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Ipsos Global
Influentials helps
you understand the
heeds and.déesires of
today's most
powerful people.
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of adults in
terms of Household
Income in each market

Representing
influentials globally
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Reaching those who shape economies

% of global adult
population in
terms of wealth

=46% of total
global wealth

12% g

USD $100,000 to STM+

340/ =14% of total
(o) global wealth

USD $10,000 to $100,000

o) =1% of total
53 /O global wealth

USD <$10,000

The Top 20% o
world's popul
(in terms of
holds in exc
of the tot
weal

Source: Global Wealth Report 2023
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The Company Leaders

They are at the top of the business decision-
making ladder in established companies. They
are hard to reach, making up only 3% of Global

Influentials
FT/PT employee
Age 25+ at a private
company or NGO
Top : Company
TS REL ok director, Board
title (C Suite/ mem,ber

President/ VP)

Source: Ipsos Global Influentials 2024
© 2025 Ipsos | Ipsos Global Influentials APAC Webinar | May 2025 | External Use

Company size
50+ employees

Or oversee
company spend
value at
USS500K+




Real insights from real people
collected throughout the year

« Continuous year-round survey

* |naugural release: April 2025
(Data from June to October 2024)

* Nextrelease: April 2026

© 2025 Ipsos | Ipsos Global Influentials APAC Webinar | May 2025 | External Use 6
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-

13 EUR

& (European)
Regions

Canada

iy

v)

A 12 APAC
(Asia-Pacific)

2 Regions

. (e <

A total of 93,000 f Qi L\”j
Influentials surveyed 13 MENA y
(Middle v I

across the world o
(17,000 Company Leaders) Regions
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Extensive reach across

APAC markets - 27,200
Influentials including 7,000
company leaders

China: n=2,700 Indonesia:  n=1,900
India: n=2,700 Malaysia: n=1,900
Japan: n=2,700 Philippines: n=1,900
Singapore: n=2,700 South Korea: n=1,900
Australia:  n=2,500 Taiwan: n=1,900

Hong Kong: n=2,500 Thailand: n=1,900

Annual sample size of Ipsos Global Influentials

© 2025 Ipsos | Ipsos Global Influentials APAC Webinar | May 2025 | Externa | Use 8



GLOBAL
Demographics INFLUENTIALS

Wellness & Food Business Profile by Company Leaders

B2B Deep-Dives(Business Decision
Maker Role & Value of Procurements,

Lifestyle & Leisure
Business Outlook, ESG Policies, etc.)

Frequency

HH Make-Up |ﬁm @ Influence
Wealth
) E t
Measures @ ngagemen
Inw
rand Usage @ Luxury Habit

Total
Understanding
of the World's

Media Usage

) Attitudes & Opinions
Automotive

Most Powerful
Audiences

N

HH Annual Expenditures
(consumer products/services)

‘ .
Preferences Early Adoption

Future Intent
(lifestyle /consumer products)

Technology

Advertising Engagement

Travel
Finance

Source: Ipsos Global Influentials 2024
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Measures over 2,000 brands

92  vehicle makes household owns 171 personal care/fragrance brands personally used

128 apparel brands personally owns 50 beer/ale/lager brands consumed
69 watch brands personally owns 357  champagne/prosecco/sparkling wine consumed

57 jewelry brands personally owns 79  spirits/liqueurs consumed

22  computer/laptop brands household owns 61 household appliance brands household owns

75  Mobile phone brands household owns 92  airlines flown

18 tablet/eReader brands household owns 115  airportsused

18 camera brands household owns 68 hotels/resorts/rental properties stayed

350 home electronic brands household owns 199 financial institutions used

ﬁD@DEUE C@@@i
HX\E@%:@EHD%@QEM@M

o
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GLOBAL

INFLUENTIALS
Understand Who they are, What they do and
How to reach them
WHO WHAT HOW 3
Income Purchases intent/ Business 700+ media brand measurement %
Age/ Gender/ Education deciy@p Media brand engagement
- Technology
Household composition Platforms used
w A Automotive » "
ob position Travel Day-part viewing

Industry Finance Video Streaming
Opinion forming Luxury Audio

Interest and Activities Podcasts

Attitudinal statements Social Media

© Ipsos | Ipsos Global Influentials | 2025 | Client Use Only | Strictly Confidential n .
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In many regions
there is a great
deal of
dissatisfaction
with how the

countryis
moving forward

UAE

Argentina

UsS

UK

France

Japan

BN

Country moving in right direction or on wrong track

81%

48%

39%

27%

10%

I I | I o
o
O ‘

10%

B Right direction Don't know Wrong Track

Q. Generally speaking, would you say that things in your country are heading in the right direction, or are they off on the wrong track?

Source: Ipsos Global Influentials Barometer March 2025
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Influentials perceptions about the economic
outlook vary wildly across regions

Optimism about country’s economy Optimism about global economy

>

UAE  EYAA UAE BSINA 15%

Argentina JRHA 29% Argentina [RTSA 24%

US YA 40% US IELHA 37%

UK A 46% UK A3 46%

France [HI¥A 56% France [HVAA 54%

54%

Japan [HIMA 67% Japan |HyMA

B Optimistic Neither ™ Pessimistic B Optimistic Neither ™ Pessimistic

0. How optimistic or pessimistic are you, yourself, about the economy in your country going forward?
0. How optimistic or pessimistic are you, yourself, about the global economy going forward?

Source: Ipsos Global Influentials Barometer March 2025

© 2025 Ipsos | Ipsos Global Influentials APAC Webinar | May 2025 | External Use 14




Majority of
Influentials are s
still in buying
mode

Argentina

us

UK

France

Japan

© 2025 Ipsos | Ipsos Global Influentials APAC Webinar | May 2025 | External Use

Good time to make major purchases

o
9
a1

o
9

13% 37%

o
o

o
o

34

39%

44

o
o o
(o)

46%

64 %

B Putting off purchases for time being

15

39%

27%

28%

27%

Soon enough

0%

GLOBAL
INFLUENTIALS

27%

34%

(]
o

19%

B Now

28%

27%

17%

[¢)
o
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GLOBAL

APAC ngh 170/ of APAC Influentials are High Net Worth INFLUENTIALS
o

Net Worth

Individuals

(HNWI)

Investors (Liquid Assets STM+ USD)

HH Investment/Financial Products

Life insurance [N /5 <
Mutual funds NN 1%
Precious metals [ N 35°
59%
(o]
expect to grow
their portfolio

Expectations of Premium/ priority banking [ N R MEEE 3.

financial . :
Private banking | NNEEEEEEEEN 33

investments -
next 12 months Annuities [ NN 32 °

Retirement accounts | 799

Common or preferred stock | N 26

Cryptocurrency [N 24%

Foreign currency investments | I 23

Real estate investment trusts | NG 23%

Source: Ipsos Global Influentials 2024, APAC Region. Among APAC Influentials with Liquid Assets SIM+ USD E
© 2025 Ipsos | Ipsos Global Influentials APAC | May 2025 | External Use 17




Wealth

management
of APAC
HNWI

They are
engaged and
influential
financial leaders

Source: Ipsos Global Influentials 2024, APAC Region

© 2025 Ipsos | Ipsos Global Influentials APAC | May 2025 | External Use 18

GLOBAL
Confident in their financial security and eager to INFLUENTIALS

explore new investment avenues, presenting a unique
opportunity for tailored financial advice and products.

| am actively involved in the
management of my

personal finances
100%

People often ask my advice
aobut financial issues and
investing

I think it is exciting to own
investments

I'm always looking for new
ways to invest

| check the current value of
my investments regularly

| feel financially secure

—Total APAC Influentials — APAC Influentials with HNW M




Offer a comprehensive suite of services to meet APAC INFLUENTIALS

. HNWIs' diverse needs.
Diverse

o o Financial services used in the past 12 months
Financial

1 Online banki - WA
SerV|ce debbate "
Oniine traging N 55 o
Usage of T

I, 17 7

AP AC HNWI T P NN 30%

Personal money manager I 12 0
— 22 %

. I 109
Full service broker I 129

O 10°,
N a0 IS Or e 17/

° B Total APAC Influentials
Registered investment advisor _& 139,

Spread betting account -& 82,

o N 0.
Robo-advisor . 7

B APAC Influentials with HNW

Source: Ipsos Global Influentials 2024, APAC Region
© 2025 Ipsos | Ipsos Global Influentials APAC | May 2025 | External Use 19




Reaching
APAC
HNWI:
Pivotal role
of financial

advisors
and digital
channels

Source: Ipsos Global Influentials 2024, APAC Region
© 2025 Ipsos | Ipsos Global Influentials APAC | May 2025 | External Use

Prioritize a multi-channel approach that combines

GLOBAL
INFLUENTIALS

digital engagement with personalized advice and
expertise to reach APAC HNWiIs.

Most useful sources of information when making personal financial decisions

Smartphone/ tablet apps

Financial advisor/ industry
experts

Articles on news/ business
websites

Financial blogs or forums

Brand/ company websites

Newspaper or magazine articles

Videos on websites

Television programs

Podcasts

-
Y 527

Y -+ 7
Iy 1%

N 3 -
R, 7%

N 36 -
I, 39%

I, 30 %
T 36%

I, 27 %
— 51%

I, 26 -
— 30%

I, 217
— 26%

I 1
I 14%

20 E

B Total APAC Influentials

B APAC Influentials with HNW




* Luxury A(!vocates ="“linfluence other people’s behaviors, opinions and thoughts ab\put luxury products and services” AND “I prefer to buy
designer or luxury brands g‘ “It _;_gr‘gm.people about luxury products or services” OR “l like to find out about new trends and be

knowledgfable about lu

products or services” OR “Luxury is about making me feel special” OR “Luxury products help me stand out in a crowd”




Luxury is more than just a product; it's a carefully CLOBAL
curated experience built on quality, exclusivity, and a

The Luxury captivating brand narrative..

COd? - Main reason why luxury is bought
Ouallty, LTy —————————————————————— L

Exclusivity & Sy —————————————————

Narrative ———— T

W
et Y

. Wi
R R §%

——— Wl
e e e e e

—_ o, I GO
e O A O N 52

L ——————————————— L=

N (7,
A R m Total APAC Influentials

o show my sucCess in e oy 715 ® APAC Luxury Advocates

W
T show that | 8 ey e 677

Source: Ipsos Global Influentials 2024, APAC Region
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Luxury
Advocates a
Digitally Savv

Used Generative
Al or a chatbot in
the past 30 days

82%

enjoy reading/
learning about new
technology products

80%

believe that
premium technology
brands are worth the
additional cost

Source: Ipsos Global Influentials 2024, APAC Region
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82%

follow the
developments in
technology

62%

always one of the
first to have
technologically
innovative products




Travel took a steep dive during the pandemic, where  scioeaL =
there were strict restrictions, but has since

Resurgence rebounded. Luxury travel has exceeded pre-pandemic
levels.

of luxury sver

tl'aVE| % 70% / \ 7%

Pandemic Years 639,
I Took Any Business Trips -
o 56% Past 12 Months
55% 54% 54% 54% 54%

o Took Any Leisure Trips -
45% 44, Past 12 Months

= Stays at 4/5 Star Hotels

s 0% 30%

= -|ies First or Business Class

21% m——20% 20%

2018 2019 \2020 2021/ 2022 2023
Source: Affluent Asia 2024

© 2025 Ipsos | Ipsos Global Influentials APAC | May 2025 | External Use 24 M




India, China, Singapore and Hong Kong HFLUENTIALS

nfl ol i Influentials top the list of highest travel
ntluentials In spenders

APAC’ on Average Annual Travel Spend
average, (Among those who travel)
s end S27,964
p $23,801
$20K on
$19,938 819,897  ¢1g9g, 518,756
travel
$14,733

annually I I I

India China  Singapore Hong Phillippines Thailand South Taiwan Indonesia Malaysia Japan

Kong Korea

Source: Ipsos Global Influentials 2024, APAC Region
© 2025 Ipsos| Ipsos Global Influentials APAC | May 2025 | External Use 25



GLOBAL
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59, APAC Influentials travel for unique
S experiences and destinations

travel for spiritual
experiences Top Destinations Expected to Visit
' (outside of APAC Region) Interested In
United States Shopping
United Kingdom Theme parks
Germany Summer sun/ beach
Switzerland 9% Short city break
Canada Walking/ countryside
France Spa holidays
50% Turkey Self-drive touring
prefer to go places that Spain efr\wliiri]ttiz/nz(/j?g:trit\/sa/ls
are off the beaten track taly pulturall educationall
Finland 6% Cruise 30%
Source: Ipsos Global Influentials 2024, APAC Region M

© 2025 Ipsos | Ipsos Global Influentials APAC Webinar | May 2025 | External Use 26



GLOBAL

Travel bookings are mainly done via digital INFLUENTIALS
Mobile is means. Smartphone is the most popular and

the

preferred
way to 45%
book travel

convenient way to book a trip.

~
27% 13%

ona ona
Computer Tablet

ona
Smartphone
Booking.com and

Ag Oda are Online Platforms Used to Book Travel - Past 12 Months
popular sites

32% o
29% 26%
used for travel 17% 16% . . .
I . o 13% 13% 10%

Booking.com Agoda Airbnb TripAdvisor Trivago Expedia Hotels.com  Traveloka  Skyscanner

Source: Ipsos Global Influentials 2024, APAC Region
© 2025 Ipsos | Ipsos Global Influentials APAC | May 2025 | External Use 27
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GLOBAL
INFLUENTIALS

Influentials in this region consume media in a variety of ways.
Digital and mobile consumption takes up a large portion of their day.

Average minutes per day*:

89 Minutes

Visiting websites on
amobile device

87 Minutes
86 Minutes 79 Minutes  Vvisiting websites
Using social media ~ Watching video onacomputer
onanon-TV set

Traditional @

Media: 89 Minutes 51 Minutes
* Watchingvideoona TV Set Listening to radio

Source: Ipsos Global Influentials 2024, APAC Region
© 2025 Ipsos | Ipsos Global Influentials APAC Webinar | May 2025 | External Use

60 Minutes

Streaming
audio/radio

37 Minutes

Reading newspapers

47 Minutes

Listening to
podcasts

34 Minutes

Reading magazines




GLOBAL

Reaching APAC Influentials: Growing Power of Digital

TV Viewing: Shifting from TV Sets to
Digital

Traditional TV viewership in APAC is lower
than the global average, especially in China.
Japan and Thailand are exceptions.

This shift necessitates multi-platform
strategies.

© 2025 Ipsos | Ipsos Global Influentials APAC Webinar | May 2025 | External Use

Mobile-First

Several APAC markets, including Malaysia,
the Philippines, Thailand, and particularly
Indonesia, demonstrate high engagement
with mobile for activities like reading
news/magazine content and watching video
on devices other than TV sets.

This reinforces the importance of mobile-
first strategies for reaching influentials in
these markets.

30

INFLUENTIALS
ee
2 2 L 47
@
. ee (] &

Social Media Engagement

The Philippines, Thailand, and Indonesia
stand out with significantly higher social
media usage compared to other APAC
markets.

This highlights the importance of social
media marketing for reaching influentials in
these markets.

Conversely, Japan and South Korea show
lower social media usage than the APAC

average. M




TV remains the top source for information on news & sports. Mobile apps/

GLOBAL
INFLUENTIALS

websites are a key source for business/finance. APAC Influentials turn to
social media to stay up-to-date with travel, entertainment, lifestyle & fashion.

First Source of Information Influentials Turns to:

° o 5%
7% 6% 6% 59,

15% 12%

17% 258/
28%

28%

News and Current  Business, Finance and Sports Entertainment Traveland Tourism  Lifestyle and Fashion
Affairs Economy

Source: Ipsos Global Influentials 2024, APAC Region
© 2025 Ipsos | Ipsos Global Influentials APAC Webinar | May 2025 | External Use 31

B Don't Follow

Radio or Podcasts

Social Media

B Magazine or

Newspaper

B Mobile Websites/Apps

W Websites

mTV




GLOBAL

Instagram and Facebook are the leading social INFLUENTIALS
networks sites

Social Networks Used - Past 30 Days Top Social Network Activities
Instagram N 50 Send messages 40%
Facebook NG /5%, st e " 40%
X (formerly Twitter) [ 36 Watch live/ streaming video 39%
WhatsApp NS 55, g oY 38%
TikTok NG 09 Keep up with current events 36%
Line N 23% Make purchases 36%
Telegram NG 22 Research restaurants, etc. 28%
Linkedin IR 217 Email 28%
WeChat NG 15 Post pictures 25%
Douyin N 13% Play games 24%

Source: Ipsos Global Influentials 2024, APAC Region
© 2025 Ipsos | Ipsos Global Influentials APAC Webinar | May 2025 | External Use 32




When they are
reached via
channels,
them are ¢
fte very e

a ”?‘ rtlsem

Source: Ipsos Global Influentials 2024, APAC Region
© 2025 Ipsos | Ipsos Global Influentials APAC Webinar | May 2025 | External Use

68%
63%
59%
49%
45%
43%

33

GLOBAL
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Advertising helps me learn about new products
and services that | am unfamiliar with

If an ad looks interesting, I'll click on it

| am open to ads that appear to be based on my
online behavior if they are relevant to me

| have more confidence in purchasing products/
using services that have been advertised

Products that have great advertising are usually
of higher quality

| have bought a product simply because the
advertising was so good
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How brands can use |Gl

]

Understand powerful
customers: Gain insight
into the demographics,
lifestyles, media
consumption and
spending habits of
affluent customers

© 2025 Ipsos | Ipsos Global Influentials APAC Webinar | May 2025 | External Use

Create engaging
communication: Develop
targeted messaging and
relevant value
propositions that
resonate with Influentials

35

GLOBAL
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Y AR, T—

Decode important
decisions: Understand
the factors that influence
the purchasing decisions
of this powerful
consumer group

Ipsos /



THANK YOU

CONTACTS:

Annie Chan annie.chan@ipsos.com
Mavise Lo mavise.lo@ipsos.com

© 2025 Ipsos | Ipsos Global Influentials
APAC Webinar | May 2025 | External
Use
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