MARKET ANALYSIS & e
STRATEGIC ASSESSMENT n ] e]"
2011-2015

research

Mobile Augmented Reality

Opportunities, Forecasts & Strategic Analysis
2011-2015

. information you can do business with



Mobile Augmented Reality: Opportunities, Forecasts & Strategic Analysis 2011-2015 @

Table of Contents

Executive Summary

ES| INtroduction.......cccccununeeeiieeciciiisnnnnnneeeeneccsssssssnneeeessecssssssssssssnsessessssssssssanaes 1
ES2 What this Report COVErsS.....cccceeiiiiiiiiiiieieieincsnnseesnssssssessssssssssssssssssssssssssssacs 1
ES3 The Market for Mobile Augmented Reality.......ccccceceerereeeeereeeeeeeeeececeeeeeeee. 8

ES3.1 The Opportunity for Mobile AR .........ieceeeeeesessesseessesssssessessssssessesssessesssssesessesscss 8
Figure ESI: Evolution of Mobile AR Market, 2009-2015........cccoouenenernereerenreereenersersensenseseeseasensenne 8
ES3.2 The Growth of Mobile AR REVENUES ........c.cuceucueeniuereenrenerceseneeeesessesssesessesssesessessessessesssessesessess 9
Figure ES2: Total Mobile AR Market ($m) Split by 3 Revenue Streams (Advertising,
Incremental & Point of Sale) 2010-2015 .10
Table ESI: Total Mobile AR Market ($m) Split by 3 Revenue Streams (Advertising,
Incremental & Point of Sale) 2010-2015 10

Figure ES3: Total Mobile AR Market ($m) Split by 7 Categories (Social Networking, Enterprise,
Lifestyle & Healthcare, Education & Reference, Multimedia, Games & LBS) 2010-2015............. I
Table ES2: Total Mobile AR Market ($m) Split by 7 Categories (Social Networking,
Enterprise, Lifestyle & Healthcare, Education & Reference, Multimedia, Games & LBS) 2010-
2015 I
Figure ES4: Mobile AR Revenue Streams ($m) Split by 7 Categories (Social Networking,
Enterprise, Lifestyle & Healthcare, Education & Reference, Multimedia, Games & LBS) 2015..12
Table ES3: Mobile AR Revenue Streams ($m) Split by 7 Categories (Social Networking,
Enterprise, Lifestyle & Healthcare, Education & Reference, Multimedia, Games & LBS) 2015

ES4 Strategic Recommendations......ccccieeiiiiiiiiiiiiiieciienenneececncsencecncecsesccsscscsens 12

I. The Development of Mobile Augmented Reality

L. ] INtroduction ......eeueeeeeeeieeecciiinnnnnenneieeccsssssssnnnnesseesssssssssssnssssssesssssssssssasssees | 9
1.2 What is Augmented Reality? .......cccocviviiiiiiiiiiiiiiiiiniiinissssnscsscscsssssssssssssnnnees 16
1.3 Augmented Reality via the Mobile...........ccuvviiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiicccccceenees 16

[.3.1 How it Works 16
1.3.2 Enabling Technologies .
i. QR Code 17
Figure 1.1: Two-Dimensional Barcode (QR Code) 18

a. Case Study: N Building — Augmented Reality Facades .........cccocvcvcveneneneneencrncrnernernceneceensensenens 18
FIgUIre 1.2: IN BUIIAING.....ceeeieccecteee ettt sseases ettt ses st bbbttt sebesbees 18

ii. Image Recognition 18
iii. Facial Recognition 19

a. Case Study: Total Immersion 19
Figure 1.3: Screenshots of Total Immersion/Atol iPhone App 20

b. Case Study: Comverse 21

1. MArKErlEsSs TraCKiNg ....cuecueuieieicr ettt sttt ettt bbbttt ees 21
1.4 Key Drivers for Mobile AR ................ueeennennnnnnnnnnnnnnnnnnnnnnnnneeeeneeeennnenns 2|
I.4.1 Accelerating Consumer Adoption of Smartphones 21
Figure 1.4: Installed Smartphone Base (m) Global Split by AR Capable/Other 2008-2010........ 22

[.4.2 The Rise of the App Store 22
i. Case Study: Barclaycard Waterslide Extreme 23
Figure 1.5: Fishlab’s Barclaycard-Branded Waterslide Extreme on the iPhone.............................. 23

ii. Case Study: Carlsberg Can Cateh .........ceceeiereeeeesesersescsssesessesssessesssssessessssssessessessess 24
Figure 1.6: Carlsberg Can Catch ... ccierceerseiceeiseasessessesesssessessessessesssssssssesssssscss 24

1.4.3 Mobile Internet AdOPLion iS INCIrEASING .....c.ccvcueuremreeecrrcrrerrernenesseeeerersessessessessesessessessessessessessssesessense 24
Figure 1.7: Mobile Internet User Base (m) Split By 8 Key Regions 2006-2010..........ccceecureucuueee 25

Page |



@ researd Mobile Augmented Reality: Opportunities, Forecasts & Strategic Analysis 201 1-2015

1.4.4 Brands Are Recognising the Potential of Mobile Distribution Channels 25
1.4.5 The Rise Of MCOMMEICE ..ottt tssasess st sess st ssesssastasassssssesssssesssastassassnns 26

2. The Opportunity for Augmented Reality on the Mobile

2.1 INtrodUCtioN . ..uuuueeeeeeeeeiiiiisnnnnnteeeeeeccssssssnnnneessecsssssssssssassessesssssssssssssssssesssssss 29
2.2 The Evolution of the Mobile Augmented Reality Market ...................... 30

Figure 2.1: Evolution of Mobile AR Market, 2009-2015.........cooeveninenerereineerernerrersensenseeesensensenes 30
2.2.1 Case Study: GOOZIE GOZEIES ......ccuwueueuremeecemerercemeresaeesesesssessesessessssessssssesesssessessessessesssssesessssscss 30
Figure 2.2: GOOgle GOZEIES ......ccuruiueeuercecenereeceereeeemeseeaensesesesasessessssasessessssssessesssessessessnesssassaesns 31
2.2.2 Case Study: Qualcomm AR SDK 31
Figure 2.3: Prototype Rock ‘Em ‘Sock ‘EmM AR Game ......c.cvcvcevrerernceremneneneemescssesessensesesessenne 32
2.2.3 Case Study: RIM aCqUIrES TAT ... ceeceernercierseseesesesssesessessssssesessssssesesssessessessessesssssnessessssscss 32

2.3 Key Areas for AR App Deployment.............ueeeeeeeeeeeeeeeeeneneeeneeeenesesssesseeeees 33
Figure 2.4: Relative Prevalence of AR App Titles Split By 6 Categories (Location-based Search,
Multimedia & Entertainment, Education & Reference, Lifestyle & Healthcare, Games & Social
Networking) December 2010 (n=100 titles) 34
Figure 2.5: Relative Prevalence of Paid AR App Titles Split By 5 Categories (Local Search,
Education & Reference, Lifestyle & Healthcare, Games & Social Networking) December 2010
(n=48) 34
Figure 2.6: Average Retail Price Point for AR Applications ($) Split By 5 Categories (Local
Search, Education & Reference, Lifestyle & Healthcare, Games & Social Networking)

December 2010 35

2.3.1 Location-Based Search .35
i. Definition 35

ii. AR Market Status 36

iii. AR Opportunity 36

iv. Case Study: Layar 36

v. Case Study: Wikitude World Browser and Wikitude Drive 37
Figure 2.7: Wikitude World Browser Screen Shot 37

2.3.2 Social Networking 38
i. Definition 38

ii. AR Market Status 38

iii. AR Opportunity 39

iv. Case Study: Sekai Camera 39
Figure 2.8: Sekai Camera SCreenshot........ s sssassssssssssssns 39
Figure 2.9: Sekai Apps Screenshots: Sekai Café AR, Ka-Boom!, Sekai Hero........ccocoecoeeveuvcuncuncnnee 40

2.3.3 Games 40
i. Definition 40

ii. AR Market Status 40

iii. AR Opportunity 41

iv. Case Study: ARdefender 41
Figure 2.10: ARdefender SCre@nShOL ... ..ottt sseasts st sesees 41

v. Case Study: Star Wars Arcade: Falcon Gunner 41
Figure 2.11: Star Wars Arcade: Falcon Gunner Screenshot 42

2.3.4 Lifestyle & Healthcare 42
i. Definition 42

ii. AR Market Status 42

iii. AR Opportunity 42

iv. Case Study: junaio 43
Figure 2.12: junaio 2.0 Schematic 44
Figure 2.13: Sausilitoes AR ad Campaign .45

2.3.5 Education & Reference .45
i. Definition 45

ii. AR Market Status 45

iii. AR Opportunity 45

iv. Case Study: Stedelijk Museum (ARtours) 45
2.3.6 Multimedia & Entertainment 46
i. Definition 46

Page 2



Mobile Augmented Reality: Opportunities, Forecasts & Strategic Analysis 2011-2015 @

ii. AR Market Status 46

1. AR OPPOITUNILY «.cecvveeueurerncencemerneeaeesesesseesessesssessessesssessessssssessesassssessessssssesssssssssessssstssessessessessssssessessessess 46

iv. Case Study: Gorillaz — Escape to Plastic Beach 46
Figure 2.14: Gorillaz — Escape to Plastic Beach Screenshot 47

2.3.7 ENLEIPriSE SOIULIONS.....ccureuuieuiuereencimerceneiaesceseeaeseasesessssasessessssssessesastasessesasesssssesssessessssasesssssssssessessssaness 47
1. DEFINITION ceceueerevrcencenererceaeueeeimeseeae st essesseessesse s s s e esse s e st s e s s sas s sast s e sase s sessasessesasaness 47

ii. AR Opportunity 47
2.4 Monetising Augmented Reality .......eeeeeeecccciisnnnnneeeeeecccsssssnneeneeeecccssensss 48
2.4.] Pay-Per DOWNIOAd .......ceeercenciereeeeiesceeesseseessessesesssessessssasessesassssessesssessessesssessssssssnessssassssesssssssancss 49
2.4.2 Freemium: AR LITE ... ceeieeneeeeenereeeimeseessesesessessessssssessessssssessessssssessesssessessesssssessessnesssssesssessesssssness 49
2.4.3 Free to Download/Ad-funded 49
2.4.4 Preinstalled AR aPPS ......coeeernceeimeseeseesesesssesesssssessesssssnessesssssessesssessesesssssssssaessssssesssssacss 50

2.5 The Market for Mobile Augmented Reality Services and Products......50
Figure 2.15: Total Mobile AR Market ($m) Split by 7 Categories (Social Networking,
Enterprise, Lifestyle & Healthcare, Education & Reference, Multimedia, Games & LBS) 2010-
2015 .51

Table 2.2: Total Mobile AR Market ($m) Split by 7 Categories (Social Networking,
Enterprise, Lifestyle & Healthcare, Education & Reference, Multimedia, Games & LBS) 2010-

2015 51
Figure 2.16: Total Mobile AR Market ($m) Split by 3 Revenue Streams (Point of Sale,
Incremental & Advertising) 2010-2015........c.ccoicrcreirereeeeeeereesetseseeseee e ssessessessessssesessesees 52

Table 2.3: Total Mobile AR Market ($m) Split by 3 Revenue Streams (Point of Sale,

Incremental & Advertising) 2010-2015 52
Figure 2.17: Mobile AR Categories ($m) Split by 3 Revenue Streams (Point of Sale,
Incremental & Advertising) 2015 53

Table 2.4: Mobile AR Categories ($m) Split by 3 Revenue Streams (Point of Sale,

Incremental & Advertising) 2015 53

3. Barriers to AR Deployment and Adoption

3.1 INtrodUCLion ....cuueeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeteeeseeesssssssssssssssssssssssssssssssssssssssssssess 35
3.2 Public AWarenEess .......ccceeeeeeeeeeeeeeeeeeeeeeeeseeesesssssesssssssssssssssssssssssssssssssssssssssess 35
3.3 Demonstrating that AR Can Add Value...........ccceeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeee. 56
3.4 Meeting EXpectations ......cccccceeeeeeeeeeeeeeeeeeeeeeeeeeeceeeeeeececeeeeeeececececcscscscsesceceeee 36
3.5 User INterface ......ceeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeceeceeecceeeeccecscsesssessssscsssssessscceee 360
3.6 Addressable Market ...........uuueeeeeeeeeeeeeeeneneeeneenneeeneeeeeeeieteieeeceieteteseceseseseseseees 537
3.7 Visibility/Reach ........cccuueeeeiiieciiisinnnnnnnneeeecccssssssnsnneeeesccssssssssssssssesscssssess 5 7
3.8 Technological Limitations ........ccceeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeceeeeeceeeceeeeeeees 38

3.9 SafEly ccceuueiiiiiiinnnnnnnnnnniiiisnennssssssnssssssensssssssssssssssssssssssssssssssssssssssssssssssssssssssss 39

3.9.1 Privacy, Libel & Obscenity 59
i. Privacy .59

a. Case Study: Google Street View 59

ii. Copyright 60

iii. LIDEI/ODSCENILY LAWS ...ttt ssssssssssass s ssssssssssssssasssssssssssssssssssssssssssssssssssses 60

4. The Market for AR Downloads: POS

4.1 INtrodUCLION a.uuueeeiiiieeiiiiinnnneteeeeccisssssnnseeeessccsssssssssssaeessssssssssssssssessssssssssssnes 63
T 3 2 1 U1 e Xa [0 Lo RN 63

Figure 4.1: Bottom-Up Methodology for Derivation of AR Point-of-Sale/Download Revenuesé4
4.3 AR-enabled Handsets Subscriber Forecast...................uuuuuuueueeeeeeeeeeenneee.. 65

4.3.1 Global Mobile Handset Forecasts 65
Figure 4.2: Global Mobile Handset Installed Base Forecast (m) Split by 8 Key Regions 2009 —
2015 R R R R R 65

Page 3



@ rscard Mobile Augmented Reality: Opportunities, Forecasts & Strategic Analysis 201 1-2015

Table 4.1: Global Mobile Handset Installed Base Forecast (m) Split by 8 Key Regions 2009 —

2015 e bbbt 65

4.3.2 AR Handset Forecasts ... 66
Table 4.2: Percentage of Handsets Equipped with AR Capability Split by 8 Key Regions

2008-20 1 5.....oeeeeenceneineeseeseeseesets ettt 66

Figure 4.3: Handsets with AR Capabilities (m) Split by 8 Key Regions 2009-2015............c.cc...... 67

Table 4.3: Handsets with AR Capabilities (m) Split by 8 Key Regions 2009-2015................... 67

4.4 Mobile AR Service Users and Usage.........uuueeeeeeeccccisnnnnnneeecnccccssssnnsseneeeees 67
Table 4.4: Percentage of AR Handset Users Who Use AR Apps and Services Split by 7
Categories (Social Networking, Enterprise, Lifestyle & Healthcare, Education & Reference,
Multimedia & Entertainment, Games & LBS) 2009-2015 68

Figure 4.4: Number of AR Handset Users Who Use AR Apps and Services (m) Split by 7
Categories (Social Networking, Enterprise, Lifestyle & Healthcare, Education & Reference,
Multimedia & Entertainment, Games & LBS) 2009-2015........ccoovevenenreneneeneererrernernessenseeesensensenes 68
Table 4.5: Number of AR Handset Users Who Use AR Apps and Services (m) Split by 7
Categories (Social Networking, Enterprise, Lifestyle & Healthcare, Education & Reference,
Multimedia & Entertainment, Games & LBS) 2009-2015 69
4.5 The Point-of-Sale Market for AR Services and Applications.................. 69
Figure 4.5: Average Number of AR App Downloads per User per Year Split by 7 Categories
(Social Networking, Enterprise, Lifestyle & Healthcare, Education & Reference, Multimedia &
Entertainment, Games & LBS) 2010-2015 69
Table 4.6: Average Number of AR App Downloads per User per Year Split by 7 Categories
(Social Networking, Enterprise, Lifestyle & Healthcare, Education & Reference, Multimedia
& Entertainment, Games & LBS) 2010-2015 70
Figure 4.6: Total Number of AR App Downloads Per Year (m) Split by 7 Categories (Social
Networking, Enterprise, Lifestyle & Healthcare, Education & Reference, Multimedia &
Entertainment, Games & LBS) 2010-2015 70
Table 4.7: Total Number of AR App Downloads Per Year (m) Split by 7 Categories (Social
Networking, Enterprise, Lifestyle & Healthcare, Education & Reference, Multimedia &
Entertainment, Games & LBS) 2010-2015 71
4.5.1 Retail Revenues of AR Applications 71
Table 4.8: Percentage of App Downloads Which are Paid for Onstore Split by 7 Categories
(Social Networking, Enterprise, Lifestyle & Healthcare, Education & Reference, Multimedia
& Entertainment, Games & LBS) 2010-2015 72
Figure 4.7: Number of AR App Downloads Which are Paid for (m) Split by 7 Categories
(Social Networking, Enterprise, Lifestyle & Healthcare, Education & Reference, Multimedia &
Entertainment, Games & LBS) 2010-2015 72
Table 4.9: Number of AR App Downloads Which are Paid for (m) Split by 7 Categories
(Social Networking, Enterprise, Lifestyle & Healthcare, Education & Reference, Multimedia
& Entertainment, Games & LBS) 2010-2014 73
Table 4.10: Mobile AR Apps, Price per Download ($) Split by 7 Categories (Social
Networking, Enterprise, Lifestyle & Healthcare, Education & Reference, Multimedia &
Entertainment, Games & LBS) 2010-2015 73
Figure 4.8: Mobile AR Apps, Retail Value ($m) Split by 7 Categories (Social Networking,
Enterprise, Lifestyle & Healthcare, Education & Reference, Multimedia & Entertainment,
Games & LBS) 2010-2015 74
Table 4.1 1: Mobile AR Apps, Retail Value ($m) Split by 7 Categories (Social Networking,
Enterprise, Lifestyle & Healthcare, Education & Reference, Multimedia & Entertainment,
Games & LBS) 2010-2015 74

5. The Market for Mobile AR Apps - Incremental Revenues

5.1 Subscriptions, Licences and Value-Added Content.................cccceueeeeeeeee. 75
5.2 Methodology ......uueeeueeeeeeneeneennneeeeeneneneneneneeenenesesesssesesesssesssssssssssssssssssssssssess 13

Figure 5.1: Bottom Up Methodology for Derivation of Incremental AR App Revenues............ 76
5.3 Incremental Users & Usage.........cccuvvuuuunnneereccciicssssnnnneeeensccssssssssseceessccsnes 76

Page 4



Mobile Augmented Reality: Opportunities, Forecasts & Strategic Analysis 2011-2015 @

Table 5.1: Percentage of Downloaded AR Apps That Upsell VAS Split by 6 Categories
(Location-Based Search, Games, Multimedia & Entertainment, Lifestyle & Healthcare, Social
Networking & Enterprise) 2011-2015 77
Figure 5.2: Number of AR Apps That Upsell VAS, Upsold Content (m) Split by 6 Categories
(Location-Based Search, Games, Multimedia & Entertainment, Lifestyle & Healthcare, Social
Networking & Enterprise) 201 [-2015 ... eciereeeeneeceeemeaensessessessessessessessessesssesscssessess 77
Table 5.2: Number of AR Apps That Upsell VAS, Upsold Content (m) Split by 6 Categories
(Location-Based Search, Games, Multimedia & Entertainment, Lifestyle & Healthcare, Social
Networking & Enterprise) 201 [-2015......corceceneerceeenerceseessessessesesessssessessessescsscnss 78
Figure 5.3: Average Number of AR VAS Sold Per Upselling Download Split by 6 Categories
(Location-based Search, Games, Multimedia & Entertainment, Lifestyle & Healthcare, Social
Networking & Enterprise) 201 1-2015 ... eecierreeeineeceeemsesensessessessesesessessessessessessessess 78
Table 5.3: Average Number of AR VAS Sold Per Upselling Download Split by 6 Categories
(Location-Based Search, Games, Multimedia & Entertainment, Lifestyle & Healthcare, Social
Networking & Enterprise) 201 [-2015......coccrrcenierceeenerceeessessessesessessssessessessesessenns 79
Figure 5.4: Total Number of AR VAS Sold (m) Split by 6 Categories (Location-Based Search,
Games, Multimedia & Entertainment, Lifestyle & Healthcare, Social Networking & Enterprise)
2011-2015 79
Table 5.4: Total Number of AR VAS Sold (m) Split by 6 Categories (Location-Based Search,
Games, Multimedia & Entertainment, Lifestyle & Healthcare, Social Networking &
Enterprise) 2011-2015 80
5.4 Incremental Revenues of AR Applications.......cccccceeeeeeeeeeeeeeeeeeeeececeeeeeeeee. 80
Table 5.5: Price per VAS ($) Split by 6 Categories (Location-Based Search, Games,
Multimedia & Entertainment, Lifestyle & Healthcare, Social Networking & Enterprise) 201 |-
2015 80
Figure 5.5: AR Apps, Upselling Revenues ($) Split by 6 Categories (Location-Based Search,
Games, Multimedia & Entertainment, Lifestyle & Healthcare, Social Networking & Enterprise)
2011-2015 8l
Table 5.6: AR Apps, Upselling Revenues ($) Split by 6 Categories (Location-Based Search,
Games, Multimedia & Entertainment, Lifestyle & Healthcare, Social Networking &
Enterprise) 2011-2015 8l

6. The Market for Mobile AR Apps — Advertising

6.1 INtrodUCLION a..uuuceiiiiieiiinnnnteeteeeeeccissnnnneeteteeecssssssnssseeessssssssssssssasessssssssssssnes 83
6.2 Methodology .......uuueeeeeeenennnnnnnnnnnninneneiennneneeeneeeneeeeeneeeeeteiesesesesesesssssssssssssssases 83
Figure 6.1: Bottom Up Methodology for Derivation of Mobile AR App Revenues...................... 84

6.3 Ad-Funded AR “SesSions’ .......cccceevvvrnnnnenreieccssssssssnneeneseccssssssssnsasssssecssssssees 84
6.3.1 AVErage USage LEVEIS ... nerctensenesesese s ssessessessessesssssssessesssssessessesssssssessessens 84

Figure 6.2: Average Number of AR Sessions per Service User Split by 5 Categories (Location-
Based Search, Games, Multimedia & Entertainment, Lifestyle & Healthcare & Social
Networking) 2010-2015 85
Table 6.1: Average Number of AR Sessions per Service User Split by 5 Categories
(Location-Based Search, Games, Multimedia & Entertainment, Lifestyle & Healthcare &
Social Networking) 2010-2015 85
Figure 6.3: Total Number of Usage Sessions of AR Apps and Services (m) Split by 5 Categories
(Location-Based Search, Games, Multimedia & Entertainment, Lifestyle & Healthcare & Social
Networking) 2010-2015 86
Table 6.2: Total Number of Usage Sessions of AR Apps and Services (m) Split by 5
Categories (Location-Based Search, Games, Multimedia & Entertainment, Lifestyle &
Healthcare & Social Networking) 2010-2015 86
Table 6.3: Percentage of Sessions Resulting in Clickthroughs of Sponsored AR Links Split by
5 Categories (Location-Based Search, Games, Multimedia & Entertainment, Lifestyle &
Healthcare & Social Networking) 2010-2015 87
6.4 AR Ad-funded Sponsored Sessions and Response Rates ........................87
Figure 6.4: Total Number of Sponsored Sessions (m) Split by 5 Categories (Location-Based
Search, Games, Multimedia & Entertainment, Lifestyle & Healthcare & Social Networking)
2010-20 15t eieeietie et ease e seets e saesa s a s e e e e 87

Page 5



@ researd Mobile Augmented Reality: Opportunities, Forecasts & Strategic Analysis 201 1-2015

Table 6.4: Total Number of Sponsored Sessions (m) Split by 5 Categories (Location-Based
Search, Games, Multimedia & Entertainment, Lifestyle & Healthcare & Social Networking)
2010-2015 88
Table 6.5: Average Number of Clickthroughs per Sponsored Session Split by 5 Categories
(Location-Based Search, Games, Multimedia & Entertainment, Lifestyle & Healthcare &
Social Networking) 20102015 ........oieeeeenerneeeeereesenesesesesesssessessesssessessssssessessssns 88
Figure 6.5: Total Number of AR-enabled Clickthroughs Split by 5 Categories (Location-Based
Search, Games, Multimedia & Entertainment, Lifestyle & Healthcare & Social Networking)
2010-2015
Table 6.6: Total Number of AR-enabled Clickthroughs Split by 5 Categories (Location-
Based Search, Games, Multimedia & Entertainment, Lifestyle & Healthcare & Social
NEetworking) 20102015 ... ucerereecerereieeerereresessesessesssessessesssessessesssessessssssessessssssessssscsns 89
6.5 AR Advertising Costs and Revenues.................uuuuueeeeeeeeeenenneeennenenennenennnee. 89
Table 6.7: CPC (Cost per Clickthrough) Rates for AR Advertising ($) Split by 5 Categories
(Location-Based Search, Games, Multimedia & Entertainment, Lifestyle & Healthcare &
Social Networking) 2010-2015 90
Figure 6.6: Total Mobile AR-related Adspend ($) Split by 5 Categories (Location-Based Search,
Games, Multimedia & Entertainment, Lifestyle & Healthcare & Social Networking) 2010-2015

90
Table 6.8: Total Mobile AR-related Adspend ($) Split by 5 Categories (Location-Based
Search, Games, Multimedia & Entertainment, Lifestyle & Healthcare & Social Networking)
2010-2015 9l

L€ [T T L * X

Page 6



