OPPORTUNITY Unlike traditional coupons,

males and younger users have
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% of sample who would consider redeeming coupons via mobile

MOBILE MOTIVATION
Mobile also provides a new and perhaps the ideal platform for distributing online coupons, a

notion that appeals to nearly 3/4 of all Smartphone users.

Surprisingly, the study showed that males are the most open to this mode of couponing. Also
unexpected was the high percentage of young consumers open to this activity — with 25 to 34
year-olds representing the age group most interested in mobile coupons.




USERS KNOW A
SEISMIC SHIFT
IN ADVERTISING

IS COMING &
THEY ARE EXCITED

ABOUT IT

| have a Bank of
America app. Every time
| use my phone, | see the
icon. When | need account
information, it’s just a click
away. | don’t know if that is
advertising, per se, but it
makes me feel better
about my bank.

It’s not just about
screaming a message
at me anymore. It’s about
providing value and that, to
me, is so much better than
trying to influence me
by interrupti ng my
favorite TV shows.







SMARTPHONE

FUTURES




DIGITAL AND
IN PARTICULAR

MOBILE

IS ANTICIPATED TO
CONTINUE GROWING

CONTINUAL GROWTH

Six of every 10 Smartphone users surveyed expect their mobile Internet usage to increase significantly over
the next two years and to become an even more integral part of their lifestyles. This growing reliance on
mobile internet is a signal to smart marketers that they need to have a presence on mobile touchpoints.



MOBILE TRANSACTIONS
WILL CONTINUE TO o

BECOME COMMON
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SECURITY CONCERNS ARE

ADDRESSED

® Utilitarian tasks
® Banking

% have done or would consider doing via mobile

As usage expands, so will consumer confidence in the security of the mobile web for privacy-sensitive
tasks such as banking.

This is clearly an area where merchants have an opportunity to reassure and woo customers with

appropriate messaging and protective features.




SPEED AND COMPATIBILTY
ARE THE RICHEST
AREAS FOR RAPID
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DERIVED IMPORTANCE

Smartphone users are reaching for their devices to help answer unmet needs and will increasingly
do so as speed and compatibility issues are resolved. Services that don’t have dedicated mobile
formats are going to miss out on this significant shift in consumption.



CONCOMITANT MARKETING: MESHING:
The Smartphone represents the first marketing Smartphones are the
channel for marketers to move with and message ultimate media meshing
consumers everywhere they go. Mobile is less tool, with consumers
about “wireless online” and increasingly a highly simultaneously consuming
personal and customized medium. media on multiple screens
and utilizing their Smart-
phones to enhance their

TV viewing experience.

ACCEPTANCE:
The Smartphone is improving
consumers’ quality of life.
They appreciate marketers who
sponsor their mobile experiences. They

INFLUENCER VEHICLE:
Mobile is perceived as cool, active
and timely — the attributes of a vibrant

brand that is positioned for growth and viral want advertising that is appropriate for their
adoption. Mobile advertising provides an opportunity frame of mind and passions. They understand
to reach trendsetters and make a lasting impression the role that advertising plays in providing free
on the influencers who are a key audience to any content and prefer advertising that delivers

brand’s success. more relevant messages to them.













