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Design of Questionnaire

fm 7

Q-
o
5 Interviews & > 3 Types of Questions
\°
\\
eConducted interviews with 5 peop,kg@fl?h diverse eType 1 - Demographics and Segmentation-related
backgrounds (ages, educ@léh occupation, etc) eType 2 - Ei-for laptops as general
Q
eFormed the ’@a’éls for choosing attributes eType 3 - Bi - for two brands
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\’&\(\*\
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Part 1.1 Overview of Interviews ___
Most Mentioned Point
E‘ Consic?:ration

|
|
:
: Between 18-34 3 University Students
|
o

Ages of interviewees Occupation Price 5
86' OS limit 4
2 Employees N
e
<@ Performance 4
er
R
@ ’J;\ Battery 2
)
Education ‘<\0( -
%" Brands chosen Service 2
Background Q"
3 Mainland Chin(ré(\6 MacBook (Win installed) Reputation 2
THK & %{Q‘ MacBook; Dell-Alienware _
1 HIQ\&mpan Asus; Sony Design 2
. (\QT"\
e

Source: Details about the 5 interviews conducted by our team are in backup slides (page 32 to 34)



Part 1.2 Type 1 Questions

Demographics and Segmentatmn—related

7 Questions 4 Expected Segmentations

» What is your gender?

# 1 Overseas

» What is your age? © o0+
66( Segment 1: people who have overseas experiences
» Did you have any overseas experiences (eg. study, [©

X° Segment 2: people who do not have overseas experiences
work, etc.) y (\0\(\ J S P
» What is the brand of your laptop? D
& #2 0S choice
> What is the most important usage sc%@b of your laptop?
o’ Segment 1: people who have the experience of choosing a
> Have you ever chosen/nm‘\:hosen a laptop due to laptop due to the restriction of its operating system(s)

Q

Segment 2: people who do not have the experience of
the restrlctloQ,otht\s operating system(s)? ' heop g

choosing a laptop due to the restriction of its operating
> When xﬁq@ﬂ\%ose a laptop based on 0S, which 0S did you system(s)

choose? cecaase




Type 2 Questions

Ei - for laptops as general

8. RREIEEEEUTECARN, FEMATEREENRIM#HTTR, 30ARLTMEN, YRR
EUED)
Assume you are considering buying a laptop, please rate the attributes below on a -3 to +3 scale (-3 is
extremely undesirable, and +3 is extremely desirable)

BRI High Price

{0k Good Brand

igAhtER¢ Strong Performance
(RN High Portability
EEMEIT Great Design

{21 Long Battery Life
RAFRERATE Good comWQ
ST RIRS Eche‘]Led@erwce

® Questions of 8 attributes are asked in the survey
d-
N2
2
® Respondents are asked about desirability
of certain attributes about laptops in general

(without the impact of brands)




Type 3 Questions

Bi - for two brands

BRIBENZREE AR TEE, MU TSEITAN, 30 AT TAMZRBNXEELE, +
3G AEZEINNZSRERBXIENE (Please tell us what you think about Apple/Lenovo on these feature
s)

©

*9. FRYECANE (Please evaluate Apple accordingly)

A High rie 5 0 ¢ $ Respondents are asked to rate
BfFERTEE Good Brand “e °

BigkRYiEEE Strong Performance

SR o (658 the two brands on a scale of -3 to +3
BEERIRIT Great Design \(\"6

B B8R Long Battery Life ' Q

ERIF RS Good Compatibility \

BT RAES Excellent Service 6»\

Vo Unlike Ei questions that ask for desirability of attributes,
*10. BMBEEICA K (Please evaluate Lenovo accordingly) \S"

S High Price (\6- Bi questions ask for people’s acknowledgement on the
BiiFEYEEE Good Brand Q k@'

BiakayiEaE Strong Performance e , .

o :o:ab.l.wq/ N specific brand’s attributes

BREEMIgIT Great D

BISRM0R Lg@. y Life
BRIFY Good Compatibility

Eéi@ﬂﬂ?‘nulﬁ% Excellent Service .
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Articulation of Choices

What choices did we make? & How we made those choices?

eé’

Choice of 2 Choice of
Brands . ¢° Attributes
&N
) A\ A
S
\)&\(\0( _— 8 8 i )
S @)
Ol :
Ch%icekof Choice of
) ﬁ‘f_\ d Segments
*\(\ oduct

" Category



Choice of Product Category

HIGH-EFFORT ATTITUDE - HIGH MOTIVATION FOR INFORMATION ELABORATION

Problem Information Evaluation of Purchase Postpurchase
recognition Search alternatives decision behavior
7N\ N _/7- N\ e Z N N
? X Mo £ ,/7;%
\ q I‘\\ ] L \&— \¥)
L ) ) . Q\(\"« — a— —
M
AN
S sy n e
Technology changin \)&‘(\0( Availability of a large Preferences of customers
gy g cg/’d number of products nowadays
illi h ? , .
techr\llc\gllc;ng to%g’['?’rﬁurilents confusing the decision design, brand, energy efficiency,
) %@Q\ making low price, user-friendly, and
(\0;]\\(\ portability etc.

X




Part 2.2 Choice of Brands .

- Why Choosing Lenovo and Apple?

o Qe 2021
|:|Z|:I I 2021 Q1
; = Brands ) Q1Market
Both in Top 5 (market share) Both Popular Shipments Share
Lenovo ranks ?st while Both popular among studentS(qeé 20,401 24.3%
Apple ranks 4th in 2021 Q1 and working peopl%es
xS ) 19,237 22.9%
o0
E Vs @ 0
AN 12,946 15.4%
(9 - 2
3&\0( = S 6,692 8.0%
Similar Product Lines/, ¢© ~ Highest Share in their acer 5,837 7.0%
Price Layers (% designated 0S
y (}‘k 9 Others 18,868 22.5%
Similar producﬂ]ih%s and The highest market share in
d|ffere@1~b ice layers Windows and Mac OS as a brand Total 83,981 100.0%

Source: ¢ PC\S|;1pments Show Continued Strength in Q1 2021 Despite Component Shortages and Logistics Issues, According to IDC”, IDC Corporate USA, April 9, 2021
https://www.idc.com/getdoc.jsp?containerld=prUS47601721



Choice of Brands

.

Survey results show a good fit for our brand choice

Q: What is the brand of your laptop? (if you have more than one
laptop, please choose the brand you use most frequently)

7.36%

Q) -

039% — q
oY
7.36% (Q.g
. 38.76% xS
A
078% 7/ W\ A
116% | >
J (‘9
6.2%
S
6.59% ! 0,?}«
24.85@"0
CO-
M == (Apple) T B&1E (Lenovo) %’FJ‘((DeII,including Alienware) Il #7E7 (Microsoft) B /2t (Xiaomi)

M == (Samsung) #qm (AsUS) I EE (Acer) Hith

% (Hﬁ/b@i’?g\
A0
Others:\t 6\3\937’6), HASEE (1.16%), MSI (0.39%), Razer (0.39%)

Source: Survey, https://www.wjx.cn/report/151732009.aspx, password for access: 7002ateam10

lel 38.76% vs. 24.81%

Among all 13 brands, Apple takes up to 38.76%
while Lenovo ranks the second with 24.81%

&

63.57% of respondents are current users*
of Apple and Lenovo

m Less than 7%

All other 11 brands take less than 7% share

63.57%

* “current users” means that they have but may not only have Apple or
Lenovo laptops. In few cases, respondents might have both.



Choice of Segments

Th

Responde
with overseas exp

<
® Considered to be

pnce conscious il data$Gender..M.1..F.0.no.answer. &\ 82

choosing laptop
® More cost effecti

purchase Macbo

e Living in an envir @@@f rodes: 0 ‘i

culturally pe

call:

Im(formula = diff_overall ~ data$Gender..M.1..F.0.no.answer. +
data$Age + data$oversea..Yes.l..No.0. + factor(data$System) +
factor(data$os), data = data)

Residuals:
Min 1Q Median 3Q Max
-67.251 -9.771 -1.878 9.289 130.367

Coefficients: (1 not defined because of s1ngu1€gfﬁ$gs)
Estimate rror t value Pr(>|t])

(Intercept) -2.8063 5 2895 -0.531 0.59620
I3 2.8197 1.549 0.12260
da‘!’ahga \ 0 _7726A 2 030 0 357 0 72159
data$oversea..Yes.1..No. 02;‘ 12.8880 2.7171  4.743 3.52e-06 ***
Tactor(data}:Systena{% -2.269Y 2.98/3 -0./60 0.44805
0/3\?&

' 0.001 **** 0,01 *** 0,05 .7 0.1 ° "1

Residual standard error: 21.11 on 252 degrees of freedom
(RAMEE, 3MMEREMERT)

Multiple R-squared: 0.1275,  Adjusted R-squared: 0.1102

F-statistic: 7.364 on 5 and 252 DF, p-value: 1.834e-06

nent

spondents
Ls experience(46.9%;

e

ligh function/price ratio
1atters more

flore costly in Chinese
arket to purchase
Nacbook

enovo’s long-term & in-
epth cooperation with
usiness customers in
hinese market




pelfiZ] Choices of Preliminary Attributes

8 importance attributes derived from interview insights and outside research

Price / Brand / Performance / Portability / Design / Battery life / Compatibility / Service

¢ Insights from the interviews

Brand, price and perforomahc%were mentioned by all five respondents
One of the respondgm\g, a big fan of Apple, highlighted that Apple’s laptops had strong
endurance (bgttéﬁ/ life), especially after the introduction of the M1 chip
o Respon eh’%galso cared about the compatibility heavily, which is directly related to the OS
Iim@a’@r\%h of softwares and games
oo‘{A(bart from these, factors such as portability, design and after-sales service were considered
{\@(\' useful when purchasing a laptop



e Choices of Preliminary Actributes

Table 1. Laptop Attributes according to Importance Level ~ ® Reference to outside research

No Attribute Rating
; S Brﬂ“g‘ : o  We referred to a study on consumer

Creen »ize
3 Processor 2 (qeé' preferences for laptop. The attributes
4 VGA 6 c @ selected for the study were almost the
5 RAM Memory | . 0\\(\&
6 Hard disc 4 | v same as ours
g OEZratingWS}fst;m (%\, o o We also found that three of the top 5

t t

e \\"‘\(‘\0 attributes (RAM memory, processor, hard
9 Design 7 Y, P )

O\J
:(1) Elzﬂf?%@ i; disc) were considered to be parts of the
d S

0 1&\’<§Ehlnera 10 product performance

ktri. "A Study on Consumer Preference for Laptop Products using Conjoint Analysis and Cluster Analysis.", ijert.org, August 2017,
h/a-study-on-consumer-preference-for-laptop-products-using-conjoint-analysis-and-cluster-analysis-lJERTV61S080125. pdf



Analysis Based on
Fishbein’s Model

How we utilize the Fishbein‘'s model of attitudes?

[ © ) o) ;6@“66' 2 ) @

' ’
) &\‘6
Overview of Choices of - Compute .
i : Key findings
Survey attor@bu?es variables
Respondents o

ei: average ei of 5 attributes

cO
Information of survey C&\d Select 5 out of 8

respondents .00
p S

for each segment - Segment-specific findings
attributes of laptops - Attribute-specific findings

A bi: average bi of 5 attributes
0:!»‘ for each brand

Gt ) \_ )




FEUREHE Overview of Survey Respondents-

Gender Oversea experience Age
O
(9
e 18-25 79.1%
E XS 9
%
= - 33 N 26-35
57
; < 36-45
F 1% ,&\&\0 47% 53%
600/ 45+

¢ No ¢ Yes

@
0
° Sample&ﬁ\@=258
o S'ure@y‘platform: &2 (wjc.cn)
e

Source: Survey, https://www.wjx.cn/report/151732009.aspx, password for access: 7002ateam10



Selected 5 most-important attributes

WHY choose these 5 attributes?

v Price
® High relevance
v Brand 9
oBoth twoe@éﬁments give high ei score for these 4 attributes:
v
Performance goc@gbﬂand strong performance, long battery life and good
v Battery life W\ Qompatlblllty
og oo 'a,
v Compatlblllty \(\0(6\ oPrice is an important factor when considering purchase a
x—PGFt&biﬁW 00,’6‘)& laptop. However, due to the specificity of the model designed
x—Design (&\6 questions, it received a low ei score.
Q
err—v&@'
(\0‘*\(\ ® Sufficient information
(Cl o Fully reflect the general user attitude preferences towards

Apple and Lenovo.



Choices of Final Attributes

Selected 5 most-important attributes

call:

Im(formula = data$overall_lenovo ~ diff_price + diff_brand +
diff_per + diff_por + diff_desi + diff_batt + diff_compati +
diff_ser, data = data)

call:
Im(formula = data$overall_apple ~ diff_price + diff_brand + diff_per +
diff_por + diff_desi + diff_batt + diff_compati + diff_ser,

data = data)

Residuals: Residuals:
- : - Min 1Q Median 3Q Max
Min 1Q Median 3Q Max

65.233 -9.140 -0.191 6.225 51.581 ‘65-2%%6‘9-140 -0.191  6.225 51.581

Coefficients: (égﬁé% iC1entS:Estimate std. Error t value Pr(>|t])
Estimate Std. Error t value Pr(>|t|) : .

gmeo s g b uR o, (© Gneo SQM o8 R s

i price . . . .72e-05 *** 7 L — : — - ——

GiFf brand -0 3764 0 3984 -1 146 0 25783 \ S |diff_brand -1.37641  0.32841 -4.191 3.86e-05 **7|
|diff_per 0.5693 0.2742  2.077 0.03887 * _ \} 3};;_E§£ :8-3?3;3 8'52‘7‘32 :i'(b)ié 8;;;
e 0 btoe 02835 2330 0 0cen>) diff_desi  -0.33937  0.28354 -1.197  0.2325
diff_batt 0.3995 0.2559 1.561 O. diff_batt -0.60053 0.25589 -2.347 0.0197 *
diff_compati 0.2051 0.1796 1.142 469 diff_compati -0.79494 0.17962 -4.426 1.44e-05 *%%
diff_ser 0.8938 0.2874 3.1(93 0.00209 ** diff_ser -0.10618 0.28735 -0.370 0.7121
Signif. codes: 0 ‘**%’ 0.001 ‘(iagb.01 ‘¥ .0.05 ‘.7 0.1 “ ' 1 Signif. codes: 0 “#***’ 0,001 ‘**’ 0.01 ‘*’ 0.05 *.” 0.1 * 1

Q
Residual standard error (&6 on 249 degrees of freedom Residual standard error: 14.16 on 249 degrees of freedom
i, 3PREIIAS ) _ CEA A 3 ME R T)

Mu1t1p]e R-squared 4\ D.3883, Adjusted R-squared: 0.3687 Multiple R-squared: 0.4362, Adjusted R-squared: 0.4181
F-statistic: 1%\' on 8 and 249 DF, p-value: < 2.2e-16 F-statistic: 24.08 on 8 and 249 DF, p-value: < 2.2e-16

N
T



Overview

Part 3.3 Analysis using Fishbein’s Model .

Segment1: With Overseas Experience Segment2: Without Overseas Experience
Attitude Measurement : Apple
bi ei biei bi ei biei
|high price 2.007 -0.051 -0.103 high price 1.579 -0.653 =1.031
| good brand 2.387 2.168 5174 good brand .Qd < 1.942 1.893 3.676
strong performance 1.934 2.292 4.433 stro \ln'nance 1.545 2.273 3.512
long battery life 1.650 2.015 3.323 _‘@n Eattery life 1.132 2.140 2424
|lgood compatibility 0.029 1.810 00‘5'\0‘\\ good compatibility -0.050 2116 -0.105
overall ?}\ 2.881 overall 8.476
. (\(6\ Attitude Measurement: Lenovo
bi A\ \}V biei bi el biei
high price 0.358 (-,O’v -0.051 -0.018 high price 0.545 -0.653 -0.356
| good brand (1 o 2.168 2342 good brand 1.298 1.893 2.456
strong performance ‘\C\t?(\o‘ 1.350 2.292 3.095 strong performance 1.388 2.273 3.156
long battery Iife,"“(\ 0.927 2.015 1.868 long battery life 1.066 2140 2282
|good cot\naﬂ%lity 1.489 1.810 2.696 good compatibility 1.438 2116 3.042
overall 9.982 overall 10.579




Segment-specific Findings(r)

Consumers’ Attitudes differ drastically from different segments

Key Observation: Segment 1 prefers Apple over Lenovo, while Segment 2 prefers Lenovo over Appl

Segment1: With Overseas Experience Se nt2: Without Overseas Experience
Attitude Measurement : Apnjse .
bi ei biei A bi ei biei
@J

high price 2.007 -0.051 -0.103 | h%‘n ;xice 1.579 -0.653 -1.031
|lgood brand 2.387 2.168 5174, (\\(\ good brand 1.942 1.893 3.676
strong performance 1.934 2.292 o \4.4‘3‘Y‘ strong performance 1.545 2.273 3.512
long battery life 1.650 2.015 _ 6\ ‘3.323 long battery life 1.132 2.140 2424
|good compatibility 0.029 . k&ﬁe\ 0.053 good compatibility =0.050 2.116 -0.105
overall A \\““S\V 12.881 overall 8.476

\ (’,0/ Attitude Measurement: Lenovo

~A0Mbi ei biei bi ei biei
high price \0\ v 0.358 -0.051 -0.018 high price 0.545 -0.653 -0.356
lgood brand ’];(\6‘ g 1.080 2.168 2.342 good brand 1.298 1.893 2.456
stron b rmance 1.350 2.292 3.095 strong performance 1.388 2273 3.156
'\ﬁl} battery life 0.927 2.015 1.868 long battery life 1.066 2.140 2.282
\|\ |good compatibility 1.489 1.810 2.696 good compatibility 1.438 2116 3.042
overall 9.982 overall 10.579




Segment-specific Findings(2)

Observations on importance of attributes

Characteristics of two segments

ed-
o
segmenti: segment2: A Vv
- - o

with oversea without oversaa\g,\(\ difference

ei experience experience\
!a"
high price -0.051 L&) -0.653 0.602
S
| good brand 2.168) 1.893 0.275
O
strong performance 0O 2.292 2.273 0.019
\\J
long battery life ‘ q(\(')‘ 2.015 2.140 -0.126
05 2

| good compatibili;g\(\ 1.810 2.116 -0.305

W

Price sensitivity: Segment 2 is more
price sensitive than Segment 1
o People with overseas experiences
tend to come from relatively
wealthier backgrounds
Brand awareness: Segment1 has a
higher preference to purchase laptop
from big-name brands
o similar with price sensitivity
Compatibility requirement: Segment 2
has a higher demand on the
compatibility
o many schools/workplaces in
mainland lack access to
resources that is compatible with
all operating systems



Attribute-specific Findings (1)

Comparative Strengths and Weaknesses for Apple and Lenovo

Segment 1: With Segment 2:

: Both segments reached consensus

OVEISEas UL OVEEEE on the comparative strengths and

Experience Experience P 9
weaknesses for the two brands.

All respondents tend to believe that

high price 2.007 0.358 1579 0\@1@45 Apple laptops:
M
AN
good brand 2.387 1.080 6\1 1.298 e call for a higher price
strong "\(\0(
performance 1.934 é@@é 1.545 1.388 ® Dbelong to a better brand
. o © ® have stronger performance
long battery life 1.&5@0« 0.927 1.132 1.066
good ,L\(\@W ® have longer battery life
compatibig\q/:\(\ 0.029 1.489 -0.050 1.438 ® are worse in compatibility

{N@f}a? the larger number of the two brands is marked in dark red



Attribute-specific Findings(2)

Opil‘liOl‘lS tOWﬂl‘dS Appl€ and Lenovo across segments

Segment 1: With Segment 2: Without

Overseas Experience Overseas Experience

= - = -d
high price 2.007  0.358 1.650 1579  0.545 q,gg(

<
good brand  2.387 1.080 1.307 1.942 1.298 \0&6 0 644
strong (\
performance 1.934 1.350 0.584 1.5§ 6\ 1.388 0.157
I-ong battery "\(\
life 1.650  0.927 0. 723@0 1132 1.066 0.066
good 6 G
compatibility 0.029 1. 4&9 U} 1460  -0.050  1.438 -1.488
Overall ’L\(\'a' Apple
attitude(biei) 12’:&& 9.982 wins 8.476 10.579 Lenovo wins
f\\(\

*\,& ~

The difference between the scores given by
Segment 2 to the two brands is smaller.

Price: prefer basic products of the brand
Brand: lower degree of brand familiarity
Performance: less users of Apple in
proportion
Battery life: Apple’s strength in battery life is
not made aware

® Compatibility: similar across both segments

Preference of Lenovo over Apple in segment 2
® Mainly driven by Apple’s strong

disadvantage in compatibility
® Comparative advantages in brand image,
performance and battery life are not as

evident as in segment 1



Part 5.5 Findings from survey :

In an either-or situation, almost 65% of respondents would give up Mac OS

Q: Have you ever chosen/not chosen a laptop due Q: When you had to choose a laptop based on
to the restriction of its operating system(s)? 0S, which OS did you choose?

0%

(Qeé 0%
\(I\f“ﬁ 7 — 35.38%
No, \ (\°
49.61% — )
0‘9
64.62%
o)
’L‘\@(\ o ¢ i i
Q0 Mac OS (FEREH) Windows Linux Eiif

o
Note: I \%’pondent answered “yes” to the first question, then we direct the respondent to the second question. If the answer is “no”, the respondent will be
directed to the next part and skip the second question.



Key F inding from survey

Our ﬁnding is consistent with real-world market share

Global Notebook PC Market Share by Operating System e Our survey shows that almost 65% of

(Preliminary Results, % of Total Shipments) people would choose Windows and give up

Windows 73.0% 79. 6% 0\\(\&5 between the two.
Chrome 17.7% 13\)70

\(\ e Our finding is consistent with the fact the
MacOsS 8.4% 00/’6\)& 7'8% Windows captures almost 10 times more
Others Q@%Q 0.9% Global Notebook PC Market Share by
Totals ‘(\ 1,“6(\(}‘1 00.0% 100.0% Operating System
Source: “Stra ytlcs “Notebook PC Delivered Strong Q1 2021 as Hybrid Work Model Emerges”, May 13, 2021, https://news.strategyanalytics.com/press-releases/press-release-

details/2021/Strategy-AnalyticsNotebook-PC-Delivered-Strong-Q1-2021-as-Hybrid-Work-Model-Emerges/default.aspx




key Recommendations

for AFPLE




Key Recommendation #1 -

-(4)- Choose the communicating
source wisely: Adopt a localized
culture penetration strategy

Down-to-earth product marketing
& branding on Bilibili platform to
reach and please Gen Z
consumers

Behind the Mac

Deliver the message triggering
positive emotions

Launch a campaign targeting at Chinese
university students,

e.g., release Behind the Mac (Z(#Mac & 5 #7F)
commercial series starring freshmen during
back-to-school season and encourage students
to publish UGC



Key Recommendation #:2

Apple can promote more on batteries

Product Battery Life 2
4 Battery life is . VS.

important... n
Macbook Pro 20/21 hrs .‘
d-
€ Apple’s strength in
) 8( e U perform better e
Macbook Air 18 hrs Gt —¥ inbattery life oy e s not
XS
A
W . .
X1 Carbon 19.5 hrs 3 ©Comparative Message: Invite - Targeted advertise on
@,\)"\(\0 KOLs to do the evaluation in bat’[el’y battery life to customers who
X1 nano &3@@’}“5 life to compare apple with other do not have oversea
0‘ k’é"(\ brands nvnnri@nce
L \\\: i D)
Xiaoxin Ffrg 16° 14.1 hrs VLTS
A o
» a\\‘f‘

\

Source: https://www.apple.com/hk/mac/, https://item.jd.com/10031056034682.html, https://tech.sina.com.cn/roll/2020-05-21/doc-iirczymk2756900.shtml,
https://tk.lenovo.com.cn/product/1019246.html


https://www.apple.com/hk/mac/
https://item.jd.com/10031056034682.html
https://tech.sina.com.cn/roll/2020-05-21/doc-iirczymk2756900.shtml
https://tk.lenovo.com.cn/product/1019246.html

\"/
@ Apple’s fan community

® Recommendation of accessories
® Skills of using Macbook
® Comments on product
® Hidden function © :
2
o
Shorten I'fological distance
and meet symbolic needs
\\

2
People who have @ C .
overseas experiences  .o"° ampaigns

have a better 306

impression on g@ale ® Fan party: share internal stories and
oveal interact with fans
(\0:5 ® Exhibition of artist consumers’ work

{9

Key Recommendation #3

Make them more loyal



Key Recommendation #4

44% THRPAMEECH “WMAR” METHE

Customer education of double operating systems
Optimize the compatibility

MactZ#&EWindowsH AR,

mBootCamp w Nl mRILFAE

Mere Exposure Effect

- Last finding shows 65% people prefer Windows over Mac OS

A -
- Windows captured t@e\\%ajor market share by operating system
(@°
S

Apple can focus on B2B rather than only on B2C
to increase market share

o"\\o(
2 X & c®” eg. cooperating with companies or schools to provide the special discounts/free
For double operating sygtea% tutorials for Mac system using
o 44% female MQQ &?Smers are confused Instead of focusing on establishing strategic partnership with large corporations
e 10% mgle(@écustomers are confused in China, to compete with Lenovo in the laptop market, Apple could collaborate
\|\\®’ with SMEs (Small and Middle-sized enterprises) instead.

(https://www.pingwest.com/a/52011) https://www.cnbeta.com/articles/tech/1208891.htm



https://www.cnbeta.com/articles/tech/1208891.htm
https://www.pingwest.com/a/52011

RSN Limitations and Future Research

#1 Lack of representation in our survey samples
® The results may not be very representative to the mass market (Age & Gender)
#2 More inclusive for future survey questions

® For future research, we can ask media—rela&gd/personal lifestyle questions to get more
insights on advertising channels, etc (@58

Current brand-female \ (\ B Current brand-Male
A
6’ylac: SHBAPSEASH, AMMAEERE
&\\0( | , /
X =21]
. _— Apple

-9 .z \

=i
u I {Samsung) = L MR RS B o o o i
1 (e N = 53] (ASUS) = %35 (Acer) - Hdh DA - it ‘ i
Fd ‘*ﬂ? = i § (Microsoft) u @5 (Dell, ncluding Alienware) : ‘I: v;"lpiil B A
= £ 4! {Lenovo) m L (Apple ’ ;:f ; . :

from the survey (https://www.pingwest.com/a/52011) from the survey



https://www.pingwest.com/a/52011

“"ThankYou
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Part 1 - Design of Questionnaire
Overview of five interviews

0 )L
‘k__'é ““\ |
Master Student in Tokyo University PhD Student in PKU
_ Age25Male Age 24 Male
Bachelor’'s (CUHK-Chinese Literature) “eé' Bachelor's (PKU-Physics)
\¢
Of course, Apple product! : (ege
You may think MBP's price is high, but it keep§0“<\‘ Sony the best! (z e xixi)
high performance for at least 5 yearg\ A | love all products of Sony brand.
Student’'s warranty: free for 3 years oféqoBlecare! It has great word of mouth,
Outstanding battery for whole gay'courses. wonderful design and considerable price.
Compatibility: Linkage with @tﬁ%}r Apple devices. If one word can be picked to describe we
Great Portability %(\d 88 for security! Sony user, it's “Royalty”!
How to describe th%@leglgn and performance? It's You say MacBook? No! | want to play
Cyberpunk's ch&%e! | also installed Windows in many games and they cannot be
M ok! No worry about OS limit! launched in MacOS!
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Manager (Big 4 CPA Shanghai) Undergraduate Student in one first-tier

Age 34 Male University in Mainland
Bachelor’s (Project 211 University-Stats) “86' Age 18 Female
ge( Major in Animation
<
L
| choose Dell-Alienware. (\0.\ | choose Asus because | do not have
It's expensive for its reputation a AN large budget to afford high price.
luxury in laptops and best CPU@. | must have comprehensive
| hate MacBook because ofihe 0S consideration containing price,
limit. o’ performance, warranty, weight...
| do not think ma{@3nd China has MacOS? Too many software are
Mac%eﬂ%nvironment. needed in my animation major! Unity,
AQ Maya, ZB, AE... maybe some have OS
oF limit.
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Analyst (IBD-HK)
Age 30 Female
Bachelor's (HKU-FINA)
Master's(LSE-FINA)

e
oS® | choose MacBook.
\(\&5 < Most of classmates used MBP in
(’\0.\ university so | tried it. Then | never want to
A\ use Windows, but it is needed in working.
(9 | love its battery capacity: | can use it for 9

hours in class or watch videos for a long
time on bed or sofa without charging it.
, | think Apple Store has fascinating service.
el If it has any disadvantage, it could only be
its price.




call:
Im(formula = datal$overall_apple ~ diffl_price + diffl_brand +
diffl_per + diffl_por + diffl_desi + diffl_batt + diffl_compati +

diffl_ser, data = datal)
Residuals:

Min 1Q Median 3Q Max
-29.972 -8.482 -0.742 6.425 49.451

Coefficients:

Oversea-1

call:
Im(formula = datal$overall_lenovo ~ diffl_price + diffl_brand +
diffl_per + diffl_por + diffl_desi + diffl_batt + diffl_compati +

diffl_ser, data = datal)
*
Residuals:
Min 1q Median 3Q Max
-29.972 -8.482 -0.742 6.425 49.451

Coefficients:

Estimate Std. Error t value Pr(>|[t]) Estimate Std. Error t value Pr(>|t|)
(Intercept)  23.14997  1.84385 12.555 < 2e-16 *** (Intercept)  23.1500 1.8438 12.555 < 2e-16 *w+
diffl_price 1.20026 0.29704  4.041 9.13e-05 ##** diffl_price 0.2003 0.2970 0.674 0.501410
diffl_brand -0.48381  0.38591 -1.254 0.21224 diffl_brand  -1.4838 0.3859 -3.845 0.000189 ***
diffl_per 0.46109 0.31623  1.458 0.14726 diffl_per -0.5389 0.3162 -1.704 0.090774 .
diffl_por 0.79463 0.25316  3.139 0.00211 ** diffl_por -0.2054 0.2532 -0.811 0.418748
diffl _desi 0.46100  0.31519  1.463 0.14604 diffl_desi -0.5390 0.3152 -1.710 0.089676 .
diffl_batt 0.08552 0.30345 0.282 0.77854 diffl batt ~0.9145 0.3034 -3.014 0.003113 **
diffl_compati 0.,38577 0.21473  1.797 0.07476 . diffl:compat'i -0.6142 0.2147 -2.861 0.004941 **
diffl_ser 0.92720  0.33549  2.764 0.00656 ** diffl_ser -0.0728 0.3355 -0.217 0.828564
Signif. codes: 0 ‘*#**' 0,001 ***' 0,01 **' 0.05 *.” 0.1 * * 1 \Aqgé»ff' codes: 0 ‘**%' 0.001 ‘**' 0.01 ‘*' 0.05 ‘.’ 0.1 * ' 1
= Lenovo
<~ . |9
call:
call: ) ] ) \<‘§5 Tm(formula = dataO$overall_Tlenovo ~ diffO_price + diffO_brand +
Im(formula = dataO$overall_apple ~ diffO_price + diffO_brand + Q‘CX‘ diffO_per + diffO_por + diffO_desi + diffO_batt + diffO_compati +
diffO_per + diffO_por + diffO_desi + diffO_batt + diffO_comp i-( - diffO_ser, data = data0)
diffO_ser, data = data0) \‘
. > Residuals:
Residuals: ) (QS\ Min 1Q Median 30 Max
Min 1o Median 3qQ Max \(\0 -63.630 -8.693 -0.905 8.906 44.370
-63.630 -8.693 -0.905 8.906 44.370 "’

oV

Coefficients:

(Intercept) 18.63035 1.99076 5 le-15 ==
diff0_price 0.76129 0.37006 éz. 57 0.0420 *
diffO_brand -0.50467 0.5 -0.862 0.3906
diffO_per 1.07699 11/ 4" 1.989 0.0492 =
diff0_por 0.05661 261059 0.093 0.9263
diffO_desi 1.10 0‘<\ 0.59835 1.845 0.0677 .
diff0_batt 1 €§ 0.48992 2.319 0.0222 *
diffO_compat'ﬁ‘Q} 383 0.33987 -0.570 0.5696
diffO_ser \¥\ 0.81512 0.53068 1.536 0.1274
Ssignif. codes: 0 “***’ (0.001 ‘**’ 0.01 ‘*’ 0.05 °.

<>/
Estimate std. Error t valu PS%>|t|)

0.1°

Oversea-0

1

Coefficients:

Estimate Std. Error t value Pr(>|t]|)
(Intercept) 18.63035 1.99076  9.358 le-15 *
diffO_price -0.23871 0.37006 -0.645 0.520221
diffO_brand -1.50467 0.58561 -2.569 0.011501 =
diff0o_per 0.07699 0.54154 0.142 0.887209
diffO_por -0.94339 0.61059 -1.545 0.125159
diffo_desi 0.10400 0.59835 0.174 0.862328
diffO_batt 0.13631 0.48992 0.278 0.781342
diffO_compati -1.19383 0.33987 -3.513 0.000641 **=*
diffO_ser -0.18488 0.53068 -0.348 0.728208
Signif. codes: 0 ‘***’ 0.001 ‘**’ 0.01 ‘*’ 0.05 “.” 0.1 “ " 1





