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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 major cities around the
world, mainly in Asia. 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
@ ltaly: Milan @ Taiwan: Taipei
@ Spain: Madrid @ Korea: Seoul
@ Russia: Moscow @ Singapore
@ Brazil: Sao Paulo @ Malaysia: Kuala Lumpur

@ Thailand: Bangkok
oge 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. @ 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, Singapore and Kuala
Lumpur 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.

I 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

(Some items surveyed in Asia only)
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Introducing the 2015 Survey Data

Information

Smartphones and mobile phones are indispensable tools for people in every city.
Word-of-mouth is an important information communication tool.

@ In many cities, My mobile phone/smartphone is essential to my life makes the top three, showing the high level of
importance phones have in daily life. In addition, Word of mouth is an important means of communication ranks
high in many cities and tops the list in cities including Yangon and Mumbai.

@ The majority of cities also indicate the substantial influence of TV. | switch channels while watching a TV program
ranks in the top three in Jakarta, Yangon, Delhi, Mumbai, and Moscow and | keep the TV on without watching a
particular program is among the top three answers in Bangkok, Jakarta, Yangon and Moscow.

@ In Hong Kong, Taipei, Seoul, Singapore and Kuala Lumpur, | often get information from media websites makes the
top three. New York also shows a similar tendency.
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GH 2015 (15-city average) ®40.5 | ®38.5 38.0 36.6 31.5 26.5 25.3 24.3 23.1 20.0
Hong Kong ®48.9 22.6 34.0 42.0 36.0 34.8 19.8 26.8 14.8 35.1
Taipei 39.6 |®44.5 33.6 31.9 29.5 30.3 19.9 18.1 26.6
444 | 436 35.0 ®49.4 | 448 20.8 19.8 144 374

19.8 | @344 |®31.5
233| 223 | 238

Shanghai 275| 222| 216| 174| 269| 153

206 | 183| 233
@309 | 220(®294| 27.7| 21.1| 200
314 | 186| 216| 155| 129| 280

Beijing

Guangzhou

Singapore

Kuala Lumpur d 5.6 385 | 30.1 258 | 273| 248| 289
Bangkok 7.0 268 | 315| 296| 334| 270| 136
Metro Manila ®64.9 1.3 GIGN 340 | 331 @406 |®405| 204 | 31.8| 204| 194| 305| 251

@429 | 167 | 112 80| 283| 256| 206 5.1
305| 308| 278| 195| 345 |@455| 27.1| 23.1
202| 198| 216| 106| 292| 104| 308 6.2

Jakarta

O¥IY] 534.0 o255 [
©53.1 @508 )

®51.5

Ho Chi Minh City

140| 308| 289| 173| 132| 315 4.5

Mumbai 15.1 |@59.7 | 339 180| 325| 237 12.7

Moscow 190 ‘ 196 ‘ 9.0 ‘ 9.0 ‘ 212 ‘ 5.4 ‘ 17.6 |

Reference)

New York (2014) OV MNQYNN 6487 | 356 | 330 175 | 43.1 354 ®52.1 26.4 125 13.7 95| 290

Sao Paulo (2014) @38.7 JO1=* 31.1 34.7 30.5 25.9 19.6 12.0 23.8 34.7 204 27.1

Tokyo (2015) Xl ©26.0 17.6 . 7 QOEEEN @264 | 21.3 4.0 7.5 6.8 115 6.8 10.7
[ | Items ranked in the top five in each city (circled numerals indicate rankings). Multiple answer (18 choices)
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Values toward information

Do people favor quality or quantity? Do they go for the information they want even
if they have to pay for it, or will they make do with free information?

Trends in people’s values toward information quality and quantity and paid info and free info vary from city

to city.

@ Seoul, Shanghai, Guangzhou, Ho Chi Minh City and Mumbai have higher percentages of people who pursue
information quality and will pay for information.

@ On the other hand, Kuala Lumpur, Metro Manila, Jakarta, and Delhi show preferences for information quantity
and free information. A similar trend is also seen in Sao Paulo.

@® Hong Kong, Taipei, Singapore, Bangkok, Yangon and Moscow have higher percentages of people who pursue
information quality and free information. A similar trend is also apparent in New York and Tokyo.

Quality of information vs Paid information vs

Quantity of information Free information

[ Will spend money if necessary to get the info
I need

[ Ifinformation costs money, | will make do
with what is free

7771 Quality of information is more important
than quantity
[ The more information | get, the better

0% 20% 40% 60% 80% 100% 0% 20% 40% 60% 80% 100%
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Introducing the 2015 Survey Data

Media with easy-to-comprehend
information

In all cities, TV ranks No. 1. TV’s rating, as an easy-to-understand mass medium/advertising
medium, is unshakable.

@ TV scores an overwhelmingly high mark, followed by Internet accessed from a smartphone and Internet accessed
from a computer, at least one of which ranks in the top three in ten cities (Hong Kong, Taipei, Seoul, Shanghai,
Beijing, Singapore, Bangkok, Metro Manila, Jakarta, and Moscow). Internet accessed from a tablet device makes
the top five in Taipei, Singapore and Moscow.

@ On the other hand, a number of cities rate newspapers’ ease of understanding highly, with paper newspapers
ranking in the top three in seven cities (Guangzhou, Kuala Lumpur, Bangkok, Jakarta, Ho Chi Minh City, Yangon,
and Mumbai). In Hong Kong and Seoul, digital newspapers rate higher than paper newspapers.

@ Meanwhile, LCD-screen ads is ranked among the top three media in Guangzhou, Ho Chi Minh City and Mumbai,
and radio in Kuala Lumpur and Metro Manila. Additionally, outdoor billboards and bus ads make the top three in Delhi,
indicating different trends from city to city.
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GH 2015 (15-cityaverage) [Qp4RNOZRRORINN@©38.3(©31.5| 30.6| 28.6| 274| 26.0| 20.0/ 20.0| 196| 189| 182| 126| 11.7| 100| 99| —

Hong Kong 34.1| 440| 36.4|®51.4| 40.9| 46.1| 25.3| 46.8(@524| 29.9| 30.1| 193| 19.1| 209| —

Taipei 32.0| 33.3| 28.1| 32.1| 330| 333| 22.1(®42.3| 23.0| 34.6| 25.6| 22.3| 206/ 115 —

106| 186| 92| 170| 164/@484| 206| 21.6/ 38| 124| 198 96| 186 154 —
B6(@420| 40.0|®40.7| 156| 374 77| 25.1| 120 248| 228/ 79| 81| 64| 22| —
156.9| 233| 209| 19.1| 206| 116 190 192| 16.1| 128 42| —
170(®39.6| 84| 30.3| 235| 32.7| 232| 116 143| 75 30| —
Singapore 225| 235| 149(®365| 222| 17.1| 133| 108| 94| 202| —
Kuala Lumpur ©64.9 @53. . . J[@EIkE] 35.9| 36.9| 38.1| 414 450/ 36.7| 30.7| 34.7| 30.1| 262 —
Bangkok ©88.1 .6 . . . 1| 138] 90| 11.3| 98| 143| 17.1| 54| 50 36| 11.9] —
16.3| 93| 74| 188| 96| 129 55| 63| 53| 119 —

Shanghai

Beijing

Guangzhou

Metro Manila

Jakarta 9.1 26| 22| 35 =21 46| 10/ 10/ 11} 82 —

Ho Chi Minh City 12.6| 158|@53.3| 17.1| 158 123| 19.8| 15.8| 198 140/ 103| —
Yangon 6.6/ 02| 02 14 12| 00| 48/ 02 06/ 04 00
Delhi 132/®3154 06| 83| 0.1 98| 4.0/ 00 10/ 02 1.1 —
Mumbai 444| 393 56|@466| 24| 9.1 6.9 1.7 16 10/ b5 —
Moscow @33.2 @508 21.8‘ 19.2‘ 18.4‘ 15.2[0EEND 16.2‘ 7.6‘ 8.6‘@24.2‘ 16.0‘ 18.8‘ 6.2‘ 12.2‘ 7.0‘ e.e‘ - |
Reference)
New York (2014) — | 36.2| 338|344 |©390| 338| — | 364 |@®398| 350| — — — — | 286 | —
Sao Paulo (2014) — 50| 84| 48 78| — 28| 78220 — — — — 50| —
[ | Items ranked in the top five in each city (circled numerals indicate rankings). Multiple answer (18 choices; 19 for Yangon)
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Ownership of information devices
with Internet connectivity

In all cities, ownership of smartphones has increased sharply.
A number of cities have made the transition from mobile phones to smartphones.

@ Personal ownership of smartphones exceeds 80% in the 15-city average (compared to a little over 40% in 2012).
Nearly everyone has a smartphone in Hong Kong, Taipei, Seoul, Singapore, Shanghai, Beijing, and Guangzhou.

® Hong Kong, Taipei, Seoul, Singapore, Shanghai, Beijing and Guangzhou show extremely high household
ownership of computers, at around 90% or more.

@ Growth in household ownership of tablet devices is remarkable in cities including Metro Manila, Hong Kong,
Taipei and Beijing.

@ While ownership of mobile phones is declining, more than 50% of consumers in Metro Manila, Jakarta, Ho Chi
Minh City, and Delhi still own mobile phones. In Yangon, it is believed that consumers skipped mobile phones and
went straight to smartphones.

Household Household Personal Personal

tablet device smartphone mobile phone

computer
ownership ownership ownership

ownership

| 2012 [ 2015

| 2012 m2015 || 2012 m2015 || 2012 m2015 |

0% 20% 40%  60%  80% 100% 0% 20%  40%  60%  80% 100% 0% 20% 40% 60%  80% 100% 0% 20%  40%  60%  80% 100%
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Introducing the 2015 Survey Data

Favorite sports

In Asia overall, the sports that enjoy high popularity are soccer, badminton and
swimming. However, consumers’ tastes vary from city to city.

@ Soccer/Football makes the top three in many cities and ranks No. 1 in Seoul, Shanghai, Beijing, Guangzhou,
Bangkok, Jakarta, Ho Chi Minh City and Yangon. Badminton tops the list in Kuala Lumpur, while swimming heads
the list in Hong Kong and Singapore. These two sports are also among the top five in other cities in Asia.

@ Favorite sports vary from city to city. Basketball tops the list in Metro Manila and makes the top three in Taipei,
Shanghai, Beijing and Guangzhou. Cycling ranks No. 1 in Taipei and also ranks in the top three in Hong Kong and
Seoul. Volleyball makes the top three in Bangkok and Metro Manila. Cricket is overwhelmingly popular in India
(Delhi and Mumbai). Baseball ranks second in Seoul and fifth in Taipei.

Tst | 2nd | 3rd | 4th | 5th | 6th | 7th | 8th | 9th | 10th | 11th | [ 13th | | 15th | |22nd | 23rd | | 25th
§ El g 18 82 BT EE|E|ce|F|5l2|RE5E
S1E 3 B E g g 78 g E|ezll5 5 |lzzlEs
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GH 2015 (15-cityaverage) [@R]sXH@ikeROZNEY@23.0 ! 142 11.8| 115 11.3] 83| 78 6.7 54 1.8 16 0.8 - -
Hong Kong 170| 09| 234| 164| 16.0| 179 3.1 18.1 46| 4.1 14 03] —
Taipei 15.0/ 03| 21.8] 169| 9.1| 154||6274 128 43| 3.1 0.0 03] -
Seoul 78| 00| 162| 122 11.6| 58 17.2 34 16 0.0 04| -
Shanghai 166| 0.1] 21.1[@242| 68| 11.0 8.1 6.8 071 1.9 04 - -
Beijing 6.2| 120/ 09|®209| 103| 59| 40 4.3 7.3 15| 27 04 - -
Guangzhou 53| 16.0, 0.1/627.1|@28.3| 56| 10.7 8.0 8.9 1.7 43 04 - —
Singapore 08| 5.1 86| 5.1 55 1.6 3.3 1.8 16 0.6 22| —
Kuala Lumpur ) ©33. 1.7 95| 73] 76| 150 3.1 3.9 39| 27 4.3 115 —
Bangkok (12.6 0.0 38| 10.1| 123] 6.1 1.0 04 1.0 0.1 0.1 9.3
Metro Manila m .5 ) 04| 6.1 6.0(®17.0| 6.1 5.8 1.3 15| 0.1 0.1 1.1 —
Jakarta ©46.1 @19.1 ®11.4 0.0| 27| 27| bb| b2 04 0.1 05| 00 0.0 04| -
Ho ChiMinh City  [OZISESHOIFRNORRREl 44| 1.1 @78 00| 26| ®4.6) 34| 18 0.3 05 00| 0.1 0.1 04| -
1074.4 @32.8 @27.4 X . . 26| 32| 88| b8 10 2.6 20| 08 04| |®184| —
06| @18/ 06| 0.1 0.0 0.0 00| 04|| ®15 - -
54|®13.1 9.1 48 13| 06 2.3 - -
Moscow 82| 150/0186) 60|| 2.0 | os|| oo - |
Reference)
New York (2014) 7.2/®27.0 80| 1865| 20| 11.1] 17.7| 127 99 14.7| |@32.0| 22.3 40 08| —
Sao Paulo (2014) 0.0[BMXe]®150| 5.4 00| 28| 58 ©15.0 08 38 30| 02 0.2 02| -
| Iltems ranked in the top five in each city (circled numerals indicate rankings)

Multiple answer (26 choices for each country, with additional choices in some countries)
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Impact of sports sponsorship

If a company sponsors sports, the company and its products and services will score
higher in terms of interest, and in feelings of closeness and community contribution.

@ In the 15-city average, more than 60% of consumers indicate that the sports sponsorship would have a positive
impact on these elements. For companies that operate abroad, sponsorship of sports is likely to be a highly
effective means—aside from their products and services themselves—of fostering feelings of closeness and that
they are contributing to the community among consumers in the countries where they work.

@ Scores for Would become more interested in the company are particularly high in Taipei, Metro Manila, Jakarta
and Yangon, at over 80%.

@ Tallies for Would feel closer to the company's products or services exceed 80% in Taipei, Shanghai, Metro Manila
and Yangon.

@ Scores for Would feel the that the company is contributing to the community & society are in excess of 80% in
Shanghai, Kuala Lumpur, Metro Manila and Yangon.

Would become Would feel closer

Would feel that the company
more interested to the company's products
in the company or services

is contributing
to the community & society

0% 20% 40% 60% 80% 100% 0% 20% 40% 60% 80% 100% 0% 20% 40% 60% 80% 100%
T T T T 1 T T T T 1 T T T T 1
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Introducing the 2015 Survey Data

Experience and intention

of visiting Japan

Hong Kong and Taipei show remarkably high rates of experience of visiting Japan
and intention of doing so. Despite low levels of experience visiting Japan, the Chinese
and ASEAN cities show relatively high scores for intention of visiting.

@ Percentages for Have been to Japan and Intend to visit Japan are both high, at around 60%, in Hong Kong and Taipei,
indicating that there is a fairly large group of repeat visitors. By age group, intention to visit Japan is high at around 70%
among those in their teens and 20s in these two cities and, in Hong Kong, the percentage exceeds 50% across all age groups.

@ While scores for Have been to Japan are still low, at less than 10%, in the three cities in China (Shanghai, Beijing,
and Guangzhou), scores for Intend to visit Japan are more than double this.

@® Among the Southeast Asian cities, Singapore shows particularly high rates of experience of visiting Japan and
intention of visiting. While Kuala Lumpur, Bangkok, and Metro Manila have low rates of experience of visiting
Japan, their rates of intention of visiting exceed 30%.

@ Jakarta, Ho Chi Minh City and the two cities in India (Delhi and Mumbai) seem to have lower interest in visiting Japan.

Have been to Japan Intend to visit Japan Intention of visiting Japan by age group
Overall 15-19 | 20-29 | 30-39 | 40-49 | 50-59

0% 20% 40% 60% 80% 100% % n % % % | % %
GH 2015 (5 cityaverage) | 14:8 237.4 ‘ ‘ | | GH 2015 (1s<ityaverage) | 27.4 (11,204 | 33.3 | 31.4| 26.6| 24.9| 195
Hong Kong 584 6411 Hong Kong 64.1| 800| 75.0| 72.0| 63.0| 58.0| 52.0
Taipei [61:5 62_4 Taipei 62.4| 800| 75.0| 685| 60.0| 60.5| 46.0
seoul |B38 24_8 5 Seoul 248| 500| 43.3| 27.3| 20.3| 194| 21.7
shanghai |8 - Shanghai 217| 810| 250| 264| 245| 192| 88
Beijing | 6-625;.3 Beijing 253| 807| 250 322| 26.4| 189 220
Guangzhou | 8.0 333.5 Guangzhou 335| 805| 430/ 380| 322| 328| 196
Singapore 275 e Singapore 349| 510| 426| 36.4| 37.5| 28.3| 32.3
Kuala Lumpur | 85 42_15 Kuala Lumpur 42.1| 818| 44.2| 51.7| 43.7| 369 275
Bangkok 1.4 35.0 : Bangkok 35.0| 800| 440| 37.0| 345| 35.0| 230
Metro Manila | .38 53,'9 Metro Manila 31.9| 800| 37.0| 355| 26.0| 35.0| 25.0
sakarta [QO 0 Jakarta 50| 801| 100| 70| 45| 25 20
Ho Chi Minh City 70-37'6 HoChiMinh City | 76| 800| 120| 85| 7.0| 65| 50
Yangon R 75 Yangon 17.2| 500| 21.7| 266| 133| 137| 83
Delhi | Q4+ Delhi 11] 816| 30| 15| 10| 05| 00
Mumbai 70-§_1 Mumbai 31| 837| 45| 33| 34| 24| 20
Moscow |14 2]_45 Moscow 21.4| 500| 21.7| 28.9| 180 169| 21.7

(Reference) ‘ (Reference)

New York (2014) |12 ]8.5§ New York (2014) 185| 503| 1560| 25.0| 165| 184| 14.8
Sao Paulo (2014) 70-26_6 Sao Paulo (2014) 66| 501| 100| 94| 47| 48| 50
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Things consumers want to do
while visiting Japan
(based on those who intend to visit)

Sightseeing cultural and historical buildings, Enjoying specialty foods, Seeing
splendid natural scenery, Relaxing at a hot spring resort and Shopping are popular.

@ In addition to the Japan tourism favorites above, consumers also show an inclination toward enjoy modern Japan,
including Seeing modern cities, Visiting an amusement park and Enjoying the nightlife.

@® Among the cities with warm weather throughout the year, including Hong Kong, Taipei, Singapore, Kuala Lumpur
and Ho Chi Minh City, the popularity of Skiing is high.

@ While the shopping sprees of the Chinese are much talked about, Mountain climbing or hiking is also popular
among consumers in Shanghai and Beijing.

@ In Kuala Lumpur, Enjoying traditional performing arts, such as Noh, Kabuki and Touring Japan's leading technologies
score around 40%, indicating wide-ranging interests and tastes in that city.

Tst | 2nd | 3rd | 4th | 5th | 6th 7th | 8th | 9th | 10th | Tlth | 12th | 13th | T4th | T5th
L wn om > wn ©w m [ T < m wv Lo maeen 9 = f:;rT—ir\QE
28 |85 |28 |25 | 5 | & |RE| 3 | & |5%3/33%/ 22| 2 |Rigz:F
zz | &2 | 553 | 3% < S E < 3 >3L|a33| 5 5 |853(8T 3
&8 S | 3@ |@Z s @ @ E 233502 55 o >e3(38 &
3 o =] - = 2 =3 o 3 w33 |exa 3 o pLeQ|~+g =
o a " 3@ Q@ 3 Z2@ |80 @ o [ S
=3 a ag 2% " 3 > = §3 228 < > o Lo g @
87 5 |53 | o~ > a El z Sag|l23s o e 25| S o
gS | & |23 |~2| S5 | 3 2| 3 28288 | @ | 33| o3
=5 g | Ta g | = a g | 9 §9513 3| T &7 3%
5= < - 3 = 2 = S 32l B ] ) 2 A
@ I g = z 2la ) =i
w wv ~ m wv
15-cit =
H 2Oy >y avereod) g ©®56.0| 51.9| 468| 37.3| 305| 284| 263| 20.1| 162 158| 152
Hong Kong (n=513) 487| 706| 39.4| 522| 316| 368| 148| 290 10.1| 152

2.0 [OZX:] 386.5
7.8 b

Taipei (n=499) ®725| 469| b585| 385| 387| 379| 198| 126| 192| 138| 126

Seoul (n=124) 37.1|®42.7| 41.9| 250 40| 234 | 242 5.6 4.8 5.6 5.6
Shanghai (n=176) 6 .5 [OZANSN ©53.4 | 494 | 347| 324| 30.1| 21.0| 11.9| 466 8.0 1.1 10.2
41.2|®46.1 |(@525| 33.3| 333| 127| 235| 265| 387| 152| 132| 167

41.9 300| 30.0| 237| 215| 2569| 193| 178| 14.1| 237
@624 | 42.1| 494| 483| 298| 23.0| 208| 2568| 11.2| 107| 129

515|@698| 46.2| 564 | 49.1| 427| 372| 288| 22.1| 390 221

Beijing (n=204)

Guangzhou (n=270)

Singapore (n=178)

Kuala Lumpur (n=344)
Bangkok (n=280) )86.4 (®58. VAN @52.1 | 22.9 (®504| 254| 17.9 82| 157| 143 6.1 54| 186/| 125

Metro Manila (n=255) 43.1| 275|®45.1 | ®46.3| 306| 145| 23.1| 325| 184 59| 200| 122

Jakarta (n=40) 20.0 75| 225| 300 175 25| 100 7.5

Ho Chi Minh City (n=61) 213|®72.1| 426| e56| 459| 361| 31.1] 262| 115| 15| 230
Yangon (n=86) 50.0 |@58.1 o6.7|®570| 81| 186| 174| 233| 18| 186| 174
Delhi (n=9)* as4| 333| 333| 00| 444| es7| 333| 333| 11| 11| 00| ool 1] 1] 10
Mumbai (n=26)* 385| 346| 577| 154 385| 538| 500| 154| 154| 269| 308| 154| 308| 192| 154
u.i\»98.1 @748 @729 ‘ 477 ‘@52.3‘ 47.7‘ 29.9‘ 1.9\@51.4 318| 56 6.5‘ 243 14.o|

Reference)

New York (2014) (n=93) {OEAR‘M@IVRN @©55.9 |©50.5
Sao Paulo (2014) (n=33) 18.2 |®21.2 |@24.2

409| 495 54| 355| 269| 204 | 16.1| 258| 237
18.2 6.1 3.0| 152 6.1 6.1 121 6.1

[ | Items ranked in the top five in each city (circled numerals indicate rankings). Multiple answer (21 choices)
* Delhi and Mumbeai figures for reference only, as sample sizes are small.
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Introducing the 2015 Survey Data

Image of products made in Japan

Products made in Japan have an image of having excellent quality. Scores for Established
reputation, Leading technology and Safe/secure are also high, indicating strong trust
in products made in Japan.

@ Excellent quality tops the list in nearly all cities, and Established reputation also makes the top three in the
majority of cities, showing a high level of trust in products made in Japan.

@ Leading technology and/or Safe/secure rank in the top three in Hong Kong, Taipei, Beijing, Kuala Lumpur, Bangkok,
Jakarta, Ho Chi Minh City, and Yangon, while they also rank high in other cities.

@ Smart/fashionable tops the list in Guangzhou, and also makes the top three in Seoul, Singapore, Metro Manila,
Delhi and Mumbai.

@ In addition, Active/growing is in the top three in Shanghai and Delhi and Energy saving ranks in the top three
in Guangzhou. In Kuala Lumpur, Environmentally conscious and Energy saving are high.

(%)

st 2nd 3rd 4th Sth 6th 7th 8th 9th 10th 1th 12th 13th
wv wv [a] = n

| 8| |8 | £ |8 | g5 858 | |3|82|%8 %
I o S ad = 23 8 c o 2 s [} 2
z 2 3 5 & 2 2c 3 ? g 23 < 8
2| 2|8 | ¢ |8 | Z |89 | 8|5 83| |¢*
2 e ) g 5 < 73 e 3 Q “ 3 2
s I o s 5 =0y g 2 ) 3 5
5 2 g 3 3 ‘g | 3 3 3 CO
< g = 5 5 2 e e <

=3 ) [t} g g_

S < I 5

GH 2015 (15-city average) OEERREOIYASE ©47.6 | ©44.3 42.1 38.8 36.9 36.1 35.5 31.3 30.2 16.0

51.9 50.9 46.1 42.8 55.8 34.4 35.9 13.0

Hong Kong

OVPWRNCINN @394 | 304 | 244|®376| 62| 238| 270| 88| 110| o06
Shanghai @47.9 319| 363 36.3 277| 279| 398| 32| 262
Beijing @504 ©337 [[CEeRg e 250| 226|®257| 226| 250| 227| 224| 239| =245
Guangzhou eas5 K ®366 | @®405| 325| ®366| 309| 304| 348 34.9 22,1
Singapore ©749 @586 386| 34.1| 322| 261 331| 284| 233| 67
614| 603| 61.1| 455| 568|656 | @E6.9| 22.1
©®470| 440| 408| 338| 353| 335| 330| 146

Taipei @63.6 515 31.6 39.4 38.9 32.6 29.5 5.1

Seoul

1D65. ‘51.5 260. @471
[Oy/eXel (5)33.1 cickell (©33.9
752 @587 02 D

Ho Chi Minh City ®84.1 @80.0

Kuala Lumpur

Bangkok

16.4 27.6 22.4 15.0 5.3 6.9 8.8
@45.1 37.2 | ®40.2 31.6 31.2 28.7 25.1 23.1
54.3 53.1 375 | @63.8 45.1 42.6 49.5 19.5

Metro Manila

Jakarta

@®76.0 @67.4 NOEEXS 154 14.0 19.8 | @384 25.2 11.6 7.0 4.0
(-l 547.8 NOZsg 47.2 39.2 @48.4 40.8 34.4 29.7 23.8
4 (3448 @47. . .0 | ®38.1 33.8 | @40.6 35.7 35.0 29.2 15.3 11.7

448 ‘ 55.0 ‘ 54.8 ‘ 46 |

200 ‘ 078

Moscow @562 | c44 JOYMEOTEY 534 | 6558

Reference)

New York 2014 o) @35.2 ©47.7 308 | ®334| 252| 260| 161| 183]| 241

Sao Paulo (2014) ®67.5 @423 ©@53.7 33.3 | ®36.5 23.2 28.7 29.3 26.9 16.0
[ | Items ranked in the top five in each city (circled numerals indicate rankings). Multiple answer (13 choices)
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Comparison of images of products
made in Japan and in other countries

Comparing the Excellent quality, Smart/fashionable and Safe/secure images of products
made in various countries, products made in Japan beat products made in other countries
in Excellent quality.

@ Excellent quality is higher for products made in Japan compared to products made in other countries in all fifteen
cities in Asia and in Moscow.

@ Smart/fashionable ratings vary from city to city. Products made in Korea top the list in Hong Kong, Taipei,
Shanghai, Singapore, Kuala Lumpur and Ho Chi Minh City, while products made in in the US rank No. 1 in Metro
Manila, Jakarta, Yangon, Delhi, Mumbai and Moscow.

@ In Safe/secure, products made in Japan top the list in many cities, while products made in the US rank No. 1 in
Shanghai, Metro Manila and Jakarta.

@ A comprehensive analysis of the three images reveals that compared to in other cities, Thai products are rated relatively
higher in Ho Chi Minh City and Yangon, and Chinese products are rated relatively higher in Delhi and Mumbai.

%)

Excellent quality Smart/fashionable image Safe/secure

EF |58 |23 ¥ |5 8|23 ¥ |5 8|23
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2 g > i 3 2 g > 8 3 2 g > i 3

o c ° B % o c ° B Q o c ° Ee] Q

o a o = c ko] [a} o = c ko] [a} o = c

= @ a o a = @ a o a = @ a 5] a

o c [N 74 o c [N 74 o c Q a

& g s g o} s g =} s

[} v @ [} z @ [} “ @
GH 2015 (15-city average) KOYAREN @51.1 | @3 1.1 17.1 17.2 @46.5 ®46.00 19.4| 185| [0k} @39.1 |®25.5| 13.7| 153
Hong Kong O2yae] ©58.0| @33.9 2.0 8.1 |@69.3 1.0 7.3| [OXZ%N ©70.0 2.3 6.5
Taipei [Oy&e] @51.9 ®19.9 0.9 4.9 0.9 9.4 1.3 1.5
Seoul (Ofsie)s] @48.0| ®45.8 0.2 0.8 04 04 04 1.0
Shanghai (OIsA) @33.0) 28.0/®28.3| 135 28.1 15.3 270 174
Beijing [O}s[eFZ} @24.9) 20.2|®22.9 9.2 22.3| 180 ®214| 156
Guangzhou QZVNs) 328.4 @29.6| 26.0| 188 25.6| 288 24.7| 183
Singapore [OyZi%e) @50.2|®39.8 3.9 5.1 65| 116 4.3 3.9
Kuala Lumpur [@y4elc] @64.1 |3®50.1 16.9| 159 18.0| 144 144 132
Bangkok O8] @53.8) 28.8| 15.3/®36.3 21.6| 26.9 12.5|@32.8
Metro Manila Qy/ele] @67.4 ®20.5| 10.0| 13.0 144 13.1 34 6.1
Jakarta Oyfs¥=] ©55.3®28.2| 22.0| 16.0 29.3| 15.0 154 115
Ho ChiMinh City JOISZEIN @72.0 | ®45.0 49| 398 20.1| 50.8 6.8 394
Yangon Oyfs¥8] @56.0) 29.2 5.4|®36.0 126 198 4.6|®35.8
Delhi Os2Ke] @48.7| 38.1|@47.1] 26.3 ®415| 256 @348 172
Mumbai (O @55.4| 17.1@34.1 11.8 ®@33.7| 12.1| [ortXe] @27.5 ®19.6 7.3
Moscow 74| 50||esaafEE @206 150 112 @21.2‘@20.2‘ 66| 64|
Reference)
New York (2014) 165/®19.9, — (®28.6 [OlsZx:} 9.5|®13.1 — ®19.9 87| ®9.3| —
Sao Paulo (2014) Oy8s) @64.9 ®15.2| 128| — @53.7 [OlssWd ®23.2] 21.8| — ©26.3 [0V 36| @46 —

| Items ranked in the top five in each city (circled numerals indicate rankings). Multiple answer
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