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Communications Landscape of Japan 
 

Japan has one of the most unique communications landscapes on earth and is completely 

free from government control, at least from a legal perspective. Unlike most of the Western 

world, traditional media outlets such as newspapers and magazines are more powerful 

than their online counterparts. This means that even though the Internet is the fastest way 

of transmitting information, business trends often begin offline before going online. 

 

Traditional Media 

Leading the pack in terms of influence and reach are the five flagship national daily 

newspapers: the Yomiuri Shimbun, Asahi Shimbun, Mainichi Shimbun, Sankei Shimbun, 

and the Nikkei, which is often considered to be Japan’s version of the Wall Street Journal. 

These five together boast a daily print circulation of over 22 million, meaning a reach 

of over 47 million people; you can still sometimes see businessmen reading newspapers 

on their morning and evening train commutes. Newspapers concentrate heavily on hard, 

fact-based news, with fewer resources dedicated to opinion-based coverage. 

Magazines, on the other hand, have more room for in-depth content and features due to 

more generous publishing cycles. With over 3,500 publications spanning everything from 

business to fashion and travel, magazines attract extremely loyal followers and strongly 

influence their readers’ purchasing decisions. 

 

TV is widely considered the leader for establishing social trends and nearly every single 

household in Japan has one. It still accounts for the largest percentage of advertising 

revenue, ahead of the Internet. Four private and one public channel account for a few 

hundred television programs a year that can be accessed by everyone whereas satellite 

and cable broadcasting are far less prevalent: less than 20% of households can access. 

On the other hand, video streaming on demand (led by Amazon Prime Video, Hulu, and 

Netflix) has continuously gained popularity over the last few years, leading to the birth of a 

wide-range of specialized content and diversified viewing habits. 

 

Digital & Social Media 

While the media landscape is still biased toward print and legacy media today, the Internet 

is playing an increasingly larger role in Japan’s media landscape every year, especially for 

B2C business. It is expected to finally overcome TV in terms of advertising revenue this 

year. 

The spread of smartphones and smart devices, which are now owned by nearly two-thirds 

of all people living in the country, has fueled the growth and influence of social media 

networks and news aggregators, and nearly all legacy media have their own online outlet 

now. LINE, Japan’s top mobile messenger, currently has over 80 million users and 

counting, though it is important to note that most users are using the service strictly as a 

messenger, not as a social network. 

https://adv.yomiuri.co.jp/download/PDF/mediakit/general/mediadata2018/mediadata2018.pdf
http://www.garbagenews.net/archives/1885487.html
https://scdn.line-apps.com/stf/linecorp/ja/ir/all/FY19Q1_earnings_release_JP.pdf
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Twitter and Facebook are now mainstays in Japan’s social media scene, coming to power 

in the aftermath of the Great Japan Earthquake back in 2011, proving data networks to be 

the most reliable way to transfer information. Twitter gained popularity by allowing 

anonymous usernames and microblogging, and it is now the countries most popular 

networking site with over 45 million users. Facebook, now especially popular among 

people in their 40s, had led to the downfall of domestic counterpart Mixi among all age 

groups as the go to site for expressing thoughts. This paved the way for Instagram, which 

combined anonymity, the ability to create private “in-groups,” and a visual focus for 

explosive growth— it had roughly 2.7 million users in 2013 yet reached over 28 million 

users by 2018. People search Instagram like they do Google for the latest information and 

trends to consume in terms of fashion, food, and travel. TV is also being siphoned online. 

More than 50% of all people between the ages of 10 and 30 watch TV original content 

online from sources such as YouTube. This is only expected to continue going forward. 

Japanese culture has proved to be too big a hurdle for other mainstay networks abroad. 

LinkedIn is a great example of a service that has soared to great heights in the U.S., but 

has so far been unable to find its place in Japan. Japanese people are hesitant to place 

profiles online since companies have a strong preference for employees that have 

dedicated themselves to one firm for their entire career tending to look down on mid-career 

job searches, and their is a cultural aversion to highlighting one’s own accomplishments 

directly in public. This emphasizes the importance of communicating offerings in a way 

that resonates with Japanese audiences, and content must be made to tackle Japan’s 

unique needs. 

WE RECOMMEND: 

• Sales visits to tour operators 
• Media and consumer events 
• Tour operators and media visits to Finland 
• Participating in traditional workshop events 
• Viral marketing in social media 

 
Sources: KyodoPR and ToolBox Consulting Ltd, 2019 

 

 

 

  

 

 

https://www.humblebunny.com/ja/japans-top-social-media-networks-for-2019/
https://www.humblebunny.com/ja/japans-top-social-media-networks-for-2019/

