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For that "new middle-aged man" who is intellectual and yet sexy, this
magazine pursues fashion, cars, watches, and interior decor to satisfy his
interest and curiosity from a variety of standpoints. This men's magazine
will help "nice guys" to further cultivate their personalities while only asking
them to pay ¥ 780 a copy. This is not a simple catalog, but is rich in tools to
polish even the "sophisticated man" who is stylish enough as it is.

07 4= A Profile of Our Readers

FH B Age:

|

35 42.1%  Average 42.1

19T ]0 2%

19 and under

207 24% | 2 .09

2200, | I 6.29

I | 15,89
3 | 18.6%

=it 95.4%
Male

L “it 4.6%

40~44 ioy )
] 20.85% <[22 75160 _SourceMAGASOENE

A | L 13,69
505 | L 12.69%
5952 | N 4.69

50 e | M 5.6

*[YHY—VFT—%1&b Source:MAGASCENE

Female
45 Sex: %
5B Male 74.8
% Female 25.2
(e Occupation: ]
xEFEW 0.2% i 2.8%
Domestic helpers Unemployed

SERIERL Age:

DR 337 Median age: 33

24T 24 and under

25~29i% 25~ 29

% =)
=4 0.8%
Students zoft 3.0%
9.9 mxxw 0.6%
241 Full-time homemakers

30~34i% 30~ 34

17.7 Bz 2.8%

35~39i% 35~ 39

Free-lance professionals
213 o

=it8 38.6%

40~447% 40~ 44

Company employees

12.5 RIFE 7.0%

45~49%% 45~ 49

Government employees

50/ E 50 and over

13.8

wrgr 10.4%

oK - BRI Marital Status:

] (EEBT- L - BEREL)
Professionals (MDs,
lawyers, architects, etc.)

or single

BuE 72.4%

Married

*iE- 105 27.6%

Not yet married

mIaz 12.0%
Self-employed
(commerce and industry)

aisre-ws 13.8% —pgesreng 8.0%
Administrative positions/Executives Managerial positions

*[YHY—=YF—=51&b  Source:MAGASCENE

B2 Occupation: %
4 Students 6.0
#8FIZEEE Salaried office workers 17.9
$2¥195%E Salaried factory workers 36.4
RS - B Administrative or managerial positions 12.8
*[YHY—UF—&1&b  Source: MAGASCENE B2 Free-lancers 12.5
5 B Marital Status: % B EHE% Selfemployed (commerce and industry) 12,5
SRIE - 3B Not yet married or single 34.0 FEEIB Full-time homemakers 0.0
BR4E Married 66.0 $BE% - Z DM Unemployed and other 2.0
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JO074—=Ib A Profile of Our Readers

Exdic7 A 1m0 Family Make-up: (vuttiple response) ] EIESRIEEL Number of Family Members Living Together:]

T 3.2A Average 3.2
1HE-1ER
Grandparené '12'8% o

1A
aertt PEREREIE Y 2.0
[J
S P P PR R Y Y 0.0 % Mg
Sl L B 1225

2ot B 3.8%

0
0
R s “Fo*wﬂﬂﬂ .

[
X ﬂ . 23.6%

#[RAY—YF—5H1&bD Source:MAGASCENE Five )
RIEMER (BENEZ) Family Make-up: (Multiple response) % ﬂ [
18£3 - $R Grandparents 17.7 0 [J
# Parents 56.1 BALLE 0 21.2%
BciB& Spouses 60.8 g\'/);?nd ﬂ 0
FEB Children 57.6 [J
Z it Other 16.8 ﬂ &
FADH (—ABESL) Live alone 6.0 &

21.8%

9.4%

E3=5iA Housing: ]

6.6%

ES
N.R.
5.2%

DR e RS-y \S = Plan to Build, Expand or Remodel: ]

52 27.0%
Yes

1= 73.0%
—mzTissR 47.6% No

Own single-family houses

pE~vvyay 16.4%
Own condominiums

—FzciER 4.6%
Rent single-family houses

zoft 0.8%
Other QEFMICIZ (EHEE)If yes, specify: (Multiple response)

rteo 0.4% - U7r—L4 40.7%
Live in lodgings Expand or remodel

Eavyyvay 17.8%
Rent condominiums

=EE57)0—k 6.4%

Rent apartments

ite-82 6.0% ‘
Company housing or housing
for government employees

29.6%

Build a new home

—FRTHA 22.2%

*[YHY—=UF—41&b  Source:MAGASCENE Purchase a single-family house

{EFERZHE Housing: % IVvavEA 22.2%
—FETIFBER Own single-family houses 62.6 Purchase a condominium
$MBY >3~ Own condominiums 13.3
—F32THEER Rent single-family houses 0.0 i A 12.3%
< — Purchase real estate
BE< >3V Rent condominiums 4.4
BE7)\—b Rent apartments 2.0
#85{F% [#1%] Company housing 5.2
B2MES Housing for government employees 0.0
2NH- Bt - NEDHDE—FR(EE Own Housing Corp.'s single-family houses 0.0
2H- B - RNEDOHEESIEE Own Housing Corp.'s multi-unit houses 0.0
- 2%t - 2B OEEHEE Rent Housing Corp.'s multi-unit houses 0.0
[EIE - F9f&D Live with a family/ Live in lodgings 12.5
Z DAt Other 0.0

MensExQ®
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Finances

AN Personal Income:

¥4 920.35M  Average ¥9.203 million

4005mRE 10.4%

Under ¥4 million

400~700/5F9:k% 29.2%

¥4~under 7 million

700~1,00055F35%7% 24.8%
¥7~under 10 million

1,000~1,5005%% 20.4%

¥10~under 15 million

1,5005mLE 10.89%
¥15 million and over

1L 0.8%
None

mE% 3.6%
N.R.

*[YHY=YF—=51&D  Source:MAGASCENE

{BLALEUR Personal Income: %
¥ 50575 Average ¥5.05 million

4005 F5K;# Under ¥4 million 40.3
400~700MF;#E ¥4~under 7 million 39.5
700~1,00075F35K:# ¥7~under 10 million 7.8
1,000~1,50075M5 ¥ 10~under 15 million 1.6
1,5005ALLE ¥15 million and over 5.2
1&L None 5.6

Household Income:

F191,329.9%58 Average ¥13.299 million

4005Bm%E 4.2%

Under ¥4 million

400~700M%E 17.0%
¥4~under 7 million

700~1,00055M5%% 21.2%

¥7~under 10 million

1,000~1,5005M:%% 28.6%
¥10~under 156million

1,500 E 23.4%
¥15 million and over

mE% 5.6%
N.R.

*[YHY—UF—51&b  Source:MAGASCENE

1IN Household Income: %
F9926 75 Average ¥9.26million

40075F3K# Under ¥4 million 4.7
400~7005AXKF ¥4~under 7 million 25.0
700~1,0005FKi# ¥7~under 10 million 20.8
1,000~1,500 A5 ¥ 10~under 15 million 21.1
1,50075ALLE ¥15 million and over 5.2
&L None 0.0
|EZE NR. 23.3

@ Men'sEx

BAEE Personal Savings:

T 987.55M Average ¥9.875 million

2005 F3KifH

Under ¥2 million

200~300 5 K&
¥2~under 3 million

300~4005 K
¥3~under 4 million

400~5005 K&

¥4~under 5 million

500~60075 K
¥5~under 6 million

600~7005 K%
¥6~under 7 million

700~8005 i
¥7~under 8 million

800~90073FKi
¥8~under 9 million

900~1,00051E
¥9~under 10 million

1,000~2,00075 K%
¥10~under 20 million

2,000~3,000 53K
¥20~under 30 million

3,000 E
¥30 million and over

Household Savings:

23.2%

' 2.8%

10.2%

' 2.0%

' 1.6%

' 3.0%

’ 0.4%
A

4.8%

13.0%

6.0%

17.6%

F151,736.8%58 Average ¥17.368 million

2005 A3t

Under ¥2 million

200~3005 K
¥2~under 3 million

300~4005 K&
¥3~under 4 million

400~5005 i
¥4~under 5 million

500~60073FIKE
¥5~under 6 million

600~7005 i
¥6~under 7 million

700~8005 I
¥7~under 8 million

800~900 5Kt
¥8~under 9 million

900~1,0005 K
¥9~under 10 million

1,000~2,00075 K7

¥10~under 20 million

2,000~3,0005 K
¥20~under 30 million

3,000 E
¥30 million and over

fime+

N.R.

7.6%

4.0%

7.2%

3.8%

9.8%

2.8%

g Db
o X
3

7.0%

13.2%

17.0%



53 Finances

= s\ Monthly Spending Money: ]

719 143,810m Average ¥143.810

10,0005k ==
Under 10,000 = 0.6%

10,000~30,000M35K3% ==
¥10,000~under 36,000 == 0-8%

30,000~50,000F35f;% m—m
430,000 —under 56,000 e 2-6%

50,000~70,000/05k; me—
50,000 urder 70,000 —O-2%

70,000F3~ 100,000/
%£70,000~under 100,000 22.49%

100,000~ 150,000/ 35K
¥100,000~under 150,000 32.2%

150,000 £
¥150.000 and over 29.0%

2
None ¥ 0.2%

*[IHY—=UF—=51&b  Source:MAGASCENE

1H HDZ IH'L) Monthly Spending Money: %
15 46,369 Average ¥46,369

10,000/95K# Under ¥10,000 0.0
10,000~30,000/35K;# ¥10,000~under 30,000 36.2
30,000~50,000M35;# ¥30,000~under 50,000 28.8
50,000~70,000/5;# ¥50.000~under 70,000 8.9
70,000~100,000F95K;# ¥70,000~under 100,000 13.3
100,000~150,000F95K;# ¥ 100,000~under 150,000 5.2
150,000ALA_E ¥150,000 and over 0.0
75U None 2.0
$REIE NR. 5.6

Who Controls the Family Budget: ]

Parents

x1® 11.6%
Husbands and wives
jointly

zEAA 50.4%

Readers themselves

mEE 30.2%

Spouses

Use of Asset Management: ]

OE(FHICIF (ExEz)

LTWLs 37.0% If yes, specify: (Multiple response)

Yes

#at 68.7%

Stocks

st 39.0%

Investment trust

FapeE 17.6%

Real estate

me 8.8%
Gold

zott 7.7%
Other

vcuiEL 63.0%
No

=[z:[ES a0 A NEN =29} How Surplus Income Is Spent: utiple response)]

Books and mag‘;ﬁ&; P 69.8%
T e 68.6%
D Y I 52.49%

ST
Social expgises I 44.29%
il
Hobbigi I 40.6%

AR—Y
Athletic activitics T E——— 32.0%
Lyp—- 8%
Recreation and NG 26.6%

entertainment

272350 — 25.29%

Small fashion articles

E&- bR
Beauty treatmernw? . 12.4%

and cosmetics

BE mm—m 9.29%

Savings

7oEYU—
Accessories i 8.2%
SV m 6.8%
% mm 5.4%

Lessons
Z0ft
Other H2.29%

Takr ) @ (€ 59 Attitude toward Money:(Multlpleresponse)]

84.4%

SOEFEZELOICHICBRZESIFIE
Use money to enjoy life in the present

I

FERICHR CRDBIESE 42.0%
Save for the future

|

H—OBORBICOVTIE 70.0%
BENSEZTWVWBIESRE

Always think about
saving up for a rainy day

l

RIBIHRIREL TRATVS 60.2%
Compare insurance before purchasing

l

R CREOBCIESRERICT BIES 55.4%

Concerned about interest rates
on savings and investments

l

BEERODBICESAETICTBESR 80.4¢
Concerned about interest rates on loans
F oy IPO—ICERDBNESE — 14.4%
Do not mind borrowing
money with a credit card
ERBEBEOBER LY —EROREIC 42.0%
DLTWLWBWBEAENBIFSE
Search for the best deal among
financial products and services
Spare no money to
get a higher education
Prefer interest rates on
savings and investments
Prefer secumty on savmgs
and investments
. s 27.0%
REEEAICELNSD 0%
Concerned about the use of real estate
*[YHY—VF—51&Kb Source: MAGASCENE
BEICDOVT (IEHEZ) Attitude toward Money: (Multiple response) %
SOEFERLOIEDICBREFESIFSE Use money to enjoy life in the present 81.7
TERICHX THBEZETHDIFSRE Save for the future 64.4
F—OBEORBICOVTRAENSEZITVDIFSR
Always think about saving up for a rainy day 59.5
{RER I LEBRET L T8 A TLVD Compare insurance before purchasing 56.1
FARPLREORICEEFERICT BIFSRE
Concerned about interest rates on savings and investments 67.8

BREMEDIEFICIFFIERICT BIFSTE Concerned about interest rates on loans 83.6
Fry I IwO—ITERDIFEVIFSTE Do not mind borrowing money with a credit card 10.8
EREAOERPY —EXDATICDVTVBVNSRENDIIESE

Search for the best deal among financial products and services 48.0
KOEVEE FHEHWMEICIED Spare no money to get a higher education 67.0
FERPIRBICIZSEFI%ERSDD Prefer interest rates on savings and investments 25.0
FEROIRBICIIREMERSDD Prefer security on savings and investments 58.2
FENESERICBI TN Concerned about the use of real estate 28.8

MensEx©®)



ERDOEA Comparative Shopping

Decision Makers in Buying High-Priced
Commodities and Durable Consumer Goods:

1ELAICE High-Priced Commodities Readers
=EEREmN )| Hope to Buy within One Year: (vuttipie response)

Kk 2.2%

Family as a whole

# 3.6%
Parents
Est 32.8%
Watches
wEE 5.4%

Spouses

o= 31.8%
Cars

weFLE 23.8%

Next-generation televisions
Jtvav 20.6%
PCs

Ii—iEﬁb d; d
usbands an
x8-14v57U7 17.2% wives jointly
Furniture and interior decor

A*5-e574 725 13.0%
Cameras and video cameras

R-vvvay-+in 9.4%
— Houses, condominiums
*—571#4 9.2% and real estate

Audio equipment

sz 7.4%
H—rt 6.4% Video equipment
Car navigation systems

=8 6.2%
K12 4.6% Jewelry
Motorbikes b 1.29
N 2% i
Mobile devw’cesa RERA

H—2704 1.2% Readers themselves

Car stereo systems
s—ngas-v Ik 1.0%
Video game systems
and software

BIERSSOFIE Buy from Mail-Order Houses: ] SO 0 S0Vl =2 9T Buy from Internet Shopping Venues:]

FLFAATD
Very often

FLFIHTD
Very often

CFICFIATS
Sometimes

14.8%

feHICFIAT S

Sometimes FIALEL

Never

36.0%

FIALEL 33.8%

Never

49.2%

*[IHY—rF—414&b Source:MAGASCENE *[YHY—F—%1&b Source:MAGASCENE

B4 GEERIEHIE Lvsdb) Attitude toward Mail-Order Shopping: % B (v MBERIENELVS$HD) Attitude toward Internet Shopping: %
(GERIC) BEREEIIFL X D Enthusiastically willing 28.6 (FERIC) 2y NEERICIEHEL Enthusiastically willing 25.2
() BEREEHFLEZ D Somewhat willing 23.6 (®) 2y MEBIRICIEHEL Somewhat willing 19.4
EB5EHVZEL Ambivalent 20.5 EBS5EHLZIEL Ambivalent 30.4
(30 4) BERFIRICHEHIHE S Somewhat opposed 8.1 (¥¥°) Ry MBRRICIEHIED Somewhat opposed 5.7
GERIC) BERFI A CIEHIH'S Adamantly opposed 19.2 GERIC) Ry MBARICIEHIHD Adamantly opposed 19.2

(® Men'sEx



EROMEA Comparative Shopping

w)|Vie40)iz=1 | Own a Car: ]

FIELTULEL
No
8.4%

FELTLS
Yes

AL TLEWLWD AL
Not yet, but intend to

5.4%

S & Nli= 105 A9 EC =) Criteria for Selecting Cars: utiple response)]

& FH1v
Color andeesign 72.0%

o

Performance 68.0%

JifE 51.29%

A—hH—
Manufacturer 50.6%

=
Interior 37.0%

KES ——
Dimensizrfé —— 20.8%

Fuel economy 16.2%

(BN w—
Low-emission vehicles 8.4%

ATV VEHOEES w—— 8.2
Rich in optional equipment . O« %

PR T 6.4%

New models m—

%O-?WL'%= 3.4%

A/ b10))iz=1 | Own a Personal Computer: ’

Eﬁﬁbtum\ 8.4%
o]

RBELTLS
Yes 82.49%

FELTLELDFELIZL 9.2%
Not yet, but intend to

7))|V40)):--9,G 5= | Intend to Buy a Car within One Year: ]

@E(FHIICIE if yes, specify:

BARME
Imported cars

EERFAE

Domestic cars

EFERVE
Domestic RV cars

BARR—VE
Imported sports cars

INYIVEED
(EBED)

10.7%

8.2%

o=

#@ARVE 4.1%
Imported RV cars

EEZR—vE 1.6%

Domestic sports cars

== Criteria for Selecting PCs:

(Multiple response)

Function?ix?; i) 70.8%
P{WE ——] 50.2%

THAY
Design

ISUR
Brand name

FECT]
Novelty

RIEPCRADT T H
Recommended by family
members or friends

J\IAVEPEEDT I
Recommended by
PC magazines

RAEFEAL TV HDODHE
New versions of

already owned models
SIS

Magazine ads

T

Trends

—RRAEED S I &

Recommended by
general magazines

HHELS
Newspaper ads
FURLE

TV commercials

ZDfth
Other

/I |27.4%
| I—| | 25.0%
| |15.29%
(S [13.0%
|10.0%
el | 6.8%
| 3.4%
|2.29%
|2.29
i |1.0%
|0.8%
|2.69%

MensExQD



Jryvay Fashion

CU PR G B Criteria for Selection:
EB\H%G);*@%E (EHEE) (Multiple response)

FH1v 73.2%
Design

=5 58.6%

Quality

I5k 49.6%

Brand name

sercorn 16.4%

o =} -
Recommended by magazines
- s 42.4%
Price

w7 12.8%
Fashion trends

s 25.09

Functionality

#zs 3.0%
Novelty

s 1.4%— o

Advertisng o 2o 4.0%

Other

0= 0wV = W 25w | Monthly Expenses for Fashion: ]

719 66,0958 Average ¥66,095

20,000MKi7
Under ¥20,060 —0.6%

20,000~30,000/35;%
¥20.000~under 30,000 12.0%

30,000~50,000M355%
¥30,000~under 50,000 20.4%

50,000~70,000M355%
¥50,000~under 70.000 23.0%

70,000~100,000F35%%
¥70,000~under 100,000 17.2%

100,000/ E
¥100,000 and over 12.6%

ROE
N.R.

9.2%

A—Y DEFREEBEALL Number of Suits Purchased Annually: ]

F19 3.2% Average 3.2

&ﬁ%ﬁb 5.49%
E 11.0%
Twow b 15.8%
Threew 'nl b 31.8%
Fourw 'n‘ ’n' b 21.6%
P o '||' '||' '||' '||' E
Five and 9.0%
E*R%L 5.4%

Men's Ex

LB ER I R EOF Where Purchases Are Made:
'ligkff (BHEZ) (Multiple response)

BEEGEs) 66.2%
Department stores
(including out-of-store sales)

I71v2-BPE 57.0%
Boutiques and
specialty stores

tLorvayT 37.8%
Select shops

st 13.6%

Overseas

@R 8.0%

Mail-order houses

F42hovh 27 8.0%
Discount stores

1v5—zvuk 5.4%
The Internet zoft 3.0%
Other
Z2—)t— 2.8%
Supermarkets

A=Y DA fiS Purchase Prices for Suits: ]

F19130,1798 Average ¥130,179

dreervstoee (NIMRUTTIRLDNITANNTAL TN 762
Rl | 11111 (D] R{RIEE2
petiveeetud |1 1 [N (L NRAOER
ittt 1] L{ETCLNTRNE LRI LREED 0 D1 eied?
b teneaitind |1 {1 [N (HLVIIRREE
vaobosengeres (NTETRTTIRLANTITRNTITN] 1545
FRENTHIRNNT 0.5



B0EDfm

Personal Belongings

R4 /9,518 Number of Neckties Purchased Annually:]

F456.9% Average 6.9

0

1~ok

One to two

22.0%

3~4K
Three to four

19.8%

5~67K

Five to six

7~8%
Seven to eight ’ 2.0%

9~10%&
Nine to ten

24.6%

9.6%

AN E

11 and over

10.2%

B/EE
NR.

5.4%

EsET OFRR{ERY

T4 6.8/ Average 6.8

Number of Watches Owned: ]

BT 27.2%

Under two

»

3~5(8 27.0%

Three to five

6~9f8 27.6%

Six to nine

10/ L 15.89%
Ten and over

mEs 2.4%
N.R.

i E5i0w AL 0]} Styles of Watches Readers
(BHEZ) Hope to Buy: (Multiple response)

ruzy17 44.4%

Dress

O

HYa7L517 19.8%
Casual

2ti—v517 33.4% O

Sporty
weL 10.29%
Have nothing particular in mind

o

- #wAFERL 10.0%
7o74—2 21.0% No tention 1o oy
Antique

S

2594 DEAMIS Purchase Prices for Neckties: ]

F1515,022@ Average ¥15.022

USSP — 5.4
L1020 e 11,8
001 000 T N 34.69
s —
v20.000 ane v I 13.8%

R —1 0%

St DA MFS Purchase Prices for Watches: ]

T15 375,789  Average ¥375,789

10,0005
under ¥10.000 M 0-4%

1,000~-50.000F 4 S 12 0%
0000 SR a00EE T I 9.29%
S 2 O N 15.0%
3 O I 11.29
O O N 17 .8%
s 0440,

R —10.0%

= U~ Purchase Prices for Favorite
BHNI\Y Ok & Business Cases:

T 77,3928  Average ¥77.392

(0.000PA O 12 49
O o0 I 11.8%
S Ot I 9.4
S T N 2 3.6 %
1005100000 I 10.29
R 120.000E T N 11.69%
iso st 0L O 13.69;

A 7.4

MensEx©®



SDED & Personal Belongings

EIYRAY21—ZD Number of Business Shoes EIRAV21—ZD Purchase Prices for
FRIEAZL Purchased Annually: BAMg Business Shoes:
T4 3.78 Average 3.7 ¥4 51,1428 Average ¥51.142
0z 2.4% 42 2.8%
None Four 20,000 - 9.4%
Under ¥20,000 .

szt 18.4%

é]?e 37.0% Five and over
20,000~30,000/5&57%
ﬁﬁ@% 1.8% ¥20,000~under 30,000 - 11.0%

30,000~40,000F3K;#
¥30.000~under 40,000

13.4%

40,000~50,000M3:K;#
¥40,000~under 50,000

18.6%

50,000~100,000[;
¥50,000~under 100,000

24.2%

100,000 £
¥100,000 and over

12.2%

11.2%

E:
zm
DI¥

S)=7 N —_—
jJJ:"ﬂJ%})I(Eﬁ?‘g 2 Purchase Prices for Casual Shoes:

HIa7Ibya Number of Casual Shoes
Purchased Annually:

T192.58 Average 2.5 719 36,728M  Average ¥36,728

éE 11.2%
our 10,0005
Under ¥10,000 . 5.2%
5@ 5.8%
Five and over

= 10.29 10,000~20,000M5K3%
re 10.2% ¥10,000~under 20,000

o2 4.6%
None

12 31.0% 3= 17.6%
One h

Three

S 19.6% 12.0%

20,000~30,000MK7

%20,000~under 30,000 17.6%

30,000~40,000Kif
¥30,000~under 40.000

27.0%

40,0008 E
¥40.,000 and over

21.2%

RO
NR.

17.0%

2=—hH—D . :
BE A (AS Purchase Prices for Sneakers: }

AZ—H—D Number of Sneakers }
FRABALL Purchased Annually:

Ty 1.78 Average 1.7 719 15,2208 Average ¥15,220

42 3.2% .
Four 5,000F3K:
Under ¥5,000

0z 9.4%

None

7.4%

12 38.6%

One

52t 7.6%
Five and over

38 7.2%
Three

22 17.6%
Two

5,000~10,000MKf

ﬁfR@§ 16.4% ¥5,000~under 10.000 13.0%

10,000~15,000F3K7%
¥10,000~under 15,000

29.8%

15,000~20,000F3K7
¥15,000~under 20,000

13.0%

20,0008 E
¥20,000 and over

18.4%

18.4%

Men's Ex



AiR—" LR

AR=Y[CDNT
(EBE)

(Multiple response)

Attitude toward Athletic Activities: ’

seprsnsokrsr 80.2%
Fond of getting exercise outdoors

IR EEAENIC 49.2%
EOFEH
Tend to go all out
after beginning
an activity

EaEsEncHzey 58.0%
Like to assemble a complete set of
sports equipment

HLLWZR—YICEED5HS 29.0%
Show interest in
new athletic activities

RS AHEDDEDIC 60.2%
ZH—IELTNS 7
Are playing sports to

build a sound body

*[YHY—VF =51 &b Source:MAGASCENE
ZK—YICDWNT (EHEZ)

Attitude toward Athletic Activities:(Multiple response) %
NTHZED T DISIFERE

Fond of getting exercise outdoors 68.6
I DL ERAAZHICERDHEH L)

Like to play sports seriously 30.0
ERIEFHERICHIZ 2L

Like to assemble a complete set of sports equipment 62.1
FILWVZAR—Y [CEED B D

Show interest in new athletic activities 40.2
RERIEFIFMEDDIEHICAR—YZELTVD

Are playing sports to build a sound body 40.1

Athletic Activity and Health

fERRICDWT Attitude toward Health and Fitness:
(BHEZE) (Multiple response)

RERICRLELE
FHoTWd

Have a keen
interest in health

EEFEIREOBVLSICLTWVD 52.49%
Avoid taking too much medication

ASIEWVEKSIT
K[ZE->TLD
Are careful
against putting
on too much
weight

81.2%

75.2%

[SB>TLD
Have a medical checkup
regularly (except dentistry)

BB (HTPRY)
DIERICTZ
BEoTL\%

EHICHRE (R 37.0%

Pay attention to
the maintenance

of teeth and gums

74.8%

ERICRRERZFALTVD

Consume health foods regularly

J

38.4%

*[YHY—UF—%51&b Source:MAGASCENE

BRICOVT (BHEE)

Attitude toward Health and Fitness: (Multiple response)

%

HERRICIBL\BALVEIFOTLVD Have a keen interest in health

77.6

EIFEDINLFEDIELELSICL TS Avoid taking too much medication

53.2

AS5BVKSICRZROTLD
Are careful against putting on too much weight

72.3

EPECE () DRRICKZER>TLD
Pay attention to the maintenance of teeth and gums

79.7

TERBRICHRRE (BFHEFR<) [SEO TS

Have a medical checkup regularly (except dentistry)

124

TEHAMICERRERZEFIAL TL\% Consume health foods regularly

20.2

KRELTLDRR—Y

(B EE)

Jz
Golf

JaFvd - uF—FvJ
Jogging and walking
K&

Swimming
RF—RJ—K—K

Skiing and
snowboarding

A=Y Ls
Training at a gym

B#nE
Cycling

TR
Tennis

NFT-FIL
Hiking and climbing

EFER
Baseball

Yyh—
Soccer

Tavovd
Fishing

AFa—N\FrEVT
Scuba diving

=47
Surfing

I7OEIR
Aerobics

AT—h
Skating

ZDfth
Other

Athletic Activities Engaged in
at Present: (Multiple response)

T 38.09
I 34,49
I 27.89
I 24,59
. 24.29
I 18.0%
I 17.49

I 13.8%

[ 13.8%

T 10.0%

I 9.09

I 6.8%

I 3.2%

I 3.2%

W 2.6%

[ 13.8%

AR—YI L
Training at a gym

B#nE
Cycling

NAFT-EIL
Hiking and climbing

AF1—N\F1EVT
Scuba diving

KX
Swimming

dJz
Golf

JaFxv g -uF—FvI
Jogging and walking

34
Yoga

FZA

Tennis
AF—ZJ/—iK—R
Skiing and
snowboarding

HR—
Canoeing

Tavovy
Fishing

=47
Surfing

EP
Yachting

AAAZAR—Y
Sky sports

ZDft
Other

10015 Uy Wi/ | Athletic Activities Readers Want to
(EE)

Take up in the Future: (muttiple response)

N 18.6%
I 14.40
I 14.09
I 13.2%
I 12.2%
I 11.29%
. 8.6%
I 7.0%

I 7.0%

N 6.49%

. 6.2%

[N 5.69%

[ 5.4%

I 5.2%

[ 4.69%

N 5.49%

MensEx®



Bk Food and Travel

(b= ] bRy a0 5= 10) EE: 8| Frequency of Dining Out in the Evening per Week: ]

F19 2.7E Average 2.7 times

0= 3.0%
Zero 7 *

3@ 18.0%

Three times

4@ 6.6%
Four times ?

5@ 8.2%

Five times ;
6@ 2.6%

Six times

78 6.2%

Seven times

mEE 1.6%

N.R.

4= . Frequency of Travel per Year
FROIRITEE @ miemos) (Dont\lestic a!d Overseas):p

¥4 3.5E Average 3.5 times

—

net 3.0% mE= 5.6%
11 times and over N.R.

g~10m 3.6%
Nine to ten times

7~8@ 0.8%

Seven to eight times 13 22.4%
Once

5~6E 9.6%
Five to six times

2@ 28.0%

Twice

3~4@ 27.0%

Three to four times

Eﬁ?i'a) E E'{J (BHEZE) Objeci of Travel: (muttiple response) ]

X

Sigmseﬁg T 83.0%
Shitxﬁg ;T 28.4%
X

Busirg?; T 16.4%
. %

b = 5.2%
Studying r F &7

%ﬁg T 14.2%

@ Men's Ex

Restaurants Frequented
When Dining Out: (Muttiple response)

NER T D5 camEz)
AFUTPIVANSY
Italian
REERIEE
Chinese
51.0%
EAE
48.6% Sushi shops
39.2%
T7EU—-LRARNSY
Family
22.89% FYFLARSY
renc N
| 1446 ZETE oo
|:| 13.6% Other

D 1&%

IVEEEE

Japanese bistro

37.8%

FKERO B ceumz)

E—L
Beer

Favorite Alcoholic Drinks: (muttiple response)]

o ZH S 37.49%

T ——— 37.4%
SI2%— — 18.0%
Japanest L8 NN 17.6%

JU-9FvH e 9.29

Gin and vodka
IS5UF—
7 I 6.6%

Z DAt
Other 1 1.8%

BRFIEL)
Do not drink NN 15.0%

66.6%

BINRITOEERDBHE

E‘;DT:C&D‘T&IL\ 11.6%
o]

Have Traveled Abroad:

fIorTehi®nd 88.4%
Yes

OHBHEBZEZDD T If yes, indicate frequency:

F1912.88 Average 128t

mes

18—
once n— 9-0%

2~ (5]
Two to four times

23.3%

B O]
Five to ten (mes I —— O 23

11~15[8 7.0%

11 to 15 times

T6ELLE I
16 times and over EE——— 1 9-0%

RO
N.R. I—

8.4%



Z Dfth

Other

SOt e =9l Current Interests: (uitiple response) ’

R 3
— 52.6%
— 45.2%
———— 5

BLen-Tryyay
Fashionable clothes

BFET
Watches

IBIVIRIT

Overseas travel

I\~
Cars

HE-TILA
Dining-out and
gourmet foods

EPISRAT
Domestic travel
RE-1VFU7

Furniture and
interior decor

BHTIDRR—Y
Athletic activities

2
Health
NNVav-EINA
PCs ani
mobile devices
T E

Next-generation
televisions

il
Drinking
0% - AL,
Savings and
moneymaking

pab
Cameras

e

Cooking
R-YUvay-Lih
Houses,
condominiums
and real estate
ZR—Y 8
Watching sports

7 —

Art appreciation

F—F1F
Audio equipment

Ny
Pets

Z0fth
Other

zoft 25.6%
Other

e .
—— 31:2%
— 28-6%

e 5

" — 752
| a— 1.5

> 21.6%

a ’ 20.4%

- 19.6%
S 18.6%
H 17.8%
d 16.6%
= 16.6%

N G 15.6%

’ 13.6%
/ 13.2%
' 4.0%

Fﬁ ¢z~ | Newspaper Subscription: (muttiple response) ’

Mainichi Sh\mbun

B 34.49%

Nihon Keizai Shimbun

B 30.2%

Asahi Shlmbun

77 21.49

Yomiuri Shimbun

B 7.8%

7.6%

Chunichi Sh\mbun

Sankei Sh\mbun 5 0%
ol 4.09%

Nikkei Ryutsu Sh\mbun

=175 rancdrs (s | Areas to Work on in the Future:
(BHEZ) (Multiple response)

HLeN-Tryay
Fashonats cioree S 0-0%
SBONERIT ’ 32.4%
Overseas travel
BET
Watches ﬁ 28.8%
L, P 2
Cars
T M 20
Domestic travel
 mEEEm P 22.6%
Savings and moneymaking
) RE-AVFUT > 21.6%
Furniture and interior decor
o o s 1% MR 20
Dining-out and gourmet foods
" L 202
Health
BHTTRAR—Y = 19.0%
Athletic activities
R-YUyav -t
Houses, condominiums d 15.8%
and real estate
R LE > 15.0%
Next-generation televisions
)XYV -EI A 11.6%
PCs and mobile devices - ’
F—F1F 10.0%
Audio equipment ' ?
K 8.6%
Cooking J 7
7—h 8.4%
Art appreciation J
b 8.0%
Drinking — ’
A—F=v5 -E= 7.8%
Gardenir@ ’ ¥
HXS 6.4%
Cameras J
7YIRRT 6.4%
Outdoor life J

3.2%
Tol P O

Readers Purchase the Following

e
IUﬁ* Coita (HEIEIE) Magazines AlSO: (Muttiple response)

Teon I ] 27.3%
o I 26.7%
Bean T 129
Coner I 7.5%
MeensCroe I 6.8+
i aaned | I 6-2>
o I 6.2+
vt I 5.6
“heaion I 5.6+

MensEx®



Information

(BHOE)

L=F == e B Source of Information and Knowledge
A - A AFE concerning Products and Servu:es.g ’

(Multiple response)

vazere: ‘D 91.2%
s D 46.2%
sitre: ‘D 32.4%
c’igﬁg’; _ 32.0%
Newspa;ﬁ%g _ 28.4%
TV broadcaj_:—skntgﬂ _ 26.4%
romy e QR 12.8%
o Gy 10.2%
Radio broadcaj_szlvzg . 5'6%
ot @ 1.2%

=]

T35 2.4A Average 2.4 Dersons

me_ss 0%
%ﬁo I 28.8%
me.l I 13.6%

Four ... W 3.8%

o
=

ALY Pass-along Readership: ]

SAE
AL e MAAO m—7.4
EoE
NR | N10.4%
2Oy By ST E )| Make Use of MeN's EX as: (Muttple response) ]
TMTPEED DY D M -1RITIID
An information A practical
source on fashions and usable source
and trends of information
BREESEEDSEICTD
- A reference source in {O_?g% 3.8%

buying products

L& DEISR etnme) Impression of Ads: (Mutipte response) ]

A B 8 B D L
Ul 10 Dt N O A O e 08.6%
and knowledge concerning new products

FTRE@H DN D
Useful for learning about fashions and trends  IEE——————— 58.2%

FRBADSE(LLED
Reference source for making purchases IEE—— 53.0%

ZULKENVLAEDELDD s
Enjoy beautiful ads e —— 33.4%
BS5UDER-BRELTRID
USETUl 35 8 SOUTGE 10T new ideqs N 14.29
or information concerning everyday living  Em— { %.&70

BRELFICHESOICEID m—
Useful for learning to use products wisely I 11.0%

[LENR—IHB

|
Ad pages are too abundant . 7.8%

LE&EERIEL 1
Do not read ads at all 1 1.4%

* [RHAY—rF—%1 kb Source: MAGASCENE

AEEDA X —J (HEEEZ) Impression of MeN's Ex: (Multiple response) %
HBLPNH Stylish 74.7
EfRERDEB S Luxurious 63.2
ERMIIE Urbane 57.5
HEIK - YRZRITIRITD Useful for interests and pastimes 44.2
ZIEHD®DIHB Discriminating 39.9
IS Intellectual 33.9
HAYa7 VI Casual 33.8
&5E - SBITIRII B E S Useful for life and work 17.7
EFRHE DX Rich in information 11.4
HHLBL Amusing 8.9

Men's Ex

What Prompts Readers to Begin
Buying Magazines: (Muttiple response)

MESEZEEST oD

(BHEE)

BETRT
Seeing them insiores G 84.4%
HHELEZERT
Newspaper ads - 23.2%

BEOPBOLEZERT
Advertising posters 7.8%
hung in trains - v
FIEPRADT T
Recommended by . 3.6%

family members
or friends

TVIREZRT . 1.4%

TV commercials

Thn & 2.4%

g DR Save Issues after Reading: ]

A 6.8% moE 2.8%
Dispose of every issue N.R.

toACES 1.4%
Pass on to others

@maRE 28.2%

Keep every issue

gbirnTiEe 8.4%
Keep clipped pages only

—EirRE 35.2%

Keep for a certain period

pEusrrRe 17.2%
Keep necessary issues only

IR=Sy=a = =16 o= | Attention Paid to Ads: (Multiple response) ]

S<BEZET 42.8%
Read carefully

ruLBEZEET 46.8%
Glance over

sxEbREEL 7.0%
Do not read often

LasERED 0.6%
Do not read at all

MWOE 2,80 ——m—
NR.

[ifel National Distribution Rate: ]

MEs  14.7%

Kinki

RETS

Chugoku 4.0%
M= th5

Shikoku 2.4%

TN - it 7.3%

Kyushu and Okinawa
) 0.7%

Overseas

JLimE 2.4%

Hokkaido

LT

BISRITS  49.29

Kanto

chapis  15.8%
Chubu



Vi AR AR R B oD B T

Advertising Production Requirements

O FHIAE DL TIEREIAERL TEEW, e B DX -V
ENBDGAIE AL THO IS HATE TIZ <720,

OWr U= LB HF AT YN TENT RN - - u a7 8
1t E2025 1030 B EAMNSE N TLZE N,

OMechanicals should be made in precise conformity to the prescribed
dimensions. If the position of the ad space is designated for either a right-
hand page or a left-hand page, please let us know no later than 15 days
before the date of the approved proofreading.

OIn order to avoid an unexpected accident due to trimming, any illustration,
picture, copy or logotype should be placed more than 10mm inside the trim
size.

OBEXFIL T FM O ME A SI2 kD RS A bR ML OB A S0
F9, AREREDOH AL 13, EOKRESTLREI RN
L TLERN,

O 7— LR DO CRARO G HFH L B4 A5 @D
IR BA TEEWADBDES  #T7— AN EH - b eIk
BEOERMHLZEO, e FRENOBNEOEHEL TN,

Oln the case of placing white lettering on a colored background, the expansion
or contraction of the paper may make letters illegible. Be sure to use lettering
larger than 9-point size and to set the type to bold as much as possible.

Oln the case that there is a large difference in the color tone between the
attached sample copy and the color transparency for ad use, it may be
difficult to reproduce the color tone as designated. Color transparencies with
proper color tone and proper focus must be prepared. Also they should be
free of stains or scratches.

J :jlﬁl:jb‘t Concerning the Furnishing of Positive Film:

ROT AL TARRDEG AT AEIEFEAD [ 58 EARY | 2 ZHIEL7ZE0 22— IS LT 58/ AV T TF , 2 0§ RARRDARAL TL7z80n,

SLAKD

ETESZF AU - T B OHHTR 5728 DEIRAL TZ30,

If positive films are supplied by advertisers, "complete positive films" with retouching finished should be prepared. Screen lines are 175 lines per square inch. Sample
copies should be attached to the films. Sample copies must use paper, quality and weight of which are as close as possible to the paper to be used for our magazine.

_“ glﬁlhjb\z Concerning the Furnishing of Digital Data:

B HELDT:

OJFGT—sd, (+1) HAMERE W 2 HEDE [ MRS IA S T V2L HHEA AR
(http://www.jmagazine.or.jp/FIPP/FIPP]/ zasshikoukoku.html) |
wMSFL =T — 2 L TL72En,

OF —# ARNIILL T D3y bR ETT

[115-%

LSO T — 2% RAFL7=MO Ot 71 22) .FD (7uy
—T4A2) . CD (A7 SUbFY4RAD) DNk ZHELZE N,
@7 ZI DT I [ Mirs At - A5 - JEseH - IRt B4 | 2970

ALTLER N,

@7 — I MFTHEHEFT -4 TARIL. AV FILF 2B T
BLTLEEN, 72, AR OMO-FDIZ 4§ [ &AL AT |
DOy %ELTLEEN,

RIHARE

@A T —AHERD 7= T — 4o L2 FERO R

RERML TR,

O 7— I A @I AT ADERAD TIFERELLZEN,

H Points to note:

ODigital advertising data should comply with the "Magazine Advertising Digital
Production Guide(http://www.j-magazine.or.jp/FIPP/FIPPJ/zasshikoukoku.html)"
recommended by the Japan Magazine Publishers Association.

OFurnishing of digital data calls for a set of the following three materials:

[1] Digital data:

®Prepare any of the following: an MO(magneto-optical)disk, an FD(floppy
disk), or a CD(compact disk) storing the digital advertising data.

®Be sure to specify on the label of the disk the magazine name, its month to
appear on the cover(cover month), its on-sale date, and its advertiser's
name.

®Be sure to furnish duplicate digital data instead of the original and keep the
latter on hand. Set the write protect tab of the MO disk or the FD to the
locked position.

[2] Hard sample copies:
®For our own confirmation of the digital advertising data, be sure to attach
hard sample copies in the actual size that have been produced from the
final data.
®Please bear in mind that a color hard sample copy cannot serve as a
sample copy for the color tone.

[3] F—H AlRitiRE -T2 E
© (1h) HAHERE W 2 1 [ MEREIA 25 ol 7 — 2 AR AR - T
(http://www.j-magazine.or.jp/FIPP/FIPP]J/image/
zasshikoukoku_docs.pdf) J IZOSREH 7 7V 7 —
IN=Ugy TV MEORIEREZ AL TZEN,
@7 — A& HfEIN T IE, T =2 BEND W e 2R L7 |
TOENTOEAIZF 27 - v —2% AN TE /LN,

DEPZN

K _LACD3KiA5E
t75§“6%§-li‘/u

K AT = E S RS SO TELAE > TF oy
s LfREEE BN WZZLET AU 2O AR AL T8
F =R F 1% TONET  ZORFE TARIER D -2 AIEZD
Y ClERA RO LE T,

IZFA 5T F—Z ARa B2 $52

[3] Data specifications and a note of confirmation:

®Enter the production environment such as OS, application, version, and
font in the "Specifications for Digital Advertising Data and a Note of
Confirmation Common to Magazine Advertising(http://www.j-
magazine.or.jp/FIPP/FIPPJ/ image/zasshikoukoku_docs.pdf)" recommended
by the Japan Magazine Publishers Association.

®The person who has produced the digital data is required to confirm that
there are no mistakes with the data, place a check mark on each item, and
sign his/her name on them.

*Without the complete set of three materials as stated above, we cannot
accept furnished digital advertising data.

*Both the production company and the advertising agency are required to
check and vouch for the digital data on their own responsibility. Prior to
the delivery of it to a printing company, we will check the data and, if it is
found to be incomplete, we will return it immediately to the advertiser.

MensEx ®
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Home Page http://www.mens-ex.jp

http://www.mens-ex.jp

E%ﬁﬁﬁ Advertising Rates

1B

ENmIRTC

FE (M)

T EDOTIE (KMt XER)

Positions Printing Rates Bleed Sizes(V x H)

=4 ABF Iy ¥ 1,800,000 283x220mm
FeRmEE 4&F Ttk ¥ 2,900,000 297x454mm
®3 4&A Ttk ¥ 1,400,000 297x227mm
HEABIN—Y 484 7tvhk ¥ 1,400,000 297x230mm
FEAESEHE 4&F Ttk ¥ 2,800,000 297x460mm
FEABM1/SATY dBFTEk ¥ 500,000 270x 63mm
HEIS1X— 181 7tyh ¥ 800,000 297x230mm

Inside one-page monochrome

Monochrome offset

REY(TVvT

Editorial tie-up

ATty IR=J[CDOE
4-(%or offset I\ ¥1 ,BOQJ,GQ%CGJ

anN—Ik

Two pages and over

XIAERRBIFE EADWEICKEEE3MMOYF Y OZ MA TERLTLEE 0.

Ad size : Add a 3mm bleed to the top, bottom, and sides of the bleed sizes of ad matter.

[

et

Closing Dates:

WRT : F#EFEAD358E

Mechanical: 35 days before the on-sale date

MO : #5H®D308%7

MO: 30 days before the on-sale date

R #EFEHO30HR

Positive film: 30 days before the on-sale date

J

AEFHE [Mens Ex] OFARIRBIZ 2003F 11 ASTEBLAGRE 7> 7 —MCEINTH,
BHAE R (FF) 7VORCRFRELGRESN AT r—bREO 2L EIEHIC1,000i8%
HWMHELTT —2% &5t L, (B ABREEOISHMOMVTVWIRER . ET VY —F4 0D
[%#2—22003FM] DF—RICEINTNE,) T BARRRKET > 7 —rEBER—F
DBREH T -5 EHUTEE L.

Readership Survey Method: Survey items of “MEN'S Ex”are based on a reader questionnaire
included in the November 2003 issue. We entrusted execution and processing of the
questionnaire survey to the Across Co., Ltd., information processing firm. From among all the
questionnaires returned by readers, we selected 1,000 samples at random and compiled our
findings (Findings of survey items with an *’are based on the data from“MAGASCENE 2003”
published by Video Research Co., Ltd.). The National Distribution Rate was calculated
according to the data reported from all magazine distribution agents concerning the same
issue for the survey.

a4 (s

T102-8187 HR#BFICHERABKIL4-2-29
Phone : 03-3262-5124 [[R&ASBEE]
Fax: 03-3262-4787 [[R&AZHEA]

2-29, 4-chome, Kudankita, Chiyoda-ku,
Tokyo 102-8187, Japan
Phone : 03-3262-5124
(Direct line to Advertising Division)
Fax: 03-3262-4787
(Exclusive use by Advertising Division)

[AE85 AD BOX  http://www.sekaibunka.com/adbox  Advertising Division AD BOX  http://www.sekaibunka.com/adbox

SEKAI BUNKA PUBLISHING INC.

2004 F 11 RENRI
Printed in November 2004






