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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. 
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NOWADAY’S CONTEXT

Changing 
business 
dynamics

FROM PRODUCTS AND 
SERVICES TO CONNECTION 
AND INTERMEDIATION

FROM MASS PRODUCTION 
TO  MASS 
INDIVIDUALIZATION

4 in 5

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

Shaping 
behaviors, 
expectations

2 seconds

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

HIGHER DEMAND FOR TRUST 

AND TRANSPARENCY

ONLINE IMPATIENCE AND 

IMMEDIATISM

MORE SENSITIVE TO ANYTHING 

THAT COULD DISRUPT 

EXPERIENCE

Increasing 
brands 
challenges

-9 %

DROP IN RECALL OVER 
THE PAST 2 YEARS IN USA

MORE CLUTTER – ENORMOUS 

QUANTITY OF CONTENT AND 

BRANDED STIMULI EVERYDAY

LESS ATTENTION

LESS VIEWABILITY

Across 
multiple 
interfaces

9 in 10

INTERNET USERS 
DECLARED TO ACCESS 
WEB PRIMARILY VIA 
MOBILE ALREADY IN 
2016

MULTISCREEN AS THE 

DOMINANT BEHAVIOR

SMARTPHONE SCREEN AS 

THE KEY PARAMETER,

SOURCES: PWC 2016/ Brand Perfect/ E-Marketer/ Ipsos own data 2016
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And, the best way to cut through the clutter is certainly not by 

creating more clutter
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WE MUST RECONSIDER THE ADDED-VALUE OF OUR MEDIA CHOICES

(Truly) 

know

your 

target

Be where 

your target 

is and be 

heard

At the 

right

moment

Be 

relevant

and 

impactful

Surround

your target 

at different 

touch 

points

Consider 

quantity 

but also 

quality of 

contact
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WE MUST RECONSIDER THE ADDED-VALUE OF OUR MEDIA CHOICES

Audience 

profiling
OTS and 

Recognition
Receptivity

Elevate 

Creativity

standards

Multi-

Media

Value 

Reach

and

Affinity
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OUR MISSION

UNDERSTANDING 

BRANDS, MEDIA, 

CONTENT AND 

COMMUNICATION 

AT THEIR POINT 

OF IMPACT WITH

PEOPLE
MEDIACONTENT

COMMSBRANDS
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QUANTUM THEORY APPLIES TO MEDIA RESEARCH



© 2016 Ipsos. All rights reserved. Contains Ipsos' Confidential and Proprietary information 

and may not be disclosed or reproduced without the prior written consent of Ipsos.

12



© 2016 Ipsos. All rights reserved. Contains Ipsos' Confidential and Proprietary information 

and may not be disclosed or reproduced without the prior written consent of Ipsos.

13

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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20 Years in APAC
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2017

?
2017

?

Curse of unlucky seven

2007 
Global 

Financial 
Crisis

1997
Asian 

Financial 
Crisis
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HSI (HK) PCOMP (PH) FBMKLCI (MY) SENSEX (IN) KOSPI (KR) SSE50 (CN)

SET (TH) JCI (ID) STI (SG) TWSE (TW) ASX (AU)

Source: Bloomberg Markets

Prominent signs of positivity
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Source: International Monetary Fund, World Economic Outlook Database, October 2017

Population grew more than a quarter in 20 years

Source: International Monetary Fund, World Economic Outlook Database, October 2017.  Figures shown are persons in million.

3,588 4,504

1997 2017
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Source: International Monetary Fund, World Economic Outlook Database, October 2017.  Figures in USD.

GDP per capita more than doubled within 2 decades

2,585

6,615

1997 2017
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Opportunities for education heightened

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

1997

33%

2015

47%
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The repertoire of media 
touchpoints used to be 
a lot simpler…

NOW

Digital/ 
terrestri

al TV

Online 
radio

Digital 
radio

Online 
Video

Satellite 
TV

Search 
ads

MicrositesPR
Direct 

marketing

Direct 
mail Direct 

marketing

Email 
marketing

Homepage 

takeovers
Direct 

marketing

Online 
banners

Digital 
Billboards

Press

Augmented 
reality

Cinema
Viral 

Video

Analogue 
radio

Sponsorship

Direct 
marketing

Direct 
marketing

Micro 
blogging

Mobile 
phone aps

Social 
networking 

profiles

In game 
advertising

1980s

TV/ 
Cinema

Direct 
marketing

Posters/ 
Billboards

Radio

Press
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Increasing connectivity as infrastructure modernizes …

Source: International Telecommunications Union and Internet World Stats.  Markets included in the comparison are: Australia, China, Hong Kong, India, Indonesia, Japan, 
South Korea, Malaysia, Philippines, Singapore, Thailand and Taiwan.

1997

5%

2015

70%



23Source: Ipsos Mega Trends Report,  Mar 2017.

To the point where majority can no longer live without it

China IndonesiaIndia South Korea JapanAustralia

72% 77% 76% 75% 74% 62%

I cannot imagine life 
without the internet

% agree
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Source: dfasdfasdfsdfasdfSource: Ipsos Mega Trends Report,  Mar 2017.
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Source: World Competitiveness Yearbook; IMD (Institute for Management Development).

Improved world competitiveness ranking

1997

Ranking

2017

Ranking

Increase in 

Ranking

27 18 +9

18 14 +4

31 27 +4

3 1 +2

30 29 +1

China

Hong Kong

South Korea

Thailand

Taiwan



26Source: 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.

Asia to dominate the world’s most powerful economies

52% 64%

2016 2050



20 Years of 
Affluent Asia
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Affluent Asia
2 decades of surveying the region's top 
20% income earners and influencers



A quick recap on the currency study’s background

(top 18%)

A
ff

lu
en

t 
A

si
a

Annual rolling results 
released semi-annually

Device agnostic and 
mixed methodologies

Fieldwork since 1997

Affluent aged 25-64

1997

11 markets in APAC; 
universe of 20.6M



Meet Emma Cheung, our respondent

Emma Cheung

EmmaEmma Cheung

Shanghai
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Source: dfasdfasdfsdfasdf

New slide …

24,250 complete interviews

1

76% completing online; 
fully online by end of 2018

23 mins average interview length

2017: a year of continued dedication and commitment
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Trusted by the industry today … starting with 3 clients in ’97

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/
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20 years of evolution …
1st release in 7 SEA markets

1997

S. Korea included
2000

India included

1999
• Japan and Australia 

(Sydney) included

• Continuous tracking

2002

• Australia (Melbourne) 
included

2004

Digital audience measurement available

2008
Multi-platform content consumption

2013

Introduced 
online interviews

2014

• Expanded coverage

• More robust sample size

• Device agnostic

2016
China included

2017
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Desktop used to be a desired item in 1997…

Source: Ipsos Affluent Asia 1997 and Q2 2017

1997 2017

44%11% 73%56%
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And mobile phone too …

Source: Ipsos Affluent Asia 1997 and Q2 2017

90%46%

1997 2017



Rising importance of the Middle Class

57%36%

2015 2030

Source: Global Economy and Development by Brookings.  Figures shown are the share of Asia Pacific’s middle class spending vs. the world.



Mass Affluent Eligible 
(Top 50% of society)

A new product targeting the mass affluent

AA  Eligible
(Top 18% of society)

Covering the 
top 50% of society



Different topics of investigations to fit your needs

Multi-platform media 
consumption

Brand relationshipsProduct ownership 
and usage

Lifestyle, attitudes and 
leisure activities

Demographics and 
psychographics

Mass Affluent empowers you with insights …

Consumer behavior by category and brand level granularity

INSURANCE

FINANCIAL SERVICES

ALCOHOL

COSMETICS

AUTOMOBILE

MOBILE PHONES

BEVERAGES

OTC APPAREL

ACCESSORIES

PERSONAL CARE

TRAVEL

Media engagement

Topics of investigation



The Significance 
of the Affluent



Big earners are big owners …

7
11

16

22

45

Lowest 
Quintile

2nd

3rd

4th

Highest 
Quintile

Source: The World Bank up to 2015.  Data for all countries combined in Asia Pacific.  

Income Quintiles Wealth Distribution (%)
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Source: dfasdfasdfsdfasdf

40%

32%

Residential properties are not 

affordable nowadays

Do not seem to save enough 

for property down payment

54%

13%

own private property

have other properties 
as investment

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 Hong Kong.
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Source: dfasdfasdfsdfasdf

Car: AA vs. MA

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 Hong Kong.
Figures shown in the chart are the ownership of private cars in household.

16%

40%

General 

Population

Affluent 

Asia



43Source: 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 Hong Kong.

52%
total annual spending on leisure travel 

is contributed by the Affluent



44
Source: dfasdfasdfsdfasdf

More appreciation for fine alcohol

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 Hong Kong.
Figure shown is the percentage of difference for the consumption of alcohol within the past 4 weeks.

+43%
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Marketers need an affluent strategy

Tailored 

fashion
4K television

Whisky and 
champagne

First/ business 
class travel

Gaming

Luxury 
watches 
and jewelry

High end 
automobile

Orchestral 
performances
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Affluent Asia: a tool for many upscale brands and more …



Perception vs. 
Reality



We don’t see things as they are, 
we see them as we are.

Anais Nin
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#1
Affluent are disengaged from 
advertising.
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Ad impact more prominent on the affluent

Source: Ipsos projects on the Financial Services category.  Comparison is based on affluent vs. non-affluent respondents exposed to the same advertising materials.

+43% 
Is an ad people will 

talk about

+27% 
Is for people like me

+18%
Is believable
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#2
You should put all your advertising 
investment into digital.
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Traditional consumption methods are still the mainstream

Source: Ipsos Affluent Asia Q2 2017

42.2%
Traditional 

methods only

37.5%
Traditional methods 

and digital

2%
Digital only

Consumed international TV and Print brand in the past 30 days excluding social media
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Int’l News Channels

Combined Reach: 

41%

Int’l Documentary Channels 

Combined Reach: 

41%

Int’l Entertainment Channels

Combined Reach: 

21%

Source: Ipsos Affluent Survey Asia Pacific.  Q3 2016 to Q2 2017.  Among all respondents for 10 markets excluding China.

Total TV reach enhanced by digital 

Digital:

21%

Digital: 

9%

Digital: 

4%

Combined reach refers to nett of past 7 days viewership and past 30 days digital reach.

TV: 38% TV: 19%TV: 35%



54Source: Ipsos Affluent Survey Asia Pacific.  Q3 2016 to Q2 2017.  Among all respondents in 10 markets excluding China.  

Int’l Dailies

Combined Reach: 

13%

Int’l Weeklies

Combined Reach: 

18%

Int’l Monthlies

Combined Reach: 

25%

Similar for print as well

Combined reach refers to nett of average issue readership and past 30 days digital reach.

Print:

5%

Print: 

12%

Print: 

19%

Digital: 
13%

Digital: 
16%

Digital: 
12%
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#3
Your biggest consumers are the 
pioneers of digital.
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Digital pioneers are not necessarily big spenders

Took business/ first class 

for international trips

Own 3+ upscale 
household products

Own 3+ upscale 
personal  products

Own 3+ financial products

TV and Print Only
TV and Print + 

Digital Digital Only%

Amongst those who consumed international TV and Print brands in the past 30 days excluding social media.

66 75 71

45 56 46

36 48 30

8 20 4

Source: Ipsos Affluent Survey Asia Pacific.  Q3 2016 to Q2 2017.  10 markets excluding China.  
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#4
Affluent consumers are 
homogenous across markets.
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Source: Ipsos Affluent Asia Q2 2017

% of strongly agree/ agree

“I feel financially secure”

42%

62%

Singapore Hong Kong
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Source: Ipsos Affluent Asia Q2 2017

Hongkongers own more financial products

Stocks/securities/bonds

Foreign currencies as an 
investment

61%

Singapore Hong Kong

71%

20% 35%
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“I value the elements of high quality and exclusivity as 
demonstrated by luxury products”

Source: Ipsos Affluent Asia Q2 2017

% of strongly agree/ agree

43% 37%

Singapore Hong Kong
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Source: Ipsos Affluent Asia Q2 2017

US$1000+ per item

Singaporeans own more luxury products

Singapore Hong Kong

Quality/designer clothes 
& leather goods

JewelleryLuxury watch

39%

31%

49%

40%

51%

44%



Affluent 
Consumers in 
China
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Profile

58% 42%

Age

25-34 y.o. 35%

35-44 y.o. 36%

45-54 y.o. 19%

55-64 y.o. 10%

Gender

Marital Status

Average: 40 y.o.

Working Status

Education Average monthly income 
(USD)

Household income 4,101

Personal income 2,441

China

4%

12%

78%

7%

Single/Divorced/Widowed 
(w/ children)

Single/Divorced/Widowed 
(w/o children)

Married w/ Children

Married w/o Children

14%

78%

7%

College or 
below

University-
Under graduate

University-Post 
graduate

Age

25-34 y.o. 30%

35-44 y.o. 30%

45-54 y.o. 29%

55-64 y.o. 12%

92% 

full time

workers

79% 

full time

workers

Marital Status

Average: 42 y.o.

Average monthly income 
(USD)

Household income 5,185 

Personal income 3,015 

10 markets

7%

22%

61%

10%

Single/Divorced/Widowed 
(w/ children)

Single/Divorced/Widowed 
(w/o children)

Married w/ Children

Married w/o Children

26%
48%

26%

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

46% 54%

Gender

Working Status

Education

College or 
below

University-
Under graduate

University-Post 
graduate
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Average spending in the past 12 months

(in USD)

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

1,941

1,019

1,621

1,160 970
595

1,026

663

Wear and 
Accessories

Sports 
Equipment/ 
Accessories

Consumer 
Electronics/ 

Gadgets

Skincare/ Cosmetics/ 
Perfume/ Cologne

China 10 markets
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Financial product ownership

Beijing, Shanghai, 

Guangzhou, Shenzhen

n=2,240 in total

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

China 10 markets

Stocks/ securities/ bonds

Privilege/priority 
banking account

Life insurance

Unit trust fund/ mutual 
fund

Property you are living in

Foreign currencies as 
an investment

Pension scheme

Offshore accounts for 
investment purposes

61% 37%

16% 21%

58% 61%

14% 22%

54% 50%

10% 15%

24% 26%

6% 7%

Average value of investment (USD)

269,336 vs.  232,953 
China                 10 markets



66
Source: Ipsos Mega Trends, March 2017.

78%
In China say they’re 
‘constantly looking at 
screens these days’
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Higher reach enabled by cross platform consumption

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.

Int’l News Channels

Combined Reach: 

37%

Int’l Documentary Channels 

Combined Reach: 

38%

Int’l Entertainment Channels

Combined Reach: 

46%

Digital:

26%

Digital: 

14%

Digital: 

18%

TV: 35% TV: 42%TV: 29%
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A digital strategy is essential for print

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.

Int’l Dailies

Combined Reach: 

20%

Int’l Weeklies

Combined Reach: 

25%

Int’l Monthlies

Combined Reach: 

36%

Print:

10%

Print: 

17%

Print: 

31%

Digital: 
18%

Digital: 
15%

Digital: 
18%



Key Takeaways



70

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.



Thank you.
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