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Demographics
15,414,599 hab. (2013)
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1 | Macroindicators

Demographics
50% of Total Piopulation in Ecuador is
located within the top 10 populated cities

Top 10 Populated Cities Population
according
Census 2010

Urbanization in Ecuador

Guayaquil 2,978,691

Quito 2,607,704

Cuenca 529,928

Ambato 330,185
Urbanization Rate 2% Santo Domingo 300,875
Machala 231.260

Duran 230,839

Manta 217,553

Portoviejo 206,682

Loja 170,280

TOTAL 7,803,997

And 40% is in Top 3 cities:
Guayaquil, Quito y Cuenca.

Sources: CIA World Fact Book, INEC. | p.4
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Economics

GDP (USD MM) vs. INFLATION (%)
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Import and Export

What do Ecuador exports? To?

918,962,802,243 918,962,802,243

50% Petroleum
oils, crude

35% United
States
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What do Ecuador imports? From?

914,149,085,123 914,149,085,123
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Source: The Observatory of Economic Complexity (2011) © 2012. Proprietary and confidential. | p. 6



HOUSEHOLD INCOME vs. BASIC FOOD BASKET

1 | Macroindicators 800 -
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Household Income Vital Basket Basic Food Basket

Defined as income of 1.6 percipients of Group of 73 products, in less quantity and Established group of 75 products in order
Minimum Salary in a 4 members quality than basic basket, that marks the to monitor the raise of prices and their
household, of which only 2 people work limit of survival of a family relationship with population income and its

consumption capacity

Source: INEC, 2013* Projection. | p.7
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Telecommunications

ACCESS TO TICs IN ECUADOR
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Distribution Channels

TRADITIONAL COMMERCE STRUCTURE IN ECUADOR

Candy Store;
0.70%

Beauty
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4.60%
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Drugstores;
3.80%

Grocery
Kiosk; 2.10% _/ Stores; 2.80%

Source: Store Audit IPSA Group Ecuador 2012.
MM / BSH: Minimarkets and Beverage Sales at Home.
On Premise: Consumption in Restaurants, Bars and Clubs.
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1 | Macroindicators

Stores by Supermarket Brand

‘Favorita Corporation” and ‘El Rosado’ form a strong Oligopoly of Retail in both
Guayaquil and Quito; with business branches that have extended to other
economic sectors such as Shopping Malls, Cinemas and Media.

143

‘Tia" has more stores in countryside an rural areas but has a lighter economic
weight when compared to the two biggest groups. In contrast, Tia has its
focus only on retail.

44
. . — - :
Tia Aki SupermaX| MegamaX| Mi Hlpermarket Santa Avicola Magda
Comisariato* Maria**  Fernandez  Espinoza
COQACION CORPORACION

FAVORITA EL ROSADO S.A.

Source: Store Audit IPSA Group Ecuador 2012.
Mi Comisariato* includes: Mini, Mi Comisariato Junior and Mi Canasta. _ o
Santa Maria** includes: Bodega Mayorista and Srta. Maria Regalos. © 2012. Proprietary and confidential. | p. 10
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Household Description by SEL in Ecuador

(A) High 1.9%

97% have landline service, 99% has fridge, 80% own washing
machine and stereo system, 50% has a computer, 98% uses
Internet. They have 3 cellphones and 2 TV sets at home. They
have 1 car for use of the family. The householder is a mid level —— (B) Mid High 11.2%
professional, scientist, intellectual, and has complete studies at
University. 92% is affiliated to state insurance and 47% has private
insurance.

(C+) Mid Typical 22.8%

52% has landline service, 84% own fridge and 48%
has a stereo system at home. Only 11% have
computer at home but 43% use Internet. They have
2 cellphones and 1 TV Set. The householder works as (C-) Mid Low 49.3%

a customer service or sales employee, merchat or .
industry worker and completed only primary
education. 48% is affiliated to state insurance but
only 6% has private insurance.

Source: Overview IPSA Group 2012 Ecuador.

100% have landline and fridge, 95% posee washing machine and stereo
system, 100% have a PC and 99% use Internet. They own 4 cellphones
and 2 TV sets at home . 80% have more than 1 family car. The
householder works as scientist, intellectual, or member of the excutive or
legislative power, or with a high position within the corporate ladder of
private or public companies. Also has completed master or postgraduate
studies. 95% is affiliated to the state insurance and 79% has private
insurance.

83% have landline service, 96% have fridge, 67% own washing
machine and stereo system, 62% have computer at home and 90%
use Internet. They have 2 cellphones and 2 TV Sets at home. The
householder works as a customer service or sales employee,
merchant or machinery operator; and they completed high school
education. 77% is affiliated to state insurance and 20% has private

insurance.

Only 12% have landline service, 43% have fridge
and 10% have stereo system at home. 9% use
Internet. They have 1 cellphone and 1 TV Set at

home. The householder works as merchant,
industry worker, or machinery operator. They
completed only primary educationand only 11% is
affiliated to any kind of insurance.

| p.12
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2 | Social Indicators

Humand Development Index
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Despite criticism and opposition from social movements and medis, the
government has achieved significative advances improving the quality of
life of citizens.

Specially there are notable achievements regarding Health, the reduction
of unemployment and the percentage of population below the poverty
line.

Also there are initiatives such as assistance to disabled in countryside
and rural areas (which has been copied in other countries) and subsidies
to the population within the lower stratum, such as: ‘The Human
Development Bonus'.

| p.13



3 | Social Indicators

= = Both are the economic powers of Ecuador, with
TWO Worlds: GuayaqUII & QUItO different (historic, geographical, cultural, ideological
and climatological) profiles.

Q uito
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Main Seaport . Capital Ci
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4 masl. N j"i _.»‘r‘i'*-u mmmm ........ - 2/850 masl.
City founded in the shores of a river an FUU U unol oz | City founded in a Valley surrounded by mountains. It’s
surrounded by marshes. It’s plane and poligonal ~ **%" . 4 . elongated and crossed by hills. It's cold during most of
with 2 seasons: dry and wet (6 months of rain) T . N s’ the year, with scattered showers and open skies.

345 Km? / 2,440,127 hab. (2012) 352 Km2 / 2,239,141 hab, (2012)

People fron Guayaquil: People from Quito: N b*
outgoing, talkative, private, thrifty, reflective REEREIE:
impulsive buyers, best buyer, best known as

known as «monos» «Serranos»

2012. Propri i ial. | p.
Source: INEC, OMD. © 20 roprietary and confidential. | p. 14
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3 | Advertising Industry

Media Split

(3 (oo (o (5%
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28%
2 3% 21% Ll = NEWSPAPERS
NEWSPAPERS ~ RADIO MAGAZINE SUPPLEMENT TV OOH 2008 2009 2010 2011 2012%*
Advertising investment in Outdoor decreased to benefit TV,
Radio and Newspapers.
MEDIOS 2008 VAR% 2009 VAR% 2010 VAR% 2011 VAR% 2012
NEWSPAPERS 84,050,587 -16% 70,705,923  11% 78,471,612 3% 75,780,706  14% 86,227,119
RADIO 19,028,264 6% 20,260,059 -16% 17,053,113 13% 19,253,467 21,381,875
MAGAZINE 18,362,929 -10% 16,590,055 7% 17,780,287 4% 18,451,066 0% 18,401,537
SUPPLEMENT 13,081,265 -12% 11,575,587 6% 12,259,476  18% 14,447,331 14,171,168
v 170,926,276 0% 170,344,113  15% 196,479,613 11% 218,908,101 10% 240,237,192
OOH - 100% 25,436,600 -42% 14,818,176 5% 15,526,528 11,026,484
TOTAL 3% 7% 8% " 8% 391,445,375

Source: Ibope Time Ecuador (Next). Published Rate, Discounted. © 2012. Proprietary and confidential. | p. 16



3 | Advertising Industry

D 10 Categories

To
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No. CATEGORIA 2008
PUBLIC INST. 35,399,986
CELLPHONE CARRIERS | 23,746,860
VEHICLES 14,862,074
APPLIANCE STORES 7,408,416
BANKS 5,783,052
SHAMPOO 8,108,415
LOTTERY 6,123,646
SUPERMARKETS 4,409,737
TOOTHPASTE 2,217,480
DEPART. STORE 5,072,898

10

Source

: Ibope Time Ecuador (Next). Published Rate, Discounted.

VAR%

-24%
-8%
-2%

-11%
-6%

-53%
19%
34%
25%
9%

2009
26,758,876
21,869,833
14,492,170
6,610,705
5,462,167
3,833,059
7,297,416
5,900,189
2,776,492
5,543,157

VAR%

24%
-6%
35%
23%
7%
69%
11%
-9%
61%
4%

ANNUAL INVESTMENT 2008 - 2012

50,000,000
45,000,000
40,000,000
35,000,000
30,000,000
25,000,000
20,000,000
15,000,000
10,000,000
5,000,000
0 . . . . .
2008 2009 2010 2011 2012
2010 VAR% 2011 VAR%
33,269,035 15% 38,215,130 22%
20,555,688 7% 22,042,070
19,606,829 -34% 12,940,804 3%
8,125,414  16% 9,399,902
5,868,434  40% 8,216,451  23%
6,476,710  16% 7,495,857
8,102,502 8% 8,760,079  11%
5,348,682  24% 6,628,630
4,467,013 1% 4,517,582  51%
5,791,433 2% 5,906,305

PUBLIC INST.
CELLPHONE CARRIERS
VEHICLES

APPLIANCE STORES
BANKS

SHAMPOO

LOTTERY
SUPERMARKETS
TOOTHPASTE

DEPART. STORE

2012

46,737,261
22,788,905
13,288,466
10,113,043
10,069,160
9,900,700
9,743,551
7,925,601

6,802,386
5,978,481

© 2012. Proprietary and confidential. | p. 17
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3 | Advertising Industry

'op 10 Marketers

2010 m2011

No. ANUNCIANTE
1 GOB. NAC.

2 UNILEVER

3 CONECEL

4 LOT. NAC.

5 COL-PAL

7 1&J

6 OTECEL

8 COCA-COLA COMPANY
9 GENOMMA LAB.

10 QUALA

2008 VAR%
21,606,296 -20%
11,440,689 -37%
11,922,353 8%
6,192,326 23%
5,063,429 -8%
5,912,949 2%
10,471,724  -25%
1,987,866  23%
1,562,830  60%
2,727,166 1%

m2012

2009
17,350,048
7,153,442
12,854,571
7,643,884
4,638,059
6,001,887
7,900,344
2,451,119
2,505,686
2,708,339

Source: Ibope Time Ecuador (Next). Published Rate, Discounted.

7001001 J
30,000,000
25,000,000
20,000,000
15,000,000
10,000,000
5,000,000
0 T T T T 1
2008 2009 2010 2011 2012
VAR% 2010 VAR% 2011 VAR%
43% 24,812,131 9% 27,078,213 17%
41% 10,088,762 20% 12,140,314
7% 12,003,052 11% 13,370,911 1%
9% 8,295,479 14% 9,468,103
54% 7,149,486 -10% 6,407,976  35%
25% 7,510,109 14% 8,546,752
3% 7,624,961  12% 8,577,582 3%
59% 3,892,305 92% 7,491,435
90% 4,748,386 9% 5,158,565  24%
13% 3,064,607 -22% 2,392,504

ANNUAL INVESTMENT 2008 - 2012

—a— GOB. NAC.
—a— UNILEVER
—&— CONECEL
—— LOT. NAC.
COL-PAL
—— &)
—&— OTECEL
—— COCA-COLA
COMPANY

—#— GENOMMA LAB.

—=— QUALA

2012

31,788,365
13,967,633
13,497,134
10,375,745

8,645,228
8,584,745
8,353,241
6,871,108
6,417,658

5,953,800

© 2012. Proprietary and confidential. | p. 18
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Top 10 Brands

16,000,000
14,000,000
12,000,000
10,000,000
8,000,000
6,000,000
4,000,000
2,000,000
0
O
Q—.
&
No. MARCAS 2008
1 CLARO (PORTA) 11,924,446
2 MOVISTAR 10,466,543
3 COLGATE 2,615,253
4 DIST. MET. QUITO 1,833,395
5 DIREC TV 458,078
6 CHEVROLET 5,003,273
7 PRESIDENCIA 2,640,476
8 BCO. GUAYAQUIL 1,349,468
9 LOT. NAC. 1,709,664
10 MUNIC. GUAYAQUIL 3,378,736

Source: Ibope Time Ecuador (Next). Published Rate, Discounted.

VAR%

8%
-25%
4%
34%
7%
2%
12%
-33%
48%
-38%

2009
12,848,083
7,896,508
2,726,185
2,461,672
492,036
5,128,333
2,945,453
905,722
2,522,963
2,108,195

ANNUAL INVESTMENT 2008 - 2012

16,000,000 === ==============m=mmmmmmmmemmemmae.
—=m— CLARO (PORTA)
14,000,000 —#— MOVISTAR
12,000,000 —=— COLGATE
—=— DIST. MET. QUITO
10,000,000 e DIREC TV
8,000,000 —=— CHEVROLET
—=— PRESIDENCIA
6,000,000
—#&— BCO. GUAYAQUIL
4,000,000 —a&— | OT. NAC.
=— MUNIC.
2,000,000 GUAYAQUIL
0
2008 2009 2010 2011 2012
VAR% 2010  VAR% 2011 VAR%  YTD 2012
7% 11,990,299 11% 13,353,290 1% 13,492,760
4% 7,619,930 12% 8,571,390
47% 4,002,785 -4% 3,827,378  26% 4,840,556
9% 2,233,467 59% 3,555,153
258% 1,763,861 72% 3,031,420  24% 3,768,833
11% 5,678,761 -34% 3,764,327
20% 3,533,107 12% 3,946,126  -15% 3,367,620
43% 1,299,200 93% 2,509,997
11% 2,788,541 4% 2,911,670  12% 3,259,374
3%  2,175393 9% 2,378,434

© 2012. Proprietary and confidential. | p. 19
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4 | General Media Consumption

Penetration vs. Attention to Media

MEDIA PENET. AFF. ATT.
NEWSPAPERS 48% 100 30%
1) [
450, - - MAGAZINE 30% 100 19%
OPEN TV 97% 100 38%
40% - Open TV ’ ’
CABLE TV 27% 100 38%
0] u
9% - Outdoor RADIO 81% 100 22%
30% 1 Supplement Newspapers CINEMA 19% 100 15%
S Heo ' OUTDOOR 96% 100 35%
2 25% -
o Magazine Radio INTERNET 56% 100 19%
E 20% -
< o SUPPLEMENT 36% 100 29%
o | '
15% Internet
10% Cinema Outdoor and Open TV are the media with
oy most Penetration and Attention within the
° country.
0%

Magazines and Cinema remains as niche

0 0 0 0 0 9 9
0% 20% 40% 60% 80% 100% 120% media.

PENETRATION .
In general terms, all media the usage

depends on its characteristics and the target,
and campaign objectives as well.

Source: TGI Ecuador 2012.. | p.21



4 | General Media Consumption

Media Audience By Daypart

—— Open TV —m— Outdoor —B— CableTV -#— Radio —m— Print — Internet —— Cinema

T
L e e N it SRR R
L e B T T RS
K e L e T i
20%

10%

0%
06:00am - 09:00am - 12:0
08:59am 11:59am 02:]

Day

Source: TGI Ecuador 2012, Guayaquil + Quito. | p.22



4 | General Media Consumption

TV Channels and Radio Stations in Ecuador

600

500

400

300

200

BROADCASTERS

100

O.C.

NUMBER OF RADIO STATIONS AND TV CHANNELS

WITHIN THE NATIONAL TERRITORY (DIC 2012)

A FM-14 Fr-R. TV-VHF  TW-UHF CATV

TVCOD

RADIO STATIONS, TV CHANNELS, AND
AUDIO OR VIDEO SUBSCRIPTION SYSTEMS

Audio and Video
Subscription
14%

Open TV
27%

Radio Stations 1,153 59%

Open TV 522 27%

Audio and Video Subscription** 274 14%
TOTAL 1,949 100%

* Includes main stations and relay. ** Includes 2 systems of coded satellite A/V

Source: Supertel Ecuador 2012

Radio Stations
59%

| p.23
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5| Open TV

Evolution of TV Universes in Ecuador

3.5
—a Households
—m Housewives ABC
-m- PP 18-99 ABC
o Kids 3-11 ABC

Teens 12-17 ABC

People (MM)

Men 18-99 ABC

Women 18-99 ABC

2005 2006 2007 2008 2009 2010 2011 2012 2013

Source: IBOPE Ecuador, TV Data 4.0
Nota: Since 2007 the universes of Housewives and Households were unified cause the industry set the correspondence of a single
Housewife per Household. | p.



5| Open TV @ d

Highlights

ecuavisa
Leader TV Channel in Highlands Soap Operas and TV News Leadership
« This TV Channel experienced a lower - o
share of audience but remains among S e s [N\
the top 3. S MILEDNARIO

SN

« They respect the commercial spaces,
but tend to work with Discounts per
volume instead of CPR. They also keep
higher costs within their commercial
structure.

« They have a significative local
production, including news programs, of
a good quality with a heavier weight in
comedies.

« Its performance can be measured
national but they keep signals apart for
Guayaquil and Quito.

» In their Programming it’s reflected their
contracts with Telemundo and the
brazilian Globo.

| p.26


http://www.ecuavisa.com/produccion/39614.html
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5| Open TV

Highlights @

Strong Competitor in Guayaquil Reality Shows & Sensationalism

« This TV Channel is property of mexican
Angel Gonzales.

« It grew in national share thanks to the
Reality Show “Combate”, within the Prime
Time.

« They have successfully implemented a
sensationalist and informal tone among
all their news programs, achieving high
rating levels for these tv programs.

« They have kept during several years the
talk show “Vamos Con Todo"” with
acceptable rating levels within the EARLY,
and the Sports News Program “Copa” that
has editions in DAY and PRIME.

« They manage a very flexible commercial
platform that moves among: CPR,
Discounts per Volume, and Sponsorships.

| p.27



5| Open TV !EA'MVQN‘AS ﬁ

Highlights

Strong TV Channel in Highlands Kids Programming, Soap Operas and Investigation

« It's the 2nd TV Channel in Highlands and
4th in the national ranking.

» This channels puts an important weight
of national production in their
programming, specially comedies, TV
magazines and Investigation Journalism.

« The News Program “24 Horas” is not the
one with most audience in the nights but
it's the most expensive.

« It divides its programming among
Televisa and TV Azteca from Mexico.

» The entire national production is sold as
sponsorship (Spots + Mention + TV
Billboards).

» A drawback is that despite having
national marketing this channel has
divided signals for Guayaquil and Quito,
Hence, sometimes, the buy implies one
tv program in Guayaquil and another
completely different in Quito.

| p.28
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5| Open TV

Highlights

Targeted to housewives in the highlands Soap Operas and dramatic Reality Shows

« TV Channel seized by the Government.

« The strength of this TV Channel resides
in Soap Operas from Televisa Mexico, or
RCN and Caracol from Colombia.

« The prior fact, besides of an strong
position in the highlands audience makes
it a key channel to reach hosewives in
this region of the country.

 As TC, Canal Uno and EcuadorTV, it also
has the rights to broadcast the
Ecuadorian Soccer Championship.

| p.29



5| Open TV

Highlights

Strong Performance in Guayaquil and Coast  Strong Position in the Coast

« TV Channel seized by the Government P 3 , s

: : . ($Tcuanor)l & el | iSHNse
« It has its strenght in Guayaquil and the & ) INSOLITO :
Coast, region whose demographic weight
puts this channel in direct competition with
RTS and Ecuavisa to achieve the national
leadership.

« TC has franchises to produce local versions
of successful Contest Shows from Venezuela
and this has brung a noticeable raise to the
ratings. They also broadcast colombian soap
operas and venezuelan old ones (from 80s)
which achieve PRIME TIME Ratings during
EARLY fringe, sometimes with 45% of share.

« This TV Channel is wide open to
negotiations.

* Currently they have the 2nd best Contest TV
Program called ‘Calle 7', in the EARLY fringe
which competes in the same genre than
‘Combate’ from RTS, but this one is
broadcasted in PRIME TIME.

| p.30



righights  INGQ

Focus on Low SEL New changes in the Programming

* This channels is the lowest ranked in the
national ranking, and also by city.

« Canal Uno abandoned its sports profile
to open its programming to mainstream « \
content, but giving it a ‘ghetto’ touch. e AR S ¢-X

« They implemented sensationalist tv howliTaTe

programs such as: “En Carne Propia”
and “En La Polemica”.

« The also bought the rights to broadcast
the Contest Show of Argentina “Show
Match” with a relative success.

« Usually they negotiate under CPR figures
and due to their low share they are open
to several formats of advertising activity
that other channels don't allow.

« Hence, they give the opportunity to
marketers that wouldn’t normally air
their brands, to do so.

| p.31
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5| Open TV

Audience Share Guayaqui

—a—C1

—m—ECU

——-GAM

——-FT5

——-TAM

—|-TC

Source: IBOPE Time, TV Data. Target: Total Housewives, All Day.
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Audience Share Quito
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Source: IBOPE Time, TV Data. Target: Total Housewives, All Day.
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Tendencia Share Consolidated
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Source: IBOPE Time, TV Data. Target: Total Housewives, All Day.
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Open TV Channels

AUDIENCE SHARE HOUSEWIVES ABC
JAN — DEC 2012
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Source: IBOPE Ecuador 2012, Housewives ABC, Consolidated, All Day I p.
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HUT Evolution by Daypart

2007 2008

Source: IBOPE Ecuador, TV Data 4.0

2009
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Changes in the TV Landscape

The business model has its focus on the
CPR, except Ecuavisa that keeps

managing discounts levels that may vary i
according to investment. @ & i VA‘

ecuavisa - TELEAMAZONAS
The clients are generally looking for
efficiency at any cost, sacrificing
innovation and creativity.

©9ama
Por el incremento en la competitividad y

los costos en TV, los grandes anunciantes
estan optando por la reduccion de
segundajes para optimizar costos y TRPs.

UNO

ECUADOR

A new state regulation will reduce the
commercial airtime, within a TV Program,
from 18 to 12 minutes. This fact, along
with the political campaigns early in 2013
will cause an important raise of rates.
Hence, this year is expected a 60% of
media inflation.
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Cable TV Coverage

Subscribers 2010
MEX 4,691,108
BRA 4,178,638
ARG 5,278,043
VEN 1,596,474
LTA 5,075,078
ECU +250,000

o™

Andean Feed / Latam

Ecuador is located within the Andes (or
Latinamerican) Feed.

In most part of networks, Ecuador
shares signal coverage with Central
America and the countries along de
Andean Region from Venezuela to Chile.

Major part of Cable vendors have local
representative offices here, which makes
easier to buy commercial spaces in
Regional Cable TV from Ecuador, when it
comes to products or promotion that are
marketed only in Ecuadorian territory.

It's also possible to buy commercial
spaces to specific cable operators but
the audience reduces -30% since it's not
bought to networks. Doing it this way
the message will arrive only to specific
subscribers and will not consider other
cable operators and FTA users.

| p.39
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Viewable Networks in Ecuador

o™

FOX 753
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TimcWarn ?'Négnvﬂﬁggg Whedia Metworks VIACOM
I:‘]D(; !!!!_ @iscovery e .

TNT FOX l ife ﬁ ﬁ MUSIC TELEVISION

~ e eariit

aW "FOX | - " m
SPORTS

® | |
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Networks With Local Representatives

Sales
Networks TV Channels Representatives

 FOX | } Representante
S_Pllll'l's Local
FOX 257 )
Fox Froxlife &> FX
b m P YNGE
uTILISIMA gﬁgﬁkﬁmc
“Eheep and ESFN ESFi ESriit
. EL ROSADO S.A
Media Metworks '3.0 m 'IQ } [EL ROSADO S.A.|

Discovery | v h&h

................ y } VIP Service
} HaE o A

discovery klds~

Note: Turner it's bought from Miami and Sony Pictures in Panama City.
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Ecuadorian Radios

Thanks to their broad coverage and low costs, the Radio
A Mixed Picture in Ecuador is a traditional support media for FMCG
campaigns in Ecuador.

. o BROADCASTING RADIO STATIONS
« The Radio is one of media with most SW, AMD AND FM

penetration in Ecuador (81%). Short Wave AM
1.2% 18.1%

« There are several radio stations (AM and

FM) and genres as well. Most part of

stations are considered music radio

stations but they use to have news

programs and variety talk shows within

their programming. .
« News programs and sports programs are 80.7%

the ones with more audience.

 The mainstream music genres in Ecuador
are: Tropical Music, Music from 60s and M No. Stations %
70s, and World Music in Spanish.

Matrix 541 59%
« The audience survey in Ecuador is Repeaters 381 41%
provided by ‘Tendencias’, a Local Total FM 922 100%

Research company, which is associated
to Infomedia, the company that monitors
the local Advertising Investment.

Source: Supertel, TGI Ecuador.

| p.43
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Audience Mon-Fri Guayaquil
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Source: ‘Tendencias’ Research Company, Oct 2012.
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Audience Mon-Fri Quito
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Ranking Guayaquil

Total Audience Total PP 18-99

HOM-MUD 12-99 TOTAL HOM-MLD 18-99 TOTAL
RANKING DE EMISORAS GUAYAQUIL —— SabadosYDomingos RAMKING DE EMISORAS GUAYAQUIL ——— SabadosYDomingos
MEDID GENERD DIAL FRE Rating Share Oyentes Ratimg Share Oyentes DIAL FRE Rating Share Oyentes Raling Share Oyentes
LA OTRA (GYE) TROPICAL  |%4.9 |FM 330 1919 60,102 29 18.91 53553 (LA OTRA (GYE) TROPICAL  |34.9 |FM 335 1903 52,250 3.01 1892 46967
CANELA (GYE) TROPICAL  [50.5 |FM 189 1102 34528 155 990 78,240 |CAMELA(GYE) TROPICAL  |30.5 |FM 199 1132 31,063 159 1002 24837
CRISTAL (GYE) NOTICIAS  [B70 |AM 133 776 24295 115 735 20966 |CRISTAL (GfE) NOTICIAS  |370 |AM 150 83 23481 128 BAO7 20,044
DISNEY (GYE) POP/IUNVENIL |53.7 |FM 115 672 29060 101 646 15431 |DISMEY (GYE) POR/IINENL (33.7 (FM 0.B7 495 13587 075 471 11703
AMERICA (GYE) TROPICAL  |93.3 |FM 079 460 14400 QBB 435 12471 |AMERICA (GYE) 333 |FM 0E3 473 12992 072 451 11,19
MAS CANDELA (GYE) TROPICAL  |56.9 |FM 062 381 11,31% 057 362 10328 |OMDA POSITIVA 4.1 |FM 060 340 933 051 318 7505
OMDA POSITIVA TROPICAL  |54.1 |FM 053 337 10,946 051 323 9219 |CARAMANA (GIE) 750 |AM 0.4 305 B3 052 39 g6
CARAVANS, [GYE) DEPOATES |70 |AM 047 275 B509 046 2% 8454 |DIBLL 38.9 |FM 050 282 T3 0 339 840
[ BLU DEPOATES  [B8.9 |FM 045 262 8202 050 320 9,120 |RUMBA [GYE) 107.3|FM 047 285 7,269 051 324 8038
FABL STERED ROMANTICA |105.7|FM 043 248 7777 037 137 6,748 |ANTEMA 3 317 |FM D45 2¥ 697 041 259 6435
MBS [ TROFICAT—[107-3[TH UAT a7 i S 1 IR P | | W N 057 |TH L1 A | T Y7 5 N 5 S |- T ¢
ANTENA 3 TROPICAL  |91.7 |FM 041 241 7546 039 245 7,030 |MAS CANDELA (GFE) 36.9 |FM D41 2¥M 6435 033 210 5202
AGLUTLA ROMANTICA (1050 |AM 035 2 6352 033 208 5939 |AGULA 1050 |AM 039 2M 6143 035 217 57388
ROMANCE ROMANTICA [90.1 |FM 026 153 4805 024 15 4334 [SUCRE(GE) 700 |AM 0.29 162 4461 022 141 3505
GALANIA STERED (GVE) TROPICAL  |B3.5 |FM 025 144 4506 022 147 4061 |GALAXIA STERED (GYE) 38.5 |FM 027 13% 4285 025 155 3897
SUCRE (GYE) NOTICIAS (700 |AM 025 143 448% 019 123 3522| |ROMANCE 30,1 |FM 0.26 149 4080 023 146 3537
ESTRELLA TROPICAL  |52.1 |FM 0.24 139 4344 029 185 5280 |ESTRELLA 2.1 |FM 026 146 4007 031 1% 4873
MDA CERD (IGFE) POP/IUVENIL |%6.1 |FM 024 138 4313 07 173 4524 |MORENAFM (GrE) 38.1 |FM 025 143 3933 023 146 3523
MORENA FM (GFE) TROPICAL  |58.1 |FM 0.3 132 4126 021 131 3743 |MORENA AM (GFE) G40 |AM 0.24 13 3714 022 135 3357
MORENA AM (IGYE] NOTICIAS (540 |AM 020 119 3735 0B 118 3371 |OMDA CERO(GVE) 6.1 |FM 0.2 128 3512 027 167 4148
PUNTO ROXD POP/IUVENIL |E9.7 [FM 0.0 117 3659 Q18 115 3287 |TROPECALIDA STERED (GVE) 913 (FM 0.0 112 30M 022 13 3387
ITROPICALIDA STERED (GYE) (TROPICAL (313 (FM 020 115 359 021 133 3,788 |PUNTO RODO 80,7 |FM 0.19 106 2909 016 100 2480
CUPIDO ROMANTICA [55.3 |FM 019 111 3467 034 0% 2,580 |CUPIDO 953 |FM 0.18 100 2733 013 0B 2057
OMNCE MUSICA EN |104.5|FM 0.15 087 2727 0413 08 2361 |OMCEQ 14.9|FM 017 0% 2636 014 0B 2,206
CORAZON ROMANTICA |104.5|FM 0.15 08 2, 013 083 2379 |SISTEMADOS 1080 |AM 0.6 02 250 0 133 3297
SISTEMA DOS NOTICIAS  |1080 |AM 0.14 o081 2, 018 116 3,300 |CEWNTRO(GYE) a7.7 |FM 0.14 082 26 013 0B84 209
CENTRD (IGYE) ROMANTICA |57.7 |FM 013 oM 32, 012 07 2,140 |AITE 39,7 |FM 013 00 2020 012 075 1870
FUEGD ROMANTICA |106.5|FM 012 o7 g, 010 065 1852 |FUEGD 105.5|FM 013 72 1,9%% 011 067 1680
ELITE MUSICAEN [99.7 |FM iz oz 2, 011 071 2,017 |ATALAYA 660 |AM 012 071 L% 011 072 1,786
METRD STERED (GFE) POP/INENIL|55.7 [FM 012 070 2188 013 082 2353 |METROSTERED (GYE) 95.7 |FM 012 070 1931 034 0B 2,143

Source: ‘Tendencias’ Research Company, Oct 2012. | p.46
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Ranking Quito

Total Audience

HOM-MUD 12-99 TOTAL
LunesAViemnes SabadosYDomingos

Total PP 18-99

HOM-MLUD 18-99 TOTAL
LunesAViernes SabadosYDomingos

DIAL FRE Rating Share Oyentes Rating Share Oyentes

DIAL FRE Rating Share Oyentes Rating Share Oyentes

Source: ‘Tendencias’ Research Company, Oct 2012.

LA, GTRA (LID) TROPICAL  [913 |FM | 240 1163 36543 190 1064 28,831 |LAOTRA (UID) TROPICAL [913 |FM | 205 1.13 26982 146 960 19,135
AMERICA (UID) TROPICAL  |1045)FM | 155 946 2973 L7 95 26,147 |CANELA (UID) TROPICAL [1065FM | 178 964 23366 128 841 16762
CAMNELA {UTD) TROPICAL  [106.3 (FM 178 860 27015 151 3846 22911 |AMERICA (LID) TROPICAL  |104.5|FM 166 900 21811 121 797 158
DISNEY (UI0) POP/JUVENL [905 |FM | 151 731 22862 129 726 19,677 |DISNEY (uIO) POPOVENL (905 |[FM | 087 473 11,459 070 464 9246
MAS CANDELA (UTD) TROPICAL  [107.7 [FM 0Bl 392 12310 079 442 11985 |BECUASHYRI ROMANTICA |104.9|FM 074 402 941 055 36 7262
ARMONICA ROMANTICA (%659 (FM 075 362 11388 062 343 9417 |ZARACAY QUITO TROPICAL  |100.5|FM 062 335 8120 055 36 727
GALANIA STERED (UHD) TROPICAL  [%3.7 [FM 0&s 313 087 06D 339 9,187 |ARMONICA ROMANTICA |96.9 |FM 06l 332  BOS7 030 3% 6009
ECLASHYRL ROMANTICA (1049 (FM 0e3 305 0580 049 277 7503| |GALANIA STERED (LIO) TROPICAL  [93.7 |FM 054 295 746 046 306 6105
ZARACAY QUITD TROPICAL  [100.5 (FM 059 287 9022 061 342 9276 |MAS CANDELA (UIOY) TROPICAL  |107.7|FM 04 247 5985 048 314 5260
TROPICALIDA STERED (UI0) (TROPICAL  (90.1 |FM 0.5 247 71775 046 256 65940 AORANZA Lt RUMBERA TROPICAL  [99.7 |FM 043 233 5635 037 2 4505
YA STEREDT (U0 POPTINENC 36T [F M 1 s T - N 1 A s o I . 20 0 i L0 19 L v B 1 T R 5%
MONUMENT AL TROPICAL 1510 [AM 045 217 6812 041 230 6M1 |BHES ROMANTICA 1933 |FM 0.3 207 5024 031 2 41037
ONDA CERO [UI) POPINVEML [1033)FM | 043 208 65% 035 157 5339 |[FRANISCOSTEED(UID) [TROPICAL |1025FM | 038 207 501 032 212 4209
1.C. RADID (UR0) POPUVENIL |107.3 [FM 04z 2 6432 033 16 5000 [MONUMENTAL TROPICAL 1510 |AM 038 205 497% 032 2 4144
ANCRAMZALARUMBERA [TROPICAL (%87 M | 042 202 635 042 234 638 [jovasreeo(u) POPIVEML |36.1 |FM | 035 192 4683 027 L77  35%
ERES ROMANTICA [93.3 [FM 039 1.8 5922 022 163 4415 |1.C. RADID (LI} PORIUVENIL 107.3(FM 0.2 175 4233 028 184 3673
FRANCISCO STERED (U30)  [TROPICAL  [1025fM | 037 178 5598 034 189 5120 [RuMBa[um) DEPORTES 345 |FM | 032 175 4231 037 243 4850
L& DEPORTIVA DEPORTES (993 [FM 0.3 175 5507 031 173 4595 |OMDA CERO(UID) PORIUVENIL [103.3(FM 031 167 4051 026 1688 335
L& RED DEPORTES  [102.1 (FM 035 189 5299 035 1% 5322 (LAGITAMA ROMANTICA |34.9 |FM 030 163 3958 022 147 2852
METRO STERED (UID) POP/JUVENLL [B8.5 [FM 035 168 527 031 172 4661 (LARED DEPORTES  |10Z.1|FM 030 182 3938 0.3 2 4419
RUMEX, (LEO) DEPORTES (345 |FM | 031 150 4721 032 178 4812 |METRD STERED (UiD) POPOENL (835 |[FM | 030 161 3802 024 160 3,198
GENIAL EXA FM POPUVENIL |92.5 |FM 0.9 140 4415 025 1.3 3727 |LADEPORTIVA DEPOATES  |99.3 |FM 0.29 158 3826 030 1% 35
ALFA STERED (U3 POPUVENIL |%8.5 |FM 0.2 135 4230 023 1238 3466 |GEMIALEXAFM PORIUVENDL (32,5 [FM 027 147 3556 022 142 2838
TARDUT NOTICIAS %90 |AM 0.27 128 4033 026 145 3523 |TARQU MNOTICIAS  |990 |AM 027 145 3913 023 148 2557
LA GTANA ROMANTICA (349 FM 0.2 123 3862 020 110 2567 (SUCESOS NOTICIAS  |101.7|FM 0.2 143 3475 0.4 18 3214
RADID MIX {UID) TROPICAL  |1053)fM | 025 123 3855 020 110 299 |ALFASTERED (uID) POPIVEML |385 |[FM | 024 128 3100 021 13 27%
SIESOS NOTICTAS  [104.7 [FM 0.3 112 3524 019 104 26M| (LAPDDEROSA DEPORTES |929 |FM 0.24 128 33 02 135 26w
LA PODEROSA DEPORTES  [%2,9 [FM 021 1m 3165 047 053 2,532 |RADDO MIX [LUDO) TROPICAL  |105.3|FM 021 116 2807 0417 L1z 2240
WISION (UI0) NOTICTAS (917 (FM 0.1 100 3141 034 07 Z139) |ONDA AZUL ROMANTICA |101.3|FM 0.1 115 275 0.2 136 2712
OhDA ATIL ROMANTICA (1003 [FM 0.19 093 2974 020 110 2,588 |COLONFM [UID) ROMANTICA |98.9 |FM 0.20 108 2607 015 100 1,998

| p.47
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Newspapers

2nd Media in Investment.
There are around 23 Newspapers in Ecuador

« The main national newspapers are:
Universo, Comercio, Extra, Expreso, Hoy,
and Ultimas Noticias.
« Regional Newspapers: La Hora, El
Mercurio (Azuay), El Diario (Manabi), El E L M E R I
Correo (El Oro).

» Local Newspapersin Guayaquil y Quito: — ~
Albonoticias, MetroHoy, MetroQuil, El — / e,eg rya 0
PRIMER DIARIO PUBLICO

Quiteno, La Voz del Sur.

« In Ecuador, this is the principal media for RR
some categories, sucha as: airlines, c -o Ex I R n

vehicles and real state companies.

« There are approximately 23 newspapers,
and 18 of them are tracked by Infomedia I'aHo ra =

Ecuador.

There are national, regional and local newspapers.

| p.49


http://www.elcomercio.com/2010-04-22/Home.aspx
http://www.diariocorreo.com.ec/
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Newspapers Supplements

Newspapers Supplements help to
segment the audience
Ther are 60 Newspapers Supplements approx.

« As they have become an excellent
media, these publications have grew
from 22 titles in 2011 to 62 in 2013.

« They are internal (but separate) sections
within the newspapers, working as
weekly magazines.

- They are ranked by IBOPE along with
the mainstream magazines in couché

paper.

« The titles with major readership circulate | & & LUEGU i -
on sunday along with major national ,, ] LLUVIA 6‘U57
newspapers: EL UNIVERSO and EL oo a1 o =
COMERCIO.

- Additionally there are specific themes, The multiplicity of supplements allow to
such as: Kids, Automotive, Economics increase frequency of the message for
and Teens. advertising campaigns.

| p.50
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Magazines in Ecuador

A Media with High Segmentation Around 30 Magazines are Tracked in Ecuador

COSMOPOLITAN 4+SoHo

5]
. Frqc[]n 46 title§c in 2011, there are only 30 MI?Am
e e seventeen _DIA

« There was a natural selection with the

closure of publications that failed in the Zﬁ%ﬂ?\zﬁ’l’l‘!@ ""[_ ] fi ; 73 I mg

market.

« The Magazines Market is in recovery of a
recent saturation of titles that surpassed

« Grupo Vistazo made little steps
broadening its portfolio with: AMERICA

ECONOMIA, HOLA and THE ECONOMIST. VTR il
« The major readership levels are from: ens e =\ AEFT

General Interest and Women's
Magazines.

| p.52
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Magazines Ranking

MAGAZINES RANKING
LAS 6 MONTHS

Ranking del 1 - 15
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Source: Tendencias Research Company.
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Outdoor in Ecuador

A diverse Landscape There are several formats
Among Quito and Guayaquil there are.:

« +11 Providers of Giant LED Screens.
* 5 Providers of Small Billboards

* 9 Providers of Bus Stops, and more than = ceSlVBLE

257 stops. internet e
« 1 Provider of Public Clocks with +80 :
venues.

« +20 Proveedores de Vallas de Gran
Formato.

« The Big Billboards have a gross average
cost of 18,000 USD in Guayaquil (10x4m)
and 15,000 USD in Quito (8x4m all
formats).

- There are restrictions against Alcohol
Cr?nsumptclgn (OCFINY_ botltle a|1|n<g braf_}% can be Creativity is a key factor to achieve
showcased), and visual pollution. Then -
marketers compete for locations and have awareness impact.
already used mobile billboards and other
alternatives as well.

| p.55
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Outdoor Formats

Billboards

LED Screens

| p.56
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Outdoor Formats

Public
Transportation

Mobile Billboards and
Ad Trucks

| p.57
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Outdoor Formats

Countryside
Public
Transportation

. “Tefréscate wees
ahora s0.20

n o o= an sl Se e S ¢

Bus Station
Automatic
Doors
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Movie Theaters in Ecuador

Market dominated by Supercines, Multicines +220 cinema theaters in Ecuador

and Cinemark
SUPERCINES

mucho mads gque un cine

» Supercines and Cinemark are the main
movie theater franchises in Ecuador.
Capacity for each theater is around 140
people for each.

Supercines 151 theaters ' .
3
Cinemark 32 theaters IW'A)('

oSS _—_—}

Multicines 37 theaters INE

Imax 1 theater

Ochoymedio 3 theaters Lo Mejor en Cines

Casa Cultura UIO 1 theater

Casa Cultura GYE 1 theater Cinemas offer several formats besides of spots,

being the ‘static billboards’ and ‘brand activations’
the most popular among all.

| p. 60
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Internet Penetration in Ecuador

Internet

There are mon than 7,320,206 people
with access to Internet in Ecuador.

2,364,105 people connect to Internet
using a mobile device.

Source: Supertel, General Data OMD Digital.

50%

40%

30%

20%

10%

0% -

Internet

m Dec 2008 m Dec 2009 m Aug 2010

m Dec 2010 m Dec 2011 ®jun-12
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Internet Consumption & Mobile Phones

Internet 0.99 1.63 1.99 3.10 5.50
Users (MM)
@ O &) & &
Mobile
Phones (MM) 9.5 11.5 13.3 15.0 15.8

Time Consuming Online Content
(% of respondents)

< 15 min;
3%

Fuente: TGI Ecuador 2012.

Click on Online Ads to know more
(% of respondents)

Yes; 80%

7.32

16.8
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Social Networks

Facebook and Twitter boosted the Main Players
Internet Consumption in Ecuador

« +50% of users access to Social
Networks.

« Youtube is the 2nd most visited
Social Networks behind Facebook. tuntter’

(1] Tube

« Blogger remains in the Top 10
ranking and puts itself in 7th place
before Twitter (9th).

Source: General Data OMD Digital.
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Websites Ranking in Ecuador

Source: €)Alexa’
Note: February 2013

—

O W 0O N OO0 1 A W N B+

Google

Ecuador

(1] Tube!

»
aJ

Windows Live:
Google

YaHoO!

B Blogger

WIKIPEDIA
The Free Encyclopedia

twitter)

ms n\q

1

Top Sites in Ecuador e=
The top 500 sites in Ecuador. Q

Facebook

facebock.com

A social utility that connects people. to keep up with friends. upload phatos, share links and ... Mare
Prdrdrdr iy Search Analytics » Audience »

Google Ecuador

google.com.zc

Buscador que enfoca sus resultados para este pais y a nivel interacional tanto en espafiol como... Mare
s SearchAnalytics b Audience b

YouTube

youtube.com

YouTube is a way to get your videos to the people who matter to you. Upload, tag and share your... Mare
ey SearchAnalytics > Audience »

Windows Live

live.com

Search engine from Microsoft.

e ey  Search Analtics B Audience »

Google

google.cam

Enables users to search the world's information, including webpages, images. and videos. Offers... Mare
e drdr iy Search Analtics B Audience »

Yahoo!

yahoo.com

A major intemet portal and senvice provider offering search results, customizable content. cha... More

Prir iy  Search Analytics » Audience »

Blogspot.com
blogspet.com

frivdrirdr  SearchAnaltics » Audience »
Wikipedia

wikipedia org

Afree encyclopedia built collaboratively using wiki software. (Creative Commons Attribution-Sh._. Mare

frivdrirdr  SearchAnaltics » Audience »

Twitter
twitter.com

Social networking and microblogging service utilising instant messaging. SMS or a web interface.

****\.,‘;f 3earch Analytics » Audience »
MSN

msn.com
Portal for shopping, news and money, e-mail, search, and chat.
Wrdrdrdryy  Search Anaiics » Audience »

| p.65



12 | Internet

Top 10 Online Activities of Ecuadorians

8O0 —-++rr-eeserroeess oo

60% O E§—

A0 © -

2000
00/0 T T T T T T T T
Academic Access to E-mail Interaction in Instant Watch Listen to Access Download Download
Research Social Social Messaging Photos/Videos Music Educational Photos/Videos Music
Networks Networks Sites

Note: Target PP 12+ABC. More frequent activities of internet users on last 30 days prior to survey.
Source: TGI Ecuador 2012.
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Facebook Users in Ecuador

Total: 5,199,180 people

2.483.200

Women: 48%
Men: 52%

2.706.460

Source: OMD Digital Ecuador.

© 2012. Proprietary and confidential. | p. 67
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Facebook Users in Ecuador

Total: 5,199,180 people

13-17 yo: 1,311,960
18-24 yo: 2,105,040
25-34 yo: 1,248,380
35-44 yo: 563,260
45-54 yo: 239,240
55+ yo: 113.540

® 13-17yo: 1,311,960
® 18-24yo: 2,105,040
& 25-34yo: 1,248,380
@ 35-44 yo: 563,260
@ 45-54 yo: 239,240

Source: OMD Digital Ecuador.
@® 55+ yo: 113.540

© 2012. Proprietary and confidential. | p. 68
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Online Radio Consumption

100%
82% 80% 80% 81% 81%

80% ol —= - —= m
The Online Radio consumption

o : )

60% = Online _m-0n Air has mcreased_ in !ast _4 years but
listening on air it’s still the
dominant ant traditional way to
do so.

40%

200/0 \

20/ 3% 3% 4% j:/o
— . —i—
0% -
2008 2009 2010 2011 2012

Note: Target PP 12+ ABC
Source: TGI Ecuador 2012.
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Main Providers in Ecuador
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