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In As
For Asia.

Track the media consumption
and frequency across TV, print,
digital and more

Evaluate your performance
versus key competitors
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Understand profile and
behavior of your target

audience
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THE BEST SURVEY TO
UNDERSTAND AFFLUENT

s383| Fieldwork since 1997

11 markets in APAC;
universe of 33.6M

Affluent aged 25 - 64

Online Interview

2 2o @) [

\
—7

e

Annual rolling results
released semi-annually
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WHO ARE WE TALKING TO?
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Affluent Adult
Aged 25-64 of top tier household income*

Business Decision Makers (BDM)

Aged 25-64 of top tier household income, who work in companies
employing at least 10 people. Typically white-collar management
having a supervisory position or department/section head.

Top Management (TM)

Top 1% of the society with top tier household income*, who are
business decision makers with a CEO, CFO, MD, Director or
equivalent job titles.

GAME CHANGERS

Ipsos



HOUSEHOLD INCOME THRESHOLD BY MARKETY. . —#" g

“ W4 S Korea: ¥ 6,000,000
% Hong Kong: HK$ 50,000
China: RMB 20,000 ‘= %
India: Rupee 130,000 I‘*I

Malaysia: RM 7,500

7 & Taiwan: NT$ 160,000

Thailand: Baht 82,500

Australia (per annum): A$ 115,000




EXPANDED AFFLUENT UNIVERSE

“ 4 S Korea: 5,570,000
& Hong Kong: 1,450,000 / '
\ China: 6,010,000  *
India: 2,800,000 I.i

Malaysia: 3,430,000 (=

Taiwan: 2,570,000

Affluent Asia coverage :
affluent 25-64 of age
across 11 markets*

33,620,000

Australia: 4,720,000



WHAT DO WE INVESTIGATE?

PRODUCT MEDIA
OWNERSHIP CONSUMPTION




A TRULY GLOBAL SURVEY

IPSOS AFFLUENT SURVEY @ -
AFFLUENT |euroPE P4 3

Media and Consumer insights Survey -~
IPSOS AFFLUENT SURVEY MIDDLE .

AFFLUENT east ' o
AFFLUENT |rPACIFIC

Media and Consumer Insights Survey

2 ]
\ ‘ €.
So ‘-._%\\
. od
., = : \

> ok o
~

FS0S AFFLUENT SURVEY LAT]P‘ |PSOS f(FFLU[N'SURVEV -~
AFFLUENT AMF.RICA%

AFFLUENT AFRicA




9 &

FFLUENT

e A

- - Tl v e EETTE R L L LR L
- F e |
Wemmaeee e d | L Bigbe@Et Y o SRAINPOR.
3 . e | *Wie TR TR Ty ) 0

Wrma cgpes. ® VAP AEERN F oW ey,

veoy TWer .~ : " b aer )
Y= T et RO
s * EY . s‘ - . . ' Kl v . ’
e P L Ve e eueargrg 8, "t
‘ A
s “ < .'. ol I8 L UL IO PO Y b

“ amrads "_..,, B 201 A . ShmERenents |

-
oy LI ot v

- Y ; shje pAnan 1t 4 we 1 Bvae
- 8 Tota Al I L eV AeERNY L oW sy,
o el L e e
PRong E0edl Lk, W

CUL RS LU DR N L T
PRea Bl oNst,; | By o'
e d .

L
ntAS|a20 ' ——— ‘ ) PG »e "'.'.’.
‘o e L)
O O N okl ST



HK & SG AFFLUENT PROFILE

Gender & Age 48% 50%

SG
26% 26%

[ ]

51%
[ 4
Hong Kong Singapore
Mean Age  43.9 43.7) 44.0 (44.2)
m25-34y.0. ©3544y.0. m45-64y.0.

Marital Status

HK SG

36% 36%
(37%)  (33%)

Single / Divorced / Widowed Married

With children

The figures inside the brackets represent the results in Q3Q4'19.
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HK SG

®

o2\ HK SG
64% 64° L& 57% 59%
(63%)  (67%) @ (56%)  (66%)

Classification

4%
17%

-
s
79%

Hong Kong

~

25%

SG

68%
(71%)

6%
Gz
Affluent only
' BDM only
68% ™

University or above

Singapore

85% 86%
15% 14%
] B
Hong Kong Singapore

Working ®Non-working

Ipsos /




AFFLUENT POPULATION IS GROWING

“"Hong Kong has 504,000
multimillionaires with net assets
of HK$10 million or above”’

Citibank HK Affluent Study 2020




IMPORTANCE ON THEIR LOCAL ECONOMY

THE AFFLUENT HAVE DISPROPORTIONATE

Liquid assets — Hong Kong

HK affluent:
560 52%
Billion US$ of total

HK assets

Source: Ipsos Affluent Survey Asia Pacific Q1'20-Q2'20 Special edition VS. Q3'19-Q4°19




TOTAL AFFLUENT INCOME

HAVE REMAINED STABLE

H2 2019/ H1 2020 change

Affluent

-2%

B Affluent
Management
0
-14% +0%
HOUSEHOLD Management
INCOME

-8%

Source: Ipsos Affluent Survey Asia Pacific Q1'20-Q2'20 Special edition VS. Q3'19-Q4'19



YET OVERALL,
THE RICHEST GET EVEN RICHER

>US$500K:;
H2 2019 H1 2020
e INVESTMENTS 25% 26% A
\ff
LIQUID ASSETS 13% 18% A
(é* : INVESTMENTS
*x

' LIQUID ASSETS

15 - © Ipsos | Affluent Asia 2020

>USS$1M:
H2 2019 H1 2020
10% 16%
4% 10%
16% 16%

A

A

Ipsos /



RESILIENCE?
HK AFFLUENT FEEL MORE CONFIDENT

“I FEEL FINANCIALLY SECURE”

G:
ok




RESILIENCE?
HK AFFLUENT FEEL MORE CONFIDENT

“I FEEL FINANCIALLY SECURE”

50% 49%

m2018/19
mH2 2019
mEH1 2020

: Hong Kong Singapore
17 — © Ipsos | Affluent Asia 2020
Source: Ipsos Affluent Survey Asia Pacific Q1'20-Q2'20 Special edition VS. Q3'19-Q4'19 IPSOS



HK AFFLUENT
MANAGE THEIR FINANCES MORE ACTIVELY

“IAM ACTIVELY INVOLVED IN THE MANAGEMENT
OF MY PERSONAL FINANCES”

¥ 304 w 3%
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HOW THEY FEEL oo

MPACTS INVESTMENT CHOICES
“I FEEL FINANCIALLY SECURE”

TOTALLY AGREE @ TOTALLY DISAGREE @

-2

oY

Health/medical insurance E@ 6% A Health/medical insurance E@ 8% A
Local properties = o A Local properties [ o

(except main residence) = 6% (except main residence) @'J/} 0%

E . . ER) - i . 36

oreign currencies %@ 6% A Foreign currencies %@

% el
Cryptocurrencies  JHe& 3% A Life insurance é 19% A
: : ¢¢* . : : :

Commodity futures/ Options Ml 3% A Equity options/index options @ 13% A

19 — © Ipsos | Affluent Asia 2020
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HOW THEY FEEL
MPACTS INVESTMENT CHOICES

“I FEEL FINANCIALLY SECURE”

TOTALLY AGREE @ TOTALLY DISAGREE @

Health/medical insurance E@ 2% A Health/medical insurance E@ 2% A
[J
Unit trusts/Investment Unit trusts/Investment aQg
.:.# 0) o
Trusts/Mutual funds ol 1L Trusts/Mutual funds 5o
. _ ey : : &)
Foreign currencies @ Foreign currencies &3

OO
Local properties [ Local properties [= 0
(except main residence) =¥ (except main residence) L= £ 3% A

20 - © Ipsos | Affluent Asia 2020
Ipsos




HOW THEY FEEL
MPACTS INVESTMENT CHOICES

“IAM ACTIVELY INVOLVED IN THE
MANAGEMENT OF MY PERSONAL FINANCES”

TOTALLY AGREE @ TOTALLY DISAGREE @

Foreign currencies £&&8  10% A Foreign currencies
g =% 0 g %Egg
Local properties o, 0 Local properties o,
(except main residence) %ﬂ/ L (except main residence) t@%{’
Bonds E@ Bonds E@ 8% A

21 - © Ipsos | Affluent Asia 2020
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HOW THEY FEEL
MPACTS INVESTMENT CHOICES

“IAM ACTIVELY INVOLVED IN THE
MANAGEMENT OF MY PERSONAL FINANCES”

TOTALLY AGREE @ TOTALLY DISAGREE @

: : &) : :
Foreign currencies & 9 2
g 4% A Foreign currencies %@
i ¢ . ; . .
unit trusts/ Invesl;[/lrﬂijglt][zi;ss/ "ﬁ 10% A Equity options/index options ﬁ 2% A
Pensions scheme/ Pension /| Pension scheme/
0 ) ) 0
related investments &% 1% A pension related investments L0/

22 — © Ipsos | Affluent Asia 2020
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INVESTMENT CHOICES ALSO VARY
BY GENDER & GENERATION

Gender Gender
Total Male Female
i i &—I 0 0 0
Health/medical insurance 6% A 9% A 3% A
Local properties = ] o o
(except main residence) 7 o% A S o A
Overseas properties 1% A 6% A
: : ER)
Foreign currencies &% 4% A 10% A
Cryptocurrencies, like Bitcoin ) 2% A 4% A

23 — © Ipsos | Affluent Asia 2020

AGE
25-34

13% A

3% A

2% A

2% A

AGE
45-64

1% A

6% A&

1% A

4% A

Ipsos /



INVESTMENT CHOICES ALSO VARY
BY GENDER & GENERATION

Gender Gender AGE
Total W EIE Female 25-34
Health/medical insurance 1% A

Local properties

0) o) )
(except main residence) 2% A 2% A 2% A

Overseas properties 0% = 1% A 0% =

Stocks or shares quoted
on national exchange
Stocks or shares quoted

0) —-— 0) A
on exchanges abroad 0% 6%

Foreign currencies 2% A 7% A 0%

Cryptocurrencies, like Bitcoin 2% A 4%

24 — © Ipsos | Affluent Asia 2020

A

AGE
45-64

3%

4%

0%

4%

4%

Ipsos /



IN HONG KONG

BIGGER INSURANCE MOMENTUM

OWNERSHIP OF HEALTH /
MEDICAL INSURANCE

5 =

+6% -3%

Source: Ipsos Affluent Survey Asia Pacific Q1'20-Q2'20 Special edition VS. Q3'19-Q4°19




HOW -ARE THEY

ADAPTING-TO:T}

NEW NORMAL? ..
'L




HK AFFLUENT
MORE PRONE TO TREAT THEMSELVES

“SOMETIMES | LIKE TO TREAT MYSELF TO SOMETHING,
EVEN THOUGH I DON'T NEED IT.”

—
o




THE LUXURY OF BEING CURIOUS

“GAINING KNOWLEDGE AND
BECOMING BETTER INFORMED
IS A PRIORITY FOR ME”

Total Agree

28 — © Ipsos | Affluent Asia 2020

“AM INTERESTED
IN FURTHERING
MY EDUCATION”

Total Agree




NO CHANGE OF EXISTING

ENVIRONMENTAL VIEWS

“THE ECONOMY IS MORE IMPORTANT
THAN THE ENVIRONMENT.”

v

+0% -3%

Source: Ipsos Affluent Survey Asia Pacific Q1'20-Q2'20 Special edition VS. Q3'19-Q4'19



...BUT A CHANGE IN PERSONAL FITNESS

“I CONSIDER MYSELF TO BE PHYSICALLY FIT.”

e 16% (' +5%




SLIGHTLY
LUXURY A

REDUCED

OPET

TE

OWNERSHIP OF JEWELLERY
(USD 2,000+ PER ITEM)

31 - © Ipsos | Affluent Asia 2020

OWNERSHIP OF LUXURY WATCH

(USD 5,000+ PER ITEM)

Ipsos /



...AT LEAST FOR

THE YOUNGER HK AFFLUENT

AGE AGE
25-34 45-64
mﬁ OUalin e (US$5000+ per item) 5% A
m Clothes & Leather Goods (US$10000+ per item) 204 A
&3 Quality / Designer (US$2000-3p SRiiEgy 3% A 3% A
accessories & footwear (US$10000+ per item) 20 A 1% A
% OO (US$5000+ per item) 5% A
Q50 Jewellery
g () g (US$10000+ per item) 1% A
S (US$5000+ per item) 7% A
@. Luxury watch
% . (US$10000+ per item) 9% A

32 - © Ipsos | Affluent Asia 2020
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MORE CONTRASTED
IN SINGAPORE

Quality / Designer
m Clothes & Leather Goods

(US$5000+ per item)

(US$10000+ per item)

Quality / Designer
accessories & footwear

I\

(US$5000+ per item)

(US$10000+ per item)

Jewellery

(US$5000+ per item)

(US$10000+ per item)

AGE AGE
25-34 45-64
1% A
2% A

0% ==
1% A

Luxury Watch

33 - © Ipsos | Affluent Asia 2020

(US$5000+ per item)

(US$10000+ per item)

Ipsos /



SOME SPEND THEIR WAY
THROUGH A CRISIS

4

Total Agree Total Disagree Total Agree Total Disagree
Mﬁ Quality / Designer (worth US$5000+ per item) 1% A 0% == 0% = 1% A
m Clothes & Leather Goods .., 1510000+ per item) 0% == 0% = L7
M Quality / Designer (Worth US$5000+ peritem) 1% A 2% A 6% A
accessories & footwear (worth US$10000+ per item) 200 A 2% A 3% A
Q & (worth US$5000+ per item) 4% A 1% A
Q50 Jewellery
g () g (worth US$10000+ per item)
N (worth US$5000+ per item) 10% A 15% A
@_ Luxury Watch
N (worth US$10000+ per item) 9% A 13% A

34 - © Ipsos | Affluent Asia 2020
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SOME SPEND THEIR WAY
THROUGH A CRISIS

Total Agree Total Disagree Total Agree Total Disagree
Mﬁ Quality / Designer (worth US$5000+ per item) 0% ==
m Clothes & Leather Goods (worth US$10000+ per item) 0% ==
M Quality / Designer (orth US85000+ per item) 1% A& 1% &
accessories & footwear (worth US$10000+ per item) 0% == 1% A
Q & (worth US$5000+ per item) 2% A
Q50 Jewellery
(worth US$10000+ per item) 0% =
(worth US$5000+ per item) 0% ==

@ Luxury Watch
e

35 - O© Ipsos | Affluent Asia 2020

(worth US$10000+ per item)

Ipsos /



RS

OTHERS USE THE TIME %"
TO CHANGE Y

Total Agree Total Disagree Total Agree Total Disagree

Mﬁ Quality / Designer (worth US$5000+ per item) 6% A 4% A
m Clothes & Leather Goods (worth US$10000+ per item) 0% 20 A 1% A 1% A
M Quality / Designer (4rth US85000+ per item) 1% A 7% A 506 A
accessories & footwear . . ,5$10000+ per item) 2% A 4% A 2% A 3% A

e (worth US$5000+ per item) 9% A 3% A

8 () 8 (worth US$10000+ per item) 690 A 0% ==
N el (worth US$5000+ per item) 109% A 500 A
NS . (worth US$10000+ per item) 10% A 4% A

36 — © Ipsos | Affluent Asia 2020
Ipsos




OTHERS USE THE TIME

TO CHANGE

Total Agree Total Disagree Total Agree Total Disagree
Mﬁ Quality / Designer (worth US$5000+ per item)
IJ_\I Clothes & Leather Goods .., 1510000+ per item) 0% =
M Quality / Designer (worth US$5000+ per item) 0% == 0% =
accessories & footwear (worth US$10000+ per item) 1% A 0% =

Q Qo
Jewellery
@

(worth US$5000+ per item)

(worth US$10000+ per item)

@ A luxury watch
>

37 — © Ipsos | Affluent Asia 2020

(worth US$5000+ per item)

(worth US$10000+ per item)

Ipsos /



INCREASE APPETITE
FOR LOCAL GOODS

“I PREFER TO BUY PRODUCTS
MADE IN MY OWN COUNTRY.”

& 0% v

38 - O© Ipsos | Affluent Asia 2020

+5%




it 8 |

COVID & MEDIA
IMPACT - :
ACCELER?
OF SHIFT.F
PRINT TO I

-
-
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ACCELERATION OF SHIFT FROM PRINT TO DIGITAL

Time spent; Time spent;
Read Newspaper \ Read Newspaper

Paper copy — Paper copy
[’:Nswﬂ] 3l

NEWS J
Time spent; Time spent;
Read Magazine Read Magazine
Paper copy Paper copy

}o

40 — © Ipsos | Affluent Asia 2020
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ACCELERATION OF SHIFT FROM PRINT TO DIGITAL

Time spent:
Watch TV —
on digital device

20% a

Time spent:
Watch TV —
on digital device

% B

—=) [ime spent:
Read Newspaper —

on digital deVICEe pmmmmm—Tim e spent:

Read Magazine —
1% a

Read Newspaper —
on digital deviCe pmmmg==— Time spent:

Read Magazine —
17/%a

on digital device
29% a

Source: Ipsos Affluent Survey Asia Pacific Q1'20-Q2'20 Special edition VS. Q3'19-Q4’19

41 - © Ipsos | Affluent Asia 2020 Ipsos ;

on digital device




THE DIGITAL NEW NORMAL

FOR AFFLUENT MEN & WOMEN

Write a blog / microblog

Post a comment on a blog / microblog

Post a comment on a news site

Search for financial or business information

Play games (via internet or app)

Plan a journey

42 — © Ipsos | Affluent Asia 2020

Total

2% A

3% A

Gender

Male

3% A

0% ==

8% A

13% A

Gender

Female

Ipsos /



THE DIGITAL NEW NORMAL
FOR AFFLUENT MEN & WOMEN

Gender Gender
Total Male Female
Write a blog / microblog _B_l°i ALY N 2% A 2% A

Post a comment on a blog / microblog 0% == 1% A

Post a comment on a news site

Search for financial or business information

Play games (via internet or app) 4% A 4% A 4% A&

Plan a journey

43 - © Ipsos | Affluent Asia 2020 Ipsos z




AND FOR DIFFERENT

AFFLUENT GENERATIONS

Write a blog / microblog

Post a comment on a blog / microblog

Post a comment on a news site

Search for financial or business information

Play games (via internet or app)

Plan a journey

44 - © Ipsos | Affluent Asia 2020

Totel

2% A

3% A

Age Age
25-34 45-64
3% A

20 A 4% A

6% A

Ipsos /



AND FOR DIFFERENT
AFFLUENT GENERATIONS

i Total
Write a blog / microblog i“i ALY N
Post a comment on a blog / microblog 0%
Post a comment on a news site
Search for financial or business information
Play games (via internet or app) 4% A

Plan a journey

45 - © Ipsos | Affluent Asia 2020

Age
25-34

2% A

5% A

2% A

0% ==

10% &

Age
45-64

4% A

500 A

Ipsos /



CHANGERS




