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sectionl

Intr oductio n: State of the Japanese
Luxury Brands Market

Japanese consumers are unparalleled in their value to the world’s luxury brands, driving
over 40% of worldwide revenue' in a global luxury branded goods market valued
at $50 billion (USD).?

Foreign luxury branded goods began to transform the retail landscape in Japan during
the early 1980s, their success fueled onward by the prosperity of the intoxicatingly affluent
bubble years of the late 1980s. The shopping-enthused Japanese responded to their
newfound prosperity in a collective “lux-aholic” splurge.

As the 1990s began and the so-called economic bubble burst, Japanese consumers found
their previous sense of identity rattled as the concept of lifetime employment broke down
and many were laid off from their companies. This apprehensive period of economic
recession, along with the emergence of more independent-minded women, helped to
contribute to a breakdown of traditional social codes and the creation of a Japanese
consumer with values that differed markedly from the bubble years.

“An area the size of Montana, Japan is studded with 34 Bulgari stores, 37 Chanel stores,
115 Coach stores, 49 Gucci stores, 64 Salvatore Ferragamo boutiques,
50 Tiffany & Co. boutiques, and 252 stores of the LVMH Group...”

Source: Japan External Trade Organization, February 14, 2007

Over the past decade, lux-aholic behavior has quelled relative to the 1980s thirst. Yet today,
while the Japanese Consumer Confidence Index still hovers below 50, consumer sentiment
is comparatively optimistic as the country and its citizens cautiously climb out of a
recessionary period.? Further, unlike in the West where luxury branded goods are an
expression of social class, income and refined taste, allowing consumers to distinguish
themselves from the mainstream, in Japan luxury branded goods represent the mainstream.
In a society that once claimed everyone was middle class, luxury branded goods evolved
from status symbols into social codes, identifying the owner as belonging to the larger
collective group. In this social context, not having the same “status” could cause discomfort.
These consumer mindsets have allowed luxury branded goods to maintain a strong presence
in Japan despite macro-economic pressures.

Today, Japanese consumers are emerging from the security of the collective group as they
become increasingly comfortable expressing their individuality — whether through the
articulation of opinions previously construed as overly assertive or rebellious, or through
purchasing decisions that reflect individual identities. Confidence in expressing individual
preferences is a radical departure in a culture where conformity has been the standard.
And Japanese consumers are more sophisticated than ever in their purchasing behavior.

In order to shed light on key changes in the luxury branded goods category, Japan Market
Resource Network (JMRN) drew upon its 22 years of listening to Japanese consumers,
analyzed existing secondary data and conducted consumer focus groups and an Internet
survey to illuminate Japanese perceptions, attitudes and desires toward luxury branded goods.
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sectionl

This insights briefing reflects the changing attitudes and mindsets of consumers toward
purchasing luxury branded goods. JMRN's research revealed, that while a strong interest in
luxury branded goods remains among a core group of Japanese consumers, for a far larger
segment — two-thirds of those interviewed — interest in luxury branded goods has declined
over time.*

Nonetheless, there is ample evidence
Total Annual Declared Revenue of Top 45 unx that | branded X ds that
< Brands in Japan at fuxury branded goods tha
S 140,000 maintain relevancy in meeting
< 120,000 changing consumer desires will
™ 100,000 naturally find continued success.
UO, 80,000 After all, during the gloomier
S 60,000 economic years, total revenue for
S 40000 leading luxury brands sustained
= 20,000 an upward trend and consumer
0 sentiment continues to skew
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Source: Teikoku Data Bank, Ltd., September 2005°

Luxury Branded Goods vs. New Luxury

Luxury bandedgoods difnguishthemselves
through promisesof quality, caftsmanship,
authenticity, exclusiviy andcountry of origin.
These stawnlardsof excelence conrmand premium
prices eva when there is n@apparentfunctional
advantage @erconparable poducts of bwer quality.
Butbeause the band buids a stoyto appeal to
consumes,an emotional onnection between he
brand and onsumerdevelops

Globall, the luxury banded goods category is
broadening tomcludelower-priced premium products
This new luxty phenomenon has been infolding
at a glolal lewel, as wh as inJamn. TheBogon
Corsulting Group (BCGdebres OnewuxuryCGas
Oiems, poducts and serwiesthat deiverhigher
quality, tage and aspration than cnventional ones® It is aategory BG estimatesto
genemte $840 bilion (USDpannually around theworld.® Products include everything from
Starbudksco! ee to pemium soy salces For the purposes d thispaper, however, we will focus
only on lxury branded gamds.

n
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Women Drive Purchases of
Luxury Branded Goods

Women's changing attitudes and values are paramount to understanding today’s luxury
branded goods market in Japan, since Japanese women tend to possess a stronger interest
in purchasing luxury branded goods compared to men. Women’s presence in the workforce
is a driving force, since working outside the home fuels spending on self-consumption.
At the same time, women are delaying marriage until later in life (if they marry at all), which is impacting
the number of women aged thirty and over in the workforce and providing these unmarried,
working women with higher levels of disposable income to spend on luxury branded goods.

Over the past 20 years, women have come to challenge stereotypical homemaker roles
in order to pursue careers, or even just part-time work. Even though many of these positions
are still predominantly clerical or administrative in nature, since 1997 the number of women
aged 30-44 in the Japanese workforce has increased by 15%.” The Ministry of Internal Affairs
and Communication reported in June 2007 that there are 16.5 million working women
in Japan aged 20-49; those aged 30-39 have the strongest presence in the workforce.®

Among female consumers in Japan, “parasite singles” are among the most voracious
purchasers of luxury branded goods. Parasite singles include the approximately four
million single working women aged 20-34 who live with their parents relatively rent-free.’
With minimal financial obligations, these women spend close to 10% of their annual income
on fashion.® JMRN's research revealed that overall many younger women purchase luxury

branded goods to reward themselves for working hard.*

Proble: Parasite Single

Akiko Naganuma is a 28 year-old Additionally, a new female wealthy class has emerged

single woman. She commutes daily
from Yokohama, where she lives with
her parents, to Tokyo.

She is a marketing account executive
in a foreign-owned firm earning
¥4.5 million annually. After a
stress-filled week, going to a Pilates
class and shopping with her friends
is relaxing. Her clothes are fashionable,
but her style is all her own, having
come of age in the mid-90s where she
flexed her fashion muscles for
individuality with the “sexy gal look.”
Her fashion and accessories include
multiple luxury branded goods chosen
spontaneously to fit her mood, including
items from Dolce & Gabbana, Gucci
and Chloe. Akiko wears basics from
Uniglo. Brands under future
consideration are Cartier and Omega.

earning over ¥10 million (US$86,597) annually. These
high-earning women are also spending 10% of their
annual income on self-polishing for personal and
professional reasons.'”® These women reported
spending their money on “dining out,”“luxury goods,’
“vacations”and “cars” — with the largest amount allocated
toward a condominium purchase of ¥30 million
(US$260,870)."° Importantly, many of these women
tend to purchase luxury branded goods and experiences
in a relatively spontaneous manner.

Publishers have for years targeted working women
in their mid to late 20s with magazines such as 25ans,
which focuses on fashion, beauty, travel and global
topics. What is interesting is that magazines targeting
the underserved segment of affluent women aged
in their 30s, 40s and older — such as Nikita, Nikkei EW,
Grace and Marisol — have recently begun to proliferate,
indicating the purchasing power of this influential group.
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Profile: Emerging Wealthy Female
Chaki Ogawa is 42 yearold single
woman. Shelives in an apartemt in
the uban Dkyoneighborhood of Ebisu.
As a supervisat a bnani@al Prm, she
earns 9 million annually. Shespends
her weekerds shpping and hosting
dinnerparties wth her friends. She
exprsesboth herindividuality and
her sense oftyle hrough her seletion
of high-quality accesriesdistinct fa
eadch sea®n. Her style is unque,
reBectd by her choices of colors,
patterns ad fabrics whid stand out
against her colleagueOs triaibnal
bushessattire ofdark colord suits,
light colorel Houses, minial jewdry
and low heds. Thebrands she favors
are Bilgari, Catier and Max Mara.

Note : The two problesare conpositesbased on JMR3
reearch,and do not represent adual individuals

Quality Trumps Brand

Gracedeconstructs how to dress degantly by
featuring fasion pieces with statting prices over
"120,0® $1,043USD. The Nikkei EWtargets
busness wmen who hold titlessud as ®ction Chef

and Presdent.?

Note : Curercies vere cawverted at an eshangerate of
1USDto 115 JapneseYen.

Focus graips with Japanese feale consumersallbowed IMRNto understand percepions
about ObandsOn a Japaese ontext. Spedbally, the key chamcterstics that women
indicated make Odrand a brandQ(in orcer of priority) ae qualty, folowed by well-known,

brand helitage and maintenance of ensisert
prices Mary respondents stongly connected
quality to the experierce of buyng and
owning aluxury brandincluding cusomer
sewice ard aftercare. JMR® research
also indicatedhat the importance consumers
place on brand nameis decreasng.!? This
isa sgnibpa@ant indicator of the shft from
purchasirg luxury branded goods as soal
code toward purchasng based o individual
preference.

Importance of Brand Attributes

100% for Japanese Consumers
0

90%
80% m Quality
70%
60% J Brand name
50%
40%
30%
20%
10%
0%

Important

Can't Say

Not Important

Souce: JMRNAugust 207 Corsumer Suvey:
Attitudes Toward Luxury Bands!?
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Changing Consumer Attitudes & Mindsets:

section2 | e Key Trends

TodayOshit awayfrom traditional saia codesis changing the saurces d identity for
both men and women. Their brandchoices ae increasingly aligned with their desire
for sef-expressionand relatively higher levelsof individuality. JMRN has identibed b
current undedying needsand concerns expres®d by today®dyramic Japaese consumer.

¥Fom ®eTod toMeFistOln anera d individualisn, mnsumersare geking out
unique poducts,regardiessof price.

¥ Mind, Body &ou: Consumersare lookingfor enriched brand experiences.

¥Diversiy in Band Lifestyle:Cansumerseasly acceptand beliee that lessexpersive
brands cardeliver valuein tems of quality and functionality.

¥Wha®ina labeP:Inan ea of low-cost manufacturing, atthenticity ill reigns.
¥ TheEmeald Bect: Consumers are looking toward OgeenQuxury.

From Me TooO b Me Frst:Oln an era of individua lism,
consumers are seeking out unique products, regardless of price

JMRI\f)$eseqrch indicated agrowing resstance anong consumersto owning the same
products afOeeryone eseOThs trend was particularly evident acrossal ages d women,
from theyoung paraste singlesto older a! uentwomen?

Top 10 Luxury Brands A perfect exanple is Laiis Vutton, a power brand wthin the
Popular in Japan: Jamnese market. Mr. Kyojro Hata, the CEO d Louis \Witton
Japan hasclaimed that 44% percent folapanes womenown a

1. Louis Vuitton LouisVuiton bag.!® This staistic excluded oher LV a&ces®ries
2. Coach which further increases the brand® penetration. JMVRN$
3. Hemes researchreveded that thislevel ofpenetration is beginning
4. Guci to be a liability in todayOgaparese luxiry maket.
5. Chand
During interviews, women of all ges expresed the sen®
7. Bulgari that a luxury brand® high penetration and visibility decreases
8. Cartier its asprational valle. Futher detrating from a brandOsale
9. Christian Dior isthe fad that many younger women, includng high school
10. Tilany students, cannow a'ord to purchaseluxurybrands.

Souce: MRN Augst 27 Brands tha succeed will be those thatregpond to Japarese

Consumer Suvey: Atitudes Dward

Luxury Bandsi2 consumersO dsire for unique products. IMRNOseseach

identibed that theltalian luxuryhouseof BategaVeretais
gaining brand momertum with consumers in lage part due to its quality and uniqueness
Whileonly 5%of respondents daimed avnership, 20%indicated that it isa ha brand now.
Marc Jaobsholds a dmilar statis. On the contrary, brards like Polo ad Prada, which
both have high levels ofbrand awaenes and market pendration,are losag momentum
as Japneseconsumersincreasngly clam that these bradsare rot worth their premium prices??
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Bottega \enetadstrategy, accoding to its Resdent, Patizio di Marco, 5 to emphasize
the companyOphilosophy of qualiyy* Contrary to the recognizable logo colkctions of
the category leaders, Bttega VenetaDdogo-free bags indude only asmal brand
label irside* JMRM believes BategaVenretaOsecent brand manentum is a tesament
to consumers) gowing conbPdencein choosing brands and produds thatemphasze
craftsmanship ard quality, rather thanhosethat visibly emphasze the brand nane.
Embraing such abrand demonstraes consumersricreasng desireto move away
from @ne tooO prchases.

Mind, Body & Soul:
Consumers are looking for enriched brand experiences

Brand democratizatioBthe pervasienessand
accessibity of luxury branded goalsbis as

evident in Jafan as it is globatl. Mr. Hata
hasreferred to Louis \Witton® deceased scaity
in the Japaresemarket asthe brand® feedom
from existence as a ®tus synbol!®* Maket
trendsbegthe existence o countertrends,
reffected n consumer difts away from what is
too readily avalable. TodayOsuxury branded
goods echo elie customers dsires for
exclusiviy,uniqueness and moe individual
identities. Accordingly, lealing brands are
o! ering Imited andspecal edtions; however,
consumers eaning over

“10 million annually are seking much deeper connections from brands thaen simply
product purchases!®* JMRIDsesearch found that one in four women O8Il purchase uxury
brand products, but thesedaysredly enjoy the experience of a brand, seh as its sgnature

cafZ, a orattending anevent, more than just owning the product itsef.@

Over the pastdecade, luxury brand maketers@esponses © consumer needs for total
brand experience have acelerated.Going beyond the expected superior levels of
custome sewice bundin the megaRagship stores in Tokyo® fashionable shopping
districts, succasfu luxury brands nowo! erto enrich every aspect of oneOéife b atotal
brand experience br themind, body and soul. As consumers desie brand interactions
beyond the retil envirmment,brands ae no longer just sdling to customers, but are
providing services that will be <rutinized for a cetain level of quality.

Chane] for example, in collaboran with the world reknowned French chef Alain Ducasse,
has brought the luxury brand® essencédo Beige arestawant locaed on the top Roor of
the Chanel Ginza Building. Riisirg the bar, Bacara CrysalO8 Br operates in Rmpongi,
the nightlife hub of Tokyo.
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Consumersare increasingly seking out preferential treatment at VIPlounges and events.
LVMH hasopened Celix %lon, aGnember® onyO butique o! ering highly exclusiveitems
from itsbrand line-up. The Audi TTlaunch narried artwith luxury, creaing a speal laurch
event for their VIPinvitees & the National Art Certer. The super wealthy jet setclass ejoys
summer all year log vialuxury vacatons at the Bulgaribranded resat in Bali. The epitome
of glamour and exclusivity, the resort is marketing heavily to experience-seekng
Japanese consmers hbwever, tranquility can be pursuedwithout leaving Tokyo; balarce
and innerbeauty canbe found by esaping to Furla® Aoyama Boutique where yaa clases
are d ered!®

Indeed, the retailleveraging of QifestyleGand culture by luxury brand marketers hrough
a mariage of achitecture, art music and food is evident not only among leading luxury
brands, kut also anong hip, young apparel brands sud as taly®Dieseland Gas, and
non-apparelbrands swch asDe@onghi.

Diversity in Brand Lifestyle: Consumers easily accept and believe that less
expensive brands can deliver value in terms of quality and functional ity

In the late 1980s luxury brands were purchasd based on tleir prestige and agirational
value. IMR® reseach showed that only20%of consumers agreed that Oowing luxury
brand products demonstrate siccessand social satusO As consumers acquire
higher kevels o conbPdence many do not feel the need to prove themselveshy owning
a luxury brand.

Itis important to note that industry marketersare bnding it more challenging over time
to attract aml maintain loya cusomers especialf asthey grow older. For example, JIMRI©
researchfound that as women age, they are lesslikely to claim that Quxury brands gve
me conbdenceO

At the same time, consumerspreviously negatve attitudes toward the purchase of
discouned products are chaging. Today, it is sociall aceptable to purchase & price
or from discownt stores. JIMRI® reseach reveded that 50% of thsesurveyed @o not
feelthe need b own luxury brand productsanymore becausethey believe non-branded
clothesand aces®ries ae adequate 32 Women in their 40s tended to feel more
strongly aout this point compared to women in their 20s, suggesting that women in
later life stages may naturally prioritize mariage and family over sef consumption, or
simply hare more intered in product functionality.

With a conbination of increasedconbdence shifting life stagepriorities, and an dapted
depbnition of vdue, Japaneseconsumers are increasingly mixing GiighOGand Gow O
lifestylesb a trend alsoobseved acrassglobal makets. Some consumers rposeiully
cut backin oneara o splurge in anather.’

rn (07)
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Examplednclude driving a BMW t a100Yen shop carying aLouis Vuitton bag ad
wearing Unido or Muji coordnates, ard shopping at discountstores sich as Tsuukame
and Codco in order to Gtretch upO ad then spendirg more in another areé.

- Whethea Japaneseonsumers are
QA don't feel the need to own luxury branded purchasing les expensve brandsto
productsE non-branded . derive vdue, expess heirindividual

clothes and accessories am@dequat O L .
style, or mix high andlow lifegyles,

60% they now have the mnbdenceto
50% purchase products regardless of
ggfﬁ: brand name lecausethey trustthese
20% products can ddiver comparablk
182? guality and functionality. Research
Disagree Cant Say Agree on why people buy brands éund that

34% ofhouseholdswith income over
"8 million placedimportance on
ig;{ﬁg-ei“%’;‘ﬁrgQ&S;uzféacgdnsigmer Suwey: OfactionalityOyst after Ogality.&

Head Brter isa pgularMadeinJapan
brand with a utilitaian range of bag that has beome succesful by desgning products
with anemphasis on bothdnctionality and quality.

Even though lower-priced items and discount shops are increaingly socially acepted,
only those e@livering on qualiy will succeed. This isbed explained by the Uniglo brand
phenomenon, which providescasual basgwith amodern style. Basc t-shirts sdl for “800.
Thebrand hasthrived in Japan since itlersaOs&Qhaice (in terms of fashion acceptablity
and quality delivered) rather thanan OaspationalCne. Additionally, it has met he rigorous
guality standads demanded by Japarese onsumerswhile providing recognizable valie °

WhatOsn a Label?: In an em of low-cost manufacturing, authenticity still reigns

In the 1980s, casumes were obsesx with brand and country of origin. Foreign luxury
branded goods fom Italy and France were seenasprestigious and stylish. Today, leading
luxury brands areopening fadilities inChina chasng cos reductions and marufacturirg
e! ciencies. Buberry,a brand with a strong British heritage, annaunced the closing of
its manufacturing plantin Britainto relocate to China2° Other leading foreign luxury
brandssuchas @line,LouisVuiton, Loewe and Coach are expanding their manufacturim
locationsin China2! The Pesident ofLoeve has d¢aimed Otie quality is 220%Loewe; there
isno di! erence with our poducts thatar madein Spain(?

Luxury brands hawe commanded apremium for their products basedon the premi® of
higher qualitylinked to country-specipc atisanalskils. More than 90% of Japarese
consumers beéve that inorder for aluxury brand to be a true brard, it must o! er quality.®
Maintaining pemium pricing (i.e., nodiscounts) is criical ard thereis dready evidence
that Japanes consunerswill nat continue to pay premiums for luxury products that are
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made n China & alower expenseto the manufacturer. Asurveyfocusd on images

and possessim of foreign luxury brands found that 42%of Japanes women believe

that @ brandOs adition is important to its valeOtlis doubtful that a luxury brandOs
image can suvive the deterioration that a Made n Chinalabel wil generate inthe mind of

the Japamseconsuner?s

IJMRNDsesearch revealed that consumerswould Olseintered in purchasihg items tied
to a speclkc country® heritage that ae produced elsewhere®® such as d@rench brand
manufactured in China Infact, MRNOsesearch found thatan overwhelming percentage
(6499 would not buy aluxurybrand product that they knew wasmade in Giina’

R Clearly, Japamseconsumerstoday purcha®

O I would not buy a luxury branded product |, xyry brands that reRect their ebned tastes
Made in Chia O S .

and appeciation for quality. To the Japarese

Agree— consumer, q.lallty is imrinsically ard emotionally

connected to the overarching brand storyand
brand heritage which contributesto the statis
Can'tS . .
atsay | and premium price.
Disagree| | A Pne example is that of high-end Swiss

watchmakers such asvacheaon Constantin and
Rolex, which continue their long-standng
Souce: MRNAugust 2007 Consimer Suwey: tradltlt_)n of b_qung tlmeple_ces n the more
Attitudes Toward Luxury Brands'? expengve environment of their home country.

While the amual number of wathes imported
to Japan has é@creasal, total value hasnicreasedsignibcantly, indicating growth among
watch brands posiioned at the high end of the market.2* However, for the stort term,
unless cosumersknow a product is made in Chna they may urknowingly purchase it
based onthe brandO®xisting imageand reputation.

0% 20% 40% 60% 80%

The Emerald Ele ct: Consumers are looking toward OgreenOluxury

Today, Jgpanese consimers are increaingly expressingand forming their individual
identities thiough the brand expeiences and produds theychoose. As idividuals further
relBect on their consumption choices, they will inevitably demand mae of the luxury
branded goodscategoly.

Asthe citizens of theworld embrace the environment at all levels, MRNbelieves Apanese
consumerswill look to decease theircatbon footprints. Thisisalready occurring and is
further fueled byHollywood and the causes elelre of global celelrities, all m&ing an
undeniable impact onglobal consunertrends Today, celekritiesand early adpters d green
technology are making satements as hey trade in their luxury carsfor the latesthybrid
versionsb predominantly embracing Toyota, the Jamne® marufacturer leading the hyhrid
technology revolution.
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InJgpan, he distant signds o green luxury are appaent ashome builder Sé&isui House
maurries quality, comfortably desgned homes with ecologically sound @mmunities Pall
at apremium price. Another earlyindicator that luxurybranded goods are noving toward
embradng the green mesage is eident in LMH's Sptember 2@7 gldbal adwertising
campaign featuring former Sviet Union president and Nobel PeacePrizerecipient
Mikhail Gotbachev. Underscaring the campagn's environmental protection message,
Mr. Gobachey waved modeling feesand LMMH insead made a donationto his environmental
organizaion, Green CrossInternational .?® Inthe near future, IMRN ex@cts consumers ©
increasngly demand ecologically sustainable ard ethically sound labor praticesto be
woven into the brard stories d luxurybranded goods.

Conclusions

Drawing on recent consumer researchand ower two decadesof experience garnering
insightson Japanes consumers JMRI believesthe eraof the individual is nov. Luxury
brands thatwishto suaceed will needto continue to adapt, echong ever charging consumer
dedresD heir atitudes and mindsets driven by continually charmging social denographics

Pamsit shglesand al uent women will continue to drive categay revenue. Hwever,

luxury brands that keep their pulseon developing trends may bnd that new segments
and sib-segments an be nurtured beyond consunerswho fall within the Quxury loyalistO
categoly as well as anong thosewhoseinteres maybe declining.

Chargesimpacting Japam® luxury branded goods landscege are alreadybrmly in place

¥ Asconsuner desre for unique products increags,the importance placedon brand
name isdeaeasing .. .creating opportunities for new entries both at the high end n
the lkury category as well as for sak fashion choicesat lower price points.

¥Quxury loyaligsthave become even more discaning than before, and denand enriched
brand eperiences n return for their patronage . . .reaing chalkbnges 6r luxury brands
to deg@enthe emotional bonds between them and the brand.

¥ With a conmbination of increasedconbdence, shifting life stage priorities,and an
adapted debnition of value, Jgpaneseconsumersare increasingly mixing @ighGand dowO
priced fashion . . . a pddveindicaor that consumersare sill willing to pay for those
luxxury bianded goods that demonstrate vaue.

n




addendum

¥While Madein Qiina may increase €ec ienciesfor manufadurers,JMR believes
maintaining the trust and respect of Japaneseconsumersby delivering authentic
products will derive higher vaue for both manufad¢urerand consumer.

¥Curent global trends in green luxurywill continue to inBuence Jamnese consumers,
leading to the natual nhstitution by luxury brands of corporate sodal responsibility
measues that addressconsumer sensitivities.
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addendum

About JMRN:

JMRN okrsinnovative methodologiesthat provide fresh insight into the Jganese
market and mind. American owned and operated JMRNisthe only market reseah
company in Jgan that specializes in providing both consumer-level ad industry-level
qualitaive resarchsevices with expertisein luxury branded goods, bPrandal products
and sewices T and e-commerce, healthcare and pharmacedicals

In 2005, JMRNntroduced its ®ries o Innovation Wotksh@s, which apply JMRNOs
know-how with progressve qualitative techniques b client straegic planning challenges.

These custanized workshops atfully blend market information with the intellectual

capitalthat exists in every company, and udeash new insghts for product and sevice

development, as well ascommunications and positioning.

Through its negwork of regional d liates, J®No!ers is full range ofqualitative research
productsand serices intune with the ethnical dstinctions, cultural nuaaces and sodal
dynamics of sdected Asian markets.

JMRN is a nrember of the European Society for Opinion and Marketing Regarch (ES®MAR
and the AmercanChamber of Commercein Japn (ACQ)). MRNpresident, Debbie Howard,
is apad Preddent of the American Chamber of Commerce in Japan (ACCJ), having led
the organizaion in 2004 and 2005, as tB Chamber marked its 5%th and 57th years &
the leading nternational businessorganization in Japan Howard setved as ACCJ Chairman
in 2006 and 200.
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