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SUMMARY OF DIGITAL MEDIA LANDSCAPE C-

87.6 M 80.7M 77.3 M 58.5 M
vs 2023 vs Population vs Population vs Population
+0.2% 92% 88% 68%
Total Population Cellular Mobile Internet Users Social Media Users
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@ Demographic Overview

Gender Age Groups

) I I I I
Male = Female 16-24 25-34 25-44 A45-54
Urban Context Working Status
« 51
11 9 9 6 6 4 0
[ [ | [ | —— —— — _
85 X O N > X X N <
) Q @ < @ &
& &
Urban = Suburban = Rural <& & <@ <& «©
\}'\} \)Q &'&\ \\:,\,
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Generations in Turkey

Gen Alpha

Fully mobile-
native
Screen-first
(tablet,
smartphone)
Shortvideo &
gaming focus
(YouTube Kids,
TikTok)-

Early adopters of
voice search & Al

“Always-on”
generation

Heavy social media
users (TikTok,
Instagram)

Video & streaming-
centric
consumption

High trustin
influencer content
Active in gaming &
esports

Multi-device usage
Strongin e-
commerce &
fintech

High adoption of
subscription
services (Spotify,
Netflix

Organize work &
social life digitally
(LinkedIn, Zoom)

Gen X

Late internet
adopters

Mainly Facebook &
WhatsApp users
Prefer digital for news
& information
consumption

Online shopping
adoption growing
Higher concerns
about digital security




MEDIA
OVERVIEW




Device Ownership

Smartphone

PC / Laptop

Smart TV

% 8 5 Tablet
Smartwatch

Smart home product

Games console

TV streaming stick

0/ 2 0 Smart wristband
0 Digital camera

VR headset / device

GWI 2025 H1 - e-Reader
incl. AUTR

*Compared to

2024




Social Media
Short Videos
Online Videos
Mobile Games
Music Streaming
Brodcast TV
Straming services
Online Press
Physical Press
Pc/Console Games
Radio

Podasts

GWI12025 H1 —incl. ALTR

5% 23%
I 7% 26%
I 10% 26%
l 14%
I 17%
I 22%
E Non User

25%

27%

27%

30%

28%

29%

32%

Occ User

30%
29%
28%
m Light User

Media Users Segmentation

28%

29%

23%

29%

30%
25%
21%
17% 20%
18% 17%
23%
22%

® Medium User

m Heavy User

42%

18%

38%

15%

34%

31%

28%

26%

23%

21%

20%

19%

14%

13%



)  Penetration & Universe Size On Media ®

*Penetration & Universe 16+

e 51M

Social media

Short videos IR 49M

47M

Videos

Music streaming

45M

Broadcast TV ¥ 51M

43M

Mobile games

Streaming services

Online press/articles

PC/console games

Podcasts

26M

GWI12025 H1 —incl. ALTR




> Average Time Spent On Media

*Hours Spent a Week

TV: Total

Social Media [ 0:48
Short Videos | 8:56
Mobile Games | 5:20
Streaming Services | s:07
Broadcast TV | 7:50
Online Videos | 7:48
Music streaming [ 7:39
Press: Total [, 7:31
PC/console games |G 520
Radio |GG +:20
Online press/articles [[[NENTNNEGGEGEGEEEEEE 352
Physical press [|IIEGEGEGEGEGEEEEEE 3:39
Podcasts [[INEGGNNEEEEEE 327

15:57

GWI12025 H1 —incl. ALTR




Internet Users in Turkey
Rise to 77.3 Million

" 7 77.3

74.4

2023 2024 2025 H1




B) Devices to Access Internet

Smartphone

Personal PC / Laptop

SmartTV

Tablet device

Work PC / Laptop

Smart home device

Games console

Virtual Reality headset / device

GWI1 2025 H1 —incl. AULTR
*Compared to 2024

Connected TVs
are gaining traction
in Turkey,
highlighting new
opportunities for
large-screen digital
engagement.




Reason For Using the Internet:

@ Searching

Finding Information [, 73
Researching How To Do Things _ 65
Keeping Up-to-date With News / Events [N 65
Researching Products / Brands _ 58
Staying In Touch With Friends / Family [N 8
Watching Videos, TV Shows Or Movies [[[INNGNGNNNIEGEGEGEGEEEE 56
Finding New Ideas Or Inspiration _ 56
Accessing / Listening To Music  [[NNNEGGEEEEEEEE 51
Filling Up Spare Time [N 438
Education / Study-related Purposes [ NNEGNEEEEEE 45
Researching Places / Vacations / Travel [T 11
Managing Finances / Savings [|[|NNG 38
Researching Health Issues _ 37
Business-related Research [ 36
caming NN 35

GWI12025 H1 —incl. ALTR




= Daily Routine:

Watching Online Video

Watching online videos has become a daily routine
across generations.

ATS per Week
9:07
7:48 7:55
I I I )
TOTAL GEN zZ GENY GEN X

Online video is no longer just entertainment - it
has become a primary medium for learning,
leisure, and cultural engagement in Turkey.

GWI12025 H1 —incl. ALTR




@ Website Traffic and Online Reach in Turkey

Turkey’s website traffic stable at 36B visits, driven by 78M unique users
— mostly via mobile.

Total Website Traffic
(billion) Average Unique Visitor

36.5
35.7 36
2 6.3 I
® 6.0 6.0 5.8
W\ ;
Device Distribution

2024 H1 2024 H2 2025 H1 Jan'25 Feb'25 Mar'25 Apr'25 May'25 Jun'25 6

m Mobile m Desktop

Similarweb




> Types Of Website&Apps

A 90%8

N16e&=0 *
Social Networks 98

Chatmessaging | o:
Search ngines | o'
emait | <o
shopping websices [ <o
Takeaways / takeout _ 59
vars I s
vusic | s
wesner | N ¢
reovet [ ¢
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> Types Of Website&Apps

Gen Z — Entertainment & Gaming Focus M
Gen Y — Consumption & Convenience it
Gen X — Functional & Informational &

98 98 97 97 96 96

90 90 gg gg 90 92
60 5g g 6160
|| || |5354 |||

Social Chat/ Email Search Music Takeaways / Maps Shopping Entertainment Games Weather
Networks Messaging Engines takeout Websites

HGenZ mGenY mGenX

GWI12025 H1 —incl. ALTR



Social Media Usage in Turkey

28.9M

Total Number of Social Media Users Social Media Penetration in Population

o 10:48h

ATS per week on Social Media

Average number of
7 6 social platforms used
® each month

Datareportal, GWI 2025 H1 —incl. AILTR



Social Media Consumption
by Generation

Gen Z leads social media consumption with over 12
hours weekly, while Gen X engages the least at under 10
hours.

ATS per Week

12:06

: 11:01
i I I 9:31
TOTAL GENZ GENY GEN X

GWI12025 H1 —incl. ALTR




) Social Media Platform Usage in Turkey

Instagram and WhatsApp dominate social media in Turkey, while TikTok and Pinterest show steady growth

Engagement %
91 90
2PP
69
+2PP
+2PP
I ] 27
Instagram WhatsApp Youtube Facebook TikTok Pinterest Snapchat LinkedIn

©® @& O K ® £ M0

GWI1 2025 H1 —incl. AULTR
*Compared to 2024



)  Generational Use of Social Media Platforms

Instagram and WhatsApp dominate across all generations, while
Gen Z leads on TikTok and Snapchat, and Gen X favors Facebook.

93 92 4

89 g9 °
48
28 29 28
25
I 13
Instagram WhatsApp YouTube Facebook TikTok Pinterest Snapchat LinkedIn

HmGenZ mGenY EGenX
GWI 2025 H1 —incl. ALLTR



B Reasons For Using Social Media

Keeping in touch with friends / family _ 52 ‘ .
Reading news stories | -1
Fitting spare time | <¢
Finding products to purchase [ NENENEGNEEE 34
Finding content _ 32
Finding inspiration for things |G 31
Seeing updates / content from your favorite brands _ 27
Sharing / discussing opinions with others _ 25
Watching / following sports  [[NNNEGEGEGEEE 23
Seeing what's trending / what's being talked about _ 22
Following celebrities or influencers [ NNENEGN 20
Making new contacts [ NG 19

GWI12025 H1 —incl. ALTR



I  Traffic Of Social Media Apps

Average Monthly Traffic
(Billion)

2.8 2.5 2.3
] L] :

0.7
Intagram Youtube Facebook Tiktok X Snapchat Pinterest
53M 50M 40M 32M 17M 15M 13M



B Audience Overlap Across Social Media
Platforms

Audience Duplication Heatmap - Social Media Platforms

Audience overlap among social media Pinterest
APPs in Turkey is very high, especially
between Instagram, Facebook, and
TikTok (96%+), confirming their central
role in users’ daily digital routines.

-0.8

Tiktok -
Pinterest also shares strong overlaps

(83-95%) with these platforms, while
Snapchat and X show comparatively Facebook SENESE
lower overlaps, suggesting they serve

more niche audiences.

-0.7

-0.6

Snapchat -

This indicates that while cross-platform

presence is strong, certain apps still Instagram
provide unique audience segments for
. X + N N X &
advertisers. ‘&ée% &8 &5 & &
& @ 2 <

Gemius Audience 2025 H1

Audience Overlap



“L”Jlr ) (N N
Influencer Marketing in Turkey 2 \\2\

In Q2 2025, 63% of advertisers actively
leveraged influencer marketing, showing
continuity from Q1.

L s
gJ Y |

R

E-commerce brands dominated (43%), followed
by FMCG (15%) and Fashion/Footwear (11%),
indicating consistent sectoral focus.

Sector Share of Inf Marketing

m E-com
Marketplace-driven links (1.1M links) were also
crucial, with Trendyol (57%) and Hepsiburada FMCcG
trendyol . .. .
(25%) capturing the majority of traffic,  Fashion
While FMCG and Food & Beverage campaigns
- on Instagram and TikTok generated the highest = Media
eps
engagement through authentic storytelling and
Other

natural brand integration.

Hyperiser



N Streaming TV Starts to
Overtake Broadcasting In
Turkey

Total Weekly TV Watching
15:57 h

Broadcast TV Streaming
TV

7:50 h 8:07 h

GWI12025 H1 —incl. ALTR



N Streaming TV Overtakes -
Broadcasting In Turkey

Streaming dominates younger generations, while broadcast still leads
for older cohorts.

ATS per Week
9:07
6:15
TOTAL GEN zZ GENY GEN X

H Broadcast TV Streaming TV

GWI12025 H1 —incl. ALTR




- Devices Used To Watch TV

m BroadcastTV

m Streaming TV

TV Set Phone/Tablet Laptop/Desktop Smart Stick
g D L/

GWI12025 H1 —incl. ALTR




Film & Video Services

50M people in Turkey use
online video platforms.

4 in 10 subscribe to 4+
services — proving both
strong demand and fierce
competition



- Film & Video Services

YouTube dominates with free access, Netflix leads paid streaming, while local player Tabii rises
with strong local and sports contents.

69
64
27 ’s
21 18
15
I l ’

YouTube Netflix YouTube Amazon Prime Exxen Disney+ BluTVv Turkcell TV+ Tivibu
Premium Video

Turk Telekom
» T 0 i ™~ +
H B o B m
Premium

GWI12025 H1 —incl. ALTR



Most Watched Local Contents

kivier Gl
| KMICR CEOM

Flixpatrol, Netflix,Tabii, Primevideo



Press Consumption in Turkey
— Online vs. Physical

Gen Z is driving the shift to online press, while Gen X
maintains a more balanced mix of digital and print.

ATS per Week 1- Harriyet
4:12 . 2- Sozcu
3:52 3.39 3:49 3.4 3:55 News Websites
320 3- Mynet
5- Ensonhaber
Unique Visitor
TOTAL GEN zZ GENY GEN X

B Online Press Physical Press

GWI12025 H1 —incl. AILTR, Similarweb




B>  Music Streaming in Turkey

Total Weekly Music Streaming
7:39 h

<<<<<<<

ATS per Week

9:28
7:39 7:36
I 5:54

TOTAL GEN Z GENY GEN X

B Music Streaming

GWI12025 H1 —incl. ALTR



Il  Preferred Music & Audio Content ®

Own Playlists

. *GenZ %41
Created Playlists 4

W

*Gen X %40

Radio Shows 29

Podcasts 29 *GenZ %32

Audiobooks

Dj Sets / Mixes 11

GWI12025 H1 —incl. ALTR




Music Streaming
_ G Platfrom Usage

Spotify and YouTube Music grow steadily; premium users
now represent almost half of the market.

Subs Type
Music Services Engagement

% Spotify %51 t *+3PP

47
® Premium  Free-Trial

) YouTubeMusic %48 t**spp o

GWI1 2025 H1 —incl. AULTR
*Compared to 2024




) PodcastListenerin Turkey

Podcast Listener

1 2 M Podcast adoption in Turkey
reached 12M users in H1 2025,

with weekly listening averaging
3.5 hours — growth is

ATS
stabilizing but engagement
3 : 27 h remains strong

Podcast Listeners %

22.0 221

20.9

19.9

2022 2023 2024 2025 H1
GWI12025 H1 —incl. ALTR




) Types of Podcast: in Generations

Younger audiences seek fun and interactive formats, while older generations engage
more with educational and cultural topics.

33
29
27 ,
5
25 ,, 25 54 25 25 04 ’s ”s
21 21 21 00 22 20
18 19 oy 18 18
15 14
11
| I

Science Music Comedy Gaming Technology Education TV & film Sports Society & culture

HGenZ mGenY mGenX

GWI12025 H1 —incl. ALTR



E-Commerce Momentum in H1
Turkey

ETID

Based on preliminary estimates, Turkey’s e-commerce
volume exceeded 2 trillion TRY in the first half of 2025.

Considering that growth typically accelerates in the
second half of the year, the total volume is expected to

approach 5 trillion TRY by year-end.
(2024 FY = 3.2 trillion TRY)

E-commerce in Turkey is driven by 20-44
year olds,

* Women leading in fashion & home;

* Menin electronics & travel —

Peak spending comes from ages 30-34.




- Retail Media & E-commerce Behaviors @

o Retail media reaches
O of People, consumers at the final
Discovery Brand On Online ‘ stage of consumer journey,

] . where actions have the
Retail Websites strongestimpact on

conversion.

Online Shopping Behaviors

60 63
I i

Purchased any product Ordered Groceries Ordered Meal by a Food

and / or service Delivery Service
m 2024 H2

32 33 Retail Media ads are
increasingly accepted by
consumers, especially
when tied to discounts or
relevant product
recommendations

GWI12025 H1 —incl. ALTR



> Traffic Of Top E-com Platforms ®

Average Monthly Traffic
(APP+Web, Million)

840

334
285

100 87 73 68 47 .
B B B BN

Trendyol Sahibinden Hepsiburada Migros N11 Getir Amazon Yemeksepeti Carrefour

Gemius Audience 2025 H1



) CommonUsage: Gaming

49M

Total Weekly Gaming Any device used to

14:49 h play game (16+)

Mobile PC/Console
Games Games

(] -

8:20 h 6:29 h

GWI12025 H1 —incl. ALTR



Common Usage:
_ O Gaming

Gaming in Turkey is highly popular, with users spending
over 8 hours per week on mobile games and 6+ hours
on PC/console games. Gen Z leads the trend (9+ hours
on mobile, 8 hours on console), reflecting their central
role in driving the gaming culture.

ATS per Week
9:12
8:20 8:04 7:53
I 6:29 6:26
TOTAL GEN Z GENY
H Mobile Games PC/Consol Games

GWI12025 H1 —incl. ALTR



) Device Used For Gaming

Mobile leads gaming in Turkey, PCs popular with Gen Z, while VR stay niche.

*Gen Y %86
*Gen Z %50

%83 ;Ii %41 D %28

Smartphone PC /Laptop Tablet

*GenY %32
m %27 S %5

Game Console VR

GWI12025 H1 —incl. ALTR



Most Preferred Gaming

Genres

Action Adventure/Open World
Shooter

Sports

Puzzle/Platform

Racing

Simulation

Strategy/Real-Time Strategy

MOBA - Multiplayer Online Battle
Arena

Fighting

- Action/Platform

GWI12025 H1 —incl. ALTR

1- Fifa/FC
2- Call of Duty

3- Minecraft
4-Counter
5-FM
6-LOL
7-Roblox
8-Valorant
9-Mario
10-GTA




B Al Adoption & Consumer
Behavior in Turkey

Al is increasingly embedded in
Average Monthly ) )
Unique Visitor everyday life, shaping how people
(Al Websites) search, shop, consume content,

7 5 M and manage daily tasks.
O

Total Website Traffic

(million) Al Interest %
73
%78 71 71
2024 H2 2025 H1
2022 2023 2024 2025 H1

25 H1 -incl. AILTR, Similarweb




Al Adoption & Consumer
Behavior in Turkey

GenZ & Gen Y are the fastest adopters;
Gen X adoption is slower

Al Interest
m 2024
I I W 2025H1
GEN Z GENY GEN X

GWI12025 H1 —incl. AILTR, Similarweb

Mobile is becoming the main
entry point for Al usage

Al is reshaping how Turkish
consumers shop, learn, and
consume content — with
Gen Z leading adoption.




) Top Players in Al

Al competition is intensifying: ChatGPT leads, but specialized tools like Gemini, DeepSeek, and Character Al
are gaining traction with niche use cases

Beyond these major players, many new Al tools are being launched every day, with their capabilities evolving
rapidly and expanding into new use cases.

72.5
43.9
—

ChatGPT Gemini
@ ¥ Gemini

Similarweb

Top Players Web Traffic
(million)

0.02 4.7 1.8 2.1

[ | — —
Deepseek Character Al

¥

1.8

Grok

&)

W 2024 H2
W 2025 H1

0.5 0.7

Copilot
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CONCLUSION
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Shifts in Consumer Behavior & Opportunities

Digital at peak: 77M internet users,

96% mobile

Gen Z & Millennials drive video,
streaming, TikTok, gaming.

Media fragmentation: streaming >
broadcast

E-commerce boom: £2T in H1 2025
— B5T expected 2025FY ; peak

spenders 30-34

Retail Media: strongest impact at
purchase stage.

Streaming & TikTok: key for
discovery & engagement.

Influencers: boost awareness &
trust.

Music & Podcasts: niche growth,
12M podcast users.

Gaming: 30M gamers, mobile leads.

Al: rising as a search & content tool.




@/ Trend Radar - 2026

Voice Commerce & Voice
Search

* Provides seamless, hands-free
shopping via Al assistants

* Voice to be ~30% of e-
commerce

Al-Powered Personalization
& Predictive Commerce

* Anticipates consumer needs,
enhances CX and sales efficiency

* Major lift in purchase metrics

Al-Generated / Virtual
Influencers

» Offers scalable, brand-safe
influencer alternatives

* Growing Gen Z engagement

Augmented Reality (AR)
Shopping

* Encourages confidence; early
adoption via browser AR tools

* +94% conversion, -40% returns







- Platform Spesified Behaviors

watched A Video [INNEGNNEE 36
Facebook Stories [N 27
Watched / Created A Reel |GG 10
Facebook Groups |G 16
Facebook Marketplace |G 13
Facebook Events [N 12
Facebook Gaming [N 11

Sent An Audio Message [ 10

Facebook Messenger Rooms [ °

Facebook Live [ 7

Clicked On A Sponsored Ads [l 6

GWI 2025 H1 —incl. AII TR



- Platform Spesified Behaviors

Watched A Video | o5
Watched / Uploaded Content To Instagram Reels [N 2o
Used Instagram Discovery [N 23
created Stories [N 47

Clicked On A Link Sticker On Stories To See More [[NINEGNII 24

Sent An Audio Message [ 20
Reacted To Polls / Questions On Stories [N 19

Used Filters [ 138

Clicked On A Sponsored / Promoted Post Or Ad [ 16

Posted Polls / Questions On Stories [ 11

Used Instagram Shopping Bag [ 11

GWI 2025 H1 —incl. AII TR



- Platform Spesified Behaviors

Liked Or Commented OnVideos || R0 22 @

Watched A Live Stream [N 23 New Search .Engm.e
ettt lesblestlesileill . For Gen Z, TikTok is

becoming a go-to
search tool for
product research

Uploaded Videos [ 13 LTI

Followed User Or Creator Accounts [ 12

Used An Effect [ 11

Followed Brand Accounts [l 10

Shared A Video With Friends [ 13

Participated InATrend ] 6
Clicked On A Sponsored Ads [} 6

Participated In A # Challenge Initiated By A Brand . 4

GWI 2025 H1 —incl. AII TR



- Platform Spesified Behaviors

Visited The Explore Page [N 20
Watched A Short-form Video [[[NINGQJQNGN 22
Watched A Live Stream [ 14

Engaged With A Post From A Brand [ 11
Searched For A Brand Or Product [ 11
Watched A Long-form Video [ 11

Subscribed To A Creator [ ©

Used Grok Al [l s

Used Spaces [ 7

Clicked On A Sponsored Ads [l 6

Subscribed To X Premium [Jjj 3

GWI 2025 H1 —incl. AII TR



- Platform Spesified Behaviors

Viewed A Story [ 11

Used Lenses [ 11
Watched A Video [ ©

Used Filters / Geofilters [l 7
Created AStory [ 7
Used Memories [l 6
Swiped Up On Stories To See More [l 5
Used Bitmoji [l 5
Used Snapchat Discover [l 5
Used My Al [l 5
Used Snapmap [l 2
Clicked On A Sponsored Ads ] 2

GWI 2025 H1 —incl. AII TR



- Platform Spesified Behaviors

Followed A (Company) Page - 10
Looked For Jobs [l 10
Added / Accepted New Connections [l 9
Watched A Video [l 6
Commented, Liked Or Reacted To Content [JJ] 6
Messaged Recruiters Or Employers [JJ] 6
Followed A Hashtag [JJ] 5
Shared Content [Jj 4
Clicked On A Sponsored / Promoted Post Or Ad l 3
Attended An Event Or Webinar [ 3

Started A Course On Linkedin Learning || 2

GWI 2025 H1 —incl. AII TR



- Platform Spesified Behaviors

Home Décor / Design Inspiration _ 20

Style / Clothing / Beauty Inspiration

Recipe / Food / Meal Ideas - 18
Health / Fitness Inspiration - 11

Travel Inspiration

Parenting / Family Inspiration - 7

Wedding / Party / Event Inspiration

GWI 2025 H1 —incl. AII TR



Alperen Arabaci
Consumer Insight & Strategy Manager

alperen.arabaci@performics.com
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