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- WHEN YOU THINK OF THIS CHANGE TAKING F
WHAT WORD COMES TO MIND

GAMECHANGER 3InY W/ I ny 2SN
A newly introduced person, idea or
elementthat transforms the accepted

rules, processes, strategied an existing
situation in a significant way.

Typicallyleads a movement of related
activities in the samedirection.
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GAME CHANGERS

Our focus for today

MOBILE IS THE SCREENEND OF THE OFF SWITC

No longer is mobile additive Weare living in a world of 24/mobile
it is the primary screen connectivity, accessingur contentand
doing things orour own(i S NJY & ¥ep I
like it that way

BRINGING THE CONSUMERPARTNER OR PERISH
INTO THE EXPERIENCE

Mobile is breaking old habits and helping Competing (or connecting) with mobile
establish new ones technology companies is a new
reality for lots brands



MEDIA UNIVERSE: THE TOTAL AUDIENCE

NUMBER OF USERS ENGAGING WITH THE FOLLOWING FORMS OF MEDIA
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~ TAKING A DEEPER LQ@KIO IS MOBILE

US SMARTPHONE MARKET SHARE BY RACE, OPERATING SYSTEM AND GENDER

Q4 2014

SMARTPHONE OWNERSHIP
RACE
w

ASIAN/PACIFIC
ISLANDER

BLACK/AFRICAN-
AMERICAN

HISPANIC

OTHER

NATIVE AMERICAN
OR ALASKAN
NATIVE

WHITE

@ ANDROIDOS @ APPLEIOS @ WINDOWS PHONE
@ BLACKBERRY @ OTHERS

MOBILE IS THE SCREEN



BRAND OF CHOICEEMAINS APPLE
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MOBILE IS THE SCREEN



" WE HAVBECOMBNAPPSOCIETY

MOBILE APP USAGE IS ON THE RISE

AVERAGE APPS USED AND TIME PER PERSON PER MONTH

MUMBER OF &4PP5 @ TIME PER PERSON (HH:MM)

30:15
E
gy 23:02
[ 20 |
[ 15 ]
[ 10 | 26.5 26.8
En
|
Q4 2012 Q4 2013

Read as: During Q4 2013, mobile owners used 26.8 apps on average per month and spent 3o hours, 15 minutes in them

Source: Mielsen

MOBILE IS THE SCREEN




APPS ARE A BOREDOM KILLER

FREQUENCY OF APPLICATION USAGE

SITUATIONAL USAGE OF APPS

PAST 30 DAY APP DOWNLOADERS WHO OWN A SMARTPHONE OR A TABLET

WHILE ALONE/BY MYSELF

WHEN I'M BORED/KILLING TIME

WHILE WAITING FOR
SOMETHING/SOMEONE

WHILE WATCHING TV

RIGHT BEFORE | GO TO SLEEP

WHEN | FIRST WAKE UP

TO IMPROVE/HELP IN WHAT
I'M CURRENTLY DOING

WHILE SHOPPING

WHILE FINDING A PLACE TO EAT

AT WORK

WHILE SOCIALIZING
WITH FRIENDS

26%

WHILE COMMUTING

WHILE WORKING OUT
OR EXERCISING

10%
AT SCHOOL

® SMARTPHONE @ TABLET

MOBILE IS THE SCREEN

18%
29%
18%
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A WORD OF CAUTION

REASONS FOR ATTEMPTING TO UNINSTALL PRE-LOADED APPS

HAVE ATTEMPTED TO UNINSTALL PRE-LOADED APPS ON A SMARTPHONE OR TABLET

I WAS NOT INTERESTED IN APP 75%
70%
69%
THE APPWAS NOT USEFUL
THE APP WAS TAKING TOO 437,
MUCH MEMORY 43

| HAVE ANOTHER APP WHICH 27%
DOES THE SAME THING

THE APP USED TOO MUCH BATTERY ;g;

THE APP HAD TOO MANY UPDATES

I!

THE APP FROZE TOO OFTEN LLES
13%
DIDN'T LIKE THE WAY THE n%

APPLOOKED T

2%
3%

QTHER

® SMARTPHONE ® TABLET

MOBILE IS THE SCREEN
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SCREEN SIZE GIVING AWAY TO ALWAYS ON
CONECTIVITY

HOW VIEWERS PREFER TO WATCH

Percentage who strongly or somewhat agree

59% [58%

THE BIGGEST SCREEN IS THE BEST WATCHING VIDEO PROGRAMMING ATABLET ISJUSTAS GOOD ASAPC
SCREEN FORWATCHING VIDEO ON MY MOBILE DEVICE IS CONVENIENT OR LAPTOP COMPUTER
PROGRAMMING 59% GLOBAL AVERAGE 53% GLOBAL AVERAGE

63% GLOBAL AVERAGE

@ ASIA-PACIFIC @ EUROPE @ AFRICA/ MIDDLE EAST ® LATINAMERICA @ NORTH AMERICA

END OF THE OFF SWITCH
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2ND 3RP& 4THSCREEN IS BECOMANG
EXTENSION OF THE VIEWING EXPERIENCE

=

MORE DISTRACTED

N°"" /I ° |

x Onefifth of Millennial and Generation i&spondents sathey
watch on a mobile phone, compared with 14% of GeneraXon
and 6% of BabyBoomer

x Tablet video watching highest among Millennial and
Generation X respondents, cited by 16% and 15% of responde

in the U.S. use a mobile respectively

device while watching T

X Incomparison, 12% of Generati@ahand8% of Baby Boomer
respondentssay they watch video on a tablet.

END OF THE OFF SWITCH
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CHANGE IS A HAPPENING

Leading to consumers to take control of their experience and companies move
quickly

BRINGING THE CONSUMER
INTOTHE EXPERIENCE
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