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“Digital Turkey”

==
TURKEY C+

ESSENTIALHEADUNES FOR MOBILE, INTERNET, AND SOCIAL MEDIA USE

‘ﬂ CHANGES TO DATA SOURCES FOR INTERNET USERS AND SOCIAL MEDIA USERS MEAN THAT VALUES ARE NOT COMPARABLE WITH PREVIOUS REPORTS TURKEY

* Popu latio n, TOTAL MOBILE INTERNET ACTIVE SOCIAL
internet and social POPULATION CONNECTIONS USERS MEDIA USERS
media usage in
Turkey (2021)

34.69 76.89 65.80 60.00
MILLION MILLION MILLION MILLION
URBANISATION: vs. POPULATION: vs. POPULATION: vs. POPULATION:

76.3% 90.8% 77.7% 70.8%

Source: DataReportal (2021), "Digital 2021: Turkey,"
retrieved from e
https://datareportal.com/reports/digital-2021-turkey o R
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“Digital Spain”

SPAIN e

ESSENTIALHEADLNES FOR MOBILE, INTERNET, AND SOCIAL MEDIA USE
i CHANGES TO DATA SOURCES FOR INTERNET USERS AND SOCIAL MEDIA USERS MEAN THAT VALUES ARE NOT COMPARABLE WITH PREVIOUS REPORTS

* Popu |ation, TOTAL MOBILE INTERNET ACTIVE SOCIAL
internet and social POPULATION CONNECTIONS USERS MEDIA USERS
media usage in
Spain (2021)

46.75 54.34 42.54 37.40

URBANISATION: vs. POPULATION: vs. POPULATION: vs. POPULATION:

80.9% 116.2% 91.0% 80.0%

Source: DataReportal (2021), "Digital 2021: Spain,"
retrieved from o . SRS T it NE EURCSTAL. ONNIC A AL M ATFORM RVICE ADVES MPA we oo
https://datareportal.com/reports/digital-2021-spain ° ARNINGS R & & COMPARABILITY ADVISORY: RCE NGES INTER : MBERS } RIN A % ROM amewn  Are, | g‘ HOOtSUIte

(/Y -
Y, GAP-10S e

Golden Age Platform Erasmus +

Digital Literacy




“Digital Portugal”

PORTUGAL

o8
ESSENTIALHEADUNES FOR MOBILE, INTERNET, AND SOCIAL MEDIA USE
A\, CHANGES TO DATA SOURCES FOR INTERNET USERS AND SOCIAL MEDIA USERS MEAN THAT VALUES ARE NOT COMPARABLE WITH PREVIOUS REPORTS R
* Popu |at|on, TOTAL MOBILE INTERNET ACTIVE SOCIAL

Intern6t and SOClaI POPULATION CONNECTIONS USERS MEDIA USERS
media usage in S
Portugal (2021)

10.18 15.80 8.58 7.80

URBANISATION: vs. POPULATION: vs. POPULATION: vs. POPULATION:

66.6% 155.1% 84.2% 76.6%

Source: DataReportal (2021), "Digital 2021: Portugal,"
retrieved from o oy o VE EUR - AL MEDIA PLATFORM RVICE ADVER MPAR we oo
https://datareportal.com/reports/digital-2021-portugal o s o COMPARABIITY ADVISORY:SOURCE CHANGES INTERET U3 NUMBESS NO LONGER  QATA SOURCED FEOM SOCALMEDI gg%ial gi' HOOtSUIte
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“Digital Germany”

M GERMANY

ESSENTIAL HEADUNES FOR MOBILE, INTERNET, AND SOCIAL MEDIA USE I
‘1 CHANGES TO DATA SOURCES FOR INTERNET USERS AND SOCIAL MEDIA USERS MEAN THAT VALUES ARE NOT COMPARABLE WITH PREVIOUS REPORTS o
¢ POpU |at|on TOTAL MOBILE INTERNET ACTIVE SOCIAL

POPULATION CONNECTIONS USERS MEDIA USERS

internet and social
media usage in
Germany (2021)

383.84 112.9 78.81 66.00
MILLION MILLION MILLION MILLION
URBANISATION: vs. POPULATION: vs. POPULATION: vs. POPULATION:

77.5% 134.7% 94.0% 78.7%

Source: DataReportal (2021), "Digital 2021: Germany,"
retrieved from =
https://datareportal.com/reports/digital-2021-germany o ey
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Times of media use

JAN DAILY TIME SPENT ON MEDI&

THE AVERAGE DAILY TIME® THAT INTERNET USERS AGED 16 TO &

Cx

TURKEY

4 SPEND ON DIFFERENT KINDS OF MEDIA AND DEVICES

[ J TIME SPENT USING THE TIME SPENT WATCHING TELEVISION TIME SPENT USING TIME SPENT READING PRESS MEDIA
Ave ra e d a I |y tl m e INTERNET (ALL DEVICES) (BROADCAST AND STREAMING) SOCIAL MEDIA (ONLINE AND PHYSICAL PRINT)
spend on media in .

Turkey (2021)

7H 57M 3H 13M 2H 57M 1H 33M

TIME SPENT LISTENING TO TIME SPENT LISTENING TIME SPENT LISTENING TIME SPENT PLAYING VIDEO
MUSIC STREAMING SERVICES TO BROADCAST RADIO TO PODCASTS GAMES ON A GAMES CONSOLE

Source: DataReportal (2021), "Digital 2021: Turkey,"

1H 35M

https://datareportal.com/reports/digital-2021-turkey ° SOURCE: Gw1(Q3 2

“NOTES: NSUM
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Times of media use

DAILY TIME SPENT ON MEDIA

THE AVERAGE DAILY TIME® THAT INTERNET USERS AGED 16 TO 64 SPEND ON DIFFERENT KINDS OF MEDIA AND DEVICES

* Average daily time TMESFENTUSING THE
spend on media in
Spain (2021)

6H 11M

TIME SPENT LISTENING TO
MUSIC STREAMING SERVICES

Source: DataReportal (2021), "Digital 2021: Spain,"

1H TOM

https://datareportal.com/reports/digital-2021-spain ° SOURCE: Gw1|Q3 2

*“NOTES:

Digital Literacy

TIME SPENT WATCHING TELEVISION
(BROADCAST AND STREAMING)

TIME SPENT LISTENING
TO BROADCAST RADIO

TIME SPENT USING
SOCIAL MEDIA

1H 54M

TIME SPENT LISTENING
TO PODCASTS

TURKISH NATIONAL AGENCY

r(mKIvE ULUSAL AJANSI

SPAIN

TIME SPENT READING PRESS MEDIA
(ONLINE AND PHYSICAL PRINT)

1H 19M

TIME SPENT PLAYING VIDEO
GAMES ON A GAMES CONSOLE
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Times of media use

DAILY TIME SPENT ON MEDIA

THE AVERAGE DAILY TIME" THAT INTERNET USERS AGED 16 TO 64 SPEND ON DIFFERENT KINDS OF MEDIA AND DEVICES

? LErEge CElly e s
spend on media in
Portugal (2021)

7H 20M

TIME SPENT LISTENING TO
MUSIC STREAMING SERVICES

Source: DataReportal (2021), "Digital 2021: Portugal,"

OH 59M

https://datareportal.com/reports/digital-2021-portugal ° SOURCE: GwW1({Q3 2

*NOTES

Digital Literacy

TIME SPENT WATCHING TELEVISION
(BROADCAST AND STREAMING)

TIME SPENT LISTENING
TO BROADCAST RADIO

TIME SPENT USING
SOCIAL MEDIA

2H 18M

TIME SPENT LISTENING
TO PODCASTS

TURKISH NATIONAL AGENCY

r(mKIvE ULUSAL AJANSI

i H

PORTUGAL

TIME SPENT READING PRESS MEDIA
(ONLINE AND PHYSICAL PRINT)

OH 58M

TIME SPENT PLAYING VIDEO
GAMES ON A GAMES CONSOLE

OH 36M
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Times of media use

DAILY TIME SPENT ON MEDIA

THE AVERAGE DAILY TIME* THAT INTERNET USERS AGED 16 TO 64 SPEND ON DIFFERENT KINDS OF MEDIA AND DEVICES |

? LErEge CElly e e
spend on media in
Germany (2021)

S5H 26M

TIME SPENT LISTENING TO
MUSIC STREAMING SERVICES

Source: DataReportal (2021), "Digital 2021: Germany,"

1HOTM

https://datareportal.com/reports/digital-2021-germany ° SOURCE: Gw1|Q3 2

*“NOTES:

Digital Literacy

TIME SPENT WATCHING TELEVISION
(BROADCAST AND STREAMING)

3H 21M

TIME SPENT LISTENING
TO BROADCAST RADIO

TIME SPENT USING
SOCIAL MEDIA

1H 24M

TIME SPENT LISTENING
TO PODCASTS

TURKISH NATIONAL AGENCY

r(mKIvE ULUSAL AJANSI

GERMANY

TIME SPENT READING PRESS MEDIA
(ONLINE AND PHYSICAL PRINT)

1H 14M

TIME SPENT PLAYING VIDEO
GAMES ON A GAMES CONSOLE

OH 47M
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1. E-Marketing

* E-Marketing (also known as internet marketing or web marketing) is a big
part of the modern world, because classic marketing measures are
increasingly shifting to the online area (due to digitalization)

 Definition: Online marketing includes all marketing measures that are
carried out online in order to achieve marketing goals, from brand
awareness to the conclusion of an online business. Online marketing is
mostly seen as a conventional marketing strategy and mandatory, but
this has only developed in recent years.
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1. Forms of E-Marketing

1. Website

* A Website is a collection of pages on the internet that are related to one
another and that are located within the same domain

* The design and thematic structure of a companies website are central
components of E-Marketing

* A Website is mainly used to present goods or services and to attract
customers
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1. Forms of E-Marketing

2. Display Advertising
* Display Advertising is a form of advertising on the internet that, like
banners, use and / or audio material

» Advertisers use display advertising to advertise their products / services
online

 Comparable to advertisements in Newspapers or TV commercials.
Display Advertising and Search Engine Marketing are the two most
common forms of advertising.

G & CAP-I0S e
Golden Age Platform

Erasmus+

Digital Literacy



1. Forms of E-Marketing

3. Search Engine Marketing

e Search Engine Marketing is one the one hand based on targeted search
engine advertising, and on the other on search engine optimization in
order to acquire potential customers in certain subject areas

* This means that websites or ads are high listed and highly visible in
common searches on the internet
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1. Forms of E-Marketing

4. Content Marketing

e Content Marketing deals with the production and distrubution of media
and publication material with the aim of attracting new customers and
retaining existing ones

 Variety of Formats: Blogs, News, Videos, Graphics, Case Studies, Guides

 Since most marketing strategies include a form of publication material,
content marketing is in most cases integrated as a part of a campaign

G & CAP-I0S e
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1. Forms of E-Marketing

5. E-Mail Marketing

* E-Mail Marketing is the equivalent of direct marketing in the offline area, i.e.
the mailing of advertising material

6. Influencer Marketing

* In Influencer Marketing, an Influencer (a person who can exert a great
influence on the opinion of a certain target group, is hired to advertise a
product, service or company. The trustworthiness and reputation of the
influencer is used specifically for brand communication

Erasmus+
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1. Forms of E-Marketing

7. Social Media Marketing

e With Social Media Marketing, branding and marketing communication
goals are primarily pursued through the use of social media platforms
(e.g. Twitter / Facebook / Instagram)

* The targeted optimization of an internet presence for the widest possible
distribution in social media networks is known as social media
optimization
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1. Forms of E-Marketing

Which Online Marketing Platforms are the most important?

* Google (essential internet search engine)

* YouTube (popular video platform)

* Facebook (popular social network)

 Amazon (company for online selling with a wide range of products)

@ car-os R
i w Golden Age Platform

Erasmus+

Digital Literacy



1. Forms of E-Marketing

The following general points are important for E-Marketing:

* Maintain contemporary communication

* Know your target group and address them specifically
e Continuously show presence

* Be individual and emotional

Digital Literacy
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1. Social Media Marketing

ol SOCIAL MEDIA: ADVERTISING AUDIENCE PROFILE

C+
SHARE OF THE AUDIENCE THAT MARKETERS CAN REACH WITH ADVERTS ON SOCIAL MEDIA BY AGE GROUP AND GENDER*

TURKEY

* Social Media 203%
audience by age
group in
Turkey (2021)

2.9% :
- . Y
= - B

FEMALE MALE FEMALE MALE FEMALE MALE FEMALE MALE

FEMALE MALE FEMALE MALE FEMALE MALE
13-17 18 - 24 25 -34 35 -44 45 - 54 55 -64 65+
YEARS OLD YEARS OLD YEARS OLD YEARS OLD YEARS OLD YEARS OLD YEARS OLD
Source: DataReportal (2021), "Digital 2021: Turkey,"
retrieved from - e - - . = P
https://datareportal.com/reports/digital-2021-turkey o o S SRR e gi‘ Hootsuite:

Digital Literacy

(/Y -
Y, GAP-10S e

Golden Age Platform Erasmus +



1. Social Media Marketing

ol SOCIAL MEDIA: ADVERTISING AUDIENCE PROFILE

SHARE OF THE AUDIENCE THAT MARKETERS CAN REACH WITH ADVERTS ON SOCIAL MEDIA BY AGE GROUP AND GENDER*

* Social Media
audience by age
group in
Spain (2021)

1.7%

FEMALE MALE

13-17
YEARS OLD

o SOURCE: EXTR

1.3%

Source: DataReportal (2021), "Digital 2021: Spain,"
retrieved from
https://datareportal.com/reports/digital-2021-spain

Digital Literacy

1309 135%

FEMALE MALE FEMALE MALE

18 - 24 25 -34
YEARS OLD YEARS OLD

MA *ADVISORIES: ERS M

AN 2021). *NOTES: M AL MEDIAPLATFORMS DO » AUDIED we
ARG/ 8 MERPACIET HIER M O SCCIALIESIA WER CHAA are

MALE FEMALE MALE FEMALE MALE FEMALE
35-44
YEARS OLD

45 - 54
YEARS OLD

55 - 64
YEARS OLD
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1. Social Media Marketing

* Social Media
audience by age
group in
Portugal (2021)

Source: DataReportal (2021), "Digital 2021: Portugal,"
retrieved from

https://datareportal.com/reports/digital-2021-portugal

Digital Literacy

el SOCIAL MEDIA: ADVERTISING AUDIENCE PROFILE

SHARE OF THE AUDIENCE THAT MARKETERS CAN REACH WITH ADVERTS ON SOCIAL MEDIA BY AGE GROUP AND GENDER*

1.2%

FEMALE MALE

13-17
YEARS OLD

° SOURCE: EXTR ATION

[l

FEMALE MALE

18 - 24
YEARS OLD

FEMALE MALE

25 -34
YEARS OLD

EM “ADVYISORIES: RS MAY

35 -44
YEARS OLD

AN 2021) *NOTES: M

MALE FEMALE MALE

45 -54
YEARS OLD

FEMALE MALE

55 -64
YEARS OLD
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1. Social Media Marketing

SOCIAL MEDIA: ADVERTISING AUDIENCE PROFILE

SHARE OF THE AUDIENCE THAT MARKETERS CAN REACH WITH ADVERTS ON SOCIAL MEDIA BY AGE GROUP AND GENDER* | E——

GERMANY

* Social Media 148%
audience by age e
group in
Germany (2021)

FEMALE MALE FEMALE MALE FEMALE MALE FEMALE MALE FEMALE

MALE FEMALE MALE FEMALE MALE
13-17 18 - 24 25-34 35 - 44 45 -54 55 - 64 65+
YEARS OLD YEARS OLD YEARS OLD YEARS OLD YEARS OLD YEARS OLD YEARS OLD
Source:(jD?taReportal (2021), "Digital 2021: Germany,"
retrieved from - —
https://datareportal.com/reports/digital-2021-germany ° e e gt AL At st o e : g’l% @ Hootsuite:
Ae. DEMOGRAP social
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2. E-Shopping

* The Internet is the largest marketplace in the world, it offers countless
opportunities to make purchases. Clothing, household appliances or
groceries - everything that can be bought in the real world is now
available on the Internet, and often a lot more.

* Definition: Online shopping is the process whereby consumers directly
buy goods or services from a seller in real-time, without an intermediary
service, over the Internet. An online shop, e-shop, e-store, Internet shop,
webshop, webstore, online store, or virtual store evokes the physical
analogy of buying products in a shopping center.

G & CAP-I0S e
Golden Age Platform

Erasmus+

Digital Literacy



2. Benefits of E-Shopping

E-Shopping has great advantages:

e Internet shops are always open

* There is an almost unbelievable selection of goods

e The goods (including heavy items) are usually delivered to your doorstep
e |n some cases, a lot of money can be saved on the Internet

Digital Literacy I g @oeos

Erasmus+




2. Order with E-Shopping

How do | order on the internet?

Practically all larger companies are now also represented on the Internet.
An order from an online shop can be placed quickly and easily - simply
select the goods you want, enter the delivery details and a payment
method and, in the last step, confirm the purchase.

%, GAP-10S e
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2. Your rights in E-Shopping

When buying goods and services from the Internet, you of course have
the same rights as when buying in a shop:

e As in the conventional mail order business, you usually have a right of
withdrawal for orders on the Internet

e |f you don't like something, you can send it back within a certain period
and get your money back

e Online dealers are also obliged to replace or repair defective items of
course.

Digital Literacy I g @oeos
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2. Your rights in E-Shopping

* The online shops have a corresponding form available for declaring the
revocation. A simple letter is also sufficient to break away from the
unwanted contract.

 However, the retail trade is not legally obliged under all circumstances to
assume the costs of returning the goods that have been ordered.

* Therefore, shipping costs for a return can be borne by the customer.
However, many large online stores do without this.

G & CAP-I0S e
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2. Scammers with E-Shopping

But pay attention!

There are also fraudsters on the Internet: so-called fake shops often look
deceptively real and lure with supposedly cheap offers that have to be
paid in advance. The goods that have already been paid for, however,
never reach the buyers; the customers are left with the damage.

Digital Literacy I g @oeos
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2. Scammers with E-Shopping

Therefore, there are a some things to keep in mind when buying on the
Internet:

There are also fraudsters on the Internet: so-called fake shops often look
deceptively real and lure with supposedly cheap offers that have to be
paid in advance. The goods that have already been paid for, however,
never reach the buyers; the customers are left with the damage.

Digital Literacy I g @oeos
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2. Scammers with E-Shopping

Therefore, there are a some things to keep in mind when buying on the
Internet (1/2):

e Before making your first purchase in an unfamiliar store, check the
company's reputation. Reviews of other users on the net help, but should
also be read critically.

e Also check the imprint of the page. The company may be based in
another part of the world. Then you have to expect additional customs
fees and problems with the assertion of the warranty.

TURKIYE ULUSAL AJANS| (. GAP'IOS m
TURKISH NATIONAL AGENCY w Golden Age Platform
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2. Scammers with E-Shopping

Therefore, there are a some things to keep in mind when buying on the
Internet (2/2):

e Check orders carefully! No matter which shop you are in and no matter
what you buy, it is always important to carefully check the individual
ordering steps.

e But no worries: A contract is only effective when an order is expressly
confirmed.
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3. Google shopping search

il GOOGLE SHOPPING: TOP QUERIES IN 2020

THE MOST COMMON SHOPPING QUERIES THAT PEOPLE ENTERED INTO GOOGLE BETWEEN 01 JANUARY AND 31 DECEMBER 2020

* Top queries in

Turkey (2020) 0 SAMSUNG

02 IPHONE

03 XIAOMI
04 TELEFON
05 TRENDYOL
06 HUAWEI
07  NIKE

08 OYUNCAK
09 KULAKLIK

10  BISIKLET

Source: DataReportal (2021), "Digital 2021:
Turkey," retrieved from

https://datareportal.com/reports/digital-2021- SOURCE
turkey MPAR

Digital Literacy

# SEARCH QUERY INDEX

100
96
57
53
51
51
42
36
36

35

1

12

13

TABLET
BILGISAYAR
LAPTOP
IPHONE 11
REDMI 8
ADIDAS
HEPSIBURADA
REDMI NOTE 8
SPOR AYAKKABI

N11

TURKISH NATIONAL AGENCY

r(mKIvE ULUSAL AJANSI

C+

TURKEY

#  SEARCH QUERY INDEX

32
31
30
27
27
26
25
24
22

22
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are. . *| Hootsuite:
social
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3. Google shopping search

* Top queries in
Spain (2020)

Source: DataReportal (2021), "Digital 2021:
Spain," retrieved from

https://datareportal.com/reports/digital-2021-

spain

Digital Literacy

rll GOOGLE SHOPPING: TOP QUERIES IN 2020

01

02
03
04
05
06
(74
08

09

THE MOST COMMON SHOPPING QUERIES THAT PEOPLE ENTERED INTO GOOGLE BETWEEN 01 JANUARY AND 31 DECEMBER

SEARCH QUERY INDEX #  SEARCH QUERY INDEX

AMAZON 100 MASCARILLAS

NIKE 63 PS4

SAMSUNG KK] EL CORTE INGLES
IPHONE 32 LEROY MERLIN
XIAOMI 32 DECATHLON

IKEA 28 NIKE AIR
CARREFOUR 27 HUAWEI

CORTE INGLES 26 NINTENDO SWITCH
ADIDAS 24 MEDIA MARKT
JORDAN 21 PG

we oD "
are. . *| Hootsuite:
social
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3. Google shopping search

* Top queries in
Portugal (2020)

Source: DataReportal (2021), "Digital 2021:
Portugal," retrieved from
https://datareportal.com/reports/digital-2021-
portugal

Digital Literacy

01

02
03
04
05
06
07
08
09

10

o SOURCE

GOOGLE SHOPPING: TOP QUERIES IN 2020 o

THE MOST COMMON SHOPPING QUERIES THAT PEOPLE ENTERED INTO GOOGLE BETWEEN 01 JANUARY AND 31 DECEMBER 2020

PORTUGAL

SEARCH QUERY #  SEARCH QUERY INDEX

WORTEN CONTINENTE 35
IKEA DECATHLON 35
IPHONE XIAOMI KK]
SAMSUNG HUAWEI 33
NIKE PISCINAS 24
OLX AMAZON 23
ADIDAS BICICLETA

LEROY MERLIN BRINQUEDOS

FNAC WISH

PS4 SPORT ZONE

we [re o
are. . *| Hootsuite:
social
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3. Google shopping search

el GOOGLE SHOPPING: TOP QUERIES IN 2020

THE MOST COMMON SHOPPING QUERIES THAT PEOPLE ENTERED INTO GOOGILE BETWEEN O

* Top queries in ¢ oo

Germany 01  NIKE 100 POOL
(2020)

02 AMAZON 89 IPHONE 11

03 ADIDAS 45 NINTENDO SWITCH
04 EBAY 43 NIKE AIR FORCE

05 IKEA 32 ADVENTSKALENDER
06 LEGO 31 REAL

07 PS4 25 SATURN

08 SWITCH e]](e]

09 MEDIA MARKT NIKE SCHUHE

10  HUAWEI EBAY KLEINANZEIGEN

Source: Data Reportal (2021), "Digital 2021:

ﬁerma/? "retrieved ! from/ A o we o H .
ttps://datareportal.com/reports/digita - URC EIRENDS 4% AN 202 b o . S Pt el oAb e o T are, | I :
germany ° ; . MES FOR JUERY |AN INDEX MEs RY RECENV ARCH V WER ol oy ootsuite

TURKIYE ULUSAL AJANSI 7‘ ‘\ -
{23 GAP-10S B

Golden Age Platform Erasmus +

Digital Literacy



3. Social Media Visibility

Social Networks have become indispensable in our society and are part of
E-Marketing on the corporate side

Which Social Media Marketing measures are useful? What matters for
Social Media Visibility is:

* Size and popularity of the platform
* The target group
* The type of service / benefit that makes the platform attractive for users

Digital Literacy I g @oeos
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3. Social Media Visibility

Important Social Apps are:

Facebook

Instagram

Twitter
TikTok

Social Media always includes creating content. Entrepreneurs who have internalized
the creation of content in their everyday work are on the right track to use E-
Marketing to acquire und retain customers. Choose your platform consciously based
on the question of where your target group is mostly located.

Erasmus+
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3. Social Media Usage

* Social Media Usage should be regularly and thoughtful

* The creation of an professional editorial plan is suitable for planning in
order to structure the content in advance

* Time should be invested in creating good content, and creating content
on the fly or spontaneously is not advisable

* In addition, attention should be paid to a uniform design and appealing
graphics that present the products / the service well

G & CAP-I0S e
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3. Social Media Usage

 Social Media
usage in
Turkey (2021)

Source: DataReportal (2021), "Digital 2021:
Turkey," retrieved from

https://datareportal.com/reports/digital-2021-

turkey

Digital Literacy

MOST-USED SOCIAL MEDIA PLATFORMS

PERCENTAGE OF INTERMNET USERS AGED 16 TO 64 THAT HAS USED EACH PLATFORM IN THE PAST MONTH

suzx
T 5%

R 5%
T :17%
T '+
A © %

T I 7%
I 7%

BT S %

T 1%

REDDIT 16.8%

SOURCE: GW1|Q3 2020). AGURES REPRE SENT THE AIND®
NOTE RES ON TH
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3. Social Media Usage

MOST-USED SOCIAL MEDIA PLATFORMS

PERCENTAGE OF INTERMNET USERS AGED 16 TO 64 THAT HAS USED EACH PLATFORM IN THE PAST MONTH

 Social Media
usage in
Spain (2021)
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3. Social Media Usage

MOST-USED SOCIAL MEDIA PLATFORMS &

PERCENTAGE OF INTERMNET USERS AGED 16 TO 64 THAT HAS USED EACH PLATFORM IN THE PAST MONTH
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3. Social Media Usage

MOST-USED SOCIAL MEDIA PLATFORMS

PERCENTAGE OF INTERMNET USERS AGED 16 TO 64 THAT HAS USED EACH PLATFORM IN THE PAST MONTH

 Social Media
usage in
Germany (2021)

a3
T A 7 %
S 7%

ET N
T 11+
B 7
T 157
e

123%
Cracorn L

B5%

Source: DataReportal (2021), "Digital 2021 | TumsLe PRI

German," retrieved from
https://datareportal.com/reports/digital-2021- o SOURTE CATlos

3207 RS FEPEESENT THE FINDINGS OF A BROAD GLOBALSURVE ; S AGED 14 TO 4. SEE GIOBAIWEBINDEXCOM FOR MORE DETA we o 5
germany NOTE: AIGURES ON THIS CHAZT REPRESENT INTERNET USERS" SELF REPORTED SOCIALMEDIA BEHAVIOUS, AND MAY NOF CORRELATE WITH THE FIGURES CITED ELSEWHERE INTHIS REPORTFOR I, a0 .
e R o T oA e AT e S 8 HED S50 MDA AV, 0 GhCORELE are. . ® Hootsuite

(/Y -
Y, GAP-10S e

Golden Age Platform Erasmus +

Digital Literacy



4. Cyber Security

There are many dangers on the Internet: data is stolen, strangers take
unauthorized access to bank accounts and you suddenly receive bills for
things that you did not order. With so many risks, it can be difficult to keep
track of things.

The good news, however, is that if you behave carefully online, you can
greatly reduce these dangers. To do this, it is usually sufficient to observe a
few important rules and use additional programs that automatically ward
off dangerous elements.
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4. Cyber Security — Tips for your safety

* Keep your programs and operating systems up to date.
* Set up a security program that protects against viruses and Trojans.
* For e-mail: Do not open any e-mails from unknown senders.

* For online purchases: Check beforehand who exactly is your contractual
partner for purchasing and look in the imprint. Read critically the reviews
and complaints of other consumers on the Internet.

* Before submitting an order, always check whether it is very clear which
costs will be incurred (purchase price and shipping and / or insurance).
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4. Cyber Security — Programs

When surfing the internet, this is very important:

When using the Internet, it can always happen that you catch malware on
your own computer. These are called "viruses" or "Trojans". Security
programs that are available free of charge or for a fee protect against this.
You should also provide these programs with updates on a regular basis or
- if possible - set them so that they are automatically updated. Users have
to "vaccinate" their devices regularly so that the protection remains
effective.
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4. Cyber Security — Apps

When surfing the internet, this is very important:

On smartphones and tablets, the programs are called apps. Game apps, for
example, are popular, as are weather apps or apps for local public
transport. Apps should only be downloaded from the providers' sales
platforms (shop apps) in order to be protected from malware as far as
possible and to always keep them up to date.

Digital Literacy I g @oeos

Erasmus+



4. Cyber Security — Really free?

Free or paid

Free and paid services are usually easy to distinguish from one another on
the Internet. Because prices must also be stated clearly and
comprehensibly on the net. If you are asked to enter your personal data -
such as your postal address and your date of birth - this is more of a
chargeable service.
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4. Cyber Security — Really free?

Free services

Many information and entertainment offers on the net are free of charge.
So you don't have to pay anything for many newspapers, video stores,
music or data services. If you read texts or watch videos on the Internet,
you don't have to expect high bills to flutter into your house out of the
blue. Nevertheless, a certain amount of caution should be exercised when
online providers try to win customers for their products or services.
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4. Cyber Security — Really free?

... but pay attention

As with any contract, you should always take a look at the small print on
the Internet. Because this could hide disadvantageous conditions. In
general, a special warning protects against the unconscious conclusion of
fee-based contracts. However, you have to be very attentive to a "free trial
phase". It often turns into a paid contract after a certain period of time if
you do not cancel in time. Make a note of the expiration date and think
about the timely termination.
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4. Cyber Security — Data Security

Who should know what about me?

The latest news and documents can be distributed quickly and easily via
the Internet. Unfortunately, this also applies to personal data. Once data
has been made accessible to everyone and copied several times around

the world, it is difficult to take it back. Users have the right to have their

personal data deleted. However, asserting this right can be tedious.
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4. Cyber Security — Data Security

Who should know what about me?

Anyone who sends or posts data over the Internet must always ask
themselves whether they will be made publicly available. Clearly
addressed, personal messages, such as messages in e-mails or internet
phone calls, are largely safe from prying eyes. Data posted in social
networks or public discussion forums allow completely different insights. If
you want, you can read along. To protect against disadvantages, only as
much should be disclosed as is necessary for the occasion.
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4. Concerns

el ONLINE PRIVACY AND WELLBEING

EXTENT TO WHICH ADULT INTERNET USERS* WORRY ABOUT THEIR DIGITAL PRIVACY AND ONLINE WELLBEING
‘& SOME SURVEY QUESTIONS THAT INFORM THIS CHART HAVE CHANGED, SO VALUES ARE NOT COMPARABLE WITH THOSE PUBLISHED IN PRREVIOUS REPORTS

 Worries about

d i ita I riva C i n TRACKED SCREEN TIME OR EXPRESSED CONCERN EXPRESSED CONCERN USED SOME FORM OF DELETED COOKIES
g p SETTIME LIMITS FOR SOME ABOUT WHAT IS REAL OR ABOUT HOW COMPANIES AD-BLOCKING TOOL FROM A WEB BROWSER
Tu r key ( 20 2 1 APPS IN THE PASTMONTH FAKE ON THE INTERNET* USE PERSONAL DATA IN THE PAST MONTH IN THE PAST MONTH

22.7% 61.6% 42.5% 56.2%

Source: DataReportal (2021), "Digital 2021:
Turkey," retrieved from

https://datareportal.com/reports/digital-2021- rin we [F i
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4. Concerns

ONLINE PRIVACY AND WELLBEING h
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4. Concerns

ONLINE PRIVACY AND WELLBEING

EXTENT TO WHICH ADULT INTERNET USERS® WORRY ABOUT THEIR DIGITAL PRIVACY AND ONLINE WELLBEING
& SOME SURVEY QUESTIONS THAT INFORM THIS CHART HAVE CHAN GED, SO VALUES ARE NOT COMPARABLE WITH THOSE PUBLISHED IN PREVIOUS REPORTS PORTUDAL
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4. Concerns

el ONLINE PRIVACY AND WELLBEING

EXTENT TO WHICH ADULT INTERNET USERS* WORRY ABOUT THEIR DIGITAL PRIVACY AND ONLINE WELLBEING [ —
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