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1. RAKUTEN (7.7%) 11. 7-Eleven EZ.S%;
12. LINE 2.8%

2. Amazon (6.8%) 13. Google (2.7%)
3. TOYOTA (5.1%) 14. iPhone (2.7%)
4 UNIQLO (4.9%) 2 Mcbonalds g%
5. YAHOOQO! (4.6%) 17. Lawson (2.0%)
6. DAISO  (4.3%) 18. Apple (2.0%)
. 19. Yamato (2.0%)

7. Panasonic (3.5%) 20. Coca-Cola (1.8%)
8. SONY (3.3%) % mﬂtéﬂdo 8;;;
. Muji %

9. YouTube (3.0%) 23. Disney (1.6%)
10. Tcard  (2.9%) 24. Meiji (1.5%)
25. Calbee (1.4%)

OtHer 33 brands (22.500)
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