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» The voice of the consumer into Ericsson since 1995
- Research representing opinions of more than 1.1 billion people

- Use consumer insight to improve
Products and services
Strategy
Marketing
Our customers’ products and services
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TY Consumer Insights, London | Commerdsl inconfidencs | @Ericsson AB2010 | 2090-08-19 | Page2

SAMPLE REPRESENTATIVE FOR MORE E

THAN 300 M CONSUMERS

Population aged 15-59:

Representativity of
sample (15-59) in %:

Representativity of
sample (15-59) in size:

Population aged 15-59

Representativity of
sample (15-59) in %:

Representativity of
sample (15-59) in size:

China
550 M
1%

60M

Taiwan
16M
70%*

1M

Source Ercsson Consumerlab bl Skl C-staddy 2010
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Germany
48M
82%

39M

UK
51M
86%

44 M

Spain
26M
80%*

20M

us
183M
86%

157 M

*Estimations using knowledga from similar markats = Including estimationsfor Spain and Taiwan (31 w)

5M
90%

46M

Total™*
880M
38%

336 M
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SPURS CONSUMPTION

ON DEMAND'S ATTRACTIVENESS

Non-Live
Broadcast

Limited, scheduled,
commercials

\/

Traditional viewing
experience

Trying to cut back

]

—_—
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Source: Ericsson ConsumerLab M SM C-study 2010
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[ From “What's on” to “What do | feel like watching... ]

On demand

Unlimited, time-shifted
personal

v

Enhanced viewing
experience

Y/

Increased usage
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DRIVERS FOR CONNECTING PC AND TV

To get & larger screen

Ta watch "PCY content
mare comfortable

To wetch "PC" content
together with others.

&3 anthe

| wss inspired by firends
whio had

| read abaout it and
decided to fry

| wEs curous

To browee Internet on
ey T

Cthers wanted to
nnnnn ct them

Same screen far PC and
T (only have one)

Baze: Have conneded a computer to & TV screen

Source: Eticsson ConsumerLab b Shi C-study 2010
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[ Experience and social aspects are heavy triggers for merging the TV and PC ]
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ON DEMAND IS HERE TO STAY..
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o L Weekly use of different TV/video
» More than 70 % are “time- distribution channels (%)

shifting” on a weekly basis

{streamin g, downloading orwatching recorded Watch scheduled broadcast TV

EE

broadcast TW)

Watch rec broadcast TY

» More than 50% are using
internet based on demand ]
TV/video every week watch DVONHS/Bw-ray [T 48

atch strearmed 0D T
prograrmrmes

Watch short wvideo clips

» Google search results. ..

-“Online TV shows free": 677
million hits

-"“Web TV free”: 495 million hits

Watch DL content

atch streamed OD movies

wWatch PPY

[Consumption of on demand content is growing rapidly - and there is no |'eturn...]

Baze:ALL
Source: Ericsson Consumerlab M SM C-study 2010
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MOST IMPORTANT FEATURES

g

Standard quality

Excellent quality

Free from ads/commercials

Time shift

Usability, super simple interface(s)
Watch downloaded content

The Wireless home

Immediate access

Wateh on-demand streamed content
A lot of broadcast TV channels
Teehnieal support at home

In my native language

Access to Internet on yourstandard TV sereen
Personalised TV ideo content

Your T¥/Video on all devices/sereens
Recommendations and user ratings
Interactive TV

0% 10% 20% 30% 40% 50% 60% 70%

[The consumers are requesting an easy to use, high quality, on demand service ]

with no commercial brakes as their next TV service

Base:ALL
Souree: Ericsson ConsurnerLat b Shi C-study 2010
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SHARE OF TIME VS, SHARE OF WALLET

» The investmentsin money is not in proportion to investedtime
» Future share of wallet will more likely resemble the actual share of time

£€38/month 25 hours/week

Broadeasted
T¥iideo
Ondemand [Basie+Premi
7% on um TW)
demanditime %
Broadeast .
™ shifted
s8% T¥ideo
55%
PPV
4% PPV
2%

Average share of spendingon
TV/Video

Baze:ALL
Source: Ericsson Consumerlab M SM C-study 2010

Share oftime watching TV/Video
(inside the home)
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WHAT IS WORTH PAYING FOR TODAY?
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HARDWARE 1
TV sets
»Computers
*Mobile phones
»DVRs
»DVD-players

EXTENDED SERVICES
»Additional channels
'Video on Demand

BASIC ACCESS 1
TV platform
yBroadband

The things that )

consumers are

) ) f rLive sports
actually pa.ylng or »TV on demand
today, without ySeries

hesitation

» Average monthly spending on TV/video: €38
» Average monthly spending on Internet: €22
» Compulsory monthly TV license: €10

Base:ALL
Souree: Ericsson ConsurnerLat b Shi C-study 2010
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SPECIFIC CONTENT

PHYSICAL FORMATS
»Purchase DVDs
yRental DVDs

~€70/month
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NEW VALUES IN A NEW LANDSCAPE

> Low willingness to pay for online content today

- Internet mindset
- Consumptionon PC

> Future values

- From owning content to always access to content *
40% thinks immediate access is very important * X
- Reintroducing the social dimension x i Ig *

- Guidance, super simplicity
More than 50% think simplicity is very important

TV/Video is, and will be, highly valued and appreciated. If done right,
consumers will reallocate their TV spending to new alternatives

Source: Ericsson Consumerlab M SM C-study 2010
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SECOND SCREEN SERVICE RANKING

» Ease of use, control and enabling Internet in the TV without disturbing
the experience is attractivel

Touch screen - H s 8
remote

37% (top2)

Internet on the
22 6

small screen

35% (top2)

Small Screen TV 23 H 7 17
28% (top2)
0% 20% A0% B0% 80% 100%

@7 -Veryinterested @6 BS W4 @3 B2 B 1 - Not at all interested 7 don't know
When thinking aboul the different servicesfiplions in the concept How inferesfed wouid you
bein having a portable wirslass fouch screen that aliowed vou fo do allthe folfowing (hings:

Base:ALL
Souree: Ericsson ConsurnerLat b Shi C-study 2010
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FAST FACTS AND SUMMARY

» People are today spending up to 35% of their leisure time on watching
content

» 93% still watch traditional broadcast TV every week
» Morethan 70 % are “time-shifting” on a weekly basis

» More than 50% are using internet based on demand TV/video every
week
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FAST FACTS AND SUMMARY

» More than 50% would like to connect their PC with their TV just so that
they can watch online TV content together with others

» On demand has only 40% share of wallet, but 60% share of time

» 40% thinks immediate access to TV contentis very important

» More than 50% think simplicity is very important

» 37% are very interested in a touch screen tablet connected to their TV
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