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Note for Readers

1. It is required to identify the MSIT and KISA as reference sources when

citing statistical data in this report.

2. As the figures on statistical tables and graphs are rounded off,

the sum of individual figures may not be equal to the total.

3. Be aware of using statistics with a large RSE (Relative Standard Error)

due to a small sample size. Please refer to Appendix 2.

4. Meaning of codes in statistical tables is as follows:
— : Missing value or not available

0.0 : Nil or negligible

5. Multiple responses are the result of totaling of one and more answers

(select all or three in the order that apply).




The time has come to break away
from traditional doctrines and
examine our world through
objective facts,

The connected world we live in is changing at a speed almost impossible to track. There
is a hypothesis referred to as the Red Queen effect.

In Through the Looking Glass, the sequel to the famous FAlice’s Adventures in Wonderland, ,
Alice asks the Queen in great surprise after her attempt to running faster but staying in the
same place.,

“Why, | do believe we’ ve been under this tree the whole time! Everything’s just as it
was!” Alice asks in puzzlement to which the Queen answers,

“Now, here, you see, it takes all the running you can do, to keep in the same place.
If you want to get somewhere else, you must run at least twice as fast as that!”

This is the essence of the Fourth Industrial Revolution as we know it. Internet access is
less fixed and more mobile than ever before. It is up to us to examine our world through
objective facts so as to best respond to the tremendous changes it is going through.

Herein lies the value of this survey as essential statistics that provide a factual time series
observation into the life changes the Internet has had on us.



Our most recent survey results show that the rate of households with Internet access has
passed its peak in accelerated growth and in effect entered a state of saturation. There was
also a closing of a generational gap among Internet users in which the Internet usage rate
of the elderly, aged 65 and over, tripled in the past 5 years. Households with computers
which has been on a gradual decline since 2012 dropped to 74.7% in 2017. Contrastingly,
household smartphone ownership has hiked to 94.1%, a change that can be interpreted
as a shift toward a more mobile—centric Internet environment for its users.

Such changes are also affecting how individuals are using the Internet in their daily lives.
Internet shopping and Internet banking are some prime examples of daily activities which
only 5 years ago had been desktop based but have now moved onto the mobile platform
for many of its users.

This Survey on the Internet Usage is an affirmation of how years of Internet usage and its
consistent applications in daily life have established a sound and stable Internet environment
driven by artificial intelligence, Internet of Things, cloud computing, big data, and mobile.
We expect the survey to play its given role as statistical and objective facts that will guide
readers in examining the world and our place in it. We hope as we undergo the Fourth
Industrial Revolution, our efforts will provide necessary

support to the public sector on policy making, the
private sector on business model development,
and academia on research.

March, 2018
President, Korea Internet & Security Agency

Kim Seok—hwan






Survey on the Internet Usage

Head of Research Ju Yong—Wan
Researchers Lee Kye—Nam
Choi Young—Jun

Youn Eun—Jung



Q Ministry of Science and ICT )\ Korea Internet &

KISA . Security Agency




2017
Survey on the
Internet Usage



Internet Access Pattern of Households —

01. Households with Internet Access

For all households

~

04.0 94.1 94.3 959 96.8 97.2 974 98.1 98.5 98.8 99.2 @

BE Bm Bm O Bm =
2006 § § 2007 J§ 2008 J § 2009 2010

02. Internet Access Type  03. Internet Access Devices

For households with Internet access For all households

-0 bl
100.0., Smartphone Desktop Laptop

BT Mobile Internet 94.1 ) 61.2% 31.6%

i ‘ 100.0
Wireless LAN

78.5%

b;BZL"/“ Digital TV Smart TV Game Console
1 3-20/0 3-0%

6.7 %

Cable Modem

4.6
Broadband

Wireless LAN




Internet Users in Korea
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Generation Gap in Internet Use

Boomer Kim (in his 50s)

Baby Boom Generation

Generation born around the 1960s.
First encountered the Internet at work.
Lived through rapidly changing

ICT environment.

50s

Uses the smartphone as much as people in their 20s,
but spends most of that time with the smartphone
using instant messengers.

Still prefers offline banking and shopping.

Zed Kim Gn his 20s)

Generation Z

Born in the mid—1990s and grew up being
exposed to the Internet environment,
Highly interested in and comfortable with
new ICT products and social media.

20s

Uses a wide variety of Internet services from
instant messengers to online shopping.
Smartphone usage hours are about twice
that of a Boomer,
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was born

Source
- Advancement rates in 1987: “Educational Statistics Yearbook,
Educational Statistics DB” , Korean Educational Development Institute

- 2000 statistics: “A Survey on the Number of Internet Users and
Internet Behavior, 2000”, KISA

- 2007 statistics: “Survey on the Computer and Internet Usage, 2007” , KISA

- Advancement rates in 2013: “Educational Statistics Yearbook,
Educational Statistics DB”, Korean Educational Development Institute
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| . Overview of the Survey

1. Survey Objectives

As the Internet spreads its wide wings across all areas of society, there comes a need
for statistics that allow analyses of not only the guantitative growth of Internet usage, such
as Internet usage rates and user populations, but also specific Internet usage patterns,
Internet usage in people’ s daily lives, and its social impacts.

This survey aims to provide statistical information that can be widely used for governmental
policies, business strategies, and academic research activities through its studies on Internet
usage environments and behaviors.

The specific objectives of this survey are as follows:

° To provide quantitative measurement of Internet users and Internet usage rates

° To provide statistics for producing global ICT indicators and index of international organizations
° To analyze household ICT environments such as ICT device ownership, Internet access
° To understand Internet usage patterns such as Internet usage hours, frequency, locations, and purposes
° To identify the usage of Internet services such as instant messengers and social networks

° To explore the future prospect of Internet usage

2. Historical Background

< October 1999

Conducted the TSurvey on Estimating the Internet Users and Verification of Statistical
Technigques; for 1,403 households nationwide (or 3,445 individuals aged 7 and over)

= An Internet user was defined as ‘a person who uses the Internet at least once a month’

< March 2000

Conducted the TSurvey on Estimating the Internet Users and Modification of Statistical
Technigues; for 2,623 households nationwide (or 8,491 individuals aged 7 and over)

2017 Survey on the Internet Usage
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< August 2000 — December 2000

Conducted the TSurvey on the Number of Internet Users and Internet Usage Behavior,

= [Established a survey panel for 3,500 households nationwide (about 10,000 persons
aged 7 and over)

= Changed the survey method to a telephone survey following the survey panel
construction in August 2000

March 2001 — December 2001

Conducted the TSurvey on the Number of Internet Users and Internet Usage Behavior
m Conducted telephone surveys of the same survey panel households on a quarterly basis

June 2002 — December 2002

Conducted the TSurvey on the Internet Users and Internet Usage Behavior
= Expanded the survey population to household members aged 6 and over
= Changed the survey periodicity to bi—annual (June & December)

> June 2003 — June 2004

Changed the title of the survey to TSurvey on the Computer and Internet Usage;
and was designated as official government statistics (No. 120005)

= Designed sample based on 10% Sample EDs for the 2000 Population and Housing
Census’ by the Statistics Korea

= Conducted face—to—face interview survey for 7,000 households (approximately
18,000 individuals)

> December 2004

Changed the definition of an Internet user

® ‘3 person who has used the Internet at least once in the last 1 month’

= |ncluded wireless Internet users who access the Internet through a mobile
communication network

© December 2006 — December 2007

Revised samples and expanded sample size

= Designed sample based on 90% EDs (excluding the "10% Sample EDs’ used by the
Statistics Korea) for the 2005 Population and Housing Census’

= Surveyed 10,000 households nationwide (approximately 25,000 individuals)
= Expanded the survey population to household members aged 3 and over

2017 Survey on the Internet Usage 03
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< June 2008

Changed the title of the survey to fSurvey on the Internet Usage; and expanded
sample size

= Surveyed 17,000 households nationwide (approximately 42,000 individuals)
®m Changed the survey periodicity to annual and the survey period to 2 months

May 2009 — May 2010

Expanded sample size and changed the reference date

= Surveyed 30,000 households nationwide (approximately 73,000 individuals)
= Changed the reference date (0 hour, May 1) and the survey period (2.5 months)

July 2011
Changed the reference date (0 hour, July 1)

July 2012

Revised samples

= Designed sample result of 'Household and Housing' DB based on
2010 Population and Housing Census’

= Sample size and survey reference date maintained

> July 2014

Reduced sample size
= Surveyed 25,000 households nationwide (approximately 65,000 individuals)

= While maintaining the number of EDs (3,000), reduced the number of households
per ED from 10 to 8~9

= Designed sample to include Sejong—si

July 2016

Plans to merge with TSurvey on the Mobile Internet Usage;
(General Statistics No. 32902)

August 2016

Changed National Statistic Approval Number
= Survey on the Internet Usage (No. 12005 becomes No, 120005)
= Survey on the Mobile Internet Usage (No. 32902 becomes No. 329002)

November 2016

Discontinued the TSurvey on the Mobile Internet Usage;
(General Statistics No. 329002)

2017 Survey on the Internet Usage



3. Contents of the Survey

This survey covers Internet usage and Internet usage patterns, ICT environment of households,
Internet usage in daily lives, and the social impact of the Internet. It attempts also to forecast
future changes through time—series analysis of previous survey results.
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The major contents of this survey are as follows:

° Estimation and time—series analysis of Internet users and Internet usage rate

® Estimation of usage rate and users of mobile Internet and smartphones

° |nternet usage by gender, age, education, occupation, and region

°® |nternet usage patterns (e.g., Internet usage time, frequency, locations, purposes)
® |CT environment of households (e.g., ICT device ownership and Internet access)

® |nternet communications (e.g., e—mail, instant messenger, social network service)
°® |nternet economic activities (e.g., Internet shopping, Internet banking)

® Online media usage (e.g., TV, newspaper, radio, movie, magazine/book)

° |nternet non—use

4. Outline of the Survey

e Sample eligibility: 25,000 households nationwide and household members aged 3 and over
e Sample size : 62,540 household members aged 3 and over
° Periodicity: Annual
® Survey period : 2017. 8. 1 — 9. 30 (2 months)
e Survey method: Face—to—face interview
® Agencies in charge
— Ministry of Science and ICT (MSIT)
— Korea Internet & Security Agency (KISA)

— NICE R&C
® | egal basis

— Article 52 of the Act on Promotion of Information and Communications Network Utilization
and Information Protection, etc. (Korea Internet and Security Agency)

— Article 17 of the Statistics Act (Designation of Designated Statistics and Revocation of
Designation)
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5. Sampling Design
A. Population

e Target population: Nationwide households and population aged 3 and over

° Survey population: As of July 1, 2017, nationwide households and household members
aged 3 and over

— Household: A living unit composed of one or more persons who eat, sleep, and live together

— Household member: All members of the household who live together regardiess of family
membership

% Group facility households such as dormitories and special social facilities, and household
members who are away from home for an extended time due to military service and
long—term stays including overseas are excluded from the survey. Detailed exceptions include:

- Dormitory residents of schools, factories, and hospitals; residents of special social
service facilities such as senior homes, orphanages, and specialized hospitals;
military servicemen; inmates of prisons, juvenile reformatories, and forensic psychiatry
hospitals; absentees who are away on business or residency; and temporary residents,

B. Sample Size and Sampling Method

1) Sample size: 25,000 households

2) Sampling unit and frame

° Sampling unit: Households nationwide
— Primary sampling unit: EDs in each region and dong/eup/myeon
— Second sampling unit: Households within each ED

® Sampling frame: The list of households in the general ED (1.A) and the relevant ED of
2% household residency in Statistics Korea “2010 Population and Housing Census”

3) Sampling method: Stratified multi—stage cluster sampling

e Stratification and sample allocation

— Primary: After stratifying the country into 17 cities and provinces, the survey conducted
square root proportional allocation of target households (25,000 households) based on
the number of households in the cities and provinces (2017 estimate)

X The representations of the sample households may be problematic in the case of
proportionally allocating samples for each city and province, as Seoul and Gyeonggi
have comparatively large sample sizes compared to Jeju, Ulsan, Gwangju, and other
less—populated areas. As such, square—root proportional representation is used.
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— NHH, is the number of parent group households of h
(cities and provinces (number of estimated households in 2017)

— Secondary: After stratifying the 17 cities into dong and eup/myeon, the number of
households in these administrative levels (as per the “2015 Population and Household
Census” ) were used to proportionally allocate the city/province target household numbers
in the primary allocation,

— Tertiary: The target household numbers allocated to 17 cities and provinces and dong
Jeup/myeon were converted to the number of EDs (the number of EDs were calculated
based on an average of 8.33 households per ED).

© Cluster

— Based on the characteristics of ED categorization indices provided by the sampling frame,
the survey conducted K—means clustering to classify the EDs in each area into 20 types.
Clusters with less than 500 EDs were assimilated into similar clusters to form a total of
17 clusters,

% ED categorization indices: Administrative cities, counties, districts, administrative eup/myeon/
dong, ED number, ED characteristics, gender of the householder, age of the householder,
relationship with the householder, education level of the householder, household category,
household type, type of housing, residence types, housing size, and number of rooms in the house.

- ED characteristics (2): Regular ED, apartment ED
- Gender of the householder (2): Male, female

- Education level of the householder (8): No schooling (including not yet in school),
elementary school, middle school, high school, college (under 4—year program), university
(4—year diploma program or higher), master’ s degree program, PhD program

- Household category (5): Household of a family, household of family and other members,
single—person household, 5—person or smaller household of unrelated members, 6—
person or larger household of unrelated members

- Household type (1): Regular household
- Type of housing (4): House, apartment, multiplex housing, other
- Housing size (9): 20m? or smaller, 20m*—40n?, ..., 165m*—230m?, 230m? or larger

- Number of rooms (6): 0, 1, 2, 3, 4. 5 or more

— Square root proportional allocation was conducted on the number of target EDs (3,000),
based on the number of EDs in each cluster (2015 Population and Housing Census)
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° Selection

— ED selection: The standard EDs in dong/eup/myeon level of each region and cluster
were systematically selected using the proc survey select function of SAS

— Household selection: Household member lists in the selected EDs were used to systematically
select sample households (8—9 households per ED, 8.33 households on average)

— Household member selection: All members of selected households aged 3 and over
were surveyed

6. Fieldwork

A. Outline of the Fieldwork

° Fieldwork period : 2017, 8. 1. — 2017. 9. 30.

® Reference date : 2017. 7. 1,

° Periodicity: Annual

° Sample eligibility: Sample households and its household members aged 3 and over

° Data collection: Face—to—face interviews in which trained interviewers visited each
sample household and conducted an interview with a questionnaire

® Fieldwork procedure: Official letters were sent to eup/myeon/dong offices and household
members nationwide to ask for cooperation in the survey = At—home interview by interviewer
= Management and controls by fieldwork supervisors = Collection of completed questionnaire
= Re—survey or complementary survey = Verification of final data

B. Sample Management

° ED Management

— Pre—selected EDs were surveyed in principle. In case of any of the following reasons,
replaced households in accordance with alternative principle with the approval of survey
manager.

® Household Management

— Pre—selected households were surveyed in principle, In case of any of the following
reasons, replaced households in accordance with alternative principle with the approval
of survey manager.

= Refusal to answer: All the household members strongly refuse to take the survey because
they are busy or do not want to be bothered (despite the suggested 3 or more Vvisits to
such households).

= Long—term absence: Residential housing exists but all the household members are absent
for a long time due to overseas travel or other domestic reasons (3 visits following absence
for unknown reasons).
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= Empty household: Members have moved out or have been removed due to housing
development projects and other reasons.

* Housing type change: Change of housing type from residential to commercial or any other,
causing the exclusion of the household from the survey target group.

= Insufficient number of valid household members: Upon rejection of response by additional
household member required to satisfty the number of valid household members, household
can be eliminated and replaced with another household,
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% Replacement rules: Select the closest household located at the northern right of the
original household. If an apartment is structured in clusters around a staircase and there
are less than 3 units on each floor, replace the household with one that is facing it or
any other unit regardless of cardinal direction, When having to move between stairs,
move in a downward direction,

7. Data Processing

A. Verification and Imputation

° \/erification on the fieldwork

— Fieldwork supervisors randomly select over 30% of collected questionnaires and make
telephone calls to check whether the interview took place as well as the accuracy of
answers, among others,

— Second electronic verification of the validated guestionnaires is conducted during data
entry or editing process.

— Third verification of the data is conducted using internal validation program during data
processing.

— Re—survey or complementary survey is done for questionnaires which fail to be verified
during the first, second, and third verifications.

° \frification on data processing

— Time—series comparison and verification of past results and average by group
(e.q., gender, age, region, education, occupation).

° |mputation for non—responses

— Upon the occurrence of unit non—response, the relevant household shall be visited at least
3 times to collect the response, and if it is inevitable, the household shall be replaced in
accordance with the standards of sample substitution and then the unit non—response shall
be eliminated.

— Upon rejection of response by additional household member required to satisfy the number
of valid household members, household can be eliminated and replaced with another.

— Since answers are entered by the interviewer, there should not be non—responses to
any of the survey guestions.

— Non—response on characteristics of the respondents (e.g., household income) shall not
be calibrated,
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B. Data Processing and Analysis

° Collected data are computerized by a coding process, and the final verified data are
analyzed using statistical package SPSS for Windows.

— Personal identification information (e.g., name, address, telephone number) is excluded or
encoded as a serial number during data entry.

° Unit of analysis: Household and household members

— Independent variables for household: Householder's age, household income, scale of
region, region.

— Independent variables for each household member: Gender, age, gender X age, youth
(9—24 vyears old), occupation, education, household income, scale of region, region.

8. Estimation and Sampling Error

A. Estimation

e Estimation of Household members

-

0+

. 17 1
PN = Z Z Z war@a,sem,agepm‘ea,se:t,a,ge

area=1sex =0 age=3—9
17 1 70+

f/a/r(];N )Z 2 2 Z wil‘ea,sez,age f/'()’r(ijarea,sez.,age)

area=1sex =0 age=3—9

. .
_ % _
N , [P D ) 1—p ;
area,Ser,age area,sexr,age * area,Ser,age area,Ser,age

f/ar z; . =
( ar(iméem’agﬁ) ]\I{ZT(E{Z, sex,age n(],’r‘(i(l,, sex,age - 1
area 17 cities/provinces
Gender Male(1), Female(0)
age Age scale of household members: 3-9, 10s, 20s, 30s, 40s, 50s, 60s, 70+
ZA)N Estimate ratio of Nation (Korea)

area,sez;age Population by region, gender, and age

N area,ses,age Sample size by region, gender, and age

Warea,sex,age Weight by region, gender, and age, Warea,sez.age = NT,

parw,sm,age Estimation of certain region, gender, and age

o Estimation of Household

17 60+

by = Z Z Wereaq, age p area,age

area=1 age =20s

N 17 60+ N
A\ 5 -
Var (p N ) - E E Warea, age Var (p area, age)

area=1 age =20s
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%
AVGT(Z;area W) _ Narea,age ~ Marea,age % Z;area,age* (1 - parea,age) g_
o
area 17 cities/provinces %
age Householders' age : 20s, 30s, 40s, 50s, 60+ g
]BN Estimate ratio of households <
]V;Tea, age Population by region and householder's age
N area, age Sample size by region and householder's age
Wyrea, age Weight by region and householder's age, Warea, age = ]\Tf
Parea, age Estimation of certain householder's age in certain region

B. Sampling Error and Confidence Interval

° Sampling error and confidence interval of the estimate rate at a 95% confidence level

+1.96% 4/ Var(py ) | Py £ 1.96% 4/ Var(py)

Table 1—1 ¢ Sampling Error and Estimates for Internet Usage Rate and Internet Users Aged 3 and Over

Sampling error for

Internet usage rate +0.17%p (95% Confidence Level)

Estimate for o 4 .
Internet usage rate 90.3% *0.17%p
Sampling error for _
the number of Internet users +77thousand (95% Confidence Level)
Estimate for 45,283 thousand +77 thousand

the number of Internet users

Table 1—2 ¢ Sampling Error and Estimate for Households with Internet Access

Sampling error for Households

Wwith Infernet access +0.08%p (95% Confidence Level)

Estimate for Households o o
with Internet access 99.5% +0.08%p

9. Publication and Use

° The results of this survey are to be made publicly available through KISA's statistics
website (http://isis.kisa.or.kr).

° The results of this survey have been used as population data for governmental departments
and research organizations including as well as reference data for social indicators at
local governments.

o Data files have also been submitted to international organizations and institutions such
as the UN, OECD, ITU, and WEF for producing global ICT indicators and indices.
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10. Population Distribution

Table 1—3 * Households by Householder's Age and Region

Householder's age

12

Total
Under 20s 30s 40s 50s 60+
Nationwide 19,623,587 | 1,437,088 | 3,173,078 4,442,817 4,658,149 5,812,455
Seoul 3,787,319 375,927 681,385 819,972 845,623 1,064,412
Busan 1,351,166 92,747 179,382 269,754 331,500 477,783
Daegu 939,536 61,836 133,110 218,987 240,445 285,158
Incheon 1,070,384 63,431 186,227 262,649 281,070 277,007
Gwangju 573,359 51,720 99,239 141,469 134,381 146,550
Daejeon 594,615 70,039 98,907 138,342 136,703 150,624
Ulsan 428,652 24,180 76,995 104,797 117,869 104,811
Sejong 102,551 13,799 24,966 26,985 17,156 19,645
Gyeonggi 4,541,136 278,186 833,839 1,187,103 1,132,839 1,109,169
Gangwon 621,044 54,054 74,932 122,816 147,717 221,525
Chungbuk 622,147 47,861 92,349 132,864 147,781 201,292
Chungnam 823,952 67,926 131,501 172,202 176,740 275,583
Jeonbuk 731,051 52,441 93,216 148,662 163,331 273,401
Jeonnam 733,391 34,439 87,100 137,726 164,902 309,224
Gyeongbuk 1,087,679 71,209 144,607 209,133 250,588 412,142
Gyeongnam 1,282,811 64,062 199,028 291,001 312,899 415,821
Jeju 232,794 13,231 36,295 58,355 56,605 68,308

[Source] Statistics Korea,

2017 Survey on the Internet Usage
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Table 1—4 « Individuals by Gender, Age and Region

Gender Age
Total

Male Female 3-9 10s 20s 30s 40s 50s 60s 70+

Nationwide | 50173433 25,137,733 | 25,035,700 | 321,826 | 5244468 | 602,162 | 7561778 | 8602472 | 8406022 | 5458443 | 4786262
Seoul | 9554467 | 46714% | 4882972 | 514547 | 870343 | 1480539 | 1589540 | 1609878 | 1560855 | 1089319 | 839446

Busan | 3354416 | 1650406 | 1,704010 | 1848%2 | 309728 | 468797 | 463839 | 532154 | 590436 | 452955 | 346615

Daegu | 2408906 | 1,19738 | 1211507 | 146973 | 262550 | 335009 | 320480 | 419879 | 420718 | 274345 | 219951

Incheon | 2847955 | 1432474 | 1415481 | 189782 | 299319 | 308333 | 451541 | 503061 | 502182 | 282580 | 221,157
Gwangju | 1463518 | 728876 | 734642 | 101830 | 180539 | 217020 | 217615 | 259191 | 231298 | 137935 | 118040
Daejeon | 1491698 | 748324 | 743374 | R426 | 168550 | 244204 | 219763 | 25738 | 238572 | 147323 | 116474
Ulsan | 1,132222 | 538683 | 543539 | 81416 | 128172 | 150306 | 179639 | 204,184 | 207515 | 112590 | 63401

Sejong | 264632 | 132848 | 131,784 | 278% 30265 | 3H6637 51,748 | 48974 | 31872 19857 17333
Gyeonggi |12462830| 6298137 | 6164693 | 832228 | 1,383259 | 1698445 | 2008388 | 2302120 | 2066155 | 1,154322 | %7913
Gangwon | 1489342 | 753249 | 736093 | 80648 | 195836 | 191364 | 179450 | 235171 | 263594 | 18322 | 1941850
Chungbuk | 1565475 | 794,158 | 771317 | R9I74 | 166192 | 21558 | 216298 | 254937 | 264664 | 174292 | 173533
Chungnam| 2091,334 | 1071,756 | 1019578 | 141027 | 218678 | 280969 | 308523 | 336758 | 327007 | 227963 | 250419
Jeonbuk | 1783834 | 82750 | 86084 | 111010 | 197916 | 226906 | 219672 | 283523 | 293210 | 215180 | 241417
Jeonnam| 17564414 | 8795%6 | 874818 | 107947 | 186411 | 178922 | 209877 | 270531 | 298337 | 221658 | 280731
Gyeongbuk| 2617483 | 1320890 | 1206593 | 154460 | 257356 | 318530 | 343164 | 409068 | 451,117 | 336371 | 347408
Gyeongnam| 3269067 | 1665419 | 1608638 | 225179 | 355778 | 386542 | 480472 | 565249 | 550327 | 366230 | 330280
Jeju 616851 | 311274 | 305577 | 466% 73576 | 74085 | 87769 | 110408 | 9,163 62241 62944

[Source] Statistics Korea, "Population Projections for Koreay as of 2017
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11. Sample Distribution

Table 1-5 ¢ Household Sample

No. of samples (households)

Component ratio (%)

Total 25,000 100.0
[Householder's agel]
20s and under 820 3.3
30s 3,280 13.1
40s 4,781 19.1
50s 5,933 23.7
60+ 10,186 40.7
[Household income]
Less than 1 million won 4,248 17.0
1—=2 million won 3,868 16.5
2—3 million won 4,344 17.4
3—4 million won 4775 19.1
4 million won or more 7,453 29.8
Non response 312 1.2
[Size of region]
Dong bu 19,324 77.3
Eup/Myeon bu 5,676 22.7
[Region]
Seoul 2,920 1.7
Busan 1,745 7.0
Daegu 1,463 5.9
Incheon 1,554 6.2
Gwangju 1,148 4.6
Daejeon 1,178 47
Ulsan 972 3.9
Sejong 416 1.7
Gyeonggi 3,203 12.8
Gangwon 1,197 4.8
Chungbuk 1,215 49
Chungnam 1,422 57
Jeonbuk 1,282 5.1
Jeonnam 1,294 52
Gyeongbuk 1,591 6.4
Gyeongnam 1,713 6.9
Jeju 687 2.7
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o
Table 1—6 ¢ Household Member Sample g<g
<.
sg(r)ﬁp(ljcfes CO”‘POQG”‘ sg(r)ﬁp(l)és Com.poi,‘e”t g
(persons)  ratio (%) (persons)  ratio (%) %
Total 62,540 100.0 Total 62,540 100.0 D
[Gender] [Education] g
Male 30,180 483 Elementary school graduates and lower 15,075 241 5
Female 32,360 51.7 (preschoolers) 2,104 3.4 =
[Age] (no schooling) 2,488 4.0
3-9 3,928 6.3 (current elementary school students) 3,134 50
10s 5,097 9.6 (current middle school students) 1,630 26
20s 6,467 10.3 (elementary school graduates) 5,719 9.1
30s 8,257 13.2 Middle school graduates 7.392 11.8
40s 9,701 15.5 (current high school students) 2.083 33
50s 10,979 17.6 (middle school graduates) 5,309 8.5
60s 8,308 13.3 High school graduates 21,435 34.3
70+ 8,903 14.2 (current college students) 3.487 5.6
[Gender X Age] (high school graduates) 17,948 28.7
Male 3—9 1,920 3.1 College graduates and higher 18,638 29.8
Male 10s 3,089 4.9 (current graduate school students) 93 0.1
Male 20s 3192 5.1 (college graduates) 18,545 29.7
Male 30s 4,054 6.5 [Income]
Male 40s 4734 7.6 Less than 1 million won 6,210 9.9
Male 50s 5,403 8.6 1=2 million won 7,227 11.6
Male 60s 3,922 6.3 2=3 million won 9,925 15.9
Male 70+ 3,866 6.2 3—4 million won 13,699 21.9
Female 3—9 2,008 3.2 4 million won or more 24,677 39.5
Female 10s 2,908 4.6 Non response 802 1.3
Female 20s 3,275 5.2 [Size of region]
Female 30s 4,203 6.7 Dong bu 49,599 79.3
Female 40s 4,967 7.9 Eup/Myeon bu 12,941 20.7
Female 50s 5,576 8.9 [Region]
Female 60s 4,386 7.0 Seoul 7.552 12.1
Female 70+ 5,037 8.1 Busan 4,389 7.0
[Youth] Daegu 3,408 5.4
Total 9,874 15.8 Incheon 3,749 6.0
Male 5,000 8.0 Gwangiju 3,346 5.4
Female 4,874 7.8 Daejeon 3,051 4.9
[Occupation] Ulsan 2,384 38
Professionals/Managers 1,715 2.7 Sejong 1,174 1.9
Office workers 8,452 135 Gyeonggi 8,620 13.8
Service/Sales 11,737 18.8 Gangwon 2,524 4.0
Production workers 6,960 11.1 Chungbuk 2,958 4.7
Agricultural, forestry, fishery 3,866 6.2 Chungnam 3,411 55
Unemployed/Other 29,810 47.7 Jeonbuk 3,280 52
(Students) 10,322 16.5 Jeonnam 3,341 53
(Housewives) 11,998 19.2 Gyeongbuk 3,557 5.7
(Other) 7,490 12.0 Gyeongnam 4,033 6.4
Jeju 1,763 2.8
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Il. Internet Access and Use

1. Definition of an Internet User

The term, Internet user, gets defined differently to fit the purpose of different surveys.

Until June 2004, an Internet user, for the purpose of this survey, had been defined as
‘a person who uses the Internet at least once a month on average’ , but in the interest of
accommodating the more generalized understanding of the term, both domestic and international,
this survey has taken on the definition, ‘a person who has used the Internet at least once in the

last 1 month’ beginning December 2004,

In addition, in an effort to reflect the trend of the times with the Internet becoming less fixed to
desktops and laptops and becoming more mobile, as in smartphones, users of wireless Internet
whose access is through the mobile communication network have been included in the scope

of Internet users starting with the December 2004 survey.

Until December 2001, the eligible sampling population included those aged 7 and over. This
age was lowered to 6, the age children enter school in Korea, from the June 2002 survey to
reflect the broadening base of Internet users. As of December 2006, the sample population is

users aged 3 and over.

In sum, this survey defines an Internet user as ‘a person aged 3 and over who has used wired

or wireless Internet at least once in the last 1 month’ .
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Table 2—1 @ Definitions of Internet User by Country

Internet user base Internet user base
Country Source Country Source
Age Period Age Period
Greece 16-74 Ig :anltarfst Eurostat Slovenia 16-74 Ig rt‘rTgnltzl?\it Eurostat =
5
Statistics ; In the last o
Netherlands 12+ Netherlands Singapore 7+ 3 months IMDA %
In the last g Instituto N I d >
Norway 16-74 3 months Eurostat Argentina™ 10+ E;'ag.‘;m:?"g:ns(fs g
* In the last Statistics _ In the last @
New Zealand 15+ 1 year New Zealand Iceland 16-74 3 months Eurostat :
=
! - o
Taiwan 12+ NatonalCommuricaons | rgiang 16-74 et Eyostat =
In the last ) In the last 2
Denmark 16-74 3 months Eurostat Estonia 16-74 3 months Eurostat
In the last . ) In the last
Germany 16-74 3 months Eurostat United Kingdom 16-74 3 months Eurostat
. In the last g In the last
Latvia 16-74 3 months Eurostat Austria 16-74 3 months Eurostat
Romania 16-74 Ig rtggnltahsét Eurostat Ukraine All ages KIS
Luxembourg ~ 16-74 Ig rtrrw]gnlt?']\s:'st Eurostat Israel* 20+ o o el
Lithuania 16-74 Ig mgnltz;sst Eurostat [taly 6+ Ig :pgnlf?%t Eurostat
: D tment of H
Malaysia 15+ Staﬁg?gsmﬁgla‘;sla India 6+
Mexico 6+ INEGI Indonesia 5+ Inthe last | BRS- Stafictics
Mauritius* 5+ Statistics Mauritius Japan® 6+ e Sl
In the last o Inthe last | Statistical Institute
Malta 16-74 3 months Eurostat Jamaica All ages 3 months of Jamaica
United States* 3+ NTIA China 6+ 0 he tast CNNIC
Venezuela* 7+ e aooral | Czech Rep. 16+ Ig ?gnﬁg Eurostat
Belgium 16-74 Eurostat Chile 5+ SUBTEL
Bulgaria 16-74 Eurostat Canada 16+ In1th;;arst Statistics Canada
) Brazilian Internet Instituto Nacional d
Brazn* 10+ Sle[sar?;vﬁrglgrr?r;?lfee Peru 6+ Esr::c;iglg:a 20\‘:Igfmaﬁca
Thailand 6+ gﬁ:?:ﬂ,iﬁ!ﬁgﬂ Portugal 16-74 Ig xgnﬁg Eurostat
Turkey 16-74 Ig mgnltz;sst Eurostat Poland 16-74 Ig rt‘rk:gnlt?\it Eurostat
Cyprus 16-74 Ig :anltahsst Eurostat France 16-74 Ig mgnﬁg Eurostat
Serbia* 1674  ‘DINe St | saseomeo | gang 16-89 | @helest  Eyostat
In the last In the last
Sweden 16-74 3 months Eurostat Hungary 16-74 6 months Eurostat
. In the last . In the last Australian Bureau
Switzerland 16-74 3 months Eurostat Australia 15+ 6 months of Statistics
. In the last In the last -
Spain 16-74 3 months Eurostat Hong Kong 10+ 1 year HK statistics
Slovak Rep. 16-74 I:r; :anltz;sst Eurostat

Source: TU World Telecommunication/ICT Indicators database and Survey agency in each country (Refer to data from 2015 or before for countries marked with *)
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2. Households with Internet Access

Households with Internet access 99.5%

A. Households with Internet Access

As of July 2017, among the 19,524 thousand households in total, 19,427 thousand (99.5% of
all households) could access the Mobile Internet, Wireless LAN, FTTx, xDSL, and cable modem.
This is an increase of 0.3%p compared to the previous year, and 49.7%p higher compared to 2000.

Figure 2—1 * Households with Internet Access (%, thousand) — All households

19,427

o
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o o o 1%
o o °

o
o
o 1%
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2000 2001 2002 2003 2004 2005 2006 2007 2008 2009 2010 2011 2012 2013 2014 2015 2016 2017

B. Internet Access Type

All households in Korea (100.0%) could access the Internet through ‘Mobile Internet” . This includes
3G and LTE, as well as ‘Wireless LAN' . Other possible methods of Internet access include ‘FTTx
(e.g., FTTH, Apartment LAN)" (78.5%), xDSL’ (6.7%), ‘Cable modem’ (6.7%), and ‘Broadband
wireless LAN' (4.6%).

Figure 2—2 * Internet Access Type (multiple responses, %) — Households with Internet access
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P
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Mobile Wireless LAN FTTx (e.g., FTTH, xDSL(e.g., Cable Broadband Other
Internet (e.g., WiFi) Apartment LAN) ADSL, VDSL) modem wireless LAN
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3. Internet Usage Rate

Internet users among the population aged 3 and over 90.3% or 45,283 thousand

As of July 2017, the rate of Internet users (individuals who have used the Internet at least
once in the last 1 month) among the population aged 3 and over reached 90.3%, which is a
2.0%p increase from the previous year. The number of Internet users totaled 45,283 thousand
(up by 1,647 thousand from the previous year).

Meanwhile, Internet usage among the elderly aged 60 and over has continued its continuous
incline to reach a rate of 58.8% or 6,025 thousand users.

Figure 2—3 ¢ Internet Usage Rate and Internet Users (%, thousand) — Population aged 3 and over

45,283

o
gs.3 90.3
85.1 °%
’ 755 765 77.2 77.8 78.0 784 g1 50
70.2 72.8 74.1 1. : ’

)
v

! y
2\ 4
./ﬁ 3

2000 2001 2002 2003 2004 2005 2006 2007 2008 2009 2010 2011 2012 2013 2014 2015 2016 2017

1) Since the 2004 survey, wireless Internet through mobile communication network has been included in the scope of the
Internet, Also the definition of an Internet user has been changed from 'a person who uses the Internet at least once a
month on average' to 'a person who have used the Internet at least once in the last 1 month'

2) Since 2006, the sample eligibility has been expanded to include a population aged 3 and over (2000—2001: population
aged 7 and over, 2002—2005: population aged 6 and over)

Figure 2—4 e Internet Usage Rate of the Elderly and Internet Users (%, thousand) — Population aged 60 and over
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Among the population aged 3 and over, 92.5% are experienced users who have used the Internet
at least once in their lifetime. In terms of when they had last used the Internet, 84.5% was online
In the last 24 hours’ , while 90.7% and 90.9% have used the Internet ‘In the last 3 months’ and
In the last 1 year’ respectively.

Figure 2-5 ¢ Time—of—Use of the Internet (%) — Population aged 3 and over

More than 1 yr ago 1.6
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Table 2—2 ¢ Internet Usage Rate and Internet Users by Gender (%, thousand) — Population aged 3 and over

In the last 1 wk In the last 1 mo In the last 3 mos In the last 1 yr SfEEEneEs
(Internet user) users
Usage Rate 88.4 90.3 90.7 90.9 92.5
Users 44,334 45,283 45,493 45,618 46,413
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A. Internet Usage Rate and Internet Users by Gender

The Internet usage rates for males and females aged 3 and over are 92.7% (up by 1.7%p from
the previous year) and 87.7% (up by 2.1%p from the previous year) respectively. Meanwhile,
23,315 thousand males and 21,968 thousand females are Internet users.

In terms of gender composition, males account for 51.5% of total Internet users and females
account for 48.5%.

) a oy .
Figure 2—6 e Internet Usage Rate by Gender (%) — Population aged 3 and over ® 06 @ 2017
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Figure 2—7 e Internet Users by Gender (thousand) — Population aged 3 and over
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Figure 2—8 ¢ Gender Composition of Internet Users (%) — Internet users aged 3 and over
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B. Internet Usage Rate and Internet Users by Age

Most Koreans of the 10s to the 40s age groups (more than 99.7%) are using the Internet, and
the Internet usage rate of those in their 50s was also a high rate of 98.7%. The Internet usage
rate also increased significantly in higher age groups of those in their 60s (82.5%, a 8.0%p
increase compared to the previous year) and their 70s and over (31.8%, a 5.9%p increase
compared to the previous year).

In terms of the number of Internet users, the 40s accounted for 8,577 thousand and the 50s
were 8,298 thousand in number, The 30s were 7,555 thousand and the 20s were 6,897 thousand.
The 10s came in at 5,237 thousand.

Figure 2—9 e Internet Usage Rate by Age (%) — Population aged 3 and over
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Figure 2—10 * Internet Users by Age (thousand) — Population aged 3 and over

© 2016 @ 2017
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7,517 1,555 7,802
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% The decline in the number of users in the 10s age group is attributed to the comparatively
greater decrease in their population out of the total. (Based on the 2017 Population Projections
by the Statistics Korea)"

3-9 10s 20s 30s 40s 50s 60s 70+
2015 3,202,000 5,711,000 @ 6,781,000 7,764,000 | 8,752,000 | 8,173,000 @ 4,856,000 4,436,000
" 2016 3,231,000 5,457,000 6,841,000 7,663,000 | 8,683,000  8316,000 @ 5,206,000 4,550,000
2017 3,212,000 5,244,000 = 6,902,000 7,562,000 | 8,602,000 | 8406,000 @ 5,458,000 4,786,000
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In terms of the composition of age groups, the 40s had the greatest number of users (18.9%),
followed by the 50s (18.3%), and the 30s (16.7%). The 10s and the 20s (11.6% and 15.2%
respectively) made up 26.8%.

Figure 2—11 * Age Composition of Internet Users (%) — Internet users aged 3 and over
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C. Internet Usage Rate and Internet Users by Region

The 5 highest regions in terms of Internet usage rate among the 17 regions surveyed were Ulsan
(97.0%), Gwangiju (93.9%), Daegu (93.6%), Busan (93.3%), and Sejong (92.4%). Meanwhile, the
regions with comparatively lower Internet usage rates were Gangwon (83.1%), Jeonnam (83.6%),
Jeju (86.7%), and Chungbuk (87.8%).

The number of Internet users for Gyeonggi was 11,250 thousand, while Seoul accounted for
8,649 thousand, Busan 3,130 thousand, Gyeongnam 2,974 thousand, and Incheon 2,534 thousand.

Figure 2—12 e Internet Usage Rate and Internet Users by Region (%, thousand) — Population aged 3 and over
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In terms of the size of the regionZ), the Internet usage of dong bu showed a rate of 91.8% (up
by 2.0%p from the previous year) which was higher than the 82.8% of eup/myeon bu (up by
1.5%p from the previous year). Meanwhile, the gap between dong bu and eup/myeon bu was
9.0% or an increase of 0.5%p compared to the previous year.

S5
o
Figure 2—13 ¢ Internet Usage Rate by Size of Region (%) — Population aged 3 and over %
>
8
@ 2017 o
(7]
(V]
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91.8 c
82.8 ®
Dong bu Eup/Myeon bu

Table 2—3  Internet Usage Rate by Region and Size of Region (%) — Population aged 3 and over

Dong bu Eup/Myeon bu Dong bu Eup/Myeon bu

Seoul 90.5 - Gangwon 88.2 735

Busan 93.5 89.7 Chungbuk 92.1 79.5
Daegu 93.8 91.4 Chungnam 93.1 84.9
Incheon 89.5 68.0 Jeonbuk 92.2 80.1
Gwangju 93.9 - Jeonnam 89.6 77.3
Dagejeon 91.8 - Gyeongbuk 93.4 83.4

Ulsan 97.7 93.9 Gyeongnam 94.3 84,2
Sejong 97.2 86.5 Jeju 89.5 75.5
Gyeonggi 91.2 85.2

% (—) : Regions without any accountable eup or myeon bu areas

2) ‘Dong bu'’ refers to the administrative area of dong and ‘Eup/Myeon bu'’ refers to eup or myeon areas.
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D. Internet Usage Rate by Occupation

By occupation3), the Internet usage rates of professionals or managers and office workers were
highest, both reaching 99.9%. This is followed by workers involved in service or sales (97.8%)
and in production workers (88.5%). The average Internet usage rate of these wage workers
was 96.1%.

Meanwhile, students recorded a usage rate of 99.4% and the rate of housewives was 78.2%.

Figure 2—14 e« Internet Usage Rate by Occupation (%) — Population aged 3 and over

® 2016 @ 2017

993 99.9 99.9 99.9 962 97.8 99.4 99.4

78.6 78.2

Wage workers 96.1%

Professionals Office workers Service/sales Production Students Housewives
/managers workers

3) Based on KSCO(Korean Standard Classification of Occupations)

Classification Classification Detail
Professionals/managers 1. Managers; 2. Professionals and related workers

Office workers 3. Clerks

Service/sales 4. Service workers; 5. Sales workers

6. Skilled agricultural, forestry and fishery workers;
Production workers 7. Craft and related trades workers; 8. Equipment, machine
operating and assembling workers; 9. Elementary workers

Unemployed/Other A. Armed forces; students; housewives; unemployed/others
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E. Internet Usage Rate by Education

By education, the Internet usage rate of ‘College graduates and higher (including current graduate

students)’ was the highest at 99.7%, followed by ‘High school graduates (including current college
students)’ (96.4%), ‘Middle school graduates (including current high school students)’ (79.8%),
and ‘Elementary school graduates and lower (including current elementary school students)’ (68.9%).

68.9

Elementary school
graduates and lower
(including current

E)
°
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o
Figure 2—15 e Internet Usage Rate by Education (%) — Population aged 3 and over z
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(including current (including current (including current
high school students) college students) graduate students)

elementary
school students)

F. Internet Usage Rate by Household Income

By household income, households with an income of ‘KRW 4 million or more” showed the highest
Internet usage rate at 96.7%, whereas those with ‘Less than KRW 1 million’ in household income
were at a comparatively lower rate for Internet usage of 49.2%.

Figure 2—16 ¢ Internet Usage Rate by Household Income (%) — Population aged 3 and over
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4. Internet Usage Pattern

Wireless Internet (99.4%) more popular than wired Internet (71.3%)

A. Internet Usage Type

The survey showed that the wireless method (99.4%) was more popular than the wired method
(71.3%) for accessing the Internet, As for the specific type of wireless connection, ‘Mobile wireless
phone network (3G/4G LTE)' was the highest ranked at 99.3%, followed by ‘Fixed wireless (WiFi)’
(98.0%) and ‘Mobile wireless router’ (2.6%).

Figure 2—17  Internet Usage Type (multiple responses, %) — Internet users aged 3 and over

Ry )
(3G/4G LTE) 99.3

Wireless Internet
98-0

Fixed wireless (WiFi)

Mobile wireless router . 2.6

Wired Internet
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B. Internet Usage Period

Among Internet users aged 3 and over, 58.0% have used the Internet for more than an average
of 10 years (23.4% for ‘10 years to less than 15 years’ and 34.6% for ‘15 years or more’ ). This
is followed by ‘5 years to less than 10 years’ (21.1%) and 2 years to less than 5 years’ (11.6%).

Figure 2—18 e« Internet Usage Period (%) — Internet users aged 3 and over
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Males (38.1%) showed a higher response for ‘15 years or more’ in their period of Internet usage
than females (30.8%), and the same variable was higher for users in their 30s (54.9%) and 40s
(52.8%).

Table 2—4 « Internet Usage Period by Gender and Age (%) — Internet users aged 3 and over

Less than 1yrtoless 2vyrstoless b5yrstoless 10 yrs to less 15 yrs
1 yr than 2 yrs than 5 yrs than 10 yrs  than 15 yrs or more
Male 3.9 4.7 10.0 19.7 23.6 38.1
Gender
Female 40 6.1 13.3 22.6 23.2 30.8
3-9 34.7 38.2 249 2.3 - -

10s 2.8 6.5 26.8 439 16.0 40

20s 1.7 0.4 3.4 23.5 35.4 35.6
30s 1.4 0.3 1.4 12.1 30.0 549

Age

40s 1.6 0.6 3.3 15.1 26.7 52.8
50s 1.8 2.5 11.8 23.7 22.3 37.8
60s 2.7 9.9 23.7 24.7 17.0 21.9
70+ 6.5 19.3 33.2 18.8 10.1 12.0
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C. Internet Usage Frequency

Almost all Internet users aged 3 and over (97.9%) accessed the Internet more than once a week
( ‘At least once a day’ 96.4%, ‘At least once a week’ 1.5%).

Figure 2—19 e Internet Usage Frequency (%) — Internet users aged 3 and over

At least once a month 2.0

: Less than once a month 0.1
At least once a week 1.5 P g

At least once a day

96.4

As for the age of Internet users, most of those in their 10s to 50s (98.1% for 10s, 100.0% for
20s, 100.0% for 30s, 99.6% for 40s, and 98.0% for 50s) have used the Internet ‘At least once a day’ .

Table 2—5 e Internet Usage Frequency by Gender and Age (%) — Internet users aged 3 and over

At least once a day At least once a week At least once a month Less than once a month

Male 96.9 1.4 1.7 0.1
Gender

Female 95.9 1.6 2.4 0.0
3-9 73.1 15.2 11.0 0.7
10s 98.1 0.9 1.0 -
20s 100.0 - 0.0 -
30s 100.0 0.0 0.0 -

Age

40s 99.6 0.1 0.4 0.0
50s 98.0 0.4 1.6 0.0
60s 93.1 1.2 5.6 0.0
70+ 81.0 8.5 10.1 0.3
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D. Hours—of—Use of the Internet

Among Internet users aged 3 and over, 54.9% used the Internet more than 14 hours per week
(14 hours to less than 21 hours’ 21.9%, 21 hours to less than 35 hours’ 24.5%, and 35 hours
of more’ 8.5%). The average number of hours per week of Internet use was 15 hours and 42
minutes (approximately 2 hours and 14 minutes per day).

Figure 2—20 ¢ Hours—of—Use of the Internet per Week (%) — Internet users aged 3 and over
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By gender, the hours of Internet usage of males (16.9 hours) were longer than females (14.5
hours). By age group, the 20s spent 23.6 hours online, the 30s 20.3 hours, the 40s 16.9 hours,
and the 10s 16.9 hours.

Figure 2—21 * Hours—of—Use of the Internet per Week by Gender & Age (hours) — Internet users aged 3 and over

O 2016 @ 2017
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E. Internet Usage Locations

Nine in ten (99.5%) Internet users accessed the Internet anywhere with devices such as
smartphones and tablets,

As for where Internet access occurred, ‘Home' (98.4%) ranked the highest, followed by ‘Commercial
Internet facility” (52.5%), ‘Work’ (46.9%), and ‘Community Internet facility’ (37.1%).

Figure 2—22 e Internet Usage Locations (multiple responses, %) — Internet users aged 3 and over

© 2016 @ 2017

Home Commercial Work Community Educational Another Anywhere
Internet facility Internet facility facility person's home

By gender, males mostly accessed the Internet at ‘Work™ (57.6%) while female users did so at
a ‘Commercial Internet facility’ (52.6%). By age, the usage rate was highest at an ‘Educational
facility’ (78.7%) for the 10s, a ‘Commercial Internet facility’ (70.2%) for the 20s, and ‘Work’ (70.6%)
for the 30s.

Table 2—6 ¢ Internet Usage Locations by Gender and Age (multiple responses, %) — Internet users aged 3 and over

Ao In(t?eorrr?gt] ?;(éiiﬂy e InlCeOrrTeTlfJan(iti?;ty Ed;gi:eilltiit?/nal peégr?' ;hri)rme AT
Male 98.3 52.4 57.6 37.8 20.3 17.1 99.5
Gender
Female 98.5 52.6 35.7 36.4 18.0 19.5 99.5
3-9 98.5 18.8 - 9.2 27.3 13.2 94.0
10s 99.0 49.7 0.5 35.4 78.7 26.9 99.7
20s 98.5 70.2 44.0 49.3 413 241 100.0
Age 30s 98.6 64.3 70.6 44.7 5.6 18.5 100.0
40s 98.4 57.3 70.7 40.9 3.5 16.0 100.0
50s 97.9 48.7 59.8 34.2 2.5 15.0 99.8
60s 98.1 375 36.9 28.2 1.1 14.3 99.5
70+ 98.4 21.2 11.5 20.2 0.6 12.7 99.5
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F. Purpose of Using the Internet

In terms of the purpose of using the Internet (in the last 1 year), ‘Communication’ was the highest
at 94.6%, followed by ‘Getting information or data’ (92.9%) and ‘Leisure activities' (91.5%). Other
reasons for using the Internet included ‘Homepage management’ (49.0%), ‘Education and learning’
(48.9%), and “Job search’ (23.9%).

Figure 2—23 * Purpose of Using the Internet (multiple responses, %) — Internet users aged 3 and over
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By gender, both males and females ranked ‘Communication’ (94.7% for males and 94.5% for
females) the highest.

Meanwhile, by age, a higher rate of younger age groups in their 10s or younger used the Internet
for ‘Leisure activities’ (97.7% for the 3—9 age group, 98.9% for 10s). For groups in their 20s—50s
‘Communication’ (100.0% for 20s, 99.9% for 30s, 99.8% for 40s, 98.4% for 50s) was the major
purpose of using the Internet.

Meanwhile, purpose of ‘Education and learning’ ranked relatively high among users in their 10s
(73.6%) and their 20s (64.3%), and activity in relation to ‘Job search’ was high in the 20s (51.3%)
and the 30s (42.7%) age groups.

Table 2—7 ¢ Purpose of Using the Internet by Gender and Age (multiple responses, %) — Internet users aged 3 and over

- Getting information Leisure Homepage Education
Communication or data activities management and learning Job search
Male 947 93.5 91.7 48.8 481 26.0
Gender

Female 94,5 92.2 91.3 491 49.8 217

3-9 422 315 97.7 5.6 42.9 -
10s 971 92.6 98.9 53.8 73.6 78
20s 100.0 100.0 99.4 78.2 64.3 51.3
Age 30s 99.9 100.0 98.1 68.6 58.0 427
40s 99.8 99.9 94.0 54.1 49.7 28.2
50s 98.4 99.3 84.3 37.0 35.4 12.0
60s 94.4 89.6 74.2 17.9 211 48
70+ 78.7 70.1 62.9 71 10.9 1.4
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G. Negative Experience with Internet Usage

‘Virus and malicious code infection’ ranked the highest (16.2%) among negative experiences
with Internet use. This was followed by ‘Personal information abuse or privacy invasion’ (6.1%).

Figure 2—24 * Negative Experience with Internet Usage (multiple responses, %) — Internet users aged 12 and over
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By gender, male users experienced more such issues upon their Internet use compared to
females. By age, people in their 20s and 30s went through more negative experiences compared
to those in other age groups.

Table 2—8 ¢ Negative Experience with Internet Usage by Gender and Age (multiple responses, %)
— Internet users aged 12 and over

Virus and malicious Personal information Financial loss Financial loss due
e infecti abuse or privacy due to phishing or to fraudulent None
Geels il invasion pharming payment
Male 18.4 6.5 1.8 0.8 7.7
Gender

Female 13.8 5.7 1.7 0.9 82.5

12—-19 15.9 5.1 1.6 0.5 81.3

20s 23.3 9.1 2.5 1.4 70.6

30s 23.4 8.9 2.9 0.9 71.4

Age

40s 18.6 6.9 1.8 1.0 71.7

50s 9.9 4.2 1.1 0.8 87.1

60s 5.0 1.9 0.7 0.4 93.7

70+ 2.2 0.6 0.1 0.4 97.1
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H. Safe Internet Usage

As a personal measure toward safe Internet usage, ‘Install and update security software (e.g.,
firewall, antivirus)’ ranked the highest at 35.3%, followed by ‘Use strong password’ (22.9%), and
‘Change password periodically’ (17.1%).
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Figure 2—25  Safe Internet Usage (multiple responses, %) — Internet users aged 12 and over o
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By age, the 20s were most vigilant about their safety on the Internet ( ‘Install and update security
software’ 53.4%, ‘Use strong password’ 36.3%, ‘Change password periodically’ 24.9%, ‘Copy and
backup to external devices' 17.4%). On the other hand, 84.1% of those in their 60s and 92.6%
of users aged 70 and over answered to ‘Do nothing’ .

Table 2—9 e Safe Internet Usage by Gender and Age (multiple responses, %) — Internet users aged 12 and over

Install and Change Copy and
update security UZZSS\:?:(? password backup to Other Do nothing
software P periodically  external devices
Male 40.0 25.1 18.1 12.1 0.0 431
Gender
Female 30.2 20.6 16.0 9.1 0.1 525
12—-19 36.1 24.9 18.9 9.1 0.1 429
20s 53.4 36.3 24.9 17.4 0.1 24.7
30s 50.5 32.6 241 16.4 0.0 28.2
Age
40s 38.5 241 19.2 12.1 0.1 42.3
50s 22.5 13.7 10.5 5.8 0.1 64.3
60s 8.8 6.0 48 1.9 - 84.1
70+ 4.2 2.8 2.3 1.0 0.1 92.6
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5. Household ICT Environment

A. Households with Computers

As of July 2017, 74.7% of all the households (down by 0.6%p from the previous year) had at
home a computer (e.g., desktop, laptop, tablet). The rate of household computer ownership has
been showing a decline since 2012,

Figure 2—26 ¢ Households with Computers (%) — All households
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B. Households with ICT Devices

Nine in ten (94.1%) households had one or more mobile device such as a smartphone, tablet,
or wearable device at home. Specifically, households with a ‘Smartphone’ accounted for 94.1%,
‘Tablet’ for 11.2%, and ‘Wearable device’ for 5.8%.

Meanwhile, 82.9% of households owned a ‘Digital TV , and the rates of households owning a
‘Desktop’ and a ‘Laptop’ were 61.3% and 31.7% respectively.

Figure 2—27 ¢ Households with ICT Devices (multiple responses, %) — All households
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C. Internet Access Devices

The ‘Smartphone’ ranked the highest (94.1%) in responses for how respondents connected to
the Internet at home. Following smartphones were ‘Desktop’ (61.2%), ‘Digital TV’ (35.6%), and
‘Laptop’ (31.6%).

Figure 2—28 e Internet Access Devices (multiple responses, %) — All households
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D. Households with ICT Services

The majority of households (99.7%) used a ‘Mobile phone’ , an ICT service that includes smart
phones. The rate for ‘Wired Internet’ service was 85.3%.

Other responses included ‘Cable TV’ (59.4%), ‘Landline’ (39.0%), IPTV’ (32.9%), and "VoIP’
(14.6%).

Figure 2—29 ¢ Households with ICT Services (multiple responses, %) — All households
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6. Individual ICT Environment

Computer usage rate of the population aged 3 and over 72.4%

A. Computer Usage Rate

The rate of computer users (individuals who have used a computer such as a desktop, laptop,
and tablet at least once in the last 1 month) among the population aged 3 and over was 72.4%.
Meanwhile, 52.8% have used a computer in the last 24 hours.

Figure 2—30 ¢ Computer Usage Rate (%) — Population aged 3 and over
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The computer usage rate of males (77.8%) was higher than that of females (67.0%) by 10.8%p,
and by age, the usage rate was above 96% for individuals in their 10s to 30s.

Figure 2—31 ¢ Computer Usage Rate by Gender and Age (%) — Population aged 3 and over
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B. Mobile Phone Usage Rate

The rate of mobile phone users (individuals who have used a mobile phone at least once in the
last 1 month) among the population aged 3 and over was 97.8%. Meanwhile, 93.7% used a
mobile phone in the last 24 hours.

Figure 2—32  Mobile Phone Usage Rate (%) — Population aged 3 and over
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The mobile phone usage rates of males (98.1%) and females (97.4%) was of a similar level,
and by age, the rates reached a high of more than 99% among age groups from the 10s to the
60s. Meanwhile, the figure was 80.1% in children aged 3 to 9 and 91.2% for individuals 70 years
old and over.

Figure 2—33 ¢ Mobile Phone Usage Rate by Gender and Age (%) — Population aged 3 and over
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C. ICT Device Ownership

Among the population aged 6 and over, 89.6% owned a mobile device (e.g., smartphone, tablet,
wearable device). Smartphone ownership was highest at 89.5%, followed by ‘Laptop’ (23.7%),
Tablet’ (6.2%), and ‘Wearable device’ (3.6%).

Figure 2—34 e |CT Devices Ownership (multiple responses, %) — Population aged 6 and over
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Of the 98.4% of Internet users aged 6 and over who had a mobile device, the ownership rate
was 98.3% for smartphones, 6.9% for tablets, and 3.9% for wearable devices.

Figure 2—35 * |CT Devices Ownership (multiple responses, %) — Internet users aged 6 and over
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lll. Internet and Mobility

1. Mobile Internet Usage

Mobile Internet usage rate of the population aged 3 and over 88.5%

A. Mobile Internet Usage Rate

The rate of mobile Internet users (individuals who have used wireless Internet via a feature phone,
smartphone, tablet, or wearable device at least once in the last 1 month) among Internet users
aged 3 and over reached 88.5%, and 83.4% answered that they have used mobile Internet
In the last 24 hours’ .

Figure 3—1 ¢ Time—of—Use of Mobile Internet (%) — Population aged 3 and over

In the last
24 hrs

83.4

Mobile Internet
Usage Rate
88.5

Mobile Internet usage rate of males (90.8%) was higher than that of females (86.1%), and the
mobile internet usage rates of the 10s to the 50s (97.6% for 10s, 99.8% for 20s, 99.8% for 30s,
99.4% for 40s, and 97.6% for 50s) all hovered above 97%.

Figure 3—2 ¢ Mobile Internet Usage Rate by Gender and Age (%) — Population aged 3 and over
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2. Smartphone Usage

Smartphone usage rate of the population aged 3 and over 87.8%

A. Smartphone Usage Rate

The rate of smartphone users (individuals who have used wireless Internet via smartphone at
least once in the last 1 month) among users aged 3 and over was 87.8%, and 83.2% of the
surveyed answered that they used a smartphone ‘In the last 24 hours’ .

Figure 3—3 ¢ Time—of—Use of Smartphones (%) — Population aged 3 and over

In the last 24 hrs

2 Smartphone
83 Usage Rate
87.8

By gender, the smartphone usage rate of males (90.2%) was higher than that of females (85.3%),
and among those in their 10s to their 50s, more than 97% were smartphone users.

Figure 3—4 ¢ Smartphone Usage Rate by Gender and Age (%) — Population aged 3 and over
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B. Hours—of—Use of Smartphones

71.6% of smartphone users aged 3 and over used the device 7 hours or more on a weekly
basis (40.3% for ‘7 hours to less than 14 hours’ , 19.8% for ‘14 hours to less than 21 hours’, 9.7%
for 21 hours to less than 35 hours’ , and 1.7% for ‘35 hours or more’ ) and the weekly average
hours of smartphone use was 10 hours and 17 minutes (approximately 1 hour and 28 minutes
per daily).

Figure 3—5 e Hours—of—Use of Smartphones per Week (%) — Smartphone users aged 3 and over
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By gender, males (10.5 hours) spent more time on their smartphones than females (10.0 hours),
and by age, people in their 20s (14.3 hours) had the longest usage hours, followed by individuals
in their 30s (12.0 hours), 10s (10.9 hours), 40s (10.7 hours), 50s (8.5 hours), 60s (6.6 hours),
and finally, those aged 70 and over (5.6 hours).

Figure 3—6 * Hours—of—Use of Smartphones per Week by Gender and Age (hours) — Smartphone users aged 3 and over
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3. Smartphone Ownership

Smartphone ownership of the population aged 6 and over 89.5%

A. Smartphone Ownership

89.5% of the population aged 6 and over owned a smartphone. The ownership rate of males
(91.9%) was higher than females (87.1%), and the rate was fairly high at over 97% in the 20s to
50s age groups.

Meanwhile, smartphone ownership rate of the 60s (81.1%) increased by 12.3%p, and 70 and
over (30.6%) and 6—19 (92.8%) age groups by 10.5%p from the previous year.

Figure 3—7 * Smartphone Ownership by Gender and Age (multiple responses, %) — Population aged 6 and over

=]
=
©
it
>
o
o
o
3
o
=
o
S
=
<

@ 2017

| 99.9 99.9 99.6
91.9 61 : 92.8 97.7
. ! 81.1

Total ‘ Male Female ‘ 6—-19 20s 30s 40s 50s 60s 70+

2017 Survey on the Internet Usage 49



B. Frequently Used Smartphone Application Type

Among various types of smartphone applications, ‘Communication’ (75.5%) was the most
popular, followed by ‘Photo and videoz' (61.5%), ‘News' (54.9%), ‘Games’ (23.0%), ‘Music
and Media’ (22.6%), and ‘Navigation and map’ (12.5%).

Figure 3-8 ¢ Freguently Used Smartphone Application Type (3 primary responses, %)
— Smartphone owners aged 12 and over

Communication (e.g., chat,
social network service)

Photo and video — 61.5
Games _ 23.0
Music and media _ 22.6

Navigation and map

Shopping

Weather information
(e.g., fine dust)

Local info (e.g., restaurant)

Transportation (e.g., bus,
train, air services)

Reference (e.g.,
dictionary, encyclopedia)

Health and sports

Productivity (e.g.,
calendar, memo)

Books, reading, webtoons

Travel (e.g., reservation)

% For applications that provide various services, such as portals, the survey asked for the type
of service mainly received through it.
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C. Replacement Cycle of Smartphones

[t has been surveyed that the smartphone replacement cycle — changing a device from one to
another — of ‘2 years to less than 2 years and 6 months’ (31.8%) and ‘3 years to less than 3
years and 6 months’ (30.4%) showed a similar level. Meanwhile, the average smartphone
replacement cycle was 2 years and 8 months,

Figure 3—9 ¢ Replacement Cycle of Smartphones (%) — Smartphone owners aged 12 and over
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D. Reason for Smartphone Replacement

Smartphone users who have replaced their smartphones answered that the main reason for
their replacement was primarily ‘Contract expiration’ (33.9%), ‘Machinery malfunction’ (32.3%),
‘Outdated functions’ (16.1%), and ‘Interest in new phone’ (8.1%).

Figure 3—10 * Reason for Smartphone Replacement (%)
— Smartphone owners aged 12 and over with replacement experience

€8 ea
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Contract Machinery Outdated Interest in Tired of Lost phone Need for
expiration malfunction functions new phone existing phone work, study
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4. Wearable Device Ownership

Wearable device ownership of the population aged 6 and over 3.6%

A. Wearable Device Ownership

As of July 2017, the wearable device ownership of the population aged 6 and over was 3.6%,
an increase by 1.7%p from the previous year.

By gender, the ownership rate of males (3.9%) was higher than females (3.3%), while by age
group, the 30s showed the highest rate at 7.2%, followed by the 20s (4.6%), 40s (4.0%), and the
6 to 19 age group (3.1%).

Figure 3—11 * Wearable Device Ownership (%) — Population aged 6 and over
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B. Ownership of Wearable Devices by Type

By type of wearable device owned, ‘Watch type’ was the highest at 78.0%. Other answers
include ‘Band type’ (16.7%) and ‘Safety tracker for children and the elderly’ (6.7%), and ‘Accessory
type’ (1.9%).

Figure 3—12 * Ownership of Wearable Devices by Type (multiple responses, %)
— Wearable device owners aged 6 and over
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C. Frequently Used Wearable Devices Functions

‘Making/receiving text messages or phone calls via smartphone connection’ (80.2%), ‘Managing
health (e.g., heart rate and calorie tracking)’ (56.6%), and ‘Tracking trip and distance’ (42.9%)
were the main functions of wearable devices for its owners,

Figure 3—13 ¢ Frequently Used Wearable Devices Functions (multiple responses, %)
— Wearable device owners aged 6 and over
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IV. Internet and Communication

1. Instant Messenger

Instant messenger usage rate of population aged 6 and over 95.1%

A. Instant Messenger Usage Rate

The rate of instant messenger users (individuals who have used instant messengers at least
once in the last 1 year) among Internet users aged 6 and over was 95.1%, which is equal to 9
out of 10 of the user base. 85.7% of instant messenger users used the service ‘In the last 24
hours’ .

Figure 4—1 e Time—of—Use of Instant Messengers (%) — Internet users aged 6 and over

3 mos—1 yr 0.2 More than 1 yr ago 0.6

In the
last 24 hrs

85.7

Instant Messenger
Usage Rate
95.1

What is an instant messenger?

A service that offers realtime transfer of texts and photos over the Internet using a computer or a
mobile device.

E.g., KakaoTalk, LINE, Facebook Messenger, NateOn, Telegram, Between, Wibee Talk, Skype,
Google Hangout, WeChat, WhatsApp, BBM, Snow, QQ Mobile, Viber, Snapchat.
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A question on devices for accessing instant messengers revealed that 94.7% used such services
with mobile devices, while 28.6% used them with computers.

Figure 4—2 e Instant Messenger Usage Rate by Device (%) — Internet users aged 6 and over

94.7

Computer Mobile
device

Total

By gender, males (95.2%) and females (94.9%) used instant messengers on a similar level. By
age, most individuals in their 20s to 50s used instant messengers (more than 96%), and those
in their 60s and 70 and over showed a steep increase in the rate (11.1%p for the 60s, 26.0%p
for 70 and over).

Figure 4—-3 e Instant Messenger Usage Rate by Gender and Age (%) — Internet users aged 6 and over
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B. Instant Messenger Usage Frequency

In terms of frequency, 51.5% answered that they used instant messengers less than 10 times
per day (29.2% for ‘Less than 5 times per day’ , 21.9% for ‘5 times to less than 10 times’ ). 48.9%
said that they used instant messengers 10 times a day or more (29.8% for 10 times to less than
20 times’ , 12.2% for 20 times to less than 30 times’ , and 6.9% for ‘30 times or more’ ).

Figure 4—4 e Instant Messenger Usage Frequency per Day (%) — Instant messenger users aged 6 and over
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C. Functions of Instant Messengers

Other than ‘Chatting’ (100.0%), instant messenger users used the services for ‘Sharing photos,
videos, files.” (77.2%), “Voice, video calling’ (44.0%), and ‘Gaming’ (38.6%), among others.

Figure 4-5 ¢ Functions of Instant Messengers (multiple responses, %) — Instant messenger users aged 6 and over
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D. Frequently Used Instant Messenger Services
Most of the Instant Messenger users use ‘KakaoTalk' (99.4%) followed by ‘Facebook Messenger’

(27.5%), ‘LINE" (11.3%), and ‘NateOn' (8.2%).

Figure 4—6  Frequently Used Instant Messenger Services (3 primary responses, %)
— Instant messenger users aged 6 and over

Kakao Facebook LINE NateOn Telegram Wibee Google Snow WeChat Between Skype QQ Whats  Snap Viber BBM
Talk Messenger Talk  Hangout Mobile App chat

Both males and females used similar instant messenger services. By age, most groups used
‘KakaoTalk' , while people in their 20s and 30s had a high usage rate of ‘Facebook Messenger’ .

Table 4—1 * Frequently Used Instant Messenger Services by Gender and Age (3 primary responses, %)
— Instant messenger users aged 6 and over

KakaoTalk seeasi LINE NateOn Telegram  Wibee Talk
Messenger
Male 99.4 29.2 12.0 9.2 20 19
Gender
Female 99.4 25.7 105 7.2 19 19
6-19 99.4 34.2 12.4 7.4 23 13
20s 99.0 525 19.5 12.9 39 26
30s 99.4 36.9 15.6 119 25 26
Age
40s 995 206 105 88 16 22
50s 99.6 12.4 6.0 43 1.0 13
60s 99.7 5.4 25 3.1 0.3 14
70+ 998 19 0.6 13 08 0.7
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2. Social Network Service (SNS)

Social network service usage rate of Internet users aged 6 and over 68.2%

A. Social Network Service Usage Rate

The rate of social network service users (individuals who have used social network services
at least once in the last 1 year) among Internet users aged 6 and over was 68.2%.

Figure 4—7 * Time—of—Use of Social Network Services (%) — Internet users aged 6 and over
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What is a social network service (SNS)?

A service that enhances relationships with friends, colleagues, and acquaintances online or forms
new relationships through communication and the sharing of information. It includes activities such
as reading or observing contents posted by others.

E.g., Facebook, Instagram, KakaoStory, blogs, Naver BAND, Naver Cafe, Twitter, Google+, Weibo,
Tumblr, LinkedIn, Pinterest, Pikicast.
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The rate of going on social network service with mobile devices (68.0%) was higher than that of
with computers (27.1%).

Figure 4—8 e Social Network Service Usage Rate by Device (%) — Internet users aged 6 and over

Total | Computer Mobile
| device

The social network service usage rates were similar in both males (68.0%) and females (68.4%).
By age group, the 20s (92.8%) had the highest rate followed by the 30s (86.0%), 40s (75.6%),
and 6—19 (61.0%), in this order.

Figure 4—9 ¢ Social Network Service Usage Rate by Gender and Age (%) — Internet users aged 6 and over
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B. Social Network Service Usage Frequency and Hours

The average social network service usage frequency was 23.7 times per week (about 3.4 times
per day). Specifically, the rate was 20 times or more’ (55.5%), ‘Less than 5 times’ (30.2%), and
‘5 times to less than 10 times’ (11.9%).

Figure 4—10 * Social Network Service Usage Frequency per Week (%)
— Social network service users aged 6 and over

Weekly average
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Meanwhile, the average hours spent per week on social network service was 1 hour and 2
minutes, 45.1% of the users answered that they went on social network service for at least an
hour ( “1 hour to less than 2 hours’ (31.1%), 2 hours or more’ (14.0%)) per week.

Figure 4—11 ¢ Hours—of—Use of Social Network Services per Week (%)
— Social network service users aged 6 and over

Weekly average

1 hr 2 min

15 min to less
than 30 min

8.1

1 hr to less
than 2 hrs

31.1

30 min to
less than 1 hr

30.5

2017 Survey on the Internet Usage



C. Frequently Used Social Network Services

The survey revealed that the most frequently used social network service was ‘Facebook’
(62.0%), followed by ‘KakaoStory' (47.6%), ‘Instagram’ (30.5%), ‘Naver BAND' (29.7%), ‘Naver Blog’
(28.2%), and ‘Naver Cafe’ (11.7%).

Figure 4—12  Frequently Used Social Network Services (3 primary responses, %)
— Social network service users aged 6 and over
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Analysis of respondent characteristics showed that the ‘Facebook’ usage rate of males (66.3%)
was higher than that of females (57.4%). On the other hand, the rate of ‘KakaoStory’ was higher
for females (50.1%) than males (45.2%).

By age, ‘Facebook’ was popular among individuals in their 20s or younger (83.7% for aged
6—19, 86.1% for the 20s), while ‘KakaoStory’ was relatively more popular among users beyond
their 40s (50.3% for 40s, 47.9% for 50s, 37.8% for 60s, 67.7% for 70 and over).

Table 4—2 ¢ Frequently Used Social Network Services by Gender and Age (3 primary responses, %)
— Social network service users aged 6 and over

Facebook KakaoStory Instagram Naver BAND  Naver Blog Naver Cafe

Male 66.3 452 30.6 29.9 28.0 11.7
Gender

Female 57.4 50.1 30.5 29.4 28.3 11.7

6-19 83.7 42.2 40.7 175 25.1 9.2

20s 86.1 45.6 52.2 221 19.8 12.8

30s 741 52.1 34.4 30.6 25.1 13.9

Age

40s 47 1 50.3 19.5 376 31.7 12.3

50s 30.5 479 11.0 38.7 33.8 10.7

60s 18.7 378 7.1 27.5 51.9 5.4

70+ 22.7 67.7 13.8 454 10.4 12.3
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D. Devices Used for Social Network Services
The majority of social network service users (99.7%) accessed their social network service on

their ‘Smartphone’ , while 36.5% used their ‘Desktop’ .

Figure 4—13 * Devices Used for Social Network Services (multiple responses, %)
— Social network service users aged 6 and over
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Social network service usage via smartphone was high regardless of gender (99.6% for males,
99.8% for females), but more males (39.7%) than females went on social network services using
desktops (33.2%).

By age, more than 99% of all age groups used smartphones to get on social network services,
but the rate of using desktops was relatively higher among those in their 20s (52.5%) and 30s
(42.5%).

Table 4—3 * Devices Used for Social Network Services by Gender and Age (multiple responses, %)
— Social network service users aged 6 and over

Smartphone Desktop Laptop Tablet TV
Male 99.6 39.7 22.2 2.4 0.2
Gender
Female 99.8 33.2 20.5 2.4 0.2
6-19 99.3 39.3 20.3 2.3 0.2
20s 99.9 52.5 36.2 3.8 0.2
30s 99.8 425 24.6 3.4 0.3
Age

40s 99.7 33.1 16.8 1.9 0.1

50s 99.7 19.3 10.7 0.8 0.1
60s 99.8 10.0 4.7 0.3 0.0

70+ 99.4 12.7 3.1 - -
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E. Social Network Service Usage Behavior and Perceptions

Social network service users aged 12 and over answered, ‘Improved relationships with existing
acquaintances’ (68.0%) and ‘Fastest access to news and information’ (66.4%) to the question on
how they perceive social network services.

Meanwhile, ‘Work to take photos and videos specifically for posting’ ranked lowest among
answers at 33.2%.

Figure 4—14 e Social Network Service Usage Behavior and Perceptions (%)
— Social network service users aged 12 and over
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F. Reasons for Using Social Network Services

Social network service users aged 6 and over used the service To socialize and network’
(76.5%), followed by ‘To check out posts or contents created by others’ (55.3%), ‘To share personal
interests like hobbies and leisure activities’ (43.0%), and ‘To share information, knowledge, news’
(32.2%).

Figure 4—15 ¢ Reasons for Using Social Network Services (3 primary responses, %)
— Social network service users aged 6 and over

To check out posts or contents created by others _ 55.3
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To login to other websites (social login)

G. Reasons for Not Using Social Network Services

7 in 10 (72.7%) non—users of social networking sites felt ‘No need’ for the service. This was
followed by answers that included ‘Uncomfortable connecting with strangers’ (28.4%), ‘Privacy
concerns’ (14.5%), ‘Lack of confidence, knowledge, skills’ (14.0%).

Figure 4—16 ¢ Reasons for Not Using Social Network Services (multiple responses, %)
— Social network service non—users aged 6 and over
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3. E—mail

E—mail usage rate of Internet users aged 6 and over 60.2%

A. E—mail Usage Rate

The rate of e—mail users (individuals who have used e—mail services at least once in the last
1 year) among Internet users aged 6 and over reached 60.2%, with 39.9% having used it ‘In the

last 24 hours’ .

Figure 4—17  Time—of—Use of E—mail (%) — Internet users aged 6 and over
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The e—mail usage rate of males (65.0%) was higher than that of females (55.0%). By age, the
20s were the highest at 92.2%, followed by the 30s (87.5%) then the 40s (73.5%).

Figure 4—18 ¢ E—mail Usage Rate by Gender and Age (%) — Internet users aged 6 and over
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B. E—mail Usage Frequency and Purpose

Of e—mail users aged 6 and over, 46.2% used the service at least once a week ( ‘At least once
a day’ 21.9%, ‘At least once a week’ 24.3%) for personal use.

Figure 4—19 * E—mail Usage Frequency for Personal Use (%) — Personal e—mail users aged 6 and over

Less than At least
once a month once a day
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32.5

Meanwhile, 68.6% of officer workers who used e—mail for work accessed the service once or
more per week (38.4% for ‘At least once a day’ , 30.2% for ‘At least once a week’ ).

Figure 4—20 ¢ E—mail Usage Frequency for Business Use (%) — Wage workers among e—mail users
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........................ 31.0
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At least who use e—mail for work At least

once a week 80.7% once a week

24.4 30.2
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4. Average Time Spent on Communication via Online

Daily online communication time for Internet users aged 3 and over 35 minutes

Online communication users aged 3 and over spent 35 minutes per day communicating online
via instant messengers, social network services, e—mail, voice/video calling. In detail, 79.5% of the
Internet users surveyed answered that they used ‘Less than 1 hour’ , while 20.5% said that they
used 1 hour or more per day on the activity.

Figure 4-21 * Average Time Spent on Communication via Online per Day (%)
— Online communication users aged 3 and over
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By gender, males and females had similar online communication hours per day (0.59 hours
for males, 0.57 hours for females), and by age, the younger groups (0.80 hours for individuals
in their 20s, 0.65 hours for 30s, and 0.62 hours for 10s) used more time communicating online
than the older groups (0.37 hours for individuals in their 60s, 0.29 hours for those aged 70 and
over).

H 4—4 * Average Time Spent on Communication via Online per Day by Gender and Age (%)
— Online communication users aged 3 and over

1 hrto less than 1 hr and 30 min 3 hrs to Daily average
=
= Less than 1 hour 1 hr and 30 min to less than 3 hrs less than 5 hrs 5 hrs or more (hour)
Male 78.8 10.5 8.1 2.5 0.1 0.6
Gender

Female 80.2 9.6 7.9 2.2 0.1 0.6

3-9 84.5 12.1 29 0.5 0.1 0.4

10s 771 1.4 9.0 2.4 0.1 0.6

20s 68.3 12.6 14.2 48 0.1 0.8

Age 30s 75.7 1.2 9.8 3.2 0.1 0.7
40s 79.3 10.3 8.1 2.2 0.1 0.6

50s 85.6 8.3 48 1.2 0.0 0.5

60s 90.2 6.5 2.6 0.7 0.1 0.4

70+ 94.2 38 1.7 0.3 0.0 0.3
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V. Internet and Living

1. Online Media

Online media usage rate of Internet users aged 6 and over 94.4%

A. Online Media Usage Rate

The rate of online media users (individuals who have used at least one of the 5 major media
via the Internet, i.e., TV, newspaper Refers to reading a news article through the Internet (e.g.,
on newspaper websites or on portal sites) or watching TV news via the Internet. (news articles),
radio, magazine/book, and movie, at least once in the last 1 month) among Internet users aged
6 and over was 94.4%, which is the equivalent of 9 out of 10 Internet users.

By media type, the rate of those who read the ‘Newspaper (news articles)’ through the Internet
was the highest at 88.3%, followed by access of ‘Movie’ (70.3%), TV’ (48.7%), ‘Magazine/Book’
(29.7%), and ‘Radio’ (20.7%).

Figure 5—1 ¢ Online Media Usage Rate (%) — Internet users aged 6 and over

48.7
TV

70.3 88.3
. Newspaper
Movie news articles)

Online Media

Usage Rate \

Magazine Radio
/Book

4) Refers to reading a news article through the Internet (e.g., on newspaper websites or on portal sites) or
watching TV news via the Internet.
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By gender, more males (95.2%) used online media than females (93.6%), and by age, most of
those in their 20s to the 50s (96.0% or more) were online media users.

Meanwhile, older individuals in their 60s and 70 and over showed a higher increase rate than
the previous year (5.4%p for people in their 60s, 11.0%p for those 70 and over) in their usage
of online media.

Figure 5—2 ¢ Online Media Usage Rate by Gender and Age (%) — Internet users aged 6 and over

© 2016 @ 2017

99.0 9.8 990992 45,5989 ,, 96.9

| 11
Total 1+ Male Female | 6-19 20s 30s 40s 50s 60s 70+

B.TV

Of all Internet users aged 6 and over, 48.7% were viewers of online TV. The rate of males
(49.8%) was higher than that of females (47.5%), and by age group, the 20s (71.2%) was the
highest, followed by the 30s (61.1%) and the 40s (50.9%).

Figure 5—3 * Online TV Watching (%) — Internet users aged 6 and over

® 2016 @ 2017

Total | Male  Female |  6-19 20s 30s 40s 508 60s 70+
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C. Newspaper

The rate of online newspaper reading among Internet users aged 6 and over was 88.3%. By
gender, the rate of males (89.7%) was higher than that of females (86.7%), and by age group,
the rate was over 90% for individuals aged between the 20s and the 50s (20s at 99.2%, 30s at
98.0%, 40s at 97.4%, and 50s at 94.3%).

Figure 5—4 ¢ Online Newspaper Reading (%) — Internet users aged 6 and over

© 2016 @ 2017

97.6 98.0 o950 97.4 o914 94.3

74.0 73.9

Total | Male  Female |  6-19 20s 30s 408 508 60s 70+

D. Radio

2 out of 10 (20.7%) Internet users aged 6 and over listened to the radio. There was little
difference (20.0% for males, 21.4% for females) in the gender composition of the listeners. By
age group, the rates of the 20s (32.2%) and the 30s (28.2%) were relatively higher than other
age groups.

Figure 5-5 ¢ Online Radio Listening (%) — Internet users aged 6 and over

© 2016 @ 2017

5322

Total | Male Female 6-19 20s 30s 40s 50s 60s 70+
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E. Magazine/Book

The rate of Internet users aged 6 and over reading online magazines and books was 29.7%.
By gender, the rate of males (31.1%) was higher than that of females (28.2%), while by age, the
20s ranked the highest at 50.6%.

Figure 5—6 * Online Magazine/Book Reading (%) — Internet users aged 6 and over

® 2016 @ 2017

2.4 3L #260282 | B, ;262 4

Male Female

Total 6-19 20s 30s 40s 50s 60s 70+

F. Movie

Of all Internet users aged 6 and over, 70.3% were watching movies online. By gender, males
(72.0%) were more likely to watch movies online than females (68.4%), while by age, the 20s
ranked the highest at 92.6%, followed by the 30s (86.7%) and those aged 6—19 (81.5%).

Figure 5—7 ¢ Online Movie Watching (%) — Internet users aged 6 and over

© 2016 @ 2017
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2. Internet Shopping

Internet shopping usage rate of Internet users aged 12 and over 59.6%

A. Internet Shopping Usage Rate

The rate of Internet shopping users (individuals who have used Internet shopping services at
least once in the last 1 year) among Internet users aged 12 and over was 59.6%. 25.5%
answered they did so between the last 24 hours to the last 1 week.

Figure 5—8 ¢ Time—of—Use of Internet Shopping (%) — Internet users aged 12 and over

In the last 24 hrs

More than 1 yr ago | Internet Shopping
Usage Rate
®3 mos—1 yr 0.0 59.6

® 1 mo—3 mos 0.0

What is Internet shopping?

The act of purchasing products or services over the Internet. Includes both web—based internet
shopping using Internet shopping malls, online second—hand shops, social commerce, and
mobile—based Internet shopping such as buying paid apps and gifticons.

E.g., Purchases made on web/mobile shopping mall sites (e.g., Auction, Gmarket, emartmall);
purchases on social commerce sites (e.g., coupang, TMON,); and purchases of paid apps
(e.g., Google Play, Apple App Store)
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By device, the rate of Internet shopping using ‘Mobile device’ (54.0%) was higher than that of
Internet shopping with ‘Computer’ (45.4%).

Figure 5—9 e Internet Shopping Usage Rate by Device (%) — Internet users aged 12 and over

‘ 54.0

Total | Computer Mobile
| device

The Internet shopping rate of females (61.7%) was higher than males (57.6%).

By age, the rate of the 20s was the highest at 91.5%, followed by the 30s (88.1%), the 40s
(67.8%), and those aged 12—19 (52.7%).

Figure 5—10 ¢ Internet Shopping Usage Rate by Gender and Age (%) — Internet users aged 12 and over

© 2016 @ 2017
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B. Internet Shopping Usage Frequency

48.8% of Internet shopping users aged 12 and over said that they were purchasing products
or services (including reservations and bookings) via the Internet at least 3 times per month,
Meanwhile, monthly Internet shopping frequency was about 2.7 times.

Figure 5—11 ¢ Internet Shopping Usage Frequency per Month (%) — Internet shoppers aged 12 and over

Monthly average
2.7times

3 times I@

or more

48.8 1 time to less

than 2 times

22.5

2 times to less
than 3 times

19.5

C. Amount Spent on Internet Shopping

The monthly average expenditure on Internet shopping was KRW 90,718. More specifically the
highest ranked price range in online spending was 30.5% for ‘50,000 to less than 80,000 .
Meanwhile there was a combined total of 35.7% of Internet shoppers who spent more than
100,000 ( 100,000 to less than 150,000 (17.3%), ‘150,000 to less than 200,000 (6.5%), and
200,000 or more’ (12.0%)) on Internet shopping per month.

Figure 5—12 * Amount Spent on Internet Shopping per Month (%) — Internet shoppers aged 12 and over

Monthly average
150,000 to less 200,000 KRW 90,718
than 200,000 / or more

"""""""""""""" 12.0

50,000 to less
than 80,000
80,000 to less 30.5
than 100,000 3.2 :
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D. Payment Methods for Internet Shopping

The most popular method of payment for Internet shopping was ‘Credit Card’ (79.1%), followed
by ‘Electronic transfer’ (45.0%), ‘Debit card’ (34.0%), ‘Online payment service’ (28.7%), and
‘Carrier billing’ (27.2%).

Figure 5—13 * Payment Methods for Internet Shopping (multiple responses, %)
— Internet shoppers aged 12 and over

27.2
Credit card Electronic Debit card Online Carrier Mileage, Prepaid gift
transfer payment billing rewards card, online
service points voucher

The major payment method for both PC shoppers and mobile shoppers was the credit card
(77.3% and 73.3% respectively). Meanwhile, the rate for ‘Carrier billing” was higher for mobile
shoppers (28.4%) than for PC shoppers (10.6%).
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Figure 5—14 * Payment Methods for Internet Shopping (multiple responses, %)
— PC Internet shoppers and mobile Internet shoppers aged 12 and over

PC shopping @ @ Mobile shopping
38.7 _ Electronic transfer _ 39.0
20.3 (I Debit card I :0s
21.2 - Online payment service - 27.5
10.6 - Carrier billing _ 28.4

10.6 - Mileage, rewards points . 7.4

Prepaid gift card,
7.8 . online voucher ' 5.8
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E. Items Purchased with Internet Shopping

The most popular items? to purchase online was ‘Clothing, footwear, sporting goods, accessories’
(83.2%), followed by Tickets to entertainment events’ (51.2%), ‘Books, magazines, newspapers’

(49.1%), and ‘Cosmetics’ (39.8%).

Figure 5—15 e ltems Purchased with Internet Shopping (multiple responses, %)

— Internet shoppers aged 12 and over
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2) Purchases of ‘Music products’ , ‘Movies, video, images’ ,

‘Books, magazines, newspapers’ , ‘Computer and

video games’ , and ‘Computer software’ refers to not only the physical delivery through an offline channel
such as parcel (delivery) services, but also a digital delivery such as streaming or downloading of the paid

contents.
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F. Devices Used for Internet Shopping

Internet shopping users aged 12 and over, 90.6% answered that they used their ‘Smartphone’
for Internet shopping, while 65.5% said they used the service on their ‘Desktop’ .

Figure 5—16 * Devices Used for Internet Shopping (multiple responses, %)
— Internet shoppers aged 12 and over

@ 2017
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65.2
19.1
. 2.7 0.5
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While using ‘Smartphone’ for Internet shopping was higher for females (92.8%) than males
(88.5%), the ‘Desktop’ usage rate of males (68.7%) was higher than females (61.7%).
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By age, when using ‘smartphone’ for Internet Shopping, 20s (94.6%), 30s (93.5%), 40s(90.1%),
12—19 (89.2%) were higher than other age groups.

Table 5—1 Devices Used for Internet shopping by Gender and Age (multiple responses, %)
— Internet shoppers aged 12 and over

Smartphone Desktop Laptop Tablet TV
Male 88.5 68.7 19.2 2.7 0.5
Gender

Female 928 61.7 19.0 2.7 0.5
12-19 89.2 62.1 14.0 2.4 0.4
20s 94.6 67.9 274 3.6 0.4
30s 93.5 66.5 21.9 3.4 0.5
Age 40s 90.1 65.6 15.4 2.3 0.5
50s 79.8 63.6 9.7 0.8 0.6
60s 85.5 428 7.2 0.7 0.9

70+ 81.5 37.6 2.7 0.3 -
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G. Negative Experience with Internet Shopping Usage

Out of all Internet shoppers aged 12 and over, 36.9% had experienced dissatisfaction or
inconvenience with their Internet shopping.

Among negative experiences, ‘Slow delivery’ (21.0%) ranked the highest, followed by ‘Difficult
to return or refund product’ (8.8%) and ‘Wrong or defective product delivery’ (8.6%).

Figure 5—17 e Negative Experience with Internet Shopping Usage (multiple responses, %)
— Internet shoppers aged 12 and over

Slow delivery - 21 .0
Difficult to return
or refund product - 8.8

Wrong or defective
product delivery - 8.6

Negative
Experience with
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of order

Usage

KR

No experience

H. Reasons for Not Using Internet Shopping

More than half of non—Internet shoppers said they avoid shopping online because they have
‘Lack of interest or no need’ (54.0%). Other reasons included ‘Prefer to shop in person’ (52.5%),
‘Inconvenient and complex payment process’ (13.8%), and ‘Distrust about product warranty or
delivery’ (10.6%).

Figure 5—18 * Reasons for Not Using Internet Shopping (multiple responses, %)
— Non—Internet shoppers aged 12 and over

Inconvenient and complex payment process _ 13.8

Distrust about product warranty or delivery

Lack of confidence, knowledge, skills
Security concerns (e.g., credit card information)

Privacy concerns (e.g., personal information)
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3. Internet Banking

Internet banking usage rate of Internet users aged 12 and over 63.1%

A. Internet Banking Usage Rate

The rate of Internet banking users (individuals who have used Internet banking services at
least once in the last 1 year) among Internet users aged 12 and over was 63.1%, with 41.6%
having used the service within the last 1 week.

Figure 5—-19 ¢ Time—of—Use of Internet Banking (%) — Internet users aged 12 and over
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What is Internet banking?

Internet banking includes all online bank transaction activities (e.g., savings, money transfers,
investments, asset management). It also includes mobile banking services provided through
mobile applications offered by financial institutions.

E.g., PC—based Internet banking services offered by banks and mobile banking services such
as KB Star Banking, Shinhan S Bank, NH Smart Banking, KEB Hana Smartphone Banking.
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By device, Internet banking using a mobile device (57.1%) was ranked higher than using a
computer (39.7%).

Figure 5—20 * Internet Banking Usage Rate by Device (%) — Internet users aged 12 and over

| 57.1
1 39.7

Total : Computer Mobile
| device

By gender, the Internet Banking usage rate of males (64.2%) was higher than that of females
(61.9%), while by age, the usage rate of the 30s (91.4%) was highest among the age groups,
followed by the 20s (86.6%) and the 40s (79.7%).

Figure 5—21 e Internet Banking Usage Rate by Gender and Age (%) — Internet users aged 12 and over

© 2016 @ 2017
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84 2017 Survey on the Internet Usage



B. Devices Used for Internet Banking

Internet banking users aged 12 and over, 90.5% answered that they used their ‘Smartphone’
for Internet banking, while 55.6% said they used the service on their ‘Desktop’ .

Figure 5—22 * Devices Used for Internet Banking (multiple responses, %) — Internet banking users aged 12 and over

@ 2017
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While using ‘Smartphone’ for Internet banking, females (92.0%) are higher than males (89.2%),
‘Desktop’ usage rate of male (59.5%) is higher than females (51.2%).

By age, when using ‘Smartphone’ for Internet banking, 30s (94.2%) and 20s (93.6%) were
higher than other age groups.

Table 52 * Devices Used for Internet Banking by Gender and Age (multiple responses, %)
— Internet banking users aged 12 and over

Smartphone Desktop Laptop Tablet ™V
Male 89.2 59.5 12.2 1.5 0.2
Gender
Female 92.0 51.2 10.8 1.3 0.3
12-19 76.6 51.7 1.7 1.3 0.2
20s 93.6 55.8 16.5 2.2 0.3
30s 94.2 61.0 14.3 1.8 0.3
Age 40s 90.1 57.4 9.0 1.0 0.2
50s 86.9 485 58 0.5 0.2
60s 84.6 38.0 4.3 0.3 0.2
70+ 721 47.5 5.1 - -
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4. Cloud Service

Cloud service usage rate of Internet users aged 12 and over 28.1%

A. Cloud Service Usage Rate

The rate of cloud service users (individuals who have used a cloud service at least once in
the last 1 year) among Internet users aged 12 and over reached 28.1%.

Figure 523 * Time—of—Use of Cloud Services (%) — Internet users aged 12 and over

In the last 24 hrs

Cloud Service
Usage Rate

1 wk—=1 mo

[V ICRGEY]
1 yr ago

12.2

The usage rate of males (31.5%) was higher than that of females (24.5%) by 7.0%p. By age,
the rate of the 20s was the highest at 51.0%, followed by the 30s (42.9%) then the 12—19 and
the 40s (both 29.0%) age groups.

Figure 5—24 ¢ Cloud Service Usage Rate by Gender and Age (%) — Internet users aged 12 and over

© 2016 @ 2017
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What is a cloud service?

A service that allows users to store photos, music, and other media files as well as personal files
(e.g., contact, documents) on not an external storage but a web server, These files can be
downloaded and edited on the user’ s computer or mobile device.

E.g.) Drive (e.g., Naver Cloud, Google Drive, iCloud, Olleh U Cloud, SKT T Cloud, LG U+Box,
MS OneDrive, Dropbox), document sharing (e.g., Google Docs, MS Office 365), calendars/contacts
(e.g., Google Calendar, Naver Calendar, Naver Address Book)
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B. Purpose of Using Cloud Services

As for the purpose of using a cloud service, ‘Saving data and information” was the biggest
reason for both business and personal users (54.1% and 70.8% respectively).

Figure 5—25 ¢ Purpose of Using Cloud Services (multiple responses, %) — Cloud service users aged 12 and over

Business @ @ Personal

' G ... T :
and information
32.7 _ Editing documents
Streaming multimedia _
18.9 - contents

21.3

49.2
Syncing across
multiple devices 49.8

0.3 | Other ) 0.3

In the case of ‘Saving data and information’ , both males and females (70.6% and 71.1% <
respectively) showed a high rate for personal use, but in the case of ‘Editing documents’ for %
. . =3
business use, the rate of males (37.6%) was higher than that of females (26.1%). 2
()
=]
o
Table 5—3 * Purpose of Using Cloud Services by Gender and Age (multiple responses, %) C
— Cloud service users aged 12 and over :5,
«Q

Saving data - Streaming Syncing across

and information Eelilaiefele St multimedia contents multiple devices

Business Personal Business Personal Business Personal Business Personal

Male 59.4 70.6 37.6 22.1 20.9 49.7 19.3 51.2
Gender

Female 46.8 711 26.1 20.3 16.1 485 13,1 47.8

12-19 13.0 73.2 10.3 26.2 8.2 61.6 27 38.4

20s 47.6 74.8 27.8 25.4 17.1 54.4 13.0 46.8

30s 69.1 67.9 417 19.0 24.0 47.6 21.9 51.9

Age 40s 62.2 69.0 39.6 18.8 21.2 422 20.8 53.6
50s 61.1 67.8 341 16.6 171 39.6 10.8 57.4

60s 38.2 71.9 20.0 13.3 12.7 42.3 16.6 515

70+ 28.7 61.2 - - 6.4 25.2 - 28.5
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VI. Internet Non—Users

1. Internet Non—Users

One in ten (9.7%) Koreans aged 3 and over ‘Internet Non—Users’

Among the population aged 3 and over, 9.7% (lower by 2.0%p from the previous year) were
‘Internet non—users’ who have not used the Internet in the last 1 month. The rate of females
(12.3%) was higher than that of males (7.3%), while by age, the rate of the elderly, aged 70 and
over (68.2%), was highest,

Figure 6—1 ¢ Internet Non—Users by Gender and Age (%) — Population aged 3 and over

© 2016 @ 2017
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In terms of gender composition, females (62.7%) had a higher rate than males (37.3%), and
by age, the elderly, aged 60 and over (19.6% for 60s, 66.7% for 70 and over) accounted more
than 80%. By occupation, ‘Housewives' (39.5%) and ‘Unemployed/Other’ (37.8%) accounted
for more than 70%, and by education, individuals who were ‘Elementary school graduates
and lower’ (64.4%) took up more than half.

Figure 6—2 * Composition of Internet Non—Users (%) — Internet non—users aged 3 and over

Gender Male 37.3 Female 62.7

10s 0.2

40s 0.5

60s 19.6 70+ 66.7

20/30s 0.1
Professional/managers 0.0  Students 1.1

' ti
Occupation w':;:gl:: ;0;0 Housewives 39.5 Unemployed/Other 37.8

Office workers 0.1

College graduates and higher 1.0

" Middle school High school
Education Elementary school graduates and lower 64.4 graduates 21,5 graduates13.1
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2. Reasons for Not Using the Internet

‘Lack of interest or no need (73.9%)’ main reason for non—use

As for reasons for not using the Internet, ‘Lack of interest or no need’ was the highest with 73.9%.
Meanwhile, more than half (55.2%) of hon—users answered the reason for their non—use to be

‘Lack of confidence, knowledge, skills .

Other reasons included ‘High usage fees’ (13.5%), ‘Lack of equipment (e.g., computer)’ (6.1%),
and ‘Concern about harmful contents’ (3.5%).

figure 6—3 * Reasons for Not Using the Internet (multiple responses, %) — Internet non—users aged 3 and over

Lack of interest or no need _ 73.9
pktougrdll LR
High usage fees
Lack of equipment (e.g., computer)
Concern about harmful contents
Lack of time
Security concerns

Privacy concerns

3. Intentions to Use the Internet

Intentions to use the Internet of Internet non—user 18.8%

Among Internet non—users aged 3 and over, one in ten (18.8%) had intentions to use the Internet
in the future. By gender, males (23.5%) showed stronger intentions than females (16.0%), while
by age, children aged 3 to 9 had the highest intentions of using the Internet in the future at 91.3%.
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Figure 6—4 * Intentions to Use the Internet by Gender and Age (%) — Internet non—users aged 3 and over
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1. Major Revisions of Survey Items

A. Survey Items for Households

Category

Survey items
ICT device ownership
Households with computers
The type of computer
Households with Internet access
Internet access devices
Internet access type

Survey period
'04.12-"17
Every survey
'03.06—'04.12
Every survey
'05.06—'09, '12—'17
Every survey

T [Households with wireless LAN] Wireless LAN access methods | '10—'13
Environ— Presence of distributed internet signal at home '14-"17
ment [Households without Internet access] Reasons for not accessing Internet | '05.06—'05.12, '06.12, '07.12—'17
Internet Every survey
Landline, Mobile phone '04.12—"17
ICT VolP, IPTV '08-'17
services Cable TV, Satellite TV 1117
usage Bundled service usage '09-'12
Reasons for using VolP, IPTV '09-'10
Smart home 17
Changed Interet service company, alteration reasons, and complaints when trying to change | '07.06
Other | Internet connection by many computer and LAN '04.12-'05.12, '06.12
LAN construction '04.12

B. Survey Items for Household Members

Category

Internet
Usage

Survey items Survey period
Internet usage rate and Internet users Every survey
Internet usage period Every survey
Motivation of using the Internet '03.06—'06.12, '07.12
Internet usage frequency '05.06—'05.12, '06.12, '07.12—"'17
Hours—of—use of the Internet Every survey
Internet usage by time of day '04.12-'06.12, '07.12—'10
Internet usage locations Every survey
Internet access devices '04.12-'09
Internet usage type '04.12-'05.12, '06.12, '07.12—'09, '14-'17
Purpose of using the Internet Every survey
Internet Reliability 13
Internet usage behavior and perception '04.12-'16
Safe Internet usage 1517
Negative experience with Internet usage '03.06—'05.12, '06.12, '07.12—"'17
Perception on Internet—induced Social Problems '11-"15
Experience of cyber—bullying 1214
Changes of time spent on daily lives by using the Internet '04.12—'05.12, '06.12, '07.12
Satisfaction with using the Internet '04.12
Expenses on using the Internet Cafe or wireless Internet | '03.06—'04.12
an ons o e tre e, ! Lo e L Every suvey
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Category

Internet and
Communi—
cation

E—mail

Instant
Messenger

Social
Network Service

Online Community
(cafe & club)

Blog
(Mini=hompy)

Others

Survey items
E—mail usage rate
E—mail account(s) ownership
No. of E—mail used at least once a month
E—mail usage frequency and purpose
No. of e—mails sent/received
E—mail access devices
Contents of e—mail sent/received
Instant messenger usage rate
Instant messenger usage frequency by purpose
Instant messenger usage hours
Instant messenger access devices
Purpose of using instant messengers
Frequently used instant messenger services
Functions of instant messengers
Social network service usage rate
Social network service usage by service type
Frequently used social network services
Social network service usage frequency and purpose
Social network service usage frequency and hours
Persons socializing through social network services
Devices used for social network services
Reasons for using social network services
Reasons for not using social network services
Social network service usage behavior and perceptions
Range of personal information disclosure on social network services
Delivery rate of Information from social network services
Delivery speed of Information from social network services
Effects of social network services on life
Negative experiences with social network services
Online community Usage Rate
No. of online communities used at least once a month
Online community usage frequency
Online community usage hours per visit
Purpose of using online communities
Other's blog usage rate
Other's blog usage frequency
Other's blog usage hours
Reasons for using other's Blog
Blog ownership rate
Period of managing blog
No. of blogs managed at least once a month
Blog update frequency
Blog visiting frequency
Blog usage hours per visit
Blog usage hours
Blog managing method
No. of visitors to blog
Expenses on managing blog
Reasons for managing blog
Blog managing behavior and perception
Intentions to manage blog

Average time spent on communication via online

Survey period

'07.06—'17
'03.06—'07.06
'03.06-'07.12
'08—'17
'04.12-'06.12
10-'16
'07.06—'09
'04.12-06.12,

'07.12-"17

'04.12, '09-'17

'04.12-'06.12
'10-'16
'04.12-06.12,
16-'17
16-'17
10-"17
10-'15
16-'17
10-"17

17

11-13
10-"17
11-17
16-'17
10-'17
'12-'13
12-'13

12

16

'12-'13
'07.06, '08
'07.06, '08
'07.06, '08
'07.06, '08
'07.06, '08
'05.06—-'05.12,
'05.06—-'05.12,
'05.06—'05.12,
'07.12-'09
'06.12-'12
'07.06

'07.06
'07.06—'09
'05.06—'05.12,
'07.06
'05.06—'05.12,
'07.06

'07.06, '09
'07.06-'09
'07.06—'09
'07.06, '08
'05.06—'05.12,
14-"17

'07.12-'09

'06.12, '07.12-12
'06.12, '07.12-'09
'06.12

'06.12

'06.12

'06.12
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Category Survey items Survey period
Mobile game usage rate 16
Mobile game usage frequency and hours 16
Mobile Mobile Mobile game types 16
game game Perception towards mobile game 16
Frequency/Size of expenditure on mobile game 16
Intentions to spend on mobile game 16
Internet shopping usage rate Yearly
Internet shopping frequency Yearly
Internet shopping expenditure Yearly
ltems purchased with Internet shopping Yearly
Devices used for Internet shopping '"10-"17
Internet shopping sites '07.06, '08
Open market usage, frequency, satisfaction, reasons of satisfaction or dissatistaction | '06.06
Internet | Negative experience with Internet shopping usage | '04.12, '07.06, '08—'17
Shopping | Satisfaction with Internet shopping '03.06—06.12, '07.12
Internet shopping usage behavior and perceptions |'07.06, '08
Reasons for using Internet shopping '06.06
Reasons for not using Internet shopping '04.12-'09, '"14—'17
Intentions to use Internet shopping '03.06—'06.12, '07.12—'15
Payment methods for Internet shopping '14-"'17
Specific usage manner of credit/debit card on Internet shopping ' '15
Location of sellers '"14-'16
Social commerce usage rate '11-"12
Social commerce usage frequency "11-"12
Social commerce users' satisfaction rate 11
Social Negative experience with social commerce uage '11-"12
Commerce Purohased ltems via ‘SOCIal commerce 11-"12
Intentions to use social commerce by items 11
Internet Social commerce usage behavior and perceptions |'{1-"12
and Intentions to use social commerce 12
Economic Method of banking '0606' '07.06
Activities Conducted bank transactions Yearly
Internet banking usage rate '04.12-"17
Internet | Internet banking usage frequency '07.12-'15
Banking | Devices used for Internet banking '"10-"17
Internet banking service mainly used '06.06, '07.06
Reasons for using the Internet banking '06.06
Intentions to use the Internet banking '05.06—'12
Method of trading stock '06.06
Stock trading '10-'15
Internet | nternet stock trading usage rate '04.12-05.12, '06.12, '07.12—'15
Stock Internet stock trading usage frequency '07.12-'15
Trading | Internet stock trading access devices '"10-'15
Reasons for using the Internet stock trading '06.06
Intentions to use the Internet stock trading '05.06—05.12, '06.12, '07.12—'12
Experience of using charged contents '03.06—'04.12
Charged contents usage rate '07.12
Charged Charged contents usage by types '03.06—-12, 050612, '06.12, '07.12
Contents | EXPenses on using charged contents '03.06—'05.12, '06.12, '07.12
Payment method for charged contents '03.06—'05.12, '06.12, '07.12
Opinion on charging for contents '03.06—'05.12, '06.12, '07.12
Intentions to use charged contents '03.06—'05.12, '06.12, '07.12
v Watching hours '03.06—05.12, '06.12, '07.12—13
Watching, watching frequency '03.06—05.12, '06.12, '07.12—'14
Newspaper Reading hours '07.12—'13
Reading, reading frequency 03.06-05.12, '06.12, '07.12—1214
OU_ . Listening hours 13
;\DAffll(l;e Offline Radio Listening, listening frequency '08—'12, '14
edia Media . Reading hours 3
Usage Magazine/Book Reading, reading frequency '08-'12, '14
Movie Watching hours 13
Watching, watching frequency '08—'12, '14
) Listening hours 13
Music Listening, listening frequency '08
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Category Survey items Survey period
Usage, usage frequency '07.06, '08—'12, '15—'16
Usage 17
v Usage ways '07.06, '08—'09
Usage hours 13
Usage, usage frequency '07.06, '08—'12, '15-'16
Usage 17
Newspaper Usage ways 10
Usage hours 13
O?f?i]r:e Usage, usage frequency :07.06, '08-'12, '15-'16
Media Online Radio | Usage 17
Usage Media Usage ways '07.06, '08—'09
Usage hours 13
Magazine Usage, usage frequency :07.06, '08-'12, '15-'16
/Book Usage 17
Usage hours 13
Usage, usage frequency '07.06, '08-'12, '15-'16
Movie Usage 17
Usage ways '07.06, '08—'09
Usage hours 13
Music Usage, usage frequency, Usage ways| '08
Ability to use computer '03.06—'04.12
Computer usage rate '03.12—'05.12, '06.12, '07.12—'17
Computer | Computer usage hours '03.06-'05.12, '06.12, '07.12
Usage Computer literacy '03.06—-05.12, '06.12, '07.12, '14-17
Level and purpose of using computer '03.06—'04.12
Computer usage frequency 14-"17
Mobile phone usage rate '05.12, '06,12—'17
Purpose of using mobile phone '06.12—'16
Mobile  'No, of SMS sent/received '04.12-'05.12, '06.12
Phone ' \iobile phone Internet usage, usage frequency, usage hours, |,
Usage charged sites usage, products purchase, expenses 04.12
Mobile phone usage hours 14-'16
) Mobile Internet usage rate "16-"17
Mobile Phone Mobile Internet usage frequency 16
Usage Mobile Internet usage hours 16
Smartphone usage rate "16—17
Smlzj;tghé)ne Smartphone usage frequency "16—17
9 Hours—of—use of smartphones "16-"17
Channels for getting information '03.06—'05.12, '06.12, '07.12—'12
Communication methods '04.12, '08-'14
Internet | Channels for getting the news 11-'13
z_and_ Leisure activities 08
Daily Life | Document transfer method, goods order method,
banking method, stock trading method, personal |'04.12
information management method
Portable ICT device usage 10-"17
e—Book usage rate 10
e—Book usage frequency 10
Others e—Book e—Book access devices 10
e—Book usage and intention by genre 10
Perceptions of e—Book 10
Perceptions of cloud services 13
Cloud service usage "13-17
Cloud Purpose of using cloud services 13-'17
service Intentions to use cloud service 13
Cloud service usage devices 14-'16
Purpose of using cloud services 17
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Category

Others

Internet
News

Internet
Job Search

Portal Site

File—sharing
Service

Internet
and public
opinion
Internet and
education/learning

New ICT servic

Internet and
Information

Internet
and work

Internet and
interpersonal
relationships

Location Based
Service Usage

Smartphone
Usage

Wearable
Device Usage

Domain usage

Social impact
of Internet

Survey items
Most used news media
Internet news usage rate
Internet news usage frequency
Contents of Internet news
The ways to use the Internet news
Internet news usage behavior and perception
Information channel for job search
The status of Internet job search
Type of Internet job search activities
Internet channel for job information
Internet job seekers' behavior and perception
Portal site usage rate
Reasons for using portal site
Reasons to choose mainly used portal site
Portal site usage by service
Portal site usage behaviors and perception
File—sharing service usage rate
File download and upload frequency
Type of mainly used files
File—sharing service usage behavior and perception
Information channels for social Issues
Information channels for social Issues via Internet
On—0Offline activities related to social issues
Behavior and perception related to social issues
Type and method of education/learning
via Internet
e recognition, usage and intention
Usage by information types
Information usage behavior and perception
Information channels for work
Internet usage hours for work
E—mail usage and frequency for work
Instant messenger usage and hours for work
Internet impact on work
Methods of keeping interpersonal relationships
Keeping interpersonal relationships via Internet
Internet impact on interpersonal relationships
Location based service usage by type
Perception towards LBS
The most helpful location based service
Frequently used smartphone application type
Replacement cycle of smartphones
Reason for smartphone replacement
Perception towards smartphones
Appropriate age to use smartphones
Ownership of wearable devices by type
Frequently used wearable device functions
Wearable device functions that are expected to be useful
Intentions to buy and use wearable devices
Method of website access
Experience of using Hangeul domain to access websites
Intent to own a Hangeul domain when operating websites
Necessity of exposing Hangeul domain for web portal search results
Internet utilization and change in daily life

Internet impact by society fields

Complaints related to using the Internet, consultation or reporting, and satisfaction with results
Perception of informatization

Frequency, hours and purpose of using the Internet cafe
Software purchase experience and type of software, reasons for not purchasing
Informatization education experience, reasons for not taking informatization education
Use of Internet for health related purposes

An useful function of smart home service and a task to vitalization
Discomforts or complaints in the process of installing 'Active X'
Usage of e—government services

'09
'09
'09
'09
'09
'09
'09-'12
'09
'09
'09
'09

Survey period

'07.12—'08

'08
'07.12
'07.12
'08
'08
'08
'08
'08
'07.06
'07.06
'07.06
'07.06

'06.06

'06.06, '07.06, '08—'09
'04,06—'04.12, '07.06

'07.06

'04,12, '06.06

'06.06
'06.06
'06.06

'04.12, '06.06

'06.06
'06.06
'06.06
16

16

16
'16-'17
'16-'17
'16-'17
16

'16
'16-'17
'16-'17
'16

16

17

17

17

17
'06.06
'06.06
'06.06

'03.06-'05.12, '06.12, '07.12

'04.12
'04.12
'04.12
14-'15
15

15
11-'13
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2. Major Revisions of Glossary

Glossary Definition and scope Survey period
Internet via desktop and laptop. '03.06—'04.06
Internet
Internet via mobile phone as well as desktop and laptop. '04.12—17
Person aged 7 and over who has used the Internet at least once a month. '00.09-'02.04
Person aged 6 and over who has used the Internet at least once a month. '02.07-04.06

Internet User
(Usage rate) Person aged 6 and over who has used the Internet at least once in the last 1 month. | '04,12—'05.12

Person aged 3 and over who has used the Internet at least once in the last 1 month. | '06.06—'17

>
o
o
@
=3
=3
X
—_

Households with
Internet access

SUOISIADY Jolepy

Households that can access wired or wireless Internet regardless of actual Internet usage. | '06.06~'06.12

Proportion of households that can access wired Internet within the home

using xDSL, cable modem, wireless LAN, and FTTH. 07.06
Proportion of households among the total that can access (wired) Internet using 07 12-08
xDSL, cable modem, Apartment LAN, telephone modem, and wireless LAN. ’
Proportion of households among the total that can access the Internet regardless

Households with of actual Internet usage using xDSL, cable modem, broadband wireless LAN '09-'11

Internet access (including Apartment LAN, FTTH), and wireless LAN,

Proportion of households among the total that can access the Internet regardless
of actual usage using xDSL, broadband wireless LAN (including Apartment LAN, | '12
FTTH), cable modem, and wireless LAN,

Proportion of households among the total that can access the Internet regardless
of actual usage using xDSL, broadband wireless LAN (including Apartment LAN, 13-17
aFTTH), cable modem, wireless LAN, and mobile Internet.

Desktop, laptop. '03.06—'06.06
Computer

Desktop, laptop, tablet (smart pad), etc. '06.12—'17

Person who uses a computer at least once a month on average. '03.06—04.12

Computer User
Person aged 3 and over who has used a computer at least once in the last 1 month, | '05.06—'17

Proportion of households among the total that own a computer (e.g., desktop,

laptop, PDA, ultra—mobile PC, tablet PC) in their home. 07.06

Proportion of households among the total that own a computer (e.g., desktop,
laptop (includes tablet and UMPC), PDA (includes PDA phones and smartphones))| '07.12—09
in their home.

Households
with Computers | proportion of households among the total that own a computer (e.g.. desktop,

) 10
laptop (includes netbook and tablet), PDA, smartphone).
Proportion of households among the total that own a computer (e.g., desktop, |, 11217
laptop, tablet) regardiess of actual use.
P h ile phone. '05.12-'06.12
Mobile Phone erson who uses a mobile phone 05 06,
Use (User) Person aged 3 and over who has used a mobile phone at least once in the last 1 month. | '07.06—'17

An Internet user aged 3 and over who has used the Internet using a mobile
device capable of wireless Internet access (e.g., feature phone, smartphone, "16-17
tablet, wearable device) in the last 1 month,

Mobile Internet user
(Usage rate)

Smartphone user

(Usage rate) An Internet user aged 3 and over who has used the Internet using a smartphone in the last 1 month, | "16—17
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Glossary Definition and scope Survey period
Person who uses e—mail, '03.06-'06.12
E—mail usage rate | An Internet user aged 3 and over who has used e—mail at least once in the last 1 year.| '07.12—08
An Internet user aged 6 and over who has used e—mail in the last 1 year. '07.06, '09-'17
A service that enables individuals using the same software to chat, send photos, 04.12-'06.06
and communicate realtime on an Internet network without connecting to a website. ’ ’
A service that enables individuals using the same messaging software to 06.12
Instant exchange messages and data realtime online,
messenger A service that enables individuals using the same software to exchange 07.12-15
messages and data realtime online, ’
A service that enables individuals to exchange data (e.g., text messages, photos) H6-17
realtime online through a computer, smartphone, etc.
Instant messenger | Person who uses an instant messenger. '04.12—06.06
usage rate An Internet user aged 6 and over who has used an instant messenger in the last 1 year. '07.12—'17
A service that enhances relationships with friends, colleagues, and acquaintances
or forms new relationships online to establish a wide social network. Includes 10-12
blog, microblog, mini-hompy, and online community (cafe, clubs) services.
Social Network | A service that enhances relationships with friends, colleagues, and acquaintances
Service (SNS) | or forms new relationships online to establish a wide social network. Includes 4ot
o " ) : . 13-15
mini—hompy, blog, microblog, online community (cafe, clubs), and profile—based
networking services.
An act of online communication and information sharing that enhances
relationships with friends, colleagues, and acquaintances or forms new 1617
relationships. Includes the act of viewing or observing contents posted by
others.
Social network service usage rate| An Internet user aged 6 and over who has used social network services in the last 1 year. | '10-17
Mobile game A game played_realtlme using a mobile device (e.g., smartphone, tablet) that is 6
connected to wireless Internet.
Mobile game usage rate | An Internet user aged 6 and over who has played mobile games in the last 1 year. | '16
. Personal media for expressing one’ s interests through journals, columns, ,
Blog/mini—hompy articles, and other writings along with postings of data, information, photo, video, 07.06
and more to share with others.
Blog/mini-hompy owner | An Internet user aged 6 and over who runs his or her own blog or mini-hompy.| '07.06
Personal media for expressing one’ s interests through journals, columns, articles,
and other writings along with postings of data, information, photo, video, and more | '07.12
Blog to share with others. Includes what is referred to as mini—hompy.
Personal media for posting and storing to share with others one’ s interests through journals, ) .
columns, knowledge, photos, and such. Includes what is referred to as mini—=hompy. 08-12
Person who has visited another person’ s blog and one’ s own blog. '05.06-'06.12
Blog user and , )
blog owner [Blog user] A person who has used another person’ s blog in the last 1 year. 07.12-'12
[Blog owner] A person who has run his or her own blog in the last 1 year, '
Online cafe An online gathering of individuals with similar hobbies and interests for exchanging 07.06
/community information and building relationships. ’
Online cafe/community usage rate| (Proportion of) individuals among Internet users aged 6 and over who have used the online community he or she had joined within the last 1 year. '07.06
Online community An onllng gatherlng.of'|nd|V|du§Is WIFh similar hobbies r?md interests for exchanging 08
information and building relationships. Includes services known as cafe or club.
Online community usage rate| An Internet user aged 6 and over who has used an online community in the last 1 year. | '08
Paid content Digital Contenlt (e.g., spftware, expert knowledge and data, movies, music, games) 07.12
that are provided online for a fee.
Paid content usage rate | (Proportion of) individuals among Internet users aged 6 and over who have used paid content at least once in the last 1 year. '07.12
File sharing service Interngt—based service that enaples users to store'or share music, movies, games, 08
and files. Includes P2P and online storage services.
File sharing usage rate | (Proportion of) individuals among Internet users aged 12 and over who have used file sharing services in the last 1 year, '08
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Glossary Definition and scope Survey period
An act of purchasing goods and services using the Internet, Paid content purchasing 03.06-06.06
is also included in the scope of Internet shopping but searches and Internet banking are not. ’ ’
An act of purchasing goods and services (including reservations and booking) using '
the Internet. Also includes the purchasing of paid content (e.g., movies, music, games).| 06.12
) Product search, price inquiries, and Internet banking are not included.
Internet shopping An act of purchasing goods and services (including reservations and booking)
using the Internet, Also includes the purchasing of paid content (e.g., movies, music, '07.06-'15
games). Product search, price inquiries, and various financial transactions are not included.
An act of purchasing products and services using PC and mobile versions of L
a shopping mall site. Includes the purchasing of gifticons, paid applications, and 16-17
paid content.
Internet shopping Person who has purchased goods or services through the Internet in the last 6 months | '03.06—04.12
usage rate An Internet user aged 12 and over who has purchased goods or services through the Internet in the last 1 year '05.06—'17
Online merketplace Marketplace operator prov@es only the online space and payment gateway. 06.06
Buyer and seller conducts direct one—to—one trade.
Financial service that enables account inquiry, fund transfer, bill payment and ' :
o o ) ) " 04.12—07.06
inquiry, loan inquiry and payment, and other banking transactions using the Internet.
) Financial service that enables account inquiry, fund transfer, bill payment and inquiry, . .
Internet banking | loan inquiry and payment, and other banking transactions using the Internet, Includes 07.12—11
mobile banking.
All banking transactions including savings, transfers, investing, and asset management
using the Internet, Includes mobile banking services using a mobile application '12-17
provided by each financial institution.
Internet banking Person who uses Internet banking. '04.12
usage rate An Internet user aged 12 and over who has used Internet Banking in the last 1 year. | '05.06—'17
| Afinancial service that enables users to trade stock in realtime online. '07.12-09
Internet stock trading o
A financial service that enables users to trade stock in realtime online. Includes mobile stock trading. 10-'15
Person who uses Internet stock trading. '04.12
Internet stock I : ,
) An Internet user aged 12 and over who has used Internet stock trading in the last 1 year.| '05.06—08
trading usage rate
An Internet user aged 18 and over who has used Internet stock trading in the last 1 year. '09—'15
Internet shopping service that provides users with the option to purchase products
Social commerce | and services (includes reservations and booking) at a discounted price when a certain | '11-12
quantity of buyers over a set term is met.
Social commerce usage rate | An Internet user aged 12 and over who has used social commerce in the last 1 year. 11-"12
Location—based | Any service provided to users based on the location of the user, including navigation, 16
service local information, taxi, custom advertising, and location sharing.
Location—based service usage rate | An Internet user aged 12 and over who has used any kind of location—based service in the last 1 year, 16
A user—based computing environment or service that stores software and files,
originally saved at a user’ s personal computer or business server, to “the cloud” 4315
to offer users ubiquitous access to the data through an application (e.g., PC web
Cloud service browser, mobile web browser).
A service that enables users to store their media (e.g., photos, music) and personal
files (e.g., documents, addresses) to a web server instead of to external hard drives. | '16—17
The stored files can be downloaded to computers or smartphones to be edited.
Cloud service usage rate| An Internet user aged 12 and over who has used cloud service in the last 1 year. '13-17
Digitalized books, magazines, and other print publications to enable users to see | |
e—Book ) 8 10
and read its content using a computer, smartphone, PDA, etc.
e—Book usage rate | An Internet user aged 12 and over who has used an e—Book in the last 1 year. | '10
A general term for an IT device which can be worn on the human body in the form L
Wearable device | of a watch, glasses, or clothes to collect information on surroundings and changes 16—17
in the body in realtime for sharing and use through the Internet.
Wearable device usage rate| An Internet user aged 12 and over who has owned or used a wearable device in the last 1 year. | '16—'17
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Appendix 2,

Sampling Error




A. Internet Usage Rate

(95% confidence level)

Confidence interval (%)

Internet Usage Sampling Relative standard
Rate (%) error (%p) S . error (%p)
Total individuals 90.3 0.17 90.13 90.47 0.10
(Gender)
Male 92.7 0.20 92.50 92.90 0.11
Female 87.7 0.23 87.47 87.93 0.13
(Age)
3-9 83.9 1.12 82.78 85.02 0.68
10s 99.9 0.08 99.82 99.98 0.04
20s 99.9 0.07 99.83 99.97 0.03
30s 99.9 0.07 99.83 99.97 0.03
40s 99.7 0.12 99.58 99.82 0.06
50s 98.7 0.22 98.48 98.92 0.11
60s 825 0.81 81.69 83.31 0.50
70+ 31.8 0.98 30.82 32.78 1.57
(Region)
Seoul 90.5 0.51 90.02 91.04 0.29
Busan 93.3 0.55 92.77 93.87 0.30
Daegu 93.6 0.61 92.98 94.20 0.33
Incheon 89.0 0.66 88.33 89.65 0.38
Gwangju 93.9 0.50 93.45 94.45 0.27
Daejeon 91.8 0.68 91.17 92.52 0.37
Ulsan 97.0 0.43 96.52 97.38 0.23
Sejong 92.4 1.05 91.39 93.49 0.58
Gyeonggi 90.3 0.39 89.88 90.66 0.22
Gangwon 83.1 0.96 82.11 84.03 0.59
Chungbuk 87.8 0.79 86.99 88.56 0.46
Chungnam 89.0 0.66 88.36 89.67 0.38
Jeonbuk 89.4 0.69 88.74 90.12 0.39
Jeonnam 83.6 0.77 82.81 84.34 0.47
Gyeongbuk 89.0 0.75 88.23 89.74 0.43
Gyeongnam 91.0 0.52 90.47 91.50 0.29
Jeju 86.7 0.88 85.80 87.55 0.52
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B. Computer Usage Rate

(95% confidence level)

Confidence interval (%)

Computer Sampling Relative standard
Usage Rate (%) error (%p) o ) error (%p)
Minimum Maximum
Total individuals 72.4 0.26 72.14 72.66 0.19
(Gender)
Male 778 0.35 77.45 78.15 0.23 z g
Female 67.0 0.36 66.64 67.36 0.28 % %
(Age) < Da‘1
39 747 1.39 73.31 76.09 0.95 .
10s 99.4 0.22 99.18 99.62 0.11
20s 985 0.28 98.22 98.78 0.15
30s 96.3 0.42 95.88 96.72 0.22
40s 87.5 0.70 86.80 88.20 0.41
50s 60.8 0.92 59.88 61.72 0.77
60s 30.1 0.96 29.14 31.06 163
70+ 7.7 0.49 7.21 8.19 327
(Region)
Seoul 77.3 0.66 76.67 77.98 0.43
Busan 69.7 1.06 68.68 70.80 0.78
Daegu 76.4 1.02 75.41 77.44 0.68
Incheon 77.9 0.92 76.94 78.79 0.60
Gwangju 72.7 1,07 71.65 73.79 0.75
Dagjeon 713 113 70.21 72.46 0.81
Ulsan 76.0 1.20 74.75 77.15 0.81
Sejong 79.9 1.39 78.54 81.33 0.89
Gyeonggi 78.9 0.61 78.28 79.51 0.40
Gangwon 61.3 1.49 59.78 62.75 1.24
Chungbuk 66.1 117 64.95 67.30 0.91
Chungnam 64.2 1.13 63.08 65.33 0.89
Jeonbuk 61.3 125 60.09 62.59 1.04
Jeonnam 575 1.19 56.29 58.66 105
Gyeongbuk 62.6 1.11 61.47 63.68 0.90
Gyeongnam 62.3 1.08 61.22 63.38 0.88
Jeju 733 1,59 71.68 74.86 1.11
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C. Households with Computers
(95% Confidence Level)

Confidence Interval (%)

Households with Sampling Relative standard
Compuiters (%) Error (%p) o ; error (%p)
Minimum Maximum
Total Households 74.7 0.50 74.21 75.20 0.34
(Householder’ s age)
20s and under 86.8 2.24 84.56 89.04 1.32
30s 92.4 0.92 91.48 93.32 0.51
40s 93.5 0.74 92.76 94.24 0.40
50s 83.3 0.98 82.32 84.28 0.60
60+ 408 0.94 39.86 41,74 1.17
(Region)
Seoul 81.1 1.38 79.76 82.52 0.87
Busan 73.2 1.88 71.32 75.08 1.31
Daegu 72.4 2.09 70.33 74.51 1.47
Incheon 81.0 1.59 79.36 82.54 1.00
Gwangju 76.4 2.20 74.20 78.59 1.47
Daejeon 79.8 1.76 78.06 81.57 1.12
Ulsan 81.4 2.20 79.24 83.64 1.38
Sejong 79.9 2.87 77.03 82.78 1.84
Gyeonggi 82.0 1.1 80.88 83.09 0.69
Gangwon 56.9 2.59 54,27 59.45 2.33
Chungbuk 69.0 1.86 67.17 70.90 1.38
Chungnam 67.5 1.74 65.78 69.27 1.32
Jeonbuk 65.0 2.31 62.65 67.26 1.81
Jeonnam 58.4 2.30 56.15 60.74 2.00
Gyeongbuk 60.1 2.28 57.79 62.35 1.94
Gyeongnam 66.1 1.87 64.19 67.94 1.45
Jeju 71.6 2.83 68.74 74.39 2.02
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D. Households with Internet Access

(95% confidence level)

Households with ' Confidence interval (%) ;
Internet Sampling Relative standard
access (%) e ) Minimum Maximum srror (%p)
Total Households 99.5 0.08 99.42 99.58 0.04
(Householder’ s age)
7|6
20s and under 100.0 0.00 100.00 100.00 0.00 '?g %
a|a
30s 100.0 0.00 100.00 100.00 0.00 ; Ela,'l
40s 100.0 0.06 99.94 100.00 0.03 .
50s 100.0 0.06 99.94 100.00 0.03
60+ 98.4 0.26 98.14 98.66 0.14
(Region)
Seoul 99.8 0.09 99.68 99.86 0.05
Busan 99.3 0.18 99.15 99.52 0.09
Daegu 99.5 0.16 99.38 99.70 0.08
Incheon 99.4 0.17 99.19 99.52 0.08
Gwangju 99.8 0.11 99.67 99.89 0.06
Daejeon 99.9 0.07 99.86 100.00 0.04
Ulsan 99.6 0.17 99.41 99.75 0.09
Sejong 100.0 0.00 100.00 100.00 0.00
Gyeonggi 99.9 0.04 99.89 99.97 0.02
Gangwon 98.0 0.35 97.67 98.37 0.18
Chungbuk 100.0 0.00 100.00 100.00 0.00
Chungnam 99.8 0.10 99.70 99.90 0.05
Jeonbuk 99.4 0.19 99.21 99.59 0.10
Jeonnam 98.7 0.29 98.45 99.02 0.15
Gyeongbuk 98.3 0.29 98.02 98.59 0.15
Gyeongnam 99.0 0.21 98.81 99.23 0.11
Jeju 98.9 0.33 98.56 99.23 0.17
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E. Internet Usage Rate by Region, Gender, and Age

(Unit: %)

Male Female
39 10s 20s 30s 40s 50s 60s 70+ 3-9 10s 20s 30s 40s 50s 60s 70+
Total 845 99.8 999 100.0 99.6 985 87.6 39.9|/83.2 99.9 100.0 999 998 989 77.6 265
(0.94) (0.06) (0.06) (0.03) (0.10) (0.17) (0.59) (1.93) (0.97) (0.06) (0.03) (0.06) (0.07) (0.15) (0.80) (2.29)
Seoul 79.8 99.7 100.0 100.0 99.8 99.2 86.7 40.4 77.5 99.7 100.0 100.0 99.8 99.1 78.6 229
(3.20) (0.31) (0.00) (0.00) (0.16) (0.35) (1.87) (8.54) (3.40) (0.32) (0.00) (0.00) (0.16) (0.36) (2.52) (12.08)
92.8 100.0 100.0 100.0 100.0 100.0 98.4 46.9 | 89.3 100.0 100.0 100.0 99.7 100.0 93.4 45.1
Busan (2.50) (0.00) (0.00) (0.00) (0.00) (0.00) (0.74) (7.65)|(2.94) (0.00) (0.00) (0.00) (0.26) (0.00) (1.43) (7.39)
95.0 100.0 99.1 100.0 100.0 97.6 95.6 53.5|88.4 100.0 100.0 100.0 100.0 99.0 87.0 485
pacay (2.58) (0.00) (0.64) (0.00) (0.00) (0.83) (1.43) (7.42)|(3.93) (0.00) (0.00) (0.00) (0.00) (0.49) (2.56) (6.73)
70.6 100.0 100.0 100.0 99.3 97.7 849 259 |61.1 99,5 100.0 100.0 99.6 98.8 747 142
inoheon (6.20) (0.00) (0.00) (0.00) (0.52) (0.87) (2.82) (12.19) (7.54) (0.55) (0.00) (0.00) (0.35) (0.59) (3.82) (14.13)
] 96.9 100.0 100.0 100.0 100.0 99.2 93.3 55.6 | 91.5 100.0 100.0 100.0 100.0 98.8 87.8 34.6
Ganglu (1.59) (0.00) (0.00) (0.00) (0.00) (0.55) (1.99) (6.08) (2.67) (0.00) (0.00) (0.00) (0.00) (0.72) (2.56) (9.04)
) 82.1 100.0 100.0 100.0 99.6 99.3 90.8 36.5 73,5 99,5 100.0 100.0 100.0 99.7 87.1 26.0
Paejeon (5.11) (0.00) (0.00) (0.00) (0.41) (0.47) (2.59) (10.86) (6.63) (0.51) (0.00) (0.00) (0.00) (0.33) (3.10) (11.72)
98.7 100.0 100.0 100.0 100.0 100.0 96.3 52.7 /100.0 100.0 100.0 100.0 100.0 100.0 98.1 56.6
viean (1.35) (0.00) (0.00) (0.00) (0.00) (0.00) (1.52) (9.86) (0.00) (0.00) (0.00) (0.00) (0.00) (0.00) (1.12) (7.96)
) 86.3 100.0 100.0 100.0 100.0 95.2 83.9 36.5|88.7 100.0 100.0 100.0 100.0 96.1 80.3 31.5
Sejong (5.63) (0.00) (0.00) (0.00) (0.00) (2.48) (5.88) (15.35) (4.25) (0.00) (0.00) (0.00) (0.00) (2.30) (6.12) (15.38)
1827 995 99.8 100.0 100.0 99.1 82.0 30.5 | 83.5 100.0 100.0 100.0 100.0 99.4 68.1 153
Gyeonggl (2.59) (0.35) (0.22) (0.00) (0.00) (0.35) (2.07) (7.82) (2.44) (0.00) (0.00) (0.00) (0.00) (0.28) (2.88) (11.61)
60.7 100.0 100.0 984 97.9 971 821 327 769 100.0 99.1 99.2 996 940 602 127
Gangwon (10.84) (0.00) (0.00) (1.15) (1.08) (1.34) (3.30) (9.12) (7.67) (0.00) (0.94) (0.83) (0.44) (1.79) (5.54) (14.96)
Chungbuk 79.7 100.0 100.0 100.0 99.1 97.8 729 38.6|93.2 100.0 100.0 99.3 99.1 979 68.6 28.1
(6.36) (0.00) (0.00) (0.00) (0.66) (0.93) (4.13) (8.46)|(3.19) (0.00) (0.00) (0.74) (0.67) (0.85) (4.51) (8.89)
Chungnem 741 100.0 100.0 100.0 100.0 100.0 91.4 39.1 | 76.6 100.0 100.0 100.0 100.0 99.0 91.8 248
(6.44) (0.00) (0.00) (0.00) (0.00) (0.00) (2.19) (7.06) (5.73) (0.00) (0.00) (0.00) (0.00) (0.57) (1.91) (8.46)
Jeonbuk 86.3 100.0 100.0 100.0 98.6 972 90.3 43.7 885 100.0 100.0 99.3 100.0 986 883 389
(4.10) (0.00) (0.00) (0.00) (0.81) (1.14) (2.40) (5.80) (3.88) (0.00) (0.00) (0.75) (0.00) (0.83) (2.18) (5.81)
91.2 100.0 99.1 100.0 97.4 952 90.6 49.0 81.2 100.0 100.0 100.0 100.0 97.5 51.1 21.0
Jeonnam (2.91) (0.00) (0.86) (0.00) (1.18) (1.49) (2.22) (4.83)(4.46) (0.00) (0.00) (0.00) (0.00) (1.13) (5.81) (8.08)
95.7 100.0 100.0 100.0 98.9 94,0 895 53.4 89.2 100.0 100.0 98.3 978 97.0 76.4 40.9
Greongbuk (2.23) (0.00) (0.00) (0.00) (0.66) (1.41) (1.94) (6.07) (3.32) (0.00) (0.00) (0.97) (0.92) (0.93) (3.06) (6.48)
97.8 100.0 100.0 100.0 100.0 99.2 87.0 37.7 | 96.5 100.0 100.0 100.0 100.0 100.0 82.7 25.8
Gyeongnam (1.26) (0.00) (0.00) (0.00) (0.00) (0.45) (2.47) (8.52)|(1.79) (0.00) (0.00) (0.00) (0.00) (0.00) (2.65) (8.98)
ey 74.6 100.0 100.0 100.0 98.7 100.0 89.4 19.1 | 81.5 100.0 100.0 100.0 99.4 100.0 65.5 4.4

(7.40) (0.00) (0.00) (0.00) (0.90)

(0.00) (3.75) (17.65)

(5.94) (0.00)

(0.00) (0.00) (0.63) (0.00)

(6.95) (34.58)

% () is RSE(Relative Standard Error), unit: %p
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Appendix 3.

International Comparison




As of 2016

Gountry Households with Internet Households with computers Individuals using the Internet
Korea (Rep.) 99.2 75.3 R7*
Bahrain 98.0 94.8 98.0
Japan 97.2 81.0 920
Norway 971 97.6 97.3
Iceland 97.0 985 98.2
Luxembourg 96.4 95.9 97.5
Qatar 95.8 89.0 94.3
Saudi Arabia 94.6 69.0 738
United Arab Emirates 94.3 91.0 90.6
Denmark 94.0 95.0 97.0
Netherlands 922 89.6 90.4
Sweden 92.0 88,5 91.5
Uruguay 61.8 69.5 66.4
United Kingdom 91.3 89.8 94.8
Singapore 91.1 86.6 81.0
Germany 90.8 91.4 89.6
Canada 89.2 86.8 89.8
Macao, China 88.6 779 81.6
Australia 88,5 85.9 88.2
Ireland 87.0 84.1 82.2
Switzerland 86.8 89.3 89.4
Estonia 86.2 89.6 87.2
Oman 86.1 87.5 69.8
France 85.9 81.8 85.6
New Zealand 85.7 86.6 88.5
Austria 85.1 83.2 84.3
Belgium 84.8 822 86.5
Finland 84.6 84.5 87.7
Kazakhstan 84.4 76.2 76.8
United States 84.0 87.0 76.2
Andorra 83.3 85.1 97.9
Hong Kong, China 820 81.0 87.3
Spain 81.9 771 80.6
Malta 81.1 81.6 77.3
Slovakia 80.5 80.9 80.5
Poland 80.4 80.1 733
Jordan 79.0 53.1 62.3
Hungary 786 76.4 79.3
Slovenia 784 781 75.5
Monaco 783 84.1 95.2
Kuwait 77.7 835 784
Lebanon 77.7 781 76.1
Azerbaijan 77.4 64.3 782
Latvia 773 78.0 79.9
Croatia 77.2 795 72.7
Malaysia 76.9 722 788
Turkey 76.3 580 58.3

*Based on population aged 16—74. Source: ITU, Measuring the Information Society Report 2017(http: //www.itu.int/pub/D—IND-ICTOI-2017)
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As of 2016

couny Households with Internet  Households with computers Individuals using the Internet
Czech Republic 76.1 75.6 76.5
Moldova 76.0 71.0 71.0
Israel 75.7 81.1 79.8
Uzbekistan 75.4 439 46.8
Brunei Darussalam 75.0 93.0 75.0 o
Russian Federation 748 743 76.4 Eﬁ
Cyprus 744 718 759 z| &
Portugl 741 727 70.4 3| 3
St. Kitts and Nevis 726 77 768 sl o
Romania 724 74.0 59.5 w| 2
Lithuania aws 70.5 744 %
Trinidad & Tobago 70.9 71.4 733 =
TFYR Macedonia 70.4 69.8 722
Montenegro 69.8 58.2 69.9
taly 69.2 64.7 61.3
Greece 69.1 ams 69.1
Morocco 68.5 54.9 58.3
Barbados 67.7 7.7 795
Bahamas 66.0 70.7 80.0
Costa Rica 64.8 51.7 66.0
Serbia 64.7 65.8 67.1
Mauritius 63.8 61.2 53.2
Argentina 63.8 67.6 70.2
Bulgaria 63.5 60.2 59.8
Belarus 62.5 67.0 71.1
Iran (LR.) 62.2 61.4 53.2
Cape Verde 62.0 374 48.2
Chile 61.1 63.9 66.0
Armenia 60.5 64.7 62.0
Dominica 60.0 54.0 67.0
Thailand 59.8 284 475
Antigua & Barbuda 58.6 59.1 73.0
Bosnia and Herzegovina 57.1 49.2 69.3
Palestine 56.5 704 61.2
China 555 525 53.2
Seychelles 55.2 56.7 56.5
Ukraine 548 65.1 52,5
Maldives 54.7 711 59.1
Panama 53.9 425 54.0
South Africa 53.0 24.4 54.0
Brazil 52.4 51.0 59.7
St. Vincent and the Grenadines 51.0 63.9 55.6
Georgia 498 525 50.0
Indonesia 472 19.1 254
Mexico 47.0 456 59.5
Colombia 458 452 58.1
Grenada 447 52.4 559
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As of 2016

Gounty Households with Internet  Households with computers Individuals using the Internet
Botswana 437 285 39.4
Syria 436 499 31.9
Egypt 433 53.1 39.2
St. Lucia 431 437 46.7
Tonga 426 3838 40,0
Suriname 2.4 46.4 454
Philippines 391 340 555
Tunisia 375 39.3 496
Albania 370 271.7 66.4
Jamaica 36.7 39.1 45.0
Ecuador 36.0 423 54.1
Algeria 34.7 384 429
Gabon 34.4 31.0 48.1
\enezuela 34.0 427 60.0
Sudan 336 18.0 280
Fiji 33.6 M7 46.5
Bhutan 33.0 26.0 418
Ghana 325 20.8 34.7
Micronesia 314 24.5 334
Belize 30.2 36.0 446
Vanuatu 295 22.6 24.0
Namibia 29.5 20.0 31.0
Samoa 29.1 24.0 29.4
Guyana 282 31.2 35.7
Lesotho 27.9 82 27.4
Bolivia 26.6 33.9 39.7
Peru 26.4 335 455
Dominican Rep. 26.2 320 61.3
Paraguay 26.0 30.3 513
Cambodia 26.0 10.5 25.6
Vietnam 25.9 235 46.5
Honduras 24.6 235 30.0
Myanmar 24.4 13.6 251
Swaziland 24.0 19.2 286
Timor—Leste 23.9 16.2 252
Mongolia 236 236 22.3
Cote dlvoire 22.7 10.4 26.5
India 22.6 15.2 295
Kenya 22.3 14.8 26.0
Pakistan 22.1 16.1 155
Zimbabwe 22.1 12.9 23.1
Libya 22,0 235 20.3
Sri Lanka 21.1 25.4 32.1
Guatemala 20.5 234 34.5
Irag 20.1 28.0 21.2
S. Tomé & Principe 20.0 16.8 28.0
Senegal 19.9 15.1 257
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As of 2016
Country

Households with Internet Households with computers Individuals using the Internet
Kyrgyzstan 18.8 21.4 34.5
Lao PDR. 18.7 12.3 21.9
Marshall Is. 18.1 20.7 29.8
El Salvador 16.9 20.8 29.0
Nicaragua 16.2 13.1 24.6 _
Mozambique 16.2 6.5 175 Er
Ethiopia 154 50 154 z| &
Nigeria 152 106 257 3| 3
Nepal 150 12 197 sl o
Bangladesh 145 96 182 w| 8
Zambia 143 8.1 255 @
Turkmenistan 13.6 13.4 18.0 =
Malawi 1.5 6.4 9.6
Mauritania 1.2 50 18.0
Gambia 11.2 9.3 185
SierralLeone 10.7 4.2 11.8
Burkina Faso 10.6 58 14.0
Cameroon 10.5 137 25.0
Tadzhikistan 10.3 13.2 20.5
Angola 10.0 105 13.0
Equatorial Guinea 9.4 16.0 238
Rwanda 9.3 4.5 20.0
Diibouti 9.1 20.3 13.1
Mali 89 3.2 1.1
Uganda 89 7.6 21.9
PapuaNewGuinea 88 43 9.6
Solomon Islands 85 74 11.0
Tanzania 85 3.9 13.0
Togo 7.7 6.8 11.3
Guinea 7.7 2.8 9.8
Cuba 7.5 15.1 3838
Madagascar 7.0 6.2 47
Kiribati 6.9 7.3 13.7
Benin 6.6 58 12.0
Yemen 59 7.0 24.6
Comoros 5.1 8.7 7.9
Afghanistan 48 3.4 10.6
Haiti 4.7 10.1 12.2
Republic of South Sudan 3.6 43 6.7
Burundi 35 34 5.2
Chad 35 3.3 50
Niger 3.1 2.9 43
Central African Rep. 3.1 2.9 40
Liberia 30 2.6 7.3
Congo (Dem. Rep.) 2.8 2.7 6.2
Guinea—Bissau 2.2 2.8 3.8
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Questionnaire
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i Mini: f Sci d ICT
Article 33 (Confidentiallty, etc.) Statistics Act Organized by O inistry of Science an

(@ Meatters belonging to the confidential information of individuals, corporations, organizations,

efc. that have become known in the course of collecting statistics shall be protected. Promoted by ki 51?( Korea Internet & Securtty A
orea Internet & Security Agency

(2) Data belonging to the confidential information of individuals, corporations, organizations, efc.
that have been collected for the collection of statistics shall not be used for any purpose other
than that of collecting statistics. Performed by NICER&C

NICE Research & Consulting

0

-

2017 Survey on the Internet Usage
ﬂ (Questionnaire for Household)

NF

N

Dear Respondent,

The Ministry of Science and ICT and the Korea Internet Security Agency conduct the "Survey on the Internet Usage"
to understand the ICT environment of households and the Internet usage of individuals (household members).

This survey, an official designated statistics (No.120005), is the only nationwide research on the Internet usage,

and thus is widely utilized as important data for Internet development of Korea.

All of the information you provide for this survey will be used solely for statistics purposes and be strictly protected in
accordance with the Statistic Law. We would like to kindly ask you to answer each question as directed by the interviewer.
We appreciate your contribution.

August 2017
Ministry of Science and ICT

Respondent Information
Region and ED Code Hogze:jr;old EEEehG o i Respondent Sort
Member Code Respondent's Name

O @ Same household with same member
O @Same household with difierent member

0 @) New Housshold

Address Phone Number
City/Province Si/Gun/Gu Eup/Myeon/Dong O ® No telephone
Home | ( ) -
Household O @ Refused
Informati
HOIMEEEN Street Number | Apartment Number | Dong Ho 0 @ No telephone
Mobile | ( ) -
O @ Refused

O @ Detached house (including row houses) O @ Apartment O @ Townhouse

Residence T
ype O @ House within a commercial building O ® Other

@ Please answer the questions as directed by the interviewer,
Directions @ This (Questionnaire for Households) should be answered by a householder or his/her spouse.

® Please answer the questions in order of the questionnaire, and select the number(s) that apply or write down
your answers directly.
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2017 Survey on the Internet Usage (Questionnaire for Household)

[gotE e e f@eieleSite gl To be answered by a householder or his/her spouse.

4 N
W A householder' is a person who represents your household, Please fil out the table of Household Compostiion' below beginning with the
householder, and if there are more than 10 persons in your household, please use an additional form to allow all members 1o be represented.

B A 'household member' includes every member of your family or related persons who has been residing in your house for at least one
month or longer as of July 1, 2017.

B Do not include your married children and his/her family or household members who do not reside with you or are away from home
for the long—term.

J

>
o
°
@
=)
Q
X
IS

alleuuonsanp

01 @ Householder OOM O@F Yr mo

02 OooOM OQF Yr mo

03 OoOM OOQF Yr mo

04 OoOM OOF Yr mo

05 OOM OQF Yr mo

06 OooOM OOQF Yr mo

07 OOM OOQF Yr mo

08 OOM OQF Yr mo

09 OooOM OOQF Yr mo

10 OOM OQF Yr mo

Persons Persons

J
N

What is the monthly O @ less than 1 million 0 ®@ 1 to less than 2 milion 0 ® 2 to less than 3 milion

average income of 0@ 3 1o less than 4 milion 0 ® 4 1o less than 5 milion 0 ® 5 1o less than 6 milion

your household?

(unit: KRW) 0 @ 6 to less than 7 milion 0 ® 7 milion or more
J

_o-
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oo

% Please answer questions as of July 1, 2017 03 What types of Internet access services can be used for
¥ In this survey, wireless Internet is included in the scope : Internet access at your home? Please select all that apply.
of the Internet ; (If uncertain, write down the name of your ISP)
01 Do you have the following ICT devices at home regardless O @ xDSL(e.g., ADSL, VDSL)
of whether it is used? Write down the number of devices you: 0 @ Cable modem

have and check if you use the Internet with that device.
0O ® FTTx (e.g., FTTH, Apartment LAN)

( 0 0 @ Wireless LAN (e.g., WIFi)
= No.of Internet | : 0 ® Mobile Internet (e.g., 3G, LTE)
devices use : .
: O ® Broadband Wireless LAN
(/%) : (e.0., KT Egg, SKT Bridge, LG U+ Router)
(1) Desktop units| : 0 @ Other (Please specify: )
(2) Laptop units : 0 ® Don't know (ISP name: )
3TV 04
Can you share your Internet signal with household
i .
@ Analog TV o : members at home? Please select all the Internet sharing
@ Digital TV : environment that apply
(e.g. SDTV, HDTV, UHDTV) units :
O @ Internet wireless router (AP) installed at home
@ Smart TV units : (e.g. Anygate, iptime, AP—capable \VolP)
(4) Game console [0 @ Subscrived to a commercial wireless LAN service
(e.q., Playstation, PSP, XBOX, S : (... EGG, other paid Wibro services)
Nintendo 3DS) 0 ® Mobie hotspot using smartphone or tablet
(5) Smartphone : 0 @ Pick up nearby wireless LAN signal
(e.0., Samsung Galaxy S8, LG G6, units : O ® Rooms separately connected to wired Internet
Apple iPhone 7, Huawei P9, Xiaomi Mi5) : 0 ® Other (Please specily )
(6) Tablet . : O®@N/A
(e.g., Galaxy Tab, iPad) -
(7) Wearable device ‘ :
(e.g., Samsung Gear S, Apple Watch, units :
Xiaomi Miband, Fitoit : .
) : 05 Only for households without Internet access
(8) Other - : What are the reasons for not having access to the Internet
L (Please spectfy: ) ) : at home? Please select all that apply.
: O @ Lack of interest or no need
02 Do you have access to the Internet (including : O @ Lack of confidence, knowledge, skills
wireless internet) at home regardless of device? 0O @ High usage fees
: [0 @ Concern about harmful contents
: 0 ® Privacy concernsle.g., abuse of personal information
O® Yes O®@No : © .y e ) e )
: 0 ® Security concerns (e.g., virus)
:
: O @ Have access to the Internet elsewhere
0 ® Other (Please specify : )
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2017 Survey on the Internet Usage (Questionnaire for Household)

06 What kinds of ICT services do you use at home?
Please select all that apply.

(1) Landline 0

(2) VolP

(eg. LG UH070, KT Olen VoP, O
SK Broadband B Vo)

¥ Xipuaddy

o
c
(V]
n
=
o
S
35
D,
=
(]

(3) Mobile Phone (including smartphone) O

(4) Wired Internet

(e.g., KT Olleh Internet, SK Broadband Internet, O
LG U+ Internet, CJ Hello Internet)

(5) IPTV
(e.g.. KT Olleh TV, SK Broadband BTV, LG U+ tvG)

(6) Cable TV

(e.g., CJ Hellovision, T-broad, DLIVE, CMB, O
Hyundai HCN)

(7) Satellite TV
(e.g. KT Skyiie)

(8) Smart home

(e.g. LG loT@Home, SKT SMART HOME, O
KT GIGA loT)

% The following {Questionnaire for household
members) should be answered by each and
every member stated in the 'Household
Composition',

For household members aged 3 to 5, please
have the respondent answer the questions
under parental guidance if necessary.

For Interviewer

2017 Month

Day Hour

Total ( ) time(s)

@ Positive @ Neutral @ Negative
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Article 33 (Confidentiality, etc.) Statistics Act

@ Meatters belonging to the confidential information of individuals, corporations, organizations,
elc. that have become known in the course of collecting statistics shall be protected.

Organized by Q Ministry of Science and ICT

Promoted by Klsk Korea Internet & Security Agency

() Data belonging 1o the coniidential information of individuals, corporations, organizations, etc,
that have been collected for the collection of statistics shall not be used for any purpose other
than that of collecting statistics.

Sol(ga)es
H 120005 &
= NICER&C E{

NICE Research & Consulting

Performed by

N

2017 Survey on the Internet Usage

(Questionnaire for Household Members)

Dear Respondent,

"

The Ministry of Science and ICT and the Korea Internet Security Agency conduct the "Survey on the Internet Usage'
to understand the ICT environment of households and the Internet usage of individuals (household members).

This survey, an official designated statistics (No.120005), is the only nationwide research on the Internet usage, and
thus is widely utilized as important data for Internet development of Korea.

All of the information you provide for this survey will be used solely for statistics purposes and be strictly protected in
accordance with the Statistic Law. We would like to kindly ask you to answer each question as directed by the interviewer.
We appreciate your contribution.

August 2017
Minister of Science and ICT
)
Respondent Co—Respondent
Region and EDs Code ' 1ousenold
only for Code Code Name Code Name
Management
J
Gender Date of birth )
O®DMae O®@ Female (yyyy) (MM) - ( age)
Education Occupation
Level Completion Position Occupation Code
OO N hoolin 0O @w: % )
©MNosa O.O o Dviage worker % See occupation code on page 12
(— O @ Kindergarten) O @ Employer
Respondent O@ Yes = 0®
Information 0 @ Elementan/ 0 @ currently enroled Self-employed D
0 @ Middle in school [ @ Contributing family worker
: 0O @ leave of ]
0 @ Hioh absence Housewile O®DYes O@No
0O ® College 0 @ droppect ot
0 ® University ropped o
o = Student O®Yes O@No
0O @ University 0 @ completed d®@No @ @
(Mester's program) | (] (B) greduated
0 ® Universityero) Job search O®Yes O@No
@ Please answer the questions as directed by the interviewer. )
@ This (Questionnaire for Household Members) should be answered by each and every member aged 3 and over (who were born prior
to June 30, 2014) who reside in the household. For household members aged 3 to 5, questions can be answered under parental
Directions guidance if necessary.
@ Please make sure to write down the same 'household member code' based on the 'Household Composition' of {Questionnaire for Household)
@ Please answer questions in the order of the questionnaire, and select the number(s) that apply or provide your answers directly to the
interviewer, )
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04 When did you most recently use a mobile phone

(including smartphone)?

% Please include all activities that you do with your mobile phone

(e.g., caling, texting, gaming, Internet, instant messenger).

% Please select the answer regardless of whether you own the
: device or pay for its usage.
( » Computer and Mobile Phone j : 0O @ In the last 24 hours

: [ @ More than 24 hours to less than 1 week

% Please answer questions as of July 1, 2017
% In this survey, wireless Internet is included in the
scope of the Internet

01 When did you most recently use a computer? D @ More fhen 1 week [0 fess fhan 1 monin 8> g
(e.q.. desktop, laptop, tablet) ’ O @ More than 1 month to less than 3 months o %_
: 0 ® More than 3 months to less than 1 year % =
O @ In the last 24 hours O ® More then 1 year ago IN %
[ @ More than 24 hours to less than 1 week : O @ Never
0 @ More than 1 week to less than 1 month :
O @ More than 1 month to less than 3 months .
0 ® More than 3 months 10 less than 1 year ( » Internet (including wireless Internet) j
0 ® More than 1 year ago
0 @ Never © 05 When did you most recently use the Internet?
: % Includes all internet accessible devices
02 On average how often do you use a computer? (e.g., mobie phone, smartphone, tablet, IPTV, VolP)

(e.g., desktop, laptop, tablet) : % For Internet access for any purpose (e.g., personal, business,

0 @ Al least once a day education) and location (e.g., home, school, work).

O @ At least once a week but not every day

O @ At least once a month but not every week

O @ Less than once a month

(= Thase uncer age 12 (bom after Juy 1, 2005) go to Q4. )

O @ In the last 24 hours

O @ More than 24 hours to less than 1 week

O @ More than 1 week to less than 1 month

O @ More than 1 month to less than 3 months

: 0 ® More than 3 months to less than 1 year

03 Only for age 12 and over What kind of IT tasks canyou ‘O® More than 1 year ago T

perform? Please select all that apply. | 0@ Never
p N i T I
: = Ages 3 o 5 (born after July 1, 2012), go fo Q53 4___‘5
Tasks ( V ) . Age 6 and over, go to Q47
(1) Copying or moving file or folder O
) Using copy and paste tools to duplicate or move O 06 On average how often and how long do you use the Internet?
information within a document . ) .
) ?endlng e—mails with attached files O % Regardless of purpose, location, and device.
€.9., document, picture, % Please select the frequency on the left and write the hours of
(4) Using basic arithmetic formulae in a spreadsheet O use on the right.
(5) Connecting and installing new devices oo (AAtIeast once a dayh ) day)
(e.g., a printer, modem, memory card) U : verage ____ nour_____ min per day
0 @ At least once a week
(6) ggﬂc\j\l’g@rj downloading, installing, and configuring O (Average hour min per day)
0 @ At least once a month
7) Creatin Iectronlo resentations with presentation .
softwarg? e.g. MS owerPomt Hancor% Office o 0 (LAve‘rh age 7ho¢g7mln per day)
(8) Transferring files between PC and other devices 0 (Aesseraa g eo neea mﬁgur min per day)
(e.g., moving photos from camera to computer)
(9) gg%?gﬁ,ﬁgg%ﬁg[@éogram using & specialized O 07 How did you access the Internet in the last 1 year?
(10) Using Internet search engines (e.g., Naver, Daum, Google) O Please select all that apply.
(11) Posting online O 0O O Wired Internet
(1) Changing software preferences O 0® leeq W\r.e\ess (W)
[J @ Mobile wireless router
(18 Changing Internet browser security settings O (e.0., KT Egg, SKT Bridge, LG U+ Router.)
(14) Creating a website O O @ Mobile phone network (3G/4G LTE)
\ (t5) Installing or replacing an operating system (e.g., Windows) o )
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08

09

10

11

For how long did you use the Internet?
Please indicate your experience of Internet use.

% Commercialization of Internet in Korea begins in 1994
O ® Less than 1 year

O ® 1 year to less than 2 years

O ® 2 year to less than 5 years

0@ 5 years fo less than 10 years

O ® 10 years to less than 15 years

O ® 15 years or more

At which of these other places did you use the Internet?

Please select all that apply.

O @ Home
O @ Another person's home (e.g., friend, relatives)

12

13

On average, how often and how long do you use the Internet
with your smartphone (not a regular mobile phone)?

% Please select the frequency on the left and write the hours of
use on the right.

O @ At least once a day

(Average hour min per day)
O @ At least once a week _

(Average hour min per day)
0 @ Al least once a month )

(Average hour min per day)
0 @ Less than once a month

(Average hour min per day)

For which of the following activities did you use the Internet?

Please select all that apply. If you used a computer, check
(¢/) the box on the left. If you used a mobile device (e.g.,
smartphone, tablet), check (/) the box on the right,

If you used both, check (#) both boxes.

0 ® Work ( Comnu Mobie |
O @ Educational facilty (e.g., school, kindergarten) Activities MPUET device
0 ® Commercial Internet facilty () (¢)
(eg. \ntermet cafe, rest?urant, cafe, airport, hotel) (1) Activities
O ® Community Internet facility ’
(e.q., post office, public office, library) ® E-malil 0 O
O @ Anywhere (with mobile, smartphone, tablet, etc.) ® Social Network Service
0 ® Other(Please specify: ) (e.0., Facebook, Instagram, KakaoStory, O O
(= Those who answered (D Wired Internet in @7, go to @13 ) Naver Blog, Naver BAND)
: @ Instant Messenger (e.g., KakaoTalk, Line), 0 0
When was the last time you accessed the Internet using : chatting, or online dliscussion boards
a mobile device and not a wired Internet connection? @ Interacting with heatth or education professionals O O
% A mobile device refers to all devices which can use wireless Internet ® Voice/video calling
(e.9., feature phone, smartphone, tablet, and wearable device). ¢ (e.0.. Skype, Kakao Voice call . FaceTime) o o )

O @ In the last 24 hours

[0 @ More than 24 hours to less than 1 week
O @ More than 1 week to less than 1 month
O @ More than 1 month to less than 3 months
O ® More than 3 months to less than 1 year

O ® More than 1 year ago =GotoQ13
O @ Never =GotoQ13

When was the last time you accessed the Internet using :

a smartphone (not a regular mobile phone)?

O @ In the last 24 hours

O @ More than 24 hours to less than 1 week
0 ® More than 1 week to less than 1 month
O @ More than 1 month to less than 3 months
0 ® More than 3 months 1o less than 1 year

00 ® More than 1 year ago (= Go to Q13
O@Never & GotoQl13

2017 Survey on the Internet Usage

1 3- 1 Only for Internet users for communication

On average, how often and how long do you use
the Internet for Communication?

O®1Day (Average  hour __ min)
O®@ 1 Week (Average hour __ min)
O®@ 1 Month (Average  hour min)
O @ 6 Months(Average _hour __ min)
O® 1Year (Average  hour __ min)
f Computer Mob_ile\
Activities device
(V) (V)
(2) Getting information or data
@ About goods or services O O
(@) Reading online newspapers (arficke) or news magazines O O
@ About health information O O
@ About t(ave_ol, transportation, accommodetions, 0 0
or location information
® Download/upgrade software - appication (non-game) 0 O
(3) Leisure activities
@ Listening to web radio, waiching web television I O
\ @ Listening to music ] dJ )

C—0—



2017 Survey on the Internet Usage (Questionnaire for Household Members)

e =\
Csivola Mobile : 1 5 Only for age 12 and over How do you protect your

0 ® Do nothing

Activities device | : computer from security threats? Please select all that
(v) (V) apply.
® Wetching images, video, movies g U : O @ Install and update security software (e.g., firewall, antivirus)
@ Playing network games with other players| O u : O @ Use strong password (combination of letters, numbers,
(4) Job search : spedial characters)

) ) ) ) 0 @ Copy and backup to external devices (e.g., flash memory, server
® Looking for a job or sending a job o - : © Copy Pl exemna eg y ) >| o
application (including part time) : 0 @ Change password periodically 3 5
B ) : O ® Other (Please speciy: ) o 2
@ Participating in professional networks O O o g
N
il I

(5) Education and learning

16 Only for age 12 and over What negative experiences
have you had when using the Internet?
Please select all that apply.

@ Doing an online course O [}

@ Consult wikis (e.q., Wikioedia), or any O @ Virus and malicious code infectio

online source (e.g.. Naver Jiskin) H H 0 @ Personal information abuse or privacy invasion
O @ Financial loss due to phishing or pharming
V) Aoz = izl izl : O @ Financial loss due to fraudulent payment
® Managing personal homepage O O : 0 ® None
® Uploading and sharing photos or videos O O
(e.9., Instagram, KakaoStory, YouTube)
® Blogging O O :
(7) Other : » E-mail Usage
@ Internet banking O O (Only for age 6 and over)
@ Selling goods or services O O E-mail?
@ Using services related to travel or : A method of exchanging digital messages from one user to
travel related accommodation d u another user using a computer or mobile device.
o : e.g.) Sending and receiving e-mail for personal/business use,
L @ Other(Please specify: ) | oo checking electronic bills, sorting spam.

=> There are no more questions for Internet users aged 3 to 5 :
(born after July 1, 2012) who have used the Internet in the last 1 month| - . .
(selected @ to @'in Q5). All others aged 3 1o 5, go to Q53 : 17 When did you most recently use e-mail?

O @ In the last 24 hours
0 @ More than 24 hours fo less than 1 week
0 @ More than 1 week to less than 1 month

1 4 How often do you do the following activities through Internet?

( Yes No ) 0 @ More than 1 month to less than 3 months
i ( V ) (/ ) : 0 ® More than 3 months to less than 1 year
(1) TV watching 0 0 0 ® More than 1 year ago = Gotoql?
) rea 0@ Never
(2) Newspaper (news article) reading O O @ =6oto Q19
3) Radio listenin O m] : )
@ © : 1 8 On average how often do you use e-mail?
(4) Magazine/Book reading O O :
) ) 1 o N\
_(5) Movie watching O o) Frequency. Business  Personal
("= Unaer age 12 (born after 1st July, 2005) go to Q17 D 1) At least once a day 0 0

2) At least once a week but not every day
3

4) Less than once a month

O o0Ooo

(1)

(2) o
(3) At least once a month but not every week O
(4) o
(5) g

\ 5) Never
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» Instant Messenger Usage 22 What kind of function do you use via Instant messenger?
: Please select all the functions that you have used.

(Only for age 6 and over)

: O @ Chatting
Instant Messenger? : 0 @ Voice, video caling
A service that offers realtime transfer of texts and photo : 0 @ Gilting (e.g., emoticon, giticon)
over the Internet using a computer or a mobile device. . ) ' '
0 @ Gaming

e.g.) KakaoTalk, LINE, Facebook Messenger, Nate On,Telegram,

Between, Wibee Talk, Skype, Google Hangout, WeChat, 0 ® Snaring photos, videos, fles

WhatsApp, BBM, Snow, QQ Mobile, Viber, Snapchat. 0 ® Map, location sharing
: O @ Voting
: 0 ® Partnership service
1 9 When did you most recently use instant messenger O @ Parcel delivery tracking

services? If you used a computer, check ( V ) the box

on the left. If you used a mobile device, check (¢/) 0 ® Otner (Please speciy )
the box on the right. :
( comuer MoBIe | [ > Social Network Service (SNS)
Frequency P device : (
: Only for age 6 and over)
V) V)

1) In the last 24 hours

o 0 : Social Network Service (SNS) ?
O O : A service that enhances relationships with friends, colleagues,
: and acquaintances online or forms new relationships through
3) More than 1 week to less than 1 month o o : communication and the sharing of information. It includes activities
O m] :
O O

(

(2) More than 24 hours to less than 1 week

(

(4) More than 1 month to less than 3 months such as reading or observing contents posted by others.
(

(

(

e.9.) Facebook, Instagram, KakaoStory, blogs, Naver BAND,

pmmmmm et ———— J : Naver Cafe, Twitter, Google+, Weibo, Tumblr, Linkedin,
6) More than 1 year ago O o : Pinterest, Pikicast, >
0o N

5) More than 3 months to less than 1 year

\ 7) Never

m
.

1
(Go to @23 if both Computer and Mobie aevice are checked for ® or @)

23 When did you most recently access social network services?
: If you used a computer, check () the box on the left,

20 On average, how often do you use instant messenger If you used a mobile device, check (¢/) on the right.
services per day? :
- [ Computer Mobie |
O @ Less then 5 times Frequency PUET " device
0 @ 5 times to less than 10 times : () (¢)
0@ 10 times to less than 20 times (1) In the last 24 hours O 0
O @ 20 times to less than 30 times
0 ® 30 fimes or more (2) More than 24 hours to less than 1 week O O
(3) More than 1 week to less than 1 month O O
21 What are the instant messenger services you : {4) More then 1 month to less then 3 monihs H -
frequently use? : (5) More than 3 months to less than 1 year O O
Please list 3 choices in order of preference. : S R )
You can list only one or two choice(s). : (6) More than 1 year ago H H
L (7) Never . O O )
1st( ) — 2st( ) — 3st( ) : i S !
: (Golo @29 both Computer and Mobie device are checked for @ or @)
D KakaoTalk @ LINE
@ Facebook Messenger @ NateOn
® Telegram ® Between
@ Wibee Talk Skype
© Google Hangout WeChat
@ WhatsApp @ BBM (BlackBerry Messenger)
® Snow QQ Mobile
® Viber 16 Snapchat
1 Other(Please specily: )
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2017 Survey on the Internet Usage (Questionnaire for Household Members)

24 On average, how often do you use social network 27 What are the reasons you use social network services?
services? : Please select 3 that apply.
O® 1 Day :
(Average fimes, min per 1 times) : ( 1st ( ) — 2st ( ) — 3st ( ) )
0® 1 Week :
Average times, in per 1 times
0® g r\\/Aor:tgh mes. min per 1 fimes) : ® To socialize and network
(Average fimes, min per 1 times) @ To check out posts or contents created by others
0 @ 6 Months : ® To record personal daily lite .g o
(Average fimes, min per 1 imes) @ To share personal interests like hobbies and leisure activiies 2 g_
O®1 Year ! ) ) : ® To share information, knowledge, news a2l S
(Average times, min per 1 times) : X1 3
® To express oneself or manage stress N R
)

@ To spend time
To sell products and services, or to advertise

25 Please select all the devices that you use to access ) ) ) )
© To login to other websites (social login)

social network service.
: Other (Please specily: )
0 @ Deskiop (= Those under age 12 (bomn after July 1, 2005)go to Q47 )
0 @ Laptop :
0 @ Smariphone (e.g., Galay, iPhone, G, VEGA) 28 Only for age 12 and over To what extent do you agree
0 @ Teblet (e.9. Galaxy Tab, iPad) : to each of the below when using social network services?
O ® TV (Internet-connected TVs such as Smart TV) :
0 ® Other (Please specify: ) e o A
: ' e
: ltems Disagree what  Neutral what  Agree
. . . : di s
26 What social network service do you specifically : e e
use most often? Please list 3 choices in order of S| (1) Fastest access to news
frequency. You can list only one or two choice(s). : and information @] 6|06
_ _ | (2) Improved relationships
[ st ( ) 2t ( ) — st ( ) ) : with existing acquaintances ® @) ® @ ®
® Facebook @S
3) Share loads of information
@ Instagram (e.., location, schedule) ® @ ® ® ®
@ KakaoStory
@ Naver Blog : "
) : 4) Engage more in politics
D Tist
© Deum Tstory : and social issues ®© @ ® ® ®
® Naver BAND
@ Naver Cefe : | (8) Get useless information olelolaele
Daum Cafe : and unnecessary requests
© Twitter :
Google+ (6) Compare my lfetoothers | @ | @ | ® | @ | ®
@ Weibo : )
® Tumb (7) Anxious about the responses
umor : to what | shared olo|oelo| o6
® Linkedin : (e.g., posts, photos)
Pinterest ; (&) Work 1o Bk ph »
. 8) Work to take photos an
® Piicast : videos specifically for ol o6 | o6
(6 Other (Please specify: ) : posting
L & J
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29 Only for non—users of social network services :
What makes you reluctant to use social network services?
Select all that apply. :
O @ No need
O @ Uncomfortable connecting with strangers :
O @ Privacy concerns (Abuse or leakage of personal information)§
0 @ Distrust of the information available on social network sen/ice§
0 ® Uselessness of the information available on social network service
O ® Lack of confidence, knowledge, skills :
O @ Lack of time
[ ® Other (Please specify: )
(= Those under age 12 (bor atter July 1, 2005)go to Q47 )

» Internet Shopping (including paid contents)
(Only for age 12 and over)

Internet Shopping?

The act of purchasing products or services over the Internet, Includes
both web—based internet shopping using Internet shopping malls,
online second—hand shops, and social commerce, and mobile—based
internet shopping such as buying paid apps and gifticons.

e.9.) Purchases made on web/mobile shopping mall sites (e.g., Auction,
Gmarket, emartmall); purchases on social commerce sites (e.g.,
coupang, TMON,); and purchases of paid apps (e.g., Google Play,
Apple App Store)

: 32 When did you most recently purchase goods or services

(including reservations) through the Internet? If you used

» Cloud Service a computer, check ( ¢/ ) the box on the left, If you used
(Only for age 12 and over) a mobile device, check ( ¢/ ) the box on the right.
' o)
Cloud Service? Girrar Mobile
A service that allows users to store photos, music, and other media Frequency device
fles as well as personal files (e.g., contact, documents) on not an (¢v) (¢)
external storage but web server. These files can be downloaded
and edited on the user' s computer or mobile device. (1) In the last 24 hours a O
e.9.) Drive (e.g., Naver Cloud, Google Drive, iCloud, Olieh U Cloud, (2) More than 24 hours to less than 1 week O U
SKT T Cloud, LG U+Box, MS OneDrive, Dropbox), document 3
sharing (e.g., Google Docs, MS Office 365), contacts/calendars (3) More than 1 week to less than 1 month - .
(e.g., Google Calendar, Naver Calendar, Naver Address Book) (4) More than 1 month to less than 3 months O O
(5) More than 3 months to less than 1 year O O
PR R T ~
30 When did you most recently use Cloud services? (6) More than 1 year ago o o
O @ In the last 24 hours . (7) Never U y

0 @ More than 24 hours to less than 1 week
O @ More than 1 week to less than 1 month
[0 @ More than 1 month to less than 3 months
O ® More than 3 months 1o less than 1 year

O ® More than 1 year ago = Go to Q32
O @ Never = Goto Q32

31 What is your purpose for using Cloud services?
Please select all that apply.

( P Business Personal )
urpose
P V) (V)
(1) Saving data and information
(e.g., upload/download file, O O
share folder/file)
(2) Editing documents 0 0
(e.9., Google Docs, MS Office 365)
(3) Streaming multimedia contents 0 0
(e.g., music, video)
(4) Syncing across multiple devices O O
(e.g., address, schedule)
(5) Other ‘ 0 O
\_ (Please specify: ) )

2017 Survey on the Internet Usage

(Go 1o @39 i both Computer and Mobie device are checked for & or @)

33 How often do you purchase goods or services through
the Internet on average?

O® 1Day  (Average 3)
0@ 1 Week (Average _ 3))
O ® 1 Month  (Average 3)
0 @ 6 Months (Average 3))
O® 1 Year (Average 3)

34 How much do you spend on purchasing goods or services
through the Internet on average?
(monthly average expenditure from July 2015 to June 2017)

( Monthly Average Won J
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35 How did you pay for the goods or services through the ( PC Intemet I"n’lggi]'eetj
Internet in the last 1 year? Please select all that apply ltems shopping shopping
and select whether it was PC Internet shopping or (¢) ( j )
mobile Internet shopping. )

pping (13 Music products
(includes downloads, streaming, 0O 0
( PC Internet  Mobile ) delivery)
shoppin Intem(_et - -
tems 22 Shoyﬂng (14) Home appliances, electronic products - -
(/) (/) (e.g., camera, cell phone) >
(1) Credit card O O (t5) Furniture, interior supplies 0 0 %
(2) Debit card O O (e.g., bed, desk, closet) 8.
) o ' (16) Tickets to entertainment events =3
(3) Online payment service - Credit card O O e, S7c s GvEr, ires e, coroei) O O N
A Ori N
(4) Online payment service - Debit card O O (1) Travel produdts (e.q., travel package. . :
(5) Carrier biling (telecom biling services) O O accommodation, vehicle hire)
(6) Internet banking (electronic transfer) O O (8) Education O O
(7) ATM (electronic transfer) 0 m] (19 Online vouchers (eg. vougher for 0 0
cafe, convenience store, gifticon)
(8) Mobile banking (electronic transfer) O O
o ) (20 Paid contents
(9) Prepaid gift card, online voucher O O . -
. : @ Paid applications O O
fl0 Mileage, rewards points . . @ Ringtones, Emoticons, background 0 0
\(11) Other (Please specify: ) O o ) images
: ® Webtoons O O
36 What types of goods or services did you buy or order over @ In—game purchases O 0
the Internet? Please select all that apply. (both PC and mobile)
- ® Adult contents O O
( PC Internet |N:Oblletj 21 Other
shopping ~ Meme O O
RS Shfymg . (Please specily: ) )
(V) (¢)
(1) Books, magazines, newspapers
includes downloads and delive a ) Please select all the devices that you use when using
(i ry)
: : . Internet shopping. Please select all that apply.
(2) Clothing, footwear, sporting goods, accessories O O
(3) Household items and kitchen goods 0 0 0 @ Deskiop
(e.g., detergent, disposables) 0@ Laptop
0 @ Smartphone (e.g., Galaxy, iPhone, G, VEGA)
(4) Baby supplies O O 0 @ Teblet (e.g., Gelexy Tab, iPad)
(e.q. diaper, stroller, layette) 0O ® TV (Internet—connected TV such as Smart TV)
(5) Computer equipment and parts O O 0 ® Other (Please speciy: )
(6) g:gﬁ:g 32\?/r\1llic?aegsgaarr:§3elive ) O O 38 What negative experiences have you had when buying
% or ordering goods or services through the Internet?
Please select all that apply.
(7) Computer software (non—games) 0 0 PPLY
(includes downloads and delivery) O @ Unable to cancel order
(8) Cosmetics O 0O O @ Slow delivery
(9) Financial products 0 @ Non—delivery of order
(e.g., stock, insurance) U U O @ Wrong or defective product delivery
{10} Food, groceries O O O ® Difficult to return or refund product
(1) Health food O ® Lack of customer support or service
(e.g., red ginseng, vitamins) U U 0 @ Other (Please speciy: )
0 ® No experience
(12) Movies, video, images - 5
(includes downloads and delivery)
" J
8-
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39 Only for Internet shopping non—users

What are the reasons for not buying or ordering goods
or services through the Internet? Please select all that
apply.

O @ Lack of interest or no need

0 @ Prefer to shop in person

0 @ Security concerns (e.g., credit card information)

O @ Privacy concerns (e.g., personal information)

O ® Distrust about product warranty or delivery

0 ® Inconvenient and complex payment process

O @ Lack of confidence, knowledge, skills

0 ® Other (Please specify_: )

» Internet Banking (Incl. Mobile Banking) usage

(Only for age 12 and over)

Internet Banking?

Internet banking includes all online banking activities such as savings,
money transfers, investments, and asset management. It also includes
mobile banking services provided through mobile applications offered

by financial institutions.

e.9.) PC—based Internet banking services offered by banks and
mobile banking services such as KB Star Banking,
Shinhan S—Bank, NH Smart Banking and KEB Hana
Smartphone Banking

40 Have you conducted a banking transaction in the last 1 year?

41

% Includes all actual banking transactions both offine and online

0@ Yes 0@ No = Go to Q43

When did you most recently use Internet banking?
If you used a computet, check (
If you used a mobile device, check (

right.
( . )
Frequency Compuer ZA‘;?IC'Z
(¢v) (V)
(1) In the last 24 hours O O
(2) More than 24 hours to less than 1 week O O
(3) More than 1 week to less than 1 month O O
(4) More than 1 month to less than 3 months O O
(5) More than 3 months to less than 1 year O O
(6) More than 1 year ago - -D- T _E|_ B
L (7) Never X O O §

(Go to @56 if both Computer and Mobike cevice are checked folr @o @

2017 Survey on the Internet Usage
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Please select all the devices that you use when using
Internet Banking. Please select all that apply.

O @ Deskiop

0 @ Laptop

O @ Smartphone (e.g., Galaxy, iPhone, G, VEGA)

0O @ Tablet (e.g., Galaxy Tab, iPad)

O ® TV (Internet—connected TV such as Smart TV)

0 ® Other (Please specify: )

>

The following questions are about web domain usage.
(Only for age 12 and over)

Domain?

A domain is an Internet address composed of letters (English or
Korean), numbers (0—9), or hyphens, It is entered into the address
field of a web browser to display the unique access route to a certain
website,

e.g.,) Hangeul domain: a domain containing at least 1 Korean character

SHEQIEMITISH 3, Felth 3=, HlojH] o=, o Bt

English language domain: a domain composed of only English
letters
kisa.or.kr, president.go.kr, naver.com, samsung.co.kr

43

) the box on the left.
) the box on the :

44

How do you normally access websites?
Please select all that apply.

O @ By directly entering the domain on the web browser
address field (e.g., www.kisa.or.kr)
[J @ By searching for keywords on the web browser address field

(e.g., enter KISA' in the web browser address field to
access the website recommended by the default search
engine of the browser)

[J ® By searching for keywords on web portals
(e.g. search for 'KISA" on Naver)

[J @ By bookmarking frequently visited websites
0 ® Other ( )

Have you ever directly entered a Hangeul domain on the
web browser (e.g., Internet Explorer, Chrome) address field?

0@ Yes 0O ® No



—0—@ -0

45 Do you have the intent to own (register) a Hangeul domain [ p Wearable devices usage
if you operate a website? : (Only for age 6 and over)
O® Yes :
0 @ Yes, it available Wearable Device?
O® No A general term for an [T device that can be worn on the human

body as a form of a watch, glasses, or clothes to collect information
onthe user’ s surroundings and bodily changes in realtime to

46 Do you think it is necessary for public and educational share and use it on the Internet,
institutions to use Hangeul domains as their web address : e.g.) smart band, smart watch, safety chain for children, .g Q
and expose them on web portal search results? : 3 2
S| &
: 48 What kinds of wearable devices do you have now? >9<- =
o) NAVER |#stiaznsas Please select all that apply. N %
: 4 ! own )
EUM A OOX|  ApE AIRE XAy} : ems
2 fole  EET  AARRY : (V)
I LT © | (1) Watch type
fJ—g'Q'fg%ng-l'_ \epeEe ) : (e.g., Samsung Gear S, Apple Watch, LG Watch O
HE/ERE AR e/ az = : Urbane, Sony SmartWatch)
DN, ICT BE 47 HYHS A, :
(2) Band type (e.g., MiBand, Fitbit, Samsung Gearfit, O
: rt
0@ Yes 0@ No 0 ® No opinion Sany Sz
: (3) Safety tracker for children and the elderly
N (e.g., LG kizOn, T JOON, Olleh ttok—ttok, Juniver 0
» Handheld ICT devices ownership/Internet usage : Toki, LINE kids phone, Lineable, GPS tracker)
Please answer regardless of Internet usage :
J (4) Clothes type 0
: (e.g., Smart clothing, underwear, shoes)
47 Only for age 12 and over Do you have the following (5) Accessory type (e.g., Swarovski smart bracelet, -
portable ICT device (i.e., wireless Internet device) : Logbar ring)
S N :
regardless of whether it is used? Please select all that apply. : (6) Glasses type (e.g., Google Glass, Intel Recon Jet, .
% Regarding (2) smartphone, please check (¢/) the boxes Epson BT200)
if the device is subscribed to a cellular service.
: (9) Other 0
r > O (Please specify: )
o Internet . -
Baviess use : L (8) Do not have a wearable device ( = Go to Q40 O )
v) ) @
(1) Laptop O O 49 Only for wearable device owners ~ Please select all the
(2) Smariphone : functions you use on you wearable device.
(?-9-- Samsung Galaxy S8, LG G5, Apple [ O 0O @ Meaking/receiving text messages or phone calls via
iPhone 7, HUAWEI P9, Xiaomi Mi5) : smartphone connection
(3) Tablet 0 @ Searching for information online
(e.q.. Galaxy Tab, iPad) O O : 0 ® Managing health (e.g., heart rate and calorie tracking)
O @ Tracking trip and distance
(4) PDA g o : 0 ® Navigating the road
(5) MP3 player ad O : O ® Enjoying virtual and augmented reality
(6) Game console o - O @ Tracking location and safety of children and the elderly
(e.g., PSP, Nintendo 3DS) : O ® Other (Please specify: )
(7) E-book reader : )
i ) O O : => There are no more questions for Internet users under age 12
(e.g., Crema, iriver sam, Kinde, Kobo) : who have used the Interret i the last 1 montt (selected (D
(8) Wearable device : to @'in Q5). All others under 12, go to Q53
(e.g., Samsung Gear S, Apple Watch, 0O O
Xiaomi MiBand, Fitbit)
9) Oth
| )gl . ify: ) - -
L lease specify: )

-10-
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» Smartphone usage
(Only for age 12 and over who own a smartphone)

50

Only for smartphone owners
What kind of apps do you most frequently use?

(

51

Please list 3 choices regardless of preference.
® Photo and video

( ). ( ). ( ) J
@ News

@ Communication (e.g., chat, social network service)
@ Games

® Local info (e.g., restaurant)

® Music and media

@ Navigation and map

Shopping

© Health and sports

Travel (e.g., reservation)

@ Reference (e.g., dictionary, encyclopedia)

@ Transportation (e.g., bus, train, air services)

® Weather information (e.g., fine dust)

Books, reading, webtoons

@® Productivity (e.g., calendar, memo)

16 Other (Please specify: )

Only for smartphone owners On average, how long do you
usually keep your smartphone, before buying a new one?

On average, Year(s)

52

Month(s) )
Only for smartphone owners

Why do you buy a new smartphone? Please choose 1
based on your most recent experience.

O @ Contract expiration

0 @ Machinery malfunction

O ® Lost phone

O @ Interest in new phone

O ® Tired of existing phone

0 ® Outdated functions

O @ Need for work, study

0 ® Other (Please specify: )
0 @ Never bought a phone new

£=> There are no more questions for Infermet users Mv/taveusedhe}

Internet in the last 1 month (selected (D to @'in Q5),

[ » Internet non—users j

% Only for those who selected '@~@' in Q5

54

B3 What are the reasons for never using or not using the

Internet in the last 1 month? Please select all that apply.

O @ Lack of interest or no need
0 @ Lack of confidence, knowledge, skills
O @ High usage fees
O @ Lack of equipment (e.g., computer)
0 ® Lack of time
J ® Concern about harmful contents
O @ Privacy concerns
(e.g., abuse of personal information)
0 ® Security concerns (e.g., virus)
O @ Other (Please speciy: )

Do you have intention to use the Internet in the future?

O® Yes 0@ No

% Thank you for completing the questionnaire.

For further information
please use our call center.

070-7178-4133

11 -
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2017 Survey on the Internet Usage (Questionnaire for Household Members)

Classification of Occupations

Example

« Public and Enterprise Senior Officials, Administrative and Business Support Management
Occupations. etc

« Information and Communication Professionals and Technical Occupations, Engineering Professionals
and Technical Occupations, Health, Social Welfare and Religion Related Occupations, Education
Professionals and Related Occupations, etc

+ Administration and Accounting Related Occupations, Finance and Insurance Clerks, Legal and
Inspection Occupations, Consuling, Statistical and Information Clerks and Other Clerks . etc

¥ Xipuaddy
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« Hairdressing, Wedding and Medical Assistance Service Workers, Transport and Leisure Services
Occupations, Cooking and Food Service Occupations

« Police, Fire Fight and Security Related Service Occupations

« Sales, Store Sales, Door to Door, Street and Telecommunications Sales Related Occupations

« Agricultural, Livestock Related Skiled Occupations, Skilled Forestry Occupations, Skiled Fishery Occupations

« Metal Coremakers, Transport and Machine, Electric and Electronic, Construction and Mining,
Other Technical Occupations

« Equipment, Machine Operating and Assembling Workers

« Construction and Mining Related Elementary Occupations, Transport Related, Production Related,
Production Related, Household Chores and Cooking Attendants and Sales Related Elementary Workers

+ Armed Forces )

_12-
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| . Introduction Population

Nationwide households and population aged 3 and over

Sample Eligibility

25,000 nationwide households and its members
aged 3 and over

Sampling Size
25,000 households and 62,540 household members

Data Collection _-.,,_-,_.@..

Face—to—face interview s
la

Fieldwork Period
August 1 — September 30, 2017 K\ Cr

=

Sampling Method
Stratified Multi—stage Cluster Sampling

Estimation

Post—stratified estimation (by applying weight)

- Households : based on ‘Household Projections for Korea’
(by Statistics Korea) as of 2017

- Household members : based on ‘Population Projections
for Korea™ (by Statistics Korea) as of 2017

Sampling Error

Internet Usage Rate +0.17%p (at the 95% confidence level)

Sample Design

- Sample Households : 25,000 households were proportionately
distributed using the square root proportional allocation method, based
on the number of households in 17 metropolitan cities and provinces
( “Household Projection’ as of 2017). These households were then
proportionately allocated based on the number of households (the Year
2015 Population and Housing Census) in each Dong/Eup/Myeon—bu in
the metropolitan cities and provinces.

- Sample Extraction : Enumeration District (EDs) of ‘the Year 2010
Population and Housing Census (by Statistics Korea)' are used as the
sampling frame. 3,000 enumeration districts were classified into 17
clusters using the square root proportional allocation method, the results
of which was used to conduct systematic sampling. Ultimately, 8—9
households were extracted for each enumeration district.

* Cluster categorization method within each enumeration district: K—means cluster analysis

using enumeration district feature including housing type, housing tenure status, number of
rooms in the house, the age of the head of the household, and his/her education level.




Il. Internet Access and Use
1. Households with Internet Access

Almost all households (99.5%) with Internet access

As of July 2017, 99.5% of all households, or 19,427 thousand out of 19,524 thousand households, could
access the Internet, which is a 0.3%p increase (587 thousand households) compared to the previous year.

Figure 1 ¢ Households with Internet Access (%, thousand)- All Households

19,427

. o ° o o °
B 99.2 99.5%
927 94.0 94.1 94.3 95.9 96.8 97.2 97.4 98.1 98.5 98.8 99.290.
86.0

70.2
63.2 68.8

49.8

”

2
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A. Internet Access Type

Households access the Internet ‘Mobile Internet’ (100,0%),

‘Wireless LAN’ (100.0%), and ‘FTTx’ (78.5%)

Among households with Internet access, 100.0% was able to use ‘Mobile Internet” and ‘Wireless LAN' |
78.5% had ‘FTTX , 6.7% had ‘xDSL’, 6.7% had ‘Cable modem’ , and 4.6% had ‘Broadband wireless LAN' .

Figure 2 * Internet Access Type (multiple responses, %) — Households with Internet access

o0

e
&@’

Mobile Wireless LAN FTTx xDSL Cable modem Broadband
Internet (including WiFi)  (e.g., FTTH, (e.g., ADSL, wireless LAN
Apartment LAN) VDSL) (e.g., Wibro)
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Il. Internet Access and Use
2. Internet Usage Rate

9 out of 10 Koreans (90.3%) ‘Internet Users’

As of July 2017, the rate of Internet users (individuals who have used the Internet at least once in the last
1 month) among the population aged 3 and over (50,173 thousand in total) was 90.3% (45,283 thousand),

which is a 14.8%p (9,693 thousand) increase compared to 10 years ago and an 11.9%p (7,163 thousand)
increase from 5 years ago.

Figure 3 * Internet Usage Rate and Internet Users (%, thousand) — Population aged 3 and over
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A. Internet Usage Rate by Gender

Internet usage rate higher in males (92.7%) than in females (87.7%)

92.7% of males aged 3 and over (23,315 thousand) were Internet users, which is 5.0%p (1,347 thousand)
higher than female Internet users.

Figure 4 * Internet Usage Rate and Internet Users by Gender (%, thousand) — Population aged 3 and over

Internet Usage Rate by Gander (%) Internet Users by Gender (thousand)

92.7 87.7 3 23,315 21,968

|
Male Female : Male Female
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Il. Internet Access and Use
B. Internet Usage Rate by Age

8 out of 10 individuals in their 60s (82.5%) Internet users

Most individuals in their 10s, 20s and 30s (99.9%), 40s (99.7%), and 50s (98.7%) were found to be Internet
users, while 8 out of 10 individuals in their 60s (82.5%) reported that they used the Internet. Meanwhile,
those aged 70 and over had a lower Internet usage rate (31.8%) compared to other age groups, but their
number is rising more rapidly than the younger groups (17.9% in 2015, 25.9% in 2016).

»
) g E
Figure 5 * Internet Usage Rate and Internet Users by Age (%, thousand) — Population aged 3 and over g g
QO
3| 32

[
<[ &
8,577 = g
) 8,298 =

6.897 7,555 R ’
O
5,237 ° o 4,501
2,694 o o

1,524

Figure 6 * Age Composition of Internet Users (%) — Internet users aged 3 and over

® 0s @ 20s @30s @40s @50 @60s @ 70+

Total
population

Internet
users
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Il. Internet Access and Use
C. Internet Usage Rate by Region

Ulsan with the highest Internet usage rate (97.0%) and Gangwon,

the lowest (83.1%)

Among the 17 metropolitan cities and provinces in Korea, Ulsan (97.0%), Gwangju (93.9%), Daegu (93.6%),
Busan (93.3%), and Sejong (92.4%) had relatively high Internet usage rates, while Gangwon (83.1%),
Jeonnam (83.6%), Jeju (86.7%), and Chungbuk (87.8%) displayed lower Internet usage rates.

Figure 7 * Internet Usage Rate and Internet Users by Region (%, thousand) — Population aged 3 and over

Usage rate (%)

Users (thousand)

Users (thousand)
‘ Gangwon
. 83.1 L

8,649

T ——_ Jeonnam
83.6
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Il. Internet Access and Use
3. Internet Usage Pattern

A. Internet Usage Frequency and Hours

Internet usage for 96.4% ‘At least once a day’

Among Internet users aged 3 and over, 96.4% were found to use the Internet ‘At least once a day’.
54.9% used the Internet an average of 14 hours or more per week, Meanwhile, the average hours—of-use of
the Internet was 15 hours 42 minutes (or 2 hours 15 minutes per day on average).

Figure 8 * Internet Usage Frequency (%) Figure 9 ¢ Hours—of-Use of the Internet per Week (%)

— Internet users aged 3 and over — Internet users aged 3 and over

At least once a month
! 2.0
At least once a week i Less than once a month
1.5 . 0.1

7 hrs to less than
14 hrs

26.0

At least once a day

96.4

14 hrs to less than
ANS

21.9

B. Purpose of Using the Internet

Main purpose of Internet usage ‘Communication’ (94.6%)

Internet users aged 3 and over used the Internet for ‘Communication’ via instant messenger, social network
service, and e—mail (94.6%), ‘Getting information or data’ via web search and news reading (92.9%) and
‘Leisure activities’ such as listening to music, watching videos, and playing online games (91.5%).

Figure 10 * Purpose of Using the Internet (multiple responses, %) — Internet users aged 3 and over

Communication Getting Leisure Homepage Education Job search
information activities management and learning
or data
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lll. Internet and Mobility

1. Mobile Internet Usage
A. Mobile Internet Usage Rate

88.5% of population aged 3 and over Mobile Internet users

As of July 2017, the rate of mobile Internet users (individuals who have used wireless Internet via a feature
phone, smartphone, tablet, or wearable device at least once in the last 1 month) among Internet users aged
3 and over was 88.5%. 4.7%p more males used mobile Internet (90.8%) than females (86.1%), and more
individuals in their 20s (99.8%), 30s (99.8%), and 40s (99.4%) were Internet users in comparison to those
aged 3 to 9 (67.0%) and those 70 and over (31.2%).

Figure 11 * Mobile Internet Usage Rate (%) — Population aged 3 and over

99.8 | 99.8 | 99 4

97.6 97.6
90.8
e 81.2
67.0
ol o k 0 off o 31.2
! [ ] (]
! (Y 9 -
TIRE 1 SIS15 I 50 602
Total Male Femalei 3-9 10s 20s 30s 40s 50s 60s 70+

B. Households and Household Members with Mobile Devices

Smartphone ownership for most households (94.1%) and household members (89.5%)

Regardless of their Internet usage, 94.1% of all households owned a smartphone. 89.5% of individuals
aged 6 and over owned a smartphone.

Figure 12 ¢ Households with Mobile Devices Figure 13 ¢ Household Members with Mobile Devices
(multiple responses, %) — All Households (multiple responses, %) — Population aged 6 and over

89.5

11.2
5.8
A
Smartphone Tablet Wearable device : Smartphone Tablet Wearable device
B =) ; B =

144
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lll. Internet and Mobility

2. Smartphone Usage
A. Smartphone Usage Rate

87.8% of population aged 3 and over are smartphone users

The rate of smartphone users (individuals who have used wireless Internet via smartphone at least once in
the last 1 month) among the population aged 3 and over was 87.8%. 4.9%p more males used wireless
Internet (90.2%) than females (85.3%), and more individuals in their 20s (99.8%), 30s (99.7%), and 40s (99.3%)
were smartphone users in comparison to those aged 3 to 9 (63.8%) and those 70 and over (29.8%).

G Xipuaddy

Figure 14 * Smartphone Usage Rate (%) — Population aged 3 and over
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B. Smartphone Usage Frequency and Hours

Smartphone usage for 97.8% ‘At least once a day’

The rate of smartphone users aged 3 and over who used the device ‘At least once a day’ was 97.8%,
31.3% used the device 14 hours or more per week on average. Meanwhile, the weekly average hours of
smartphone use was 10 hours 17 minutes (or 1 hour 28 minutes per day on average).

Figure 15 ¢ Smartphone Usage Freguency (%) Figure 16 ¢ Hours—of—use Smartphones Use per Week (%)

— Smartphone users aged 3 and over — Smartphone users aged 3 and over

At least once a month 0.9
35 hrs or more 1.7

At least once a week 1.2 Less than once a month 0.0 3 ___________________________
it ! : Weekly average
} 10 hrs 17 min

Less than

7 hrs

14 hrs to - 28.4

less than 21 hrs

At least
once a day

97.8

19.8
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lll. Internet and Mobility

3. Wearable Device Ownership
A. Ownership of Wearable Devices by Type

Most wearable devices a ‘Watch type’ device (78.0%)

Among owners of wearable devices aged 6 and over, 78.0% were found to have a ‘Watch type’ device,
while 16.7% had a ‘Band type’ device, 6.7% had a ‘Safety tracker for children and the elderly’ device,
and 1.9% had an ‘Accessory type’ device.

Figure 17 * Ownership of Wearable Devices by Type (multiple responses, %) — Wearable device owners aged 6 and over

<D

16.7
6.7

4 & o

Watch type Band type  Safety tracker Accessory  Glasses type Clothes type
for children type
and the elderly

B. Frequently Used Wearable Devices Functions

‘Making/receiving text messages or phone calls via smartphone

connection’ (80.2%) most used function for wearable devices

Owners of wearable devices use them for ‘Making/receiving text messages or phone calls via smartphone
connection’ (80.2%), ‘Managing health’ (e.g., heart rate and calorie tracking) (56.6%), and ‘Tracking trip
and distance’ (42.9%).

Figure 18 * Frequently Used Wearable Devices Functions (multiple responses, %) — Wearable device owners aged 6 and over

v/

o

56.6
42.9
30.7
. ~

Making/receiving Managing Tracking trip Searching for Navigating Tracking location  Enjoying virtual
text messages health (e.g., and distance information the road and safety of and augmented
or phone calls heart rate online children and reality

via smartphone and calorie the elderly

connection tracking)
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IV. Internet and Communication

1. Instant Messenger
A. Instant Messenger Usage Rate

Most Internet users aged 6 and over (95.1%) on instant messengers

The rate of instant messenger users (individuals who have used instant messengers at least once in the
last 1 year) among Internet users aged 6 and over was 95.1%. Instant messengers were accessed with

a mobile device such as a smartphone or a tablet (94.7%) 3 times more often than with a computer (28.6%).

Figure 19 ¢ Instant Messenger Usage Rate (%) — Internet users aged 6 and over

i | 94.7

28.6

Total ‘ Computer Mobile device

B. Instant Messenger Usage Frequency

29.8% of users on instant messengers 10 to 20 times per day

29.8% of all instant messenger users were found to use the service from 10 times to less than 20 times
a day on average. Individuals who used instant messengers less than 10 times a day (51.1%) and
10 or more times a day (48.9%) were similar in number.

Figure 20 * Instant Messenger Usage Frequency per Day (%) — Instant messenger users aged 6 and over
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IV. Internet and Communication

C. Frequently Used Instant Messenger Services

Most frequently used instant messenger service ‘KakaoTalk’ (99.4%)

Among instant messenger users aged 6 and over, 99.4% reported using ‘KakaoTalk’ frequently,
followed by ‘Facebook Messenger’ (27.5%), ‘LINE" (11.3%), and ‘NateOn’ (8.2%).

Figure 21 * 5 Frequently Used Instant Messenger services (3 primary responses, %) — Instant messenger users aged 6 and over

€D

D
9 o - o

11.3

KakaoTalk Facebook LINE NateOn Telegram
Messenger

D. Functions of Instant Messengers

‘Sharing photos, videos, files’ (77.2%) and ‘Voice, video calling’

(44.0%) main functions for instant messengers

Instant messenger users aged 6 and over used the ‘Chatting” function (100.0%) of instant messengers, as well
as functions such as ‘Sharing photos, videos, files’ (77.2%), ‘Voice, video calling’ (44.0%), and ‘Gaming’ (38.6%).

Figure 22 * Functions of Instant Messengers (multiple responses, %) — Instant messenger users aged 6 and over

‘s B

44.0
38.6
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IV. Internet and Communication

2. Social Network Service (SNS)
A. Social Network Service Usage Rate

More than half of Internet users aged 6 and over (68.2%) on social networks

The rate of social network service users (individuals who have used social network services at least once in
the last 1 year) among Internet users aged 6 and over was 68.2%. Social network service access through a
mobile device (68.0%) was twice the rate of a computer (27.1%).

Figure 23 * Social Network Service Usage Rate (%) — Internet users aged 6 and over
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B. Social Network Service Usage Frequency and Hours

Users access social network services average 23.7 times per week

More than half of social network service users aged 6 and over (55.5%) accessed the service more than
20 times a week on average. The average user participated in social network service 23.7 times (or 3.4
times per day). Meanwhile, the weekly average hours of social network service use 1 hour 2 minutes

(or 9 minutes per day).

Figure 24 ¢ Social Network Service Usage Figure 24 ¢ Hours-of-Use of Social Network Services
Frequency per Week per Week

— Social network service users aged 6 and over

— Social network service users aged 6 and over

Weekly average

1 hr 2min

Weekly average

23.7 times

Less than

20 times
or more
55. 5 5 times to
less than
10 times

11.9

1 hrto
less than 2 hrs

31 .1 30 min to

less than 1 hr

30.5

¥ 10 times to less than 20 times
2.4

2017 Survey on the Internet Usage 149



IV. Internet and Communication

C. Frequently Used Social Network Services

‘Facebook’ (62.0%) and ‘KakaoStory’ (47.6%) most frequently used services

Among users aged 6 and over, 62.0% reported to using ‘Facebook” most frequently, followed by ‘KakaoStory’
(47 6%), ‘Instagram’ (30.5%), ‘Naver BAND' (29.7%), and ‘Naver Blog' (28.2%).

Figure 26 ¢ Frequently Used Social Network Services (3 primary responses, %)

— Social network service users aged 6 and over
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IV. Internet and Communication

D. Reasons for Using Social Network Services

“To socialize and network’ (76.5%) the main reason for using social

network service

Among social network service users aged 6 and over, 76.5% said that they used the service To socialize
and network’ , 55.3% ‘To check out posts or contents created by others’ , and 43.0% To share personal
interests like hobbies and leisure activities’ .

Figure 27 * Reasons for Using Social Network Services (3 primary responses, %)

— Social network service users aged 6 and over

To check out posts or contents created by others _ 55.3
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To login to other websites (social login)

E. Reasons for Not Using Social Network Services

‘No need’ the biggest reason for not using social network service (72.7%)

Among non—users of social network services aged 6 and over, 72.7% did not use the service because there
was ‘No need’ , and 28.4% because they were ‘Uncomfortable connecting with strangers’ .

Figure 28 * Reasons for Not Using Social Network Services (multiple responses, %)

— Social network service non—users aged 6 and over

Uncomfortable connecting with strangers _ 28.4
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IV. Internet and Communication

F. Social Network Service Usage Behavior and Perceptions

‘Improved relationships with existing acquaintances’ (68.0%)

68.0% of social network service users aged 12 and over said they expected ‘Improved relationships with
existing acquaintances’ from social network services. 66.4% answered they felt social network services
offered them the ‘Fastest access to news and information’ , and 33.2% said they ‘Work to take photos

and videos specifically for posting’ .

Figure 29 * Social Network Service Usage Behavior and Perceptions (%) — Social network service users aged 12 and over
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IV. Internet and Communication

3. E—mail
A. E—mail Usage Rate

6 out of 10 Internet users aged 6 and over (60.2%) using e—mail

The rate of e—mail users (individuals who have used e—mail services at least once in the last 1 year) among
Internet users aged 6 and over was 60.2%. Compared to the e—mail usage rate for individuals in their
20s (92.2%) and 30s (87.5%), that of people in their 60s (15.6%) and those 70 and over (9.0%) were lower.

Figure 30 * E—mail Usage Rate (%) — Internet users aged 6 and over
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V. Internet and Living

1. Internet Shopping
A. Internet Shopping Usage Rate

More than half of all Internet users aged 12 and over (59.6%) using

Internet shopping

The rate of Internet shopping users (individuals who have used Internet shopping services at least once in

the last 1 year) among Internet users aged 12 and over was 59.6%. Internet shopping services were accessed
more with a mobile device (54.0%) than with a computer (45.4%).

Figure 31 e Internet Shopping Usage Rate (%) — Internet users aged 12 and over
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B. Internet Shopping Frequency and Average Shopping Expenditure

Internet shopping an average of 2.7 times a month in frequency and

KRW 90,718 in average expenditure

Among Internet shopping users aged 12 and over, 90.8% shopped online once or more per month,

The monthly average frequency of Internet shopping was 2.7 times, and the monthly average spending was
KRW 90,718.

Figure 32 * Internet Shopping Frequency and Average Shopping Expenditure per Month (%) — Internet shoppers aged 12 and over
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V. Internet and Living
C. Payment Methods for Internet Shopping

‘Credit card’ (79.1%) was the main payment method for Internet shopping

Among Internet shopping users aged 12 and over, 79.1% reported making their payments with a ‘Credit card’ |
followed by ‘Electronic transfer’ (45.0%), ‘Debit card’ (34.0%), ‘Online payment service’ (28.7%), and
‘Carrier billing’ (27.2%).

Figure 33 * Payment Methods for Internet Shopping (multiple responses, %) — Internet shoppers aged 12 and over
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By devices used for payment, more mobile device users paid via ‘Online payment service' (27.5%) and
‘Carrier billing” (28.4%) computer users did.

Figure 34 * Payment Methods for Internet Shopping (multiple responses, %)
— PC Internet shoppers and mobile Internet shoppers aged 12 and over
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V. Internet and Living

D. Items Purchased with Internet Shopping

‘Clothing, footwear, sporting goods, accessories’ (83.2%) main items

purchased online

Internet shopping users aged 12 and over purchased ‘Clothing, footwear, sporting goods, accessories’ (83.2%)
online, followed by Tickets to entertainment events’ (51.2%), ‘Books, magazines, newspapers’ (49.1%),
‘Cosmetics’ (39.8%), and ‘Household items and kitchen goods’ (37.1%).

Figure 33 * ltems Purchased with Internet Shopping (multiple responses, %) — Internet shoppers aged 12 and over
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Clothing,  Tickets to Books, Cosmetics Household Travel Food, Movies, Music Paid Health food
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* Other items purchased online include Mobile phone ringtones, emoticons, and background images (15.3%), Computer equipment and
parts (14.5%), Home appliances, electronic products (11.8%), Paid applications (11.7%), Furniture, interior supplies (11.3%), Baby supplies
(9.9%), Computer and video games (6.2%), Financial products (5.8%), Webtoons (4.6%), In—game purchases (4.5%), Computer software

(non—games) (4.3%), Education (3.9%), and Adult contents (0.6%), in the order of response volume.
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V. Internet and Living

2. Internet Banking
A. Internet Banking Usage Rate

6 out of 10 Internet users aged 6 and over (63.1%) using Internet banking

The rate of Internet banking users (individuals who have used Internet banking services at least once in the
last 1 year) among Internet users aged 12 and over was 63.1%. Internet banking services were accessed more
with a mobile device (57.1%) than with a computer (39.7%). By gender and age, more males used Internet
banking (64.2%) than females (61.9%), and individuals in their 30s (91.4%), 20s (86.6%), and 40s (79.7%)
used the service more than those in their 60s (19.9%) and those 70 and over (6.4%).
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Figure 36 * Internet Banking Usage Rate (%) — Internet users aged 12 and over
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Figure 37 * Internet Banking Usage Rate by Gender and Age (%) — Internet users aged 12 and over
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V. Internet and Living

3. Cloud Service
A. Cloud Service Usage Rate

28.1% of Internet users aged 12 and over using cloud services

The rate of cloud service users (individuals who have used the service at least once in the last 1 year)
among Internet users aged 12 and over was 28.1%. More males (31.5%) used the services than females
(24.5%), and individuals in their 20s (51.0%) and 30s (42.9%), had higher cloud service usage rates than
those in their 60s (3.2%) and those 70 and over (0.9%).

Figure 38 ¢ Cloud Service Usage Rate (%) — Internet users aged 12 and over

Total | Male Female ' 12-19 20s 30s 40s 50s 60s 70+

B. Purpose of Using Cloud Services

‘Saving data and information’ main reason for using cloud services

(54.1% for business, 70.8% for personal use)

Most cloud service users aged 12 and over used the services for ‘Saving data and information” (54.1% for
business, 70.8% for personal use). By usage purposes, ‘Editing documents’ (32.7%) was the main business
—related reason for using cloud services, while ‘Syncing across multiple devices’ (49.8%) was the main
personal reason.

Figure 39 * Purpose of Using Cloud Services (multiple responses, %) — Cloud service users aged 12 and over
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| . Internet Usage Pattern of Single—Person Households

A. Single—Person Households

Single—person households account for 28.5% in 2017,

will grow until 2045

According to the "Household Projections, by Statistics Korea, 28.5% of all households (5,562 thousand) were
inhabited by a single—person househols in 2017. This figure was higher than 2—person households (26.9%),
3—person households (21.4%), 4—person households (17.5%), and 5—person households (5.7%). In addition, the

share of single—person households is expected to grow annually to reach 36.3% (7.8%p higher than in 2017)
in 2045,

8,098(p)

Figure 40 e Trends in Proportion and Number of Single—Person Households (%, thousand)
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B. Households with Internet Access

The Internet access rates similar for single—person households (97.8%),
2—person households (99.6%), and households with three or more persons(100.0%)

The Internet access rate of single—person households in July 2017 was 97.8%, which was similar to that of
2—person households (99.6%) and 3—person or more households (100.0%). Meanwhile, among single—person
households, those occupied by individuals under 40 years old had an Internet access rate (100.0%) that was
5.0%p higher than those occupied by individuals aged 60 and over (95.0%).

Figure 41 ¢ Households with Internet Access by Household Size and Age of Single—Person Householder (%)
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| . Internet Usage Pattern of Single—Person Households

C. Households with Computers

Rate of single—person households with computers half of households

with three or more persons

43.7% of single—person households had a computer (including desktops, laptops, tablets), which was half the
rate of households with three or more persons (94.5%). Meanwhile, among single—person households, those
occupied by individuals under 40 years old had computers at a rate 5 times higher (79.2%) than those
occupied by individuals 60 years old and over (13.7%).

Figure 42  Households with Computers by Household Size and Age of Single—Person Householder (%)
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D. Households with ICT Services

Single—person households use more ‘Cable TV’ than multiple—person
households (15.4%p more) and less ‘Wired Internet’ (25.4%p less)

Single—person households used ‘Cable TV’ by 15.4%p more than multiple—person households (households
with 2 or more persons) but used 25.4%p less ‘Wired Internet’ . Among single—person households, only a few
of those occupied by individuals under 40 years old used ‘Landline’ (6.6%), while those occupied by
individuals aged 60 and over used such phones (61.5%).

Figure 43  Households with ICT Services by Household Size and Age of Single—Person Householder
(multiple responses, %)
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Il. Internet Usage Pattern of the Elderly

A. The Elderly

The elderly 13.8% of entire population in 2017 and expected to grow

until 2065

According to the "Population Projections for Korea, by Statistics Korea, the proportion of the aged population
(aged 65 and over) among the entire population was 13.8% (7,076 thousand) in 2017. In addition, this number is
expected to grow annually to reach 42.5% (28.7% higher than in 2017) in 2065.

Figure 44 * Trends in Proportion and Number of the Elderly (%, thousand)
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B. Internet Usage Rate

Internet usage rate of the elderly increased three—fold from 2012

As of July 2017, the rate of Internet users (individuals who have used the Internet at least once in the last
1 month) among the elderly aged 65 and over was 45.7% (3,339 thousand), which is a three—fold increase
compared to 5 years ago.

Figure 45 e Internet Usage Rate of the Elderly (%, thousand) — Elderly population
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Il. Internet Usage Pattern of the Elderly

C. Ownership of Mobile Device

4 out of 10 (44.4%) of the elderly own smartphones

The smartphone ownership rate of the elderly aged 65 and over was 44.4% which was only half that of
other age groups (97.5%). Their ownership rate of tablets (0.2%) and wearable devices (0.6%) was also lower
compared to other age groups.

Figure 46 * Mobile Device Ownership of the Elderly and Other Age Groups (multiple responses, %)

— The elderly and other age groups
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D. Internet Service Usage

Instant messenger usage rate of the elderly 82.1%

Among various Internet services, the rate of ‘Instant messenger’ users had the smallest gap (14.0%p)
between the elderly and other age groups (82.1% for the elderly, 96.1% of other age groups), while
‘Internet banking’ had the largest gap (57.2%p) (10.5% for the elderly, 67.7% for other age groups).

Figure 47 * Internet Service Usage Rate of the Elderly and Other Age Groups (%) — The elderly and other age groups
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lll. Internet Non—Users

A. Internet Non—Users

Among the population aged 3 and over, Internet non—users 9.7%

(4,890 thousand)

The rate of Internet non—users (individuals who have not used the Internet at least once in the last 1 month)
among individuals aged 3 and over (50,173 thousand) was 9.7% (4,890 thousand).

Figure 48 e Internet Non—Usage Rate and Non—users (%, thousand) — Population aged 3 and over

Male Female | 3-9  10s  20s  30s  40s  50s  60s 70+

Total

Females did not use the Internet at a higher rate (62.7%) than males (37.3%); by age, individuals in their 60s
or older accounted for more than 80% of non—users (60s for 19.6%, 70+ for 66.7%). By occupation,
‘Housewives’ (39.5%) and ‘Unemployed/Other’ (37.8%) accounted for more than 70%, and by education,
individuals who were ‘Elementary school graduates and lower’ (64.4%) took up more than half,

Figure 49 * Composition of Non—users (%) — Internet non—users aged 3 and over
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lll. Internet Non—Users

B. Characteristics of Non—Users

The Internet non—user comprised of ‘Ex—users’ (23.1%) and

‘Unexposed’ (76.9%)

Among Internet non—users (4,890 thousand), 23.1% (1,130 thousand) were ex—users (or individuals who
have not used the Internet at least once in the last 1 month). 76.9% (3,761 thousand) of non—users were the
‘Unexposed’ , or those who have never used the Internet in their lifetime.,

Figure 50 * Composition of Non—users by Characteristics: by Gender and Age (%) — Internet non—users aged 3 and over
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Figure 51  Composition of Non—users by Characteristics: by Occupation and Size of Region (%)
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@® Ex—users: Individuals who have experience using the Internet but have not used it in the last 1 month.
® Unexposed: Individuals who have never used the Internet in their lifetime.
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lll. Internet Non—Users

C. Reasons for Not Using the Internet

‘Lack of interest or no need’ the main reason for Internet non—use

Ex—users and those unexposed to the Internet said they did not use the Internet because of a ‘Lack of
interest or no need’ (69.9% for ex—users, 75.1% for the unexposed). Some also cited ‘Lack of confidence,
knowledge, skills’ (45.4% for ex—users, 58.1% for the unexposed).

Figure 52 ¢ Reasons for Not Using the Internet (multiple responses, %) — Internet non—users aged 3 and over
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Compared to 10 years ago, 40.4%p less ex—users answered that they did not use the Internet because of
their ‘Lack of time’ (42.1% in 2007, 1.7% in 2017). For those unexposed to the Internet, 22.3%p less
people answered that their lack of Internet experience was because of a ‘Lack of confidence, knowledge,
skills’ required for using the Internet (80.4% in 2007, 58.1% in 2017).

Figure 53 * Comparison of Reasons for Not Using the Internet: 2007 and 2017 (multiple responses, %)
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lll. Internet Non—Users

D. Intentions to Use the Internet

1 out of 10 non—users (14.6%) with intent to use the Internet

Among Internet non—users aged 3 and over, only 32.6% of ex—users (10.0% for 60 years old and over,
84.0% for younger age groups) and 14.6% of those unexposed to the Internet (9.4% for 60 years old and
over, 69.8% for younger age groups) said that they intended to use the Internet in the future. By age group,
individuals who were under 60 (84.0% among ex—users, 69.8% among the unexposed) showed a higher

%)
intent to use the Internet in the future than those 60 years old and over (10.0% among ex—users, 9.4% 8> §
among the unexposed). g 3

|
Figure 54 e Intentions to Use the Internet (%) — Internet non—users aged 3 and over o '§
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® Ex—users: Individuals who have experience using the Internet but have not used it in the last 1 month.
@® Unexposed: Individuals who have never used the Internet in their lifetime.
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IV. Internet Without Computers

A. Households with Computers

Rate of households with computers falling after peaking at 2012

As of July 2017, 74.7% of all households had a computer (e.g., desktop, laptop, tablet). Household
computer ownership began its gradual increase in 2000 from 71.0% after which it began to decrease
after peaking at 82.3% in 2012,

Figure 55 * Households with Computers (%) — All Households
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B. Reasons for Decrease in Households with Computers
1) Households with Computers by Device Type

Decrease in desktop ownership rate (20.1%p) towing overall reduction

in households with computers

Compared to 5 years ago, households with laptops and tablets increased by 11.5%p and 7.1%p respectively
but as households with desktops decreased by 20.1%p there was an overall decline in the rate of households
with computers.
Figure 56  Comparison of Households with Computers by Device Type: 2012 and 2017 (multiple responses, %)
— All Households
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IV. Internet Without Computers

2) Single—Person and Multiple—Person Households with Computers

Single—person households with computers dropped 17.2%p in 5 years

Single—person households with computers in 2017 was 43.7%, which is half that of households with
3 persons or more (94.5%). This is a 17.2%p fall from 5 years ago (60.9%). In contrast, the rate for
households inhabited by more 3 persons or more decreased only slightly by 2.4%p.
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