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BRINGING IT ALL TOGETHER

Multichannel Insights to Maximise 
Marketing Success in Japan

Dominic Powers - Senior Vice President, Asia Pacific, Epsilon 
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Agenda

Á10 Seconds on Epsilon

ÁThe Changing Marketing Landscape

ÁAPAC CEM Study 2010

ÁOpportunities the study presents 
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Global Presence

CINCINNATI
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BEIJING
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DETROIT

ω Direct Marketing Services

ω 40 year heritage

ω Manage more than 2,000 Clients Worldwide

ω Manage over 1 Petabyteof data across global data centers

ω 2,300 worldwide associates

ω Deliver over 40 billion permission-based emails annually

ω Produce over 232 million pieces of direct mail annually

MUMBAI

TOKYO
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Global Clients

Financial Services & Insurance Healthcare Travel CPG Technology & Telecom

Retail

Non-Profit, Fundraising
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ÁMore channels, more interactivity, more accountability

Á/ƻƴǎǳƳŜǊǎ ŜȄǇŜŎǘ ǇŜǊǎƻƴŀƭƛǎŜŘΣ ǊŜƭŜǾŀƴǘ ŎƻƴǘŜƴǘΧŀƴŘ   
that marketers pay attention to their behaviour.

ÁExpectation and anticipation drive engagement

Changing Landscape
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Customer Experience Marketing is data-driven, multi-
channel, lifecycle focused, and driven by fundamental 
shifts that enable consumers

INFORMATION
Access to data with 
which to make 
decisions about 
products and brands 
to engage with

CHANNELS
Preferences 
receiving 
information and 
executing 
transactions

TIMING
On their own time 
and when it suits 
them

DECISION-
MAKING
Individually and in 
social networks

Marketing today



Page 11

All information contained herein is confidential and/or proprietary information of Alliance Data FHC, Inc. trading as Epsilon International.

Any unauthorized use and/or any disclosure is strictly prohibited.

Newly Revealed Findings 

Readers are exposed to more 

media than they have physical 

time to consume

9ǇǎƛƭƻƴΩǎ !t!/ /ǳǎǘƻƳŜǊ 9ȄǇŜǊƛŜƴŎŜ aŀǊƪŜǘƛƴƎ {ǘǳŘȅ нлмл
This study was to gather data about how consumers perceive and interact with 

marketing communications across several product categories.

Å 3,253 respondents in 6 markets 

Å The online consumer survey, conducted by ROI Research, 

Inc. with panel sampling provided by eRewards. 

Å Participants were screened for having made a recent 

purchase within seven product categories, and answered 

questions for up to three categories. 

Å Participants were also recruited to be representative 

demographically of the online Japanese population.

Å Fielded  on June 11thï14th 2010.

Å Statistical testing was performed to uncover meaningful 
differences between cells and subgroups.  Tests used are 
paired comparison T-tests and Z-tests at the 95% 
confidence level.

Australia 618 Á China 492 Á Hong Kong  506 Á India 516 Á Japan 604 Á Singapore 516 
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Sample sizes recruited for each category:

Purchased
a mobile phone

Vertical Markets Across APAC

1403Purchased an 
airline ticket

1122Purchased a 
computer

1136
Subscribed to a 
paid publication 759

Purchased an 
insurance 1268

Made a purchase 
through an online 

travel portal
1189

Regularly 
purchase CPG 

products

1388

487Paidtoplay an 
online game

(excl. AU, India)

Purchased a car
(CHINA only)

122

Regularly         
shop at major 
retail stores

3253
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Consumer 
Packaged Goods in

Japan
(CPG)
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80%

65%

56%

51%

42%

15%

9%

9%

4%

4%

Supermarket

Drug store

General Χ

Convenience store

100 yen shop

Lifestyle store

Mass merchandisers

Department store

Club stores

Other

Where do you normally purchase consumer packaged goods?

Where Japanese consumers purchase CPG

Source: Epsilon APAC CEM Study 2010 - Japan
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Location Preferences by Gender and Age

Source: Epsilon APAC CEM Study 2010 - Japan
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Location Preferences by Gender and Age

Source: Epsilon APAC CEM Study 2010 - Japan
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What Drives a CPG Purchase Decision

Source: Epsilon APAC CEM Study 2010 - Japan
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How influential is each of the following on your decision to purchase CPG? (Very/extremely influential)
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What Drives a CPG Purchase Decision

Source: Epsilon APAC CEM Study 2010 - Japan
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How influential is each of the following on your decision to purchase CPG? (Very/extremely influential)
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Recall Rate ςmarketing/advertising for CPG (Check all that apply) 

Male Female

Marketing/Ad Recall & Influence (CPG)

Source: Epsilon APAC CEM Study 2010 - Japan
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Marketing/Ad Recall & Influence (CPG)
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TVC In-store 
displays

Print ad Online display 
ad

The Most Influential Marketing/Ad Channels to Purchase  
(Extremely/Very Influential)

Male Female

Source: Epsilon APAC CEM Study 2010 - Japan
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Marketing/Ad Recall & Influence (CPG)

Source: Epsilon APAC CEM Study 2010 - Japan
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Who do they listen to? 

Influence of sources in the purchase decision of CPG products
(cited Extremely/Very influential)  

Source: Epsilon APAC CEM Study 2010 - Japan

ƴInfluence: insignificant figures 

due to small sample base (n<50)

39%

23%

22%

20%

19%

15%

9%

5%

2%

1%

27%

36%

23%

31%

24%

35%

33%

43%

42%

58%

Search engine

Product review website

Print publication

Friends/family

Company or brand website

Salesperson

Retail store website

Blog

Social networking website

Company or brand QR code

Source

Influence
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Information gathering: Source vsInfluence
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30%

40%
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90%

100%

Search engine Product review 
website

Print 
publication

Friends/family Company or 
brand website

Salesperson Retail store 
website

Which of the following did you use to gather information about CPG? 
(Check all that apply) 

18-29     30-39     40-49     50-59     60+      

Source: Epsilon APAC CEM Study 2010 - Japan



Page 24

All information contained herein is confidential and/or proprietary information of Alliance Data FHC, Inc. trading as Epsilon International.

Any unauthorized use and/or any disclosure is strictly prohibited.

Information gathering: Source vsInfluence
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Search engine Product review 
website

Print 
publication

Friends/family Company or 
brand website

Salesperson

The Most Influential Sources  on the decision to purchase CPG 
(Very/extremely influential)

18-29     30-39     40-49     50-59     60+      

Source: Epsilon APAC CEM Study 2010 - Japan
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50%

38%

24%

24%

21%

19%

17%

15%

9%

8%

Sales/discount offers

Info. tailored to my interests

Sweepstakes and contest Χ

New product announcements

Product reviews

Ingredients information

Nutritional information

Special access to events

Socially responsible project

Interesting photos and videos

In the future, how interested would you be in receiving each of the following 
types of information from product manufacturers?  (Very/extremely interested)

Post-purchase Information (CPG)

Source: Epsilon APAC CEM Study 2010 - Japan
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Channel for Post-Purchase Communications

50%

34%

28%

27%

22%

13%

6%

5%

5%

4%

1%

1%

1%

0.3%

3%

Email

Postal mail

Product review website

Print publication

Company or brand website

Retailer website

Mobile phone

Twitter

Mixi Mixi

SMS/Text

QR code

Sales phone call

Facebook

Mobage-town

Other

What is your preferred channel for receiving information about 
these types of products? (Check all that apply)

Source: Epsilon APAC CEM Study 2010 - Japan
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{ŀǘƛǎŦŀŎǘƛƻƴ ǘƻ /tDΩǎ [ƻȅŀƭǘȅ tǊƻƎǊŀƳ

Source: Epsilon APAC CEM Study 2010 - Japan

1
7% 2

8%
3 (3%)

4 (2%)

5 or more
4%

None
77%

How many loyalty or rewards 
programs are you a member of for 

CPG?

27%

68%

5%

Overall, how satisfied are you with the 
loyalty/rewards programmesyou 

belong to?

Extremely 
and Very 
Satisfied

Mildly 
Satisfied to 

Not 
Unsatisfied

Not At All 
Satisfied
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Consumer 
Packaged Goods in

Asia Pacific 
Comparison

(CPG)
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CŀŎǘƻǊǎ ƛƴŦƭǳŜƴŎƛƴƎ ŎƻƴǎǳƳŜǊǎΩ ǇǳǊŎƘŀǎŜ 
decisions
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Factors in deciding which stores to shop at

Source: Epsilon APAC CEM Study 2010 - Japan

68%

58%

52%

41%

37%

23%

15%

76%

68%

66%

65%

48%

43%

36%

Prices

Sales/discounts

Location

Product quality

Coupons

Brand/product loyalty

Friends/family recommended it

How influential is each of the following on your decision to shop 
at retail stores? (Very/extremely influential)

Japan
Regional
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How influential is each of the following on your decision to purchase CPG? (Very/Extremely influential)

1 2 3

Australia Price (80.3%)
Product quality (67.3%)
Sales/discounts (65.1%)

Manufactured by a company I 
trusted (50.8%)

China Product quality (75.4%)

Manufactured by a company I 
trusted (64%)

Price (59.6%)

Brand/product loyalty (48.7%)

Friends/family recommend it 
(46.7%)

Hong Kong
Sales/discounts (70.3%)

Price (66.5%)
Product quality (61.9%)

Coupons (48.8%)
Manufactured by a company I 

trusted (40.4%)
Brand/product loyalty (40%)

India Product quality (87.3%)
Manufactured by a company I 

trusted (79.2%)

Brand/product loyalty (72.3%)

Price (71.7%)

Japan Price (70.2%) Sales/discounts (59.5%) Product quality (39.9%)

Singapore
Price (82.7%)

Sales/discounts (73.5%) Manufactured by a company I 
trusted (57.4%)

Brand/product loyalty (50.2%)Product quality (72.5%)

CŀŎǘƻǊǎ ŀŦŦŜŎǘƛƴƎ ŎƻƴǎǳƳŜǊǎΩ ŘŜŎƛǎƛƻƴ ƻƴ /tD
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Pre-purchase researching
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Which of the following did you use to gather information about these types of products? 
(Check all that apply)

1 2 3

Australia Print publication (36.2%) Friends/family (28.4%)
Search engine (15.7%)

Retail store website (14.6%)

China
Friends/family (49.3%)

Product review website (46.3%)
Search engine (46%)

Company or brand website (39.8%)
Print publication (23.4%)

Retail store website (22.6%)
Salesperson (20.2%)

Hong Kong Friends/family (59.3%)

Search engine (37.2%)
Print publication (32.7%)

Salesperson (28.7%)
Product review website (26.7%)

India Friends/family (62.5%)

Print publication (41.8%)
Company or brand website (40.3%)

Product review website (37.5%)
Search engine (35.9%)

Japan Search engine (38.8%)
Product review website (23.1%)

Print publication (22.1%)
Friends/family (20.4%)

Singapore
Friends/family (42.4%)

Print publication (38.6%)
Product review website (34.1%)

Retail store website (30.2%)
Company or brand website (27.8%)

Salesperson (26.8%)

Gathering Information on Products
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Awareness and consideration
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Which of the following marketing/advertising do you recall for CPG? 
(Check all that apply)

1 2 3

Australia TVC (56.2%)
Print ad (39.2%)

In-store displays (35.5%)
Direct postal mail (18.5%)

China TVC (68.7%)

Print ad (43.4%)
Billboard or other outdoor ad 

(28.3%)

In-store displays (39.6%) Online display ad(24.2%)

Hong Kong TVC (74.5%) Print ad (54.2%) In-store displays (45.7%)

India TVC (84.6%) Print ad (55.9%)

Online display ad (35.3%)

In-store displays (35.1%)

Japan TVC (63.4%) In-store displays (38.3%) Print ad (30.9%)

Singapore

Print ad (68.6%)

Online display ad (26%) -TVC (68.2%)
In-store displays (64.6%)

Recall and Purchase Decisions
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Influencing Purchase Decisions

How influential was each of the following on your decision to purchase CPG? 
(Very/Extremely influential)

1 2 3

Australia
Directpostal mail (54.1%) *

Email from companies/brands 
(53.4%) *

In-store displays (39.6%)
Billboard or otheroutdoor ad 

(37.6%) *
Print ad (34.3%)

China In-store salesperson (60%) * Online display ad (51.7%) * TVC (40.4%)

Hong Kong In-store displays(45.5%) TVC (38.1%)
Online display ad (22.6%) *

In-store salesperson (22.6%) *

India 
Radio commercial (62.5%) *
Online display ad (60.7%)

Print ad (60.5%)
Billboard or other outdoor ad 

(59.5%)

TVC (58.8%)
In-store displays (57.1%)

Japan Email from a retailstore (44.1%) *
Print ad (36.3%)

In-store displays(34.2%)
In-store salesperson (31.1%) *

Singapore Print ad (60.1%) Email from a retail store (40.4%) * In-store displays (36.2%)



Page 37

All information contained herein is confidential and/or proprietary information of Alliance Data FHC, Inc. trading as Epsilon International.

Any unauthorized use and/or any disclosure is strictly prohibited.

Retaining your customers: Engagement



Page 38

All information contained herein is confidential and/or proprietary information of Alliance Data FHC, Inc. trading as Epsilon International.

Any unauthorized use and/or any disclosure is strictly prohibited.

Preferred channel to receive information

What is your preferred channel for receiving information for CPG? (Check all that apply)

1 2 3

Australia Email (51%)
Print publication (31.8%)

Postal mail (31.3%)
-

China Product review website (45%)
Company or brand website (38.8%)

Print publication (33.4%)
Retailer website (29.7%)

Hong Kong Print publication (58%)
Email (43.6%)

Company or brand website (41.9%)
Product review website (37.6%)

Postal mail (28.4%)
Retailer website (27.7%)

India 
Email (56.7%)

Print publication (51.4%)
Company brand website (40%)

Mobile phone (27.6%)
Product review website (25.3%)

SMS/Text (25.3%)

Japan Email (50%)
Postal mail (33.8%)

Product review website (27.6%)
Print publication (26.6%)

Singapore Email (54.6%) Print publication (44.8%) Postal mail (32.6%)
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What is your preferred channel for receiving information for CPG? (Check all that apply)

Mobile phone 
SMS/Text
message

Facebook Twitter

Australia 0% 0.8% 0.3% 0%

China 10.2% 7.9% 12.7% (kaixin)
16.4%

(sinamicroblog)

Hong Kong 1.3% 5.3% 16.4% 1.3%

India 27.6% 25.3% 14.3% 8.2%

Japan 6.2% 3.5% 0.6% 4.5%

Singapore 9.4% 15.3% 17.1% 2.7%

Social media and mobile channel interest
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1. You must listen ς2-way communication

2. You must focus on consumer experience

3. You must remember Friends and Family

4. You must have a multi-channel strategy

5. You must be relevant ςalways

5 Key Learnings
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What does CEM look like in action?

Source: Epsilon APAC CEM Study 2010 - Japan


