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Why Japan's Cellphones Haven't Gone Global
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Slowing Japan's Galapagos Syndrome
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Japanese manufacturers dominate at home, but not abroad

M Other
B Fujitsu
B Panasonic
M Sharp
\ W HIC
B Motorola
MG
B Sony Ericsson
B Samsung
-| I Nokia
B BlackBerry
B Apple

Share of mobile phones sold %

However Apple has proved that with the right device there is an
appetite for phones from foreign manufacturers.

KWP JP Purchasing data to
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As Smartphone's proliferate in the West, usage of mobile phones in Japan and elsewhere is
becoming increasingly similar
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KWP Usage Penetration data
December 2010




80x42x22.9mMm 1125x62.2x14mm 123 x68x11.8 mm 152.9x79.1 x 10 mm 190.1 x120.5x 12 mm

Clamshell was 59 % of purchasing in Q4
2010, but 72% of installed base. Bar and
Swivel in strong growth.

KWP JP Purchasing data to 12 w/e December 2010 i~
Installed base = KWP JP ownership data to December 2010
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Contract dominates in Japan, whilst Prepay plays an important part in market
segmentation in many other countries

B Prepay
B Contract

32% 86% 96%

Share of mobile phones sold %

Contract is becoming increasingly biased to Smartphone (data packages), whilst Prepay
allows users who are less engaged in the category to save money and use more basic
mobiles

KWP JP Purchasing data to
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Markets outside Japan often heavily subsidise handsets, with over ¥ being free to
consumers in some countries

B Over 400
P 325to 399
B 250to 324
B 170 to 249
B 125 to 169
B 90to 124
B 50to 89
B Under 50

B Free

% customers purchased
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Youngest owners (16-24) ( LG Sony Sony HTC Apple  Samsung  Nokia Mutum
Ericsson Ericsson
Oldest owners (65+) Mokia Motorola Mokia Mokia BlackBerry BlackBerry Motorola Samsung  Motorola HTC
Most female brand LG LG Motorola Er?g;}t;n Samsung Apple Apple Motorola  Motorola Sharp
Most male brand HTC Motorola HTC HTC HTC HTC HTC BlackBerry Mokia HTC
Biggest ARPU age group 35 to 49 2510 34 25to 34 2510 34 50 to 64 25to 34 50 to 64 35to 49 35 to 49 16 to 24
Biggest ARPU gender Female Female Female Male Male Female Female Male Female Male
Highest handset spend <6024 161024 16t024 50to64 16t024 35t049  16t0o24 25t034 25t034 1610 28>
dage group
Higl:jest handset spend by Male Male Male Male Male Male Female Male Male Female
gender
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Big 5 Europe

Over the Internet

M Over the telephone

In a shop

11 Mail order

Other

Over the Internet

M Over the telephone
6.4%

2.8% ool In a shop

1 Mail order

Other
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So...the Japanese mobile market still has key differences, but these are reducing
as the Japanese and Western markets borrow ideas from each other.

Country trends within Europe/US/Asia vary hugely, and no
strategy fits more than one market.

Knowing each country’s trends/influences is key to success.
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