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¢ The U.S Point of View (POV) Imaging Market ¢
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Ressons for Choosing Action Camers Brand
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® Awareness and ownership
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Attitudes and behaviors of POV device users
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Purchase interest among non-owners
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Likes and dislikes associated with various POV devices

Buying process, including channel, sources of information, and brand preference

B A& THEFE T B Key Questions:
s FMAFEOQI—YITIL—TFIX? (Who are the different user group?)
s BAEHIVFRED POVAEEDHMBLRILIE?

(What do current and potential device owners know about today’ s POV imaging market?)

o FNRARIZHFTEZ=—XIE? (What are the unmet device needs?)
o EALAVTIUOVERYRALMN?  (What type of content is being captured today?)
o OAVTIUYDHBDAEIE? (How is content being shared, stored, viewed?)

o EABBATDYIN B—ER T EDN DL e _
(What types of software, services and apps will drive usage?) W—‘

o KREHOTOIEFIIEHADMN? (Is there an untapped accessories opportunity?)

e POV OXILAIAEZ M ? (What’ s next for the POV imaging segment)

o —IGHBELTIOIIVIaFIVIZHITAERRRDELNME? (How do consumer and pro usage vary?)
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o ITJHAE (1,540 ) = Action Camera fREHE (899 ). Potential Buyer (641 {4)
o  A2HBE1—FEE = Action Camera REE 14
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e ED LEE Group Director : Worldwide Consumer and Professional Imaging Services
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1. InfoTrends Point-of-View Imaging Multi-Client Study Web Survey — Topline Summary Charts
2. Additional Chart Data

3. Age

4. State (1)

5. State (2)

6. Action Camera Awareness/Ownership

7. Interest in Owning an Action Camera

8. Reasons for Lack of Interest in Action Camera

9. Lifelogging Camera Awareness/Ownership

10. Interest in Owning a Lifelogging Camera

11. Reasons for Lack of Interest in Lifelogging Camera
12. Wearable Camera Awareness/Ownership

13. Interest in Owning an Wearable Camera

14. Reasons for Lack of Interest in Wearable Camera

15. Action Cameras
16. Number of Action Cameras Owned (Means)
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17. Action Camera Brand

18. Action Camera Brand(s)

19. Newest Action Camera Brand

20. Newest Action Camera Length of Ownership

21. Amount Spent on Newest Action Camera

22. Other Cameras Used for Shooting Video

23. Purpose of Video Shot with Action Camera

24. Newest Action Camera Purchase Method

25. Newest Action Camera Purchase Location

26. Newest Action Camera Purchase — Specialty Sports Retailer
27. Reasons for Choosing Action Camera Brand

28. Other Action Camera Brands Considered

29. Reasons for Choosing to Purchase an Action Camera

30. Top Info Sources for Action Camera Purchase

31. Action Camera Frequency of Use

32. Reasons for Not Using Action Camera More Often

33. New Action Camera: Predicted Frequency of Use

34. New Action Camera: Intended Types of Video Capture

35. New Action Camera: Intended Sporting Activity Use

36. New Action Camera: Intended Non-Sporting Use

37. Purpose of Action Camera

38. Action Camera Video/Photo Capture Mix

39. Action Camera Types of Video Capture

40. Action Camera Subjects

41. Action Camera Sporting Use

42. Action Camera Non-Sporting Use

43. Action Camera Average Video Clip Length

44. Action Camera Features Liked

45. Action Camera Features Disliked

46. Action Camera Features Wish List

47. Action Camera Features Most Valued

48. Frequency of Using More than One Action Camera at a Time
49. Viewing Action Camera Videos

50. Frequency of Action Camera Video Editing

51. Devices Used to Edit Action Camera Video

52. Sources of Video Combined with Action Camera Video
53. Apps Used to Edit Action Camera Video

54. Software Used to Edit Action Camera Video

55. Website Used to Edit Action Camera Video

56. Frequency of Sharing Action Camera Video

57. Methods of Sharing Action Video

58. Storage Location of Action Camera Video

59. Online Cloud Services Used to Store Action Camera Video
60. Method Used to Take Action Camera Still Photos

61. Action Camera Still Photo Activities

62. Action Camera Accessories Owned

63. Action Camera Accessories Frequency of Use

64. Amount Spent on Action Camera Accessories

65. Interest in Purchasing Action Camera Accessories

66. Interest in Purchasing Action Camera Accessories (Mean)
67. Timeframe for Action Camera Purchase (Non-owners)

68. Expected Purpose of Action Camera (Non-owners)

69. Expected Types of Action Camera Video Capture (Non-owners)
70. Expected Action Camera Sporting Activities (Non-owners)
71. Action Camera Non-Sports Attachments of Interest (Non-owners)
72. Action Camera Brands Under Consideration (Non-owners)
73. Expected Spending on Action Camera (Non-owners)
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74. Action Camera Accessories of Interest (Non-Owners)
75. Top Info Sources for Action Camera Purchase (Non-owners)

76. Lifelogging Cameras

77. Lifelogging Camera Brand

78. Lifelogging Camera Length of Ownership

79. Amount Spent on Lifelogging Camera

80. Lifelogging Camera Purchase Location

81. Lifelogging Camera Frequency of Use

82. Reasons for Not Using Lifelogging Camera

83. Purpose of Lifelogging Camera

84. Reasons for Using Lifelogging Camera

85. Frequency of Photos Taken With Lifelogging Camera

86. Lifelogging Camera Photo Activities

87. Activities Done with Best Lifelogging Camera Photos

88. Interest in Lifelogging Camera that Captures Video

89. Timeframe for Lifelogging Camera Purchase (Non-owners)
90. Expected Purpose of Lifelogging Camera (Non-owners)
91. Expected Use of Lifelogging Camera (Non-owners)

92. Top Info Sources for Lifelogging Camera Purchase (Non-owners)
93. Wearable Cameras

94. Wearable Camera Brand

95. Wearable Camera Length of Ownership

96. Amount Spent on Wearable Camera

97. Wearable Camera Purchase Location

98. Wearable Camera Frequency of Use

99. Reasons for Not Using Wearable Camera

100. Purpose of Wearable Camera

101. How Wearable Camera is Worn

102. Reason for Using Wearable Camera

103. Timeframe for Wearable Camera Purchase (Non-owners)
104. Expected Purpose of Wearable Camera (Non-owners)

105. Expected Use of Wearable Camera (Non-owners)

106. Wearable Camera Brands Under Consideration (Non-owners)
107. Top Info Sources for Wearable Camera Purchase (Non-owners)

108.Demographics

109. Type of Videographer

110. Type of Photographer

111. Approach to New Technology
112. Gender

113. Race

114. Annual Household Income
115. Marital Status
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