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Summary"

B Survey purpose Very few studies have been conducted on the use of media among late adolescents
(aged 19-24). In contrast, many related studies have been done representing
teenage adolescents. Against this backdrop, this study aims to examine the use of
media among late adolescents, which is a blind spot of the government’s media

policy, and suggest policy measures to strengthen media literacy among this target

group.

B Survey respondents 2,214 late adolescents aged 19-24

® Survey method Online survey using quota sampling by gender, age, place of residence, and college
enrollment status

B Survey period July 1-31, 2022 (One month)

B Survey subject Media use among late adolescents (OTT services, YouTube, metaverse, etc.]

1) This Bluenote is an excerpt and summary of ‘A Study on the Media Use of Youths and Policy Measures by Age Group lI: Late Adolescents,’
which is a research task of the NYPI from 2022.
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1. Survey on OTT Service Use

B 66.9% of the respondents said that they had used over-the-top (OTT) media services for the past three
months, which translates to two out of every three respondents who had used these services. More
females (72.6%) than males (62.4%) used OTT services. And, among non-college students, more employed
respondents (68.2%) used these services than those who were unemployed (57.7%). Moreover, the higher
their financial status, the more likely the respondents were to use OTT services. In terms of political
orientation, the conservative group reflected the largest percentage (72.5%) of OTT service use.

1= 8= Have you used OTT services in the last three months? (Unit: %)
Classification Yes No
Total 66.9 33.1
Male 62.4 37.6
Gender
Female 72.6 274
19 68.2 318
20 67.8 322
21 63.8 36.2
Age
22 62.6 374
23 67.5 325
24 71.8 28.2
College student 68.3 317
College enrollment
Non-college student 63.3 36.7
Employed 68.2 318
Employment
Unemployed 57.7 423
Low 64.0 36.0
Financial status Medium 67.3 32.7
High 69.1 309
Conservative 72.5 27.5
Political orientation Centrist 64.2 358
Progressive 68.7 313

B Respondents who had reported the use of OTT services were asked to specify the platforms used. The large
majority reported using Netflix (81.3%], followed by YouTube Premium (41.1%), TVING (31.4%), Coupang Play
(28.0%), Disney Plus (23.6%), Wawve (23.3%), and Watcha (19.1%).
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* Note: Each percentage represents the sum of respondents who reported using OTT services. Use frequency options were ‘sometimes’, ‘often’,
or ‘always’.

OTT service subscribers (%)

2. Survey on Metaverse Platform Use

B Only 15.2% of the respondents said that they had used the metaverse in the past one month from the survey
date. This suggests that the metaverse has not spread widely among late adolescents. More college students
(17.0%) than non-college students (10.6%) used the metaverse, and more males (17.3%) than females
(12.6%) used it. In terms of age, 20-year-olds reflected the highest percentage (20.4%) of metaverse users in
the past one month. Among non-college students, there were almost nearly twice as many employed people
(13.4%) as unemployed people (7.3%). The respondent group with high financial status showed the highest
percentage (21.8%] of using the metaverse.

1E8= 7 Have you used OTT services in the last three months? (Unit: %)
Classification Yes No
Total 15.2 84.8
Male 17.3 82.7
Gender
Female 12.6 874
19 135 86.5
20 204 79.6
21 114 88.6
Age
22 14.2 85.8
23 17.2 82.8
24 14.9 85.1
College student 17.0 83.0
College enrollment
Non-college student 10.6 89.4
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Classification Yes No
Employed 134 86.6

Employment
Unemployed 7.3 9.7
Low 13.8 86.2
Financial status Medium 13.6 86.4
High 218 782
Conservative 17.4 82.6
Political orientation Centrist 12.2 87.8
Progressive 20.7 79.3

B Respondents who had reported the use of OTT services were asked to specify the platforms used. The large
majority reported using Netflix (81.3%], followed by YouTube Premium (41.1%), TVING (31.4%), Coupang Play
(28.0%), Disney Plus (23.6%), Wawe (23.3%), and Watcha (19.1%).
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* Note: Each percentage represents the sum of respondents who reported using the metaverse. Use frequency options were ‘sometimes’, ‘often’,
or ‘always’.

Metaverse platform users (%)

3. Survey on Exposure to Hate Messages

B 47.6% of the respondents said that they had been exposed to hate messages in the past one month.
More females (53.3%) than males (43.1%) were exposed to such content. The age group with the highest
percentage of hate message exposure was the 19-year-olds (50.1%). Slightly more college students (48.3%)
were exposed to hate messages than non-college students (45.8%). Among non-college students, more
employed people (47.3%) than unemployed people (44.1%) were exposed to such content. There was little
difference between groups with different economic status. In terms of political orientation, the progressive
group showed the highest percentage of hate message exposure compared to other groups.
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Were you exposed to any hate comments in the last one month? (Unit: %)
Classification Yes No
Total 47.6 524
Male 43.1 56.9
Gender Female 53.3 46.7
19 50.1 49.9
20 46.3 53.7
Age 21 455 54.5
22 482 51.8
23 46.7 53.3
24 488 51.2
e College student 483 51.7
Non-college student 45.8 54.2
R Employed 473 52.7
Unemployed 441 55.9
Low 51.5 48.5
Financial status Medium 45.8 54.2
High 48.7 51.3
Conservative 54.7 453
Political orientation Centrist 40.2 59.8
Progressive 59.2 40.8

B Respondents who reported being exposed to hate messages in the past one month were asked how
often they saw this content targeted at a particular group. Most reported that such content was targeted
at males and females at 77.2% and 77.5%, respectively (each figure reflects the sum of ‘sometimes’ and
‘often’ responses). Hate messages targeted at males and females were followed by those targeted at the
homosexuals (68.9%), disabled (58.2%), the elderly (51.3%), and foreigners (45.7%). Late adolescents, most
of whom are in their 20s, were often exposed to gender-based hate comments. This can be attributed to
the purported misogyny or misandry phenomenon which has been a social issue in recent years, creating a
debate and gender conflict among those in their 20s.

Never M Seldom M Sometimes I Often No Yes Average
(100 points)

Misogyny 28 772 67.7
Misandry | 7.2 15.3 43.0 34.5 225 775 68.3
Ableism | 142 M7 583 546
Gerontophobia 213 331 324 133 544 456 459
Homophobia 12.0 19.0 418 271 310 690 614
Gerontophobia 19.4 294 37.7 13.6 488 512 485

Respondents who were exposed to hate messages targeted at certain groups (%)
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4, Survey on News Media Use

B The media channels that are often used by late adolescents to get information on news include portals
(82.9%], YouTube (78.9%), and social media platforms (67.3%) (Each figure being the sum of ‘sometimes,’
‘often,” and “always’). On the other hand, conventional media channels, such as a newspaper and TV, were
used by only 45.3%; and a podcast by only 17.5%. YouTube is becoming a major channel for not only teenage
adolescents but also late adolescents to get information on current affairs. Among those who reported
‘always,” YouTube was the most popular (18.6%], while only 1.6% always used podcast.

. No | Yes Average
Never [ Rarely [ Sometimes [l Often [l Always (100 points)

Conventional media channel 363 547 204 36
[newspaper; TV, etc.)

Portal | g3 RS 344 3.2 VW 17 s 594
(Naver, Daum, etc.)

Social media o0

(Twitter. Facebook, efc) 19.3 134 282 268 12.4 32.7 39.2 49.9

YouTube | 104 BN 289 314 18.6 21.1 500 &3
Podcast

(Audio-based news services) e 1A o 2o Uad

1.6

Media channels used by late adolescents to acquire news on current affairs (%)

B |t was found that late adolescents consider the news delivered by conventional media channels, such as
newspapers and TV, to be relatively fair (24.6%), although a small percentage use conventional channels.
On the other hand, about half of the respondents (52.4%) said that the news delivered on social media
platforms is not fair. Nearly as many respondents (42.6%) said that the news delivered on YouTube is not fair.
Only 10.4% reported that the news delivered on podcasts is fair. This suggests that late adolescents tend
to consider podcasts to be politically slanted. Still, it was found that a low percentage of the respondents
considered news media channels, including conventional types, to be fair. From this, it can be inferred that
late adolescents have a low degree of trust in news media.

. . . Not . Average
Completely unfair M Unfair 1 Neutral I Neutral I Very fair [ RIS (100 points)

Conventional media channel 98 ) 498 206 Il 057 246 483
[newspaper; TV, etc.)
Portal

(Naver, Daum, etc.)

326 186 455

Social media
(Twitter, Facebook, etc.) a3 524 111 354
YouTube 15.9 26.7 39.6 184 4.4 VEENVE 40.9
w Podcast | 4 173 55.1 CVA 35 104 400
udio-based news services)
1.7

Late adolescents’ perception of news media in terms of fairness (%)
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5. Survey on Smartphone Use

B 98.6% of the respondents had smartphones. In terms of their average daily smartphone use time, 43.4%
reported ‘5 hours or more,” which constituted the largest group. This indicates that late adolescents exhibit
high dependence on smartphones.

43.4

15.7

19.2 14.7
_
I —— -

Lessthan 1 hour 1hour-lessthan 2 hours-less than 3 hours-less than 4 hours-less than 5 hours or more
2 hours 3 hours 4 hours 5hours

Average daily smartphone usage time (%)

B |ate adolescents primarily use smartphones to watch YouTube videos, followed by using messenger apps
such as KakaoTalk, using social media, listening to music, and playing online games. Very few respondents
used TikTok.

65.8 Wist+2nd W1st

13 03 0401 2110

22 g7

YouTube Kakao SNS Listening ~ Games Using Talking Watching TV TikTok Taking  Checking Text Other
Talk/ Social  tomusic the on photos/  thetime/ messaging
messenger  media internet  the phone videos alarm

app
Smartphone functions used (%)
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6. Survey on YouTube Usage

B 77.4% of the respondents said that they had used YouTube in the past one month. More females (80.7%)
than males (74.7%) used YouTube, and 23-year-olds constituted the largest age group (79.4%) who used
the platform. There was little difference in YouTube usage in relation to college enrollment, employment,

financial status, and political orientation.

JF-11i= 4 Did you use YouTube in the last one month? (Unit: %)
Classification Yes No
Total 774 226
Male 74.7 253
Gender
Female 80.7 193
19 76.5 235
20 764 23.6
21 75.7 243
Age
22 791 209
23 79.4 20.6
24 76.8 232
College student 771 229
College enrollment
Non-college student 78.1 21.9
Employed 771 229
Employment
Unemployed 79.4 206
Low 79.5 20.5
Financial status Medium 774 226
High 74.9 25.1
Conservative 77.1 229
Political orientation Centrist 76.6 234
Progressive 79.3 20.7

B The types of YouTube content watched by high percentages of the respondents at least once in the past

one month include music/dance, eating show/cooking, movie/drama, and comedy/entertainment. On the
other hand, not many of the respondents watched stock/investment, learning/education, ASMR, finding
employment, or COVID-19 content.
In terms of the type of YouTube content watched 20 times or more in the past one month, music/dance
(20.4%) and games (19.2%) ranked highest, followed by comedy/entertainment (14.0%], eating show/cooking
(10.9%), and movie/drama (10.7%). Only 6.0% watched news/information on current affairs 20 times or more
in the past one month.



Game
Beauty/Fashion
Music/Dance

Food show/Cooking
Movie/TV drama

Comedy/TV entertainment show

Hidden camera reality show/
Funny video

Sports/Exercise

Stock/Investment

Learning/Education

lexcluding school remote learning class)
News/Information

on current affairs

ASMR

Travel/Foreign culture
Fan activity/Entertainer
Animal/Pet show
Comics/Animation
Finding employment

COovID-19

Never [ 1-4timesamonth [ 5-9timesamonth M 10-19timesamonth M 20 times or more a month

8

373

45.1

285

37.9

389

40.7

41.6

56.9

61.4
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At least
oncea
month

66.9
668
87.9
78.8
84.6
86.5
66.7
62.7
39.3

54.9

58]
58.4
43.1

38.6

Frequency of YouTube Use by content type (%)
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7. Survey on Media Education

B |ate adolescents are most interested in the type of media education that is focused on how to find useful
and reliable information on the internet and compare and analyze the information. They are also interested
in video production training and education on determining whether the news has been covered in a fair and
accurate manner. On the other hand, they are relatively less interested in training on netiquette, personal
information protection, and the media industry.

18.4 176

16.8

Howtofind  Video production How to How to develop How to Online etiquette  Howto protect  Media industry,
useful and [filming, editing, determine a critical determine [netiquette] personal suchas
reliable etc) whether the perspective whether or not information broadcasting
information news/an article about the the information le.g., phone stations,
on the internet has been dramas and provided online number, account newspaper
and compare coveredinafair  videos provided is true password) companies,
and analyze the and accurate by the media online filmmakers, and
information manner search engine
providers

Media education types of interest among late adolescents (%)

B |ate adolescents believe that the type of media education that is most necessary and important is how to
determine whether the news has been covered fairly and accurately. Other types of education they perceive
as important include how to determine whether or not the information provided online is true, and how to
find useful and reliable information on the internet and compare and analyze the information. On the other
hand, somewhat fewer respondents believed that training on online personal information protection and
video production is important. And, very few respondents (1.7%) thought that training on the media industry
is necessary or important.

19.2 185

17.3

How to How to How to find Online etiquette  Howtodevelop ~ Howto protect  Video production  Media industry,
determine determine usefuland [netiquette) a critical personal [filming, editing, such as
whether the whether or not reliable perspective information etc) broadcasting
news/anarticle  the information information about the le.g., phone stations,
has been provided online  on the internet dramasand  number, account newspaper
covered in a fair is true and compare videos provided password) companies,
and accurate and analyze the by the media online filmmakers, and
manner information search engine
providers

Fle[lls= (10 Media education types considered necessary/important among late adolescents (%)
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8. Survey on Digital Media Literacy

B Regarding late adolescents’ digital media literacy, it was found that they well observe courtesy and etiquette

online. However, they showed low aptitude in online social communication skills when expressing political
opinions or communicating with others.
The item with the highest rate of ‘yes' answers (72.7%) is “I think | well observe ethics and etiquette online.”
The item “I do not post criticisms of others online” also showed a high percentage of ‘yes’ answers (72.4%).
70.4% responded ‘yes' to “l am considerate of others when communicating with them online,” and 70.1% said
‘'yes' to “l do not use argumentative language or attack others online.” As many as 66% of the respondents
reported ‘yes' to | filter out harmful content myself,” indicating that two out of every three respondents had
the capability to filter harmful content. On the other hand, the item with the lowest rate of ‘yes” answers
(28.0%) is “I can participate in a discussion about important issues through the media.” Only 29.2% said ‘yes’
to “l can actively share opinions with others about political or social issues and problems online,” and 33.5%
said ‘'yes' to “I can express my opinion on social issues online.”

Strongly disagree [l Disagree [l Average Ml Agree [l Strongly Agree [Wﬁ\éera'get ]
points

| can actively share opinions with others about political or 160 198 ! : ’ 358 292 56

social issues and problems online

| can communicate my opinions through the media 9.5 230 423 545

| can maintain relationships with people online 237 414 54.7

| can express my opinion on social issues online 322 335 48.6

| can participate in a discussion about important issues
through the media

386 280 44.7

| can collaborate with others online to solve problems or 94

perform tasks and assignments 221 461 56.3

| can share articles or information | am interested in wnh 174 523 609
others through the media

| can communicate with others online 134 571 64.1

I do not post criticism of others online 85 724 763

I do not use argumentative language or attack others online 105 701 742

| make sure that what | post online does not offend others 99 673 71.1

| think | well observe ethics and etiquette online 81 727 74.3

I'am considerate of others when expressing my opinion online 7.7 695 72.4
| am considerate of others when communicating with them

online 73 704 72.7

I filter out harmful content myself 84 66.6 70.9

Flollly= (| Digital and media literacy online (%)

11
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B The analysis results demonstrated two main factors of digital media literacy. First, ethical capability refers to

the ability to be considerate of others and observe ethics and courtesy online. Second, social communication

capability refers to the ability to actively express opinions about social issues or problems or participate in

a discussion online. Ethical capability and social communication capability showed an internal reliability

coefficient of 0.928 and 0.888, respectively, indicating high internal reliability for both factors.

1E0= 5 Analysis results for digital media literacy

Factors
e Cronbach’s
Factor 1 . S alpha
(ethical capability) (social communication p
P ¥ capability)
| am considerate of others when communicating with them online. 852
I think | well observe ethics and etiquette online. 851
| am considerate of others when expressing my opinion online. 843
| do not use argumentative language or attack others online. 837 928
I do not post criticism of others online. 825
| make sure that what | post online does not offend others. 811
| fitter out harmful content myself. 746
| can express my opinion on social issues online. 827
| can participate in a discussion about important issues through the 303
media. )
| can actively share opinions with others about political or social issues 703
and problems online. i
| can communicate my opinions through the media. 786
.888
I can collaborate with others online to solve problems or perform tasks 694
and assignments. )
| can maintain relationships with people online. 677
| can share articles or information | am interested in with others 667
through the media. )
I can communicate with others online. .590

* Note: The Varimax rotation method was used.
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