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Project Detalils

Methodology:
Self completed questionnaire administered online to new members of our
Internet Panel, from all over China.

Panel and Data provider:
MB-ACSR Lightspeed Research (LSR China)
Participants are from across China, mainly aged 19-35 (89%), with 62% of
them being males.

Sample definition:
Any person who is registering to join LSR China’s on-line panel are invited to
join this survey
There is no restriction on any demographic quotas or regions.

Question Areas:

How familiar are they with the World Expo 2010 Shanghai? How likely are they
to visit?

What do they expect to see and do there?

Which countries/regions’ pavilions are the Chinese public most interested in?
What do they think of these pavilions?
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1 « Familiarity with the World Expo Shanghai 2010
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Majority of the Chinese public have certain level of knowledge about World
Expo 2010 Shanghai, with the East region displaying the highest level of
understanding.

Q. How would you rate your level of knowledge about the World Expo Shanghai 20107 (SA)

Total East South Central North Northwest Southwest Northeast
Heard a lot
about the event %
and have a good
idea what to

expect.

% % % % % % %

Heard some
things about it
but do not really
know what to
expect.

Only know the
name of event.

o Base:  (13991) (5049) (2331) (1767) (2475) (480) (899) (976)
E East : Shangdong, Jiangsu, Anhui, Zhejiang, Fujian, Shanghai
South : Guangdong, Guangxi, Hainan
Central : Hubei, Hunan, Henan, Jiangxi
North : Beijing, Tianjin, Hebei, Shanxi, Inner Mongolia
) Northwest : Xinjiang, Shannxi, Gansu
Southwest : Sichuan, Yunnan, Guizhou, Chongging
Northeast : Liaoning, Jilin, Heilongjiang
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Perceptions of the World Expo 2010 Shanghai are divided between a
“International exhibition” and a “global trade show.” Up to a fifth of the Chinese
public still perceive it as a “gathering of world leaders,” meaning certain

confusion still remains.
Q. What is a World Expo to you? (MA)

Total
%0
Mega exhibition involving participants
from the world 51

The largest trade show in the world

51
A gathering of world leaders
A theme park
A new property development
A shopping mall 6
Base: (13991) '
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More Chinese associate the World Expo 2010 Shanghai with themes relating
to Sustainability, Technology and Innovation.

Q. What themes do you associate with World Expo 2010 Shanghai? (MA)

Total
%0

Sustainability

S
Technology

Innovation

Urban living 51
Urban design 49
Arts 41
Transportation 34

Base: (13991)
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Around half of the respondents knew the Expo 2010 would last 6 months.

Q. How long do you think World Expo 2010 Shanghai would last? (SA)

Total
%0

Within 3 days
Several weeks

2-3 months

@t 6 months
1 year l3

Base: (13991)

-
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The current main draws of the Expo are information driven — about countries’
showcase and broadening knowledge about the world. Awareness of the more

specific activities may still be limited e.g. availability of countries cuisine.

Total
Q. What activities would you expect to do if you were to visit the Expo 2010? (MA) %

Various countries’ exhibitions
/ /
Science/Technology showcase
To see and learn new things
Watch live shows/events
Eating and drinking
Shopping
Free games
Amusement park rides
Children’s playground
Dancing and nightlife
Watching movies
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Driven by proximity, East China expresses stronger intention to visit Expo
2010, much more than elsewhere.

Q. How likely are you to visit World Expo Shanghai 2010 in person? (MA)

Total East South Central North Northwest  Southwest Northeast

% % % % % % % %

Will definitely visit

Will probably visit

Will not visit
Not sure
Base:  (12345) (4487) (2073) (1553) (2169) (411) (800) (843)
Y~ \
East : Shandong, Jiangsu, Anhui, Zhejiang, Fujian, Shanghai
e South : Guangdong, Guangxi, Hainan
Central - Hubei, Hunan, Henan, Jiangxi Results of Official Expo Visitor Intention Survey
North : Beijing, Tianjin, Hebei, Shanxi, Inner Mongolia across 46 cities in China in 2006 by the State
Northwest - Xinjiang, Shannxi, Gansu Statistics Bureau: 44% of domestic respondents
) _ _ _ showed interest to visit Expo2010.
~ Southwest : Sichuan, Yunnan, Guizhou, Chongging
« Northeast : Liaoning, Jilin, Heilongjiang OTA"] =k d
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The major barrier cited for not visiting the Expo 2010 in person is distance,
more than cost, outside of East China.

Q. Reasons why not likely to visit World Expo Shanghai 2010 in person... (MA)

Total East South Central North Northwest Southwest Northeast
% % % % % % % %
Not likely to visit | . . _
because of... i W Distance m Notime  Cost M No interest
| 32 34 34 32

(2073)  (1553) (2169) (411) (800) (843)
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Most visitors plan to visit the Expo 2-3 times.
One-off and family tickets are more popular; Season passes are more popular
amongst those who plan to visit more than 4 times.

Q. If you plan to visit World Expo 2010 Shanghai, how many times do you plan to go? (SA)
Q. How would you buy your Expo tickets? (SA)

Total
%0
Once One-off tickets
Family tickets
2-3 times 42
Group tickets
4-10 times Season pass
Not sure
er 10 !
Total Once 2-3times  More than 4
' times
Base: (4710) Base: (4710) 1145 1982 521

Base: Respondents who claimed will visit the World Expo 2010
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Most Chinese would spend less than RMB200 on Expo 2010 tickets but will
spend substantially more on other expenses during their visits.

Q. How much would you expect to spend on tickets for World Expo 2010 Shanghai? (RMB)
Q. Excluding tickets, how much do you think you would spend at the World Expo 2010 Shanghai? Think about the activities,
foods, shopping, all the items you would pay at the Expo. (RMB)

Expo 2010 Other Expenses
Ticket (RMB) beside Ticket (RMB)

% %
- 32 200 and below - 13
201-500
101-200 28

100 and below

21

21

501-1000

201-500
1001-2000 16
501-2000 -15
(=3 | 2001-5000 18
ﬁ Average Average Other
Ticket Price: more than Expenses:
more than 2000 I3 RMB 287 5001 2 RMB 1522

Base: (4710)

e: Respondents who claimed will visit the World Expo 2010 Shanghai G,J\v]
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Main source of knowledge about Expo 2010 comes mainly through the news,
followed by the Internet and newspapers/magazines.

Q. From where did you receive information about World Expo Shanghai 2010? (MA) Total

News programs

Websites/emails except Official Website

Newspaper/magazines
/

TV commercials

Outdoor advertisement (train/bus stations, taxis,
/ /LCD LCD screens)

World Expo SH 2010 exhibitions or relevant
activities

Friends/relatives talking about it

A Radio

World Expo Shanghai 2010 Official Website
2010

Base: (129(@ MillwardBrown ACSR ‘7 o> Eighhpee{j
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There is strong interest in the virtual Expo, with half of the respondents
indicating they would definitely visit the website. Particularly high amongst
those who would visit Expo 2010 in person, implying unlikely cannibalization.

Q. If there is a way to present an online version of the Expo 2010, enabling people to experience the event through the
internet, how interested would you be to visit the website? (SA)

| Will definitely visit Wil probably visit Lot likelyto
' i . visit Expo in
Total 1 Expo in person Expo in person .
B ! % % p -

Definitely will visit
the virtual Expo

obably will visit the
virtual Expo

S

ill not visit the
virtual Expo

Base: (13991) (1008) (3743) , (6180)
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Most people claim that the virtual Expo will increase their desire to visit the
real EXxpo.

Q. How will the virtual Expo affect your visiting the real Expo, if you have visited the website? (SA)

Total Will def_initely visit Will prc_;bably visit Not Iikfaly to visit
My desire % Expo in person Expo in person Expo in person
to visit the %0 %0 %
real Expo...

Will increase

not be affected

AV

Will Decrease

Base: (13293) (1008) (3743) (6180)

OTMJ = lightspeed
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2 = Level of Interest in Pavilions of Various Countries/Regions

16 2 MillwardBrownACSR J = Lightspeed

Ogilvy Public Relations Worldwidc




Among the pavilions, Europe pavilion draws the highest level of interest from

Chinese, followed by Asia (excluding Southeast Asia). Lowest interest in the
Middle East.

Q. How interested are you to find out more about the following region’s pavilions from the Expo 20107 (SA)

North South Southeast
Africa America America Europe Asia Other Asia Middle East  Oceania
% % % % % % % %
Top 2 boxes
(Very/Quite 57 48 781 53 64t
interested
Very Interested . . I . l . .
. 32 34
uite Interested 35
Q 27 35 e 26 28
b’_ S ( L | | | | | | | |
- 7
i@hterested 7 8 6
_ 3 3 3
ter sted at all 5 5

6
Base:  (13991) (13991) (13991)  (13991) (13991) (13991)  (13991) (13991)
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Individually, Chinese people are most interested in USA pavilion, followed by
France, UK and Japan.

Q. Which countries are you most interested to find out more about from their Expo 2010 pavilion? Please choose up to 10

countries. - ’ ’ ’
Top 20 Pavilions with highest interest %6

Ranking Ranking
1 USA 11 Switzerland
2 France 12 Australia
3 UK 13 Greece
4 Japan 14 Sweden
5 Egypt 15 Russia

5 South Korea 16 Netherlands

7 Singapore 17 Brazil
Germany 18 Iceland

Italy 19 South Africa

Canada 20 Thailand

Base: (Total 13991) Ophv
e $ MillwardBrownACSR J

S Lightspeed
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Q. Which countries are you most interested to find out more about from their Expo 2010 pavilions? Please choose up to 10
countries.

Top 20 Pavilions with Highest Interest - by Gender

Male Female ; :

Base: 8727 (%) Base: 5264 (%) Interes_ts ,In Va.I’I-OUS ]
USA 55 |France 46 countries’ pavilions differ
UK 39 |USA 44 .

France 38 |South Korea 40 among genders.

Japan 37 Egypt 38

Germany 34 UK 35 HF

EavDt 31 TJapan = USA, UK paylllons are
South Korea 31 |Singapore 33 more attractive to males
Singapore 27 |Canada 32

Italy 26 [Switzerland 31 whereas F_rgnce, South
Switzerland 25 |ltaly 30 Korea paV|I|ons are
Canada 24 |Greece 28 :

Russia 22 |Australia 28 relatlvely more pOpUIar
Australia 21 |Sweden 22 amongst females.

Brazil 19 [Germany 21

Sweden 17 Iceland 18

South Africa 16 |the Netherlands 18

Greece 16 Denmark 16

the Netherlands 16 [Thailand 14

lceland 13 Indian 13

Spain 12 [Spain 13
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Interest in USA is driven mainly by education and trade interest. On the other
hand, tasting the cuisine of France, Japan and South Korea are appealing to
the Chinese.

Q. For each of following countries, what kind of information are you looking for from the Expo 20107 (MA)

USA France UK Japan Egypt 23:{:2 Singapore Germany It;al Canada
_— ] *
N LA
o = I 52 e = .9 10 i+l
ase . 1Those who have 2725 2142 1924 1951 1799 1864 1545 1423 1397 1414
answers for each country
% % % % % % % % % %
To have a taste of the local 34 60 44 60 33 64 48 42 64 38
food
Travel tourism information 43 58 49 47 69 47 58 41 48 47
Education / study abroad 59 36 55 35 8 30 44 46 28 54
Investment opportunities 46 23 31 31 14 28 33 33 21 32
Immigration rules and 30 33 20 8 24 42 30 25 49
policies
Trade information 57 35 42 41 18 36 35 44 32 37
General feel aboutthe g 65 59 55 75 60 51 55 60 49

culture of the country

Note: Yellow = at least 50% endorsement
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Summary of the countries’ image in minds of the Chinese

Differentiating Countries
Traits
“Technologically USA, UK, Japan, Germany, Russia
advanced”’

“Medically advanced”

USA, UK, Japan, Germany, Canada,
Switzerland

“Have famous schools”

USA, UK, Germany, Canada

“Efficient social systems”

Singapore, Germany, Switzerland

“‘Rich history/culture”

Egypt, Greece, Russia

“Nature offers”

Egypt, Australia, Brazil, Iceland, South Africa

“Good Food”

France, South Korea, Italy, Brazil

“Great Shopping”

USA, France, Japan, South Korea, Singapore

“Something different”

Egypt, Greece, South Africa

ACSR ]
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Full list of Country Image Statements

Unique scenery
Night life

Great shopping

Good Food

Friendly people
Badge value
Something different
Safe

Accessibility

Getting more popular

Unique scenery

Night life and entertainment
Great shopping

Good food/eating experience

Warm and friendly people

A place you would want people to know you had been
to

Offers something different from other countries

Good reputation on safety
Easy accessible. Good connectivity.

Getting more popular as tourist destinations

& Millward ACSR
22

Original wording Chinese
Technologically advanced Leading in technology
Medically advanced Leading in medical facilities/expertise.
Cosmopolitan Cosmopolitan environment
Famous schools Have famous schools
Efficient systems Efficient & well organized systems
Thriving businesses Thriving business environment
Rich history Rich history
Rich culture Rich culture
Tourist Has a variety of tourist attractions and
attractions/activities activities
Nature offers Nature / ecological offer /

)
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Country Image (Differentiation Profiles) — Countries seen as ‘advanced’ are USA, UK,

Japan, Germany. More exotic offerings from Egypt, Brazil, Iceland and South Africa.
Q. Which of the countries do you think give you the following impressions? (MA)

USA France UK Japan Egypt Eg:f:g Singapore Germany Italy Canada
= g1 2K e = e =
Technologically advanced 39 |5 18 30 -11] |7 0 31 0 5
Medically advanced 33 5 19 ]18 -12[ 5 6 25 1 14
Cosmopolitan 31 Ja0 23 [J16 -10] -1 |s 16 | 10 7
Famous schools 38 |o 36 |4 -10] -5 0 18 0 18
Efficient systems 6 -2 9 J10  -11] | 15 17 -2 |10
Thriving businesses 28 10 15 20 -12 8 12 13 5 3
Rich history -27]] -1 |7 -13] 51\ 12 -27(] -1 4 -16]]
Rich culture -16]] 1 o -10] 32 \|-6] -16]] -3 3 -12]
Tourist attractions/activities -19] 7| -1s]] -9 26 |-8] 9| -17]] -3 -6
Nature offers _23[| -23[| -20[] -15]] 18 5| -15] -15] -16] 4
Unique scenery -31[| -12]  -19]] -9 30/-13(] -16]] -18]] -5 7]
Night life entertainment !22 13 6 j15 -11 8 5 -2 4 -3
Great shopping 19 N 22 |o J20 -11 17 Jis -3 | 10 -1
Good Food -15]] |12 -8 J]1o -8 16 4 -10] J14 -9
Friendly people -24[| -11] -17]] -22]] 10 -3 -2 -10] -3 -4
Badge value -11] -2 -7 -9 15 -2 -2 -6 -1 -4
Something different -26 -14[|  -20]] 7| 31 -9 -18(] -12]] 6] -13]
Safe -21] -7] o -6 -7 4 16 G -3 | 11
Easy to get to |11 2 a4 |17 -10 |16 18 |9 -1 3
Getting more popular -27]] 7| -15[]  -10] 23 -1 1 -16] -3 6|
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Country Image (Differentiation Profiles) —
distinctive impressions in Chinese minds such as Italy, Sweden, Netherlands which do
not have many outstanding traits compared to other countries.

Some European countries have less

?
. Whieh ot he countries do you tmrt]i(egllve yOQLdStPr% fO”OV(\snrzchmpriv?esdfnns (Qﬂ'so\s)la Nﬁ Brazil Iceland :2‘::2 Thalland
Technologically advanced 8 -4 -14] |6 15 -2 -7 [ -7[ 14
Medically advanced 12 1 -1 '8 2 1 -8 -3 8] .14
Cosmopolitan 5 3 -10] 2 8 -1 -5 -12]| -8 .18
Famous schools 3 5 -9 0 7 -2 -7 -9 7| 13
Efficient systems 14 a4 7] 12 -5 4 -10 2 8] .13
Thriving businesses 5 -4 -10| 1 -3 -2 -6 -6 5 7
Rich history -9 -19|] |36 -6] 14 -4 -4 -10|] 2
Rich culture -9 -13] 24 -5 5 -4 -3 9| 0
Tourist attractions/activities -4 |6 |12 7| -4 0 6 14
Nature offers -2 |16 l6e -2 | 10 1 13 21 28 8
Unique scenery -4 5 |16 -3 -2 8 5 !19 10
Night life entertainment -6[ -3 -9[ -4 0 0 6 -3 -5 22
Great shopping 5 -4 -10] S -2 -2 5] 4 2
Good Food -8 -6 -5 -5 -6] -2 12 -4 -3 17
Friendly people  -7| 1 |o 1 2 -1 17 7 |12 9
Badge value 3 1 E -1 -7 -2 -2 7 3
Something different 7| -8 |14 -8 4 0 9 |10 l16 15
Safe |15 |8 0 113 7| 5 -7 |8 -10] .14
Easy to get to 2 0 7| -1 a4 -1 -8 -10] -9 7
Getting more popular 1 |17 -2 -12] 3 1 OTA»: E 7
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Likeability Rating — Aside from China, there is strong positivism towards
France, Singapore, Switzerland, Australia and Greece. On the other hand,
significant apprehension exists for USA, France, Japan, South Korea, Russia
and South Africa amongst the Chinese.

Q. How would you rate the following countries in terms of how you feel towards them?
South

USA France UK Japan Egypt Korea Singapore Germany Italy Canada
NI — ‘gt I *
= I 5= e - ‘e’ 10 -l
26 25 33 53 e 24
Like it a lot = 19 34 "

Like it a little

Dislike it 18 17

24

45

Base:  (1235)  (1186)  (1168)  (1179)  (1164)  (1180)  (1132)  (1206)  (1164)  (1147)
%J‘”]
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Likeability Rating — Aside from China, there is strong positivism towards
France, Singapore, Switzerland, Australia and Greece. On the other hand,
significant apprehension exists for USA, France, Japan, South Korea, Russia

and South Africa amongst the Chinese.

Q. How would you rate the following countries in terms of how you feel towards them?

Switzerland Australia Greece Sweden Russia ﬂﬁ:ﬂ;: Brazil South Africa

n SENE E N - E— Q S
A o - I — > —

Thailand

Il

29 25

ke it a lot 39 33 34 13
it a little
Dislike it 2 4 .
2 9 20
Base: (1144) (1239) (1206) (1193) (1203) (1223) (1205) (1234) (1211)
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3 = Overall Summary and Learnings
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Overall Summary

Chinese people express strong intention to attend World Expo
Shanghai 2010. The actual number of Expo 2010 attendees will be
greater than the previously expected number of 70 million.

The theme of ‘Better City, Better Life’ has been widely understood
and accepted by Chinese people.

The expectations of the Expo mainly focus on learning more
knowledge and information about various countries’ cultures, art,
new technology and other “fresh” things from around the world.
Chinese people are demonstrating their willing attitude to learn
more about other countries.

Chinese people also showing high interest to all pavilions of
participating countries. World Expo 2010 Shanghai is a good
opportunity for these respective countries to elevate their image in
China.

Virtual Expo is unlikely to decrease interest for the the real Expo.
Instead, people claim that the virtual Expo will increase their
desire to visit the real Expo.
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