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THE HERE AND NOW

CONSUMER PERSPECTIVES AND BEHAVIORS, CURI
AVAILABLE EXPERIENCES



PROJECTED SIZE OF GLOBAL AUGMENTED AND VR MARKET SEGV\HTS
2025

FORECAST SIZE OF THE AUGMENTED AND VIRTUAL REALITY (VR/AR) MARKET WORLDWIDE IN 2020 AND 2025, BY SEG

BILLION U.S. DOLLARS)
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Note: Worldwide; 2016
Further information regarding this statistic can be foundpame 30
Source:Goldman Sacti® 610112 Market size 8


http://www.statista.com/statistics/610112/worldwide-forecast-augmented-and-mixed-reality-software-market-by-segment

GLOBAL VIRTUAL REALITY HEADSET SHIPMENTS BY BRANlG

VIRTUAL REALITY DEVICE UNIT SHIPMENTS WORLDWIDE BY VENDOR/BRAND IN 2016 (IN 1,000

Unit shipments in thousands
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Samsung Gear V 4,I§26

PlayStation VR

HTC Vive - 420

Google Daydream- 261

Oculus Rift - 243

Note: Worldwide; 2016

Further information regarding this statistic can be foundpame 78
Source:SuperData Researlh 705476

Brands & platforms share 38


http://www.statista.com/statistics/705476/global-virtual-reality-device-shipments-by-vendor
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FIVE EARLY “OWNERS & USERS®
VR MARKET Current VR device owners

SEGMENTS : | and active users

“INTENDERS"
Highly likely to purchase a
device in the next 12 months

Magid

ONLY 4 IN 10 OF THE TARGET MARKET
ARE HEAVY GAMERS

59* 41*

CASUAL GAMERS HEAVY GAMERS
cluding mobile games

Crush)



WHAT’'S HOLDING BACK INTENDERS
FROM BUYING A HEADSET?

64"

HIGH PRICE

34

LACK OF CONTENT

32"

HEADSET CONCERNS
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BOTH MOBILE &

TETHERED VR DEVICES EVEN IN THIS EARLY
EXCEED EXPECTATIONS STAGE. VR DEVICES

" - . ARE EXCEEDING
64" 60" 54"  ExpECTATIONS

that connects that works designed for Across low-end and high-end platforms, there
to your PC with ANY a specific was a positive reception by consumers, a majority
smartphone smartphone of whom bought a VR device in the 2016

holiday season.

(% = Slightly to far better than This is significant since the technology is in early
my expectations) generations and the novelty of VR is still high.
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Content Is King, but there is unlikely
to be a moon landing moment to get
the masses engaged.

It islikely tobe a progression ahany
different exceptional VR content experiences
ratherthanonet and locationbased VR access will likely

help the acceleration.
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VRIS SEEN AS A GAME CHANGER

51"

AGREE OR STRONGLY AGREE

THAT VR WILL CHANGE HOW
PEOPLE WATCH TV AND MOVIES
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An early use case Magid sees emerging is the simple
use of VR headsets as new large 2D screens. Users

of VR watch during primetime and are more focused
and immersed when watching in a headset. Magid’s
recommendation is to leverage the potential of this early
development.

STARWARS BATTLEFRONT ROGUE ONE: X-WING VR
RESIDNET EVIL 7: BIOHAZARD VR

LIVE NBA BASKETBALL
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NETFLIX VR

THE LION KING
LIVE NFL FOOTBALL
NASA MARS ROVER

NETFLIX VR HAS QUICKLY RISEN TO BE ONE OF THE MOST WIDELY USED VR APP.



IMMERSION
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MONETIZING VR— THE TARGET MARKET
WHAT HAVE WE SHOWS INTEREST
LEARNED SO FAR IN SHOPPING FOR
: CLOTHING AND
ELECTRONICS INVR

>
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The Acceleration Study

A unigue 8month gqualitative research initiative tracking
the journey of VR Early Adopters from selection to

purchase to usage over time.



WHO - e ' A Brendan B., Millennial,
: ATL
DID WE Sl = - e A PS VR

~A 2 Kids & 2 dogs

TALK TO®
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A Samsung Gear |
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WHAT ARE THEIR DEVICE
(/? TETHERED

[ o L

oculus

PlayStgtion.VR

A Requires A Requires A Requires
High-end PC High-end PC PlayStation 4
A Participants (2) A Participants (3) A Participants (6)
Amber H. Christopher L. Andrew C.
Steven D. John P. Brendan B.
Kit N. David G.
Jose H.
Karley P.
Marvin T.

A
A

— UR;’,N-Q INS.IGHTS

W MOBILE

a "

-

B

>

RequiresSamsung

Galaxy S6, 7 or 8 phone

Participants (6)
Bin J.
JohnMichael P.
Michelle W.
Rebecca S.
Robert L.
Taylor K.

A RequiresGoogle
Pixel, Samsung S8,
Moto Z or Huawei
Mate 9 Pro phones

A Participants (2)

Kat K.
MirandahR.
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VRSeen As Accessory

Across the board participants describe their VR headsets
less as independent devices and more as accessories to

their existing phones, consoles or PCs. This was true of
both console and tethered users.



AFTER 4 MONTHS USAGE WANED, T
EXCITEMENT REMAINED HIGH

Almost All Users Very/Somewhat Satisfied Willheir VRPurchase

W VERY SATISFIED (9 out of 16)

B SOMEWHAT SATISFIED (6 out of 16)
B VERY UNSATISFIED (0 out of 16)

B NEUTRAL (1 outof 16)




MOST USERS VERY/SOMEWHAT LI\
TO PURCHASE AGAIN

W VERY LIKELY (7 out of 16)

B SOMEWHAT LIKELY (6 out of 16)

B SOMEWHAT UNLIKELY (2 out of 16)

B NEUTRAL (1 out of 16)
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VIRTUAL REALITY MARKETING REVENUE IN CHH@220

FORECASTED VIRTUAL REALITY MARKETING SECTOR REVENUE IN CHINA FROM 2017 TO 2021 (IN B

Revenue in billion yuan

2017* 2018* 2019* 2020* 2021*

Note: China; 2016
Further information regarding this statistic can be foundpame 8
SourceGreenlight Insights; iReseatEh736663 22


http://www.statista.com/statistics/736663/revenue-of-the-virtual-reality-marketing-sector-in-china
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ANNUAL GROWTH OF THE VIRTUAL REALITY MARKETING SECTOR
201/~2021

FORECASTED ANNUAL GROWTH OF THE VIRTUAL REALITY MARKETING SECTOR IN CHINA FROM 2C

H
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180.2%

102.1%

Yearon-year change

0.0%

2017~ 2018~ 2019* 2020* 2021*

Note: China; 2016
Further information regarding this statistic can be foundpame 8
SourceGreenlight Insights; iReseatEh736646 23


http://www.statista.com/statistics/736646/virtual-reality-marketing-sector-year-on-year-change-in-china

THE THERE AND THEN

WHAT CAN WE EXPECT TO SEE IN THE COMING 24
MONTHS



AUGMENTED REALITY
IS ABOUT TO EMERGE.

BUT CURRENTLY CONSUMER UNDERSTANDING
AND AWARENESS IS LOW.

FAMILIARITY LAGS FOR AR Compared to many other
emerging consumer technologies, AR familiarity falls toward
the bottom of the list. In fact, there is some confusion as to
what experiences qualify as AR.

LOW INCIDENCE OF USE There have been many AR apps
available, though reported use is minimal outside of the top two
apps (Pokemon Go and Google Translate).

of the total

UNCERTAIN PREFERENCES With minimal engagement and
familiarity, consumers have uncertain preferences regarding the
type of AR content they most want to see. That said, when forced
to choose they will opt to seek out gaming experiences.

sample has used
at least one AR
app other than

Pokemon Go.
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AUGMENTED REALITY AD SPEND WORLDWIEMDPD1E

AUGMENTED REALITY (AR) ADVERTISING SPENDING WORLDWIDE FROM 2014 TO 2017 (IN BILLION LU

Spending in billion U.S. dollars

2017

Note: Worldwide; August 2014; forecast
Further information regarding this statistic can be foundpame 35

Source:Socintel36@ 548285 Verticals & segments 28


http://www.statista.com/statistics/548285/augmented-reality-ad-spend

CONSUMER AR APP MARKET REVENUE WORLDWAZI22016

GLOBAL REVENUE OF THE CONSUMER MOBILE AUGMENTED REALITY APP MARKET (STANDALONE/EMBEDDED) FRON
TO 2022 (IN MILLION U.S. DOLLARS)

15,497.53

FOOOD v 10,59808

6,218.23

Revenue in million U.S. dollars

3,345.66

1,255.17

2016 2017 2018 2019 2020 2021 2022

Note: Worldwide; 2016 to 2017
Further information regarding this statistic can be foundpame 37
Source:TracticaD 608990 Verticals & segments 28


http://www.statista.com/statistics/608990/mobile-ar-applications-installed-base-worldwide-by-type
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MODIFACE AR MAKEUP
COMPANY THAT RECENTLY

AR AN D R ETAI L PARTNERED WITH MAC

IKEAC VISUALIZE FURNITURE PLACEMENT AND BUY
ON THE APP
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Grocery Shopping with AR
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THE WALKING DEAD ENCOUN MR H MOUNTAIN
DEW

Encounter Next Gencd h dzNJ 2 2 NI R €
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Think VRand AR, not VR vs. AR.

Each have their own strengths and use cg9&R brings
data and things to you and VR takes you away to
anywhere In the world and beyond. AR has more
Immediate applications, a newly available mass audience
VR will be a slower ascent, but offers escape, Immersion
and unprecedented engagement.
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