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Introduction 

This report summarizes the results of the Survey on Digital Broadcasting 2010, a public 
opinion survey sampling all Japanese citizens which was conducted in September 2010 by the NHK 
Broadcasting Culture Research Institute. 

Our institute has been conducting surveys of public viewing habits and attitudes to digital 
broadcasting since the start of digital broadcasting, and has conducted The Survey On Digital 
Broadcasting since 2007 as a means to understand time series data on Japanese people's digital 
media usage habits and attitudes in the run-up to the complete switchover to digital terrestrial 
television in 2011. 1)  Each time the survey focuses on a different theme, and the 2010 survey asked 
detailed questions including "attitudes to the usage of digital devices and the social effect of 
digitization", "information awareness" and "lifestyle values" in order to discover how people feel 
about the spread of digital devices and services.  The first half of this report focuses on usage 
trends for "digital television" "digital television enabled mobile phones (one-seg)", "recording and 
playback of television programs" and "online videos". In the second half of the report, we examine 
how people respond to the spread of digital services by analyzing the desire to use digital services 
and comparing how usage patterns and awareness varies with overall perceptions of the benefits of 
digitization. 

The survey, which was conducted using the drop-off/pick-up method between September 4, 
2010 (Saturday) and September 12, 2010 (Sunday) used two-stage stratified random sampling to 
select 3,600 Japanese citizens aged 16 or over from the Basic Resident Register. We received 2,656 
responses (a response rate of 73.8%). 
 

I. Trend of usage for digital media devices and services 
1. Digital broadcasts 
(1) Digital terrestrial broadcasts 
Many multi-television households still use analog sets 

Let us begin by analyzing the diffusion of digital television services. When asked "how many 
television sets in your house can receive digital terrestrial broadcasts?", 41% of respondents replied 
"1", 22% said "2", 9% said "3", 3% said "4" and 1% said "5 or more". The percentage of respondents 
with at least one television set that can receive digital terrestrial broadcasts has been increasing 
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every year since 2007, reaching 75% in 2010 (Figure 1). 
 
Figure 1  Number of television sets equipped for digital terrestrial broadcasts 
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If we look at the graph, we can see tha g a television set 

at can receive digital terrestrial broadcasts increases with the total number of television sets in 
the 

＊ ∧Shows statistically higher percentage than 2009 (also appl
＊ Totals may not agree due to rounding (also applies to subsequent data) 

 
Figure 2 is a bar chart showing the relationship between the numb

household (both analog and digital) and the number of television sets that can receive digital 
terrestrial broadcasts. For example, the second bar in the chart shows that among respondents with 
2 television sets in their household, 42% have one television set that can receive digital terrestrial 
broadcasts, 32% have 2 such sets and 24% have no such sets.  
 
F

 (by total number of sets per h

t the percentage of respondents ownin
th

household. However, among people with multiple television sets, not everyone can receive 
digital terrestrial broadcasts on all of their television sets. For example, the percentage of 
respondents who could receive digital terrestrial broadcasts on all their television sets was 32% for 
those with 2 television sets, 24% for those with 3 sets and 15% for those with 4 sets.  

Treating "5 or more" television sets in the household as "exactly 5" for the purposes of 
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calculation shows that 53% of television sets owned by all respondents can receive digital terrestrial 
broa

ect Satellite Broadcasting) 
ccess to digital DSB services reaches nearly 40% 

atellite television (either analog or digital) in 
lly unchanged from 47% the previous year, but 

perc

ercentage than 2009 (also applies to subsequent data) 

 

We have investigated the relationshi
SB services (digital, analog or no access), and produced a graph with 6 possible combinations 

digital terrestrial broadcasts and 
digi

dcasts and 47% cannot. In other words, while the number of households able to receive digital 
terrestrial broadcasts has been increasing steadily as we approach the complete switchover to 
digital terrestrial television, nearly half of all television sets were not equipped for digital 
terrestrial broadcasts at the time of the survey. Although we might expect the diffusion of digital 
terrestrial broadcasts to continue after the conclusion of this survey as consumers spend year-end 
bonuses on related equipment and the end of the "eco-points" system provokes a rush to buy digital 
television sets, we still need to watch closely to see whether the disappearance of terrestrial 
broadcasts from certain television sets in multi-television set households will have an impact on 
overall viewing time. 
 

(2) Digital DSB(Dir
A

The total number of respondents with access to s
their household (DSB subscribers) was 48%, virtua

entage of respondents with access to digital DSB services increased to 39%, up from 32% in the 
prior year. Looking at the data from 2007, the total number of people with access to DSB services 
only increased slightly during that period, but the percentage with access to digital DSB services 
roughly doubled, reaching 80% of all DSB subscribers (up from 68% in 2009) (Figure 3) 
 
Figure 3  Percentage of ＤＳＢ subscribers 

＊ ∨Shows statistically lower p

 
36% have digital terrestrial broadcasts and digital DSB services

p between terrestrial broadcasting (digital or analog) and 
D
(Figure 4). The largest single group was respondents with both 

tal DSB services (digital terrestrial, digital DSB) at 36%, but among people with digital 
terrestrial broadcasts 7% had "analog DSB services" and 32% had "no DSB access", showing that of 
the 75% of respondents with access to digital terrestrial broadcasts, more than half did not have 
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access to digital DSB services. 
 
Figure 4  Digital terrestrial broadcast and ＤＳＢ digital availability combinations  

Note：For both digital terrestrial television andＤＳＢ services, respondents gi
service  

 
Looking at the relationship between the respondent's pe

ving no answer were assumed not to have the 

rceived economic situation and access 
he lower the access. This 

nly 31% of respondents who were "very dissatisfied" with their economic situation received digital 
terr

In the 2010 survey, question and answer options were modified to examine respondents' 
d usage of one-seg3). The new question was as follows: "digital terrestrial broadcasts 

er devices equipped with an appropriate receiver. This 
e you able to access it?" Results showed that 38% of respondents "can 

acce

to digital services 2), shows that the lower the perceived economic comfort, t
is true for both terrestrial and digital DSB services. However, time series data shows that although 
o

estrial broadcasts in 2008, 45% in 2009, and the same figure had exceeded half to reach 61% by 
2010, a clear increase over the 2-year period. On the other hand, the percentage of respondents who 
were "very dissatisfied" with their economic situation but had access to digital DSB services was 
17% in 2008, 23% in 2009 and 26% in 2010, a slower growth rate than for digital terrestrial 
broadcasts, showing that there is an increasing gap, correlated with economic conditions, between 
the percentage of households with digital terrestrial broadcasts and digital DSB services. We can 
see that digital DSB services, which certain viewers purchase to watch their favorite programs, are 
spreading at a slower pace than digital terrestrial broadcasts which are essential if viewers wish to 
continue watching terrestrial broadcasts. 
 
2. One-seg 
(1) Awareness and intention to view 
38% have access to one-seg 

awareness an
can be viewed on mobile phones and oth
service is called 'one-seg'. Ar

ss one-seg", 1% "want to view one-seg as quickly as possible", 4% "want to wait a little longer 
before viewing one-seg", 32% "do not really want to view one-seg" and 25% "have never heard of 
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one-seg" (Figure 5). 
 
Figure 5  Intention to view one-seg 

＊ ∧Shows statistically higher percentage than
∨Shows statistically l

 
Although direct comparisons are not possible as during the previous su

option was "I already view one-seg", the data from 2007 onward shows a clear increase in the 

 2009 
ower percentage than 2009 

rvey the most similar 

e percentage of people "already viewing one-seg" or with "access 
to one-seg" increasing by more than fivefold o

Data by gender and age shows, among all respondents, a higher percentage of men and women 
aged

n aged 60 or over, a relatively high 
prop

Shows statistically higher percentage than overall average (also applies to subsequent data) 
＊ ∧Shows statistically higher percentage than 2009  

 (2) Viewing habits 

number of one-seg viewers with th
ver 3 years. 

 39 or under "can view one-seg" (Table 1). The rate is particularly high among men and women 
aged 29 or under where over 60% of respondents can view one-seg. The data also shows, compared 
to the previous year, the number of one-seg viewers is increasing in all age groups, although the 
rate of increase differs. However, among men and wome

ortion of respondents "have never heard of one-seg", showing that awareness and usage of 
one-seg still varies across age groups. 
 
Table 1  Intention to view one-seg (by gender and age) (％) 

Total
Men Women

16-29 30s 40s 50s 60s 70 + 16-29 30s 40s 50s 60s 70 +

I can access one-seg 38 62 62 52 44 19 5 65 60 55 30 11 3

I want to view one-seg as
quickly as possible

1 2 4 2 1 2 0 1 1 1 1 0 0

4 4 4 6 4 5 2

I do not really want to view
one-seg

32 28 27 36 35 39 28 25 29 33 39 40 22

I have never heard of one-seg 25 4 4 5 16 36 63 3 5 6 24 46 73

（2009　I can access one-seg） 21 38 33 37 21 7 2 45 37 22 15 5 1

I want to wait a little longer
before viewing one-seg

4 4 3 4 3 1

＜ ＜ ＜ ＜ ＜ ＜ ＜ ＜ ＜ ＜ ＜ ＜ ＜

2010 38 62 62 52 44 19 5 65 60 55 30 11 3
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7% view one-seg "at least one day a week". 
We then examined viewing frequency by asking how often respondents viewed one-seg, and 

found that 2% of respondents watched one-seg "almost every day", 1% watched "around 3 or 4 days 
per week" and 4% watched "one or 2 days per week", showing that a combined total of 7% of all 
respondents watched one-seg "at least one day a week" (Figure 6). This represents 19% of all 
one-seg viewers (who represent 38% of all respondents). The data from 2008, when we first started 
collecting information on viewing frequency, shows that there has been no major change to 
percentage of people viewing" at least one day a week" (7% in 2008, 8% in 2009, 7% in 2010), 
illustrating that the market diffusion of one-seg-equipped devices has not been followed by an 
equivalent increase in usage. 

g frequency 

 
One-seg viewing concentrated in night-time hours 

We then asked one-seg viewers (1,000 people, representing 38% of the total), about their 
detailed viewing habits. 

We divided the day into 2-hour time bands. The most common times for viewing were 
"20:00-22:00" (12%) followed by "18:00-20:00" (9%), "22:00-00:00" (7%) and "12:00-14:00" (6%). In 
other words, night-time is the peak viewing period although a slightly higher number of people also 
tune in after noon. 

By age, the time-band data shows that young people aged 16-29 are more likely than average to 
view one-seg in the night-time slots of "20:00-22:00" and "00:00-02:00". On the other hand, morning 
and evening viewing in the "06:00-08:00", "08:00-10:00" and "16:00-18:00" time-slots is relatively 
more common among those aged 50 and over (Table 2). 

 
Figure 6  One-seg viewin
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ch from among a list 
d news shows" (21%), 

 
Figure 7  One-seg viewing program genres (multiple answers allowed) 

Denominator: one-seg viewers (1,000persons) 

 

e 2  One-seg viewing time (multiple answers allowed) (by age and gender) 
(％) 

Total Men Women 16-29 30s 40s 50+

（1000persons） （506） （494） （260） （254） （238） （248）

06:00-08:00 4 5 4 3 3 3 7

08:00-10:00 3 3 3 2 2 2 5

10:00-12:00 3 3 2 2 3 2 4

12:00

13 8

00-00:00 7 8 6 9 8 5 7

00-02:00 3 3 2 5 0 5 1

02:00-04:00 0 0 1 0 1 0 0

04:00-06:00 0 0 0 0 0 0 0

 I seldom watch one-seg 64 62 67 64 69 63 61

-14:00 6 6 6 4 6 6 9

14:00-16:00 3 3 3 2 4 4 4

16:00-18:00 4 3 5 2 3 3 7

18:00-20:00 9 9 9 10 9 5 11

20:00-22:00 12 13 12 18 10

22:

00:

Denominator: one-seg viewers (1,000persons) 

 
"Sports" and "news" are most frequently watched genres 

We asked one-seg viewers to select the types of programs they usually wat
of 12 genres. "Sports" was the most popular (22%) followed by "news an
"variety and comedy shows" (15%), "dramas" (14%) (Figure 7). 
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The most popular genres were basically the same as for television set broadcasts, but among 
one-seg viewers "sports" and "news" are particularly popular while "movies" and "documentaries 
and education programs" are less popular. 
 
(3) Viewing location and average viewing time 
One-seg viewers often watch for less than 30 minutes 

We asked respondents for their average viewing time for a single sitting of one-seg viewing in 
each of the locations listed in Figure 8. As a result, we confirmed that average one-seg viewing 
times depend on viewing location. 
 
Figure 8  Distribution of average one-seg viewing time by location 

 

Firstly, we found that more people view one-seg "outside the home" ("while using transport", 
"not while using transport") more than "in the home" ("in my own room", "outside my own room"). 
However, 19% of one-seg viewers view the service "in my own room" and 18% "outside my own 
room", showing that a not insignificant number of people do use the service "in the home". 

Looking at the average viewing time for each one-seg sitting, we find many people watch for 
"less than 30 minutes" irrespective of the location, showing that people tend to use the service for 
short periods of time. A relatively higher proportion of those using the service "in my own room" 
answered " 30 minutes or more", showing a tendency towards comparatively longer viewing 
sessions. 
 

Viewers aged 16-29 often watch one-seg at home 
gender, age and frequency. Firstly, 

from among respondents viewing  age shows that, compared to 

Denominator: one-seg viewers (1,000persons) 

Next, we examined one-seg viewing in various locations by 
 one-seg "in the home", an analysis by
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e overall average, young people aged 16-29 are more likely to use the service "in my room", with 
approximately one quarter of those with access to the service doing so. We also found that among 
people using one-seg frequently (at least one day a week), 21% used the service in their room for 30 
minutes or more per session, the same proportion as those who used the service in their room for 
less than 30 minutes (Table 3). 
 
Table 3  One-seg data by location and time: "In my own room" (by gender, age and viewing frequency) (％) 

 
Further, we found that there was hardly any age difference among the proportion of one-seg 

viewers using this service "in the home" but "outside my own room". In addition, the proportion of 
viewers using the service for long sessions was lower than for "in my own room", with most sessions 
lasting less than 30 minutes. 
 
One-seg use "outside the home" is mainly by men 

Turning to one-seg trends "outside the home", we can see that for both "while using transport" 
(Table 4) and "not while using transport" men use the service more often than women but there 
were few differences for age and viewing frequency. 
 
Table 4  One-seg data by location and time: "While using transport" (by gender, age and viewing frequency) 

(％) 

Denominator: one-seg viewers (1,000persons)

 
Focusing on viewing frequently shows that even for viewers watching "at least one day a week", 

the percentage of those watching for "less than 30 minutes" at a time is high. 
The reason for a larger portion of men using one-seg "outside the home" is likely the larger 

proportion of men who are outside the home for reasons including work, and we may suppose that 
while commuting or during office downtime they find time to use the service. "In the home" many 
one-seg users are younger people aged 16-29, and it seems likely that they are using one-seg as a 
second television. 

th

Total Men Women 16-29 30s 40s 50+
Over than
one day
per week

Less than
one day
per week

Don't
watch

（1000persons） （506） （494） （260） （254） （238） （248） (185) (264) (549)

Watch 19 20 18 26 16 16 17 42 30 6

30 minutes or more 12 13 12 15 12 10 12 21 23 5

Less than 30 minutes 7 7 7 11 4 6 6 21 8 1

Don't watch 79 78 80 74 82 82 79 58 69 93

Denominator: one-seg viewers (1,000persons) 

 

Total Men Women 16-29 30s 40s 50+
Over than
one day

per week

Less than
one day
per week

Don't
watch

（1000persons） （506） （494） （260） （254） （238） （248） (185) (264) (549)

Watch 35 41 29 33 36 37 35 60 59 1

30 minutes or more 28 33 23 28 28 27 29 42 47 14

Less than 30 minutes 7 8 7 5 8 10 6 17 12 2

Don't watch 63 58 69 67 62 61 63 40 40 8

6

4
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3. R

In this section, we look at recording television programs. 
 programs to watch them yourself?", 

ed by 9% of respondents respectively, "1 or 
2 da

n of respondents who record programs "almost every day" is 
creasing, resulting in a higher recording frequency (Figure 9). 

Figure 9  Television program recording frequency 

r to understand, 
er week" into a 

ategory, men in their thirties 
nd forties and women aged up to 39 are overrepresented. The number of people recording 

tele

ecording and playback of television programs (time-shift viewing) 
(1) Recording frequency 
"Recording frequency" increases slightly 

In response to the question "how often do record television
"almost every day" and "3 or 4 days per week" were select

ys a week" by 15%, "1 or 2 days a month" by 8% and "a few times a year" by 10%. The proportion of 
"people who record programs" (50%) 4) is almost unchanged from previous surveys in 2007 (47%) 
and 2009 (48%), but the proportio
in
 

 

Table 5 shows "recording frequency" by gender and age. To make the data easie
we have combined "almost every day", "3 or 4 days per week", "1 or 2 days p
combined category of "at least one day per week". In this combined c
a

vision programs "at least one day a week" increased compared to 2009 in a wide range of 
categories including men aged 30-59 and women aged 40 and over. 
 
Table 5  Television program recording frequency (by gender and age) (％) 

16-29 30s 40s 50s 60s 70 + 16-29 30s 40s 50s 60s 70 +

 Almost every day 9 6 14 12 8 5 5 8 11 12 12 9 3

 3 or 4 days per week 9 11 18 8 7 5 2 14 12 13 11 6 2

 1 or 2 days per week 15 16 17 20 15 12 7 20 23 21 13 10 5

1 or 2 d  ays per month 8 7 7 11 11 7 4 10 12 10 11 8 2

 A few days per year 10 14 9 9 17 10 7 11 11 9 12 4 2

61 75 37 32 34 41 61 85  seldom or never record programs 50 45 35 38 42

At least 1 day per week (2009) 29 38 41 36 24 25 12 41 49 40 31 19 7

＜ ＜ ＜ ＜ ＜ ＜ ＜

At least 1 day per week (2010) 32 32 49 40 30 22 13 42 45 46 35 25 10

Men

Total

Women
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 (2) Recording devices 
Video tape recorders losing ground, HDDs much more popular 

Now let us look at which recording devices are used to record programs. The denominator for 
data in this section is "respondents who record television programs" (50% of the total, 1,319 people, 
excludes people who record programs only "rarely" or "never"). Figure 10 shows the results of 
sking the question "what device do you most frequently use for recording television programs?". If 

we focus on the differences from the 2007 survey, we can see that "video tape recorders" have 
dropped by half while "HDDs" have almost doubled. A comparison of 2009 and 2010 shows "HDDs" 
increased from 37% to 53%, demonstrating that "HDDs" are now used by more than half of those 
who record television programs. 
 
Figure 10  Television program recording devices 

 in 2009, 1,319  in 2010)  

able 6). The tendency for older people to use 

 
Table 6  Television program recording devices (by gender and age)  (％) 

a

Denominator: People who record television pr

 
ograms (1,210 persons in 2008, 1,271 

Looking at the data by gender and age, we see that "video tape recorders" are most common 
among men and women aged over 60 and women aged 40-59, while "HDDs" most common among 
men and women aged 16-39 and men aged 40-59 (T
"video tape recorders" and young people to use "HDDs" remains unchanged from 2009. 

HDD recorder 53

VCR 22

Ｄ

P

ＶＤ(includes blue ray etc.) 21

ers

(275)(232persons)

62 60 40 58

Men

Total

Women

16～39 40～59 16～39 60+60+ 40～59

0

23

(118)

45

32

44

28

(247) (162) (285)

17

1815

19 27

32 17

onal computer HDD 3

Mobile phone 1

Other

0

0

132

0 1

4 4

20

1 11 120 1

2023

Denominator: People who record television programs (1,319 persons) 
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We also investigated whether recording frequency varies with recording device. This data is 
shown in Table 7. Among "HDD" users, the proportion of people recording programs frequently 

e, whereas among 
 the proportion of people recording programs infrequently ("one or 2 

is higher. It appears that the diffusion of "HDDs" is the 
prin
 

ck habits 
"often", "sometimes", "seldom" or "never" employ 

those habits. 
 

Denominator: People who record television programs (1,319 persons)  

 
68% of respondents replied that they "often" or "sometimes" "view most recorded programs at 

("almost every day", "3 or 4 days per week") is higher than the overall averag
"video tape recorder" users,
days per month", "a few days per year") 

cipal driver behind increasing recording frequency. 

Table 7  Television program recording frequency (by device) 
(％) 

Denominator: people who record television programs (1,319 persons) 
Note：only 33 people recorded television programs on their personal computer HDD, 

and therefore they are not included in this table 

 
 (3) Recording and playback habits 
Increasing diffusion of time-shift viewing 

We asked people who record television programs to look at the 6 recording and playba
listed in Figure 11 and then select whether they 

Figure 11  Recording and playback habits 

 Almost every day 18

 3 or 4 days per week 17

6 18 23

Total
(293persons) (278) (693)

VCR ＤＶＤ

10 16 21

HDD

 or 2 days per week 29

 1 or 2 days per month 17

 A few days per year 19 33 22 12

23 17 14

3128 271 
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the weekend or some other specific time". 55%, more than half, of respondents "often" or 
"sometimes" "record programs I could have watched in real-time". For both of these items, the 
results are unchanged from the previous year's survey (66% and 54% respectively), but the 
proportion of respondents who "often" or "sometimes" "record almost all the programs that interest 
me whether or not I will actually watch them", which is one of the characteristics of time-shift 
viewing, was 30%, up from 26% in the previous year's survey. The practice of "time-shift viewing", 
where viewers watch most programs sometime after their scheduled timeslots, appears to be 
gradually spreading among those who record television programs. 

This year's survey added a new item "I watch recorded programs in "fast playback" to save 
time". 14% of those who video television programs said they did so "often" or "sometimes" (7% of all 

rtion of people who "often" or "sometimes" practice each habit by gender 
re more common among younger 

resp

time (27%)" 
nd "I watch more television in real-time (33%)") while 23% of people watched more recorded 

respondents), showing that this is still a minority habit. 
We looked at the propo

and age (Table 8). Habits indicating time-shift viewing we
ondents with many men and women aged 16-39 answering that they "view most recorded 

programs at the weekend or some other specific time", many women aged 16-59 answering that "I 
record programs I could have watched in real-time" and men aged 16-39 answering that they 
"record almost all programs". 
 
Table 8  Recording and playback habits (by gender and age) (％) 

（1319persons）

I view most recorded programs
at the weekend or some other
specific time

68

I record programs I could have
watched in real-time to view
them when more convenient

55

I record programs to keep
them

48

I use fast forward to watch
only certain parts of recorded
programs

45

I record all the programs that
interest me whether or not I
will actually watch them

30

I watch recorded programs in
"fast playback" to save time

14 14 16 10 10 15 19

37 32 20 30 29 26

45 48 32 43 52 44

49 45 44 50 47 55

52 47 45 62 62 58

82 68 54 73 63 64

60+

(232) (247) (162) (285) (275) (118)

16～39 40～59 60+ 16～39 40～59

Denominator: People who record television programs (1,319 persons) 

Total
Men Women

 
Finally, we asked those who record television programs (50% of the total, 1,319 respondents) 

whether they more often watched real-time television or recorded broadcasts. The results (Figure 
12) showed that many people who record television programs also watch real-time television, as 
60% of people watched more real-time television ("I watch almost all television in real-
a
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television ("I watch more recorded television (18%)" and "I watch almost all recorded television 
(5%)"). If we include people who do not record television programs so as to include all of survey 
respondents as the denominator, then the portion of people who watch more recorded television 
than real-time television is only 11%, showing that as a whole real-time viewing is by far the more 
common practice. 
 
Figure 12  Viewing habits for real-time and recorded programs 

r the 
al-time 
 those 
 16-39 

who "watch roughly the same amount of real-time television and recorded television" and "watch 
more recorded television" is roughly the same as those who "watch more real-time television", 
suggesting that time-shift viewing will become increasingly common with generational change. 

 
Figure 13  Viewing habits for real-time and recorded programs (by gender and age) 

Denominator: People who record television programs (1,319 persons)  

 
4. Viewing online videos 
Around half of respondents use the Internet 

Firstly, looking at Internet usage, we know that the proportion of respondents who use the 
Internet (Table 9), either on a computer or a mobile phone (excluding work and study-related usage 

Denominator: People who record television programs (1,319 persons)  

 
However, looking at the data by age and gender (Figure 13), we can see that the younge

respondent the larger the proportion of people who "watch roughly the same amount of re
television and recorded television" and "watch more recorded television". If we consider only
who regularly record television programs, the combined proportion of men and women aged
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and

able 9  Internet usage frequency (by gender and age) (％) 

 60% of those who use the Internet (53% of the all respondents, 1,400 people). 
cluding all survey respondents in the denominator, this proportion is unchanged from the 

previous year (29%). Similarly, the overall proportion of respondents watching online videos at least 
once a week is also unchanged (18% in the previous year). 

Looking at viewing frequency data by gender and age (Table 10), we can see the tendency for 
younger people to watch online videos more frequently remains unchanged. Men aged under 49 and 
women aged under 39 are overrepresented among online vide viewers, while many respondents 
aged 16-29 (both genders) and men in their thirties report relatively frequent usage such as "almost 
every day". However, the habit of watching videos on the Internet appears to be spreading from 
younger people to middle-aged people, as evidenced by data including an increase in such behavior 
by women in their forties. 
 

 e-mail-only use), is 53%, unchanged from 2009 (52%), but the percentage of respondents using 
the Internet "almost every day" has fallen compared to the previous year while those answering "1 
or 2 days per week" have increased. By gender and age, we can see that although the proportion of 
men aged between 16 and 29 who "rarely or never use the Internet" has increased from 7% to 13%, 
the overall inverse correlation between Internet usage and age remains unchanged. 
 
T

16-
29

30s 40s 50s 60s 70 +
16-
29

30s 40s 50s 60s 70 +

Internet users 53 81 78 76 58 36 12 85 81 72 46 21 5

28 59 51 39 28 19 5 52 44 28 19 5 2

8 9 13 10 8 3 3 15 15 9 7 4 1

10 10 9 18 16 9 3 15 13 21 7 4 1

5 3 5 7 4 4 2 3 7 10 10 4 1

2 1 1 2 2 1 0 0 2 4 3 3 0

Internet non-users 47 19 22 24 42 6 88 15 19 27 54 79 94

1 18 38 38 36

9 20 32 54 6 8 9 16 41 58

Women

Total

 Almost every day

 3 or 4 days per week

 1 or 2 days per week

 1 or 2 days per month

 A few days per year

N

4

24 13 16 15 22 33Seldom or never 35 9 1

23 6 6o Internet-enabled device

Men

 
 (1) Online video watching habits 
31% of respondents watch videos on the Internet 

This next section examines online video viewing habits. 
The proportion of all respondents who watch videos on the Internet is 31%, which represents 

approximately
In
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Table 10  Online video viewing frequency (by gender and age) (％) 

le aged 
etween 16 and 29 are overrepresented in the "mobile phone" group. The same trends were found 

when asking which devices were used to view television stations' official websites, although that 
data is not presented here. This reflects the tendency of women and young people to frequently use 
mobile phones for the various different applications. 
 
Table 11  Online video viewing devices (by gender and age) (％) 

 
Only 5% of all respondents watch paid-for content 

When we asked online video viewers if they watch free content or paid-for content, 86% 
aid that they "also wa aid-for content" 

lso 14% in 2009). If all respondents are included in the denominator, then the portion of people 
wat

16-
29

30s 40s 50s 60s 70 +
16-
29

30s 40s 50s 60s 70 +

31 67 54 52 31 14 4 64 39 37 21 6 2

＜

29 73 46 44 28 14 5 61 45 28 20 4 1

5 22 10 5 4 2 0 10 3 2 0 1 0

4 14 10 6 3 1 1 13 3 1 1 0 0

9 19 14 19 10 5 0 19 9 7 8 1 0

8 7 14 14 10 5 1 14 12 15 9 1 0

5 4 6 8 5 2 2 8 12 12 2 2 0

21 14 24 24 26 21 8 20

Men Women

Internet
users

Seldom or never

Online video viewers

 Almost every day

 3 or 4 days per week

 1 or 2 days per week

 1 or 2 days per month

 A few days per year

(Online video viewers 2009)

Total

41 35 25 15 3

Inter 47 19 22 24 42 64 88 15 19 27 54 79 94net non-users

 

80% of online video viewers use a personal computer 
The denominator for all data in this section is respondents who answered that they "watch 

online videos" (31% of the total, 826 people). Firstly, we asked such respondents what device they 
used to watch online videos. 78% responded that they "mostly or exclusively use a personal 
computer", which greatly exceeds the 16% who "mostly or exclusively use a mobile phone" and the 
5% who use "both equally" (Table 11). Data on user characteristics shows that men and people aged 
50 and over are overrepresented in the "personal computer" group while women and peop
b

16～39 40+ 16～39 40+

（826persons） (457) (369) (266) (388) (172) (235) (222) (223) (146)

78 81 75 64 82 92 74 89 66 88

5 6 5 8 5 2 7 4 9 1

16 13 20 28 12 6 19 7 26 12

30～49

Mostly using a personal computer

Roughly the same

Men

Mostly using a mobile phone

Women

Total Men Women 16～29 50+

Denominator: Online video viewers (826 persons) 

answered that they "watch free content only" and 14% s tch p
(a

ching paid-for online videos is only 5%, unchanged from 2009 (4%), showing that paid-for videos 
are not growing in popularity (Table 12). 
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Table 12  Viewing of paid-for and free online video content (by gender and age)  (％) 

Denominator: Online video viewers (826 persons) 

 
14% of all responde

16～39 40+ 16～39 40+

（826persons） (457) (369) (266) (388) (172) (235) (222) (223) (146)

86 85 86 85 87 82 84 87 87 85

14 15 14 15 13 18 16 14 14 15

Watch free content only

Also watch paid-for content

16～29WomenMen 50+
Men Women

30～49Total

nts watch television programs via online video 
Our next question asked respondents how often they view television programs via online vid

"Almost every day" was selected by 3%, "3 or 4 days per week" by 4%, "1 or 2 days per week" and "1 
eo. 

or 2 days per month" by 12% respectively and "few days per year" by 13%, resulting in a total of 44% 
of online video viewers who said they watch television programs online. This represents 14% of all 
respondents (Figure 14). In 2009, the proportion of all respondents who "had watched a television 
program via online video" was 11% (37% of online video viewers), showing an increasing number of 
people now engage in this practice. 

igure 14  Watching television programs v

 

By age and gender, we can see that the practice is more common than average among online 
video viewers aged 16-29, with around half using the medium to watch television programs. 
Conversely, over 60% of those aged 30-49 replied that they do not engage in the practice (Table 13). 
 
Table 13  Watching television programs via online video (by gender and age)  (％) 

 viewers (826 persons) 

 
F ia online video 

Denominator: Online video viewers (756 persons)  

Denominator: Online video viewers (826 persons) 

16～39 40+ 16～39 40+

（826persons） (457) (369) (266) (388) (172) (235) (222) (223) (146)

Viewers 44 47 40 51 37 48 50 44 41 3

56 53 59 49 62 51 50 56 58 60Non-viewers (seldom, never)

Total Men Women 16～29 30～49 50+
Men Women

9

Denominator: Online video
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Viewers often watch "music shows" and "dramas" 
on programs via online video" (14% of the total, 363 people) 

usic shows" (33%), "dramas" (30%), and "variety and 
com

Denominator: people who watch television programs via online video (363 persons) 

 age, we find that men aged 16-39 select "variety 
show  "news and news shows", "sports" and 
"mu

iataa (TV Tokyo)" by 1% respectively. 

We asked people who "watch televisi
what types of program they often watch. "M

edy shows" (27%) were the most common answers, a significantly different result from the most 
commonly watched genres for television set broadcasts (Figure 15) 
 
Figure 15  Television program genres watched using online video (multiple answers allowed) 

 
Looking at the top three genres by gender and
s", "music shows" and "sports", men aged over 40 select

sic shows", women aged 16-29 select "dramas", "music shows" and "variety shows", and women 
aged over 40 select "dramas" "music shows" and "news and news shows". 
 
(2) Online video site usage 
YouTube dominant 

When we asked online video viewers to choose which site or sites they use from among the 18 
sites listed in Figure 16, 84% replied "YouTube", up significantly from 73% in the previous year, and 
significantly higher than other online video sites. The second most popular site was "Nico Nico 
Douga" with 25% followed by "GyaO!" with 16%. Among video on demand services from television 
stations, "NHK on demand" was watched by 3% of online video viewers, "Fuji Television On 
Demand" and "TBS on demand" by 2% respectively and "Dai2 Nippon Television", "Tereasa Douga 
(TV Asahi)" and "Anitere S 
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igure 16   Usage of online video sites (multiple answers allowed)  

ube is watched by 
e. On the other 

hand, "Niconico Douga" has a relatively larger proportion of younger users, with 42% of online video 
viewers aged 16-29 watching the site (Table 14). 
 
Table 14  Usage of online video sites (by gender and age) (％) 

Denominator: Online video viewers (826 persons)  

F

Denominator: Online video viewers (826 persons) 

 
Looking at usage rates for the top 3 sites by gender and age shows that YouT

more women (87%) and more people aged 39 or under (93%) than the overall averag

Total Men Women 16～29 30s 40s 50+

（826persons） (457) (369) (266) (192) (196) (172)

84 81 87 93 93 84 58

25 27 23 42 27 12 13

16 17 14 13 16 19 15

You Tube

Nico Nico Douga

Gyao!
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Nearly 70% of online video viewers "only watch video sharing sites" 
What are the characteristics of online video site usage by online video viewers? We can divide 

the online video sites listed in Figure 16 into the following 3 categories. 
 
 

 

 

 

 

 

 

istribution site" usage. While the 
prop

 
ear. 

 age 

sites", down from 26% in the previous year. In addition, the p eo 
istribution sites" fell from 20% to 10%. 

 using "only video sharing sites" was 67%, up 
sign

 

 

(1) Video sharing sites (6 sites) 
"YouTube", "Nico Nico Douga", "Veoh", "Dailymotion", "PANDORA.TV", "AmebaVision" 

(2) Video distribution sites (10 sites)  
"GyaO!", "NHK on demand", "Dai2 Nippon Television", "Fuji Television On Demand", "TBS on 
demand", "Tereasa Douga", "Anitere Siataa", "Docomo Douga", "Eraberu Kantan Douga", 
"LISMO!". 

(3) Other sites (video search sites) (2 sites) 
"Woopie", "Google Video". 

The data in Table 15 shows "video sharing site" and "video d
ortion of online video viewers using "video sharing sites" was 85%, up from 75% in the previous 

year, the proportion of viewers watching video distribution sites fell from 46% on the previous year 
to 28%. 
 
Table 15  Online video site usage patterns (by gender and age) (％) 

Total Men Women 16～29 30s 40s 50+

（826persons） (457) (369) (266) (192) (196) (172)

75 77 73 91 76 76 48

85 83 88 95 95 86 59
Video sharing site users

（2009）

2010

（2009） 46 45 48 31 50 49 62

28 30 26 24 26 29 37
ideo distribution site users

2010
V

Denominator: online video viewers (826 persons, 756 in 2009) 

 
By age, we can see that 95% of online video viewers aged 39 or under used "video sharing sites",

while proportion of such viewers aged 40 or over has also increased compared to the previous y
In contrast, the proportion of viewers who watch "video distribution sites" declined in all
segments. 

Usage pattern data shows that 19% of viewers "use both video sharing and video distribution 
ercentage of viewers using "only vid

d
On the other hand, the percentage of viewers
ificantly on the previous year (49%), showing a further shift away from "distributed content" 

towards "shared content", with nearly 70% of online video viewers using "only video sharing sites". 
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(3) Online video watching habits 
Viewing habits vary greatly with age 

We asked online video viewers to look at the 8 viewing habits listed in Figure 17 and asked if 
they engaged in those habits "often", "sometimes", "seldom" or "never". 
 
Figure 17 Online video viewing habits 

 
The proportion of people who answered "often" for "sometimes" was highest for "on online video 

sites, I often work my way through a series of linked videos" at 56%, followed by "when I use the 
Internet, I so straight to an online video site" (37%) and "I watch television programs I have missed 
or that everybody is talking about on online video sites" (35%), showing a diverse range of common 
habits. However, the number of people who themselves participate in online video sites is still a 
minority, with only 5% saying that they "submit videos and comments to online video sites". None of 
the items showed much significant change from 2009. 

Age group data shows significant differences in online video viewing habits, with all behaviors 
a diverse range of watching practices. 

y gender, a relatively higher percentage of men replied that "when I use the Internet, I so straight 
to a

at "I watch only certain selected portions of television programs on online video sites" (Table 16). 

Denominator: Online video viewers (826 persons) 

scoring a higher percentage among those aged 16-29, showing 
B

n online video site", "in my free time I watch online videos rather than television", "I download 
videos to my personal computer or mobile phone so I can watch them at my convenience" and "I 
submit videos and comments to online video sites". A relatively high proportion of women replied 
th
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Table 16  Online video viewing habits: "Often + sometimes" (by gender and age) (％) 

found that touch of 12% of Japanese people watch television programs on a digital device other than 
a television set at least once per week. A combination of "television set + one-seg" was used by 6% of 
people, "television set + personal computer/mobile phone Internet" by 4%, " television set + one-seg 
+ personal computer/mobile phone Internet" by 1% and "personal computer/mobile phone Internet 
only" by 1%. The percentage of people use a "television set only" remains high at 85% (Figure 18). 
 

Total Men Women 16～29 30s 40s 50+

（826persons） (457) (369) (266) (192) (196) (172)

56 53 58 69 64 49 33

37 42 31 56 30 22 33

35 20

31 30 32 41 28 27 22

25 28 21 42 22 15 14

21 18 24 27 23 16 13

15 17 11 20 16 10 10

5 7 2 10 5 2 0

I use online video sites to watch only the parts of
television programs I want to see

I download videos to my personal computer or mobile
phone so I can watch them at my convenience

I submit videos and comments to online video sites

I often view a series of linked videos on online video sites

When I use the Internet, I go straight to an online video site

I watch television programs I have missed or that
everybody is talking about on online video sites

On online video sites, I watch popular videos with the
most views or recommended videos

In my free time, I watch online videos rather than television

34 36 46 40 29

Denominator: Online video viewers (826 persons) 

 
5. Watching television programs on devices other than television sets 
12% of all respondents watch at least once a week 

Respondents view television programs on digital devices other than televisions such as mobile 
phones for personal computers. When we asked how often respondents watch television programs 
in real time (simultaneously with the actual television broadcast) using their personal computer 
screen, "almost everyday", "3 or 4 days per week", "1 or 2 days per week" and "1 or 2 days per 
month" were selected by 1% of respondents respectively while "a few days per year" was selected by 
3%, showing that even including those watching "a few days per year", few Japanese citizens watch 
television programs on their personal computer screen. When we enquired about the frequency of 
television programs viewing via one-seg or personal computer/mobile phone online videos 5), we 
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Figure 18  Television viewing combinations by medium (all respondents) 

 

er than television 
 49 and under and 

women men aged 16-29 
tch television on various 

different d
 
Table 17 (％) 

6. C

, and 19% said "one or 2 days per 

However, if we look at the gender and age data for people who use devices oth
sets to watch television programs, we can see that the proportion of men aged

 aged 16-29 is higher than the overall average, with the proportion of 
reaching approximately 30 percent. This shows that the tendency to wa

evices is very prevalent among young people (Table 17). 

 Television viewing combinations by medium (by gender and age) 

16～29 30s 40s 50s 60s 70+ 16～29 30s 40s 50s 60s 70+

 

onnecting media devices to the Internet 
Younger people more likely to connect devices 

When we asked respondents whether they connect media devices to the Internet, 3% said they 
"connect a television" and 2% "connect a game console". The total proportion of people connecting 
some kind of device was only 7%, representing 12% of all 1,400 Internet users, who are 53% of the 
total population (Figure 19). When we asked people with connected devices (172 people) how often 
they use their connection, 28% said "at least one day per week"

12 14 9 33 19 16 13 7 3 20 13 10 10 3 1

TV + one-seg + PC/mobile  Internet 1 1 1 3 2 1 1 0 0 1 2 2 0 0 0

TV + one-seg 6 7 5 6 8 10 9 5 2 7 9 7 7 2 1

TV + PC/mobile Internet 4 6 3 20 8 3 3 2 1 10 3 2 3 1 0

one-seg + PC/mobile  Internet 0 0 0 0 0 1 0 0 0 0

 proportion of viewers using 
 devices

0 0 0 0 0

PC/mobile Internet only 1 1 0 4 2 0 0 0 0 1 0 0 0 0 0

82 88 59 74 81 86 91 95 73 83 87 88 96 98

otal
other

Men WTotal

T

Television set only 85

Men Women
omen

23 
 



month". Overall, only 62% of those with connected devices actually used the connections. If we take 
all respondents as the denominator, only 4% of people use such connections, showing that such 
usage remains uncommon among the Japanese population. 
 
Figure 19  Connecting media devices to the Internet (multiple answers allowed) 

 aged 49 or under, a 
ia devices to the 

ay per week is 
er people (Table 

et connections 
e websites such as 

d by "online games" and "game 
software downloads", with 24% respectively, showing that game console related usage is 
comparatively frequent (Figure 20). 
 
Table 18  Connecting media devices to the Internet and viewing frequency (by gender and age) (％) 

 

 

However, if we look at data by gender and age, we can see that among men
comparatively high proportion of respondents connected television or other med
Internet. This is particularly true for men aged 16-29, where usage of at least one d
just 8%, showing that the practice of connecting devices is spreading among young
18). When we asked respondents to state which services they use through such Intern
(multiple answers possible), the most common answer was "information servic
news and weather forecasts" at 40%. However, this was followe

16～29 30s 40s 50s 60s 70+ 16～29

al

30s 40s 50s 60s 70+

2 1 0 1 1 1 1 0 0

1 1 3 1 2 1 0 2 1 1 1 0 0

46 66 65 64 50 32 10 77 72 65 39 18 5

47 19 22 24 42 64 88 15 19 28 54 79 95

Not connected, don't know

 A few days per year

No Internet connection

Women

7 14 12 11 8 3 1 8 8 7 6 2 0

1 3 2 1 1 0 0 1 0 0 1 0 0

0 2 1 0 0 0 0 2 0 0 0 0 0

1 3 1 1 1 1 0 1 1 0 1 0 0

1 3 3 3

 Almost every day

 3 or 4 days per week

 1 or 2 days per week

 1 or 2 days per month

Have 
Internet 
connection

Connect to devices

Tot
Men
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Figure 20  Frequently used services on the Internet-connec wersted devices (multiple ans  allowed) 

nion survey 
ampling all Japanese citizens. 

(1) With the exception of digital terrestrial broadcasts, for which a full digital switchover is planned 
in July 2011, there were large differences by age in the ownership and use of digital media 
including one-seg, digital recording devices and Internet services. In the long term, digitization 
will spread steadily due to generational change. 

(2) Due to the spread of digital devices, people are increasingly using digital media at different 
times and in different places such as through timeshift viewing or through viewing television 
programs on digital media other than television sets such as mobile phones and personal 

(3) However, the precise nature of uptake an e can 
see from one-seg, where actual usage has not kept pace with the spread of one-seg-enabled 
d

 

Denominator: Respondents with television sets connected to the Internet (106 persons) 

 
7. Conclusion 

We were able to confirm the following 3 points through a time-series public opi
s

computers. 
d usage depends on each individual media, as w

evices, the spread of HDDs, which has encouraged people to record more programs and 
prompted the spread of timeshift viewing, and online videos where more sectors of society are 
watching but usage is shifting even further from pre-paid distributed content to free shared 
content.
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Next, we analyzed public "reactions to and evaluations of digitalization" to explore how the 
public feel about digitization. From this analysis, we then divided people according to their 

 differences in each group's "information awareness" and 

 

. Reactions to and evaluations of digitalization 
(1) Desire to use digital devices 
Desire to use digital devices but don’t make full use of them 

To assess how the public feel about digitization, we asked about respondents' attitude to device 
usage and attitude to the social effects of digitization. Firstly, to assess attitudes to device usage, we 
showed two positive and two negative statements about digital devices and asked respondents to 
state whether they "agree", "agree somewhat", "disagree somewhat" or "disagree". The four 
statements were "I actively want to use digital services and devices", "except where a necessary for 
work and study, I do not really want to use digital devices and services", "I want to use all the 
features on digital devices" and "it is troublesome to learn how to operate digital devices". 

The results, which are shown in Figure 21, showed that a respective total of 49% and 45% of 
respondents answered "agree" or "somewhat agree" with the statements "I actively want to use 
digital services and devices", "except where a necessary for work and study, I do not really want to 
use digital devices and services". However, if we look to the answer patterns for both questions, 14% 
of people answered "agree" to both questions and 18% of people answered "disagree" to both 
questions (Table 19). This shows that 10% or more of respondents may want to actively use digital 
devices, but they do not want to do so in their private time away from work and study. On the other 

 digital devices, the percentage of respondents who answered 
gree" or "somewhat agree" to the question "I want to use all the features on digital devices" (26%) 

wer

reactions and evaluations to look for
"lifestyle values". 

II. How do the public feel about digitalization? 
1

hand, when asked about operating
"a

e outnumbered by those who responded that "it is troublesome to learn how to operate digital 
devices" (70%). In addition, 65% of those who answered that they "actively want to use digital 
services and devices" and 60% of those who "want to use all the features on digital devices" also 
thought that "it is troublesome to learn how to operate digital devices". Here we can see that even if 
respondents have a desire to use digital devices, their attitude is not a simple one. People may have 
the desire to use devices but do not use all their features. 
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Figure 21  Desire to use digital devices 

 

Table 19  Attitudes to using digital devices, response combinations(1) 
(I actively want to use digital devices VS I do not really want to use digital devices except where necessary) 

(％) 

 and age, we find the data 
s who "actively want to use digital devices and 

services" and who "want to use all features" is relatively higher among men than women, and 
among those 49 or under (both men and women). 
 
Table 20  Desire to use digital devices ("agree" + "somewhat agree", by gender and age) (％) 

 

Agree (total) Disagree (total)

Agree (total) 14 35

Disagree (total) 31 18

I do not really want to use digital
devices except where necessary

I actively want to use
digital devices

Note：Total equals 100%, excluding "no answer" 
Agree (total) = "agree" + "somewhat agree" 
Disagree (total) = "somewhat disagree" + "disagree"（Also applies to Table 21 through 23） 

 

If we look at desire to use digital devices and services by gender
shown in Table 20. The proportion of respondent

16～29 30s 40s 50s 60s 70+ 16～29 30s 40s 50s 60s 70+

I actively want to use 
digital devices

49 53 46 72 71 67 60 39 19 69 66 62 39 26 14

Except where necessary, 
I do not really want to 
use digital devices

45 43 47 30 33 38 48 54 50 28 36 50 55 62 49

I want to use all features 
on digital devices

26 30 22 48 42 39 27 21 11 37 28 26 16 14 11

It is troublesome to learn 
how to operate digital 
devices

70 66 74 48 52 63 74 78 72 60 77 78 79 81 68

Total Men Women
Men Women

27 
 



(2) General attitudes to digitization 
Divided opinions on the social effects of digitization 

Next, to assess general attitudes to digitization as a social phenomenon, we showed positive 
and negative statements about digitization from lifestyle (information), communication and 
economic perspectives and asked respondents to state whether they "agree", "agree somewhat", 
"disagree somewhat" or "disagree". The statements were digitization "provides people with comfort 
and convenience in their lives", "results in an information gap between those who do and do not use 
digital products and services", "allows people to exchange opinions and provides opportunities for 
discussion", "leads to weaker inter-personal relationships", "has economic benefits for society" and 
"is an economic burden on people". Looking at the distribution of responses for the various 
statements (Figure 22), we can see that while 71% of people agreed ("agree" + "somewhat agree") 
with the statement digitization "provides people with comfort and convenience in their lives", 74% 

rmation gap between those who do and do not use digital pro
nions and provides 

at digitization 

of people agreed ("agree" + "somewhat agree") with the statement digitization "results in an 
info ducts and services". In addition, 
while 63% of respondents agreed that digitization "allows people to exchange opi

reed with the opposite opinion thopportunities for discussion", 57% of respondents ag
"leads to weaker interpersonal relationships", showing that more than half of respondents agreed 
with both the positive and negative "communication" options. If we look at cross-answer patterns to 
find how individuals responded to positive and negative statements, we find that in some cases the 
most common response pattern is to agree with both statements. 58% of all respondents agreed that 
digitization "provides people with comfort and convenience in their lives" while also agreeing that it 
"results in an information gap between those who do and do not use digital products and services" 
(Table 21) and 37% of all respondents agreed that digitization "allows people to exchange opinions 
and provides opportunities for discussion" while also agreeing that it "leads to weaker interpersonal 
relationships" (Table 22). We can see that many people recognize both positive and negative aspects 
of digitization’s impact on society. 
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Figure 22  Attitude to Social Effects of Digitization 

(％) 

tionships) 

"is an economic burden 
omic benefits for 

disagree" that digitization 
"has economic benefits for society" but "agree" that it "is an economic burden on people", and that 

ong people who recognize the 
omic benefits of digitization by agreeing that digitization "has economic benefits for society", 

 burden on people", showing that dissatisfaction 
 is considerable. 

 

 

Table 21  Attitudes to the social effects of digitization, response combinations (2) 
(It makes lifestyles comfortable VS It widens the information gap) 

It widens the information gap

Agree (total) Disagree (total)

Agree (total) 58 13

Disagree (total) 16 11

It makes lifestyles
comfortable

 

Table 22  Attitudes to the social effects of digitization, response combinations (3) 
(It allows more opinion exchange and discussion VS It weakens interpersonal rela

(％) 

Agree (total) Disagree (total)

Agree (total) 37 26

Disagree (total) 20 15

It weakens interpersonal relationships

It allows more
opinion exchange and
discussion

 
On the other hand, 59% of all respondents answered that digitization 

on people", more than the 44% of people who replied that digitization "has econ
society". Cross-tabulating the answers shows that 33% of respondents "

this is the most common combination of answers (Table 23). Even am
econ
over half (59%) say that digitization "is an economic
over the economic burden on individual citizens
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Table 23  Attitudes to the social effects of digitization, response combinations (4) 
(It has economic benefits VS It is an economic burden on people (％) 

Agree (total) Disagree (total)

Agree (total) 26 18

Disagree (total) 33

It is an economic burden on people

It has economic
benefits 21

 
Looking by gender and age at the proportion of respondents saying that

of the 6 statements produces the data shown in Table 24. A higher pr
younger respondents (aged 49 or under) agreed with positive statements such a

 they "agree" with each 
oportion of comparatively 

s digitization 
"provides people with comfort and convenience in their lives" and digitization "allows people to 
exchange opinions and provides opportunities for discussion" while a higher portion of 
comparatively older respondents (in their 50s and 60s) agreed with negative statements such as 
digitization "leads to weaker interpersonal relationships" and "is an economic burden on people", 
showing attitudes to the social effects of digitization differ between younger people who frequently 
use digital services and older people who do not. 

able 24  Attitudes to the social effects of digitization ("agree" + "somewhat agree", by gender and age) 

 

2. The greatest and the least degree of engagement in digitization 
Attitudes to digital devices and the social effects of digitization are not uniform but vary with 

age, just like the actual data on digital device usage reported in Part I. In order to identify the effect 
of factors other than age, which correlates highly with usage of digital services, we attempted a 
cluster analysis 6) of the response patterns to questions about the desire to use digital products and 
services and attitudes to the social effects of digitization. As a result, we were able to identify the 
factors is shown in Figure 23. We have displayed the characteristics of each cluster in terms of their 
basic attributes (Table 25), television viewing habits (Table 26), digital service usage habits (Table 
27) and attitudes, information awareness and sense of values (Table 28). 

 
T

(％) 

16～29 30s 40s 50s 60s 70+ 16～29 30s 40s 50s 60s 70+

It makes lifestyles
comfortable

71 71 71 85 81 77 73 66 52 87 87 81 64 57 50

It widens the information
gap

74 74 74 72 72 76 76 78 67 72 75 77 83 72 63

It allows more opinion
exchange and discussion

63 64 62 71 67 71 66 63 49 70 73 64 60 58 48

It weakens interpersonal
relationships

57 56 58 43 57 59 63 64 51 47 58 64 67 60 53

It has economic benefits
for society

44 47 4

Total Men Women
Men Women

0 51 46 46 48 48 41 47 46 43 34 38 35

 is an economic burden
59 56 61 39 54 55 62 66 58 49 56 64 69 68 57

It
on people

30 
 



Figure 23  Digital service usage clusters 

 

Table 25  Chara (％) 

 

cteristics of clusters 

Total
Active

adopters
Skeptical
followers

Reluctant
users

Non-users
(uninterested)

(2,656persons) (714) (895) (815) (232)

Men 50 56 48 47 4

Women 51 44 52 54 5

16～19 5 8 5 2 4

20s 11 18 11 6 7

30s 16 23 17 11 5

40s 17 20 19 15 7

50s 16 13 16 19 12

60s 19 10 19 24 22

70 + 18 9 13 23 43

Men 16-29 7 13 7 3 7

Men 30s 7 11 8 5 3

Men 40s 8 11 8 7 3

Men 50s 8 8 8 8 6

Men 60s 10 7 11 13 8

Men 70 + 9 6 7 12 19

Women 16-29 8 12 9 4 4

Women 30s 8 12 9 6 2

Women 40s 9 8 10 9 5

Women 50s 8 5 8 11 7

Women 60s 9 3 8 12 13

Women 70 + 9 3 7 12 25

Agriculture, Forestry, Fisheries 2 1 2 3 3

Self-employed 7 5 8 8 6

Sales or Service worker 10 12 11 9 6

Craftsman, Machinery operator 12 12 11 13 1

Office worker, Engineer 18 25 20 14 5

Manager, Administrator 3 5 5 2 0

Specialist, Freelancer, other 3 3 3 3 2

Housewives 21 16 19 26 26

students 6 10 7 2 3

Unemployed/Retired 18 11 14 22 36

Occupation

Gender

Age

Gender/age

4

6

0
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Table 26  Television viewing habits by cluster (％)  
Total

Active
adopters

Skeptical
followers

Reluctant
users

Non-users
(uninterested)

(2,656persons) (714) (895) (815) (232)

Viewing hours Short (under 2 hours) 31 35 31 31 25

Intermediate (2-4 hours) 37 37 40 34

Long (over 4 hours) 29 25 27 31 38

Usual Viewing More NHK channels 14 10 15 13 19

channel Roughly the same 20 16 22 22 21

More commercial channels 62 70 60 61 54

Satisfaction Satisfied 68 74 68 63 71

with TV broadcasts Dissatisfied 31 25 32 36

Viewing genres News and news shows 78 76 80 78 70

Weather forecasts 54 46 58 57 54

Dramas 48 46 52 45 46

Movies 26 29 28 23 17

Quiz and game shows 21 18 22 22

Variety and comedy shows 43 53 45 35 34

Animations and children's
programs

11 15 12 7 4

Music programs 26 28 29 23 25

Sports 40 37 43 40 35

Lifestyle, practical
information and hobbies

19 15 22 19 19

32

27

19

16

Mornin
shows"

60 63 60 60 56

42 46 44 37 42

48 45 49 51 44

23 24 25 19 21

74 89 81 64 41

Documentaries and
education programs

28 28 34 25

g and daytime "wide
17 13 19 18 22

40 39 46 38 32

52 59 55 46 44

Digital terrestrial
broadcasts

I can watch 75 78 79 70 65

Satellite broadcasts I can watch digital DSB 39 41 42 38 22

I can watch analog DSB 10 10 11 9 7

I have no DSB access 52 50 47 53 70

One-seg awareness I have heard of one-seg

One-seg ownership I can watch one-seg 38 55 45 22 13

Once or more per week 7 9 9 4 3

Less than once per week 10 17 12 4 2

Recording frequency Once or more per week 32 42 38 22 13

Less than once per week 18 22 20 13 13

I do not record TV
programs

50 36 41 65 72

7 7 10 5 3

34 47 40 22 10

TV set + one-seg + Internet 1 1 2 0 1

TV set + (one-seg or Internet) 10 15 12 7 3

TV set only 85 80 84 88 91

Once or more per week 3 4 4 1 3

Less than once per week 4 4 4 3 2

Rec

 at weekend or some other specific time

television out of habit

 particular programs

I prefer to watch alone

ast playback to save time

n is on

Other

Real-time viewing on a
PC

Device usage for TV
viewing

style

Digi
bro

TV viewing
habits

I turn on the 

I only watchTV viewing

I make time to watch television

I get drawn into programs without realizing it

I cannot relax unless the televisio

One-seg viewing
frequency

One-seg

Timeshift Viewing I view more programs in
real-time

30 37 33 23 16

Roughly the same 9 12 11 5 3

I view more recorded
programs

11 15 13 7 5

15 21 19 8 5

24 31 30 14 10

27 36 34 18 10

22 28 28 15 9

ording

Record to keep them

View

Use f

Record almost everything of interest

Record programs I could have watched in real-time

Use fast forward to watch certain parts only

tal
adcasts
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Total
Active

adopters
Skeptical
followers

Reluctant
users

Non-users
(uninterested)

(2,656persons) (714) (895) (815) (232)

Internet usa
frequencyInternet

Once or more per week 46 70 56 24 13

Less than once per week 6 6 6 9 2

Connect television to Internet 7 10 8 2 3

6 6 2 3

25 18 7 3

31 20 7 4

18 18 8 3

per week 6 9 7 3 2

13 10 3 1

0

52 37 15 4

I depend on this service 36 58 44 16 7

I use this service 10 18 12 4 2

I depend on this service 16 27 20 6 2

I use this service 6 10 7 2 2

I depend on this service 13 20 18 4 3

ge

Internet banking

"wallet-enabled" mobile
phones

Once or more per week 4

Less than once per week 15
Website

Viewing frequency for
TV station websites

Once or more per week 18

 per week 14

Viewing frequency of

Less than once

Once or more 

online video

Viewing frequency for

Less than once per week 8
TV programs via online
video

Free content only 27 43 32 12 6

Also paid-for content 5 7 5 3 1

12 21 13 5 2

8 14 8 4 1

11 18 14 4 3

6 11 9 2 1

10 18 11 4 1

17 30 22 6 2

5 8 6 1 1

2 4 1 0

I use this service 22 33 27 11

When online, I go straight to an online video site

I watch popular and recommended videos

Online, I watch only parts of TV programs that interest me

Online, I catch up on TV programs I have missed

I watch more online videos than TV

Online video
viewing

Viewing paid-for content

I download and keep online videos

I look through series of linked online videos

I submit videos and comments to online sites

6

I depend on this service 15 22 20 6 5

I use this service 22 32 26 13 5

I depend on this service 23 32 30 13 5

I use this service 5 8 6 2 2

I depend on this service 7 9 10 3 1

I use this service 31 49 38 16 7

I depend on this service 35 54 42 19 5

I use this service 11 18 12 5 2

I depend on this service 14 23 18 6 3

I use this service 27 47 33 10 6

I depend on this service 26 45 31 8 6

I use this service 49 71 58 30 10

I depend on this service 51 75 61 31 11

I use this service 53 78 62 34 11

I depend on this service 56 81 64 36 12

I use this service 14 25 17 4 3

I depend on this service 14 26 18 4 3

I use this service 10 17 12 4 2

I depend on this service 10 17 12 4 2

I use this service 24 39 29 10 2

I depend on this service 31 50 38 15 5

I use this service 31

Interactive programs

ＥＰＧ（Electronic
programming guide）

Internet shopping and
auctions

e-mail

Internet search engines

Usage and
dependency
on various
digital
services

Video on demand

Online video sites

SNS and micro-blogging
services

Online games

Internet reservation
services

One-seg

Data broadcasts

33 
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Table 28  Attitudes to digital device usage, the social effects of digitization, information awareness and values, 
by cluster (％) 

 

 

Total
Active

adopters
Skeptical
followers

Reluctant
users

Non-users
(uninterested)

(2,656persons) (714) (895) (815) (232)

49 83 70 10 2

45 20 38 82 19

26 46 36 4 1

70 52 76 86 39

71 96 95 41 7

74 68 91 78 6

63 78 87 40 3

57 33 70 79 7

44 59 70 13 3

59 6 95 79 8

36 54 46 16 8

33I like to have detailed information about everything 48 40 19 9

3 3 4 2 1

5 9 6 1 1

35 38 44 30 12

58 64 67 49 32

53 57 61 47 29

37 42 40 34 21

25 28 29 22 14

18 23 22 13 9

35 41 39 29 18

27 30 29 25 17

47 47 49 48 33

52 51 51 57 39

21 27 29 11 8

52 62 56 45 29

51 49 52 53 48

57 58 57 59 40

Yes (total) 57 56 55 58 63

No (total) 43 44 45 42 34

Yes (total) 35 39 35 33 31

No (total) 64 61 64 67 63

It is an economic burden on people

I feel that I have lost that if I do not use my time
effectively

I get restless if things do not go according to plan

I want to receive new information as quickly as possible

Except where necessary, I do not really want to use
digital devices

I actively want to use digital devices

I want to use all features on digital devices

It is troublesome to learn how to operate digital devices

I set very challenging goals and strive to achieve them

Sufficient available time

Comfortable economic position

Degree of
comfort

f I had

I prioritize hobbies and leisure activities over work
and studying
I want to enjoy my life now rather than thinking
about the future

I always want to be in e-mail contact with my family
and friends

Desire to
use digital
devices

Attitude to
social
effects of
digitization

I often comment on websites and blogs

It is natural to pay money for information

Information
awareness I often write letters to TV stations, newspapers and

magazines

It makes lifestyles comfortable

It widens the information gap

It allows more opinion exchange and discussion

It weakens interpersonal relationships

as everyone else

I don't feel lonely even if I don't talk to anyone all day

I am more interested in my own lifestyle rather
than society as a whole

neighbors

It has economic benefits for society

51 55 58 47 22I examine and compare multiple media sources

I want to be in a position of authority even i
to struggle to get there
It is boring to have the same opinions and lifestyle

19 29 24 9 7

37 39 40 36 26

69 68 74 71 49
Sence of
value

I try to preserve traditional habits which have been
passed down

I don't need to develop deep friendships with my

If I earn some extra money, I tend to spend it

I always look to see what others are doing before
taking decisions

I like to have new products immediately after launch

I like to show leadership



 (1) Active adopters  
This cluster accounts for 27% of all respondents. They are more likely to be male and aged 49 or 

und

 of cluster members also have a positive image of digitization’s 
ocial effects, as expressed through the statements digitization "provides people with comfort and 

convenience in their lives", "allows people to exchange opinions and provides opportunities for 
discussion" and "has economic benefits for society". 

This cluster was also active in collecting and disseminating information, as expressed through 
statements including "I want to receive new information as quickly as possible", "I like to have 
detailed information about everything" and "I often write comments on websites and blogs". This 
cluster also has a tendency towards higher than average media literacy as expressed by the 
statement "I examine and compare multiple media sources". 

Regarding basic values, this cluster prioritizes efficiency ("I feel that I have lost out if I do not 
use my time effectively", "I get restless if things do not go according to plan"), ambition ("I set very 
challenging goals and strive to achieve them", "I like to show leadership", "I want to be in a position 
of authority even if I may have to struggle to get there"), setting oneself apart ("it's boring to have 
the same opinions and lifestyle as everyone else") and innovation ("I like to have new products 

er. A higher than averages number of this cluster work in sales and service jobs, administrative 
and technical jobs or are high school or university students. 

The percentage of people in this cluster who watch comparatively little television (viewing time 
of less than 2 hours a day) is higher than average, and they tend to watch commercial television 
stations rather than NHK. Popular program genres are "comedy and variety" and "animations and 
children's programs". Regarding their relationship with television, cluster members had tendencies 
towards both "superficial" and "in-depth" viewing with respondents saying that they "turn on the 
television out of habit" but that they also "get drawn into programs without realizing it". Members 
of this cluster record television programs frequently showing a range of recording habits, saying 
that they "record almost all programs of interest", "record programs I could have watched in 
real-time" and "view most recorded programs at the weekend or some other specific time". The 
tendency towards timeshift viewing (watching a lot of recorded programs) was higher than the 
overall average, but did not exceed real-time viewing. In addition, ownership ratios and viewing 
frequency for one-seg are high, with an above average proportion of respondents watching 
television programs on devices other than television sets, such as on the Internet for using one-seg. 

Internet usage and website viewing frequency is high. Online video viewing frequency is also 
high with active involvement in various online video viewing habits "when I use the Internet, I so 
straight to an online video site", "I watch television programs I have missed or that everybody is 
talking about on online video sites" and "I often work my way through a series of linked videos". 
Among all clusters, the active adopters cluster has the highest usage ratio of various digital services 
including digital media and shows the highest degree of "dependence" on such services. 

On attitudes to using digital devices, usage desire is high, as expressed through statements 
including "I actively want to use digital services and devices", and "I want to use all the features on 
digital devices". A high proportion
s
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immediately after launch"), showing a tendency to take the initiative. However, there is also a 
strong tendency within the cluster to emphasize communication ("I always want to be in e-mail 
contact with my family and friends") and leisure time ("I prioritize hobbies and leisure activities 
over work and studying"). In addition, perhaps due to the cluster's slightly favorable economic 
position 7), the cluster also shows a tendency to impulse consumption ("if I earn some extra money, I 
tend to spend it"). 

In summary, the active adopter cluster is characterized by (1) relatively young working people 
and students (2) the desire to achieve professional success alongside a fulfilling private life (3) an 
active desire to use various types of new digital services that improve workplace and lifestyle 
efficiency" and (4) a positive evaluation of the social effects of digitization. This cluster is the most 
engaged with the digitization process. 

 

(2) Skeptical followers cluster 
 in terms of gender, age or employment sector, with 

st a slightly above average concentration of managers and supervisors. It is the largest cluster, 

This cluster has a high proportion of access to terrestrial and digital DSB services, watches an 
intermediate amount of television (2-4 hours per day) and views a wide range of different genres 
including news, dramas, movies, music shows, sports, lifestyle and information shows, 
documentaries and educational programs. While there are a slightly larger number of individuals 

ncy towa indiscriminate viewing ("I 
annot relax unless the television is on"). This cluster records television programs more than the 

g "I record programs to 
keep them", "I record programs I could have watched in real-time" and "I view most recorded 
programs at the weekend or some other specific time", but these practices, including the tendency to 
timeshift viewing, are not as strong as for the active adopters cluster. One-seg ownership and 
viewing frequency ratios are higher than the overall average, but the majority of this cluster does 
not watch television programs on devices other than television sets such as Internet-enabled 
devices and one-seg. 

In the same way as the active adopters cluster, the skeptical followers cluster has a higher than 
aver

n on people". This cluster takes a 
ouble-edged position. While recognizing the benefits of digitization, they are also strongly aware of 

This cluster has few marked characteristics
ju
accounting for 34% of all respondents. 

who "make time to watch the television", there is also a tende rds 
c
overall average with a diverse range of prominent recording habits includin

age tendency to use and depend on digital services, although the actual ratios are not as high 
as for active adopters. 

A major characteristic of the cluster is the cluster's unique attitude to the social effects of 
digitization; an extremely high percentage of the cluster "agree ("agree" + "somewhat agree") with 
both positive statements such as digitization "provides people with comfort and convenience", 
"allows people to exchange opinions and provides opportunities for discussion" and "has economic 
benefits for society" as well as negative statements such as "results in an information gap" "leads to 
weaker inter-personal relationships" and "is an economic burde
d
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its social burden. This cluster has the same high level of information awareness as the active 
adopters cluster, but have a higher than average tendency to disseminate analog information ("I 
write letters to television stations, newspapers and magazines") and place a monetary value on 
information ("it is natural to pay money for information"). 

Regarding basic values, this cluster has a higher than average tendency to prioritize  
efficiency ("I feel that I have lost out if I do not use my time effectively", "I get restless if things do 
not 

thers are doing before taking decisions") and 
traditionalism ("I try to preserve habits which have been passed down"). 

of 
both the advantages and disadvantages of digitization. 
 
(3) Reluctant users cluster 

This cluster accounts for 31% of all respondents, and is the second biggest cluster after the 
skeptical followers cluster. It contains a higher than average proportion of women and people aged 
50 and over and as a result contains a large number of housewives and unemployed/retired people. 

Many members of this cluster are dissatisfied with television programs, but the types of 
programs they watch do not have any distinguishing characteristics with the exception of a higher 
than average tendency to watch weather forecasts. Many people in this cluster do not record 
television programs. This cluster does not use a diverse range of media and one-seg ownership and 
usage frequency are both low. 

The use of various types of digital services is lower than average, and dependency levels are 

y and even if I do not talk 
to anyone all day"). 

go according to plan"), ambition ("I set very challenging goals and strive to achieve them", "I like 
to show leadership", "I want to be in a position of authority even if I may have to struggle to get 
there"), setting oneself apart ("it's boring to have the same opinions and lifestyle as everyone else") 
and innovation ("I like to have new products immediately after launch"). As we can see, this cluster 
shares many values with the active adopters cluster, also including an emphasis on communication 
("I always want to be in e-mail contact with my family and friends") and leisure time ("I prioritize 
hobbies and leisure activities over work and studying"). However, the skeptical followers cluster 
also exhibits characteristics not shown by their active adopters cluster including social 
benchmarking ("I always look to see what o

Skeptical followers selectively use the digital services they require while remaining aware 

also not high. 
The desire to use digital devices and services is lower as shown by the large number of people in 

the cluster agreeing with the statements "except where a necessary for work and study, I do not 
really want to use digital devices and services" and "it is troublesome to learn how to operate digital 
devices". This cluster also has a strong negative view of the social effects of digitization, with a large 
number of people agreeing that digitization "results in an information gap", "leads to weaker 
inter-personal relationships" and "is an economic burden on people". 

Overall information awareness is low for all items. Regarding basic values, there is a tendency 
within the cluster not to actively seek communication ("I do not feel lonel
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This cluster is unenthusiastic about digitization and innovation generally, and only begins to 
think about using digital services and devices once diffusion exceeds half of the population. 
 
(4) Uninterested cluster 

This cluster contains many retired people aged 70 and over, but accounts for only 9% of all 
respondents. 

Within this cluster, a higher than average number of people watch a large amount of television 
(4 hours or more per day) and tend to watch NHK rather than private stations. Data on popular 
genres has no particular characteristics except for the slightly higher than average tendency to 
watch "morning and daytime ‘wide shows’ ". This cluster accesses media exclusively through 

atellite television, recording devices or any device other than 
 traditional television set to watch television programs. 

ternet and other digital services is lower than all other clusters 
with a high proportion of respondents saying that "I have not heard of [a particular service]" or "I do 
not know [whether a particular service] is necessary. 

This cluster also has a low level of interest in digitization as a whole with a low proportion of 
respondents answering "agree" to statements on the desire to use digital devices and all statements 
(both positive and negative) regarding the social effects of digitization. 

A significant characteristic of this cluster is an overall lack of awareness and involvement in 
digital issues with all items on the desire to use digital services and devices, the social effects of 
digitization, information awareness and basic values receiving no answer from a large proportion of 
respondents. 

The cluster is composed principally of retired people who will continue to avoid digital devices 
and services. They have the least degree of engagement in digitization. 
 
3. Conclusion 

Through this survey, we have clarified the following points about how Japanese public is 
reacting to digital devices and services. 
(1) The most prevalent attitude to the social effect of digitization, in terms of its impact on overall 

lifestyles and communication habits and its economic effects, is a mixed positive and negative 
view. Many people actively want to use digital devices and services but they may in some cases 
be unenthusiastic about doing so outside of work or study. 

(2) The factor with the greatest influence on attitudes towards digital services is age. Attitudes are 
also strongly influenced by the degree to which individuals seek stimulation in their work and 
private life, as seen by the importance they place on efficiency, ambition, setting oneself apart, 
innovation, communication, and hobbies and leisure time. 

(3) Respondents can be divided into 4 clusters similar to those put forward under innovator theory8). 
The clusters are "active adopters (27% of total)", "skeptical followers (34%)", "reluctant users 
(31%)", and uninterested (9%)". Among those using digital services and devices, we were able to 

traditional methods and does not use s
a

Usage of and dependence on In
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distinguish active adopters, who are principally under 49 and have a positive opinion on the 
social effects of digitization, and skeptical followers who recognize the benefits of digitization 
but remain aware of its negative aspects including growing information and economic 
inequality and the loss of face-to-face communication. As such only use digital services where 
they feel it is necessary in their work and private lives. 

 

Digitization has been accepted by people who value its efficiency, cost-effective and novelty, and 
the spread of various digital services has changed the way we communicate, creating a larger gap 
between those who do and do not use such services. This in turn has changed society. In the social 
environment, our survey reveals that more than 30% (34%) of Japanese people belong to the 
skeptical followers cluster, which selectively uses digital services while maintaining awareness of 
certain negative effect of digitization on society. The key to achieving the widespread penetration of 
new digital services depends on the decisions this cluster makes on adopting each individual service, 
decision which are based not on novelty alone but on comparing the services' efficiency and 
convenience benefits with the economic cost as well as considering the positive and negative impact 
of the service on society as a whole. In future research, we intend to conduct detailed investigations 
into the media habits and attitudes of the skeptical followers cluster in order to clarify the 
mechanisms by which they accept new services. 

 
Notes: 
(1) Summaries and further details of previous surveys are available as follows:  

The 2007 Survey "The Diversity of Visual Media Use Increases with Youth", by Hiroshi Aramaki and Akihiro 
Hirata, was published in the April 2008 edition of The NHK Monthly Report on Broadcast Research. 
The 2008 Survey "The Present Uses and Possibilities of One-Seg and Video Image Distribution", by Hiroshi 
Aramaki, Katsumi Miyamoto and Masayo Yoshifuji, was published in the March 2009 edition of The NHK 
Monthly Report on Broadcast Research. 
The 2009 Survey "The Present State of Awareness of Diversifying Media Uses", by Toshiyuki Kobayashi and 
Masayo Yoshifuji, was published in the March 2010 edition of The NHK Monthly Report on Broadcast 
Research. 

) The possible answers to the question "Are you satisfied with your current free time availability and economic 
situation?" were 4 options: 1. Very satisfied 2. Satisfied 3. Slightly dissatisfied and 4. Dissatisfied. 

(3) In the 2009 survey, the 5 possible answers to the question "do you want to watch one-seg?" were 5 options: 1. I 
already watch it 2. I want to watch it as soon as possible 3. I want to wait a little longer before watching it 4. I 
do not really want to watch it 5. I have never heard of it. 

(4) In the 2008 survey, there were no questions about recording television programs. 
(5) We performed a cross tabulation to identify respondents who "watch television", "watch one-seg at least one day 

per week" and "watch television programs via online video at least one day per week". 
(6) We performed a large file cluster analysis using SPSS. The initial center-to-center minimum distance was 

4.123, and the data was divided into 4 clusters after 13 iterations. 
(7) The possible answers to the question "Are you satisfied with your current free time availability and economic 

situation?" were 4 options: 1. Very satisfied 2. Satisfied 3. Slightly dissatisfied and 4. Dissatisfied. During the 
analysis, we used the combined proportion of respondents who answered "very satisfied" and "satisfied". 

(8) Innovator theory was proposed by Stanford University Professor Everett M. Rogers in his 1962 publication 
"Diffusion of Innovations", a theory on the diffusion of new products and services. The population is divided into 
5 clusters based on the time from product launch to purchase: 1. Innovators (2.5%) purchase first followed by 2. 
opinion leaders (early adopters) (13.5%), 3. the early majority (34%), 4. the late majority (34%) and 5. laggards 
(16%). 

(2
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