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More cautious thisyear, but not overly pessimistic
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A B1. How do you feel about the outlook for your brand/ industry sector in next year?_ . : _
A Base: All marketers (Outlook of 2013: N=372; Outlook of 2014: N=492) = caution small base for Indonesia (n=19) 6




K Key challenges for marketers in 2014

To improve overall marketing ROl measureme

To further develop the potential of digital media platforn

To build a more integrated marketing strate

To build greater brand loyalt
Greater creativity gDl
To develop more creative marketing solutions-house
To keep costs lower than lagear
”””””””””””””””””””””””””””””””””””””””” Toattractand retaintalen e = =0
To initiate more product developmer
To receive more distinctive, standout advertising creat



Channels to utilize in 2014

Lower than in 2012m Samem Higher than in 2017 Starting to usem Not considered

Mobile marketin

4 30 | 41
4 33 | 39 |
4 25| 50 |

Online targeted advertisir

. Online advertisin
Digital Social media/ vir:
Search Engine Marketing (e.g. Google garcads
Search Engine Optimizati

Location based marketi

g4 32 | 26 |
S 36| 24
el 33 | 18]

1616
11088
315
__36_|8

Triggered email marketin¢ 12 NS 33 [8
Research Big data analytic SN IEEE
Market researc 10EENENEEAE !
In-store 8 INEENNIEAN | 19 4
Events Event: 12NN EEGE i
Sponsorshi 18 19 4
" TV 22 | 24 1
Traditional Print 25 B
Channel Radic 17 IEEE 37 8
Outdoor = 22 22 |4
CRM (e.g. newsletter SHEEEINEEEE
Loyalty PF 12 NPT 12/
Corporate reputation manageme 6 IZCNIEN 24 W

A B4. The following are various types of media strategies. How would you describe their role in your marketing commutdodtio29p4?

A Base: All marketers (N=492)




Company websit

Social networking site
Dedicated brand web page
Online targeted advertisin
Display advertisin

Online video conten
Mobile apps

Search Engine Marketir
Search Engine Optimizatic
Blogging

Mobile advertising

Online video advertisin
Tablets

Viral videos

Triggered Email marketir
Locationbased marketin
Interactive/ digital T\
Mobile gaming conten

Importanceof Digital Media Channel

I 60
I 57 Y
I 56
I 561
I 56
I 56+
I 55
I 4t
I 51
I 16
I 45
I 45
I 24y
I 41
I 31

B6. The following are various ways of digital media marketing. How would you describe their role in your marketing mix<{oyeer?
Base: All marketers (2012: N = 372; 2013: N=492)
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Indonesiacg global comparison
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Brazi

Saudi Arabi
India
Argentine
Chine

N 249%

I 5390

I 5190
I 4190
I 3990
I 3596

Sep 2013 | Indonesie

I— 35

Mexica
Australie
Turkey
United State:
Spair
Germany
Japar
Canadi
Great Britair
South Kore:
Italy

Russii
Sweder
Belgiumr
Hungar
Polanc
South Africi
France

I 3500
I 20%
I 6%
I 2390
I 219
I 1990
I 13%
I 17%
I 15%
I 15%
I 149%
I 149%

I 13%

N 129%

I 11%

I 11%
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Looking ahead 6 months from now, do you expect the economy in your local area tmeh stronger,

somewhat stronger, about the same, somewhat weaker, or much weaker than it & now

% Much Stronger / Somewhat Stronger

C Dec 2013: 36%

A Global @dvisory ¢September 2013, G@49 1

TheEconomic Pulse



@ Consumers remain optimistic with their own personal finance,

but not necessarily with the country economy

Personal
Economic
Condition in the

Past 6 Months

Personal

Economic
Situation in the
Next 6 Months

& |ndonesia

Economic
Situation in the
Next 6 Months

m Better m Better m Better
About the same About the same About the same
= Worse = Worse = Worse

B—

Base UnWTDn = 1049; WTD n= 20,066,644

Base: All Respondents
EQ1 If you think abouyour economic/ financial condition nasempared to 6 months ago, how would you descriBe3#}

EQ3. Seeing the next 6 months, do you think your economic / financial condition will be much better, somewhat bettére shme, tsomewhat worse, or much worse?)(SA 14
EQ5. Now, seeing the next 6 months, do you think economic / financial condition of this nation will be much better, sbetewtethout the same, somewhat worse, or much worse? (SA



@ No strong sign of slowing down at the moment

AConsumers still feel comfortable to spend on major purchases this year comg
to 12 months ago

Mcski Mahal, Warga Jakarta Tetap Antre
1Phone 58 & 5C
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70%

67%
60%

= More
comfortable
making a major
purchase, like a
home or car?

= More
comfortable
making other
household
purchases?

Dec' 13 (n=510) Dec'12 (n=500)

Ipsos Global @dvisory 15
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Asiabus Study in Indonesia

Base 500
Top 2 boxe 92%

m Very happy 42

m Rather happy

= Not very happy

52

= Not happy at all

3 B 10 |

Dec 2012 Dec 2013

%Vy Happy
Total N 20

Indonesi: NG 55

India NN 41
Mexico NN 38
Brazi NG 33
South Afric: I 26
United State: [IINIGGE 26
Canad: G 24
Argentina [N 22
Sweder I 22
Turkey NN 22
Saudi Arabi; [ 20
Australia I 19
Belgiur N 17
Great Britair [l 16
Japar [ 12
Polanc I 12
Spair [l 12
France Il 11
Germany [l 11
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ADuringdifficult economic times, consumers dhieir spending in order of
Importance of spending posts

Tertiary posts
(recreation, shoes)

Secondary posts
(e.g. milk, snack)

@ Primary posts
(for survival) I
ACut spending through consumption reduction, tertiary posts cut, chanc
brands,changedpacksize
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AL NE A LIS YV R A y-gbodlagd@eNooddattérs T A NE O X
ressive gratification first, for recognition

en internal gratification

|

- Starting to consu roducts which
used b%fore - | A
Added the amount or frequency of usage fc
Changed to better birlds
More expenditure posts

Purchased big@!f-_s’i-zes of products
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Three Topics

A What is Beauty for Indonesians
A Online shopping trend in beauty

A A glimpse on male grooming
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What is Beauty ?




Beauty for Indonesian Women

PHYSICAL J |

LIFESTYLE CHARACTERISTICSWY RELIGION
DActive, smart, DBlim, but still curvy, Diner bealr
dyna_mlcc successful not too skinny pious and
working woman or DEong, straight, glossy spiritual woman
active housewife and sleek black hair ic seen more
DElarmonious DElawless and glowing beautiful
relationship with skinc fair / white skin

fmily and others tone



What is the Ideal Skin in Indonesia?
Thai

Indonesian Radiant
/ White

© No dullness

/P

Natural
Fresh

No skin problem
O Moist

/

//V Smooth

/" @ Soft

J o No oiliness

Firm

/v--;. No wrinkles

¢ Supple/elastic skin

Baby skin

Soft

W Aura
0 Pinkish White

Pinkish/ Blushing
Clear

Smooth

™ Even Tone
O Moisturized

Strong
Clean

Natural

23



& Sources of information for skin care and cosmetics
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influence *‘

_'!E Peers

J

Family Member

Vi ¥
2

£ secundg)

weonine Fcnot  SOCIA| Media

onvBeauty Shop201 2iupp 2
kas - 1 tulking abosn this Wab

| Yoko Kosmatik P

TVC/magazine

A SPG/BA
Weaker o
influence £

25



Media helps dellvermg Images from different countries
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Western vs. Japanese vs. Korean

Westernand Japanese brand&redibleand higher in quality
WIE LI ySaSX aSSy Y2NB NBf SOOI yi
Korean.. Growing popularity, more affordable



@ Preferenceon skin care and¢dosmetic
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Range of products

' A products offering '
Many benefits
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‘ shift to younger age groups

Valiant (70851) 28







