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Introduction

The adoption of any technological application is dependant on:
» Technological maturity
» Economic feasibility

» Consumer acceptance

We conclude that technology is not the (major) barrier for the
deployment of the mobile search applications (Prospects of
Mobile Search)

The critical question one must ask, therefore, is whether there is a

socio-economic logic for mobile search



Economic feasibility

Availability and affordability of mobile broadband

connections is the main enabler of mobile search

The use of mobile search is directly related to the
deployment of smartphones and their operation in 3G

networks

Source: Prospects of Mobile Search



Economic feasibility: smartphones
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Economic feasiblility: EU context (I)

Mobile broadband penetration rate (dedicated cards - January 2010)
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Economic feasiblility: EU context (II)

Revenues in the EU electronic communications sector (2009)

Growth rate

Share in telecom
Service revenues

Fixed voice telephony and Internet access and services -2.5% 36%
fixed voice telephony -6.3% 24 EHZ
internet access and services 3.0% 12%
Mobile voice telephony and mobile data services 0.6% 47%
mobile voice telephony -1.8% 36%
mobile data services 0.3% ( 11%
Business data services 0.6% \7\/ 7%
Pay TV 11.7% A\ 10%
Total Telecom Services (Carrier Services) 100%

0% % )

Source: EITO



Consumer acceptance

Interestingly, we detect a gap between the diffusion
(potential usage) and the adoption (actual usage) of
mobile internet services: many people already have

internet-enabled devices, but they do not use them as such

We argue in this report that, in time, this gap will vanish

Source: Prospects of Mobile Search



Consumer acceptance: smartphones revolution

Daily Usage Breakdown, % of Time Spent on Each Activity

Average US Cell Phone User iPhone User
40 Minutes Per Day 60 Minutes Per Day

Internet - 3% Other - 3%
Games - 3%  Other - 3%

Music - 2% Internet
E-Mail - 4% 9%

S5MS -15%

Source: Morgan Stanley



Consumer acceptance: Japan astonishing case

Mixi's (Japan’s Leading Social Network) Monthly Page Views, Mobile vs. PC, CQ2:06 — CQ3:09
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Conclusion

The mobile Internet investment cycle, we believe, will resemble the
pattern of the desktop Internet...

from infrastructure to platforms and then applications, services, and
content (where we are today), followed by retail and commerce. We
expect the same outsized share of incremental profits to go to companies

that drive innovation and attain scale

Source: Morgan Stanley, 2009 (The Mobile Internet Report)

Apply that principle to mobile search '
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