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Kao Corporation was founded in 1887. Shortly afterwards
it started to make the first ever high-quality soap for
domestic use in Japan. Today it operates globally in the
fields of cleanliness, chemicals, health and @

One of Kao Corporation’s key guiding principles is “yoki
monozukuri,” which the company defines as “a strong
commitment by all members to provide products and

brands of excellent @ for consumer

satisfaction.” To achieve this, the company focuses on
conducting research and development from the
customers’ perspective to help create such products and
brands. For example, the company continually studies
changing lifestyles and preferences in different regions, as

well as ethnic differences in 3 and

hair. In this way, Kao can deliver the most suitable products
based on a thorough understanding of consumers’
lifestyles and needs.
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Reading I o

Kao Expands Market of Asience® Hair Care Brand
to Shanghai and Bangkok in Spring 2008

Kao Corporation launches its premium hair care brand Asience® Shampoo,
Conditioner, and Treatment in Shanghai and Bangkok in spring 2008. This move will
increase the number of Asience markets to five Asian areas, Taiwan, Hong Kong, and
Singapore plus the two new ones.

Since its initial launch in Japan in October 2003, Asience, as a premium hair care
brand with the quest of enhancing the beauty of Asian women'’s hair, has received
enormous support from women with a sophisticated sense of beauty. Over time,
Asience has added new products to its line and repeatedly improved product quality
with a further enhancement for the October 2007 re-launch in the Japanese market.
This dramatic evolution was accomplished by Kao’s development of a proprietary
technology that supports the function of 18-MEA, a key component on the cuticle,
which is the outermost layer of the hair shaft. With this technology, which provides a
protective coating for the cuticle, Kao has succeeded in recreating the smooth feel of
undamaged hair.

Along with the launch of Asience in Shanghai and Bangkok, the renewed Asience
line with the technology that supports the function of 18-MEA will be introduced into
the three markets — Taiwan, Hong Kong, and Singapore — where Asience is already
available. Simultaneously with the launch, proactive promotional communication
activities will be implemented to draw attention and express the attractive world of
sophisticated “Asian Beauty” in each market.

To achieve further progress, Kao recognizes that seeking new growth
opportunities in overseas markets is key. In particular, the company believes that
accelerating its expansion in Asia will further increase the Kao Group’s potential for
development. Asience continues to propose a new standard of “Asian Beauty” as a
global brand of Kao.
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Comprehension
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1. ( ) With the new addition of Taiwan, Hong Kong and Singapore, Asience will be
available in five markets from spring 2008.

2. () The main aim of Asience is to make Asian women's hair look more beautiful.

3. ( ) With Asience, Kao is using a technology it developed to make hair feel as if it
is undamaged.

4. ( ) Kao will be launching an improved version of the product in the markets
where it is already available.

5. ( ) Kao has a concrete plan to release the product in markets outside Asia.

Special intere_

AL BEGOMA T, HEB ST L THHRZ 5 2 5w EHAPZHIE T,
DEDRELDZREFNA LB 25k & Tl HEPT L & 9o

To alleviate some of the problems inherent in overload washing, Kao has created a
new liquid detergent called Attack® Biogel, which delivers (D ) even when a small
amount of water relative to the load size is used. It contains a hyperactive liquid
detergent bio-enzyme that has been (@ ) to (® ) into clothing fibers. Attack
Biogel then eliminates stains and odor from the core, restoring the (@ ) whiteness

without leaving dullness behind.

____________________________________________________

a. quickly penetrate b. original

c. uniquely developed  d. high cleaning efficiency

____________________________________________________

M Notes

alleviate [#E 9 %] inherent [EHE D] overload [ (kDD 7%<7T) BEDOELY] liquid detergent [ 7&K
FHEl] Attack® Biogel [7 2 Y70 NA AT 1T ] BEOKRBBAEFDOED relative to- [~DE) (]
hyperactive [SEME A S0\ bio-enzyme [/\f #E% ] penetrate [;2% 7 %] eliminate TE R < ]
stain [7511] core [7t] dullness [< ¢ # ]



Style focus _
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Major overseas operations

Consumer products | Industrial products

China
Hong Kong

Taiwan

Philippines
Thailand

Vietnam

Malaysia

Singapore

Indonesia
®
@

®
U.K.

Germany

Switzerland

Spain

In Mexico, Kao markets industrial products alone, while the company sells only

consumer products in Australia. Both fields of products are marketed in the U.S.A.

M Notes
consumer product [—f&EEERER] industrial product [TEAELG |

B ADEZZZIZ, DEDOELDEFIIAL#EY S5z TahbEFEL £ )o

1. Kao's consumer products such as hair care, skin care or female hygiene products



are marketed in ( ) Asian country in the table.
2. Kao handles industrial products in ( ) countries than consumer products.
3.In the table, there are ( ) countries where only consumer products are

marketed than countries where industrial products alone are dealt in.

———————————————————————————————————

___________________________________

M Notes
female hygiene product [432f%] handle [#&>] deal in- [~%#K> |
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