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Robust domestic dema
accommodative monetary policies,
rapid credit growth and the rebound

of capital inflows since the latter
half of 2012 are key drivers
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Fast-track Asia: estimated ad “'*?GalNDoNEsm
expenditure of 10% in 2013, |
followed by 10%-11% annual

growth in 2014 and 2015
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Source: ZenithOptimedia, Advertising Expenditure Forecasts April 2013.



THE AFFLUENT

continued with their
upscale lifestyle

Ipsos MediaCT




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.
Ipsos MediaCT
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Embracing the altitudes

14.4M

international air trips in the past year .
' - -

: \ r— % .
Tokyo. Fi wn in chart are imti al air thips (in '000).
s (0

res %
‘J'% j F - Ipsos\\

Source: IpSOSEPAX Q3 2012 to Q2 2013. 10§markets excltieh



13%

compared to 2012

An all time high for the past 5 years

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




They don't just work hard ...

%

international air trip

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

Source: Ipsos PAX Q3 2012 to Q2 2013. 10 markets excluding ISt PS i (in '000).
Ipsos MediaCT : @




68%

ownh a private car

17% plan to buy one
over the next 12 month

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




33%

Source: Ipsos PAX Q3 2012 to Q2 2013. 10 markets excluding
Tokyo. Fine jewelry or watches of USD 1,000+ included.

Ipsos MediaCT
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Born with a shopping gene

"l enjoy the fun of shopping"

53%
R

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




Ownership of luxury products

Net ownership of all luxury products monitored:

04%

[/ \P

* 45%

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




A million reasons to raise a glass. Or more.

e: Ipsos PAX Q3 2012 to Q2 2013. 10 markets excluding Tokyo.
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Sparing time to keep fit/ keeping abreast of games

0O/ have watched/
76 A) read about/ attended sports

93% 87% 80%

Jakarta Australia India

e 9@

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




Young affluents are career-minded

7 4(y ready to put in extra effort
0 to meet career goals

81%

™
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Age 25-34 Age 35-44 Age 45-54 Age 55-64
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Source: Ipsos PAX Q3 2012 to Q2 2013. 10 markets excluding Tokyo. Figures shown are top-2-box percentages.
Ipsos MediaCT M




And eager to broaden their horizon

0/ Interested In furthering
5 1 A) their education

‘,ﬁ

& e
—_—
4&//
NS
| (¢

48% 44%

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

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




to Q2 2013. 10 mx
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What's hot these days

o Ownership % - 2013 o Ownership % - 2012

+37% +66% +47%
DD
a

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




Regular activities via mobile devices

N aro @

S 25% [ 77%
ccess news, business

= financial news SMS texting

- s A
O 33% P N ) ® 39%
A Uplqad Photos MMS / Picture
or Videos Messaging

32% VL 4
Access/ Update R
Social/ Professional \ - 0 X * 50%

. @ Netwo rking Site e ) Email

Igt.)gz:yg)mment " 42%

on a weblog gﬂhjgsggil:gtant

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




air trips in P12

22%1

nership o
‘”.‘em. -

f

for flying first/ business class
for business trips

Source: Ipsos




46%
g! NUMBER ‘7 .
S
3

have consumed alcohol . VR
in PAW h N e 84%
- t:ok 1+ leisure trips
o in P12M
. 9% 1

for car ownership

‘.‘

41% 1T

incr for
live theateaisits in P6
-

Source: Ipsos PAX Q3 2012 to Q2 2013. Singapore onK/.‘-'




edia Consumption

Ipsos MediaCT
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Segment: Private property and car owners

Gender & Age Education Monthly Income & Investment

(Average in USD)

49% 51%

Average age: 44 years

Household Income
Personal Income

Investment: 191,222
Mobile 28%

Online 58%
Print 20%
TV 58%

i o 83%
As a citizen, it is important to
contribute to the society

Multimedia

75%

Paying extra for quality Is worthwhile T C —

% strongly agree/ agree

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.

. TV-Viewed any AP channels in the past 7 days
|pSOS MediaCT 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




The power of regional media for targeting property and car owners

18% - Read any regional
Visited any TV print (AIR)
] websites/ mobile
16% - sites/ apps (P30D) o

. J

Visited any Print
websites/ mobile
12% - sites/ apps (P30D)

Watched any AP
hannel (P7D)

Not watched any

Household income USD 12,500+

10% - AP channel (P7D)
8% -
Not read any
regional print (AIR)
6% T T T T T T T T 1
36% 38% 40% 42% 44% 46% 48% 50% 52% 54%

% of property & car owners
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.

Ipsos MediaCT M




Segment: Financial investors

Gender & Age Education Monthly Income & Investment
(Average in USD)

1% Household Income

5
v \
17%
Personal Income
College

Average age: 44 years Investment: 201.129

49%

Mobile 35%
Online 62%
Print 23%
TV 58%

Companies & business should 83%

demonstrate corporate SoCial y—C—
responsibility

Multimedia
73%

It is important to have an p
———_ e m——,.

international perspective

% strongly agree/ agree

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.
. TV-Viewed any AP channels in the past 7 days
|pSOS MedlaCT Print — Average issue readership of any regional publications M
Online — Visited any regional websites in the past 30 days
Mobile — Visited any regional mobile sites/ apps in the past 30 days




The power of regional media for targeting financial investors

70% - Visited any Print

websites/ mobile

sites/ apps (P30D)
©
- 9
S Watched any AP
= hannel (P7D) Visited any TV O
o * . .
= % 60% - v.veb5|tes/ mobile
-%o ?‘; sites/ apps (P30Dliead any regional
@ ' Not read any print (AIR)

D . .
g 5 55% - regional pri IR)
Y <
>
=
[}
'-g 0,
= 50% -
- Not watched any
AP channel (P7D)
45% . . . .
25% 30% 35% 40% 45%

% of investors
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.

Ipsos MediaCT M




Segment: Cultural explorers

Gender & Age Education Monthly Income & Investment
(Average in USD)

Sec

Household Income

L J \
F ll College

Average age: 42 years

Personal Income

Investment: 206,098

Mobile 43%
Online 72%
Print 32%
TV 65%

80%
| care about environment protection SEE—————————. C —

Multimedia

Sometimes | like to treat myself to 65%
something special even if it's expensive %

% strongly agree/ agree

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"
. TV-Viewed any AP channels in the past 7 days
|pSOS MediaCT Print — Average issue readership of any regional publications M
Online — Visited any regional websites in the past 30 days
Mobile — Visited any regional mobile sites/ apps in the past 30 days




The power of regional media for targeting cultural explorers

Visited any Print

62% -
websites/ mobile
_ sites/ apps (P30D) o
£  58% - Watched any AP
E hannel (P7D) o
S Visited any TV
8 % 54% - websites/ mobile 0
g2 sites/ apps (P30D)
O .
] % 50% - Read any regional
R 0 Not read any .
S . . print (AIR)
3 c regional print (AIR)
< 2
@ 46% -
2
= Not watched any
E‘ 42% - AP channel (P7D)
38% . . . . . .
12% 16% 20% 24% 28% 32% 36%

% of cultural explorers

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

Ipsos MediaCT used are top-2-box percentagE



43.3%

Any AP Channels

11.2% 15 gy

AR €bsIte Any TV Content

pr— ((«((@)»») Vi(z(((( :\S»,;)ge

Net of All Platforms: 47.2%

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.

Ipsos MediaCT lp‘g




16.6%
Any Regional Print 9 : 8 %

Any Print Website

4.8%

Any Print Content
via Mobile

(0)

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.

Ipsos MediaCT

o



PAX

8%

Inflight magazine reading vs. past year

> g

Source: Ipsos PAX Q3 2012 to Q2 2013. 10 markets excluding Taky .'W are number of people who

consume inflight entertainment in an average trip (in 'Q00).







Potential respondents are highlyeI_USivé e =
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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. GLDBHL .

Collectively they represent the most important consumers of a wide range of
goods and services.

RsikERCIFC @

st east &

WPE0S AFFLUENT SURVEY

LATIN AMERICA

Ipsos MediaCT




The Ipsos Affluent and Elite portfolio

The Business Elite Survey offers a window into the highest reaches of the corporate
world across 36 countries. EETEI’:E"BTI'. 000

-'«'lctll-um:l Business Insghts barvey

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.

IP505 BUSINESS ELITE SURVEY

_-—— BE:EUROPE </

Media and Business insights Swervey

BE:USA

Media and Business insights Swrvey

IPSOS. BUSINESS ELITE SURVEY

BE:ASIA

Media and Business Insights Survey

s @

Mwdla andl Buzinez: Insights Survey

SASTRALIA D

Media and Business insights Survey

Ipsos MediaCT




Thank you for your continued support!
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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

