Annex A 

HWM Singapore Readership Survey 2008

The eventual sample size of 1,017 is based on a ratio of 13 BDMi database respondents for every 12 HWM subscribers surveyed.
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When asked which sections in HWM do our respondents read, skim through or skip, more than 80% of the respondents read Gear and the Reviews section in thorough detail. It is apparent that what our reviewers think of products matter a lot. About 70% of them read the Shootouts and Features thoroughly while 65% enjoy our Tech Guides (How-to sections) – highlighting the significance HWM readers place on the predictions, analysis and findings given by the HWM editorial crew.
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Of course, when asked if the various Gold, Silver, Platinum, Best Performance and Best Value awards given in the reviews and shootouts in HWM have any impact whatsoever on respondent purchasing decisions, 53% said ‘Probably’, as they would want to read the review thoroughly first even if there's an Award. 28% said ‘Definitely’ (ie. the Award is the deciding factor for them) while 17% said ‘Maybe’ as they would do further comparisons to make sure.
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When asked what tech products they read about the most, 88.4% of respondents highlighted mobile phones and PDAs as the top topic of interest, followed by notebooks, cameras, storage devices, networking, components, portable audio players and TVs. 
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The independent survey also delved deeper by asking respondents on the brand favorites of different products they currently use or intend to buy with reason. More importantly, they were asked to tell us some tech products they're actively using at home. For instance, the chart on the right shows the various screen sizes of LCD TVs our respondents have. 43.6% of them are on 32" sizes while 25.6% of them are watching their shows on 42" HDTVs.
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The survey also allowed us to understand if HWM readers have fully embraced the HD bandwagon after numerous features, shootouts and articles on high-definition. The research firm asked them what sort of HD resolution they watch their HD programs on regularly. Most of the readers (38.8%) watch 1080i programs regularly compared to 18.1% who watch 720p shows. 31% of the readers are currently on the Full HD (1080p) track, showing a positive sign in the move towards Full HD adoption.
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When it comes to buying tech products, 79% of respondents still frequent Sim Lim Square. 77% do shop at the quarterly tech shows happening at either Suntec City or Singapore Expo, while 61% shop at Funan. Among the consumer electronics stores, Harvey Norman seems to be the top favorite (41%), followed by Best Denki (40%), Courts (25.8%) and Audio House (12.5%). 

One initiative born out of this survey is PlayTest, a meet-and-greet session organized by the Hardware Zone editorial teams to talk trends and answer pre-purchase questions readers might have prior to a trade show/tech bazaar happening around the corner.
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When asked a series of questions to better profile their lifestyles, the research firm found the following facts: 83.6% of HWM readers own more than one credit card, nearly 50% own a high-definition TV, 43.5% is on a frequent flyer program and potentially, up to 58.9% of respondents own a car. While only 18.2% own a high-definition player, it is definitely a sign that readers are either waiting for the Blu-ray/HD-DVD war to end or would like to see better (or cheaper) Blu-ray players out there. However, there is no denying the affluent lifestyle the HWM reader aspires to or has already achieved beyond just technology adoption itself.

The above results offer just a glimpse of some of the results from the independent survey conducted by BDMi over the Q1 2008 period. Other results, such as brand ownership, brand switching intent, HWM's positioning compared to other technology magazines and further psychographic profiles will be studied internally by the Hardware Zone team.

Some general profile findings from the survey are:


92% of respondents surveyed are male.


40% of respondents are in the 30-39 age group while 28% are under the 20-29 age group.


61% of respondents are married. Although a third of the married respondents do not have children, 28% have a child aged 5 or below, 23% have a child aged 6-12 and 16% have children aged 13 and up. This shows that while a third of married respondents have no children, nearly 51% of them have at least a child aged 12 or below.


48% of respondents own a Degree, with 28% owning a Diploma. 12% own a Masters.


36% of respondents are in Executive positions, followed by 26% in General Managerial positions. 15% fall under Administrative/Support while 11% are Top Managers.


31% of respondents earn S$2500-S$4000 a month. 42% earn more than S$4000 a month.


While it's no surprise when 49% respondents work in the Technology sector, 14% work in Banking and Finance, while nearly 18% are in Healthcare and Education sectors.


90% of respondents have read HWM Singapore. Of these, over 42% of them have been reading HWM for more than 2 years. 84% of respondents say they read HWM Singapore every month.  


60% of the married respondents reside in 4- or 5-room HDB apartments, with 16% living in private condos and 13% in landed properties.


53% of respondents are currently wired via StarHub Cable while 46% are on SingNet ADSL.


46% of respondents are on the SingTel mobile network while StarHub and M1 are hovering at around 27% each.


Besides voice calls and SMS, the most popular activities respondents do with their mobile phones are shoot photos (46%), listen to music (41%) and Wi-Fi web surf (32%).
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