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FOR IMMEDIATE RELEASE

SURVEY CONFIRMS CHINESE LANGUAGE MEDIA IS THE MOST EFFECTIVE WAY TO REACH THE FAST-GROWING AND AFFLUENT CHINESE AMERICAN CONSUMER MARKET 

Research results confirm World Journal as the top media outlet for reaching the Chinese-speaking community
The World Journal, the nation’s most influential Chinese language media, announces the results of a Chinese American Media Consumption and Purchasing Behavior Survey fielded by Interviewing Service of America that reveals exciting insights for marketers. 
Study Overview

In 2006, Interviewing Service of America conducted interviews with Chinese adults, 18 or older, who speak and read Chinese in New York, Los Angeles and San Francisco.  Each participant was asked about his or her views on media consumption and purchasing behavior in various categories.
Media Consumption 
In the three key markets sampled, the study found that 93% of the Chinese speaking community reads Chinese language newspapers. Of those, 83% had read World Journal in the past 6 months, with most (74%) reading the paper on a regular basis – at least once a week. 
The study also found Chinese Americans to be internet savvy.  Two-thirds are online and 60% of them have made at least one purchase online in the past year. More than one-third is likely to make online purchases within the next 3 months. 
Effectiveness of Advertising

Chinese consumers are more likely to notice or read an ad written in Chinese and more likely to be influenced by ads in Chinese language media, newspapers in particular, when making purchasing decisions. World Journal readers responded more positively than non-regular World Journal readers towards advertising and media in Chinese. 
Purchasing Behavior and Attitudes
The study surveyed consumers about many industry categories including domestic travel, insurance, entertainment and expected retail purchases within the next year.  Some highlights of the study included the fact that 96% of Chinese Americans have some kind of insurance, 83% have medical insurance, 83% have auto insurance and 64% have homeowners insurance.
According to the study, over three-quarters of Chinese consumers shop in mainstream supermarkets and over half at drugstores and pharmacies for their groceries/toiletries.  Over a third indicated that they would be more likely to shop at mainstream supermarkets if they carried more Asian food products. 
In the next year, Chinese American consumers have the most interest in purchasing clothing/apparel, followed by shoes/athletic shoes, skin care products, cosmetics and mobile phones.  World Journal readers were also more likely to purchase most categories than non-regular World Journal readers especially in the categories of men’s wear and consumer electronics.
Demographics

On average, Chinese Americans are approximately 48 years old, married (83%) and financially secure:  two-thirds are employed, more than half have a bachelor degree or a higher education degree, and the average income is $73,500.  While the majority of the population speaks Mandarin, World Journal readers are more likely than non-readers to speak this dialect (77% versus 42%).  

 “To celebrate World Journal’s 30th anniversary, and respond to the need for more quantitative data about our community, we took the lead to invest in this survey,” said Tina Lee, Executive Vice President of the World Journal. “World Journal has always been partnering with businesses, non-profits and government to effectively reach the Chinese American market, and we are committed to continuing and expanding this partnership.  Chinese Americans are affluent and active shoppers but this is still a largely untapped market.  The study clearly demonstrates that Chinese consumers are more attuned to Chinese language media, and that World Journal is the most effective media outlet to reach these consumers.” 
###

About World Journal

World Journal, the largest Chinese daily newspaper in North America, has been dedicated to providing its readers with the fastest most reliable news coverage and continuous advancements in content, technology and service.  One of the few U.S. daily newspapers distributed on a national basis, World Journal is published by independent operations in New York, Los Angeles, San Francisco, Chicago, Dallas, Vancouver and Toronto and distributed throughout North America. 
About Interviewing Service of America

Interviewing Service of America, Inc., is the largest and most experienced multi-cultural telephone data collection and data processing company in the US. ISA has conducted multi-cultural, in-language research for many large corporations and institutions.

