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Over the past several years the Internet has increasingly influenced the daily lives of people in Asia.
This booklet examines how the Internet relates to lifestyles there, focusing primarily on persons who make
wide use of the Internet on a daily basis.

The data in this booklet is part of the Global HABIT annual survey conducted by Hakuhodo. Viewed in its
entirety, the information paints a broad picture of the Asian lifestyle, examining how the increasing
pervasiveness of the Internet is changing Asian attitudes towards different media. Ultimately, the data will
assist in discovering future trends in Asia.

Computer and Internet Usage

© Computer boom in Asia

Computs

ownership in Asia varies from city to Gty. In Seoul and Hong Kong, nearly every household has a computer, while in
Shanghai the estimata is coser (o seven inten,

At the other end of the scale, our survey

shows that less than thres i ten households in Mumbai have a computer, This figure,
however, does not accurately represent overall computer sage since access o computers outside the home, such s n offces,
schoots.andItemet caes s ncreasig. For exampl, athough he umber o households wih computers i rlately ow, more
than 30% of computer users in Mumbal

coss Internet cafes—a number tar larger percentage of

computer users than the data for household computer ownership see to indicate

What appears to be driving increased computer usage in Asia s a change in people's perception regarding the Internet as a medium
for information exchange

Computer Usage & Household Computer Ownership Computer Usage Locations

o ws 973 100
o2
% 561 85 as
09 5
w0 o re2
o o
s n
) s
"3 0
o 2 I =
1 10 o
Usage I Househaid ownership N Home I Oficeor school B et cafe
O Internet use on the upswing
Betwoon 2003 and 2006, the number o peopls with some form of access 0 the Itemet increased. In Seoul and Hong Kong this
umber excoeded 50% ofall espondsnts. n Seou in 2006, th Intermet was also sacond only 1o teleision as the most requently
accossed media
Internet Contact . Frequently Accessed Media Ranking
w0 Srancha: Hong Keng Seou Now York
2o 622
% Magasine Mogazines | Newspapors Rado
w
- [r— Rado Bus ace Newspaors
0 o
Busade Busads Bboarss Magazr
2
; 6 et et Rado [r—
" 7| R T s T ace s acs
s s 8| Tanan - Maga T




Net Enthusiasts: Recreational Internet Users

© The emergence of the Net Enthusiast Hobby/Leisure Ranking

n 2003 people used the Internet prmariy to send e-mail find information, and play Shanghar Seout Hong Kong Now York
‘games. In 2006, however,Infere usage had becoma more diverse, comprising

activities such as downloading music and movies, online chat, and more, This Slen e i
increased civersity has created a new kind of Internet user—one who actively Snopping [
makes use of the nternet in day ife as a form of ecreation. Hence, we have preERR I R, e raremy
defined a person who uses computers (nside or outside the home) and has an
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Interest in the Interet as a hobby as a “Net Enthusiast.” We wil examing the
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© Who they are

Net Enthusiasts are most commonly found in the 15- to 24-year-od age group, with more than 303

 them sharing this chara
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Trendy with an Urge to Splurge

Net Enthusiasts in Hong Kong, Shanghai, and Seoul—where they account for at least 30% of all
respondents—all share certain similarities, not least among them an obsession with the latest trends

and deep pockets to satisfy their urge to spen

O A thirst for information

‘Compared with al respondents, Net Enthusiasts show a sironger tendency to seek information. Over 30% of Enthusiasts in Hong

Kong responded that they Iy o obtain

the Internat and s

continual updates, Net Enthusiasts ars ahvays on the lookout fornew nformation. Additional, they are proud o thei skils i fereting
it out. The Net Enthusiast makes fl use of the Net's vastinformation pool to find out what they need to know. This trend, whils not
shown n the graphs below, s quite prominent among Enthusiasts in the 15- 10 24-year-old age group.

Try to Obtain Information before Others (Hong Kong)

Net Enhsiasts

|

O A fun, trendy lifestyle

Have Own Methods for Finding Information (Hong Kong)

In Shangha, close to 30% of Net
o

Enthusiasts stated that they “want a trendy lfestyle. I the 15- 1o 24-ye
Net

e

Who want o “seek fun

10 40%, an even higher

o
percentage of Net Enthusiasts responded similay.In the 15- to 24-year-oid Enthusiasts group (not shown), this ose to more than 50%
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Net Enthusiasts and the Media: The Case in Hong Kong

Computer usage in Hong Kong i very high, with a correspondingly large number of Net Enthusiasts. This does not
mean, however, that Enthusiasts in Hong Kong rely only on the Internet for information. The following section explores

the relationship between Net Enthusiasts and the media.

O A balanced media mix

having a farly equal amount of contact with other media as wel, such as.
television, newspapers, magazines and radio. The exposure ate for each
medium was 70% or higher, with the ate fo television over 97% and that for
nawspapers about 88%

thei
16 Ginde i et 20 pouts it e f s Feponin

O High trust in newspapers and television

(Over 70% of Hong Kong Net Enthusiasts fet that information from newspapers

whisa. 50% said the

Intormet

betwoan Net Enthusiasts and all respondents regarding the ntemet, with the
than that

use of the Internet increases one's trust n

O Television still king

Close 10 90% of Hong Kong Net Enthusiasts rated televsion as an “interesting
mecium.” 9 each
of which garnered raiings of more than a 60% amongs! Enthusiasts. These ratings
were at least 10 points higher than that received by newspapers. There was no

gs for Entrusiasts
andal the Intemat, which Net
an “nteresting medium’ rating that was close 1o 20 points higher than that of
all espondents.
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Net Enthusiasts and the Media: The Case in Hong Kong (c inued)

O The Internet and newspapers for business news

Hong Kong Net Enthusiasts rated the Internet and newspapers high for oblaining
business information, with more than

saying these sources provided
Jon of value.” The next most valued sources of business

information for Net Enthusiasts were television and magazines. In the business
world, where dramatic changes can occur a any time,

at importance is placed
o having the latest nformation. | is safe o assume that this is why the Internet,

is valued 5o highly.

Net Enthusiasts and the media in the future

Valued for Providing Business Information (Hong Kong)
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As the availability of computers increases and Internet services improve, the number of Net Enthusiasts in Asia can be expected

to grow, too. It s unlikely, however, that Asia wil rely on the Interet as its sole source of information, even as it becomes more:

pervasive and increases in ranking as a reliable medium. Net Enthusiasts clearly grasp the differences between media and will

likely continue to pick and choose amongst them depending on their lifestyles and usage intentions

Mobile Phones: A New Way to Su

© Mobile phones dominate

s

cilesin Asia, howver,there is much less difference as regards mobile phone.
‘ownership. Even in Mumbai, which has the owest rate of mobile phona ownershp,
Itis il above 50% of all espondents. I ofher cites the rate excoeds 0%

For all ciies n Asia, mora people own mobil phones than computers. In Mumbai
‘and Bangkok nearty twice as many people own mobile phones as own computers.
Spacically in Bangkok, where computer ownership s |
respondents, the

than 50% of all
of mobile phone ownership is above 80%, making It simiar
o Shanghai, where computer ownership is over 70%

O Mobile phones and the Internet

Other than making phone calls, people most commanly use their mobil phones
for sending e-mai,folowed by taking photos and playing games. Surfing the
Internat via mobie phone is ot that comman. In Hong Kong and Shanghal
however, close 1o 20% of moble phone users surf the Inte

with their phones.
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Mobile Phones: A New Way to Surf (col

‘O Mobile phone Internet access set to increase Internet Access via Mobile Phone 0
The number o %
g Kong g, ek e pcreFardg 1 e - e &
senvico of poopie ha InHong w

Kond, spectay e g v sty i, s o g5 | I Wi
409% of current mobie phonie owners. Even n Bangkok, where the rate of
Computer ownership i less than 505, nearly three times the number of curent

rvougn thei

mobile phones inthe future.

© Net Enthusiasts keen on surfing via mobile phone

NG K i o ot mobila phone ownership rates are nearly

100%, a survey

o imon amon i respandonts Among Net Enthusiass th vl o intont
with over 50%

‘Additonally, more than 30% of Enthusiasts expressed further i

banking and more than 20% in mobile stock trading and online shopping.

st Intornet

Mobile phone Internet access expanding

Considering the portability of mobile phones and the ease with which they can be used to access the
Internet, it is fairly safe to assume that their role as a tool for accessing the many services on the Internet will
continue to expand. Instant Internet service anywhere and at any time provides not only easy, round-the-
clock access to e-mail but also to music downloads, information searches, Internet banking services, mobile
stock trading, online shopping, and much more.

Currently, Internet access is left primarily to computers. As mobile phone services develop and improve,
we believe that Internet access via mobile devices will increase in popularity, a trend that in Asia will be led
mainly by Net Enthusiasts.
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