2003 Business IDN Study — Asia

Study Description: Quantitative study of 300 participants to define target market
profiles for interest in Internationalized Domain Name (IDN) products and provide
information on purchase drivers.

Products in Study: IDN

Key Findings:
Awareness and Ownership
Purchase Drivers

Other Useful Studies involving market research in Asia:
2003 Business Market Study — Asia

2003 Consumer Navigation Study — Asia

2003 IDN Registrant Profile Study — US and Asia

Awareness and Ownership

Domain name ownership is high among respondents. All Korean respondents had at least
one domain name; two-thirds of Chinese business have a domain or intend to buy one
within the next year.

China
in=14a0}
Gt g k- 104
5%
0%
WY Mean
Adjusted)*
- (Adj )
A3
205 1 Bt

% of businezzes

15% 1

107
5% geg

S H H M
o+
0% RS 154
; N | r—il_.,.m )
H ] T &

%%

n 1 3 4 4 10

Ex=t. ¥ darmain name s onked




Korea

% of huzinesses

B

RS

25

20

156%

1%

S

U9

(=152

Mean
(Adjusted)*

1.74

Eoo& 10 1% 18 1% XF 40 B0 100

ezt # of damain hames onned




Types of Domains Owned

China

n=150
[ I ML.ASCII (9%)
B Other (81%)

75 difleences are stateticaly significant af the S0 confidence level

Korea
n=152

[ I ML.ASCII (6%)
B Other (94%)

8 difleences are stateticaly significant af the S0 confidence level

Awareness

Both China and Korea have low awareness of IDN products.



China

ASCILcom T2%
ASCIlLen a9
ML .com 27%
[ 2% ans 6% i

% who are "Completel v or"Very" Familiar

Korea
ASCIL com T3%
ASCILEr 63%
ML.com 15%
5% 205 ﬂ.l.'ll‘-l- 11 #id

% who are "Completely” or*Very™ Familiar

How to Use these Results:

e Launch a public relations program to raise the awareness of IDNs in the market.

e Educate customers that IDNs function like any other domain name; create and
promote a demonstration to this effect.

e Promote the value representing your brand in the local language character set



Purchase Drivers

In both China and Korea, the ISPs, registrars, and web hosts are the primary influencers

over the purchase process.
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Role of Email
Matching E-mail addresses are considered a necessity in China, particularly among
privately owned companies.
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Muost Important Reasons to Buy
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Most Important Reasons NOT to Buy
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How to Use these Results:

= Target China and Korea for IDN marketing. These markets find IDNs appealing
because they are easy to recall.

= Partner with ISPs, registrars, and web hosts, the key influencers for both China
and Korea, to promote IDN and domain name sales. China appears to rely more
heavily on ISPs than Korea. Korea appears to rely more heavily on Registrars.

= Educate customers about the i-Nav™ plug-in and its email functionality. The
ability to have a matching e-mail account is very important in China, and
especially so among privately-owned companies.
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