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Background

After a slow start, Britain has recently shown significant growth in its broadband Internet connections. Broadband uses the standard telephone line, but repackages the data and sends it down the line at high frequency. The line can still be shared with voice calls. The use of standard telephone lines means that broadband is relatively cheap to establish and does not require a special data line that is separate from the voice line into the user’s premises. Because it can transmit data are much faster rates than an ordinary telephone connection, it can be used to convey large data files and multi-media formats. Downloading times for complex information are much lower in the broadband environment. This means that broadband may be especially attractive and beneficial to business users of the Internet, as well as for domestic users who wish to go beyond the transmission of simple email messages.

By March 2003, there were more than 1.5 million UK broadband subscribers in homes and businesses, with new connections running at 32,000 a week according to Oftel. The government’s aim is to achieve the most extensive and competitive broadband network of any G7 country by 2005.  Such technological growth will provide a vital underpinning to the roll-out of electronic, online public services – another part of the government’s plan to involve more directly a politically disenchanted public with local and central government.  Broadband connections will facilitate transactional (or two-way) links between service providers and consumers, enabling more complex forms of interactivity that will be used by citizens to engage with government organisations, nationally and locally.  

Another distinctive feature of the broadband Internet is that it is always switched on. Once connected, there is no more need to log-on. Large attachments are moved swiftly. Rapid access is provided to the Internet. 

Although broadband growth has been monitored closely, particularly in the business sector, research to date has focused on the penetration of the technology, the market shares of the key service providers, and limited exploration of the nature of broadband use. Benchmark research by UK Online in 2002 revealed that one business in two I its survey reported ordering online. British businesses were making more sophisticated use of new technologies to track and check availability of goods. Less is known about the way individual citizens use the Internet, and in particular what features, if any, distinguish the broadband Internet user from the narrow-band Internet user.

This report presents results from an online survey that set out to explore the use of the broadband Internet, and the attributes of broadband identified by its users as important to their decision to get connected. Some comparisons are also made between broadband and narrow-band Internet users. This survey was run as part of a wider study of UK Internet use being conducted by the British Life and Internet Project.
 

This survey was carried out with a population of Internet users in the UK, yielding a sample of 1,594. Methodological details are provided in the appendix. Respondents were asked to provide information about their history of Internet use and Internet-related behaviours. Those who indicated that they had a high-speed (broadband) Internet connection were then asked further questions about this connection and their broadband experiences.   

Presence of Broadband
One in three respondents (33%) claimed to have a high-speed or ‘broadband’ connection to the Internet in their home. Two thirds (67%) did not have broadband. Among broadband respondents, a series of questions were asked specifically about the nature of the service, their reasons for obtaining broadband access, and its impact, if any, on their use of the Internet. Broadband respondents were significantly more likely to be male (70%) than female (30%) as compared to the gender divide for narrow-band respondents (males = 58%; females = 42%). 

The current sample also revealed a broadband return sample that was more heavily weighted towards older users (under 45s = 56%; 45+s = 44%) than was the narrow-band return sample (under 45s = 73%; 45+s = 27%). 

Internet-related Behaviour

The questions began by asking respondents about how long they had had Internet access and their frequency of Internet use. More than six in ten respondents (62%) reported that they had had Internet access at home for three years or more. More than one in five (23%) said they had home Internet access for between one and three years. Relatively few respondents were new home Internet users (5%) and just one in ten (10%) said they did not have such access at home. Male respondents (69%) were more likely than female respondents (53%) to report Internet access for 3+ years.

Among those respondents who said they had home Internet access, more than  one in three (36%) said they used it at least three times a day, with more than one in four (27%) saying they used it once or twice a day. A further one in four (24%), although not daily users, nonetheless used the Internet at home at least once a week. Males (41%) were more likely than females (28%) to report using the Internet from home at least three times a day.

The great majority of respondents (82%) access the Internet at work. More than six in ten respondents (61%) access the Internet at work at least three times a day, with nearly a further one in ten (9%) accessing it once or twice a day.

For their current session, in completing this survey, more than one in two respondents (56%) said they were accessing the Internet from home. Nearly four in ten (39%) were accessing the Internet from work. Male respondents (60%) said they were accessing from home to a greater extent than did females (50%). Females (44%) were more likely to be accessing from work than males (36%).

Broadband Effect

Broadband respondents exhibited a longer Internet connection history than did narrow-band respondents in this survey. Broadband respondents (77%) were more likely than narrow-band respondents (55%) to report having had Internet access at home for at least three years. Broadband respondents also used the Internet more frequently than other Internet users. Many more broadband respondents (62%) than narrow-band respondents (23%) reported using the Internet from home at lest three times a day.

Computer Ownership

A number of questions were asked about home computer ownership and location. An overwhelming majority of respondents (93%) said they used a computer at home. Males (96%) were more likely than females (89%) to say they used a computer at home. Among these respondents, just over four in ten (41%) possessed one computer, while more than three in ten (31%) claimed to have two computers and more than one in four (28%) said they had three or more computers (including desktops and laptops).

When then those who said they had at least two computers at home were then asked whether they had them linked in a network system, just over one in five (22%) said that they had done this.

The more popular location for the home computer was in a study or den (46%) followed by the main living room (20%) or bedroom (18%). 

Although, the overwhelming majority of respondents reported having a computer at home, broadband respondents (99%) were significantly more likely than were narrow-band respondents (90%) to make this claim. Broadband respondents (42%) were also twice as likely as narrow-band respondents (21%) to say they had three or more computers in their household, including desktops and laptops.

Internet-Related Behaviour
Internet-related behaviour was investigated by asking respondents how often they had carried out any of the 22 activities contained in a list of Internet linked behaviours. A second list of 15 further activities was then presented separately for similar endorsement. Respondents were asked which activities then had done in the past week, past month, and past year, and which they had never done. The two tables (Table 1 and Table 2) present each list of activities in rank order according to the percentages of respondents saying they had ever done this (i.e., excluding just those who said they had ‘never done this’.).   

Table 1. Internet-Related Behaviour - 1


All Internet Users

%
Broadband Internet Users

%
Narrowband Internet Users

%

Send or read e-mail
99.9
99.8
100.0

Look for information linked to a hobby
99.2
99.6
98.8

Get news online
98.8
99.1
98.9

Look for product-related information, e.g., books, toys, music 
98.3
99.4
97.7

Get information about travel
95.7
97.0
95.1

Go online just for fun to pass time
92.8
93.6
92.1

Check weather forecast reports
91.9
93.8
89.4

Do job-related work online
89.4
89.6
89.2

Buy books
83.5
88.6
80.8

Buy or make reservation for a travel service online
82.6
85.0
80.9

Get ideas for gifts to buy family or friends
82.5
87.6
79.6

Visit web sites linked to TV shows
78.3
84.0
78.5

Send online Christmas or birthday greetings to family or friends 
74.0
76.8
71.8

Download software online, e.g., relating to digital photography or music
69.5
83.1
61.8

Check sports scores
65.7
67.4
64.2

Buy groceries or other household items 
56.3
65.8
50.9

Send “instant messages” to someone who’s online at the same time
49.6
65.5
46.3

Take part in “chat rooms” or online discussions with other people
39.9
46.0
35.6

Obtain music recordings
37.2
49.7
30.8

Download movies online
14.9
24.2
9.7

Play a lottery or gamble online
12.4
12.2
12.5

Buy or sell stocks, mutual funds or bonds
11.7
14.9
9.7

Note: Percentages show those respondents saying they had ‘ever’ done this online

The findings reveal that Internet users engage in a variety of different behaviours on the Internet. They search for information, they communicate with other people, they conduct transactions, and they find entertainment. The most significant use of all is to send and receive e-mail. This is true of broadband and narrow-band Internet users.

The Internet is a major source of hobby or personal interest-related information. It is also a widely used source of news, weather and travel information. It is also a source that was reportedly used by most respondents in this survey to obtain product-related information. The Internet was mentioned by most respondents in this survey as a source of gift ideas for family and friends. More than nine out of ten survey respondents here mentioned having ever engaged in any of the above Internet-related activities. 

Most respondents had not only sought information linked to products on the Internet, they had also bought items over the web. This was especially true in the case of books. More than half of respondents had also bought groceries and other household items online. A clear majority of respondents had also made travel reservations over the Internet.

The Internet is an interpersonal communications medium. Virtually all respondents had sent and received e-mail. E-mail was the most widespread Internet activity over the week before the survey, with over 99% of respondents saying they had sent and/or received e-mail in the past week. Around three in four respondents had sent online celebratory greetings via the Internet to family and friends. Communication with strangers was far less commonplace, but even so, significant minorities of respondents here reported taking part in chat rooms and instant messaging. 

Downloading files and content – such as music, movies and games – represents a minority activity for the most part, but there were signs that for some uses, such as photography, it is becoming a majority activity. The least popular uses on the current list were gambling online and playing the stock market online.   

Gender differences emerged in relation to certain Internet activities. Male respondents were more likely than female respondents to have ever used the Internet to check sports scores (74.5% versus 51.9%), download software online relating to digital photography (78.3% versus 53.8%) and obtain music recordings (42.3% versus 28.8%).

Broadband Effect

The central interest of this survey is to find out whether Internet users with high-speed or broadband connections differ from those with narrow-band connections in their patterns of Internet use. The above findings indicate areas of similarity and difference between these two categories of Internet user. Broadband users were significantly more likely than narrow-band users to use the Internet:

· to buy books (99% versus 81%)

· to buy groceries or other household items (66% versus 51%)

· to send "instant messages" to someone who's online at the same time (66% versus 46%)

· to take part in "chat rooms" or online discussions with other people (46% versus 36%)

· and to obtain music recordings (50% versus 31%).   

Broadband users were also much more likely than narrow-band users to use the Internet for downloading content:

· download software online, e.g., relating to digital photography or music (83% versus 62%)

· download movies online (24% versus 10%) 

A second list of Internet-related activities was responded to in the same way. The summary results for these behaviours are shown in Table 2, again rank ordered according to the percentages of respondents saying they had ‘ever’ used the Internet for this purpose.

Table 2. Internet-related Behaviour – 2

All Internet Users

%
Broadband Internet Users

%
Narrowband Internet Users

%

Visit central government web sites
93.0
94.2
92.1

Visit local government web sites for information about local public services
85.9
83.7
84.0

Watch a video clip
77.2
86.4
72.5

Carry out personal banking online
74.0
82.1
78.9

Listen to music online at a web site for a radio station, recording artist or music service
66.3
79.9
59.5

Download other kinds of files such as games, video files or picture files
62.1
74.9
53.4

Look for housing information online
58.2
58.5
58.0

Visit party political web sites
54.0
55.6
53.5

Visit an adult web site
42.6
49.3
39.1

Participate in an online auction
28.0
31.7
25.6

Share files from your own computer such as music, video or picture files, or computer games with others online
27.7
38.5
11.2

Get photos developed or store or display photos online
27.0
35.9
22.3

Meet new people and make new friends
26.6
28.3
21.7

Find someone to date
10.0
10.3
9.5

Watch a movie online
9.3
14.9
2.6

Note: Percentages show those respondents saying they had ‘ever’ done this online

Interestingly, these results provide promising news for the government’s online ambitions. They show that among this sample of Internet users, the great majority reported having ever visited a central or local government web site. More than half of these respondents also stated that they had visited a political party web site. Over one in two, also, said that they used the Internet to get housing information.

There was emergent evidence here of the entertainment uses of the Internet. More than three out of four respondents from the total sample claimed to have watched video clips online, and two-thirds reported having listened to music online. More than six in ten downloaded games or videos online. The latter activity was more likely among males (69.9%) than females (49%). More than four in ten claimed to have ever visited an adult web site. Not surprisingly, male respondents (60.3%) were far more likely to make this claim than were female respondents (13.8%).   

Earlier findings had indicated that the Internet, for some respondents, was a medium through which they could conduct various transactions. This point was reinforced here. More than one in four respondents said they had participated in an online auction, while nearly three out of four indicated that they conducted personal banking online.

For a minority of Internet users here, the Internet was a social contact medium. More than one in four said they used the Internet to meet new people and make new friends. One in ten had used the Internet to find someone to date. Male respondents (12%) were more likely than female respondents (6%) to use the Internet as a potential source of a romantic partner.

Broadband Effect

Once again, the second list of Internet-related activities revealed a number of differences between broadband and narrow-band Internet users. Broadband users were significantly more likely than narrow-band respondents to engage in more advanced interactive activities:

· watch a video clip online (86% versus 73%)

· listen to music online at a web site for a radio station, recording artist or music service (80% versus 60%)

· download other kinds of files such as games, video files or picture files (75% versus 53%)

· share files from their own computer such as music, video or picture files, or computer games with others online (39% versus 11%)

· get photos developed or store or display photos online (36% versus 22%)

· watch a movie online (15% versus 3%)

Broadband users (49%) were more likely than narrow-band users (39%) to visit an adult web site. 

Impact of Internet on Other Behaviour
Respondents were asked whether their use of the Internet had caused them to increase or decrease the amount of time they spent on each of a range of other activities. These activities included: working at the office, working at home, shopping in stores, commuting in traffic, reading newspapers, watching television, reading books, spending time with family, spending time with friends, attending social events, and playing sports.

In relation to work, for the great majority of respondents (76%), the Internet had not changed the amount of time they spent working at the office. This was true of working at home but for a smaller majority (58%). For a significant minority of respondents (39%), however, using the Internet had increased the time they spent working at home. What we do not know here is whether this increased home working meant that they brought more work home with them, because of access electronically to files in the office, or whether they tele-worked rather than going into the office every day. One clue may come from the further finding that while most said the Internet had not changed the time they spent commuting (85%), most of the remaining respondents (nearly 15%) said that they had decreased their commuting time since going on the Internet. Hence, more Internet users may be working remotely courtesy of electronic links to the office.

The Internet appeared to make little difference to time spent socialising. Overwhelming majorities of respondents here said that the Internet had not changed the amount of time they spent with family (89%), friends (91%) or attending social events (90%).  Nor, for most respondents (89%) had the Internet affected the amount of time spent playing sports. In the latter case, however, more respondents indicated decreased time playing sports (8%) than increased time playing them (3%) after gaining access to the Internet. 

The main perceived impact of the Internet among these respondents was associated with time spent with other media. While the great majority of respondents (90%) book reading was unaffected by the Internet, the same was true for far smaller majorities in the case of reading newspapers (56%) and watching television (55%). Significant minorities of respondents indicated decreased amounts of time devoted to viewing television (44%) and reading newspapers (36%) following Internet connection. Decreased television watching was more prevalent among male respondents (51%) than female respondents (34%).  

Broadband Effect

A few marked differences emerged between broadband and narrow-band respondents in respect of self-reported impact of the Internet on other behaviour. 

Broadband respondents were more likely than narrow-band respondents to say that using the Internet had increased the time they worked at office (17% versus 10%), and less likely to say it had decreased the time they spent at the office (8% versus 14%). 

Overall, working from home was reportedly more likely to have increased since getting an Internet connection. This self-acknowledged impact of the Internet was more prevalent among broadband respondents (48%) than narrow-band respondents (35%). Consistent with this finding, broadband respondents (20%) were more likely than narrow-band respondents (12%) to say that they had experienced decreased time commuting.

The use of the Internet for shopping was reflected in the overall response indicating that Internet users in general reported decreased time spent shopping. This effects was much more widespread among broadband respondents (46%) than among narrow-band respondents (32%) in this survey.

The other areas where Internet effects were felt were reading newspapers and watching television. Both apparently experienced a decline among Internet users. Once again, though, these effects were magnified among broadband Internet users. Broadband respondents (41%) were proportionately more likely to report decreased time spent reading newspapers than were narrow-band users (34%). Broadband respondents (56%) were also much more likely to report a decline in their television viewing than were narrow-band respondents (38%).  

Type of Broadband Connection

Broadband-only respondents were invited to answer a series of further questions specifically about their experiences with broadband Internet. First, these respondents were asked to name the type of high-speed connection they had at home. They were evenly divided between a cable connection (47%) and a DSL connection (43%). A tiny proportion (1%) referred to a satellite connection, while remaining respondents either did not know or identified another type of (unspecified) connection.         

The main suppliers of broadband were NTL (30%), BT Openworld (24%), and Telewest (17%). Small numbers of respondents mentioned other suppliers such as Tiscali (1%), BT Business (1%), BT Wholescale and Broadband Everywhere (less than 0.5% each). One in four respondents (26%) were unable to name a supplier.

Broadband access is a relatively recent development. Even so, three in ten respondents (30%) said they obtained a broadband connection more than a year earlier. The same proportion (30%) said they had connected to broadband between seven months a year ago. Just over one in four (26%) had connected between four and six months ago, while one in seven (14%) had connected in the previous three months or so.    

Reasons for Broadband Connection

Respondents were asked to indicate how important each of several reasons was for getting a high-speed Internet connection at home. The most mentioned reasons were to obtain faster access to the Internet (98%), to download files faster (90%) and to update their technology (70%). Other reasons that were mentioned by fewer respondents were to perform job-related tasks (52%), to find educational materials (44%) and for entertainment such as music or movies (41%). 

Impact on Overall Internet Use

Did getting a broadband connection have any acknowledged impact on the amount of time respondents spent on the Internet. The answer was clearly that it did. A significant majority of respondents with broadband (72%) admitted that they spent more time online as a result. For just under one in four (24%) time spent on online had not changed, while for a tiny proportion (4%) less time was spent online since getting broadband.

More than seven in ten broadband respondents (72%) said that there were activities they pursued online since getting a high-speed Internet connection because of broadband. Other broadband respondents (28%) claimed not to have changed the nature of their Internet behaviour since getting a broadband connection. Those respondents who claimed to have changed their Internet behaviour since broadband were asked to give more details. Their responses are shown below:

· 21% - Look up more information

· 19% - Download or upload files with graphics and music

· 12% - E-mail files

· 12% - Shop online

· 10% - Conduct personal finances/banking online

· 8% - Use Internet instead of telephone

· 6% - Play games online

· 4% - Launch my own web site

· 4% - Watch movies

· 4% - Join in chat rooms

· 2% - Take part in distance learning courses

Telecommuting

One of the advantages of having an Internet connection for some people is that this opens up the opportunity for working from home. E-mail links with the office may mean that documents can be sent to and received from work remotely. With high-speed connections, this process can be further enhanced because it is possible to send and receive ever more complex documents, without long delays in uploading or downloading time.  In the current survey, over four in ten respondents (41%) said that they had or currently did use their computer at home for remote working in this way, with one in two (50%) saying they had/did not. Other respondents failed to reply. Among those respondents who said that they did telecommute, nearly four in ten (38%) said they did so several times a week, one in eight (12%) did so about once a week,  over one in five (22%) did so several times a month, and the remainder (28%) did so less often than once a month.

Impact on Family Internet Use

Respondents with broadband were asked whether getting a high speed Internet connection had made it easier for family members to share access to the computer, or harder to share access or made no difference. While more than four in ten (42%) said it had made no difference, many more respondents answered that a high-speed connection had made shared use of the computer easier (31%) than harder (5%). For most remaining respondents (22%) they were the sole user of their home computer and so this question did not apply.

A further question asked whether having a high-speed Internet connection had encouraged other members of the family to spend more time at home. Nearly one in two respondents (49%) claimed that this had happened, while about half that number (20%) said that this had not happened. Remaining respondents either said that this question did not apply in their case (28%) or simply did not know the answer (4%).

Impact on Location of Computer

Another possible impact of getting broadband that was explored was the possibility that respondents may have changed the location of their computer. For the great majority of broadband respondents (91%) there was no such impact, but for a few (9%) the location of their computer had been moved. A follow-up question addressed to that small minority was designed to reveal where their computer was now located. The distribution of locations can be compared with those reported earlier for the whole sample (broadband and narrow-band). The data indicated a smaller proportion or broadband respondents saying that their computer was located in the main living room (13% versus 20%), and a greater proportion identifying a reception room other than the main living room or dining room as the location of their computer (9% versus 3%).   

Enjoyment of Broadband

Broadband respondents were asked to say what they enjoyed the most about having high-speed Internet access at home. A number of response options were provided and choice of these in rank order is shown below:

· 30% - the speed of connecting to the Internet

· 28% - the convenience of being able to look up something quickly
· 22% - the fact you don’t dial in .. it’s always on
· 16% - my ability to use the phone while I’m online
· 3% - downloading music more easily
· 1% - better for playing games
· 1% downloading movies more easily
· less than 0.5% - better for sending e-mail documents
Summary and Conclusions
An online survey was carried out to explore the Internet-related activities or broadband and narrow-band Internet users in the UK. Out of a return sample of 1,594 respondents, one in three (33%) claimed to have a high-speed or broadband Internet connection.

Broadband respondents exhibited longer-term Internet connection and more frequent daily use of the Internet at home than did narrow-band respondents.

Broadband users were likely to be better equipped than were narrow-band respondents, owning more desk-top and laptop computers.  

Virtually all Internet users used e-mail and surfed the Web for information about hobbies and interests and news. Most these Internet users also used the Internet to search for product-related information.

Significant proportions of Internet users - broadband and other - had reportedly visited central and local government web sites. This is good news for government given its commitment to roll-out nearly public services online by 2005.  

Broadband respondents were more likely than narrow-band Internet users to engage in more complex and advanced online activities that involved consumer transactions, downloading of software and content exchanges with other users.  

Use of the Internet occupies time and this time seems to be taken away from certain other media consumption activities, most especially, reading newspapers and watching television. This effect is magnified among broadband Internet users.

There is also some evidence that Internet connections at home may result in more home-working. The evidence for this effect here is based on respondents' self-reports, so may need independent corroborative data to validate this finding. Once again, this 'effect' was more widely reported among broadband Internet users.

Broadband users indicated that their Internet-related behaviours had changed since getting a high-speed connection. This behavioural shift was reportedly most often manifest in terms of looking up more information on the Internet and in terms of downloading or uploading files with graphics and music.

Confirming the Internet and home working relationship, broadband respondents acknowledged using e-mail links and their faster connection for work-related tasks. 

Speed of connection, convenience of looking up things quickly and the fact that it always on were identified as key attractions of high-speed Internet by broadband users. 

Methodology
This research was based on an online survey. As with all online surveys, this one was dependent on a database of e-mail addresses. The British Life and Internet Project, of which this survey is a part, has compiled a database of 30,000 e-mail addresses. Members of this online universe were notified about the survey by e-mail containing a link to a web-based online survey.

Online respondents were self-selected volunteers. There was no opportunity to control respondent selection in advance to ensure randomness or to set quotas by key demographics. These caveats therefore need to be borne in mind when considering the data provided here.

Sample
The data reported here were collected over a 16-day period from 20 Feb 2003 to 7 March 2003. A total of 1,594 UK Internet users replied, giving a response rate of 15.1%. Although not statistically representative of the general UK population, the return ample comprised a wide demographic mix. In all, 62% of respondents were male and 38% were female. Respondents covered a range of age groups: 18-24 (12.7%); 25-34 (25.7%); 35-44 (23.2%); 45-54 (23.8%); 55-64 (10.9%); 65-74 (2.9%); and 75+ (0.8%). Over one in three respondents were single (36.4%), over four in ten were married (41.5%), one in six were living with a partner (15.9%), while the remainder were either divorced/separated (5.5%)or widowed (0.8%). Under one in four (23.4%) had children in household aged up to 16 years. Most respondents (91.5%) were ethnically white and of European origin. Others variously identified themselves as African (1.2%); Caribbean (1.3%); Arab (0.2%); Indian/Pakistani/Bangladeshi (1.3%); Chinese (0.7%); Other Asian (0.2%) or Other (3.5%).

Background

The British Life and Internet Project

This paper reports findings from a new research project that has been designed to track the behaviour and opinions of Internet users in Britain. The British Life and Internet Project (BLIP) was launched in late 2002 to explore the way people use the Internet in Britain.
 Surveys are conducted online with known Internet users around the country. The survey has access to some 30,000 UK e-mail addresses that have been compiled from a number of Internet user databases.

Periodically, online questionnaires are posted on the BLIP Web site (www.britishlifeproject.co.uk) or e-mailed to members and Internet users invited to respond. Each survey collects information about the demographic characteristics of the sample and respondents' Internet using history. In addition, surveys focus on specific themes that are concerned with the way people use the Internet, what they use it for, their opinions about Internet services and its impact upon their lives. To date surveys and papers have been prepared on Christmas on the Internet 2002 and Media coverage on the war in Iraq. 
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