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OEM SITES PLAYING A GROWING ROLE IN HANDSET RESEARCH
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MORE OEM VISITORS ALSO LOOKING AT HANDSETS ON CARRIER SITES
Carriers are still the ultimate point of purchase and get the greatest volume of visitors, so it's not surprising that
relatively fewer people in the carriers” handset audience go to OEM sites.

The percentage of the carriers’ audience that also visits OEM sites has been between 17-25% from
December 2007 to July 2008, as shown in the chart below.
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If the iPhone has taught us anything, it's that brand loyalty and good marketing go a long way. Will OEM sites
continue to gain momentum as new high-profile devices are released? We'll find out soon.
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