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Deep-dive Brazil
Summary findings

2/3 of survey participants below 35
y.o. are willing to sacrifice one or
more daily activities (gym, eating

out, etc.) for their smartphone

Staying connected via the
smartphone is among top-3
most important things for people
above 25 y.o.

© Oliver Wyman

Quality of service is the most
important component of telco
offering for almost % of
subscribers

Virtual reality is the teehnology that
most excites Brazilian people

People trust Google and Apple with
regard to protecting their personal
data, more than they do trust their

mobile provider




Overview: Survey participants — Who are they?
Survey has been conducted to reveal customers perception of tech
developments and role of the telecom providers

1,021 participants

48%

All genders

92%

Representative age groups

55-65

-y
45-54 19%
28%
25-34
3544

Various household sizes

8%

21%

31%

27%

13%
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Various lifestyle and interests

100"

% of subscribers
who possess

— Mostly actively participating in decision-_—
making regarding telecom services

1,021
41%  Sole decision maker
L¥E T | share the decision-making responsibility
— | provide input for the final decision
;Little or no input inte the decision making
6%

1. Qualifying question
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Smartphone affinity
Older generations have more pragmatic perception of their smartphone and
to lesser extent ready to sacrifice other activities in favor of their smartphone

What best describes your smartphone usage?

18-24 25-34

35-44 45-54

IT'S MY LIFE

| use my smartphone from the moment | wake up to the
moment | go to sleep

IT"S A NECESSITY
| use my smartphone for calls, messaging and for basic
needs (i.e. checking the news and local weather)

IT'S ATOOL

| only use my smartphone for calls and messaging

| would rather spend money on my smartphone (hardware & contract) than...
% of survey participants who answered “Strongly agree” or “agree”

s
0
63 / 0 of Gym membership =i 60 60 54 48 40
survey participants
below 35 y.0. are Eating out 3( 71 62 47 49 35
willing to sacrifice .
one or more activities theﬂﬂg?hf:; ﬂ 72 G0 49 43 35
for their smartphone
_ Travelling + 67 57 45 42 28
While OJI ly Buying presents s 55 48 40 32
44 /D for a family =M i
= :lifgg 3{:::2 Saving for later “' 69 60 46 47 32
claim the same 18-24 25-34 35-44 45-54 55-65 Avg. )
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Most important things in life
Staying connected via smartphones is most important for middle-

aged survey participants

Of the activities below, which are the most important in your daily life

Spending time with
family and friends r 40 42 =0 49 o4
Playing sports/
following a regular hobby 17 4 J 19 >
Staying connected B = - = -
via my smartphone
Travelling + 11 9 9 16 14
Eating out or socializing h‘_ﬁl 5 6 6 3 0 4
Using shared mobility s |10 10 11 -6 —4
Dating @ |3 —4 1 2 -2 2
Watching TV I;l -1 -2 1 -2 4 2
Shopping online E -1 -1 —4 -2 -2 -2
Gaming m 2 -2 -0 -0 -0 -1
|
18-24 25-34 35-44 45-54 55-65 Avg.
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O
Anticipated technology A4

General excitement about new technologies is very high

How do you feel about the following services and technologies being developed and soon being available?

18-24 45-54 55-65 Avg. e
_ _ 1% zm
+ Virtual reality is
_ the most
Augmented reality 84% pirs 83% i 6% Mo 81% g 2% Mo 80% ply exciting
technology
et ackor | oox [l o PRl o FRl o (8ol
72% 68% 65% 64% 62% 67%
health trackers 25% 26% % ©33% 36% 29% autonomous
driving is the
technology
E—— 1] L1 i} 0y 0y
Autonomous driving - [SSEES 1?@ ﬂ 0% 17@ o8t 15@ 0% i s 1% awaited with
great
n 7% 30 o o o cautiousness
Connected home 79% - 7% 76% 80% 7%
security 12% 18% 16% 16% 16% 16%
Connected 6% 504,
0y 1 0y 0y 0,
devices at home S 20% % gt 2% P W 4% S 21% S 21% J
EXCITED/
: 3%
d 9 9 o INTRIGUED
3 generation care  SSSCELEN fop 81 FIn 40 85% - rp S0 T -
INDIFFERENT

Smartor Al AFRAID OF/
1 19% 18% 24% 19% SCARED
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Treatment of personal data

Older people less excited about personalized offers; generally higher degree
of trust to Google and Apple than to mobile service provider

How do you feel about companies storing
your data to personalize services?

18-24

25-34

35-44

45-54

55-65

Avg.

Others

27 73

II

41 59
50 a0
.
41 59

Il Excited/ Open
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How much do you trust the following companies with
regard to protecting your personal data?

18-24 3544 4554 5565 Avg.
| | | |

Mwwmh H B D B
| | | | |
| | | |
v S B E [
operatar | | | | | |
, ! | | ! | |
‘ 15 13 16 16
| | I | | |
| | | | ' |
| | | 13 H |
amazon @i I 0 II | o
I | | ' ' |

|

Google [ I 0
| | | | | |
nebookl @ @8 0§ @
| I | | ! I



O
Role of the telco operator A d
Being connected to the loved ones is a top priority of all ages; service quality is
by far the most important in telco offering

To what degree do you associate the following What is most important to you in a telco company’s
experiences with your telco operator? offering?

18-24  25-34
I 30, _3/0 -3/0

45-54 100 100 100 100 100
0,
... being 7%
connected
to your loved ones . - .
... being fully
53 55
39

reachable
at all times

6 53

“

... making the
maost of your time
through efficient
digital solutions

... controlling
your home

via connected/

smart devices

... entertainment .

E =~ w

ﬁ E % E 1824 25-34 3544 45-54 5565 Avg.

I Service quality Offered devices [l Media content
I Price of the services [l Applications
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Deep-dive Brazil

Bundled offers e
90% of customers prefer bundled packages, younger generations value
convenience of bundled offers and are more willing to pay a premium for that

Whenever
possible | buy

bundled
packages

100

Getting
everything

100 100 100 100
source is
motantfr /M N BN BN B BN B

100
me
18-24 25-34 35-44 45-54 55-65 Ava.

Of which

I’'m willing to
pay a premium

for the
convenience
of a bundle
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Telco provider outlook

Service quality and hotline support are the improvement areas for telco providers;
however people would rather buy telecom services from leading OEMs

Should you be able to change something with your telco
operator (apart from price!), what would you improve?

18-24 25-34 3544 45-54 5565 Avg.

Service quality
(coverage,
speed of
internet, etc.)

O 0O 60 6 O

Customer
support on the
phone

O 60 6 6 6 O
®© 06 6
® © 3/

Transparency
and control over
monthly
consumption/ bill

Offer/ tariff
complexity

Top 3 things where customers see improvement
o 9 e potential by their current telco providers

@ Oliver Wyman

Other non-tech

grocieries, etc)

Should all the following companies provide mobile or
internet services, which one would you prefer to buy from?

1824 25-34 35-44 45-54  55-65 Avg

Your current
mobileftelco
operator
Other telco |5 ﬁ Ig Ia Ig I?
operator
OEM
Samsung)

Amazon [0 -2 -4 -4 -2 -2

19 I15 I14 13 16 16

companies i
(bank, 3 Fﬁ 4 7 7 6

Other tech
companies
(Google,
Facebook)




QUALIFICATIONS,
ASSUMPTIONS AND LIMITING
CONDITIONS

This report is for the exclusive use of the Oliver Wyman client named herein. This repert is not intended for general circulation or
publication, nor is it to be reproduced, quoted or distributed for any purpose without the prior written permission of Oliver Wyman.
There are no third party beneficianes with respect to this report, and Oliver Wyman does not accept any liability to any third party.

Information furnished by others, upon which all or portions of this report are based, is believed to be reliable but has not been
independently verified, unless otherwise expressly indicated. Public information and industry and statistical data are from sources
we deem to be reliable; however, we make no representation as to the accuracy or completeness of such information. The
findings contained in this report may contain predictions based on current data and histonical trends. Any such predictions are
subject to inherent risks and uncertainties. Oliver Wyman accepts no responsibility for actual results or future events.

The opinions expressed in this report are valid only for the purpose stated herein and as of the date of this report. No obligation
is assumed to revise this report to reflect changes, events or conditions, which occur subsequent to the date hereof.

All decisions in connection with the implementation or use of advice or recommendations contained in this report are the sole
responsibility of the client. This report does not represent investment advice nor does it provide an opinion regarding the fairness
of any transaction to any and all parties.



