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MULTI-COUNTRY STUDY EXAMINES MOBILE PHONE USE

Study finds that 87% of Americans own a mobile phon e and 52% use their phone daily

Basking Ridge, NJ--June 29, 2009 : A multi-country study released today by

Lightspeed Research (www.lightspeedresearch.com), a leading online market

research company, shows the increasingly prominent role mobile phones are taking
in our lives. With ownership of mobile phones so high and so many different
functions now available on them, it is increasingly important to understand how
people are using their mobile phones and what future opportunities there might be

for new mobile applications.

Of the four countries surveyed (the US, France, Germany and the UK) it was
Americans (49%) and Britons (30%) who were most likely to agree that their mobile
phone was now an essential part of their daily life and they’d be lost without it. By
comparison, only 13% of French and 12% of German respondents agreed, with the
vast majority in both countries saying their mobile was a useful tool they carried with
them most of the time. In fact, 56% of respondents in the US leave their phone on 24

hours a day.

Making a voice call: Frequency
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B At least once per day 3-4 times per week B 1-2 times per week
Once a week Less than once per week Never




Call me — but | won't call you

Perhaps the most interesting result in the survey is that in some markets there are
users who never make phone calls from their mobile (Chart 1). In the US 13% of
respondents never make calls, the highest of the four countries surveyed while 52%
of US respondents make at least one call per day. By comparison, texting is hugely
popular in the UK with half (49%) sending at least one SMS per day, while in the US
35% never text at all. Women send more text messages than men — with 29%
compared to 25% sending at least one text per day, whereas men and women make

the same percentage (52%) of voice calls per day.

Picture this

Mobile phones have evolved with new features such as cameras, games, internet
access and music now commonplace on basic handsets while smart phones offer
even more sophisticated applications such as video. While some people may feel
these are unnecessary add-ons, the results show that in fact these functions are
becoming increasingly popular. In the US the most popular daily function is browsing
the web at 14%, while on a weekly basis it's taking photos (37% of respondents),
followed jointly by browsing the web and playing games (23%) and sending a photo
or video (24%). (See Chart 2)

Have mobile, will travel

Respondents were also asked about a number of new functions that they might like
on their phone. In all countries a satellite navigation system was the top choice, with
49% of French, 44% of German, 43% of British and 38% of American respondents
choosing that option. Being able to locate friends, family and children in real time
was the second preference in all markets except for Germany, where concerns over

privacy prevailed.



Chart 2

US: How often do you?

0,
Make a voice call 80%

Send an sms /text message

Browse the internet

Take a photo 37% 7%

Play games 23% 7%

Send a video/picture message 24% 6%

Listen to downloaded music 6%
Source: Lightspeed Research
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Make a video call 2%

B At least once per day | At least once per week (includes at
least once per day)

Commenting on the results, Chris Urinyi, CEO of Lightspeed Research, The
Americas, said: “It is apparent from the survey that the mobile phone is an essential
part of daily life for most Americans and the results show that the mobile phone is
being used well beyond the simple voice call. What looks to be important to
consumers is addressing concerns regarding data security and the risk of theft if

functionality continues to increase in future platforms.”
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Note to editors
The survey was carried out online with 1000 respondents in each of the four markets surveyed
between June 11-15, 2009.



About Lightspeed Research

Through proprietary global panels and research products and services, Lightspeed Research delivers
valuable research to help businesses make informed decisions. From recruitment, to activity level, to
ongoing profiling, Lightspeed Research’s panels are actively managed to provide engaged survey
respondents and support studies that range in scope and complexity across industry sectors. Deeply
profiled specialty panels including automotive, B2B, beverage, family and household, finance, health
and wellness, media consumption, mobile phone, beauty and personal care, sports and hobbies, and
travel and leisure, provide quick access to target audiences. As a leader in quality, Lightspeed
Research has implemented extensive measures to prevent fraudulent panel registrations and poor
survey data.

Lightspeed Research is part of Kantar, the information, insight and consultancy division of WPP
(NASDAQ: WPPGY), one of the world's leading communications services companies. For more

information, please visit www.lightspeedresearch.com



