Marketing in the Mobile World )
AdReaction 2012
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FAVORABILITY TOWARD MOBILE ADS VARIES AROUND THE WORLD
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MOBILE ADS HAVE 3 — 4X MORE
IMPACT THAN ONLINE ADS...

BUT ATTITUDES TOWARD MOBILE ADS ARE NOT
YET FAVORABLE COMPARED WITH OTHER MEDIA

HUGE OPPORTUNITY O
FOR GROWTH...
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...smartphones & tablets

will be installed globally
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*Source: Morgan Stanley Research

0) 0)
51% 51% 50% 48% 4%

45%

36% 36%

—
(@)
o
=
=
@)
~~
o)
—
<
o
=
M

Television
Magazine
Newspaper
Opt-in-email
Online

(website display)
Brand websites/
microsites
Social Media &
Networking sites

ON MOBILE, CONSUMERS MOST WANT TO HEAR FROM:

31%

Banks &
Financial Services

AR

32%

Newspapers 32%
& Magazines

Local Restaurants

Of users said that receiving
deals or promotions on
mobile improve their opinion

21% of the brand.
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MOBILE ADS DRIVE
CONSUMERSTO

PREFERRED MOBILE AD FORMATS MOBILE WEBSITES
& SEARCH

Mobile search ads 25%

Mobile display ads 23%

Visited
the brand’s
In-app ads 21% website

31%

Searched for
the brand on
the internet

TOP 5 THINGS THAT MAKE TOP 5 THINGS THAT MAKE
A GOOD APP A GOOD MOBILE WEBSITE

Free to Quick to Doesn’t Works for Clearly Loads Displays Easy to Easier to Different
download download Crash all software explains quickly clearly on find via use than features to
versions updates mobile mobile desktop regular
device search website website

Source: Millward Brown Global AdReaction Study, November 2012

Integrated analyses from Millward Brown, Dynamic Logic @ M i I IWa rd B Fown @ Dynamic Logic

and Firefly Millward Brown

Millward Brown Digital




