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THE GREATEST
TRANSFORMATION IN
CONSUMER BEHAVIOR THAT
WE WILL SEE IN OUR LIFE TIME
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CONSUMERS TECH &IBRAMNISRSCTURE TECH & INFRASTRUCTURE
Still can’t get enough Mobile Sthitinamesitphtmgegqznd excite Mobile continues to evolve and excite

) @ROHITDADWAL

MOBILE MARKETING ASSOCIATION



A. CONSUMER TRENDS: CAN’T GET ENOUGH

Prepare to chat Consumers want to be Video 1s Mobile

85%p Chatis “uber- 1 85%

eating the world satistied” ‘0 b 3 In APAC

You can have my data User generated S—fy
it wi 3
But it will - content goes to >t

cost you ¥ Entertainment
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1 . PREPARE TO CHAT

n Messaging Apps will lead in terms of overall

6+ of Top 10
most used apps
globally =
Messaging Apps

[ Top Apps by Usage

Top Apps by Number of Sessions

Rank App Rank App
1 n Facebook 1 ® Kakao Talk
2 N WhatsApp 2 N WhatsApp
3 o Messenger 3 G WeChat
4 m Instagram 4 a VK
5 .J LINE 5 oJ  LINE
6 S Viber 6 S Viber
7 @ Kakao Talk 7 £ Facebook
8 @ Clash of Clans 8 @ Clash of Clans
9 a WeChat 9 m Instagram
10 u Twitter 10 Q Messenger

Messaging
Apps—
significant app
sessions
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Global Usage vs Sessions
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1 . PREPARE TO CHAT (cont’d)

ad

They are projected to
attracting new users in 2016

Chat apps: MAUs over time
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Global Growth
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Tai Viét Nam, Zalo dang 13 messaging app (ing dung tin nhin) dan dau:
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2. CONSUMERS WANT TO BE “UBER-SATISFIED”

«Just in Time” products raise the bar and educate consumers in terms of what's possible in any Industry.

... ‘Just in Time’ Products + Services

= Enabled by mobiles + Sensors + Humans

Selected On-Demand Company Fulfillment Time Estimates

Transportation Food Delivery
O LUXE -10 min E <20 min sb Typically within 1 hour
POSTMATES
lyr Within mi hrd Typically within 1 h
1thin minutes DOORDASH ypically within 1 hour Sﬁyp ~20 min
Within minutes 1§ Typically within 20-40
PER MUNCHERY :
— minutes
Travel
Dining i .
AP’U?K 15 minutes
o Q) airbnb Instant booking
OpenTable Instant booking
Entertainment Food -I' Instant booking
SeatGeek Instant booking Jdnatacart Typlcally within 1-2 hour
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“When you’re
browsing on your

phone, you’re a

COnsumer-- you
want what you
want, and you

want it now”
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3 . VIDEO IS NOW MOBILE

Video has already become
in many countries

Time spent with Mobile video,

0 1 T T T T T T T T T T T T 0

o . . W Desktop
L X P R R D S P LD P&
KL EF N E S v
R (@0 R A KNP o‘& ¢
o A N R — e <Tablet
& &
———Total Minutes
Share of Video that is Mobile by Region: APAC 36% Europe 27% NA 27%

Average Time Spent per Day with Digital video by US
Adults, by Device, 2011-2015

hrs:mins and CAGR

2011 2012 2013 2014 2015  CAGR

(2011-2015)

Digital video 021 036 050 103 1:16 38.4%
—Mobile 003 009 021 030 039 91.8%
—Tablet 001 004 013 018 022  119.8% _
——Smartphone 002 004 008 012 017 81.1%
—Desktop/laptop 012 021 022 024 024 18.6%
—Other connected  0:06 006 007 009 013 22.5%
devices*

Note: ages 134, time spent with each medium includes all time spent with
that medium, regardless of multitasking; for example, 1 hour of
multitasking on desktop/Aaptop while watching TV is counted as 1 hour for
TV and 1 hour for desktop/aptop, *includes game consoles, connected TVs
or OTT devices

Source: eMarketer, April 2015

188130 wwieMarketer.com
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Th&i gian online trung binh hang tuan

Source: Nielsen Vietnam Cross-Platform Insights 2015/2016
Copyright © 2016 The Nielsen Company

Thoi gian truc tuyén (online) méi tuin
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4. YOU CAN HAVE MY DATA .. BUT IT WILL COST YOU
Consumers become MOre pragmatic about the value exchange with brands and are willing to share data in

return for tangible benefits

Global Percentage of consumer surveyed
0% 10% 20%  30% 40%  50%  60%

89%

65% If warmed & defrost automatically
based on my schedule

Best place to get least expensive
petrol on route

Pays me Offers me Loyalty points for .
h rewards significant discounts  services and product Best place to get least expensive
cas g p petrol on route
US Ping vehicle health report to

my smartphone

77% 68% Automatically schedule
maintenance

Have one maintenance session
for Free

Pays me Offers me Fever steps to get
cash rewards significant discounts things done

Survey: I would be willing to share my data from my car with the automobiles manufacturer’s
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5. USER GENERATED GOES TO ENTERTAINMENT

the first YouTube more influential

WOULD TRY A PRODUCT OR BRAND SUGGESTED BY

13

1417

18-24
FOLLOWS ON SOCIAL MEDIA
13

1417

18-24
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CONSUMERS BRANDS TECH & INFRASTRUCTURE

Still can’t get enough Mobile continues to evolve and excite

Start catching up
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B. BRAND TRENDS: START TO CATCH UP

Mobile takes it’s role in the Mobile gives life to Brands discover Mobile

10-15% media” (Deal of Decade)

media mix ‘“other -
Video @

Geo Targeting Marketing ! ./ I
measurement
creates next must have

Marketing approach 9 is about to go

(Conquesting is King) § through a complete rethink
- (it’s needed)
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1 . MOBILE TAKES IT’S ROLE

n brands are not investing nearly
enough in mobile

/s/‘ But marketers think that
du to the future of their Company in 2016

18% -
16%
14%
12% -
10% -
8%
6%
a% -
2% -
0%

Optimal allocation of mobile in the mix

GE

K1 Walmart : -

& atn

Secondary 3%

Not Important | 1%

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Source: SMoX 2015
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Source: MMA Marketer Research
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CHI PHI CHO QUANG CAO

Chi phi danh cho quang cao toan cau (%)

2015
Truyén hinh  42.0
Bao in 12.4
Tap chi 6.9
Radio 6.6

Rap phim 0.5
Ngoai troi 6.9
Digital 24.6

2016

41.4
11.2
6.5
6.5
0.5
6.9
27.0

2017

40.7 Truyén hinh
10.3 Bao in

6.1 Tap chi

6.2 Radio

0.5 Rap phim
6.8 Ngoai troi
29.3 Digital

Source: Dentsu Aegis Network Global Ad Expenditure Report Sept 2016
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2015
88.3
2.9
1.6
0.1
NA
NA
7.0

2016
88.7
2.3
1.1
0.2
NA
NA
7.7

2017
86.8
2.0
0.8
0.2
NA
NA
10.3
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2. MOBILE GIVES LIFE TO OTHER MEDIA

PRINT:

) @ROHITDADWAL

TV:

* 87 % of consumers engage with a second screen
while watching TV

 This second-screen behavior means fewer
eyeballs are on the TV screen at any given time,
resulting in a drop in TV ad awareness of more than

50%.

e Serving synchronized ads to reinforce the TV
ad message, can improve results (39% brand

uplift and significantly increased ad awareness in
aNissan Case Study).

Source: Fourth Source
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3 . BRANDS DISCOVER MOBILE VIDEO
They start experimenting with new video formats

i * Developing common mobile
Evolve to Audi ultra. becoming a legitimate format, which social network like FB

—  Driven in large part by live has integrated into its newsfeed

preventing the profusion of
streaming apps

—  provide users with a new level of different formats that are
immersiveness currently out there may be a
challenge

- %

ik

~360°VIDEL

) @ROHITDADWAL

MOBILE MARKETING ASSOCIATION



4. GEO-TARGETING (CONQUESTING)
Next must have marketing approach

Nearly 80% of marketers are using location targeting

Audience targeting is the most common use of location, indicating marketers are aiming to reach
consumers not only where they are in the moment, but also based on their behaviors and interests

Use Location for Mobile Ad Campaigns Ways Locations is Used

To Target a specific 46%
audience 50%

To target consumers
around businesses
or points of interest

To send location-
relevant messages

B Marketing Decision Maker ™ Agency

‘Combining location-
based [big data] and
programmatic’ will

likely have a dramatic
impact on outcomes

for marketers in
2016.”

Beth Principi
AdTech writer
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5. MEASUREMENT NEEDS TO GO THROUGH A COMPLETE RETHINK
It’s needed

Figure 19: On a scale of 1-5, where 1 is ‘Not at all confident’ and 5 is ‘Extremely confident’,
how confident are you in your organisation’s ability to measure the following?

Return on offline ad spend 22%

Return on investment for offline

marketing programmes — .

Return on mobile ad spend 13% 23%

Return on investment for mobile

marketing programmes o ot

Return on investment for digital

marketlng programmes m essssmmmnn maNEEEES
0% 20% 40% 60% 80% 100%
o1 ®2 ®3 ®4 @5
Econsultancy /| Adobe Quarterly Digital Intelligence Briefing Respondents: 1,894
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CONSUMERS TECH & INFRASTRUCTURE BRANDS

Still can’t get enough . . . Start catching up
Mobile continues to evolve and excite
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C. TECH/INFRASTRCTURE

Internet of Things Mobile payments
(I0T) becomes adds a

Internet of E new payment -
: &
Everything &

Platform $X

Virtual reality Voice is New

is becoming Remote
Mainstream Control ‘«f;?»t
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1 . IOT BECOMES INTERNET OF EVERYTHING

[oT will grow fast, but and Low Value for Money perceptions will

& are

until clear
consumer benefits are identified

Estimated Device Shipments by Sector The Future of Consumer Adoption
8,000
‘ Sman clothng  [J— Lack of Preceived Value 30%

will drive part of the

leading the charge with consumers

Wearable display —
Self-driving vacuum F Price
Smart watch [J——

Sman tridge [ ——
Gonnadiedseceili F Privacy
Wearable fitness —

2014€ 2015¢ 2016€ 2017¢ 2018¢ 2019€ Smart thermostat F Other _ 259
! . ()

0 5 10 15 20 25 30 35

N 26%
B

9%

Source: Accenture, Barrier to adoption
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2. MOBILE PAYMENTS ADDS A NEW PAYMENT PLATFORM
They realize it’s the deal of the decade

Mobile will put a button Expectations for fast delivery will

Larger Screens and improved UX will
unleash consumers

US Same-Day Delivery Merchandise Value and
Shipping Fees Generated, 2013-2018

Cart Abandonment Rate Worldwide*, by Screen Size,
Dec 2013

billions
3.2" 96.8% ' . . .
== i m— 0 16 aos
5.0" 90.8% =] R "7
]
Y =7 i -
] 0.6 Y ==
= = () e e e e
Note: represents activity on SeeWhy's network, broader industry metrics —— s— e , _
may vary; *77% of clients in the US, 23% of clients in the rest of the world E e 3 B 4 o @

Source: SeeWhy's unpublished data presented at National Retall
Federation's "Retail's Big Show 2014°; eMarketer calculations, Jan 14, 2014

169128 Wi eMarketer.com 2013 2014 2015 2016 2017 2018
M Value of merchandise ordered M Shipping fees generated

Note: delivery by human courier in 20 cities
Source: Bl Intelligence, “Same-Day Delivery Market Forecast,” Sep 23, 2014

181178 wwieMarketer.com
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3 . “MOBILE REALITY” IS BECOMING MAINSTREAM
Augmented reality

Augmented reality means that rather than scanning (or ignoring) QR/Bar codes for basic

coupons: open a gateway for personalized rewards programs, mobile gaming, and non-traditional
shopping experiences

200M +
Users in 2 months
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4. VOICE BECOMES THE NEW REMOTE CONTROL

e fE @ 16:24 -

Progress with speech recognition technology —

who is the 1allest
Manchester United player

making it easier and more reliable — is set to drive
voice search in 2016.

win INACES MAPS Nt

Brands will need to reassess their search

strategies to take advantage of the different way
in which people vocalise their searches.

What you
The Five Tallest Players in the voice search could do
History... - Manchester United Pro
Mps A facedook com » posts amazoncciio
S

Mobde-f 2y - The Five Tallest Players in
the History of the Premier League

- J, -
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CONSUMERS BRANDS TECH & INFRASTRUCTURE

Still can’t get enough Start catching up Mobile continues to evolve and excite
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MARKETING

Thank You!

Rohit Dadwal

. rohit.dadwal@mmaglobal.com
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