—
Egypt
16.82% 5
Jordan
5.06% -
Saudi Arabia
51.56%
STATE OF SOCIAL MEDIA 19

locations

United
Arab

Emirates
13.23%
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Gender Participation in Saudi Arabia, Egypt and the UAE

Male users composed most of the content published across the three countries. Business
accounts had an exceptionally high share in the UAE compared to Saudi Arabia and Egypt.

ﬁ% Male Q Female f%:i Business

85.7% 8.7% 5.6%
= 558% 18.9% 25.3%
— 74.2% 23.4% 2.4%

Which sentiment did users in each country express?

The neutral sentiment dominated over all of the content in the three monitored countries, followed by

positive then negative sentiment.
@ Positive @ Negative

@ Neutral

=l 73% 14% 13%
= 83% 10% 7%
s 71.6% 17.7% 10.7%

Which language did each country’s citizens prefer?

A huge majority of the content coming from Saudi Arabia was in Arabic. 66% of the content
originating from Egypt was in Arabic, while 57.1% of the content coming from the UAE was in Arabic.

Bl 93.4% 6.6%
= 57.1% 42.9%
-  66% 34%
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Which is more popular in each country? What did different genders express?
Males and females had the same attitude towards On-demand and TV channels, they

On-dema nd Or TV Cha n neIS? both expressed mostly neutral sentiment, followed by positive then negative sentiment.

On-demand media got the largest buzz in Saudi Arabia and the UAE.
Egyptian users were more interested in posting about TV channels. (% Q
] '

Neutral 74.5% 72.1%
= ©

Iar;-g:mand 96% @ Positive 13.7% 15.9%

TV channels 4%
@ Negative 11.8% 12%

Where did the highest gender participation come from?

Saudi males were the most active among all male users in the region. Saudi and Egyptian females
were very active, but none got the vast majority although Saudi women got the lead.

Users’

Demographic

Analysis g Male Q Female

Twitter Only '
s 61.20% E————————— =8 32.08% =
e 1 o [ o

® Male @ Female @ Business “ 17.08% === ‘ 27.73% =
= 6.94% wm : 12.08% w=m
B 42% = B 155% mm
BEs 214% = B 432% =
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Which language did users prefer to use?

Males and females alike preferred posting in Arabic, except that English composed up to 25% of
the females’ buzz.

92.2%

® Arabic English

Genders’ preference between On-demand and
TV channels.

The percentage of males who were involved in conversations about On-demand media was much

higher than the females'.
f ; | 'g

On-demand ) o
On-de 93% 73%
TV channels 7% 27%
STATE OF SOCIAL MEDIA 19 apco @ [Howe
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Sentiment Analysis

General [excluding retweets)

Neutral Positive Negative

-
o) o' o

75.4% 14.5% 10.1%

Gender domination over sentiment

Business accounts generated the majority of neutral content of neutral content. Aside from that,
males were the major contributors to all sentiments. However, female contributions to sentimental
content was slightly higher than their contribution to the neutral content.

Neutral Positive Negative
Q  73% 82.3% 84.3%
B 131% 17.7% 15.7%
=y 13.8%

Which language was used to express each sentiment?

Fewer users used English to complain or express negative feedback than those who expressed
positive or neutral sentiment.

Neutral Positive Negative
®  88% 86.5% 95.8%
® 12% 13.5% 4.2%

APCO q D Crowd
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Countries’ contribution to sentiment Twitter User distribution over language Twitter

Saudi users dominated content of all sentiments by composing around 50% of the positive,

Male users dominated all the content in both languages. Females’ contribution to the English buzz
negative, and neutral content respectively.

was quite high compared to their contribution to the Arabic buzz.

e 1 = = = Arabic English
L

8 Male 81.7% 61.2%

owve  5091% 2217% 9N%  534%  3.87%
) 0 remale 1% 32.3%
@Neutfa' 48.06% 16.72% 14.32% 4.93% 5.02% f%] Business 7.3% 6.5%

@ Negative 57.46% 17.00% 827%  527%  2.98%
How was each language used to express sentiment?

Users were more comfortable to share their negative feedback in Arabic rather than English.

Distribution of sentiment over monitored subjects

Most of the negative content was about On-demand media. TV channels got the majority of

s Arabic English
content about positive and neutral content.
© Neutral 72.49% 75.71%
@ Positive @ Neutral @ Negative L
(© Positive 14.26% 18.24%
On-d d o o o, .
Media 49.7% 25% 66% @ Negative 13.25% 6.05%
TV channels 50.3% 75% 34%

Language use for both types of media

TV channels had the highest percentage of Arabic and English content. However, users were
more interested in talking about On-demand media in English representing an overall percentage

Analyzing by Language of 49%.
Arabic English

\ On-demand % %
Mg digman 28% 49%

@ 86.2% @ 13.8% TV channels 72% 51%

Arabic English
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Top 5 Countries per language  Twitter Further Analysis

Saudi Arabia owned the majority of Arabic content, while the UAE owned the majority of English e AT

content. Meanwhile, Egypt was the second highest contributor to both. , 20] 7 VS 20] 8

@ Arabic @ English

ACtiVity Total Queries + Facebook and Twitter Social Accounts

- 65.84% = 2919% 2017 2018
= 13.65% = 26.21% Mentions 19.75K Mentions 20.59K +2%
Interactions 711.27K Interactions 402.77K -28%
= 5.90% =] 17.25%
: 4.63% = 12.57% How were users feeling? Excluding retweets
b 179% = 3.42% 2017 2018
© Neutral 751% © Neutral 76% +0.9%
. . (© Positive 20.7% (© Positive 18%  -1.3%
Biggest buzz (Share of voice]
(Total Social Accounts and Queries) @ Negative 4.2% @ Negative 6% +1.8%
In general,online users were more interested in posting about TV channels than On-demand
media.
On-demand Media 31% TV channels 69%
Who was talking? mwiter
& Most Active Facebook Accounts 2017 2018

By monitoring the Facebook accounts of some players in both segments, it turned out
that pages of TV channels are way more active than those of On-demand media.

Male 41.8% Male 43.7% +1.9%
On-demand Media 8% TV channels 92% ‘g g
f remale 29.2% £ remale 4465% +15.45%

Most Active Twitter Accounts & Business 29% &y Business M.7%  17.3%

On the contrary, On-demand media pages were more active on twitter

owning 72% of the buzz.

On-demand Media 72% TV channels 28%
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Where was the buzz from? Based on Twitter buzz in the MENA region Gender
2017 2018 2017 2018
= 37.78% = 3726% -0.52% g Male 37% g Male 43.4% -6.4%
= 19.20% = 20.45% +1.25% B remale 253% f remale 489% +23.6%
= i ° = i ° -30.1%
8.89% 919%  +03% 5y Business 37.7% &y Business 7.6%
= 5% B 299%  +2.99%
Top Countries mena
E 231% = 2.39%  -26% D
2017 2018
i . = 5583% = 5848% +265%
EZ Dubai One Twitter Account -
= 8.47% 262%  -184%
Activity = 5.56% = 258%  -2.98%
2017 2018 4.46%
Mentions 4.80K Mentions 3.56K -5% K 325%
Interactions 31.52K Interactions 45.63K +6%
Sentiment Excuding retweets .
Facebook Social Account
2017 2018 o
ACtIVIty Total Queries + Facebook and Twitter Social Accounts
Neutral 88.8% Neutral 909% +2.1%
© 9 2017 2018
@ Positive  8.6% @ Positive  6.8% -1.8%
Mentions 2.26K Mentions 2.44K +6.2%
@ Negative 2.6% @ Negative 2.3% -0.3% Interactions 73.40K Interactions 69.85K -4.8%
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Sentiment Excuding retweets Gender
2017 2018 TV Channels On-demand Media
© Neutral  81.8% © Neural 833%  +15% 0 Mae  66.4% 0 Mae  798%
@ Positive 14.1% © Positive 11.3% -2.8% O female  30% 0 Femae  11.8%
(@ Negative 4.1% @ Negative 54% +1.3% /&, Business 3.6% &y Business 8.4%

Top Locations Twiter and MENA

Further Analysis TV Channels ~ On-demand Media
On-demand Media VS TV channels

= 55.19% 56.36%
ACtiVity Total Queries + Facebook and Twitter Social Accounts ke : el
) 10.22% = 10.32%
TV Channels On-demand Media - =
74% .63%
Mentions 74.14K Mentions 256.02K : 2.14% = 263
Interactions  13.84M Interactions 5.05M = 2.42% B 4.24%
Sentiment xcluding retweets .
| B Twitter account
TV Channels On-demand Media
Activity
© Neutral 75% © Neutral 7581% .
N N TV Channels On-demand Media
© Positive 17% © Positive 13.07%
. - Mentions 8.08K Mentions 25.37K
@ Negative 8% @ Negative 11.12% Interactions 229.37K Interactions 408.88K
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Sentiment txcluding retweets

TV Channels

© Neutral 78.2%
@ Positive  13.3%
() Negative 85%

Gender

TV Channels

Q\ Male 70%
g Female  27.2%
&y Business 2.8%

On-demand Media

© Neutral 73.35%
@ Positive  13.54%
& Negative 13.11%

On-demand Media

8 Male 89.5%
g Female 9%
&y Business 15%

Top Locations Twitter and MENA

TV Channels

29.50%
24.21%
23.47%

6.36%

npneni

1.84%

STATE OF SOCIAL MEDIA 19

On-demand Media

71.11%
= 837%
= 5.02%
E 5%
i 2%
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Facebook social account

Activity
TV Channels

Mentions 5.38K
Interactions 10.90M

Sentiment

TV Channels

© Neutral 76.11%
@ Positive  16.04%
& Negative 7.85%

On-demand Media

Mentions 330
Interactions 938.58K

On-demand Media

© Neutral 82.95%
(© Positive 11.63%
& Negative 5.42%

/ =



Top Positive Post
Twitter

. dibolyiiw) Ul Logy B

[ Follow | -~
@reemasub

Jol piz oz Juulualla VIl (i89 351 Lo
es JS az)a) alde eolg 138 o 21Ul 050
pgss Sslg OHlbo I SlazVl g agus pl>l
"6 2 isble Jesebl ague (S
ouSalaii e dals 13 uluwl |

& Translate Tweet

6:04 AM - 3 Jul 2018

162retveets 5951kss ? B S DO HODO I

Q) 110 11 162 O sk M

The user is expressing her fascination with a
Spanish show called (Morocco) on Netflix.
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Top Neutral Post
Twitter

s

i Follow ) ~
@ >

s e iz 20 LJ_.o_oi—l "-L:'.Jj"
" Lgian Livay clouais Netflix gusalsi

& Translate Tweet

This media may contain sensitive material. Your media settings are

: : i View
configured to wam you when media may be sensitive.

419 AM - 11 Jul 2018

2,283 Retweets 27,980 Likes J f'i; [ ) “© i e ﬁ, . !

Q 302 Mak Qa2 B

@ Tweet your reply
<uli @ThbtY - 11 Jul 2018 v
20-
f'Safe" LJ,u.lJ.u.Lo

aiigl ge Gl L ol amy @ guyiall poledll ge dasle jlwl cansy ol o
ozlg sy dunlzd Tis Juaz o e3gihball

& Translate Tweet

This media may contain sensitive material. Your media settings are

. : 5 View
configured to wam you when media may be sensitive.

Q 18 1 53 D 1k B

uls @ThbtY - 11 Jul 2018 w
19 -
"La Mante” Judias

Jo (g Bacluall inged Lllaic] oo diw 25 sm) dlwluia 3518 Ge Sk o b
Mol 3Tt lasSin ol Jill gz oo bl
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Top Interactive Influencers
Twitter

[ ] [ ]
S pec I a I M e nt I O n S a n d Eve nts This is a list of the influencers that received the highest number of interactions on posts they

published about the media.

341K 182.45K I

mentions interactions

The main conversation on this day was about a Netflix show “La Casa De Papel” aka
“jouusgyUl’. A popular character “Berlin” passed away at the end of season 2, which had
the fans taking their anger to Twitter.

On the same day it was announced that this character will be coming back on Season 3 in
2019,

m @Cat_7777 @ScoopWithRaya @Ghadal622

P———r p— 10.46K 9.08K 8.37K

@NetflixMENA

) interactions interactions interactions
Az dild o] 46 jw dlec yiS|
bhas 2019 b yoyey W cjall jgus gy l#
Netflix e
& Translate Tweet \ ﬁ) peskaboo & e 99 th I

2 Ul Slasbell Lasl e 2y o) Jii e il (il by disp bls $adg psS (oly

@ o incly puSulai b lgidis chazll 82tz

rwbusll dclas igmule olic @ dbsls #ScoopWithRaya #MBCMAX #MBC2

Dsgo g0 3] 2oz pouas lgas) b )

Iyt bgis

s @ORLL00 ®

@D
2415 053l yuiS ool
| Q e ®n B8 M'swdﬁﬂ&bwwumw
ONEOFUS : R o

The big family cooking showdown
Sara’s new nordic kitchen 469
Hell's kitchen leyb o

1114 AM - 18 Apr 2018

5961 retveers 7653 Lke: G S B OROQP O &

o MR peekaboo & @cat 7777 16 Jul 2018 % -
Q 16k 11 6ok ) ke B

441 AM-30n 2018
e QOS@Va
Q1 e} 3 =]
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Top Interactive Influencers

Twitter

19

This is a list of the influencers that received the highest number of interactions on posts they

published about the media.

@celebsArabic

46.47K

interactions

Celebs Arabic . \
e ollow ) v

o315 Jauluo b JiBIS syisn e Bylai Jol
2019 é yoysuw silg (The Witcher o5&l

®
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@MosaiqueMov

41.47K

interactions

[a] oY ) i

MBC2-daus5F+asy

Mistress America

PRV

2015

IMDB 6.7/10

ool

lrac € lae

Tels ) ouisyl

eVl gy
mosaique.co/movie.php?movi...

‘;nis'rress

america = S

O a2 EER

@CinemaGuide

38.96K

interactions

Qs Qs eV =

MBC2 yls &asmall Cubisis 4230 pao Cussh #1:30

Cuo ool (s g pasll i del Wl azles izl 21 clils
el olo il lg) ill il 3liall Clutiss g oo goubssu

@ D Crowd

Top Interactive Influencers

Twitter
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This is a list of the influencers that received the highest number of interactions on posts they
published about the media.

@Thbty

81.76K

interactions

8y ) JolS ¢ 7 03y 5lla a5 b
aSaic ghas! bl jusSlaii olus Jumai

© Transiste Twest

bl @ThbtY - 14 Sep 2018 v
e Cibaaisg agm ol lgisyz &8skl
e

19 Y
dya 8513 latle Wl ppunlle bassl 4
290 38ls ) s sl wole bkl

a

o7 7
Zub @ThbtY - 14 Sep 2018 v
s
49197143 0000000¢

0l salo Jio COV2 5 Data dalS e o binig ol uSass

Gerar s 3l bl

@3bo9xI

94.22K

interactions

@ 2o )

The" sazl juSlass o Caoli I pwlill
Sdic oSl) Y9 "Haunting of hill house

© Transiste Twes

\|

O s T o B

@brayan_brz

34.57K

interactions

@‘ yray??{ynzALlTE  Feiow .

si je suis sur Netflix sur mon tel, que tu
m’envoies un message et que je quitte
I'appli pour te répondre: vraiment t'es
haut classé dans mon coeur

sauf essage on est dans le FC je suis seul rappelle toi
) 8
yﬂn brayan/VREALITE @iil_br v
o ot ¢ 8
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Fintech in the

Middle East.

["3”"“} Monitored period
This section is based on the analysis of the 10 months
Fintech conversations in the MENA region in Monitored countries

2018, MENA

=@ Monitored platforms
This analysis is based on monitored queries regarding
mentions of related Fintech keywords, and queries
monitoring mentions of some of the top leading Fintech
brands in the MENA region. The analysis is represented
through 15 official accounts for Fintech brands in the region.

Bahrain
2.25%

gj Analyzing by Location

*Twitter only

a7 \A

active locations

~—
P

-

Egypt

1741% | b Q —
hite
Arab
. S—— Emirates
ok 45.62%

4.24% ,,

Saudi Arabia
24.23%
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Gender Participation

Business accounts were the most participating in the UAE, while male users in Saudi Arabia and
Egypt took the lead.

& Male g Female f%i Business

= 116% 45% 83.9%

85.3% 4.4% 10.3%

= 88.9% 5.5% 5.6%

Which sentiment did users in each country express?

Saudi users seemed a bit unsatisfied with the Fintech industry as 11% of their content was negative,
compared to only 4.6% positive. Neutral sentiment dominated all the buzz across the content.

@ Neutral @ Positive @ Negative

= 96.99% 2.60% 0.41%

84% 4.5% 11.5%

= 93% 4.3% 2.7%

Which language did each country’s citizens prefer?

Unlike other industries, players in the Fintech industry preferred to publish English content rather than
Arabic. Saudi Arabia has the highest percentage in Arabic with 32.9% of the content written in Arabic .

APCO q ZJCrowd Analyzer
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Users’ Demographic

Analysis

Twitter only

__—

123

Although it is a very small gap, female
and male users expressed more
negative than positive sentiment,
while the vast majority expressed a
neutral sentiment.

2 8
@ 93.84% 98%

@ 236% 0.74%
@ 3.79%  1.26%

Male Saudis were the most active, whereas Emirati females were the most active among Arab

women, and UAE business accounts were the most active ones.

el

=l 35.42%
24.01%
18.48%
7.95%

5.08%

AEnit

STATE OF SOCIAL MEDIA 19

HUEBEADN

2]

46.11%
12.54%
11.68%
9.63%

6.19%

n

92.45%

2.95%

1.47%

1.05%

AllmlD

cr 0.61%

@ D Crowd
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All users preferred posting in English. However, we can tell that male users are interested in
publishing in Arabic more than female users and business accounts.

®

I
29.3% 70.7%

I@

17.2% 82.8%

T D
1

1.3% 92.7%

© J03% () s61%

@ 4.09%

q D Crowd
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Gender domination over sentiment
Male users dominated the vast majority of content across all sentiments. Business accounts did not
own any sentimental content, as 40% of the neutral buzz was owned by business accounts.
Neutral Positive Negative
0 s527% 96.4% 96%
B 7% 3.6% 4%
= 40.3%
Which language was used to express each sentiment?
Those who published neutral content were more comfortable posting in English. The vast majority
of the negative content was posted in Arabic. Around 48.7% of the positive content was in English.
Neutral Positive Negative
®  376% 51.3% 93.9%
(B  62.4% 48.7% 6.1%
. . . . .
Countries’ contribution to sentiment
Most of the neutral content was generated from the UAE and Egypt. On the other hand, Saudi
and Egyptian users generated the positive and negative content, where Saudis owned 75% of the
negative buzz.
8 = = < 8
= - =
@ Posiive  2368%  34.96%  30.45%  459%  2.63% - -
@ Neutral 35.69% 23.39% 26.97% 3.70% - 3.77% -
@ Negative  410%  75.84%  1674%  093%  0.48% - 0.46%
STATE OF SOCIAL MEDIA 19 Apco ([ Crowdanaigzer

_— o~

\ /

Fintech in the Middle East 126

Analyzing by Language

Arabic @ 78.5% English @ 21.5%

User distribution over language

Male users owned the majority of the Arabic buzz. On the other hand, business accounts owned
the majority of the English buzz.

Arabic English
@ Make 71.5% 35.6%
£ remale 6.4% 6.4%
i%‘i Business 22.1% 58%

How was each language used to express sentiment?

The majority of the buzz was neutral, followed by positive, and then negative.

Arabic English
@ Neutral 82.2% 96.04%
@ Positive 5.1% 3.38%
@ Negative 12.7% 0.58%
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Most active Fintech social
accounts

Twitter

Twitter

Sadad was the most active among Fintech companies, followed by

Payfort then Bridgtheapp. m

J/.‘l_w PAYFORT

Business Dubai &

Ciegbral) Aaw oLl an amazon company L Follow
270/ 230/ As the world's fastest growing emerging
° ° economies embrace mobile payment at

staggering pace, #Dubai-founded
@bridgtheapp is leading the way for
innovative fintech solutions bit.ly/20z60Do
#Fintech

Bridg Qeompareitame.com
22% 9%

Mk@m H 1:03 ' 5.46M views .- %Hg&
fad MadfooatCom D
12118 PM - 2 Aug 2018

843 Retweets 5,544 Likes (o % ‘1 ' w . s s .

5% e 694
@ Tweet your reply
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Twitter

SADAD | 5law O
@SADAD

[ Follow

pl.C- 88 sio# e .cL_J,LC-g Joeo
88 ribgll_pgull#

BY RVTT

O Translate Tweet

% @ 416

s16retvweets 642likes 8 @D H @O OO W

O 22 O 416 D 642 O

ﬁ",\ Tweet your reply
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Twitter

lediwll dalsll diugll @
@SAGIAgoV

-
r.3

byu.0llg douwgial| Olitiall uSei) woagi

S b gl blegoall pUaig
v lyiw| e lai 8,530 Slog

holxe (oo jg0

8yl Jlo (b duallall §lowll Joz> o

& Translate Tweet

gigyisyl

9:33 PM - 5 Apr 2018

257 Retwests 147 Likes

D ar

1 257

D 147

&
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This is a list of the influencers that received the highest number of interactions on posts they

published about fintech.

66.35K

ﬁ Spiros Margaris @ <

New 2018 and Always Amazing

The Insane Amounts of #Data We're Using
Every Minute

bit.ly/2MdoYt7 @Rose_Leadem #Al #fintech
#insurtech #Artificiallntelligence
#MachinelLearning #BigData @JohnSnowai
@psb_dc @jblefevre60 @alvinfoo
@nigelwalsh @ttavlas @efipm @TunstallAsc

— UseRs WATCH

4333560

12,986,111

TEXTS SENT
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6.24K

™ XRP_Cro
Y ostedss

*** COMPANIES USING XRP **
20+ companies using, testing or
accepting #XRP (#Ripple)

SHARE & RETWEET!
bit.ly/ripple-partner...

New updated version!

#XRPthestandard $XRP #cryptocurrency
#crypto #fintech #altcoins @BankXRP
@haydentiff @Hodor7777 @RobertLe88
@WietseWind @XRPTrump

Follow ) v

USING, TESTIN

XRP -

~tripple

[E]

6}

X =]
X =]
2]

B8

-

X
X

852 PM - 19 5ep 201

i SPR-rPPOOO®
)

Os T O en

4.75K

@it Go=) ~
Must Watch Video: @JPNicols’ presentation

at #FinovateSpring2018 - Thriving in an age
of digital disruption

finance.knect365.com/finovatespring ...
#fintech #finserv #banking #in
cc @BrettKing @JimMarous @rshevlin

@waupsh @psb_dc @DuenaBlomstrom
@jasonhenrichs @SpirosMargaris

@ D Crowd
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This is a list of the influencers that received the highest number of interactions on posts they

published about fintech.

91.53K

’ Productivist

P! Follow v
@ProducToken

Now our website is available in #vietnamese
too! EEIES ico.productivist.com/vn/ #ico
#fintech #crypto #cryptocurrency #blockchain
#smartmanufacturing #iot #Viét

P Productnis

ot b Pre-C0 b v

Tham gia ngéanh céng

nghi¢p san xuit 4.0 na ua a 7

N hing o s it 3 e re 10 bt s

503 PM - 12 Apr 2018

1406 rewvects 13270k ME QL OOO

On T Qix B

DUBRI

Follow

As the world'’s fastest growing emerging
economies embrace mobile payment at
staggering pace, #Dubai-founded
@bridgtheapp is leading the way for
innovative fintech solutions bit.ly/20z60Do
#Fintech

MOUSSA BEIDAS
CEO & CO-FOUNDER BRIDG

56

S5%000::0

3.08K

9CNEWS.com (
9c; X

o __ Follow > v

#LIKE 18 PLZRT It

#Top10 things you need to know
#Infographic

#Fintech #lloT #CyberSecurity #infosec
#Security #DDoS @Fisher85M #BigData
#DataScience #Al #fintech #BigData
#Industry40 #Al #Cloud #innovation
#disruption #Entrepreneur #Startups #Tech
#ML #DL #SEO

- Pt ’ > b -
loT attacks: &~ Fr"ﬁ
-

St th problen?
%

e
g
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Salman T. Sultan

Regional Public Relations and Social Media Manager
Jaguar Land Rover MENA

What are your predictions for social media 2019?

Virtual Reality and Artificial Reality platforms are expected to grow faster in
2019 and will cause an increase of content the following year. Interactive
content pieces such as 3D posts, ‘tap to hold” and the newsfeed apps will also
rise more as they've been creating a lot of engagement for many brands in 2018 and a lot of buzz among users.

Branded content is also expected to have a bigger impact in 2019, with subliminal promaotions in bigger content
pieces being used in a smarter way.

How did social media change in 2018?

This year it became much more challenging for brands to grasp the attention of consumers and users on social
media platforms as attention spans decreased and lengthy content stopped yielding expected results. Many
brands jumped into creating content pieces that are 10 seconds or less.

The new Facebook algorithm almost killed organic reach in 2018 where all brands noticed a huge drop in the
organic reach and interaction. This is why better media plans and promotion strategies became a priority for all
brands.

Influencer marketing continued to grow, but many influencers were forced to start a conversation about their
involvement with brands and their authenticity.

Most social media platforms came up with new and cool features, such as Q&As on Instagram stories, iIGTV or
Messenger stories with voting polls on Facebook.

Which new marketing techniques and tactics occur in 2018?

In 2018, almost all brands had been prepared to jump into trends and viral conversations in order to ensure
relativity and connection with the public. Social listening and understanding brand followers became more and
more of a priority for everyone.

Many new ways have been introduced to enhance the interaction with the product and advanced features such
as Voice Search with Alexa and Siri, or retail shopping into digital which became more popular this year.

What will keep on rising in 2019?

Products and brands are slowly jumping on the experience bandwagon. No one is selling a product anymore, all
brands sell experiences, and | don't see this changing in 2019 but rather think this is the main differentiating factor
amongst brands across the board.

Micro-influencer marketing is evolving faster than macro-influencers marketing. People are relating more to the
young influencers with a fresh following that feels more authentic and might be changing their views towards
the “bigger” influencers due to the large number of posts, or paid activities.

Spending meaningful time in apps is another rising trend. Instagram and other platforms such as Facebook are
trying to get into the living a meaningful life wagon by adding a feature where you can set a specific amount of
time in the app or get an alert when you have passed a number of minutes.

STATE OF SOCIAL MEDIA 19 apco G [Zows
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Mohamed EISherif

Director of Research and Value-Added Services
Crowd Analyzer

We've seen the rise of visual content in 2018. And in 2019, we're expecting users to be
even pickier with the content they expose themselves to. Also, influencer marketing
has changed a lot; today influencers aren't ranked by the number of followers they
have, but the number of interactions they receive from the target audience.

| think that brands should leverage the power of live videos more into their content
strateqgies. Video content is by far one of the most interactive types of content.

Also, in 2019, brands should concentrate more on the quality and feelings expected
from each video than just producing it. Live videos are preferred because the
audience is sharing real moments with the brands, not a well-edited video. This
is why Facebook and Instagram have more features including live broadcast.
Sometimes sharing an event backstage live video could increase customers loyalty
and happiness more than the event recording itself.

apco g [Drowd
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E-Commerce in

the Middle East.

(Wm} Monitored period Monitored countries
11 months Saudi Arabia and Egypt

= Monitored platforms
Queries: Twitter, Facebook, Instagram, news, blogs
and forums

Social Accounts: Facebook and Twitter excluding
Instagram

g Analyzing by Location

*Twitter only

Kuwait

e

United
Arab

Saudi Arabia Emir;‘:ltes
83.26% 5.72%
Oman
0.58%
STATE OF SOCIAL MEDIA‘19 arco g [oows
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Gender Participation in KSA& the UAE rwiter only - Top wo Locations

Saudi male users were the most active, meanwhile business accounts were the most active in the

UAE.
(‘% Male Q Female f%i Business

61% 9% 30%

= 27% 8% 65%

Which sentiment did users in each country express? o

only
As expected, the neutral buzz was the highest in both locations, followed by positive then

negative sentiment.
@ Negative

@ Neutral @ Positive

75.6% 14.5% 9.9%

= 84% 10% 6%

Which language did each country’s citizens prefer? iy

only

Almost all the content in Saudi Arabia was written in Arabic. In the UAE, a majority of 54.3% of the
content was in English.

@ Arabic @ English

98.3% 45.7%
= 1.7% 54.3%

APCO w DCrowd
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Users’ Demographic What did different Which language did users prefer to use?  (mwiterand Gender)
Analysis genders eXpreSS? The majority of users used Arabic to publish their content about the e-commerce industry.
Twitter only Female users expressed more negative

content than positive. Male users seemed

satisfied with the e-commerce industry. : ]

Their positive content was the second Arabic English

highest percentage after neutral content

which was dominant in the female buzz Q Female I i

too. 95.8% 4.2%

.
5
)]

g\ Q 975% 2.5%
@ 75% 711%

Neutral . .

Sentiment Analysis
@ 16.7% 1M.1% General [excluding retweets)
Positive

Male ® Female @ Business @ 8.3% 178% ‘
Negative @ @

Where did the highest gender participation come from?

Saudi males and females dominated the buzz, where Egyptians were the second highest

[} o) 79% 14%

Ny »
Neutral Positive
=l 82.84% 70.26%
e 1 o e 1 o
— 5.59% = 6.44% @
= 365% = 590%
B 207% B 231%
(o)
b 048% B 147% 7%

Negative
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Gender domination over sentiment

Males were the most active as they created the majority of content across different sentiments. As
usual, business accounts did not publish any content that reveals a sentiment

Neutral Positive Negative
0 s31% 83.6% 80.2%
B 93% 16.4% 19.8%

= 37.6%

Which language was used to express each sentiment?

(Excluding retweets and Sentiment]
Arabic was the dominating language across all content.

Neutral Positive Negative
®  921% 98.1% 94.8%
®  79% 1.9% 5.2%

Countries’ contribution to sentiment gentiment and Twitter and

Saudi Arabia dominated the majority of content across different sentiments. It was followed by the
UAE in the neutral and positive buzz, and by Egypt in the negative buzz. Seems like Egyptian users
are very verbal about their complaints on social media.

= E C s

©)rome  B4S0% 327%  868%  124%  0.64%
©

Neutral 84.50%  3.27% 8.68% 1.24% 0.64%

@ Negative 86.50% 5.41% 3.94% 1.34% 0.50%

STATE OF SOCIAL MEDIA 19 apco G [Zows
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Analyzing by Language

Arabic @ 95.1% English @ 4.9%

User distribution over language mwiten

Male users were the most contributing to the Arabic buzz while business accounts composed the
majority of English content.

Arabic English
8 Mae 68.6% 33.6%
B remale 15% 12.7%
{5y Business 16.4% 53.7%

How was each language used to express sentiment?

Neutral content was dominant, while negative was the least across the English and Arabic buzz.

Arabic English
© Neutral 75.96% 86.32%
(@ Positive 15.93% 11.57%
@ Negative 8.11% 2.11%
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Top Posts Top Posts
Twitter Twitter

Users mentioning the brand name Users mentioning the brand name

@ Q}:g:: ' Follow ' b @Az Follow
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" i #rendz i )
& Translate Tweet @ 5.5K '-:\ 'QSJ _].Ld:é_g )SLA.-LI U95|.9 OJJJj_LU 1_11|st-

5:35 PM - 2 Jan 2018

& Translate Tweet
15318 renee 493 @DGHOOOEH YO e 73 — 9 -9
(—— 1
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- -
PLATI L] 41 - =
T CHANEL - = ? o @
@ Tweet your reply 8 4 3 CHANEL | | e J .
. matasais | . I
|
=

This Tweet is unavailable

Juil Juila .
530 .30 5 .y i ;
. -
Thamer @_mehh__ - 2 Jan 2018 v Q Q
&, slell 6o Sl G il tr
& Transiate Twaet + =
Qs tlz Q 20 =) =
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AT ALLURE ' Lrj
11:28 PM - 15 Jul 2018

5704 retveets 10380k @ T QSO © D

Qsk sk Qk B

A user is informing followers about how
she got her shoes easily through Jolly
Chic after she couldn't find it at the mall

AbdelAziz AlKhudairy is announcing a
discount code on Namshi.
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Top Posts
Twitter

Users mentioning the brand name

354 ' Follow \::'

@R0o08

<GAI

& Translate Tweet
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ar-sa.namshi.com

1114 AM - 2 Jun 2018

2934 retwects 200lke: (D@ @O G V@ ©

Q22 Mask Q200 &

@ Tweet your reply
0 g52) @RO00B - 2 Jun 2018

& Transiate Tweet
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An online user with a large number of
followers tweets a discount code on

Namshi
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Top Posts
Twitter

Brand social posts

- NAMSHI &

Hi - -
NAMSH - @NamshiDotCom

e il dd L)l @)
witad ol glgo -
#alols ge wlgzdl Cugy -

itad wle gulapl e Oladie yliy 2y jlall
o3/1:3,1000 dasy

Telue 2 dclud] 5,55 pladl e lei 2l
(eB=Vlg b g il §ukni)

valill poul Suedlll jidl gm o
T a caba il i
ele ua allell Guld

€1978

2018allall_,uld puidsoif

3:55 PM - 1 Jul 2018

871 Retweets 277 Likes ' ¥ .: *. s ‘.

QO 25k 11 87 O 27 &~

Namshi tweets about their online
competition, and the winner will get
a AED/SR1000 voucher for Adidas
products on Namshi.

|
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Top Posts Top Posts

Twitter Twitter
NAMSHI & : NAMSHI &
NAMSHI - & NamshiDotCom MAMEHL . @NamshiDotCom
ire A daylual @) 5oVl dd Lol | (@
kol ol 9.]9_0 -
slsilsses Lilssllidasre Cugy -
9 & gz 197
oked wlws glgo -
500 sz (ited e iy e sl lizy 21y lal Slunld g wlgzdl Cuygi -
oo/l

Teluso 2 dclul 8,50 ladl e ol 2l @ 214 o) osxip h vl 5|EL_+JLeJJ|_'aIJ_L_mJL{__Ug¢4:>|
(,olﬁ.?&”s bs;u.l” 6_1};1;) U-”'J/;-" 300 doudy ol o

i @ 17K Teluso 2 dcbull 8,5 el ge ol 2l
pire Sl pgull aa doglaall . (pB>Vlg bgradl Gubni)

(..b.l.é 9' & Translate Tweet
“yabai ‘ ‘e @ 625 e S oA dll dasbluwoll
Jabaiul als Jol UL quj_[‘" »
.1930&.i.u.ug|.6‘n.|LqJ| ouls - | e"- (OJ

-

fluug)y o gduingl

3:33 PM - 26 Jun 2018

625retwects 2141kes Q@B =P QOO DG

Q1w Mes Qa2a ©

2018allall_,ulé_puisaif

3:05 PM - 15 Jul 2018

637 retveets 2101kes (P D H G ODOQP 2 QD

Q 1k 1 637 2 20 &
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Banking in the

Middle East.

This section is based on the monitoring of 11 months
a random sample of banks from different

- g Monitored countries
countries across the MENA region.

Saudi Arabia and Egypt

=p| Monitored platforms
Twitter, Facebook, Instagram, news, blogs and forums

Analyzing by Location
*Twitter only

Kuwait
0.80%

locations

Jordan
0.5% United
- . Arab
Saudi Arabia Emirates
74.9% 12.85%
STATE OF SOCIAL MEDIA 19 - = -
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Gender Participation in KSA & the UAE

Male users from KSA were the most active, followed by business accounts located in the country.

The same goes for the UAE.
f%i Business

& Male Q Female

74.7% 3.9% 21.4%
= 60.8% 10.6% 28.6%

Which sentiment did users in each country express?

Negative content was at its lowest ratio in the UAE buzz, while the majority of content in the UAE and KSA
was neutral.

@ Neutral @ Positive @ Negative
77.41% 12.29% 10.30%
= 82.01% 12.00% 5.99%

Which language did each country’s citizens prefer?

The majority of content published from KSA was in Arabic while the majority of content published
from the UAE was in English.

@ Arabic @ English

97.7% 2.3%
= 376% 62.4%

APCO q ZJCrowd Analyzer
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Users’ Demographic

Analysis

Twitter only

@ Male

@® Female

Business

__—

What did different
genders express?

Males have shown more negative than
positive sentiment. Meanwhile, female
users were more active displaying no
sentiment at all in addition to slightly
more positive than negative content.

9 8

@ 72.29% 78.20%
Neutral
@ 10.92% 1.74%
Positive
@ 16.79% 10.06%
Negative

Where did the highest gender participation come from?

el

82.55%

= 852%

. 320%

B 098%

i 043%
STATE OF SOCIAL MEDIA 19
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nAun

2

58.73%

20.17%

5.12%

3.32%

1.02%

s
g
E

73.03%
12.34%
8.12%
2.10%

0.49%

APCO @ Dcrowd
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Which language did users prefer to use? (witerand Gender)

Users in this buzz preferred Arabic over English. The ratio of English content in the UAE buzz was

the highest among other countries.

Arabic English

/g\ Male N (B
91.4% 8.6%

g Female L B L D
69.5% 30.50%

= Business L B
78.8% 21.2%

Sentiment Analysis

o S

S,

Positive

79.2%

©

Neutral

9.2%

©

Negative

~

11.6%

APCO q D Crowd
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Sentiments by gender
Business accounts did not reveal any sentiment through their content. Males dominated the
majority of content across all sentiments. Females participated more in the neutral and positive
buzz.
Neutral Positive Negative
 make 74.8% 91% 94.5%
Q remae  63% 9% 5.5%
= Business 18.9%
Which language was used to express each sentiment?
English was used more to express a neutral and positive sentiment. Hence, it barely made up 10.7%
of the negative content. Online users do not prefer to complain in English about their banks.
Neutral Positive Negative
® nabic  72.8% 74% 89.3%
® engish  27.2% 26% 10.7%
Sentiments by country
Most of the neutral content was generated from the UAE and Egypt. On the other hand, Saudi and
Egyptian users generated positive and negative content, as Saudis owned 75% of the negative
sentiment.
= c 1 =
= = [ h
@ Neutral  73.74%  13.22%  2.82% 0.80%  1.69% 0.55% -
@ Positive 77.79% 14.37% 3.20% 0.77% 0.46% - 0.34%
@ Negative  84.38% 8.28% 2.81% 0.58% 0.48% - 0.31%
STATE OF SOCIAL MEDIA 19 Apco ([ Crowdanaigzer
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Analyzing by Language

Arabic @ 17.5% English @ 22.5%

User distribution over language

Although business accounts had a high share of the English content, male users still dominated the
English as well as the Arabic buzz.

Arabic English
8 Male 81.7% 56.9%
B remale 5.4% 13.3%
5j Business 12.9% 29.8%

How was each language used to express sentiment?

Because users feel more comfortable expressing their dissatisfaction in Arabic, neutrality took over
the majority of the English content, a high percentage of negative content made up the 12.1% of
the overall Arabic content.

Arabic English
@ Neutral 76.74% 84.30%
@ Positive 11.07% 11.42%
@ Negative 12.19% 4.28%

APCO W y_"jérowd Analyzer



Top Influencers
Twitter
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This is a list of the influencers that received the highest number of interactions on posts they

published about banking

A

"RIVERDALE

Riverdale
@CW_Riverdal

8.49K

interactions

Riverdale & ( Follow ) v
@CW_Riverdale &

It all goes down on the season finale
TONIGHT at 8/7c on The CW! See what fans
are excited about, presented by @Citibank.
#Riverdale R

y

"VERONICA STANDING UP AGAINST
HIRAM FOR HERMIONE | LOVE THIS"

- 16 May 2018

12527evects 6983 lk: @B S IO QPO

O Tk Ok 8

STATE OF SOCIAL MEDIA 19

Today Show
@TODAYshow

2.58K

interactions

DAV follow ) v
@TODAYshow S

WATCH: @alessiacara plays a game of Musical
Firsts as part of the Citi Concert Series on
TODAY. #AlessiaCaraTODAY (Created by
TODAY with our sponsor @Citibank)

ASK THE ARTIST LIVE: Alessia Cara
Today @TODAYshow

304 PM - 7 Sep 2018

neeees g = OPOR PO9O

Qa un Qs 8

Central Bank of Nigeria
@cenbank

4.4K

interactions

@ ::ﬁ:::arlksank of Nigeria @ .
#CBN Slams N2.4bn fine on Standard
Chartered, N1.8bn on Stanbic IBTC, N1.2bn on
Citibank, N0.25bn on Diamond Bank. All to
also refund a total of $8.134bn for breaching
Nigeria's forex regulations on MTN's illegal
capital repatriation.

6152 PM - 29 Aug 2018

s 2060 QRSP DD @

Q 219 0 22« D2k B
Daniel Chimezie @DChimezie - 29 Aug 2018 v

Replying to @cenbank
This is very good. In South Afrca, you cannot get 1 doller i you don'tbring in 1
dollar. Very anti-foreigners and anti-business policies. But their own companies
move billions of dollars out of other African countries, High time their short-
sightedness is reciprocated.

Qs Qe Om 8

APCO @ Dcrowd
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This is a list of the influencers that received the highest number of interactions on posts they

published about banking

) bl <

Muhannad
@M_0g

6.93K

interactions

2igs Muhannad

( Follow ) ~
oM.0g ~

51 o i e pe Uaslis Cugil Juls Jis
s slle ey @& pw Wl o JUizYl Slilac
@ il «lJiS Lyl og

T

927 AM - 16 Jul 2018

a2 revests 57020k POSWOP R OOS

Oz N Osx 8

® reeor

ol Sylis &3l st 251 o ubssll bl &l Ul Sl o il i g
8 Lsisall b 3> history )l s aic

Shahid Afridi
@SAfridiOfficial

6.85K

interactions

Shahid Afridi @ i
@sAfridiofficial v

Yesterday @SAFoundationN & @DIBtoday
Pakistan join hands to work for humanity&
underprivileged communities. #SAF & #DIB
plan to work closely on community projects&
further explore partnerships in the
Education,Healthcare& Clean Water
projects.Together we are #HopeNotOut
#SAFCares

This media may contain sensitive material. Your tings are
configured to warn you when media may be sensitive.

View

11:14 AM - 4 Apr 2018

asrenect 61150 @OPEDD L O@®

Os Neas Qex B

@muwafig

3.98K

interactions

T wbalsles gslse ( Follow ) ~
@Muwafig

pSabgo ol lisye (ol (> cliy 85Lull
oo ulSu e Jol=dl Ala‘aedin Tumalih
Jriwzle VI Guya dres gJl Columbus dsol>
dsolxl 0l J=J Banasthali Vidyapith (s
wigSla# Ugawsl Saalull Jio dieng Cuwy
@DIBtoday @ NQAUAE

Bereveets ks @ DO Pt b OB @

Qs U Own B
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155 Banking in the Middle East 156
Top Influencers
Twitter ) Shaymaa Ismail
This is a list of the influencers that received the highest number of interactions on posts they LO':\)EAL Didital Manager
published about banking PARE L’greal g

2018 has been a year of a lot of changes and updates on social media across different
industries and brands. It was the year of reach and frequency vs. engagement when
it came to media spending objectives on Facebook. It has been proven over the
years that interacting with your brand posts doesnt necessarily reflect interest of
clients in purchasing your products.

Interactions can come in any shape or form such as queries about the product or

DR. AIoIayan service prices, availability, mentioning to friends who might be interested or even
@AbeerAIOIayanl complaints. Reaching out to the majority of your audience with the right frequency
is the right approach to make sure your brand is always on your customers’ minds.

The biggest trend | saw in 2018 was related to content format on social media. It was
19K _ clear in 2018, that short videos are the winning tactic when it comes to grabbing
Interactions your audiences’ attention that is strongly competing with a short attention span.
10 seconds is now considered a long time and 3 to 6 second videos are the most

winning content for consumers on the go who are scrolling on their newsfeed.

@ e Cotm ) ~ For 2019, the question of measuring the ROI of social activities and media spending
ciSLanll b Jlacll g Jlal &1,6 (b 8ye JsU . . . . . .
R e e will be the main challenge. All marketers will want to answer this question this year
gVl g © [od Ll oyl > . . . o o o

to be able to come up with the right formula on how to win on digital and social

fronts.
s;z eeeeeeeee i QPP 001
QOm N Ve B
STATE OF SOCIAL MEDIA 19 a0 g ([Domanoyen - =
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Ride-Hailing companies
in the middle east.

Ride-Hailing s a growing industry in the region. Many
companies are investing so much to engage with their

[eoee] Monitored period
“—] 11 months

%2\ Monitored countries

customers and prospects online. In this section, we V) Saudi Arabia and Egypt
provide a brief analysis of the Ride-Hailing industry .
in the MENA region through 2018, . You will also find [Se] Monitored platforms

in-depth insights about the top three countries which

include Saudi Arabia, The

== The analysis is based on:

i : Queries monitoring mentions of several Ride-Hailing
United Arab Emirates and brands; crawling data from Twitter, Facebook,

Egypt Instagram, news, blogs and forums.
Official Twitter and Facebook Accounts of the below
brands
Analyzing by Location
*Twitter only
Kuwait
e 1
- ©

Egypt
12.05% |

STATE OF SOCIAL MEDIA 19

United

. . Arab
Saudi Arabia Emirates

70.40% 4.64%

£

=

APCO q D Crowd

Gender participation in KSA, the UAE, and Egypt

While male users were the most active in Saudi Arabia and Egypt, business accounts accounted
for the majority of content in the UAE.

% Male Q Female f%:i Business

gl 83% 8.4% 8.6%

= 376% 7.9% 54.5%
== 585% 19.1% 22.3%

Which sentiment did users in each country express?

Studying the sentiment of posts and publishing content as well as understanding where the high
negative content is coming from will definitely help brands revise their strategies and develop tactics to
generate more positive content.

@ Neutral @ Positive @ Negative

69.35% 8.80% 21.86%

89.50% 6.07% 4.43%
78.18% 8.20% 13.62%

nne

Which language did each country’s citizens prefer?

The vast majority of content in KSA and Egypt was published in Arabic. However, slightly more
than half of the content published by users in the UAE was in English. These are great insights for
emerging or expanding ride-hailing companies that are yet to explore new markets.

APCO q D Crowd
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What did different
genders express?

Males and female users across the
region expressed a majority of neutral
content. However, the negative
content was twice the percentage of
the positive content.

% 8

Users’ Demographic
Analysis

Twitter only

Neutral

@ 8.71% 9.29%

Positive

@ 19.29% 19.89%
® Male Female @ Business

Negative

Where did the highest gender participation come from?

Saudi Arabia users were the most active across all genders, followed by Egyptians then Emiratis.

2 o] -

Nl 7293% ) 4693% [ 34.04%
= 1293% B 2691% [[mg 22.34%
L= 334% ‘o 450% mam 2196%
B 202% B 320% [Bs 9.28%
E 55 B 14 B o276%

STATE OF SOCIAL MEDIA 19
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Ride-hailing in the Middle East ]60

Which language did users prefer to use?

Most of male and female users preferred to post in Arabic. Most of the business accounts used
Arabic to post, but their percentage of English content was the highest.

Arabic English
g Male ] L
91% 9%
Q Female ] ]
80.5% 19.5%
=8 Business 8 I
67.5% 32.5%

Sentiment Analysis

=

o) ) 76n% )

Neutral Positive

)

9.82%

14.07%

Negative
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Gender domination over sentiment

Business accounts did not participate in any sentimental content. Male users owned the majority
of neutral, positive, and negative content.

Neutral Positive Negative
0 vae  635% 85.8% 86.2%
0 remae  97% 14.2% 13.8%

=f Business 26.8%

Which language was used to express each sentiment? 25k

retweets

The vast majority of content across all sentiments was published in Arabic, neutral content had the
highest English percentage.

Neutral Positive Negative
(®) Ambic  81.9% 85.4% 96.4%
® tnoish  18.1% 14.6% 3.6%

Countries’ contribution to sentiment

Saudi users owned the largest percentage of content across different sentiments, followed by

Egyptian users.
= 5 E C

Neutral 67.54% 13.01% 8.68% 3.46% 1.22%

Positive 74.29%  11.85% 4.01% 3.88% 1.04%

© © ©

Negative 84.71%  9.02% 1.34% 1.42% 0.62%

STATE OF SOCIAL MEDIA 19 =
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Analyzing by Language

N\
Arabic @ 86% English @ 14%

User distribution over language

Male users owned most of the content in both languages. Business accounts owned a high
percentage of 30% of the English content compared to 9.5% from the Arabic content

Arabic English
8 Male 78.5% 50.9%
B remale 12% 19%
{%‘i Business 9.5% 30%

How was each language used to express sentiment?

Most of the content in both languages was neutral. However, users were more outspoken about
their negative feedback in Arabic

Arabic English
@ Neutral 71.54% 86.88%
(© Positive 9.96% 9.35%
&) Negative 18.50% 3.77%

APCO q D Crowd
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Top Posts
Twitter

i | Leena Anwar g
[ i { Follow
@leenaanwar

p2)S Culb g eub 2l dwl> $aic S el
4l go gliall izl yoo) Ginitiuiell (ribog Le)
35l b it lguite sl Gl) ) JBg oy
Glged zlicy 13 Jie dussail lgil wisug ((aude
gutly iyl 1908 o lgiye (e gy duls
@careem lbas gubill (o puds

@CareemCare

& Translate Tweet

\
8.,0)..\.3-‘}“ &ylgdnn oS S
SAttaullah Obaid
]
011 PM - 17 Jul 2018
16865 Retueet: 92331k B IR P DD OGS @
O 758 Mk Qe &
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Top Posts
Twitter

Barney Harford &
| Follow |
@barneyh M A

“To all the women in Saudi Arabia my heart is
full of joy for you” - female @Uber driver
partners around the world welcome Saudi
women to the road ahead

419 PM - 25 Jun 2018

2,130 Retvects 125700kes DD L D QP B 2

Q 65 a2k O sk ©

g Tweet your reply
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Top Posts
Twitter

e
@Alwaleed_Talal

Aoy &>g2ull# 3l10l) @Alwaleed_Philan ac>

aid) @CareemKSA J 3)luw Vo uoli Jauinl
aulS# zolip o lgdlosiwl

bit.ly/2CBEUVd

Our support via @Alwaleed_Philan for

#SaudiWomen includes providing 100 cars to
#Careem to be used by female captains llK

bit.ly/201VPSj Q 1.0K

&11PM -9 Sep 2018

1044 Retweets 10,637 Likes W2 U .B @ v @ . ’

Qe Tk Ok S
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Special Mentions and Events

201.88K

mentions + interactions
@ Uber
2 February 2013 -

L3 goetls | WS tama - _:_J_‘I ‘__‘-._‘_'j.._-. J_‘.._a.n_',;'.i.-r_n:‘_'-._;u.o‘:‘_"__*_'" lia] }g_ a

_,;5_f'#

me UBER
LIS L
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Top Influencers
Twitter

This is a list of the influencers that received the highest number of interactions on posts they
published about ride-hailing

@ADS-Saudi_

19.23K

interactions

@ TODAY & Follow v

WATCH: @alessiacara plays a game of Musical
Firsts as part of the Citi Concert Series on
TODAY. #AlessiaCaraTODAY (Created by
TODAY with our sponsor @Citibank)

ASK THE ARTIST LIVE: Alessia Cara
Today @TODAYshow

304 PM - 7 Sep 2018

- =029 2000

Q4 Qan o 8
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A4

0668y
WS o)
dolgl)

055 656 1610
056 200 0580

@Kabaten1093

7.45K

interactions

D #JVIlS_Sgo
b 093

( Follow v
@Kabatent N———

lilS_allai_auS9_pol#

Eorire §> 13 pSin Heumslih I3l ey )S# o )J:;S

Lisgg Ll wlws ol pud oI

Josl e aBgio zuzo Ul

Josdb Was presaiall (ilgsl il o oS
oS0 U35 ) 303y pmn 2 pSm

@Uber_KSA @Uber
@careem @CareemKSA

® =

233PM -7 Jan 2018

a36retvects 196k @8 =@ L Q@O
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@ D Crowd

167

Top Influencers
Twitter

This is a list of the influencers that received the highest number of interactions on posts they
published about ride-hailing

@Alwaleed_Talal

15.75K

interactions

M o1 Aol @
iay d395ul# 8lyal) @Alwaleed_Philan acy
wiy) @CareemKSA J 8)luw 1+ a0l Jouind
AylS# goliy b lgdlasiwl
bit.ly/2CBEUVd

Our support via @Alwaleed_Philan for
#SaudiWomen includes providing 100 cars to
#Careem to be used by female captains

bit.ly/201VPS;

- P0G OO

@xOmar__Napoli

9.60K

interactions

gaE | M10 Follow )

@xOmar_Napoli v

iy d Gaelbg gl s 151 Juaudll jwly

o

uni- @YPOVNOOHBS

O ez 10 esk EETON =}

y a2 | M10 @xOmar_Napoli - 26 Jun 2018 v
JuyTee o el palalls Lalsill giledly aeal)
© Transiate Tweet

poli - 26 Jun 2018 v
wispicl uas Sl olo @)liteg y2lia Slilcly
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@bexlc

9.29K

interactions

‘ \{lZ‘J"" (" Follow v

o oJBg pmball o Culb seu Jus
a1 331 o WJle Sls To o Juogill
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®
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Top Influencers
Twitter

This is a list of the influencers that received the highest number of interactions on posts they
published about ride-hailing

Leena Anwar
@leenaanwar

26.65K

interactions

b g geub e duls $aic oS el
2o &lall 35l yas) widimall (pilog Lo
350 Lo e Hlguie sl Ul) J JBg oy
Slgeo zlizg lin Jio cums il lgi] wuiSyg (adde
oy diwyi lgels oo lgaiye oo &y auls
@careem bis subil (6 pudi

@CareemCare

&a 38l )l gdie oIS S
YAttaullah Obaid

S
al

@:11PM - 17 Jul 2018

16865 retvects 9233 1kes 8 2P DD OGS @

Om Tk Qowx B
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Walaa Quisay
@WalaaQuisay

10.6K

interactions

@ o -

The uber in Qatar was an Egyptian guy,
he asked me where | lived in the UK. |
said London; he was like how far away is
that from Liverpool.

Mo Salah has Egyptians convinced
Liverpool is the capital now

3:58PM - 1 Aug 2018

2478re0ces 13550k PO DDHO OO ¥

ay - 3 Aug 2018
tweet to say screw Sisi and Free Egypt's political

2 8

@SalmaaHamada

9.50K

interactions

@ s Cratow ) ~
b pgl ddlb LiSg (e )3)sl duiiame LS
By WS Jll gl b b alids 830kl b
Jol)l 3y lasll JSib aliiuog b, clinas o glbl
uiSg pid by gl Ul 3lsg SV3Lui llS 8yuiy o)
vl Il IS ol ellial> o) leab s WU

oct 2018

1163 reveets 4238k @ P EPDPOBP{ &

[S] L=} (]
®
mahmoud_elfouly @mahmoud_elfouly - 12 Oct 2018 ~
BE S alhs oS ale o Ul pyine J2h 15
o
[} 40 =]
§), Salma. @SalmaaHamada - 12 Oct 2018 v
w HAHAHHAHA S & & 13 lesa el donya bkher & &
Q u Qs =]
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Imad Lahad

Global Co-Lead, Digital Practice
APCO Worldwide

How did social media change in 2018?

The rise of live videos

Live videos thrived in 2018. More brands, organizations and influential figures are beginning to take
advantage of the increased engagement rates of live streaming. According to a Brandlive and IBM
Cloud Video report, social media videos will comprise as much as 82% of all internet traffic by 2020.
As such, nearly 95% of brand retail executives made live video an integral part of their marketing
strategies last year.

The influencer landscape is changing in favor of micro-influencers

Qualities such as loyalty, trust, brand relevance and in some instances, a 60% higher engagement
rate than mega or macro influencers have shown brands to put more of their trust into micro —
influencers. Micro - influencers also do not demand as heft a fees as mega or macro- influencers
which when budgets are tight, is always going to be preferred by marketers. Moreover, the rise of
media monitoring tools as well as the implementation of UAE's new legislature means influencers
need to acquire an office trade license to operate. With this, we see the landscape shifting drastically
towards a more localized, authentic and experience - based investment.

Instagram is rewriting the rules

Instagram’s carious layers and options of user interactivity made it the leading social media platform
in 2018. With the updates on highlights and interactive features in stories like the polls, questions
and countdowns added to the functions of the platform, there’s been a move by corporate and
serious business groups to use Instagram in favor of other platforms that previously held sway in
the business social media world like Twitter and Facebook.

APCO q D Crowd



Which new marketing techniques and tactics occur in 20187

Chatbots

Chatbots took the year by storm across social media platforms. The fact that they can upsell with
minimal expenditure on cost and human capital is something marketers capitalized on last year. So
much, so that 80% of marketing executives are planning to use chatbots to increase their brand’s
interactivity by 2020 according to a survey by leading marketing executives. A report by Grand
View Research showed the global chatbot market is expected to reach $123 billion by 2025. Some
estimates even go as far as to say that chatbots will save the healthcare and banking sector up to

S8 billion per year by 2022."

Targeted Native Advertising

Facebook has more than six million advertisers across its platform. Instagram right now, has more
than three million paid advertisers. For brands, this is @ win-win. The information provided by users
on social media platforms allows brands to target them with specific advertising content that is
tailored to the content they have a propensity to consume. It's a simple fact of evolution that social
media ad budgets will eclipse newspaper advertising expenditure in the very near future.

What will keep on rising in 2019?

Live video

Live video will continue to grow unabated. The fact that it introduces the human element to digital
marketing which many said was missing from faceless social media campaigns, means it engages
consumers better than traditional social media and, what's most important, it increases the overall
viewing time of each user.

What will be really interesting to see is how other niche platforms with community followings use
live video in their marketing approaches. For example, | can't imagine it will be long before LinkedIn
launches a live streaming concept that allows business professionals to showcase their companies,
brands and industries in the interactive kind of format that users are clearly demanding.

New platforms

Beyond current platforms, we should also look out for new platforms that optimize artificial
intelligence for a smart approach to marketing. For instance, at Apco Worldwide's Dubai office
the launch and operation of our — and the world’s first — Al Comms Lab not only allows us to
analyse user behavior, and understand perceptions towards brands and content, but it allows us
to redirect the human component away from data analysis and into creativity. And this is where
the industry will go: with an emphasis on new, creative approaches content that is informed by Al,
smart technologies which will inevitably lead to new platforms.

STATE OF SOCIAL MEDIA 19 arco @ [oow

Mustafa Sharara

CEO
Excuse My Content

What are the most interesting trends of 2018, in your opinion?

Tiktok was the boom in 2018. Many people and companies started focusing on
this platform. As a producer, | knew about the platform from a client, then realized
that many types of video content were hosted on it.

Vertical Stories boomed too, so clients would post them on Instagram and
Snapchat. It seems like these videos get more engagement than conversions.

Jingles and pop songs (sha'abi songs) were in most of the successful
advertisements last year. Mohamed Ramadan is proof of that. For example,
Vodafone’s songs proved to be a huge success: they even penetrated social
events such as weddings and parties. In a nutshell, they were as popular as regular
soNgs.

What are your predictions for 2019?

People are seeking value rather than just entertainment. Advertisements with
messages are more shareable than just entertaining content. In 2019, there will be
content with more value, as users and audiences become more selective with
what they expose themselves to. Our market will no longer be fascinated with high
production, it will be more focused on the core message included in videos and
content.

| expect small agencies to create booming advertisements more than big agencies.
I've noticed that clients aren't concerned about technical excellence anymore, it's
all about creativity and content creators. The greatest advertisement in my opinion
is Apple’s advertisement, which is a proof that simplicity and creativity are key to
creating interactive advertisements.

APCO q D Crowd
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Aug 18th 2018 till Aug 25th 2018 4

Overview of Hajj Activities

® Mentions

@® Interactions

People Engaged Twitter Only

Total 5.142.180 M

Which networks were the most active? twiter

News
0.71%

Facebook [
5.43%

Twitter
93.29%

Who contributed most to the buzz? twitter

Male Female
88.7% 51%

= Business
=1 6.1%
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Most mentioned regions

This section monitors the most mentioned areas in and around Mecca.

#1 Mecca 21%

The most popular trending region. There
were many mentions of Mecca by the
pilgrims and avid social media followers
alike, especially that Ka'aba is regarded as
a symbol for the whole hajj experience.

Top POSts Twitter and Instagram

§5 Kaaba|dw=sll 9

[ Follow ) ~
*2  @HolyKaaba

alizay (o) Ul glis JS o gam )l Wgrs il
- 0bo)g diex)) Ul on)lacly agilsll

iy

B sl

-

11:30 PM - 18 Aug 2013

a7 retvests 8155 kes H G L @GNS

Q 101 1 9 QO sxk ©

@ nichelifestyle = Follow

mm
sOnu_rajput.Offical ma sha Allash@@ |
" o

amna.ahsan.790 MAASHAA ALLAH <
amna.ahsan.790 Subhan ALLAH <

sufyan_aamir Kindly let me know how
is it even possible the work with gold
wire is of 24 kgs and there are large
hooks for the gripping! Still cant
understand like how is it possible???
abiha7898 MASHA ALLAH V]

ira___ziaa SubhanAllah <

| CQh N

68,041 views

Aug 19th and Aug 20th

Peak
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]75 Hajj Special Coverage ]76

#2 Arafat . #3 Mina/Mena

o th \ > | - | R
The most popular trending region. There AUQUSt 20 According to the significance of the area and the time spent in it, Mina is
N
were many mentions of Mecca by the the third place Muslim pilgrims go to, and it is the third most significant
pilgrims and avid social media followers area.
alike, especially that Ka'aba is regarded as
a symbol for the whole hajj experience.
Twitter and Instagram Twitter and Instagram
'_}i ?ﬁﬁlfw oo FOMOW 8 G li‘j ?:ﬂlﬁ:l Follow ' v

ooy o | [ | =
gl ol d=all_b,ljo# 4 dlias d3gmull duyell B

8yladl ol Gy Loiy= ouiniSy dygusy o8 131 — . oo T ;

4z JleSlg dic Slpaxll (ro)g ) o ) .
W =il jeiil ghioell s aalo* &Slaall_ds_i_alloll# @5 gnull#
iSlao)l_ls__allall# .

& Translate Tweet

11:10 PM - 20 Aug 2018

2,353 Retweets 3,652 Likes @0 e\ ) & [\ ] u 2

Q3 Tak Qi O

@ nichelifestyle - Follow

nichelifestyle A sandstorm with rain hit

Mecca two days ago. The heavy rain was
accompanied by i gusts of wind. After
performing rites of Hajj: people shifted to

the tent city in #Mina. #Hajj2018 -
@almekkah_almadinzh

A Jordanian woman gave = s
birth to the baby in socialgazette A baby was bornon -
#Monday at the Jabal Al-Rahma Hospital in

#Arafat while #Muslims pilgrims performed

Arafat during Hajj it

romazahiri MashAllah #

' simran1519 Mashaallah how lucky this
g : =

aziztahira Mashallah

ad more comments
sOnu_rajput.Offical ma sha Allah@ @
v
amna.ahsan.790 MAASHAA ALLAH

aribafatima101 Ma Sha ALLAH .. ALLAH amna.ahsan.790 Subhan ALLAH
PAAK naseeb achy kre @@
nasima_ali_alam @Ilegoistan you're
wrong. A woman can travel up to the
end of her 35th or 36th weeks of
pregnancy (depending on the airling)
with approval from a doctor if she is

Qg A

12,724 likes

sufyan_aamir Kindly let me know how
is it even possible the work with gold
wire is of 24 kgs and there are large
hooks for the gripping! Still cant
understand like how is it possible???
abiha7898 MASHA ALLAH

saira___ziaa SubhanAllah

G b [

68,041 views
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g 0 .. #4 Al Madinah

f"
< ’

’
L,

.
W\, .

\“ A ' .
‘W -’)

The highlight of Madinah-related posts was
the Saudi health authorities facilitations for
patients’ commute from Madinah hospitals
to Arafat hospitals so they complete their
pilgrimage.

Twitter and Instagram

August 20th

#5 Mozdalefa

Most of the conversation revolving around
this region was about the pilgrims’ successful
experience of hajj, having completed most of

the challenging rituals of hajj.

Twitter and Instagram

Hajj Special Coverage ]78

Aug 19th and Aug 20th

B eblleei @ T Jesi | @agmall sl )

¥ @ahmadalrabai 3 @SaudiNews50
lsbos ouill zlamdl lglsls Jaz ol ol m iy sl m
asl] Rl tlellee 5 sl bem el domes] .
oigs ppilsi Jy pgic JB0 o &ogmulliagnyel CdiSiwg cgad L daldye b zlaadl pulle
- a2z clulin JLaSiwY Sigaall Ol
WE 55! ppmall Guili V] slle”

ooamll_dys gl 1#

& Translate Tweet @ Translate Tweet

Hlall 5o s P il
2= U]l

007 109K views

10:58 PM - 20 Aug 2018

515 Retweets 643 Likes . @ s ] . *0 " g

Q 38 Msis Tes M

S;: Tweet your reply

040 419K views

8:25 PM - 21 Aug 2018

3526 reeets 3725k NP L R H IO @
6 ajelnews24 » Follow

ajelnews24 .
#00 @

eyl bgui# J dlang dsily wlis
gyt Az lall Dliyc# e agilRecliil
dalaje# mite (| pugaio gaasddl

haramain_photo = Follow

haramain_photo clile dybg alwg Juo aglll
ssmall Aoz 18 lde - alll Jguy b oww b
oyl - gl 8y gioll diprall (b Fouill

i yall_sguill_tmnall® U alrle 5L 5 Lyl
1439524 1439amnllg 3%
#hajj1439

J\bbm‘\ i

#1439 220 s Zall
zﬂulp Q0 [

15,971 likes

VEGRU N

5,936 likes
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Most active official page

This section’s data is based on monitored ministries services authorities’ social accounts. Ra I I I d a n 2 0] 8

Time Frame

A

& Haj Ministry

=

e ) 53 8%

Almansk_ Hajgift Region
24.4% 1.6%

General information

Series + Ads + Programs Interactions
Most August18  August19  August 20  August 21  August 22 August 23 August 24 August 25 ]09 26-7M
Active : . . .
New Stories Online users identified
day 7% 21% 27% 13% 10% 6% 9% 7%
700k 577k
Top Post on the 20th of August Gender Participation Language
| Male Female & Business Arabic Englisg
75.25% 12.40% B%0 12.34% 99.3% 0.7%

Raza Ahmad Rumi d B
c aza Ahmad Rumi & & " @ divamagazinepakistan @ « Follow
@Razarumi 3 J

What an act of kindness during #Hajj:
Husband of this pilgrim made her cardboard
shoes after she lost her sandals. When a
#Saudi security officer saw this he rushed and
gave her his own shoes! V @MadinahDate

Kuwait
- ;:Z(i;zlikhan Mas‘:::ﬂah vl 5-57%

igrakhawn46 Subhanallah @

rabia.khalid.3939 SubhanAllahW
P i d rahmatali221617 Masha Allah
sweetbano2 SubhanAllah

mk_aeysun @ajmalbangashh Spread
love of Allah instead of fear of climate.

sweed. 'mi MAshA Allah
What is that black line?

ambrambreen
sabashakir35 SubhanAllah

Top Participating Countries

31443843 4 Q348484

oaQdan N
— g
id a comment... —- B | E—
Egypt |
34.14% @ ° E
Qatar
1.87%
s United Arab
. ) Emirates
Saudi Arabia 3.60%

49.24%
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Top Series in the MENA Region

#1 Al Asouf 24.4%
#2 Nisr Al Sa'eed 1.3%
#3 Awad Ab An Jad 1.1%
#4 Layali Euginie 6.3%
#5 Ayoub 57%

Top TV Shows in the MENA Region

#1 Majmoue’t Insan 80.5%
#2 Ramez Taht Al Sifr 9.7%
#3 Min Al Sifr 5.5%
#4 Al Sadma 1.7%
#5 Taly Al Lail 0.3%

Top Advertisements in the MENA Region

#1 Zain - Al Quds 46.5%

#2 500500 9.8%

#3 Al Garhy 1.8%

#4 Magdy Yacoub Foundatio  6.2%

#5 57357 5.9%
STATE OF SOCIAL MEDIA 19
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Top Active Twitter Users
By number of followers

Amr Khaled

FA  Amr Khaled &

.,;sv @amrkhaled v
2l ol an cLilol lalS 6339 clead] Iia Jaas
sb>_8 udl# o Low) aoliy o

1:05 | 41.7K views

9:30 PM - 6 Jun 2018

335 retweets 1,030Lkes S D@L PP L @

Q &0 i3 Ok &

@ Tweet your reply

w2lgll sy J @san3at_alnaja? - 6 Jun 2018 ~
Replying to @amrkhaled

liis | aly (piils $ill allsanll
wicl éliclb ey pill3 cll aglll altlls bl Ciilng Linll Joa Gl picl aglll
iz oy lly pilSa dlals Jls

ezl amng dlly gualll uill Gle pillog
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Ramadan 2018 183 184

Top Active Twitter Users Top Tweets

By number of followers
Amir Karara

-

Amir Karara @ @
w
@Amirkarara

Ahlam

-

. szl MIS (" Follow ) o il g2 clas> U 2o
@ahlamalshamsi P GJL.QJU|_ ; 4
ooVl go o luil_dcgano_nb_pllsh P

Loyl ildsdl Je# S

& Translate Tweet 0_} |J5 _)e | #
. Translate Twee

41 AM - 25 May 2
12:41 AM - 25 May 2018 9:04 PM - 27 May 2018

uoremeets 115k GO @PeRGLO® 1983 retweets 11,82Lkes | DD RS “ @ §
QO a4z 11 240 Q1w B & Mohamed Salzh

Qa3 Mak O H
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Top Tweets Top Tweets

Mido Mohamed Al Ehaidib

Mido & ("" ol ez & l:/' —— "\:I .
@midoahm 4 @alehaidib R

iz Jies (2S5 asl gliy 00e00s iiiie el 8)le (Ll poad wily @yl Ligls (aibac)
& Translate Tweet JL&.:D.U A= U'C—L!I—UDS'C’# I_e_; U‘?LSJ q_g__l_q_,_u
7:18 PM - 30 May 2018 Lmlg_c JSJ CLJS | IPGJI w4 D U| uLuid|3
| T W aall V5o g Joasly Slyasall oyl

407 Retweets 12,559 Likes : 0'{; ‘ﬂ 4 e ﬂ o _Ldl uuf_'l_q_l J_QJU &Pl U\-O)P-msng

Qo Tar D1k H

@ Tweat your reply

anl_gJJsusumquuSistlu Y |

@ 1 3 K & Translate Tweet
Azmad magmoud @Ahmad_mahmoud - 30 May 2018 v
Replying to @midoahm
o) el 2ly Jod ga Jias S8 1 fS) desl azls Jani plide £ i iz o555als 4 07
agbymy olll JSg ailicg () 2zl slazun lga o0yl
|

Q3 ya D n ]

& Transiate Tweet

Mido & @midoahm - 30 May 2018 v
Sl com ) Hiss SBCY! b o T a3ls ani Yo Lio e st hiloglee
s ulill

& Transiate Tweet

Q3 1 O 28 ]

11:07 PM - 23 May 2018

Azmad magmoud @Ahmad__mahmoud - 30 May 2018 ~
iy lgllials OV OV Slilel o5 53 o5 038 SlMel £ 1S L 13 L1080 S liseaw LS ; -
Sod R o 5 9,024 Retweets 2,767 Lik
sl i Ml i S e vzl ol sa) szl " wes 276710k () DD BHPSIB>
- algill (8 limwal =
— Q 14k Tloaok O 28k =
Q 2 0 QD a ]
Mide @ @midoahm - 20 May 2018 v @ Tweet your reply

Hizlg aule azly 35 Gl Jiuds

Jud g Sy 3 @TurkiBinDakhil - 24 May 2018 v

Replying to @alehaidib

it @ils g curzlio JSuin ad pas l5a86 Goledl Cyly 28l .« guc kS (plac oSy
il 8igl 2oy Juluall s cgwtll s ol Gl 23265 ppa Yy Liglsll

& Translate Tweet
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Ramadan 2018 ]87 ]88

Top Instagram Posts Top Instagram Posts

@ aminakhalilofficial € - Follow

aminakhalilofficial L) @ # sizgl_ L
#liz|_cbe # il disel

@ ramezgalalac & - Follow

ramezgalalac .. bas b ar= % L jidwo
JUz_jaly# TelAg Loy # yaundl_Cumi_joly#
pllll_ ls# Lwg# JU> pul# qi#

oad more comments
ahdab.pu g, icyl picul picwl
Sl pb dlll clinbo iz Il Judailley
asily piazgl wldy Jiiglewe

lel_121 - Giltil) (rogans gyt
oz s (sgili-mugia

@teacher3&9
oad more comments mohammed_alderdeery lc sibgai
trihi U pig Juigl aili (pb Gl

issllaammsmsm dgansangaa®
zaynazayoun jely Ly ;gize C
sousou_khl4 @fadwa5303 g 04> olg
Jino JUs puly ooy

_waad_mohamed Ana ba7bk awy L
P P PP @aminzkhalilofficial

siddique1122 Beautiful
oommniiaa_sallaah QQ QPP Q

o«
maljwakr725 dgaapppas o Q Lij E
noga.nogty @ @ @ @ @ @ ! "ﬁ Liked by hazem_treasure and
118,920 oth
rawanmataz jjel; b 4444464444404460 others

rorochesham45 W

yossefmohamed__ siic JM= pols ab
LIl

ahmed_elahed_ @ramezgalalac ad gb

o Qo In

129,113 likes

@ hannahelzahed € - Follow

hannahelzahed @ Li> 5 82l
clilgsl_ple_clu#
@aliirabee1989

Load more comments
hmshtb6 agagd il yao
moka_ 1232 @@ @
mhmdtrg86 Juiauanmiume
Ishykhmrgs &

Ishykhmras agge044a66060

oQuwn I

706,682 views

© 129,113 Likes

706,682 Views
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Influencers in
the Middle East

Influencer marketing is one of the most
dominant and rising forms of marketing
companies and agencies employ. The
MENA region has a large number of local
and regional influencers. This section
will highlight the top ten influencers
in the UAE, KSA and Egypt in different
categories. This section is not extracted
from Crowd Analyzer, it is provided by
Socialbakers.
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Bab Rizg Jameel

Saudi Ministry of Education

Saudi Ministry of Labour

Absher

Khushhal Pakistan

Ministry of Health

Scientific Saudi

Tahfeez Quran

Ministry of Foreign Affairs

Adahi Pro

Total Number of Followers

1,465,577

1,116,926

858,209

774,320

709,132

599,279

517,256

513,612

507,739

357,452

6 Month growth rate

-0.76%

-0.18%

-0.18%

-0.36%

20.01%

5.24%

-0.94%

2.89%

30.67%

@ D Crowd

02

03

04

05

06

07

09

Aid al-Qarni

Ahmad AlShugairi

Turki AlShaikh

Jassem al Mutawa

Abu Abdissalam

Dr.Muawia Aloliwi

Reem Abdallah

AbudlRahman Al Sudais

Ahmed Bin Abdulrahman

Abdelaziz Turki AlFaisal

Total Number of Followers 6 Month growth rate

16,447,344 114%
14,374,907 -0.76%
4,976,679 43.71%
2,045,516 4.69%
1,768,929 -0.31%

1,534,376 3.58%
716,321 -0.59%
689,180 -0.58%
596,037 -1.49%
343,735 -0.96%
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Ed

King Salman

Naser Al Omar

Azzam AlDakhil

Saudi Press Agency

Faisal Bin Turki

Dr. Tawfig Al Rabiah

Ministry of Interior

Adel Aljubeir

Ministry of Education

Ministry of Foreign Affairs

Total Number of Followers

7,306,221

6,141,148

5,956,227

4,278,975

3,427,742

3,138,242

2,746,214

2,122,131

2,173,030

2,108,2120

¥ twitter

6 Month growth rate

4.38%

-8.20%

-5.28%

-1.32%

-9.10%

-1.20%

3.54%

-0.47%

3.76%

69%

APCO q D Crowd

Celebrity Accounts

02

03

04

05

06

07

08

09

Muhammad Al-Arifi

Aid al-Qarni

Ahmad AlShugairi

AlWaleed Bin Talal

Abdulrahman bin Musa'ad

Sami Allaber

Waleed Al Farraj

Saleh Al Maghamsi

Tarig Al Habeeb

Yasser Al Qahtani

Total Number of Followers

20,836,675

18,726,717

17,946,785

10,392,809

7,697,282

7,158,987

6,850,942

6,722,590

6,720,617

6,352,908

YW twitter

6 Month growth rate

-3.87%

-2.86%

-1.32%

1.86%

-3.65%

-2.63%

-2.57%

-4.83%

-2.96%

-3.96%

APCO q D Crowd
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His Highness Sheikh
Mohammed bin Rashid

Sawab Center

Hamdan bin Mohammad

Heriot-Watt University
Dubai Campus

Hotcourses

Ministry Of Interior

Yusuff Ali MA

RTA Dubai

The UAE Ministry of Human
Resources

Dulbai Police

Total Number of Followers

3,835,225

3,506,777

2,151,124

1,266,104

954,392

745,655

695,501

678,314

631,721

608,863

6 Month growth rate

1.43%

25.18%

1.43%

3350.50%

5.80%

5.71%

3.51%

2.44%

6.15%

2.12%

@ D Crowd

Celebrity Pages

02

03

04

05

06

07

08

09

Adnan Al Kateb

Ahlam

Alhabib Ali Al Jifiri

Hussain Al Jassmi

Chef Osama

Dr.Moutaz Kokash

Joelle Mardinian

Omar Borkan Al Gala

Ahmed Bukhatir

Wonho Chung

Total Number of Followers

8,859,138

7,362,916

6,228,231

6,070,819

4,218,436

4,043,709

2,654,221

2,432,535

2,305,871

1,760,723

6 Month growth rate

-1.08%

0.84%

-0.48%

-0.07%

0.13%

-0.84%

-0.44%

-0.54%

-0.53%

-1.09%

q D Crowd



¥ twitter J ¥ twitter
Society Accounts Total Number of Followers 6 Month growth rate Celebrity Accounts Total Number of Followers 6 Month growth rate
T\ e enemmed B 9,392,867 0.52% o ﬁ Ablam Alsharmsi 8.825.456 200%
02 @ sl bemden Bn 3,697,668 1.06% 02 @ Hussain Al Jassm 6,220,699 -5.93%
& D
03 &' Dhahi Khalfan Tamim 2,633,218 2 A47% 03 ‘Q hb Mustapha Al Agha 4,496,490 -9.18%
== :
. 9 l[ll/I;thyaar:med bin Zayed Al 2128.78]1 2.93% 04 @ Faris Awad 4,461,246 -0.10%
05 v \  Sitoin Zayed Al Nahyan 1,873,908 160% 05 Q Balgees Fathi 2,871,300 -5.67%
06 ‘ Dubai Police 1,551,232 0.98% 06 G Shamma Hamdan 2,699,550 -9.07%
07 Mansour bin Zayed Al Nahyan 1,263,979 2.97% 07 % Alaa Saeed 2,284,582 -9.46%
08 Roads and Transport Authority 968,881 1.07% 08 Lara Setrakian 1,769,572 -1.24%
09 Anwar Gargash 885,463 9.88% 09 @ Lojain Omran 1,253,891 1.18%
0 :rsagipl\a/lgf“df}:ﬂ:'i State’s 797,412 797% 10 m Mohammad Abu Obeid 1,221,645 -4.80%
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Society Pages

01 ’ Abdelattah Elsisi

A2

e
57357

02

03

05

06

07

08

09

(|'/ il y
ESALA

FUEIESN

10 UNICEF Egypt

STATE OF SOCIAL MEDIA 19

57357 Hospital

Egyptian Army Spokesperson
Official Page

Ministry of Interior Official Page

Ana W Tofly Magazine

Magdi Yacoub Heart Foundation

Resala Charity Organization

Learn English British Council
MENA

Mashroo3na

Total Number of Followers

7,314,657

7,270,373

7,097,584

6,716,208

5,596,675

4,966,204

4,889,169

3,280,241

3,181,283

2,236,242

6 Month growth rate

0.20%

-0.77%

0.39%

2.59%

6.84%

-0.69%

12.06%

-0.49%

0.42%

4.54%

@ D Crowd

Celebrity Pages

01 @ Mustafa Hosny

02

03

06

08

Amr Khaled

habihti, Habibti Magazine

Sherine Abdel-Wahab

Mohamed Hamaki

Yasmin Abd Elaziz

Total Number of Followers 6 Month growth rate

33,006,465 0.85%
29,851,027 0.71%
26,059,859 0.38%
18,814,092 0.04%
16,749,538 0.51%
15,328,378 -0.79%
13,264,852 -0.60%
12,108,041 -0.53%
12,000,739 -0.38%
11,368,381 -0.79%

q D Crowd



Society Accounts

01

02

03

04

05

06

07
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09
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Naguib Sawiris

Amr Hamzawy

Hamdeen Sabahy

Gameela Ismail

Ayman Nour

Amre Moussa

Mohammed Sawy

Abdelfattah Elsisi

Khaled Ali

Ahmed Al Moslemani

Total Number of Followers

4,934,462

4,485,780

3,570,686

3,356,882

2,741,999

2,620,059

2,225,163

2,179,348

2,115,788

1,713,231

¥ twitter

6 Month growth rate

3.92%

-0.95%

-2.03%

-0.58%

-3.78%

-8.53%

-2.52%

9.31%

0.72%

0.40%

APCO @ Dcrowd

Celebrity Accounts

02

03

04

05

06

07

08

)
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Amr Khaled

Bassem Youssef

Amr Diab

Mohamed Salah

Mustafa Hosny

Hamza Namira

Amr Waked

Sherine Abdel-Wahab

Mohamed ElBaradei

Donia Samir Ghanem

Total Number of Followers

10,688,069

10,347,309

9,513,026

7,469,793

6,900,588

6,688,814

6,399,887

6,172,008

5,992,892

5,536,635

YW twitter

-3.76%

-0.34%

2.58%

15.62%

-2.14%

1.28%

0.70%

-2.18%

-0.56%

8.34%

APCO q D Crowd
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6 Month growth rate
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Creators and Partners of The Report

This report in a collaboration between Crowd Analyzer, Hootsuite, and APCO Worldwide.

This report has been written by the content marketing team at Crowd Analyzer, on the
foundation of data extracted by the company’s research department.

Rogayah Theileh - Head of Content Marketing - Crowd Analyzer

Mohamed Elsherif - Director of Research and Value-Added Services - Crowd Analyzer
Mostafa Hassanein - Content Creator - Crowd Analyzer

Ayaat Hefnawie, Social media research analyst.

State of Social Media ‘19

As it gathered millions of mentions and interactions in different sectors, Crowd Analyzer
gathered a remarkable amount of insights from Twitter, Instagram, Facebook, blogs, forums
and news websites. Such insights perfectly serve any industry seeking to understand the
demographics of their audience as well as the sentiment and the language of their content.

|BCrowd Analyzer

Crowd Analyzer, the leading Arabic social media listening tool and media intelligence
company, is helping a remarkable number of clients to achieve their objective and further
enhance their social media presence and strategy. The tool is a revolutionary tool that
allows clients to analyze dialect, language, location, sentiment, and much more in real-
time.

§ Hootsuite

Hootsuite is a social media management platform, created by Ryan Holmes in 2008.
The system’s user interface takes the form of a dashboard, and supports social network
integrations for Twitter, Facebook, Instagram, LinkedIn, Google+ and YouTube.

APCO

worldwide®

APCO Worldwide is an advisory and advocacy communications consultancy helping
leading public and private sector organizations act with aqgility, and build organizational
reputations, brands, relationships and solutions to succeed.

APCO q @érowd Analyzer

Methodology

This report offers a profound analysis which provides enlightening insights.. The objective
of the report was the push behind every step that was taken by Crowd Analyzer and
its partners. The purpose of this report is to be a reference to all marketers in the MENA
region.

Social Media Platform Insights

This section highlights the dissemination usage of Twitter, Instagram, Facebook, Snapchat
and LinkedIn across Egypt, KSA and UAE. Insights in this section include detailed information
about users in these countries. Details include gender demographics, age groups, device
preferences, and topic preferences.

Industries Analysis

We have conducted a thorough analysis for eight industries and their social media
related statistics across various platforms and countries. The industries we included in
the analysis are fintech, automotive, media, finance, banking, e-commerce, ride-hailing
and telecommunication, in addition to @ coverage of special events and seasons, such
as Pilgrimage and Ramadan. We explored various social media metrics such as reach,
engagement, sentiments, preferred platforms, preferred languages, location, sentiment,
and more. We also evaluated the different metrics in accordance to the gender of users
as well as business accounts. Please refer to the index to find the analysis of every industry.

Special Events

Unlike last year, we made sure we covered special events that happened in the MENA
region and that received a significant buzz. We used our social media listening tools to
measure the impact of these events to make sure we delivered the most relevant data to
our readers.

Top Influencers

Thanks to Socialbakers, we were able to complement this report with a section on the
most popular influencers/celebrities in the UAE, Saudi Arabia, and Egypt. It is quite an
addition for companies that would like to understand which personalities attract users in
these countries.

Experts’ Predictions

We made sure to include personal insights of top professional in the MENA region. These
personalities have shared their expectations for 2019, and evaluation of 2018.
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Glossary

Mentions

New posts sent about the monitored topics
in social media. The new posts could be sent
on social accounts [Facebook, Twitter, and
Instagram], news, blogs, or forums

Conversation
Any new post that has at least 1 interaction.

Sentiment Score

(Total Positive Posts- Total Negative Posts] /
(Total Positive Posts + Total Negative Posts]

Active Engagement

Posting new stories, commenting, sharing, or
retweeting posts. In other words, all activities
except likes which are considered passive
engagement.

Sentiment

How people feel towards the post. Crowd
Analyzer has automated state-of-art algorithms
that categorize posts automatically, with the
ability to edit them manually to, neutral, negative
or positive.

STATE OF SOCIAL MEDIA 19

Interaction

Any activity made by users on a post. It can be a
like, comment, share, or retweet.

Engagement Rate

The number of conversations / the number of
new pPosts.

Net Sentiment Score

(Total Positive Posts- Total Negative Posts) /
The total number of posts captured.

People Engaged
The number of unique users who sent new
posts or interacted with any posts.

Response Rate

The number of people who received a reply
from the company on their posts or comments
divided by total number new posts and
comments sent.

Activities
News pOStS or comments.
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The 1st Arabic Social Media
Listening Tool

Crowd Analyzer is the leading
Arabic social media listening tool.
Since 2013, it has been an essential
tool for its client base of large
enterprises to further enhance
their social media presence by
providing them with accurate and
essential insights and analytics.
Depending on the revolutionary Al
technologies it has adopted, Crowd
Analyzer is used in marketing,
analytics, market research, crisis
management, campaign analysis,
and much more.

Cairo Office

£ 28, Road 7, Maadi, Cairo
£ Sales@crowdanalyzer.com

% Direct Line: (2010) -64082222
(2 Landline: (202) -23782227

Dubai Office

O Loft Building 1, Entrance C, Office 210, Dubai Media City
£ Sales@crowdanalyzer.com

3 Direct Line: [971) -558717893
(5 Landline: (971) -44511555





