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Internet advertising spend — Wired vs mobale

Internet advertising — Wired (Australia only)
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Broadband penetration
mature vs BRIC vs Golden 8 vs Australia
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Mobile internet penetration
mature vs BRIC vs Golden 8 vs Australia
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Mobile Is the New Desktop |_2

Forward Projection: Mobile Web Browsing vs. Desktop Web Browsing
(2007-2015)
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Smart devices drive spending on E&M content
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Smanrt devices drive spending on E&M content
in Australia
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Product Diffusion in Australia
(% of households)
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|
The new consumer — Who are they?

Information hungry — But able to feed themselves
Dastracted — Too busy multi-tasking

Social — Virtually and in real life

Mobile — Have phone, will travel
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THANK YOU!

For more information on the Outlook
pwcoutlook.com.au for the Australia Outlook
pwc.com/outlook for the Global Outlook

The 2011 edition of the Outlook is available as an App for your iPad and can
be downloaded from the App Store by searching: PwC Outlook 2011-15
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Mobile Monetization
6 Facts You Need to Know about Mobile

Carolyn Bollaci
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Smartphone usage in Australia

44%
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How do MediaMind fit in

» 4
mediamind _,Q

Ad Serving Ad Formats Analytics

* Unified campaign e Standard ad formats * Unified metrics
management solution

N e Advanced capabilities e Real time analytics
e Intuitive and turn key

e Wide publisher
network

e Custom development e Unique user reporting




Cross Channel Campaign

Learn More »

MSNBC FOXSPORTS = ENTERTANMENT

Heidi Montag
Files for
Separation From
Spencer Pratt

Clash of the Bearded Ones

OMG Ponies!!! (Aka Humanity: Epic Fail) - Jon.

18050 - Overcoming Creative Block

ROLLOVERTO
EXPAND &

R TR

TODAY ON MSN A

»
mind
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Tracking Cross-Channel Performance

Unified Reporting

Online

Date Rescition

Impressions

Conversions

' etc...
Video Search

Clicks

» Brand impact from
integrated marketing
communications

> Cross media
Mobile comparisons

»
mind
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Mobile Impressions
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Where is our data coming from?

OS / Carriers
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Six facts about

MoDbile

Advertising




Fact #1
Evenings are most

Effective

... for click through rates

N \\\\\\\\\\\\&\
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Fact #2

Apple

Trumps

Androl
L

0.07+% 0.09% 0.14%
BlackBerry 0S Palm 0S Android Apple

»
mediamind
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Fact #3
Affluent

‘N BlackBerry
0.20% users click less
0.00% = I i1 0 = a

Apple LG Motorola Samsung HTC Verizon BlackBerry Other

@ Click through rate @ Served impressions

»
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0.61«
Mobile offers a higher

CITR

than your PC campaign

Standard banner Mobile standard banner
mediamind
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Fact #5
All mobile verticals drive higher

CTR’s

than their PC counterparts

1.04

0.84%
0.19%
o o A t’ﬁ B

Entertainment Retail Financia Travel News/ Media Electronic

»
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Fact #6
Mobile outperforms browser based
banners for

. branding

Average Delta Above Control®

Ad Awareness Message Purchase Brand Aided Unaided
Association Intent Favorability Axvarenass Axwarenass

® Mobile Campaigns Average 0 Other Online Campaigns Average

. =
mediamind
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Tiny Ads

Huge
Results

. .
mediamin d
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Lessons learned

JWeight mobile campaigns to ensure the bulk is served
in the evening

ATafGet2PdNes for the bulk of your inventory
210 27 |

-9 3:
~8 4
7 6 5

QRaye an HTML5 site 1| |
through from your ads

»
mediamind
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How will Mediamind view mobile in 2012

JHTML5 within mobile campaigns will become important

to enhance user experience and response
HTML

JRich Media mobile campaigns will driﬁnd
awareness and offer a much better expe™®ce than

traditional campaigns

dincr,
triple,
plan

of mobile devices and spend likely to
become an integral part of the media

»
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Ways to make mobile scalable and reduce barrier
to entry:

dEnsure the advertiser has the ablility to manage
cross channel campaigns

dUnified reporting will help advertisers compare
results easily and effectively

»
mediamind
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Mobile — Online | Hybrid Reports

CTR

B Mobile m Online

0.5

CTR (%)

Media Cost

B Mobile m Online
900,000

200,000

Media Cost (S)

Delivery Rate

B Mobile m Online
90% 90%

Delivery Rate (%) /

Video Started Rate

H Mobile ®Online

(o)
30% 25%

Video Started (%)

Interaction Rate

H Mobile mOnline

Interaction Rate* (%)

Expansion Rate

B Mobile ™ Online

Expansion Rate (5) /

> Engagement metrics for online and mobile side-by-side

»
mediamind

**These figures are for demo purposes only***
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Enhanced Analytics

Unique Impressions Unique Clicking Users Conversions
B Mobile mOnline B Mobile ™ Online B Mobile ®Online
14,000,000 28,000 0.02

1,000,000
Unique Impressions Unique Clicking Users Conversions (%)
i . .
**These figures are for demo purposes only*** mediamind

© 2010 MediaMind Technologies Inc. | All rights reserved



Creative examples

Avatar

Campaign: Avatar DVD Release

Creative Agency: Thinkjam

Advertiser: 20th Century Fox

Ad Format: Expandable Banner

Interactive Features: Interactive
Video

Vertical: Entertainment

Country: US

In the Mix

»

Dementium 2

DS

Brukkon

GameSpot's Best of 2009 Awards
p for our annual feature of

The Saboteur Review

ment Videos
alking about

¥  For the Glory Review

Th Euro

Portal lead filling Dark VYoid dev position

' CLICK TO INTERACT
WITH SNEAK PEEKS FROM
THE NEW EXTENDED
COLLECTOR'S EDITION

Gran Turismo §
e —

—

AVATAR

3 DISC EXTENDED COLLECTOR'S EDITION
DISCOVER MORE ON BLU-RAY & DVD 15 NOV

PS3 Screens

th

GameSpot Originals

(2]

Today On The Spot

each ofthe factions in MAG Today On The Spot

The HotSpot

Today On The Spot 0+
The HotSpot

»
mind
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http://creativezone.mediamind.com/?TagType=4&Tag=Avatar+DVD+Release
http://creativezone.mediamind.com/?TagType=12&Tag=Thinkjam
http://creativezone.mediamind.com/?TagType=3&Tag=20th+Century+Fox
http://creativezone.mediamind.com/?TagType=7&Tag=Expandable+Banner
http://creativezone.mediamind.com/?TagType=8&Tag=Interactive+Video
http://creativezone.mediamind.com/?TagType=8&Tag=Interactive+Video
http://creativezone.mediamind.com/?TagType=6&Tag=Entertainment
http://creativezone.mediamind.com/?TagType=9&Tag=US
http://demo.eyeblaster.com/avataripad/demo.html

Creative examples

White Collar

Campaign: White Collar

Creative Agency: Ignighted

Advertiser: USA Network

Ad Format: Home Page
Takeover

Interactive Features: Interactive

WHITE
COLLAR

ALL NEW EPS000%
TONIGHT 10/9C
u-a

game

Vertical: Entertainment

Country: US

SEARCHING...

Visited Tueson
SuspectiC™s

w Home Before
Attack

WHITE
COLLAR

ALL NEW EPISODES
TONIGHT 10/9C
ua

1 i vimeo

»

© 2010 MediaMind Technologies Inc. | All rights reserved


http://creativezone.mediamind.com/?TagType=6&Tag=Entertainment
http://creativezone.mediamind.com/?TagType=9&Tag=US
http://www.mediamind.com/creative_zone/WhiteCollar/index.html

To download the full research:

www.mediamind.com

»
mediamind
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23m Britons use the mobile internet every

month

22.7m

8.5m

Dec-06 Dec-07 Dec-08 Dec-09 Dec-10 Sep-11

Source: comScore Mobilens



@ UK Smartphone penetration at 47%
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@ 149% of the UK has a tablet

Source: comScore Sept 2011

He was slow in learning bow % falk *My
parents were 10 worried,” he later recalled, “that
they consdited a doctor.” Even after he had begun
using woeds, sametine after the age of 2, be
duveloped & quirk Mat prospied the Jamily maid
to dub him “der Deppette,” the dopey one, and
others in his family %o label him as “almost

> e had o sy,

— e would try it out on himsels, whispering it softly

until it sounded good enough %o groncunce alosd.
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u e e repeated o hinsself sefly, moving his lps.” It
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duficulty with Janguage that those arcund bim
feared he would never learn.*
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Mobile browsing & apps are not just for the

“youth”

Used a mobile browser or app in the last month 61 549

5,626
4,882
4.038 4,353
| I [

13 17 18-24 25—34} 35-44  45-54

000’s

|
14.3m 14.0m

Source: comScore Mobilens



¥ 200

Av. transaction

| value via
mobile -
. website

2 1318

Av.

-~ transaction
value via

“mobile app

of UK phone owners purchase
products/services on their mobiles



@ Mobile the response mechanism

40%

agree they often use their
mobile if they see an
Interesting ad

'I' In Easy Living this
e month there was a o
'l dinner plate set featured 'II
¥ so | used my mobile to 2
'l look it up on the supplier 'II
|i website and purchase it. |i|
o\ Katie'Y

P 'l'
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B3m

Total Mobile Market 2010

3/.6n

Total Mobile Market 2009

Source: IAB / PwC mobile display ad spend survey 2010



115.9..

Total mobile market 2010 vs 2009
like-for-like

Source: IAB / PwC mobile display ad spend survey 2010



@ 2010 total mobile ad spend breakdown

In SMS / MMS and other
£1.6m, 2% (2009 3.2%)

Tenancy Deals

£1.7m, 2% (2009 3.8%) §

Total
market

£83m

Banners + text links

£23.7m
29% (2009 39%)

Source: IAB / PwC mobile display ad spend survey 2010



Change in industry sector
display market shares 09 —-10

Entertainment & Media

32.9% ¢ 87 0/0

10
10 18.6%
)
Telecoms 10 ?11330//2 ¢ 30/0
Consumer Goods 10 11.8% T 269 0/0
(0]
o 55 160%
0
Retail 10 - /;.5%
Technology 10 3.0%
0,
Travel & Transport 0 1.275/:%
Business & Industrial 1, gg 5 oy, Top 5 Online Categories H1 2010
1. Entertainment & Media (14%)
10
. . 0.1%
Leisure Equipment 101 0.5% 3. Consumer Goods (12%)
4. Telecoms (11%)
. 0%
Recruitment 10] 0.3% 5. Travel & Transport (10%)
Classified 0%
10] 0.3%

Source: IAB / PwC mobile display ad spend survey 2010



@ UK Mobile Advertising revenues to

reach £1 bn by 2015

FirstPartner UK Mobile Advertising Forecast 2011-2015
1,200,000
£992m
1,000,000
£767m
800,000
B Video
g 600,000 " Search
;o'_,‘ £498m I Mobile Internet (Banners)
400,000 B MMS/SMS Push Advertising
' £294m B Games
£142m
200,000
0 J www.firstpartner.net
2011 2012 2013 2014 2015 Copyright FirstPartner2011
. D
FirstPartner

Copyright FirstPartner 2011
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@ Rich media display advertising

What's possible in mobile advertising?




Based Marketing

L=} Play Tr

b 4 Get Sh

B4 Add My
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@ Mobile Vouchers

Lall02-UK 3G 3% 18:38 =

Distance

Compli ry 2 day pass
for 2 9?%

20% off

Mid season sale now on
SMS 123454 to get this coupon

The coupon PIN code is sent
) to the customers phone

The customer sees the offer on
poster, tv, mobile or online and
requests to receive via SMS

2.54 miles

10% discou
tyres, batte

National TyrE‘
2.81 miles ~

@5
gs
@5

D

B)

Al \

Go to the Home Theater Department
for a reward! —

They go in-store and punch
in the PIN code into the
chip and PIN machine

A message from the chip and PIN
) machine reaches our system
Our system approves the
coupon PIN and the total
price reduces by 20%

]I B[]







Mobile as a response mechanism to other

media

Allure Bridals

el Opteos «

Bridal Gowns, Bridal Deesses,
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Searching far Wo madr @ pant beidal gowrs,
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e lisrelatalacomy - Oplici v
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to Business Support
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Bl Yaners
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T The exipuisite embellished drestes from
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e aliareb s comypls ... Gplens v

allure couture c157

\
A3 Things Bridal ; AbureBrdslscom

Careers at MI5.
Worth more than just scanning over.

Capture the code with your smartphone _.i’.' SECURITYSERVICE

or go to www.mi5.gov.uk/careers 392 M5
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Client understanding is the biggest barrier to mobile

taking a bigger share of digital spend

What is stopping mobile being a larger proportion of digital ad spend?

74%

Lack of client Lack of Lack of integration Lackofinternal Lackofinternal Lack of creative
understanding  measurement & into wider agency agency resource  opportunities
around mobile tracking campaigns understanding dedicatedto
advertising around mobile mobile advertising
advertising

Source: IAB Snapshot Research
Base: 2011 (406)



Case studies are key to getting agencies to

Increase their spend on mobile

What single thing would the mobile advertising industry need to do in order for you to

increase your spend on mobile?

improve metrics

Integration

standardise it wcord Adserving
education
E longer info . 2 m&:£ EUSttS
pest won B 1 =y o eauca egwe
yulrf-g_@ —FE_. : mation
chesper £ S — - r‘OVIderf:l:lflti;;1
”ﬁfoviﬁgfrte'rvemss information [lj ® =< f accountab|l|ty M JJ prove
istuaiescas e e
within .’:
%m examples w = campagn ke ) accurate 3 d &
h capabllltles s £ k rca _= op s 1, testiog
T data creative £ | = 20 mammem:ﬁfg rO B 5 &
V=1t i '@
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Q " fmssE QO O
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Source: IAB Snapshot Research
Base: 2011 (406)
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NFC joins, and location remains to be, the

most exciting development for mobile

What do you think is the most exciting development in mobile advertising?

=

mn:reasmg location-based E :
smartphone z
USE personalisation  abikty around shesar 5
tm Saugmentedh aouww "= using £ Peed L
mpa,w 5 ccognii wia=android 3 | options 2 "
¥ mnew I EPM“;!ELEE R,
segmentation 3 g ; E = m sound
ppS technology o -%E :

payments image ¢

EﬁﬂrtraCkmg penetratlnn st htmh o i exciting qF “g
pntcnt:nessepﬂlam%hf vertISIn ta blets S O geo

realit iy formats ays " handsets
y tablet | t.w m solutions
vallahlllty
Source: IAB Snapshot Research

- media
Base; 2011 (406)

creatl



Mobile Users > Desktop Internet Users
Within 5 Years

Global Mobile vs. Desktop Internet User Projection, 2007 — 2015E

=)
S
&
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N
o
@
-
o —o—Mobile Internet Users
=
—-— Desktop Internet Users
I o R LRt
0 I T T T T T T T T 1

2007E 2008E 2009E 2010E 2011E 2012E 2013E 2014E 2015E

M 0 rg a n St a n ley Source: Morgan Stanley Research. 8



Global smartphone
shipment figures

100m

83m 82m

55m
Q1 2010 Q1 2011

Source: IDC 2011
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@ Conclusions

- More people than ever use mobiles and tablets to
Interact with brands

« Advertisers are wising up to this, and adspend on
mobile was up 116% from 2009 to 2010

« From rich media to NFC, there are many different
creative ways for advertisers to use mobile

« With predictions for mobile to overtake online in the
future, this is a medium brands can no longer afford to
ignore
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