Global
entertainment
& media
outlook

Marcel Fenez
Global Leader,
Entertainment
& Media

WWW. pwc.com/pt

The collaborative future:
reshaping for consumer
relevance and engagement

Lisbon, 30 September 2011




12th annual edition

June 2011

- N \V

pwec

Global Entertainment & Media Outlook 2011-2015
PwC

Internet access spending
Internet advertising

TV subscriptions and license fees
Television advertising
Recorded music

Filmed entertainment

Video games

Consumer magazine publishing
Newspaper publishing

Radio

Out-of-home advertising

Consumer and educational book
publishing

Business-to-business

30 Setembro 2011

Slide 2



2010: the E&M
industry emerges
from recession



2010 growth: stronger than expected
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‘The Outlook to 2015



Entertainment and media growth rates
2011 — 2015 (Globally 5.7% CAGR)
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Entertainment and media growth rates
2011 — 2015
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Entertainment and media growth rates
2011 — 2015
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Entertainment and media growth rates
2011 — 2015
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Growth by segment

% CAGR 2011-2015
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Broadband penetration

Mature vs. BRIC vs. Golden 8
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Mo bile pene tration (Mobile Internet/Wireless Subs)
Mature vs. BRIC vs. Golden 8
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Smart devices drive spending
on E&M content
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lAdvertising spending



|
Advertising revenues to 2015

CAGR 2011-2015
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Advertising revenue growth to 2015
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Digital advertising global share

2010 and 2015
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Digital vs. non-digital advertising
Mature vs. BRIC vs. Golden 8

Mature vs. BRIC vs. G8 Advertising Digital vs. Non Digital

350,000 26.2%

300,000 184%

250,000 |— —

200,000 — —

150,000 |— —

17.3%

100,000 [— —

11.0%
6.2%

w

(Y]
o

()

50,000

2010 2015 | 2010 2015 | 2010 2015 |
Mature | BRIC | G8 |

Non-digital ® Digital

Global Entertainment & Media Outlook 2011-2015 30 Setembro 2011
PwC Slide 18



Global advertising spending by segment
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Global advertising spending by segment
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| Portugal advertising spending by segment
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Consumer/end-user
spending
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Digital consumer spending
Mature

2010 2015
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Non-digital Non-digital
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Digital consumer spending
BRIC
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Digital consumer spending

Golden 8
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Global consumer spending in 2015
Digital vs non-digital
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Consumer spending in Portugal -
growth to 2015
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Digital Share of total E&M revenues

Portugal vs. other markets
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The collaborative
future...

... reshaping for
consumer relevance
and engagement



1. The digitally
empowered consumer

2. The involved
advertiser

3. Collaboration:
the route to
competitive advantage
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A ‘golden age’ for the digitally
empowered consumer

01



What will people pay for?

Convenience

Leads to sustainable, profitable

Experience and engaged relationships with
the consumer

P articipation Advantages outweigh
attractiveness of free
Privilege and pirated content
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How do people access?

Ownership Streaming

Storage
in the cloud

Storage on device
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I
The involved advertiser
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What does an ‘tnvolved advertiser’
look for?

« Engagementwi t h ‘ digital nati ves
media.

« Personalised interaction.
 Compelling content and intensity of experience.
* Cross-platform reach — new devices and channels.

» Verifiable evidence of consumer engagement.

Global Entertainment & Media Outlook 2011-2015 30 Setembro 2011
PwC Slide 36



Greater involvement is being
achieved by...

Social media creates social intelligence.

TV and Video Games’' st-platformgt h ¢ ome
integration.

Location-based marketing and addressable advertising.
Digital billboards and smartphones offer interactive experiences.

Advertisers are collaborating, experimenting and innovating.

Global Entertainment & Media Outlook 2011-2015 30 Setembro 2011

PwC

Slide 37



I
Collaboration: the route
to competitive advantage

O




Operating model for the digital future:
the Collaborative Digital Enterprise

“An enterprise that is
dynamic, interconnected,
and continuously engaged
with its entire customer,

employee and supplier
ecosystem , through
technology”
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The route to success in the emerging
digital environment

f Digital

Demand
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I
Imperatives for future success

Future-proofing content
End-to-end digital workflow g e
Digital talent management A 91
30 e s
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Questions

The complete picture:
www.pwce.com/outlook
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