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Global Telecoms Insights (GTI) 2010 is designed e technology
to facilitate global and local decision making
— Semiometrie adds additional insight and understanding

# The study is to be used in the following ways:

A strategic planning tool for marketing, communication and product
development

A driver of insight into the consumer relationship with mobility

An indicator of differing behaviours across regions and consumer
groups

# The GTI study is not designed to be a granular market measurement tool
or a tracking study, as the focus is on looking forward at future behaviours

® The GTI study is designed in conjunction with industry partners, to ensure
that the most up-to-date and relevant information is collected

® This presentation focuses on the possibilities of applying i
psychographic analyses using Semiometrie shown at the example of N Nt A ‘
the Brand D mobile phone handsets in Germany




Brand D has a user base of 15% in Germany. &'"technology
Simultaneously another 11% are open to use
this brand. How can it reach for this potential?

Brand commitment: Handset brands — Germany
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Who are they? Profile Open Brand D Non Users &‘technology
Psycho-Graphic Structure — Semiometrie Mapping

Brand D

11,0

- Profiling with Semiometrie

1. What are the specific shared 2. Optimization of branding activities
values of the target group?
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Profiling open non-users with Semiometrie™ delivers insights into the specific psychographic values of the target group,
which go beyond socio demographic description

Please see following charts!




Profile Open Brand D Non Users &*technology
Psycho-Graphic Structure — Semiometrie™ Mapping

GTI 2010 + Eurotracker
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Non-users who are open towards Brand D are in particular adventurous and critical
» They tend to search to new experiences, adventures and challenges

» Theses consumers are more driven by emotions rather than rational aspects and thus are especially appealed by brands which transport a certain
emotional image

» They look for products that fit into this world of excitement and are mainly driven by emotional advertising
- advertising/ communication has to be more emotionally than cognitive

» Besides this emotional disposition their critical side lets them be very informed. They are especially interested in technical product categories and
always open to new products or features.




Profile Open Non Users &"techmlogy
Psycho-Graphic Structure — Semiometrie™ Mapping
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Non-users who are open towards Brand D are in particular adventurous and critical

* They tend to search to new experiences, adventures and challenges

e Theses consumers are more driven by emotions rather than rational aspects and thus are especially appealed by brands which transport a certain
emotional image

* They look for products that fit into this world of excitement and are mainly driven by emotional advertising
- advertising/ communication has to be more emotionally than cognitive

* Besides this emotional disposition their critical side lets them be very informed. They are especially interested in technical product categories and
always open to new products or features.




Profile Open Non-Users
Psycho-Graphic Structure — Shared Values

& technology

On the basis of this knowledge, it is possible to exactly match advertising with
media value profiles, thereby maximizing the overall effect.

Open Non-Users

Link via Semiometrie

Medium/Format

Adventure

Critical

ADAC Motorwelt

h

Identify psycho graphical
value profiles of those who
are open to the brand D

* i.e. programs whose users have a same value profile as Brand D’s open non-users/ the same adventurous and critical value profile

ldentify medium / format
with matching value
profiles*
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Media ranking Brand D vs. German TV programs 2 technology
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Note:

>150 = very good fit; >100 = above average fit; <100 = below average fit




Media recommendations TV - Germany 22 technology

top
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Examples for strategical analysis using Semiometrie

Where is the relevant target group?

& technology
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Where should I go to?
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Example: Collage for Open Non-Users of Brand D ﬂmtechnologv
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The key questions of target group research ¥ cechnology

Who or what is the relevant target group?
# What are the marketing-targets to aim at?
# Whom is to be addressed to?

2 How does the target group "tick"?
# What is especially characteristic for this persons?
# What are the discriminating features?

» How can the target group be separated
specifically?

3 How to address the target group best of all?

# Language, rhetoric, stylistic elements, images
and motives?

# Media-Planning: Which TV-programs and
magazines are adequate?
# Fitting testimonials, sponsoring-partners?




Contact = technology

Oliver Janssen
Director
Semiometrie Centre Germany

Tel. +49 (0)521 9257-688
Fax. +49(0)521 9257-333
oliver.janssen@tns-infratest.com

André Petras
Head of
Semiometrie Centre Germany

Tel. + 49 (0)521 9257-349
Fax. +49 (0)521 9257-333
andre.petras@tns-infratest.com
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