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Smartphones and tablets will be instal
2013. This has overtaken laptops and
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Traffic comes via mobiles (this more than doubled globally
in the past year)

*Source: Katy Huberty, Ehud Gelblum, Morgan Stanley Research, StatCounter; ** So
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OF SPEND ciobaly is commitied to mobile marketing

\
3x

BY201 5 Mobile ad spend predicted to grow
from $6.4bn in 2012 to $18.6bn in 2015
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Share of smartphone Share of tablet
time spent time spent

Talking Web or email
18% 22%

Web or email
15%

Social
Networking Texting

1% 14% Social
Networking

17%

Apps
12%

Sample: smartphone users, ITALY data Sample: tablet users, ITALY data

In a typical week, how do you spend
your time on...
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BEYOND
ESSENTIAL

INDISPENSABLE

FUN

\

N
“My smart phone is the “centre” of my multimedia
network since I carry it everywhere.”

“A tablet 1s the ideal device to browse the internet,
read emails listen to music and to watch videos. The
system boots very quickly and the shape/size very
convenient in frontofa TV.”

“My phone functions as an indispensable remote
control of life.”

“I use my Phone for everything! Navigation, e-Mail,
Apps, Games, etc. Simply for everything!”

“Its just fun to play around on these wipe boards.

PeopleUep9their mobile devices
A 4
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~S ARE BRANDS
A WELCOM

in this intimate space
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How would you characterl
towards advertzszng on mo
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ttaly [l Global Digital \

Local Deals E&&d 59% Online Search Ads _3J4%

TV Ads 57% Online Display Ads = B 3)4%

Magazine Ads [ 53% Product Placement M‘%
Opt-in e-Mail Ads ER3Z 50% CinemaAds B3 32%
Radio Ads XN 50% online Video Ads - EEZIN 20%

Newspaper Ads _48% Social Media Ads m26%

Billboard [PEER 45% Advergames - I 25%
Websites/Microsites 132 43% Telemarketing m24%

- . 4 - 4 ~ 5“2_/ U/U
Socal Hedis News oot [T 40" wonie Acs | T 0% |
s 2009

Direct Mail (Offline) M 35% Non-opt-in e-Mail 1J4%

How would you characterize your attitude
towards advertising on ... ?
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USmartphone

Global average s -

Nigeria 48
Kenya 48
India 43
South Africa [ - o
Brazil | >3
China 1HIINIEGEGEGEN -
9 +36% vs. Smartphone
Mexico NN 19 R
Turkey [INEENDEEEN 17 B
UK I 14 B
France [N 13 B
Germany [N 13 B
Spain [ 12 B
Canada I 11 R B
us I 11 B

Sample: smartphone users Sample: tablet users

How would you characterize your attitude
towards advertising on ... ?
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Are happy to see ads in
apps, as long as the apps
are free

Are happy to see ads on

mobile websites, as longH
as the content is free

Are happy to share their
location to get more
relevant services / offers

What’s in it for me?

vy
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Mobile makes the consumer more I'ecCeplive

Average impact on brand Aided Brand

metrics *t3:9 Awareness
(A)=Exposed-Control

+19. Ad
9 9 Awareness

Message

t12.1 Association

Brand
+3.9 .
. Favorability
Mobile
+4.7 Purchase

Database: 400+ campaigns Intent

Mobile can be a powerful place where to build
value for your brand
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Mobile makes the consumer more reactive

‘ ' Global =g Visited the brand's website 24% 33%
Italy

Searched for the brand 22% 31%

Looked for the brand in a store 16% 19%

Recommended the brand | R/ 15%

Clicked/ .
Interacted with ad 11% 22%

Visited a site 11% 16%

for a similar brand

Downloaded ®
brand's app 15%
Purchased %
the brand L 20

Searched
for more ads 9%

13%

Whaich of the following actions have you taken
as a result of seeing a mobile ad?
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‘ ' Global % \\

tealy [

Which of
these could
make

you visit
a brand’s
mobile
Event 28% website?

Billboard Ad 25%

Post in Social 23%

Don't just rely on mobile display to generate traffic;
any media can drive users to a mobile website

vy
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RESPECT..

...for the Platform

Relevance
Engagement
Surprise and Delight
Play to Strengths
Exchange
Competence “
Time and Place q

...for the Audience

RESPECT for the mobile audience and platform
will ensure a constructive future

“ & MillwardBrown



Mobile content needs to be tailored to
both the target audience AND the
context where they will most likely
experience it.

This is particularly important in the
intimate mobile space.

relevance
D

Mobile provides opportunities to go deeper
when users have moments of
downtime.

Think long-term repeat engagement, not
short-term hostage taking.




Mobile can play a unique role in the
wider media mix since it is both
portable and personal.

Don’t expect it to achieve things it’s not
suited to (heavier duty content).

play to
strengths

Put a smile on the face of your
consumers with every mobile
connection you deliver.

surprise
& delight

People want a companion in their
pocket, not a bully.




Users are looking
for something of
value in return
for access to their
mobile phones.

exchange [

Do make them feel
they have control
over their device.

competence
©

More than any other media,
mobile marketing needs to
be clear, functional and
focused.

Mobile content needs to be tailored to when and l-,«

time &

place s
OHES

device than online. L o,
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150,342 Y

BRAND REPORTS

VA B
N PROJECTS

with over 4 0 0 0
)

employees

o W PP
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MILLWARD BROWN . ..
.;.:' i 7,000

digital campaigns

2,121 \ QUALITATIVE

WORK in
54,000+ HECNRS 4+ 1
up to July 2012 COUNTRIES ‘
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firefly

MILLWARD BROWN

a

GLOBAL

QUALITATIVE
BOUTIQUE

leveraging
Millward Brown’s
knowledge of brands
& communication

-



Our Areas of Focus

BRAND STRATEGY

Explore brand
insights to determine
future strategies

BRAND PERFORMANCE

Understand, measure
& manage brand equity
to inform brand planning

O J

meaningfully
DIFFERENT

p ¢

CREATIVE DEVELOPMENT

Develop differentiated
messages, ideas and
creative to win in market

Optimize channel
activities to improve
return on investment



Global Presence, Local Expertise
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+39 02 4385051

ITINFO@MILLWARDBROWN.COM
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