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Calculated Risks... at the Races

MRSSmemberstake on the Turf Club fora night of racing revelry
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6-Apr-09 Quantitative Research: From Design to Execution
9am-1pm Methodology and Research Desgn SamirMardolker (Research International)
2pm-6pm Questionnaire Desgn and Execution Guy Heam (Omnicom Media)
8-Apr-09 Qualitative Research: Fom Design to Delivery
9am-1pm Methodology and Research Desgn Peggy Tan (Consumer Probe)
2pm-6pm Delivering Insightful Reports
9-Apr-09 Quantitative Research: From Data to Insights
9am-1pm Providing Insightsin Quantitative and Multivariate Analyss S Swaminathan (Market Probe)
2pm-6pm Delivering Insightful Reports
$ ! : <$

Perday at S$250 for MRSSmembersy S$300 for non-members;

All 4 days(same participant) at $800 for MRSSmembers $1,000 for non-members.

Course feesabove include workshop materialsand refreshmentsand lunch. There isno GSTcharge on course fees.
*Please referto pre-requisitesto each course in the program outline
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Asia isa mosaic of old and new, rich and poor, smple and complicated, artificial and natural, east and west and so much more. It
hasa young spirit with enough energy to produce innovative new approaches, ambitiousthoughts, novel methodsand innovative
technologieswithin marketing and market research.

What are these Asian approaches? What are Asan insghts? What are Asan secretsto susainable growth? Can Asan
methodologiesbe applied on a world stage?

Answering these exciting quegionswill be the engine which drives Asan economiesand ourresearch industry in the yearsto
come. Those who understand theirmarketsand can react quickly to change willbe the big successstoriesof the future.

Thisconference exploreswhat we can expect from Asa in the fieldsof marketing and marketing research from three perspectives

Market Research ‘Made In Asia’
The Busnessof Market Research
Competing at Home and Abroad

Date: 5-7 April, 2009
Venue: China World Hotel, Beijing
Webste: www.esomar.org
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Miklos Viragh, previoudy
Director, Client Solutions,
hasbeen promoted to the
postion of Executive
Director, Retail
Measurement Services
Product Leadership, Nielsen
Sngapore.

Miklosisa veteran in
market research with over
13 yearsof experience in
FMCG retailing. He first
joined Nielsen in Hungary in
1995, and transferred

to Nielsen Sngapore in
1997.

In hisnew role, Miklos will
continue to be a member
of Nielsen’s Sngapore
Management Committee
aswellasmanage
Nielsen’sSngapore Retalil
Measurement business.

Ana Bautista hasjoined
Kadence Asia Pacific asan
Associate Director. Ana
has1lyearsmarket
research experience
including client-side
postionsin healthcare,
media,and FMCG
categories. Ana wasthe
Market Research Manager
at Glaxo SnithKline,
Consumer InsghtsManager
at Unilever, and Research
Managerat GMA
Networks She hasalso
worked agency-side with
Research International
where she worked in
financial servicesresearch
among others.

Joan Koh, previousy
Director, Client Solutions
hasbeen promoted to the
postion of Exec utive
Director, Consumer
Research, Nielsen
Sngapore.

Joan joined Nielsen in

1999 in the Consumer
Research team. Her
decade-long market
research experience spans
a broad spectrum of
indudtries, ranging from fas-
moving consumergoods
durables, finance, [Tand
telecommunications
sectors. In hernew role,
Joan willassume leadership
of Nielsen Sngapore’s
Consumer Research
function and becomesa
member of Nielsen’s
Sngapore Management
Committee.

Executive Director
Retail Measurement
ServicesProduct
Leadership

Nielsen Sngapore

Executive Director
Consumer Ressarch
Nielsen Sngapore

Ana joinsKadence’sfull
srvice research team in
Sngapore heading a team
of fourwhere she willwork
on both qualitative and
guantitative projectswith a
focuson concept testing,
product development, and
usage and attitude studies.

Associate Director
Kadence Asa Pac.
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Ms. Sharanya Staraman

She movesin asVice
Presdent, APAC to head
operationsfor Quantum
Sngapore

She hasover1lyears
qualitative research
experience. Her
experience and
understanding of Asan
consumersisimmense and
she hasled large multi
country projectsfor
regional and global clients

Dr Kurt Pflughoeft, Senior
Vice President and Head of
Research & Development
at Market Probe, led the
pre-conference workshop
on Customer Attrition, at the
3rd International Consumer
Insights Forum, held in
Amsterdam, in October
2008. More than 120 market
research and consumer
insght professonalsfrom
around the world,
convened for thisforum.

Dr Pflughoeft’'sworkshop
wasdesigned to (1)
Examine dstrategiesto
identify important/ key
predictorsof customer
attrition, (2) Identify
cusomerswho are mog at

A Post Graduate in
Marketing Communications
from the MICA, she has
been a frequent paper
presentersome key fora
such asESOMAR, MRS etc.

Mr. Khandker Svanan
Shahriar - Senior Manager,
APAC

Shahriar hasover 6.5 years
experience inresearch and
wasprevioudy the head of
Quantum’soperationsin
Bangladesh.

risk even when their
satisfaction scoresare high,
and formulate intervention
strategies, (3) Leverage
techniquessuch assurvival
analyssand data mining to
uncoverhidden
relationshipsand (4) Learn
from corporate best
practiceson how to instill
loyalty

The workshop wasentitled,
“UNDERSTANDING
CUSTOMER ATIRITION AND
DEVELOPING INTERVENTION
SIRATEGIES” Everyone
wantsto mitigate the
attrition of profitable
customersbut many
challengesexist, from the
identification of these
customersto the
development of successful
intervention strategies.
“Theoretical advancesin
customer attrition research
have been slow to develop
but fortunately many
parallelscan be drawn
from college student
attrition studies,” said Dr

Hispast experience
includes?2 yearsof
economicsresearch with
the World Bank aswell as
North South University,
Dhaka.

He isa post graduate in
Economicsand has
authored articleson Market
Research for publications
and newspapers

Pflughoeft. “Furthermore,
advancesin statigtical
techniquesto handle the
time-varying aspect of
attrition have been
developed including
Survival Tree Ensembles.”

Dr Pflughoeft discussed
some of the challenges
companiesface when
putting togethera
cusomerdata mart
suitable foranalyss. Itisnot
necessary to have a
complete data warehouse
or CRM system, but rather
some information regarding
the cusomeraccount,
demographicsand
attitudescan be useful for
analyss.

To request a copy of Dr
Pflughoeft’spresentation,
please contact:

info@marketprobe.com



SNGAPORE, 7 January, 2009: Proving itspostion asone of the
most ‘wired’ societiesin the world, Sngapore emerged second
in The Nielsen Company’slatest survey of 52 countriesto shed
light on global citizens entertainment technology ownership
and consumption habits.

Sngapore ranked second asthe country with the highest
entertainment technology ownership, and eleventh, for highest
media consumption - taking the country to an overall second
postion asone of the most avid ownersand consumers
globally of entertainment technology.

Of the 52 countriessurveyed, five from Asia-Pacific occupied
spotsin the top 10 list with the highes levelsof ownership and
usage acrossa range of media devices, including home
entertainment, music, videogamesand digital media (any type
of information stored in the computer, including data, voice
and video). The Philippinestook pole postion, while Australia,
Hong Kong, and New Zealand came in at fourth, eighth and
tenth postionsrespectively.

“Technology accessisnot an elite domain in Sngapore. A
large proportion of the population isconnected and
computer-savvy, thanksto the government’'srelentlessdrive to
harnessthe powerof ICTto transform thiscity-state into one of
the most developed economiesin the region,” said Ms
Rebecca Tan, Executive Director, Media, The Nielsen
Company.

The findingsemerged from the entertainment portion of the
biannual Nielsen Global Online Consumer Survey, which
reached 26,000 online users, including 500 in Sngapore in
September 2008. Rankingswere computed by measuring a
range of scoresin response to thematically smilar survey
questions.

Interestingly, the so-called digital divide between emerging
and developed economiesworldwide may not be that wide
after all. While Western countriestend to be heavy usersof
media hardware like DVD playersand gaming consoles, next-
generation deviceslike video-enabled handsetsare more
popularin the up-and-coming markets, particularly in Asa.

Through the survey, it hasbeen noted that many Asan
consumerslargely skipped landlinesin favor of wireless
technology.

“In Sngapore, forinstance, many own one ormore mobile
phones Mobile line subscription hasbeen on a consisent
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upward trend for the last ten years, with the latest statigtics
reaching 129.7 percent penetration level - which explains
how Sngapore emerged in our survey asthe country with
the higheg rate of mobile phone ownership in the world!”

“The same leapfrogging istaking place with entertainment,”
MsTan said. “Forexample, consumersare circumventing the
need fora relatively expensive gaming console to play
subscription-based videogamesonline.”

MsTan also identified otherfactorsresponsble formedia
usage in many Asan countriessuch asthe broad uptake of
mobile due to widespread use of public transportation and
govermnment policiesmaximizing broadband accessin China
and Sngapore.

“TJotal household broadband penetration rate in Sngapore
now standsat 94.3 percent. With the widening coverage of
Wireless@SG in Sngapore, on-the-move web-surfing has
become a very affordable,accessble, and convenient
option. With the government’s continual effort to extend
broadband accessto more public places, we can expect to
see further growth in mobile broadband usersin the
country,” said MsTan.

In contrast, Western countriestended to score betteron less
mobile offeringslike console video gamesand DVD players.
But when it came to streaming and downloading content,
Eastern nationslike China proved no match.

In Sngapore, music orotheraudio trackdfilesare most
commonly sreamed and downloaded. Nielsen findings
reported thatin the past month, close to three-fifths (59%) of
Sngapore online respondentsstreamed an average of four
musc/audio files, while over a third (35%) downloaded more
than two music/audio items. (Charts1 & 2)

“Piracy haskept the cost of acquiring music down both on
CDsand downloads” MsTan said.

The Nielsen study also yielded a sense of which media
devicesare used most acrossthe world.

The desktop orlaptop computermanaged to edge out the
televison set, with 77 percent of respondentsindicating they
had used a PC during the past month, just ahead of 75
percent for TV. The CD player finished with 50 percent,
followed by DVD (48%). The emergence of wirelessdevices
also registered, but onesthat have media capabiltieswere
behind those that did not. Mobile phoneswithout video or
Web capabiltieswere used by 40 percent, while video-
enabled phonesfinished with 30 percent.

Continued on next page)
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Sngapore ranks... (Continued)

In Sngapore, dightly more people own a televison set (98%)
compared to a PC (97%), although the equal number of
people—overnine in ten (92%), claimed to have used their
personal computerin the past month. The DVD aswellasCD
playersare also commonly owned electronic gadgets—with
overeightinten respondentsclaiming to own one. Intermsof
actualusage, they are significantly lessused compared to the
TV and PC. (Chart 3)

Another likely factor skewing media usage in favor of emerging
countriesisthe average age of theironline populationismore
than 10 yearsyoungerthan in the West.

Furthermore, countriesplagued by content piracy problems
are also likely to perform strongly on resultsfor the survey, which
doesnot make a diginction between usersengaging in legal or
ilegally obtained media.

How many times have you streamed the following media items from
the Internet in the past month?

mMore than 20
11-20
7-10
5-6
m3-4
m1-2
mNone

Musicor other audio Short video clipsor  Tvshowsordlips  Musicvideos  Movietralersiads — Fulllength movies or  Video games
trecksffies  individualameteur  fromTVshows movie dlips
dlips

Base: All Singapore Respondents

Page 2
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How many times have you downloaded the following media items
from the internet in the past month?

mMore than 20

1-20
7-10
56
LERS
m1-2
mNone
Musicor otheraudio  TVshowsordlips ~ Fulllength movies — Short video clipsor  Music videos Mdeogames  Movie trailerslads
acksfies fromTVshows  ormovieclips  individualfameteur
cips Base: All Singapore Responderts

Chart 2

Which of the following do you have in your household, in working
condition / have used in the past month? - Singapore

104
83%
CD player in the home, car, PC, or portable device
r———— L}
A 64%
portable/andheld music-only MP3 player or digital audio player
Video-enabled or Web-enabled mobile/cell 500
phone, smart phone or mobile device/PDA

usehold, and is in

A portablemandheld multimedia device 2% oriing condition
that plays both music and video
Have used in the past month

V"
A Blu-ray Disc high definition player rﬁ/"

Base: All Singapore Respondents

Page 1




Synovate surveyed the consumer attitudesof 7,400 respondentsin 10 countriesbetween August and November 2008.

4 out of 10 Sngaporeanslisted “losing my job” astheirgreatest fear. Respondentsin 6 out of 10 countriessurveyed —including
Hong Kong, Taiwan, Malaysa, Philippinesand Russa also listed that astheirbiggest fear. Being unable to pay off mortgage or
rent wasAmericans top fear.

When asked about the current state of economy, Hong Kong, Japan and USA were least positive, with 6 in 10 claiming that
“it'sgoing downhilland willget worst before it getsbetter”.

56% of Sngaporeanssurveyed said they spent lesson luxury goodsin past 6 months. They also cut down on impulse buying.

Nearly 3 out of 10 Sngaporeanssaid holidayswould be the first item they would give up, followed by branded itemsat 18% of
respondents.

The Americanstook the lead among all countriessurveyed, with 70%who would compare pricesmore. 1in 2 Sngaporeans
willdo so.
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SINGAPORE, 13 January 2009 — According to the findingsfrom a survey conducted recently by TNSand Gallup International, whilst
three quarter (78%) Sngaporeansexpect the numberof unemployed to rise thisyear, only 30% of those currently in employment
think there isa chance that they may be the one to lose their job.

The Voice of the People™ End of the Year Survey wasconducted between Octoberand December 2008, and asked people in
46 countriesaround the world about theiremployment prospectsin 2009.

Expected unemployment rise

The sentiment of Sngaporeanshasbeen dented by the globalfinancial crissthat erupted during mid-2008. More than three
quarter (78%) say that unemployment will rise and at the same time, 77%feel Sngapore’seconomic prosperity will decline in 2009.
Almost two-third (63%) of Sngaporeansexpect the coming yearwillbe worse forthem than last year,compared with an average
of 35%globally. Just one in five (20%) Sngaporeansthink that it willbe better, while 17%believe it will remain the same, against
globalaveragesof 27%and 31%, respectively.

Job Security

Despite the gloomy unemployment forecast, more than three quarters(70%) of either full or part time working Sngaporeansfeel
confident that theirpresent job issecure. Just 30%think there isa chance they might join the ranksof the unemployed thisyear. In
view of the 78%of the Sngaporean citizensthat expect unemployment to increase in their country during 2009, these resultsare
especially interesting asclearly mog of the intervieweesdo not consider they willbe the onesaffected. Thisreflectsa global trend
to some degree: 66% of working respondentsworldwide think unemployment isset to rise, yet only 27%are concemed they will
lose theirown jobs

Confidence in finding a new job
Assessng the difficulty they would have in finding a new job if they lost theircurrent one, 79%fearit would take long. Only 17% of

Sngaporeansbelieve they would be able to find a new job fairly quickly. In thisrespect Sngaporeansare more pessmistic
compared to the worldwide figuresof 54% and 31%, respectively.

< g < z 8 &
TNS, GIA End of Year 3 S =| 2| £ 3|z % £ E é s
ASIA PACIFIC § 2 £ 3 & S B = = Q 5
= | 2 =2 N z »
Unemployment?
Increase a lot 26 52 30 30 31 31 28 46 63 37 23
Increase slightly 44 32 27 38 35 42 46 11 14 41 55
Remain the same 8 3 24 20 11 18 10 13 13 4 8
Fall slightly 16 7 16 11 6 4 11 9 9 12 10
Fall a lot 4 6 1 0 3 1 4 5] 2 6 3
Don't know 2 - 2 1 14 5 2 16 - 2
4. Are you employed?
Full time 40 67 39 26 42 36 49 27 25 70 76
Part time 22 12 2 19 19 7 19 4 13 13 6
No 38 21 59 55 38 57 31 67 51 17 18
5. Is your job safe? (Base: All employed)
Present job safe 81 65 62 71 30 53 79 62 b5} 70 68
Chance of unemployment 17 35 31 19 22 29 18 19 45 30 29
Don't know 2 - 6 9 48 19 3 19 1 - 3
6. Ease of new job? (Base: All employed)
New job quickly 64 20 31 28 13 29 55 22 33 17 47
May take longer 33 72 56 52 51 49 39 45 56 79 38
Wouldn't look 2 8 8 6 10 8 3 12 10 4 6
Don't know 1 - 4 14 26 14 4 21 - - 9
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CONSUMER CONHDENCEIN SNGAPORE SLIDES
TO AN ALLTIMELOW

Sngapore, 20 November 2008: One-third of Sngaporeans(33%) have started feeling the onsaught of the economic downturn,
even before the government‘'sannouncement that the Lion City ismired in a technical recession. Thiswasrevealed in the latest

Nielsen Global Consumer Confidence survey, conducted in the midst of the global financial crisis.

A twice-yearly sudy, the Nielsen Global Consumer Confidence polled 26,202 consumersin 52 countriesfrom 23 Sept to 6 Oct 2008
about theirconfidence levelsand economic outlook since the last survey in May 2008. The study includes500 Internet usersof all

agesin Sngapore.

Consumer Confidence Index trending for Singapore since 2005

Consumer Confidence Index

130

1H0S
2H05
1H06
2H06
1H07
2H07
1H08
2H08

Source: Nielsen Global Online Omnibus
00006060 O0OCS

Fieldwork dates 22/09/08 — 06/10/08

Asthe latest survey reveals, global consumerconfidence took a further beating, dropping from 88 to 84. Sngapore hasnot been
spared, asitsconsumerconfidence index fell a further 10 pointsto an all-time low of 92 (Chart 1). Exactly one yearago, consumer
confidence in Sngapore wasat itspeak of 114. Sngapore now ranks 14th on the globallist in termsof overall consumer sentiment
and the 8t in Asia Pacific. (Chart 2)

Consumer Confidence Index

W 2H 2007 W 1H 2008 W 2H 2008

IN INDO Oz HK VN sG PH MY NZ CHN | TW  KOR P AP
Base: All Respondents
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“Forglobal consumers, the last 12 monthshave been challenging and turbulent - Sngapore isno exception with an economy that

isclosely intertwined with the world’sdemand,” said MsVicky Santos, Executive Director, The Nielsen Company Sngapore.

On a more postive note, Sngapore currently hasone of the lowest proportionsof consumerswho think that the domestic
economy isalready in recession (33%). Among these consumers, however, only one-fifth (22%) expect the recesson to end within
the next 12 months. “With several growth catalystssuch asthe opening of the Integrated Resorts, the Youth Olympic Games, and
the recently announced MotoGP in the pipeline, the stuation isnot currently deemed to be so grim in Sngapore,” added Ms

Santos.

Sending islikely to remain tight overthe upcoming Chrismasseason for many, with close to half (48%) of consumersglobally and
nearly half Sngaporeans(45%) describing the state of theirpersonal financesasnot so good/bad —a clearindication that
extravagant spending spreesaren’t on the cardsin the nearfuture. Moreover, seven out of 10 Sngaporeans(68%) are assuming a

cautiousstance towardsspending at thistime.

To stay within theirbudgets, Sngaporeansare eyeing spending lesson clothing (58%), saving on gasand electricity (58%), cutting
down on out-of-home entertainment (50%), switching to cheapergrocery brands(48%), and delaying upgrade of tech gadgets

(47%) asmeansto cope underthe challenging economic climate. (Chart 3)

Actions taken by consumers to cope with rising
cost of living to stay within budget

58%
Spend less on new clothes

58%
Try to save on gas and electricity

N -~
Cut down on out-of-home entertainment

[ L]
Switch to cheaper grocery brands

De\ay'e upgradnof technology

Cutdown on holidays/short breaks

46% Singapore
Global average

Base: All respondents

Fieldwork dates 22/09/08 —

Compared to previousdownturns, the turmoil thistime round islikely to have a seriousimpact on lifestyle and cultural factorsin
many partsof the world. In fact, consumershave already started changing theirdaily spending patternsand lifestyle behaviora
yearago. “At the end of 2007, the USA wasalready entrenched in the sub-prime crissand consumersaround the world were
grappling with falling propenty pricesin tandem with risng food and fuel pricesand volatility in local sock markets These events
had already forced consumersto make changesto theirlifestyle and right now they are smply intensfying these changesand

cutbacksasthey shift gearinto seriouscredit crunch mode,” MsSantosobserved.
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CONSUMER CONHDENCEIN SNGAPORE SLIDES
TO AN ALLTIMELOW... (Continued Part 3)

"Saying In hasbecome the new Going Out fora new breed of credit crunch consumers,” said MsSantos. “And while restaurants
and barsmay already be feeling the pinch, the “stay-in” trend isproviding new marketing opportunitiesforinnovative at-home
entertainment optionsaswell asat-home food and beverage products, along with premium and prepared food ranges

specifically aimed at home entertaining.”

When queried on how they willspend any spare cash after covering essential living expenses, a high majority (70%) said they will
putitinto their savingsnest. However, most Sngaporeansare avid travelerswho enjoy their customary annual overseastrip. Even
asthey switch to their cost-saving mode, spending on holidays vacation gill ranked second on theirlist if they have extra cash to
spend. In thistime of economic volatility, cautiousinvestorshave also decided to put theirinvestment planson hold, asssen by the
decline in intention (7 percentage points) by Sngaporeansto put theirmoney in socksmutual funds. (Chart 4)

How Singaporeans intend to spend their spare cash

Oct 08 vs May 08

70%
69%

Putting into savings

Holidays / vacations

Paying off debts / credit cards /loans

New clothes

New technology

Investing in shares of stock / mutual funds

Retirement fund

Out of home entertainment

Oct 2008

Home improvements / decorating May 2008
Ihave no spare cash Base: All Singapore respondents

Fieldwork dates 22/09/08 —

“However, even during economic dowdownsit’simportant to rememberthat there are opportunitiesfor savvy marketers, and
brand investment during a downturn hasneverbeen more important to drive and secure brand loyalty for betterdaysahead,”
said MsSantos. “Companiesthat continue to invest in theirbrandsand productsand stay constantly engaged with theirtarget
market willcome out of thisdownturn aswinners. Consumerswillrememberthe companiesand productswhich best understood

their changing needsand demandsduring a dowdown.”

(Continued...)
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THENIELSEN GLOBAL CONSUMER CONHADENCE SURVEY — OCTOBER 2008

Although consumerconfidence declined acrossall global regionsin the las five months, Latin America remained the most
optimistic region, with a regional Consumer Confidence Indexaverage of 96.8, followed by EMEA at 88.5 and Asia Pacific at 85.1.
Consumerconfidence in North America fell 2 pointsto 83 while Europe fell five Index pointsto 77. The global Nielssn Consumer

Confidence average fell four Index pointsfrom 88 to 84 points.

Degspite a drop of eight pointsin the past five months, India (114) and Denmark (112) came out on top of global Consumer
Confidence rankingsthismonth, while South Korea, which saw itsstock market close at itslowest snce October 2005 recently,

languished at the bottom of Consumer Confidence rankingsat 36 points, a lossof 14 pointsin the last five months.

Sngapore, Chile, Ireland and Latvia recorded furtherdouble-digit declinesin Consumer Confidence forthe second time thisyear—

a clearreflection of the global nature of thiseconomic dowdown.

The only nationswhich recorded marginalincreasesin consumer confidence were Brazil (4 points), Philippines (3 points) and New

Zealand, China, Venezuela, Thailand and South Africa gained one point compared to five monthsago.

This December - January edition of the MRSS Newsletter wascompiled and edited by

market
research

socie
SINGAPORE



