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Annexes

Tableau 1: Worlwide Shipments (in millions)

2012 Shipments (Millions of Units) 2013 Shipments (Millions of Units) Growth in 2013
Non- Non- Non-
Total  Smartphones Smartphones Total  Smartphones Smartphones Total  Smartphones Smartphones
North America 201 127 74 201 157 44 0% 2143 41%
Latin America 173 68 106 179 9% 9% 3% 33% 15%
Western Europe 184 19 64 184 144 40 0% 20% -38%
Eastern Europe 11 44 67 13 57 57 2% 9% -16%
Middle East and Africa m 76 203 29 107 190 T% 41% 6%
Asia-Pacific m 301 476 859 4n 387 1% 57% 1%
China 337 168 168 385 296 89 14% 76% -A7%
India 13 43 170 240 65 175 13% 52% 3%
Asia-Pacific developed markets 92 63 29 % 73 21 % 17% -30%
Asia-Pacific emerging markets 135 27 108 140 38 102 4% 40% 5%
' Total 1,725 734 990 1,833 1,027 806 6% 40% -19%

Source : CSS Insight, 2014

Figure 3 : Top 15 Countries with the highest smartphone penetration in Q1 2013

The United States Ranks 13th in Smartphone Penetration
Top 15 countries with the highest smartphone penetration in Q1 2013
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* sample sizes were 1,000 for all countries except Ireland at 900 and Saudi Arabia and UAE at 500

Source : Statista, 2013



Figure 11 : Popular Monetization model
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Source : Statista, 2014

Figure 12 : Most popular global mobile messenger apps as of March 2015, based on

number of monthly active users (in millions)
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Source : Statista, 2015



Figure 13: Applications dominantes par pays
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Source : IPG, 2014

Tableau 14 : Building a large community create lots of different revenue generating

opportunities

Building a large community creates lots of
different revenue generating opportunities
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Paid for/
) ) C Nc Nc No
Subscription No Nc N NO No No NO
Advertising No No N N No Nc No
Stickers Y ( No
Sponsored stickers N Y N N N
Official accounts No No No No ; € No
Content N N N No N N N
merchandising
Other content — Ne N Ne N N
filters, themes...
Platform SDK incl No ' No
in-app purchases :
Commerce incl No No N N No No
payments
Music No Nc¢ N No N No No
Call termination No No No No No No

Source : Mark Watts, 2013



Figure 15 : Reasons for using MIM more frequently this year

Figure 9. Reasons for using MIM more frequently this year

Question. You told us that compared to 12 months ago, you use MIM more frequently. Which if any of the following

describe why?

My friends/family are using it
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Cheaper than sending SMS
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videos than SMS
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group functionality
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are read
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Other

Source : Deloitte, 2014



