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1 The OECD definitions of e-commerce transactions and interpretation
guidelines
E-commerce OECD definitions Guidelines for the Interpretation of the
transactions Definitions (WPIIS proposal April 2001)
BROAD An electronic transaction is the sale Include: orders received or placed on
definition or purchase of goods or services, any online application used in
whether between businesses, automated transactions such as Internet
households, individuals, governments applications, EDI, Minitel or interactive
and other public or private telephone systems.
organizations, conducted over
computer-mediated networks. The
goods and services are ordered over
those networks, but the payment and
the ultimate delivery of the good or
service may be conducted on or offline.
NARROW An Internet transaction is the sale or Include: orders received or placed on
definition purchase of goods or services, any Internet application used in
whether between businesses, automated transactions such as Web
households, individuals, governments pages, Extranets and other applications
and other public or private that run over the Internet, such as EDI
organizations, conducted over the over the Internet, or over any other Web
Internet. The goods and services are enabled application regardless of how
ordered over the Internet, but the the Web is accessed (e.g. through a
payment and the ultimate delivery of mobile or a TV set, etc.) Exclude: orders
the good or service may be conducted received or placed by telephone,
on or off-line. facsimile, or conventional e-mail.
Note: Summary Record of the 2001 meeting [DSTI/ICCP/IIS 2001 M]
OECD Electronic transaction
EDI Minitel
OECD Internet transaction

Web

Minitel Web

TV

EDI
Web

FAX
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52 55 452
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2006

2006
17
3PL
18
30 3
2005 IT
2003 IT
2006 18
EC/IT
EDI JEDIC Newsletter
JAMAGAZINE

Internet Retailer " Top 500 Guide"

Shop.org/ Forrester Research " The 2006 State of Retailing Online"
Bureau of Economic Analysis, “Gross Domestic Product”
US Census Bureau, "2002 Economic Census: Industry Series"
US Census Bureau, "Construction Spending"
US Census Bureau, "Annual Survey of Manufactures ASM *
US Census Bureau, "Manufacturers' Shipments, Inventories, & Orders"
US Census Bureau, "Annual Wholesale Trade Survey ATS "
US Census Bureau, "Monthly Wholesale Trade Survey"
US Census Bureau, "Service Annual Survey SAS *
US Census Bureau, "Quarterly Services Survey"

"E-Stats"

2006 GDP
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2005
JsIC
NAICS
"Electronic Shopping and Mail-Order Houses" 4541
BtoC "Electronic Shopping and

Mail-Order Houses"

E-Stats BtoB
"Annual Survey of Manufactures ASM * "Annual Wholesale Trade Survey
ATS " EC EC

E-Stats BtoB-EC

E-Stats MSBO Manufacturers’ Sales Branches and Offices

Marchant Wholesalers
BtoB E-Stats BtoB
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196

8.6
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5.0
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EC

commerce
Web-EDI
EC
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BtoB-EC
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EC

4.3
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EC
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1.1.2-1BtoB-EC

(1sic) (Jsic) (NAICS)
45 06 08 23
70 68 69 531
15 16 09 10 311 312
17 25 11 21 313 326 337
26 28 22 25 327 331 332
29 33 26 31 333
30 32 27 29 334 335
34 35 30 336
64 72 37 41 51
60 63 42 48 48 49
G 49 54 42
J 61 67 52
743 89 5418
71 88 532
55 58 591 441 443 445
50 52 502 599 601 |446 448 451
604 605 452
71 721 722
55 63 92 70 72 84 831 |cp o
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1.13. 2006 BtoB-EC
2006 BtoB EC EC 231
4,520 230 3,270
3.5 1.1.3-1 EC EC
147 8,750 146 8,050
5.3
EC EC
19.8 0.8 EC
EC
12.6 0.3
1.1.3-1 2006 BtoB-EC
'05 EC ‘06 EC '05 EC ‘06 EC
EC EC E@: E@: EC EC EC EC
) ) ) )
49,530 3.3%| 50,530 2.0% 3.4% 36,950 2.4% 37,680 2.0%) 2.5%
160,870 35.9%] 162,230 0.8% 37.1% 20,050 4.5% 20,840 3.9%) 4.8%
271,880 28.6%) 281,980 3.7% 28.6%| 163,140 17.2%] 171,630 5.2% 17.4%
137,090 23.3%| 144,950 5.7% 22.8% 94,090 16.0% 101,740 8.1% 16.0%
94,410 20.5%] 102,280 8.3% 19.9% 61,740 13.4% 69,090 11.9% 13.5%
313,550 39.6%) 318,730 1.7%) 37.5%| 219,910 27.8%| 224,840 2.2%) 26.5%
286,030 46.4%] 310,650 8.6% 451%| 217,430 35.2%| 242,030 11.3% 35.2%
63,120 12.2% 63,200 0.1% 10.2% 53,640 10.4% 53,700 0.1% 8.7%
48,790 8.7%| 52,820 8.3% 8.8% 42,360 7.6% 45,620 7.7%) 7.6%
710,440 20.1%] 714,830 0.6% 18.1%| 417,660 11.8%| 422,050 1.1%) 10.7%
87,750 12.9% 89,790 2.3% 13.8% 65,940 9.7% 67,990 3.1% 10.4%
2,150 1.1%] 11,280 424.7% 4.9% 1,740 0.9% 10,840 523.0%| 4.7%
9,120 N/A 9,410 3.2% N/A 9,120 N/A 9,160 0.4%) N/A
680 N/A 1,840 170.6% N/A 680 N/A 1,540 126.5% N/A
2,235,390 N/A 2,314,520 3.5% N/A 1,404,440 N/A 1,478,750 5.3% N/A
2,225,590 20.6%| 2,303,270 3.5% 19.8%| 1,394,640 12.9%( 1,468,050 5.3% 12.6%
3
EC
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2006 BtoB-EC 195 9,980
193 6,900 3.6
EC 95 3,540 93
660 4.0
EC EC
9.3 2.6 EC
EC
4.4 1.3
1.1.3-2 2006 BtoB-EC
05_EC 06_EC 05_EC 06_EC
2 EC EC EC  EC EC EC EC
) ) ) )
103,390 62%] 118320 144 74| 35150 21%] 36860 499 2.2%
143,360 183%| 146480 228 1824 53660 6.8% 55560 35k 6.9%
323,350 154%| 332540 288 1554 166960 8.0%| 169640 164 7.9%
97,440 137%| 100,750 aas| 121 53810 766 54970 224 7.7%
63,950 16.6%| 65480 248 1708 525540 137%| 54740 azs] 14.2%
128,220 188%| 130100 158 2034 101,790 1506| 109260 738 17.1%
304,700 36.04| 317,660 a3 araw] 111150 131%] 115940 a3 136w
121,990 16% 123,860 156 168 47,200 o8s| 47280 02% 0.6%
17,820 356 18850 586 364 8020 164 8300 358 1.6%
534,190 1244] 550,630 a1s| 123w 248020 586 261130 5.3 5.8%
19,780 288 20770 506 294 10480 158 11000 5.0% 15%
11,090 526 11,460 33 534 5810 274 5980 29% 2.7%
18,100 18,710 3.4 18,100
4220 4310 364 4220
1891500 1959980 36 916,900 .
1,869,270 11.9%| 1,936,900 364 894,580 930,660
3
EC
BtoB-EC EC
EC EC 571
EC 56.1 EC 55.8 EC 58.7
1.1.3-3 1.1.34
EC 30.9
EC 285 EC 281 EC 274
EC EC
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1.1.3-3 BtoB-EC

2.6% 8.0%

2005 21.0% I 28.3% 28.0%

2005

2006 56.1% : 2006

2005 2005
2006
2006 57.1%
0% 20%  40%  60%  80% 100%
0% 20% 40% 60% 80% 100%
1.1.3-4 BtoB-EC
1
3.8% 51% 09%| 1.1% 0.6%
9.7%
2005
2005  |9.9% 0.9 0.0 8.9 20.6%
9.8%

2006 2006 |9 ! 195% [EAR)

" O O 0O @ O

2005 2005 X 12.1% 28.7%

2006 13.4% 30.4% 29.1%

2006

0% 20% 40% 60% 80% 100% 0% 20% 40% 60% 80% 100%
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1.1.4. 2006 BtoB-EC
2006 BtoB-EC
BtoB-EC
Web-EDI
2006 EDI  TWX-21 Web-EDI
EC
EC
EC
EC
2006
10 1 12 5 7%
1 10 4 12
20% 1.1.4-1 EC
1.1.4-1
25
20% 0 0
20% — 19% 19%
15% |
% 9%
T D T 6, k.
5 -
0% =t | | r |
1-3 ‘ 4-6 ‘ 7-9 ‘ 10-12
-50
2006
@1 m1 10 010 O
BtoB-EC
BtoB BtoB-EC
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Agentrics GNX WWRE

Covisint

E2pen

GHX

GXS Global eXchange Services
QUADREM

SPS Commerce

Sterling Commerce

Global Data Synchronization

EDI
EDI
EDI
EDI
BtoB
ERP
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1.2. BtoB-EC

1.2.1. BtoB
(1) EC
2006 BtoB-EC EC
5 530 2.0% EC
EC 3.4 0.1
2006 BtoB-EC 11 8,320
14.4% EC 7.1%
0.9 1.2.1-1
1.2.1-1 BtoB-EC EC
2005 2006
EC EC EC EC
60,000 10.0% 140,000
50000 | 49,530 50,530 | oo 120000 | 103300 118,320
I 100,000 | 5
oo 160% 80,000 | — |
30,000 | ' 6.2%
3.3% 3.4% | aos 60,000 |
20000 | o O
40,000 |
10000 | 1 20% 20000 |
0 0.0% 0
2005 2006 2005 2006
JEC —O—EC JEC —O—EC
2006 BtoB-EC 3 7,680
2.0% 1.2.1-2 EC
EC 2.5 0.1
2006 BtoB-EC 3 6,860
4.9% EC 2.2%

25

10.0%

1 8.0%

1 6.0%

1 4.0%

1 2.0%
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1.2.1-2 BtoB-EC
2005 2006
EC EC
3.5% 45,000
36,950 37,680 3.0% 40,000
- 35000 [
07 4\) . 0
DE 30,000
a4 1 2.0% 25,000
4 1.5% 20,000
Lo 15,000
' 10,000
0.5% 5000 |
0.0% 0
2005 2006
—IEC —O—EC
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11 3,839
17 4,028
20% 17 40%
17 100%
EC 8
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Web
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Web
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90% Web
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Web

Web
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1.2.2. BtoB

(1) EC
2006 BtoB-EC EC
16 2,230 0.8% EC
EC 37.1 1.2
2006 BtoB-EC 14 6,480
2.2% EC 18.2%
0.1 1.2.2-1
1.2.2-1 BtoB-EC EC
2005 2006
EC EC EC EC
200,000 50.0% 180,000
180000° 160,870 162,230 160,000 1 143,360 146,480
160,000 | 1 40.0% 140000 |
140,000 35:.9% 37.1% 120,000 |
120,000 1 30.0% 100000 |
123222 | 1 2004 80,000 [ 18.3% 18.2%
eo:ooo - . 60,000 © =
40,000 | 1 10.0% 40,000 1
20,000 | 20,000 |
0 0.0% 0
2005 2006 2005 2006
—EC —O—EC —EC —O—EC
2006 BtoB-EC 2 840
3.9% EC
EC 4.8 0.3
2006 BtoB-EC 5 5,560
3.5% EC 6.9%
0.1 1.2.2-2
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1.2.4. BtoB
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21.2. BtoC

We will now ask about your consumption behavior/patterns.

Q1
Please provide the following figures for your consumer expenditure over the last one year:
(1) overall consumer expenditure; (2) expenditure on mail-order sales; (3) expenditure on
Internet shopping. (Give one answer for each category)
* Consumer expenditure includes necessary living costs such as rent and utility charges, as well as real estate purchase
costs.
* Mail-order sales includes catalog shopping (mail-order, fax-order, telephone-shopping), TV shopping, radio-shopping,
and Internet shopping (including downloaded purchases).
* Internet shopping includes purchase of fee-based contents such as application software for cell phones or the purchase of
ring tones, etc.
* If you make consumer purchases for a person or persons other than yourself, please include this figure in your consumer
expenditure.
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(1) Overall consumer

expenditure o|lo|o|o|o|lo|o|]o|o]|]o|o]o
(2) Expenditure on

mail-order sales o|lo|o|o|o|lo|o|]o|o]|o|o]o
(3) Expenditure on

Internet shopping o|lo|o|o|o|lo|o|o|o|o|o]|o

Q2
For each of the figures in Q1 regarding expenditure over the last one year, please indicate
whether this amount represents an increase or decrease from the previous year. (Give one
answer for each category)
* This is not a question about whether the percentage of each category has increased or decreased. It is a question about
whether your expenditure has increased or decreased in monetary terms.

Increased Increased a No change Decreased a |Decreased
considerably little g little considerably
(1) Overall consumer o o o o o
expenditure
(2) Expenditure on - o o o -
mail-order sales
(3) Expenditure on - o o o -
Internet shopping

Q3
Please give an estimate for how you think your expenditure will change in the future for: (1)
overall consumer expenditure; (2) expenditure on mail-order sales; (3) expenditure on
Internet shopping. (Give one answer for each category)
* Consumer expenditure includes necessary living costs such as rent and utility charges, as well as real estate purchase costs
* Mail-order sales includes catalog shopping (mail-order, fax-order, telephone-shopping), TV shopping, radio-shopping,
and Internet shopping (including downloaded purchases).
* If you make consumer purchases for a person or persons other than yourself, please include this figure in your consumer
expenditure.
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Will increase |Will increase |Will not Will decrease |Will decrease

considerably |a little change a little considerably
(1) Anticipated overall

- O O O (@] (@)

consumer expenditure
(2) Anticipated
expenditure on o o o o o
mail-order sales
(3) Anticipated
expenditure on o o o o o

Internet shopping

Q4

Please tell us about any changes compared to before in the way you used Internet shopping
over the last one year. (Give one answer for each category)
* This includes Internet shopping via both personal computers and mobile terminals, including cell phones, etc.

* From here the term "goods" means products that require shipping, including personal computers, CDs/DVDs, food

products, apparel, and toys, etc. “Services" means all kinds of reservation services (ticketing, hotel reservations, etc.),

downloaded products (computer software, music, etc.), financial services (Internet banking, etc.) and online games, etc.

Increased |No change |Decreased |None
Number of purchases using Internet
shopping (including ALL purchases of o o
goods and services)
Number of purchases of goods through - -
Internet shopping
Number of purchases of services through o o
Internet shopping
Types of goods purchased on the Internet o o
Types of services purchased on the - -
Internet
Number of Internet shops used to
(@) (@)

purchase goods on the Internet
Number of Internet shops used to o o
purchase services on the Internet
Value of goods purchased on the Internet o o
Value of services purchased on the - o
Internet
Volume of information gathered when

. . O (@)
considering purchase of goods
Volume of information gathered when o o
considering purchase of services
Method of payment when Internet
shopping (credit card, COD, bank o o
transfer, etc.)
Kind of terminal used for Internet
shopping (personal computer, cell phone, ) )
car navigation equipment, etc)
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Time spent on Internet shopping o o o o

Place where you do your Internet
shopping (home, office, while traveling, o o o o
etc.)

Frequency of purchase of digital contents
(downloads of music, images, application
software; games and video streaming,
etc.)

Q5
Please tell us about any specific changes compared to before in the way you used Internet
shopping over the last one year. (Multiple answers allowed)

* This includes Internet shopping via both personal computers and mobile terminals, including cell phones, etc.

(. The price range of the products | buy has expanded and | have started
purchasing higher value products and services online.

— The price range of the products | buy has expanded and | have started
purchasing lower value products and services online.

(. I have started purchasing goods that are exclusive to a particular shop or
goods that are difficult to obtain.

— I have started purchasing services that are exclusive to a particular shop or
services that are difficult to obtain.

(. Goods and services that previously | had purchased in regular stores | now
have come to purchase online.

(. I have come to purchase more digital contents, for example music downloads,
rather than purchasing CDs.

(. None of the above apply to me.

Q6
Please tell us about any points you have noticed about net shops, through your experiences
of Internet shopping over the last one year. (Give one answer for each category)
* This includes Internet shopping via both personal computers and mobile terminals, including cell phones, etc.
* This question includes not only net shops at which you actually made a purchase, but all net shops that you have visited
and looked at.
* "Goods" means products that require shipping, including personal computers, CDs/DVDs, food products, apparel, and
toys, etc. “Services™ means all kinds of reservation services (ticketing, hotel reservations, etc.), downloaded products
(computer software, music, etc.), financial services (Internet banking, etc.) and online games, etc.

Agree Disagree Don't know
Number of Internet shops has increased o o o
Number and type of goods on sale in one
. (@) (@) (@)
Internet shop has increased
Number of type of services on sale in one o o o
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Internet shop has increased

Goods on sale have gotten cheaper

Services on sale have gotten cheaper

Volume of information supplied about
products has increased or quality of
information has improved

Goods and services can now be acquired more
quickly than before

User friendliness of Internet shops has
improved (quick access to the information
you require)

Number of Internet shops dealing with
difficult to acquire goods and services, and
luxury goods and services has increased

Number of Internet shops which offer
cheaper shipping costs and settlement fees,
or offer these services free of charge, has
increased

Number of Internet shops which are
accessible from mobile terminals such as cell
phones has increased

Choice of payment methods has increased
and number of Internet shops offering
multiple types of payment method has
increased

Internet shopping security functions have
improved and the number of Internet shops
providing security functions has increased

The quality of additional services (points,
rewards, maintenance, returns, etc.) has
improved or the number of shops offering
such services has increased

Number of shops providing digital contents
(ring tones and music downloads) has
increased
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Q7
Regarding products you have purchased through Internet shopping (including downloaded
purchases) or services you reserved or used via Internet shopping over the last one year,
please tell us whether the total of your purchases has increased or decreased from the
previous year. (Give one answer for each category)

* This includes Internet shopping via both personal computers and mobile terminals, including cell phones, etc.

Purchased [Not Stopped
for the first |purchased |purchasing
Increased |Nochange |[Decreased |time during [during the |during the
the last one |last one last one
year year year
Apparel/accessories o o o o o o
Food and drink products o o o o o o
Automobiles and
. (@] (@] (@] (@] (@] (@]
automobile products
Furniture and home
(@] (@] (@] O (@] (@]
goods
Electric products o o o o o o
Medical and cosmetic
(@] (@] (@] (@] (@] (@]
products
Sports goods, books, o o o o o o
music CDs, DVDs, toys
Financial products and
. (@) O (@) (@] (@] O
services
Insurance products and
R o O (@] (@] O (@]
services
Travel products and
R (@] (@] (@] (@] (@] (@]
services
Hotel reservations o o o o o o
Ordering of food o o o o o o
Entertainment (movies,
(@] o o O O O
theater, etc.)
Rentals o o o o o o
Music downloads o o o o o o
Online games o o o o o o
Digital video o o o o o o
Fee-based information
R (@] (@] (@] (@] (@] (@]
services
Others( ) o o o o o o
Q8

Please tell us if the information gathering methods you use in order to purchase products
and services through Internet shopping have increased or decreased over the last one year
compared to the previous year. (Give one answer for each category)

* If you do not use Internet shopping, please respond with your imagined/estimated usage.
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psage has No change Usage has StQpped Never used
increased decreased |using
Websites of sales outlets and
shopping malls, shop blogs, o o o o o
mailzines, etc.
Use of portal sites and search
. O o (@) (@] (@]
engines
Community sites such as message o o o o o
boards, personal blogs and SNS
Product/price comparison sites o o o o o
Media other than Internet such as
TV, radio, newspapers and
magazines (including ads on public
transport and on billboards, etc.)
E-mails and word-of-mouth from
(@] (@] (@] (@] (@]

friends and acquaintances

Q9

Please tell us if the payment methods you used when Internet shopping over the last one
year have increased or decreased compared to the previous year. (Give one answer for each

category)
_Usage has No change Usage has Stf)pped Never used
increased decreased |using
Online use of credit card o o o o o
Online use of e-money such as edy o o o o o
Bank transfer or direct debit using
R (@) O O O (@]
net banking
Payment at a counter or terminal
(at convenience store, bank or post o o o o o
office, etc.)
Debited together with phone
R (@] (@] O (@] O
company or provider charges
Payment through a third-party
intermediary service (escrow o o o o o
service)
Payment with credit card or cash
. O O O o (@]
on receipt of goods
Payment with credit card, e-money,
O (@] O (@] (@]

or cash over the counter at a store
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Q10

Please tell us if your use of personal computers and cell phones for Internet shopping over
the last one year has increased or decreased compared to the previous year. (Give one

answer for each category)

Usage has
increased

No change

Usage has
decreased

Never used

Gather information from a personal
computer and then order goods and
services from a personal computer

Gather information from a personal
computer and then order goods and
services from a cell phone browser

Gather information from TV, radio,
newspapers, magazines, or other media
and then order goods and services from a
personal computer

Gather information from TV, radio,
newspapers, magazines, or other media
and then order goods and services from a
cell phone browser

Gather information using a cell phone and
then order goods and services from a
personal computer

Gather information using a cell phone and
then order goods and services from the cell
phone browser

Q11

After having purchased or used a product or service through Internet shopping, have you
ever told other people about your thoughts on this method of shopping? Please tell us how
you shared your thoughts with other people. (Multiple answers allowed)

— Wrote my opinions on community sites such as message boards, personal

blogs, or SNS, etc.

— Conveyed my opinion by e-mail

acquaintances

O

Others

0 O
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Q12

What points do you consider important on an electronic commerce site in order to be able to
engage in Internet shopping with peace of mind? (Give one answer for each category

. This is
These points ! .I
relatively
or features are|.
important to
very
. me, but even -
importantto |. . This is not .
. if such points . This is not
me. So if they particularly |
or features are|. important to
are not . important to
. not available, me at all
available, I do . me
I may still
not make a
make a
purchase from
that site purchase from
that site.
Language and explanations are
(@] (@] O (@]
easy to understand
Colors and layout are easy to
(@] (@] (@] (@]
understand
Site operator/business owner
information is clearly provided on o o o o
the site
Privacy policy is clearly stated o o o o
User comments are displayed on
. (@) (@) (@] (@]
the site
Detailed product information, as
well as information on the
(@] (@] (@] (@]
product developer and producer
are clearly provided on the site
Delivery times, stock status, and
status of delivery of personal
. (@] (@] (@] (@]
orders are clearly provided on the
site
A confirmation message is sent by
e-mail, etc. upon receipt of an o o o o
order
Easy to understand operation for
purchase confirmation and o o o o
purchase cancellation pages
Security measures such as
encryption when sending o o o o
information are provided
When setting up a password
advice and warnings are provided
against setting up an easily o o o o
compromised password (same as
ID name, 111, etc.)
Technology is used on the site to
prevent users setting up easily o o o o
compromised passwords
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When inputting a password
technology is used to prevent the
password being seen by others
(such as *** encryption display)

When inputting a password
technology is used to ensure that
the password does not remain in
the computer memory (click input
on a software keyboard, etc.)

Safe and reliable payment
methods are provided

A Q&A page is available on the
site

Procedure for inquiries is made
clear

Returns and exchanges policy for
products is clearly stated

Others ( )

Q13
During the last one year have you felt dissatisfied with an electronic commerce site or made
a complaint to the manager of an online shop? (Given one answer for each category)

I have not
I have been ]
noticed any
I have made a |aware of a
. problems and ;
complaintin |problem, but Don't know
therefore have
the past. have not made
. not made a
a complaint. .
complaint.
Language and explanations are
O (@) (@) (@)
not easy to understand
colors and layout are not easy to
O (@) O O
understand
Site operator/business owner
information is not clearly o o o o
provided on the site
Privacy policy is not shown o o o o
User comments are not displayed
. O (@) O (@]
on the site
Detailed product information, as
well as information on the
product developer and producer o o o o
are not clearly provided on the
site
Delivery times, stock status, and
status of delivery of personal
R (@] (@] O O
orders are not clearly provided on
the site
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A confirmation message is not
sent by e-mail, etc. upon receipt of o o o o
an order

Difficulty in understanding
operation for purchase
confirmation and purchase
cancellation pages

Security measures such as
encryption when sending o o o o
information are not provided

When setting up a password
advice and warnings are not
provided against setting up an o o o o
easily compromised password
(same as ID name, 111, etc.)

Technology is not used on the site
to prevent users setting up easily o o o o
compromised passwords

When inputting a password
technology is not used to prevent
the password being seen by o o o o
others (such as *** encryption
display)

When inputting a password
technology is not used to ensure
that the password does not

.. o O O (@)
remain in the computer memory
(click input on a software
keyboard, etc.)
Safe and reliable payment
R (@] (@] O O
methods are not provided
A Q&A page is not available on
. (@] (@] O O
the site
Procedure for inquiries is not
(@] (@) O O
made clear
Returns and exchanges policy for
R O (@) O (@)
products is not clearly stated
Others ( ) o o o o
Q14

Over the last one year have you actually experienced any trouble while Internet
shopping? If you have, please tell us what kind of trouble you experienced. (Multiple
answers allowed)

[ Product did not arrive / Did not receive service
Wrong product arrived / Service content was different from that ordered

Product was broken / Service content was incomplete or deficient

0O oo

Product arrived late / Service was not received in a timely manner
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Product/service was different from explanation on website

There was no product inside the delivery package

Product was non-returnable

Money was not refunded

There was a problem with shipping charges or commission charges

There was a problem with the product invoice

Oo0odooaod

The guarantee with the product (content and period of guarantee) was not

good enough

O

After ordering the product, unsolicited mails or spam mail increased
significantly
Others

O

(. I have not experienced any trouble over the last one year

Q15

Please tell us whether the total number of cases that have caused you trouble, and of these
cases the number of those over which you consulted with a person or organization, increased
or decreased in the last one year compared to the previous year.

Increased No change Decreased
Total number of cases of trouble o o o
Cases for which you consulted o o o
with a person or organization

Q16

In the cases in which you experienced trouble over the last one year, please tell us about the
person or organization you consulted with and whether the trouble was resolved through
contacting this person/organization. (Give one answer for each category)

Consulted about the Consulted about the|Did not consult
problem and
problem, but not anyone about the
problem was
resolved problem
resolved
Shop manager/company selling o o o
the products
Mall owner/manager o o o
Public organization (Citizens'
advice center, administrative o o o
advice desk, police, etc.)
Private organization (consumer
. . (@] (@] (@]
group organization, etc.)
Specialist advice, e.g. lawyer, o o o
etc.
Friend, acquaintance, etc. o o o
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‘Other organization o | o o

Q17

Do you know about Alternative Dispute Resolution (ADR) as a private source of advice for
resolving trouble experienced in Internet transactions? (Give one answer)

o | know about ADR and have used it
o | know about ADR but have not used it
o | do not know about ADR

Q18

If you have used ADR to resolve trouble, what vendor(s) were the dsputed transaction with?
(Multiple answers allowed)

(. Business owner (company)

(. Consumer (individual)
(. Other
(. Don't know
Q19
As a result of using ADR, was your trouble resolved? (Give one answer)
o Resolved
) Not resolved
Q20

Please tell us if you have offered any items for sale or made any successful bids in any
Internet auctions during the last one year (December 2005 to November 2006). (Give one
answer)

Offered at least one item for sale, and also made at least one successful bid
Offered at least one item for sale but did not make any successful bids

Made at least one successful bid but did not offer any items for sale

0 0 0 0

I have not offered any items for sale nor made any successful bids, but | have
visited or seen auction sites

| have never visited or seen an auction site

0
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Q21

Please tell us about your experiences regarding items offered for sale on Internet auction
sites by companies. (Given one answer for each category)

I have seen or

I have seen or .
noticed them,

noticed them, but have not I have never

and have made a seen or noticed |Don’'t know
. made a

successful bid them

successful bid

for such items .
for such items

Items offered for sale by
"auction stores" or
similar, that clearly
publicize that they are o o o o
companies or stores when
offering items for sale in
the auction

Items offered for sale by
companies or stores using
a personal ID and o o o o
pretending to be
individuals

Q22

Thinking about your successful bids, how do you find bidding on Internet auctions in
comparison to Internet shopping? Please tell us to what extent each explanation applies to
you. (Give one answer for each category)

Applies t D t D t
Strongly pplies to Can't say 0es no 0es No
applies to me me which apply to me |apply to me

PP somewhat much at all

Auctions have a special
enjoyment factor that
does not exist with
shopping

Regardless of whether it
is shopping or an auction,
I will purchase from o o o o o
/make a bid at a cheaper
site

I use an auction site when
| feel prices for shopping
sites are relatively
expensive

| use an auction site when
there is no stock of my
desired product in shops
(sold out)

| use an auction site when
the product | desire is not
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handled through
shopping sites

Rather than bidding on
an auction site | can
make purchases with o o o
peace of mind using
shopping sites

We will now ask some questions about you.

F1

What is your gender?

(@]

(@]

F2

Male

Female

What is your age?

(@]

0O 0 0 0 0 ©

F3

15-19
20-29
30-39
40-49
50-59
60-64
65 or older

Please tell us about your working status.

(@]

0O 0 0 0 0 0 0 0 ©0

Executive, director

Manager

Office worker

Sales or marketing staff

Technician

Professional

Laborer engaged in production, transport, etc.
Self-employed

Student

Part-time worker
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Full-time homemaker
Retired

Unemployed

Other

0O 0 0 O

F4

Please tell us how many people (family or friends) you currently share your home with.
(Include yourself in the figure.)

o 1 (Live alone)
2

0O 0 0 0 0 0 O

3
4
5
6
7
8 or more

F5

Please tell us which state you live in.

o Alabama olllinois oMontana ©oRhode Island
o Alaska olndiana o Nebraska o South Carolina
oArizona olowa oNevada o South Dakota
oArkansas oKansas o New Hampshire oTennessee
oCalifornia oKentucky o New Jersey oTexas
oColorado oLouisiana oNew Mexico oUtah
oConnecticut oMaine oNew York oVermont
oDelaware oMaryland o North Carolina oVirginia
oDistrict of Columbia o©Massachusetts  ©North Dakota oWashington
oFlorida oMichigan ©Ohio oWest Virginia
oGeorgia oMinnesota o Oklahoma o Wisconsin
oHawaii o Mississippi ©Oregon oWyoming
oldaho o Missouri oPennsylvania

F6

Please tell us how long you have been using the Internet.
o Less than 1 year

o 1-less than 2 years
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2-less than 3 years
3-less than 4 years
4-less than 5 years
5-less than 6 years
6-less than 7 years
7-less than 8 years
8-less than 9 years

9-less than 10 years

0O 0 000 0 0 0 O

10 years or more

F7

Please tell us your personal annual income (approximate).

* Please include bonuses, money from part-time work, allowances, income from interest, pocket money, etc.

Less than $15,000
$15,000-$24,999
$25,000-$29,999
$30,000-$39,999
$40,000-$49,999
$50,000-$59,999
$60,000-$74,999
$75,000-$99,999
$100,000-$149,999
$150,000-$199,999
$200,000 or more

O 000000 0 0 0 00

Choose not to answer this question

F8

Please tell us your household's annual income (approximate).

* Please include bonuses, money from part-time work, allowances, income from interest, pocket money, etc.

Less than $15,000
$15,000-$24,999
$25,000-$29,999
$30,000-$39,999
$40,000-$49,999
$50,000-$59,999
$60,000-$74,999

0O 0 0 0 0 0 O
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0O 0 0 0 O

$75,000-$99,999
$100,000-$149,999
$150,000-$199,999
$200,000 or more

Choose not to answer this question/don’t know
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EC

EC

EC

© © I N
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2.2.3. BtoC
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2.2.4.

Screener:

SC1.
Do you conduct Business to Business eCommerce sales (including order acceptance by
Electronic Data Interchange, etc.)?

o Yes

o No for now, but would like to conduct it in the future.

o No for now, and have no plan to conduct it in the future

SC2.

Do you directly sell goods and services to consumers through stores?
o Yes

o No for now, but would like to conduct it in the future.

o No for now, and have no plan to conduct it in the future

SC3.

Do you directly sell goods and services to consumers on an eCommerce website? (SA)
o Yes

o No for now, but would like to conduct it in the future.

o No for now, and have no plan to conduct it in the future
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2.25. BtoB

Q1.

What is your estimated total Business to Business sales in the 2006 fiscal year?

Q2

Please tell us when your fiscal year ends.
o January

February

March

April

May

June

July

August

September

October

November

O 00000 0 0 0 0 0

December

Q3.

Do you use internet EDI or other EDI in conducting eCommerce business?
o Yes, use Internet EDI only
o Yes, use other EDI only

o No, do not use EDI

Q4.
Approximately what percentage of your total Business to Business sales in the 2006

fiscal year are eCommerce sales (including EDI orders)?

eCommerce sales" means all sales completed electronically via the Internet or on
leased line, VAN, internet EDI, etc. For the next couple questions we’ll refer to all

eCommerce sales as “EC sales in the broad sense”

Q5.

What percentage of your eCommerce sales are over the Internet? For the next couple
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questions we'll refer to eCommerce sales over the Internet as “EC sales in the narrow

sense”

Q6A.
What is your estimated growth in all eCommerce sales (EC in the broad sense) for
Fiscal Year 2006 against the previous fiscal year?

o Approximately ( )% Increase

o Approximately ( )% Decrease

o No Change

o DK

Q6B.
What is your estimated growth in eCommerce sales over the Internet (EC in the narrow
sense) for Fiscal Year 2006 against the previous fiscal year?

o Approximately ( )% Increase

o Approximately ( )% Decrease

o No Change

o DK

Q6.1A
Thinking about the growth in EC sales from Fiscal Year 2004 to 2005. What was the
estimated growth in all eCommerce sales (EC in the broad sense) from Fiscal Year
2004 to Fiscal Year 2005?

o Approximately ( )% Increase

o Approximately ( )% Decrease

o No Change

o DK

Q6.1B
What was the estimated growth in eCommerce sales over the Internet (EC in the
narrow sense) from Fiscal Year 2004 to Fiscal Year 2005?

o Approximately ( )% Increase

o Approximately ( )% Decrease

o No Change

o DK
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Q8.

How has offering all types of eCommerce sales to your customers (including EDI orders)
affected your sales? For each of the following, please tell me if eCommerce sales have
achieved a large effect, achieved some effect, did not achieve much effect or did not

achieve any effect on....

Did not Did not
achieve achieve any |DK.
much effect. |effect

Achieved a |Achieved
large effect. |some effect.

Expanding sales o o o o o
Gaining new customers o o o o o
Retaining existing

(@] O (@] O O
customers

Shortening the time

(@] O (@] O O

necessary for sales talk
Speeding up sales

- . O O (@] O (@]
(marketing) operations
Reducing cost of sales
(marketing)/personnel o o o o o
costs

Q9.

How large an effect do you think eCommerce, or EC, had in increasing sales compared
to before you sold via eCommerce? Would you say the effect was...
o 60  or more increase in sales
about a 40% up to a 60% increase in sales
about a 20% up to a 40% increase in sales
about a 10% up to a 20% increase in sales or
less than a 10% increase in sales
DNR DK.

0O 0 0 0 O

Q10A.
Do you currently conduct eCommerce, or EC, procurement from companies (including
ordering through EDI, etc.)?

o Yes

o No

o Don't know

Q10B.

Please tell me about the effect of using eCommerce, or EC, for procurement. For each of
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the following, please tell me if EC has achieved a large effect, achieved some effect, did

not achieve much effect or did not achieve any effect on....

Achieved a |Achieved D'd.nOt D'd.nOt
large effect. |some effect achieve achieve any |DK.
' " Imuch effect.|effect
Reducing procurement
(@] (@] O (@] (@]
costs
Reducing inventory. o o o o o
Developing new
(@] (@] (@] (@] (@]
procurement sources
Strengthening
relationship with o o o o o
procurement sources
Speeding up ' o ° o ° °
procurement operation
Reducing procurement
O (@] O O (@]
costs/personnel costs

Q11.
How large an effect do you think eCommerce, or EC, had on reducing procurement costs
compared to before you conducted procurement using EC. Would you say the effect
was...

A 60 or more reduction in procurement costs

about a 40% up to a 60% reduction in procurement costs

about a 20% up to a 40% reduction in procurement costs

about a 10% up to a 20% reduction in procurement costs or

less than a 10% reduction in procurement costs

DNR DK.

0O 0 0 0 0 O

Q12.
How large an effect do you think procurement using eCommerce, or EC, had on
reducing inventory compared to before you conducted procurement using EC.  Would

you say the effect was...

A 60 or more reduction in inventory
about a 40% up to a 60% reduction in inventory
about a 20% up to a 40% reduction in inventory

about a 10% up to a 20% reduction in inventory or

0O 0 0 0 O

less than a 10% reduction in inventory
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o DNR DK.

For the next couple of questions we will be asking about "order-related information",
that is, all of the information generated through the sales process from the estimate to
receiving an order for shipping/delivery. This includes information about the estimate
(product name, estimated amount, etc.), information about an order (order price,
ordering party, etc. , information about the customer (name, manager s name, etc.),
information about the charge (amount , collection period, etc.) and information about

the delivery (date, shipping address, etc.).

Q1ls.

How has the use of order-related information helped in your sales division? Has it
helped ...?

Gain new customers

Strengthen relationship with existing customers

Upgrade content of proposals

Upgrade sales promotion such as sales campaigns

Create derivative demand such as cross-selling and up-selling.
Reduce the loss of sales opportunities

Improve the precision of sales plan

Simplify sales services

Reduce personnel costs related to sales

Any Others (PLEASE SPECIFY)

DNR None/DK.

Ooo0odoooogboaod

Q14.
For each of the following divisions, please tell us if you share order-related information

with that division and in what way? Please tell us if you...

Share
Do ot Share via |Share ona |Share on a |immediatel [No relevant
paper necessary |regular yviaa division/no
share . L L i DNR DK.
i . |medium or |basisviaa |basisviaa [system person in
information . i
e-mail system system (real-time |charge
sharing)
Procurement
... o o o o o o o
division/person
Production and
. o o o o o o o
service
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division/person

Distribution

division/person

Customer

support o o o o o o )

division/person

Accounting and
finance o o o o o o o

division/person

For the next couple of questions we will be asking about "procurement-related
information”, that is all the information generated through the procurement process
from getting an estimate, through order placement to acceptance inspection. This
includes information about the estimate (name of product, estimated amount, etc.),
information about the customer (name, manager’s name, etc.), information about the
transaction (transaction date, delivery date, etc.), information about the charge (amount,

collection period, etc.) and information about the delivery (date, shipping address, etc.).

Q21.
How has the use of procurement-related information helped in your procurement
division? Has it helped....?

| Improve the precision of procurement plans
Optimize procurement (order placement) timing
Improve price negotiation skills in procurement
Reduce excessive inventory
Simplify procurement services
Reduce personnel costs related to procurement
Any Others (PLEASE SPECIFY)
DNR None/DK.

Oo0odooaod
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Q22.
For each of the following divisions, please tell us if you share procurement-related

information with that division and in what way? Please tell us if you...

Share on a |Share
Do ot Share via |Share ona |regular immediatel |No relevant
paper necessary |basis yviaa division/no

share . L. . X DNR DK

i . |medium or |basisviaa |according |[system person in

information . X X

e-mail system viaa (real-time |charge
system sharing)
Sales
L o o o o o o o
division/person
Production and
service o o o o o o o
division/person
Distribution
... o o o o o o o

division/person
Accounting and
finance o o o o o o o
division/person
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2.2.6. BtoC

Q29.

Please tell us the total number of employees in your company. Please just give us an
estimate. If you work in a division of a multinational company, please tell us the
number of employees in your division of your company, not the entire worldwide

company.

Q30.
What are your total sales (estimated) to consumers in Fiscal Year 2006?  Again, if you
work in a division of a multinational company, please tell us the sales for your division

company, not the entire worldwide company.

Q31.
Approximately what percentage of your total sales to consumers in the 2006 fiscal year

are eCommerce sales?

Q31A.
What percentage of your eCommerce sales are from a home or office terminal, such as a
PC or Internet TV?

Q31B.
What percentage of your eCommerce sales are from a mobile terminal, such as an

Internet-ready phone such as i-mode?

Q31C.
What percentage of your eCommerce sales are from other terminals, such as a PDA, car

navigation or kiosk at a convenience store?

Q32.
What is your estimated growth in eCommerce sales for Fiscal Year 2006 against the
previous fiscal year?

o Approximately ( )% Increase

o Approximately ( )% Decrease

o No Change

o DK
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Q33.

In what ways do you sell products and services by eCommerce to consumers?

| As a member of an online shopping mall/site such as Yahoo! Shopping.
(. Your own website on your own server/domain using your own software.
| Offering products through an online auction site such as eBay

[0 Any Others (PLEASE SPECIFY)

(. DNR None/DK

Q34.

Please tell us your goals for using eCommerce to sell products and services

O

Expand sales

Gain new customers

Retain existing customers

Expand sales channels/sales regions

Speed up sales

Reduce cost of sales/personnel costs

Have direct communication with customers.
Any Others (PLEASE SPECIFY)

DNR None/DK

O0dboooaoan

Q35.
How has selling products and services on an eCommerce website helped with your
goals? For each of the following, please tell me if eCommerce sales have achieved a large

effect, achieved some effect, did not achieve much effect or did not achieve any effect

on....
Achieved a |Achieved D'd. not Dld.nOt
larae effect. |some effect achieve achieve any [DK.
9 ' " |much effect. |effect
Expanding sales o o o o
Gaining new customers o o o o
Retaining existing
(@] O (@] O
customers
Expanding sales
. (@] (@] O O
channels/sales regions
Speeding up sales o o o o
Reducing cost of
O (@) O (@)
sales/personnel costs
Having direct o o o o
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communication with
customers.

Other

Q36A

How large of an effect do you think selling products and services on an eCommerce

website had in increasing sales compared to before you sold via eCommerce? Would you

say the effect was...

O

0O 0 0 0 O

Q36B

60  or more increase in sales

About a 40% up to a 60% increase in sales
About a 20% up to a 40% increase in sales
About a 10% up to a 20% increase in sales or
Less than a 10% increase in sales

DNR DK.

And how large of an effect do you think selling products and services on an eCommerce

website had on reducing sales/personnel costs compared to before you sold via

eCommerce? Would you say the effect was...

(@]

0O 0 0 0 O

Q38.

60 or more decrease in sales/personnel costs

About a 40% up to a 60% decrease in sales/personnel costs
About a 20% up to a 40% decrease in sales/personnel costs
About a 10% up to a 20% decrease in sales/personnel costs or
Less than a 10% decrease in sales/personnel costs

DNR DK.

Which of the following measures do you use to draw in new users to your eCommerce

website or to retain current customers?

[
[

Oo0dooamn

Post URL on newspaper and magazine advertisements

Post advertisements on frequently visited websites or websites that fit well
your product or service.

Register with search engines

Post advertisements on search results such as Google adwords

Join affiliate programs.

Distribute e-mail newsletters.

Distribute information through blogs.
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— Any Others (PLEASE SPECIFY)
| DNR Nothing done in particular.

Q39.

How does your eCommerce sales division/people use information from your customer
transactions? This includes information about the product or service, (such as number
of items, price, etc), customer information (gender, age, purchase history), transaction
information (date of sale, etc.), the charge (amount of claim, collection period, etc.),

delivery information (date, address, etc.) .

(. Improve customer satisfaction level / Strengthen relationship with
customers
| Upgrade advertisements/promotions (e.g. distribution of advertisement

according to customer segment.)

Upgrade customer support (e.g. suggestions based on purchase history)
Cross sell/up sell

Speed up/streamline business operation

Reduce excessive inventory/prevent out-of-stock

Any Others (PLEASE SPECIFY)

DNR Received no effect from utilization of transaction information.
DNR Not utilizing transaction information.

DNR DK.

O0dboooaoan

Q40.
With which other divisions does your EC sales division share information from your
customer transactions?
| Accounting and finance division/person
Sales and marketing division/person
Customer support division/person
Distribution division/person
Production and procurement division/person
Products and service development division/person
Other division/person (PLEASE SPECIFY)

DNR No need to share because we are a small company

O0dboooaoan

DNR Do not share transaction information although there are several

divisions
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(- DNR DK.

Q47.
What are the problems that need to be solved in order to achieve the desired effect of
using/sharing information from your customer transactions among divisions?
(. Cannot share information smoothly because the transaction information is
not computerized (i.e. not in data format)
(. Even if we share transaction information, utilization policy is not clear
among the other divisions/people in charge.
(. Even if we share transaction information, the other division/people do not
have enough know-how to utilize the information.
[0 Any Others (PLEASE SPECIFY)
[ DNR None/DK.

Q48.
What types of problems do your eCommerce customers report?
(. Slow response to orders/inquiries.
Too few options for payment
Website is difficult to navigate
Information on website is difficult to understand.
The item was not delivered
Incorrect item was delivered
The item was broken when delivered
The item was delivered late
No return policy
Product warranty is not good.
Website is not secure enough (e.g. no encryption when entering data)
The amount of junk emails increased significantly after sending an order.
Any Others (PLEASE SPECIFY)
DNR None/DK.

Ooo0oooooboboobbd

Q49.
In order to prevent problems from occurring for your eCommerce customers, what kind
of measures do you take on your website?

(. Ensure all information is easy to understand.

(. Adopt a layout that is easy to understand (colors, fonts, etc.).
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O0dboodoaoan

O O

O

Oo0odonooad

Q50.

Ensure all necessary information is available

Provide a clear privacy policy.

Provide a place for consumers to make comments

Show detailed product/service information

Provide delivery time, stock status and tracking information on site.

Send a confirmation message when received an order.

Provide a purchase confirmation screen, purchase cancellation screen, etc..
Warn users not to choose easy to guess passwords (such as same as ID
number or “123”)

Provide a system to prevent easy-to-guess passwords such as requiring a
password of a certain length and requiring alpha and numeric

Provide a system so that the actual password is not shown when typed in,
only asterisks or other characters.

Provide a system so that the password is not kept, that the password input is
deleted after each use and the password needs to be inputted each time.
Offer safe/reliable payment methods to consumers.

Provide answers to FAQs on site.

Have user friendly help and “contact us” functions

Provide a clear return/replacement policy.

Any Others (PLEASE SPECIFY)

DNR None/DK.

In order to prevent problems from occurring for your eCommerce customers, what kind

of measures are taken within your company?

—

0 o0daddd

O 0doan

Establish rules and policy for running EC site.

Provide training on rules and policy for running EC site.

Regularly confirm/inspect compliance with rules and policy

Obtain privacy mark or ISMS certification.

Keep up-to-date on latest information on EC industry troubles and solutions
(SSL technology, etc.)

Update periodically with latest EC solutions (SSL technology, etc.).

Consult a third-party to establish in-house management rules.

Use services offered by a third party such as escrow service.

Consult a third-party on system diagnosis.

Purchase insurance in case problems arise.
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O

Q51.

Establish relationships with others such as lawyers, commerce and industry
associations, in case problems arise.

Any Others (PLEASE SPECIFY)

DNR None/DK

What issues does your company face which need to be solved in order to ensure safe and

secure eCommerce transactions with your customers?

—

O oo

O 0d4do0oan

Lack of employees' skill and education (in terms of both attitude and
technique)

Personnel shortage

Budget too small

Not enough information about products/services for customers to make
informed decisions

Obsolete technology/system.

Support services that offers safety/security such as escrow, not available.
Any Others (PLEASE SPECIFY)

DNR No particular issues

DNR DK
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