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B Summary Outline
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Summary Outline

The Federation of the Swiss Watch Industry FH conducted a questionnaire on Japanese consumers’ awareness of and buying trends for watches, in
the same manner as it did in 2010.

We expanded the survey questions to reflect suggestions from member companies of the federation, importers and affiliates, and made it possible to
compare the results for questions that also appeared in the 2010 survey.

The survey was designed to be conducted on the Internet, and was targeted at male and female people aged 20 or over who were interested in luxury
watches. We asked Yano Research Institute Ltd. to carry out the survey. It was conducted on February 11 and 12, 2012, and we obtained 1,500 valid
responses. The following analysis was undertaken by Yano Research Institute Ltd.

B Survey area Whole of Japan

B Survey method Internet questionnaire

B Survey date Friday, February 11 and 12, 2012

B Survey subjects Male and female aged 20 or older in Japan who satisfy the following conditions (equal proportion):
1) Have bought watches by themselves; and

2) Are Interested or somewhat interested in watches that cost 100,000 yen or more.

B Number of valid responses 1,500
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Review: 1

Price range of watch you want to buy

1) “Lowering” of purchase price continues

B “The purchase price of the watch you want” edged even lower. The price range of “10,000 —
150,000 yen” increased 6.9 points from 2010.

H By age group, samples in their 20s outnumbered other age groups for both males and

= 10,000-30,000 yen

30,000-50,000 yen

50,000-100,000 yen

® Less than 10,000 yen

100,000-150,000 yen

150,000-200,000 yen

13.8%

® Less than 10,000 yen

= 10,000-30,000 yen

30,000-50,000 yen

50,000-100,000 yen

100,000-150,000 yen

150,000-200,000 yen

females. Namely among males in their 20s, the lowering of “the purchase price of the watch o7 107
you Want” Was eVident- GODiUOD*SDU‘ODU ::: GODiUOD*SDﬂ‘ODU :::
In the price range of “10,000 — 150,000 yen”, the ratio of male respondents in their 20s
increased 16.0 points from 2010 while females in their 20s increased 7.1 points from 2010. 107 1000000+ yen - o 1000000+ yen
. . . . !L than 10,000 - n=54£0‘:" i = 15 %ﬁmﬂ=@;@%ﬁ@=@iﬁwy =
2) Existence of “affordable high price range” remains apparent ‘ a ) — : m a2 s : 2 :
W While the price of the watch that consumers want to buy “lowered” further, “300,000 — 500,000 5 7 o s i B o s
yen” was the most popular response for both males and females samples. i i Th i T g o1 i P T
B Among the male samples, “300,000 — 500,000 yen” was the top response, followed by R EOD e T BRI Eeton - TTs ESTa Lo
“500,000 — 1,000,000 yen” and “100,000 — 150,000 yen” in this order. Among females, “300,000 — o & o = 5 = o T 0 =
500,000 yen” was the highest, followed by “200,000 — 300,000 yen” and “30,000 — 50,000 yen” in 35| m| ‘“s H " iEZ Z‘ & 53 ;
this order. “‘ =
W For users interested in watches costing 100,000 yen or above, the price range of “affordable m e 0 0 s g g m £ 15
luxury watches” that “you want to buy”, is “300,000 — 500,000 yen”, and males are willing to pay ROLEX = 1351 e
one range higher to buy the watch desired. OMEGA : : : ; . 222 255
T I T 1”'" |
CARTIER L w— T —26.2 0.1
Next desired purchase : : : m—7
BVLGARI TS — 125.6
i u A SEIKO | | 188 19.9
Male consumers continue to prefer “luxury mechanical sports — Jias
watches” and females want “luxury fashion watches” although oELEn e ————
the trend has shifted to standard, basic and dressy watches. —— | 2012
Apparent are needs for a second or third luxury watch : = | st
CITIZEN 12.7 B Male (n = 750)
MW Needs for “ROLEX” and “OMEGA” remain strong, with male groups particularly aucar = {10 s S
driving the overall demand. Lous vurTTon e [
BREITLING w3 = 12.4
B Among females, “CARTIER” is a step ahead of others (40%-49%), followed by BURBERRY 6.0
“ n o« ” “ ” 0/n— 0, GOACH 6.0 101
ROLEX”, “BVLGARI” and “HERMES” (each at 20%-29%) - = — 1o
Bl Among the top 5 newly ranked brands, “FRANCK MULLER” most significantly agnes. iLd _
raised its popularity for both males and females (males: 61 in 2010 to 3 in 2011; 00 50 100 190 200 20 %00 %80 400 ‘E;‘)’

females: 61 in 2010 to 5" in 2011). In addition to the trends for standard, basic and
dressy watches, needs for a second or third watch have become apparent.



Review: 2

Media which are influential in purchasing

64.8
65.3

[ Internet or websites of the makers or brands

Product disly ot the store | 101 43-3

promotional strategies based on a set of well-balanced tangible and intangible Adinserts
sources. Movies (DVD)

Free papers; free magazines
Ads on public transportation
Radio programs

Radio commercials

Location of actual purchase

| |
| |
Greater prevalence of Internet-related information ( o vt — 12| ;
] e L | |
M “Internet and websites of makers/brands” are most frequently used as the most ( Oniine community. message boards | 249 | |
influential media for purchasing a watch. Magazine ads : | !
The event of Department store and watch and clock specialty(3) : :
B “Informational websites” and “Community/message boards” are also popular among  ® dation by fiends, acquaintances or family members ! !
Internet-based vehicles. The consumer behavior of determining whether or not to Recommendation at the store : :
purchase based on information gathered on the Internet is becoming more TV programs | |
prevalent. Newspaper ads | |
Ads or billboards on the street | |
B Meanwhile, there is still a high dependency on “Product display at the store” and Newspaper articles | |
“Magazine articles”. Hence, distributors are expected to deploy advertising and TV commercils !

1

|

|

|

|

|

|

|

|

|

|

Others

.
(%) New choices in the 2012 syrvey 00 100.4 200 300 400 50.0 60.0 700 (%)

Bricks-and-mortar stores remain the mainstream; male dominance
over the Internet although usage is expanding for both males and

females 2012
W “Watch section of a department store” remains at the top spot in “Store that you often (o) 70
use when purchasing a watch”, with female users driving the overall demand. 60 -
. . . v L=
B For male consumers, “Watch and clock specialty store; jewelry store” is the most 40
popular, followed by “Mass retailer; discount store” and “Internet (online shop)” while 8 S A
females prefer, in addition to “Watch section of a department store”, “Duty free shop; 20 = -
overseas” and “Brand boutique”. 10 m
° Watch Watch and |Mass retailer; | Duty free Brand Mail-order | Person—to—
W Male consumers continue to be relatively more comfortable with online shopping. The sectionata | ook | decount | shorr 0P | poutique | S| Tonop  porson trade A7 Shop| - Others
difference in consumer awareness between males and females is that the former =3 Total(n=1500) | 516 (&3 (se} 109 (wﬁ) 122 79 34 11 09 09
focuses on functions and specifications (lesser need to try the watch on at the store) e T ey o Ty | T Ga T o1 o o = o

whereas the latter emphasizes fashionableness (greater need to put the watch on at
the store), which affects the magnitude of usage of online shopping.

Bl It should be noted that online shopping is expanding among consumers — both males
and females — primarily in their 30s, 40s and even 50s and above, and is gradually 7
securing its presence as a “place to buy watches”.



B Screening survey: Sample size of 12,244
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Screening survey (extracting survey subjects)

We extracted those who chose “(3) watch” as the answer for question SC1: “Have you purchased any of the following products*?” (MA).
* (1) necktie, (2) bag (3) watch, (4) jewelry, (5) personal computer, (6) organizer, (7) camera, (8) | have never bought any of the above

n=12244

Necktie

Bag Those who have bought a watch: 7,777

Watch
|
Jewelry Furthermore...

Personal Computer

Organizer

Camera

I have never bought any of the above.

0.0% 10.0% 20.0% 30.0% 40.0% 50.0% 60.0% 70.0% 80.0% 90.0%

We have selected as survey subjects those who answered “Interested” or “Somewhat interested” to question SC2: "Are you interested in a watch costing over 100,000 yen?”

n=7771

Those who are interested in a

M Int ted mS hat inte ted .
nereste omewnat intereste / watch costing over 100, 000 yen

Neither interested nor not interested H Not so intereste
0 Those.WhO Gl . B Not interested )/-\ (Sub_jects)
not interested in a watch costing
37. 2%

over 100,000 yen (Non-subjects)




B Survey Results 1: Subjects’ Profile
(sample size of 1,500)
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Subjects’ Profile (basic attributes)

M Sex and age distribution

12012: Total (n=1500)

60-64 70+
4.3% 0.3%

55-59 20-24
43% \ 6.9%

25-29
17.7%

50-54
12.0%

45-49
12.5%

30-34
10.3%

40-44
13.0%

35-39
17.2%

M Geographical distribution

2012:Total (n=1500)

Hokkaido and
Tohoku
10.5%

Chugoku, Shikoku
and Kyushu
12.5%

Kansai
17.8%
Kanto and
Koshinetsu
Chubu and 46.1%
Hokuriku

13.2%

Total Male Female
n 1500 750 750

20-24 6.9 6.0 1.7
25-29 17.7 13.2 22.1
30-34 10.3 10.8 9.7
35-39 17.2 18.0 16.4
40-44 13.0 12.8 13.2
45-49 12.5 14.8 10.1
50-54 12.0 11.6 124
55-59 4.3 6.4 2.3
60-64 4.3 4.5 4.1
65-69 1.5 1.3 1.7

70+ 0.3 0.5 0.1

M Occupational distribution

Total Male Female
n 1500 750 750
Company employee 475 62.1 32.9
Government employee 7.2 10.0 4.4
Company executive 2.8 5.2 0.4
Self-owned business 5.2 8.1 2.3
Freelance 1.9 2.0 1.7
Part-time employee 9.7 3.2 16.1
Homemaker 16.7 0.0 33.3
Student 3.7 3.3 4.1
Unemployed 3.9 5.1 2.8
Others 1.4 0.9 1.9
M Marital status
Total Male Female
n 1500 750 750
Single 371 36.7 37.5
Married 62.9 63.3 62.5
M Family structure

Total Male Female

n 1500 750 750

Spouse 61.9 62.8 60.9

Children 41.9 445 39.2

Parents 25.6 25.2 26.0

Siblings 8.5 6.7 10.4

Others 3.1 2.5 3.6

Living alone 16.9 18.3 15.5




EHousehold annual income (all)

B Household annual income (male)

‘2012:Tota|(n=1500)

0.6%
1.4%
2.4%

8.0% 10.4%

5.5%

6.7% 21.1%

12.3%

10.5%

9.6%

Less than 3 milion yen

M 3-5 milion yen

M 5-6 milion yen

6-7 milion yen

M 7-8 milion yen

8-10 milion yen

M 10-12 milion yen

12-15 milion yen

M 15-20 milion yen

M 20-30 milion yen

30+ milion yen

No data or unknown

B Household annual income (female)

Male Female
Total (n=750) 20s(n=144) 30s(n=216) 40s(n=207) 50s+(n=183) Total(n=750) 20s(n=224) 30s(n=196) 40s(n=175) 50s+(n=155)
Less than 3 million yen 9.5 16.0 6.5 8.7 8.7 Less than 3 million yen 11.3 17.9 9.2 6.9 9.7
3-5 million yen 20.9 285 28.2 14.0 142 3-5 million yen 21.3 25.9 25.5 14.9 16.8
5-6 million yen 124 12.5 16.2 10.6 9.8 5-6 million yen 107 103 1.2 12.6 8.4
6-7 million yen 11.2 6.9 15.7 135 6.6 6-7 million yen 8.0 4.0 10.2 10.3 8.4
7-8 million yen 11.1 6.9 12.0 13.5 10.4 7-8 million yen 10.0 76 102 16.6 5.8
810 million yen 11.7 5.6 9.3 155 15.3 8-10 million yen 128 9.4 10.7 16.6 16.1
10-12 million yen 6.9 5.6 3.2 6.3 13.1 10-12 million yen 64 5.4 41 74 9.7
12-15 million yen 5.6 35 23 5.8 10.9 12-15 million yen 53 3.6 6.6 5.1 6.5
15-20 million yen 2.9 28 0.5 3.4 55 15-20 million yen 1.9 2.2 0.0 1.1 45
20-30 million yen 0.8 0.0 0.0 1.4 1.6 20-30 million yen 20 3.1 0.5 1.7 26
30+ million yen 0.7 0.7 0.9 05 05 30+ million yen 0.5 0.9 0.5 0.0 0.6
No data or unknown 6.3 11.1 51 6.8 33 No data or unknown 9.7 9.8 11.2 6.9 11.0

* Total average: 6,690,500 yen; male average: 6,847,000 yen; female average: 6,534,000 yen
* Average by sex and age group (males) ... Males in their 20s: 5,466,000 yen; Males in their 30s: 6,074,000 yen; Males in their 40s: 7,230,000 yen; Males aged 50+:

8,349,000 yen

* Average by sex and age group (females) ... Females in their 20s: 6,237,000 yen; Females in their 30s: 5,882,000 yen; Females in their 40s: 6,921,000 yen; Females aged
50+: 7,392,000 yen

12



H Allowance (monthly: all) 2012 Total (n=1500)
lotalln=

W Less than 10,000 yen

M 10,000-30,000 yen

[ 30,000-50,000 yen

50,000-70,000 yen

M 70,000-100,000 yen

1100,000-150,000 yen

M 150,000-200,000 yen

200,000-300,000 yen

W 300,000+ yen

B Allowance (monthly: male) B Allowance (monthly: female)

- wae ] Female

Total (n=750) 20s(n=144) 30s(n=216) 40s(n=207) 50s+(n=183) Total (n=750) 20s(n=224) 30s(n=196) 40s(n=175) 50s+(n=155)
Less than 10,000 yen 8.0 6.9 6.9 135 38 Less than 10,000 yen 20.4 17.9 24.0 25.1 14.2
10,000-30,000 yen 325 306 352 32.9 306 10,000-30,000 yen 343 344 327 349 355
30,000-50,000 yen 2 54 6] 75 262 30,000-50,000 yen 232 219 250 194 271
50,000-70,000 yen 114 104 74 9.7 175 50,000-70,000 yen 9-5 ‘2-: 8»? :-g 7-:
70,000-100,000 yen 89 97 65 6.8 137 70,000-100,000 yen 6. L2 5 ~ 7.
100,000-150,000 yen| 43 6.3 32 53 2.7 100,000-150,000 yery 32 13 3.1 34 5.8
150,000-200,000 yer| 13 0.7 14 10 22 150,000-200,000 yen 19 3.6 10 06 19
200,000-300,000 yen 0.9 0.0 14 05 16 200,000-300,000 yen 08 09 05 06 13
300,000+ yen 1.7 0.0 1.9 2.9 16 300,000+ yen 0.1 0.0 05 0.0 0.0

* Total average: 43,500 yen; Male average: 50,000 yen; Female average: 37,000 yen

* Average by sex and age (males) ... Males in their 20s: 43,000 yen; Males in their 30s: 49,000 yen; Males in their 40s: 52,000 yen; Males aged 50+: 57,000 yen

* Average by sex and age (females) ... Females in their 20s: 39,000 yen; Females in their 30s: 35,000 yen; Females in their 40s: 33,000 yen; Females aged 50+: 41,000 yen
* Males, as they get older, have more money that they can spend freely. Females in their 20s and 50+ have relatively more money to spend freely than those in their 30s and
40s who are busy raising children.

13



(%) 100

H\What to spend allowance on B
(monthly: all) 8o \/\
2012 60
Ny B
40 "
20
0 oth R i Mobil
Entertainment Clot ‘ng, and . . ecreat!o.n. obile and . School/lesson Stocks and
(including dining) per_sonal items Hobbies (leisure activities, Internet Savings for skill/hobby imvestments Others
(including traveling, connection
3 Total (n = 1500) 823 686 617 55.9 320 26.0 120 97 10
—#— Male (n = 750) 82.1 517 673 58.7 339 227 79 135 08
—8— Female (n = 750) 825 (855) 56.1 53.2 30.1 293 161 59 12
—/
%) 100
B What to spend allowance on ) -
(monthly: male) 2012 80 \/A
60
-
40

Entertainment Clothlng.and . Recreatlon Mobie and School/lesson Stocks and
. . . personal items. Hobbies (leisure Internet Savings ! . Others
(including dining) (including activities, sonnection for skill/hobby investments
3 Male (n = 750) 82.1 517 67.3 587 33.9 227 79 135 08
—8— Male 20s(n=144) 889 66.0 819 61.1 472 174 20.1 00
—&— Male 30s(n=216) 819 56.5 64.4 606 35.2 259 14 153 14
Male 40s(n=207) 84.1 469 59.9 575 295 17.9 58 92 10
—*— Male 50s+(n=183) 749 404 678 55.7 268 93 33 109 0.5

B What to spend allowance on 1%
(monthly: female) 2012 %0

60

w [ = . )

20 M
0 I_. E
Entertainment Clothlng‘ and . Recreatlon Mobile and . School/lesson Stocks and
. . . personal items Hobbies (leisure Internet Savings . . Others
(including dining) ) . L . for skill/hobby investments
(including activities, connection
= Female (n = 750) 825 85.5 56.1 532 30.1 293 16.1 59 12
—®— Female 20s (n=224) 853 91.1 634 63.8 41.1 [@D) 143 58 13
—&— Female 30s (n=196) 827 86.7 500 536 l 316 l 311 16.3 6.1 1.0
Female 40s (n=175) 783 83.4 497 423 234 217 137 29 0.6
—K— Female 50s+ (n=155) 832 78.1 60.6 49.7 200 18.7 213 9.0 19

* Willingness to purchase clothing and personal items is higher in females than in males, mainly among females in their 20s through 40s.
* “Mobile and Internet connection fee” ranked high mainly for both male and female respondents in their 20s and 30s. One out of four males and females aged 50 or older also
chose this answer.

* Likely due to the continuing severe conditions in the labor market and concerns for the future, clearly more males and females in their 20s gave “Savings” as their answer
than in other age groups, as in the previous survey in 2010. 14



B Survey Results 2: Main Survey
(sample size of 1,500)
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HENumber of watches owned (all)

Number of watches owned in 2010:(n=1500) Number of watches owned in 2012:(n=1500)

Y

4.6%

14.1%

0,
9.3% — -4.1points

1 m?2 3 4 m5-6 7-9 m 10+ m 10+
B Number of watches Total male Male 20s Male 30s Male 40s Male 50s+
owned (male) 2010(n=750)| 2012(n=750) || 2010(n=180) | 2012(n=144) || 2010(n=172) | 2012(n=216) | 2010(n=219) | 2012(n=207) |[2010(n=179)]2012(n=183)
1 185 21.2 37.2 326 18.0 28.2 1.9 15.0 5.4 10.9
2 305 29.1 33.3 33.7 29.6 29.2 28.0 26.3 22.4
3 215 23.6 19.4 233 23.1 178 20.3 26.3 31.1
4 8.5 7.7 2.8 105 6.9 9.1 9.2 1.7 8.7
5-6 125 15 44 7.6 7.9 19.2 17.9 17.3 148
7.9 2.7 2.1 11 2.9 1.4 3.2 43 3.4 2.2
10+ 5.7 48 1.7 41 2.8 9.6 5.3 6.7 9.8
B Number of watches Total female Female 20s Female 30s Female 40s Female 50s+
owned (female) 2010(n=750) | 2012(n=750) || 2010(n=170) | 2012(n=224) || 2010(n=189) | 2012(n=196) || 2010(n=209) | 2012(n=175) |[2010(n=182)]2012(n=155)
1 15.9 215 21.2 29.0 180 255 105 16.6 148 110
B 28 30.5 42.9 38.8 28 28.1 20.6 26.3 22.5
3 24 22.9 21.8 174 19.6 24.0 27.8 24.6 26.4
4 10.1 9.6 47 8.9 111 9.7 12 10.3 12.1
5-6 15.6 10.9 6.5 40 15.9 10.2 211 16.0 17.6
7-9 2.9 2.0 2.4 18 48 2.0 2.9 1.7 16
10+ 35 25 0.6 0.0 26 05 53 46 49

* In 2012, the ratio of “people who own two or more watches” declined. The ratio was 78.7%, down 4.1 points from 2010.

* While the overall proportion of “people who own two or more watches” declined, the ratio of those who own two or more watches increased from 2010 by 4.7 points among

males in their 20s and by 4.0 points among females in their 50s or older.
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M Brand of watch owned (ranking comparison 2010-2012)

* “CASIO” replaced “SEIKO” to rank first.

* The leading three luxury watch brands, “OMEGA”, “ROLEX” and “CARTIER” all moved up in the rankings.

2010 2012
Order Brand Total - Order Brand Total
n=1500 n=1500
1|SEIKO 339 Na To 2nd place 1|cAsio 28.0
2|cAsio 30.6 N To 1st place | 2|seiko 27.7
3|CITIZEN 24.1 —> 3|CITIZEN 17.9
4|SWATCH 18.3 Na To 6th place 4|OMEGA 15.0
5JOMEGA 18.1 e To 4th place ) 5|ROLEX 14.3
6JROLEX 16.4 Pl To 5th place | 6|swAaTcH 12.2
7lGuccl 10.1 N To 8th place 7|CARTIER 8.4
8|TAG HEUER 95 N To 9th place glaucci 7.6
9[CARTIER 8.9 ad To 7th place | 9|TAG HEUER 76
10|BVLGARI 8.1 Na To 11th place 10]agnes.b. 6.4
11|HERMES 7.6 N To 12th place 11|BVLGARI 6.3
12]agnes b. 7.1 Vad To 10th place 12|HERMES 6.3
13|FOLLIFOLLIE 4.6 N To 14th place 13|LONGINES 4.7
14|LONGINES 3.9 N To 13th place 14|FOLLI FOLLIE 3.6
15|DIOR 3.1 - 15|CHANEL 3.2
16]ck CALVIN KLEIN 2.9 Na To 23rd place 16|DIESEL 2.7
17|COACH 29 Na To 24th place 17|Paul Smith 2.7
18|TIFFANY 2.8 N To 27th place 18|Other Sports Watches 24
19|BURBERRY 2.7 —> 19|BURBERRY 23
20]rADO 2.6 N To 21st place 20|HAMILTON 2.3
21|DUNHILL 25 - 21]RADO 2.2
22|CHANEL 24 Pl To 25th place 22|BREITLING 21
23|HAMILTON 2.3 P To 20th place 23|ck CALVIN KLEIN 21
24|BREITLING 2.1 P To 22nd place 24|COACH 2.1
25]FRANCK MULLER 2.0 —> 25|FRANCK MULLER 17
26]LOUIS VUITTON 1.9 - 26|NIXON 1.7
27| TIFFANY 17

* “Diesel” and “Paul Smith”, which were newly added in this survey, both ranked in among the top 20 brands.

* “NEW brand” is one newly added to the choices effective the 2012 survey.

17



M Brand of watch owned (by sex)

[ 128.7
E

]
CASIO b 383

CITIZEN

SWATCH 43

|
SEIKO P 3.8 39.2

|

|

|

|

|

|

|

OMEGA 20.1

ROLEX T 18.5) 201 0

Gucct v =3

TAG HEUER

CARTIER v -

BVLGARI BT

HERMES

LoNGiNES | 4 o
oior T3 5.2
ck CALVIN KLEIN Egs
COACH Ea_s
BURBERRY E;Z

RADO " LH
DUNHILL = 36

O Total(n=1500)
B Male(n=750)
O Female(n=750)

|
1

I

I

I

. I
agnes b. o 9.6 |
I

I

I

I

I

I

I

I

I

I

I

I

I

I

I

I

.

00 50 100 15.0 200 250 300 350 400 450 (%)
cAsIo § — 250 a8,
E 127 7 32.1 | .
CIS:ZKEZ i 0 ” | * In 2012, the top 3 brands were the domestic watch brands of “CASIO”, “SEIKO”
ovEch — Trr A | and “CITIZEN" as in the previous survey.
- |
ROLEX e e AL :
SWATCH 122, | * Survey results reveal that “CASIO” and “SEIKO” are popular among male
— ! H “ ”
CARTIER = — 1127 consumers. Meanwhile, “CITIZEN" is owned by both males and females almost
GuccCl ZH 7.8 201 2
1124 evenly.
TAG HEUER e 11.5 :
agnes. e 84 ! . . g .
EV;A:I YR ; * In 2012, there were still no significant changes in male and female response
s —es o ; rates for each brand. Brands that show a clear difference in proportions between
’ |

! males and females were watch maker brands favored by males, e.g. “CASIO”,

B e “SEIKO”, “OMEGA” and “TAG HEUER” and fashion brands popular among female
BFemalst 70 shoppers, e.g. “CARTIER”, “GUCCI", “agnes.b”, “BVLGARI", “HERMES”,
“FOLLIFOLLIE"” and “CHANEL".

LONGINES Eﬂ.z
CHANEL
DIESEL E%E :
Paul Smith [l 5 o1
B e [ ] |
BURBERRY E331 :
HAMILTON . 3.1 :
RADO f2s :
00 50 100 150 200 250 300 350 400 450 (')
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HBrand of watch owned (by sex and age group): Supplementary data

Brand Total mwlle 20s Male 30s Male 40s Male 50s+ Female Female 20s Female 30s Female 40s Female 50s+
Number of respondents 1500 750 180 172 219 179 750 170 189 209 182 2010
SEIKO 339 39.2 239 25.6 479 57.0 287 15.9 21.7 32.1 440
CASIO 30.6 383 30.0 40.1 420 402 229 24.1 28.0 239 15.4
CITIZEN 241 26.7 19.4 19.8 279 39.1 215 18.2 15.9 23.0 28.6
SWATCH 183 14.9 12.2 14.0 20.1 12.3 217 118 286 27.3 17.6
OMEGA 18.1 20.1 111 227 247 21.2 16.1 35 16.4 15.3 28.6
ROLEX 16.4 18.5 5.6 18.6 219 274 143 5.3 16.9 18.2 154
GUCCl 101 4.8 6.7 4.1 2.3 6.7 155 12.9 206 15.8 12.1
TAG HEUER 9.5 135 3.9 12.2 224 13.4 5.5 0.6 3.2 124 44
CARTIER 8.9 4.1 17 35 4.6 6.7 13.7 82 138 19.6 12.1
BVLGARI 8.1 6.7 5.6 58 8.2 6.7 9.6 5.9 95 13.9 8.2
HERMES 7.6 2.1 17 1.2 2.7 28 13.1 6.5 12.2 16.7 15.9
|agnes b. 7.1 47 78 4.7 37 28 9.6 14.7 138 1.1 2.7
FOLLIFOLLIE 4.6 0.8 22 0.6 0.0 0.6 84 100 85 8.1 741
LONGINES 3.9 4.9 0.0 2.3 7.3 9.5 29 0.6 2.1 38 49
DIOR 3.1 11 17 0.0 0.9 17 5.2 35 42 6.2 6.6
ck CALVIN KLEIN 29 2.1 2.8 2.3 18 1.7 3.6 18 2.6 53 44
COACH 29 19 1.1 1.7 1.4 34 3.9 24 4.2 33 5.5
TIFFANY 28 0.8 0.0 17 05 1.1 48 0.6 74 6.2 44
BURBERRY 2.7 2.1 17 12 2.7 28 32 47 16 3.3 3.3
RADO 26 3.3 0.0 0.6 5.0 13 1.9 0.6 0.5 14 49
DUNHILL 25 3.6 1.1 1.2 4.6 7.3 13 0.0 0.5 19 2.7
CHANEL 24 0.9 11 0.0 2.3 0.0 39 35 2.6 5.3 3.8
HAMILTON 2.3 2.4 17 17 4.1 17 23 0.6 3.7 43 0.0
BREITLING 21 3.2 0.6 41 55 2.2 0.9 0.0 1.1 24 0.0
FRANCK MULLER 20 20 2.8 17 2.3 1.1 20 12 0.5 43 1.6
LOUIS VUITTON 19 09 0.6 12 0.5 17 28 4.1 2.1 29 22

(Numbers are percentages)

Brand Total mm\le 20s Male 30s Male 40s Male 50s+ Female 20s Female 30s Female 40s Female 50s+
Number of respondents 1500 750 144 216 207 183 750 224 196 175 155 20] 2
CASIO 28.0 38.1 30.6 43.1 42.5 33.3 17.9 16.1 18.9 21.7 14.8
SEIKO 21.1 32.1 194 259 30.0 519 23.3 15.2 17.3 274 38.1
CITIZEN 17.9 19.6 12.5 12.0 21.3 32.2 16.3 12.5 13.8 18.9 21.9
OMEGA 15.0 18.8 8.3 16.7 22.2 25.7 11.2 3.1 7.1 13.1 25.8
ROLEX 14.3 15.6 2.8 16.2 19.3 20.8 13.1 49 15.8 18.9 14.8
SWATCH 12.2 10.7 5.6 8.8 16.4 10.4 13.7 11.2 14.8 17.1 12.3
CARTIER 8.4 4.1 0.7 2.8 5.3 7.1 12.7 8.0 15.3 13.7 14.8
GUCCI 7.6 2.8 35 2.8 1.4 3.8 124 8.0 14.3 16.6 11.6
TAG HEUER 7.6 11.5 2.8 12.0 18.4 9.8 3.7 1.3 2.0 9.7 2.6
agnes.b. 6.4 3.3 2.1 714 1.4 1.6 9.5 10.3 14.8 5.1 6.5
BVLGARI 6.3 43 3.5 3.2 48 5.5 8.3 6.7 5.6 114 10.3
HERMES 6.3 2.1 0.0 0.5 1.9 6.0 10.4 4.9 8.2 10.9 20.6
LONGINES 4.7 52 0.7 2.3 5.8 11.5 43 0.0 2.6 5.7 11.0
FOLLI FOLLIE 3.6 0.3 0.0 0.9 0.0 0.0 6.9 8.5 6.6 5.1 7.1
CHANEL 3.2 1.3 0.0 0.9 1.4 2.7 5.1 2.7 5.1 9.1 3.9
DIESEL 2.7 2.8 8.3 2.3 1.0 1.1 2.5 2.2 3.6 34 0.6
Paul Smith 2.7 3.9 5.6 8.3 1.4 0.0 1.5 2.7 1.0 0.6 1.3
ZOMAK —YI1vF 2.4 24 14 3.7 24 1.6 24 2.2 3.1 1.1 3.2
BURBERRY 2.3 1.6 1.4 0.9 1.9 2.2 3.1 1.8 3.6 34 3.9
HAMILTON 2.3 3.1 3.5 3.2 24 3.3 1.5 0.4 3.1 1.1 1.3
RADO 2.2 2.5 0.0 1.9 24 5.5 1.9 0.4 1.0 23 4.5
BREITLING 2.1 3.5 0.7 4.2 2.9 55 0.8 04 0.5 1.7 0.6
ck CALVIN KLEIN 2.1 1.3 2.1 0.5 24 0.5 2.8 2.2 3.6 1.7 3.9
COACH 2.1 0.3 0.0 0.0 0.0 1.1 4.0 22 4.6 6.3 3.2
FRANCK MULLER 1.7 1.9 1.4 3.2 1.0 1.6 1.6 1.3 2.0 1.1 1.9
NIXON 1.7 1.3 3.5 1.4 0.5 0.5 2.1 4.0 2.0 0.6 1.3
TIFFANY 1.7 0.8 1.4 0.5 0.0 1.6 2.7 2.2 2.6 2.9 3.2

(Numbers are percentages)



HWPurchase price of watch owned (all)

*The list was created based on the “purchase price of favorite watch” out of all watches owned.

Purchase price range of watche owned in 2010: Total (n=1370)

6.6%

11.2%

11.0%

B Purchase price of watch owned (male)

HPurchase price of watch owned (female)

2.3% 4.8%

Less than 10,000 yen
M 10,000-30,000 yen
30,000-50,000 yen
50,000-100,000 yen
H 100,000-150,000 yen
150,000-200,000 yen
12.8%
1 200,000-300,000 yen

300,000-500,000 yen

W 500,000-1,000,000 yen

Purchase price range of watche owned in 2012:Total (n=1324)

11.1%

10.0%

0
8.5% 1.5% 5.1%

8.4%

Less than 10,000 yen
 10,000-30,000 yen

19.8% 30,000-50,000 yen

50,000-100,000 yen

W 100,000-150,000 yen

150,000-200,000 yen
M 200,000-300,000 yen
12.7%

300,000-500,000 yen

W 500,000-1,000,000 yen

11.0% 12.1%
1,000,000+ yen m 1,000,000+ yen
Total male Male 20s Male 30s Male 40s Male 50s+
2010(n=691) | 2012(n=673) |[ 2010(n=161) | 2012(n=120) |[ 2010(n=154) [ 2012(n=197) ][ 2010(n=205) | 2012(n=187) |[ 2010(n=171) [ 2012(n=169)
Less than 10,000 yen 4.1 4.9 6.2 7.5 5.8 6.6 2.0 3.7 2.9 2.4

10,000-30,000 yen

18.4

30,000-50,000 yen

13.0

50,000-100,000 yen

13.7

100,000-150,000 yen

10.7

9.5
9.5

150,000-200,000 yen 9.6 5

200,000-300,000 yen 9.6 8.3

300,000-500,000 yen 114 H

500,000-1,000,000 yen 6.8 8.6 4 . . ik

1,000,000+ yen 2.7 | 13] 0.6 0.0 13] 15] 24 1.1 6.4 | 24|
Total female Female 20s Female 30s Female 40s Female 50s+

2010(n=679) [2012(n=

651)
5.2

f
2010(n=149) [ 2012(n=180)|[ 2010(n=171) [ 2012(n=170)

2010(n=190) [2012(n=156) ][ 2010(n=169) [ 2012(n=145)

Less than 10,000 yen 5.6

10,000-30,000 yen 16.6

30,000-50,000 yen 125

50,000-100,000 yen 115

100,000-150,000 yen 11.3

150,000-200,000 yen 96 86|
200,000-300,000 yen 13.0

300,000-500,000 yen 11.6

500,000-1,000,000 yen 6.3 .
1,000,000+ yen 19 | 1.7

* 10,000 — 30,000 yen” still is the most popular answer for the purchase price of the favorite watch owned and accounts for 19.8%, up 2.3 points from 2010.
* There are clusters of responses in “10,000 — 100,000 yen” with a concentration in “10,000 — 30,000 yen” for both males and females.

* Response rates of “100,000+ yen” increased in proportion to age for both males and females. Approximately half of males in their 30s and 40s and of females in

their 30s, and about 60% of males aged 50+ and females in their 40s and 50+ chose this range.
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HLocation of purchase (all)

2010 (%) 70
60 =
50 —
40 —
30 —
2] ‘\
10 —
0 . -
Watch Watch and |Mass retailer;| Duty free Brand Mai—order | Person—to-
section at a clock discount shop; Online shop . Select shop Antique shop Others
. boutique shop person trade
department specialty store overseas
E—3 Total (h = 1500) 525 42.0 34.1 24.1 19.7 145 8.1 45 13 0.7 1.6
—8— Male (h = 750) 43.7 45.7 43.6 18.7 248 8.4 6.0 49 1.3 038 2.3
—8— Female (n = 750) 61.2 383 241 296 14.7 20.7 10.1 4.1 1.2 0.7 0.9
2012
(%) 70
60 =
50 —
— -
40 — N

30 — BN
b o e

o HHT == —

Watch Watch and |Mass retailer;| Duty free .
. . . Brand Mail-order | Person—to— .
section at a clock discount shop; Online shop . Select shop Antique shop Others
. boutique shop person trade
department specialty store overseas
3 Total(n=1500) 51.6 43.7 304 199 20.6 122 7.9 34 1.1 0.9 0.9
—8— Male (n=750) 43.1 G5 | (12) 143 D) 15 6.1 48 13 05 0.9

—®— Female (n=750) | (60.1) 417 236 (255) 145 (169) 9.7 20 08 12 09

* “Watch section at a department store” remained the most popular response in the 2012 survey, and the purchase rate among female shoppers was
high.

* For male consumers, “Watch and clock specialty store; jewelry store” is the most popular, followed by “Mass retailer; discount store” and “Online shop”.
Females prefer, in addition to “Watch section at a department store”, “Duty free shop; overseas” and “Brand boutique”.
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M Location of purchase (male)

2010 (%) 70
60
0
40

-'___.-.-A<

0 ' = —
W_atch Watch and Mas.s retailer; Duty fr.ee ) Brand Mail-order | Person—to— )
section at a clock discount shop; Online shop ) Select shop Antique shop Others
. boutique shop person trade
department specialty store overseas
= Male (n = 750) 437 457 436 18.7 248 8.4 6.0 49 13 0.8 23
—&— Male 20s (nh = 180) 54.4 444 36.1 15.0 272 15.6 15.0 3.9 0.0 0.0 2.2
—&— Male 30s (n = 172) 471 442 39.0 122 26.2 47 58 5.2 17 0.0 06
Male 40s (n = 219) 38.8 47.0 49.8 19.6 256 7.8 2.3 55 1.8 1.8 441
—*— Male 50s+ (n = 179) 35.8 46.9 48.0 274 20.1 5.6 1.7 5.0 1.7 1.1 1.7
(%) 70
2012 60
50 = )K\\
40
30 — v\
20 -
~ ___a__
" M i hew— e
0 X e
Watch Watch and |Mass retailer; | Duty free Brand Mail-order | Person—to
section at a clock discount shop; Online shop R Select shop Antique shop Others
. boutique shop person trade
department specialty store overseas
B Male (n=750) 43.1 45.7 372 143 26.7 15 6.1 48 13 0.5 0.9
N
—8— Male20s(n=144) 424 20.1 49 25.7 6.9 139 21 14 0.0 14
—&— Male30s(n=216) 46.3 421 36.6 9.7 292 14 8.3 6.5 14 0.0 19
Male40s(n=207) 40.1 46.4 454 16.4 28.0 8.2 39 3.9 1.0 0.0 0.5
—¥— Male50s+(n=183) 37.2 51.9 421 246 230 7.1 0.0 6.0 16 22 00

* “Watch section of a department store” was the most popular among respondents in their 20s. It is highly likely that consumers purchase watches while
shopping for other items, and a watch is considered to be a major fashion item.

* The higher the age group, the higher the response rate for “Watch and clock specialty; jewelry store” where consumers usually shop with “the intention
to purchase”.

* While “Internet (Online shops)” is used primarily by survey samples in their 30s and 40s, they are also attracting an increasing number of those aged
50+.
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M Location of purchase (female)

(%) 70
2010
60
50
40
30
20 N —
10
——
0 e . .
Watch Watch and |Mass retailer;| Duty free Brand Mail—order | Person—to—
section at a clock discount shop; Online shop . Select shop ' Antique shop Others
. boutique shop person trade
department specialty store overseas
B Female (n = 750) 61.2 383 247 29.6 14.7 20.7 10.1 4.1 1.2 0.7 0.9
—®— Female 20s (n = 170) 68.2 318 176 218 147 229 212 53 24 0.0 0.0
—&— Female 30s (n = 189) 64.6 40.2 312 30.2 13.8 190 10.1 58 05 1.1 1.6
Female 40s (n = 209) 584 37.8 244 3838 13.4 254 43 33 1.0 1.0 14
—¥— Female 50s+ (n = 182) 544 429 24.7 25.8 17.0 148 6.6 22 1.1 05 05
(%) 70 =\
2012 60
50
40 /x\
30 v P
20 K -
. -
0
Watch Watch and |Mass retailer;| Duty free Brand Mail-order | Person—to—
section at a clock discount shop; Online shop R Select shop Antique shop Others
. boutique shop person trade
department specialty store overseas
T Female (n=750) 60.1 41.7 23.6 255 145 16.9 9.7 20 0.8 12 0.9
—®— Female20s(n=224) 69.6 36.6 174 170 10.7 15.6 15.6 2.2 1.3 04 0.9
—&— Female30s(n=196) 60.7 36.2 265 26.0 ((179) 16.8 10.2 20 00 05 10
Female40s(n=175) 52.0 46.9 29.7 26.9 15.4 126 6.9 23 1.7 29 1.1
—X— Female50s+(n=155) 548 50.3 219 35.5 148 239 3.9 1.3 0.0 13 0.6

* “Watch section of a department store” is a popular choice across all male age groups and is overall driven by females in their 20s.
* Online shopping on the “Internet” is expanding primarily among consumers in their 30s and 40s.
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EWillingness to purchase watches online

*We asked “those who have not purchased watches online” about their willingness to purchase online in the future.

I want to buy a watch online. i 1.3

It is not a strong prefence but I would rather buy a watch online. l 0.9

thave no hesitance or problom in buying @ wateh online()
|
|
|
|
I have no preference. 12.6 :
|
|
|

It is not a strong prefence but I would rather buy a watch at a

2012

|
W 2012: Toatl(n=1191)
|

bricks—and-mortar store.

I want to buy a watch at a bricks—and-mortar store.

0,
(%) New choices in the 2012 syrvey 0.0 50 10.0 15.0 20.0 250 300 35.0 400 (%)

Female

2012(n=550) 2012(n=641)
I want to buy a watch online. 2.7 0.2
It is not a strong prefence but [ would rather buy a watch online. 1.3 0.6
[ have no hesitance or problem in buying a watch online 23.6 15.3
I have no preference. 16.0 9.7
It is not a strong prefence but I would rather buy a watch at a bricks—and—mortar store. 27.6 36.7
[ want to buy a watch at a bricks—and—mortar store. 28.7 37.6

* Again in 2012, the majority of survey samples preferred to shop at bricks-and-mortar stores. Those who responded, “It is not a strong preference but | would rather buy
a watch at a bricks-and-mortar store” and “l| want to buy a watch at a bricks-and-mortar store” accounted for 66% of the total.

* Meanwhile, “I have no hesitance or problem in buying a watch online” accounted for approximately 20% of the total. This suggests that the Internet can serve as a sales channel
depending on how products are distributed and consumers are attracted.
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M Important factors in choosing a retailer

| T T T T
Handl horized i 62.3
andles authorized imports 61 1
| | | | |
L | | |
48.0 !
Cheaper than other stores
46.3 } }
L | | | |
- - |
Wide assortment of goods 5 0 -5 :
45.7 I I
| |
B | | | |
, 51.7 l
Good after—sale service |
45.0 | |
- l l l l
32.2 | |
Atmosphere of the store I | |
| 29.9 | |
L | | | |
L | | |
5 | | |
Well-known store : ! ! !
d1 9.2 | | 0 2010 Total (n=1500)
L | | | @ 2012: Total (n=1500)
1.6 I | | [
Others | | | |
E’ 8 | | | |
| | | |
B | | | |
No preference ;43 : : : :
5 0 | | | |
* | | | |
| | | |
0.0 10.0 200 300 40.0 500 60.0
Male Female
2010(n=750) 2012(n=750) 2010(n=750) 2012(n=1750)
Handles authorized imports 57.1 55.6 67.6 66.7
Cheaper than other stores 53.7 53.5 42.3 39.2
Wide assortment of goods 47.5 42.5 53.5 48.9
Good after-sale service 443 41.2 59.2 48.8
Atmosphere of the store 25.7 23.3 38.7 36.5
Well-known store 16.1 16.0 20.8 224
Others 1.6 1.2 1.6 0.4

* “Handles authorized imports” was the most popular response among both men and women as in the previous survey.

* Male consumers tend to ‘value price’ more than females.

* Among females, the tendency to emphasize “Good after-sale service” and “Atmosphere of the store” is stronger than in males, which indicates that elements other than
the product itself are also important for female shoppers in selecting stores.
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H Favorite type of watch (all)

2010: Total (n

2012: Total (n

M Favorite type of watch (male)

H Favorite type of watch (female)

=1500) 23.3 19.9 1.0
W Classic/standard
M Fashion watch
I Sports watch
Multifunction watch
Jewelry watch
= 1500) 231 19594 i Others
|
|
|
|
0
0.0 20.0 40.0 60.0 800 1000 1200 1400 1600 1800 2000 (h)
Total male Male 20s Male 30s Male 40s Male 50s+
2010(n=750) 2012(n=750) 2010(n=180) 2012(n=144) 2010(n=172) 2012(n=216) 2010(n=219) | 2012(n=207) 2010(n=179) 2012(n=183)
Classic/standard 71.3 69.1 74.4 4.6 744 72.7 7.1 67.6 70.4 69.9
Fashion watch 25.1 22.0 411 4.7 25.0 19.9 7.8 17.9 16.4
Sports watch 44.8 44.7 33.3 0.6 48.3 45.8 56.2
Multifunction watch 32.7 26.7 37.0
Jewelry watch 4.3 5.6 3.5 1.4 5.0
Others 1.3 1.1 0.6 23] 14 0.5
Total female Female 20s Female 30s Female 40s Female 50s+ |
2010(n=750) | 2012(n=750) || 2010(h=170) | 2012(n=224) || 2010(nh=189) | 2012(n=196) || 2010(n=209) | 2012(n=175) || 2010(n=182) | 2012(n=155) |
Classic/standard 69.9 69.5 9]  652] 70.9 70.9 73.2 71.4 62.1
Fashion watch 59.1 62.4 58.7 56.5 54. 46.7
Sports watch 22.0 18.9 28.6 18.4 27.3 240 143
Multifunction watch 13.9 13.1 13.5 14.8 13.7 15.4
|Jewelr¥ watch 35.6 34.3 335 38.8 34.9 352] 303}
Others 0.7 0.5 0.6 1.0 0.6 0.5

» “Classic/standard” was overall the most popular choice, selected by roughly 70% of male and female samples.
* Men tend to prefer “Sports watches” and “Multifunction watches” while women favor “Fashion watches” and “Jewelry watches”.
* “Multifunction watches”, popular among males and “Fashion watches” and “Jewelry watches”, which are popular among females, were preferred by all ages

respectively.

* Meanwhile, males particularly in their 30s and 40s prefer “Sports watches”.
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M Favorite function of watch (all)

Diver (waterproof)

M Calendar
2010: Total (n=1500) 45.8 233 178 157 149 13.01059.6 88 87 Chronograph
Alarm
|
: Perpetual calendar
|
r : Tourbillon
|
! World time
|
GMT
2012:Total(n=1500) 45.7 23.1 15.5 13.5 130 154 9.3 8.9 76.3 Power reserve
| M Moon phase
|
|
| Minute repeater
|
(%) Others
00 50.0 100.0 150.0 200.0 2500
i i Total male I Male 20s Male 30s Male 40s Male 50s+
Favorite function of watch (mal
. avorite cton o atc ( ae) 2010 (n=750)[2012(n=750)1[2010 (n=180)[2012 (n=144)][2010 (n=172)[2012(n =216)][2010 (n=219) [2012 (n =207)][2010 (n =179) [2012 (n =183)]
Diver (waterproof) 51.7 49.4 45.8 43.0 56.5 65.3 64.3 45.8 47.0
Calendar 55.1 45.0 41.0 51.7 48.1 58.9 52.2 63.7 60.1
Chronograph 35.1 33.9 31.3 40.1 42.1 39.7 38.6 25.7 31.7
Alarm 20.1 18.9 18.8 20.9 15.3 18.3 184 22.9 16.4
Perpetual calendar 20.5 18.3 11.1 17.4 16.2 215 21.7 246 235
Tourbillon 13.3 18.3 15.3 9.9 12.0 12.8 10.1 12.3 10.9
World time 135 20.0 18.8 9.9 16.2 11.9 126 12.3 18.0
GMT 12.9 11.7 6.3 11.0 10.2 16.4 10.1 11.7 8.2
Power reserve 13.6 12.8 13.9 18.0 14.4 12.8 8.2 11.2 14.8
Moon phase 8.7 9.4 9.0 7.6 5.1 10.0 10.1 7.3 10.9
Minute repeater 6.3 3.9 4.2 4.1 3.2 9.1 8.7 7.3 9.8
Others 6.3 3.3 1.4 5.2 4.6 5.5 3.9 11.2 5.5
B Favorite function of watch (fema|e) Total female Female 20s Female 30s Female 40s Female 50s+
2010(n=750) [2012(n=750){[2010 (n=170)[2012(n =224)[2010 (n =189)[ 2012(n =196)][2010 (n =209) [ 2012(n =175) |[2010 (n = 182) [ 2012(n =155) |
Diver (waterproof) 39.9 41.2 42.0 41.8 29.6 45.9 40.0 29.7 36.1
Calendar 35.3 38.2 33.0 38.6 40.3 33.5 30.3 31.3 32.9
Chronograph 115 9.7 124 9.8 15.3 9.2 11.0 9.7 71 10.3
[Alarm 15.5 14.0 15.3 13.8 13.8 11.2 17.7 13.7 14.8 18.1
Perpetual calendar 10.8 8.5 10.6 6.7 9.5 6.1 11.0 12.0 12.1 10.3
Tourbillon 16.4 14.1 18.2 13.4 14.8 133 15.3 16.0 17.6 14.2
World time 125 14.7 17.6 16.5 10.1 128 11.0 16.6 121 12.3
GMT 8.0 9.6 8.2 8.5 10.1 9.7 6.7 10.9 7.1 9.7
Power reserve 5.6 5.2 5.9 3.1 4.8 7.1 3.3 5.1 8.8 5.8
Moon phase 8.9 10.9 8.8 11.6 9.0 9.7 11.0 10.3 6.6 12.3
Minute repeater 5.6 2.9 2.4 4.0 6.9 0.0 6.7 2.9 6.0 5.2
Others 11.1 8.5 9.4 6.3 6.9 9.7 12.9 7.4 14.8 11.6

* “Diver (waterproof)”, “Calendar” and “Chronograph” ranked high as the favorite function of a watch as in the previous survey.
* |In the 2012 survey, “World time” and “Moon phase” increased 2.4 points and 1.0 point respectively compared to the results in 2010.

* Male respondents often indicated “preference for a wide range of functionality”. Female samples also highly favored “Divers (waterproof)” and “Calendar”.
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B Favorite movement of watch (drive SyStem): all B Mechanical (manual winding) M Mechanical (automatic winding) M Quartz (battery—powered)

2010: Total (n=1500)

2012:Total (n=1500)

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%
M Favorite movement of watch (drive system): male B Favorite movement of watch (drive system): female
M Mechanical (manual winding) M Mechanical (automatic winding) M Quartz (battery—powered) M Mechanical (manual winding) M Mechanical (automatic winding) M Quartz (battery-powered)

2010:Male (n=750) 2010: Female (n=750)

2012:Male (n=750) 2012:Female (n=750)

2010:Male20s (n=180) 2010:Female20s (n=170)

2012:Male20s (n=144) 2012:Female20s (n=224)

2010:Male30s (n=172) 2010:Female30s (n=189)

2012:Male30s (n=216) 2012:Female30s (n=196)

2010:Male40s (n=219) 2010:Female40s (n=209)

2012:Male40s (n=207) 2012:Female40s (n=175)

2010:Male50s+(n=179) 2010:Female50s+(n=182)

2012:Male50s+(n=183) 2012:Female50s+(n=155)

0% 10%  20%  30%  40%  50%  60%  70% 8%  90%  100% 0% 10% 206 30k 40%  50% 60k 70%  80% 90k 100%

* “Mechanical (automatic winding)” remained the top response in 2012. Meanwhile, “Mechanical (manual winding)” and “Quartz (battery-powered)” increased somewhat.
* “Mechanical (automatic winding)” was popular among males in their 20s through 40s and females in their 30s. “Quartz (battery-powered)” was most favored by males
and females aged 50 and above.

* “Mechanical (manual winding)” rose in all age groups in both males and females. This may be an indication that the “mechanical boom” is further pushing “diversification of needs”.
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*The list was created based on the “purchase price of the watch you want the most” out of all watches.

H Price range of watch you want to buy (all)

2010 price range of watch you want to buy: Total (n = 1040)

0.4% 4.8%
6.7%

9.3%

Less than 10,000 yen

= 10,000-30,000 yen

30,000-50,000 yen

50,000-100,000 yen

2012 price range of watch you want to buy: Total (n = 1305)

Less than 10,000 yen

= 10,000-30,000 yen

30,000-50,000 yen

50,000-100,000 yen

= 100,000-150,000 yen = 100,000-150,000 yen

150,000-200,000 yen 150,000-200,000 yen

18.7% 1.7%
= 200,000-300,000 yen = 200,000-300,000 yen

300,000-500,000 yen 300,000-500,000 yen

= 500,000-1,000,000 yen = 500,000-1,000,000 yen

= 1,000,000+ yen

16.7% = 1,000,000+ yen

. P rice I’ange Of WatCh yOU Want tO buy (male) Total male Male 20s Male 30s Male 40s Male 50s+
2010(n=544) | 2012(n=664) || 2010(n=142) | 2012(n=125) || 2010(n=130) | 2012(n=104) || 2010(n=152) | 2012(a=186) || 2010(n=120) | 2012(n=159) |
Less than 10,000 yen 04 15 0.7 16 0.0 26 0.7 16 0.0 0.0
10,000-30,000 yen 51 6.3 49 16.0 6.2 6.2 53 54 42 0.0
30,000-50,000 yen 79 77 127 112 54 62 6.6 7.0 6.7 75
50,000-100,000 yen 9.0 10.4 106 14.4 92 103 72 8.1 92 101
100,000-150,000 yen 127 127 14.4 16.9 149 86 134 133 15.1
150,000-200,000 yen 9.0 86 127 6.4 9.2 103 72 75 6.7 94
200,000-300,000 yen 16.2 10.1 134 112 154 9.3 237 86 108 11.9
300,000-500,000 yen 18.0 106 120 208 216 19.1 19.9 225 164
500,000-1,000,000 yen 138 155 96 115 14.4 125 19.9 15.8 182
1,000,000+ yen 7.9 6.9 6.3 32 54 4.1 9.2 86 108 11.3
M Price range of watch you want to buy (fem ale) Total female Female 205 Female 305 Female 405 Female 505+
2010(n=496) | 2012(n=641) || 2010(n=127) [ 2012(n=104) || 2010(n=127) [ 2012(a=171) || 2010(n=140) | 2012(a=152) || 2010(n=102) | 2012(n=124)
Less than 10,000 yen 04 19 16 3.1 0.0 12 0.0 20 0.0 08
10,000-30,000 yen 44 6.2 118 124 24 35 21 39 10 32
30,000-50,000 yen 9.5 || 181 216 71 105 64 79 59 8.1
50,000-100,000 yen 9.7 106 118 134 11.0 105 50 7.9 118 9.7
100,000-150,000 yen 10.7 117 9.4 9.3 71 15.2 143 132 118 8.9
150,000-200,000 yen 97 98 55 82 118 94 129 86 78 145
200,000-300,000 yen 173 87 72 17.3 158 200 211 245 185
300,000-500,000 yen 104 189 11.3 236 18.1 18.6 17.1 15.7 15.3
500,000-1,000,000 yen 135 115 9.4 88 14.2 117 16.4 132 137 137
1,000,000+ yen 54 | 51 4.7 46 55 41 43 5.3 7.8 73

* The price range of “10,000 — 150,000 yen” will expand going forward as the purchase price of the watch a consumer wants. Further “lowering of purchase price”

appears to be taking place overall.

* Among the male samples, “300, 000 — 500, 000 yen” was the top response, followed by “500, 000 — 1,000,000 yen” and “100, 000 — 150,000 yen”. Among females, “300, 000
— 500,000 yen” was the highest, followed by “200,000 — 300,000 yen” and “30,000 — 50, 000 yen” in this order.

* As a result, generally for users interested in watches costing 100,000 yen or above, the price range of “affordable luxury watches” that they “want to buy” is
“300, 000 — 500,000 yen”. It is also apparent that male consumers are willing to pay one range higher to buy the watch they want.



M Price range of watch by function you want to buy (all)

*The list was created based on the ! !
“purchase price of the watch
consumers wanted the most” out of all
watches.

T
| |
2010:Total(n=1040) 9.3 11.7 9.3
0i4 |
|
|

M Less than 10,000 yen

1§ 10,000-30,000 yen

1 30,000-50,000 yen

50,000-100,000 yen

100,000-150,000 yen

150,000-200,000 yen

1M 200,000-300,000 yen

300,000-500,000 yen

[ 500,000-1,000,000 yen

M 1,000,000+ yen

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%
B Price range of watch by function you want to buy (ma|e) Total male Male: manual winding Male: automatic winding Male: quartz Male: total mechanical
2010(n=544) | 2012(n=664) 2010(n=50) 2012(n=285) 2010(n=300) | 2012(n=2338) || 2010(n=194) | 2012(n=241) || 2010(n=2350) | 2012(n=423)
Less than 10,000 yen 0.4 1.5 0.0 2.4 0.3 1.2 0.5 1.7 0.3 14
10,000-30,000 yen 5.1 6.3 0.0 3.5 2.0 4.1 11.3 10.4 1.7 4.0
30,000-50,000 yen 7.9 1.1 6.0 2.4 5.0 5.9 12.9 12.0 5.1 5.2
50,000-100,000 yen 9.0 10.4 8.0 7.1 7.3 8.0 11.9 14.9 7.4 7.8
100,000-150,000 yen 12.7 14.5 20.0 16.5 9.7 11.8 15.5 17.4 11.1 12.8
150,000-200,000 yen 9.0 8.6 6.0 5.9 10.7 9.2 7.2 8.7 10.0 8.5
200,000-300,000 yen 16.2 10.1 18.0 5.9 17.3 8.6 13.9 13.7 17.4 8.0
300,000-500,000 yen 18.0 18.1 16.0 12.9 21.0 23.4 13.9 12.4 20.3 213
500,000-1,000,000 yen 13.8 16.0 12.0 28.2 17.7 19.5 8.2 6.6 16.9 213
1,000,000+ yen 7.9 6.9 14.0 15.3 9.0 8.3 4.6 2.1 9.7 9.7
. P rce l’ange Of WatCh by fU nCt|0n yOU Want tO bUy (fe male) Total female Female: manual winding Female: automatic winding Female: quartz I Female: total mechanical
2010(n=496) | 2012(n=641) 2010(n=60) 2012(n=286) 2010(n=220) | 2012(n=269) || 2010(n=216 2010(n=280 2012 (n=2355)
Less than 10,000 yen 0.4 1.9 1.7 0.0 0.5 15 0.7 1.1
10,000-30,000 yen 4.4 6.2 1.7 4.7 5.0 4.8 4.3 4.8
30,000-50,000 yen 9.5 12.8 50 8.1 7.1 11.5 7.1 10.7
50,000-100,000 yen 9.7 10.6 10.0 8.1 6.4 8.9 7.1 8.7
100,000-150,000 yen 10.7 11.7 8.3 12.8 8.6 12.3 8.6 12.4
150,000-200,000 yen 9.7 9.8 10.0 7.0 8.2 11.2 8.6 10.1
200,000-300,000 yen 17.3 15.0 11.7 17.4 16.4 15.2 15.4 15.8
300,000-500,000 yen 19.4 15.3 18.3 14.0 23.6 17.1 22.5 16.3
500,000-1,000,000 yen 13.5 11.5 21.7 14.0 17.7 138 18.6 13.8
1,000,000+ yen 5.4 5.1 11.7 14.0 5.9 3.7 7.1 6.2

* Respondent ratios increased in price ranges below 100,000 yen for each type of movement. In particular, the lowering of prices for “Quartz (battery-powered)” among females was
evident.

* In “total mechanical”, “200,000 — 1,000,000 yen”, which is considered to be the volume zone, decreased by 6.9 points from 2010 and reflected a further lowering of
purchase prices. 30



B Brand of watch you want (ranking comparison 2010-2012)

2010
Order Brand Total

n=1500

1|ROLEX 37.9
2]OMEGA 32.1
3|CARTIER 28.5
4|BVLGARI 25.1
5]FRANCK MULLER 20.1
6]SEIKO 19.5
7JHERMES 15.9
8|TAG HEUER 15.9
9ITIFFANY 12.7
10JCHANEL 11.7
11JGUCCI 11.5
12]JCASIO 11.3
13JLOUIS VUITTON 11.1
14]CITIZEN 10.1
15]|BREITLING 8.1
16]|BURBERRY 7.5
17)JSWATCH 7.5
18]JCOACH 6.8
19]IWC 6.5
20]CHOPARD 6.1
21]agnes b. 59
22|HARRY WINSTON 5.7
23|PIAGET 5.7
24|FOLLI FOLLIE 5.6
25|DIOR 55
26JAUDEMARS PIGUET 5.0
27|PATEK PHILIPPE 45

2012
‘ Order Brand Total
n=1500

—> 1]ROLEX 35.7
—> 2|OMEGA 27.7
—> 3|CARTIER 26.2
N To 5th place 4]FRANCK MULLER 22.5
Pl To 4th place 5|BVLGARI 21.3
—> 6]SEIKO 16.6
—> 7|HERMES 14.9
—> 8]|TAG HEUER 13.4
~Na Tollth place 9]CASIO 12.8
—> 10JCHANEL 12.8
A To13th place 11| TIFFANY 11.2
Pl To 9th place 12|CITIZEN 11.1
~Na Tol4th place 13]GUCCI 10.1
Pl Tol2th place 14]LOUIS VUITTON 8.1
—> 15|BREITLING 7.0
—> 16]|BURBERRY 6.1
~Na To21st place 17]COACH 6.0
Pl Tol7th place 18]IWC 6.0
Pl To18th place 19]agnes b. 5.9

- 20|DIOR 5.5
Pl To19th place 21|SWATCH 55
—> To22nd place 22|HARRY WINSTON 5.3

- 23|FOLLI FOLLIE 5.2
Pl To23rd place 24|PATEK PHILIPPE 5.1
Pl To20th place 25JHAMILTON 4.8 JRENEE
~Na To27th place 26]Paul Smith 4.8 Brand X
Pl To24th place 27|AUDEMARS PIGUET 47|

28|DIESEL N8 NEW Brand B4
29|Marc by Marc Jacobs Wl INEW Brand %4

* With “ROLEX”, “OMEGA” and “CARTIER” maintaining the top three positions, there was no major change in ranking down to the 8th place.
* Brands that moved up significantly were “DIOR”: +5 notches, “CASIO”: +3 notches and “PATEK PHILIPPE": +3 notches.
*|n 2012, replacing “CHOPARD” and “PIAGET” was “HAMILTON” which newly appeared in the ranking. “Paul Smith”, “DIESEL” and “Marc by Marc Jacobs” which
were newly added as choices in the survey, ranked in among the top 30 brands. Reasonably priced luxury mechanical watches and lifestyle-proposing brand

watches attracted greater popularity.

* “NEW brand” is one newly added to the choices effective the 2012 survey.
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HBrand of the watch you want (by sex)

ROLEX MHJ
E T T T T T I 341
OMEGA S 37.7
E T T T T T 26.4
128.5|
CARTIER — 125 I T
144.4

E T T T T

T
O e e —

E T T T

{20.1
FRANCK MULLER —]I:ﬂ_‘
E 220

95
SEIKO — : pa.7
E 14.3

T T
15.9
HERMES — 58
E T T T

TAG HEUER 23.2
8.7

126.3

TIFFANY 2T 1127

! . 17|
CHANEL
118ls

E T T |

115
cuce! [EE————

E T T

GCASIO 4.4
8.3
LOUIS VUITTON —EIL
—116.3

CITIZEN

121.2

117.9

BREITLING

BURBERRY

SWATCH

COACH

131.6

2010

O Total (n = 1500)
@ Male (n = 750)
O Female (n = 750)

00 50 100 150 200 250 300 350 400 450 500
%)
L | 7
ROLEX | — = 45
E I I I I I 077
OMEGA » 355
T I I i [ ,
CARTIER —— . —26.2 o
T I I T :
FRANCK MULLER YN
T T T T .
BVLGARI 213 L 256
T I I
1168 6
SEIKO : : i 198
HERMES I49 123 5
L L 113 d .
TAG HEUER = 212
__________1J fl I
112 8
cASIO 176
o
e um——— 2012
CHANEL : .
TIFFANY : 12 |
T . 120.3 O Total (n = 1500)
omzen ek 127 @b 0= 750
O Female (n = 750)
aucct 101 .
LOUIS VUITTON e 81|
111.6
4|—‘ 7.0
BREITLING S 12.4
R
BURBERRY i
6.0
COACH 104
we 10.1
5.9
agnes b. 9.
00 50 100 150 200 250 300 350 100 450

%)

* There was strong demand for “ROLEX” and “OMEGA” as the desired watch
from both male and female respondents in 2012 as in the previous survey.

* Top 5 watch brands that males want in 2012:

1st: “ROLEX” 41.5% (down 0.2 points from 2010) <2010 ranking: 1st>

2nd: “OMEGA” 35.5% (down 2.2 points from 2010) <2010 ranking: 2nd>
3rd: “FRANCK MULLER” 22.7% (up 4.4 points from 2010) <2010 ranking: 6th>
4th: "TAG HEUER” 21.2% (down 2.0 points from 2010) <2010 ranking: 4th>

5th: “SEIKO” 19.9% (down 4.8 points from 2010) <2010 ranking: 3rd>

* Top 5 watch brands that females want in 2012:

1st: “CARTIER” 40.1% (down 4.3 points from 2010) <2010 ranking: 1st>
2nd: “ROLEX” 29.9% (down 4.2 points from 2010) <2010 ranking: 2nd>
3rd: “BVLGARI” 25.6% (down 6.0 points from 2010) <2010 ranking: 3rd>
4th: "HERMES” 23.5% (down 2.8 points from 2010) <2010 ranking: 5th>

5th: "FRANCK MULLER” 22.3% (up 0.3 points from 2010) <2010 ranking: 6th>

* Results of the 2012 survey again suggest that in addition to the popularity of
standard brands, men prefer “Luxury mechanical sports watches” that offer high
cost performance, and women continue to have high needs for “Luxury fashion
brand watches”. The trends in the actual market, however, are shifting further to
basic and dressy watches. “FRANCK MULLER” has established a greater
presence in the market for both males and females consumers. Hence, in
addition to the strong demand for standard, basic and dressy watches, there
appear to be high needs for a second or third luxury watch.
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HEWatch brand you want (by sex and age group): Supplementary data

Brand you want Total mwﬂe 20s Male 30s Male 40s Male 50+ Female 20s Female 30s Female 40s Female 50+
Number of respondents | 1500 750 180 172 219 179 750 170 189 209 182
ROLEX 37.9 41.7 45.0 41.9 39.7 40.8 34.1 31.2 41.3 335 30.2
OMEGA 321 37.7 46.7 40.1 36.5 27.9 26.4 24.7 30.7 24.9 253
CARTIER 28.5 125 16.7 11.0 12.3 10.1 44.4 47.6 45.5 46.9 374
BVLGARI 25.1 18.7 25.0 174 18.7 13.4 31.6 35.9 29.6 30.6 30.8
FRANCK MULLER 20.1 18.3 22.8 221 174 11.2 22.0 27.6 28.6 21.1 11.0
SEIKO 19.5 24.7 21.1 215 26.9 28.5 14.3 7.1 13.8 172 18.1
HERMES 15.9 5.6 78 35 5.0 6.1 26.3 28.8 27.0 254 242
TAG HEUER 15.9 23.2 21.7 23.8 28.8 17.3 8.7 4.7 7.9 144 6.6
TIFFANY 12.7 4.1 5.0 3.5 4.1 3.9 21.2 20.0 22.8 23.9 176
CHANEL 11.7 4.5 6.1 3.5 4.6 3.9 18.8 24.7 14.8 17.2 19.2
GUCCI 11.5 5.2 12.8 4.1 2.7 1.7 17.9 24.1 16.9 139 176
CASIO 11.3 14.4 16.1 19.2 14.2 8.4 8.3 8.8 10.6 8.6 49
LOUIS VUITTON 1.1 6.0 1.2 8.1 5.0 3.9 16.3 20.0 19.6 134 12.6
CITIZEN 10.1 124 16.1 8.7 12.8 11.7 7.9 9.4 14 6.2 8.8
BREITLING 8.1 13.7 9.4 16.3 18.7 9.5 24 1.8 3.7 3.3 0.5
BURBERRY 7.5 6.5 8.3 8.1 5.9 3.9 8.5 11.2 14 6.2 9.9
SWATCH 7.5 6.7 5.0 12.2 6.4 34 8.3 8.8 14 11.0 55
COACH 6.8 3.2 6.1 1.7 2.3 2.8 10.4 14.1 11.1 9.1 1.1
IwC 6.5 10.1 11.1 12.2 10.0 1.3 2.8 29 4.8 3.3 0.0
CHOPARD 6.1 1.2 1.7 0.6 2.3 0.0 10.9 11.8 10.1 10.5 115
agnes.b. 5.9 3.3 6.1 5.2 1.4 1.1 8.5 14.7 10.6 4.3 5.5
HARRY WINSTON 5.7 2.5 2.8 2.3 2.3 2.8 8.9 10.0 14 134 4.4
PIAGET 5.7 3.7 22 23 5.0 5.0 7.6 24 6.9 10.5 9.9
FOLLI FOLLIE 5.6 1.5 4.4 0.6 0.9 0.0 9.7 19.4 10.6 53 4.9
DIOR 5.5 2.1 6.1 0.0 1.8 0.6 8.9 14.1 10.1 5.3 71
AUDEMARS PIGUET 5.0 6.9 5.0 6.4 7.8 8.4 3.1 1.8 3.7 2.9 3.8
PATEK PHILIPPE 4.5 6.3 3.9 7.0 7.3 6.7 2.7 1.2 2.6 3.3 3.3
(Numbers are percentages)
Brand you want Total mm\le 20s Male 30s Male 40s Male 50+ Memeﬂe 20s Female 30s Female 40s Female 50+
Number of respondents 1500 750 144 216 207 183 750 224 196 175 155
ROLEX 35.7 41.5 34.0 41.2 44.9 43.7 29.9 22.8 40.3 31.4 25.2
OMEGA 27.7 35.5 39.6 40.7 36.7 24.6 20.0 15.2 245 20.0 21.3
CARTIER 26.2 12.3 1.1 1.1 11.1 15.8 40.1 42.9 49.5 34.9 30.3
FRANCK MULLER 22.5 22.7 27.8 227 24.6 16.4 223 241 270 22.3 13.5
BVLGARI 21.3 16.9 26.4 12.5 15.0 16.9 25.6 24.6 28.6 21.1 28.4
SEIKO 16.6 19.9 21.5 18.1 19.3 21.3 13.3 10.7 17.9 11.4 13.5
HERMES 149 6.3 9.7 3.2 4.8 8.7 23.5 179 270 26.3 23.9
TAG HEUER 134 21.2 17.4 241 251 16.4 5.6 2.7 1.7 9.1 3.2
CASIO 12.8 17.6 18.8 194 17.9 14.2 8.0 10.7 11.7 5.1 2.6
CHANEL 12.8 4.5 9.0 0.9 5.8 3.8 21.1 23.7 21.9 171 20.6
TIFFANY 11.2 2.1 1.4 0.0 2.4 4.9 20.3 254 20.4 171 16.1
CITIZEN 11.1 12.7 16.7 11.1 14.0 9.8 9.5 134 1.7 9.1 6.5
GUCCI 10.1 4.7 10.4 3.7 1.9 4.4 15.5 18.8 15.3 14.3 12.3
LOUIS VUITTON 8.1 4.5 8.3 2.3 43 4.4 11.6 11.6 15.3 10.3 8.4
BREITLING 1.0 12.4 6.9 12.5 15.9 12.6 1.6 2.2 0.0 34 0.6
BURBERRY 6.1 5.5 10.4 2.8 24 8.2 6.8 12.1 5.6 4.6 3.2
COACH 6.0 1.9 2.1 0.9 1.4 3.3 10.1 134 12.2 6.3 71
IWC 6.0 10.1 6.9 10.2 13.0 9.3 19 1.8 3.1 1.7 0.6
lagnes b. 5.9 25 2.1 4.2 1.9 1.6 9.2 13.8 10.7 4.6 5.8
DIOR 5.5 20 4.9 0.9 1.9 1.1 9.1 125 1.1 5.7 9.7
SWATCH 55 4.5 5.6 5.1 12 0.0 6.4 8.0 6.1 6.3 4.5
HARRY WINSTON 53 1.6 3.5 0.5 24 0.5 8.9 85 11.2 9.1 6.5
FOLLI FOLLIE 5.2 0.4 0.7 0.9 0.0 0.0 10.0 14.3 9.2 8.6 6.5
PATEK PHILIPPE 5.1 1.2 2.8 5.1 9.2 10.9 2.9 2.7 2.6 29 3.9
HAMILTON 4.8 6.1 9.0 8.3 4.8 2.7 3.5 4.0 3.6 2.9 3.2
Paul Smith 4.8 5.6 14.6 6.9 24 0.5 4.0 8.5 2.6 29 0.6
AUDEMARS PIGUET 4.7 75 6.9 6.0 7.2 9.8 2.0 22 0.5 23 3.2
DIESEL 4.7 4.8 1.1 5.1 24 2.2 4.5 5.8 71 2.3 1.9
Marc by Marc Jacobs 4.7 1.1 2.1 1.4 1.0 0.0 8.4 18.3 1.7 2.3 1.9
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HMReason for preferring specific brand

2012 . ‘ ‘

63.2
Because I like its design.
64.6

38.8
Because it is a famous brand although expensive. — 39.1
8.4

Because the quality and material is good.

Because I don't have this type of watch now.

Because its function is good.

Because it is fashionable and I can readily change it
to fit on various clothes.

Emphasis on practicability

The price is quite reasonable.
9.8

Emphasis on fissionability

I
I
I
10.2 :
I feel comfortable for its good after—sale service. T |
- I
o I I
Its specification is high relative to the price (it is a 7'5 :
good buy). 5.5 |
I I
. 3.0 | |

I expect it to be priced highly when re—selled or 3 5 | | I

traded-in. 2.4 | ! O Total(n=1408)
E | | B Male(n=705)
) 1.0 : : O Female(n=703)

The brand is not what many people own. 01_,-3 ‘ ‘ ‘

. I I I

C ‘ | I

0.6 | | |

It is a commemorative or limited model. 04.9 I I I

. I I I

r I I I

I I I

1.8 | | |

Others 4 | | |

23 1 ‘ 1 ‘ ‘ 1

0.0 10.0 200 30.0 40.0 50.0 60.0

* The top reason for preferring a specific brand was “Good design”, followed by “Expensive but famous brand” and “Good quality and material”.

* While men placed importance on “functions” and “quality and material”, women showed high awareness for a watch as being ‘one of the personal fashion items’.
* In addition, men were highly conscious about “price”, e.g. “reasonable price” and “good value for the money”, while many female respondents were interested in “Good

after-sale service”, which reflected their high dependence on a sense of security after purchasing.
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B Research before purchasing a watch (all)

B Research before purchasing a watch (male)

2012

B Research before purchasing a watch (female)

2012

2012:Total(n=1500)

41.3%

W 1 did research in advance.

M 1 didn't do research in advance (I bought
it on impulse, or I just talked with the

58.7% sales representative when I bought it)

Male 20s Male 30s Male 405 Male 50s+

(n=750) (n=144) (n=216) (n=207) (n=183)
| did research in advance. 62.1 52.8 61.2
| didn't do research in advance (I bought it on
impulse, or | just talked with the sales 37.9 47.2 329 35.7 38.8
representative when | bought it)

Total female Female 20s Female 30s Female 40s Female 50s+

(n=750) (n=224) (n=196) (n=175) (n=155)
| did research in advance. 55.3 49.6 64.3 571 50.3
| didn't do research in advance (I bought it on
impulse, or | just talked with the sales 447 50.4 35.7 429 497
representative when | bought it)

* Approximately 60% of all respondents “did research in advance” before buying a watch.

* In comparing male and female responses, there was a stronger tendency among males to conduct advance research, especially among those in their 30s and 40s.
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EKind of research done in advance

88.0
89.9

201 2 Price

85.7
Design

90.6

Specifications (material, processing, waterproof, etc.)

53.0

Brand (history, concept, culture, tradition) > 36.
2717

Where I can buy it for the lowest price

Location of store

Content and qualification of after—sale service

Reviews and word-of-mouth communication with

general buyers

Episodes on the product

O Total(n=881)
E Male(n=466)

Whether the brand has high recognition and image O Female(n=415)

Whether it is a popular brand

Opinions of watch critics and evaluation by magazines

Word-of-mouth communication with acquaintances and
friends

Recommendation by sales representative

Others

00 10.0 20.0 30.0 40.0 50.0 60.0 700 80.0 90.0

(3%¢)In the 2012 survey, lculture Jandl tradition Jwere added as new choices

* Ranked high also in the 2012 survey were “Price”, “Design” and “Specifications (material, processing, waterproof, etc.)”

100.0

(%)

* Male respondents showed “attachment to the product itself” such as “Specifications”, “Brand (history, concept, culture, tradition)”, “Episodes on the

product” and “Opinions of watch critics and evaluation by magazines” as well as needs for added value such as “Background of the brand”.

* Meanwhile, females indicated a strong tendency to seek “value in fashionability” such as “Design” and “Location of store” as well as “reliability and

security” in purchasing a product.
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B Media which are influential in decision-making of buying a watch (all)

[ Internet or websites of the makers or brands

Product display at the store

[ Informational website

Magazine articles

[ Online community, message boards

Magazine ads

The event of Department store and watch and clock specialty (3¢)

Recommendation by friends, acquaintances or family members

|

|

|

|

|

|

|

|

|

|

|

|

|

|

|

|

|

|

|

|

|

:

Recommendation at the store :
|

TV programs :

|

Newspaper ads :

|

Ads or billboards on the street :
|
|
|

Newspaper articles

|
0 2010: Total(n=894)
M 2012: Total(n=881)

TV commercials

Ad inserts

Movies (DVD)

Free papers; free magazines
Ads on public transportation
Radio programs

Radio commercials

Others

(%) New choices in the 2012 syrvey 0.0 100.4 200 300 400 50.0 60.0 700 (%)

* “Internet or websites of the makers of brands” was the most utilized media influential in deciding whether or not to buy a watch.

* Other Internet-related sources such as “Information website” and “Online community, message boards” were also ranked high, which reflects the
growing tendency among consumers to gather information on the Internet to make purchasing decisions.

* Meanwhile, there was also a high dependence on “Product display at the store” and “Magazine articles”, which is an indication that distributors are
expected to take advertising and promotional strategies based on a set of well-balanced tangible and intangible elements.
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B Media which are influential in decision-making of buying a watch (male)

Total male I Male 20s I Male 30s Il Male 40s I Male 50s+

2010(n=485) | 2012(n=466) || 2010(n=106) | 2012(n=76) || 2010(n=118) | 2012(n=145) || 2010(n=150) | 2012(n=133)
Internet or websites of the makers or brands
Product display at the store
Informational website
Magazine articles 37.3 34.1 38.7 32.9 33.9 39.3 40.0 31.6 36.0 31.3
Online community, message boards 27.2 26.4 36.8 30.3 25.4 32.4 28.7 20.3 18.0 23.2
Magazine ads 16.7 16.1 16.0 9.2 6.8 14.5 18.7 19.5 25.2 18.8
The event of Department store and watch and clock specialty (3) 11.8 11.8 9.0 9.0 18.8
Recommendation by friends, acquaintances or family members 11.8 10.3 14.2 19.7 10.2 11.7 13.3 8.3 9.0 4.5
Recommendation at the store 12.8 9.4 19.8 7.9 9.3 9.0 12.7 10.5 9.9 9.8
TV programs 4.7 4.7 7.5 3.9 0.8 5.5 4.0 5.3 7.2 3.6
Newspaper ads 5.6 3.6 4.7 1.3 1.7 1.4 5.3 3.0 10.8 5.4
Ads or billboards on the street 4.1 2.6 15 2.6 1.7 2.8 4.0 1.5 3.6 3.6
Newspaper articles 45 4.7 6.6 53 2.5 4.1 3.3 4.5 6.3 5.4
TV commercials 43 4.1 5.7 3.9 0.8 4.1 5.3 3.8 5.4 4.5
Ad inserts 2.7 4.3 2.8 3.9 0.8 4.1 3.3 6.0 3.6 2.7
Movies (DVD) 3.5 2.1 8.5 5.3 1.7 1.4 2.0 2.3 2.7 0.9
Free papers; free magazines 1.4 1.3 2.8 2.6 0.0 2.1 2.0 0.8 0.9 0.0
Ads on public transportation 0.6 0.9 1.9 0.0 0.0 1.4 0.0 0.8 0.9 0.9
Radio programs 0.0 0.6 0.0 2.6 0.0 0.7 0.0 0.0 0.0 0.0
Radio commercials 0.0 0.2 0.0 0.0 0.0 0.7 0.0 0.0 0.0 0.0
Others 2.1 1.5 0.9 3.9 0.0 0.0 3.3 2.3 3.6 0.9

(3%¢)New choices in the 2012 syrvey

B Media which are influential in purchasing a watch (female)

Total female I Female 20s Il Female 30s | Female 40s I Female 50s+ |
2010(n=409) | 2012(n=415) |[ 2010(n=89 | 2012(n=111) || 2010(n=117, | 2012(n=126) || 2010(n=124 2012(n=100

Internet or websites of the makers or brands 58.9 59.0 56.5

Product display at the store 53.1 53.0 524

Informational website 35.9 39.3 39.3 31.5

Magazine articles 38.9 34.0 37.1 34.2 46.2 44.4 39.5 27.0 29.1 25.6
Online community, message boards 20.8 16.4 29.2 20.7 22.2 135 15.3 18.0 17.7 12.8
Magazine ads 25.4 222 21.3 243 24.8 22.2 28.2 17.0 26.6 25.6
The event of Department store and watch and clock specialty (3¢) 18.3 13.5 214 18.0 20.5
Recommendation by friends, acquaintances or family members 26.2 18.6 25.8 19.8 23.1 23.0 29.8 15.0 25.3 14.1
Recommendation at the store 225 16.9 28.1 21.6 23.1 15.9 18.5 19.0 21.5 9.0
TV programs 6.6 6.5 3.4 11.7 7.7 5.6 8.1 3.0 6.3 5.1
Newspaper ads 4.9 3.4 2.2 0.9 5.1 0.8 4.0 5.0 8.9 9.0
Ads or billboards on the street 6.1 3.1 9.0 2.7 8.5 5.6 3.2 1.0 3.8 2.6
Newspaper articles 5.4 3.4 6.7 0.0 34 4.0 3.2 6.0 10.1 3.8
TV commercials 4.4 7.2 5.6 5.4 3.4 7.1 4.0 5.0 5.1 12.8
Ad inserts 3.7 3.9 2.2 2.7 2.6 0.8 4.0 6.0 6.3 7.7
Movies (DVD) 2.2 22 1.1 2.7 1.7 1.6 4.0 4.0 1.3 0.0
Free papers; free magazines 3.2 1.9 7.9 0.9 1.7 1.6 3.2 2.0 0.0 3.8
Ads on public transportation 1.7 1.0 3.4 1.8 0.0 1.6 2.4 0.0 1.3 0.0
Radio programs 0.5 0.5 1.1 1.8 0.0 0.0 0.8 0.0 0.0 0.0
Radio commercials 0.0 0.2 0.0 0.9 0.0 0.0 0.0 0.0 0.0 0.0
Others 0.7 1.2 0.0 0.9 0.0 0.8 0.0 2.0 3.8 1.3

() New choices in the 2012 syrvey

* There was a tendency among males to “put importance on information from the Internet” as recognized in the previous survey. Meanwhile, females
preferred the combined use of “the Internet and storefront”.
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HWMagazine subscription ranking (by sex)

* In 2012, popular choices for male samples were “Fashion/lifestyle magazines”, “Watch specialty magazines” and “Gadget magazines” as in the previous

2010(Male) 2012 (Male)

Order - Order Name of magazine subscribed to VEIRGEN L))
1]Otona no Shuumatsu 15 A To 3rd place 1]Sekai no Udedokei 6.7
2]Sekai no Udedokei 8.9 X Tolstplace 2]Otoko no Kakurega 5.6
3]Otoko no Kakurega 8.5 X To2nd place 3]Otona no Shuumatsu 5.5
4]serai 8.4 — 4]serai 4.8
5Jmonomagazine 7.1 —> 5Jmonomagazine 4.7
6]Nikkei Otona no OFF 6.9 A To 13th place 6]JLEON 4.1
7IMEN'S NON-NO 6.9 A To 12th place 7|Gainer 4.0
8|BRUTUS 6.7 A To 10th place 8]GetNavi 3.9
9JLEON 5.9 A Toéthplace 9]GoodPress 3.6

10]Tarzan 5.9 A To l1th place 10]BRUTUS 35
11]MEN'S CLUB 5.7 A To 17th place 11]Tarzan 3.5
12]GoodPress 5.6 A Todthplace 12JMEN'S NON-NO 3.3
13]Tokei begin 5.2 A To l4th place 13]Nikkei Otona no OFF 3.1
14]Begin 4.9 A To 19th place 14]Tokei begin 2.8
15]Sanpo no Tatsujin 4.7 - 15]pen 25
16]GetNavi 47 A Tos8thplace 16]smart 2.5
17|smart 3.5 X To l6th place 17|MEN'S CLUB 2.4
18] Jiyuujin 3.3 - 18]MEN'S EX 2.4
19]Gainer 3.3 X ToTthplace 19]Begin 20
20]Ikkojin 2.7 — 20]lkkojin 1.9
2010 (Female) - 2012 (Female)

Order Name of magazine subscribed to Female (n=750) Order Name of magazine subscribed to Female (n=750)
1]JMORE 12.8 — 1]JMORE 9.3
2}with 10.9 A To 6th place 2|STORY 8.7
3]STORY 10.4 Y To2ndplace 3JVERY 85
4]Oggi 10.3 A To 9th place 4]Biteki 8.4
5{Nikkei Woman 95 A To 7th place 5|CLASSY. 79
6]CLASSY. 9.5 X Tobsthplace 6JWith 1.6
TJVERY 8.8 A To3rdplace 7]Nikkei Woman 7.1
8]Katei Gaho 71 A To 14th place 8Jan an 6.4
9jan an 6.8 A Tosthplace 9]0ggi 5.6

10]Fujin Gaho 6.8 A To 17th place 10JViVi 5.2
11JAneCan 6.4 A To 18th place 11|LEE 48
12JVivi 6.3 X To10th place 12JVoce 4.0
13JLEE 6.0 X~ Tollth place 13]CanCan 3.9
14]Biteki 5.6 A To4th place 14]Katei Gaho 3.7
15]CanCan 5.2 A To13th place 15}JJ 3.3
16}JJ 5.2 A To15th place 16]MAQUIA 3.2
17]IMAQUIA 4.8 A Tol6th place 17]Fujin Gaho 3.1
18]Voce 43 A To12thplace 18JAneCan 3.1
19]Domani 4.1 A To 21st place 19]FRaU 238
20]serai 4.0 - 20]Mrs. 2.7
21]Fujin Koron 3.9 - 21]Domani 2.5

survey. In particular, “Gadget magazines” such as “GoodPress” and “GetNavi” rose significantly in the rankings.
* “Fashion/lifestyle magazines” was the dominant response among females as in the previous survey.
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HWMagazine which motivates to buy a watch*

*Magazine that motivates to buy a watch” is defined as those that are subscribed by people who satisfy the following conditions:

People who selected either “Magazine ads” or “Magazine articles” to the question “What source of information do you put importance on when purchasing a watch?"

HProportion of those who chose either "Magazine ads" or
"Magazine articles" (male)

People who
choose neither,
76.1%

W2012 magazine subscription ranking vs. magazine ranking which motivates to buy a watch (male)

1/|Sekai no Udedokei

Order Name of magazine subscribed to

Male (n=750)

2|[0toko no Kakurega

5.6

3][0tona no Shuumatsu 55
4 |§erai 48
5|Imonomagazine 4.7
6/[LEON 41
7)[Gainer 40
glGetNavi 39
9|(GoodPress 36
10[[BRUTUS 35
11|[Tarzan 35
12][MEN'S NON-NO 33
13][Nikkei Otona no OFF 3.1
14|[Tokei begin 28
15][pen 2.5
16[smart 25
17]MEN'S CLUB 24
18][MEN'S EX 24
19|[Begin 20
20][Ikkojin 19

2012:Total male(n=750)

|

NN NN NN

To 12th place
To 13th place
To 4th place
To 7th place
To 3rd place
To 9th place
To 6th place
To 8th place
To 10th place
To 15th place
To 18th place
To 5th place
To 11th place
To 19th place
To 16th place
To 17th place
To 14th place

People who
choose either
“Magazine ads” or
“Magazine
articles”, 23.9%

"Magazine articles" (female)

People who

choose neither,

76.9%

W 2012 magazine subscription ranking vs. magazine ranking which motivates to buy a watch (female)

[Tl Magazine that motivates to buy a watch ~ Male(n=179) [l Name of magazine subscribed to  Female (n=750)
1/|Sekai no Udedokei 17.9 1[MORE 9.3
2][0toko no Kakurega 12.3 ollsTory 87
3l|Gainer 10.6 3|VERY 85
4lmonomagazine 10.1 4|[Biteki 84
5|[Tokei begin 10.1 5[|CLASSY. 19
6]{GoodPress 8.9 blWith_ 6
7|lLEoN 8.4 7|[Nikkei Woman 71
8[BRUTUS 7.3 _|3 }1” an 64
9||GetNavi 73 9lCggi 56

10[[Tarzan 73 ::’Ht’gﬁ j;
11{[pen 6.7 -
12||0tona no Shuumatsu 6.1 E"nggan :Z
13 i 6.1 -
|§era_| 14||Katei Gaho 3.7
14Begin b1 B 33
15][MEN'S NON-NO 6.1 WA 2
::Hmé:i E)L(UB 22 17||Fujin Gaho 3.1
e 0 5 - 18[lAneCan 31
18][Nikkei Otona no OFF 45 telFrau 25
igfomart 39 20][Mrs. 27
20][Ikkojin 34 21{[Domani 25

|

NN NN LN L

2012:Total female(n=750)

H Proportion of those who chose either "Magazine ads" or

People who
choose either
“Magazine ads” or
“Magazine
articles”, 23.1%

[BlLlE@ Magazine that motivates to buy a watch = Female (n=173)

1{IMORE 15.6

2|[STORY 13.9

To 5th place 3|[Oggi 133

4[Biteki 12.1

To 6th place 5VERY 12.1

To 7th place 6[|CLASSY. 11.6

To 9th place 7[[with 11.0

[ }gn an 11.0

To 3rd place 9|[Nikkei Woman 11.0

To 14th place 10[MAQUIA 8.1

To 13th place 11||CanCan 75

To 18th place 12|[Domani 75

To 11th place 13LEE 75

To 16th place 14Vivi 15

15((J) 6.9

To 10th place 16([Katei Gaho 6.4

To 19th place 17||[FRaU 6.4

To 20th place 18[Voce 5.8

To 17th place 19||Fujin Gaho 5.2

ed 0 20/AneCan 4.6
To12thplace | 21|[Fujin Koron 35 [

* Popular among male samples in 2012, as in the previous survey, were “Watch specialty magazines” and “Gadget magazines” that offer much product

information. “Gadget magazines”, in particular, rose significantly in the rankings.

* Females primarily preferred “Fashion/lifestyle magazines” for young and middle-aged.
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HEMagazine which motivates to buy a watch: by favorite function (male) Reference material

2012

B Total(n=179) —#— manual winding(n=36) automatic winding(n=93) Quartz(n=50) —*— Total mechanical (n=129)

(%) 30.0

20.0 X

10.0 ES -“_. 4 . - - P e
bd ! - L1

0.0
Sekai no Udedokei | Otoko no Kakurega Gainer monomagazine Tokei begin GoodPress BRUTUS GetNavi Tarzan pen s::::‘::“ serai Begin MEN'SNON-NO |  MEN'S CLUB MEN'SEX  |Nikkei Otona no OFF, smart Ikkojin
B Total(n=179) 7.9 123 106 10.1 101 89 84 13 13 73 67 61 61 61 61 56 56 45 39 34
—8— manual vinding(=36) 10.4 167 1 130 19.4 56 167 167 28 83 1 1 1 56 1 83 i 28 28 56
automatic winding(n=93) 204 e 18 97 108 18 86 54 s 65 86 43 43 86 43 43 65 22 54 32
Quartz(n=50) 120 100 80 80 20 60 20 40 20 80 00 60 60 20 60 60 00 100 20 20
—¥— Total mechanical (1=129) 201 132 116 109 132 10.1 109 86 93 70 93 62 62 78 62 54 8 24 47 39

HW Magazine which motivates to buy a watch: by favorite function (female) Reference material

2012

B Total(n=178)  —8— manual winding(n=22) automatic winding(n=83) Quartz(n=68)  —*— Total mechanical (n=105)
(%) 50.0

40.0

30.0

20.0 A

10.0 N
o0 I . Ed
MORE STORY Oggi Biteki VERY CLASSY. With anan Nikkei Woman MAQUIA CanCan Domani LEE Vivi 9 Katei Gaho FRaU Voce Fujin Gaho AneCan Fujin Koron
T Total(n=173) 15.6 13.9 133 121 121 11.6 1.0 1.0 1.0 8.1 75 15 15 15 6.9 6.4 6.4 5.8 5.2 4.6 35
~—— manual winding(n=22) 0.0 136 136 9.1 136 18.2 0.0 13.6 45 45 9.1 9.1 45 45 9.1 227 45 45 13.6 0.0 45
automatic winding(n=83) 15.7 120 16.9 18.1 133 120 9.6 133 108 10.8 4.8 12 4.8 7.2 6.0 36 10.8 8.4 24 6.0 36
Quartz(n=68) 20.6 16.2 88 59 103 88 16.2 7.4 13.2 5.9 10.3 74 1.8 88 14 44 15 29 5.9 44 29
~—¥— Total mechanical (n=105) 12.4 123 16.2 16.2 134 133 76 134 9.5 9.5 5.7 76 4.7 6.6 6.6 76 9.5 76 4.7 47 3.8
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B Purchase price of watch owned
by region

*The list is created based on the “purchase price of the most favorite watch” out of all watches owned.

Purchase price of watch owned in 2010: Nationwide (n=1370)

Purchase price of watch owned in 2012: Nationwide (n=1324)

W Less than W Less than
23%  48% 10,000 yen 10,000 yen
6.6% = 10,000-30,000 = 10,000-30,000
yen yen
30,000-50,000 30,000-50,000
yen yen
50,000-100,000 50,000-100,000
yen yen
= 100,000~ = 100,000~
150,000 yen 150,000 yen
150,000~ 150,000~
11.2% 200,000 yen 10.0% 200,000 yen
m 200,000~ m 200,000~
12.8% 300,000 yen 300,000 yen
300,000~ 300,000~
500,000 yen 500,000 yen
W 500,000~ W 500,000~
1,000,000 yen 1,000,000 yen
m 1,000,000+ yen m 1,000,000+ yen
11.0% 11.0% 12.1%
Hokkaido and Tohoku Kanto and Koshinetsu Chubu and Hokuriku Kansai Chugoku, Shikoku and Kyushu
2010(n=126) | 2012(n=134) |[ 2010(n=637) | 2012(n=615) |[ 2010(n=167) | 2012(n=175) [ 2010(n=274) | 2012(n=234) |[ 2010(n=166) | 2012(n=166)
Less than 10,000 yen 9.5 9.7
10,000-30,000 yen 15.1
30,000-50,000 yen 13.5
50,000-100,000 yen 17.5 9.7
100,000-150,000 yen 15.9 7.5
150,000-200,000 yen 8.7 6.7
200,000-300,000 yen 8.7 5.2
300,000-500,000 yen 6.3 8.2
500,000-1,000,000 yen 4.0 5.2
1,000,000+ yen 0.8 0.0

* Many survey samples in “Hokkaido & Tohoku” responded “10,000 — 50,000 yen”, as the inclination for lower-priced products continued.

* In “Kanto & Koshinetsu”, “Chubu & Hokuriku”, “Kansai” and “Chugoku, Shikoku & Kyushu”, there was a polarization between the low price
range and the mid-to-high price range.
* In “Kansai” and “Chugoku, Shikoku & Kyushu”, there were somewhat more users that own a luxury watch of 500,000 yen or above.
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M Price range of watch you want to buy
by region

*The list is created based on the “purchase price of the watch you want the most” out of all watches.

2010 Price range of watch you want to buy : Nationwide (n=1040) 2012 Price range of watch you want to buy : Nationwide (n=1305)

4.8%

0.4% Less than 10,000 1.7% 6.3% Less than 10,000
6.7% yen 6.1% L yen
= 10,000-30,000 m 10,000-30,000
yen yen
13.7%
30,000-50,000 30,000-50,000
yen yen
9.3% 50,000-100,000 50,000-100,000
yen yen
= 100,000-150,000 10.5% = 100,000-150,000
yen yen
150,000-200,000 150,000-200,000
1.7% yen 16.7% yen
0, AN
18.7%  200,000-300,000 W 200,000-300,000
yen yen
300,000-500,000 13.1% 300,000-500,000

yen

M 500,000~
1,000,000 yen

yen

500,000~
1,000,000 yen

m 1,000,000+ yen m 1,000,000+ yen

12.5%

16.7%

Hokkaido and Tohoku
2010(n=100) | 2012(n=133)

Chubu and Hokuriku
2010(n=122) | 2012(n=172)

Kansai
2010(n=198) | 2012(n=230)

Kanto and Koshinetsu
2010(n=489) | 2012(n=599)

Chugoku, Shikoku and Kyushu
2010(n=131) | 2012(n=171)

Less than 10,000 yen 1.0 23 06 2.0 0.0 12 0.0 13 0.0 12
10,000-30,000 yen 100 |20 39 50 7.4 76 35 30 338 9.4
30,000-50,000 yen 70 98 76 6.1 130

50,000-100,000 yen 110 9.0 84

100,000-150,000 yen 180 115 76
150,000-200,000 yen 60 98 . . . . 84

200,000-300,000 yen 170 6.8

300,000-500,000 yen 160

500,000-1,000,000 yen 70

1,000,000+ yen 7.0 3.8

* The price range of “10,000 — 150,000 yen” expanded on a nationwide basis. The results show a stronger tendency for lowering prices.

* On the other hand, the ratios of respondents who “want to purchase a watch costing 300,000 yen or above” were, in descending order: 39.5%
in “Kansai”, 38.6% in “Chugoku, Shikoku & Kyushu”, 35.6% in “Kanto & Koshinetsu”, 35.4% in “Hokkaido & Tohoku”, and 34.9% in “Chubu &
Hokuriku”. This reflects the continuing trend of “high price in the west and low price in the east” for watches that consumers want to buy.

43



B Brand of watch owned by region

2010

3 Total (n=1500)

—#— Hokkaido and Tohoku(n=141)

Kanto and Koshinetsu(n=696)

Chubu and Hokuriku (n=185)

—*— Kansai (n=293)

—@— Chugoku, Shikoku and Kyushu(n=185)

(%) 50.0
40.0
S
300 [ f— x
"
o o K
200 — S
o= ——e
e
10.0 g - — v
I S m— [ ] K
—— = am
0.0 i A — = — el
: FOLLI ck CALVIN
SEIKO CASIO CITIZEN SWATCH OMEGA ROLEX Guccl TAG HEUER | CARTIER BVLGARI HERMES agnes.b. FOLLIE LONGINES DIOR KLEIN COACH TIFFANY |BURBERRY RADO DUNHILL
E—3 Total (n=1500) 339 30.6 241 18.3 18.1 16.4 10.1 95 8.9 8.1 76 71 46 3.9 3.1 29 29 28 27 26 25
—— Hokkaido and Tohoku(n=141) 355 319 20.6 18.4 1.3 9.9 6.4 71 7.8 5.7 5.7 6.4 21 43 1.4 2.1 2.1 2.1 2.1 43 28
Kanto and Koshinetsu(n=696) 345 272 234 17.0 19.8 15.2 108 8.8 9.9 9.6 8.6 6.2 5.6 4.0 34 32 20 33 23 24 22
Chubu and Hokuriku (n=185) 30.3 346 222 211 14.1 16.8 92 1.9 8.6 5.9 7.0 76 43 27 1.6 1.1 32 1.1 11 43 22
—¥— Kansai (n=293) 345 31.7 294 208 19.8 215 123 8.9 85 9.2 8.2 78 4.4 48 5.1 48 4.1 3.1 41 1.7 24
—@— Chugoku, Shikoku and Kyushu(n=185) 335 36.8 227 16.8 18.4 17.3 8.1 12.4 7.0 4.9 4.9 9.7 3.2 3.2 1.6 1.1 43 2.7 3.8 1.6 3.8
3 Total(n=1500) —#— Hokkaido and Tohoku(n=157) Kanto and Koshinetsu(n=691) Chubu and Hokuriku(n=198) —¥— Kansai (n=267) —@— Chugoku, Shikoku and Kyushu(n=187)
2012 (%) 50.0
40.0
30.0 O\Z\
x
20.0
100 EE/\‘ .
= ‘—‘i«}. X ———x
\-1/ e
0.0 | |l | P st
’ FoLLI | ZotrE—y
CASIO SEIKO CITIZEN OMEGA ROLEX SWATCH CARTIER Guccl TAG HEUER agnes.b. BVLGARI HERMES LONGINES FOLLIE CHANEL DIESEL Paul Smith i3 BURBERRY | HAMILTON RADO
v
E—3 Total(n=1500) 28.0 217 17.9 15.0 143 122 8.4 76 76 6.4 6.3 6.3 4.7 3.6 32 2.7 2.7 24 2.3 23 2.2
—— Hokkaido and Tohoku (n=157) 28.0 331 242 115 83 9.6 45 7.0 6.4 7.0 3.8 45 5.1 3.2 25 3.2 3.8 32 0.6 19 1.9
Kanto and Koshinetsu(n=691) 29.7 263 18.4 16.4 13.9 137 85 8.2 8.7 54 74 6.9 48 42 36 26 2.2 20 3.0 22 20
Chubu and Hokuriku(n=198) 26.8 247 19.2 121 14.6 116 6.1 5.1 71 6.6 5.6 5.6 45 3.5 25 3.0 45 35 2.0 20 4.0
—¥— Kansai (n=267) 225 288 135 16.5 20.2 109 131 10.1 15 52 75 71 52 3.0 34 26 2.2 1.5 26 3.0 1.9
—@— Chugoku, Shikoku and Kyushu(n=187) 31.0 29.9 16.0 13.9 123 11.2 7.0 4.8 53 11.2 3.2 48 3.7 2.7 21 2.1 2.1 3.2 1.1 2.1 1.6

* There were many owners of well-known luxury watches and high-end fashion watches such as “ROLEX”, “CARTIER” and “GUCCI"

* Meanwhile, many owners of domestic brand watches such as “SEIKO” and “CITIZEN" were apparent in “Hokkaido & Tohoku”.
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in “Kansai”.




M Brand of watch you want by region

3 Total (n=1500) —#— Hokkaido and Tohoku(n=141) Kanto and Koshinetsu(n=696) Chubu and Hokuriku (n=185) —¥— Kansai (n=293) —=8— Chugoku, Shikoku and Kyushu(n=185)
(%) 45.0

2010 e

35.0 [

30.0 —

250 — \

=S /.\
) -l =
100 — — A
< o —o
5.0 —
0.0
FRANCK Louis
ROLEX OMEGA CARTIER BVLGARI MULLER SEIKO HERMES TAG HEUER TIFFANY CHANEL Guccl CASIO VUITTON CITIZEN BREITLING | BURBERRY SWATCH COACH we
E—3 Total (n=1500) 379 32.1 28.5 25.1 20.1 19.5 15.9 159 127 1.7 1.5 11.3 1.1 10.1 8.1 75 75 6.8 6.5
—#— Hokkaido and Tohoku(n=141) 36.2 284 30.5 298 184 19.1 12.8 9.9 17.0 8.5 14.2 11.3 9.9 8.5 35 11.3 6.4 9.9 43
Kanto and Koshinetsu(n=696) 349 33.6 28.6 24.3 19.3 21.0 16.4 17.8 11.8 116 103 124 10.5 103 79 72 7.8 56 79
Chubu and Hokuriku (n=185) 43.2 28.6 20.5 23.2 22.2 141 141 17.3 13.0 135 8.6 10.8 86 9.7 9.2 4.3 49 5.4 59
—%— Kansai (n=293) 40.6 31.4 33.8 29.4 21.2 171 20.8 13.0 13.0 15.0 16.0 10.2 14.0 7.8 85 8.5 85 8.9 55
—@— Chugoku, Shikoku and Kyushu(n=185) 411 33.5 25.9 20.0 21.1 23.2 10.8 16.8 11.9 7.0 9.7 9.7 124 146 103 7.6 8.1 7.0 49
3 Total(n=1500) —— Hokkaido and Tohoku(n=157) Kanto and Koshinetsu(n=691) Chubu and Hokuriku(n=198) —¥— Kansai (n=267) —@— Chugoku, Shikoku and Kyushu(n=187)
2012 (%) 45.0
40.0
35.0 — §
30.0 =
Nes
25.0 —
200 —
15.0 —
»
10.0 —
5.0 —
0.0
FRANCK Louis
ROLEX OMEGA CARTIER BVLGARI SEIKO HERMES TAG HEUER CASIO CHANEL TIFFANY CITIZEN Guccl BREITLING | BURBERRY COACH wc agnes.b.
MULLER VUITTON
3 Total(n=1500) 35.7 277 26.2 225 213 16.6 14.9 13.4 12.8 12.8 1.2 1.1 10.1 8.1 7.0 6.1 6.0 6.0 5.9
~—— Hokkaido and Tohoku (n=157) 31.8 274 236 255 19.7 185 121 14.0 121 10.2 127 134 716 6.4 6.4 45 45 6.4 5.7
Kanto and Koshinetsu(n=691) 35.5 29.1 265 236 21.1 16.5 15.9 15.8 13.9 13.0 10.3 12.6 10.4 8.7 6.5 6.2 6.2 55 6.8
Chubu and Hokuriku(n=198) 40.4 30.8 26.8 19.2 207 202 13.1 8.1 14.1 13.1 1.1 10.1 9.1 8.1 5.1 5.1 5.1 6.6 4.0
—¥— Kansai (n=267) 348 243 266 195 21.7 146 16.5 10.9 9.4 142 124 8.6 9.0 8.2 94 45 4.9 71 4.1
—@— Chugoku, Shikoku and Kyushu(n=187) 358 246 26.2 235 23.0 14.4 12.8 13.4 12.8 11.8 11.8 8.0 13.4 7.0 8.0 10.7 9.1 5.3 7.0

* The top 3 luxury brands, i.e. “ROLEX”, “OMEGA” and “CARTIER” were in high demand in “Chubu & Hokuriku”.
* There were somewhat high needs for luxury jewelry brand watches such as “CARTIER”, “BVLGARI" and “TIFFANY” in “Kansai” and “Chugoku, Shikoku & Kyushu”.
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B New Questions in the 2012 Survey
(regarding watch purchases in 2011)
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HPurchase of watch in 2011(all)

Purchase of watch in 2011: Total(n=1500)

54.6%

I bought one before the earthquake disaster

B bought one after the earthquake disaster

31.0%

14.4%

I didn’t buy one

B Purchase of watch in 2011(male) Male
Total(n=750)| 20s(n=144) | 30s(n=216) 40s (n=207) 50s(n=183)
I bought one.before the 303 29.6 26.6 235
earthquake disaster
I bought one after the
earthquake disaster 152 120 13.5 17.5
I didn’ t buy one 54.5 35.4 58.3 59.9 59.0
HPurchase of watch in 2011 (female) Female
Total(n=750)| 20s(n=224) | 30s(n=196) 40s(n=175) 50s(n=155)
I bought one before the
earthquake disaster 31.7 210 25.7 329
I bought one after the
earthquake disaster 13.6 14.3 10.3 11.6
I didn’ t buy one 54.7 43.3 58.7 64.0 55.5

*In 2011, 45.4% of the respondents purchased a watch.

* Of the 45.4%, only 14.4% responded that they “purchased a watch after the March 11 earthquake disaster”, which shows that approximately 70% of the
users purchased a watch before March 11.
* Among those who purchased a watch there were high ratios of men and women in their 20s. This was also apparent among those who purchased a watch
after the March 11 earthquake.
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HBrand of watch you purchased in 2011 (all ) HBrand of watch you purchased in 2011 (by sex)

2012:Total
Order Brand Total
n=681
1]casio 16.6 oxsio T w 220
2|seiko 13.7 E : ‘ 11.2 | | ’
3lciTizEN 10.7 SEIKO MHIJ :
4]ROLEX 76 CITIZEN ﬁm;ﬁm : :
5]OMEGA 5.6 ROLEX ﬂwm.o' ! !
‘ 6 agnes'b' 44 OMEGA ﬂm : : :
7|BvLGARI 44 : 38 | | |
8|CARTIER 44 senos. |— '444} 71 } | |
® o|swaTcH 43 BVLGARI —ifﬂs.a ! ! !
10JTAG HEUER 3.8 CARTER [y 441 : : :
11]cucct 3.2 swaTon B . | | |
12]other sports watches 2.5 : : :
TAG HEUER | | |
@ 13JFOLLI FOLLIE 2.3 ! ! !
14]CHANEL 2.1 aueat ! ! !
‘ 15|DIESEL 21 other sports watches : : :
16JHERMES 1.8 FOLLI FOLLIE ! ! !

E O Total(n=681)
® 17]coAcH 16 CHANEL ! ! ! B Male(n=341)
@ 18|SKAGEN 1.6 DIESEL | | | O Female(n=340)
@ 19|BURBERRY 15 ! ! !

20|BREITLING 12 HERMES 1 1 1
@ 21]Paul Smith 1.2 COACH : | |
22|FRANCK MULLER 10 skacen b l 1 1
23|Marc by Marc Jacobs 1.0 | | :
BURBERRY
24]NixoN 1.0 ; ; !
25| TIFFANY 10 BREITLING i i i
26|HAMILTON 0.9 Paul Smith | | 1
27]DUNHILL 07 00 50 100 150 200 250(%)
28]LONGINES 0.7
29]oRIS 07
30]EMPORIO ARMANI 06 . ) L ., . ) )
31|FENDI 06 * The three domestic watch brands, “CASIO”, “SEIKO” and “CITIZEN” dominated the top places among watches
32]PANERAI 06 purchased in 2011.
33]AUDEMARS PIGUET 04 * Among the top 21 brands were 8 reasonably-priced licensed and imported fashion watch brands. This reflects
34]ck CALVIN KLEIN 04 the high number of purchasers of watches in younger generations as illustrated on the previous page.
35|DIOR 04
36]Century 03
37|GaGa MILANO 0.3
38]rADO 03
39|Tissot 0.3
40|BLANCPAIN 0.1
41JCHAUMET 0.1
42]GIRARD-PERREGAUX 0.1
43Montblanc 0.1
44]TENDENCE 0.1 48
45]Van Cleef & Arpel 0.1




MPlaces where watches were purchased in 2011 (All)

%) 50
40
30 —
_ =
20
— =
L — \.\
" M
—_— i,
0 )
Wateh section | Watch and olock Mass retaier; | Duty free shol Person-to-
at a department | specialty store; | Online shop | ' Y P | Brand boutique | Select shop | Mail-order shop Antique shop Others
* discount store | overseas shop person trade
store jewelry store
=3 Total(n=681) 279 239 [(D) 188 72 56 37 22 12 03 19
—8— Male (n=341) 249 249 255 19.1 35 44 2.1 32 15 03 2.1
—®— Female (n=340) 30.9 229 13.5 18.5 109 6.8 53 1.2 09 03 1.8
MPlaces where watches were purchased in 2011 (Male)
(%) 50
40
30 -\ e
20
. ﬁ
0 Rt == =
Watch section |Watch and clock Mase retaior: | Duty free sh Pereon—to-
at a department | specialty store; | Online shop | o0 o orer | DU IS S0P gondboutique | Select shop | Mail-order shop | o oo © Antique shop Others
discount store | overseas shop person trade
store Jjewelry store
T Male (n=341) 249 249 @ 19.1 35 44 21 32 15 03 21
8 Male: 20s(n=93) 355 204 226 140 11 43 65 32 22 00 1.1
—&— Male : 30s (n=90) 256 311 222 133 33 44 11 22 33 00 33
Male : 405 (n=83) 145 253 289 241 36 6.0 00 24 00 00 24
—%— Male : 50s+(n=175) 221 227 293 26.7 6.7 27 0.0 53 0.0 1.3 1.3
MPlaces where watches were purchased in 2011 (Female)
(%) 50
N -\
30
20 =
0 [ | . .
Watch section |Watch and clock Mase retaier. | Duty free sho: pereon-to-
at a department | specialty store; | Online shop | oo ool | PUY IS SNOPI | gop g houtique | Select shop | Mail-order shop| ' oo 0| Antique shop Others
discount store | overseas shop person trade
store Jewelry store
B Female (n=340) @ 229 135 185 109 658 53 12 09 03 18
—8— Female:20s(n=127) (38.9) 244 102 150 79 55 55 08 16 00 3.1
—#— Female:30s(n=81) 272 210 173 148 136 99 74 12 00 12 00
Female : 405 (n=63) 254 175 190 286 11 63 32 16 00 00 32
—*— Female: 50s+(n=69) 26.1 215 10.1 203 13.0 58 43 14 14 0.0 00
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*In 2011, popular places where watches were purchased were
“Watch section at a department store”, “Watch and clock
specialty store; jewelry store” and “Internet (Online shops)” in
this order.

* “Internet” which was the 4" most popular location in the
guestion addressed to all (refer to page 21), moved up to 3™
place. The Internet is becoming more easily accessible for
consumers.

* The ratio of males is particularly high for “Internet” and is
more so in higher age groups.

* Meanwhile, among female respondents, “Watch section at a
department store” was at the top, as in the question addressed
to all (refer to page 23). The ratio of females in their 20s was
high as well.



BMTiming of purchasing a watch in 2011 (All)

(%) 70
60 a
50 \
40
30
) \\
" 4%3’ L —
0 p
On non-special Ahersans Ibought one with the
occasions regardess of Birthday Bonuses New job Bargain Wamys Pa" | Promotion, job change Christmas Return for betrothal gift|  Valentine'sDay [earthquake disaster as a Other
the event (including trigger
3 Total(n=681) 549 19 109 6.6 54 41 37 32 13 07 04 13
—8— Male (n=341) 19 103 59 6.5 18 32 15 12 03 03 65
—8— Female (n=340) PN (159) 115 14 44 65 41 50 15 12 D) 82
BMTiming of purchasing a watch in 2011 (Male)
(%) 70
60
50
40
30
® \W-\
" F e S ————— . —Fm
0 !
On non-special Anmiversary/oar Ibought one with the.
occasions regardess of Birthday Bonuses New job Bargain o Promotion, job change Christmas Return for betrothal gft | Valentine's Day  [earthauake disaster as a Other
the event (including watehes trigger
=3 Male (n=341) @ 79 103 59 65 18 32 15 12 03 03 65
—8— Male :205(n=93) 7 161 18 140 65 00 1 32 32 1 00 75
—+— Male :30s(n=90) 633 22 156 67 22 22 33 1 1 00 1 44
Male : 40s(n=83) 675 60 72 00 96 24 24 12 00 00 00 84
¢ Male 505+ (n=75) 680 67 53 13 80 27 6 00 00 00 00 53
(%) 70
60
50
40
30
20 /
/\ s
" m%?ﬁ?% —
0 S IS |
On non-special N p Return for etrothal Ibought one vith the
occasions regardess of] Birthday Bonuses New job Bargain ”"'"l's:“’ Par | promotion, job change Christmas feturn for betrothal Valentine's Day | earthquake disaster as Other
the event (including wetehes a trigger
= Female (n=340) 49.1 @ 15 74 44 65 41 50 15 12 0 82
—8— Female :20s (n=127) 465 165 102 126 31 47 55 47 24 24 16 55
—&— Female: 305 (n=81) 432 123 173 49 25 136 62 62 12 00 00 T
Fomale: 405(n=63) 603 206 79 48 63 32 16 32 16 00 00 16
—¢— Foamale : 505+ (n=69) 507 145 101 29 12 43 14 58 00 14 00 159
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* In 2011, the timing of purchasing a watch for the majority
of respondents was “At ordinary times regardless of any
event”, followed by “Birthday” and “Bonus season”.

* “Ordinary purchasing” of watches is a tendency stronger
among male consumers. Females often purchased
watches in commemoration of certain “events” such as
“Birthday”. Females seem to have needs to buy a watch
not only “for herself” but also “as a present” for a man.

* “March 11 earthquake prompted me to buy” accounted for
only 0.4% of all respondents. Women, especially those in
their 20s, were more prompted than men.



B Reasons for purchasing a watch in 2011 (all)

Because I like its design.

The price is quite reasonable.

Because its function is good.

Because I don't have this type of watch now.

Emphasis on fissionability

Because the quality and material is good.

Because it is a famous brand although expensive.

Because it is fashionable and I can readily change it to fit
on various clothes.

Emphasis on practicability

Its specification is high relative to the price (it is a good
buy).

I feel comfortable for its good after-sale service.

O Total(n=681)
B Male(n=341)
O Female(n=340)

It is a commemorative or limited model.

The brand is not what many people own.

expect it to be priced highly when re-selled or traded-in.

Others

600 700 (%)

B Reasons for purchasing a watch in 2011 (by sex)

Total Male20s [Male30s Male40s Male50s+ |0 T [Female20s __|[Female30s __|Male40s [Male50s+

681 341 93 90 83 75 340 127 81 63 69
Because | like its design. 58.9 56.6 57.0 56.7 60.2 52.0 61.2 732 55.6 55.6 50.7
The price is quite reasonable. 35.2 35.5 39.8 322 34.9 34.7 35.0 425 235 30.2 39.1
Because its function is good. 23.5 25.8 25.8 244 26.5 26.7 21.2 18.1 22.2 20.6 26.1
Because | don't have this type of watch now. 22.8 19.9 12.9 17.8 15.7 36.0 25.6 20.5 235 38.1 26.1
Because the quality and material is good. 21.6 22.6 14.0 18.9 28.9 30.7 20.6 17.3 19.8 19.0 29.0
Because it is a famous brand although expensive. 19.2 19.9 16.1 244 19.3 20.0 18.5 15.0 235 222 15.9
Because it is fashionable and | can readily change it to fit on various clothes. 10.9 7.9 6.5 11.1 6.0 8.0 13.8 13.4 16.0 12.7 13.0
Its specification is high relative to the price (it is a good buy). 7.3 8.8 6.5 6.7 12.0 10.7 5.9 6.3 74 438 43
Iﬁeel comfortable for its good after-sale service. 5.1 35 0.0 22 7.2 5.3 6.8 3.1 6.2 6.3 145
itis a commemorative o limited model. 25 2.6 11 22 36 40 24 038 0.0 0.0 101
The brand is not what many people own. 1.2 1.5 2.2 1.1 1.2 1.3 0.9 0.8 1.2 1.6 0.0
| expect it to be priced highly when re-selled or traded-in. 0.9 15 0.0 0.0 1.2 5.3 0.3 0.0 0.0 0.0 14
Others 1.3 15 0.0 2.2 24 1.3 1.2 0.0 3.7 1.6 0.0

* Most popular reasons for purchasing a watch in 2011 were “Good design”, “Reasonable price” and “Good function”.

* Especially among females, “Good design”, “Don’t have this type of watch” and “Fashionable and can be readily changed to match various clothes” were high.

* Meanwhile, male respondents were more attached to “practicality” and conscious about the product itself as reflected in the high ratios of responses in “Good function”, “Good quality and
material” and “High specifications”.

* The trends in responses for both males and females were similar to those seen in the question addressed to all regarding “Reasons for preferring a specific brand” (refer to page 34).
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BMPurchase price of purchasing a watch in 2011 (All)

*The list was created based on the “purchase price of the watch you want the most” out of all watches purchased in 2011.

Purchase price of purchasing a watch in 2011 : Total (n=681)

M Less than 10,000 yen
= 10,000-30,000 yen
5.9% 30,000-50,000 yen
3.4% §,000-100,000 yen
W 100,000-150,000 yen
8.4%
150,000-200,000 yen
1 200,000-300,000 yen
300,000-500,000 yen

W 500,000-1,000,000 yen

m 1,000,000+ yen

. . . Il Male
MPurchase price of purchasing a watch in 2011 (Male) [Totaitn=3a0 | 20si=93) | 30s(n=90) | 40s(n=83) | 50+(n=75)
Less than 10,000 yen 144 15.7 40
10,000-30,000 yen 22.2 26.5 24.0
30,000-50,000 yen . 15.7 14.7
50,000-100,000 yen i 9.6 21.3
100,000-150,000 yen . . 7.2 5.3
150,000-200,000 yen . . 3.6 5.3
200,000-300,000 yen 4.4 2.2 8.4 2.7
300,000-500,000 yen 7.9 5.4 7.2 8.0
500,000-1,000,000 yen 6.5 1.1 4.8 12.0
1,000,000+ yen 1.5 0.0 1.2 2.7
Il Female
.Purchase pr ice Of purchasing a watch in 201 1 (Female) Total(n=340) | 20s(n=127) 30s(n=81) 40s(n=63) 50s+(n=69)
Less than 10,000 yen 19.8 17.5 15.9
10,000-30,000 yen 17.3 27.0 18.8
30,000-50,000 yen 14.8 14.3 20.3
50,000-100,000 yen 2.5 15.9 13.0
100,000-150,000 yen 3.2 5.8
150,000-200,000 yen 6.3 5.8
200,000-300,000 yen 4.8 11.6
300,000-500,000 yen 7.9 2.9
500,000-1,000,000 yen 3.2 1.4
1,000,000+ yen 0.0 43

* In 2011, approximately 70% of respondents purchased a watch costing “Less than 100,000 yen”. This was especially apparent in men and women in their 20s.
* On the other hand, high ratios of males and females in their 30s (males: 43.3%; females: 45.6%) purchased a watch costing “100,000 yen or above”.
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B Key Findings
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Key Findings

Major Questions Page All Male Female
M Decrease in the number of owners of two or more watches HOnly young men in their 20s account for the increase B Only senior women in their 50s +account for the increase
1 Number of watches owned? 16  -Of all respondents, 78.7% owned two or more watches in 2012 (-4.1points (|- 67.4% of men in their 20s who have two or more watches (+4.7 * 89.1% of female in their 50s+ who have two or more watches (+4.0
compared with 2010) [pointscompared with 2010) points compared with 2010).
MBig three domestic brands are still dominant; "CASIO" ranked No. 1
-ls_thASIOJ‘ anrsEIKQJ\ 3rfjrC|TIZ,,ENJ . ) EMales tend to own watch-maker brands M Females tend to own fashion brand .vxlllalches - .
2 Brands of watches owned? 18 *High male ownership ratio for "CASIO” and "SEIKO +Brands more popular among men: "CASIO", "SEIKO", "OMEGA" and *Brands more popular among women: "CARTIER", "GUCCI",
) -For "CITIZEN", ownership ratio is generally even between males and 'TAG HEUER" ) ! ! "agnes.b”, "BVLGARI", "HERMES", "FOLLI FOLLIE" and "CHANEL"
females
HLow price ranges still account for roughly 20+% of total ETwo clusters in price ranges: low-to-mid and mid-to-high B Two clusters in price ranges: low and mid-to-high
3 Purchase price of watch owned? 20 -TLess than 10,000 yen]:5.1%(+0.3points compared with 2010) -110,000-100,000 yen]:45.1% of all male +110,000-50,000 yen ] : 43.9%of all female
-110,000-30,000yen | : 19.8% ( +2.3points compared with 2010) -1300,000-500,000 yen | : 11.6%of all male -1200,000-300,000 yen]:11.7%of all female
B While bricks-and-mortar stores remain the mainstream, online-
shopping is expanding " - . . B Female preference for bricks-and-mortar stores
-1st: M'Watch section at a department store | (51.6%) WHigher m.a\e ratio in On_lme ;hoppmg L Mainly they shop at “Department store. Demand is driven by shoppers in
. N X *Male26.7%: Female14.5%: (Ratio of male to female is 1:0.54) N
4 Location of purchase? 21 -2nd: TWatch and clock specialty store; jewelry store ] (43.7%) AR . . . . . their 20s
. y While primary users are those in their 30s and 40s, shoppers in their “ "
-3rd: I'Mass retailer; discount store | (30.4%) 505+ are increasin -Female chose the answer of “Duty-free shops/Overseas shops” and
«4th: TOnline shopping on the “Internet] (20.6%) 9 “Brand boutiques” more often than male
MDemand for authorized stores remains high
- 1st: THandles authorized imports J(61.1%) BMMale consumers value price B Elements other than product are also important for females
5| Important factors in choosing a retailer? 25 -2nd: TReasonableness of price 1(46.3%) -TReasonableness of price 11353.5% behind the top answer of "Handles ||-Women value "After-sale service" (48.8%) and "Atmosphere of the store"
-3rd: T'Wide assortment](45.7%) lauthorized imports” (55.6%) (36.5%) more than males
i o _ WAffordable luxury watches amid lowering of purchase prices IAffordabIe»luxury watches amid the lowering of purchase prices:
M Further "lowering" of purchase price . -Purchase price of the watch that respondents want to buy among all
X X -Purchase price of the watch that respondents want to buy among all male]
. -110,000-150,000 yen": 41.8% (+6.9 points compared with 2010) X female
6| Price range of watch you want to buy? 29 8 . N 1st: [300,000-500,000 yen]18.1% X
- Especially so for those in their 20s X 1st:7300,000-500,000 yen]15.3%
2nd: 500,000~ 1,000,000yen j16.0% T o
IThat is, they account for over 34% among all male. 2nd: 1200,000-300,000 yen,15.0%
! . [That is, they account for over 30% among all female.
B Men prefer "Luxury mechanical sports watches with high cost . N
performance” Bl \Women favor "Luxury fashion brand watches
::f?ﬂgié;ﬁzg;a;;js remain strong * This has shown the needs for a second or third watch following standard -hz T%pEl')qr;nEdSS"fe}vorsg_l_ly W?Fm::,\ir;( I\C/I/L-\JTIII;—?R ! RIOLEXk din th
7 Brand of the watch you want? 32 .an'_ FOMEGAJ(2.7 73%7) brands such as "ROLEX" and "OMEGA." gn(sth in 2010) ':-xsr:nathemr(;%king for males newly ranked in the top
-3rd: TCARTIER)(26.2%) é(l)rllo2)012, FRANCK MULLER" ranked at 3rd places respectively. (6th in
WFocus on design remains unchanged BMale consumers value practicality M Female consumers value fashionability
- 1st: Design(63.2%) -Popular answers among male +Popular answers among male
8| Reason for wanting the brand you do? 34 -2nd: FFamous brand(38.8%) -Quality/material 1(37.2%) - - +-Female(29.3%) -TCan readily change to fit on various clothes](22.0%)= =+ -+ Male(12.3%)
-3rd: TQuality/material 1(33.2%) -TGood functions(26.5%)- - - - - -Female (16.5%)
EMale consumers value information B No big difference among female consumers between research
BMore than half have done advance research . .
. . -T1 did research in advance(62.1%) done and not done
9 Done pre-purchase research? 35 -I'l did research in advance 1(58.7%) T did d hin ad 37.9% Tl did hin ad 3
-T1 did not do research in advance J(41.3%) id not do research in a vgnceJ( .9%) 1 did research in advance(55.3%)
) -Especially so for those in their 30s and 40s +T1 did not do research in advance 1(44.7%)
W"Price", "Design” and "Specifications" ranked high .rsgjzr.mem to "the productitself” and "background of the B Emphasis on "fashionability” and "reliability and security"
10| What r rch hav done in advance?| 36 -IPrice (88.0%) ?Po ular answers among male *Popular answers among female
ot research have you done in acvance: +Design (85.7%) e heat o o) || Design.(90.6%) *Male (81.3%)
- ' Specifications 1(58.9%) Spemflca_tlonsJ(SA.ZA)) . Female(53.0%) | location of store 1(20.7%) +=-Male(9.7%)
. -TBrand (history, concept, culture, tradition) 1(36.1%) - - -Female(27.7%)
[Winternet-related media ranked high
. . . s " -1st: Makers and brands websites 165.3% W"Putting importance on information on the Internet” H“ Combination of the Internet and storefront”
11 Media which are |nf|uen§|a| in purchasing a 37  ||-3rdlInformational website 135.9% -1st: [Makers and brands websites 168.9% - 1st:TMakers and brands websites 161.2%
watch? -5th Community/message boards121.7% -2nd: Mnformational website 141.6% -2nd: [At the store 146.5%
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This document is a summary. We also have the following documents that go into more detail. If you would like to obtain copies of them, please contact
the Federation of the Swiss Watch Industry FH Tokyo Center. We will send these documents free of charge to those who request them using a file
transfer service on the Internet after 16" April 2012. If you wish to have them delivered on CD, please tell us so.

If you have any comments, questions, things you do not understand or suggestions for future research after seeing this survey, please feel free to
contact the Federation of the Swiss Watch Industry FH Tokyo Center. We will try to reflect them in our next research and help you in any way we can.
B Profile of owners of watches costing over 100,000 yen

B Consumer awareness on parallel imports

B Survey on watch repair

M Issues and future of watch industry in Japan

Bl Consumer awareness of luxury brand products

etc.

Federation of the Swiss Watch Industry FH Tokyo Center
VISIXHirakawa-cho204, 1-5-15, Hirakawa-cho, Chiyoda-ku, Tokyo 102-0093

Tel.: 03-3221-9678

Fax: 03-6272-9678
E-mail: info@fhs.jp
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