
Reader’s
Profile

2025



22

Toyo Keizai Online: The No. 1 business magazine-affiliated site in Japan; 

It is a high-profile web media that attracts the interest of a wide range of readers

Toyo Keizai Online is an online medium launched in June 2003 by Toyo Keizai Inc., 

the publisher of Weekly Toyo Keizai and Kaisha Shikiho, a quarterly company databook. 

As one of the largest business magazine-affiliated sites in Japan, it is supported by business people who are active on the front lines.
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Toyo Keizai General Chief Editor

Toshihiro Yamada

Thank you for your interest in Toyo Keizai Online.

Since its relaunch in 2012, Toyo Keizai Online has rapidly increased its page views as a completely free economic media outle t. I 

myself was at the center of this development as editor-in-chief from 2014 to 2018.

However, the environment surrounding online media has changed dramatically since then. We must respond to these changes. 

Above all, we need to become a destination that satisfies the intellectual curiosity of our readers. While we can't ignore the number 

of one-time page views, it is even more important to know how many fans (regular readers) we have. Subscriptions (revenue from 

paid memberships) are also an important indicator of a media outlet's value.

From the outset, the scope of coverage of Toyo Keizai Online has been diverse. In addition to the economy and business-related 

topics, we have strengths in analysis of a wide range of genres, including domestic and international politics, technology, careers 

and education, and social issues. In addition to our in-house journalists, who specialize in covering companies, we have developed 

an ecosystem that produces valuable content by inviting many journalists and experts from outside the company to participate. We

will continue to refine this value and increase the number of our fans and subscribers. We will tackle this issue head-on.

Recently, vague information (opinions, impressions) of uncertain origin has been spreading on social media such as X and 

Facebook, and it is having a major impact on elections. The world in which articles generated by AI to attract attention proliferate 

and fill up the online space is about to become a reality.

That is why we are convinced that our value, which places importance on thorough reporting and fact-based reporting, is 

increasing.

By further improving the quality of our reporting, we will continue to work tirelessly to ensure that Toyo Keizai Online is the first 

media outlet that comes to mind when advertisers want to convey their important messages.

Deputy Editor-in-Chief, Toyo Keizai General Chief Editor

Toyo Keizai Online Sub-producer
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Toyo Keizai Online Chief Editor / Toyo Keizai Online Video Chief Editor 

Thank you for your continued patronage of “Toyo Keizai 

Online”.

Recently, we have seen traditional media outlets being 

referred to as “old media” in comparison to social 

networking services. This is partly a critical reference to 

the biased reporting stance of some media outlets. On the 

other hand, there is a growing trend to do away with fact-

checking on social networking services. It makes send out 

malicious false information more and more, and there is a 

growing fear that it will create an environment where the 

recipient contact with the information they want to see or 

believe, regardless of whether it is true or not.

“Toyo Keizai Online” works with around 400 reporters who write for the “Kaisha Shikiho”, as well 

as experts and journalists who are well-versed in various fields such as economics, society and 

international affairs. We will continue to pursue the essence of what is happening, without missing 

any signs of change, even in the smallest of details.

Toyo Keizai also has a wealth of data on financial information and CSR, and one of our strengths is 

our ability to provide content based on detailed data.

Our main readers are working businesspeople. We aim to provide high-quality information to 

readers who are seeking the “real thing” for the sake of a better society and for the sake of their 

own loved ones, without preconceptions and with a fair and balanced approach. Toyo Keizai 

Online aims to be the media that should be. As a form of content distribution, we are focusing not 

only on text but also on video. We will always pursue the optimal form for each theme, with 

guests in our videos not only being experts, but also sometimes in-house reporters who are 

familiar with the industry. The entire editorial team will continue to work hard to be of service to 

our stakeholders, including advertisers.

When you are inputting various information, including 

economic news, for your work or business, it should not 

be limited to text information. 

At present, the main content on “Toyo Keizai Online” is 

text, but we are going to make the video even bigger.

In promoting the expansion of video content, we have 

two strengths. 

The first is our connections with the experts in various 

fields who contribute to “Toyo Keizai Online”. The second 

is the frontline information and wealth of knowledge 

possessed by the journalists in charge of the “Kaisha

Shikiho”, which covers the performance trends of all listed companies. 

We are already developing videos on topics such as news commentaries by experts and 

journalists, interviews with industry pioneers and experts, asset management, business skills and 

education. 

Our main audience is working businesspeople who are looking for reliable information. Even if you 

think you know something, there are probably many things you didn't know when you hear about 

them again. We hope that you will find some new insights, discoveries, and learning through the 

videos on “Toyo Keizai Online”.

We will continue to refine our content so that it can help you establish a stable perspective and

become a powerful tool for making business decisions, and work hard to be of service to our

users, advertisers, and other stakeholders.

Toyo Keizai Online Chief Editor Akihiko Fujio Toyo Keizai Online Video Chief Editor Kengo Inoshita
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These are the readers of Toyo Keizai Online

記事広告

41 years old,

lives in Tokyo

region,

university

graduate

Married, dual income

household, has

children

Lives in a single-family

home, owns a car

Around 1,000 employees

Manufacturing

Section chiefs to

general managers

Grade 

Percentage of use of 
generative AI

69.4%

Has financial assets of

10 million yen or

more

38.3%

61.7%
of readers have

high interest in

SDGs

Plan to purchase

fashion, cosmetics

appliances,

automobiles

45.6％
of readers are

Women

Survey subjects: Sample of 1,000 employed men and women 
located throughout Japan
who read Toyo Keizai Online
Survey period: February 7, 2024 – February 9, 2024
Survey organization: Online questionnaire by Rakuten Insight

【Survey Summary】
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Survey period: January 1 – December 31, 2024. Usonar was used.

Top-Viewed Companies on Toyo Keizai Online

Business Equipment and Services

Food, Household Goods

Real Estate, Construction

Industrial Machinery, Equipment Ministries, Local GovernmentsCommunications, Internet

Consulting, Information Systems

Automobiles and Motorcycles

Universities, Research InstitutionsMaterials, Pharmaceuticals

Media, Printing, Entertainment

Mitsubishi Electric

Canon

Sharp

Alps Alpine

Seiko Epson

Panasonic

Brother Industries

Daikin Industries

Mitsubishi Heavy Industries

Kioxia

Kubota

Murata Manufacturing

Kyocera Corporation

Fuji Electric

Aisin Seiki

IHI Corporation

Yamazaki Baking

Morinaga Milk Industry

Asahi Breweries

Japan Tobacco

Shiseido 

Mitsubishi Shokuhin

NIPPN

Tsumura

Honda Motor

Nissan Motor 

Denso Corporation

Toyota Motor Corporation

Isuzu Motors

Mazda Motor Corporation

Mitsubishi Motors Corporation

Yamaha Motor

FUJIFILM

Toray

AGC

Asahi Kasei

Nichia Corporation

Nippon Steel

Daiichi Sankyo

Teijin

Kajima Corporation

Tokyu Community

Shimizu Corporation

Mitsui Fudosan 

Mitsubishi Estate

Mori Building

Obayashi Corporation

Sumitomo Real Estate

Otsuka Corporation

LINE Yahoo!

Rakuten Communications

So-net

CyberAgent

Recruit

NTT Docomo

Amazon Japan

Sony Global Solutions

SB Technology

NTT Data

JFE Systems

Nippon Steel Solutions

NRI Secure Technologies

Digital Arts

PwC Japan

Dai Nippon Printing

Nikkei

TOPPAN

Japan Broadcasting Corporation

Asahi Shimbun Company

KADOKAWA

TV Asahi

Capcom

Hitachi

Ricoh Japan Corporation

Oki Electric Industry

Panasonic Connect

Mitsubishi Electric Building Solutions

Ebara Corporation

Renesas Electronics Corporation

Air Water

Digital Agency

Ministry of Internal Affairs and Communications

Ministry of Finance

Hyogo Prefectural Government

Nagano Prefectural Government

Okinawa Prefectural Government

Ibaraki Prefectural Government

Toyama Prefectural Government

Tokyo University

Kyoto University

Tohoku University

Osaka University

Ritsumeikan University

Hokkaido University

Kyushu University

Nihon University

Wholesale, Retail, Trading

Finance and Insurance

Logistics, Infrastructure

Toyota Tsusho 

NX Corporation

Suzuyo

FamilyMart

Takashimaya

Gunze

Senshukai

Itochu

East Japan Railway

Tokyo Metro

Electric Power Development

Nishi-Nippon Railroad 

Kansai Electric Power

Sumitomo Densetsu 

Nagoya Railroad

Japan Airlines

Sumitomo Mitsui Banking

Nomura Securities

Sumitomo Life Insurance

Mizuho Securities

Mizuho Bank

Bank of Japan

Nippon Life Insurance

ORIX

Electrical Appliances



0.8%

11.2% 2.5%

6.9%

4.9%

60.7%

13.0%
Junior High School

High School

Technical Colledge

Business Colledge

Junior Colledge

University

Master's Degree

12%

23%

25%

21%

11%

8%

18～24

25～34

35～44

45～54

55～64

over 65
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01 | Basic Information 

Gender Age Residence

53.6% in Tokyo, Kanagawa, Aichi, and Osaka

10.0％以上

5.0～9.9％

2.0～4.9％

1.0～1.9％

0.5～0.9％

0.4％以下

Average Age 
41.7

Last Educational Background

University & 
Master’s Degree

73.7％

Hokkaido

Kochi

Okayama
Hiroshima

Kagoshima

Wakayama

Aomori

Miyazaki

Ehime
Oita

Kumamoto

Yamagata

Akita

Aichi

Shizuoka

Tottori
Shimane

Kagawa

Tokushima

Miyagi

Gifu

Fukui
Nagano

Yamanashi

Saitama

Fukushima

Iwate

Okinawa

Ibaraki

Tochigi

Niigata

Yamaguchi

Saga

Fukuoka
Tokyo

Kanagawa
Chiba

MieNara

Hyogo

Shiga
Kyoto

Osaka

Gunma

Ishikawa

Toyama

54.4%

45.6%

Male

Femal
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01 | Basic Information 

Why Read Toyo Keizai Online Themes of interest in text and video media

Other Media Readers Usually Browse

63.9%

61.6%

60.7%

57.9%

47.4%

44.8%

40.7%

38.4%

36.2%

34.5%

34.2%

0.0% 20.0% 40.0% 60.0% 80.0%

Diamond Online

Nikkei Electronic Edition

President Online

Nikkei Business Electronic Edition

Gendai Business

Bunshun Online

News Picks

Forbes

HuffPost

JBPress

BusinessInsider

45.7%

44.8%

34.9%

26.2%

21.1%

10.5%

1.6%

0.0% 20.0% 40.0% 60.0% 80.0%

Because there are many articles I want to read

Because I can get the latest information

Because it's a media I trust

Because I have many opportunities to come across it

Because it seems better than other media

Because many people read it

Other

47.7%

29.1%

26.3%

26.3%

23.1%

21.4%

18.7%

12.9%

10.9%

9.4%

7.4%

6.5%

5.9%

4.4%

3.0%

2.8%

2.8%

31.5%

23.1%

21.0%

24.3%

16.3%

16.3%

17.0%

11.0%

11.0%

13.8%

11.4%

5.9%

8.8%

6.2%

5.2%

4.0%

4.0%

0.0% 10.0% 20.0% 30.0% 40.0% 50.0% 60.0%

Domestic Politics

Market Information

Overseas Politics

Investment, Asset Formation

Macroeconomics

Management, Corporate Information

IT, Technology

Career, Self-development

Health

Hobbies, Cooking, Gourmet

Entertainment, Show Business

School, Entrance Exams, Education

Sports

Gadgets

Beauty, Fashion

Cars, Motorcycles

Games, Anime

Text Media

Video Media



16.1%

14.7%

10.1%

13.6%

45.6%

Position with decision-making authority Position to compile proposals

Position that gathers information Voluntarily proposes or gathers

Not in any of the above positions
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02 | Digital Tools, Digital Transformation

Achievement of Digital Transformation
Digital tools that you often use for work or are considering 
introducing

Position on DX implementation

Company-wide Department-wide

13.9%

42.2%

27.3%

16.6%

Satisfactory

Partially handled

Many parts are not handled

Almost not handled

17.1%

10.3%

9.8%

15.0%

47.8%

61.2%

50.4%

45.8%

43.5%

38.9%

32.0%

31.1%

29.9%

29.1%

27.2%

23.4%

19.5%

17.0%

15.8%

15.3%

11.1%

8.0%

5.0%

0.2%

7.7%

3.2%

6.4%

7.1%

7.4%

8.2%

8.6%

6.5%

7.7%

9.1%

7.4%

10.2%

11.4%

8.4%

8.2%

11.1%

10.4%

6.6%

8.3%

0.2%

33.1%

0.0% 10.0% 20.0% 30.0% 40.0% 50.0% 60.0% 70.0%

Web conferencing

Data sharing

Attendance management system

E-learning

Business chat

Schedule coordination

Safety confirmation

Payroll calculation

Task management

VPN/remote access

Accounting software

Electronic contracts/signatures

Customer management/CRM

Bookkeeping/management

Business card management

Graphic design/video creation

RPA

Marketing automation

Other

None in particular

Tools in use

Tools being considered for introduction
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02 | Digital Tools, Digital Transformation

Usage of Generative AI What is important in a business PC

Achievement of Security system

Uses of Generative AI

18.8%

22.0%

20.0%

8.6%

30.6% Used by the entire company

Used by individual departments

Used by individuals

Used for specific projects

Not used at all

37.9%

36.7%

32.3%

31.8%

31.1%

29.3%

22.3%

20.2%

19.9%

10.8%

6.3%

1.9%

0.0% 20.0% 40.0%

Text editing

Writing instructions and summaries of academic papers

Creating minutes of meetings

Data analysis and report writing

Translating foreign languages

Creating proposals and plans

Creating images, videos and music

Responding to customer inquiries

Generating and debugging programming code

Managing tasks and schedules, creating tables

Building 3D models

Other

50.3%

46.8%

43.4%

41.6%

38.8%

36.8%

32.4%

22.9%

17.2%

17.0%

15.3%

3.7%

1.1%

0.0% 10.0% 20.0% 30.0% 40.0% 50.0% 60.0%

Security

Information processing speed

Lightness

Durability

Price

Size

Capacity

Display resolution

Touch panel

Design

Manufacturer support

No particular points of importance

Other

31.5%

39.5%

17.0%

6.5% 5.5%

Have taken sufficient measures

Have taken measures, but not sufficient

Can't say either way

Have not taken many measures

Have taken almost no measures
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03 | Working

The Type of Industries Family Income

Money At Disposal In a Month

15.4%

14.2%

9.6%

6.8%

6.6%

5.7%

4.8%

4.6%

4.5%

3.8%

3.0%

2.9%

2.7%

1.9%

1.8%

1.8%

1.7%

1.6%

1.4%

1.3%

1.1%

0.9%

0.8%

0.8%

0.2%

0.0% 5.0% 10.0% 15.0% 20.0%

Manufacturing

Other

Service industry

School/education-related

Information processing/information service industry

Finance industry

Retail industry

Construction/building industry

Hospital/medical institution

Trading company/wholesale industry

Welfare-related industry

Real estate industry

Transportation/shipping industry

Think tank/consultant

Electricity/gas/heat supply/water industry

Telecommunications industry

Insurance industry

Agriculture/forestry/fishery/mining

Publishing, printing, advertising, media-related businesses

Food and drink industry

Communications industry

Cooperative associations

House manufacturers, renovation industry

Travel industry

Aviation-related industry

23.5%

42.1%

15.1%

4.8%

3.6%

0.4%
0.5%

10.0%

less than 5M Yen

5M～10M Yen

10M～15M Yen

15M～20M Yen

20M～50M Yen

50M～100M Yen

over 100M Yen

No Answer

4.5%

7.8%

13.6%

18.9%

22.7%

13.1%

5.2%

4.2%

3.1%

2.4%

1.3%

3.2%

0.0% 5.0% 10.0% 15.0% 20.0% 25.0%

Less than 10,000 yen

10,000 yen to less than 20,000 yen

20,000 yen to less than 30,000 yen

30,000 yen to less than 50,000 yen

50,000 yen to less than 100,000 yen

100,000 yen to less than 150,000 yen

150,000 yen to less than 200,000 yen

200,000 yen to less than 300,000 yen

300,000 yen to less than 500,000 yen

500,000 yen to less than 1,000,000 yen

1,000,000 yen to less than 2,000,000 yen

More than 2 million yen
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03 | Working

Reskilling Means of Learning

26.7%

24.2%

23.6%

19.7%

17.0%

16.3%

15.5%

15.1%

11.7%

10.0%

9.1%

3.7%

22.6%

0.0% 5.0% 10.0% 15.0% 20.0% 25.0% 30.0%

IT skills

Language skills

Business management

AI and machine learning

Information security

Programming

Accounting

Marketing

Video editing

Design

Real estate broker, administrative…

Other

Haven't done anything in particular

38.3%

34.6%

27.4%

18.6%

16.4%

16.2%

14.2%

10.4%

10.3%

3.6%

0.9%

2.5%

0.0% 10.0% 20.0% 30.0% 40.0%

Purchasing books and learning materials

Free internet videos such as YouTube

Free seminars and training courses

Paid learning courses have signed up for individually

Paid learning courses company has signed up for

Paid seminars and training courses

Television and radio lecture programs

Courses for working adults provided by universities

Citizens' courses provided by local governments

MBA/professional graduate school

Other

I am not studying
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03 | Working

Change Jobs What To Do When Find Information

Business Travel Destinations Business Trip Frequency

Domestic Oversea

6.3%

21.1%

18.7%

19.3%

3.6%

31.0%

Have already decided to change jobs

Taking action to change jobs

Thinking about changing jobs

Willing to change jobs if there is a good jobs

Thinking about starting my own business

Thinking about changing jobs

14.9%

15.2%

18.3%

29.0%

40.8%

0.0% 20.0% 40.0% 60.0%

Fukuoka

Aichi

Kanagawa

Osaka

Tokyo

14.0%

16.2%

21.4%

24.1%

26.3%

0.0% 10.0% 20.0% 30.0%

Singapore

Taiwan

Korea

America

China

0.8%

35.1%

35.5%

39.7%

39.1%

0.0% 20.0% 40.0% 60.0%

Take other action

Keep it on hand

Inform my colleagues

Present at a meeting

Advice my supervisor

10.3%

10.8%

11.7%

10.5%

9.8%

7.1%

8.3%

31.5%

4.7%

5.4%

4.5%

4.8%

5.7%

7.6%

10.1%

57.2%

0.0% 20.0% 40.0% 60.0%

At least once a week

About 2-3 times a month

About once a month

About once every 2-3 months

About once every 6 months

About once a year

Less than that

I never go on business trips

Oversea

Domestic



14

04 | Company

Post Occupation

Annual Sales

Employee Size

5.3%
5.1%

8.6%

11.9%

17.8%

48.6%

5.5% Chairman and President Class

Officer Class

General Manager Class

Section Manager Class

Section chief/manager class

General employee

Others

19.4%

10.9%

7.2%

8.0%
5.1%5.3%

7.6%

4.3%

7.9%

24.3%

Less than 1 billion yen

1 billion yen to less than 5 billion yen

5 billion yen to less than 10 billion yen

10 billion yen to less than 30 billion yen

30 billion yen to less than 50 billion yen

50 billion yen to less than 100 billion yen

100 billion yen to less than 500 billion yen

500 billion yen to less than 1 trillion yen

1 trillion yen or more

Don't know

26.7%

15.4%

14.5%

15.1%

8.4%

15.1%

4.7%

Less than 100

100 to less than 500

500 to less than 1,000

1,000 to less than 5,000

5,000 to less than 10,000

10,000 or more

Unknown

3.2%

3.9%

5.3%

5.4%

5.8%

6.1%

6.2%

6.4%

7.0%

7.5%

7.6%

8.2%

10.5%

11.9%

0.0% 5.0% 10.0% 15.0% 20.0%

Purchasing and logistics materials

International operations

Manufacturing and production inspection

Advertising and public relations

Human resources and labor education

General management

Planning and research Marketing

Business planning and development

General affairs and legal affairs

Accounting and finance

Research and development design

Information systems

Professional services

Sales and marketing
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05 | Family

Marriage Spouse’s Occupation

Family Structure Number of Children

43.0%

50.5%

6.5%

Unmarried

Married

Separeted or bereaved

48.3%

34.3%

27.0%

20.8%

6.2%

2.1%

1.4%

0.9%

0.0% 10.0% 20.0% 30.0% 40.0% 50.0% 60.0%

Spouse

Child

Lives alone

Parent

Brother/Sister

Grandparents

Other

Grandchildren

55.4%

7.5%

3.4%

6.3%

3.2%

10.1%

9.9%
4.2% Employee

Civil servant

Professional

Self-employed

Freelance

Part-Time job

Housewife/Househusband

Other

19.3%

19.4%

5.7%

55.6%

1

2

3

None
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05 | Family

Age of Children

What type of learning want child to do

Lesson

25.8%

10.5%

8.1%

9.7%

7.3%

6.0%

32.6%

0.0% 10.0% 20.0% 30.0% 40.0%

Preschooler

Lower primary school student

Upper primary school student

Middle school student

High school student

College/junior college/vocational school student

Working adult

35.4%

29.1%

25.7%

23.0%

13.5%

12.8%

4.3%

25.9%

0.0% 10.0% 20.0% 30.0% 40.0%

Cram school

Integrated junior high school

Study abroad

Highly specialized skills

Hire a private tutor

An international school

Arts or sports school

None of the above apply

23.4%

21.4%

19.1%

18.0%

12.2%

11.5%

9.5%

7.9%

7.4%

6.8%

6.1%

1.4%

0.0% 5.0% 10.0% 15.0% 20.0% 25.0%

Cram school

English conversation

Correspondence education

Swimming

Physical education/gymnastics

Programming

Dance

Music

Ball games such as soccer and baseball

Science

Martial arts such as karate and kendo

Other
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06 | Residence

Housing Type Real estate purchase budget

Purchase of a Residence

Important Matters

42.6%

18.4%

3.8%

32.4%

2.6%0.2%

Owned house

Owned apartment

Rented  house

Rented apartment

Company housing

Other

12.3%

14.2%

12.5%

15.3%

21.6%

23.2%

24.3%

18.3%

24.2%

13.8%

0.0% 10.0% 20.0% 30.0%

Used condominium

New condominium

Used detached house

New custom-built house

New ready-built house

The timing is undecided Considering

30.2%

29.4%

33.4%

22.9%

30.4%

14.1%

18.0%

18.8%

15.3%

21.7%

25.1%

20.8%

25.3%

24.2%

21.1%

22.3%

20.5%

13.3%

25.5%

15.8%

1.4%

3.5%

1.6%

3.4%

2.8%

0.0% 20.0% 40.0%

New ready-built

house

New custom-built

house

Used detached house

New condominium

Used condominium

100 million yen or more

50 million yen to less

than 100 million yen

30 million yen to less

than 50 million yen

20 million yen to less

than 30 million yen

Less than 20 million yen

68.2%

60.9%

41.7%

38.6%

36.3%

33.3%

23.3%

20.8%

20.2%

20.0%

9.6%

8.1%

1.1%

5.3%

0.0% 50.0% 100.0%

Location

Surrounding environment

Access to workplace

Disaster prevention/mitigation

Security

Property value

Educational environment

Housing construction method

Energy-saving/ZEH

Barrier-free

Two-family/three-generation

IoT housing/smart house

Other

None in particular
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07 | Assets

Financial Funds Amount of Financial Assets (Excluding Real Estate)

Types of Credit Cards

79.1%

44.3%

21.8%

20.8%

13.3%

43.8%

25.0%

11.6%

7.2%

11.2%

8.6%

7.5%

48.2%

6.4%

33.8%

21.9%

26.5%

15.9%

6.7%

9.8%

7.2%

3.1%

3.8%

10.7%

11.9%

16.4%

13.8%

15.5%

21.9%

15.3%

15.4%

15.4%

15.4%

12.7%

13.2%

9.9%

13.4%

10.7%

11.4%

14.1%

12.8%

25.0%

16.4%

10.3%

0.0% 20.0% 40.0% 60.0% 80.0%

Ordinary savings

Time deposits

Savings and asset-formation savings

Foreign currency deposits

Foreign currency savings deposits

Domestic stocks

Overseas stocks

ETFs

FX

Government bonds, municipal bonds, corporate bonds

Government bonds for individuals

Foreign currency-denominated bonds

NISA

Junior NISA

Investment trusts

Insurance (savings-type)

Private pensions

Real estate

J-REITs

Gold

Gold Accumulation Plan

CFD

Possesion Interest

2.7%

3.0%

4.5%

8.6%

11.1%

13.7%

12.1%

13.7%

7.8%

4.7%

0.0% 2.0% 4.0% 6.0% 8.0% 10.0%12.0%14.0%16.0%

Less than 100,000 yen

Less than 100,000 yen

Less than 500,000 yen

Less than 1,000,000 yen

Less than 2,000,000 yen

Less than 5,000,000 yen

Less than 10,000,000 yen

Less than 20,000,000 yen

Less than 50,000,000 yen

More than 100,000,000 yen

51.5%

16.0%

6.6%

5.2%

12.9%

3.7%

1.2%

2.9%

0.0% 10.0% 20.0% 30.0% 40.0% 50.0% 60.0%

No annual fee card

General card

High-value general card

Low-value gold card

Gold card

Platinum card

Black card

I don't have a credit card
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08 | Vehicles

Maker of Owned Vehicles

Spec of Owned Vehicles

Price

Type

Number of Private Vehicles

42.5%

20.6%

7.7%

7.5%

4.1%

8.7%

8.9%

One

Two

More Than Three

Rental

Car Sharing

Other

Unlicensed

32.4%

17.0%

12.7%

6.9%

5.5%

5.1%

3.7%

3.3%

2.5%

2.3%

1.4%

1.1%

1.1%

1.0%

0.8%

0.0% 5.0% 10.0% 15.0% 20.0% 25.0% 30.0% 35.0%

Toyota

Honda

Nissan

Suzuki

Daihatsu

Mazda

Subaru

Lexus

Mitsubishi

BMW

Volkswagen

Mercedes-Benz

Audi

Unkown

Volvo

19.9%

18.1%

16.4%

16.0%

12.9%

5.8%

3.5%

3.0%

2.0%

1.6%

0.6%

0.3%

0.1%

0.0% 5.0% 10.0% 15.0% 20.0% 25.0%

Sedans

SUV/C ross Country

Minivan / One-box

Mini Cars

Compact/Hatchback

Wagons

Coupe

Don't know

Convertible Car

Light truck/mini van

Cab Van

Bonnet Van

Buses and trucks

4.9%

17.2%

22.6%

18.6%

13.1%

9.3%

5.4%

2.4%

1.7%

1.0%

3.7%

0.0% 5.0% 10.0% 15.0% 20.0% 25.0%

Less than 1 million yen

Less than 1 to 2 million yen

Less than 2 to 3 million yen

Less than 3 to 4 million yen

Less than 4 to 5 million yen

Less than 5 to 6 million yen

Less than 6 to 7 million yen

Less than 7 to 8 million yen

Less than 8 to 9 million yen

Less than 9 to 10 million yen

10 million yen or more
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09 | Domestic Travel

Frequency

Budget

Destination

30.7%

25.4%

23.8%

23.3%

23.1%

17.2%

16.2%

15.6%

13.4%

13.0%

12.8%

11.8%

11.6%

11.0%

10.9%

10.2%

9.4%

9.3%

9.3%

8.9%

0.0% 5.0% 10.0% 15.0% 20.0% 25.0% 30.0% 35.0%

Tokyo

Kyoto

Osaka

Kanagawa

Hokkaido

Chiba

Okinawa

Nagano

Shizuoka

Hyogo

Fukuoka

Aichi

Gunma

Tochigi

Miyagi

Niigata

Ishikawa

Saitama

Yamanashi

Ibaraki

7.1%

6.6%

11.8%

23.5%

20.5%

14.0%

2.4%

1.7%

1.0%

4.5%

6.9%

0.0% 5.0% 10.0% 15.0% 20.0% 25.0%

More than 4 times a month

2 to 3 times a month

About once a month

About once every 2 to 3 months

About once every six months

About once a year

About once every 2 years

About once every 3 years

About once every 4 to 5 years

Less often than that

Never travel

3.7%

7.3%

15.1%

24.7%

23.7%

12.5%

5.3%

3.8%

1.4%

0.9%

0.4%

1.3%

0.0% 5.0% 10.0% 15.0% 20.0% 25.0% 30.0%

Less than 10,000 yen

10,000 yen to less than 20,000 yen

20,000 yen to less than 30,000 yen

30,000 yen to less than 50,000 yen

50,000 yen to less than 100,000 yen

100,000 yen to less than 150,000 yen

150,000 yen to less than 200,000 yen

200,000 yen to less than 300,000 yen

300,000 yen to less than 500,000 yen

500,000 yen to less than 1,000,000 yen

1,000,000 yen to less than 2,000,000…

More than 2 million yen
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10 | Oversea Travel
Frequency

Destination

Budget

25.2%

21.6%

18.8%

15.1%

13.0%

12.9%

12.7%

11.1%

10.4%

8.9%

8.6%

8.2%

8.0%

7.2%

7.1%

7.1%

0.0% 10.0% 20.0% 30.0%

South Korea

Taiwan

Hawaii

United States (mainland)

Thailand

Hong Kong

Singapore

China

France

Guam

Italy

Malaysia

United Kingdom

Spain

Indonesia

Vietnam

2.8%

2.4%

2.8%

5.6%

7.5%

15.2%

5.4%

4.9%

5.8%

19.9%

27.7%

0.0% 5.0% 10.0% 15.0% 20.0% 25.0% 30.0%

More than 4 times a month

2 to 3 times a month

About once a month

About once every 2 to 3 months

About once every six months

About once a year

About once every 2 years

About once every 3 years

About once every 4 to 5 years

Less often than that

Never travel

2.6%

1.5%

1.9%

2.8%

9.8%

13.1%

16.2%

17.7%

19.4%

10.1%

3.0%

1.8%

0.0% 5.0% 10.0% 15.0% 20.0% 25.0% 30.0%

Less than 10,000 yen

10,000 yen to less than 20,000 yen

20,000 yen to less than 30,000 yen

30,000 yen to less than 50,000 yen

50,000 yen to less than 100,000 yen

100,000 yen to less than 150,000 yen

150,000 yen to less than 200,000 yen

200,000 yen to less than 300,000 yen

300,000 yen to less than 500,000 yen

500,000 yen to less than 1,000,000 yen

1,000,000 yen to less than 2,000,000 yen

More than 2 million yen
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11 | SDGs

Interest of SDGs Usual Activities

Topics of interest

21.4%

40.3%

25.1%

10.7%

2.5%

0.0% 20.0% 40.0% 60.0%

Very interested

Interested

Not very interested

Not interested at all

Never heard of it

50.4%

46.2%

44.5%

42.7%

41.0%

40.6%

39.6%

36.1%

32.1%

31.2%

0.3%

0.0% 10.0% 20.0% 30.0% 40.0% 50.0% 60.0%

Sustainable development

Climate change measures

Green energy

Gender equality

Poverty and hunger measures

Promoting high-quality education

Equality, fairness and impartiality for…

Measures against marine pollution

Job satisfaction

Measures against deforestation

Other

31.1%

30.6%

29.0%

26.8%

20.5%

18.6%

17.5%

15.0%

12.8%

11.6%

10.3%

4.5%

0.0% 20.0% 40.0%

Buy second-hand or surplus goods

Try not to use plastic

Use products have a low environmental impact

Try to avoid CO2 emissions when I travel

Buy products from companies are working on the SDGs

Buy recycled products made from discarded materials

Don't do anything in particular

Use sharing services

Donate money to help with poverty etc

Do volunteer work in my local community.

Invest in ESG.

None of the above apply to me.
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12 | Interests | Male

What plan to purchase

What I do to promote my health

18.4%

17.5%

15.6%

15.3%

15.3%

13.8%

13.4%

13.1%

12.9%

12.7%

12.5%

12.5%

12.1%

11.9%

11.8%

11.8%

11.8%

11.8%

11.6%

11.2%

11.0%

10.8%

10.5%

10.5%

10.5%

10.3%

0.0% 10.0% 20.0% 30.0%

Casual fashion

Business shoes

Casual shoes

Business fashion

Tablet devices

PCs

Skin care products

Cars (domestic)

Bags and purses

Household appliances

Interior and living space

Children's and grandchildren's clothes

AV appliances

Miscellaneous goods and accessories

Smartphones

Hair care products

Cars (imported)

Motorcycles

Luxury watches (over 500,000 yen)

Golf equipment

Daily necessities and toiletries

Cooking appliances

Accessories and jewelry

Digital communication devices

Cosmetics

Cameras

9.6%

9.2%

9.2%

8.6%

0.4%

0.0% 10.0% 20.0% 30.0%

Small leather goods

Pets such as dogs and cats

Fragrances and perfumes

Wristwatches (under 500,000 yen)

Other

47.8%

38.4%

36.2%

31.4%

29.0%

23.9%

22.8%

20.6%

17.1%

17.1%

12.3%

11.6%

8.5%

7.7%

0.4%

0.0% 50.0% 100.0%

Walking, running

Getting a good night's sleep

Balanced nutrition, diet restrictions

Staying hydrated

Training at home

Gymnastics, muscle training, stretching, yoga, Pilates

Limiting alcohol, quitting smoking

Training at the gym

Sports such as golf

Warming up, controlling room temperature

Stress management

Regularly taking food for specified health uses and…

Not doing anything in particular

Limiting PC, smartphone and TV use

Other



24

12 | Interests | Male

Spending time on holidays Social Issues of Interest

36.4%

30.5%

29.2%

27.6%

21.5%

21.3%

18.6%

16.7%

12.1%

10.5%

5.9%

5.1%

1.7%

0.0% 10.0%20.0%30.0%40.0%50.0%

Measures to counter the declining birthrate

Measures to counter the aging population

Changes in employment and working styles

Response to natural disasters

Regional revitalization and regional migration

Creation of innovation through robots, AI, etc.

Security policy

Foreign immigration

Measures to counter climate change and…

Startup support

None in particular

Gender inequality

Other

41.5%

34.7%

30.1%

28.1%

27.8%

23.7%

23.3%

21.9%

20.8%

20.6%

19.1%

17.8%

14.3%

14.0%

12.9%

12.3%

11.4%

5.5%

2.2%

0.0% 10.0% 20.0% 30.0% 40.0% 50.0%

Watching dramas, movies, anime, variety shows

Driving, traveling

Reading

Shopping

Watching sports

Eating out at izakaya or restaurants

Playing games

Sleeping

Housework, cleaning

Cooking

Playing sports such as golf or soccer

Studying for qualifications, languages, etc.

Events, theme parks, amusement parks

Museums, art galleries, cinemas

Playing with children or grandchildren

Camping, fishing, other outdoor activities

Watching plays, concerts

Lessons such as dance, tea ceremony, etc.

Other



25

12 | Interests | Female

What plan to purchase

What I do to promote my health

23.7%

21.5%

20.2%

18.4%

18.0%

17.1%

16.4%

16.2%

16.0%

15.8%

15.6%

15.6%

14.3%

14.3%

14.3%

13.8%

13.8%

13.6%

13.4%

12.9%

12.9%

12.9%

12.1%

11.8%

11.0%

10.3%

0.0% 10.0% 20.0% 30.0%

Casual fashion

Casual shoes

Skin care products

Hair care products

Cosmetics

Bags and purses

Household appliances

Tablet devices

Accessories and jewelry

Cooking appliances

Business shoes

Smartphones

Business fashion

Small leather goods

Daily necessities and toiletries

Interior and living space

Children's and grandchildren's clothes

Pets such as dogs and cats

PCs

AV appliances

Miscellaneous goods and small items

Cars (domestic)

Wristwatches (under 500,000 yen)

Cars (imported)

Luxury watches (over 500,000 yen)

Cameras

9.4%

9.2%

8.1%

7.0%

0.2%

0.0% 10.0% 20.0% 30.0%

Fragrances/perfume

Digital communication devices

Motorcycles

Golf equipment

Other

55.9%

53.3%

46.5%

44.5%

38.8%

34.4%

32.5%

23.9%

22.1%

18.0%

16.4%

12.9%

11.4%

5.5%

0.7%

0.0% 50.0% 100.0%

Nutritional balance, dietary restrictions

Getting a good night's sleep

Keeping hydrated

Walking, running

Keeping warm, controlling room temperature

Gymnastics, muscle training, stretching, yoga, Pilates

Training at home

Limiting alcohol, quitting smoking

Stress management

Training at the gym

Regularly taking food for specified health uses and health…

Limiting PC, smartphone and TV use

Sports such as golf

Not doing anything in particular

Other
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12 | Interests | Female

Spending time on holidays Social Issues of Interest

50.0%

39.0%

34.9%

34.2%

32.9%

32.9%

30.9%

28.7%

22.4%

21.9%

20.2%

20.0%

16.4%

13.8%

11.2%

9.6%

8.1%

6.8%

4.4%

0.0% 20.0% 40.0% 60.0%

Watching dramas, movies, anime, variety shows

Chores, cleaning

Sleeping

Cooking

Shopping

Reading

Driving, traveling

Museums, art galleries, cinemas

Theater, concerts

Eating out at bars and restaurants

Studying for qualifications, languages, etc.

Playing games

Watching sports

Events, theme parks, amusement parks

Playing with children and grandchildren

Sports such as golf and soccer

Camping, fishing, etc.

Lessons such as dance and tea ceremony

Other

38.2%

37.3%

36.0%

31.6%

21.1%

17.5%

12.9%

12.7%

12.1%

11.4%

7.2%

5.7%

2.9%

0.0% 20.0% 40.0% 60.0%

Changes in employment and working styles

Dealing with natural disasters

Measures to deal with an aging population

Measures to deal with a declining birthrate

Immigration

Creation of innovation through robots, AI, etc.

Regional revitalization and regional migration

National security policy

Measures to deal with climate change and…

Gender inequality

Startup support

None in particular

Other
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12 | Interest| 18~34 Years Old

What plan to purchase

What I do to promote my health

20.0%

18.9%

18.3%

15.2%

15.2%

14.4%

14.4%

14.1%

13.5%

13.5%

13.2%

13.2%

12.7%

12.7%

12.4%

12.1%

11.8%

11.8%

11.8%

11.8%

11.5%

11.5%

11.5%

11.3%

10.7%

0.0% 10.0% 20.0% 30.0%

Business shoes

Casual fashion

Business fashion

Tablet devices

Cars (imported)

Casual shoes

Motorcycles

Cars (domestic)

Luxury watches (over 500,000 yen)

Children's and grandchildren's clothes

Accessories and jewelry

Household appliances

Cameras

Interior and living space

Bags and purses

AV appliances

Wristwatches (under 500,000 yen)

Digital communication devices

Pets such as dogs and cats

Hair care products

Cooking appliances

Smartphones

Skin care products

PC

Cosmetics

10.4%

10.4%

10.4%

9.9%

9.0%

0.0% 10.0% 20.0% 30.0%

Small leather goods

Miscellaneous goods and accessories

Golf equipment

Daily necessities and toiletries

Fragrances and perfumes

39.2%

36.6%

33.8%

29.9%

28.7%

22.8%

22.8%

20.3%

18.0%

14.1%

14.1%

12.4%

10.7%

6.8%

0.3%

0.0% 50.0% 100.0%

Nutritional balance, dietary restrictions

Getting a good night's sleep

Walking, running

Keeping hydrated

Training at home

Gymnastics, muscle training, stretching, yoga, Pilates

Limiting alcohol, quitting smoking

Warming up, controlling room temperature

Training at the gym

Sports such as golf

Regularly taking food for specified health uses and…

Stress management

Limiting PC, smartphone and TV use

Not doing anything in particular

Other



28

12 | Interest| 18~34 Years Old

Spending time on holidays Social Issues of Interest

38.0%

28.7%

26.8%

26.5%

22.3%

22.3%

22.0%

21.4%

17.7%

17.5%

17.5%

16.3%

15.2%

14.6%

13.0%

10.4%

7.3%

7.0%

0.6%

0.0% 20.0% 40.0% 60.0%

Watching dramas, movies, anime, variety shows

Driving, traveling

Playing games

Shopping

Reading

Watching sports

Cooking

Eating out at bars and restaurants

Studying for qualifications, languages, etc.

Events, theme parks, amusement parks

Sleeping

Housework, cleaning

Sports such as golf, soccer, etc.

Museums, art galleries, cinemas

Theater, concerts

Camping, fishing, etc.

Lessons such as dance, tea ceremony, etc.

Playing with children and grandchildren

Other

35.5%

30.7%

23.1%

21.7%

20.8%

20.0%

16.9%

16.3%

14.6%

9.6%

9.3%

5.9%

0.8%

0.0% 20.0% 40.0%

Measures to counter the declining birthrate

Changes in employment and working styles

Measures to counter the aging population

Immigration of foreign nationals

Creation of innovation through robots, AI, etc.

Regional revitalization and regional migration

Response to natural disasters and natural disasters

Security policy

Startup support

Gender inequality

Measures to counter climate change and global warming

None in particular

Other
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12 | Interests| Annual personal income of 10 million or more

What plan to purchase

What I do to promote my health

18.8%

17.6%

16.5%

16.5%

16.5%

16.5%

15.3%

15.3%

14.1%

12.9%

12.9%

12.9%

12.9%

11.8%

11.8%

10.6%

10.6%

10.6%

10.6%

10.6%

9.4%

9.4%

9.4%

9.4%

8.2%

0.0% 10.0% 20.0% 30.0%

Business fashion

Casual shoes

Casual fashion

Miscellaneous goods/accessories

Skin care products

Golf equipment

Business shoes

Bags/purses

Tablet devices

Luxury watches (over 500,000 yen)

Hair care products

Cars (domestic)

Cars (imported)

Household appliances

Motorcycles

Small leather goods

Smartphones

Interior/living space

Daily necessities/toiletries

Children's/grandchildren's clothes

AV appliances

PCs

Pets such as dogs and cats

Cosmetics

Digital communication devices

7.1%

7.1%

7.1%

5.9%

4.7%

0.0% 10.0% 20.0% 30.0%

Accessories and jewelry

Cooking appliances

Cameras

Fragrances and perfumes

Wristwatches (under 500,000 yen)

62.4%

47.1%

47.1%

34.1%

27.1%

27.1%

25.9%

25.9%

22.4%

22.4%

17.6%

16.5%

5.9%

4.7%

0.0% 50.0% 100.0%

Walking, running

Getting a good night's sleep

Balanced nutrition, diet restrictions

Staying hydrated

Exercising, muscle training, stretching, yoga, Pilates

Sports such as golf

Training at home

Limiting alcohol, quitting smoking

Training at the gym

Warming up, controlling room temperature

Stress management

Regularly taking food for specified health uses and health…

Limiting PC, smartphone and TV use

Not doing anything in particular
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12 | Interests| Annual personal income of 10 million or more

Spending time on holidays Social Issues of Interest

45.9%

38.8%

37.6%

32.9%

31.8%

30.6%

27.1%

25.9%

24.7%

23.5%

22.4%

18.8%

17.6%

16.5%

14.1%

10.6%

10.6%

9.4%

1.2%

0.0% 20.0% 40.0% 60.0%

Watching dramas, movies, anime, variety shows

Reading

Shopping

Driving, traveling

Chores, cleaning

Watching sports

Sports such as golf and soccer

Sleeping

Eating out at izakaya or restaurants

Museums, art galleries, cinemas

Cooking

Watching plays, concerts

Studying for qualifications, languages, etc.

Playing with children or grandchildren

Games

Camping, fishing, etc.

Events, theme parks, amusement parks

Lessons such as dance, tea ceremony, etc.

Other

40.0%

36.5%

32.9%

31.8%

29.4%

20.0%

18.8%

16.5%

15.3%

8.2%

7.1%

4.7%

0.0% 20.0% 40.0% 60.0%

Measures to counter the declining birthrate

Measures to deal with natural disasters

Measures to counter the aging population

Changes in employment and working styles

Creation of innovation through robots, AI, etc.

Regional revitalization and regional migration

Security policy

Measures to counter climate change and global warming

Foreign immigration

Startup support

Gender inequality

None in particular



Advertising inquiries and requests: 

To submit ads 

adーsend@toyokeizai.co.jp

For inquiries and requests 
adーask@toyokeizai.co.jp

Toyo Keizai Promotion Ad

Information on Toyo Keizai magazine and 

digital advertising

https://biz.toyokeizai.net/

Toyo Keizai Inc.

Business Promotion Division

Media Sales Department

https://corp.toyokeizai.net/

1-2-1 Nihonbashi Hongokucho, Chuo-ku, 

Tokyo 103-8345, Japan 

Toyo Keizai Online X

https://x.com/toyokeizai/

Toyo Keizai Online facebook

https://www.facebook.com/ToyokeizaiOnline/

https://toyokeizai.net

Toyo Keizai Online

Hours: 10:00 a.m. –6:00 p.m. (Japan time)

*We will respond to inquiries made after 6:00 p.m. the 

following business day.   

Toyo Keizai OnlineLINE

TOYO KEIZAI BRAND STUDIO

Provides services to advertisers by using 

Toyo Keizai’s production capabilities 

https://biz.toyokeizai.net/brandstudio/

Toyo Keizai Shimpo Inc. distributes advertisements in accordance 
with JIAA's guidelines set forth by the JIAA.

Contact Form

Click here

https://adform.toyokeizai.net/m/biz-ad-eg
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