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of Asian Americans shop
at organic/natural stores
like Whole Foods or Wild
Oats, compared to 23%

for all respondents. \_

The most effective strategy for
getting Asian Americans to try
new products or brands in the store.

Korean Americans consume the least
amount of American foods, while Japanese
and Filipinos consumed the highest amounts.

Asian Americans spend 44% more
on fresh fruits and 76% more on
fresh vegetables than Whites.

Source: Mintel/Greenfield Online, October 2007

aood

N33dO

sdvO

ONLINE SHOPPING

Asian Americans : NEARLY (1/3 < /o' Asian Americans consume Of the 100-plus hours of international JAPANESE AUTO BRANDS
T GO LEACEL] - - — 7 8 both ethnic (in-language) films most Time Warner systems car i
at arate of over :  of Asian Americans [a) O and English media, y y are a top choice among
SIX TIMES MORE :  shop at a department L ( o per month, almost 76% come from Asian Americans. with
than the average store at least = 1 2 /0 consume SOLELY ETHNIC MEDIA Indian, Korean, Chinese and ' :
Internet user. 1-3 TIMES A WEEK. ( o Japanese sources Toyota and Honda having
......................................................................................... 2%:¥7b are Korean : the highest ownership.

o of Asian Americans buy what they think their Print has the highest ranked penetration across . T

white neighbors will approve of, compared all ethnic segments, with the exception of Filipino 5 & W Asian American ; .
0 to 12% for Hispanics and blacks. (who consume television at a higher rate). s = )~ N y outh are secret o Purchases made by Asian Americans, accord-
......................................................................................................................................... & . ~ei e e 40 / ing to a 1997 survey of sales managers at BMW,
ASIANS OTHERS P T o S % = & 2% | : . 5 \ Mercedes-Benz, Volvo and Acura in California.
Shop at ethnic markets for non-food items: 35% 8% ethnic media to mainstream ' T IIStenlng' ...............................................................................
s media—the lowest rate of all Bt Lite FM is a e
Shop online: 32% 18% minority groups. s hidden passion Automakers spend about $250 million a year
H - 0, 0, Ll - . . . . .
el a5% v . P to advertise in Hispanic media, yet spend just $20
ShOp in convenience StOI“eS: 390/0 240/0 - ylgy ml”lon a year adver‘t|3|ng |n ASIan Amerlcan media.
Do home shopping (TV or catalog): 18% 9% o0 ateas whsiol s SRRl Stiganeration MAGAZINES WITH HIGHEST ASIAN AMERICAN
- . o o Young AS|an Amerlcans sSian merican . Sources: 2006 InterTrend study; "Ethnic Marketing Moving to Fast Track as Population, Buying Power of

ShOp at discount warehouse clubs: 48% 36% are influencing youth prefel‘ READERSHIP (By percentage of readership) Minorities Grows", Automotive News, September 2005; Mintel/Greenfield Online, October 2007

American trends:

Sources: Quantcast.com; InterTrend Knowledge Center study 2006; Mintel/Greenfield Online, October 2007
> technology/gadgetry
> anime/manga and

. . > video gaming
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The top products purchased
online among Asian Americans
:1¢(-8 apparel i} books.

Source: InterTrend 2006 study
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. POP or TOP 40.

: Second-generation

youth tune into
HIP-HOP and
ALTERNATIVE

music.

Second-generation Asian
American youth are twice

as likely than their first
generation counterparts to
learn about trends via word of
mouth. First-generation Asian
American youth turn mostly to
TV to learn about new trends.

Fortune 6.2 Allure 4.4
BusinessWeek 6.2 PC World 4.2
Fast Company 5.6 Details 4.1

Tennis 56 GQ 4.1
Computer Shopper 5.5

HEAVIEST INTERNET USERS.
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PC Magazine 5.3 the most hours on the Internet.
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