What a Mobile Connected
World Means for Marketers

October 13, 2009

Paul Kultgen, Director of Mobile Media & Advertising
paul.kultgen@nielsen.com

nielsen

Confidential & Proprietary
Copyright © 2008 The Nielsen Company



mailto:paul.kultgen@nielsen.com

Today’s Challenge

In today’s complex world of

multiple consumer touchpoints |

and media fragmentation, how

should mobile be viewed.... |
New medium?

New channel?

Both?
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Landscape
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Mobile consists of a diverse set of media vehicles, each
with their own unique reach and opportunities
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Total Smartphone subscribers increased 72% from
Q2 2008 — Q2 2009

Smartphone Subscribers and Device Penetration
Q2 2008 — Q2 2009, All Mobile Subscribers
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Source: Nielsen Mobile Media
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Smartphone penetration continues to grow steadily
among recent acquirers

Smartphone Device Penetration Among Recent Handset Acquirers
Acquired device in the past 6 months, Q2 2008 — Q2 2009

22.1% 22.5%

21.7%

m All Other
m Blackberry
m Apple iPhone

Q2 2008 Q3 2008 Q4 2008 Q1 2009 Q2 2009

Source: Nielsen Mobile Media
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Mobile Media Consumption
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IPhone owners over index on both music downloads
and video viewing; built-in handset features are

emphasized as well

Media Usage

Q2 2009

41%

Video/Mobile TV 22%

7%

—

38%

Full Track Music

Download 19%

7%

Location Based 75%
Services 1%
Softward/App 73%
Download 129%

89%

Mobile Internet 1%

22%
87%

SMS 83%

60%

®iPhone
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u All Smartphones

Features Regularly Used on Handset
Q2 2009

40%

Bluetooth o
Connectivity 42%
25%
72%
Built-in
Speakerphone
7%
Wi-Fi (WLAN)

87%

Take Pictures ”
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via Camera
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Top performing SMS campaigns are coming from a
wide variety of sources and genres

Top Standard Rate SMS by Transactions (000s) Unique Users (000s) by SMS Brand

AT&T and Verizon, Q2 2009 AT&T and Verizon, Q2 2009

1,269,744 Unique Users by SMS Brand

Transactions per
Title # of Unique Users ('000) User
All Titles 50,162

Twitter

FOX 740,485

Facebook 465,292

256,611 FOX

4INFO

ESPN 134,643

Google 119,371

The Weather

ChaCha 93,066 The Weather Channel
ChaCha
43Kix 78,537

The Coca-Cola Company

The Coca-Cola

62,195
Company

Source: Mobile Media Measurement —
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Social networking is driving mobile Internet growth

Mobile Internet Audience Growth by Category

July 2008 — July 2009, National

, # of Unique Users and
Reach
187% Mobile Social All Mobile Sites 56.2M (100%)
Networking
audience up All Social Networking 18.3M (32%)
from 6.4M in
(0)
113% in Jul-09 MySpace 7.1M (13%)

42%  30% 38% 36% 3506 3304

57% 9
D% 51% 490 49% 48% 479% 404

32% 31% 30%

9%

Social Networking
Search

News & Current Events
Banking/Online Trading
Entertainment

E-Mail

Portals
Education/Employment
Technology/Science
Business/Finance

News

Shopping/Auctions
Weather
Videos/Movies

City Guides/Maps
Games

Food/Dining

Sports

Automotive

Music

Health/Fitness
Travel/Vacation

Real Estate

Source: Nielsen Mobile Media View

lliels ell iemet page 10 Confidential & Proprietary

Copyright © 2008 The Nielsen Company




Over 91M subscribers recall seeing some form of mobile
advertising

Mobile Advertising Exposure (in millions)
National — All Mobile Subscribers

(In Millions) 100 32.9% 35%

90 29.6%
30%
80
70 25%
60
17.9% 20%
50
15%
40
mm Total Mobile
Advertising
30 10% Exposure (in
Millions of
20 Subscribers)
50  “—®=Penetration of
10 Mobile

Advertising

0%
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Source: Nielsen Mobile Advertising
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SMS and MMS are the most popular forms of mobile
advertising responses

Ad Recall and Response Top Responses Among Ad Responders
Q2 2009 Q2 2009

sentows | >~

Sent a Picture or MMS Message _ 14.0%
Sent an email (PC or mobile) _ 11.0%
Visited internet or mobile
0
internet site - 9.0%

Click to call - 8.0%

HViewed Ad, 1
Responded Entered Sweepstakes - 5.0%
mViewed Ad, Did Not .
’ Used / Requested mobile o
Respond coupon - 5.0%
m Did Not View Ad Searched for location /
0,
directions - 5.0%

Made a purchase via mobile F 4.0%
phone

Q2 2009

Source: Nielsen Mobile Advertising
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Teens are most accepting of mobile advertising

Perceptions of Mobile Advertising
US Q209

49%

Mobile Advertising is
Acceptable if it lowers my bill

Mobile Advertising is
Acceptable if it improves

content

m13-17
" 18-24
m 25-34
_ o m 35-44
Accopable f it o relevant t m 4554
me W 55-64

W65+

Source: Nielsen Mobile Advertising
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Mobile as a Marketing Channel
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The way we’re thinking about mobile marketing

Mngg;ul‘.’lnal:rl:ﬁﬂng Mobile Marketing Activity mks l =OF
‘ Intensity Intensity  Retail

Research Research

Provide information to support

a purchase U u

Drive Sales Coupons, discounts, event U U U
notification

Mobile search u

Enhance consumers’ ; . . .
experience with your Add functionality u u U
franchise/ brand

Information & inspiration U
s 0
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Building a New Marketing Channel -- 4 types of
metrics needed

Planning/Buying: Audience measuring/targeting
- Notjustdevices ] people [ “ESPN reaches X 21-34 yr old men }

- Campaign audience and reach that drink ML”
- Demographics (e.g. age, gender)

- Segmentation (e.g. PRIZM)

- % of audience that hit the target

Post-Buy: Campaign audience performance/profile

- Notjustimpressions ] people [ “Via their mobile campaign Miller reached y ]

- Campaign audience and reach million 21-34yr old men that drink ML”
- Demographics (e.g. age, gender)

- Segmentation (e.g. PRIZM)

- % of audience that hit the target

Post-Buy: Ad effectiveness “Miller's mobile ad campaign had X% brand
recall and resulted in y% sales lift in ML sales”

- Brand impact

- Sales impact

Advanced Cross-Media

- - (o : : : )
Understanding/Segmentation Miller's campaign reach with ML drinkers was
- Cross-media utilization increased by Z% by adding mobile ”
- Attaching Ibs information (“Where you live”/ T

” ” e )
Where you are”) “Miller can target Z million 21-34 yr old sports
enthusiasts in NY via ESPN’s mobile website”
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THANK YOU
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