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Asian sei-katsu-sha’s image of products made in various countries

B Japanese products have Excellent quality image. Established reputation, Leading technology, Safe/secure
images also high: Trust in Japanese products is firm. Top three items associated with Japan: Household
appliances and audio/visual devices, Digital products, Private cars.

B Images of US products, items associated with the US very similar to those of Japan.

B Thai products have same overall image as Chinese products, but have an Excellent quality image in Ho Chi
Minh City, Yangon, Delhi and Mumbai. ltems associated with Thailand: No. 1 Sightseeing, No. 2 Food, No. 3

Fashion products (apparel)

To support marketing communication in the global market place, Hakuhodo has conducted its Global HABIT survey of
sei-katsu-sha each year since 2000. Conducted in major cities in Asia and around the world, the survey polls middle-
and high-income earners. We have analyzed data from the most recent Global HABIT survey (conducted in 2015) from
a variety of perspectives to discover hints on potential opportunities in the global marketplace.

In this report, we present findings from analysis of the images sei-katsu-sha’ in 15 Asian cities have toward products
made in various countries.

The advent of the Trans-Pacific Partnership (TPP) and ASEAN Economic Community (AEC) are expected to change
companies’ supply chains. This report has been prepared as a reference to help companies differentiate their products
from those of other companies and secure advantages for themselves in an increasingly fiercely competitive Asian
market place.

15 cities covered: Hong Kong, Taipei, Seoul, Shanghai, Beijing, Guangzhou, Singapore, Bangkok, Jakarta, Kuala

Lumpur, Metro Manila, Ho Chi Minh City, Yangon, Delhi, Mumbai

We also introduce data from Moscow (Russia), New York (USA) and Sao Paulo (Brazil) for reference.

B Japanese products

In image of Japanese products, Excellent quality (71.3%) tops the 15-city average, followed by Established reputation
(52.9%) at No. 2, indicating a high degree of trust in Japanese products. Scores for No. 3 Smart/fashionable (47.8%)
and No. 4 Leading technology (47.6%) are almost the same, and slightly ahead of Safe/secure (44.3%) at No. 5. In
goods, services and entertainment associated with Japan, Household appliances and audio/visual devices, Digital
products and Private cars make up the top 3, followed by Anime/manga/cartoons/comics, Food and Sightseeing.
Looking at the data city by city, durable consumer goods make up the top 3 in most cities, but Anime/manga/cartoons/
comics topped the list in Seoul. In Ho Chi Minh City, Medical care appears in the top 5.

B US products

The order of images for US products is almost the same as for Japanese products, indicating that Asian sei-katsu-sha
have quite similar images of products from the two countries. However, the Excellent quality rating for US products is
51.1%, around 20 points lower than the score for Japanese products. By city, the scores for Smart/fashionable are
higher than those for Excellent quality in the three Chinese and two Indian cities. In goods, services and entertainment
associated with the US, Digital products, Household appliances and audio/visual devices and Private cars rank high, as
they do in Japan, and Movies appears in the top 3.

B Korean products

The top images of Korean products are Smart/fashionable (46.0%) at No. 1, Active/growing image (38.4%) at No. 2,
and Excellent quality (31.1%) at No. 3. The top 3 goods, services and entertainment associated with Korea are Fashion
products (apparel), Digital products and Cosmetics, with Household appliances and audio/visual devices following at
No. 4.

! Since the 1980s, the centerpiece of Hakuhodo's philosophy has been sei-katsu-sha insight. Sei-katsu-sha, which literally means
“living person,” stands in contrast to the word Japanese marketers typically use for consumer, shohisha. “Sei-katsu-sha” expresses
the holistic person—an individual with a lifestyle, aspirations and dreams. All the branding work we do in partnership with our clients
follows from sei-katsu-sha insight.
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B Chinese products

The top images of Chinese products are Low cost (64.9%) at No. 1, Value for money (25.2%) at No. 2 and Active/
growing image (24.9%) at No. 3. In goods, services and entertainment associated with China, Food is No. 1 and
Sightseeing No. 2, with Digital products, Household appliances and audio/visual devices rounding out the top 5.

B Thai products

In image of Thai products, Low cost (42.6%) is No. 1, Value for money (25.9%) No. 2 and Active/growing image
(23.0%) No. 3; a similar pattern of images to Chinese products. However, in Ho Chi Minh City, Yangon and the two
Indian cities, scores for Excellent quality and Established reputation come in higher than Low cost in nearly all
instances, a different trend from that observed in other cities. In goods, services and entertainment associated with
Thailand, Sightseeing is No. 1 and Food No. 2, while Household appliances and audio/visual devices and Digital
products do not appear in the top 5.

Reference: Indian products

Our data on image of Indian products, taken only in the two Indian cities, has a score of over 90% for Excellent quality
and scores of at least 70% for all other items, indicating that Indians place a high degree of trust in their national
products.
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Details of the survey findings

1. Image of products made in various countries

The table below shows the results of a comparison of the 15-city average scores for products made in various countries.

(The city by city results can be found in the following pages)

In image of Japanese products, Excellent quality (71.3%) is No. 1 and Established reputation (52.9%) No. 2,
indicating that trust in Japanese products is solid. Scores for No. 3 Smart/fashionable (47.8%) and No. 4 Leading
technology (47.6%) are almost the same, and slightly ahead of Safe/secure (44.3%) at No. 5. In the city by city
results, too, Excellent quality is No. 1 in 14 of the 15 Asian cities surveyed.

. The order of the images of US products is almost the same as that of Japanese products, suggesting that Asian
sei-katsu-sha have quite similar images of products from the two countries. However, the Excellent quality rating
for US products is 51.1%, some 20 points lower than the rating for Japanese products. In the city by city results,
the scores for Smart/fashionable are higher than those for Excellent quality in the three Chinese and two Indian
cities.

- The top images of Korean products are Smart/fashionable (46.0%) at No. 1, Active/growing image (38.4%) at No.
2, and Excellent quality (31.1%) at No. 3.

- The top images of Chinese products are Low cost (64.9%) at No. 1, Value for money (25.2%) at No. 2 and Active/
growing image (24.9%) at No. 3.

. In image of Thai products, Low cost (42.6%) is No. 1, Value for money (25.9%) No. 2 and Active/growing image
(23.0%) No. 3, a similar pattern of images to that of Chinese products. However, in Ho Chi Minh City, Yangon and
the two Indian cities, Low cost does not appear in the top 3, with scores for Excellent quality and Established
reputation gaining higher scores in nearly all instances.

. Data on image of Indian products were taken in the two Indian cities (Delhi, Mumbai) only, but Excellent quality
scores over 90% and all other items score at least 70%, showing the high level of trust that Indians place in their
national products.

Q. What image do you have of the following product countries of origin? (Multiple response; 13 options)

B Image of products made in different countries: 15-city average
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B Image of products made in various countries: Results by city
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(45.0%) (43.1%) (36.2%) (31.7%) (31.5%) (31.0%) conscious (27.3%) (23.8%)
Smart/ Excellent i ; . ) ; (30.5%)
Mumbai fashionable uali b Active/ Pioneering/ Value for Unique and - -
P quality reputation growing innovative money clear Safe/secure | Nteresting/ | Environment- | Leading
-5%) () (47.3%) (45.0%) (35.2%) (3Lgoty |cheracteristics|  (27.5%) enjoyable | ally conscious | technology |Z1679Y S2Ving | Low cost
Reference (29.0%) (27.2%) (23.5%) (21.9%) (14.3%) (12.2%)
Established Excellent Leadin Unique and
g Smart/ i i .
Moscow reputation i i cl Pioneering/ | Interesting/
49.49 quality technology | fashionable ear innovative enioyabl Safe/secure Value for Ener | Environment- Active/
(49.4%) (43.8%) (39.2%) (35.6% characteristics joyable money gy saving ; Low cost
b o 2% 9 rowini
. o) (35.0%) (29.8%) (29.0%) (21.2%) (18.8%) (18.8%) a\l\/(lcgrz)sac/mus g ing 5 8%
. . 9 -
New York Al Escbished | (| Interesting/ | Smart/ Uniqueand | 0 (17.8%)
ali X re ! nvironment- i
(2014 survey) (34 4';/"0) Fe?;lfg:on (70.6%) enjoyable | fashionable clear 1y Consci(:us /T,cot\::.e/ Energy saving| Vauefor | Pioneering/ Leading
. (71.0%) (66.4%) (64.4%) cha(reactensncs (61.4%) ?59 4":/9) (59.0%) money innovative | technology Low cost
_ 2.0%) : 4%, 56.1% 9 (33.2%
Sao Paulo Excellent Smart/ Established | UMiaue and . - ¢ v (54.1%) (50.9%) 0
quality fashionabl . clear Pioneering/ | Interesting/ Leadi i ;
(2014 survey) o lonaple | reputaton |, i innovative enjoyable | S3e/secure ng Active/ | Environment- . Value for
(64.9%) (56.7%) 6.1%) |© aracteristics (25.3%) (27Y7c/) (27.7%) technology growing | ally conscious Energy saving money Low cost
9 . 7%
(30.5%) (25.0%) (23.8%) (20.4%) (20.2%) (18.6%) (7.6%)
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Chinese products

2 3 4 5 6 7 8 9 10 11 12 13
N Value for Active/ Pioneering/ Smart/ Interesting/ Unique and Established Excellent Leading Environment- N
15-city Low cost . . . . . clear . " Safe/secure . Energy saving
average (64.9%) money growing innovative fashionable enjoyable characteristics reputation quality technology (13.7%) ally conscious (12.1%)
9 = (25.2%) (24.9%) (21.2%) (19.4%) (19.1%) (18.8%) (17.8%) (17.1%) (14.4%) R (13.0%) e
.8%;
Value for Active/ Pioneering/ Interesting/ Unique and . Established Leading Environment- Smart/
Hong Kong L money growing innovative enjoyable clear Energy saving reputation technology Safe/secure Excellent ally conscious | fashionable
9 isti o 9 i o
Ena (20.3%) (10.9%) (10.5%) (4.8%) Char(ict_r’e;/'jt'cs (3.0%) (2.8%) (2.5%) (2:3%)  |quality (2.0%)[ 7 ) gqr) (1.0%)
.5%
. . Unique and " . . " .
Taipe P “oney | enovere | arawng |9 | Toovaive | repuaton | Srsecure | mcalent | SO | sy [Enersy smng | e
o isti 9 i o 9
(Eocet (15.8%) (13.4%) (8.0%) Chazzcgec/r'ft'cs (4.3%) (1.8%) (1.3%)  [quality (0.9%)| 5 g5 (0.9%) (0-6%) (0.5%)
3%,
Value for Active/ Interesting/ Unique and Environment- | Established Leading Pioneering/ . Smart/
Seoul o G money growing enjoyable clear ally conscious | reputation technology innovative Energy saving fashionable Safe/secure Excellent
9 isti 9 9 i 9
(95.0%) (18.4%) (15.4%) (10.4%) cha;gc;ec;l;stlcs (2.8%) (2.2%) (2.2%) (1.6%) (0.6%) (0.4%) (0.4%) quality (0.2%)
4%
Value for Active/ Pioneering/ | Environment- Excellent Established Smart/ Unique and Leading . Interesting/
" . Low cost . N N " . . clear Safe/secure | Energy saving .
Shanghai money growing (31.9%) innovative | ally conscious quality reputation fashionable characteristics technology (27.0%) (26.7%) enjoyable
(40.1%) (34.2%) = (30.4%) (29.4%) (28.3%) (28.3%) (28.1%) (27.9%) (27.9%) o S (26.2%)
Value for Active/ Pioneering/ Unique and Excellent Smart/ Environment- Interesting/ Established Leading N
. Low cost . N clear " . . Safe/secure . . Energy saving
Beijing money growing (25.4%) innovative characteristics quality fashionable |ally conscious (21.4%) enjoyable reputation technology (16.2%)
(31.7%) (28.4%) : (23.7%) (23.4%) (22.9%) (22.3%) (21.4%) : (20.7%) (20.6%) (18.8%) '
. . . . . Unigue and " .
Active/ Pioneering/ Value for N Established Interesting/ Excellent Smart/ Leading Environment-
N B . Energy saving . . . clear N Low cost Safe/secure )
Guangzhou growing innovative money (29.4%) reputation enjoyable quality characteristics fashionable (25.5%) (24.7%) technology |ally conscious
(35.5%) (34.9%) (30.1%) R (28.4%) (26.5%) (26.0%) (25.7%) (25.6%) = S (22.5%) (21.1%)
Value for Active/ Interesting/ Leading Smart/ Established Pioneering/ Unique and Environment- .
Singapore Loy @uEE money growing enjoyable technology fashionable reputation innovative clear ally conscious Safe/secure | Energy saving Excellent
o isti o o i 9
(EEL) (34.7%) (17.3%) (8.0%) (6.9%) (6.5%) (6.5%) (6.5%) Char(ascge;St'CS (5.3%) (4.3%) (4.3%)  |quality (3.9%)
Value for Active/ Pioneering/ Interesting/ Unique and . Established Smart/ Leading Excellent Environment-
Low cost . . . . clear Energy saving . . " Safe/secure .
Kuala Lumpur (68.5%) money growing innovative enjoyable characteristics (20.0%) reputation fashionable technology quality (14.4%) ally conscious
= (37.5%) (27.0%) (26.8%) (26.3%) (23.6%) s (18.1%) (18.0%) (17.0%) (16.9%) R (14.2%)
.6%;
Value for Pioneering/ Established Active/ Unique and Smart/ Interesting/ Excellent Leading Environment- N
Low cost . N . " clear . . " Safe/secure . Energy saving
Bangkok (61.4%) money innovative reputation growing characteristics fashionable enjoyable quality (12.5%) technology | ally conscious (9.0%)
e (31.0%) (28.4%) (27.4%) (25.6%) (24.4%) (21.6%) (16.8%) (15.3%) 27 (11.9%) (10.9%) -0%.
4%,
Smart/ Value for Active/ Excellent Interesting/ Pioneering/ Unique and Established Leading . Environment-
. Low cost . . " . . N clear . Safe/secure | Energy saving )
Metro Manila (74.8%) fashionable money growing quality enjoyable innovative characteristics reputation technology (3.4%) (2.6%) ally conscious
= (14.4%) (12.6%) (12.4%) (10.0%) (8.0%) (7.5%) (7.3%) (6.0%) (5.6%) B o7 (2.4%)
.3%,
Active/ Pioneering/ Smart/ Unique and Value for Excellent Interesting/ Established Leading Environment- N
Low cost . . N . clear " . . Safe/secure N Energy saving
Jakarta (48.9%) growing innovative fashionable characteristics money quality enjoyable reputation technology (15.4%) ally conscious (13.2%)
i (43.4%) (33.8%) (29.3%) (28.1%) (26.5%) (22.0%) (22.0%) (18.5%) (16.9%) o (14.7%) e
1%
. " . Unique and . " . .
ocnm (RS o | | roeng | O | e | Lo et | it | e | Volitor | oo [enero suns
i 9 isti 9 i 9 9
City (69.9%) (20.1%) (20.1%) (19.5%) cha(r;;t:;s)tlcs (16.6%) (10.5%) (7.8%) (7.1%) (6.8%) money (6.4%)|quality (4.9%) (2.1%)
.5%
Interesting/ Smart/ Leading Value for Unique and Pioneering/ Active/ Established Environment- .
Yangon Loy @uEE enjoyable fashionable technology money clear innovative growing reputation ally Excellent Energy saving | Safe/secure
9 isti i i o 9 9
(74.0%) (14.2%) (12.6%) (12.4%) (11.6%) characteristics (10.2%) (10.0%) (8.6%) conscious |quality (5.4%) (5.2%) (4.6%)
(11.2%) (5.8%)
Excellent Established Active/ Smart/ Pioneering/ Value for Interesting/ Leading Unique and Environment- N
. Low cost . . . . . . Safe/secure . clear . Energy saving
Delhi (78.6%) quality reputation growing fashionable innovative money (34.8%) enjoyable technology characteristics ally conscious (27.0%)
S (47.1%) (43.9%) (43.0%) (41.5%) (38.1%) (37.5%) e (34.7%) (33.5%) (32.5%) (30.4%) e
Excellent Smart/ Established Active/ Interesting/ Pioneering/ Unique and Value for Leading Environment- N
" Low cost . . . " . . . clear Safe/secure . Energy saving
Mumbai (80.0%) quality fashionable reputation growing enjoyable innovative characteristics (19.6%) money technology | ally conscious (10.9%)
— (34.1%) (33.7%) (31.7%) (29.6%) (28.3%) (24.1%) (22.1%) o (18.6%) (17.7%) (15.8%) o
Reference
Active/ Value for Established Pioneering/ Unique and Interesting/ N Smart/ Leading Environment-
Moscow Loy @uEE growing money reputation innovative clear enjoyable Energy saving fashionable technology Excellent ally Safe/secure
9 isti 9 i o i 9
(82.2%) (53.4%) (34.0%) (33.4%) (32.2%) characteristics (24.6%) (18.4%) (15.0%) (13.4%) quality (7.4%) conscious (6.6%)
(26.4%) (7.4%)
Value for Leading Established Active/ Pioneering/ Excellent Unique and Interesting/ Smart/ Environment- N
New York . " . . " clear . . Safe/secure . Energy saving
money technology reputation growing innovative quality - enjoyable fashionable ally conscious
(2014 survey) characteristics (9.3%) (8.3%)
(32.8%) (24.5%) (24.1%) (23.3%) (20.1%) (19.9%) (17.1%) (15.5%) (13.1%) (8.7%)
Active/ Value-for Interesting/ Smart/ Established Pioneering/ Excellent Unique and . Environment- Leading
Sao Paulo . . . . . . . clear Energy saving . Safe/secure
growing -money enjoyable fashionable reputation innovative quality - ally conscious | technology
(2014 survey) characteristics (11.4%) (4.6%)
(36.3%) (32.7%) (31.1%) (21.8%) (19.0%) (16.0%) (12.8%) (11.6%) (8.8%) (5.2%)
.6%
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Thai products

2 3 4 5 6 7 8 9 10 11 12 13
. Unique and . . . . " .

N Value for Active/ Interesting/ Smart/ Established Pioneering/ Excellent Leading Environment- N
15-city Low cost . clear . . . . N " Safe/secure . Energy saving
average (42.6%) money growing characteristics enjoyable fashionable reputation innovative quality (15.3%) technology | ally conscious (11.5%)

9 = (25.9%) (23.0%) (22.3%) (22.1%) (18.5%) (17.6%) (17.3%) (17.2%) 27 (12.4%) (12.2%) 2%,
.3%,
Unique and . . " . . . .
ong kong [SEIl rigney | e | T g | mevatne || et | e | serrsecure | oy |l conscous | Eneray suing | SR
o isti i 9 9 o
(BCke) (46.8%) Cha(rza;tjgs)t'cs (24.8%) (19.1%) (17.3%) [ B19%)) 5 30 (6:5%) (6.3%) (4.4%) (4.3%) (1.8%)
4%,
. Unique and . " . . . .
Taipe B “evobe |, | ner | orouing | ramonatle | mnovate | Ecelent | LU | swessaure | e Eneray suna | ST
o isti i o 9 o
) (34.9%) Cha(rza;tj;:)t'cs (25.3%) (14.9%) (9.4%) 7.0%) | (9% 30 (1.5%) (1.4%) (0-9%) (0.4%)
e @ UnliT;fnd Interesting/ Value for Active/ Environment- | Established Pioneering/ Safe/secure | Energy saving Excellent Smart/ Leading
Seoul L enjoyable money growing ally conscious | reputation innovative . fashionable technology
9 9 9 0,
€5 Cha(r;gt;:/'s;'cs (16.2%) (14.8%) (5.2%) (3.4%) (2.2%) (1.2%) (1.0%) (1.0%)  |quality (0-8%)| 5 4oy (0.2%)
.8%;
. . . Unique and . . . "
e @ Active/ Value for Energy savin Pioneering/ clear Interesting/ | Environment- Safe/secure Established Smart/ Leading Excellent
Shanghai (30.1%) growing money (zgzylu/) 9 innovative characteristics enjoyable | ally conscious (17.4%) reputation fashionable technology quality
e (23.1%) (22.8%) B (21.4%) (20.6%) (19.1%) (18.9%) e (16.8%) (15.3%) (14.4%) (13.5%)
.6%,
Interesting/ Active/ Value for Smart/ Unique and Pioneering/ Established . Leading Environment-
Beijing Lo @uEE enjoyable growing money fashionable clear innovative Safe/secure reputation Energy saving technology | ally conscious Excellent
o isti 9 9 i 9
(@52) (22.1%) (21.8%) (20.9%) (18.0%) Cha(rla;tz;/':)t'cs (17.0%) (15.6%) (15.4%) (14.0%) (13.9%) (12.6%) |auality (9:2%)
Leading Pioneering/ Smart/ Active/ Established Unique and Interesting/ N Value for Excellent Environment-
Low cost . . . " . clear . Energy saving " . Safe/secure
Guangzhou (37.0%) technology innovative fashionable growing reputation characteristics enjoyable (20.4%) money quality ally conscious (18.3%)
e (30.6%) (29.7%) (28.8%) (28.3%) (27.5%) (26.2%) (25.1%) o (20.2%) (18.8%) (18.6%) 3%
Value for Interesting/ Unique and Active/ Smart/ Established Pioneering/ Environment- . Leading
Singapore Lo @uEE money enjoyable clear growing fashionable reputation innovative Excellent ally conscious Energy saving | - Safe/secure technology
9 isti i 9 9 9
(ZOL2L) (43.9%) (17.3%) Ch"‘(rf;ﬁ;s;'cs (12.7%) (11.6%) (7.1%) (6.5%) | (51®) T 0 g0 (4.1%) (3:9%) (3.1%)
Low cost Value for Interesting/ Umill":afnd Active/ Pioneering/ Excellent Established Smart/ Environment- Safe/secure | Energy savin Leading
Kuala Lumpur (63.0%) money enjoyable characteristics growing innovative quality reputation fashionable | ally conscious (13.2%) (1gzy5°/) 9 technology
— (34.0%) (25.3%) (22.0%) (18.9%) (18.3%) (15.9%) (15.2%) (14.4%) (13.9%) e e (11.4%)
.0%
Value for Active/ Excellent Established Unique and Pioneering/ N Smart/ Interesting/ | Environment- Leading
Low cost . " . Safe/secure clear . N Energy saving . . .
Bangkok money (45.8%) growing quality reputation (32.8%) characteristics innovative (28.1%) fashionable enjoyable | ally conscious [ technology
(45.8%) . (42.4%) (36.3%) (33.9%) ’ (31.1%) (29.4%) . (26.9%) (25.5%) (23.8%) (13.6%)
1%,
Unique and Value for Smart/ Excellent Interesting/ Active/ Established Pioneering/ Environment- Leading N
. Low cost clear . " . ) . . 3 Safe/secure . Energy saving
Metro Manila (28.4%) characteristics money fashionable quality enjoyable growing reputation innovative (6.1%) ally conscious | technology (1.5%)
e (14.9%) (13.4%) (13.1%) (13.0%) (12.4%) (11.3%) (10.0%) (6.1%) e (3.6%) (2.9%) e
.9%;
Active/ Unique and Value for Pioneering/ Excellent Smart/ Environment- | Interesting/ Leading . Established
N Low cost clear . N " . N . Energy saving | Safe/secure .
Jakarta growing (31.2%) characteristics money innovative quality fashionable |ally conscious enjoyable technology (12.2%) (11.5%) reputation
(32.6%) = 18.0%); (16.9%) (16.0%) (15.0%) (14.5%) (13.9%) (12.2%) e e (11.4%)
(22.8%)
.8%
. . Unigue and . . " . .
Ho Chi Minh Actl\{e/ S@art/ Interestlng/ clear Excell.ent Safe/secure o @ Leading Establlshed Value for P.loneerl.ng/ Enwronrnfent Energy saving
City growing fashionable enjoyable characteristics quality (39.4%) (37.3%) technology reputation money innovative | ally conscious (22.9%)
(51.0%) (50.8%) (43.3%) (40.6%) (39.8%) ’ . (36.5%) (34.3%) (31.6%) (30.0%) (27.5%) )
.6%
Established Excellent Value for Smart/ Interesting/ Active/ Leading Unique and Pioneering/ | Environment- N
. " Safe/secure Low cost . . . clear . . N Energy saving
Yangon reputation quality (35.8%) money (27.6%) fashionable enjoyable growing technology characteristics innovative | ally conscious (4.6%)
(45.0%) (36.0%) : (31.2%) e (19.8%) (18.2%) (16.0%) (14.0%) (10.4%) (8.4%) (7.0%) :
.4%
Excellent Smart/ Established Pioneering/ Active/ Unique and Interesting/ Value for Leading Environment- N
. " . N . N N clear . Safe/secure Low cost ) Energy saving
Delhi quality fashionable reputation innovative growing characteristics enjoyable money (17.2%) technology (16.2%) ally conscious (12.0%)
(26.3%) (25.6%) (24.0%) (23.7%) (22.4%) (22.3%) (18.9%) (17.8%) e (17.2%) -2%. (14.0%) 0%
Pioneering/ Established Active/ Smart/ Excellent Unique and Interesting/ Environment- Leading N
" . . . . . " clear . Value for Safe/secure . Energy saving
Mumbai innovative reputation growing fashionable quality characteristics enjoyable money (7.6%) (7.3%) ally conscious | technology (3.3%)
d .3% 3%
(13.9%) (13.4%) (12.8%) (12.1%) (11.8%) (10.6%) (9.9%) (6.6%) (6.5%)
Reference
Active/ Unique and Interesting/ Value for Established Pioneering/ Smart/ N Environment- Leading
Moscow Loy @uEE growing clear enjoyable money reputation innovative fashionable Energy saving ally conscious | technology Safe/secure Excellent
0 isti 9 9 i 9
(L) (32.8%) Cha(rla;tgz/'s)t'cs (15.2%) (14.4%) (13.4%) (12.8%) (11.2%) (7.2%) (6.8%) (6.8%) (6:4%)  |quality (5.0%)
.8%
Indian Products
(Indian data)
3 4 5 6 7 8 9 10 11 12 13
Excellent Active/ Smart/ Leading Established N Value for Pioneering/ Unique and Environment- | Interesting/
" Low cost . . . Safe/secure | Energy saving . . clear . .
quality (86.3%) growing fashionable technology reputation (81.4%) (80.6%) money innovative characteristics ally conscious enjoyable
(94.6%) : (84.2%) (83.3%) (83.0%) (82.5%) ’ ' (79.9%) (78.8%) (77.6%) (77.5%) (75.6%)
. . " . Unique and . " .
Excellent Established Smart/ Active/ Pioneering/ Value for Interesting/ Leading Environment- N
" " . . . Safe/secure . . clear . Low cost . Energy saving
Mumbai quality reputation fashionable growing (81.5%) innovative money characteristics enjoyable (76.2%) technology | ally conscious (66.5%)
(92.2%) (84.0%) (83.2%) (82.6%) o (81.0%) (80.9%) (80.0%) (78.4%) = (75.7%) (73.0%) e
.0%
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Korean products

1
s : 2 3 6 7 8
15-city mart/ Active/ Eedlzmi pioneeri Unique and 9 10 11
. X ering/ : 12
average fashionable growing quality Wnnovativ?e clear Inte.restmg/ Value for Established Leadin =
(46.0%) (38.4%) (31.1%) (30.8%) characteristics|  SMoYadle money reputation safe/secure | hnol ; Low cost | ETVIrONMENt | i
. (30.3%) (29.8%) (29.0%) (28.8%) (25.5%) chnology |3 g,y | @lly conscious nergy saving
Smart/ o ) ) i (24.8%) : (18.8% (16.0%)
Hong K . ctive/ Pioneering/ Value f Unique and 8%)
ng Kong fashionable growing innovative Low cost ue for Clear Established Leadin E
(72.3%) (63.0%) (56.8%) (48.6%) money characteristi reputation Safe/secure rech 9 Xcell_ent Interesting/ | Environment-
. (44.9%) o6 :;)ICS (34.9%) (34.6%) ’3(C34"8L09v quality enjoyable | ally conscious Energy saving
- . : .0%
ainei Smart/ Active/ Pioneering/ Unique and Interesti - i 535 G25%) (20.9%) (0-3%)
aipei i R R nterestin: .
faShlonibIe growing innovative C\ear.' anio abli/ Low cost Leading Excellent Value for Established .
(70.6%) (39.0%) (35.3%) | characteristics V. (26.1% technology quality . Safe/secure | EMVironment-
. 31.39 (29.9%) -1%) money reputation ; Energy saving
(31.3%) (21.3%) (19.9%) 19.59 (8.0% ally conscious
Value for Eetlen ) : (19.5%) (13.5%) -0%) (2.5%) (2.5%)
Seoul money quality Safe/secure Af)hv.e/ Smart/ Leading Established Unique and
r i i i i
(49.4%) (45.8%) (37.2%) ?34"22/9 fashionable | technology | reputation Low cost clear Interesting/ | Pioneering/ | ¢\, ing | ENVironment-
o0 | Gaow | o | oo | (34%) |cherecterisics| TOVCE | TOES Bo%y |21 conscious
Smart/ Active, . _ (12.8%) 12.4%) (12.0%) -0% o
Shanghai fashionable growin/g Value for | Established | Pioneering/ unique and | o e i e
(42.3%) (38.8% money reputation | innovative | S3re/secure clear eresting/ | Environment- ISty Leading
.8%) (36.8%) (34.2%) (34.1%) (33.7%) |characteristics enjoyable | ally conscious quality technology Energy saving | Low cost
o
Established |  Acti (33:3%) (33.0%) (28.1%) (28.0%) (26.2%) (23.7%) (22.1%)
Beijin ) ey Smart/ Pioneering/ | Interesti ;
ijiing reputation growin fashi . X ing/ Value for Unique and
g ashionable innovative enj Low cost 3 Envir -
(27.5%) (27.5%) (26.0%) 25.09 ki (24.8% money afe/secure clear onment- | ISR Leading
: (25.0%) (25.0%) 8%) (23.3%) (22.6%) | characteristics | Y conscious CEEILE technology | E"e"9Y Saving
9
. Value for Smart/ Environment- Active/ Unique and i (21.9%) (20.6%) (20.2%) (18.6%) (16.9%)
uangzhou money fashionable | ally conscious R clear Pioneering/ | : Interestin ;
(39.6%) (39.1%) (37.9%) g3 9 | characteristics| "novAUve nergy saving | Safe/secure restno/ Leading Fstaplished | - (alEmit
- (37.3%) (35.0%) (34.0%) (33.5%) (33.0%) en;;ya?le technology reputation quality
) Smart/ Active/ ecolent D : (B2.4%) | (32.4%) (31.7%) (29.6%) (20.1%)
Singapore fashionable growing quality ntE_restlng/ Established Value for Unique and Leading Pi i
(58.4%) (47.8%) 089 enjoyable reputation money clear technol Vloneen.ng/ Safe/secure Environment-
(39.8%) (36.3%) (35.9%) (35.90) |characteristics nology innovative (18.0% ally conscious | EN€T9Y Sving | Low cost
Smart/ ; - (34.1%) (31.2%) (24.9%) 0%) (16.1%) (12.2%) (11.4%)
Kuala Lumpur | fashi s Excellent Interesting/ Uniqueand | oo
e | Sovoe R cear | PN/ | qtescacure | o209 | Eetablihed | Environment: Vaue
: (50.6%) (50.1%) (50.1%) Chalj;tgglstlcs e coty (45.00) | technology | reputation |ally conscious Energy saving | 7 1% Low cost
. 9
— rctve) Uniqueand [ (49.0%) (42.9%) (42.7%) (38.6%) (37.5%) (3280/:) (23.1%)
Bangkok fashionable |  growing clear Pioneering/ | Established |SEISEEICI Interesting/ | Leading Val
(45.1%) (38.39 characteristics innovative reputation quality enjoyabl alue-for Safi Environment-
.3%) (33.5%) . joyable technology -money afe/secure ) Low cost ’
(33.8%) : (31.4%) (28.8%) (27.9%) (22.9% (21.59) |3 conscious st |Energy saving
—— - .9%) (22.0%) . (18.1%) (16.8%) (14.8%)
Metro Manila R . Low cost gro\ll\:/ii/g Excelll.ent Interesting/ Pioneering/ Value for Unigue and Established
29.99 uali j : . stablis| ' ]
(39.9%) (29.9%) e (30 SE/V) enJDyaE)le innovative money clear reputation | Sere/secure Leading | Environment- )
.5% (19.3%) (15.3%) (15.1%) characteristics (13.9% (8.0%) technology | ally conscious Energy saving
Active/ Smart/ Uniqueand | . ing/ (14.3%) -9%) (7.9%) (4.6%) (2.5%)
Jakart: h ! ioneering
a Sjcplig fashionable | C‘faf | innovative Low cost Value for SCCICU [nteresting/ | Established Leadin )
(43.3%) (37.1%) racteristics 3419 (30.7%) money quality enjoyable reputati 9 Safe/secure Environment- )
(34.2%) (31.1%) (28.3%) (28.2%) (25.7%) (g; gtlon technology (15.6%) ally conscious Energy saving
- ) 7. -8%) 19.4% o, 13.19
Ho Chi Minh Smart/ | oo Interesting/ |  Active/ | Unaueand (19.4%) (15.0%) (13.1%)
Cit fashionable cure } / | Excellent Value for i . )
ity o6 49 (52.6%) enjoyable growing clear I Established | Pioneering/ Leading | Enviro
(acks) (50.6%) (49.9%) characteristics ey money reputation innovative [ tech e | Low cost i
i (47.0%) (45.0%) (43.8%) (42.1%) o echnology | ally conscious Energy saving
Smart/ | Established [N - (41.8%) (38.6%) (34.4%) (33.5%) (28.6%)
en i N n
Yangon o e reputation p——r ACtI\{e/ Interesting/ Value for Unique and - -
(54.4%) (39.2%) o Z\EV growing enjoyable money Safe/secure clear Leading Pioneering/ | Environment-
2%) (28.0%) (28.0%) (19.8%) (19.8%) characteristics te(clhlngln??y innovative [ ally conscious L‘z\év cost Energy saving
17.4% 6% (11.0% 9 .0%) 3.8%
Excellent Smart/ Established Active/ pioneering | Maue and ( o) 0) (10.8%) (3.8%)
quality fashionable reputation growing innovati 9 clear Interesting/ L Leading
(38.1%) @5.7%) | (33.3%) a0y | (29000 |characteristics enjoyable OWCOSt | hnology | Sare/secure Value for | Environment | i
.5%) (29.2%) (26.2%) (25.5%) (23.5%) (22.4%) money ally conscious nergy saving
. . 9
b Excellent Active/ | Pioneering/ | Established | UMdueand (21.9%) (19.4%) (18.4%)
umbai quality growing innovative reputation clear S/ Interesting/ Envi -
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2. Goods, services and entertainment associated with various countries
Next, let’s look at the goods, services and entertainment associated with various countries. The table below shows the

15-city average scores.

. In items associated with Japan, Household appliances and audio/visual devices, Digital products and Private cars
make up the top 3, followed by Anime/manga/cartoons/comics, Food and Sightseeing. In the city by city results,
durable consumer goods make up the top 3 in most cities, but Anime/manga/cartoons/comics comes in at No. 1 in
Seoul. In Ho Chi Minh City, Medical care appears in the top 5.

. In items associated with the US, Digital products, Household appliances and audio/visual devices and Private cars
rank high, as they do in Japan, and Movies appears in the top 3.

. In items associated with Korea, Fashion products (apparel), Digital products and Cosmetics make up the top 3,
followed by Household appliances and audio/visual devices at No. 4.

. In items associated with China, Food is No. 1 and Sightseeing No. 2, and Digital products and Household
appliances and audio/visual devices are also in the top 5.

. In items associated with Thailand, Sightseeing is No. 1 and Food No. 2, while Household appliances and
audio/visual devices and Digital products do not appear in the top 5.

Goods, services and entertainment associated with various countries: 15-city average

4 5 6 7 8 9 10 11 12 13 14
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3. Goods, services and entertainment associated with Japan
In the 15-city average, the top 5 goods, services and entertainment associated with Japan are Household appliances
and audio/visual devices, Digital products, Private cars, Anime/manga/cartoons/comics and Food. In city by city results,
durable consumer goods are No. 1 in most cities, but Anime/manga/cartoons/comics comes in at No. 1 in Seoul. In Ho
Chi Minh City, Medical care appears in the top 5. In Yangon, Delhi and Mumbai, Food, Sightseeing, Anime/manga/
cartoons/comics and other soft content do not appear in the top 5.

Moreover, there are differences in trends between age groups in different cities. For instance, in Hong Kong the overall
scores for Household appliances and audio/visual devices and Digital products are over 80%, but among the teenage
cohort, the scores are around 70%. The overall scores for Fashion products (apparel) and Cosmetics are around 70%,
but among those aged 14—19, they are only around 50%. In Singapore, there are many categories where there are
significant differences between age groups. The score for Anime/manga/cartoons/comics for those aged 14-19 sticks
out above the others, but in other categories scores for this age group are below those for Singapore overall, while the
scores for durable goods, Food and Cosmetics for those in their 50s are higher than the overall scores. In this way,
there are categories in some cities in which Japanese products’ hold on young people seems to be waning.
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| Goods, services and entertainment associated with Japan

Q. What types of goods, services and entertainment do you associate with Japan? (Multiple response; 14 options)
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Reference: Goods, services and entertainment associated with Japan: By city and age group

Goods, services, etc. associated with Japan: Hong Kong (2015)
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Overview of survey data used in this report

Cities surveyed: 15 Asian cities

Hong Kong, Taipei, Seoul, Shanghai, Beijing, Guangzhou, Singapore, Kuala Lumpur, Bangkok, Metro Manila, Jakarta,
Ho Chi Minh City, Yangon, Delhi, Mumbai

Reference: Moscow, New York, Sao Paulo (2014 survey)

Respondents: Males and females aged 15-54

Sample size: 11,204

Survey period: Early May—mid-August 2015

GlobalHABIT

Hakuhodo Audience and Brand-User's index for Targeting

Global HABIT is a comprehensive Hakuhodo survey conducted in major cities in Asia and around the world since
2000. Survey data is collected every year, enabling not only comparisons between cities, but also time-series
comparison of single cities. Single-source Global HABIT surveys probe individual sei-katsu-sha’s lifestyles, values,
media contact, purchase attitudes, and use and perceptions of brands in many categories. This enables analysis not
only of brand users, but of brand supporters at differing levels of perception (would consider purchasing, favor brand,
brand fans, etc.).

Overview of the most recent Global HABIT 2015 survey

Cities surveyed: Hong Kong; Taipei (Taiwan); Seoul (Korea); Shanghai, Beijing, Guangzhou (China); Singapore;
Kuala Lumpur (Malaysia); Bangkok (Thailand); Metro Manila (Philippines); Jakarta (Indonesia); Ho Chi Minh City
(Vietam); Yangon (Myanmar); Delhi, Mumbai (India); Moscow (Russia)

* Dalian, Shenyang, Wuhan, Chengdu, Hangzhou, Ningbo, Xian, Fuzhou (China); Sydney (Australia); Frankfurt,
Berlin, Frankfurt (Germany); Paris (France); Milan (ltaly); Madrid (Spain); London (UK); Los Angeles, Chicago, New
York (USA) and Sao Paulo (Brazil) surveyed in 2014 or earlier.

Respondents: Either 500 or 800 males and females aged 15-54 per city

Note: In Shanghai, Beijing and Guangzhou, an additional 1,500 male and female Chinese power sei-katsu-sha aged
25-54 with monthly household incomes of at least 20,000 RMB were also surveyed.

In Delhi and Mumbai, an additional 1,000 male and female Indian power sei-katsu-sha aged 25-54 from SEC A2 or
higher with monthly household incomes of at least 40,000 INR were also surveyed.

Responses were obtained from persons in the middle/high income bracket of each city (50-95% of the urban
population) based on screening by household income.

Survey period: Early May—mid-August 2015

Survey method: In-home interviews (except Hong Kong, Taipei, Seoul, Singapore, Kuala Lumpur)
Individual interviews at a central location (Hong Kong, Taipei, Seoul, Singapore, Kuala Lumpur)

Main items surveyed (some apply only to China and other Asian countries):

Demographics and lifestyle

Demographics, lifestyles, environmental awareness, country-of-origin image, media/information contact, shopping,
hobbies, sports, durable consumer goods ownership, travel, housing

Product & service usage

Insurance, credit cards, convenience stores, passenger cars, motorcycles, AV products, home appliances, mobile
phones & smartphones, computers & printers, digital cameras, copiers, game consoles, alcoholic & non-alcoholic
beverages, foodstuffs (instant foods, snack foods), cosmetics, personal care products, toiletries,sanitary products &
disposable diapers

Media contacts:  Corporate Public Relations Division
Kunio Eto: kunio.eto@hakuhodo.co.jp
Tel: +81 3 6441 6161 Fax: +81 3 6441 6166
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