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This report has been 

designed to give you key 

insights on the TWICE

audience in Japan.

The report will cover: 

1. Key Takeaways 

2. Audience Insights 

3. Artist Affinity

4. Music Insights 

5. Brand Insights 

6. Media Insights



Research Methodology

Artists Measured in this survey

Data Timestamp Got Questions?

Connect with Laura Newman

our Global Head of Research …

Laura@audienceprecision.com

Research Methodology 

Insights Methodology 
Sample Size 

The figures in this report are from research conducted by our research 

provider GlobalWebIndex.

Below are the key points on the research methodology:

• Online-based syndicated research study

• Measures people aged 16-64

• 46 countries

• Single Source

• Updated 4x per year

• Representative of a country’s online population

• Quotas set on age, gender, and education

• Over 35,000 data points

• Historical data available dating back to 2009

• Custom Recontact Survey captures detailed questions on music in five 

countries: Australia, Canada, Japan, UK, USA

13,000March 2020

The insights in this report have been selected from a rule set which includes a 

combination of index and reach. 
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Key Takeaways

Audience 

Demographics

There are 9.2 million fans of 
TWICE in Japan, making up 13% of 

the 16-64 online population.

These fans have an even gender 
breakdown, and they are more 

likely to be younger compared to 
the general population – skewing 

towards age 16–34.

The audience are more likely to 
live in suburban areas and are of 

a high affluence.

Kanto is a key region as it is both 
high reach and propensity.

Areas with a high reach are Kinki
and Chubu.

1

DNA Segments

TWICE fans are risk takers, they 
like to keep up to date with 

what’s going on in the world, 
and care about freedom of 

speech.

They are progressive and care for 
the world around them. In the
research we can see that they

have a strong interest in 
volunteering, charities, 

entrepreneurship, 
vegan/vegetarian foods and 
would invest more for eco –

friendly and organic products. 

These traits all align with the top 
matched DNA Segments within 

their Super Fan Affinity zone. The 
top 4 DNA Segments for TWICE 

Super Fans include Metro 
Dwellers, Woke, Fit & Trendy 

and Foodies.

2

Key Media 

Video Media should be a priority 
for media activation. 

Broadcast TV delivers high reach 
with 88% of this audience 

regularly watching. 

They are 1.6x more likely to 
stream TV online. Abema TV & 
Amazon Prime are top platform 
preferences. The content they 

enjoy includes educational, 
reality, and culture/arts & music 

content. 

Video platforms dominate their 
social media preferences. 55% of 

TWICE fans are on YouTube at 
least once a day.

TikTok is a key social media 
platform to engage with this 
audience. they are 3.9x more 

likely to be regular contributors 
to the platform.

3

Music Interaction

Fans of TWICE are passionate 
about music and enjoy music 
from a wide range of artists … 

therefore, keeping engaged with 
them is essential. 

They are 2.6x more likely to have 
recently live-streamed a music 
event. Given the current global 
situation with COVID, this could 

be a great way to keep them 
engaged. 

They are also 2.8x more likely to 
follow their favorite artists on 

social media. 

They follow artists on social 
media because they value their 
opinions on social, political and 
cultural issues, or life in general.

They are 4.6x more likely to 
follow their favorite artists on 

TikTok.

4

Talking to Brands

TWICE fans are 3.6x more likely 
than the general population to 
discover brands and products 

through celebrity endorsement.
This makes TWICE a valuable 

consideration for partnership. 

Fans of TWICE are drawn to brands 
that are fun, trendy and cool. 

Neutrogena, Vo5, Palmolive, 
Bacardi, Smirnoff, Victoria Secret & 

M&Ms are some brands that 
TWICE fans & their key DNA 

Segments love. Partnerships with 
these brands would create 

connection and growth for both the 
brand and TWICE.

They want brands to create 
customized/personalized products.

This creates an excellent 
opportunity for collaboration.

5
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Action the Insight 

Insights for Everyone

The standard audience profile is made up of audience 
demographics. Consumer research delivers you a clear 
picture of what the audience profile is from a general 
population point of view. This allows you to get a true 
top-level picture of the audience.

Audience Demographics

Age

16-24
25-34:
35-44:
45-54:
55-64:

34%
20%

22%
12%
12%

Affluence
Score

Gender

16-24:
25-34:
35-44:
45-54:
55-64:

28%
29%

21%

14%
8%

High 
Affluency

Male:
Female:

51%
49%

Region

Region

Urban:
Suburban:
Rural: 

40%

55%
5%

Highest Reach Region

Kanto
Kinki

Chubu

Highest Propensity Region

Chugoku

Kanto

Consumption Habits – Red indicates over index compared to general population 

Market 
Potential 

9.2Mil



Attitudes & Activities 
What do they believe and like to do more than the general population?

Insights for Content Creation 
& Marketing

Today more than ever 
understanding the attitudes of 
an audience is a critical part of 
successful content marketing. 

By understanding their 
mindset & motivations you can 
craft a creative message that is 

going to genuinely connect 
with them.

A smart way to build brand 
awareness across an audience 

is through their interests & 
hobbies as it allows you to 

make a more authentic 
connection through

something they enjoy. 

Action the Insight

Sport 1
Sport 2
Sport 3

Urban / Modern Art

Dance
Live Events (e.g. 
music festivals)

Entrepreneurship Vegetarian food

Vegan food

“I am a risk taker”

“I like to keep up with the 
latest fashions”

“I try to buy natural 
/ organic products”

Attitudes

“I would pay more for 
sustainable / eco-friendly 

products”

Activities 

Activity 3

“I am comfortable 
borrowing money”

Charities / 
volunteering

Freedom of 
speech

Causes they 
care about
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Action the Insight

Artist Affinity

The Artist Affinity showcases the levels of awareness and fandom that an 
artist has across the Population 16-64. 

Here, we also identify the best-matched DNA Segments for each zone of 
the Affinity chart.

Super Fan

Your diehard fans, 
they have every 

album, have all the 
merch, and go to 

every gig. 

Fans

Still big fans, but not 
as crazed as a Super 

Fan. 

They are sitting on 
the fence; this group 

know the artist & 
their music but still 

need to be convinced 
to say they are a Fan.

Not 
Interested 

This group have 
decided they are not 

interested in the 
artist.

Know 
the 

name 
but not 

the 
music

This group have heard 
of the artist but 

wouldn't be able to 
tell you one of their 

songs.

I don’t 
know 

them at 
all

Completely unaware.

Artist Affinity Zones

Need 
Convincing



TWICE Artist Affinity

20% 38% 13% 4% 3%

4% 9% 22% 17% 17% 32% 

Super Fans Fans Need Convincing Not Interested Know the name but 
not the music 

I don’t know them at all

The research in this report is from Wave 1 of the GWI survey. There is a low sample for those who are aware of this artist, & it 
is recommended data be treated as indicative. We will monitor & provide updates as more data becomes available. 

Insights for everyone

Not sure what DNA segment you 
should use to grow your artist? 

The artist affinity allows you to 
understand where our AP DNA 
segments sit in terms of fandom for 
your artist. 

Super Fans are your diehard fans, 
they have every album, have all the 
merch and go to every gig. 

Fans are still big fans but not as crazed 
as a Super Fan. 

Need Convincing are the people who 
know who your artist is but have not 
yet decided on if they are a fan. 

Not Interested are just not fans … best 
to direct your marketing efforts 
elsewhere.

Action the Insight
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Music Behaviors

I am passionate 
about a really wide

range of music 
artists

Fans Of

I value their opinions 
and views on social, 
political, or cultural 

matters, or life in 
general

TWICE

Dua Lipa

Chanmina

Enjoy listening to

Hip-Hop

'00s Music

'90s Music

Playlist 
Preference

Streaming 
Platforms 

PAID

Top Genres

Streaming 
Platforms FREE

Insights for Digital Teams, Content, 
Business Development, 

Promotions & Marketing

Music insights can be invaluable in 
marketing strategy. They can be used to 

help with partnership deals, inspire 
content creation, orchestrate  

distribution strategy and give you 
insight into what type of music your 

audience enjoys.

Action the Insight

Japan Top 50-Spotify

Why they 
follow Artists

Music Activities

Bought music gift cards for others

Subscribed to an artist / band / record 
company email or newsletter list

Tagged a song using Shazam or 
SoundHound

I mainly listen to 
music artists that 

are less well-
known / popular

Rock

Lizzo

Bruno Mars 

Dance

Live streamed a concert or 
festival  

Release Radar-Spotify
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Brand Preferences

Brands they

LOVE

Brands MOST

of them USE

High Reach Brands are
brands that a large 
proportion of the audience like. 

If your audience has a high reach 
score against any brand (or their 
competitors), then you are 
offering that brand an 
opportunity to reach
high volumes of potential 
customers through
accessing your
audience.

Brands they love are brands 
that the audience are 
advocates for.  

High Propensity is a great 
leverage point when trying to 
work with a brand.



Consumer Behavior

Vivre

Zara

H&M

Household 

Income 

Top 10%

They are 

shopping at

Smart wearable device

Digital camera

Travel insurance

They recently 

purchased 

Offer customized / personalized 
products

Listen to customer feedback

Help you improve your 
knowledge / skills

What do they want to 

see from brands

What they want 

brands to be 

Young

Innovative

Trendy / cool

Insights for Brand 
Partnerships, Marketing & 

Business Development. 

Consumer insights let you 
know what they like to spend 
their money on and where… 

Understanding recent 
purchases or retail preferences 

can help deliver insights for 
merchandise or retail 

collaborations

Action the insightMatsuya

GAP

3.6x
more likely 

to discover new 
brands or products 
through celebrity 

endorsements



MEDIA 

INSIGHTS.M
o

v
in

g
 o

n
to

…



Platform Consideration Set
The key benefits of each media platform

Despite losing some of its audience dominance to digital 
media channels, Television is still one of the most
powerful communication platforms available to 
Advertisers. 

Nothing can create a brand image more dramatically or 
rapidly than a combination of vision, emotion, sound, 
humor and personalities.  

The online media world’s ability to deliver highly targeted 
audiences allows you to create one-to-one relationships 
which will extend and build brands at a more ‘personal’ 
level.  

And, as individuals continue to search for information, 
rather than passively receiving it, the online environment 
represents a “pull” medium, which contrasts with 
traditional “push” media like TV.  

Social Media captures audiences where they already are 
without being overly disruptive. Advanced targeting 
capabilities and the ability to retarget engaged users 
becomes extremely effective.

This environment is perfect for understanding the potential 
audience through their interaction with content in the 
ways of comments, likes and shares with friends. 

An active social media presence will effectively assist in 
building an authentic relationship between brands and 
their consumer without heavily pushing content.

Radio is one of the great frequency builders in the media 
marketplace.

Listeners can develop a very special relationship and 
connection with their favorite programmes/stations.  They 
can become very involved through chats, phone-ins, 
games, competitions, etc. making this an engaging medium 
for your brand.

Out of Home delivers high frequency to a mass market 
audience and as such are often used as support media 
platforms to brand building campaigns.

Creative messages must be short and clearly
comprehended due to the short time frame of each 
message exposure.  Fantastic results have been achieved 
with groundbreaking creative executions.

Movie Theaters deliver a captive audience in a completely 
engrossing environment. 

Capitalizing on these audience dynamics can be a truly fun, 
inventive process that can deliver huge dividends -
especially given the word of mouth extensions that social 
media provides to well received campaigns.  

Print is a tactile medium and can provide highly effective 
audience targeting in an environment that transfers 
significant influence from the host title to the brand 
campaign. 

Often the online versions of these titles delivers more 
audience reach.



TikTok
Twitch

Media Insights

Most Engaged 
Social Channels 

Clever & Connected 

YouTube
LINE

Highest Reach 
Social Channels 

Celebrity Gossip 
Youth Entertainment

Frequently used 
online properties 

Consumption Habits

Educational
Reality

Culture, Arts & Music
TV Genres 

Travel Channel
AXN

TV Channels 

Ultimate Beastmaster
Love and Fortune

Queer Eye: We're in Japan!
TV Shows 

Shoes Master
Bomb!
Prodism

Magazines 

Discovery Channel
Buzzfeed

Online Press 

Abema TV 
Amazon Prime Video 

TV Streaming 
Platforms 

TOKYO FM 
J-Wave

Radio 

9am - 12pm - Weekdays
12am - 5:30am - Weekdays

Radio Sessions 

Insights for Marketing & 
Promotions 

The media maze can be 
difficult one navigate with so 

many different channels, 
targeting options, metrics. 

These insights help pinpoint 
key properties that your 
audience use, engage or 

consume regularly. A 
combination of different 

channels will help you create 
message frequency without 
creating a feeling of overkill. 

Action the insight

Outside of an airport / terminal
Inside of taxis

In public bathrooms
OOH 

Television :
TV/Online Streaming :
Radio :

88%
38%

46%

Online Radio :
Music Streaming :
Podcasting :

38%

48%
37%

Social Media :
Online on PC / Laptop / Tablet :
Online Browsing via Mobile :

53%
83%

77%

Consumption Habits – Red indicates an over index compared to general population. Percentage equals the volume of audience who consume that media type for 30 mins or more in an average day. 

Online Press :
Magazine :  

36%

32%



Online & Social Media Actions 

Uploaded and shared my own photos

Insights for Content Creation, Marketing & 
Promotions 

Can’t decide if you should do an Instagram 
story or focus on the social feed? Do they 
follow brands or influencers? 

Here is some insight to help guide you.

Action the insight

Visited a company, brand or product's 
Instagram page

Used an online dating service / app It's critical for me to be able to be 
contactable at all times in terms of 

my private life

Singers, musicians 
or bands

Who they
follow online

Brands you like What they 

do on 

platform

Activities Attitudes 

Watched a consumer review of a product

Watched a news clip or story

Watched a film trailer

Uploaded a photo of my own

Logged in to see what's happening without 
posting / commenting on anything myself

Read a news story

Read an article

Watched a vlog

“I value their opinions 
and views on social, 
political, or cultural 

matters, or life in 
general”

Why they 
follow Artists



Thank you.
Please reach out if you have any questions : APinsights@audienceprecision.com


