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Consumer Profile: Weekly Mobile App Users

If | could make a
purchase with a single

| frequently will
search for more

Advertising click on my mobile, | information about a
keeps me up- would use it in the store product with my
to-date on and at home mobile
products | - e
would like to
have
| —
63%
agree
I 53% agree
49% have
requested more
information
about a product
with their
mobile

Source: Insight Express, Digital Consumer Portrait, 2009 WIRELESS



Many Opportunities to Reach and Engage

More than 1 Billion  global ad requests in Q2
(lots of opportunity to deliver a message!)

the click rate vs. online advertising

(and app users are influencers, so each message
and click has even more impact per dollar)



22 Million Weekly Mobile Web Users

| get more of my
news from my mobile
phone now than
any other source
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| use my mobile
phone more than |
use a computer to
browse the Internet

Express, July 2009 Mobile Phone Users

The mobile Internet
is my preferred way
to receive
information

B 55-64 yrs old
m 45-54 yrs old
W 25-44 yrs old
W 18-24 yrs old

Remember,
App users
are also
mobile web



Mobile Drives More Purchase Intent than Online

BRAND METRICS
Mobile versus Online

Unaided Aided Ad Awareness Brand
Awareness Awareness Favorability

Source: Insight Express
Note: Delta calculations based on overall exposed percentages (minus control)
Respondents: Mobile N = 47,658, Online N = 513,973
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Why Such High Impact?

Users spend significant time in their favorite apps =
More opportunity to see your message

Many applications capture location data (with user
consent) = Enhanced targeting for close -to-purchase
Impact

- 100% share of voice = no competition for attention

Quattr

WIRELESS



HOW?




Sight, Sound, Motion!

Example from
mobile web,
canrunin -app
as well
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