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Fédération de l'industrie horlogére suisse FH
Federation of the Swiss Watch Industry FH

JAPANESE WATCH MARKET SURVEY

of Consumers’ Consciousness 2006

(Translation of the original report in Japanese)

Federation of the Swiss Watch Industry FH, Tokyo Center made a survey of the
consumers’ consciousness and their purchasing attitudes of wristwatches on consumers
who have interests in watches. The survey was outsourced Teikoku Data Bank Co, and
conducted from February 6 to 17 on internet research.

Survey area
Survey method
Sampling

Survey on

Replies collected

Survey period

Whole of Japan

Internet research (web research)

Research monitors (outsource)

1. Male and female over 20 years old, and
2. having interests in wristwatches

(screening out monitors who have interests in watches of more
than Yen100,000.)

1,005
Sex / Age |TOTAL |in their 20s [in their 30s [in their 40s| Over 50
TOTAL 1005 265 243 254 243
Male 516 135 125 132 124
Female 489 130 118 122 119

February 6 (Mon) — 17 (Fri), 2006

Tel. +81 (0)3 3833 0740
Fax +81 (0)3 3833 0748



Sex / Age

SEX

Male

TCOTAL

in their 20=

in their 30s

in their 40=

aver a0

Age

in their 205 intheir 30s

ToTAL

hale

Female

Female

in their 40s over a0

242k

2404

243K

Mumber of
Replies

1,003

265

243

294

243

Mumber of replies
Average

1,005
39,3

51K
397

433
382
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Pocket money disposable for one month — 67% said it is “below Yen50,000”

To a question asking the pocket money disposable for one month, 31.9% answered “below
Yen30,000”, and 34.8% answered “between Yen30,000 and 50,000”. Below Yen 50,000
totals 67% of the total, and “Over 100,000” is 8.2%.

Disposzable money for one manth 4
:'Eg'u‘j‘;m ¥30000- | ¥50000- | ¥70000- | IIIIII.I:II:IIII-. v oo
' \ ¥70,000 |¥100000 | 200000 :

Murmber
of answers
ToTAL 1,005
Male 20s | ] ] m m o 125
Male 30s 125
Male 403 132
Male over 50 - : . all 40 124
Female 20s 130
Female 30s 118
Fernale 405 122
Female over 0 113
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How many watches are owned

16.8% of consumers own 1 watch, and 24.8% own 2 watches. Consumers having more than 3
watches are 54.8% of the total. 4.8% of consumers have “more than 10 watches”.

Howe rmarny watches doyou have?

Mone |1pce |2pcs |3 pes |4 pes |56

Mumber of
aNswWers
rotaL STecl 1,005
2
Male 20s 2.1 ’ 125
L
Male 30 5.6 . 125
.
Male 402 2.2 E X 132
Male over 50 16 16.1 . 124
N
Female 20z 5.4 120
L
Female 30s 1.7 156 118
122

Female 40z 260 123 221
T

Female over 30 1.7) 7.4 24 4 143 202 5ajE0 113
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“Department store “ is the most place where consumers go to buy watches. It is followed
by “ Watch retailers” , and “Mass-retail chain operator”.

Where to buy watches

(Multiple answers)

Departmentztore | 44.5%
Mazs-retail chain operator ' ] 44.3%
\Watch retailer 7 40.7%
Tax free foverzeas
Imternet suction | 22.6%
Boutigue of the brand | 20.7%
Ml=il arder 119 7%

Artigue shop ] 328
Perzonaltrade [ 31%
Others  [T]23%

] 25 i

Male Female
20s 30s 40s |over50| 20s 30s 40s |over50

Where to buy TOTAL

Number of replies 1,005 | 135 | 125 132 | 124 | 130 118 122 | 119

Department stores 44.8% |36.3%)39.2% | 37.1% |31.5%| 65.4% | 52.5% | 48.4% |48.7%
Mass-retail chain operator | 44.3% |39.3%|49.6% | 62.9% |56.5%|26.9% | 39.0% | 41.0% |38.7%
Watch retailer 40.7% |44.4%)|48.0% | 45.5% |44.4%| 30.8% | 38.1% | 35.2% |38.7%
Tax fee/overseas 25.5% | 8.1% [ 19.2% | 26.5% |25.8%| 24.6% | 27.1% | 38.5% |36.1%
Internet auction 22.6% |20.7%)|22.4% | 40.2% |22.6%| 15.4% | 20.3% | 19.7% |18.5%
Boutique of the brand | 20.7% [22.2%|12.0% | 10.6% | 8.9% | 36.2% | 33.9% | 18.9% |23.5%
Mail order 19.7% [21.5%|24.0% | 32.6% [12.9%[ 13.8% | 11.0% | 22.1% |18.5%
Antique shop 32% |22% | 7.2% | 61% | 3.2% | 2.3% | 2.5% | 0.8% | 0.8%
Personal trade 31% [1.5% | 4.0% | 6.8% | 3.2% | 1.5% | 3.4% | 1.6% | 2.5%
Others 23% |4.4% | 0.8% | 0.8% | 0.8% | 3.1% | 42% | 2.5% |1.7%
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Watch retailers they go to

(-

The consumers who go to “Watch retailers” to buy watches are asked the name of the shop.
“Evance”(*) came top, and followed by “Watchman” and “Wako”.

(Free answer)

Shop name replies | % Shop name replies %

1 Evance 22 5.4% 21 | Sakuraya 2 0.5%
2 | Watchman 14 3.4% 21 | Satindoll 2 0.5%
2 | Wako 14 3.4% 21 | Jewelry Paris 2 0.5%
4 | Rolex 13 3.2% 21 | Seiko 2 0.5%
5 | Hattori Tokeiten 9 2.2% 21 | Tag Heuer 2 0.5%
6 | Local chops 8 2.0% 21 | Tamiya 2 0.5%
7 | TicTac 7 1.7% 21 | Big Camera 2 0.5%
7 | Mondiale 7 1.7% 21 | Yoshida Tokei 2 0.5%
9 | Swatch 6 1.5% 21 | Mitsukoshi 2 0.5%
10 | BEST 5 1.2% 21 | Jihodo 2 0.5%
10 | Yodobashi Camera 5 1.2% 21 | Ono Tokei-ten 2 0.5%
10 | Tenshodo 5 1.2% 21 | Shobido 2 0.5%
13 | Omega 4 1.0% 21 | Daimaru 2 0.5%
14 | ami 3 0.7% 21 | Onishi Tokeiten 2 0.5%
14 | SEIKO 3 0.7% 21 | Hirano 2 0.5%
14 | Quoak 3 0.7% 21 | Hoseki Hiroba 2 0.5%
14 | Naniwa 3 0.7% 21 | Aso Tokei-ten 2 0.5%
14 | Marui 3 0.7% Others 158 38.6%
14 | Takashimaya 3 0.7% No idea: 75 18.3%
14 | Terauchi 3 0.7% Not decided

21 | Omega shop 2 0.5% TOTAL 409 | 100.0%

(*) Evance — A retail shop opened in 1987 at Aoyama(Tokyo) for retailing of parallel imported Rolex

watches. They placed big advertisements on TV and magazines.

At present they have two shops, one in Ginza/Tokyo (5 stories building) and at Shibuya/Tokyo (4

stories building). In 2002, they started to sell not only Rolex but also Cartier, Patek Philippe, Franck

Muller, Chopard, Audemars Piguet, Piaget, Breguet, Jaeger LeCoultre, Omega, Vachron Constantin

parallel imported.

In 2003, they started to sell Tag Heuer and Ikepod supplied by the official distributors, but other

brands are all parallel import.
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Important factors to take into consideration when selecting shops to buy watches

57% of consumers answered that they take into consideration if the shop is an official
dealer or not. That is more than the “Rich collection” or “Bigger discount”.

(Multiple answer)

Being official dealer ' ' ' ' ' | 571%
Rich collection 40.4%

Bigger dizcount | 45 3%
Good after service | 30.0%
Atmozphere of the shop | 254y
Famous shop . I | 21.0%
Mo specisl commerts [ 5.3$
Cthers [ ]2.4% ¢

Male Female
[FEAL 20s 30s | 40s |over50| 20s 30s | 40s |over50

Total of replies 1,005| 135 | 1256 | 132 | 124 | 130 | 118 | 122 | 119

Being official dealer 57.1%(51.9%|57.6%50.8%|51.6%61.5%[69.5%|54.9% |60.5%
Rich collection 49.4% 41.5%|44.0%|47.0%|54.8% |51.5% |56.8% |50.8% |49.6%
Bigger discount 45.3%|52.6%|50.4% |64.4% |52.4%|31.5%|37.3%[39.3%|31.9%
Good after service 39.0%|34.1%|37.6%|37.1%|37.1%|39.2%|40.7%|41.0% |46.2%
Atmosphere of the shop |25.4%|28.9%|20.8%[18.9%|14.5%|32.3%|33.9%(27.0%|26.9%
Famous shop 21.0%[22.2%(22.4%[19.7%[16.1%|28.5%|19.5%[16.4%|22.7%
No special comments 53% | 3.0% | 3.2% | 2.3% | 8.9% | 6.2% | 3.4% | 8.2% | 7.6%
Others 2.4% | 3.0% | 2.4% | 3.8% | 0.8% | 2.3% | 2.5% | 2.5% | 1.7%
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Amount they are ready to pay for a watch

26.6% of consumers are willing to buy watches more than Yen200,000. 14.2% for more
than Yen300,000, and more than Yen 1,000,000 is 1.2% of consumers. There does not
show any big difference by age. Even younger generation is willing to buy expensive

watches.

ToTAL

Male 20z

Male 30z

Male 40

Male aver &0

Female 20

Female 30s

Female 40=

Female owver S0

Howe much are you going to spend far a watch? |

(&)

below | ¥60,000 | ¥100000 | ¥200,000 | ¥300,000 | ¥500000 | Syer
¥50,000 | | | | | i
¥100,000 | ¥200,000 | ¥300,000 |¥500000 | ¥1 mil

2
B0k

0.7
133 37444

29.5 15.9) 25.0 11480 7.6/ 0.3
7 o~~~ i S
27.4 21.8 25.8 ERl REDEE:

T

16.2

1

Mumber of
ANSWWErNS

1,003

133

123

132

124

120

113

122

113
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Watch as gift

60.3% of consumers have ever received watches as gift. Male in their 20s has the smallest
experience, and it is only 44.4%.

Hawe you ever got a watch as qift?

YES MO

(%) Mumber of

BNEWELS
TOT AL 1,005
hMale 20= 135
Male S0= 125
hale 40= 132
hale over 30 124
Female 20z 130
Female 30z 113
Female 40= 122

Female aver S0 113

Page 9



()

In which occasion they got a gift of watch

Asked when it was to the repliers who have ever received gifts of watches.

(Multiple answer)

Birthday ' |5 40
Entrancefgradustion of schaals, l l
neswyly employed or retirement A1.7%
Wzdlding, Y uino :::I 111K
Chriztmas 11.1%
Cthers ::I 145
it for TOTAL 505 303Male40s over50] 20s 30FsemaLeoS over50
Number of replies 606 60 78 77 70 78 78 88 77
Birthday 54.0%50.0% |64.1%|41.6% |45.7% | 53.8% | 70.5% | 58.0% | 45.5%

Entrance/graduation of
Schools, newly employed [31.7%|40.0% [17.9% |42.9%|38.6% | 29.5% |24.4%|35.2%|27.3%
Or retirement

Wedding, Yuino(*) 11.1%10.0%|17.9%|23.4%| 8.6% | 3.8% | 6.4% |10.2%| 7.8%
Christmas 11.1%|10.0%| 9.0% | 5.2% | 4.3% [19.2%[15.4% [14.8%| 9.1%
Others 14.5%(11.7%| 6.4% |10.4%|18.6%|15.4% | 6.4% |20.5%|26.0%

(*) Yuino : Japanese traditional custom to exchange betrothal presents when engaged marriage.
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Females are mostly influenced by fashion magazines, and males are mostly influenced by
life style magazines at beginning.

How they started to have interests in watches

(Multiple answer)

Fashion, life style magazines ' ' ' |34.0%
COonsumer goods magazines I I | 26.3
Wiatch lovers(family or friends) : I |20.6%
Watch magazines I | 19.0%

Cther magazines |105%

Favorite actors are wearing TJ.0%
Cthers | T
Mo special reazon . . |23.4%
Male Female
Influenced by TOTAL—50s T 30s | 40s [Over50] 20s | 30s | 40s [Over50
Number of replies 1,005| 135 125 132 124 130 118 122 119

Fashion, life style magazines|34.0%|37.8%|17.6%|17.4%| 4.8% |66.9% [49.2%|43.4%35.3%
Consumer goods magazines [26.3% [23.7%(42.4%39.4% |28.2%|16.2%[22.0%|16.4%(21.0%
Watch lovers (family or friends)| 20.8%15.6%|18.4%[20.5%[19.4%|20.8%|23.7%(21.3%|27.7%

Watch magazines 19.0%|20.7% |40.8%|31.8%|23.4% | 5.4% | 9.3% | 9.8% | 9.2%
Other magazines 10.5%| 9.6% [10.4%| 9.1% |12.9%|10.8%10.2%|12.3%| 9.2%
Favourite actors are wearing | 7.0% | 6.7% | 4.0% | 2.3% | 2.4% [13.1%/11.0%| 8.2% | 8.4%
Others 5.2% | 4.4% | 7.2% | 6.8% | 5.6% | 4.6% | 6.8% | 4.9% | 0.8%
No special reason 23.4%(30.4%)18.4%(19.7%|37.1%|15.4%|16.9%23.0%|26.1%
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Important factors to take into consideration selecting watches

Consumers take into consideration the “Design”, “Price” and “Brand”. Males in their 40s
and over 50 years old take also “Function” into consideration.

(3 selections)

Deszign : . | a5 4%
Price : . ] 59.3%
Brand . | 53EN
Function ] 281 %
Readahbilty of time :i:l 236N
Movemert [ 1108
being different from others ] 7.3%
Limited edition [ 2.4%
Favorite actors are wearing [ 1.0%
Recommendation of retailers | 075
Recommendation of friends | 0.2k
Others [11%
Male Female
Important factor TOTAL 505 T 30s | 40s [over50 | 20s | 30s | 40s |over50
Number of replies 1,005 135 125 132 124 130 118 122 119
Design 85.4% [83.7% | 87.2% | 78.0% | 70.2% | 95.4% | 93.2% | 88.5% | 87.4%
Price 55.3% [49.6% | 55.2% | 51.5% | 54.0% | 58.5% | 57.6% | 59.8% | 57.1%
Brand 53.8% [63.0% | 50.4% | 55.3% | 46.0% | 55.4% | 60.2% | 52.5% | 47.1%
Function 35.1% [34.1% | 43.2% | 46.2% | 47.6% | 28.5% | 17.8% | 35.2% | 26.9%
Readability of time 23.6% | 15.6% | 10.4% | 12.9% | 23.4% | 27.7% | 28.8% | 27.9% | 44.5%
Movement 10.8% [14.1% [ 22.4% [ 12.9% | 18.5% | 2.3% | 59% | 5.7% | 4.2%
being different from others 73% | 74% | 88% | 7.6% | 48% | 69% | 93% | 41% | 9.2%
Limited edition 24% | 1.5% | 5.6% | 6.8% | 24% | 0.0% | 0.8% | 0.8% | 0.8%
Favorite actors are wearing 1.0% | 0.0% | 0.0% | 0.8% | 0.0% | 4.6% | 1.7% | 0.8% | 0.0%
Recommendation of retailer 0.7% | 0.0% | 0.0% | 0.8% | 0.8% | 0.8% | 0.8% | 0.0% | 2.5%
Recommendation of friends 0.3% | 0.0% | 0.0% | 0.0% | 1.6% | 0.0% | 0.0% | 0.0% | 0.8%
Others 1.1% | 0.7% | 0.0% | 2.3% | 0.8% | 0.8% | 0.8% | 1.6% | 1.7%
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Not only females but also males in their 20s collect information from fashion magazines.

Major source of information for watches

(Multiple answer)

Fashion, life style magazines | | | : | 44.3%
Watch retailers | | | | 27.7%
Consumer goods magazines | | | 26.2%
Watch magazines | | | 24.9%
Webhszite of the brand | | 21 .25
Friends | [13.0%
T, Radio |12.9%
Vishsite of retailers [ ]11.7%

Others [ | 4.3%

Source ofinformation  TOTAL 54 30sMaIe4oS over50| 20s 3oFsemalteoS over50
Number of replies 1,005| 135 | 125 | 132 | 124 | 130 | 118 | 122 | 119
Fashion, life style magazines |44.3%|44.4%18.4%|22.7%| 7.3% |75.4%70.3%|69.7% |47.9%
Watch retailers 37.7%|26.7%|29.6% |37.1%|44.4% | 36.9%|32.2% |40.2% |56.3%
Consumer goods magazines |35.8%31.9%49.6% |55.3%[41.1%|16.9%|30.5%[24.6%|36.1%
Watch magazines 24.9%33.3%|46.4%|39.4%|29.8%| 6.9% [16.9%[13.9%[10.1%
Website of brands 21.3%28.9%25.6%[28.0%(25.0%[15.4%[11.9%[18.0% [ 16.0%
Friends 13.0%[15.6%[11.2%[12.1%| 5.6% |[14.6%|11.9%|14.8%|18.5%
TV, Radio 12.9%| 6.7% [11.2%]12.1%[10.5%[23.1%|11.0%| 9.0% |20.2%
Website of retailers 11.7%[14.8%20.0%|12.9%(12.1%| 6.9% [11.0%]| 9.8% | 5.9%
Others 4.3% | 4.4% | 5.6% | 6.1% | 5.6% | 1.5% | 4.2% | 4.1% | 2.5%
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Favourite brand ranking 20

top is Rolex followed by Omega, Cartier, Bvlgari and Seiko. Rolex is popular both for males

and females.

()

Asked the brand name they like or they like to buy in order of first, second and third. The

(Multiple answer)

ROLEX B ] 4044
OMEGA, ] 251 %
CARTIER [ 12414
BVLGARI | : 2284
== o — R
TAGHELER F——"7127K! '
HERMES ::fm.gn :
FRAMCK MULLER T—————711.1% |
CTIZEN ——i7o% |
GUcc ——17ek
TRFANY [——17 8%
CHOPARD [—15.04
WiC ] 47K
BREITLING [ 46K
CHAMEL [ 46%
LONGINES [ 4.2%,
CHRISTISN DIOR [ 2.1 % 5
BREGLET [13.0K |
DUNHLL (275
PILGET [125% ! : : :
Favourite brand Male Female
TOTAL| 20s 30s 40s |over50| 20s 30s 40s |over50
Number of replies 1,005 | 135 125 132 124 130 118 122 119
ROLEX 40.4% (41.5%|42.4%|50.8% |57.3%|31.5%[39.8% |33.6%|25.2%
OMEGA 28.1% |44.4%|45.6% |28.8%|26.6%|20.0%[17.8%|18.0%|21.0%
CARTIER 24.1% |11.9%| 7.2% | 8.3% |14.5%|40.8%[39.8%|33.6%|39.5%
BVLGARI 23.8% |20.7%({14.4%|17.4%{11.3%|30.8% [33.1%|35.2% [28.6%
SEIKO 22.1% |22.2%(24.0%|24.2%|37.9%|19.2%(12.7%|18.9% [ 16.8%
TAG HEUER 12.7% | 14.8%(20.8%|25.8%[18.5%| 3.8% | 9.3% | 7.4% | 0.0%
HERMES 11.9% | 4.4% | 4.8% | 4.5% | 1.6% |14.6%[26.3% |24.6%|16.8%
FRANCK MULLER |[11.1% [17.8%|12.8%| 8.3% | 2.4% |19.2%|11.0%| 9.0% | 7.6%
CITIZEN 7.9% | 7.4% | 8.0% | 8.3% |17.7%| 6.2% | 4.2% | 5.7% | 5.0%
GUCCI 79% | 3.0% | 4.0% | 3.0% | 4.8% [16.2%|11.9%| 9.8% |10.9%
TIFFANY 7.0% | 3.7% | 0.8% | 3.0% | 1.6% [14.6%|12.7%| 9.8% |10.1%
CHOPARD 50% | 0.7% | 0.8% | 0.8% | 0.0% | 5.4% |13.6%[13.9%| 5.9%
IWC 4.7% | 3.7% |13.6%| 8.3% | 4.8% | 2.3% | 2.5% | 1.6% | 0.0%
BREITLING 46% | 5.9% | 8.8% [10.6%| 5.6% | 0.8% | 1.7% | 1.6% | 0.8%
CHANEL 46% | 2.2% | 0.0% | 3.0% | 0.8% | 5.4% | 3.4% |11.5%|10.9%
LONGINES 42% | 0.0% | 4.0% | 9.1% [10.5%| 1.5% | 1.7% | 2.5% | 4.2%
CHRISTIANDIOR | 3.1% | 2.2% | 0.0% | 0.8% | 0.0% |11.5%| 1.7% | 1.6% | 6.7%
BREGUET 3.0% | 3.7% | 7.2% | 1.5% | 2.4% | 2.3% | 1.7% | 3.3% | 1.7%
DUNHILL 2.7% | 3.0% | 1.6% | 6.8% | 6.5% | 0.8% | 1.7% | 0.0% | 0.8%
PIAGET 2.5% | 0.0% | 0.8% | 2.3% | 1.6% | 2.3% | 0.8% | 4.9% | 7.6%
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Rolex came top also as the brand selected first

Bvlgari followed Rolex as selected first. Omega is the top selected as second.

(Number of replies)

PFEG/ BT SR (B B AR
50 100 150 200 250 300

350 400 450

Rolex | 9 |

Omega I
Cartier | 91 | 65 |
Bvlgari 75 | 67 |

Seiko . 78 | 76 |

TagHeuer | 46 | 31 |

Hermes | 40 | 47 |

FranckMuller

Citizen | 30 [ 31 |
Gucci | 28 | 30 |
Tiffany 6 34 | 30 |

Chopard
IwcC
Breitling
Chanel
Longines

ChristianDior
Breguet 1135)
Dunhill [78]11] R @ 244 o3fs |

Pi t 6} 14]
1age | First Second Third |

Page 15




(-

Favourite brand ranking 20 - by sex

Male
ROLEX . . . : 1 47.9%
OMEGA I I I 1 3644
SEIKD I I | 2p.9%
TAS HELER I 20,04
BwLGAR 1914
CARTER 1054
FRAMCE MULLER 1054
CITIZEM 10.3%
BREITLING [——14.24
[, — R
LOMGINESE [ 1544
DUMHILL 1 45k
HERMES [ 3958
EREGUET []3.7%
GUzz ]2
FATEE. FHILIFFE [ 208
AUDEMARS PIGUET 27K
ckCal vk KLEIM [ 274
FAMERA [ 27K
TIFFAMY [ 2284
] Male
Favorite brand TOTAL 50s | 30s | 40s Overso
Number of replies 516 135 | 125 | 132 | 124
ROLEX 47 .9% |41.5%(42.4%|50.8% |57.3%
OMEGA 36.4% |44.4%|45.6% |28.8% |26.6%
SEIKO 26.9% [22.2%|24.0%|24.2% | 37.9%
TAG HEUER 20.0% |14.8%(20.8% |25.8% | 18.5%
BVLGARI 16.1% |20.7%|14.4%|17.4%|11.3%
CARTIER 10.5% |11.9%| 7.2% | 8.3% [14.5%
FRANCK MULLER 10.5% |17.8%(12.8%| 8.3% | 2.4%
CITIZEN 10.3% | 7.4% | 8.0% | 8.3% |17.7%
BREITLING 7.8% | 5.9% | 8.8% [10.6%| 5.6%
IWC 7.6% | 3.7% [13.6%| 8.3% | 4.8%
LONGINES 5.8% | 0.0% | 4.0% | 9.1% |10.5%
DUNHILL 45% | 3.0% | 1.6% | 6.8% | 6.5%
HERMES 3.9% |4.4% | 4.8% | 4.5% | 1.6%
BREGUET 3.7% | 3.7% | 7.2% | 1.5% | 2.4%
GuUcCcCI 3.7% | 3.0% | 4.0% | 3.0% | 4.8%
PATEK PHILIPPE 2.9% | 0.0% | 3.2% | 3.8% | 4.8%
AUDEMARS PIGUET 2.7% | 0.0% | 2.4% | 0.8% | 8.1%
ckCALVIN KLEIN 2.7% | 7.4% | 0.8% | 0.8% | 1.6%
PANERAI 2.7% | 5.2% | 4.8% | 0.8% | 0.0%
TIFFANY 2.3% | 3.7% | 0.8% | 3.0% | 1.6%
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Female

CARTIER : : 1 $5.4%
ROLEX L I l ] 2264
EwLGARI L I |I31.9PG
HERMES
OMEG A
SEIKO
GlUCCl
FRAMCE MULLER
TIFF AR
CHOPARD
CHAMEL
CHRISTIAN DIOR 1554
CITIZEW [__15.24
TAGHEUER [ 161N
FIAGSET [ 3.9%
HAMILTOM []125K
LOMGIMES []2FR
BREGUET [ 2.2
FEMDI [T 22K
chDALWIMN KLEIM []1.82%

Favourite brand |TOTAL 50s 3OFsemalfos Over50
Number of replies 489 130 118 122 119
CARTIER 38.4% | 40.8% | 39.8% | 33.6% | 39.5%
ROLEX 32.5% | 31.5% | 39.8% | 33.6% | 25.2%
BVLGARI 31.9% | 30.8% | 33.1% | 35.2% | 28.6%
HERMES 20.4% | 14.6% | 26.3% | 24.6% | 16.8%
OMEGA 19.2% | 20.0% | 17.8% | 18.0% | 21.0%
SEIKO 17.0% | 19.2% | 12.7% | 18.9% | 16.8%
GUCCI 12.3% [ 16.2% [ 11.9% | 9.8% |10.9%
FRANCK MULLER [11.9% [ 19.2% | 11.0% | 9.0% | 7.6%
TIFFANY 11.9% | 14.6% | 12.7% | 9.8% |10.1%
CHOPARD 9.6% | 5.4% |13.6%|13.9% | 5.9%
CHANEL 7.8% | 5.4% | 3.4% |11.5% |10.9%
CHRISTIAN DIOR | 5.5% [11.5% | 1.7% | 1.6% | 6.7%
CITIZEN 53% | 6.2% | 4.2% | 5.7% | 5.0%
TAG HEUER 51% | 3.8% | 9.3% | 7.4% | 0.0%
PIAGET 3.9% | 2.3% | 0.8% | 4.9% | 7.6%
HAMILTON 25% | 2.3% | 4.2% | 2.5% | 0.8%
LONGINES 25% | 1.5% | 1.7% | 2.5% | 4.2%
BREGUET 22% | 2.3% | 1.7% | 3.3% | 1.7%
FENDI 22% | 1.5% | 1.7% | 2.5% | 3.4%
ckCALVIN KLEIN 1.8% | 2.3% | 0.0% | 2.5% | 2.5%

(-
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Asked what kind of watches they like by each category. Classic and standard type is
popular for both male and female. Males in their 20s and 30s like mechanical watches, and
females like fashion watches.

Favourite Watches — movement, type, function and shape

[hlovement]

o
o -
ka
=

Mechanical & quartz

Automatic — e

-

1
GQuartz |223-ﬂi

1

1

Handwinding | aJ::u

Male Female
20s 30s 40s |over50| 20s | 30s | 40s |over50

Number of replies 1,005 | 135 125 132 | 124 | 130 | 118 | 122 | 119

Movement TOTAL

Mechanical & quartz 38.2% | 34.8% | 24.0% | 40.9% | 38.7%40.8%|40.7%|45.1%| 41.2%

Automatic 31.4% [40.0% | 56.0% | 28.8% |29.8% [29.2%|26.3%|23.8%| 16.0%
Quartz 22.4% | 18.5% [ 11.2% | 21.2% |21.8%(21.5%|23.7%|27.9%| 34.5%
Handwinding 8.0% | 6.7% | 8.8% | 91% | 9.7% | 8.5% | 9.3% | 3.3% | 8.4%
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(Multiple answer)

(-

{ Type ] :
Clazsic, standard | GE3N
Fashion watch |43”i
Sports watch 20, I:ll-i '
Jeswelry weatch 'l .54 E E
fulti-function : :
Male Female
Type TOTAL 50 T 30s | 40s Jover50] 20s | 30s | 40s |over50
Number of replies 1,005 135 125 132 124 130 118 122 119
Classic, standard 62.3% | 74.1% |61.6% |59.8% | 72.6% | 57.7% | 59.3% | 60.7% | 51.3%
Fashion watch 43.1% | 32.6% | 18.4% | 29.5% | 15.3% | 69.2% | 69.5% | 54.1% | 58.8%
Sports watch 30.0% |28.9% |49.6% |53.0% | 30.6% | 13.1%|28.0% |22.1% | 12.6%
Jewelry watch 18.5% | 4.4% | 2.4% | 3.0% | 2.4% [40.8% |36.4% | 34.4% | 26.9%
Multi-function 15.5% | 2.7% [28.0% |27.3% (23.4% | 8.5% | 5.1% | 4.9% | 4.2%
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(Multiple answer)

[ Function 1]
Calendar | 42 0K

Divers : ] 255K .

Chronograph [~ ]200% . |

Perpetuslcalendar | }198K '

Alarm | R:R:L T '

Tourbilon [______J188% !

World time [ ] 108K 5 ;

GMT dualtime [ ]B81% 1 i i

hioon phase | I$.5!i . .

Minute repeater [ ] 8.0M I I

Cthers _:liicui - - .

Power reserve [ | TN i . .

. Male Female

Function TOTAL ™ 505 [ 30s | 40s [over50] 20s | 30s | 40s [over50
Number of relies 1,005 135 125 | 132 | 124 130 118 122 119
Calendar 48.9% 51.1% [64.8%(61.4%|66.1%|43.1% [41.5% |29.5% | 31.1%
Divers 25.6% | 30.4% |43.2%|42.4%|25.0%|16.2% |20.3% | 18.0% | 6.7%
Chronograph 20.9% | 32.6% |36.8%|34.8%|22.6%| 9.2% |14.4% | 9.0% | 5.0%
Perpetual calendar 19.8% | 23.0% [21.6%|19.7%|29.0%|17.7% | 16.1% |17.2% | 13.4%
Alarm 18.8% 17.0% |21.6%|26.5%|22.6%| 14.6% | 11.0% | 12.3% | 24.4%
Tourbillon 16.9% 15.6% [13.6%|13.6%|13.7%| 18.5% | 20.3% | 18.9% | 21.8%
World time 10.8% 9.6% 8.0% |16.7%|11.3%| 13.8% | 9.3% | 7.4% [10.1%
GMT dual time 9.1% | 9.6% |7.2% |15.2%|11.3%| 5.4% | 8.5% | 8.2% | 6.7%
Moon phase 85% | 89% |4.8%|15.2%)| 8.1% [12.3% | 9.3% | 6.6% | 1.7%
Minutes repeater 8.0% 59% [8.0% [11.4%| 9.7% | 3.8% | 5.9% | 5.7% |13.4%
Others 74% | 3.0% |4.8%|3.8%|9.7% | 8.5% | 5.9% |13.9%|10.1%
Power reserve 7.2% 9.6% [10.4%[10.6%| 8.1% | 3.8% | 5.1% | 4.9% | 4.2%
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(Multiple answer)

(-

[ Shapel
Round 2848
Rectangular :I 30.5!% i i
Creal - | 23.255 ; .
Srjuare -—|12.1iﬁ | '
Barrel :IT.QH I I I I
S S N
Shape TOTAL 505 305M3Ie40s over50| 20s 3ozemalfoS over50
Number of replies 1,005 | 135 125 132 124 130 118 122 119
Round 88.4% [95.6% | 97.6% | 97.0% | 93.5% | 88.5% | 81.4% | 76.2% | 74.8%
Rectangular 30.5% [17.0% | 17.6% [16.7% | 17.7% | 40.0% | 46.6% | 50.0% | 42.0%
Oval 28.2% |20.0% [ 12.0% | 12.9% | 5.6% |45.4% |13.2% |45.1% |43.7%
Square 12.1% [ 11.9% | 5.6% | 8.3% | 8.1% [22.3% | 19.5% | 11.5% | 10.1%
Barrel 7.9% |11.9% | 80% | 7.6% | 3.2% | 7.7% |12.7% | 5.7% | 5.9%
Polygon 75% | 8.9% | 8.8% | 6.8% | 3.2% [10.0% | 5.9% | 9.8% | 5.9%
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Hobby

What are hobbies of consumers with interests in watches? Automobile and music for
males, and fashion, interior and music for female.

(Multiple answer)

()

Automokile ' | 51.2%
Fazhion |§49.E!i
hluizic |4:F.T!i
Interior I|41 0N '
Sports I |32.E!i§
Cthers -:]1!15!5 ; : : ;

Hobby TOTAL 20s 303Ma|e403 over50| 20s 30Fsema|4$05 over50
Number of replies 1,005 | 135 | 125 | 132 | 124 | 130 | 118 | 122 | 119
Automobile 51.2% | 68.9% | 76.0% | 66.7% | 70.2% | 36.2% | 37.3% | 25.4% | 25.2%
Fashion 49.6% |47.4% |27.2% |34.1% | 12.9% | 83.8% |69.5% | 64.8% | 58.0%
Music 47.7% |55.6% |43.2% |44.7% |41.1% | 57.7% | 50.0% | 47.5% | 40.3%
Interior 41.0% |34.1% | 36.8% |21.2% | 20.2% |60.8% |63.6% | 50.0% |43.7%
Sports 32.6% |43.0% |49.6% |43.9% | 35.5% [23.8% | 16.1% | 26.2% | 20.2%
Others 10.5% | 8.1% | 8.8% [12.1%|13.7%| 6.2% | 6.8% |15.6% | 13.4%
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Relation between hobbies and favourite watch brands

Fashion-minded consumers like Cartier and Bvlgari, and sports-minded consumers like
Rolex and Omega.

More than 5 point
difference from Total

Strong Weak
relationship|relationship

Brand name VO Fashion| Auto Mus|i—::0blt:1)t/erior Sports | Others
Number of replies 1,005 | 498 | 515 | 479 | 412 | 328 106
ROLEX 40.4% | 41.0% | 44.5% | 39.0% | 39.1% | 45.7% | 34.0%
OMEGA 28.1% |26.7% | 35.5% | 26.1% | 26.9% | 33.5% | 21.7%
CARTIER 24.1% (32.3% | 21.0% |24.4% | 32.0% | 20.4% | 17.0%
BVLGARI 23.8% [28.9% | 21.9% |25.3% | 26.2% | 20.1% | 17.9%
SEIKO 22.1% [15.9% | 21.7% | 20.9% | 16.5% | 24.1% | 29.2%
TAG HEUER 12.7% | 8.2% [16.3% |13.4% | 6.6% |16.8% |12.3%
HERMES 11.9% [ 16.3% | 7.0% [11.3%|15.8% | 7.9% [11.3%
FRANCK MULLER 11.1% [15.5% | 11.5% [ 14.4% | 14.3% | 11.6% | 6.6%
CITIZEN 79% |4.4% | 7.4% | 81% | 5.8% | 8.5% | 7.5%
GUCCI 7.9% | 9.6% | 4.9% | 7.7% [10.4% | 4.6% | 8.5%
TIFFANY 7.0% [10.2% | 5.8% | 71% | 9.0% | 5.8% | 4.7%
CHOPARD 5.0% | 7.2% | 2.9% | 58% | 7.3% | 2.4% | 4.7%
IWC 4.7% | 3.4% | 6.4% | 3.3% | 3.9% | 4.9% | 7.5%
BREITLING 4.6% | 3.4% | 6.6% | 5.2% | 3.2% | 4.9% | 1.9%
CHANEL 4.6% | 6.0% | 3.9% | 2.7% | 5.3% | 3.0% | 3.8%
LONGINES 42% | 24% | 4.9% | 52% | 1.9% | 4.6% | 5.7%
CHRISTIAN DIOR 3.1% | 3.6% | 1.7% | 4.0% | 4.4% | 1.2% | 1.9%
BREGUET 3.0% | 3.2% | 4.3% | 2.7% | 3.4% | 3.4% | 1.9%
DUNHILL 2.7% | 1.6% | 2.7% | 2.3% | 0.5% | 3.7% | 1.9%
PIAGET 25% | 26% | 21% | 21% | 2.7% | 1.2% | 3.8%
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Consumers’ consciousness of watches is divided into that on the attitude before purchases
and on watches selves.

SUMMARY

Concerning attitude before purchasing watches, their consciousness can be important
factors to plan sales, PR and marketing activities. At the same time, their consciousness
on watches selves show their taste or demand for watches, which can be analysed by sex
and generation.

IAttitudes before purchase watches|

Shop to go to buy watches
- Many females buy watches at department stores
- Both males and females go to mass-retail chain operators and discount shops
- Watch retailers chosen by more males
Watch price they are going to buy
- 26% of the total said “more than Yen200,000
- 60% of males in their 30s said “less than Yen100,000
“More than Yen 1mil is 1.2% of the total
Main source of information
- Females collect information from fashion magazines.
- Males collect from consumer goods magazines.
Important factors to select shops
- “To be an official dealers” is important both for male and female
- “Rich collection”
“Bigger discount”

Taste and demand on watches]

Brand Rolex is the most popular brand
Rolex, Omega and Seiko for male
Cartier, Rolex and Bvlgari for female

Shape Males absolutely prefer round
Female prefer round, but also rectangular and oval

Important factors of selecting watches
Design, Price and Brand
Males consider also function
Female consider also readability

Function Calendar is important both for males and females.
Males like divers watch
Some females like even tourbillon
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€ The survey showed that many consumers take into consideration if the shop is an
official dealer. In the usual consumer goods survey, “rich collection” or “low price” are
often selected by many monitors as important factors, but in this survey, as far as
watches concern, it is important to be official dealers.

41% of total is going to buy watches at watch retailers

“Department stores” (45%) is the most and followed by “mass-retail chain
operators and discount shops”(44%).

The top three important factors of selecting shops are “Being an official
dealer’(57%), “Rich collection”(49%), and “Bigger discount’(45%).

Evance came top as the actual shop they go. This result conflicts with the fact
that they take into consideration if the shop is an official dealer. It could be that
consumers accept Evance because they are partially an official dealer of some
brands, or otherwise, consumers class parallel dealers involuntarily by reliability
or celebrity. Or, maybe, consumers believe that Evance is an official dealer.
(see Page 6 for Evance)

€ “Design” is the most important factor when selecting watches. Consumers seem to be
attracted by the design. “Brand” and “Function” are also important as well as “Price”.
Concerning favourite shape of watches, round case is the most popular, but liked more
by males than female who like also rectangular or oval.

Consumers paying more than Yen200,000 for a watch is 26% of the total, and
14% is paying more than Yen300,000.

Important factors when selecting a watch is “Design”(85%), Price(55%), and
“Brand”(54%)

Favourite brands are Rolex(40%), Omega(28%), Cartier(24%), Bvlgari(24%), and
Seiko(22%).

Movements varies, besides classic and standard type(62%) is liked the most.
Calendar as function(49%), and round (88%) as shape is favoured.

@ Rolex is the most favoured brand, and Seiko is the 5. Big note and popularity of Rolex
is again proved. A ranking made by one of watch magazines reported Breitling as top,
but the same brand is listed No.14 in this survey. It is probably because the difference
between the survey on watch enthusiasts and on more average consumers.

¢ 60% of total have got watches as gift. Most of them have received for their birthday(54%).

€ Main source of information for watches is magazines and watch retailers.

Source of information is “Fashion, life style magazines”(44%), “Watch
retailers”(38%), and “Consumer goods magazines”(36%).

At the same time, they started to have interests influenced by “Fashion, life style
magazines”(34%), “Consumer goods magazines”(26%), “Watch
magazines”(19%), and “Friends who like watches’(21%).

(March 20, 2006)

Page 25




<<
  /ASCII85EncodePages false
  /AllowTransparency false
  /AutoPositionEPSFiles true
  /AutoRotatePages /All
  /Binding /Left
  /CalGrayProfile (Dot Gain 20%)
  /CalRGBProfile (sRGB IEC61966-2.1)
  /CalCMYKProfile (U.S. Web Coated \050SWOP\051 v2)
  /sRGBProfile (sRGB IEC61966-2.1)
  /CannotEmbedFontPolicy /Warning
  /CompatibilityLevel 1.4
  /CompressObjects /Tags
  /CompressPages true
  /ConvertImagesToIndexed true
  /PassThroughJPEGImages true
  /CreateJDFFile false
  /CreateJobTicket false
  /DefaultRenderingIntent /Default
  /DetectBlends true
  /ColorConversionStrategy /LeaveColorUnchanged
  /DoThumbnails false
  /EmbedAllFonts true
  /EmbedJobOptions true
  /DSCReportingLevel 0
  /SyntheticBoldness 1.00
  /EmitDSCWarnings false
  /EndPage -1
  /ImageMemory 1048576
  /LockDistillerParams false
  /MaxSubsetPct 100
  /Optimize true
  /OPM 1
  /ParseDSCComments true
  /ParseDSCCommentsForDocInfo true
  /PreserveCopyPage true
  /PreserveEPSInfo true
  /PreserveHalftoneInfo false
  /PreserveOPIComments false
  /PreserveOverprintSettings true
  /StartPage 1
  /SubsetFonts true
  /TransferFunctionInfo /Apply
  /UCRandBGInfo /Preserve
  /UsePrologue false
  /ColorSettingsFile ()
  /AlwaysEmbed [ true
  ]
  /NeverEmbed [ true
  ]
  /AntiAliasColorImages false
  /DownsampleColorImages true
  /ColorImageDownsampleType /Bicubic
  /ColorImageResolution 300
  /ColorImageDepth -1
  /ColorImageDownsampleThreshold 1.50000
  /EncodeColorImages true
  /ColorImageFilter /DCTEncode
  /AutoFilterColorImages true
  /ColorImageAutoFilterStrategy /JPEG
  /ColorACSImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /ColorImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000ColorACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000ColorImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasGrayImages false
  /DownsampleGrayImages true
  /GrayImageDownsampleType /Bicubic
  /GrayImageResolution 300
  /GrayImageDepth -1
  /GrayImageDownsampleThreshold 1.50000
  /EncodeGrayImages true
  /GrayImageFilter /DCTEncode
  /AutoFilterGrayImages true
  /GrayImageAutoFilterStrategy /JPEG
  /GrayACSImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /GrayImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000GrayACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000GrayImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasMonoImages false
  /DownsampleMonoImages true
  /MonoImageDownsampleType /Bicubic
  /MonoImageResolution 1200
  /MonoImageDepth -1
  /MonoImageDownsampleThreshold 1.50000
  /EncodeMonoImages true
  /MonoImageFilter /CCITTFaxEncode
  /MonoImageDict <<
    /K -1
  >>
  /AllowPSXObjects false
  /PDFX1aCheck false
  /PDFX3Check false
  /PDFXCompliantPDFOnly false
  /PDFXNoTrimBoxError true
  /PDFXTrimBoxToMediaBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXSetBleedBoxToMediaBox true
  /PDFXBleedBoxToTrimBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXOutputIntentProfile ()
  /PDFXOutputCondition ()
  /PDFXRegistryName (http://www.color.org)
  /PDFXTrapped /Unknown

  /Description <<
    /FRA <>
    /ENU (Use these settings to create PDF documents with higher image resolution for improved printing quality. The PDF documents can be opened with Acrobat and Reader 5.0 and later.)
    /JPN <FEFF3053306e8a2d5b9a306f30019ad889e350cf5ea6753b50cf3092542b308000200050004400460020658766f830924f5c62103059308b3068304d306b4f7f75283057307e30593002537052376642306e753b8cea3092670059279650306b4fdd306430533068304c3067304d307e305930023053306e8a2d5b9a30674f5c62103057305f00200050004400460020658766f8306f0020004100630072006f0062006100740020304a30883073002000520065006100640065007200200035002e003000204ee5964d30678868793a3067304d307e30593002>
    /DEU <>
    /PTB <>
    /DAN <>
    /NLD <>
    /ESP <>
    /SUO <>
    /ITA <>
    /NOR <>
    /SVE <>
    /KOR <FEFFd5a5c0c1b41c0020c778c1c40020d488c9c8c7440020c5bbae300020c704d5740020ace0d574c0c1b3c4c7580020c774bbf8c9c0b97c0020c0acc6a9d558c5ec00200050004400460020bb38c11cb97c0020b9ccb4e4b824ba740020c7740020c124c815c7440020c0acc6a9d558c2edc2dcc624002e0020c7740020c124c815c7440020c0acc6a9d558c5ec0020b9ccb4e000200050004400460020bb38c11cb2940020004100630072006f0062006100740020bc0f002000520065006100640065007200200035002e00300020c774c0c1c5d0c11c0020c5f40020c2180020c788c2b5b2c8b2e4002e>
    /CHS <FEFF4f7f75288fd94e9b8bbe7f6e521b5efa76840020005000440046002065876863ff0c5c065305542b66f49ad8768456fe50cf52068fa87387ff0c4ee563d09ad8625353708d2891cf30028be5002000500044004600206587686353ef4ee54f7f752800200020004100630072006f00620061007400204e0e002000520065006100640065007200200035002e00300020548c66f49ad87248672c62535f003002>
    /CHT <FEFF4f7f752890194e9b8a2d5b9a5efa7acb76840020005000440046002065874ef65305542b8f039ad876845f7150cf89e367905ea6ff0c4fbf65bc63d066075217537054c18cea3002005000440046002065874ef653ef4ee54f7f75280020004100630072006f0062006100740020548c002000520065006100640065007200200035002e0030002053ca66f465b07248672c4f86958b555f3002>
  >>
>> setdistillerparams
<<
  /HWResolution [2400 2400]
  /PageSize [612.000 792.000]
>> setpagedevice




