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The Global Business Influencers survey
is a globally harmonised, syndicated,
media and insights survey which
adapts to the changing media and
business environment we exist in.

For over 40 years we've been
researching and understanding business
audiences. There continues to be a need
for advertisers, agencies, and media
owners to be able to understand, reach,
and communicate with this audience.
The Global Business Influencers survey
allows you to do this.

Global Business Influences are the most
senior business people in companies
with 50+ employees. The majority of
them are C-suite level. They are a niche
audience representing less than 1% of
the population.

Taking into account their spending

Source: GBI 2017: Asia (inc. China and Japan), Europe, and the USA

power, net worth, and the budgets they
control they are disproportionately
important for B2B marketers. They also
represent the key to profitability for
sectors such as: finance, technology,
luxury, and cars and travel.

The Global Business Influencers survey
can help you reach and understand this
important audience, providing vital insight
into their lives. The key characteristics of
the Global Business Influencers survey are:



SAMPLING

QUESTIONNAIRE

FIELDWORK

UNIVERSE



Content of the survey

Demographics: Media Business Travel
e Age ¢ Brand ¢ Job title o Air travel
e Gender e Print e Company size ¢ Hotel stays
e Education o TV e Industry e Destination
e Salary e Desktop/Laptop * Business decision of travel

e Smartphone making

e Tablet ¢ Area of responsibility
e Engagement e International

Personal finance Luxury Personal interests
¢ Investments e Watches e Hobbies

¢ Net worth o Jewellery ® Sports
¢ Property ¢ Arts & antiques o Lifestyle
¢ Clothes & accessories e Technology
 Fine wine/Liquor
e Cars
¢ Yachts

—

@ 25-34
® 35-44
@ 45-54
® 55+

USS$366,480 MA/MSc/
Average PhD/DPhil
personal

income
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Reach across platforms

(past 30 days, any media brand]

99.7% 97.6%
91.7% 92.1% e
80.2%

Any platform Print TV set PC/Laptop Mobile phone Tablet I Total mobile I Total digital

Reading example: 91.7% of Global Business Influencers accessed printed content from any media brand available in print.

Average number of brands
from which content was
consumed in the last month

Reading example:

In the past 30 days, Global
Business Influencers read
Or access on average

5.1 different international
publications.

Source: GBI 2017: Asia (inc. China and Japan), Europe, and the USA






Company size [employees]
4

46% 31% 14% 9%

50-249 250-999 1,000-4,999 5,000+

C-suite/Owner/Partner

68% 75% 73% 54% 53% 62%

Global USA Europe Asia China Japan

[excl. China and Japan)

Total
budget
US$6.9
trillion

Total budget by industry

US$397 billion US$379 billion  US$338 billion US$329 billion US$307 billion

Software/ Computers/Printers/ Networks/Data Domestic Business
Software services Other hardware communications  banking/Financial premises/Sales

and security services and leases

Source: GBI 2017: Asia (inc. China and Japan), Europe, and the USA
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Net worth and investments

29% 20% 30% 23% 10%

in the US are in Europe are : in China are © in Asia are i in Japan are
millionaires millionaires : millionaires i millionaires | millionaires

Luxury

® Currently own ® Intend to purchase

in the next year
A watch A piece of fine jewellery
worth USS$5,000+ worth US$5,000+

Arts & antiques worth Fine wine/Champagne/Premium Premium car worth
UsSS10,000+ liquor worth USS$2,500+ more than USS$S80,000

@

Luxury clothing and Bags and accessories
footwear worth US$2,500+ worth USS$2,500+

Source: GBI 2017: Asia (inc. China and Japan), Europe, and the USA






Number of return air trips taken

(for business]

51% 25%

5+ 10+

59%
fly first or business class
on business trips

8%

20+

63%

Stay in four, five star
or luxury boutique
hotels when traveling
for business

Personal Interests

Popular sports

N Ne )\

35% 29% 32%

Football/ Basketball Tennis
Soccer

Popular hobbies/interests

7% 58% 38%

Travel Technology Motoring/
Cars

Source: GBI 2017: Asia (inc. China and Japan), Europe, and the USA

400 A

31% 23% 21%

Golf Baseball Motor Sports

35% 34% 32%

Museums and Dining out Wine tasting
art galleries
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