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Global HABIT provides
a rich set of data on the
world’s sei-katsu-sha

Global HABIT is a database and single-source survey that Hakuhodo’s R&D
Division has conducted every year since 2000 in 37 leading cities around
the world. With the surveys focusing on the middle and upper classes in
each city—i.e., the demographic segments driving market growth—the
Global HABIT database is an extremely valuable reference for global
marketing.

Global HABIT data is gathered using the same methodology and survey
items as the HABIT survey, which Hakuhodo conducts in Japan, and the
Seikatsu Teiten survey. Global HABIT data on a wide array of questions,
such as lifestyles, values, environmental awareness, media contact, and
attitudes to information, as well as ownership of durable goods, attitudes
to shopping, and purchasing behaviors can be analyzed by category and
brand. The data can also be analyzed across a multitude of factors to suit
client needs, because the data sets include images of corporations and
“made-in” images. Hakuhodo’s original corporate image and brand
evaluation scales can be used to measure the strength of
brand-sei-katsu-sha bonds as well as brand and corporate images. And
because data sets from multiple years are available, comparisons of data
from the same cities over time can be performed.

As with other Hakuhodo surveys, Global HABIT embodies our sei-katsu-sha
concept. We don’t think of sei-katsu-sha as merely consumers; we regard
them as living people. Truly effective marketing and branding requires that
we probe all consumer behavior, not just behavior associated with
consumption, and grasp all aspects of individuals’ lives. This sei-katsu-sha
concept, which Hakuhodo introduced in 1980, is now a widely known
approach not just in the marketing world but also throughout the wider
Japanese public.

Notes:

The base model for Global HABIT, the HABIT survey is a database containing all the findings of
comprehensive, large-sample surveys that Hakuhodo has conducted in Japan each year since 1995.

HABIT stands for Hakuhodo Audience and Brand-User’s Index for Targeting.

The Seikatsu Teiten survey is a regular observation survey that has been conducted by the
Hakuhodo Institute of Life and Living once every two years since 1992.
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What is Global HABIT?

B Covers 37 Major Cities
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11 cities in Europe and the Americas 24 cities in Asia and Oceania
@ US---New York, Los Angeles, Chicago @®Hong Kong
@ UK:--London @ Taiwan---Taipei
@ France:--Paris @ China---Beijing, Shanghai, Guangzhou, Wuhan,
@ Germany---Berlin, Frankfurt Chengdu, Shenyang, Dalian, Fuzhou,
@ ltaly---Milan Hangzhou, Ningbo, Xi‘an
@ Spain---Madrid @ Malaysia---Kuala Lumpur
@ Russia---Moscow @ Singapore
@ Brazil---Sao Paulo @ Korea---Seoul

@ Thailand---Bangkok

eie o @ Philippines:--Metro Manila
Two cities in japan @ Indonesia---Jakarta
@ Tokyo, Osaka @ Vietnam---Ho Chi Minh City
*The HABIT survey in Japan is conducted @ Myanmar---Yangon
separately from the Global HABIT survey. @ India---Delhi, Mumbai

@ Australia---Sydney
Ml Survey Frame

@ Survey target: Men and women aged between 15 and 54
Screening is conducted by household income. The survey focuses on the middle and upper classes in each city

@500-800 samples in each city except Tokyo and Osaka
For Beijing, Shanghai, and Guangzhou, Chinese power sei-katsu-sha were added.
For Delhi and Mumbai, Indian power sei-katsu-sha were added.

Account for approximately the top 10% of income earners in each city. Due to their strong spending habits, :
active lifestyles, and high information awareness, power sei-katsu-sha are consumption leaders with
significant power in the market. By paying attention to such power sei-katsu-sha, it is now possible to :
analyze the relationships between brands and consumers with strong purchasing power. :

Survey methods
Asia and China: Face-to-face interviews (interviews in Hong Kong, Taipei and Seoul were held at special
meeting venues)
Europe and the Americas: Face-to-face interviews conducted at home or at special meeting venues,
questionnaires filled out by subjects at home and mailed in
@® When implemented: May—August
@ Number of survey items: Approximately 900 items
@ Data for major cities updated every year
@ Evaluate brands using Hakuhodo’s original scales
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BB Single-Source Data

In the Global HABIT survey, we question the same respondents (single source) on
numerous topics such as lifestyle priorities, value choices, media contact,
purchasing attitudes, and their use and awareness of brands in many categories.
The results enable us to analyze brand users and brand supporters more
precisely in terms of brand consciousness.

@ The single-source data advantage

. Purchasing . Brand Brand
Values  Lifestyle attitudes Media (category) (category)
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These items are usually surveyed separately.

From this single-source data, we can uncover the following types of insight:

@ The lifestyles of consumers who intend to purchase your brand or competing brands.
@ The profiles of fans of your brand and fans of competing brands, and the media they frequently interact with.

I Main Items Surveyed

@ Demographics and Lifestyles
Demographics, lifestyle, environmental awareness, media/information contact, purchasing, hobbies, sports, ownership of
durable goods, category perceptions, travel, Seikatsu Teiten survey on the lives of the Chinese people (Beijing, Shanghai,
Guangzhou)

@ Products
Passenger cars, motorcycles, tires, audio/video products, home appliances, computers and printers, mobile
phones/smartphones, digital cameras, digital video cameras, copiers and office equipment, game consoles, beer,
non-alcoholic beverages, food products (instant food, snacks), cosmetics, personal care products, shampoo, sanitary
products, disposable diapers

@ Services
Insurance, credit cards, convenience stores, airlines

(Some items surveyed in Asia only)
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2013 Survey Data

Shopping Habits

Asian sei-katsu-sha tend to carefully compare prices before buying. With | usually make
planned purchases and | shop wisely ranking highly in Southeast Asia and India, the
trend is toward prudent and wise shopping.

Meanwhile, different tendencies were observed in some other cities.

@ In Jakarta, respondents had a tendency to shop prudently but they also Often buy products impulsively.

@ In Ho Chi Minh City, | try new products when they are introduced and | often buy products impulsively ranked in
the top five, indicating an active attitude toward shopping.

@ In Yangon, High quality means high price, | would buy something I like, even if it is high priced, and There are
price ranges to fit different social and economic classes ranked in the top five, showing that respondents are
price-conscious.

@ The top three choices in the three Chinese cities (Shanghai, Beijing, and Guangzhou) exhibited different
tendencies from other cities.
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15 Asian cities overall [@sHNON@= o ZNE) ®38.0, 374 36.6| 36.4| 33.4| 30.5| 28.7| 28.2| 275 27.0] 253
Hong Kong [Osy42] ©46.3 @48.4 27.0 43.5| 40.3| 42.3| 34.8| 44.1| 429| 334
Taipei 39.1] 56.6| 50.6| 28.3| 39.4| 44.6| 49.1/G585| 25.6
Seoul 48.3| 48.9| 229| 2b5.6| 53.8| 444 474 36.9| 440
Shanghai @28.4| 24.4| 14.7| 14.7| 193
Beijing 26.2| 101 20.1| 264
Guangzhou 228| 21.4| 165| 232 209

Singapore 20.2 23.0| 13.8| 21.0| 234 214| 126

Kuala Lumpur 279 24.9 28.8| 224| 35.1| 16.9| 193] 24.1

Bangkok @33.3| 284 249| 25.3| 17.0| 20.1| 19.8] 22.3] 293
34.6| 37.0/®38.8| 234| 37.4| 27.1| 33.8| 26.3| 25.9| 239| 27.04 274
235| 24.1] 21.9| 196 183| 185| 16.8/®26.5 99| 253 9.5 7.1
36.9| 26.3| 36.8(@ (®38.3| 36.0/ 31.9| 26.3| 34.4| 31.4/®41.9
24.0 @37.4 @37.4| 30.0/ 298| 172

458 18.0| 23.7| 17.9| 245 20.1| 108

Metro Manila

Jakarta

Ho Chi Minh City

34.8| 302 278
39.3| 37.6|®49.2
53.4| 53.2|®68.0

Delhi

Mumbai

38.5| 64.2| 40.6| 329 352| 299 299 84

Moscow \@34.0\ Y 0502 @49.6 IREE @41 8 28.4‘ 31.4\ 33.0\@35.4‘ 33.8‘ 33.0\ 26.0‘ 21.8‘ 29.2| 15.8|

(Reference)
Frankfurt (2012)

OLYVAGSENOISVAZY 39.8| 42.6| 279 406| 424| 329|/@46.5| 39.8/®455| 41.6) 248 25.7| 446
OENROIGEEEAOISINE] 25.1(®37.5|/®37.5| 22.5| 22.3| 24.1|@44.0| 33.1| 11.0| 16.9| 125 74| 149
16.4| 34.6|®422 156 8.9 9.3| 229@EEElOEVASl@45.0| 17.3| 13.9| 27.9| 295

Séo Paulo (2012)

| Shading indicates items ranked top 5 in that city. Circled numerals indicate rank (1st to 5th).
Multiple answers were permitted (22 choices).
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Performance vs. Price

When buying something, respondents in 11 of the 15 Asian cities valued performance
over price. We narrowed in on the young adult segment but the tendency was basically
the same.

@ In Moscow, there was also a tendency to value performance over price.

@ Value performance stood out in Taipei and Yangon, where it exceeded 80%.
@ In the three Chinese cities, Kuala Lumpur, and Mumbai, opinions were balanced between Value performance and

Value price.
Performance vs. Price Performance vs. Price
(15-54 years old) (15-29 years old)

[ Focus more on performance than price when buying
[ Focus more on price than performance when buying

0% 20% 40% 60% 80% 100% 0% 20% 40% 60% 80% 100%

15 Asian cities overall
Hong Kong
Taipei

Seoul

Shanghai
Beijing
Guangzhou
Singapore

Kuala Lumpur
Bangkok

Metro Manila
Jakarta

Ho Chi Minh City
Yangon

Delhi

Mumbai

Moscow

(Reference) 0% 20% 40% 60% 80% 100% 0% 20% 40% 60% 80% 100%
T T T T 1 T T T T 1

Frankfurt (2012)
Séao Paulo (2012)

Tokyo
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Things Currently Spend

Money on

While the percentage spent on Daily meals and Communications was high overall, in
East Asia Dining out ranked in the top 3, as did Savings in Southeast Asia.

@ In Yangon, Home electric appliances ranked in the top 3.
@ In 10 of the 15 Asian cities, including the two Indian cities (Delhi, Mumbai), Clothes for going out ranked in the top 5.
@ In Moscow, Beauty and Personal gifts ranked in the top 5, each with high percentages of over 60%.
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15 Asian cities overall OCRRC IO @64.8| ®62.1 525 446| 44| 434| 423| 406| 395 39.4| 388
Hong Kong ©99.5 @ 939 ovadd 69.1|®70.1 @74.1| 470| 59.1| 508| 624 286| 406| 465| 554
Taipei v96.9 [CEEE] @840 @900 [JEEE 76.4| 614| 734| 54| 715 326| 524| 590|®789
Q>81 Bl 534020 66.1 o) ©703| 61.1|@71.4| 49.3| es9| 37.1| 47.1| e1.1| 454
Shanghai ®63.8 @64.7 43600k 455|@490| 374) 131| 240| 285| 172 130| 458
Beijing o:owd @738 Ol hozr 42.1|®685| 445 267| 38.1| 262| 202| 324| 176 243 349
Guangzhou @88.4 [OrN] @829 ® ©®706| 615 422| 539| 278| 389 372| 312 382| G48
Singapore ©92.4 50.8 OO 654.6| 506| 402 26.4| 278| 47.4| 348| 228| 248| 4s0
KualaLumpur  [OCRRNOENE) ©41.8 orere] 37.3| 378| 231| 378| 265 293 376| 350 178| 249
Bangkok Oy Nora -l @61.8| 59.9|®608| 469 =205 255| 388| 368| 37.3] 31.1] 410 300
Metro Manila ®100 @ 11.3| 23.1| 405|®490| 218| 426| 319 169| 136
Jakarta 0984 @745 [Orvle 304| 229| 188| 221| 375| 76|@s06| 31.3] 150 203
Ho ChiMinh City [ROMSOROCYAIROMeE ©87.8| 790| 745| 58.1| 428| 496 669 77.1| 431
Yangon QP ©72.2 450| 456 32.0 176| 382| 262| 506 136
Delhi o100 [Cr2¥ @100 548| 568| 25.1| 47.1| 64.4| 624|®708| 428| 238
Mumbai 0100 [l @100 [EENS 556 729| 333| 702| 759| s69| 602| 25| 332
Moscow  [OERYNOZEPNOEEM 318 310 s80| s22|®624| s28| 38| 358 350| 444|@es6| 41.0]
(Reference)
Frankfurt (2012) 67.7 ol @752] 600| 67.1] s54.1| 659[®70.1] 604]®70.1] 154| 521 48.7
S&o Paulo (2012) ¥l @562 38.4| 193 27.7|®@41.4| 195| 343| 110| 253 151| 347 26.1
Tokyo (2012) 153| 154| 205| 121 12.1] 162|@256| 89| 156 141

| Shading indicates items ranked top 5 in that city. Circled numerals indicate rank (1st to 5th).
Multiple answers were permitted (23 choices).
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2013 Survey Data

Things Will/Will Continue to
Spend Money on

There were many items where there were differences in current and future spending.

@ In Seoul, Travel was top in future spending. Travel also came into the top 5 in Hong Kong, Taipei and Singapore.

@ Moreover, Hobbies and Savings came into the top 5 in Kuala Lumpur and Bangkok, respectively, as did Education
and learning for my children in Metro Manila and Jakarta, and Ceremonial occasions in Yangon.

@ In the two Indian cities (Delhi, Mumbai), Savings came into the top 5.

@ In the three Chinese cities (Shanghai, Beijing, Guangzhou), and Moscow, there was no change to the top 5.
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15 Asian cities overall [@IEERs@pAsRN@V/ oS 566.9 64.0| 53.3| 474| 48.7| 47.3| 50.7| 49.0| 47.7| 40.1| 43.7|| 372
Hong Kong @100 @98.5 [OfFN ®83. 61.0| 76.9| 54.1| 65.1| 68.8|®80.6| 47.1| 56.4| 53.3| 61.5(| 494

QEEIGIOEISES] @84.8|@ERMN 82.9| 53.9] 77.8| 68.3| 77.8| 67.4|®834| 56.8/ 66.1| 64.1| 80.3|| 60.9
66.3| 49.1[@rZE:1(568.8/@69.0| 62.9 57.5 55.8 41.0| 61.4| 525/ 57.9(| 45.1
Shanghai BN @48.2) 47.2|0ENS] 43.3|@k008) 45.1/®47.8 35.5| 13.1| 25.1| 28.9| 18.1| 134| 445|| 115
Beijing OVERNOrEIE @71 .4|0EKs]  44.3|0©68.7| 45.1| 29.4| 38.1| 28.7| 29.1| 36.0| 21.6| 245 36.1 14.0
Guangzhou OV @78.4|GEEIIOEEE Y 50.7/®71.2] 622 429| 54.7| 26.8| 41.1| 37.6| 329 37.8| 655 4.3
Singapore ®92.0 @60.4 @lels 55.0| 49.8| 41.8| 296 30.0/®57.2| 40.0, 346 27.0 484|| 332
Kuala Lumpur 093.9 (368.5 Ik RA@77. 46.0| 45.1| 325|®48.3| 355 41.1| 43.9| 434| 265 350|| 32.1

Taipei

Seoul

Bangkok ©85.4 @73.1 [Olskke] ¢ 63.0) 47.3] 28.0| 29.0| 423 475| 430 375 395 414|| 279

Metro Manila @100 ®63.3 K] 44.1| 125| 24.8| 38.8|®53.8 31.0|{@555K 346/ 1904 185 12.8
Jakarta ( .8 ( . y 34.0(@4 8 496| 26.4| 22.1| 264 34.3| 11.6/®56.9 36.8 174 23.1 215
Ho Chi Minh City 84.9| 85.3|/®90.8|®88.8| 81.0| 785| 64.6| 52.6/ 55.1| 77.0/ 79.0/ 46.8|| 730

Yangon 204| 494[0 362 394| 272 446 276 386 3684| 230 19.4
Delhi Ollsel 72000088 s20f0rakel@754 558 574 288 539 670 e89l®@725 461 316|| 553
Mumbai O] @94.0 0] 0939|9300k 08 787 378 833 842 79.1| 781 673 375|| 662
Moscow @68.8 @81.2 49.6‘ 46.2‘ 54.2‘ 58.6‘@65.8‘ 43.0\ 52.2‘ 60.2‘ 43.4\ 60.2[CLP 52.6” 34.4|
(Reference)

64.4|@islel=l  70.3| 71.3| 64.4| 61.4| 65.3|®75.2| 683|@ysk 32.7| 54.5| 50.5|@77.2|| 426
(®59.2 @59.4 [OZy45] 41.0(0k el 27.3| 424| 293 414 37.1] 30.9| 382 384|| 29.1
21.4[@sE8eE]  30.7| 22.9| 19.1|@®39.7| 24.7|@ZIEOZ8F=] 27.1| 27.4/®336|| 114

Frankfurt (2012)

Séo Paulo (2012)

Tokyo (2012)

| Shading indicates items ranked top 5 in that city. Circled numerals indicate rank (1st to 5th).
Multiple answers were permitted (23 choices).
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Image of Japanese Products

The image of Japanese products as Excellent quality was overwhelming.
This was followed by the images Established reputation and Smart/fashionable image.

@ The image Excellent quality ranked first in all of the cities except Guangzhou. It ranked second in Guangzhou.

@ The image Leading technology ranked first in Guangzhou. It also ranked in the top three in Hong Kong, Shanghai,

and Moscow.

® The image Safe/secure ranked in the top three in Hong Kong, Taipei, Ho Chi Minh City, and Yangon.
@ In Jakarta and Delhi, Growing image ranked in the top three.

(%)

15 Asian cities overall N@EWAZSNGY ]S

Shanghai ®65.0 @44.3

Guangzhou @44.7
Singapore 586 @55.4

Bangkok ®58.9
Metro Manila ®55.5 329.1
Jakarta ®72.8 @44.9
Ho Chi Minh City »83.1 @68.8

Moscow

(Reference)

Frankfurt (2012)
Séo Paulo (2012)
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O MNO Y 556 | @64.6 344| 270|®618| 372| 202| 276| 224| 26
®60.9 AP 375| 368| 366 | ®380 oMol 323 | 287| 267| 220
®72.3 350| 256| 322| 389 328| 221| 200| 95
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Shading indicates items ranked top 5 in that city. Circled numerals indicate rank (1st to 5th).
Multiple answers were permitted (13 choices).



2013 Survey Data

Products and Services
Associated with Japan

The top three products, services, and forms of entertainment associated with Japan
were Household appliances and audio/visual devices, Digital products, and
Automobiles. These were followed by Animation, manga, cartoons, comics, and Food.
@ Sightseeing ranked in the top five in Taipei, Seoul, Singapore, and Ho Chi Minh City.

@ Fashion products ranked in the top five in Beijing, Kuala Lumpur, and Mumbai.

@ In Hong Kong and Taipei, many items exceeded 50%, including Sightseeing, Fashion products, Cosmetics, and
Music.
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15 Asian cities overall ROVARIROEEFZAN@ISSHEN @48.8 | ©41.3 38.0 37.5 31.3 29.9 26.0 24.5 234 22.6 22.0

Hong Kong ®87.4 @83.0 ©rpasll @775 71.3| 71.0| 665| 43.0| 45.0| 553| 22.1 20.4 184
Taipei ®87.6 @828 ®70.4 | ®73.0 625| 629| 206| 434| 533| 206| 253| 3089

@®72.6 @58.6 @sisiel 636.3 | @45.6| 233 19.5 105, 204, 143 10.6 8.5 5.5
Shanghai (OZYNOVANMOISISWE @545 | ©®36.6| 36.1 244| 300 18.8 17.0 19.2 154 16.3| 220
Beijing ®54.7 @54.3 (350.9 JOETA! 235| 27.3|®30.8 122 249 18.6 188| 24.1 23.6 10.7
Guangzhou ®50.6 ©53.7 @I ®48.3| 425| 378| 333| 355| 235| 249| 240| 255| 328
Singapore ®61.2 @lstsisy @46.8| 39.6|®428| 39.0| 290| 26.0| 26.6| 282| 250| 200| 216
Kuala Lumpur ®77.6 ©s[sHey @434 | ®32.0| 28.0|®32.0| 26.5|®32.0 17.3 16.3| 28.1 19.1 27.4
Bangkok ®66.3 @LVAsH @364 | ®326| 284| 274 19.5 15.0 18.0 179 14.9 14.4 7.8
Metro Manila ®60.0 @rey @36.3| ®30.0| 20.6 13.1 13.9 15.0 14.5 11.1 11.8 9.3 6.4
Jakarta @®62.9 @IVl @47.3|®436| 216| 315| 264| 26.1 31.8 179 239| 239| 209
Ho Chi Minh City ~ H@JssHe) @Y @538 394 |®458| 40.1 359| 349| 326| 28.1 34.4| 291 41.3

@96.4 ®97.0 198|®622| 41.6| 478| 498| 538| 472 258|@®64.0 166| 344

@®65.2 ®47.1 29.3 172 26.8| 31.1 30.5 | @37.1 14.9 155| 226|®34.6| 280
51.6| 347 16.5 | ®55.1 =lekel @63.1 276| 228| 254| 489, 264

“ . @784 ®37.8‘®39.0‘ 34.4‘ 5.8‘ 16.0‘ 11.6‘ 11.2‘ 6.0‘ 3.0‘ 6.6‘ 22.o|

(Reference)
Frankfurt (2012)

@lsiisl ©41.6 | @485 | 257 17.8 00| 228 16.8 99| 129| 178| 109
Sao Paulo (2012) @72. ©0)sH @45.0 | ®34.1 30.3 16.1 00| 313 15.5 4.8 94| 169 3.8

[ | Shading indicates items ranked top 5 in that city. Circled numerals indicate rank (1st to 5th).
Multiple answers were permitted (14 choices).
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Japanese Products Would Like
to Buy (Made in Japan)

The top three Japanese products manufactured in Japan that respondents selected as

products they want to buy were Household appliances and audio/visual devices,

Digital products, and Automobiles. These were followed by Fashion products and

Cosmetics.

@ Skincare products ranked in the top three in Taipei and in the top five in Hong Kong, Singapore, Kuala Lumpur,
and Moscow.

@ Fresh food ranked in the top three in Hong Kong and in the top five in Shanghai and Guangzhou.
@ Furniture and interior goods ranked in the top five in Beijing, Metro Manila, Ho Chi Minh City, and Yangon.
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15 Asian cities overall BOEEASINOEZWARGZI VA 028.9 | ©28.8 24.7 23.4 22.6 21.5 21.5 14.5 13.8 3.5 18.1

Hong Kong 176.4 @726 504 | 52.6|@®68.8 ©isisll 29.3| 475| 39.0| 335 7.3 49.8

Taipei 184.0 @80.8 ®49.4 | ®59.9 44.8 24.3 384 29.8 33.5 4.5 43.8

OZIEcH@ElsZY 194 | @26.0| 20.0| 148 36| 105 15.0 6.9|®21.9 2.8 9.0
Shanghai ®79.1 ®77.4 (3®38.38 186.7 | @22.2 13.8 84|®19.7| 105 16.9 14.1 9.4 1.3 13.2
Beijing @57.3 ©64.9 344.8 JOEERS 14.8 10.2 43| 148|®182| 121 9.2 7.4 1.2 3.9
Guangzhou OZRNROVS=ROZENH @416 219 275| 153|®33.7| 328| 29.7| 262 14.4 1.2 19.9
Singapore OEAVERGLEVEIROZISIN 246 | @31.0| 248|®29.0) 206| 21.2 17.0 12.8 1.2 8.6 21.2
Kuala Lumpur @®70.6 ®59.5 @60.1 16.0 | @24.6 18.3|®20.0| 10.0| 17.1 10.3 3.1 2.6 0.5 8.8
OLEIGHBEEIROZIeN 5324 | @34.9| 269| 31.6| 26.6| 180| 318 15.3 14.9 4.3 17.5

Bangkok
Metro Manila ©@69.6 170.6 (@39.8 JOEIK:] 175 12.3 16.3 19.1| ®20.8 14.1 4.9 11.6 1.5 8.3
Jakarta (OSCARNGISKICIIOCERE @©17.0| ©®14.9 8.8 11.1 12.5 13.3 14.0 3.9 34 54 6.0
Ho Chi Minh City ~ ROWZ=ESIE@[VAc) @z 355 27.8| 259| 34.1|®395|®376| 22.1 22.3 5.9 22.3
@®84.6 ®81.0 @83.2 ®274| 218| 218 6.0| @404 | 202| 184 8.8 3.4 27.2
OIERMOIERCMIOEZY-N 6189 | @21.8| 146| 155 46| 16.1 5.5 4.9 1.9 1.7 11.2
@54.4 (T)BG.E@SO.S @27.4 198| 120| 18.1 10.0 7.6 8.1 5.6 14.2

©53.8 @546 9.6‘@18.4‘ 9.6‘@17.8‘ 12.4‘ 4.6‘ 15.4‘ 7.4‘ 10.0\ 7.8|| 21.2|

(Reference)
Frankfurt (2012) [QZCRSEEEY @21.8 14.9 18.8 11.9 14.9 11.9|/®19.8 11.9 9.9 1.0 6.0

Sao Paulo (2012) [OSISNOZIN-E 10.2| @15.3 3.4 78 ®11.2 6.8 8.2 3.0 7.0 1.4 6.4

[ | Shading indicates items ranked top 5 in that city. Circled numerals indicate rank (1st to 5th).
Multiple answers were permitted (14 choices).
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2013 Survey Data

Japanese Products Would Like to
Buy (Made by Japanese companies)

The top three products manufactured by Japanese companies regardless of being
manufactured in Japan selected by respondents as products they want to buy were also
Household appliances and audio/visual devices, Digital products, and Automobiles.

@ Although the overall percentages were down compared to products made in Japan, there were nine cities in which
no changes in the items ranked in the top five were exhibited, namely Taipei, the three Chinese cities (Shanghai,
Beijing, and Guangzhou), Bangkok, Metro Manila, the Indian two cities (Delhi and Mumbai), and Moscow.

@ Fashion products moved up in rank to rank in the top five in Hong Kong, Seoul, Singapore and Yangon.

@ On the other hand, Skincare products moved out of the top 5 in Hong Kong, Singapore, and Kuala Lumpur, as did
Cosmetics in Singapore and Yangon.
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15 Asian cities overall B@IslsReNN@ISISEElN@ESHsH @27.3 | ©22.3| 21.3 18.0 18.1 20.4 18.6 125 11.6 3.0 134

@®47.9 37.9 420|®449| 298| 368| 286| 25.1 3.9 28.5
®34.8| 23.1| @36.1 215| 183| 196| 154 170 2.6 21.5

Hong Kong 0684 (@©64.3 EcrX:]

Taipei »68.4 ®68.0

(OISR MOESKIO~VASY 6)16.6 | @16.8 11.6 8.9 3.0 8.5 9.4 4.9 15.0 1.5 58

Shanghai ©69.4 ®67.0 ®36.2 17.5| @20.2 11.9 8.9|®18.6 13.9 15.2 11.1 6.6 1.6 13.2

Beijing (OZISKCIOLCXMOZYvE D27.2 16.3 18.1 8.1 20.2|®24.3| 195 16.3 14.0 2.5 6.9
Guangzhou ©®68.0 174.6 (®58.1 JOZIE:] 17.7| 350| 15.1|®408| 36.7| 378| 337| 219 1.2 21.6
Singapore (OZGHSMRGZERIOCY @24.4| 17.2|®208| 184| 196 150 194, 128 15.0 9.8 17.2
Kuala Lumpur .9 3®56.9 @58.9 17.3| @224 | ®20.9| 183 9.5 174 124 3.4 3.0 38 120
Bangkok QZI QS kclIOEIRN ©23.5 | @26.0 174 224| 166| 139| 224, 104 8.9 3.6 135
Metro Manila @55.9 163.9 (37.4 JOrrEke] 14.8 10.1 138| 166|®16.4| 130 4.3 9.3 1.8 55

165|®17.5 11.9| 1356 85 13.3|@17.6 4.5 2.4 4.1 6.5
®32.1 284| 31.0| 208| 29.1 298| 204, 219 5.1 14.0
®28.6| 232 174 174 54|®430| 156 14.4 7.0 3.0 20.4
®145| @®16.9 130, 109 35 13.2 3.0 3.4 2.1 0.2 8.2
®23.4 | ®23.1 165 100, 152 7.0 4.7 4.7 2.4 10.0

Jakarta ®41.8 ®29.0

Ho ChiMinh City  R@IsiSHER@GISRN @33.0
@62.8 @61.8 @53.2

®40.9 0443 ®18.4

©449 49.1
©39.8 @36.0 10.4‘@12.8‘ 7.6‘@12.8‘ 9.0‘ 6.4‘ 10.6‘ 7.2‘ 8.8‘ 4.4|| 15.6|

(Reference)
Frankfurt (2012) @48.5 ®39.6 22.8 18.8 21.8 9.9| @24.8 11.9|®23.8 15.8 17.8 4.0 14.0

Sao Paulo (2012) [OSISXOOZINel 10.6 | @16.9 6.6 72| ®16.9 86| 114 2.4 6.8 2.0 10.4

[ | Shading indicates items ranked top 5 in that city. Circled numerals indicate rank (1st to 5th).
Multiple answers were permitted (14 choices).
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Media Habits

Mobile phones/smartphones are must-have items in all cities.

Other tendencies are as follows:

@ Word of mouth is an important way of communicating ranked first in the three Chinese cities (Shanghai, Beijing,
and Guangzhou). Respondents there tend to Have ways of collecting information and Always pass new
information to others.

@ In Bangkok, Jakarta, Delhi, Mumbai, and Moscow, Switch channels while watching a TV program ranked in the top
three and Keep the TV on without watching it was among the most selected choices.

@ In Kuala Lumpur, Ads show a new way of life, | like ads that explain a product’s features properly, and Am not
confident about products that are not advertised were strong.

@ In Ho Chi Minh City and Yangon, there was a tendency toward being Afraid of not keeping up in the information

age.
(%)
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15 Asian cities overall 46.6 40 @®39.6 | ®38.5 375 33.8 33.6 294 29.2 255 254 23.9
Hong Kong i @58.8 36.9 28.9 | ®49.1 36.0 46.1 25.9 31.4 18.1
Taipei 0 i @64.8 | ©53.8 43.3 42.8 28.5 47.8 30.3 24.6 22.8
Seoul sl @60.5 6 46.4 47.3 39.3 49.0 45.9 229 | ®50.9 19.0
Shanghai 46.0 46.9 23.2 | @35.9 ®36.6 ®32.3 16.4 20.8 24.1 29.0
Beijing 40.0 4 28.9 22.3 14.0 | @34.9 8.3 31.2 17.9 23.5
Guangzhou 0 4 27.1 28.4 18.5 26.0 20.3 | ®29.2 25.0 24.3
Singapore 4.8 42.4 6 31.0 ®32.0 186 | @32.2 20.6 11.8 11.2
Kuala Lumpur ava @34.1 42.9 49.0 33.6 25.1 24.5 154 30.8 22.0 18.5 20.8 | ®34.0
Bangkok @38.5 24.3 329 | ®33.1 9.8 4 45.4 175 24.0 22.1 324 22.3 28.1
Metro Manila of 538.4 49.9 35.8 | @40.3 28.4 32.5 4 26.3 37.8 18.8 334 235
Jakarta 8 25.3 256.1 25.0 0.0 22.0 9 ®26.0 10.0 | @30.3 21.1 9.9 23.0
Ho Chi Minh City 0 | ®38.5 | ®42.3 31.5 37.9 17.0 26.0 24.0 22.9 26.5 24.8
Yangon oF 528.8 26.8 23.6 24.8 14.6 21.8 22.0 134 22.8
Delhi 33.1 48 8 49 ©39.8 20.2 25.3 36.2 12.6 27.8 25.0
Mumbai 36.2 0.4 68 ®57.0 42.0 29.7 47.1 26.6 17.1 33.2 24.1
5572 o0 RN oo R 112] 10] 200] 02| 02| o]
(Reference)
Frankfurt (2012) @48.5 40.8 26.7 42.4 B@LEEEN 543.8 13.9 21.6 5.9
Séo Paulo (2012) 329 37.6 ®49.6 18.5 21.9 | @46.8 186.9 88 23.7
®32.9 15.8 ®47.1 32.3 9.1 | @45.0 105 125 10.3

| Shading indicates items ranked top 5 in that city. Circled numerals indicate rank (1st to 5th).
Multiple answers were permitted (18 choices).
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2013 Survey Data

Mobile Phones/Smartphones

The ownership of smartphones exceeded 50% in 10 of the 15 Asian cities, particularly
those in East Asia. There were also cities in which mobile phones were in the
mainstream.

@ In Hong Kong, Taipei, Seoul, Singapore, and Yangon, smartphone ownership in all of the age segments from 15-54

exceeded 50%. Most notably, ownership in all age segments in Seoul was 80% or more.
@ In Kuala Lumpur and Bangkok, smartphone and mobile phone ownership were neck and neck at around 50% each.
@ In Metro Manila, Jakarta, Ho Chi Minh City, Delhi, Mumbai, and Moscow, mobile phone ownership in all age

segments was 50% or more.

Smartphone ownership (Private) Mobile phone ownership (Private)
Total 15-19 | 20-29 | 30-39 | 40-49 | 50-54 Total 15-19 | 20-29 | 30-39 | 40-49 | 50-54
y/o y/o y/o y/o y/o y/o y/o y/o y/o y/o
% N % % % % % % N % % % % %

15 Asian cities overall | 59.5 | 6,807 74.2 504 | 5774 | 41.7 40.6 47.2 59.3 68.0
Hong Kong ¥l o650 990 970 201 | 233| 220 | 215 | 245 | 335 | 520
Taipei 7l 850 935 930 419 | 335| 350 | 365 | 325 | 495 | 630
Seoul el 950 985 965 59| 47| 70| 15| 40| 65| 160
Shanghai 499 826 730 467 | 382| 359 | 284 | 402 | 60.0 (ML
Beijing ) s7.1 936 888 208 | 242| 158 | 163 | 170 | 453
Guangzhou BB sc4 985 897 384 | 312| 255 | 213 | 315 | 500 =
Singapore 415 [ESiSke] 89.8 89.1 184 92
Kuala Lumpur 535 | 428 | 530 WAl 675 | 330 539 | 431 735 770
Bangkok 463 | 370 840 500 | 280 | 200 | 625 | 500 835 800
Metro Manila 569 | 455 | 540 Bl 650 | 465 | 37.0 625 815 775 770
Jakarta 271 | 217| 420 | 395 | 335 | 85| 120 671 850 865 850
HoChiMinhCity | 333 | 266 | 330 | 545 | 355 | 200 | 130 575 720 830 850
Yangon 367 EARMICCCRIRAEN 694 | 500 | 168 | 84 | 227 | 194 | 333 |
Delhi 200 | 160| 290 | 323 | 180 | 115 | 70 673 875 895 920
Mumbai 264 | 212| 360 | 420 | 265 | 149 | 89 572 740 786 752
[ Moscow | 404 | 202| 533 | 863 | 414 | 274 | 183 [EEEN 38| 633 | 656 EZENIEEINICER
(Reference)
[ Tokyo | 589 | 1440 | 663 [EEFN 666 | 449 | 357 | 574 | 1404 539 | 453 | 51.1 | 675 | 699 |

I Ownership 70% or more

Ownership between 50% and 69%
*Multiple answers were permitted. Totals exceed 100% as respondents who own both products answered both questions.

Global HABIT
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