Press release
Tokyo, September 5" 2007

Relation between "Word of Mouth' and Mass Media.

The influence 'word of mouth' had on
purchasing decision is 76%o.

2007 WOM Research Results
Fourth-year of WOM Research in Japan.

Tokyo, Japan, Kokokusha Co., Ltd (Advertizing Agency):
“Word of Mouth Research 2007” in collaboration with Prof. Nihei from Asia
University.

The purpose of this research is to study word of mouth (WOM). This WOM
research project started in 2003 and is now in its fourth year.

Demographic changes such as rapid rise of aging population and birthrate fall,
as well as the wide use of Internet and cellular phones have had a dramatic
impact on consumer behaviour and purchasing patterns often conceptualized in
three stages:awareness, interest and purchase of products/ services.

One of the biggest factors is word of mouth (WOM). It has huge influence on
consumers and is the ultimate personalized media. WOM is a determining factor
for success in marketing.

Under this circumstances, we carried a survey and figured out how much WOM
influences on consumers’ communication. This analysis is based on

/Tsuzumi*/ model, which explains the relation between WOM and media.
*Tsuzumi is a Japanese classic drum with a unique shape.

The result of this survey is available at:
http://www.kokokusha.co.jp/service/kuchikomi.html




Highlights

friends/neighbors” and “TV.”

this year’s comparison.

media,except newspaper.

(" 1.The percentage of purchasing was influenced by WOM was
76.4%. It increased from 61.3% of 2005 to 76% in 2007.

2. Two biggest information source of WOM was “words from

3.The contact time comparision,in this release means last year and

The time spent on using 4 mass media has decreased for all mass

We have been conducting research based on TUZUMI Model for the last five

years.

TSUZUMI|

AWARENESS
Trigger to brand awaren

ess

Potential customers

INTERSET
trigger to interest

Prospects

PURCHASING
Trigger of purchasin

g

(Talked own experience)

The first spread of WOM — T 56.4%

(SA)

(SA)

1.Retail outlet promotions 23.5%
2TV 22.3%

3.Word of Mouth(Friends/neighbors)  17.5%

1.Retail outlet promotions 22.5%
2.Word of Mouth(Friends/neighbors)  18.9%
3.TV 18.6%
1.Retail outlet promotions 26.4%
2TV 13.1%

3.Word of Mouth(Friends/neighbors) 11.4%

(MA)

>59.6% —> Source of someone’s experience

1.Word of Mouth(Friends/neighbors) 37.1%
2TV 35.6%

3. Retail outlet promotions 21.2%



Outline of research

Period May 2007
Research method Internet Survey
Targets Age over 16,; Males and Females; ,all over Japan (total 800 people)

Design and analysis Kokokusha., Co Ltd in collab. with Prof. Nihei from Asia University

Back numbers are also abailable:
http://www.kokokusha.co.jp/service/kuchikomi.html

Percentage of WOM affects to comsumer’s decision making was 76.4%.

Q6 How often did you hear “WOM" past 6 months?
Moreover, how much were you influenced by the “wom"?

sometimes

usually often never

usually often someteimes=total %

(During 6months) I have heared wom| 21.0 395 258 137 [ #o0
I have heared wom

. I have been 151 | 395 29.8 15.6 800
(During 6m_0nths) X interested in wom
I have been interested in wom
(During 6months) Wom has become | 100 293 371 236 800
Wom has become Trigger of purchasing. | Trigger of

purchasing

_ I have bought 6.9 258 40.0 27.7 800
(During 6months) something by the
| have purchased something by wom word-of-mouth.

*Both male+female in 20”s are influenced the most by WOM on their decision making.
In the section of female, 40”s+50”s are more influenced following 207s.



“Words from

.Two biggest information sources of WOM are

friends /neighbors” (WON) and TV.

The biggest media which generates WOM was WON ,Follow by TV,

:what is information sources of WOM that you spoke?

other

Station ADs/Train Ads

Event/Expo

Broadcasting UGC (lilke )

Billboard

Radio

Direct Mail

flier in the Newspaper

flier/poster

news&information site

clerk/salesman

company homepage

search engine(yahoo,google)

Professional in it's field

Newspaper

Net Ads

User Generated Contents(lile kakaku.com)

homepage

magazine

net community

customer/person who have used it's brand

Retail outlet promotions

v

word-of-mouth(friends/neighbors)

<
o



3.The contact time comparision,in this release means last year and

this year’s comparison.
The time spent on using 4 mass media has decreased for all mass

media,except newspaper.

The graph is the comparison media cpmtact time that people use.
Increase: The use time has increased in comparison with last year.
Decrease: The use time has decreased in comparison with last year.

= increase

Increase and Decrease of Media
I decrease

—+not change

/

Q :Compared with last year,which did you increase or decrease your contact time with medias ?
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Inquiries

Masayuki Nakajima  Senior Marketer

KOKOKUSHA Co., LTD (AD Agency)

Head Office 6-8-7 GINZA,CH OU-KU,TOKYO,JAPAN ZIP code 104-8111
Mail admin@kokokusha.co.jp
Homepage http://www.kokokusha.co.jp/service/kuchikomi.html

*Translation cooperation

Rainer Jeske

CONNECTYOU K.K. President

AIG Building Suite B1

1-1-3 Marunouchi, Chiyoda-ku, Tokyo 100-0005, Japan
Tel: 03-5288-5227

Fax: 03-5288-5353

Mobile: 090-7247-7959

E-mail: rainer@connectyou.biz



