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Summary of

Findings

Home broadband adoption increased from 47% from March 2007 to 55%
in April 2008.

Some 55% of adult Americans now have broadband internet connections at home, up
from 47% who had high-speed access at home last year at this time. From March 2006 to
March 2007, home broadband adoption grew from 42% of Americans to 47%.

Trends in home internet access: broadband vs dial-up
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The growth rate from March 2007 to April 2008 was 17%; this compares to the 12%
growth rate from March 2006 to March 2007. It is also worth noting that the April 2008
number for broadband adoption at home is little changed from the 54% figure in the Pew
Internet Project’s December 2007 survey. With growth in broadband at home, now just
10% of Americans have dial-up internet connections at home.

This Pew Internet & American Life Project report is based on the findings of a daily tracking survey of Americans' use of the internet
and broadband connections. It was conducted from April 8, 2008 to May 11, 2008 among 2,251 American adults, 1,553 of whom
were internet users. The number of home broadband users in the survey was 1,153. The margin of error for the overall sample is +/-
2%. For results based internet users, the margin of sampling error is +/- 3% and for results based on home broadband users the margin
of error is +/- 3%.
Pew Internet & American Life Project, 1615 L St., NW, Suite 700, Washington, DC 20036
202-419-4500 http://www.pewinternet.org




Summary of Findings

Growth in broadband adoption was flat among the poor and African
Americans.

B 25% of low-income Americans — those whose household incomes are $20,000
annually or less — reported having broadband at home in April 2008. This compares
to the 28% figure reported in March 2007 among those living in households whose
annual incomes are $20,000 or less.

B African Americans showed slow growth as well, with 43% saying they had
broadband at home in April 2008 versus 40% who said this in March 2007.

Broadband growth was strong among older and lower-middle income
Americans, as well as rural Americans.

B  Among older Americans — those age 50 and over — the growth rate in home
broadband adoption from 2007 to 2008 was 26%. Half of Americans between the
ages of 50 and 64 have broadband at home. Some 19% of those 65 and older have
home broadband access as of April 2008.

B Americans with household incomes between $20,000 and $40,000 annually saw
broadband penetration grow by 24% from 2007 to 2008. Some 45% of those in that
income range reported having broadband at home in April 2008.

B 38% of those living in rural American now have broadband at home, compared with
31% who said this in 2007, or a growth rate of 23% from 2007 to 2008. By
comparison, 57% of urban residents have high-speed connections at home now and
60% of suburban residents have such connections.

Nearly one-third of home broadband users have a premium broadband
service that gives them a faster connection to the internet.

B When asked whether they subscribe to a premium service that gives them a faster
broadband connection or have basic service, here is what home broadband users say:

0 54% of home high-speed users have basic broadband service.
0 29% of say they have a premium service that offers faster speed.

0 16% responded that they do not know.

Monthly broadband bills are 4% lower in April 2008 than at the end of
2005, but monthly dial-up bills have risen.

B Broadband users reported an average monthly bill of $34.50 in April 2008, down
from $36 in December 2005.

B The 4% decline is half the decline reported over the February 2004 to December
2005 time interval.
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Summary of Findings

B Dial-up users reported monthly bills of $19.70, up 9% from the $18 figure from
December 2005.

B The reported average cost of digital subscriber line (DSL) service ($31.50) continues
to be less than cable modem service ($37.50). However, the $6 difference in April
2008 is smaller than the $9 difference in December 2005.

Non-broadband users cite a number of reasons for not using the service
—including availability, price, and lack of interest.

B 62% of dial-up users say they are not interested in giving up their current connection
for broadband.

When asked specifically what it would take to get them to switch to broadband:
B 35% of dial-up users say that the price of broadband service would have to fall.
B 19% of dial-up users said nothing would convince them to get broadband.

B 14% of dial-up users — and 24% of dial-up users in rural America — say that
broadband service would have to become available where they live.

Attitudes about the relevance of information technology also shape the broadband
decision for dial-up users, separate and apart from issues such as the price of service.
Dial-up users are about half as likely as broadband users to say that information
technology helps their personal productivity.

B When asked if they think electronic devices make them more productive, 35% of
broadband users strongly agreed that it did compared with 19% of dial-up users.

Non-internet users represent a large pool of potential broadband users,
but many are just not interested in getting online.

Roughly one-quarter (27%) of adult Americans are not internet users, and they tend to be
older (the median age is 61) and have lower-incomes than online users (non-internet
users are more than twice as likely as users to live in low-income households). Some
18% of non-internet users have used the internet in the past, but just 10% of non-internet
users say they would be interested in joining the ranks of online users.

When asked why they don’t use the internet:

33% of non-users say they are not interested.
12% say they don’t have access.
9% say it is too difficult or frustrating.

7% say it is too expensive.

7% say it is a waste of time.
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Summary of Findings

One-third (34%) of all internet users have connected to the internet using
a WiFi connection at someplace other than home or work.

Some 34% of internet users have gone online via a wireless connection away from their
home or office. This group of “on the go” WiFi users overwhelmingly have broadband at
home; some 95% of those who have gone online this way have a high-speed internet
connection at home.

Among internet users who have gone online “on the go” from some place other than
home or work:

B 58% say they use WiFi at public places such as airports, coffee shops, or restaurants.
B 64% say they generally use free WiFi connections when they connect on the go.

B 32% say their on the go Wifi access is a mix of paid and free access.
[

4% mostly use paid services.

As broadband access becomes differentiated — by either premium
service or WiFi access on the go — so does user behavior.

The 34% of online users who have taken advantage of “on the go” access and the 29%
broadband subscribers who subscribe to faster premium services are more active online
than typical broadband users. When looking across a range of 14 different online
activities:

B Premium broadband users do an average 19% more online tasks on the typical day
than the average broadband user.

B “On the go” internet users do an average of 26% more online tasks on a typical day
than the average broadband user.

It is not too surprising that additional on-ramps to the internet are associated with heavier
use. Nonetheless, particularly with respect to “on the go” access, the results show that a
WiFi-enabled laptop has for many internet users added “always connected” wireless
access to the “always on” broadband connection.
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Summary of Findings

Home Broadband Adoption 2008:
Summary of Findings at a Glance

Home broadband adoption grew by 17% from May 2007 to May 2008, slightly faster than the
growth rate of the year before.

Growth in broadband adoption was flat among the poor and African Americans.

Broadband growth was strong among older and lower-middle income Americans, as well as rural
Americans.

Nearly one-third of home broadband users have a premium broadband service that gives them a
faster connection to the internet.

Monthly broadband bills are 4% lower in May 2008 than at the end of 2005, but monthly dial-up bills
have risen.

Non-internet users represent a large pool of potential broadband users, but many are just not
interested in getting online.

One-third (34%) of all internet users have connected to the internet using a WiFi connection at
someplace other than home or work.

People get broadband for the speed, but a lot of dial-up users say they are not interested in
upgrading to high-speed at home.

As broadband access becomes differentiated — by either premium service or WiFi access on the go
— so does user behavior.

Source: John B. Horrigan. Home Broadband Adoption 2008. Washington, DC: Pew Internet & American Life
Project, July, 2008.
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Broadband Adoption in the United States

Broadband adoption in the United States continues to exhibit steady growth, with 17%
more American adults having broadband at home in April 2008 than was the case
roughly a year earlier. Fully 55% of Americans reported having a high-speed internet
connection at home in our April survey, up from 47% in March 2007. The share of
Americans with broadband at home in our April 2008 survey is little changed from the
54% of Americans who said they had broadband at home in our December 2007 survey.

The chart below shows growth rates in broadband adoption in recent years.

Year-to-year growth in home broadband penetration
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This highpoint in our surveys for home broadband adoption also marks a low in the use
of dial-up as a way to access the internet. Just 10% of American adults say they use dial-
up internet connections at home to go online.
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Trends in home internet access: broadband vs dial-up
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Although growth in broadband adoption from 2007 to 2008 was comparable to the 2006-
2007 timeframe, the sources of recent growth differ from prior years. Over the past year,
growth in broadband adoption at home was strong among lower-middle income
Americans, and those over the age of 50. However, several groups that had shown strong
rates of broadband uptake in past years slowed in the 2007-2008 timeframe. Specifically:

B Low-income Americans — defined as those who say their annual household incomes
are $20,000 or below. This group showed a change in adoption from 28% in 2007 to
25% in 2008. This recorded decline in broadband adoption is within the margin of
error for the surveys, suggesting that adoption was basically flat in this group. Some
14% of the sample reported having an annual household income at $20,000 or less.

B African Americans: The share of African-Americans with broadband at home
increased from 40% to 43% from 2007 to 2008. This change is also within the
margin of error for the surveys, suggesting little or no growth in broadband adoption
for African Americans from 2007 to 2008.

B Urban dwellers: Although 57% of those in urban areas have broadband at home,
this represented a growth of 10% from the 2007 level.

B Upper-income Americans: Among those living in households with annual incomes
in excess of $100,000, broadband adoption grew from 82% to 85% from 2007 to
2008. This is a modest 4% growth rate at penetration levels nearing saturation.
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Trends home broadband adoption by group
(% in each group with broadband at home)
% with % with % with % with
broadband broadband broadband broadband
at home at home at home at home
(2005) (2006) (2007) (2008)
Yearly adoption
All adults . 33% | 42% | 47% | 55%
Gender
Male 31 45 50 58
Female 27 38 44 53
Age
18-29 38 55 63 70
30-49 36 50 59 69
50-64 27 38 40 50
65+ 8 13 15 19
Race /ethnicity
White (not Hispanic) 31 42 48 57
Black (not Hispanic) 14 31 40 43
Hispanic (English speaking) 28 41 47 56
Educational attainment
Less than high school 10 17 21 28
High school grad 20 31 34 40
Some college 35 47 58 66
College + 47 62 70 79
Household income
Under $20K 13 18 28 25
$20K-$30K 19 27 34 42
$30K-$40K 26 40 40 49
$40K-$50K 28 47 52 60
$50K-$75K 35 48 58 67
$75K-$100K 51 67 70 82
Over $100K 62 68 82 85
Community type
Urban 31 44 52 57
Suburban 33 46 49 60
Rural 18 25 31 38
Sources: 2005 data come from the Pew Internet Project's combined January-March tracking survey of 4,402
adults; 1,265 were home broadband users.

2006 data come from the Pew Internet Project’s February 15 through April 6 survey of 4,001 adults; 1,562
. were home broadband users.

2007 data are drawn from our March survey of 2,200 adults; 966 were home broadband users.

2008 data are from our April-May of 2008 survey of 2,251 adults; 1,153 were home broadband users.

These slow or flat growth rates were compensated by faster growth in broadband
adoption in two sizable (and not mutually exclusive) groups of Americans:
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B Older Americans: Respondents age 50 and over, which make up 43% of the entire
sample, reported a 26% growth in broadband adoption from 2007 to 2008. Half
(50%) of those in the 50 through 64 age bracket had broadband at home by April
2008 and 19% of senior citizens (those 65 and older) did.

B Suburban and Rural Americans: These two regions — two-thirds of the adult
population — registered a 22% increase in broadband adoption from 2007 to 2008.
Fully 60% of suburbanites and 38% of rural residents reported having broadband at

home in our 2008 survey.

It is also worth noting that some 28% of respondents who have not completed high
school said they have broadband at home in 2008, a 33% increase relative to 2007. This
growth rate applies to a group that made up 13% of the sample.

Year-to-year changes, 2007-2008
SEEEANEE percent
point
EFEITEE, (2:239?;608
2007-2008

Gender

Male +8 16%
Female +9 20%
Age

18-29 +7 11%
30-49 +10 17%
50-64 +10 25%
65+ +4 27%
Race/ethnicity

White (not Hispanic) +9 19%
Black (not Hispanic) +3 8%
Hispanic (English speaking) +9 19%
Education

Less than high school +7 33%
High school grad +6 18%
Some college +8 14%
College + +9 13%
Household income

Under $20K -3 -11%
$20K-$30K +8 24
$30K-$40K +9 23
$40K-$50K +8 15
$50K-$75K +9 16
$75K-$100K +12 17
Over $100K +3 4
Region

Urban +5 10%
Suburban +11 22%
Rural +7 23%
Source: Pew Internet & American Life Project Surveys.
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The chart below displays the growth rates from 2007 to 2008 across the disaggregated
income categories. The figures at either end of the income distribution show poor
performance among low income Americans and little growth among upper income
Americans; broadband adoption grew from 82% to 85% from 2007 to 2008 in
households with annual incomes above $100,000. Broadband adoption is approaching a
saturation point for upper income Americans.

Percentage change in home broadband adoption
by household income, 2007-2008
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Many respondents do not tell us what their income is, but they do share whether they
have high-speed connections at home. Among the roughly 20% of respondents who
refuse to answer the income question, 34% had broadband connections at home in 2007;
for respondents from our 2008 survey who did not provide information on income 41%
had broadband at home. This is a growth rate of 21% from 2007 to 2008.*

Fixed wireless has greater role in the home broadband market.

When asking people about their online connection speed, the survey question reads:
“Does the computer you use at home connect to the internet through a dial-up telephone
line, or do you have some other type of connection, such as a DSL-enabled phone line, a
cable TV modem, a wireless connection, or a T-1 or fiber optic connection?” This yields
not only whether people have broadband connections at home, but also the type of
connection they use.

! Although it is hard to precisely impute the income levels of those who refuse to answer our survey question on
income, the relatively low level of broadband adoption in this group, suggests a sizeable share is in the lower
income ranges.
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Composition of home broadband market, 2002-2008
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DSL providers maintain an edge in the home broadband market, with 46% of home
broadband users saying they subscribe to DSL and 39% saying they have cable modem
service. As a home high-speed connection, wireless has also increased its presence —
from next to nothing in 2002 up to 12% of the home broadband market as of May 2008.

A handful (2%) of home broadband users
has fiber optic connections.

Our May 2008 survey marked the first time respondents were asked whether they have
fiber optic connections to the internet in their homes. Providers such as Verizon, with its
FiOS service, have been marketing such connections that promise much faster upload
and download speeds than DSL or cable. In the April 2008 survey, 2% of home
broadband users said they had a fiber optic connection to the internet.

A few suburban broadband users are starting to get fiber at home, while
some rural broadband users rely on satellite for broadband.

When comparing the type of broadband connections users choose by the kinds of places
people live, some rural users rely on satellite — perhaps because they lack wired
infrastructure where they live. By contrast, 4% of suburban broadband users say they
have fiber to the home — and this makes up the strong majority of all fiber connections at
home reported by respondents in this survey.
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Broadband connection and places people live

(% of those with broadband at home)

Fixed
DSL Cable wireless or Fiber
satellite
Urban 45% 37% 10% 1%
Suburban 42 37 10 4
Rural 42 32 16 *

Source: Pew Internet & American Life Project Surveys.

Note that in the chart with aggregate trends in connection type, the lowest line combines
T-1 and fiber optic connections reported by users. In the “fiber” column in the table
above, figures show only the percentage in each category who specifically said they have
a fiber optic connection at home.

Broadband is 4% cheaper than in 2005.

In the past, our surveys have asked what people pay per month for internet access; we last
did this in December 2005. The April 2008 survey had different question wording to
reflect that some people have internet service bundled with phone or cable service and, if
so, most likely have a single bill for several services. Thus, the question wording in the
April 2008 survey was:

“To the nearest dollar, about how much do you pay each month for internet
access at home? If your internet access is combined with television or other
services, | would like to know just the amount you pay for internet service.”

Overall, home broadband users reported that their monthly payment for internet service
was $34.50 — 4% less than the figure of $36 per month reported in December 2005.% This
decline in monthly broadband bills is half the rate (8%) reported over the February 2004
to December 2005 timeframe.

As in 2005, there is a gap in what people pay for cable modem service compared to DSL,
although it is narrower today than a few years ago. In December 2005, cable modem
users reported monthly bills of $41 for service, while DSL users said they paid $32 per
month for service. In May 2008, DSL users reported monthly internet access bills of
$31.5 and cable modem users said they paid $37.5 for service, or an average difference of
$6.

2 The difference in average monthly broadband bills reported in the December 2005 and April 2008 surveys is
statistically significant.

Broadband Adoption 2008 -7- Pew Internet & American Life Project



DSL versus Cable
(reported monthly bills)
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For dial-up users, the story was different. Their monthly access bill was $19.70 — 9%
higher than the figure of $18 that dial-up users reported in December 2005.

Some broadband users pay for premium services.

One possible reason that users” monthly broadband bills did not fall as fast from 2005 to
2008 as was the case in the 2004-05 interval is the existence of pricier premium service.
Most (54%) of broadband users say they subscribe to basic broadband service, but nearly
one-third (29%) say they subscribe to a premium service at a higher price. The survey
specifically asked users whether they subscribe to a basic broadband service or if they
pay extra for a premium service that promises faster speed.?

Here is how monthly costs differ for premium versus non-premium services:
B Subscribers to a premium broadband service report a monthly bill of $38 for their
internet service.

B Subscribers to basic home broadband service report a monthly bill of $33 for their
internet service.

People are likely to cite faster access speeds as the thing they like most
about broadband, but few people actually know the speed of their
connections.

% Note that this survey did not ask whether respondents subscribe to a “triple play” of services, i.e., phone,
internet, and premium TV from the same vendor.
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Broadband users clearly like the faster access to content on the internet that their home
high-speed connection affords them. When asked what they like most about having a
broadband connection, 75% of home high-speed users cited faster access or greater
speed. Other uses cited as the feature valued most included the “always on”” connection
(cited by 6% of broadband users), convenience (5%), job-related tasks (4%),
downloading files of all types (3%), and finding educational materials (2%).

This is not to say that broadband users don’t value specific applications listed above (and
others such as gaming and entertainment) that a high-speed connection enables. It is just
that the broad notion of faster access speeds came to mind most often for respondents.
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Analysis of Non-Broadband Users

With more than half of Americans now with broadband and the number of dial-up users
dwindling, it is worth asking those still going without broadband at home. The reasons
why many Americans don’t have broadband fall into several non-mutually exclusive
categories:

They don’t want broadband.

They can’t afford broadband.

They can’t get broadband where they live.

They aren’t internet users.

They don’t see the upside to modern information technology.

Some 62% of dial-up users say they aren’t interested in switching to
broadband.

The April 2008 survey repeated a question posed several times in the past that asked dial-
up user if they would like to have a faster broadband connection — or whether that is
something they are not interested in. Just more than one-third (36%) say they would be
interested in a switch, with 62% saying they would not be interested in changing to
broadband. This figure hasn’t changed much since October 2002.

Interest in switching to broadband
(% of dial-up users)
February December
October 2002 2004 2005 May 2008

Yes, interested in 38% 20% 39% 36%
broadband
N tint ted

0, not intereste 57 58 60 62
% of all Americans
with dial-up at home 38 30 25 10
Source: Pew Internet & American Life Project Surveys.

The roughly 60% of dial-up users consistently saying they are not interested in
broadband, in the face of the shrinking pool of dial-up users, suggests that the preferences
of dial-up users change over time. That is, assuming that many of those interested in
getting broadband switched over to it from December 2005 to May 2008, some of those
who said they were not interested in broadband in 2005 replenished the supply of “yes,
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interested in broadband” responses in order to maintain the 40-60 ratio of those interested
in broadband versus the uninterested.

Many dial-up users say that they can’t afford broadband.

When pressed as to what might lure them into the ranks of home high-speed users, a
plurality of dial-up respondents cited price. One-third (35%) of dial-up users said that
they would switch to broadband if the price became more affordable and, as noted above,
there remains a sizable gap in what dial-up users pay monthly for online access and what
broadband users pay.

Affordability matters: 35% of dial-up users
say they would switch to broadband if the
price fell.

Dial-up users, as a group, are older and less well-off economically than their broadband
counterparts: 29% of dial-up users live in households with annual incomes below
$30,000 compared to 14% of broadband users in that income range. Some 43% of dial-up
users are age 50 or older versus 29% for broadband users.

Finally, it is worth noting that dial-up users are disproportionately female and inhabitants
of rural areas. Some 61% of dial-up users are women and 30% live in rural areas
(compared to 13% of all broadband users in rural America).

Lack of broadband availability looms in the mind of some dial-up users.

Some dial-up users cite lack of availability as a reason they don’t switch to broadband.
When asked what it would take to switch to broadband, one in seven (14%) dial-up users
said they would make the change if it became available where they live or if their cable or
phone company offered the service.

When both dial-up and non-internet users are asked generally whether “high-speed
internet service is available in your neighborhood from a telephone company, cable
company or any other company,” one-quarter (24%) say “no” and 13% respond that they
do not know if it is available.

Whether framed in general terms to all non-broadband users or more narrowly only to
dial-up users about whether availability is a barrier to switching, users’ respondents must
be interpreted in the proper context. Users may report incorrectly about whether
broadband is available where they live; in fact, broadband service is available everywhere
a home can receive a satellite signal, although such service is typically more costly than
and not as fast as DSL or cable service. Non-internet users in particular may be unreliable
sources for information about the availability of a technology they do not use.
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Nonetheless, the fact that rural residents are more likely to report that broadband isn’t
available where they live indicates that infrastructure availability comes into play in
broadband adoption. Some 28% of rural adult Americans without home high-speed say
broadband isn’t available where they live, in contrast to 22% of non-rural Americans
without broadband who say this.

Moreover, 24% of dial-up users in rural areas say having the service available where they
live would prompt a switch to broadband; this compares to the 14% figure for all
respondents.

Non-internet users — one-quarter of adults — represent the largest group
of those without broadband.

Our April 2008 survey recorded 73% of American adults as internet users, meaning 27%
of adults in the United States do not use the internet. Age and income are two factors that
stand out when looking at non-internet users.

B 43% of non-internet users are over the age of 65 or, put differently, 65% of senior
citizens do not use the internet.

B 43% of non-internet users have household incomes under $30,000 per year.

Although these demographic and socio-economic factors are powerful forces keeping
some people off the net, many non-users are not completely disconnected from
cyberspace. Some 21% of non-users say that someone in their household uses the
internet at home. And one-fifth of non-users at one time user the internet; 18% of non-
users said they had been in the past, and 10% of non-users said they would be interested
in using the internet again.

33% of non-internet users say they are not
interested in the internet.

Still, one-third (33%) of non-internet users say they are simply not interested in the
internet, with another 12% saying they don’t have access. Some 9% of non-users say the
internet is too difficult or frustrating for them and just 7% say it is too expensive.

Attitudes about information technology shape the broadband choice.

As the preceding discussion shows, socio-economic and demographic factors play large
roles in explaining whether someone has broadband or not. Upper-income Americans are
more than three times more likely to have broadband than low-income Americans to have
broadband at home. Similarly, young adults are far more likely than senior citizens to
have broadband at home.

* Data reported in this paragraph and the next come from the Pew Internet Project’s November 2007 survey of
2,054 Americans.
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The following table presents a demographic profile of online users versus non-internet
users and clearly shows difference among these groups, as non-users are older and less
wealthy than home dial-up or broadband users.

Demographic profiles: home broadband, dial-up, and non-internet users
The proportion of internet users who have certain demographic traits
Home Home Dial-up Non-internet
Broadband users
Gender
Male 50% 39% 47%
Female 50 61 52
Age
18-29 23 21 7
30-49 46 35 21
50-64 23 28 29
65+ 6 16 43
Median Age 40 45 61
Race/ethnicity
White (not Hispanic) 73 75 68
Black (not Hispanic) 8 9 17
Hispanic (English speaking) 10 14 7
Education
Less than high school 7 7 28
High school grad 26 44 49
Some college 28 30 14
College + 40 19 9
Income
Under $20K 9 13 29
$20K-$30K 8 16 14
$30K-$40K 8 15 9
$40K-$50K 9 9 6
$50K-$75K 15 14 7
$75K-$100K 17 9 2
Over $100K 22 9 3
Community type
Urban 13 23 29
Suburban 56 47 45
Rural 31 30 26
Number of cases 1,153 249 698
Source: Pew Internet & American Life Project Survey, May 2008.

As powerful as these associations are, they are not the only things at play in broadband
adoption decisions. People’s attitudes about information technology are also important.
An older person may love to tinker with technology and enjoy the “always on”
information pipeline that broadband offers. A person in a low-income household may be
willing to allocate scarce discretionary funds to broadband — if he feels the connectivity
offers something of value.
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A question asked in a November 2007 survey about how people view the benefits to
personal productivity from information technology shows the role attitude can play in
connection choices. The survey asked respondents to say how strongly they agree with
the following statement: “I believe | am more productive because of all of my electronic

devices.”
Personal Productivity and Gadgets
Very well Somewhat well Not too well Not well at all
Broadband at home 35% 32% 12% 20%
Dial-up at home 19 27 22 32
Source: Pew Internet & American Life Project Survey, November 2007.

A majority (67%) of broadband users view electronic devices, to some extent, as an aid to
personal productivity, while a minority of dial-up users (46%) sees modern gadgetry in
this way.

This is not to say that views on information and communication technology are the sole,
or even primary, driver of the broadband choice. Some dial-up respondents may have
lifestyles for which information technology might not have much to do with personal
productivity. Nonetheless, even when controlling for the number of information devices a
person may have and other factors, there is a significant correlation between attitudes
about information technology and people’s choice of connection speed.’

This suggests that people’s age and income are not the only things behind the broadband
choice. How people view the productive potential of information technology is also
relevant — and not everyone sees this potential in the same way.

Few dial-up users take advantage of high-speed wireless connections to
the internet.

With just more than one-third of broadband users saying they would like to get
broadband, one might expect some to look for ways to connect via high-speed outside the
house. As noted, 25% of all adults (or 34% of internet users) have gotten online away
from home or work using a laptop and a WiFi wireless connection.

However, the practice of using WiFi connections away from home or work for online
access is mainly the province of home broadband users. Some 40% of home broadband
users have done this compared with 12% of those who use dial-up to go online from
home. Put differently, 95% of those who say they have used a WiFi connection to go
online are home broadband users.

% A logistic regression model was used to estimate, from the sample of internet users, the probability that a
respondent was a broadband or dial-up user. The expected socio-economic factors, such as age and income,
were strongly associated with having broadband. However, people’s attitudes about electronic devices and
personal productivity were also significantly correlated with having broadband. That is, those who view
gadgets as contributing to their productivity were more likely to have broadband, even when controlling for
demographic factors and other measures of technology assets (e.g., having a cell phone, MP3 player, a laptop
computer, and other gadgets).
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WiFi is not the only wireless means of accessing the internet. Increasingly, handheld
devices such as cell phones or personal digital assistants (such as Blackberries or
iPhones) offer a pathway to the web. Some 39% of internet users say they have used a
handheld device to go online — the figure is 41% for home broadband users and 36% for
home dial-up users. Given the dwindling number or home dial-up users, this means that
some 86% of those who use a handheld to access the internet are broadband users.

Although some cell phone networks today are capable of transmission rates of 200
kilobits per second (the FCC-defined threshold for a “first generation” broadband), it is
difficult, if not impossible, to determine how many.® And even 3G services that might
reach 700 kps are below the threshold for “basic broadband” service. * These figures
suggest that the few dial-up users who do connect to the internet with a handheld device
are experiencing fast speeds, so that handheld online access cannot be seen as a substitute
for having a high-speed internet connection at home.

® The current 2.5 generation mobile network, known as EDGE, can receive data at up to 230 kps. The 3G
successor, currently being rolled out, has speeds between 400 kps and 700 kps. See “Ripe for Picking” on The
Economist’s Tech View blog at:
http://www.economist.com/research/articlesbysubject/displaystory.cfm?subjectid=7933610&story _id=11559
971

7 See “FCC redefines ‘broadband’ to mean 768Kps,” Endgadget, March 19, 2008. Available online at:
http://mww.engadget.com/2008/03/19/fcc-redefines-broadband-to-mean-768kbps-fast-to-mean-kinda/.
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The Online Behavior of Broadband Users

Research by the Pew Internet Project in 2002 showed how the “always on” broadband
connection at home opens the door to deeper engagement with the internet.® Early
broadband adopters did a wider range of activities online and more frequently than the
then-majority of dial-up users. This was to be expected from upscale early adopters, as
many no doubt got broadband at home because they had high demand for digital
information.

However, this pattern of more intense of online resources among broadband users
continued as the technology disseminated more widely. For news consumption, for
instance, high-speed connections tend to draw users (especially young ones) away from
traditional as print newspapers and to the internet for news.” The broadband pull, in other
words, runs both ways. Those with high demand for internet applications get fast
connections and do more with them. It is also true that many who get broadband at home
are drawn to online alternatives available with their “always on” connection, sometimes
as a substitute for offline resources.

The technology to access the internet has evolved since broadband first began to make
inroads among consumers. WiFi technology allows users high-speed wireless access to
the internet, typically using a laptop computer, although a range of handheld devices
increasingly can connect to cyberspace using WiFi. Additionally, broadband providers no
longer simply offer a fast online connection. Premium services offer higher speeds for
those willing to pay.

This section examines the online behaviors of those who pay for premium broadband
services at home or use laptops to connect to the internet with WiFi. Whereas having a
broadband connection was once the marker of deeper engagement with cyberspace, now
other access options are associated with heavier use of cyberspace.

Premium services

The April 2008 survey asked whether home broadband users “pay extra for a premium
service that promises faster speed.” Here’s what home broadband users said:

8 John B. Horrigan, The Broadband Difference: How online Americans' behavior changes with high-speed
Internet connections at home. Pew Internet & American Life Project, June 2002. Available online at:
http://www.pewinternet.org/PPF/r/63/report_display.asp.

® John B. Horrigan, Online News: For many home broadband users, the internet is a primary news source. Pew
Internet & American Life Project, March 2006. Available online at:
http:/Avww.pewinternet.org/report_display.asp?r=178.
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B 54% of home broadband users say they subscribe to basic service.
B 29% subscribe to a premium service at a higher price.

B 16% say they don’t know.

“On the go” access

Our report “Mobile Access to Data and Information” found that, as of December 2007,
41% of adult Americans had accessed the internet from someplace other than home or
work using a wireless laptop connection or a handheld device such as a cell phone or
personal digital assistant.’® Narrowing the set of “on the go” users only to those who have
accessed the internet using a laptop computer and a wireless connection, the December
2007 survey showed that 27% of American adults had used this means to go online.

Our April 2008 survey shows a similar level of wireless online access using a laptop
computer, with 25% of Americans saying they had done this — statistically
indistinguishable from the December survey. This comes to 34% of internet users who
have logged on using a WiFi connection and a laptop away from home or work.

Most of the time, this wireless access occurs in public places; some 58% of those who
have connected to the internet in a place other than home or work using a wireless laptop
connection say they use access points in airports, coffee shops, or restaurants. Among
those using WiFi in public places, 64% say they mostly use free WiFi services, 4% say
they mostly pay for such services, with the remainder (32%) saying they use a mix of free
and paid services.

Those who subscribe to premium services or use WiFi away from home
or work to access the internet do more online.

Similar to the technique employed in past reports on broadband adoption, the analysis
below examines whether intensity of online use differs for “on the go” and premium
service users relative to all broadband users. The survey queried online users about 14
different online activities and the analysis below examines whether the different classes
of users do a greater range of online activities than home broadband users as a whole.

Although home broadband and dial-up users are mutually exclusive, there is overlap
between those who have connected to the internet “on the go” with a WiFi-enabled
laptop and those who pay for premium broadband service at home. Some 13% of home
broadband users say they have both logged on “on the go” with using WiFi and a laptop
and pay for premium broadband service at home.

10 john B. Horrigan, Mobile Access to Data and Information.. Pew Internet & American Life Project, March
2008. Available online at; http://www.pewinternet.org/PPF/r/244/report_display.asp.
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Online Activities:
Share of users in each category who have ever done listed activity

Broadband at Accessed internet away

All internet Dial-up at . Pays for premium home
home (all from home or work using .
users home - broadband services
respondents) WiFi on laptop computer
Use_ an online search 89% 80% 94% 95% 95%
engine
Check weather reports 80 75 84 88 84
and forecasts
Get news online 73 61 80 86 88
Visit a state or local 66 55 72 78 76

government website

Look online for
information about the 55 37 62 70 70
2008 election

Watch a video on a video-
sharing site like YouTube 52 29 60 69 67
or GoogleVideo

Look online for

information about a job ar 36 50 59 >0
Send instant messages 40 38 44 53 48
Read someone else’s 33 15 40 42 45
blog
Use a social networking
site like MySpace, 29 21 33 38 41
Facebook, or
LinkedIn.com
Makt_a a dor_1at|on to 20 9 23 28 27
charity online
Downloaded a podcast

P 19 8 22 31 28
Download or share files
using peer-to-peer 15 15 17 21 20
networks such as
BiTorrent or LiveWire
Create or work on your 12 8 15 19 19
own blog
Number of cases 1,553 249 1,138 504 306

Source: Pew Internet & American Life Project Survey, April 2008.

The following table reports responses to questions that ask respondents if they
“yesterday” did a specific activity. This yields a portrait of what users in a specific
category do on a typical day online.
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Online Activities:
Share of users in each category who do listed activity on the typical day

All internet Dial-up at Broadband at Accessed internet away from Pays for premium
P home (all home or work using WiFi on home broadband
users home -
respondents) laptop computer services
Use_ an online search 49 26% 579% 68% 61%
engine
Check weather reports 30 14 36 a4 42
and forecasts
Get news online
s ont 39 18 47 54 33
Visit a state or Iocgl 13 4 16 20 19
government website
Look online for
information about the 23 10 27 33 34
2008 election
Watch avideo on a
video-sharing site like 16 5 20 o8 23
YouTube or
GoogleVideo
Look online for
information about a job 6 4 6 10 5
Send instant messages 13 6 16 23 19
Read someone else’s 11 3 15 17 16
blog
Use a social networking
site like MySpace, 13 7 16 20 21
Facebook, or
LinkedIn.com
Make a donation to 1 0 > 5 1
charity online
D loaded dcast
ownloaded a podcas 3 1 4 6 6
Download or share files
using peer-to-peer 3 2 3 4 5
networks such as
BiTorrent or LiveWire
Create or work on your 5 3 6 9 8
own blog
Number of cases 1,553 249 1,138 504 306

Source: Pew Internet & American Life Project Survey, April 2008.

The following table summarizes the relative intensity of the different classes of users
based using the average and median for the total number of activities users do out of the
14 listed — both for the total ever done and the total done on the typical day.
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Summary of online activities across user classes

All internet Broadband at Accessed internet away from | Pays for premium
uSers Dial-up at home home (all home or work using WiFi on home broadband
respondents) laptop computer services
Mean number of
activities (ever) 6.2 4.8 6.7 7.6 74
Median number of
activities (ever) 6 5 ! 8
Mean number of
activities (typical day) 2.2 1.0 2.6 33
Median number of 5 0 2 3
activities (typical day)
Number of cases 1,553 249 1,138 504

Source: Pew Internet & American Life Project Survey, April 2008.

Broadband Adoption 2008

Premium service and “on the go” users are more intense users of the internet, as
measured by scope of online activities ever done or engaged in on the typical day. When
focusing on the mean number of online activities people do on the average day, “on the
go” users are 26% more active than the average for broadband users. Those who have a
premium service at home are 19% more active than the average for home broadband
users. The higher levels of “typical day” use as measured by the median (or middle user)
suggests the differences are broadly important.™*

None of this is a surprise; in one instance, users have an additional on ramp to the internet
with a wireless connection and in the other they have a faster one, as they say they pay
for faster premium service.

At the same time, the results are evidence of a link between new ways of access and
deeper engagement with the internet. In particular, the sizable share of internet users who
have connected to the internet with a WiFi-enabled laptop have added “always
connected” wireless access to their “always on” broadband connection.

As to the demographic profiles of these two classes of internet users, the table below
shows that they are younger and better educated than average.

11 The higher median values indicates that the larger mean (or average) values for the “typical day” activities is
not due to a small number of premium or “on the go” users doing far more online than other users. If, for
instance, a few premium users were doing a lot more than other broadband users, the average may be higher,
but the “middle user” might not be different across groups.
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Demographic profiles
Those who use WiFi Those who pay for
away from home or premium broadband
work service
Gender
Male 53% 52%
Female 47 48
Age
18-29 28 25
30-49 48 50
50-64 20 22
65+ 4 4
Median age 38 39
Race/ethnicity
White (not Hispanic) 74 71
Black (not Hispanic) 9 11
Hispanic (English speaking) 11 12
Educational attainment
Less than high school 6 7
High school grad 19 22
Some college 26 27
College + 49 44
Income
Under $20K 6 2
$20K-$30K 6 9
$30K-$40K 6 6
$40K-$50K 8 11
$50K-$75K 15 16
$75K-$100K 17 19
Over $100K 25 25
Community type
Urban 32 32
Suburban 54 57
Rural 15 11
Number of cases 504 306
Source: Pew Internet & American Life Project Survey, April 2008.
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Methodology

This report is based on the findings of a daily tracking survey on Americans' use of the
Internet. The results in this report are based on data from telephone interviews conducted
by Princeton Survey Research Associates International between April 8 to May 11, 2008,
among a sample of 2,251 adults, 18 and older. For results based on the total sample, one
can say with 95% confidence that the error attributable to sampling and other random
effects is plus or minus 2.4 percentage points. For results based Internet users (n=1,553),
the margin of sampling error is plus or minus 2.8 percentage points. In addition to
sampling error, question wording and practical difficulties in conducting telephone
surveys may introduce some error or bias into the findings of opinion polls.

The sample for this survey is a random digit sample of telephone numbers selected from
telephone exchanges in the continental United States. The random digit aspect of the
sample is used to avoid “listing” bias and provides representation of both listed and
unlisted numbers (including not-yet-listed numbers). The design of the sample achieves
this representation by random generation of the last two digits of telephone numbers
selected on the basis of their area code, telephone exchange, and bank number.

New sample was released daily and was kept in the field for at least five days. The
sample was released in replicates, which are representative subsamples of the larger
population. This ensures that complete call procedures were followed for the entire
sample. At least 10 attempts were made to complete an interview at sampled households.
The calls were staggered over times of day and days of the week to maximize the chances
of making contact with a potential respondent. Each household received at least one
daytime call in an attempt to find someone at home. In each contacted household,
interviewers asked to speak with the youngest male currently at home. If no male was
available, interviewers asked to speak with the youngest female at home. This systematic
respondent selection technique has been shown to produce samples that closely mirror
the population in terms of age and gender. All interviews completed on any given day
were considered to be the final sample for that day.

Non-response in telephone interviews produces some known biases in survey-derived
estimates because participation tends to vary for different subgroups of the population,
and these subgroups are likely to vary also on questions of substantive interest. In order to
compensate for these known biases, the sample data are weighted in analysis. The
demographic weighting parameters are derived from a special analysis of the most
recently available Census Bureau’s March 2007 Annual Social and Economic
Supplement. This analysis produces population parameters for the demographic
characteristics of adults age 18 or older, living in households that contain a telephone.
These parameters are then compared with the sample characteristics to construct sample
weights. The weights are derived using an iterative technique that simultaneously
balances the distribution of all weighting parameters.
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Methodology

Following is the full disposition of all sampled telephone numbers:

Table 1: Sample Disposition

22,996 Total Numbers Dialed
1,396 Business / Government
1,250 Computer/Fax

8 Cell phone
8,577 Other Not-Working
1,595 Additional projected NW
10,171 Working numbers
44.2% Working Rate
474 No Answer
58 Busy
821 Answering Machine
100 Other Non-Contact
8,718 Contacted numbers
85.7% Contact Rate
209 Callback
Refusal 1 - Refusal before eligibility
5,610 status known
2,899 Cooperating numbers
33.3% Cooperation Rate
356 Language Barrier
2,543 Eligible numbers
87.7% Eligibility Rate
292 Incomplete
2,251 Complete
88.5% Completion Rate
25.2% Response Rate

PSRAI calculates a response rate as the product of three individual rates: the contact rate,
the cooperation rate, and the completion rate. Of the residential numbers in the sample,
86 percent were contacted by an interviewer and 33 percent agreed to participate in the
survey. Eighty-eight percent were found eligible for the interview. Furthermore, 89
percent of eligible respondents completed the interview. Therefore, the final response

rate is 25 percent.
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