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I. Introduction

Sampling DesignSampling DesignSampling DesignSampling DesignEnumeration Districts(EDs) of 'the Year 2005 Population and Housing Census(by• National Statistical Office)' are used as a sampling frame.10 sample households were selected from each of 1,700 sample districts that• had been extracted by systematic sampling in proportion to the number of EDsby regions, clusters and Dong/EupMyen-bu.- The entire EDs were classified as a total of 12 clusters following 'ClusterAnalysis' based on the variables such as type of houses, house ownership,number of rooms, age and education level of householders, etc.- In case of sampling by regions, sample districts were selected in proportionto the square root( ) of the number of EDs by regions for the sample to be√representative in less populated areas.

Nationwide households and household members

ages 3 and over

17,000 households nationwide and

their household members ages 3 and over

Face to Face Interviews

17,000 households and 41,466 household members

Internet usage rate ± 0.47%p (at 95% confidence level)
Multi-stage stratified sampling using the EDs of 'the Year

2005 Population and Housing Census' as sampling frame

Post-stratification- Households : Based on 'the Households Projections for Korea(by NSO)', as of 2008- Household Members: Based on 'the Population ProjectionsKorea(by NSO)', as of 2008
June 1 July 30, 2008 (60 days)–
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II. Internet Usage1)

1. Internet Usage Rate and Internet UsersInternet usage rate for population ages 6 and over is 77.1%, with 35,360K usersAs of 2008, Internet usage rate for the population ages 6 and over is 77.1% and thenumber of Internet users (who have used the Internet at least once in the last 1 month)is estimated at 35,360K.Internet usage rate and Internet users have increased by 0.8%p and 540K from 76.3%and 34,820K of 2007, which is also an increase of 11.6%p and 6,140K, compared to 2003.[Fig 1. Trends in Internet Usage Rate and Internet Users(%, thou.)-Population ages 6 and over]
44.7 56.6 59.4 65.5 70.2 72.8 74.8 76.3 77.119,040 24,380 26,270 29,220 31,580 33,010 34,120 34,820 35,360
2000 2001 2002 2003 2004 2005 2006 2007 2008

Internet Usage RateInternet Users

Meanwhile, Internet usage rate for the population ages 3 and over is 76.5%(up by 1.0%pfrom the previous year), with an estimated total of 36,190K users(up by 600K from theprevious year)[Fig 2. Trends in Internet Usage Rate and Internet Users(%, thou.)-Population ages 3 and over]
71.9 74.1 75.5 76.533,880 34,910 35,590 36,190
2005200520052005 2006200620062006 2007200720072007 2008200820082008

Internet Usage Rate Internet Users
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Internet Usage of the population ages 3-5nternet Usage of the population ages 3-5nternet Usage of the population ages 3-5nternet Usage of the population ages 3-5Internet usage rate of those ages 3-5 is estimated at 58.7%, with 830K of users.•[Table1. Internet Usage Rate and Internet Users of the Population ages 3-5(%, thou.)]ages 3 and over ages 3-5 ages 6 and overInternet Usage Rate 76.576.576.576.5 58.758.758.758.7 77.177.177.177.1Internet Users 36,19036,19036,19036,190 830830830830 35,36035,36035,36035,360
A. Internet Usage Rate and Internet Users by Gender

81.6% of males and 71.5% of females are Internet UsersInternet usage rate of males and females is 81.6%(up by 0.8%p from the previous year)and 71.5%(up by 1.2%p from the previous year), while the number of Internet users are19,350K(up by 250K from the previous year) and 16,840K(up by 350K from the previousyear), respectively. [Fig 3. Internet Usage Rate by Gender(%)]80.8 70.381.6 71.5
Males Females

2007 2008
[Fig 4. Internet Users by Gender(thou.)]19,100 16,49019,350 16,840

Males Females
2007 2008
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B. Internet Usage Rate and Internet Users by Age

Almost all the young ages 10-39 are Internet usersMore than 98% of those ages 10-19(99.9%), the 20s(99.7%) and the 30s(98.6%) use theInternet. Internet usage rate of those ages 3-9 and the 40s is 82.2% and 82.0%, whilethe rate for the 50s and those ages 60 and over is 48.9% and 19.0%, respectively.Compared to 2007, Internet usage rate of the 40s and those ages 3-9 shows mostsignificant increase of 2.8%p and 2.7%p, respectively, followed by the 50s(2.4%p) andthe 30s(2.1%p).Meanwhile, the number of Internet users is estimated at 8,170K for the 30s, 7,170K forthe 20s, 6,850K for the 40s, and 6,630K for those ages 10-19.[Fig 5. Internet Usage Rate by Age(%)]82.2 99.9 99.7 98.6 82.0 48.9 19.079.5 99.8 99.3 96.5 79.2 46.5 17.63-9 10s 20s 30s 40s 50s 60 andover
2007 2008

[Fig 6. Internet Users by Age(thou.)]
3,090 6,630 7,170 6,850 2,950 1,3303,150 6,620 7,280 8,090 6,600 2,660 1,1908,170

3-9 10s 20s 30s 40s 50s 60 andover
2007 2008
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C. Internet Usage Rate by Occupation

Half of the production workers are Internet usersAlmost all students(99.9%), office workers(99.6%) and professionals/managers(98.7%) usethe Internet, and Internet usage rate of service/sales, housewives and production workersare 75.6%, 63.4%, and 52.3%, respectively.Compared to 2007, Internet usage rate of service/sales and production workers hasincreased by 2.6%p and 1.6%p, respectively.[Fig 7. Internet Usage Rate by Occupation(%)]98.7 99.6 75.6 52.3 99.9 63.498.7 99.3 73.0 50.7 99.7 63.1Professionals/managers Officeworkers Service/sales Productionworkers Students Housewives 
2007 2008

D. Internet Usage Rate by Education

Almost all of the students use InternetAlmost all of the students including elementary school students(99.8%) are Internet users.For the general public(excl. students), Internet usage rate of college graduates andabove, high school and junior high school graduates is 97.1%, 78.2% and 34.0%, respectively.Compared to 2007, Internet usage rate of elementary school graduates and under showsrelatively larger increase of 2.4%p.[Fig 8. Internet Usage Rate by Education(%)]99.8 99.9 99.9 34.0 78.299.3 99.9 99.9 99.9 26.0 33.8 78.2 96.9100.0 28.4 97.1Elementaryschool Junior highschool Highschool College  Elementaryand under Junior highschool Highschool Collegeand above
2007 2008General Public(graduates)Students
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2. Internet Usage Pattern

A. Internet Usage Frequency and Hours

A weekly average of 13.7 hours is spent on using the InternetOut of Internet users ages 3 and over, 99.4% access the Internet more than once aweek('at least once a day' 78.4%, and 'at least once a week' 21.0%).Meanwhile, Internet users spend a weekly average of 13.7 hours on using the Internet,while more than half of the users(69.2%) access the Internet for an average of 7-35hours a week('7-14 hours' 26.1%, '14-21 hours' 23.2% and '21-35 hours' 19.9%).[Fig 9. Internet Usage Frequency(%)] [Fig 10. Weekly Average Internet Usage Hours(%)]7-14hours26.1%Less than 1hour3.1%1-3 hours4.9% 3-7 hours15.7% 14-21hours23.2%21-35hours19.9%35 hoursand more7.1%Less thanonce amonth0.1%
At leastonce amonth0.5%At leastonce aweek21.0%At leastonce aday78.4%

99.4%99.4%99.4%99.4% 69.2%69.2%69.2%69.2%Weekly average 13.7 hoursWeekly average 13.7 hoursWeekly average 13.7 hoursWeekly average 13.7 hours

B. Places of Using Internet

'Home(98.5%)' is main place of using InternetThe main place where Internet users access the Internet is 'Home(98.5%)', followed by'Work(Office)(39.4%)', 'Anywhere(incl. wireless access)(18.7%) and 'Commercial Internetaccess facilities such as PC room, Internet cafe(13.9%)'.[Fig 11. Places of Using Internet(multiple responses, %)]98.5 39.4 18.7 13.9 17.1 6.1 3.5 2.5Home Work(Office) Anywhere(incl. Wirelessaccess) CommercialInternetaccessfacilities School   Others’home Educationalfacilities(excl.school) Non-CommercialInternetaccess
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C. Purposes of Using Internet

Over a half of Internet users access Internet for 'Education & Learning(55.2%)'Out of Internet users ages 3 and over, 92.9% access the Internet for 'Leisure activities(e.g. music, game, e-book)', while 89.0% and 85.2% use the Internet for 'Getting informationor data' and 'Communicating(e.g. e-mail, messenger)', respectively.In addition, other purposes of using the Internet include 'Internet shopping andselling(56.2%)', 'Education and learning(55.2%)' and 'Online club/community(49.1%)'.[Fig 12. Purposes of Using Internet(multiple responses, %)] 92.989.085.256.255.249.143.135.410.49.33.9

여가활동(음악, 게임, 동영상 등)Getting information or data커뮤니케이션Internet shopping & sellingEducation & LearningOnline club/community홈페이지운영Financial transactionElectronic civil affairsSW download/upgrade구직활동Job search(onlineresume, job application)

Communicating(e.g. e-mail, messenger)Leisure activities(e.g. music, game, e-book)
Managing homepage(incl. blog, minihompy)
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D. Internet Usage Behaviors and Perception

More than half(52.5%) 'Use the Internet first to find answers to any questions'Over a half of Internet users ages 12 and over(52.5%) 'Search or confirm the answers inthe Internet first when any questions come up', while 23.2% 'Use paid Internet servicesor contents if necessary'.For participating in producing UCC(User Created Contents), 'Upload self-made contents(e.g. text, picture, music, photo, video) onto the Internet' and 'Modify, process or editothers' contents before uploading them onto the Internet' account for 16.2% and 10.7%,respectively.Meanwhile, those who 'Watch or use(click) the banner ads, video ads while using thewebsites' are 13.7%, while 10.7% 'Purchase products or services after watching or usingInternet ads'.[Fig 13. Internet Usage Behaviors and Perception(%)-Internet users ages 12 and over]
14.320.0 36.128.330.730.935.427.830.2

24.623.2 23.523.225.422.224.223.725.5

35.9 37.935.7 28.533.031.430.729.734.833.6

40.9 11.62.0 9.6 19.717.49.613.010.713.79.212.49.9

3.53.72.32.51.82.51.51.30.8

12345678910

Disgree Somewhat disagree Neutral Somewhat agree Agree52.552.552.552.5 23.223.223.223.221.121.121.121.1 11.911.911.911.915.515.515.515.512.512.512.512.516.216.216.216.210.710.710.710.713.713.713.713.710.710.710.710.7

Ra te  o f  those  who  responseRa te  o f  those  who  responseRa te  o f  those  who  responseRa te  o f  those  who  response'Somewha t Agree '  o r 'A gre e ''Somewha t Agree '  o r 'A gre e ''Somewha t Agree '  o r 'A gre e ''Somewha t Agree '  o r 'A gre e '
Participate in online voting for issuesI care about

 Search or confirm the answers in the Internetfirst when any questions come upUse paid Internet services or contentsif necessaryContact long-lost acquaintances(e.g. friends, co-worker) through the InternetMeet the person who I came to know on theInternet offlineMake recommendation or give information togovernment first using the InternetUpload self-made contents(e.g. text, picture,music, photo, video) onto the InternetModify, process or edit others' contents beforeuploading them onto the InternetWatch or use(click) banner ads, video adswhile using the websitesPurchase products or services after watchingor using Internet ads
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III. Internet and Communication

1. E-mail

A. E-mail Usage Rate

Eight out of ten Internet users(82.5%) are E-mail usersOut of Internet users ages 3 and over, 82.5% are 'E-mail users' who have used e-mail(s)in the last 1 year, while 71.5% have used e-mail(s) in the last 1 month('in the last 1 week'38.8%, '1 week - 1 month' 32.7%).E-mail usage rate of males(84.8%) is slightly higher than females(79.9%). By age, almostall of the 20s(98.3%), those ages 10-19(92.6%) and the 30s(92.5 %) are e-mail users, andwhile e-mail usage rate of the 40s and the 50s is 81.1% and 76.1%, respectively.[Fig 14. E-mail Usage(%)]In the last 1week38.8%1 week -1 month32.7%1-3months5.9%3-6months1.8%6 months -1 year3.3%
More than1 year ago2.2%

Never used15.3% 71 .5%71.5%71.5%71.5%E-mai l  UsersE-mai l  UsersE-mai l  UsersE-mai l  Users82.5%82.5%82.5%82.5%
[Fig 15. E-mail Usage Rate by Gender and Age(%)]82.5 84.8 79.9 20.1 92.6 98.3 92.5 81.1 76.1 53.4Total Males Females 3-9 10s 20s 30s 40s 50s 60 andover
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B. E-mail Usage Frequency

Three-fourth of e-mail users access e-mail(s) 'more than once a week'Around three-fourth of e-mail users(73.7%) are found to use e-mail(s) more than once aweek('at least once a day' 23.4%, 'at least once a week' 50.3%).[Fig 16. E-mail Usage Frequency(%)-E-mail users]At least once a day23.4% At least once a week50.3%At least once a month17.9%
Less than once a month8.4% 73.7%73.7%73.7%73.7%

C. Contents of E-mail

Send/Receive E-mail(s) mainly about 'Maintaining relationship(77.1%)'Out of e-mail users, 77.1% send or receive e-mail(s) mainly about 'Maintaining relationshipwith family, friends and acquaintances', while 'Newsletter(incl. shopping letter)(34.8%)','Unwanted spam mails(33.5%)' and 'Work related mails(31.8%)' account for over 30%.[Fig 17. Contents of E-mail Sent/Received(multiple responses, %)-E-mail users]77.1 34.8 33.5 31.8 25.7 23.2Maintainingrelationshipwithacquaintances Newsletter(incl. shoppingletter) Unwantedspam mails Workrelated mails File transferwithout contents Online bills 
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2. Instant Messenger

A. Instant Messenger Usage Rate

Almost half of Internet users(49.9%) use Instant MessengerAlmost half of Internet users ages 6 and over(49.9%) have used Instant messenger in thelast 1 year(Instant messenger users), and 30.1% have used Instant messenger 'in the last1 week'.Males(51.2%) use Instant messenger slightly more than female(48.5%), and by age, the20s ranks highest with 80.7%, followed by those ages 6-19(60.2%), the 30s(49.3%) andthe 40s(27.6%).[Fig 18. Instant Messenger Usage(%)-Internet users ages 6 and over]Never used42.7%More than1 year ago7.4% 6 months - 1 year2.0% 3-6months0.8% 1-3months6.0%
1 week -1 month11.0%In the lastweek30.1% 41.1%41.1%41.1%41.1% InstantInstantInstantInstantMessengerMessengerMessengerMessengerUsers 49.9%Users 49.9%Users 49.9%Users 49.9%

[Fig 19. Instant Messenger Usage Rate by Gender and Age(%)-Internet users ages 6 and over]49.9 51.2 48.5 60.2 80.7 49.3 27.6 15.6 11.0Total Males Females 6-19 20s 30s 40s 50s 60 andover
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B. Purposes of Using Instant Messenger

Main purpose of IM is 'Chatting for socializing(75.1%)'Three-fourth of Instant messenger users(75.1%) access Instant messenger(s) mainly for'Chatting for socializing'.In addition, those who use Instant messenger for 'Information search(36.4%)', 'Sending/receiving e-mail(36.1%)', 'Visiting blog/minihompy(35.1%)' and 'Sending SMS(33.3%)' accountfor over 30%.[Fig 20. Purposes of Using Instant Messenger(multiple responses, %)-Instant Messenger Users]75.136.436.135.133.325.521.318.117.916.47.5

Chatting for socializing Information searchSending/receiving e-mailsVisiting blog/minihompySending SMSFile transferChatting for workShoppingNews articleGame, fortune-telling, etc.         Financial Service(e.g. banking, securities)
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3. Community(Online Cafe & Club)

A. Community(Online Cafe & Club) Usage Rate

Half of Internet users access community(online cafe & club)One half of Internet users ages 6 and over(50.2%) are 'Community(online cafe & club) users'who have used community(online cafe & club) in the last 1 year, while 36.4% use community(online cafe & club) in the last 1 month('in the last 1 week' 16.7%, '1 week - 1 month' 19.7%).There is little difference in community(online cafe & club) usage rate by gender(females50.6%, males 49.7%). By age, the rate of the 20s is highest with 76.4%, followed by the30s(58.3%), those ages 6-19 and the 40s(41.3% each).[Fig 21. Community Usage(%)-Internet users ages 6 and over]In the lastweek16.7% 1 week -1 month19.7%1-3months4.4%3-6months1.0%6 months- 1 year8.4%More than1 year ago10.0%
Never used39.8% 36.4%36.4%36.4%36.4% CommunityCommunityCommunityCommunityUsersUsersUsersUsers50.2%50.2%50.2%50.2%

[Fig 22. Community Usage Rate by Gender and Age(%)-Internet users ages 6 and over]50.2 49.7 50.6 41.3 76.4 58.3 41.3 27.9 13.5Total Males Females 6-19 20s 30s 40s 50s 60 andover
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B. Community(Online Cafe & Club) Usage Frequency and Hours

More than half(68.4%) access community more than once a weekOut of community(online cafe & club) users, 68.4% are found to visit their community(onlinecafe & club) more than once a week('At least once a day' 23.7%, 'At least once a week' 44.7%).The average time spent on using community(online cafe & club) per visit is 35.0 minutes,while 60.5% of the users spend an average of 30 minutes and over('30-40 min.' 34.1%,'40min. and over' 26.4%).[Fig 23. Community Usage Frequency(%)-Community Users] [[Fig 24. Community Usage Hours per Visit(%)-Community Users]average 35.0 minutesaverage 35.0 minutesaverage 35.0 minutesaverage 35.0 minutes 30-40minutes34.1%Less than10 minutes5.2%10-20minutes14.7% 20-30minutes19.6% 40 minutesand over26.4%At leastonce a day23.7%
At leastonce aweek44.7% At leastonce amonth16.5%Less thanonce amonth15.1%

68.4%68.4%68.4%68.4% 60.5%60.5%60.5%60.5%
C. Purposes of Using Community(Online Cafe & Club)

Use Community mainly for 'Socializing(64.5%)'Community(online cafe & club) is found to be used mainly for 'Socializing(64.5%)', followedby 'Hobby and leisure activities(incl. information sharing)(45.5%)', 'Watching interestingtext, photo, video, etc.(35.7%)' and 'Sharing personal interests(incl. fan clubs)(32.8%)'.[Fig 25. Purposes of Using Community(multiple responses, %)-Community Users]64.5 45.5 35.7 32.8 27.8 23.6 2.9Socializing Hobby and leisure activities Watching interesting text, photo,video, etc. Sharingpersonalinterests Gettingwork/schoolrelated information Getting dailyinformation Expressing or sharingopinions oncurrent issues
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4. Blog2)
A. Blog Usage and Ownership Rate

Blog ownership rate is 43.1%Out of Internet users ages 6 and over, 58.1% are 'Blog users' who have used others'blog(s) in the last 1 year, while 43.1% have visited or managed their own blog(s) in thelast 1 year(Blog owners).There is little difference in blog usage rate by gender(females 58.3%, males 58.0%),whereas females(45.3%) is slightly higher than males(41.2%) in the blog ownership rate.By age, the 20s shows a relatively higher rate in both usage(82.0%) and ownership(74.4%).[Fig 26. Blog Usage(%)-Internet users ages 6 and over] [Fig 27. Blog Ownership(%)-Internet users ages 6 and over]
In the lastweek29.8%1 week -1 month14.7%

1-3months11.3% 3-6months1.5% 6 months- 1 year0.8% More than1 year ago0.3%Never used41.6%
In the lastweek24.4% 1 week -1 month10.4%1-3months5.0%3-6months1.1%6 months- 1 year2.2%More than1 year ago5.9%

Never used51.0% Blog OwnersBlog OwnersBlog OwnersBlog Owners43.1%43.1%43.1%43.1%Blog UsersBlog UsersBlog UsersBlog Users58.1%58.1%58.1%58.1%
[Fig 28. Blog Usage and Ownership Rate by Gender and Age(%)-Internet users ages 6 and over ]58.1 58.0 58.3 67.0 60.2 38.9 29.6 18.416.982.043.1 41.2 45.3 48.8 74.4 42.5 21.3 10.6Total Males Females 6-19 20s 30s 40s 50s 60 andover

Blog Usage Blog Ownership



16161616

B. Blog Usage and Update Frequency

Two-thirds(67.5%) update their blogs 'more than once a week'Two-fifths of blog users(40.6%) access others' blog(s) 'at least once a day', while 67.5%of blog owners update their blog(s) more than once a week('at least once a day' 37.4%,'at least once a week' 30.1%).[Fig 29. Blog Usage Frequency(%)-Blog Users] [Fig 30. Blog Update Frequency(%)-Blog Owners]
At leastonce a day40.6%

At leastonce aweek34.6% At leastonce amonth9.9%Less thanonce amonth14.9%
75.2%75.2%75.2%75.2% At leastonce aday37.4%At leastonce aweek30.1%At leastonce amonth25.7%

Less thanonce amonth6.8% 67.5%67.5%67.5%67.5%
C. Purpose of Usage and Managing Blog

Used(64.2%) or managed(60.3%) mainly for 'Socializing'Blogs are found to be used(64.2%) or managed(60.3%) mainly for 'Socializing'.In addition, others' blog(s) are used for 'Getting Information on personal interests(i.e.hobby, leisure)(40.3%)', 'Watching interesting text, photo, video, etc.(38.7%)', while blogowners manage their blog(s) for 'Recording daily life(49.7%)', 'Hobby, leisure or sharingpersonal interests(32.6%)'.[Fig 31. Purpose of Using Blog(multiple responses, %)-Blog Users] [Fig 32. Purpose of Managing Blog(multiple responses, %)-Blog Owners]60 .349.832 .627 .125 .218 .210.02.90.5
Hobby/le isu re o r sha ringpersona l in terests64 .240 .338.736 .623 .78.17 .66.0

Socia l iz ingGe tting in fo . on pe rsona lin terests(i .e . hobby, le isu re )Wa tch ing in teresting text,pho to , video, e tc.G etting da ily in formationGe tting work /schoo l re la tedin fo rma tionF inding ou t the  blog ownerExpressing o r sha ring opin ionson cu rren t issuesShopping or search ing products/se rvice  in fo rma tion
Sharing work /schoo l re la tedin forma tion

Socia l iz ingRecording da ily l i feUploading inte resting text,photo , video , e tc.Sharing da ily info rma tionSe lf-expression o r PRExpressing o r sha ringopin ions on cu rren t issuesEconom ic activitie s
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IV. Internet and Economic Activities

1. Internet Shopping3)
A. Internet Shopping Usage Rate

Three-fifths of Internet users(60.6%) Internet shopping usersThree-fifths of Internet users ages 12 and over(60.6%) are 'Internet shopping users' whohave purchased goods or services(incl. reservation) over the Internet in the last 1 year,while 23.8% have used Internet shopping in the last 1 month('in the last 1 week' 8.5%,'1 week - 1 month' 15.3%).Internet shopping usage rate of females(68.2%) is higher than males(54.1%), and whileby age, the 20s ranks highest with 87.3%, followed by the 30s(72.4%), those ages12-19(61.0%) and the 40s(41.7%).[Fig 33. Internet Shopping Usage(%)-Internet users ages 12 and over]In the lastweek8.5% 1 week -1 month15.3%1-3months19.5%3-6months9.2%6 months- 1 year8.1%More than1 year ago5.1%Never used34.3% 23.8%23.8%23.8%23.8% Inte rne tIn te rne tIn te rne tIn te rne tShoppingShoppingShoppingShoppingUsers  60.6%Users  60.6%Users  60.6%Users  60.6%
[Fig 34. Internet Shopping Usage Rate by Gender and Age(%)-Internet users ages 12 and over]60.6 54.1 68.2 61.0 87.3 72.4 41.7 27.0 13.9Total Males Females 12-19 20s 30s 40s 50s 60 andover
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B. Purchase Items by Internet Shopping

Two-thirds(66.8%) purchase 'Clothing, footwear, sporting goods'The rate of those who purchase 'Clothing, footwear, sporting goods' through Internet shoppingis highest with 66.8%, followed by 'Music products(49.5%)', 'Cosmetics, accessories(32.7%)''Books, magazines or newspapers(32.2%)', 'Booking/reservations(27.0%)' and 'Movies, TVprograms or images(24.3%)'.[Fig 35. Purchase Items by Internet shopping(multiple responses, %)-Internet Shopping Users]66.849.532.732.227.024.319.816.315.212.911.99.88.56.55.03.91.7

Clothing, footwear, sporting goodsMusic productsCosmetics, accessoriesBooks, magazines or newspapersBooking/reservationsMovies, TV programs or imagesComputer or video games)Computer SW(excl. computer games)Home appliances, electronic productsFood, groceries(incl. health foods)Computer equipment or partsToddler or Children productsTravel productsFinancial services Automobile productsPhotographic, telecommunicatios oroptical equipmentIT & Telecommunication services
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C. Internet Shopping Usage Behaviors and Perception

Two-fifths(41.2%) 'Rely on others' evaluation or customer reviews'Almost half of Internet shopping users(47.3%) 'Purchase products after comparing pricesthrough price-comparison sites', while 46.8% 'Purchase products through Internet shoppingsites with better price after checking them from offline stores'.Meanwhile, 41.2% tend to 'Rely on others' evaluation or customer reviews in making afinal purchase decision', while 23.4% 'Post comments/reviews on purchased products orservices'.[Fig 36. Internet Shopping Behaviors and Users' Perception(%)-Internet Shopping User]
41.241.2 46.045.444.7 47.4

39.437.7 7.49.65.16.46.5
2.72.94.53.73.59.5

9.38.617.112.410.619.7
27.332.134.7 20.6 2.8

123456

Disagree Somewhat disagree Neutral Somewhat Agree Agree
Purchase products after comparing pricesthrough price-comparison sitesPurchase products at a better price through theInternet after checking them from offline storesUse particular shopping sites to get additional benefits(e.g. discount coupons, point, mileage)Don't purchase from unknown or unfamiliarshopping sites regardless of better priceRely on others' evaluation or customer reviewsin making final purchase decisionPost comments/reviews on purchasedproducts or services

Rate of those who responseRate of those who responseRate of those who responseRate of those who response'Somewhat Agree'  or 'Agree''Somewhat Agree'  or 'Agree''Somewhat Agree'  or 'Agree''Somewhat Agree'  or 'Agree'46.846.846.846.847.347.347.347.3 32.432.432.432.438.538.538.538.5 23.423.423.423.441.241.241.241.2
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D. Future intention to Use Internet shopping

Three-fifths of Internet shopping non-users intend to use Internet shoppingOut of Internet users ages 12 and over, 85.9%(98.2% of Internet shopping users) haveintention to use Internet shopping, while three-fifths of Internet shopping non-users(66.9%) also intend to use the service in the future.[Fig 37. Future intention to Use Internet shopping(%)-Internet Users ages 12 and over]85.966.9 98.2Internet Users ages 12 and overInternet Shopping UsersInternet Shopping Non-users
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2. Internet Banking

A. Internet Banking Usage Rate

Two out of five Internet users are Internet banking usersOut of Internet users ages 12 and over, 40.0% have used Internet banking in the last 1year(Internet banking users), while those who have used the service in the last 1 month('in the last 1 week' 10.8%, '1 week - 1 month' 21.6%) account for 32.4%.Slightly more males(41.3%) than females(38.4%) use Internet banking. By age, the 20sand the 30s show relatively higher rate with 57.2% and 56.3%, respectively.[Fig 38. Internet Banking Usage(%)-Internet users ages 12 and over]In the lastweek10.8%1 week -1 month21.6%1-3months4.7%3-6months0.7%6 months- 1 year2.2%More than1 year ago0.5%
Never used59.5% 32.4%32.4%32.4%32.4% InternetInternetInternetInternetbankingbankingbankingbankingUsersUsersUsersUsers40.0%40.0%40.0%40.0%

[Fig 39. Internet Banking Usage Rate by Gender and Age(%)-Internet users ages 12 and over]
40.0 41.3 38.4 9.2 57.2 56.3 36.6 28.1 13.0Total Males Females 12-19 20s 30s 40s 50s 60 andover
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B. Internet Banking Usage Frequency

Use Internet banking at monthly average of 4.8 timesInternet banking users access Internet banking an average of 4.8 times a month, while41.4% use the service at a monthly average of 2-7 times('2-4 times' 19.2%, '4-7 times'22.2%). [Fig 40. Internet Banking Usage Frequency(%)-Internet banking users]Monthly average 4.8 timesMonthly average 4.8 timesMonthly average 4.8 timesMonthly average 4.8 times2-4 times19.2% Less thanonce31.1%
7 times andover16.6%1-2 times10.9%

4-7 times22.2%41.4%41.4%41.4%41.4%
C. Future intention to Use Internet Banking

Almost all Internet banking users intend to use Internet bankingOut of Internet users ages 12 and over, 59.2%(36.6% of Internet banking non-users)have intention to use Internet banking in the future, while almost all(93.0%) of Internetbanking users intend to continue their use of Internet banking.[Fig 41. Future Intention to Use Internet Banking(%)-Internet users ages 12 and over]59.2 93.036.6Internet users ages 12 and overInternet banking usersInternet banking non-users
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3. Internet Stock Trading

A. Internet Stock Trading Usage Rate

Out of Internet users, 6.4% are Internet stock trading usersOut of Internet users ages 12 and over, 6.4% have used Internet stock trading in thelast 1 year('Internet stock trading users'). Internet stock trading usage rate of males(7.9%)is slightly higher than females(4.7%).Meanwhile, the analysis on Internet users ages 12 and over with stock trading showsthat 82.4% are Internet stock trading users and that more males(84.6%) than females(77.0%) use the service.[Fig 42. Internet Stock Trading Usage(%)-Internet users ages 12 and over]Never used92.4% In the lastweek4.0%1-6 months1.6%6 months - 1 year0.8%More than 1year ago1.2%
InternetInternetInternetInternetStock Trad ingStock Trad ingStock Trad ingStock Trad ingUsers 6.4%Users 6.4%Users 6.4%Users 6.4%

[Fig 43. Internet Stock Trading Usage Rate(%)-Internet users ages 12 and over]82.4 84.6 77.06.4 7.9 4.7Total Males Females
Internet users ages 12 and overInternet users ages 12 and over with stock trading
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B. Internet Stock Trading Usage Frequency

Use Internet stock trading at monthly average of 11.1 timesInternet stock trading users access Internet stock trading an average of 11.1times amonth, and while 42.9% use the service at a monthly average of 3-15 times('3-5 times'29.5% and '5-15 times' 13.4%).[Fig 44. Internet Stock Trading Usage Frequency(%)-Internet stock trading users]Monthly average 11.1 timesMonthly average 11.1 timesMonthly average 11.1 timesMonthly average 11.1 times5-15 times13.4% 1-2 times15.4%2-3 times9.1% Less thanonce16.1%15 times andover16.5%3-5 times29.5%42.9%42.9%42.9%42.9%
C. Future intention to use Internet Stock TradingMost of Internet users with stock trading intend to use Internet stock tradingOne-fifth of Internet users ages 12 and over(22.6%)(89.3% of Internet users with stocktrading) intend to use Internet stock trading in the future, which accounts for 96.5% ofthe current Internet stock trading users and 17.5% of Internet stock trading non-users.[Fig 45. Future Intention to Use Internet Stock Trading(%)-Internet users ages 12 and over]22.6 89.396.517.5

Internet users ages 12 and overInternet stock trading usersInternet users ages 12 and overInternet Stock Trading UsersInternet Stock Trading Non-users
Internet users ages 12 and overInternet users ages 12 and over with stock trading
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V. ICT Environment

1. Households with ICT Devices

Main ICT device in households is 'Desktop Computer(80.4%)'As of 2008, 80.4% of the total households have 'Desktop computer', and while over 30%own 'Digital camera(50.5%)', 'Printer(31.6)' or 'MP3 Player(33.2%)'.In addition, the rate of households with 'GPS Navigation' is 25.8%, 24.5% for 'Digital TV',18.5% for 'Notebook computer(incl. UMPC) and 16.1% for 'All-In-One(multifunction printer)'.[Fig 46. Households with ICT Devices(multiple responses, %)]80.450.533.231.625.824.518.516.113.28.36.64.52.12.01.5

Desktop ComputerDigital cameraMP3 playerPrinterGPS NavigationDigital TVNotebook computer(incl. UMPC)        All-In-One(Multifunction printer)DVD PlayerGame consoleDigital CamcorderScannerWeb camera(WebcamPMP(Portable Multimedia Player)PDA(incl. PDA phone, smart phone)

Notebook computer        (incl. UMPC)
Web camera(Webcam)

All-In-One(Multifunction printer)

PDA(incl. PDA phone, smart phone)PMP(Portable Multimedia Player)
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2. Households with Computer4)
Four-fifths of households(80.9%) have computer(s)As of 2008, the rate of households with computer(s) is 80.9%(up by 0.5%p compared tothe previous year), which is a 3.1%p of increase compared to 2004(77.8%).[Fig 47. The Rate of Households with Computer(%)]77.8 78.9 79.6 80.4 80.9

2004 2005 2006 2007 2008
3. Households with Internet Access5)

Rate of households with Internet access is 80.6%Out of the total households, 80.6% are found to have Internet access, which representsan increase of 0.8% from 2007(79.8%) and 11.8%p from 2003(68.8%).[Fig 48. The Rate of Households with Internet Access(%)]68.8 72.2 74.8 78.4 79.8 80.6
2003 2004 2005 2006 2007 2008
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Appendix 1. On-Offline Media Usage

1. On-Offline Media Usage

Two-thirds of population ages 6 and over are Internet media UsersAlmost all of the population ages 6 and over(99.9%) use at least one of the five media(TV,radio, newspaper, movie and magazine/book) through on-offline, while 99.8% use themthrough offline('use only offline media' 36.5%, 'use both online & offline media' 63.3%),and 63.4% are 'Internet media users' who use them through online('use only onlinemedia' 0.1%, 'use both online & offline media' 63.3%).More females(42.1%) than males(31.0%) use only offline media. By age, excluding thoseages 6-19(36.9%), overall the older users tend to use only offline media.[Fig 1. On-Offline Media Usage-Population ages 6 and over]

[Fig 2. On-Offline Media Usage by Gender and Age(%)-Population ages 6 and over]
36.5 31.0 42.1 36.9 10.2 30.9 58.9 88.663.3 68.8 57.7 62.7 96.7 89.8 69.1 41.0 11.30.1 0.1 0.1 0.2 0.1 0.0 0.0

3.2
0.0 0.0

Total Males Females 6-19 20s 30s 40s 50s 60s
Only Online MediaBoth Online &Offline MediaOnly Offline Media

99.999.999.999.9 99 .999 .999 .999 .9 99 .999 .999 .999 .9 99.899.899.899.8 100.0100.0100.0100.0 100 .0100 .0100 .0100 .0 100.0100.0100.0100.0 99.999.999.999.9 99 .999 .999 .999 .9
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Meanwhile, out of 'Internet media users(63.4%, or 82.2% of Internet users)' who use atleast one of the five media through online, 59.7% use 'online newspaper', 33.2% for'online movie', 30.6% for 'online magazine/book' and 25.7% for 'online TV', and whileactive Internet media users who use all of the five media account for 14.0%.Internet media usage rate of males(68.9%) is slightly higher than females(57.8%). By age,the youth and the middle-aged(the 20s 96.8%, 30s 89.8%, the 40s 69.1%) show relativelyhigher usage.- For Internet users, there is little difference by gender(males 83.6%, females 80.6%) inInternet media usage rate, and by age, over 80% of the 20s-50s use Internet media.[Fig 3. Internet Media Usage-Population ages 6 and over]

[Fig 4. Internet Media Usage by Gender and Age(%)-Population ages 6 and over]63.4 68.9 57.8 62.9 96.8 89.8 69.1 41.0 11.383.682.2 83.6 80.6 63.5 97.1 91.1 84.3 59.4Total Males Females 6-19 20s 30s 40s 50s 60s
Total Internet users 
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2. On-Offline TV Watching

Almost all of population ages 6 and over watch On-Offline TVOut of the population ages 6 and over, 99.7% watch TV through on-offline. Those whowatch TV through offline('watch only offline TV' 74.0%, 'watch both online & offline TV'25.5%) account for 99.5%, and 25.7% watch TV through online('watch only online TV'0.2%, 'watch both online & offline TV' 25.5%).There is little difference in on-offline TV watching by gender and age. For watching bothonline and offline TV, the usage rate of males(28.8%) is slightly higher than females(22.3%), and by age, the 20s ranks highest with 59.9%, followed by the 30s(37.1%),those ages 6-19(25.9%) and the 40s(17.7%).[Fig 5. On-Offline TV Watching(%)-Population ages 6 and over]
74.0 70.7 77.2 73.3 39.2 62.5 82.0 92.6 98.425.5 28.8 22.3 25.9 59.9 37.1 17.7 7.3 1.40.2 0.2 0.2 0.1 0.5 0.2 0.2 0.0 0.0
Total Males Females 6-19 20s 30s 40s 50s 60s

Only Online TV Both Online &Offline TV Only Offline TV99 .799 .799 .799 .7 99 .799 .799 .799 .7 99 .399 .399 .399 .3 99 .699 .699 .699 .6 99 .899 .899 .899 .8 99 .999 .999 .999 .9 99 .999 .999 .999 .9 99 .899 .899 .899 .899 .799 .799 .799 .7
Almost all of offline TV watchers(98.8%) use offline TV more than once a week('at leastonce a day' 91.0%, 'at least once a week' 7.8%), while 71.5% of online TV watchersaccess online TV more than once a week('at least once a day' 29.2%, 'at least once aweek' 42.3%).[Fig 6. Offline TV Watching Frequency-Offline TV watchers] [Fig 7. Online TV Watching Frequency-Online TV watchers]At leastonce aday29.2%At leastonce aweek42.3%At leastonce amonth16.2%

Less thanonce amonth12.3% 71.5%71.5%71.5%71.5%At leastonce aday91.0%
At leastonce aweek7.8% At leastonce amonth0.4%Less thanonce amonth0.8%

98.8%98.8%98.8%98.8%
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Out of those who watch online TV, 70.2% use 'Re-watch service of broadcastingcompany's sites', while over 30% watch online TV through 'Online cafe/club, bloglminihompy(40.1%)', 'Portal sites(37.2%)' and 23.3% for 'Real-time watching during airtime'.[Fig 8. Methods of Watching Online TV(multiple responses, %)-Online TV watchers]70.240.137.223.316.012.0
TV 방송사 사이트의 다시보기를 통해 시청카페·클럽, 블로그·미니홈피를 통해 시청포털사이트(네이버, 다음 등)를 통해 시청해당 TV 프로그램의 방송 시간에 실시간으로 시청파일공유 사이트(P2P, 웹하드 등)에서 다운받아시청동영상 전문 사이트(판도라TV, 곰TV 등)를 통해시청Real-time watching during airtimeDownloading from file-sharing sites(i.e. P2P, Webhard)

Re-watch service of broadcasting company's sitesOnline cafe/club, blog/minihompyPortal sites
Video-sharing sites

3. On-Offline Newspaper Reading

Three-fifths of population ages 6 and over read online newspaperOut of the population ages 6 and over, 72.8% read on-offline newspaper, while 59.7%read newspaper through online('read only online newspaper' 21.3%, 'read both online &offline newspaper' 38.4%) and 51.5% are offline newspaper readers('read only offlinenewspaper' 13.1%, 'read both online & offline newspaper' 38.4%).More males(65.0%) than females(54.2%) read online newspaper. By age, the 20s rankshighest in reading online newspaper with 95.1%(34.5% for reading only online newspaper),followed by the 30s with 88.6% and the 40s with 67.9%.[Fig 9. On-Offline Newspaper Reading(%)-Population ages 6 and over]
13.1 14.4 11.9 4.8 6.0 17.3 27.7 25.438.4 46.4 30.2 15.0 60.6 63.9 51.2 29.6 7.621.3 18.6 24.0 32.5 34.5 24.7 16.72.7 11.1 3.6Tota l Males Females 6-19 20s 30s 40s 50s 60s

Only OnlineNewspaperBoth Online &OfflineNewspaperOnly OfflineNewspaper68 .468 .468 .468 .48 5 .28 5 .28 5 .28 5 .29 4 .69 4 .69 4 .69 4 .697 .897 .897 .897 .86 6 .16 6 .16 6 .16 6 .179 .479 .479 .479 .47 2 .87 2 .87 2 .87 2 .8 52 .352 .352 .352 .3 3 6 .63 6 .63 6 .63 6 .6
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Four-fifths of offline newspaper readers(83.6%) tend to read newspaper offline more thanonce a week('At least once a day' 52.8%, 'At least once a week' 30.8%), while 93.2% ofonline newspaper readers access online newspaper more than once a week('At leastonce a day' 46.8%, 'At least once a week' 46.4%).[Fig 10. Offline Newspaper Reading Frequency-Offline newspaper readers] [Fig 11. Online Newspaper Reading Frequency-Online newspaper readers]
At leastonce a day52.8%

At leastonce aweek30.8% At leastonce amonth8.3%Less thanonce amonth8.1%
At leastonce aday46.8% At leastonce aweek46.4%At leastonce amonth4.6%

Less thanonce amonth2.2% 93.2%93.2%93.2%93.2%83.6%83.6%83.6%83.6%
4. On-Offline Radio Listening

Half of population ages 6 and over listen to On-Offline radioOne half of the population ages 6 and over(51.1%) listen to the radio through on-offline. Therate of those who listen to the offline radio('listen only offline radio' 29.3%, 'listen both online& offline radio' 13.6%) is 42.9%, and 21.8% for using the online radio('listen only online radio'8.2%, 'listen both online & offline radio' 13.6%).Online radio usage rate of males(24.0%) is slightly higher than females(19.6%), and byage, the rate of the 20s is highest with 53.1%, followed by the 30s(32.7%), those ages6-19(19.5%) and the 40s(15.2%).[Fig 12. On-Offline Radio Listening(%)-Population ages 6 and over]
29.3 32.3 26.2 11.4 35.8 43.8 39.8 27.013.6 15.2 12.0 8.9 32.6 22.7 10.8 4.48.2 8.8 7.6 10.6 20.5 10.0 4.420.4 0.82.0 0.5Total Males Females 6-19 20s 30s 40s 50s 60s

Only OnlineRadioBoth Online &Offline RadioOnly OfflineRadio51 .151 .151 .151 .1 56 .356 .356 .356 .3 45 .845 .845 .845 .8 30 .930 .930 .930 .9 73 .573 .573 .573 .5 68 .568 .568 .568 .5 59 .059 .059 .059 .0 46 .246 .246 .246 .2 28 .328 .328 .328 .3
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Out of offline radio listeners, 85.7% listen to the radio offline more than once a week('Atleast once a day' 53.4%, 'At least once a week' 32.3%), while 85.9% of online radiolisteners access the radio online more than once a week('At least once a day' 21.9%, 'Atleast once a week' 64.0%).[Fig 13. Offline Radio Listening Frequency-Offline radio listeners] [Fig 14. Online Radio Listening Frequency-Online radio listeners]At leastonce aday21.9% At leastonce aweek64.0%At leastonce amonth6.9%
Less thanonce amonth7.2% 85.9%85.9%85.9%85.9%At leastonce a day53.4%

At leastonce aweek32.3% At leastonce amonth7.1%Less thanonce amonth7.2%
85.7%85.7%85.7%85.7%
For online radio listeners, the rate of those who listen to the radio online through 'Real-time listening by the installation of online radio programs' is 55.5%, and 44.7% for 'Real-time listening during airtime', 27.7% for using 'Re-listen service of broadcasting company'ssites'.[Fig 15. Methods of Listening to Online Radio(multiple responses, %)-Online radio listeners]55.544.727.79.69.5

인터넷 라디오 전용 프로그램을 설치하여 실시간으로 청취해당 라디오 프로그램의 방송 시간에 실시간으로청취라디오 방송사 사이트의 다시듣기를 통해 청취카페·클럽, 블로그·미니홈피를 통해 시청파일공유 사이트(P2P, 웹하드 등)에서 다운받아시청Online cafe/club, blog/minihompyDownloading from file-sharing sites(i.e. P2P, Webhard)
Real-time listening by installation of online radio programsReal-time listening during airtimeRe-listen service of broadcasting company's sites
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5. On-Offline Movie Watching

One-third of population ages 6 and over watch online movieOut of the population ages 6 and over, 58.7% watch movies through on-offline, while 54.9%watch movies offline('watch only offline movie' 25.5%, 'watch both online & offline movie'29.4%), and 33.2% are online movie watchers('watch only online movie' 3.8%, 'watch bothonline & offline movie' 29.4%).More males(37.5%) than females(28.8%) watch movies through online. By age, the 20s rankshighest(75.4%), followed by the 30(49.3%), those ages 6-19(37.1%) and the 40s(22.5%).[Fig 16. On-Offline Movie Watching(%)-Population ages 6 and over]
25.5 24.1 26.9 28.2 32.5 35.6 25.0 10.029.4 32.9 25.9 31.6 70.9 44.2 18.4 5.3 0.73.8 4.6 2.9 5.5 4.5 5.1 4.117.9 1.8 0.4Tota l Males Females 6-19 20s 30s 40s 50s 60s

Only OnlineMovieBoth Online &Offline MovieOnly OfflineMovie58 .758 .758 .758 .7 6 1 .66 1 .66 1 .66 1 .6 5 5 .75 5 .75 5 .75 5 .7 6 5 .36 5 .36 5 .36 5 .3 9 3 .39 3 .39 3 .39 3 .3 8 1 .88 1 .88 1 .88 1 .8 5 8 .15 8 .15 8 .15 8 .1 3 2 .13 2 .13 2 .13 2 .1 11 .111 .111 .111 .1
Among the offline movie watchers, 12.2% go to the movies more than once a week('Atleast once a day' 3.3%, 'At least once a week' 8.9%), while 34.6% of online moviewatchers use online movie more than once a week('At least once a day' 3.3%, 'At leastonce a week' 31.3%).[Fig 17. Offline Movie Watching Frequency-Offline movie watchers] [Fig 18. Online Movie Watching Frequency-Online movie watchers]

At leastonce aweek31.3%
At leastonce a day3.3%Less thanonce amonth31.3%At leastonce amonth34.1%

34.6%34.6%34.6%34.6%At leastonce a day3.3%
At leastonce aweek8.9% At leastonce amonth32.4%Less thanonce amonth55.4%

12.2%12.2%12.2%12.2%
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A half of online movie watchers(51.6%) access online movie through 'Movie sites', whilethose who use 'Movie service of portal sites' and 'File-sharing sites(i.e. P2P, Webhard)'account for 45.7% and 40.9%, respectively.[Fig 19. Methods of Watching Online Movie(multiple responses, %)-Online movie watchers]51.645.740.912.06.6
영화 전문 사이트(씨네폭스, 벅스무비, 씨즐등)포털사이트의 영화서비스파일 공유 사이트(P2P, 웹하드 등)카페·클럽, 블로그·미니홈피통신사(메가패스, SKT 등) 사이트의 영화서비스Online cafe/club, blog/minihompyMovie service of IT service provider's sites

Movie sitesMovie service of portal sitesFile-sharing sites(i.e. P2P, Webhard)
6. On-Offline Magazine/Book Reading

Three-fifths of population ages 6 and over read on-offline magazine/bookThree-fifths of the population ages 6 and over(59.1%) read magazine/book through on-offline. The rate of those who read magazine/book offline('read only offline magazine/book' 28.5%, 'read both online & offline magazine/book' 23.3%) is 51.8%, while 30.6% useonline magazine/book('read only online magazine/book' 7.3%, 'read both online & offlinemagazine/book' 23.3%).Online magazine/book usage rate of males(35.2%) is higher than females(25.8%), by age,the rate of the 20s is 56.4%, 46.1% for the 30s, 30.2% for the 40s and 22.4% for thoseages 6-19.[Fig 20. On-Offline Magazine/Book Reading(%)-Population ages 6 and over]
28.5 26.3 30.8 34.9 32.5 34.3 26.9 14.623.3 26.0 20.5 15.4 45.9 36.1 21.9 11.8 2.87.3 9.2 5.3 7.0 10.5 10.0 8.327.7 4.9 2.0Tota l Males Females 6-19 20s 30s 40s 50s 60s
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Two-fifths of offline magazine/book readers(42.1%) access magazine/book offline more thanonce a week('At least once a day' 12.1%, 'At least once a week' 30.0%), while 36.1% ofonline readers use online magazine/book more than once a week('At least once a day'21.9%, 'At least once a week' 14.2%).[Fig 21. Offline Magazine/book Reading Frequency-Offline Magazine/book readers] [Fig 22. Online Magazine/book Reading Frequency-Online Magazine/book readers]
At leastonce aweek14.2%

At leastonce aday21.9%At leastonce amonth45.1%
Less thanonce amonth18.8% 36.1%36.1%36.1%36.1%Less thanonce amonth26.9%

At leastonce amonth31.0%At leastonce aweek30.0%At leastonce aday12.1%
42.1%42.1%42.1%42.1%
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Appendix 2. File-sharing Service Usage

1. File-Sharing Service Usage Rate

One-fourth of Internet users are file-sharing service usersOne-fourth of the Internet users ages 12 and over(26.5%) are file-sharing service(i.e. P2P,Webhard) users. More males(30.2%) than females(22.3%) use file-sharing service, by age,the 20s ranks highest with 50.4%, followed by those ages 12-19(30.7%), the 30s(25.6%)and the 40s(12.2%).Meanwhile, all of file-sharing service users(100%) download files, while 67.5% upload filesthrough file-sharing service.[Fig 23. File-sharing Service Usage Rate(%)-Internet users ages 12 and over]Never used64.4% In the last 1week7.6% 1 week -1 month10.4%1-3months5.9%3-6months1.6%6 months- 1 year1.0%More than1 year ago9.1% F i le-Sha ringF i le-Sha ringF i le-Sha ringF i le-Sha ringSe rvice  Use rsSe rvice  Use rsSe rvice  Use rsSe rvice  Use rs26 .5%26 .5%26 .5%26 .5%
[Fig 24. File-Sharing Service Usage Rate by Gender and Age(%)-Internet users ages 12 and over]26.5 30.2 22.3 30.7 50.4 25.6 12.2 6.3Total Males Females 12-19 20s 30s 40s 50 andover[Fig 25. File-Sharing Service Usage(%)-Internet users ages 12 and over]26.5 67.5 100.0File-sharing service usersFile downloaders amongfile-sharing service usersFile uploaders amongfile-sharing service users
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2. File Download and Upload Frequency

Two-thirds(37.4%) download files more than once a weekTwo-thirds of File-sharing service users(37.4%) download files more than once a week ('Atleast once a day' 7.2%, 'At least once a week' 30.2%), while 43.9% of file uploaders amongfile-sharing service users upload files more than once a week('At least once a day' 8.9%,'At least once a week' 35.0%).[Fig 26. File Download Frequency-File-sharing service users] [Fig 27. File Upload Frequency-File uploaders among File-sharing service users]At least once a month38.5%Less than once a month24.1%At least once a day7.2%
At least once a week30.2% Less than once a month25.0% At least once a day8.9% At least once a week35.0%At least once a month31.1%

43.9%43.9%43.9%43.9%37.4%37.4%37.4%37.4%
3. Type of Mainly Used File

Mainly Use Music(78.7%) or Movie(74.3%) fileFile types which file-sharing service users mainly download or upload are 'Music(78.7%)'or 'Movie(74.3%)', followed by 'Game(34.4%)', 'Software(excl. game)(27.6%)', 'Study/workrelated document(23.3%)' and 'Korean TV program(21.5%)'.[Fig 28. Types of Mainly Used File via File-Sharing Service(multiple responses, %)-File-sharing service users] 74.334.427.621.517.214.911.6
78.7

23.3
MusicMovieGameSW(excl. game)Korean TV programInternational TV programLlectureBook

Study/work relateddocument
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4. File-Sharing Service Usage Behavior and Perception

Almost half(49.5%) think government needs to regulate file-sharing sitesOut of file-sharing service users, 50.0% and 44.1% responded that 'Purchasing musicCDs or tapes' and 'Going to the movies' has decreased since using file-sharing service,respectively.Meanwhile, those who think 'It is illegal to use copyrighted files(e.g. music, movie, drama,publication) through file-sharing sites' account for 46.0%, while 49.5% responded 'Thegovernment needs to strengthen regulations to delete or monitor on the distribution ofunauthorized copies, obscene contents'.[Fig 29. File-Sharing Service Usage Behavior and Perception(%)-File-Sharing Service users]
6.7 20.0

35.733.2 42.341.941.641.5

6.311.95.0
4.33.7
2.31.51.5

15.913.1
10.010.97.5

37.838.1 26.037.638.237.7
8.27.811.8
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Disagree Somewhat disagree Neutral Somewhat agree Agree Going to the movies has decreasedsince using file-sharing servicePurchasing music CDs or tapes has decreasedsince using file-sharing serviceI pay a certain amount of feesto use file-sharing serviceIt is illegal to use copyrighted filesthrough file-sharing sitesAnyone including minors can access adultcontents easily through file-sharing sitesThe government needs to strengthenregulations to delete or monitor on distributionof unauthorized copies, obscene contents

44.144.144.144.1Ra te  o f  t h o se  who  re spo n seRa t e  o f  t h o se  who  re spo n seRa t e  o f  t h o se  who  re spo n seRa t e  o f  t h o se  who  re spo n se'S o me wha t  a g re e '  o r 'A g re e ''S o me wha t  a g re e '  o r 'A g re e ''S o me wha t  a g re e '  o r 'A g re e ''S o me wha t  a g re e '  o r 'A g re e '50.050.050.050.0 31.031.031.031.045.845.845.845.846.046.046.046.049.549.549.549.5


