Brazilians in a Mobile World
Technology, media, and how to connect
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Mobile Internet in Brazil: State of the Nation
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...and mapping the future

Mobile ad impressions served

Mobile internet users in Brazil

2011
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2012 51.4MM

67.7 MM
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2014 86.5 MM
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Our Research Approach
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Meet the Brazilian mobile internet user

= |
| read newspapers or magazines less
because | prefer to read this content

. . 14
: on my mobile device.

“ My mobile device is m

| entertaining than TV.”
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“Using my mobile device to manage my
life helps me to be organized, efficient
and productive."
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Mobile internet coexists with the PC

Mobile doesn’t replace PC

2 7 o say they’d rather give up ‘ ? « W > G S Eing
Only 0 their PC than their mobile. Q N “'Q * a ' &)

...it’'s a complement to it

0 visit websites on their mobile
o device and follow-up on their PC.
0 prefer websites that they can access from
6 5 / both a PC and a mobile device (not just
0 from a PC).
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...and enables myriad activities

Doynload music Use I § ég % Other entertainment
”Mf]kﬁ‘d"mﬂ?rﬂﬂeﬁehrlvﬁtlll?‘ﬂf as .. 22 = Dther communications and social networking
WIIte 0N a biog, bulletin oard or foriM e = S 3= .
: —:= 5w < Watchanamateurvideo of news, sports etc
_Plan ﬂﬂ[l mﬂmtﬂgim]yc!llﬁalth =S2= S Compare productsurstnresp . .
Compare prices in-store.fih.e = £ 22 2 S an online GPS service
Maﬂage my dally schedule = —§ < Slook for information on upcoming movies
_ Make travel arrangements == = & “soRead news posts on blogs/message hoards/forums
Listen to radio or create playlist g S 2 B eummsurdats - £ =
Looked up address, phone number or directionsS ;é Social netwnrkingg E
Looked up information in my local neighborhood 5 S J Segenioiwaizien "z
£ Watch a professional video (news/sports etc) Share videos = ég Check email§
< Managemyinvestents Something else shopping related & = E=
£ Purchase expensive things =S E£= &
S Share photos online < 7 =
= S =
=
——
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Communication is key

Checked/sent email, 77%
Viewed social network, 72%

Used IM, 80%

Shared video, 49%
Shared photos online, 53%

Posted/wrote on a blog, bulletin board, forum or chat room, 50%

Used Location based services, 52%
Used video conferencing, 44%

Posted videos online, 44%

Visited online dating sites, 49%




...and so is content

Found out about upcoming movies, 57%
Got info on favorite TV shows, 55%

Looked up directory information, 68%

Used search engines to find information, 71%

Looked for how-to information, 50%
Read news articles on a portal or online newspaper, 70%

Watched a professionally made video, 54%
Watched an amateur video, 57%




These activities fall into 7 Mobile Modes

{
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{1

Shop Navigate
. Using a search
Connecting , ) . ) . )

IM, email, engine to find = Playing music kManaglng Reading Purchasing Using an
social specific or games and ey aS.peqS news or or online map
media: information, viewing O_f daily life educational corpparmg or GPS
sharing such as health- entertainment- ke a S.tOCk articles / videos prices for system

content related or related videos = Portfolio or goods or
with friends looking up and articles paying an services
something online bill
local

10 Proprietary and Confidential.

Ipsos YaHoO!

T



...Which reflect different mindsets

Connect Search
Check/Send email U:se search
engines to find
information

Instant message )
Research a topic

for school or
work
View Or Update

social networks, | |50k up local or

Entertain

Browse for or
download music
online

Listen to
streaming radio
or created music

playlists

Find out about
movies/theater
show times and

locations

Manage

Plan and manage
daily schedule

Conduct online
banking

Make travel
arrangements

Inform

Read articles/
headlines from
portals,
newspapers, etc

Read articles/
headlines from
blogs/ message
boards/ forums

Watch video

{

T

Shop

Browse retail/
shopping sites

Compare
products/
services

Compare prices
when in a store

Navigate

Use an online
map

Use an online
GPS service

Twitter etc directory
information
11
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The Motivations For Each Mode Differ

Content, entertainment and Inform are more about browsing while maps, online management,
searching for info and shopping are more goal-oriented.

Navigate Manage  Search Connect Entertain  Inform

Accomplishing
Goals

Browsing
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Socialising and passing the time are important

% of mobile internet users doing each of these on their mobile device

Connect Search Entertain Manage Inform Shop Navigate

Mobile + PC

93% 85% 86% 81% 80% 74% 75%




Fixed-line internet is still the preferred channel

% of mobile internet users doing each of these on a PC or laptop

Connect

Mobile + PC

Search

93% 85%

P

94% 93%

Entertain Manage Inform Shop Navigate

86% 81% 80% 74% 75%
92% 90% 90% 92% 73%

Proprietary and Confidential.



...and very few mobile users stick only to mobile

% of mobile internet users doing these only on their mobile

Connect

Mobile & PC
93%
Mobile Only

15%

Search Entertain Manage Inform Shop Navigate

85% 86% 81% 80% 74% 75%
14% 17% 17% 15% 18% 31%
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Summary: Mobile Modes

» Mobile internet has become a central part of many Brazilians’ online
life

»...and it enables them to undertake myriad activities.

» These activities can be summarised into 7 Mobile Modes, reflecting
different needs and mindsets.




Mobile Modes and Beyond
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The Mobile Modes
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Connect Search Entertain Manage Shop Navigate
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Younger users do more on their mobiles

—Aged 14-17 ——Aged 35+
100%
80% \_M/
60%
40%
20%
0%

Q' vay“ M . m

Connect t Search ~_Entertain  Manage Inform Shop ___Navigate/
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Within ‘Connect’, mobile’s importance varies

—Mobile Only —Both Mobile and PC
70% -
60% | ——— \
% Connect
50% -
40% -
30% - T~
20% ‘/\
10% -
O% T T T T T T T 1
Check email Instant Social Share photos  Post on blog/ Share videos Use location- Video Post videos
message networking online forum etc based check in conference online
services
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And device preference relates to age

—14-17, mobile only 35+, mobile only = = 14-17, mobile+PC 35+, mobile+PC
80%
70% -

Connect
60% - \
50% -
40% } - = - A e
— e - \
N\
30% - > ~
20% - S -
- o -— am =
10% -
0% T T T T T T T 1
Check email Instant Social Share photos  Post on blog/ Share videos Use location- Video Post videos
message networking online forum etc based check in conference online
services
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Content is a key driver of mobile internet use
0 of mobile internet users use their mobile for
80 /o reading and watching content (the “Inform” Mode)

read magazines and newspapers less

5 00/ because they consume content on their
o mobile devices

0 of mobile internet users have downloaded content on their
O mobile device
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News, weather and entertainment are most-read
o of mobile internet users use their mobile for
80 /0 reading and watching content (the “Inform” Mode)

Types of content read through app or browser

Humor e 2%
IAR———— iy}
Weather e 41
Content
Local News [ 10%
read on ’
phone Movies e 40%
National News e 35%
,/’ |
) /// Top headlines of the day S=—x---—— 34%
Music Videos/Clips 33%
Health

International News
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...but men and women read different things
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read on
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TV

Local News

Movies

International News

Electronics, Tech

=

Beauty, Fashion

Health

Men prefer
45%
38%
44%
37%
44%
36%
- 33%
I 221 70
34%
20%
Women prefer
11%
36%
28%
34%
11%
30%
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Mobile video is growing in importance
o of mobile internet users use their mobile for
0 reading and watching content (the “Inform” Mode)
Types of video watched
oy
/// Humor i 46%
News e 0%
Videos Movie clips and trailers _ 38%

watched

on‘phone Gaming 37%
Full-length Movies _ 30%
7 Sports e 29%
Technology 29%

Full-length TV shows

Weather S 28%

25 Proprietary and Confidential.




Again, there are gender differences

Men prefer
iny e 41%
Gaming =————— 339 41%
i, _ 38%
///////////// Sports 1Y%
1 _ 34%
1 Technol . o
d ;E echnology =———— "534,
| 1 I 32 %
| . % 1§ Full-length TV shows 0
ﬁ; atéhed | RR——— 2%
B 23%
’; oh] n Autos = — - 10%
{ 'I"l ) Women prefer
‘ '-'///hr// L Eee——————————————=—= A%
\‘\‘\‘\‘“““ s ne (1%
N o
Beauty, fashion _éé 329%

== 20%

Celebrites = =-% 26%
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Apps are important in the mobile experience

0 of Brazilian mobile internet users say they use
O mobile applications

8 2 /o download apps at least once a month

On average, Brazilian mobile internet users use
different applications on their mobile devices
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Apps are most important for Navigate, Connect, Manage &
Entertainment

CSowo

Connect Search Entertain Manage Inform Shop Navigate

i e

m 50% 48% A6
Use an app Sl 50% o 16%

' Use both 45%

I Use browser » I" ||H | N ” ““ HH |||||
. « 0 i
—

U
i’y oA » 7 (0
— — o — - - _ S
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‘Fun’ apps are most popular, but functional apps are important

9 80/ of Brazilian mobile internet users say they use
0 mobile applications

Types of apps used

Music | 45%

Social networking = 40%

Games BSmm———————————————= 39%

L ]e)
08 search e 38%

DZEEE

eRNmE Navigation [ 35%
S8 ———
CEES

Communication (eg IM, email)

Utilities (eg camera, alarm clock) i 33%

Entertainment (eg TV, movies)

Magazines and Newspapers 28%
News S 27%
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Mobile Modes and Beyond

» Across the Mobile Modes there are some consistent themes: of
demographic patterns, the importance of content, and the role of apps.

» Content is a vital part of the mobile internet experience, be it news
articles, videos, photos or how-to guides.

» Apps are a key element of simplifying the mobile web experience,
and Brazilians are avid consumers of them.




Mobile as a Marketing Channel
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Mobile advertising is more effective than (PC) online

Mobile Outpaces Online Ads

Average Brand Metric Deltas for Mobile and Online Campaigns

MOBILE

Aided Brand

Awareness 2.1

+5.9

Ad

+19.9 Awareness | ey
.......... Ar:::;:gin i +2.2
Fa\?or;':i’my 14
Plll :'tt::::"e +1.2 %

Source: Dynamic Logic MarketNorms for Oniine, last 3 years through Q1/2011, N=2,437 campaigns,
n=3,259,336 respondents; Adindex for Mobile Norms through Q3/2011, N=165 campaigns, n= 125,471
respondents. Della (A)=Exposed-Control
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...and mobile internet users appreciate ads’ value

“I’m OK with mobile ads if it

—_— 5 1 o/ means that | can access moblle e
— =
ZZ”—-E 0 content for free.” Z"-:
=" =

- —
e =
=== ,///,_:é
—Z === ===
ZL == ZZ2==
= = = “I’m OK with mobile ads =20—=
Z? 2 when they’re useful and 49% % V/é— =
=" | ” ==
é — relevant. é %"

: =

I
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Mobile ad recall and response are high

47%
O of mobile internet users remember

an ad
57%
Type of ad recalled
46%
35%
33% 33%
Banner/  Ads within Video ads Text Click-to- Click-to- Location
graphical mobile search message/  video ads call ads based ads
.. ads  enginelistings ~  SMSads _ -
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...but recall varies by Mode

47%
O of mobile internet users remember

seeing an ad on their mobile

85% - Q. What were you doing on your mobile when you saw the ads?
75% -
65%

55% 1

45%

@.@..

Connect Search Entertain Manage Inform Shop Navigate

35 Proprietary and Confidential. Ipsos YAHOO.’/ §




There are some basic principles of mobile advertising

The ads that would catch mobile users’ attention

Ads that offer me something in
return

Ads without an incentive

Ads relevant to my interests &

A .
background ds with broader focus

Ads relevant to my location Ads with broader focus

Ads in a free app Ads in a paid app

Ads that lead to a mobile- Ads that lead to the PC

SE°7 Y X0/
optimized site / = ——2= version of a website
=
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...and some creative preferences

The ads that would catch mobile users’ attention

Serious ads

Simple, non-interactive ads

=~ Simple ads with little
information

=

Ads that build a stronger 07— Ads that just focus on the

/] &7 50/
connection with the brand / = —-= product

Ads that use bold colors or design Subtle. discreet ads

37 Proprietary and Confidential.



In Closing

»Mobile internet is big, and it’s getting bigger

»While mobile internet covers myriad activities and challenges, it
can be condensed into 7 mobile modes

»There are some differences in how people pursue these modes

»And across the modes there are consistent themes in content,
video and Apps

»Marketing is accepted, and people are responsive




How to optimize your ads by mode

Mode Optimization Strategy

Browsin =
J ®» i Consumers are highly engaged but also have a sense of discovery, so ads do
—= | not necessarily need to be relevant to site content.
Inform
‘EE Good ad recall. Ads should be relevant to site content. Opportunity to introduce
== | bold, relevant ads that entertain and grab user’s attention.
Entertain
) | Ads can be more emotional and invoke feeling. Increase engagement by
Connect i keeping ads personally relevant and targeted.
| 'Mlm} . Creative that introduces consumers to new, relevant products and offers a way
. to purchase them more easily and/or at a lower price than from other sources.
B N Strong ad recall. Consumers are more open-minded to exploring to a degree.
s ’h Introduce consumers to info that is relevant to what they are searching for.
earc

Ad recall is the highest. Potential to get annoyed is high if ad is not relevant to
the task at hand. Consider sponsorship or subtle ads that help consumers
accomplish their goal.

=
o
=
o
Q
o

Accomplishing

Goals @

Potential to get annoyed is high if ad is not relevant. Ads that are easy to use,
relevant, and reliable can result in high ad engagement.
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Brazilians in a Mobile World
Technology, media, and how to connect
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Elizabeth Capdevila
Latam Market Research




