
Broadband in Australia

© Roy Morgan Research 2003 2

TABLE OF CONTENTS

EXECUTIVE SUMMARY.................................................................................................................................... 4

KEY FINDINGS        7
BARRIERS AND DRIVERS OF BROADBAND      10

1 RESEARCH METHODOLOGY................................................................................................................ 16

1.1 ROY MORGAN SINGLE SOURCE............................................................................................................... 16
1.2 THE CURRENT INTERNET SAMPLE........................................................................................................... 17

2 THE ADOPTION OF BROADBAND SERVICES IN AUSTRALIA ..................................................... 18

2.1 SUMMARY – MARKET SIZE...................................................................................................................... 18
2.2 OVERVIEW OF TECHNOLOGY ADOPTION PATTERNS................................................................................ 19

2.2.1 Innovator Behaviour....................................................................................................................... 20
2.2.2 Early Adopter Behaviour................................................................................................................ 21

2.3 TECHNOLOGY ADOPTION IN AUSTRALIA................................................................................................. 21
2.4 HISTORICAL OVERVIEW OF BROADBAND ADOPTION IN AUSTRALIA....................................................... 25
2.5 INTERNATIONAL COMPARISONS .............................................................................................................. 26

3 THE BROADBAND CONSUMER: DEMOGRAPHICS AND ATTITUDES........................................ 27

3.1 SUMMARY: DEMOGRAPHICS AND ATTITUDES .......................................................................................... 27
3.2 GENDER AND AGE................................................................................................................................... 29
3.3 REGIONAL PENETRATION ........................................................................................................................ 30
3.4 EDUCATION............................................................................................................................................. 31
3.5 HOUSEHOLD INCOME ............................................................................................................................... 32
3.6 DISCRETIONARY EXPENDITURE............................................................................................................... 33
3.7 INDUSTRY................................................................................................................................................ 34
3.8 WORKING FROM HOME / SELF EMPLOYED / SMALL BUSINESS OWNER ..................................................... 35
3.9 THE BROADBAND CONSUMER – ATTITUDES ........................................................................................... 36

3.9.1 Attitudes about Self......................................................................................................................... 36
3.9.2 Attitudes to Societal Issues ............................................................................................................. 37
3.9.3 Attitudes to Banking and Financial Issues ..................................................................................... 39

3.10 ROY MORGAN VALUES SEGMENTS ......................................................................................................... 40
3.11 THE BROADBAND CONSUMER - OWNERSHIP OF NEW TECHNOLOGIES.................................................... 42

4 THE BROADBAND CONSUMER: RELATIONSHIP TO NEW TECHNOLOGIES AND
INTEREST IN ONLINE APPLICATIONS....................................................................................................... 43

4.1 SUMMARY – RELATIONSHIP TO NEW TECHNOLOGIES AND INTEREST IN ONLINE APPLICATIONS ............... 43
4.2 THE BROADBAND CONSUMER - OWNERSHIP OF & ATTITUDES TOWARD INFORMATION TECHNOLOGY . 44
4.3 ATTITUDES TO NEW TECHNOLOGIES....................................................................................................... 46
4.4 LEVELS OF INTEREST IN INTERACTIVE SERVICES .................................................................................... 48

5 THE BROADBAND USER ONLINE......................................................................................................... 49

5.1 SUMMARY – ONLINE USAGE .................................................................................................................... 49
5.2 LENGTH OF TIME USING THE INTERNET ................................................................................................... 50
5.3 FREQUENCY OF INTERNET USAGE............................................................................................................ 51
5.4 OVERALL INTERNET USAGE .................................................................................................................... 52
5.5 INTERNET USAGE: ACADEMIC AND BUSINESS RESEARCH........................................................................ 53
5.6 INTERNET USAGE: WEBSITES VISITED ..................................................................................................... 54
5.7 SOCIALISATION AND ENTERTAINMENT ONLINE ...................................................................................... 55
5.8 ONLINE PROMOTION AND PUBLISHING.................................................................................................... 56
5.9 ONLINE INFORMATION ............................................................................................................................ 57
5.10 SEARCHING THE ONLINE WORLD............................................................................................................ 58
5.11 ONLINE COMMUNICATION ...................................................................................................................... 59

6 THE BROADBAND USER AND ELECTRONIC COMMERCE........................................................... 60

6.1 SUMMARY ............................................................................................................................................... 60



Broadband in Australia

© Roy Morgan Research 2003 3

6.2 ONLINE BANKING – MAIN FINANCIAL INSTITUTION................................................................................. 61
6.3 ONLINE BANKING – WEBSITES VISITED IN THE LAST 4 WEEKS................................................................. 62
6.4 ONLINE BILL PAYMENT........................................................................................................................... 63
6.5 ONLINE SHOPPING................................................................................................................................... 64
6.6 PRODUCTS BOUGHT ONLINE IN THE LAST 3 MONTHS ............................................................................... 65
6.7 SHOPPING/PAYING BILLS ON THE INTERNET............................................................................................. 66

7 THE IMPACT OF BROADBAND ON MEDIA CONSUMPTION & TELECOMMUNICATIONS.. 67

7.1 SUMMARY – IMPACT OF BROADBAND ON MEDIA CONSUMPTION ............................................................. 67
7.2 THE EFFECT OF THE INTERNET ON MEDIA HABITS .................................................................................. 68
7.3 THE EFFECT OF THE INTERNET ON TELECOMMUNICATIONS HABITS....................................................... 72
7.4 THE EFFECTS OF THE INTERNET ON OUTDOOR ACTIVITIES ..................................................................... 74

8 BROADBAND IN AUSTRALIA: WHO TO TARGET NEXT ............................................................... 76

8.1 SUMMARY – WHO TO TARGET NEXT......................................................................................................... 77
8.2 THE FREQUENT DIAL-UP CONSUMER – EDUCATION LEVEL....................................................................... 78
8.3 THE FREQUENT DIAL-UP CONSUMER – HOUSEHOLD INCOME LEVEL ........................................................ 79
8.4 THE FREQUENT DIAL-UP CONSUMER – DISCRETIONARY EXPENDITURE.................................................... 80
8.5 THE FREQUENT DIAL-UP CONSUMER – LIVING ARRANGEMENTS .............................................................. 81
8.6 THE FREQUENT DIAL-UP CONSUMER – HOME OWNERSHIP....................................................................... 82

9 APPENDICES .............................................................................................................................................. 83

9.1 APPENDIX 1: ROY MORGAN VALUES SEGMENTS .................................................................................... 83
9.2 APPENDIX 2: DEFINITIONS ...................................................................................................................... 96




