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Asia leads global recovery  

Robust domestic demand, 
accommodative monetary policies, 

rapid credit growth and the rebound 
of capital inflows since the latter 

half of 2012 are key drivers. 

Source: IMF 
Source: IMS, Regional Economic Outlook for Asia and the Pacific, April 2013. 
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Ad spend figures up in confidence 

Fast-track Asia: estimated ad 
expenditure of 10% in 2013, 
followed by 10%-11% annual 
growth in 2014 and 2015  

CHINA 
TAIWAN 

THAILAND 

VIETNAM 

MALAYSIA 

INDONESIA 

PHILIPPINES 

INDIA 

PAKISTAN 

Source: ZenithOptimedia, Advertising Expenditure Forecasts April 2013. 
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THE AFFLUENT 
continued with their 
upscale lifestyle 
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A year of dedication 

 

 

 

 

 

 

19,890 
complete interviews 

2.5 million 
telephone attempts 

76K 
interview hours 

Source: Ipsos PAX Q3 2012 to Q2 2013.  11 markets total. 
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Personal income is up 

Source: Ipsos PAX Q3 2012 to Q2 2013.  10 markets excluding Tokyo.  Figures shown are volumetric totals of monthly personal income (in billion USD). 
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Total value of investment 

USD 
767 billion 

Source: Ipsos PAX Q3 2012 to Q2 2013.  10 markets excluding Tokyo.  Excluding investment in properties. 
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Embracing the altitudes 

14.4M 
 international air trips in the past year 

11,026 
10,184 

12,344 
12,642 

14,403 

Q2 '09 Q2 '10 Q2 '11 Q2 '12 Q2 '13

Source: Ipsos PAX Q3 2012 to Q2 2013.  10 markets excluding Tokyo.  Figures shown in chart are international air trips (in '000). 
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6.6M international business air trips taken in past 12 months 

13%↑  

compared to 2012 
 
An all time high for the past 5 years 

Source: Ipsos PAX Q3 2012 to Q2 2013.  10 markets excluding Tokyo.   



10 

They don't just work hard ... 

5,638 
5,243 

6,604 
6,826 

7,807 

Q2 '09 Q2 '10 Q2 '11 Q2 '12 Q2 '13

Source: Ipsos PAX Q3 2012 to Q2 2013.  10 markets excluding Tokyo.  Figures shown in chart are international leisure trips by air (in '000). 

14%↑ 
international air trips vs. past year 
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Car ownership: necessity or status symbol? 

68% 
own a private car 
 

17% plan to buy one  
over the next 12 months 

Source: Ipsos PAX Q3 2012 to Q2 2013.  10 markets excluding Tokyo. 
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33% 
own fine jewelry or watches 

Source: Ipsos PAX Q3 2012 to Q2 2013.  10 markets excluding 

Tokyo.  Fine jewelry or watches of USD 1,000+ included. 
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Born with a shopping gene 

31% 

"I enjoy the fun of shopping" 

53% 

Source: Ipsos PAX Q3 2012 to Q2 2013.  10 markets excluding Tokyo. 



14 

Ownership of luxury products 

45% 

Net ownership of all luxury products monitored: 

54% 

Source: Ipsos PAX Q3 2012 to Q2 2013.  10 markets excluding Tokyo. 
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A million reasons to raise a glass.  Or more. 

41% 
have consumed alcohol in past 4 weeks 
 

Source: Ipsos PAX Q3 2012 to Q2 2013.  10 markets excluding Tokyo. 

51% amongst top management 
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Sparing time to keep fit/ keeping abreast of games 

76%  

Jakarta Australia India 

Source: Ipsos PAX Q3 2012 to Q2 2013.  10 markets excluding Tokyo.  

93% 87% 80% 

have watched/  
read about/ attended sports 
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Young affluents are career-minded 

81% 

Age 25-34 Age 35-44 Age 45-54 Age 55-64 

74% 73% 
63% 

Source: Ipsos PAX Q3 2012 to Q2 2013.  10 markets excluding Tokyo.  Figures shown are top-2-box percentages.  

74%  ready to put in extra effort 
to meet career goals 
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And eager to broaden their horizon 

58% 51% 48% 
44% 

Source: Ipsos PAX Q3 2012 to Q2 2013.  10 markets excluding Tokyo.  Figures shown are top-2-box percentages.   

51%  interested in furthering 
their education 

Age 25-34 Age 35-44 Age 45-54 Age 55-64 
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Keeping up with modern technology is key to success 

49% 
strongly agree/ agree  

with the statement 
 

59% agree amongst top management 

Source: Ipsos PAX Q3 2012 to Q2 2013.  10 markets excluding Tokyo.  Figures shown are top-2-box numbers. 
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What's hot these days 

Source: Ipsos PAX Q3 2012 to Q2 2013.  10 markets excluding Tokyo. 

37%↑ YOY 66%↑ YOY 47%↑ YOY 

Ownership % - 2013 Ownership % - 2012 

↑37% ↑66% ↑47% 

Smart TV 
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Regular activities via mobile devices 

77% 
SMS texting 

39% 
MMS/ Picture 
Messaging 

50% 
Email 

42% 
Chat or Instant 
Messaging 

33% 
Upload Photos  
or Videos 

32% 
Access/ Update 
Social/ Professional 
Networking Site 

16% 
Post a comment 
on a weblog 

Source: Ipsos PAX Q3 2012 to Q2 2013.  10 markets excluding Tokyo. 

25% 
Access news, business/ 
financial news 
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Hong Kong 

4.4M  
air trips in P12M 

78%  
own an HDTV 

22%↑  
for ownership of  

luxury items 

25%↑  
increase for museum/  

art gallery visits 

260%↑  
for flying first/ business class  

for business trips 

Source: Ipsos PAX Q3 2012 to Q2 2013.  Hong Kong only. 
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Singapore 

46%↑  
have consumed alcohol  

in P4W 84% 
 took 1+ leisure trips  

in P12M 92%  
smartphone  

ownership 

19%↑  
for car ownership 

41%↑  
increase for  

live theater visits in P6M 

Source: Ipsos PAX Q3 2012 to Q2 2013.  Singapore only. 
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Media Consumption 
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Segment: Private property and car owners 

Education 

28% 

38% 

15% 

18% 

7,084 

4,489 

Household Income

Personal Income

Secondary & 
Below 

College 

Postgraduate 

Monthly Income & Investment 
(Average in USD) 

49% 51% 

Average age: 44 years 

 Mobile 28% 
 Online 58% 

Multimedia 

 Print 20% 
 TV 58% 

Gender & Age 

  
83% 

 As a citizen, it is important to 
contribute to the society 

Undergraduate 

Investment:    191,222 

Paying extra for quality Is worthwhile 

% strongly agree/ agree 

TV-Viewed any AP channels in the past 7 days 
Print – Average issue readership of  any regional publications 
Online – Visited any regional websites in the past 30 days 
Mobile – Visited any regional mobile sites/ apps in the past 30 days 

Source: Ipsos PAX Q3 2012 to Q2 2013.  10 markets excluding Tokyo.  Private property and car owners are defined as those who own 
either residential property or property for investment AND own a private car. 

  
75% 
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The power of regional media for targeting property and car owners 

Watched any AP 
channel (P7D) 

Not watched any 
AP channel (P7D) 

Read any regional 
print (AIR) 

Not read any 
regional print (AIR) 

Visited any TV 
websites/ mobile 
sites/ apps (P30D) 

Visited any Print 
websites/ mobile 
sites/ apps (P30D) 

6%

8%

10%

12%

14%

16%

18%

36% 38% 40% 42% 44% 46% 48% 50% 52% 54%

% of property & car owners 
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Source: Ipsos PAX Q3 2012 to Q2 2013.  10 markets excluding Tokyo.  Private property and car owners are defined as those who own 
either residential property or property for investment AND own a private car. 
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Segment: Financial investors 

Education 

25% 

41% 

17% 

18% 

8,152 

4,802 

Household Income

Personal Income

Secondary & 
Below 

College 

Postgraduate 49% 51% 

Average age: 44 years 

 Mobile 35% 
 Online 62% 

Multimedia 

 Print 23% 
 TV 58% 

Gender & Age 

Undergraduate 

Investment:    201.129 

  
83% Companies  & business should 

demonstrate corporate social 
responsibility 

It is important to have an 
international perspective   

73% 

Monthly Income & Investment 
(Average in USD) 

Source: Ipsos PAX Q3 2012 to Q2 2013.  10 markets excluding Tokyo.  Financial investors are defined as those who own stocks/ securities/  
bonds or have foreign currencies as an investment. 

% strongly agree/ agree 

TV-Viewed any AP channels in the past 7 days 
Print – Average issue readership of  any regional publications 
Online – Visited any regional websites in the past 30 days 
Mobile – Visited any regional mobile sites/ apps in the past 30 days 
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% of investors 
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The power of regional media for targeting financial investors 

Watched any AP 
channel (P7D) 

Not watched any 
AP channel (P7D) 

Read any regional 
print (AIR) Not read any 

regional print (AIR) 

Visited any TV 
websites/ mobile 
sites/ apps (P30D) 

Visited any Print 
websites/ mobile 
sites/ apps (P30D) 

45%

50%

55%

60%

65%

70%

25% 30% 35% 40% 45%

Source: Ipsos PAX Q3 2012 to Q2 2013.  10 markets excluding Tokyo.  Financial investors are defined as those who own stocks/ securities/  
bonds or have foreign currencies as an investment. * Figures used are top-2-box percentages. 
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Segment: Cultural explorers 

Education 

33% 

40% 

15% 

11% 

8,496 

5,191 

Household Income

Personal Income

Secondary & 
Below 

College 
Postgraduate 

49% 51% 

Average age: 42 years 

 Mobile 43% 
 Online 72% 

Multimedia 

 Print 32% 
 TV 65% 

Gender & Age 

Undergraduate 

Investment:    206,098 

  
80% 

 I care about environment protection 

Sometimes I like to treat myself to 
something special even if it's expensive   

65% 

Monthly Income & Investment 
(Average in USD) 

Source: Ipsos PAX Q3 2012 to Q2 2013.  10 markets excluding Tokyo.  Cultural explorers are defined as those who have taken at least 2 international 
trips in the past 12 months and strongly agree/ agree with "I am interested in exploring more about the culture of other countries" 

 

% strongly agree/ agree 

TV-Viewed any AP channels in the past 7 days 
Print – Average issue readership of  any regional publications 
Online – Visited any regional websites in the past 30 days 
Mobile – Visited any regional mobile sites/ apps in the past 30 days 
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% of cultural explorers 

 

I P
re

fe
r 

To
 B

e
 A

 L
e

ad
e

r 
O

f 
A

 G
ro

u
p

 R
at

h
e

r 
Th

an
 A

 F
o

llo
w

e
r*

 

The power of regional media for targeting cultural explorers 

Watched any AP 
channel (P7D) 

Not watched any 
AP channel (P7D) 

Read any regional 
print (AIR) 

Not read any 
regional print (AIR) 

Visited any TV 
websites/ mobile 
sites/ apps (P30D) 

Visited any Print 
websites/ mobile 
sites/ apps (P30D) 

38%

42%

46%

50%

54%

58%

62%

12% 16% 20% 24% 28% 32% 36%

Source: Ipsos PAX Q3 2012 to Q2 2013.  10 markets excluding Tokyo.  Cultural explorers are defined as those who have taken at least 2 international 
trips in the past 12 months and strongly agree/ agree with "I am interested in exploring more about the culture of other countries".  * Figures 

 used are top-2-box percentages. 

 



31 31 

Multi-platform content consumption for TV 

Source: Ipsos PAX Q3 2012 to Q2 2013.  11 markets total.  Any AP Channels is based on P7D viewership; Any TV Website and Any TV Content via 
Mobile are based on P30D consumption. 

Net of All Platforms: 47.2% 

 

Any AP Channels 
43.3% 

Any TV Website 
11.2% 

Any TV Content  
via Mobile 

5.8% 
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Multi-platform content consumption for Print 

Source: Ipsos PAX Q3 2011 to Q2 2012.  10 markets excluding Tokyo.  Any Regional Print is based on AIR; Any Print Website and 

Any Print Content via Mobile are based on P30D consumption. 

Any Print Website 

Any Print Content 
via Mobile 

Any Regional Print 
16.6% 

9.8% 
4.8% 

Net of All Platforms: 23.7% 
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More fun in a captive environment 

  

3,154 

2,585 

3,013 

3,493 3,575 

Q2 '09 Q2 '10 Q2 '11 Q2 '12 Q2 '13

Source: Ipsos PAX Q3 2012 to Q2 2013.  10 markets excluding Tokyo.  Figures shown in chart are number of people who 

consume inflight entertainment in an average trip (in '000). 

5%↑ 
inflight magazine reading vs. past year 
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The revamp of PAX 
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Potential respondents are highly elusive 
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And the way people consume media is changing, too. 
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85% have used mobile applications in the past month 

Source: Ipsos PAX Q3 2012 to Q2 2013.  10 markets excluding Tokyo.  Based on all respondents. 
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Revamp is essential 

Hybrid methodology; introducing online 

Multi-platform media brand consumption 

2 database releases each year 
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The Ipsos Affluent and Elite portfolio 

The Affluent Survey offer powerful and detailed insights into the highest 

earning and spending individuals across 51 countries.  

Collectively they represent the most important consumers of a wide range of 

goods and services. 
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The Ipsos Affluent and Elite portfolio 

The Business Elite Survey offers a window into the highest reaches of the corporate 

world across 36 countries.  

It helps marketers communicate with this disproportionately important group of people, 

whose power in the boardroom and as consumers of travel, luxury goods and personal 

financial services is unparalleled.  
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Thank you for your continued support! 

http://www.nhk.or.jp/daily/english/index.html
http://rt.com/
http://maxusglobal.com/
http://www.phdnetwork.com/default.aspx
http://www.businessweek.com/articles/2013-08-29/to-a-chinese-scrap-metal-hunter-americas-trash-is-treasure
http://www.businessweek.com/articles/2013-08-29/to-a-chinese-scrap-metal-hunter-americas-trash-is-treasure
http://advertising.microsoft.com/en-us/home

