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Latest Findings from Global HABIT

Wanting to slow down a bit vs. wanting to keep what we have

Seeking greater stability

Seeking greater affiuence
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Our figures show similar levels of desire for stabilty and economic affiuence in Tokyo and Mumbal. But the reasons behind these findings are, we believe,
diametrically opposite. In Mumbai, an emerging market where the pace of ecanomic development is accelerating, a desire 1o reach a stable plateau is a
natural response to rapid change.

In contrast, Tokyo is now a mature market, an increasingly competitive society in which income gaps are growing and companies restructuring in search of
higher profits. Gross indicators suggest that the economy is improving, but ordinary consumers don' feel affiuent. They worry abou the future.

Internet filling gap left by mass media

Gathering information from corporate websites

in Mumbai, use of the Intarnat to gathar company information now
surpasses that in Hong Kong and Beijing. In Hong Kong, Internet
penetration and desire for Information scores have long been high. Simiar
trends have occurred in other Chinese cities as economic development
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Soiing E— 1 2 has taken off, and we see them in Moscow as woll. In Mumbal, howaver,
these typical emerging market phenomena appear to be accelerated by
lack of corporate information in other media.
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In-store information less important in Moscow and Tokyo

Prioritizing product information gathered in the store
= Consumers in Mumbai and in China's major cities place great importance
on information received at point of sale. They don’t feel comfortable
buying unti they have seen and touched the product for themselves. In
both Moscow and Tokyo, however, this Information source is given loss
importance. In Moscow this year's household visit survey reveals
combination of lack of in-store information and service. In contrast, in
Tokyo product qually is a given, stores rarely sell counterteits, and
consumers gather information from a wide variety of media before making
a purchase. Both 100 litle in-store information and too much from other
sources reduce the value of what consumers learn at point of sae.




From "New" is exciting to "New...what, again?"

They have to try what's new
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‘emerging markets in Moscow and Mumbal. In contrast, while economic
growth continues in Shanghal, Befing and Guangzhou, desire for new
products appears 1o have peaked and is now siowly deciining. People no
longer leap at new products because they are new. In the mature and
hyper saturated Tokyo market sirong desira for new products has virually
disappeared.

Word-of mouth; From fill-in-the-gaps to filter

Word of mouth matters
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In China's major urban markets the importance assigned to word-of-
mouth as a source of informaion has risen dramatically. The importance
of Word-ol-moulh s also high in Moscow and Mumbai. In contrast, it
‘appears to have fallen in Tokyo. If eliance on word-of-mouth reflects fack
of confidence in fitering information for onesell this may reflect a fising
comfort level when using the Inemet. In any case, in contrast 1o other
markets, Tokyo is less a way o tack of
g

Mobile phones, mobile phones, everywhere

Mobile phone ownership
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Now every passing year sees mobile phone ownership rising in other
major Chinese citles as well. The same trend is visile in Bangkok. Our
home visit survey reveals that in Moscow, a mobile phone has become a
necessity. Daly lifo without one is seen as impossivie. In Mumbai, mobile
phone penetration s just taking off
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Magazines are a Power Medium in China

Chinese power sei-katsu-sha more likely to read magazines

Percentage who read magazines
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In Chinese media markets, the last several years have seen a striking prolferation of new magazines. But if we look more closely at the top three media
markets in China (Shanghai, Beiing and Guangzhou). we find that affluent power sei-Katsu-sha have far more frequent contact with magazines than do
ordinary Chinese consumers.

Among ordinary consumers, women read more magazines
Among power sei-katsu-sha, men as well as women read more magazines

Read within last month

Then. looking even more closely, we add data from existing sources to the data collected by Hakuhodo proprietary surveys. We discover that among
ordinary Chinese consumers, women are more Iikely to read magazines than men. Among Chinese power sei-kalsu-sha, however, this difference
disappears. Both men and women are equally likely 10 read magazines, as well as more likely to read magazines than ordinary consumers.




Chinese power sei-katsu-sha likely to purchase magazines

Ordinary chinese consumers Chinese power sei-katsu-sha
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Compared to ordinary Chinese consumers, Chinese power sei-katsu-sha are more fikly 10 read magazines they have purchased themselves (or, in the
. those subscribe), instead of magazines passed o by ofhers.

Chinese power sei-katsu-sha are more brand-conscious
Magazine reader characteristics ranked in order of gap between readers and non-readers.
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When, moreover, power with 1t read magazines, we find that the more former are more avid and
brand-conscious consumers, with  stronger desire for an affiuent ife filled with change. They are also more likely to purchase insurance for the sake of
their families and to participate in volunteer social activities. When choosing products, magazine readers turn 1o the ads in magazines for information on
brand value and product refiabilty. Sensing that in China, magazines are a valuable medium for approaches to affuent and power sei-kalsu-sha
consumers, Study.
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Among Chinese power sei-katsu-sha

Magazines are treated as durable goods, not read and thrown away
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“If you lend magazinos to people, they tend to disappoar. That's why | naver lond any from my collection of t

in China magazi

In China magazines are stil precious; treastires that even power sei-Kalsu-sha want o keep for up 1o a year or more.

Reading magazines while commuting is rare
In China, it oo, magazies (especially women's

magazines) oo regarded as haavy, expensie, and
"On the subway, | read newspapers, but magazines are too heavy* (LR restgious and.thus, 1o b read at home
)
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Both men and women read business magazines
Business magazines are read for wisdom as well as information

Chinese power sei-Kkatsu-sha, both men and women, read business magazines. To us, their reasons for reading business magazines were truly
unexpected.

niloSoph, About g, jsion M,
! i (*\(\5 e, o Elv,k.

pifluence hard work. T

“When | he o ke to

read success odsl for Know about the

stores, | can identity with - of Miocesd
these poopla. Reading these
stories makes my own ife fasl

richer. They stmuiate and
encourage me 1o ask how
1,100, can succeed.

As these remarks (lustrate, Chinese power sei-katsu-sha want not only knowledge and case studies to help them succeed. When they read success
stories, they are also looking for a moral compass and personal growth, advice on haw to live as well as do business. That may be why they keep business
magazines for long periods of time, 1o re-read them and deepen their understanding of what they have to say. Here we see a big difference from Japan,
where reading business magazines is much more simply instrumental. One reason may be the effects of rapid change in China, which has made parental
experience an inadequate guide for their children's lives.



Women seek fashion and lifestyle advice
in Japanese and European women’s magazines

Among Chinese power sei-katsu-sha, lemale office workers, career
women and young marrieds love to read Japanese and European
women's magazines and tum 1o them for fashion and ifestyle advice.

Magazines an outstanding medium for communicating with power sei-katsu-sha

19 the results of Study, we find that;

@ In China, magazines aro bacoming and ver mora a powartul source ofinflusnce shaping power sal-atsu-sha ives
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In contrast to newspapers, magazines have a luxurious feeling, offer advertisers opportunities for continuing contact with their readers and reach affluent
power sei-katsu-sha, both men and women. All of which adds up to their being a highly effective mediu for adverlsing and promoting automobiles and
other high-priced products.

Looking back, looking forward, looking more closely

The results reported in this special section are, of course, only a taste of the wealth of insight Hakuhodo researchers and

start with our proprietary Global HABIT surveys, add analysis of available data (including, in the case of China, CNRS), and conduct home visits and depth

interviews with both experts and consumers. The expertise we have honed through our world-renowned research in Japan is now bringing fresh

understanding to markets around the world, solving client problems and converting knowledge into power 1o drive our clients' success. Nowhere is that
with for growth.
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The more complex the root, the straighter the trunk. “ﬁl
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