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The digitallandscape in SriLanka is rapidly evolving and continues to
present arange of opportunities for businesses and individuals since
recent years. The Government of SriLanka (GoSL) has placed a strong
emphasis on expanding access to digital technology, with afocus on
increasing connectivity and digital literacy.

There are visible changes to the way people consume media and use the
internet. The COVID-19 pandemic has accelerated the shift toward digital
communication and online commerce, and it is likely that this trend will
continue in 2023. For businesses in SriLanka, the wider digital footprint
presents arange of opportunities to connect with customers and expand
theirreach. The e-commerce sectoris expected to continue to grow as
more people turn to online shopping, and businesses that are able to
adapt to this trend will be well-positioned to succeed.

Overall, 2023 promises to be an exciting year for the digital landscape in
SriLanka, with many opportunities for both consumers and businesses.
Companies that are able to adapt to the changing digital landscape will
be well-positioned for success, while policymakers and regulators will
need to work to ensure that the internet remains open and accessible
forall.

The Asia Pacific Institute of Digital Marketing (APIDM) one of the leading
digital skill training institutes in the region, publishes its 4th edition of the
Digital Outlook SriLanka - the annual market insights reportin
collaboration with the Department of Marketing Management, the
University of Kelaniya, Sri Lanka, with the purpose of providing marketing
and business professionals with the latest data and importantinsights on
rapidly evolving digital sector. Sinceitsinceptionin 2009, APIDM has
emerged as aninfluential digital training institute that continues to pave
the way forward to providing the access to the most up-to-date research
data onthe latest trends and developments to enable SriLankan business
professionals to make more informed business decisions while driving
innovationinthe digital sector.




“SEARCH
- THODOLOGY

An empirical survey was carried out as a quantitative study whilst the
findings were supported by industry and academic expertise unveiled
through strategic discussions. The population for the study was selected
based onthe Internet penetration and the social media penetration of Sri
Lanka. The sample was selected using the stratified sampling techniques,
whichis accounted for 2863 covering all the provinces in SriLanka. The
main data collection tool was a questionnaire with scales, rankings, and
open-ended options to obtain brand-specific and industry-related
insights. The study was based on primary and secondary data, and
descriptive statistical tools were used to analyze the collected sample
data. Thereport presents some key strategic insights based on the
findings of the study.
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SURVEY SAMPLE

Monthly Active Users in Sri Lanka
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Total Population

0
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21.86 Million

Total number Total active Total number of
of Internet users social media users cellular mobile connections
14.58 Million 7/ 20 Million 36.18 Million
Total number of Total active Total number of cellular
Internet users social media users mMobile connections
as a percentage of as a percentage as a percentage
the total population. of the total population. of the total population

©6./% 32.9%

Source: Digital 2023 Sri Lanka, The Essential Guide To the Latest Connected Behaviours Published by We are social & Meltwater
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Frequency Of Accessing The Internet

Out of the total internet usersin SriLanka, 97% are daily active internet users. This indicates that

internetusagein SriLankais actively consumed, on a daily basis.

Age & Gender-Based Analysis
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Most Common Methods Of
Accessing The Internet

While 64% of internet usersin SriLanka have stated that they have a personal computer or alaptop at
home, 40% of those internet users mentioned that they also own a mobile phone. As such, the mobile
phone has become the most commonly used method of accessing the internet.

Age & Gender-Based Analysis
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TV Watch Time

Onaverage, 32% of SriLankan internet users spend 1-2 hours watching TV and 27% spend below 30
minutes doing so. 29% of users have stated that they do notwatch TV.

Age & Gender-Based Analysis
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TV Watch Time Cont'd.

Age & Gender-Based Analysis Cont'd.
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Time Spent On Listening To The Radio

Onaverage, 24% SriLankan internet users spend below 30 minutes listening to the radio and 12% of
users spend1- 2 hours. 59% of users have stated that they do not listen to the radio.

Age & Gender-Based Analysis
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Time Spent On Listening To The Radio Cont'd.

Age & Gender-Based Analysis Cont'd.
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Key Media Sources Of Receiving
News Updates

While social media has become the primary method of receiving news updates for Sri Lankan Internet
users, accounting for56%, TV has become the second most used method of receiving news updates,

accounting for 34%

Gender-Based analysis

[
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Key Media Sources Of Receiving
News Updates Cont'd.

Age-Based Analysis
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Key Media Sources Of Receiving
News Updates Cont'd.

Age-Based Analysis Cont'd.
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Social Media Penetration

Facebookis the most popular social media platform among Internet users in Sri Lanka, accounting for

87% of active users. YouTube and Instagram have become the second and third most popular social

media platforms accounting for 41% and 23% of active users respectively.

Gender-Based Analysis
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Social Media Penetration Cont'd.
Age Based Analysis
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Social Media Penetration Cont'd.
Age Based Analysis Cont'd.
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Sharing Updates/News

The most popular platform for sharing news and updates with friends and others in Sri Lanka is

WhatsApp, accounting for73%. Sharing on Facebook Wall & Facebook Messenger have become the

second and third most popular methods of sharing news/updates. Thisindicates that most of the

internet users in SriLanka use dark social channels to share news updates with others.

Gender-Based analysis
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Sharing Updates/News Cont'd.
Age & Gender-Based Analysis Cont'd.
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Sharing Updates/News Cont'd.

Age & Gender-Based Analysis Cont'd.
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The Frequency Of Updating
Social Media Profiles

The most popular platform for sharing news and updates with friends and others in Sri Lanka is
WhatsApp, accounting for73%. Sharing on Facebook Wall & Facebook Messenger have become the
second and third most popular methods of sharing news/updates. Thisindicates that most of the
internet users in SriLanka use dark social channels to share news updates with others.

Age & Gender-Based Analysis

Couple of times Atleast once
. a day . a month . Once a day . N/A
. Almost never . Atleast once . Once in two weeks

aweek

13
to 17

9% of females and 14% of
males update their
status/content on social media
profiles a couple of times a day.

18
024

13% of females and 15% of
males update their
status/content on social media
profiles a couple of times a day.

25
034

12% of females and 19% of
males update their
status/content on social media
profiles a couple of times a day.
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Age & Gender-Based Analysis

Couple of times Atleast once
. a day . a month . Once a day . N/A

. Almost never . Atleast once
aweek

. Once in two weeks
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12% of females and 20% of
males update their
status/content on socialmedia
profiles a couple of times a day.
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8% of females and 23% of
males update their
status/content on social media
profiles a couple of times a day.

55
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5% of females and 25% of
males update their
status/content on social media
profiles a couple of times a day.

657

31% of males update their
status/content on social media
profiles a couple of times a day.
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Tiktok Content Creators
Vs. Content Watchers

2% of SriLankan Internet users stated that they create content on TikTok while 26% stated they watch
content on TikTok. Further, 7% of Internet users both create and watch content on TikTok, while 65%
have stated that they do not use TikTok.

Age & Gender-Based Analysis
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The Most Sought-after Content-type
On Tiktok

20% of the SriLankan TikTok users stated that they prefer to watch education-related content on
TikTok while 29% stated that they prefer watching entertaining content on TikTok. Further, 12% have
stated that they prefer to watch brand-related content on Tiktok.

Overall Analysis
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The Most Sought-after Content-type
On Tiktok Cont'd.

Age Based Analysis
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The Most Sought-after Content-type
On Tiktok Cont'd.

Age Based Analysis Cont'd.
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The Most Popular Private Messaging Apps

WhatsApp is the most popular private messaging platform among the SriLankan Internet users
accounting for 53%, while Facebook Messenger Rooms is the second most popular private messag-

ing platform accounting for 45%.

Age & Gender-Based Analysis

Facebook

I Facebook B viber | e I Google Hangout B Messenger Rooms
. WhatsApp . Telegram . WeChat . Google Duo . Don't Use Any
i 10% I i 16% I
20% I 23% I
8% I 8% I
13 14% I 15% I
to 17 8% N ¢% I
8% N ¢% R
8% [ 6%
8% N 6% Il
8% N 6% I
8% I 8% .
i 15% I i 14% I
25% I 17% I
8% I 9% I
18 14% I 13% I
to 2 4 6% 8% I
7% 8% I
6% 8% I
6% Il 7%
6% N 8% I
7% 8% I
i 19% I i 18% I
27% I 21% I
8% N 8% I
25 10% I 1% I
to 3 4 6% 7%
6% ¢% R
6% N 7% N
6% 7%
6% N 7% [
6% 8% I
I I

I I I I I I
10% 20%  30% 40% 0% 10% 20%  30% 40%

o
X



Digital Outlook SriLanka 2023 - Annual Market Insight Report

by the Asia Pacific Institute of Digital Marketing in collaboration with
the Department of Marketing Management, University of Kelaniya Page 27

The Most Popular Private Messaging Apps Cont'd.
Age & Gender-Based Analysis Cont'd.
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Most Popular Platform For Video Content

73% of Internet users have stated YouTube as theirmost preferred platform to watch video content

while 18% of the users have stated Facebook s their most preferred platform to watch video content.

Age & Gender-Based Analysis
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Most Popular Platform For Video Content Cont'd.

Age & Gender-Based Analysis Cont'd.
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The Time Spent On Watching
Online Videos

26% of Internet users stated that they spend around 15 - 30 minutes watching videos online while 25%
of the users stated that they spend around 1- 2 hours watching videos online.

Age & Gender-Based Analysis
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The Time Spent On Watching
Online Videos Cont'd.

Age & Gender-Based Analysis Cont'd.
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Most Active Times On Social Media

38% of Internet users stated that they are active on social media from 8.00 p.mto 10.00 p.m, while
25% stated they are more active from 6.00 p.m - 8.00 p.m. Further, 23% of Internet users are active

onsocialmediafrom10.00 p.mt012.00 p.m.

Gender-Based analysis
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Most Active Times On Social Media Cont'd.

Age-Based Analysis
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Most Active Times On Social Media Cont'd.

Age-Based Analysis Cont'd.
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Most Active Times On Social Media Cont'd.

Age-Based Analysis Cont'd.
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The Average Frequency Of Online Purchases

39% of Internet users have stated that they make online purchases occasionally, while 18% stated that

they make online purchases atleast once a month.

Provincial Analysis
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The Most-purchased Products Online

22% of Internet users have stated that they purchase clothes online. While 20% purchase personal
care & beauty products online and 16% purchase Electronic devices & accessories online.

Provincial Analysis
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The Impact of Influencer Recommendations
on Online Purchasing Behaviour

30% of Internet users in Sri Lanka have stated that they have purchased a product or a service after
seeing an online recommendation from aninfluencer.

Survey Question: During the last 12 months, have you purchased a product after seeing an online
recommendation from a popular person?

Age & Gender-Based Analysis
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The Impact of Social Media Friends’ Reviews
on Online Purchasing Behaviour

46% of Internet usersin Sri Lanka have stated that they have purchased a product or a service after
seeing areview orarecommendation by a friend on social media.
Survey Question: During the last 12 months, have you purchased a product or a service, after seeing a

review orrecommendation by a friend on social media?

Age & Gender-Based Analysis
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The Impact Of Online Advertising
On Online Purchase Behaviour

58% of Internet users in Sri Lanka have stated that they have purchased a product ora service after
seeing an advertisement ontheinternet.
Survey Question: During the last 12 months, have you purchased a product or a service, after seeing

an advertisement on the Internet?

Age & Gender-Based Analysis
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The Most Popular Methods Of
Inquiring About Products/ Services

38% of Internet users have stated that WhatsApp is their most preferred method of interacting
with businesses and 35% have stated that they preferusing Facebook Messenger to interact with
businesses. Further 15% of Internet users have stated that they prefer calling the company to
inquire about more details.

Gender-Based Analysis
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The Most Popular Methods Of
Inquiring About Products/ Services Cont'd.

Age-Based Analysis
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The Most Popular Methods Of
Inquiring About Products/ Services Cont'd.

Age-Based Analysis Cont'd.
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The Impact Of Online Reviews On
Purchase Decisions

90% of internet users stated that they check online reviews before purchasing a product ora service.
Survey Question: Do you check online reviews before you make a purchasing decision?

Age & Gender-Based Analysis
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The Most Common Situations For
Customers To Check Online Reviews
Before The Purchase Decision

28% of the internet users have mentioned that they check online reviews when the company/
service provideris unknown or smallin scale and, 21% of the users have stated that they check

online reviews when the productis expensive.

Overall Analysis
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The Most Popular Online Payment Methods

50% of Internet users have mentioned the Cash on Delivery method as their most preferred payment
optionwhen purchasing products/services online, 27% have stated that the Credit/Debit Cardis their
most preferred payment method.

Provincial Analysis
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App Installation Vs. Actual App Usage

(Note: Social Media Applications Are Not Considered)

Onaverage, 47% of internet users have 1- 10 mobile applications installed in their phones in addition
to social media applications, while 26% have 11 - 20 applications installed in their mobile phones.

Further, 56% of Internet users have stated that they frequently use only 1- 5 mobile applications, while

27% have stated that they use 6 - 10 mobile applications frequently.

Aged-Based Analysis
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App Installation Vs. Actual App Usage Cont'd.

Aged-Based Analysis Cont'd.
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The Most Popular Methods Of Searching
Information About Products & Services.

68% of Internet users stated that their most preferred method of finding information about
aproduct oraserviceis searching on search engines, and 37% prefer to search for more

information on Facebook.

Age-Based Analysis
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The Most Popular Methods Of Searching
Information About Products & Services Cont'd.

Age-Based Analysis Cont'd.
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The Tendency Of Watching
Live Streaming Videos

While 56% of the Internet users stated that they watch live streaming videos,
44% do not watch live streaming videos.

Survey Question: Do you watch live-streaming videos on social media?

B YES B NO

| watch live streaming videos | do not watch live streaming videos
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The Tendency Of Watching
Live Streaming Videos Cont'd.

While 56% of the Internet users stated that they watch live streaming videos,

44% do not watch live streaming videos.

Gender-Based Analysis
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The Tendency Of Watching
Live Streaming Videos Cont'd.

Gender-Based Analysis
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The Most Popular Live Streaming
Video Platforms

47% of internet users have mentioned that they watch Facebook live-streaming videos, while

27% have mentioned that that watch YouTube live-streaming videos.

Age-Based Analysis
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The Most Popular Live Streaming
Video Platforms Cont'd.

Age-Based Analysis Cont'd.
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The Average Time Spent On Social Media Platforms
On Watching Live Streaming Videos

Age-Based Analysis
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The Average Time Spent On Social Media Platforms
On Watching Live Streaming Videos Cont'd.

Age-Based Analysis Cont'd.

B Gaming B Entertainment B Education B }ﬁ'ﬁbﬁgﬂg‘;"t
B sports B conferences B  Newsupdates B Celebrity content
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Most Visible Brands Online

E-commerce Marketplace

Platforms
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Most Visible Brands Online
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Most Visible Brands Online

Food and Beverage
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Most Visible Brands Online

Electronics And
Consumer Durables
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Most Visible Brands Online

Service Brands
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Most Visible Brands Online

Personal Care, Beauty

And Cosmetics
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Most Visible Brands Online
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Most Popular Mobile Apps in Sri Lanka (Social media apps are excluded)
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Most Popular Mobile Apps in Sri Lanka (Social media apps are excluded)
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Most Popular Online Shopping Sites In Sri Lanka
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Most Popular Online Shopping Sites In Sri Lanka
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Most Popular Websites In Sri Lanka
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Most Popular YouTube
Content Creator in Sri Lanka
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Navigating the Digital Wave:
How Sri Lankan Businesses are Embracing
Transformation in 2023

How do you foresee that corporate brands in Sri
Lanka willembrace digital technologies to caterto
evolving consumer needsin 20237

Corporate brands embracing digital technologies
in2023 willdepend on various factors. Mainly
adoption of technology, consumer behavior
change afterthe economic downturnandthe
pbusiness strategies of the companies. However, it
is likely that digital technologies will continue to
play a significantrole inhow corporate brands in Sri

. . Lanka caterto evolving consumer needs.
Umair Wolid
CMO - META ASP @ ROAR
President - Digital Marketing Inrecentyears, there hasbeenatrend towards
Association of Sri Lanka overall digital transformationin businesses, and this

is likely to continue in the coming years. This could involve the use of technologies such
as artificialintelligence, machine learning, and automation to improve efficiency and
effectivenessin operations.

Overall,itisimportant for corporate brands in Sri Lanka to stay abreast of developments
indigital technologies and to consider how they canbe leveraged to enhance the
customer experience and drive business growth.

What new trends or shifts would you predict in terms of the advertising landscape in Sri
Lankain2023?

One of the maintrends we can anticipate for 2023 is brands giving focus to
Performance Marketing. Itis likely that there will be a continued shift towards
Performance marketing activities when investing specifically on Social Media platforms
as businesses arelooking at more bottomline specific activities on Social Media.

Anotherkey trend we would see is Personalization, itis likely that advertisers will focus on
creating personalized messages specifically we will see customized creatives being
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developedtoreachyourtargetaudiences. This could furtherinvolve the use of data and
technology to gatherinsights about consumer behavior and preferences and to deliver
customized advertising experiences.

Another key trend we would see in SriLanka over the next couple of yearsis Gamification,
specifically within the Digital Advertising industry. Gamification willbe used to increase
brand awareness, to drive engagement and to gatheruser data. Forexample, a company
might create a game that allows users tointeract with anew productinafunand engaging
way, or they might offerrewards orincentives to users who complete certain tasks or
challenges. Gamification can be an effective way to grab and hold the attention of
consumers, especially if the gameis well-designed and offers a compelling experience.

Overall, gamificationinsocialmedia advertising willbe used to create anengaging and
interactive experience that encouragesusers tointeract with abrand andits products or
services and which willlead towards a business driven action.

After COVID-19, even small startups have realized the importance of online visibility for the
growth of their businesses. What is your take on Startup / SME brands investingin
advertising on digital platforms in 2023

The COVID-19 pandemic has accelerated the shift towards digital channels and platforms,
as many people have turned to the internet as their primary infotainment source and
communication. As aresult, businesses of all sizes, including small startups, have realized
theimportance of online visibility and conversions for the growth of their businesses.

Over the past year we have seen specific SriLankan SME brands have done some great
advertising campaigns where they were able to develop their brand visibility and maintain a
strong presence through their socialmedia advertising efforts.

In general Startups willuse Digital advertising as the key mode of communication while
SME'swillbe aggressively trying multiple targeting techniques such as Remarketing,,
Lookalike Audiences, Custom Audiences to get a higherreturn ontheirad spends

As peryour point of view, what are the big media consumption trends to watch in 2023,
and how it willimpact the way brands are connecting with their customers?

Emergence of The Creator Market - The creator market refers to the market forindividuals
or organizations that create and share content online, often through platforms such as
YouTube, TikTok, Instagram. These creators caninclude influencer, content creators, artists,
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and othertypes of creators who use the internet to share their work and connect with their
audiences.

Inthe coming yearlocalbrands would proactively associate with the creator market space
andthe activities willbe akey part of theirmarketing strategy. Over the past few years, we
have seentherise of influencer marketing, with the creator market space we would see
much more strategically driven activities will occur to generate bottom of the funnel
businessresults. [believe that it has the potential to be a powerful force in the digital
economy, as creators can connect with andinfluence large and engaged audiences.

Digital First campaign planning - We would see the majority of brands move towards Digital
Firstand Digital Led advertising campaigns as part of their overall marketing strategies.
Campaigns will be kicked off in digital and it may or may not be complimented using other
traditional media platforms.

Further, mobile content production for advertising willbecome increasingly important as
more and more brands and content creators willuse mobile devices to create content.
Further there willlbe an uprisingin the mobile creative production which willadapt towards
vertical video production to mobile based live content sharing.

Photo by CardMapr.nl on Unsplash
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Cookie-less Advertising And Year Of
First-party Data Syndrome

Cookies are aknown subject to anyone using the
internet nowadays. However, little do internet
consumers know the real function of cookies and
theirtypes.

They say that the third-party cookies are facing
extinction, and they'llbe soon out. Thisiswith the
noveltrend of going cookie-less and according to
the sources, 60% of the global web trafficis
predicted to go cookie-less by the year2023.
Whenitcomesto Google,it'sreported thatit will
phase out third-party cookies from Chromein
2024,

Chandranath Gamage

Manager - Paid Media, Ogilvy Digital

But..SriLanka? SriLankais a country that has the practice of adopting new technologies
with a major delay, and whenit comes to cookies too, when the world is making
initiatives to go cookie-less, Srilanka is stilladapting to the use of &rd Party cookies.

So,whatdoes a cookie mean? And, what are first-party and third-party cookies? Let's
find out!

A Cookie

Apiece of datafrom awebsite thatis stored within a web browser that the website can
retrieve at alatertime - thisis the frequently used definition for a cookie. Afine example
of acookie canbe explained like this: You visit a website to get a weather prediction, and
forthis, youinput your geographicallocation. This piece of information willbe
remembered by the website evenwhenyou try to visit it on another day. What really
happens hereis the cookies offer a zip code facilitating this task.

First-Party Cookies Vs Third-Party Cookies

So, any website will store at least one cookie onyour browser. They can be called
first-party cookies. This only remembers the basic activity that you do on the website,
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anditwillnot gointo further processes such as tracking your details when you browse
through otherwebsites.

However, tracking your details when you browse through other websites happens with
third-party cookies and they are very often used by sites all around the world. Because of
these cookies, socialmedia agencies, advertisers and website operators get the chance
to track your browsing and other online behaviors vigilantly.

Going Cookie-less

When awebsite is cookie-less, it stores your data using alternative identifiers, such as IP
addresses ordevice IDs, in place of cookies. You willnow be tracked online by these
substitute technigues. According to Google (2021), it willno longer collect personally
identifyinginformation (PIl) graphs from alternative identifiers like users' email addresses,
setting it apart from other advertising organizations.

Although the loss of third-party cookies could still have a significantimpact on advertisers
who use analytics data (such as sessionIDs) to target ads, Google chose not to use Pl
collectiontechnigues because it hasimplemented what appears to be amore secure
alternative: Federated Learning of Cohorts (FLoC), also known as Privacy Sandbox.
FLoCisa"privacy-first" and "interest-based" advertising solution, according to Google
(AdTech). Google's Chrome web browser willaccomplish thisinstead of third-party cookies
tracking auser's online browsing bbehavior. Users will be sorted into a cohort or audience
based ontheirhabits. Then, rather than focusing on specific individuals, advertisers will be
allowedto target theirads to these anonymous cohorts.

Considering all the above-mentioned facts, more focus will surely be paid to the collection
of first-party datain 2023. This will also be a solution to many risks and potential issues.
Thiswillalso be focused upon by the SrilLankan organizations this year, andit’s evident that
they willrequire technical support to get thisdone. Thus, the demand for these services will
goup anditwillbe ahot topicin2023.

The important factis advertisers and publishers are required to follow proper data
privacy management, both from aregulatory standpoint, but also from a consumer
engagement point of view. It serves no use if brands aren't targeting consumers with
pertinentinformation based on first-party data.

Formajorwebsites and networks that supportloginrequests and implementation, or those
that offer newsletters and frequently use email for communication, it can be more difficult
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forsmaller publishers with devoted readers to scale their first-party data growth. You need
alot of datato get enoughinsightful information when combined with Aland machine
learning for first-party targeting to be efficient and accurate. To continue to be lucrative,
oneway istojoinaconsortium or find a first-party data partner.

Pll-Based Identifiers, Browser Fingerprinting, Google Privacy Sandbox, and Contextual
Advertising are some of the alternative solutions for a cookie-less future. Launching these
alternatives will also require high-tech knowledge and skills for which proper training will
also have to be facilitated.

Photos by Julian Christian Andefon & CAGIN KARC



The Asia Pacific Institute of Digital Marketing

No0.291/33, (3rd Floor),

Havelock Gardens, Havelock Road,
Colombo 6, SriLanka
+94117232277 | +9411744 5266 | +94 77177 5763
info@apidm.asia
www.apidm.asia

Publication Designer

Malindi Jayathunga
malindijayathunga@gmail.com
+9477 0098 953

LB

15BN STR-3-14-148410-0
7 "
APIDM iy Marketing Management
Asia Pacific Institute i University af Kelaniya, Sri Lanka
FErEI0

of Digital Marketing

L3100



