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Social Networking Primed To Go Mobile
Profile Of The US And International Social Networker

New York, NY, October 24, 2007 — Web 2.0 and Social Media is all the rage but what does the Social Networker really
look like? And how does visiting a social network really impact technology ownership, mobile phone features, digital

media consumption, and online/mobile behavior both here in the US and around the globe?

Ipsos Insight’s newest report, PROFILE: Social Networker, gets to the heart of the matter and identifies key differences in

behavior and digital media consumption between those who visit social networks and those who don’t. In addition, there

are also notable differences between the US Social Networker and the International Social Networker.

“This is very important information for media, entertainment, and technology companies to understand” says Brian
Cruikshank, Executive Vice President and Managing Director of Ipsos Insight’s Technology and Communications practice.
“Social Networkers are significantly more likely to own technology, consume more digital entertainment, and own more

mobile devices.”

Technology Ownership
The US Social Networker owns significantly more technology than their International counterparts with the exception of
MP3 players and Mobile GPS. However both of them own more technology than those who have never visited a social

networking site.
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Digital Entertainment

By a significant margin, Social Networkers both here in the US and internationally are more likely to engage in online
music, video, and gaming activities. Over half of all US Social Networkers have watched TV shows or video streams
online. In addition, US Social Networkers are significantly more likely to download TV programs, burn/copy a movie or TV
show, and download a feature length film.

Social Networking Goes Mobile

In terms of mobile behavior, over half of all US Social Networkers have used their mobile device to send/receive SMS text
and e-mails, browse the internet for news and info, and receive digital images. While the International Social Networker
exhibits the same behavior, their mobile devices are more feature rich. For example, the International Social Networker is
significantly more likely to have an MP3 on their mobile device vs. those in the US.

Social Networking Goes Mobile
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It is clear that Web 2.0 is here to stay. Social networking sites are beginning to deliver more and more content, broadband
continues to grow, and more feature-rich mobile devices continue to be introduced into the US market. “We can look to
the International Social Networker for a preview of where the US market will go and it’s going to be all about mobile social
networking” concludes Cruikshank.

Methodology:
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The Social Networking Profile was created from The Face of the Web report. Respondents were asked if they ever visited
a social networking website (MySpace, Friendster, Cyworld, Mixi). Those who answered “yes” are classified as social

networkers and are compared against those who answered “no.”

The US Social Networker is based on a weighted sample of 237 and those who answered “no” is based on a weighted

sample of 559.

The International Social Networker is based on a weighted sample of 761 and those who answered “no” is based on a
weighted sample of 2,084. This sample is an aggregate of 11 countries: Brazil, Canada, China, France, Germany, India,
Japan, Mexico, Russia, South Korea and the UK.

Data for The Face of the Web: 2006 were collected in November and December 2006.

The sample includes:
e 2006 Prevalence (general population) Information:
o Consisted of 6,553 interviews of the general adult population in 12 markets around the world.
e 2006 Internet User Information:
o Consisted of 3,798 interviews (unweighted) with recent Internet Users who have used the Internet in the
past 30 days in 12 markets around the world.

o Internet Users fell out of the general population sample.
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About Ipsos Insight

Ipsos Insight is a marketing research consultancy that provides solutions to Fortune 500 companies in the areas of market
assessment, brand management, innovation, and new product development. Our industry experts combine the discipline
of marketing with the science of marketing research to offer expert consultation and strategic advice that builds powerful
brands.

Our client service teams specialize in consumer products, technology, communications, health, pharmaceuticals, financial
services, entertainment, retail, foodservice, agrifood, energy, utilities, and lottery and gaming.

To learn more, visit: www.ipsos-insight.com.
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About Ipsos

Ipsos is a leading global survey-based market research company, owned and managed by research professionals. Ipsos
helps interpret, simulate, and anticipate the needs and responses of consumers, customers, and citizens around the
world.

Member companies assess market potential and interpret market trends. They develop and build brands. They help
clients build long-term relationships with their customers. They test advertising and study audience responses to various
media. They measure public opinion around the globe.

Ipsos member companies offer expertise in advertising, customer loyalty, marketing, media, and public affairs research,
as well as forecasting, modeling, and consulting. Ipsos has a full line of custom, syndicated, omnibus, panel, and online
research products and services, guided by industry experts and bolstered by advanced analytics and methodologies. The
company was founded in 1975 and has been publicly traded since 1999. In 2006, Ipsos generated global revenues of
€857.3 million ($1,076.3 million U.S.). Visit www.ipsos.com to learn more about Ipsos’ offerings and capabilities.

Visit www.ipsos.com to learn more about Ipsos’ offerings and capabilities.

Ipsos is listed on the Euronext Paris Premier Marché, and is part of the SBF 120 and Next Prime Indices as well as
eligible to the Deferred Settlement System (SRD). Euroclear code 7329, Reuters ISOS.LN, Bloomberg IPS FP
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