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About this report
Focusing on cities in pursuit of the ideal collaboration for a better future

Climate change, war and conflicts, and disparity are just some of the on-going
factors that threaten peace and order in our society, and there is growing
concern that social segregation and the division among people will further
accelerate. In order to overcome the crisis we face and to build a better future
together, it becomes critical for every individual to embrace these issues on a
personal level and join forces to change society.

Based on the recognition of such challenges, this survey was designed with the
following perspective.

1. We called people who engage in activities that may bring about change in
society and in the future as “changemakers” and positioned them at the core
of our analysis. We paid particular attention to the young generation, who will
be living the future and will have a longer and direct involvement with the
days to come.

. We focused on cities as a familiar community unit where changemakers could
actually take action with ease. International-scale events held in cities become
an opportunity to globally share a new paradigm. Based on such expectations,
we chose five cities as our survey area: Tokyo and Osaka from Japan, Paris
from France, and Beijing and Shanghai from China.

Based on the results of the survey, this report summarized...

In Chapter I, how many changemakers there are in each city and what sort of
changes come about when they actually take action. We also surveyed what kind
of image people from each city have towards changemakers.

In Chapter Il, we focused on the ideal social change as the theme, and we tried to
identify what kind of collaboration is expected to bring about social change in the
future.

In Chapter llI, the theme was the role corporations are expected to fulfill, and we
unraveled the expectations people have about collaborating with companies and
the image they have towards businesses that are making a mark as a leader in
bringing about change.

We hope that the findings and insight gained from this survey will help promote
collaboration between people that go beyond generations or alignments,
overcome divides, and create a better future.

Changemaker Project Team
Dentsu Institue / Dentsu Global Business Center
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Outline of the Survey
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Cities surveyed: Tokyo, Osaka, Paris, Beijing, Shanghai
Survey period: Tokyo, Osaka: 19 - 22 August, 2022
Paris, Beijing, Shanghai: 25 August - 9 September, 2022
Survey method: Internet survey
Respondents: Male/female age 18 - 69 (including students)
Samples collected: 2,000 in each city (200 from each gender and age)
Total 10,000 samples

In cooperation with: Dentsu Macromill Insight Inc.
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Survey Content and Perspective for Analysis
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- Awareness of social issues By city

- Awareness of the relationship between Inter-city comparative analysis in Tokyo/Osaka,
people and society Paris, and Beijing/Shanghai

 Participation in activities that would benefit By generation
society and the future Age groups were categorized as follows:

- Awareness of ‘changemakers’ - Generation Z [Age 18 - 25]

- Perceptions and expectations towards - Millenials [Age 26 - 42]
companies’ sustainability efforts - Generation X and older [Age 43 and older]

By engagement in social activity

See Chapter | for specific definition

% There are different views regarding the categorizations, but this survey has set
the above definition for the purpose of panel classification.
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Chapter I
Changemakers

*In this survey, “Changemakers” are defined as those who "engage in activities that would benefit
society and the future.”



Rate of engaging in activities that would benefit society and the future

Tokyo/Osaka Paris Beijing/Shanghai

190« 66.1% 76.6%

[Base: All respondents]

Method of calculating rate of engaging in activities

Those who responded that they ‘took the lead in taking action and encouraged others to join in’ or they ‘regularly participated or engaged in activities, and
communicated information’.

+Collecting signatures on line or off *Organizing or participating in events themed on social issues

+Donating money or items (including cloud funding) (including film festivals, parades and live concerts)

-Expressing one’s will on social media, such as hash tags (#) «Purchase/use of products that have low environmental burden

*Volunteer activities Purchase/use of products that support fair trade, human rights, and protection of animals
*Expressing one’s will by boycotting certain products *Belonging to a group or team that engages in social activities

«Participation in demonstrations or protests (only for respondents in Tokyo/Osaka)



Social Issues that require fundamental improvement
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Social issues that require improvement differ among cities.

In Tokyo/Osaka the top issues are related to labor and economy, such as work conditions, poverty, or economic disparity. Compared to other generation groups,
Generation Z (18 - 25 years old) tend to show higher interest in issues that directly influence their lifestyles, such as work conditions and child care support.

On the other hand, in Paris as well as in Beijing/Shanghai, interest centered on environmental issues, such as air pollution and water shortage/pollution.

Social issues that require fundamental improvement “Top 10 responses in each country
Tokyo/Osaka (%) Paris (%) Beijing/Shanghai (%)
AL Goneraton A Gerertiont. A Generatond
(n=4000) (n=397) (n=2000) (n=290) (n=4000) (n=456)
1st  War/conflicts 52.7 42.8 1st  Poverty 519  59.7 1st  Air pollution 36.4 377
2nd  Work conditions 42.2 47.4 2nd  Air pollution 50.4 55.2 2nd Water shortage/pollution 34.6 36.0
3rd  Poverty 42.0 40.3 3rd War/conflicts 487 472 3rd Preservation of ecosytem 32.8 34.0
4th  Economic disparity 41.8  39.0 4th ~ Water shortage/pollution 485 47.6 4th  Climate change 3.2 32.2
5th ~ Medical system 40.1 307 5th  Climate change 449 479 5th  Forest conservation 311 298
6th Childcare support 371  41.6 6th  Starvation 43.1 50.0 6th  Medical system 31.0 289
7th Response to climate change 359 23.4 7th  Medical system 428 397 7th  Marine conservation 30.1 30.0
8th  Care and support of the elderly  35.4 24.7 8th  Forest conservation 399 393 8th  War/conflicts 29.0 327
9th  Discrimination 35.4 370 9th  Marine conservation 39.8 421 9th  Economic disparity 279 327
10th  Air pollution 34.8 24.2 10th Education system 39.6 43.8 10th Protection of animals 27.7 311
Q: Of the following social issues, choose all issues that you think require basic improvement in order to create a better society and future. (MA) [Category] Orange: humanity & society/ Green: nature & environment
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Rate of engaging in activities that would benefit society and the future
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The rate of people who engage in activities that would benefit society and the future (*) were 19% in Tokyo/Osaka, 66 per cent in Paris, and 77% in Beijing/Shanghai.
In Tokyo/Osaka the rate of participation in social activities is lower compared to other cities. By generation, younger people tend to score higher, with 28% among
Generation Z as opposed to 17% among Generation X and older (age 43 or older). Generation Z are said to have high interest in social issues, in fact, there are many
who actually take action. Other cities also share the same trend of having a higher rate of social activities involvement among Generation Z.

Rate of engaging in activities that would benefit society and the future

Tokyo/Osaka Paris Beijing/Shanghai

n= (%) n= (%) n= (%)
All 4000 m All 2000 “ All 4000 76.6
m;g‘;?[‘i&l}s 1419 KW m;gg;‘[‘ggs 685 69.3 m;gg?[‘i‘l"zgs 1495 82.3
azgsggzidogdl(r]and older 715, FUR [(i:?czgg':idoor:di(r?nd older  qgo5 “ gzgﬁgiﬁidogdi(r]and older  5g49 70.7

(*) Those who engage in activities that would benefit society and the future
Those who responded that they ‘took the lead in taking action and encourage others to join in” or they ‘regularly participate or engage in activities, and communicate information’.

* Collecting signatures on line or off + Organizing or participating in events themed on social issues (including film festivals, parades and live concerts)
= Donating money or items (including cloud funding) « Purchase/use of products that have low environmental burden

* Expressing one’s will on social media, such as hash tags (#)  Purchase/use of products that support fair trade, human rights, and protection of animals

« Volunteer activities * Belonging to a group or team that engages in social activities

« Expressing one’s will by boycotting certain products * Participation in demonstrations or protests (only for respondents in Tokyo/Osaka)

Q: Do you engage in any activities that would benefit society and the future, such as the following? Give the closest response. (SA)
A
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Specific activities that would benefit society and the future
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In every city surveyed, the top responses were sustainability-related actions, such as purchasing or using products that have low environmental burden or products that support fair trade,
human rights, and protection of animals. In Paris and Beijing/Shanghai, ‘expressing one’s will by boycotting certain products’ was also relatively high. It suggests consumer awareness of issues
when buying products. Generation Z in Tokyo/Osaka shows more people engaged in new style activities, such as ‘organizing or participating in events themed on social issues”. Or ‘expressing
one’s will on social media’.

[Base: Active respondents who engage in any activity that would benefit society and the future ]

*The scores are based on how many responded to each action in which they either ‘took the lead and encouraged others
to join in” or ‘regularly participated or engaged in, and communicated information’.

Paris

Tokyo/Osaka Beijing/Shanghai

B Active respondents (n=759)  Active Generation Z (n=109) B Active respondents(n=1322) Active Generation Z (n=223) B Active respondents (n=3062) Active Generation Z (n=382)

(%) (%)
Purchase/use of products that Purchase/use of products that m

Donating money or items

have low environmental burden 471 have low environmental burden 56.8
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Purchase/use of products that
support fair trade,human rights,

43.0

Donating money or items

54.9

have low environmental burden 33.0 and protection of animals 41.3 48.7
Purchase/use of products that E . -
. . : xpressing one’s will by iviti
support fair trade,human rights, . . Volunteer activities
and protection of animals 29.4 boycotting certain products 43.0 53.7
Purchase/use of products that _
Volunteer activities 3 Volunteer activities support fair trade,human rights, 98
: : and protection of animals -
Expressing one’s will by -m . . Belonging to a group or team that
boycotting certain products 18.3 Donating money or items 30.9 engages in ocial activities 45.5
Belonging to a group or team that -m . . . Organizing or participating in
engages in ocial activities 21.1 Collecting signatures on line or off 32.3 events themed on social issues L4.2
Organizing or participating in Expressing one’s will on social Expressing one’s will by
events themed on social issues 275 media, such as hash tags (#) 32.7 boycotting certain products 41.1
Collecting signatures on line or off | 15.9] Organizing or participating in Expressing one’s will on social
22.0 events themed on social issues 29.6 media, such as hash tags (#) 40.6
Expressing one’s will on social Belonging to a group or team that . . .
media, such as hash tags (#) 25.7 engages in ocial activities 24.2 Collecting signatures on line or off 39.0

articipation in demonstrations or m Participation in demonstrations or Participation in demonstrations or 0.0
protests 15.6 protests 17.0 protests 0.0

Q: Do you engage in any activities that would benefit society and the future, such as the following? Give the closest response. (SA)
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Profile of Generation Z changemakers (active respondents) in Tokyo/Osaka
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Annual household income Occupation
B Generation Z (n=397) Active Generation Z (n=109)
Income H Income M Income L Unknown / 459 N . .
(¥10m+) (70D (Under ¥4m) Nno answer 408 Generation Z scores sorted from high to low

(%)

116101 13101 106 73 91 83

Generation Z 43.8 53 55 43 46 ,g 37 18 18

08 gg 03 09 1518

n=
109 m 25.7 Student Company Company  Part-time/ Parttime/ Unemployed Housewife Publicofficial Freelance Self-employed Business Other

Active Generation Z 38.5 employee  employee  temporary  temporary (househusband) owner/

(administrative) (technical) board member

Awareness and perceptions B GenerationZ (n=397)

Active Generation Z (n=109) Work that takes into I want a job with more income, even The world will change for the Even if each individual would
(%) consideration social contribution if it doesn’t lead to social better if each individual would think and act, the world will not
. is more important than income contribution think and act change much
want to do something good
. 99 n= (%) (%)
for society. 72.5
Generation Z 397 62.2 43.6
| have been educated in 34.3
international amlty. /A7 1] Acti
ctive
GenerationZ 107 42.2 64.2 35.8
I'actively sgek friendship with B Close to A (close or rather close to A total) / Close to B (close or rather close to B total)
people of different cultures. 54.1

*Values obtained by adding the responses, ‘I fully agree’ and ‘I tend to agree’
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Image of a ‘changemaker’

Tokyo/Osaka

| want to be involved

Generation Z (age 18-25) Millennials (age 26-42) Generation X and older

(age 43 and older)

98.4% 49.0% 41.0%

[Base: Respondents in Tokyo/Osaka)

‘Changemakers’ are defined as those who ‘engage in activities that would benefit society and the future’ in this survey.

12



Connection with changemakers in Tokyo/Osaka
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The younger generations have a higher rate of having changemakers around them.

In Tokyo/Osaka 28.5 percent of Generation Z respondents have some kind of connection with people who is engaged in volunteer activities, whereas the rate is a little below 20 per
cent among Generation X or older respondents. There are quite a few activities where Generation Z scored about twice as higher than the Generation X and older group, such as
collecting signatures, expressing one’s will through social media, express one’s will by boycotting certain products, and involvement in events themed on social issues. Also, we can
see that changemakers among Generation Z also expand their human relationship network wider than other generation groups in all activities.

[Base: Respondents in Tokyo/Osakal
Scores based on having one of connections with an active participant (total)

T k /0 k Collecting Donating Expressing one’s  Volunteer Expressing one’s  Organizing or Purchase/use of  Purchase/use of Belonging to a Participation in
OKYyo sakKa ; . . f A . LR .
signatures on money or items will on social activities will by participating in products that products that group or team demonstrations
line or off (including media, such as boycotting events themed have low support fair that engages in or protests
cloud funding) hash tags (#) certain products on social issues environmental trade, human social activities
(including film burden rights, and
festivals, protection of
parades and live animals
concerts
: (%)

Al 4000 . 12.1 . 16.5 . 16.8 -21.2 I 9.8 . 1.8 . 15.0 . 12.8 . 14.3 I 8.4
Generation Z (Age 18 - 25) 397 . 18.9 -23.7 - 29.0 - 28.5 . 16.1 .19.6 -23.7 -18.4 -20.7 . 16.4
Millennials (age 26 - 42 1419 . 14.0 . 17.3 -21.3 - 21.4 . 13.0 . 14.1 . 15.7 . 14.4 . 14.9 I 10.1
Soneraon J g otder v | o6 JJrer P e B oes B s« Moo Proe Jizzv | sv

[Base: Respondents in Tokyo/Osaka engaged in any one of the activities]

C ha ng ema ke rs i n TO kyo /0 sa ka Scores based on having one of connections with an active participant (total)

Active respondents 759 42.4 . : 35.6
Generation Z (Age 18 - 25) 109
Millennials (Age 26 - 42) 273
Generation X and older 377

(Age 43 and older)

Q: Do you have someone around you who is engaged in activities that would benefit society and the future? Choose all corresponding responses from the following. (MA)
‘I have a friend that | engage in activities with’ / ‘l have a close friend | am in contact with who is active (although we don’t engage in activities together)’ / ‘ have an acquaintance | am in contact with who is active’ / ‘l am in contact with someone online who is active’
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Image of changemakers
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Respondents in all cities surveyed had a positive impression towards ‘people who take action to change society and the future’ (changemakers).
Compared to other cities, however, in Tokyo/Osaka a psychological distance was found. The majority responded that they ‘do not care to be involved’ and 70% said they ‘do not feel
close’. This indifference towards changemakers could be affected by the low rate of people engaged in social activities.

How you feel when you hear, “people who engage in activities to change society and the future”
[Base: All respondents]

B Close to A (close or rather close to A total) / Close to B (close or rather close to B total)
7 | don’t want
intgrgtsted Negative un(}ecrasr:and unldg(rjgt:md I viv:\r,gl:,oege i:t\r(}oll)vvg;n It is self-righteous It is altruistic
n=
(%) (%) (%) (%) (%)
Srna/ 4o 76.7 23.3 77.7 22.3 23.4 74.1 25.9 56.6
Onl ial ; ; ) N
oecome one people e worthless act | can sympathize  [EERMCN Irespect them  IRRS RGN | feel close to them [y
become one Y ymp
n:
(%) (%) (%) (%) (%)
g‘;‘;\l’(‘;/ 4000 52.4 71.6 22.5 “ 34.5 73.9 26.1 27.5 72.5

Q: How do you feel when you hear, “people who engage in activities to change society and the future” (changemakers)?
Choose either ‘A’ or ‘B’, which is closer to how you feel. (SA)
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Image of changemakers in Tokyo/Osaka by generation
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Generation Z in Tokyo/Osaka feels closer to changemakers than any other generation. Less than half of all generations responded, ‘l want to be involved' and ‘Anybody can be
one’, but over half of Generation Z respondents gave the same responses. Generation Z also had a higher rate of those responding, ‘I feel close to them’'.

Tokyo/Osaka

B Close to A (close or rather close to A total) / Close to B (close or rather close to B total) By generation: How you feel when you hear, “people who engage in activities to change society and the future” [Base: All respondents]
n | don’t t
vaed [T SR - c<aneeous [IEEREEE
Involve
n= %) (%) %) %) %)
Al woo [ 5 75.3 24.7 71.0 29.0 45.6 54.4 53.6 46.4
SenerationZ 397 59.2 40.8 79.3 20.7 76.8 23.2 58.4 41.6 52.9 47.1
GererationX 2184 48.2 51.8 74.0 20 [N - 41.0 59.0 51.4 48.6
(age 43 and older)
Onl ial f f , ’
ooyn (TR o TR ... D .- ocn [
become one
.
%) (%) (%) %) %)
AU o [ 52.4 77.6 225 [ ::s 73.9 261 [BE 72.5
oneratinZ 397 416 227 28.7 23.7 625
Mool 1419 X0 48.0 77.3 22.7 66.3 33.7 75.9 24.1 31.5 68.5
Generation X
and older 2184 42.8 57.2 77.7 22.3 63.9 36.1 72.1 27.9 23.0 77.0

(age 43 and older)

Q: How do you feel when you hear, “people who engage in activities to change society and the future” (changemakers)?
Select either ‘A’ or ‘B’ for every statement, whichever is closer to how you feel. (SA)
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Relationship between activities and happiness

Tokyo/Osaka

| felt happier

Respondents with activity experience

Tokyo/Osaka

95.9%

| think | will feel happier

Respondents without experience

31.9%

Respondents with experience (n=1757): Regarding the following activities, answer if you ‘lead in taking action and encourage others to join in’, ‘regularly participate or engage in activities, and communicate information’, or ‘don’t
engage in any of the activities now but have experience in the past’.
Respondents without experience (n=1937): Regarding the following activities, answer if you ‘never engaged in any of the activities, but want to get involved in some way in the future’ or ‘never engaged in any of the activities, and
do not plan nor intend to in the future’.

Collecting signatures on line or off.
Donating money or items (including cloud funding)

Expressing one's will on social media, such as hash tags (#)
Volunteer activities

Expressing one’s will by boycotting certain products

Organizing or participating in events themed on social issues (including film festivals, parades and live concerts)
Purchase/use of products that have low environmental burden

Purchase/use of products that support fair trade, human rights, and protection of animals
Belonging to a group or team that engages in social activities

Participation in demonstrations or protests (only for respondents in Tokyo/Osaka) 16



What changemakers value
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Changemakers tend to value cultural and social capital. Compared to those without activity experience, people who engage in activities to bring about change place less importance on
increasing cash or savings, but place more importance on cultural capital, such as acquiring cultural grounding, communication skills, and multi-lingual ability. They also showed higher interest

in connecting with the local community and connecting online.

By activity experience - What is most important (choose up to five)

Economic capital

[Base: Respondents who engage in any of the activities that benefit society and the future / Respondents who have
experience in any of the activities / Respondents who have never engaged in any of the activities]

Cultural capital

Social capital

Owning stock  Accumulating Owning virtual

Owning a .
house and/or or other cash or savings currency or
acar financial assets digital-based

financial assets

Higher
education

Acquiring
cultural
grounding

Communication
skills

Multi-lingual
ability

Relationship Relationship
with family with local
and relatives community

Connections
established
on line

Connecting
with people
who share
similar values

(

X

)

Tokyo/ Active 759 - 22.0 -21..5 | 45 - 19.2 -30.4 l 6.2
oo Witheperience 1757 [l 216 [ 248 | 2 R Bl | s _
Noexperience 1937 [ 2.6 B | 27 | K | JERPE | REE | 2.6 EN
Active 1322 B2 238 15.5 6.1 2 P oss
Paris  With experience 1668 B o 14.7 64.6 Il »: W o
SBheiiing/_ With experience 3836 B s B s B H::
I Noagerience 100 EXHEEN 20 ETEEE 0 o oo W oo

Q: Of the following choices, select up to five that are most important to you. (SMA)

Dentsu
Institute
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Relationship between changemakers and society
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Whether we take action for society and the future seems to be related to how attached we are to the world that surrounds us.

Compared to those with no activity experience, people who engage in activities and those with activity experience(changemakers) are more attached to their work, the
company or organization they work for, the town or city they live in, the country they live in, humanity, and all living matters on earth. This is a common trend shared in all
the surveyed cities.

By activity experience - How much you love the target (if any) [Base: All respondents]
*The ‘n’ count is omitted because the denominator differs for each item.
W Over average [l Under average(up to 8 points)
Company or
Spouse/family/ organization Town or city Country you All living
Yourself Friends relatives Work you work for you live in live in Nature Humanity matters on earth

6.04 [ 352 . . A
6.31 [ 4.00 . . B o
7 e : : | Xy
[ BN EEE

6.85
6.82
6.85
6.77

Average - 4.62
T°ky°/ Active - 5.01
Osaka With experience - 4.87

No experience - 4.38

s
Active | BE
with experience [ 5-7¢
B 532

U s [ 636
6.75 [ ¢4+
6.67 [N 37
6.75 [N 5.97

Average

Paris

No experience

6.78
6.83
6.78
6.89

Average
BEijing/ Active
Shanghai With experience

No experience

*Scores are weighted average values (maximum score is 8) ltem 1 2 3 4 5 6 7 8 9 10
Average values are calcurated by scoring items as shown. Don’t 1 don't like | love
apply itatall it very much
Points (+0.00) (+0.00) (+1.00) (+2.00) (+3.00) (+4.00) (+5.00) (+6.00) (+7.00) (+8.00)

Q: How much do you love the following subjects? Give a score from (1) Don't apply to (10) | love it very much. (SA)
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Relationship between society and people who engage in activities that would benefit society and the future
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Changemakers feel that they too are supported by society. In each of the surveyed cities, active respondents compared to respondents without activity experience have many responses that
‘have someone to turn to besides family when they are in need’ or ‘feel they are part of a team or organization that they can trust'’. There is also a higher tendency of embracing different cultures,
as seen from the responses, ‘I have been educated in international amity’ and ‘I actively seek friendship with people of different cultures’.

By activity experience - Feelings regarding society and living

I have someone to turn to
besides family when | am in
need

| feel | am part of a team or
organization that | can trust

[Base: Respondents who engage in any of the activities that benefit society and the future /
Respondents who have experience in any of the activities / Respondents who have never engaged in any of the activities]

| have been educated in
international amity

| actively seek friendship with
people of different cultures

As a member of society, | want
to do something good for

w
o
n.
)
~
<

n:
Active 759

(%)

31.5

EX - 1.
Tokyo/ i experence 1757 R
Osaka No experience 1937 _ 131
n=
BEiNG/ iy eparience 333 I
Shanghai
70 30 | 20

No experience 100

71.0

Q: Regarding the following, give the answer closest to how you feel. (SA)

~
N
(=)

83.0 67.0 62.0
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What was gained through the activities
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People who engage in activities that would benefit society and the future have much to gain. By city, in Tokyo/Osaka the top responses were that ‘it opened up a new world for

me’, “I think of the society more” and ‘I learned from people with different backgrounds or beliefs’, indicating that the activities lead to learning and growth. Meanwhile, in Paris
and Beijing/Shanghai the top response was ‘the activity was fun’, showing that the experience itself motivated them to take action.

Active respondens: How it felt to take part in social activities

[Base: Respondens engaged in any one of the activities]
Scores are based on the sum of the responses, ‘I fully agree’ and ‘I tend to agree’

(n=759) (n=1322) (n=3062)
(%) (%) (%)
1st It opened up a new world for me 75.8 1st The activity was fun 84.7 1st The activity was fun 92.2
2nd | think of the society more in my daily life 70.6 2nd | think of the society more in my daily life 82.0 2nd | think of the society more in my daily life 92.2
2nd | learned from people with different 70.6 3rd | learned from people with different 81.4 3rd | have a better understanding and sympathy 21.7
backgrounds or beliefs backgrounds or beliefs for people and society
4th | have a better understanding and sympathy 70.1 4th I have a better understanding and sympathy 81.0 4th I learned from people with different 21.5
for people and society for people and society backgrounds or beliefs
5th The activity was fun 65.5 5th Being useful helped build up my confidence 80.7 5th It made me want to do other activities that 91.4
contribute to society
bth It made me want to do other activities that 63.4 6th | felt connected to people | usually wouldn't 80.3 6th 91.0
contribute to society - meet - Being useful helped build up my confidence -
7th Being useful helped build up my confidence 62.2 7th It made me want to do other activities that 80.3 7th It opened up a new world for me 90.3
contribute to society
8th | felt connected to people | usually wouldn't 61.8 | felt happier 89.9
meet 8th | felt happier 77.9 8th
| felt connected to people | usually wouldn't
9th | felt happier 61.3 9th | made more friends 74.6 9th meet 89.2
10th | made more friends 54.8 10th It opened up a new world for me 74.5 10th 1 made more friends 88.0

Q: Give the responses that correspond to how you feel when participating in activities that would benefit society and the world, as presented in the previous question
For those without activity experience, tell us how you think you would feel if you take part in such activities.
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Tokyo/Osaka What would be gained or expected from the activities

o o o o e,

What can be gained from engaging in activities that would benefit society and the future is more than what people with no activity experience may expect. In Tokyo/Osaka there is about a 20-
point difference between what the active respondents actually felt and what the people without activity experience expect. The gap was especially big for ‘it was fun’ and ‘better

understanding and sympathy for people and society’. It can be assumed that the feeling of fulfillment gained from the activities is not yet sufficiently known among people without activity
experience.

Respondents with no activity experience: What do you expect you would feel if you took part in any of the activities?
TOkYO/osaka Active respondents: How did it feel to take part in the activities?

[Base: Tokyo/Osaka Respondents who engage in any of the activities that benefit society and the future /
Respondents who have never engaged in any of the activities]

o . ) o ) *Scores compiled for each group, with values obtained by adding the responses, ‘I fully agree’ and ‘I tend to agree’.
B No activity experience(n=1937) B With activity experience(n=1757) *Sorted by descending order of the difference in scores between active subjects and subjects without activity experience.

66.6 65.6
. ﬂ i .

(%)

The activity is/was | (would) have a better It made/would | felt/would feel | (would) think of | learned/would It opened/would Being useful helped | felt/would feel | made/would make
fun understanding and make me want to do happier the society more in learn from people open up a new build up my connected to people more friends
sympathy for people and other activities that my daily life with different world for me confidence | usually wouldn't
society contribute to backgrounds or meet
society beliefs

Q: Give the responses that correspond to how you feel when participating in activities that would benefit society and the world, as presented in the previous question.
For those without activity experience, tell us how you think you would feel if you take part in such activities.
A B o o o
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Internet promotes sympathy and solidarity

o e e e ey v ey

The Internet promotes sympathy and solidarity among people and helps spread the participation in activities that would benefit society and the future.

In every city surveyed, respondents who engage in activities that would benefit society and the future felt that the Internet helped spread participation in activities, as seen in their responses
such as ‘social media helped spread and gain sympathy towards my opinion and afterthoughts’ and ‘cloud funding made it easier to collect donations’'.

In Paris and Beijing/Shanghai the score for the response, ‘Live events in the Metaverse and other events have enabled us to enjoy and be enlightened’, was nearly three times more than in
Tokyo/Osaka.

[Base: Respondens engaged in any one of the activities]
o . . Scores are based on the sum of the responses, ‘I fully agree’ and 'l tend to agree’
Internet use for activities that would benefit society and the future

B Tokyo/Osaka (n=759) B Paris (n=1322) B Beijing/Shanghai (n=3062) (%)
38.6
I ﬁ
It is most important to | can take part in Working and having Social media have Social media have Social media have Social media have It has become easier Live events in the It is easier to collect It is easier to gather
be at the actual activities on line meetings on line made it easier to made it easier to get made it easier to made it easier to for people in general Metaverse and other donations through opinions and
location of the activity without going to the makes it easier to collaborate with introductions to share knowledge and spread and gain to speak out events have enabled such measures like afterthoughts on line
actual site. participate colleagues people knowhow sympathy towards my us to enjoy and be cloud funding
opinion and enlightened.
afterthoughts
(%)
05 00 00 19 1.0
It is easier to COVID-19 has COVID-19 has It is easier to collect It is easier to gather Online activities make Online activities make There is too much Itis difficult to Other comments Not applicable
cooperate online with hindered ‘real-time’ hindered ‘real-time’ signatures on line an audience for events It difficult to create it difficult to keep information on line ascertain if the
people in other activities and activities and it has on line bonds between the participants motivated and important information on line is
countries accelerated online become difficult to participants information gets lost fake and it is easy to
participation take part

get confused

Q: Regarding Internet use in the activities you do that would benefit society and the future, choose all responses that correspond to what you think. (MA)

i
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seciety | Institute

22



Chapter II
The Ideal Social Change
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How social change would spread

Many individuals connect and
change spreads across society

Togo/osaa 2.3% 39.1%

A single leader guides the way

7.9% 37.3%
Peling/Shanhe 13.9«% 38.6%

[Base: All respondents]

24




Three types of social change

o e e e ey v ey

As a hypothesis, we considered the following three types as the way social change would spread.

Multiple individuals with similar ideas

Multiple leaders sympathize with each connect with each other and change

A single leader guides the way other and change spreads across society spreads across society

R e e i sy
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The form of social change in the future

o e e e ey v ey

We asked the respondents how they predict social change will spread in the future. In all cities surveyed, nearly 40% answered ‘many individuals with similar ideas bond, and change spreads

across society. In Tokyo/Osaka the top response was ‘don’t know’, indicating that they have some difficulty picturing the future.

: Multiple leaders sympathize Many individuals with similar
- s‘:inglehleader with each other and change ideas bond and change spreads Othgr fo!'m &
gUitesiielvay spreads across society across society diffusion
n=
Tokyo/
y 4000 39.1 4.7
Osaka
Paris 2000 37.3 5.4
Beijin
ing/ o0 38.6
Shanghai

Q: How do you think the following social movements took notice and spread widely across the international community? Use you instinct and give the closest answer. (SA)

[Base: All respondents]

(%)

R e e i sy
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What brings about social change

o e e e ey v ey

What brings about change in society? We asked the respondents to choose either ‘a single leader guiding the way’ or ‘individuals creating a bond and spreading change’'.

In Tokyo/Osaka the majority favored individuals in their responses. ‘Every individual consumes products based on how it would benefit society’ and ‘bond created among every citizen' marked
over 60%. Meanwhile, in Paris and Beijing/Shanghai, many also favored a leader guiding social change movements, as seen in their responses, ‘major corporations and large investors conduct
business that benefit society’ and ‘bond crated among socially influential individuals'.

Bearers of social change
[Base: All respondents]

Everyone agrees with the

Major corporations and Every individual consumes economic activities Each individual conducts All people should receive

large investors conduct products based on how it advocated by the government consumer activities that L Edl.;catedacac'ier'nic.l‘ academic, cultural, and
business that benefit society would benefit society and major corporations that would benefit society el EhCl EriEE EliEE artistic education
would benefit society
n:
(%) (%) (%)
Tokyo
yo/ 64.4 64.3 70.2
Osaka
Paris 2000 42.6 50.3 54.5
Beijin
jing/ 000 43.4 40.1 42.7
Shanghai
. . To create a better society, To create a better society,
Eduganon_/culture/art Educatlop/culture/ Bond_ crea_ted among Bond created among everybody unites as a team to each citizen strives to
that is socially of value art that is of value socially influential . 4 . , . h
el o each individual individual every citizen achieve a single goal that is achieve a goal that is
peop GICVCLUSS advocated by the leader important to them
n:
(%) (%) (%)
Tokyo
yo/ 51.1 68.1 61.6
Osaka
Paris 2000 63.3 36.7 56.3 43.8 51.2 48.8
Beijin
jing/ o0 38.9 43.9 61.4 38.6
Shanghai
B Close to A (close or rather close to A total) Close to B (close or rather close to B total)

Q: What is your opinion of society? Please choose either (A) or (B), whichever is closer. (SA)

R e e i sy
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Chapter III
The Role Corporations are Expected to Fulfill
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Companies with a good impression <Business activities>

o o o o e,

We asked the respondents to choose one of two responses regarding the type of company they admire.
Regarding the balance between business growth and social contribution, about 60% in Tokyo/Osaka answered ‘continue to grow the business and invest in sustainability’ and ‘contribute to
solving social issues through business’, showing a unique trend of an admiration for achieving both business and social contribution.

[Base: All respondents]

Companies that reinforce Companies that invest in . . . . . . o
their sustainability efforts, sustainability while they Companies that contribute to Companies that contribute Companies that support Companies that prioritize

even if it slows down grow their business the global economy to the local economy or invest in future giving comfort t(? the
business growth generations current generations

n=
(%) (%) (%)
Tokyo
yo/ 57.3 62.9 41.9
Osaka
Beijin
jing/ 00 40.0 35.9 36.9
Shanghai
Companies that try to achieve Companies that evaluate
balance and do not exclude people based solely on their Companies would Companies would keep on Companies that work with the Companies that pursue their
minorities based on achievements, regardless of continuously contribute to fulfilling their responsibility to government and other firms own unique way of
nationality, gender, age, or nationality, gender, age, or solving social issues through society apart from their on social contribution contributing to society
experience experience their business business
n:
(%) (%) (%)
Tokyo
yo/ 43.1 63.8 36.3 51.5
Osaka
Beijin
jing/ 400 58.3 41.7 63.3 36.7 34.1
Shanghai
B Close to A (close or rather close to A total) Close to B (close or rather close to B total)

Q: What is your opinion of companies? Please choose either (A) or (B), whichever is closer. (SA)

R e e i sy
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Companies with a good impression <Communicating information>

o e e e ey v ey

Regarding the communication of sustainability-related information by companies, all cities had high expectations towards ‘providing general education for society’ and ‘communicating
information that is easy for anyone to understand’.

[Base: All respondents]

Companies should not

Companies should di . ial Companies should communicate Companies should communicate
proactively communicate EEillEiE so‘t:lab‘r information about sustainability information about sustainability,
general social awarewness awiren_ess on sustafln: Wiy that is easy for everyone to even if the content is not easy to
about sustainability WIS (e I EL Uy understand understand
business activity
n:
(%) (%)
Tokyo
yo/ 30.3 25.5
Osaka
Paris 2000 30.8 28.2
Beijin
jing/ 000 29.7 30.8
Shanghai
Companies that support Companies that communicate
Companies should Companies should not athletes and artists than their own activities and
communicate their vision at communicate their vision at companies that communicate principles than companies that
international events international events their own activities and support athletes and artists
principles
n:
(%) (%)
Tokyo
o/ 40 72.6 27.4 54.2
Osaka
Beijin
J 9/_ 4000 31.1 41.2
Shanghai
[l Close to A (close or rather close to A total) Close to B (close or rather close to B total)

Q: What is your opinion of companies? Please choose either (A) or (B), whichever is closer. (SA)

R e e i sy
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Expectation towards corporations <At place of work>

o e e e ey v ey

Compared to other cities surveyed, there are exceptionally high expectations in Tokyo/Osaka for achieving work-life balance. Responses such as ‘easy to take vacations and little overtime work’
and ‘sufficient support and measures for employees raising a family’ marked 10 - 20 points more than in other cities.

Meanwhile, Paris and Beijing/Shanghai scored higher than Tokyo/Osaka in ‘support and policy towards participation in volunteer activities and approval of volunteer vacations’, showing high
expectations towards company support for employees engaging in social activities.

[Base: All respondents]
B Tokyo/Osaka (n=4000) B Paris (n=2000) B Beijing/Shanghai (n=4000)

% Scores in Tokyo/Osaka in descending order

(%)

At place of work

Easy to take a Employees are No discrimination In addition to Employees are Employees are Sufficient support Equal treatment Sufficient Investment in Allowing Providing the Policy to support  Opportunities for
vacation and little protected and based on age, providing a given the freedom treated equally and measures between male and consideration and  training and other employees to company benefit participation in employees to get
overtime work ensured a stable, ethnicity, gender, salary, to choose how to and every towards female employees  system for mental programs to work remotely program to volunteer together and
long-term or nationality and employees’ work according to employee’s employees raising healthcare develop personal ~ from places other ~ employees with a activities and to bond, such as
employment diversity is happiness and one’s needs opinion matters, a family skills of than the office gay partner allow employees  company trips and

achieved personal growth regardless of the employees to take volunteer parties
are also number of years vacations
supported they have worked
at the company

Q: Give all responses that correspond to what you expect from companies in their activities that would benefit society and the future. (MA)

i
@iy | Dentsu
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Expectations towards corporations <Environmental consideration / social contribution>

o e e e ey v ey

In Paris and Beijing/Shanghai expectations towards companies for environmental consideration and local contribution in their activities that would benefit society and the future were stronger
than in Tokyo/Osaka.

B Tokyo/Osaka (n=4000) B Paris (n=2000) M Beijing/Shanghai (n=4000)

[Base: All respondents]
% Scores in Tokyo/0Osaka in descending order

Environmental consideration

Local contribution

(%)

Other

Careful Developing Leading efforts to ~ Achieving carbon  Achieving nature Protecting Building Observing Selling products Confirmation that Conducting Stable and Setting aside a Active exchange
consideration products and resolve global neutral positive employment in relationships of compliance that last longata  there is no unfair business fairly long-standing budget for and collaboration
towards the creating product environmental the area where mutual reasonable price labor practice in without payment of taxes in-house venture with overseas

natural collection models  and social issues the business is cooperation with the company as unjustified burden projects and new business bases

environment and to reduce waste located residents of the well as at all on business business
ecology and energy community where businesses they partners development
losses. the business is deal with
located

Quliy | Dentsu
of

Society

Institute

Q: Give all responses that correspond to what you expect from companies in their activities that would benefit society and the future. (MA)

R e e i sy
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Impression of companies that actively promote sustainability

o e e e ey v ey

Companies that carry out sustainability-related measures are rated higher in cities other than Tokyo/Osaka. Many feel that it is ‘a matter of fact’.
Not only do people trust and admire such companies, many wish to actively get involved with these companies as a consumer/employee/investor.

[Base: All respondents ]
*Scores are based on the sum of the responses, ‘I fully agree’ and ‘I tend to agree’

Impression of companies that actively promote sustainability

B Tokyo/Osaka (n=4000) B Paris (n=2000) M Beijing/Shanghai (n=4000) (%)

| trust them I have a good | want to support I want to use their Iwant to learn | want to | would like to work laminterestedin  They are following | feel that the
impression them products or service more about their participate in or for them as an investing in them the trend deserve to be taken
corporate activities cooperate with employee on board

their activities

Q: How do you feel about companies that are keen on activities that contribute to environmental and social sustainability? (SA)
o o o o
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Impression of companies that actively promote sustainability Tokyo/Osaka by generation

o e e e ey v ey

Comparing responses from different generation groups in Tokyo/Osaka, Generation Z leads in almost all the responses and showed a high rating for companies that are keen on sustainability-
related activities. Compared to overall average, Generation Z marked higher scores on ‘want to participate in or cooperate with their activities’, ‘work for such companies as an employee’, and
‘considering investing in such companies’. They show a positive willingness to become involved with such companies.

Tokyo/Osaka

[Base: Respondents in Tokyo/Osakal
*Scores are based on the sum of the responses, ‘I fully agree’ and ‘| tend to agree’

Impression of companies that actively promote sustainability, by generation

B Al B Generation Z (age 18 -25) I Millennials(age 26 -42) Generation X and older (age 43 and older) (%)

73.6 148 43 EPX)

68.9
60.2
55.7
50.5
418
369 356
| trust them | have a good | want to support them | want to use their I want to moreabout their | want to participate in or I would like to work for | am interested in They are following the | feel that they deserve to
impression products or services corporate activities cooperate with their them as an employee investing in them trend be taken on board

activities

Q: How do you feel about companies that are keen on activities that contribute to environmental and social sustainability? (SA)

R e e i sy
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SUMMARY
People joining hands with corporations and governments to bring about change

The Internet increases the possible emergence of ‘changemakers’
The survey results show that in Paris and Beijing/Shanghai there are over 60%
of ‘changemakers’ who engage in activities to change society and the future, and
19% in Tokyo/Osaka, though the numbers are far less.

What we found common to all cities was that Generation Z stood out compared to
other generations, even in Tokyo/Osaka where they marked close to 30%.
Exchanging information via the Internet promotes sympathy in people’s minds,
making it comparatively easier to take part in activities and influencing the
younger generation.

Image of changemakers and the euphoria generated from the
activities

In Paris and Beijing/Shanghai the majority of feedbacks for all responses were
positive, such as ‘| am interested’, ‘| have a good impression’, ‘I want to be
involved’, ‘anyone can do it’, ‘it is a worthy act’, 'l have respect’, and 'l feel close
to them'.

In comparison, close to half of the respondents in Tokyo/Osaka answered ‘not
interested’, the majority said they did not ‘ want to get involved’ or ‘it is for
special people only’, and 70 percent felt distant. People in Tokyo/Osaka are very
conscious about social issues, but their low level of involvement in activities may
be why they are not very familiar with changermakers. However, even in
Tokyo/Osaka, Generation Z respondents showed more familiarity with
changemakers than other generation respondents.

In addition, all five cities had over 60 per cent of respondents that said they ‘felt
happier’ through their activities that would benefit society and the future.

With the power of each individual at the core, collaboration with
corporations and governments can bring about change

We presented three different patterns of how the social change movement can
spread in the future, and we found that in all five cities surveyed, people’s
expectations were highest for the pattern, ‘many individuals with the same idea
connect, and change spreads across society’. We also found that people had
high expectations for corporations and governments to take the leadership role.

In every city surveyed, people had high expectations for social change led by
corporations and governments as well as for the power of each and every
individual. In Tokyo/Osaka the younger generations had higher expectations for
corporate and government leadership. Corporations and governments are
expected to lead the way and present specific options toward solving issues so
that many people can make choices and act with a clear intention.

Every individual will make social issues their personal challenge and their
personal agenda will be to change society and the future. Corporations and
governments will work together with more people and will take action together.
If there will be more changemakers in the world, not only will each person feel
happier, but our society and our future will surely change.

Changemaker Project Team
Dentsu Institute / Dentsu Inc. Global Business Center
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Characteristics by City

Characteristics of Tokyo/Osaka

People place more emphasis on economy and work style as social issues and have low involvement in environmental issues. They also expect corporations to provide
employees with an environment that is comfortable to work in more than to solve social issues. Compared to other cities, there is a lower rate of people engaged in social
activities, and there is a low level of solidarity with other activity participants. Their impression of ‘changemakers’ tends to be special people who they do not feel very close to.
More than in other cities, people in Tokyo/Osaka strongly wish to bring about change in society by many individuals with the same idea connecting and spreading change

across society, showing a gap between expectations and reality.

Social issues that are important

Expectations towards corporations

Rate of ‘activities that would benefit
society and the future’

Impression of changemakers

Bearers of social change

Tokyo/Osaka

Paris

Beijing/Shanghai

Economic and labor issues

Environmental issues

Environmental issues

Comfortable work environment
Balance between business growth and
social contribution

Solving social issues

Solving social issues

19.0%

66.1%

76.6%

| want to be involved 45.6%

Anyone can be one  47.6%
| feel close 27.5%

| want to be involved 61.1%
Anyone can be one  61.9%
| feel close 60.9%

| want to be involved 74.1%

Anyone can be one  59.8%
| feel close 72.0%

Many individuals

Many individuals
+

A single leader

Many individuals
+

A single leader




Characteristics in Tokyo/Osaka by Generation

Characteristic of Generation Z in Tokyo/Osaka

They have a high participation rate in social activities and form a network with other activity participants. They tend to think that anyone can become a changemaker.
They wish to participate in, work for, or be deeply involved with companies that engage in activities to promote sustainability.

Tokyo/Osaka

Rate of ‘activities that would benefit
society and the future’

Relationship with people who are
engaged in activities

Impression of changemakers

Impression of companies that engage in
activities that promote sustainability

Generation Z
(age 18 - 25)

Millennials (age 26 - 42)

Generation X and older
(age 43 and older)

Largest proportion among the generation groups

Between Generation Z and Generation X

Lowest proportion among the generation groups

| want to be involved 58.4%

Anyone can be one 58.4%
| feel close 37.5%

| want to be involved 49.0%

Anyone can be one  52.0%
| feelclose 31.5%

| want to be involved 41.0%

Anyone can be one  42.8%
| feel close 23.0%

| want to participate in

or cooperate with the activity 55.7%

| would like to work as an employee 49.6%

| want to participate in
or cooperate with the activity 46.8%

| would like to work as an employee  45.7%

| want to participate in
or cooperate with the activity 41.8%

| would like to work as an employee  36.9%




® When comparing Tokyo/Osaka or Beijing/Shanghai (4,000 ss) with Paris (2,000 ss), the variability in the sample size is
approximately +2.7, calculated with a 95% confidence interval and using the 50% response scores that represent the maximum

variability. When the variability of the two groups exceed +2.7 points are considered a significant difference.

B When comparing Tokyo/Osaka and Beijing/Shanghai (each with 4,000 ss), the variability in the sample size is approximately 2.2,
calculated with a 95% confidence interval and using the 50% response scores that represent the maximum variability. When the

variability of the two groups exceed +2.2 points are considered a significant difference.

M Each proportion in the survey results were calculated based on the actual number of responses from the respondents and rounded,

so the simple addition of the proportions may not always equal 100%.
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