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Abstract
The number of the Internet users has been increasing globally and many online applications and services have been provided through the Internet. These online applications are used as a tool for sending, receiving, searching and exchanging information. E-mail, web browsing and social networking service (SNS) are typical examples. One of the distinct features of them is that they can be used without additional cost, which is completely different from traditional business models in which users receiving benefit from it should bear the cost.
In Japan, especially, a broadband network has been developed nationwide, and it is common to apply a flat-rate for access to the Internet. Users are not required to pay any additional fee once they pay it. With a flat-rate, it is difficult to measure consumer surplus in an ordinary sense as a usage-sensitive market price does not exist. We can measure the willingness to pay for the access line to the Internet by the cost paying for it (revealed preference) which represents the consumer surplus of infra-marginal users and not the surplus of entire users. In addition, the benefit that users enjoy does not come from line access per se but from online applications, that are generally supplied for free. Thus, few studies have been conducted to measure consumers’ surplus for these online applications.
The Japanese government has been implementing comprehensive ICT policies so called "e-Japan Policy" and "u-Japan Policy" which aim to establish an ICT advanced society. In addition, the government is also playing an active role to support expanding broadband infrastructures all over Japan. The assessment of the relevant consumers benefit helps evaluating the effect of the policy properly.
In this paper, we therefore estimate consumers’ surplus derived from the Internet usage and online applications by applying a stated preference method. We will adopt a conjoint method to deal with the stated preference for e-mail, web browsing and content (music and/or movie) downloading as typical online applications as well as for a line access. In addition, we try to measure the benefit from using mobile Internet because mobile terminal devices have acquired high quality enough to be a portable PC.
We set usage levels as follows. For e-mail, we set two categories depending on whether there is limitation of data volume in sending or receiving e-mails. For web browsing, we set two categories according to its availability. And for content download, we set three categories, namely music only, movie only and the both. In line with these choices, we build a set of profiles and conduct a survey after simplifying the profiles by the Orthogonal Fractional Factorial Design. We estimate willingness to pay (WTP) for each online application by a Random Parameters Logit Model based on the data collected.

The result shows that the WTP for e-mail via PC and web browsing via PC are especially high amongst others. Period of the Internet usage also have significant impact on consumers’ usage and the beginners (usage period less than three years) attach the importance to the availability of web browsing rather than e-mail. As the usage period becomes longer, the variety of online applications used via PC becomes wider. In using the Internet via mobile, users put an emphasis on the availability of music download.
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