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“Tell me what you are looking for on the internatdd will tell you who you are”, could be this surarts bestseller.
And for a reason: Almost all of Latin America'santet users go to search engines such as Goodiep¥a Bing at
least once a week, which reveals — at least plgrtidhow their offline lives are, what they consuaral a lot about
their lifestyles. Studying the lists of the mostight terms in recent years makes it possible tohredirst
conclusion: Latin American people look for theiepg On the other hand, as the internet expandseaicties an
increasingly broad public, sports, politics and ¢ésenomy begin to win more converts on the web.

Key trends
e Main target: the others;
e Emerging trends: politics and the economy;

e The big shop window.

Commercial opportunities

e Latin America has a great inclination for the sbaispects of cyberspace and not just due to thalaopocial
networks. The others are the main targets andsfiit Spanish, all the better;

e E-banking, political candidates and sports andwigletertainment are the strongest search treritte iregion;

e To Latin Americans, the internet is “a big shop éom”, and therefore a strong presence on it is st i
markets such as consumer electronics and doméstitieal appliances.

Background

Internet use in Latin America is growing extremgujickly, at a rate faster than the world averageoiding to
Euromonitor International figures, there were 198iBion internet users in 2009, which means 139%sarthan in
2004 (globally, there was a 93.4% growth in theasg@eriod). Broadband penetration is also on tlee vigich also
increases the number of hours spent on the welséng.u

The study entitled the “State of the Internet”, docted every year by comScore, claims in its |atest 2010
edition that search engines are by far the mogilgeafter sites on the internet, with a penetrakiwel of nearly
95% among users in Latin America. According tolthiefing, the most visited global brands are Gopllerosoft,
Facebook, Yahoo! and Terra. Google, which accoiantkalf of searches worldwide, has a superiorgmes in
Latin America: 65% of all searches in the regiom e@arried by its site.

This high penetration from search engines revéasrademark “curiosity” of the region's inhabigniho are still
“exploring” the web, but it also allows us to knalvout the other lifestyles and consumption haliitbese
consumers. ComsScore's briefing shows, for exantipde,most of the audience prefers content in thedive
language, Spanish, shared by almost every coumtheiregion with the exception of Brazil. In ticauntry, the
Portuguese word “tradutor” (translator) is onetef 1.0 most sought-after words, with Spanish asrihia target
language.

Main target: the others

Every year — and even monthly, nations such abl8 and Mexico, Google, Yahoo and Bing revealrtieest
popular searches run by the population of eachteguemd some local trends notwithstanding, thetmopular
words sought by users are the same throughout Batierica. What do online search habits reveal about
consumers? First and foremost, that citizens imélgeon are very sociable; they like to argue,it@ gheir opinions
and to show themselves and see others. Social raegllay far the most sought-after words, abovatteaal media.
The 2009 Year-End Google Zeitgeist revealed thatnmost every single country of the region, theadvor
“Facebook” was among the top 10 searches. Theexdgption is Brazil, where another social netw@kpgle's
Orkut, took its place.

According to ComScore, the “social network” catggisrthe most visited in the region, second onlgearch
engines, with a penetration level of 81.9%, “du¢h® culturally social mood of its people”. Venelauns, Chileans
and Puerto Ricans are the people with the largasber of visits to these sites, where more thaa airt of 10
people visit them. On the other hand, when thentepas published last June, Twitter was 13 timegdain Latin
America than last year's report. The search foplggonames on search engines is also very strong.

Other popular searches describing the social nafiuttee region's inhabitants are related to forusush as Taringa
in Argentina, which registers about 10 million dmgisits a month, almost as many as Clarin, thatg's main
newspaper. Online dating services have shown grargth too: About 60 million people in Latin Ameaievere



using Match.com, an online dating service by tlet stf 2010, almost 20 million more than a year,&jaudio
Gandelman, Match.com CEO for Latin America, reveateArgentina's Perfil newspaper.
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Emerging trends: politics and the economy

Politics and economics are also experiencing avabwas a topic of interest in the region, a faetbich explains the
increasing access to the internet by adults. Imr@s having elections in 2009, the main presidénandidates
were the “emerging trends” or the most sought-aéiens. In Argentina, the expression “donde votaihgere do |
vote?”) ranked eighth on Google's emerging list.

Banks and financiers began to appear as well intcies such as Brazil, Mexico and Venezuela, wieebanking is
increasing its reach and stirring up interest. €r@e many reasons for this trend: “Mine is segu€iaracas has
become very unsafe and I'd rather do everythingutin the Internet instead of taking the money withto the
bank”, explained Mariana Cejas, a 32-year-old fiviim Venezuela's capital city, to Euromonitor Intional.
Besides banks, governments have also reinforcédptesence on the web in order to speed procedintes] to
social security and especially taxes.

In almost every country, the terms “videos”, “yab¢” and “fotos” (photos) are among the ten topdess, which
shows that videos are the favourite means of exitenent in Latin America, apart from online gam@heir
expansion on the web shows that the Internet hene an extension of television, but it also shthesincreasing
penetration of broadband in the region”, explaiAeiél Torres, technology columnist for La Nacionwspaper in
Buenos Aires. According to ComScore's report, yefdbo of internet users have sought or visitedrdareainment
site, either one with videos, humour or entertainhmews.

As the internet reached the lowest classes, spoddotteries became heavily sought-after. In Bréai example,

the word “football” registered eight times the nwenbf searches “swine flu” secured; while Olé, agektinean
sports newspaper, reached the top 10 of the maghsafter terms in 2009.

Chart 2 Internet retailing in selected Latin American countries and in Latin America as a whole: 2009
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The big shop window

While e-commerce is rapidly growing in the regibatin Americans use the internet to find productd eompare
them rather than for buying them. That's why braamtts marketing companies of products such as pesum
consumer electronics, domestic electrical appliscal toys and games, use the web as a platfocaptare their
clients... in the offline world.

Pablo Blanco, a 40-year-old Argentinean lawyer|a&rg: “| compare the technical features, | readews by other
users and, if possible, | see videos of the pradiinztt | want to purchase... But | do not buy tleine; | want to
touch them in the store.”

He is not the only one, says a Google Argentindysamnducted by Netpop Research, a consulting ggdine
survey says that Argentineans use the internetdavla product's features, its price and availabiind even the
opinion of other consumers, but only 15% choodautponline. Thus the internet is the “main influehof half of
local electronics consumers. The survey, conduatddiy, was published by Google in June, and thagany's
directives claimed that a similar scenario prevall®ver the region. The lone exception is Braathere e-
commerce is stronger.

The search for electronics on the internet is gmomant in the region that MercadoLibre.com - eBayibsidiary in
Latin America — publishes an annual list of “mastight-after” articles on its site. In Mexico, fotample, mobile
telephones were the most sought-after items ovest@tas 2009 (iPhone and Nokia phones sharingoiisytot),
while “Sony digital cameras” and “PlayStations” ¢had joint first place in Argentina.

Outlook

What trends will be seen in the future? Accordimghte above-mentioned study by ComScore, newspegatio, and
TV portals and other internet-based journalistiesoffers the most growth potential. By June, @1ly38% of Latin
American internet users were reading or watchingsnenline. However, Latin Americans are increasinglling

to consume information via the web, the report.séite audience for this category in Latin Amerieatill very low
in comparison with North America and Europe, whagess sites are the most visited pages. Becausesofthis
will be a big opportunity for local media” of Ceatrand South America, the ComScore study addedeSdrthe
most-visited news sites at the regional level axgd (regional), UOL Noticias (regional) and Redel® (Brazil).
The study showcases the audiences' intention afuznimg local information, with sources and datarfibeir
countries. Blogs were visited by 61.6% of userkatin America, and there remains a lot of roomdowth in this
sphere too.
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