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ChaCha Mobile Answers i One of the Leading Ways to Reach

Teens and Young Adults

ChaCha (www.chacha.com) is the leading mobile answers service and the fastest

growing web site in the top 100. Its unique platform gives advertisers the opportunity
to engage millions of teens and young adults online and on their mobile phones. In
less than two years, ChaCha has answered over 400 million questions and reaches
over 15+ million unique users per month who are primarily 131 24 years old.

How ChaCha Works?

ChaCha allows mobile subscribers to ask specific questions - any questions - via text
messaging or voice. Users can call 1-800-2-C h a C h arfext questions to ChaCha
(242-242E ) on mobile phones and receive answers within minutes. Users can also
visit m.chacha.com, download C h a C hiBhdre app or ask questions via @ChaCha
on Twitter. The query is parsed and passed on to the most appropriate human guide -
decided according to both semantics and syntax of the query - that is logged onto the
ChaCha system.

The guides are responsible for searching for answers from various sources of
information and selecting the best answer which is then sent to the subscr i
handset via text message. Information about the source, as well as the guide
performing the search is also provided to the user. Moreover, mobile users can ask
follow up questions in conversational English as original queries and answers are
maintained in C h a C hpawesful database.

C h a C hpaténs pending system learns from the acquired results through storing the
best-rated search results and providing the same results for similar searches in the
future. This allows the platform to scale considerably and handle increased volumes
of search queries.

Benefits of C h a C hsariice are as follows:

Mrovides answers (and not vast amount of links)

Auick responses

ACan be accessed from virtually any text-enabled mobile phone
Aree service - users pay only standard messaging charges
MDelivery of relevant and targeted advertising in messages
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U ChaCha has answered
over 400 million question;
with 15+ million monthly
uniques

U 49.3% are 18-24

U 34.7% are 13-17

U 47.9% female

U 52.1% male

U 44.7% do not have a

web-enabled phone

U 92.0% would recommend

the service to a friend

U 88.0% consider the
service to be¢g
valuabl ed

1 89.0% heard about the
service from a friend

Performance Metrics

ChaCha has experienced wide consumer acceptance since launching its service in
January 2008. Since its launch, ChaCha has answered more than 400 million
guestions via mobile cell phones and the web and now reaches over 15+ million
unigue users each month online and via mobile.

Media Consumption Patterns of the Youth Segment

Frost & Sullivan believes that the mobile device has evolved to become one of the
most popular media consumption devices for the youth segment. This segment
relies on their mobile devices for a wide range of communication, information and
entertainment requirements, and the youth segment forms the core of the mobile
0 p er a mobilesdata strategies. As such, services such as ChaCha 1 that
generate millions of mobile search queries from the youth segment every month i
are ideal to provide insights into things on the 6 t of the mi naf the youth segment
and build a virtual 6 u sperro fthatlties all known information about the end-users.

The figure below shows the average monthly SMS volume by age-group in the U.S.
mobile communications market in 2009.
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The Youthful Mind: What do the Teens and Young Adults Think
about your Brands and your Competitors?

There is an opportunity to better understand user behavior in mobile. ComScore M:
Metrics is used to correctly depict data usage and device type by segment.
Companies like Dynamic Logic and Insight Express can provide metrics on brand
affinity and purchase intent for specific campaigns and categories, but there is no
single source that provides a more granular understanding of what!s happening
during the conversation - what users care about and what they think, particularly as
it relates to specific brands and products. Frost & Sullivan believes that ChaCha is
in a unigue position to provide that data to the industry and potential advertisers.
Capturing the ¢ 0 n s u nirgentgséalways a priority for successful marketers, and
C h a C h exigrssive database of questions and associated information about the
subscribers can be mined to provide insights into the popularity, penetration and
perception of different brands among the consumers.

The youth segment continues to be a heavy user of Ch a Ch aebvises and
currently generates the maximum number of queries in a given time period. Along
with the search query and answer string, ChaCha also has insights into other
metrics related to the end user- including demographics, location, device type, and
others. An in-depth analysis of C h a C hdatd san provide an intelligent and logical
association between all these metrics and can provide actionable insights into the
c o n s u mprefesetices.6 For example, traffic patterns can be analyzed to
determine the impact of a particular ad campaign, ascertain the popularity of
different TV shows among the youth segment, and even to determine regional
interest levels for a particular product. The possibilities are endless.
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The key objective of this whitepaper is to provide insights into what teens and young

adults think about specific brands and how loyal they are to those brands. Since

ChaCha parses millions of questions per day, we have real time access to

awareness and satisfaction levels as well as loyalty indicators that lead to repeat

purchases, referrals and a preference for a vendor. We define this as Brand Affinity.

For purposes of this whitepaper, ChaCha and Frost & Sullivan analyzed millions of

queries from the 39 Quarter of 2009 from the youth segment and focus on the

following verticals and the key brands within those categories:

i
i

i

Gaming

Consumer Electronics i Laptops
Entertainment 1 Movies

Retail i Apparel

U Jeans

U Shoes

0 Retail Clothing

Food & Beverage

Auto

A detailed analysis for the above mentioned queries, including, but not limited to, the

following data points will be provided:

\%
\%

Number of queries generated for the top brands

Demographical analysis for the youth segment generating queries related to
popular brands

Device types

Types of queries asked

Analysis of the questions can also identify key drivers that affect Brand Affinity:

price, performance and relative performance against a competitor. Brand Affinity

metrics and segmentation can allow marketers to target and play media buys on the

basis of consumer availability and openness to a brand message, rather than on

demographics alone, thus reducing unnecessary and ineffective spending.
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U There were over 34,000
questions processed
relating to the top three
game consoles

U There were more than

twice as many questions
about XBOX than any
other gaming platform

U 85.9% of all questions for
gaming were from males

U 14.1% of all questions for
gaming were from
females

U 83.3% of all questions
came from non-
smartphones

U SMARTPHONES:

U 6.7% Blackberry

U 4.7% iPhone

U 3.1% Windows Mobile
U 2.1% Treo/Palm

XBOX 360 brand metrics high across thaard.

XBOX 360 is the leading gaming brand among the ChaCha audience and Brand
Affinity metrics are very high showing high first purchase and repeat purchase
indicators. Over 33% of the questions are related to game compatibility and whether
or not the XBOX games will work on the XBOX 360, while 42% of the users asked,
i H omuch is the XBOX 3607 oand 22% of the questions were related to the origins
of the game console. For example. the question, i Wh iavented the XBOX 360? 0
was asked 116 times over the course of two days.

Top Game Console Search

XBOX360 21061
PS3
Wi
0 5,000 10,000 15,000 20,000 25,000

E MALE & FEMALE

Game Searches by Device Ty

Treo/Palm
684
2.1%

Windows Mobile
1,042
3.1%
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U Shopping and consumer
electronics related
guestions involving
laptops exceeded 3,000

total questions submitted.

U Apple had the majority of
the searches for the
laptops group

U In California, 66.2% of all
laptop questions were
related to Apple laptops,
compared to a national
average of 56.2%

U TOP LAPTOPS:

. Apple

. Dell

. HP

. Toshiba
. Acer

. Lenovo

U TOP SEARCH STATES

(total laptop questions):
1. California

2. Indiana

3. Texas

4. Ohio

5. New York
6. lllinois

7. Missouri
8. Utah

9. Arizona

1

0.Florida

U 64.1% Male

U 35.9% Female

Applebe aware affinity could be waning.
Great opportunity forcompetitors.

While Apple has the majority of searches, Brand Affinity i s @asbhigh as you would
expect. In fact, 34% of the questions demonstrate some uncertainty as to what they
should buy. Sample questions include: fi A rAgple laptops better than To s hi dra ?
fi S h o lubluyda Dell or an Apple | a pt Algo?3¥% of the questions were price
related, although the majority were phrased like, i H o aan | get an Apple laptop

c h e a gn@d ® Whaye the Apple laptops priced so h i g Ap@plé should beware that
teens and young adults are heavily i c 0 mp as h & @ pandcgneerned about the
high prices. Dell and HP should see this as an opportunity to drive additional
awareness. In summary: Awareness of Apple laptops among this demographic are
high, but there is some skepticism as to whether or not they are worth the hype.

Top Laptop Searche:

0 500 1,000 1,500 2,000
H MALE & FEMALE
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U There were over 54,000

U Top 5 movies for females:
1. Harry Potter i 10,399

. The Hangover i 2,140

. The Proposal i 1,962

. Brunoi 1,867

. lce Agei 1,782

U While comedies and sci-fi

guestions processed by
ChaCha regarding the
top movies during the 3
month time frame

Top 10 movies:

U
1. Harry Potter i 17,494
2. The Hangoveri 4,007
3. Brunoi 3,644

4. Public Enemiesi 2,995
5.
6
7
8
9
1

District 91 2,919

. lce Agei 2,908
. The Proposal i 2,866
. Orphani 2,462

G.l. Joe1 2,410

0.The Ugly Truthi 2,277

The top movie genres:

U
1. Familyi 22,587
2. Comedyi 6,293
3. Sci-Fii 6,391

4.
5
6
7

Horror i 5,807

. Dramai 5,225
. Romancei 1,449
. Musical i 689

Top 5 movies for males:

U
1. Harry Potter i 7,095

2. The Hangoveri 1,867
3.
4
5

Bruno i 1,777

. District 971 1,733
. Public Enemies i 1,453

are successful to young
males, family and
romance movies are
widely watched by young
females.

Harry Potter sets the standard for youth movies.

Which genres are favored by girls? Which genres

are favored by the 18 and over crowd?

Questions about the Harry Potter movies and characters quadrupled the question

total for the next closest movie i T hHea n g o dueing the three month time period.

Demographic data varies quite a bit depending on the genre classification of the

movies. For example, dramas are split 50/50 between genders. However, the 18-

24 year old age group made up 65% of the questions indicating that age is the prime

indicator of interest in movies that fall into the drama genre. When using the same

analysis on family movies, we find the opposite T that gender indicates interest. Age

groups for family movies are very close at 53/47 percent, whereas gender is more

lopsided with females making up 60% of the questions.

1824
3,373
65%

1317
1,852
35%

Drama
ByAge Group

Genre
ByGender
Female Male
2,629 2,596 1824
50% 50% 11,887

53%

Top 10 Movies

Family

By Age Group

1317
10,700
47%

By Gender
Male
9,065
40%
Female
13,522

60%
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