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The mobile web Is changing user
behavior

, more people in the US will be going online
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Half of all adults get local news or information
on asmartphoneor tablet

Growth ofsmartphoneand tablet news audience is +30%
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Smartphone Users
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Smartphone News
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All aduits
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Tablet News
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47% Getl local news or
information on their cell
phone or tablet

Television News =136MM; Online News=150mm; Print Newspapers=115mm Radio
News=45mm;
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Base: 1864 year old, weekly+ usage. Online news on PC/laptop btayket size based oMagidNews Value Study, January 2012.
Growth trends based on Pew Research 2011 State of the News Nidaligd Media Futures 2011.



News Is among the most accessed content on

mobile

. . 0,
Get weather information 56%

Activities Done

Get maps/directions
Use a social network

Watch Video

59%

30%
Get local news 38%
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23%
Get sports scores — 26%

Use a shopping list

Check out restaurant, bar, retailer reviews

Get national/international news

Online shopping
Business apps like PowerPoint

Read books P

In-store shopping assistance 15%

Get stock market/business info 14%

Smartphones

m Tablets

0% 20% 40% 60%

Base: Wireless Tablet users N=1,592, Smartphone users N=1,483
Q14. Which of the following things do you do regularly on your device

80% 100%



Shift tosmartphonegs changing how
Americans work, play, and live

| use my

smartphone every
e wi t\hout day

| candt | i
my smartphone

53%

mobile consumers now have
smartphones

Base Totalmention, N=4,000

Q.1 Which of the following devices would you not be able to live without? Select all that apply.

Base: Those who own/use devices;. Smartphone N=1,973; Cell Phone N=2,813; Wireless Tablet N=802; eReader N=833
Q2AD. About how often do you use the following devices?



Smartphone base now representative of US
population and reaching a mainstream audience

Majority usage In
all under 50
demos; Huge with
25-34s

6% of 25-

44s owns or
uses a
smartphone

Base: Smartphone user N=1,973
QEAD. Which best describes your ownership and/or usage of the following devices? | own a and use a

smartphoneor owne d by someone else in home and | userartphone



Top takeaways

Smartphonesnow a majority.
Over 50% of mobile consumers have
them.

Broad base of users and of
activity.

SmartphoneK | S Y2 JSR- 6 S
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Mobile replacing the PC as the go

to device.

2§ SELISOG I YIF22NAd
occur via mobile device in the next 18
months.



The Tablet platform i1s showing tremendous
growth

0-34%

Tablet ownership in two years

51m

Tablet owners

Base: Smartphone user N=1,978JI@hone only-user intending on purchasing a smartphone , N=371
QEAD. Which best describes your ownership and/or usage of the following devices? | own a and use a smartphone or ownechlkey someo

else in home and | use a smartphone
and estimated U.S. Internet population data (agee48 from the U.S. Census Bureau and eMarketer.



High tablet satisfaction and engagement

Tablet
advertising has

directly led me | use a tablet luse it a
Its my preferred to buy a other than an lot at home
device to get the product in the iPad (66%)
news last 30 days (45% overall. 22%
Kindle Fire, 11%

| share it
with my

family
(39%)

Magid Mobile Content Study Badeespondentsvho use a wireless tabl&=1,114



Consumers prefer tablets

Prefer using tablet <::) Prefer using computer

From getting local news to browsing

and from games to shopping
consumers prefer their tablet over a

laptop or smartphone.

Mobile Study, 2012 Bas®/ireless tablet owners/usefd=1,592
Q. 7.4 Do you prefer using a wireless tablet to a computef MBERT AND RANDOMIZ= A
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Also Feel: Also Feel:
Informed (53%) Frustrated (65%)
Entertained (35%) Annoyed (45%)
Educated (17%) Bored (13%)

/
Empowered EI'I l] I'I'IEI“/
nterested

Also Feel:
Annoyed (33%)
e Informed (32%)
Disappointed (31%)

éInformed

Annu etl
Fleased

Also Feel: Also Feel:
Informed (52%) Entertained (39%)
Interested (29%) Interested (33%)

Enjoyment (18%) Educated (25%)
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Tablets clearly here to stay

Exponential growth
0 to 34% penetration in two years.

Video and Print as killer apps
Legacy print-like content is shaping up as a

potenti al oOkill er appbo
say tablets have the most engaging
advertising.

Monetizable platform

Unlike web models, consumers see the
tablet more along the lines of a smartphone
and are willing to pay for content.




| want a tablet

45%

Of consumers intending to 4
purchase a tablet are female \&

Magid Mobile Content Studgase Those who plan on purchasing a wireless tablet in the next 12 months. N=447
QJ. Even if already owned, which of the following devices will you purchase within the next 12 months? Select all that apply.
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of mainstream singles
7 5% in LA want ALL
breaking news

M2Q9: With regard to breaking news on the tablet, which would you prefer?
M2Q19: If they were available, how often would you want to receive push
notifications for breaking news? N=1,845
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2 5 + minutes of

news a day across 6.59

sources News Junkie

—
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trumps information overload, they want to

M2Q50: On a typical day, on how many different websites and or apps

pr|0r|t|ze CcO nte nt the mselves you read the news? M2Q64: How would you characterize your news

habits? N=1,845




| want it my way

Consumers want/need to feel they have
customization options

(1%

in Chicago
customized their
news

M1Q4:Which of the following have you customized on the tabkt2,816
W1Q30: Which sections have you changed? N=1,801




Tablet ads are engaging

Lesser known brands saw double digit increases in brand recall

BuickVeranosaw a increase
IN awareness in one month

140%

e
¢ ——
*MOCYS { ==
K\-Ir—
GVIC
Q40: Which of the following companies or brands have you heard of?

Tablet N=1,746, Month 1 N=1,816

ally
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Mobile ads drive action

AAPE H36, =0 aserm

83% R - N =

Save $1.00

Of smartphone owners - o ff‘w,,.:;,:u:,’.}.lfi._cf,::,dl‘ $1
have seen a mobile ad ' 1

40%

Of smartphone owners :
have clicked on an ad in the 1 ——izd «
last 30 days

Save $0.55

Mentos® Gum =
any one Mentos® Gum product

Smartphone users who have seen a mobile ad N=1,433
Q. 23 Which of the following actions have you taken after seeing an advertisement on your mobile phone? Check all that apply



Local Matters: action and transaction oriented local
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Ads | see AND want: Ads | see b
as relevant:

Mobile Coupons SMS

In-store Sales/Deals SociaMedia

Local Events BannerAds

Geographic In-Game
INn-App
In-Video

Base: Wireless Tablet users N=802:
Q24R1-R18. What types of mobile phone advertising would you find relevant to you? 1 of 2
Q22R1-R17. What types of advertising have you seen while using your mobile phone? 1 of 2



Local Publishers Matter

Local TV and Newspapers beat their national
competition across the board by approximately-a 2
margin among tablet owners in trust, reliability, and
credibility of both content and advertising.

2-1

(hicago Tribune

MagidMobile Content Study Base: Respondents who use a tablet N=1,416; Smartphone User N= 2,428; TM
N=4,176



Advertiser takeaways

Brands matter to tablet

B Pre-Tablet m Month 1

consumers. Lesser known rarget 1900
brands have the most Maoy's 9%
upside. Diet Coke 3341
Coke Zero 8%?(/8

~ ] Buick Regal f{}o
U Learning: Tabletsadsar ... )

e n gag I ng Cadillac CTS V-Coup
U Implication: Integrate GMIC Acadia

creative campaigns Ay Bk

across multiple platforms .

for success. e

0% 20% 40% 60% 80% 100%120%




Advertiser takeaways

Consumers prefer tablets 2 Weather 22%
02 t/ Qa8 FT2NJ kif Y2 3abes S TSNE
activity.

67% Video 28%

U Learning: Consumers
orefer tablets 64%  Social Networking  26%

U Implication: Data and
64% Internet 31%

relevancy will impact
consumer behavior

63% Local News 30%



Advertiser takeaways

Relevancy and context
matter to consumers. They
want the ability to
customize to their lifestyle.

U Learning: Consumers
want more customized
news

U Implication: They want
customized advertising
too. Relevance is
Important.

m Added free apps
m Changed background
B Changed font color

100%

80%

60% -

40% -

20% -

0% -

m Changed news content panel
m Changed font size
W Added paid apps

1%




Tribune andvagid

ATribune Company regularly produces important consumer insights through research
studies published and produced through our media platforms.

AFrank N. Magid Associates has bedeading researcibasedstrategic consulting
firm in the media, entertainment and communications industfi@sover 50 years.
We interviewed over 1 million consumers by phone, online, anaerson in 2010
and have also conducted thousands of B2B executive and professional interviews.

A At the core of our work is our intense study of consumer behaviors and attitudes
towards all aspects of communication and entertainment.

Infrastructure Advertisers & Content Providers
T . .-Mobile- o &23 Kimberly-Clark
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Andy Vogel
SVP, Digital/Mobile, Tribune Company
andyvogel@tribune.com

Mike Vorhaus,

President, Magid Advisors
mvorhaus@magid.com



Advertising budgets following users to
mobile

US Mobile Advertising Spend

2011 2012 2013 2014 2015 2016

SourceeMarketer, January 2012



Smartphones

U Biggest current market. Strongest In
younger demos, but broad installed base.
U Evolving and relevant advertising
platform.

U Multiple OS platforms with clear
monetization distinctions.

U Preferred device for othe-go activities
such as weather, games, music, maps, and

\ social networking. /




Tablets

(0 More male, younger, higher HH. \
Intenders skewing older.

U iPad is clear market share leader, few
content consumption or monetization
differences between platforms.

U Broad content consumption, but fewer
aYAffSNI ! LA d¢

U Tablet users view tablets as their
preferred device for many types of conten

and information, including reading and
video. /

t



