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@ Ipsos: A World Leader in T&T Research

" |psos is the third largest research company in the world

= Every year, our researchers conduct more than 20 million
interviews across the globe

® |psos is also a specialist in Tourism & Travel research and
conducts T & T research globally.

85 countries with key positions across all the main regions
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Ipsos

Methodology
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@ Methodology

Methodology Web survey in 24 countries:

Australia, Germany, Russia,

Argentina, Hungary, Saudi Arabia,

Belgium, India, South Africa,

Brazil, Indonesia, South Korea,

Canada, Italy, Spain,

China, Japan, Sweden,

France, Mexico, Turkey,

Great Britain, Poland, The United States of America

Target Adults 16+

Sample size 18,778 adults
(1,000+ or 500+ per country)

Data collection Wave 1 November 2010

Wave 2: October 2012

Ipsos Marketing 4
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@ Global socio-demographic portrait : Median age per country
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@ Global socio-demographic portrait : Gross Domestic product per capita

Countries by 2011 GDP (nominal} per capita.’”

B over 102,400 il s12.500-25,600 []s1.600-3,200 below $400
I s51.200-102,400 I s5.400-12,500 $300—1,600 unavailable
i 525 500-51,200 [ 53.200-5,400 $400-300

Source : http://en_’File:BNP_perfhoofd_ZOll_upd.png Ipsos Marke‘ting 9



@ Global socio-demographic portrait

Younger

More wealth

Scandinavia
. Australia

. USA
.France

Russia + Eastern
Middle East . Europe

Older

Latin America + Indonesia

Malaysia

Less wealthy Ipsos Marketing 10



Wishes for Next Year

Travel to other Improve my financial Spend more time with Improve my
countries situation friends and family health

Swdiacbia | 1% | s | 13% 0% Money is the
Germany 359% 15% number one wish
South Korea 15% 55% 13% 15% for 2013, but less
Italy 15% 54% 16% 11% within the countries
14% 8% 16% who are eager to
travel.

Indonesia 12% 65% 14% 9%

Canada - 47 o Sweden, China and

i Australiaare the
countries who wish

.  most to travel in
South Atrc % 1% 1% 2013.
S - s Ipsos Marketing 1




ﬁ “l want to travel more and | can afford it, so | will”
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@ “l want to travel but money could be an issue and limit my
ability to do so”
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@ “I’m too broke to travel right now, my financial situation is the
priority”
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@ “My priority is improving my health, I’'m getting old”
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@ The Primary Type Of Pleasure Trip/Vacation That Appeals Most
To Consumer Citizens Around The World

Cosmopolitan

Adventure g 2\ Relaxing

CuI\t;re Imnersion
- £ y ‘ .

Family time 08
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The Primary Type Of Pleasure Trip/Vacation That Appeals Most
To Consumer Citizens Around The World

Cosmopolitan

Adventure g i) Relaxing

Culture immersion
" S e "~".'t7 S\

Family time 0%
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@ Relaxing — where do they come from?

Top 6
Bottom 6
7,'\\(: % vs 2010
®: % vs 2010
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@ The Primary Type Of Pleasure Trip/Vacation That Appeals Most
To Consumer Citizens Around The World

Cosmopolitan

Adventure g i) Relaxing

Culture immersion
e D i< S o
5 1 . ARt

Family time 0%

Ipsos Marketing 20



@ Family time — where do they come from?
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A 4% vs 2010
®: V%vs2010
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The Primary Type Of Pleasure Trip/Vacation That Appeals Most
To Consumer Citizens Around The World

Cosmopolitan

Adventure g i) Relaxing

Family time 0%
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@ Outdoor Living — where do they come from?

A 4% vs 2010
®: V%vs2010
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The Primary Type Of Pleasure Trip/Vacation That Appeals Most
To Consumer Citizens Around The World

Cosmopolitan

Adventure g i) Relaxing
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Family time 0%
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@ Culture immersion — where do they come from?

K

Bottom 10

A 4% vs 2010
®: V%vs2010
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@ The Primary Type Of Pleasure Trip/Vacation That Appeals Most
To Consumer Citizens Around The World

Cosmopolitan

Adventure g 2) Relaxing

Family time 0%
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@ Adventure — where do they come from?

Bottom 6

A 4% vs 2010
®: V%vs2010
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@ The Primary Type Of Pleasure Trip/Vacation That Appeals Most
To Consumer Citizens Age e World

Adventure 1&

Culture immersion
e D i< S o
5 1 . ARt

Family time 0%
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@ Cosmopolitan — where do they come from?

Bottom 9

%: 'T‘% vs 2010
®: V% vs 2010
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= USA + 8%
= Family
= Brazil +9%
= Saudi Arabia +9%
= Mexico +8%
= India +7%
= Argentina +9%
= Qutdoor
= China +5%
= Culture
= Germany +13%
= UK +8%
= ltaly +6%

Ipsos Marketing



= Germany -6%
= UK -9%
= USA -4%
= Qutdoor
= Belgium -4%
" Culture
= Mexico -8%
= |India -5%
= Adventure

= Sweden -4%

Ipsos Marketing
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Outlook
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& Give up social network or TV ?

What would you rather do?

Great Britain
France
Australia
United States
Canada

Italy
Germany
Poland |
South Korea |
Belgium
Japan

Spain
Argentina
South Africa
Hungary
Mexico
Russia
Hong-Kong
Sweden
Saudi Arabia
Indonesia
India

Turkey
Brazil

China

U

| |
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®m Give up Social Network " Giveup TV

0
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20% 40% 60% 80%

SMOEE 36 TEAR SLOY 00 NOT TAKE MY
REMOTE CONTROL!
oOx T R ey eyens de 19 amgpica
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L Caewimed

22 58X
e e v ‘
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G-8 Camrans
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Television is still king.
North America, Europe and
the G-8 Countries are most

likely to prefer TV over social
networking.

While the BRIC countries and
Middle East and South Africa
are most likely to prefer social
networking to TV.
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Have you ever recommended a brand you « like » or follow on a social

network

Have ever recommended a brand they ‘like'
or follow on a social network

Turkey
India ‘
Mexico —
Argentina
Indones s o — s e———
South Africa e —————
Brazil |
Spain
China
Poland
Italy
United States
Russia
Australia
Sweden
Saudi Arabia
France
Belgium
Great Britain
Hungary
Canada
South Korea
Germany
lapan
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| LIKE YOU AND WILL FOLLOW
YOU ANYWHERE!

NEARLY ADX OF PEOPLE MAVE RECOMMENDED
A BRAND THEY “LIKE" OR FOLLOW ONLINE.

COr Drag to ZOOM ;oweense Povewiy ke

Nearly 40% of people have
recommended a brand they
« like » or follow online.

Latin American are more likely

than others to recommend a
brand they « like » or follow.

Ipsos Marketing
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Have you ever bought a brand because your friends « like » of follow the

brand on a social network

Have ever bought a brand because their
friends 'like’ or follow the brand on a social

network
China #
India
Turkey

Indonesia
Brazll
Mexico
Russia
Spain
Argentina
Saud| Arabila
South Africa
Poland
United States
France
Belgium
italy
Australia
South Korea
Canada
Sweden
Great Britain
Germany
Japan
Hungary e

-

0 10 20 30 40 50

60

MY FRIEND "LIKES™ A BRAND. HMMM...

MNEARLY ONE IN FOUR
PEOPLE SAY THEY
WOULD BUY A BRAND
BECAUSE A FRIEND
“LIKES™ OR FOLLOWS
THE BRAND ON A
SOCIAL NETWORK.

Nearly 25% people say they
would buy a brand because a
friend « likes » or follow the

brand on a social network.

In the BRIC countries, that
number rises to 39%.
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& Give up sex or your phone ?

WO Iet YOu It ter T0O SEXY FOR MY PHONE!
_ WGiveupsex = Give up phone NP SEx TG KEEP THEIR MOBILE PHONE.
: J:Pan z ‘ WHICH WOULD YOU RATHER D07
ong-Xong | ,
South Korea 4: 78%
Indonesla | ' o= OB E PHORE
Saudi Arabia  —— : ,
India —l | _
Great Britain — ' :
South Africa _e— ! | - 22%
Au:;::l‘:: - | GIVE W 55X Q
Russia d ;
United States e | 22% (and 30% females) would
B;:ﬁ’:ﬂ"; fR— [ ‘ z ' give up sex before they would
Germany memm— | | give up their phones.
Hungary e f ‘
1 | | |
Turkey i — ; 2 . . . .
France : This varies by region, with
wa_c" — Latin Americans less likely to
exico .
Canada e give up sex (10%) and people
ltaly — ; from APAC countries more
Spain  m—— e . o
Argenting e | likely to (31%).
Brazil : : : :
0% 2005 405% &0% 80% 1004
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The Look of Ipsos Surveys
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MOBILE WEB

*New Approaches to Traditional
Surveys — mobile online
*More visually engaging experience
*E-mail > Web survey
Question & Answer
*Feature- & Smartphone
Full survey capabilities
*Online only

MOBILE APP

*A mobile survey research platform
for Android, iPhone, BB, Symbian and
Java-based Smart/Feature Phones,
*App > Survey Question, Answer &
Task based research
*Full survey capabilities
«Camera/Video response/capture
*GPS
*Online & Offline
*Reminders/notifications

Stimulus matenal

Ipsos

Applife

Ehowing stimulusmatenal s also possible.
¥ou can think off TV commerciale, a naw
lega o privit campaigne. Abcye, you Gan see
the logo ol ipsos. As & parbcpand in the
rasaarch you can commant on tha logs

sl Cive

QUAL APP

*A qualitative mobile research
platform for Android & iPhone
*Tasked based research
*Two way interaction/probing/
discussion based on guides
*Camera/Video response/capture
*GPS
*Online & Offline
*Reminders/notifications



& Have you ever read an ad on your mobile phone ?

Have ever read an ad on their mobile phone

Turkey ‘
Indonesia ]
Mexico
Russia
Argentina |
South Africa
India |
South Korea
Spain
China |
Poland
Brazil
ftaly
Hungary :
Saudi Arabia
Sweden
France i
United States |
Great Britain |
Australia |
Germany E—
Jipan  S——
=
o=

Belgium
Canada

80
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Ll 4% )
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’ ﬂ 45%
. .
31 H 32% m | H‘a‘

ety Lancs

WAL .
LATIN eRNT N

41% of people say they have read
an ad on their mobile phone.

People from Latin America,
Middle East, Africa and the BRIC
countries are more likely to have

viewed and ad on their mobile
phone than people from North
America, Japan and Western
Europe.
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& M-commerce

Have made a purchase an their mobile *HELLO? OH, HI THERE, JUST LET ME
phone within the past 6 months . FINISH THIS PURCHASE . . .~

MORE THAN ONE IN FOUR RECENTLY USED THEIR
SHART/MORILE PRONE TO DUY SOME FHING

India
China |
South Korea |
Indonesia
South Africa |
Russia
Saudi Arabia |
Australia
United States
Sweden
Great Britain
Turkey
Japan
Spain
Mexico
Brazll
Italy
Germany
Canada
Poland
Argentina
Hungary
France
Belgium

42 % of people from APAC and
BRIC countries have recently
made a smart phone purchase.

The practice has not taken hold
as strongly in Western Europe
(18%).

|

v 100 20% 30% 40% 50% 60% 70%

S
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@ Recapitulation

MULTI CHANNELISTS

Prater zive up
S petwadtan Ty 0RaR

Great Britain Belgium

Mm”' | V. e

Froder 10 Inberact o
With hedaful Maedly
cuslimmy swraion
France By
W fan .00 Powbor 3n #fictset,
l  thelr motike phone utomates sl
w Maics: miTenence
MOBILE ENTHUSIASTS
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