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MIDDLE EAST Executive Summary

Despite Economic Turmoil, Digital Ad
‘ Spending on the Rise; Mobile
Marketing to Spike in 2012

we simplify the Internet

As the world continues to struggle with a stubborn financial crisis,
online ad spending is actually prospering, despite the difficult
general economic environment. Given the harsh fiscal climate,
however, total media ad spending is not expected to rise
substantially. As a result, the burgeoning online ad spending
market will take a greater share of total ad spending and remain
one of the only growing forms of ad spend. Overall, market
conditions highlight the importance of and place more emphasis
on forms of Internet marketing and communication.

In similar fashion to the past few vyears, Internet advertising
formats such as paid search, display ads and social media
marketing experienced an increase in spending among worldwide
Marketers in 2011, continuing the shift away from offline
advertising like newspaper, radio and television. Recent statistics
suggest that this trend will continue through 2012 and beyond.

A relative newcomer to online advertising, mobile marketing
exploded in 2011 and all signs indicate that it will become one of
the leading forms of Internet ad spending in the very near future.
The use of smartphones and tablets is increasing so rapidly that, in
most countries, at least 60% of the population operates a mobile
device. As people get more comfortable searching and interacting
on the go, the Internet’s landscape is once again changing, and
mobile marketing is certainly at the forefront.

This Internet Marketing Trends Report is a brief summary of the
current International online marketing stats and patterns, as well
predictions for the next few years. Specifically, the report covers
Internet usage and penetration, advertising spending, Internet
marketing, social media trends and activities and the expansion of
mobile marketing.
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MIDDLE EAST

Online Usage Climbing
Steadily

= A recent study analyzing Internet
use in selected Middle Eastern
countries concluded that more
peoplein Lebanon, Jordanand
Egypt are using the Internet.

= Both Lebanon and Jordan
experienceda 4% jump in growth
from 2010 to 2011, with the
former moving from 35% to 39%
and the latter from 32% to 36%

= Egypt exhibited the most growth
of the analyzed countries,
showing a 10% spike in 2011 over
2010 (23% to 33%)

Internet User Penetration

= This year, 13.6% of the entire
population in the Middle East and
Africais expected to use the
Internet

® [nternet user penetration is
projected to increaseto 14.4%
2013 and then 15% in 2014.

= Research shows that 15.4% of the
region’s entire population will be
online by 2015
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Internet Usage

Internet Users in Select Countries in the Middle East
& Africa, May 2010 & May 2011
% of population

Lebanon
35%
39%

Jaordan
32%
36%
Egypt
23%
Y
Kenya
24%
27 %

B May 2010 W May 2011

Note: ages 18+ use interne! &l least occasionally _
Source. Pew Rescarch Center's Global Attitudes Froject, "Global Digital
Commumication: Texting, Social Metworking Popular Warlowide, ® Dec 20,

winweMarketer.com

Internet User Penetration in the Middle East & Africa
2012 - 2015 (% of Population)

1 |
2015 15.40%

2014 15.00%

2013 W 4.40%

2012 # 13.| 0%

0.00% 5.00% 10.00% 15.00% 20.00%

Note: individuals of any 252 whouse the internetfrom 2ny locationvia any device at |east
once per month. Source: eMarketer, March 2011.
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MIDDLE EAST

Mobile Subscriptions and
Penetration

® |[n a survey published by Informa
Telecoms & Media, mobile
subscriptions and penetrationin
the Middle East is expected to
reach 271 million peoplein 2012

= By 2016, mobile subscriptions and
penetration in the Middle East is
projected to reach 352 million
people

Mobile Phone Ownership

= According to a study concluded in
December 2011, a staggering 95%
of the population of Jordan owns
a cell phone (up 1% from 2011)

= Lebanon’s mobile phone
ownership hit 79% of the
populationin 2010 and held
steady at that number thru 2011

= 65% of Egypt’s population owned
a mobile phonein 2010, but that
number jumpedto 71% in 2011

= Qverall, the study indicates that
mobile phone ownership is
prominent and only increasingin
the Middle East
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Mobile Internet

Mobile Subscriptions and Penetration in the
Middle East, 2012 & 2016
millions of % of population

7.3
{107 . 1%}

2012 2016

Nate: inciudes Afghanistan, Bahrain, fran, iraq, Jordar, Kuwait, Lebaman,
Oman, Palesting, Qatar, Saudl Arabia, Syria, UAE and Yemen
Ssource: Infarma Telecoms & Media as cited in press refease, Nov 28, 2011

135314 wnl eMarketer.com

Maobile Phone Owners in Select Countries in the
Middle East & Africa, May 2010 & May 2011
% of population

Jordan

W May 2010 W May 2011

Note: ages 18+ . . )
Source; Pew Research Center's Global Attitudes Froject, "Global Digital
Communication; Texting, Socisl Networking Popular Worlawide, ® Dec 20,

135477 ki earketer.com
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MIDDLE EAST

More Money Being Spent
Advertising Online

= According to Nielsen, ad spending
in the Middle East grew 11.3% in
2011

= Ad spending in Saudi Arabia
jumped by 10.2% in 2011

= On the other side of things, we
see that Lebanon, the UAE and
Kuwait all experienced a minor
drop in ad spendingin 2011

= Finally, we see that despite the
Middle East’s overall ad spending
growth, Egypt’s spending actually
fell 35%

Online Ad Spend Growth

= \When reviewing the rate at which
online advertising spending is
expected to change, we see that
online ad spend will increase by
47.9% this year

= Online advertising will grow by
another47.4% and 38.5% in 2013
and 2014 respectively

= Online marketing is projected to
see a 30% increase in spending by
2015
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Advertising Spend

Ad Spending Growth for Select Countries in Middle
East and Africa, 2011
% change

south Africa

Saudi Arabla
Lebanon
0.4% |
UAE
9%
Kuwait
a3
Egypt

Pan-Arab media®

s
Middle East & Africa
11.3%

Note: based mainly on publlished rate cards and inclides TV, newspapers,
magazines and radic; *media outlets in the Middie Esst that have
significant viewership, readership or listenership in o or more markets,
sre not localized to only one market in the region, do not represent a
duplication with the coverage of each country and gather a significant
amourit of the adwvertising in the region

Source: Mielzen, "Global Adview Pulse Uite: 04 2071," Apnl %, 2012

138871

wearioeMarketer.com

Online Ad Spending in the Middle East & Africa,
2010-2015
twllions and % change

70.0%

NJE a79%  ara% i3
=
$0.9
0.6
$0.4
B .
2010 2011 2012 2013 2014 2015

M Online ad spending [l % change

Note: includes banner ads, classifieds, email (fembedded ads onlyl, lead
generation, rich media, search, sponsorships and video; includes mobile
ads within the existing farmats

Source: eMarketer, June 2011

128615 whiww.eMarketer.com
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MIDDLE EAST

Social Media

social Media Users in Select Countries the Middle
East and Africa, Feb 2012
% of imternet users

Social Network Usage in

the Middle East
Swudiarbia L

Middle East & Africa 60%

Iﬁrrc'te: it the past three months, wsitars Lo social network sites, farums or
ogs

Source: Ipsos, “interconnected World: Commumnication & Social
Ne!warkfrﬁ " March 27, 2012

138951

= 42% of Internet users in Saudi
Arabia admitted to using social
networks at least once in
February 2012

= This access rate is slightly lower wark eMarketer com

than the Middle East’s overall
percentage of the population that
has used social media, which is
60% of Internet users

2011 2012 2013 2014
Middle East & Africa 33.9% 33.6% 23.3% 15.6%
Asia-Pacific 75%  248%  21.1% 14.5%
Social Network Growth —India 51.5% 517% 7% 23.2%)
—Indonesia 51.4% 51.6% 28.8% 18.0%
. —China* 23.9% 19.5% 19.1% 13.2%
. Acc.ordlng toan eMa(keter stl_de, E— 2075 15T o % T
social network users in the Middle —Australia 17 1% 11.7% 0.8 8.4%
East grew by 33.9% in 2011 —50Uth Korea 13.9% 9.9% B.1% 5.2%
—Other 26.8% 233% 207% 14.7%
* The same study predicts that —L L 229% 163%  126% i
K . —Mexico 18.4% 17.9% 16.8% 14.0%
social network user growth in the “arazl 2 70 A% 0% a2 0m
Middle East will expand similarly —Argenting 22.0% 12.7% 6.7% 5.5%
in2012 (336%) —Other 25, 2% 18.6% 14,0% 10.6%
Eastern Europe 23.3% 13.2% 12.1% ?.I%
- . | . k h —RLUSsA 25.0% 11.1% 10.9% 7.0%
Social media network user growt = =7 T ST e
in the Middle East is projected to Western Europe 18.1% 11.9% 9.7% 7.1%
drop slightly in both 2013 and :;39"”‘3”5’ ;g:i 1§$ 1;-;': ;-E:

taly ; 1 10,

—_ [s) 0,

2014 ’Fo 23.3% and 15.6% —spain Py p— p— e
respectively — but these numbers —France 12.2% 10.1% 7.46% 5.8%
still represent significant growth —UK 9.9% 2.1% 7.0% 6.0%
and digital opportunity for the —ther 20 % Loe 5%
' digital opp Y North America 95%  66% 4% A0%
region —Uus 9.E% &£E% 4.1% 4.0%
—Canats 6.8% 47% 4.6% 4.4%
Worldwide 231% 19.2% 16.0% 11.6%
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Social Network User Growth Worldwide, by Region

and Country, 2011-2014

% change

Note: intarnet users who use 5 social network site via any device at least
once per month; Yexcludes Hong Kong
Source’ eMarketer, Feb 2012
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HEN
cWSI

we simplify the Internet

WSI leads the global Internet industry offering best of breed

suit the needs of multiple industries. The company has the world’s largest Internet
Consultants’ network across 80 countries with its head office in Toronto, Canada. WSI
Consultants have helped thousands of businesses realize their online marketing potential. By
using innovative Internet technologies and advanced digital marketing strategies, businesses
can have a WSI Plan tailored to their individual needs to elevate their
Internet presence and profitability to new levels. With the support and cooperation of its

customers, franchise network, employees, suppliers and charitable organizations, WSI aims to
help make child poverty history through its global outreach program
(www.makechildpovertyhistory.org). For more information about WSI’s offerings and
business opportunities, please visit our website at www.wsiworld.com.

The information herein is the property of Research and Management Corporate (RAM). Each
WSI franchise office is an independently owned and operated business.

©2012 RAM. All rights reserved.
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