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QUANTUM THEORY APPLIES TO MEDIA RESEARCH

Media can no longer be defined by
classical monodirectional verticals.

Each touchpoint is part of a
probability cloud and only turns
real when accessed by the
consumer.

Ip Ipsos Connect



NOWADAY'S CONTEXT

Changing
business
dynamics

Shapin
behgvigrs,
expectations

Increasing
brands
challenges

Across
multiple
Interraces

FROM PRODUCTS AND
SERVICES TO CONNECTION
AND INTERMEDIATION

FROM MASS PRODUCTION
TO MASS
INDIVIDUALIZATION

4in5

CEOS THINK THE
PRODUCTION
TECHNOLOGIES THEIR
COMPANIES USE WILL
CHANGE IN THE NEXT
FIVE YEARS

HIGHER DEMAND FOR TRUST
AND TRANSPARENCY

ONLINE IMPATIENCE AND
IMMEDIATISM

MORE SENSITIVE TO ANYTHING
THAT COULD DISRUPT
EXPERIENCE

2 seconds

DELAY IN AN E-
COMMERCE
TRANSACTION CAUSES
25% INCREASE IN
SHOPPING CART BEING
DISCARDED

MORE CLUTTER — ENORMOUS
QUANTITY OF CONTENT AND
BRANDED STIMULI EVERYDAY
LESS ATTENTION

LESS VIEWABILITY

-9 %

DROP IN RECALL OVER
THE PAST 2 YEARS IN USA

MULTISCREEN AS THE
DOMINANT BEHAVIOR

SMARTPHONE SCREEN AS
THE KEY PARAMETER,
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INTERNET USERS
DECLARED TO ACCESS
WEB PRIMARILY VIA
MOBILE ALREADY IN
2016




And, the best way to cut throug
creating more clutter

“We eventually concluded that
while the world was getting
louder, all we were doing was
adding to the noise. We decided to
step up our game and give consumersthe

¢ ”
experience they deserve...
Marc Pritchard, P&G's global Chief Brand Officer,




WE MUST RECONSIDER THE ADDED-VALUE OF OUR MEDIA CHOICES

Be where At the

your target .
Is and be right

heard moment

Be Surround Consider
your target quantity
at different but also

] touch quality of
impactful points contact

relevant
and




WE MUST RECONSIDER THE ADDED-VALUE OF OUR MEDIA CHOICES

Audience OTS and
profiling Recognition

Value
Reach
and
Affinity

Elevate
Creativity
standards




OUR MISSION

UNDERSTANDING
BRANDS, MEDIA,
CONTENT AND
COMMUNICATION
AT THEIR POINT
OF IMPACT WITH




QUANTUM THEORY APPLIES TO MEDIA RESEARCH

.

Reality is mel

albeit a

Ipsos Ipsos Connect







STAY TUNED

We are surveying the

Industry as we speak.

We want to know
what is keeping you
awake at night.

More to come in
Q1 2018 ...
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Prominent signs of positivity

2013 2014 2015 2016 2017
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Source: International Monetary Fund, World Economic Outlook Database, ""'
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Opportunities for education heightened

2015

SR

Source: Gross Enrollment Ratio in Tertiary Education, 2015 vs. 1997.



Digital/
terrestri Direct TV/
al v marketing Cinema

In game

. . Online
advertising

Online Video
Direct radio

marketing Analogue

. radio
Micro

blogging

Posters/

A ted .
ugmente Billboards

Direct reality

Social marketing
networking

profiles
Search

ads

Sponsorship

Direct Homepage

. marketing takeovers
Email

marketing

The repertoire of media
Online touchpoints used to be
a lot simpler...

Direct
marketing

Digital

Direct
Billboards

marketing

Ipsos
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To the point where majority can no longer live without it

q cannot imagine life
without the internet?

% agree
©n x
India China

12% 77%

Source: Ipsos Mega Trends Report, Mar 2017.

Indonesia

76%

74
IS &
X \ N

Australia South Korea Japan

75% 74%  62%

Ipsos



of global internet
USers say access
to the web should
be a “basic
human right”

Source: Ipsos Mega Trends Report, Mar 2017.
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Asia to dominate the world’s most powerful economies

($)52% @ 64%

Source: PWC. 2050’s figure is the projected Global Gross Domestic Product (GDP) in Purchasing Power Parity (PPP) terms (USD bn at constant 2016 values) of Asian economies
amongst the top 10 most powerful economies in the world.
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Affluent Asia

2 decades of surveying the region's top
. 20% income earners and influencers
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A quick recap on the currency study’s background

Fieldwork since 1997

11 markets in APAC;
universe of 20.6M

Affluent aged 25-64

Device agnostic and
mixed methodologies

- Annual rolling results
(top 18%) released semi-annually




Meet Emma Cheung, our respondent
Kl

Home Find Friends

Emma Cheung Q ( - Emma

Emma Cheung

Timeline About Friends Photos More ~

- s * . " +
What did you study in undergraduate school at # Make Post | (@ Photo/Video | B¢ Live Video v Lile Event

City University of Hong Kong?

§

Photo/Video Feeling/Activity “oe

) intro

+ Where would you like to visit? O

(4! Lives in Shanghai
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- 2017: a year of continued dedica

24,250 complete interviews
: 76% completing online;

fully online by end of 2018

23 nins average interview length



Trusted by the industry today ... starting with 3 clients in '97

BIB|C
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StarWorld

.

Y

CNBC

NATIONAL
MINDSHARE‘ GEOGRAPHIC ~ NHK WORLD
CHANNEL



http://www.nhk.or.jp/daily/english/index.html
http://maxusglobal.com/
http://www.phdnetwork.com/default.aspx
http://www.mediacom.com/
http://www.dentsu.com/
http://www.foxsports.com/

20 years of evolution ... 1997

1t release in 7 SEA markets

2004 * Japan and Australia

incl
e Australia (Melbourne) (Sydney) included 2000 1999
included * Continuous tracking S. Korea included India included
* 2008 | 2013
Digital audience measurement available Multi-platform content consumption

P

2016 ° Expanded coverage
* More robust sample size

/2014

Introduced
online interviews

ﬁ&%

China included

* Device agnostic




Desktop used to be a desired item in 1997...

1997 2017
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11% 44% 56% 713%




And mobile phone too ...

1997

Source: Ipsos Affluent Asia 1997 and Q2 2017







A new product targeting the mass affluent

_ AA Eligible
D (Top 18% of society)

Mass Affluent Eligible

a (Top 50% of society)
"‘ oo A . >

Covering the
top 50% of society




Topics ofmveopz - il

Mass Affluent empowers you with insights ...

QIR pRnership ! Brand relationships
g and usage
E Media engagement Multi-platform media
consumption

-—‘f =

Consumer behavior by category and brand level granularity
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Lifestyle, attitudes and
leisure activities

Demographics and
psychographics
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The Significance
of the Affluent

The Media and Brand Expression Research Specialists
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400/ Residential properties are not
0 affordable nowadays
> T have other properties
Do not seem to save enough RN 30 :
32%for property down payment Fd 2% 1 /Oas Investment
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% ~ total annual spending on leisure travel
Y. : |s centrlbuted by the Afflua:i
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Source: Ipsos Affluent Survey Asia Pacific. Q3 2016 to Q2 2017. Among all respondents in Hong Kong.
Ipsos Media Atlas Hong Kong. Q3 2016 to Q2 2017. Among all respondents aged 25 to 64 in Ki
Figure shown is the percentage of difference for the consumption of alcohol within the past 4 weeks.



Marketers need an affluent strategy

Gaming P First/ business
p “ class travel -

Tailored , 4 w )’

fashionf/ /

4K televigigj_n_

Orchestral
- performances

High end
automobile



Affluent Asia: a tool for many upscale brands and more ...
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Perception vs.
Reality
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We don’t see things as they are,
we see them as we are.

Anais Nin

Ipsos



Affluent are di:
advertising.



Ad impact more prominent on the affluent

QL
b ey
+43% +2 7% +18%

Is an ad people will |s for people like me Is believable
talk about

cts on the Financial Services category. Comparison is based on affluent vs. non-affluent respondents exposed to the same advertising materials.



You should put
investment int



Traditional consumption methods are still the mainstream

Traditional methods

Traditional and digital

methods only

Digital only

ﬁSZ

Source: Ipsos Affluent Asia Q2 2017
Consumed international TV and Print brand in the past 30 days excluding social media



Total TV reach enhanced by digital

TV:
® ®

l_l Digital: l_l Digital: r | Digital:
Int’l News Channels Int’l Documentary Channels Int’| Entertainment Channels
Combined Reach: Combined Reach: Combined Reach:

41% 41% 21%

ﬁ53

Source: Ipsos Affluent Survey Asia Pacific. Q3 2016 to Q2 2017. Among all respondents for 10 markets excluding China.
Combined reach refers to nett of past 7 days viewership and past 30 days digital reach.



Similar for print as well

Digital: Digital:
[] |

=D
Print; < > Print;
v

Int’l Dailies Int’l Weeklies
Combined Reach: Combined Reach:

13% 18%

Source: Ipsos Affluent Survey Asia Pacific. Q3 2016 to Q2 2017. Among all respondents in 10 markets excluding China.
Combined reach refers to nett of average issue readership and past 30 days digital reach.

F

1

%

Int’l Monthlies
Combined Reach:

25%

Digital:

Print;

=>

554



Your biggest
pioneers of dig



Digital pioneers are not necessarily big spenders

TV and Print +
% TV and Print Only Digital Digital Only

nersona prods ANy 0 AR 5 A |

personal products

Own 3+ financial products 415 56 40

Own 3+ upscale - 36 - 48 -' 30

household products

Took business/ first class
for international trips

38 20 4

Source: Ipsos Affluent Survey Asia Pacific. Q3 2016 to Q2 2017. 10 markets excluding China.
Amongst those who consumed international TV and Print brands in the past 30 days excluding social media.



Affluent consu
homogenous ¢



“l feel financially secure”
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Iue‘the elements of high quality and exclusivity as
, ted by luxury products”
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Affluent
Consumers in
China
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10 markets

Gender Age Gender Age

25-34 y.o. 35% 25-34 y.o. 30%
35-44 y.o. 36% 35-44 y.o. 30%
. 45-54 y.o. 19% 45-54 y.o. 29%

55-64 y.o. 10% 55-64 y.o. 12%

0 0 0 0
58% 42% Average: 40 y.o. 46% A Average: 42 y.o.

Working Status : Marital Status Working Status ®  Marital Status

Single/Divorced/Widowed Single/Divorced/Widowed
(w/ children) (w/ children)

92% . Single/Divorced/Widowed 79% Single/Divorced/Widowed
full time (w/o children) full time (w/o children)
workers Married w/ Children workers b Married w/ Children

Married w/o Children Married w/o Children

Education Average monthly income Education Average monthly income
78% (USD) (USD)

Household income 4,101 6%

6% Household income 5,185

Personal income 2,441 Personal income 3,015

College or  University- University-Post College or  University-  University-Post
below Under graduate  graduate below Under graduate graduate

14% 7%

Source: Ipsos Affluent Survey Asia Pacific; Q3°16\to2°17; amongst all'réspondents.



ONSUMEer.
Electronics/

pof@m Skincare/ COSmeti
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Financial product ownership

Property you are living in Pension scheme

Stocks/ securities/ bonds Life insurance

Privilege/priority Unit trust fund/ mutual
banking account fund

Foreign currencies as Offshore accounts for
an investment investment purposes

. China .¥ 10 ma’
Average value of investment (USD)

* - 269,336 vs. 232,953

o

n=2,240 in total ‘ China 10 markets

Beljing, Shanghali,
Guangzhou, Shenzhen

Source: Ipsos Affluent Survey Asia Pacific; Q3’16 to Q2’17; amongst all kespondents.




In China sa
‘constantly
screens these

Source: Ipsos Mega Trends, March 2017.



Higher reach enabled by cross platform consumption

Digital:

Digital: DI:|I:| DI:|I:|

.,

Int’l News Channels Int’l Documentary Channels Int’| Entertainment Channels

Combined Reach: Combined Reach: Combined Reach:

37% 38% 46%

ﬁ67

Source: Ipsos Affluent Survey Asia Pacific; Q3’16 to Q2’17; amongst all respondents in China.
Combined reach refers to the nett of past 7 days viewership and past 30 days digital reach.



A digital strategy is essential for print

Digital:
[] |

Digital:
|:| |

Print;

Print:

© 4
© &

Int’l Dailies Int’l Weeklies
Combined Reach: Combined Reach:

20% 25%

Source: Ipsos Affluent Survey Asia Pacific; Q3’16 to Q2’17; amongst all respondents in China.
Combined reach refers to the nett of average issue readership and past 30 days digital reach.

Digital:
|:| |

Print;

o A

Int’l Monthlies
Combined Reach:

36%

&68



Key Takeaways
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Key takeaways

~~\
»

* Asia Pacific will dominate the world’s most powerful economies.

* Essential to have a strategy to target the affluent and Affluent Asia is
definitely a tool you should have at your fingertips.

* There is desire for international content amongst affluent consumers in
China. Include digital to maximize your reach.

* We've looked into quite a few assumptions and can conclude that:

* Affluent consumers are not homogenous across markets but are very
engaged with advertising.

* Pioneers of digital are not necessarily the biggest consumers. TV and
print still have a role to play so not all advertising investment should be
put into digital.

Ipsos



Thank you.

Ipsos Connect

The Media and Brand Expression Research Specialists




