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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 major cities around the
world. With 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/ex survey and Seikatsu Teiten survey, which Hakuhodo
conducts in Japan. 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. In addition, since the data sets also include company and “made-in”
image figures, the data can be analyzed across a multitude of factors to suit
client needs. 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 image. 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
insight philosophy. We think of sei-katsu-sha not merely as 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/ex 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 @ China: Beijing, Shanghai, Guangzhou, Wuhan,
@® UK: London Chengdu, Shenyang, Dalian, Fuzhou,
@ France: Paris Hangzhou, Ningbo, Xi‘an
@ Germany: Berlin, Frankfurt @ Hong Kong
@ Italy: Milan @ Taiwan: Taipei
@ Spain: Madrid @ Korea: Seoul
@ Russia: Moscow @ Singapore
@ Brazil: Sao Paulo @ Malaysia: Kuala Lumpur

@ Thailand: Bangkok
ogs e @ Philippines: Metro Manila
Two cities in Japan @ Indonesia: Jakarta
@ Tokyo, Osaka @ Vietnam: Ho Chi Minh City
*The HABIT/ex survey in Japan is conducted @ Myanmar: Yangon
separately from the Global HABIT survey. Y India; Delhi, Mumbai

@ Australia: Sydney
Ml Survey frame

@ Respondents: 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. i

Asia and China: Face-to-face interviews (interviews in Hong Kong, Taipei, Seoul and Singapore 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
@ Survey period: May—August
@ Number of survey items: Approximately 900 items
@ Data for major cities updated every year
@ Evaluates brands using Hakuhodo’s original scales
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Il Single-source data

..................................................................................................................................................................

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

M s
.................................................................................................................................................................

@ The single-source data advantage
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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.

Il Main items surveyed

@ Demographics and lifestyles
Demographics, lifestyle, environmental awareness, media/information contact, purchasing, hobbies, sports, ownership of
durable goods, “made-in” image, travel, China Seikatsu Teiten survey items (Beijing, Shanghai, Guangzhou)

@ Products
Passenger cars, motorcycles, tires, audio/video products, home appliances, computers and printers, mobile
phones/smartphones, digital 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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2014 survey data

Desired lifestyle

The cornerstones of desired lifestyles are healthy lifestyle and stable life.
In addition, we see glimpses of a diversity of values and lifestyles from city to city.

@ In the East Asian cities Hong Kong, Taipei, Seoul, Shanghai, Beijing, and Guangzhou, | want to have amusement
and interest to enjoy life ranked higher than My family’s happiness is my first priority.

@ In Southeast Asian cities, | want an economically well-off lifestyle and | want to have a simple life ranked high. In
Singapore, My family’s happiness is my first priority ranked highest, while in Kuala Lumpur, | want to live my own
life ranked in the top three, as did | want to help people in trouble or less fortunate than myself in Metro Manila;
thus there were much larger differences between cities in Southeast Asia than between cities in East Asia.

@ In the two Indian cities of Delhi and Mumbai, | want an economically well-off lifestyle and | think money is a
symbol of success ranked high.

@ In New York, My family’s happiness is my first priority ranked in the top three, as did | enjoy meeting new people

in Sao Paulo.
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GH 20714 (14 Asiancities overall) @)} ®46.00 45.6| 42.4| 41.8| 405 404| 40.2] 39.0|| 356/ 31.6|| 31.0|| 29.4| 25.3
Hong Kong 52.8| 60.9|®67.5 39.6| 56.9] 56.8) 51.0|| 50.3| 58.4|| 425|| 19.0[| 324
Taipei 476| 615 b56.3] 555 58.1| 53.3|| 43.6/ 38.1|| 40.3|| 18.6|| 33.0
52.8/ 63.0/ 63.6 72.0[| 66.8] 73.8|| 54.0|| 35.0[| 51.0
Shanghai 18.1| 27.2| 27.1(@29.8 25.9(| 12.6| 12.9|| 254|| 229|| 14.7

Beijing 26.1] 19.8/ 21.0/626.4
27.2| 25.8| 25.3| 25.5| 26.7

®42.2| 31.5

226(| 17.5] 14.3|| 25.9|| 17.6[| 20.9
26.2|| 26.7| 23.5|(@32.6|| 22.1|(®28.6
27.0/| 19.3| 31.9(| 175[| 132 148

Guangzhou

Singapore

Kuala Lumpur 375 279 295((®42.2] 324|| 26.3|| 30.8|| 16.9
Bangkok 28.1| 36.1 24.9|| 34.1| 220|| 284|| 248|| 176
Metro Manila 554 56.5[@ 55.4|| 48.1| 33.0|| 350|| 17.0|| 164
Jakarta 20.8| 374 18.1{| 33.0] 17.8[| 123 8.5
Ho Chi Minh City 348/ 304| 356/ 305 295|| 320/ 259|| 26.8 304
Delhi 50.8/(658.0 50.4| 484| 56.1|| 25.3] 27.3|| 23.1 38.5
Mumbai 58.2| 51.9| 532 55.0/®61.8/| 52.2| 46.8|| 47.5||8 35.4
New York 47.3| 51.5|| 29.2/ 55.5|| 25.8 29.4
Sao Paulo @49.1) 19.2|| 37.7| 25.7|| 19.8 12.4
(Reference)
Yangon (2013) 36.6| 25.0/®43.4 32.0 27.4|| 25.2| 24.0|| 16.8|| 24.4|| 132
Moscow (2013) 22.4| 4024 346 206 37.0] 222|| 340/ 332/ 11.8|| 306[| 11.0
Tokyo (2014) 324 31.6| 330 338 438/ 19.8|| 13.1/®53.1|| 38.9|| 23.3 9.4

[ ] Items ranked in the top five for each city. Circled numerals indicate rank (1st to 5th). Multiple answers (34 choices)
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Environmental issues

The environmental issues that respondents were most concerned about were Contaminated/
polluted drinking water and Air pollution, followed by Global warming. Carrying out of
actions to address environmental issues is still low.

Degree of concern about environmental issues | Table on Left

We asked respondents about their degree of concern about environmental issues on a five-level scale (Extremely
concerned/Somewhat concerned/Not very concerned/Not concerned at all/Don’t know). The table shows results for
Extremely concerned. In Metro Manila, Jakarta, Ho Chi Minh City, Delhi, and Mumbai, there were many environmental

issues with Extremely concerned scores of more than 50%.

Degree of carrying out actions to address environmental issues

We asked respondents about the degree to which they carry out actions to address environmental issues on a five-level
scale (Always/Not always, but | make an effort/I feel like | should, but | don’t/Never/Don’t know). The table shows results
for Always. In the 14 Asian cities overall, items that scored 30% or more were Take my own shopping bag, Buy
energy-saving products, and Thoroughly separate garbage before disposal. However, even in cities where concern
about environmental issues was high, the carrying out of actions to address them still has a way to go.
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GH 2014 (4 Asiancitiesoverall) | 49.3 48.4 42.4 33.0 32.7 30.0 20.8 36.6 32.0 30.8 26.6 17.3 15.2 14.4
Hong Kong 406 | 496 26.0 26.9 324 19.3 17.3 41.5 24.0 17.0 18.9
Taipei 445 | 456 29.0 394 35.9 30.8 25.6 29.3 19.5 14.9 18.6
Seoul 318 | 420 33.6 29.8 26.0 33.2 124 31.8 10.2 7.6 104
Shanghai 35.8 29.6 26.9 19.9 29.2 20.3 13.1 394 33.9 224 27.1 28.6 20.4 15.6
Beijing 396 | 400 | 374 | 215 | 308 | 249 154 38.0 | 409 | 25.1 284 | 296 | 264 | 21.1
Guangzhou 468 | 28.6 | 26.1 22.0 | 302 18.4 10.3 304 | 209 | 31.0 | 257 | 226 | 224 10.0
Singapore 482 | 494 37.0 29.6 29.6 31.9 25.9 21.2 23.2 19.3 28.0 9.1 8.0 7.6
Kuala Lumpur 26.2 304 13.0 14.8 186.5 22.1 10.2 12.8 194 15.8 14.5 6.9 6.9 55
Bangkok 26.4 338 36.9 24.3 25.1 18.3 13.6 8.6 24.3 22.9 194 6.8 8.0 59
Metro Manila 48.9 25.1 46.6 29.6 18.1 19.6 176
Jakarta 364 | 27.0 7.9 | 293 16.8 | 24.9 5.0 6.6 7.0
Ho Chi Minh City 244 274 245 16.6 23.3 176 23.0 11.6 11.3 24.3
41.8 27.0 14.9 18.0 16.5 124 10.0
Mumbai 416 | 399 | 309 334 | 270 | 254 | 256
New York 37.6 332 23.5 27.2 304 28.2 284 22.3 18.5 41.0 23.3 11.3 11.3 10.7
Sao Paulo 46.7 20.0 37.9 25.9 24.6 9.2 29.7 134 13.8 2.0 3.0 2.4
(Reference)
[Moscow 2013 | 488 | 482 | 166 | 222 | 210 | 234 | 158 || 190 | 158 ] 36| 18| 58] 24| 90|

Il 50% or higher
Respondents were asked about each item on a 5-level scale

30% or higher
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Image of the woman | would like to be
(Female respondents only)

In the 14 Asian cities overall, the top three images of women that respondents wanted to be were Places
her family above all other concerns, Balances career and housework, and Generous and warm.

@ In East Asian cities, Places her family above all other concerns did not rank in the top three, but Energetic and active ranked within the top four.
Furthermore, in Hong Kong, Taipei, and Seoul, Balances career and housework, Has an independent mind, Has her own sense of style, and Creative and
can express herself well all ranked within the top three, as did Educated and mature and Young at heart in the three Chinese cities, indicating a rich
variety of images that women in this region aspire to be.

@ In many Southeast Asian cities and the two Indian cities, Places her family above all other concerns was the top response and Balances career and

housework ranked within the top three, indicating a strong tendency towards focus on family. In contrast, Has an independent mind also ranked high

in many cities.

@ The top three responses for New York and Sao Paulo were Places her family above all other concerns, Generous and warm, and Energetic and active.
@ The top-scoring response for Tokyo was Has her own sense of style. Places her family above all other concerns and Balances career and housework did
not rank within the top three, and Has an independent mind scored less than 10%.

(%)
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GH 2014 (14 Asianities overall) ®29.1 28.5 225 18.2 17.6 15.7 154 14.9
Hong Kong 23.3
Taipei 9.5
Seoul 15.2 @44.0
Shanghai @®30.5 19.9 14.9 89 18.1
Beijing @®32.0 24.8 | ®30.8 23.3 15.0 16.0 8.8 16.0
Guangzhou 27.0 245 19.6 129 18.1
Singapore 24.1 15.2 10.1 17.1 14.8 17.9
Kuala Lumpur 264 | ®28.6 | @®28.8 19.5 234 76 15.0 12.6
Bangkok ®50.0 25.0 11.0 16.0 13.5 13.0 19.8
Metro Manila »66.5 8.5 4.8 11.5 12.5 17.3 21.3
Jakarta »®64.0 13.3 5.8 11.0 8.0 17.3 7.0
Ho Chi Minh City 478 ®32.0 ©@44.8 @®31.5 23.8 11.8 11.0 10.0 16.8
®57.6 145 | 123 | @300 80 | 145 | 11.1
Mumbai @41.0 19.4 1565 | @32.2 3.2 9.6 12.0
New York ®37.7 @286 | 163 | 127 111 95| 238| 135
Sao Paulo @35.5 159 | @29.9 84 279 | ®29.9 17.1 10.0
(Reference)
Yangon (2013) 26.8 | @34.8 128 | ®324 184 6.0 1.2 8.8 27.2
Moscow (2013) 27.2 ® 180 | 188 | G284 | @300 44 124 | 120
Tokyo (2014) ®29.2 225 3.2 54 148 | @35.2 13.3 4.4

Items ranked in the top five for each city. Circled numerals indicate rank (1st to 5th). Up to 3 multiple answers (12 choices)



2014 survey data

Image of the man | would like to be
(Male respondents only)

In the 14 Asian cities overall, the top three images that respondents wanted to be were
Cherishes both career and family, Places his family above all other concerns, and
Energetic and active.

@ Energetic and active ranked high across the East Asian cities, while Cherishes both career and family ranked
within the top three in Hong Kong, Taipei, and Seoul, as did Educated and mature in the three Chinese cities.

@ In many Southeast Asian cities and the two Indian cities, Cherishes both career and family and Places his family
above all other concerns ranked in the top three, indicating a strong tendency towards a focus on family.

@ In New York and Sao Paulo, the ideal man Places his family above all other concerns and is Generous and warm. In
Sao Paulo, Puts other people's needs before his own ranked within the top three.

@ The top-scoring response for Tokyo was Cherishes both career and family, with Generous and warm and Has his
own sense of style making up the top three.
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GH 2014 (14Asian cities overall) |SRQD) ©) ®28.7 | ®28.0 27.0 24.2 21.4 17.4 16.5 14.9 13.9
Hong Kong (OZslol ©31.8 27.8 225 75 20.0 25.0 10.5 18.8 | ®28.0
Taipei 48.8 @290 | 285 | 200 JOSR 148 35| 223| 278 =218
Seoul ®38.0 D47. 16.4 ya-l (238.4 19.2 11.6 104 | @32.8 | ®32.0
Shanghai 232 | @29.6 HOEES @32. ®29.4 ®29.4 HOEIN: 19.3 25.9 84 11.6
Beijing 24.0 | ®29.0 HOEL:S ( - ®30.5 19.3 26.5 20.0 22.0 120 16.0
Guangzhou ®30.6 @299 | 237 | 284 | ®204 | 148| 185
Singapore @40.5 ®33.5 214 12.1 4.3 15.2 15.2
Kuala Lumpur ®42.3 3 275 24.0 19.0 12.8 12.8 75
Bangkok ®30.0 cZNel (525.3 235 16.5 23.5 9.8 11.3
Metro Manila OO ©38.0 NOEEIN 526.8 16.3 26.3 10.5 83 4.0 15.5 16.0
Jakarta ®37.3 ®51.8 ®37.3 [@ZY R (536.3 11.3 17.8 7.0 2.5 18.0 8.0
Ho Chi Minh City 448 @37.3 25.8 17.3 24.8 [NOE[eK:] 28.0 | 628.5 125 | @30.5 10.3 9.3
Delhi AN @288 | 6285 ORS00 | 239 | 190| ezs| 110 102 5.1
Mumbai 24.8 248 | ®25.0 WEOEER 18.8 188 | @27.6 15.6 9.4 2.9
New York @26.7 | ®25.9 21.1 20.7 21.5 17.9 6.4 16.3 6.8
Sao Paulo @304 | ®27.2 13.6 12.8 23.6 6.0 18.8 26.2
(Reference)
Yangon (2013) 20.0 4.8 17.6 120 14.0
Moscow (2013) RGNS 244 | @264 | 228 6.0 80| 104 | 236
Tokyo (2014) @28.0 | ®27.7 12.2 7.7 22.9 59 16.8
[ | Items ranked in the top five for each city. Circled numerals indicate rank (1st to 5th). Up to three multiple answers (12 choices)
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Washoku dishes | have
had before

In the 14 Asian cities overall, the No. 1 Washoku (Japanese food) that respondents had eaten
before was sushi by a large margin, followed by ramen and tempura. Cities with rich
experience of Washoku were Taipei, Hong Kong, Seoul, Singapore, and Metro Manila.

@ When we asked respondents about Washoku (Japanese food) that they had eaten before, the No. 1 response for the 14
Asian cities overall was sushi, which received scores of approx. 20% or greater higher than the second-highest response.

@ Combining the scores for all 17 dishes for each city, Taipei, Hong Kong, and Seoul stood out, with scores of more
than twice the overall score for the 14 Asian countries.

@ Amongst the Southeast Asian cities, the 17-dish total scores for Singapore and Metro Manila exceeded the overall score for the 14
Asian countries. In contrast, the results for Kuala Lumpur, Jakarta, and Ho Chi Minh City were lower than the results for New York.

@ The two Indian cities (Delhi and Mumbai) had scores of less than 10% for all Washoku items, indicating that
respondents in these cities have very little experience with Washoku.
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GH 2014 (14Asian cities overall) @) .8/®35.6| 35.4| 32.0| 29.1 25.8| 26.0| 249| 24.1| 235 209 537.7
Hong Kong 80.6| 81.4(©94.9 82.9| 785| 93.1| 82.1| 46.3| 63.3(| 14296

Taipei 82.6| 93.1©95.8 745| 825 73.9| 888| 87.0| 77.6|| 1501.2
Seoul D99, . SHelErY 928 82.6| 94.6(@97.2

188/ 17.3

67.6| 73.0| 486| 29.6| 50.8| 73.2|| 1383.2

215| 27.7| 132| 26.1| 85| 16.6|| 4396
56| 6.1/ 133 66| 128(| 2394
17.1] 188 88| 19.9| 164| 178| 36| 135|| 4074
55.1| 55.3| 45.7| 46.5(©69.3| 27.2| 49.6| 47.5| 37.0/ 51.4| 344| 422 339|| 8934
14| 45 17/ 31 19| 50| 224 05/ 26| 12| 21389
94| 11.0/ 134| 35.1| 125| 18.1| 128 15.6 85|| 4859
448| 365 139| 17.1] 295 21.0| 38.1| 17.3| 26.3| 12.1 658.6
8.1 38| 21 1.1 1.8 30@®11.1] 88| 34f| 1538

Shanghai

Beijing 144 10.9

Guangzhou

Singapore

Kuala Lumpur

Bangkok

Metro Manila

Jakarta

Ho Chi Minh City ®33| 1.1 @38/ 06| 1.1 2.1 14| 26| 28 82.9
00| 0.1/ 04| 04 ®0.7 02/ 01, 01} 00 8.7
Mumbai 0.1 0.0 04, 02 02/ 01, 01} 00 7.4

82| 14| 54| 14|| 3222
1.8/ 16| 28| 18|| 1144

21.7| 50|©344| 26/ 30@®@447 72| 103
18 16 06| 12| 38| 08| @62

New York

Sao Paulo

[ ] Items ranked in the top five for each city. Circled numerals indicate rank (1st to 5th). Multiple answers (17 choices)
*For tofu, the tabulation base excludes the Chinese cities, as interviews were conducted in all cities except Shanghai,
Beijing, and Guangzhou
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2014 survey data

Beverages | have consumed

in the past year

In the 14 Asian cities overall, the top three beverages were mineral water, carbonated

beverages, and fruit juice, followed by coffee and milk.

@® When we asked respondents about the beverages they had consumed within the past year, scores for the top five
responses for the 14 Asian cities overall (mineral water, carbonated beverages, fruit juice, coffee, and milk)
exceeded 50% in virtually all of the cities. However, for beverages ranked sixth or below, differences in experience
with beverages were observed between cities.

@ In the 14 Asian cities overall, approx. 50% of respondents had experienced drinking green tea. Looking at
individual cities, Taipei had the highest score (over 90%) for experience drinking green tea, followed by Hong Kong
and Shanghai (80% or higher), then Beijing, Seoul, and Guangzhou (70% or higher); thus, scores for East Asian
cities were high. Among Southeast Asian cities, Bangkok and Singapore scored higher than 60%, while Ho Chi Minh
City and Metro Manila scored around 30%, about the same as New York.

S

Multiple answers (13 choices for Yangon; 14 choices for all other cities)

1st 2nd 3rd 4th 5th 6th 7th 8th 9th 10th 1th 12th 13th 14th
o I} D o % [} o g < <
= ¢ Z |8 E| &85 ¢t 5|8 32 8|k
] g Z o c LA 3 = o I} o= o [
o g <. © ] S Q S 2 - = L3 = oy
9 ) = Q= > o o < o = =X o=
g I o T c 5 =3 ) S S @ = =<
s 3 S 5 3 2 3 22 = | g5
4] o o’ = a ° ez < S
2 5 g | 2 L
g g s s
< - 3
2
GH 2014 (14 Asianccities overall) [N@E OISOl ©80.6 | ©78.7 67.4 554 547 545 52.2 41.0 404 31.0 30.5
Hong Kong 64.0 77.6 80.6 725 34.3 27.0 36.8
Taipei 73.5| ©86.9 86.5 75.6 38.3 47.8 60.6
Seoul ®97.2 @98.0 56.2 | ©®89.8 73.4 83.8 46.4 71.6 61.6 47.4
Shanghai ®81.1 79.8 775 54.2 68.2 50.1 46.4 46.0
Beijing 76.6 | ®77.4 61.4 65.4 | @79.3 60.3 58.6 33.3 28.8
Guangzhou 76.3|®764| @769 | 66.0| 71.7| 51.3| 545| 346| 36.2
Singapore ®71.6 ©79.0 ®62.5 31.1 55.3 46.3 41.6 24.7 304 34.6
Kuala Lumpur ®77.0 45.9 73.1 555 23.3 76 35.6 19.9 31.0
Bangkok 41.3 SRl @69.8 60.5 34.4 | ®68.9 26.5 34.4 30.1 34.3
Metro Manila kel ©71.9 §Btk)e) 23.3 23.0 58.4 29.8 11.6 32.1 26.8 23.6
Jakarta ®73.4 356.9 334 68.1 16.5 194 29.8 6.8 8.8
Ho Chi Minh City 624 68.6 31.6 324 | @79.1 69.1 34.1 19.6
®@97.6 ®98.5 6.0 4.4 15.1 6.3 1.1 7.3 21.5 11.1
Mumbai 36.2 3.5 27.2 15.3 16.3 32.3 26.5 17.0
New York @519 ®51.5 164.8 OAEE] 39.6 6.2 6.0 | ®40.0 31.4 15.7 13.3 15.3 17.3
Sao Paulo 22.8 84.6 39.9 54.3 8.0 46.3 54.3 14.8 15.6
(Reference)
Yangon (2013) ®58.8 53.2 32.0 10.6 5.0 274 | 426 5.0 3.0
Moscow (2013) 73.0 JOL[AeN ©73.8 1.4 104 576 29.0 19.0 24.2 19.6
[ | Items ranked in the top five for each city. Circled numerals indicate rank (1st to 5th).
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Enjoyable media

In the 14 Asian cities overall, the top media regarded as enjoyable was TV, followed by
Internet accessed from a smartphone and Internet accessed from a computer.

@ In Hong Kong, Taipei, and Seoul, Magazines ranked high. There was a difference in results amongst the three
Chinese cities, with Bus ads ranking third in Shanghai, while the top three in Guangzhou were Newspapers,
Outdoor billboards and large outdoor video screens, and Train and subway ads, with TV ranking fifth.

@ Amongst Southeast Asian cities, Internet accessed from a smartphone ranked within the top three for Singapore,
Bangkok, and Jakarta, while Internet accessed from a computer ranked within the top three for Metro Manila and
Ho Chi Minh City. In Kuala Lumpur, Radio and Newspapers ranked in the top three, indicating the strength of
conventional mass media.

@ In the two Indian cities, TV was the No. 1 response by a large margin, with approx. 90% of respondents saying that
they found TV enjoyable. In Delhi, Newspapers and Bus ads ranked within the top three, as did LCD-screen ads
and Radio in Mumbai, where Ads at theaters and movie theaters also ranked high.

@ The top three in New York and Sao Paulo were TV, Radio, and Internet accessed from a computer.

S

1st 2nd 3rd 4th Sth 6th 7th 8th 9th | 10th | Tlth | 12th | 13th | 14th | 15th | 16th
= >3 | =35 =z o 5O ® = = o >3 | 3> | az n >z s
S |SE|SE| 2 |8 |95 &5 |9 & | % SE| ek EF R |SE| ¢S
o 32 o 32 5 o o9 Q 2 & © o 3 o & 235 I~ o 32 H
w® | o | 8 S8 @ 3 5 3 % | 22| 83 7 | 3% =
8 |38 & gg 5 | B | 2 |SR|BE|[S8 |3 |88 | 3
=4 5 @ ST c ITlAl 25 39 5 Sa ™
23 |28 =g g g |22 |33 73| ¢ 22| 8
33 | 3% 23 @ B 28 | Y3 | B3 B | Ta o
Sa a 32 < so E 3 B = >
® 23 Q “’ S Q 2 =1
3 a . <
3 E <
GH 2014 (14Asiancitiesoverall) (DUACIM@OZIORHOZIORAN @35.1|B27.2| 24.1| 24.0| 23.3| 229| 20.3| 185 179| 138| 124| 124
Hong Kong 41.8| 39.3| 17.1| 286/ 21.0|@46.0) 238 39.4| 24.1|®436| 198 31.3] —
Taipei 27.9|@43.9| 31.3|®37.8| 32.3| 20.3| 23.0| 126/ —
4.8/®33.2 74| 24.8|@33.8 26| 196| 168 —

®36.6| 18.1| 32.1| 11.6| 11.1| 160 9.5 12/ —

21.1) 27.3| 21.3] 143 7.1 113 9.9 4.1 —
37.7|@39.3 34.0 17.9| 234| 272 23.1 88| —
138| 142 11.9| 233 10.7|®315| 185/ 16.9| 16.7| 19.1| —
215 21.8| 189 290 140/®30.5 242 134 266 244 —

Shanghai

Beijing

Guangzhou

Singapore

Kuala Lumpur

Bangkok 114 114 8.1| 145| 144 8.3 7.1 35 6.8 68| —

Metro Manila 126 7.0 9.6 9.5 6.5|®30.0 49 4.0 79| 13.0] —

Jakarta 3.1 54 5.0 6.5 4.4 6.8 1.4 1.9 35| 133 —

16.9 4.1 10.1 4.0 4.1 5.3 73| —

Ho Chi Minh City

Delhi 56| 16.8 0.7 89 123 24 6.2 —
Mumbai 17.4) 484 3.5|@55.3| 134 36| 129 —
New York 16.7| 19.5| 39.4| 159|®41.4| 233| 24.1| 364 256/ —
Sao Paulo 9.0 8.8| 14.0 94| 104 36| 140 7.8 82 —
(Reference)

Yangon (2013) 19.0| 21.4| 23.0 0.2 2.6 24 54 3.2 0.0
Moscow (2013) 128 9.0|@24.2| 142 164 8.2 140/ 144 720 —

[ | Items ranked in the top five for each city. Circled numerals indicate rank (1st to 5th).
Multiple answers (16 choices for Yangon; 15 choices for all other cities)
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2014 survey data

Media whose advertising
is often useful

In the 14 Asian cities overall, the top media whose advertising is often useful was TV,
followed by Newspapers and Internet accessed from a computer.

@ TV ranked No. 1 in all cities except Guangzhou.

@ In East Asian cities, either Internet accessed from a computer or Internet accessed from a smartphone ranked
within the top three, while in Hong Kong and Guangzhou, Newspapers also ranked in the top three.

@ In Southeast Asia, Newspapers and Internet accessed from a smartphone ranked within the top three in
Singapore, Bangkok, and Jakarta, as did Radio in Kuala Lumpur and Metro Manila, and Outdoor billboards and
large outdoor video screens and LCD-screen ads in Ho Chi Minh City. Thus there were large differences amongst
cities.

@ For the two Indian cities, in addition to TV and Newspapers, Bus ads ranked within the top three in Delhi, as did
LCD-screen ads in Mumbai. The score for Ads at theaters and movie theaters in Mumbai exceeded 50%.

(%)

1st 2nd 3rd 4th Sth 6th 7th 8th 9th 10th | 11th | 12th | 13th | 14th | 15th
— 4 35 35 @ O 5 = = ) g. z 3> = § (%) = §
= | 2 |sz|sE| 5 g5 9 | % | & S | 52 |29 SE| B | 3%
2 |3 |23 &8 |2g| 4|3 |&® g2 |52 33| 8 | a3
Q 0+ (L3 ©w = = o o = - -
3 a @ 3 = el 55 Iy < 3
2 52|23 g2 % | £ | B 55 |22 28| 3 | 8%
2e | €83 ¢ &8 | ¢ =2 | 3% | 2% | ¢ | B&
° o 30 ea v S ® 3 o e ® R =R
o Sa o2 s 5 2 = 5 2=
: e & g SRR
3 3
GH 2014 (14Asian cities overall) 8 @42. Al @31.6|®27.4| 26.9| 254| 232| 220| 214 18.7 16.2 14.1 13.5 9.1
Hong Kong 426| 283| 254| 36.0| 519| 3656|6G589| 175| 384| 29.9| 323

Taipei 26.9| 26.6| 29.0|®@53.1| 204| 24.8| 19.3| 39.8| 43.1 13.8
Seoul 28.8| 17.8| 124| 258|®34.0, 180 6.6/ 304| 20.0| 174| 104
Shanghai 21.2|/®26.0| 25.2| 214| 175| 126| 168 94| 10.1 8.5 0.9
Beijing g .0 [GZARS) ! 220|@25.9| 188| 165| 19.0 8.1 14.3 74| 105 9.6 34

@36.7 [e)
@36.4

342|®34.7| 33.0/®34.7| 246| 11.7, 274| 215 156| 166 6.9
16.3| 16.3| 19.1] 25.1 195| 222| 175|@®265| 195| 144
23.8| 26.1 134| 148, 107

Guangzhou

Singapore

®31.4| 27.2| 27.9| 17.9 kL))

13.0 9.0 136|®14.9
8.6|®16.3 9.4 7.0 8.1 [&ZkN
4.4 8.4|@13.6 1.8 2.3 2.6 58 7.5

Kuala Lumpur

Bangkok 13.4 6.6 7.1 10.0 7.4

Metro Manila 6.5 40| 10.1 6.8 3.8

OEIRN ©31.8 3821“
1834 @ I5] ®15.

Jakarta

@51.4 ®50.9 69| 190 6.8 6.0 7.4 8.8 6.9 4.4

Ho Chi Minh City

®30.5 6.0/ 140| 137 1156 0.9 1.8 4.1
OIsNe) ©50.8| 15.3| 48.6| 21.9|@51.0 1.6 2.7 9.7

Mumbai

New York 294| 278| 24.7/®320| 30.0| 28.0| 276| 294| 292 233
Sao Paulo 3.8 5.0 7.8 8.0 ©®26.7 2.4 7.0 5.6 4.8
(Reference)

Yangon (2013) 19.0| 21.4|623.0 0.2 2.6 2.4 54 3.2 0.0
Moscow (2013) 12.8 9.0|@24.2| 142| 164 82| 14.0| 144 7.2

[ ] Items ranked in the top five for each city. Circled numerals indicate rank (1st to 5th). Multiple answers (15 choices)
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Acceptance of domestic and
overseas content

In the 14 Asian cities overall, respondents on the whole prefer or have frequent contact with their own
country’s content. However, depending on the content, overseas content was also highly popular.

@ In Which countries’/regions’ comics (manga) or animations (anime) do you regularly read/watch?, Japanese
comics/animations were read/watched more than domestic in many countries.

@ In What kinds of movies do you like? and Which countries’/regions’ music do you regularly listen to?, there were many cities
in which acceptance of domestic content was strong. Western content, which was much stronger than domesticin
Singapore in particular, had the next highest acceptance.

@ In What kinds of dramas do you like? and Which countries’/regions’ makeup and fashion are you influenced by?, too,
acceptance of domestic content tended to be strong. However, in Hong Kong and Taipei, acceptance of Japanese and
Korean content was high, while in the three Chinese cities, as well as Bangkok, Metro Manila, and Yangon (2013),
acceptance of Korean content was high. In other cities, acceptance of Western content was high.

@ In India, there was an extremely strong tendency for respondents to prefer domestic content in all content categories.

. . . *The data for Seoul for Domestic comics/animations and
Com Ics/a nlmatlons reg u Iarly read/watCh Korean comics/animations is the same data (the same applies hereunder).

100%

80%

60%

40%

20% -

0%

T = » © @ o) %) = @ = 5 ali== o =z z © I~ S =
-2 R A - 2 - T - - - T I - g8 73|78
a - ) o 3 E] 5 ©
s 5 =
Domestic comics/animations | 39.4 | 224 | 35.0 | 196 | 283 | 13.0 78 | 315 | 280 | 398 | 29.0 | 19.1 | 653 | 8522 | 54.1 | 38.3 5.2 | 480
—Ml— Japanese comics/animati 793 | 679 | 414 | 241 | 229 | 163 | 26.1 108 | 26.1 | 499 | 315 | 333 1.3 1.3 9.3 5.8 78 | 184
—a— Korean comics/animations 7.4 4.1 35.0 64 | 104 7.8 7.4 4.3 3.1 9.4 1.9 8.0 1.5 0.2 1.6 0.2 4.4 1.0
++@-= Western comics/animations | 21.9 | 15.1 10.0 59 | 143 | 13.1 235 | 222 9.5 80 | 11.1 9.9 3.0 3.4 5.4 74 | 242 | 328

Favorite movies

100%

80% |

60% -

40% o -

20% = -~

0%

T 5 ©w [%] @ [n) % = @ =z 5 ()= o =z z @ I~ S =
5 | S - - - - - S B E g | g | £ |%s|"¢
) 2 g B 3 = g g = 3
] c B B 3
Domestic movies 83.6 | 64.1 874 | 770 | 8560 | 680 | 272 | 70.8 | 83.1 86.6 | 483 | 759 | 989 | 98.9 | 78.1 952 | 69.2 | 758
—fll— Japanese movies 456 | 416 | 122 | 165 179 | 204 | 10.7 58 | 106 | 105 7.1 11.5 1.8 1.6 48 | 100 | 136 8.0
—A— Korean movies 465 | 2566 | 874 | 41.0 | 406 | 325 | 278 9.7 | 223 | 285 105 | 348 2.2 0.2 2.6 0.8 | 452 1.4
--@-- Western movies 754 | 84.1 750 | 446 | 51.8 | 422 | 69.1 567 | 359 | 35,0 | 506 | 35.6 | 10.1 90 | 10.7 | 196 | 666 | 728
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2014 survey data

100%
80% -
60% 4 -
40% 4 -
20% - -
0%
a s = 3 3 3 s E 2 3 S B z z T |28 |28
z El < =8 3 E g = ¥ = S 2 = 3 H
3 = 2 3 3 ] H =~ =)
© B B ] >
Domestic music 905 | 89.4 | 964 | 821 | 869 | 675 | 267 | 723 | 925 | 926 | 89.0 | 96.1 | 953 | 978 | 80.3 | 94.8 | 902 | 77.0
—fll— Japanese music 355 | 409 | 100 | 11.3 45 | 16.3 11.9 1.9 5.3 3.9 1.4 1.8 0.9 0.6 2.6 04 1.4 2.2
—A— Korean music 419 | 334 | 964 [ 363 [ 315 [ 331|261 | 57| 89129 | 41 [ 118| 07| 06| 16| 00| 202| 08
--@-- Western music 615 | 740 | 648 | 296 | 279 | 289 | 69.1 37.5 17.1 389 | 324 | 19.3 64 | 21.1 6.4 92 | 402 | 706

aVv
100%
80% -
60% -
40% -
20% -
0%
e & £ 3 2 2 E z £ 3 3 2| 2 B s 3 |28 |28
g H S8 585 % ¢ el g £ %87
@ < E E E
Domestic dramas/series | 75.6 | 51.9 | 88.0 | 772 | 865 | 578 | 304 | 694 | 79.1 | 8565 | 709 | 699 | 976 | 985 | 704 | 934 | 534 | 598
~ll- Japanese dramas/series | 50.9 | 43.1 9.6 18.1 18.1 13.7 125 6.9 11.0 5.6 5.1 17.1 1.1 0.7 20 1.8 8.0 2.8
—h— Korean dramas/series 613 | 474 | 880 | 54.1 | 633 | 392 | 385 | 159 | 283 | 453 | 150 | 379 0.7 0.5 1.6 0.4 | 56.2 1.2
-~@-- Western dramas/series 529 | 500 | 330 | 29.7 | 31.9 | 234 | 449 | 295 12.3 8.6 9.1 27.8 4.3 2.4 6.0 122 | 478 | 422

Makeup and fashion influenced

100%
80%
60% -
40% o -
20% -+
0%
FS 5 v u @ @ v = @ =z 5 oz o =z z © S5 | o2
= = = | ¢ | & € g E 3 = g z g g g | T8 | T
3 = g 3 3 = g E B 5
- < B 7
Domestic makeupandfashion | 5.4 | 644 | 840 | 662 | 725 | 587 | 187 | 469 | 505 | 71.3 | 699 | 49.1 | 608 | 789 | 63.0 | 772 | 548 | 348
~f— Japanese makeupand fashion | 65.3 | 53.8 74 8.4 9.9 185 185 14 9.4 15.1 2.1 7.6 0.7 1.2 2.6 24 7.6 3.0
—A— Korean makeup and fashion 695 | 465 | 840 | 325 | 388 | 34.1 31.1 6.6 | 204 18.1 5.1 23.6 0.6 0.1 0.8 0.2 | 334 1.2
=-@-+ Western makeup and fashion 399 | 343 | 264 | 100 16.3 | 209 | 372 17.0 48 | 20.3 9.5 128 7.7 125 6.2 7.2 19.8 | 60.0
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