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Internet and the Consumer
Impact of Internet on Japanese Consumer: Survey Result
New Relationship between Consumers and Corporations

Internet is growing rapidly among Japanese consumers. Many consumers access Internet from
home, and shopping on the Internet becomes more and more popular. However, there are little
studies about the impact of Internet on consumer behavior. In this article, we discuss the
relationship between Internet and consumers. We also suggest that existing corporations have
to change their business models and there will be huge business chances to capture the

requirements of new consumers in the network age.

There is a critical difference between Internet and traditional media such as broadcasting and
news papers. Using Internet, a consumer can get more information about products than ever
and place an order from everywhere at anytime. However, the amount and quality of
information which a consumer can collect using internet is much more dependent on his or her
attitude and literacy than using old media. Therefore, benefits of Internet is very different
among consumers, and consumers may be polarized by their Internet access and literacy.

Analyzing the result of survey on Japanese female consumers, we identified that Internet users
can almost be characterized by demographic factors: they are young, single, highly-educated,
and have professional jobs. However, the demographic profile of Internet users who place
orders on Internet (“net buyers”) are not so different from that of those who do not (“non net
buyers”). The most significant difference between “net buyers” and “non net buyers” is the
frequency and depth of Internet usage. This fact means that it is necessary to improve
consumers’ Internet access and literacy for further extension of consumer electronic commerce.

In order to cope with the change of consumers, corporations must achieve a fundamental change
of their business model. It is a shift from “selling what were already made” to “making what
can be sold”. In addition to the change in existing businesses, new business will emerge to
intermediate vast information on the Internet for consumers. This kind of business is called
“electronic intermediaries” or “infomediaries”, and many start-up companies aim to enter this
industry in the U.S. These new services will play very important role in Japan, too. However,
since the attitude to new services may be different between Japanese consumers and American
consumers, Japanese market need its own business models and industry policy to promote this

new industry.
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