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) Males have a higher penetration of Smartphone
A& B & % C ownership than females (51% vs 42%)

Higher penetration in Metro areas (52% vs 34%
In non-metro areas)

Smartphone Ownership

from 36% in 2010 to....

Those with a personal income in excess of

$95k+ nave the highest penetration (65%)
Don't Know / following by those earning $50-95k (55%) ... those
Unsc;)re earning under $50K personal income report the
lowest ownership (35%)

+14%

Intend to purchase N12M*

Don't Own a
ontown a smartphone
smartphone

i 46% 2012 = 60%

*based in those who intend to purchase a
Smartphone N12M, who don’t currently own a

Smartphone
{ D

llielsel] Q. Is your phone a ‘smartphone'? Base: Smartphone Mobile Phon ‘eIStra BIGF{-\\'D

® & o o 0 0 o o o Population. Sample: 2,827 I Ie Ia
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80% -

70% -
Smartphone

ownership skews
younger.

60% -

50% -

However, owners
hip does not drop  [eH
away significantly

Although skewing
younger... it is not

only a young
persons’ market.

1-in-5 (23%) of
Smartphone users
are over 50, and

39% are over 40.

until after 44. 30% -
20% -
10% -
0% -
49 54
——2011 530 39% 42%
—8-2010 289 34% 35%

Is your phone a ‘smartphone’?

Base: Mobile Phone Users. Sample: 16 to 17=79; 18 to
20=99; 21 to 24=231; 25 to 29=232; 30 to 34=220; 35 to
39=258; 40 to 44=214; 45 to 49=246; 50 to 54=284; 55 to
59=233; 60 to 64=199; 65 to 69=283; 70 or over=248.
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45t0 50to 55to 60to 65to 70or
59 64 69 over

28% 22% 20% 15%
24% 20% 11% 14%

T



Smartphone ownership amongst females
Increased significantly...

Is your phone a ‘smartphone‘ﬁ'
kBase: Mobile Phone Users.
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Awareness

Ownership

Q. We would like to know if you currently own, or would consider

° buying, a phone that runs on the Android operating system. Which
lllels GI]Of the following applies to you? Base: Mobile Phone Users. (eIStra

2011=2,827; 2010=2,859

“I own a phone that runs on Android’ M Ed i a

‘I have never heard of the Android operating system until today’

M
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Have you EVER accessed the Internet on your mobile
. phone in any way, whether via accessing a site through an
l’llels el’l Internet browser or via an application that automatically e s ra B l G p D
connects you to the Internet? (This includes any activity that

T EEEEEE requires you to access the internet - such as email). Base: M e ICl
Mobile Phone Users. Sample=2,827.




Three in five of the Mobile Phone Population have used Mobile Internet

Ever Used Mobile Internet

100% -
90% -
80% -

90%

70% - 0% 63%
60% -

50% -
40% -
30% -
20% -
10% -
0% -

32%

Mobile phone Male Female 16-29 30-49 50+ Smartphone Non-
users User Smartphone
User

Q. Have you EVER accessed the Internet on your mobile phone in
any way, whether via accessing a site through an Internet browser or
o via an application that automatically connects you to the Internet? )
1"116 S el] (This includes any activity that requires you to access the internet - e s ra B I G F' (.Q) D
such as email) Base: Mobile Phone Users. Sample: Total

Sample=2827; Male=1443; Female=1384; 16-29=640; 30-49=937; M ed I a
50+=1247; Smartphone User=1268; Non-Smartphone User=1422;

T



Q. Is your phone a ‘smartphone’? Base: Mobile Phone
L Users. Sample=2,827. Q. Have you EVER accessed the
l’llels el’l Internet on your mobile phone in any way, whether via e s ra B ' G p D
accessing a site through an Internet browser or via an

T EEEEEE application that automatically connects you to the Internet? Me ICl
(Inc Email). Base: Smartphone Owners. Sample=1,268.
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H 1% H & Y0 More than half of

Smartphone owners
U " SR R RS are accessing the
internet daily

Multiple times  Daily to twice  Oncetoafew Lessthan (61%)
a day a day times a week weekly
TOTAL 18 28 @ 100%

Females and those

aged under 50 are
16-29 more likely to be heavy
users of mobile internet

30-49

users also skew
towards those living
in metro areas and
earning a personal
income of over $50K

@ k per annum )

T

o
@ ( In addition, heavy \

qgo ==illje¢ %
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Increases across

0, *
& B oA H the board...
however Women
80% - have now caught up to
their male counterparts
70% | with 63% using
mobile internet
61% 60% '
60% -
50% -
40% -
m 2011

30% - m 2010
20% -
10% -

0/0 .

Smartphone Male Female 16-29 30-49 50+
Internet
Users
nielsen Telstra sicFovo
e & & & o o & o o e Ia




Home is the most popular environment to access mobile

internet with 86% of Smartphone Inter sers indicating
they have ever done so
.... (up from 84% in 2010)

Commuting IS the next most popular
location at 59%

56% of Smartphone Internet Users have

ever accessed mobile Internet Whilst‘in bed
(up from 51% in 2010)



J
%

0% 20% 40% 60% 80% 100%
At home 46% I I 86% |
When commuting via train, bus, ferry etc 59%
When travelling in a car as a passenger 58% Ever accessed
In bed 56% m Usually access
At a cafe / restaurant 55%
While watching TV 54% _ e
At the office (during lunch/breaks) Xy Accessing mobile internet
Waiting for business meetings or other appts 48% at home has grown to
At the office (during work hours) 47% 46% (up from 37% in
Whilst walking 45% 2010). This is still the
At a pub or bar 43% most popular access
On the toilet point, followed by during
At school/college/university | Commuting (14%) and at
While cooking | 23% the office (8%).
When driving acar | 1% 17%
During a business meeting | 13%
Onadate | 11%
y 11%

In a cinema during a movie

Don’t know

20
5%
1880

Q. In which locations or situations have you ever accessed
the Internet on your mobile phone? Q. And in which location
or situation do you most frequently access the Internet on
your mobile phone? Base: Smartphone Internet Users.
Sample: 1,132.

Other, please specify

nielsen

Media
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More people are accessing

mobile internet in bed this year...
56% in 2011 vs. 51% in 2010.

T
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Of the 13% who had used their smartphone

....used it to kill boredom

In a business meeting....

...Showed their date

Of the 11% who had used their smartphone photos, links or videos

on a date....

...messaged or called a
friend in the bathroom

42% had used their smartphone to

avoid a social encounter...

...actually used it

....pretended to use it

T

o Q. Why did you use your smartphone during a business meeting?
clsen o elst ra N
1]1 lS l Q. How d|d you use your smartphone on a date? Sample: 127. ( r B I G F' D
Q. Have you ever used your smartphone to avoid a M e | a
@ & & & o @& o o @& (onversation/social encounter? Sample: 1,132.
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| typed the URL in my browser
| used a bookmark

| accessed it via an Application
Apps and search

I clicked on the site link that came up from search are on the rise...
engine

| clicked on the site in my phone company’s
content menu

| clicked on the site link while reading a text }
message Whilst most respondents usually

access the internet via URLs and

bookmarks... almost one in five
have ever accessed the internet by

clicking on an ad (20%) and 17%
Other have ever used a QR code.

Clicked on an advertisement

I used a QR (Quick Response) code

Don’t know/can’t remember

% 10% 20% 30%

L Q. In which of the following ways have you navigated to an
l’llels el"l internet site/content on your mobile phone? Q. And how do e s ra B I G F' D
you usually navigate to internet sites/content on your mobile M
e © 0o 06 0 0 0 0 o phone? Base: Smartphone Internet Users. Sample: e | CI

2011=1,132; 2010=986

T
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& $ % 'H 1% *H%

& B %
0 20 40 60 80 100
Internet search engine 36 71 93
Email 81
Weather 78
Maps / directions 78

1SN
=
[6)]
(o]
~
JERY

Social Networking site

News 69
Directory or dictionary site 59
Sites for downloading other applications 57 _ _

Video clips/streaming site 57 Email and Social

Online Banking 55 Networking continue to be
Sports 45 : ..
online Auction = o 45 the two sites V|_S|ted most
Local search engine 39 frequently. Dally use of
Instant Messaging 38 i

onpaang o _almost all categories ha_ts
Sites for downloading mobile phone games 37 increased on 2010. Dally

Travel site

O
[EEN
=
w
(o]

use of social networking

Sites for downloading ring tones, wallpapers etc 34 sites increased to 41%
Fast Food Restaurant  :JRSNE 32 .
Location based social media 11 23 32 (Up from 31% In 2010)
Mobile VolP 30
Real estate site  JIFE 29 Ever Used
Ticketing 28 m Use Weekly (or more often)

Music Download site
Job seeking site
Mobile TV site
‘Sit-down' Restaurant site
Group Buying

NICISCIN « onvr o s o o e ie’Sf{;a BIGHEIND

T EEEEEE content using the Internet on your mobile phone? Base: M e ICI
Smartphone Internet Users. Sample: 1,132.

m Use Daily (or more often)

&1 (%1 kel bl PN IO
=
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» Males more likely than females to
visit the following websites on a
weekly basis:
*Weather (61% vs. 53%)
*News (54% vs. 40%)
«Sports (36% vs. 20%)
Sites for downloading other
applications (36% vs. 28%)

* Females visit social networking
sites more often than males both
on a weekly (65% vs. 54%), and
daily basis (49% vs. 34%).

* Highly engaged with
social networking sites
(weekly: 16-29 — 74%, 30-
49 — 57%, 50+ - 32%).

* Access online banking
more frequently (weekly:
16-29 — 47%, 30-49 —
34%, 50+ - 20%).

* Likely to watch video clips
(weekly: 16-29 — 43%, 30-
49 — 27%, 50+ - 14%)

*Use location based social
media (weekly: 16-29 —
33%, 30-49 — 20%, 50+ -
10%)

« Just as likely as 16-29
year olds to visit news sites
on a daily basis (daily: 16-
29 — 25%, 30-49 —

25%, 50+ - 14%)).

» More likely than 50+ to
visit weather sites weekly
(daily: 30-49 — 28%, 50+ -
19%).

» More likely than 50+ to
visit sport weekly (weekly:
30-49 — 31%, 50+ - 21%).

» Access mobile internet
sites less than other ages
generally.

» Most popular activity are
accessing emails (weekly:
52%, daily 33%), using

Internet search engine

(weekly: 51%, daily 21%)
and visiting weather sites
(weekly: 49%, daily 19%).

» More engaged with social
networking sites this year
(weekly: 32% vs 15% in
2010, daily: 17% vs 8% in
2010)




Women are far more likely to access
social networking more frequently on
their phone than men (35% vs. 23%).

For some, Internet access to
certain sites on a mobile phone

is more frequent thanviaa | TUEE i | Men are more likely to access sport

desktop or laptop computer | - S EnEl? [Paeie (2708, @8¢)

i e .

y 0% 20% 40% 60% 80% 100%

| 1 1 1 1

e 78% I '\\
0 "
P 35%*

Weather

Social Networking site

Email 230 81%
Internet search engine 21% 93%
Maps / directions 20% 78%
News 69%
: . 550% *PC to mobile conversion:
Online Banking

% of Smartphone Internet

users who access site more

i frequently on mobile o
compared to desktop/laptop =~

Sites for downloading other applications RLYe

_ Sports

5 0 0 0,
s Location based social media a2
ey

Ever accessed

Video clips/streaming site Pl

a— m Accessing more frequently on mobile
: phone than desktop or laptop computer
59%

Instant Messaging

Directory or dictionary site

‘“\ Online Auction

45% Q. Are there any types of site you access more frequently via the

Internet on your mobile phone than via the Internet on a desktop or
laptop computer? Base: Smartphone Internet Users. Sample: 1,132.



&
&0 70% of Smartphone Internet
Users have ever watched video
Types of Video Content Viewed (Past 6 Months) content on their mobile ph(}ne
Amateur clips (i.e. Youtube clips) I -0 (Lip from 65%)
Music videos | G 35%
Movies (trailers/previews) | I 25% o) :
News bulletins | 22% 65 /0 ha&{e WatChed a video
TV shows (snippets or highlights) B 1% Cllp on their mobile using the
TV shows (full length) = 11% Internet in the past 6 months
Product information/reviews 10%
Sport Replays or Highlights B 10% (Up from 58%)
Education/training | 8%
Movies (full length) [l 7% 72% of males have ever
sport (Live) [l 6% watched video content on their
TV shows only available on mobile I 2% mobile phone (68% of females) and
Other | 1% 6 7% of them did it in the past 6

% 50% 100% months (64% of females)

Amateur clips (i.e. such as those found on
YouTube) are the most commonly

82% of 16-29 years old

have ever watched video content on

their mobile phone and 78% of
them did it in the past 6 months

T

consumed type of video content.
There is an emphasis on short format clips.
However, 11% have watched a full TV show.

nielsen v s o o GEISTFA BIGFIND

past 6 months on your mobile phone/device. Base: Smartphone M ed i a
e & & & o 0 o o o Internet Users who have watched any video content on their phone in
the past 6 months. Sample: 730.




8; ( o B H * 49% Males

43% 16-29

Preferred Payment Method

Credit or
Charge to my debit card

mobile 409%

Subscription / pay-

subscription _
v PR
mobile
31%

carrier
account

S57%

pay-per-play
11%

prefer ads to watch ) _
video for free 14% 30-49

69% Females
449, 63% 50 +

Greater preference for
ad-supported methods....
54% 16-29 (37% in 2010)

Q. Remembering that all responses to this survey are
anonymous, which payment option(s) are appealing to you
for video content on your mobile phone? Base: Smartphone
L Internet Users: 1,132.

l’llels el"l Q. Specifically what payment method would you prefer for ie’stra B I G F’/r& D
video content on your mobile phone? Base: Smartphone M d .

e © 0o 06 0 0 0 0 o Internet Users who would prefer a subscription or to pay for e | CI
each video: 288
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The most common product categories for purchase are
mobile-centric such as applications and mobile games...

....however 25% have made other non-mobile _items
(from clothing, fashion accessories, books, tickets - to

lliels Cn food and consumer electronics).

e ¢ o & o 0 0 o o ITICuiilu ~—
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A& B % C$ >

Categories Purchased

Application
Game/ game app
Clothes, shoes and accessories
Ringtones, wallpapers etc
Movie or event tickets
Music downloads & music videos
Ebay item
Book/ e-books
Computer hardware & software
Flights/ airline related expenses
Accommodation
Baby & childrens items
Mobile phone & related accessories
Jewellery/ watches

Voucher/ coupon

12% $10
12% $13
10% $138
9% $6

8% $167

Q. Thinking about the most expensive item you have purchased
using the internet on your mobile phone / device. What was it?

Base: Smartphone Internet Users who have purchased something on
their mobile phone. Sample: 411

Mobile specific products
rank highly as the most

expensive products
purchased

How much did you spend?

$175

[ Non-mobile items: $259 ]




Mobile pre-shopping on the rise:

4'{% of Smartphone Internet users have

ever used mobile internet to find out more
about a product or service to support a
purchase decision (up from 40% in 2010)

849% of those have done so
in the past 6 months...

60% have done so 3 or more times
40% have done so 5 or more times
22% have done so 10 or more times
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Product Categories Browsed Using Mobile Internet

Electronic equipment 14%
Computer hardware

Accommodation

Clothing or fashion accessories

Book

Airline tickets

. o Whereas mobile Internet
Mobile phone application '
purchases are dominated by

Video / DVD

small, spontaneous, phone-
White goods centric purchase
Computer software decisions, mobile Internet
browsing is dominated by high-
involvement, non-phone
purchase decisions such as
Mobile phone game electronic equipment (e.g.
Gif TV, BluRay, Home Theatre) and
computer hardware (e.g. laptop)

Movie or event tickets

Cosmetic or Beauty product

Groceries

Q. What sorts of products or services were you browsing? Base:
Smartphone Internet Users. Sample: 1,132.
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Way to find out more about a product

Compared prices of the product before going to the
store

Looked for the location of the nearest store

Compared prices of the product while shopping at th e
store

Took a photo of the item
Read reviews or recommendations

Checked for discounts, sales or offers

Checked product availability ‘Pre-shopping’ through
Watched an online video about the product Comparing prices of a
Used mobile barcode scanning to compare prices in product before visiting a
the store store is the most

Used a specific app to find out more about the prod uct popular way to find out
Discussed the product on a forum or blog more about a product.

Took a video of the item

Shared a product recommendation via a social
networking site or app

Shared a product or service recommendation via emai I

Q. How are you using your mobile phone to do so? Base:
Smartphone Internet Users. Sample: 1,132.
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41%

Banner Ad on a website 38%

0,
An ad within a mobile application L

18%

An ad or promotion received as a text message, ofte  n
with a hyperlink (SMS/text message)

Video ad on a website

A Text Link ad

e 0609%0 of Smartphone Internet
Users could recall some form
of advertising on their mobile
phone (up form 57%)...

‘Click-to-Download’ ad or promotion

7%

An ad or promotion received as a multi media messag e 8%
(MMS)

w W
>

(==

‘Click to Call’ ad or promotion

‘Click-to-Locate’ ad or promotion E
An ad that came up when | used a QR (Quick '
Response) code m2011
9% m 2010
Do not recall being exposed to any advertisingonm y
mobile phone 33%

What type of advertising can you recall being exposed to
on your mobile phone/device? (n=1,132 Smartphone
Internet Users)
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Clicked on a site link within the ad 12%

Told another person about the ad or the product bei ng

advertised 9%
Used h i bile to find out inf bout th c
sed search engine on mo Ip?roc()jultr:]t out more info about the - 9% More than one in ten
Used search engine on PC/desktop/laptop to find out more - 804 Smartphone Internet
info about the product . Users have clicked on a
Visited the store/business - 6% site link within an ad

Forwarded the ad to another person . 5%
“E

Called a phone number within the ad
About one in ten also

searched for more

Actually purchased the product or service . 3% information (either on a
PC or on mobile)

Kept an ad for future reference . 3%

Replied to an ad text message I 2%

Redeemed a coupon that was sent to your phone I 2%

Can’'t remember - 9%

Have never done anything as a result of being expos  ed to an
ad on my mobile

58%

% 10% 20% 30% 40% 50% 60% 70%

Q42. Which of the following have you ever done as a result
of being exposed to an advertisement on your mobile phone
/ device? Base: Smartphone Internet Users that recalled
being exposed to advertising on mobile phone / device.
Sample =662.
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Used my mobile to enter a competition that was
advertised

Used my mobile internet to search for more
information about the product advertised

Used my mobile to call the company/organisation
advertising the product

419% of Smartphone
Internet users have used

Used my mobile to email the company/organisation

advertising the product their mobile phone to
Used my mobile to text the company/organisation respond to Other forms Of
advertising the product advertiSing
Used my mobile to contact a friend/relative/colleag ue (bi”board; TV, magaZine,
to recommend the product advertised radio’ internet e’[C)

Used my mobile to post a message on a social
networking site about the product advertised

Have never responded to an advertisement using my 594
mobile phone 0

% 10% 20% 30% 40% 50% 60% 70%

Q42. Similarly what have you also done on your mobile
phone to respond to other advertising? Base: Smartphone
Internet Users Sample=1,070.
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WHAT WORKS?

*Relevance
*Free offers
«Sales promotions

*Considered valuable (not spam)
*Aesthetics
*Effective use of rich media

Relevance

"666

Effective use of Rich media

WHAT DOESN'T?

60% of users have had an experience where
they have seen or received an ad on their
mobile phone they found irritating....

sUnsolicited messages

Irrelevance
sInconvenient timing
*Anything data heavy
*Full screen ads
*Repetition

*Adult ads

Full screen ads

Anything Data Heavy

) @
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Ads that you can’t ‘cancel’ or ‘close’ easily
SPAM in general
Ads that increase my data usage
Ads that interrupt me while I’'m doing something
SMS/text message advertising that | haven't subscri  bed to
SMS/text message subscriptions that have trouble op  ting out
Ads that slow browsing speed down
Repetitiveness
Ads that are too big that increase need to scrolld  own screen
Ads that do not comply with ‘usual’ advertising sta ndards
Irrelevance
Ads that aren’t clearly identified as an ad

Ads that require Flash player

Ads that are too small to read

Q41. Some people have told us about advertising that they
find irritating on their mobile phone (whether offline or
online). Which of the following that people have mentioned
have you found or would you find most irritating? Base:
Smartphone Internet Users. Sample=1,132.

13%

11%

13%

3
S

3
S

3
B3

(=)

6%

H

11% 4

60%

!!1

B Top 5 Mention
Most irritating

0% 20% 40%

60%
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68% of Smartphone
Internet users agreed that
advertising on their
mobiles is usually just
irritating ...

...there are increased

levels of acceptance with
relevancy of content, as
well as having opted-in to
receive advertising
messages...

Generally happy to receive Happy to receive ads on Happy to receive ads on
advertising on mobile phone mobile phone, but only if it's mobile phone, but only if I've
relevant opted in to receive messages

from the advertiser

Q. Please indicate your level of agreement with the
following statements. Base: Smartphone Internet Users 2
2011=1,132



"B ( (%
B %

Interested in a mobile phone service that knew

my geographical location and sent me

promotional offers for nearby businesses ... -
Advertising messages

with promotional
offers or discounts
Happy to accept ads on mobile phone if it means can be

| can get discount rates on calls or appealing, however
SMS/text messages ...

receiving free internet

browsing in exchange

for ads was the most
agreeable offer.

Happy to accept ads on mobile phone if it
means | can use internet browsing for

free

Q. Please indicate your level of agreement with the
following statements. Base: Smartphone Internet Users
2011=1,132
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53% Females
55% 16-29

Mobile vouchers 51%

Discount offers 50%

54% Females

Mapping 45%

Locate retailer 41%

38% Females
39% 16-29

Location services

Competitions 29%
P 0 34% Females

34% 30-49
QR codes 23%

Click to call 16% 19% 16-29

Q. Below is a list of mobile advertising forms. Using the scale
below, please indicate which forms you do or do not value on
your mobile phone? Base: Smartphone Internet Users=1,132.







% *

% Greater smartphone ownership .... The Australian mobile population is
becoming increasingly sophisticated. 46% now own a Smartphone, up from 36% in
2010. It is expected to reach 60% in the next 12 months.

% Greater mobile internet penetration ... More Australians are using the

internet on their mobile phone. 60% have ever accessed the Internet on a mobile
phone up from 56% in 2010.

— 41% of the Australian mobile population own a Smartphone and have ever accessed Mobile
Internet up from 32% in 2010

% Greater frequency of usage ... 61% of Smartphone Internet Users are
accessing Mobile Internet on a daily basis, up from 53% in 2010

% Female surge in ownership and usage ...  Women have caught up to
their male counterparts in smartphone ownership and mobile internet usage.



% *

% Consumers accessing mobile internet for a range of

environments and locations...  Home, followed by commuting are the
most popular environments ... but the list is vast — presenting greater opportunities
for marketers to reach consumers.

% Greater pre-shopping ... 37% of Smartphone Internet Users having ever
made a purchase using the Internet on their mobile phones but a greater proportion

have used it to find information about a product /service to support a purchase
decision (47% - up from 40% in 2010)

— More than a third of Smartphone Internet Users compared prices of the product on their
mobile phone before going to the store, almost a quarter did so on the shop floor.

% Consumers are open to mobile advertising - but it must be a
considered approach and offer value to the consumer.

— Consumers find a variety of mobile advertising forms valuable — with mobile vouchers and
discount offers the most appealing.






