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In this paper, a model of the visitor retention in media services via the Internet such as video distribution
service is shown. Visitor intervals of media services usually follow power-law. Based on the theory, we describe
the modeling of visitor intervals and separate the residual into the elements of return and retention. Moreover, the
result of the separation according to access log of the Internet TV station “AbemaTV” is shown as an example.
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∗1 https://abema.tv
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