iabs

interactive
advertising
bureau

www.iabargentina.com.a



1 iab: Grupo IBOPE |




jabs %

Inversion Publicitaria

- Monitor
. ‘




iabsz nversion Publicitaria Bruta

2% Media Mix
2009 vs 2010

1° Trimestre

2010 | _
M Internet
\ M Revistas
AR $27.500 @ W TV Cable
Millones BRUTOS e~ s
Afio 2009 M [Diarios]
u [Radios]
W [TV Abierta]

Ao 2009 Monitgr




® bchJ Evolucidon de la Inversion
(oo Off Liney On Line

2,500,000,000

2,000,000,000

1,500,000,000

1,000,000,000

500,000,000

2009 01 2009 02 2009 03 2009 04 2009 05 2009 06 2009 07 2009 08 2009 09 2009 10 2009 11 2009 12 2010 01 2010 02 2010 03
Ene Feb Mar Abr May Jun Jul Ago Sep Oct Nov Dic Ene Feb Mar

45,000,000

40,000,000

35,000,000

30,000,000

25,000,000

—— [Inv offline]

20,000,000 ——{Invonline]

15,000,000

10,000,000

5,000,000

Monitor




e a0 . o P
|qbc,> Inversion Publicitaria por Secto

INV ONLINE INV OFFLINE OFF + ON LINE
Sector Pos | %H Posicion Var de Posicione$ | $ Inversion| % V
COMERCIOS - RETAIL 1 2.69 2 + 1 967,733,513 | 13.56
EQUIPAMIENTO INFORMATICO 2 13.54 19 * 17 58,267,573 | 0.82
BANCOS 3 2.71 8 + 5 279,585,919 | 3.92
COMUNICACIONES 4 0.94 4 0 763,087,447 | 10.69
INDUSTRIA AUTOMOTRIZ 5 2.49 9 + 4 271,952,527 | 3.81
FINANZ, SEGUROS, BOLSA, CAMBOR L] 5.16 12 + 6 114,001,316 |  1.60
SALUD, SERVICIOS PERSONALES [HV/ 3.81 13 + 6 101,116,808 | 1.42
HIGIENE, BELLEZA, COSMETICA 8 0.22 1 ¥ -7 1,196,337,454| 16.77
BEBIDAS ALCOHOLICAS 9 0.79 10 + 1 239,008,834 | 3.35
BEBIDAS SIN ALCOHOL (0 0.33 6 ¥ 4 477,888,939 | 6.70
.
10 Trimestre 2010 Aclaracic’)nParf:\ este ir!forme_ se ha, _depurado Ia,base Monltor
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Ranking de Anunciantes

-

Ranking On Line Ranking Off + On Line
Ne  |Anunciante $Inversionf %V N [Anunciante %H Inv ON Line | $ Inversion Total
1°  |CENCOSUD SA 11,684,059 | 14.73 1° |UNILEVER DE ARGENTINA SA 0.40 550,616,201
2°  |FRAVEGA SACIEI 11,552,837 | 14.57 20 |DANONE ARGENTINA SA 0.02 367,423,242
3°  |IFOREX HOLDINGS LTD 3,982,588 5.02 3° |PROCTER & GAMBLE INTERAME 0.59 238,513,467
4°  |DELL LATIN AMERICAN CORP 3,930,273 4.96 40 |SC JOHNSON & SON ARG SAIC 169,943,087
50 |GRUPO TELEFONICA 3,591,247 4.53 50 |PEPSI COLA ARG SAIC 140,815,522
6° |AXOFT ARGENTINA SA 3,250,136 4.10 Ll GRUPO TELEFONICA 2.90 123,864,575
7°  |FECUNDITAS SRL 3,178,501 4.01 7° |GENOMMA LAB 120,869,613
82 |SPORT CARS SA 2,993,055 3.77 8° |QUILMES CERVECERIA Y MALT 0.06 109,899,567
99 |GRUPO BCO PCIA BS AS 2,612,511 3.29 9% |AMERICA MOVIL SA 0.27 107,773,288
10° |GRUPO MACRO 2,355,561 2.97 il CENCOSUD SA 98,550,708
11° |CENTRO AUTOMOTORES Sp 2,331,807 2.94 /ALl GARBARINO SA 92,948,490
12°  |UNILEVER DE ARGENTINA A 2,225,812 2.81 Al TEL ECOM ARGENTINA SA 82,877,444
13° |TELECOM ARGENTINASA | 2,116,701 2.67 ykll COCA COLA DE ARGENTINA SA 78,147,812
14° |COCA COLA DE ARGENTINA SAL,573,810 1.98 14° |KRAFT FOODS ARGENTINA SA 74,629,944
15° |GARBARINO SA 1,411,635 1.78 15° |COLGATE-PALMOLIVE ARG SA 0.05 73,026,360

1° Trimestre 2010
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Evolucion de los

% Medios
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2000 | 2001 | 2002 | 2003 | 2004 | 2005 | 2006 | 2007 | 2008 | 2009 EVO'n“C'O
Te'e‘ggfe”rttzs VI 9506 | 96% | 93% | 91% | 929% | 94% | 95% | 929% | 90% | 93% | -2%
Te'TEQ"gaeg;eS 73% | 70% | 67% | 66% | 63% | 65% | 70% | 67% | 69% | 70% | -4%
Lectores de | o0 | 4306 | 20% | 28% | 27% | 29% | 29% | 25% | 24% | 24% | -50%
revistas
Oyentes AM | 28% | 30% | 33% | 33% | 32% | 26% | 29% | 24% | 23% | 25% | -12%
Oyentes FM | 38% | 50% | 54% | 50% | 59% | 64% | 57% | 48% | 52% | 52% | 38%
LIJrf’t“e?L'gf 11% | 21% | 28% | 34% | 39% | 42% | 44% | 46% | 46% | 49% | 348%
Asistentes Cine| 14% | 17% | 17% | 20% | 22% | 17% | 16% | 15% | 15% | 15% 3%
Diahi‘:if; ca| 32% | 31% | 24% | 24% | 25% | 24% | 24% | 24% | 22% | 22% | -31%
Di;fic;grggm 29% | 37% | 35% | 36% | 40% | 39% | 40% | 37% | 36% | 38% | 35%
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|abc.> Evolucion de la penetracion de
Internet

2000 | 2001 | 2002 | 2003 | 2004 | 2005 | 2006 | 2007 | 2008 | 2009 |Evolucion

Total Pais 12% | 22% | 30% | 36% | 41% | 44% | 46% | 48% | 49% | 51% | 321%
Alto Valle 5% | 28% | 35% | 44% | 52% | 48% | 50% | 49% | 47% | 63% | 1168%
Bahia Blanca | 13% | 27% | 34% | 41% | 52% | 45% | 57% | 56% | 63% | 65% | 387%
Capital y GBA | 12% | 22% | 28% | 32% | 37% | 41% | 42% | 46% | 46% | 48% | 312%
Cordoba 12% | 29% | 38% | 41% | 48% | 47% | 47% | 56% | 56% | 49% | 317%

Corrientes/ | o " | 5005 | 38% | 43% | 44% | 50% | 49% | 55% | 56% | 60%
Resistencia 949%

La Plata 15% | 22% | 28% | 40% | 45% | 46% | 55% | 51% | 60% | 61% | 317%
Mar del Plata | 15% | 26% | 40% | 46% | 51% | 41% | 53% | 60% | 55% | 64% | 341%
Mendoza 14% | 22% | 33% | 38% | 41% | 46% | 46% | 45% | 51% | 54% | 288%
Rosario 13% | 22% | 32% | 42% | 42% | 45% | 41% | 45% | 50% | 53% | 326%
Santa Fe/Parana| 10% | 24% | 23% | 31% | 40% | 49% | 43% | 49% | 51% | 62% | 523%
Tucuman 8% | 16% | 30% | 33% | 40% | 47% | 45% | 43% | 41% | 49% | 542%




. S . s - s
|abg Evolucionde la penetracion de Intern;t

%-Masculino %Femenino
70%

57%  58% cry  57% 54%  53%

p0% 53%  53%

52%

50%

47%  47%

W% 43% 490 44%

30%
20%

10%

0%

2000 2001 2002 2003 2004 2005 2006




1

o “— ., . . .
' |abg Evoluciondel perfil de usuarios de internet
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Idbg Ultima vez gue usaron Interne
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' iqb§ Lugares de acceso a internet|

® En su hogar En casa de amigos / parientes
® En el trabajo Lugar Publico Pago
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Iab‘.’ Aparato de acceso a mternJ

Usuarios de Internet
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® Enviar / recibir e-mail (correos
electrénicos)
Realizar investigacion personal
Entrar en un 'chat room’ / sala de chat
Leer noticias (nacionales)
Enviar / Recibir mensajes instantaneos
(MSN, etc)

® Bajar musica (Ej. MP3)

® Escuchar Musica
Leer diarios

u Leer noticias (internacionales)

» Visitar sitios de Educacidon/ Aprendizaje

= Jugar a juegos "on-line’

m Enviar postales electrénicas
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gue consumen los usuarios de internet




