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A Survey of Computer Householdsin India: A Summary of the Main Findings

[ntroduction and Study Design

Thisisareport on the use of home computers among Indian families and their experiences with new
information technologies. We conducted a survey of 1000 computer owning urban families during January -
March 2000. We aso interviewed 255 non-computer owner families with similar demographicsto get some
additional and comparative insights. The study was centered on top 8 cities of India (Bombay, Delhi, Calcutta,
Chennai, Bangalore, Hyderabad, Pune and Ahmedabad), which account for over 95% of the computersinstalled
in Indian homes.

We designed the sample in such a way to give greater weight to Bombay and Delhi, which together constitute
closeto 70% of thetotal installed base of computersin Indian homes.

Primary Respondent - Male

The study used the household member most knowledgeable about computer use in the home as the resource
person. The fact that over 82% of the respondents were male shows that computers are still largely a male
preserve.

Computer Owner Demographics

Computer owners have considerably a higher income, are better educated. The Chief Wage Earner (CWE) is
typically aprofessional, or middle to senior executivein public or private sector, or a businessperson. The
average household size of computer ownersis 4.0. Among the respondent households with computers 42% had
children living at home 58% did not have children.

About 46% of the computer owners have an Internet connection. Internet owning households are relatively
more affluent than households who have a PC but do not have an Internet connection.

Typically, computer owners also own other household appliances - Refrigerator 95%, Mixer/Grinder 93%,
Washing Machine 84%, Electric Water Heater 85%, V acuum Cleaner 54%, Electric Oven 45%, Air Conditioner
35%, Television 95%, Hi Fi Music System with CD 35%. The penetration of different household products and
appliancesis much lower among computer non-owners.

Computer Households- Respondent Char acteristics

Respondent Selection

In each household the respondent for the survey was selected on the basis of who was most knowledgeable
about computer use in the household.

Here are some interesting results.

Male Preserve

The fact that over 82% (compared to 18%) of the respondents were male shows that computers are still largely a
male preservein India

Computers— The Technology of the Youth
50% of the respondents were under 24 and 22% between 25 and 30 years. Clearly, then, computer use-based
knowledgeislimited to the young and very young.

In terms of marital status, 63% of the respondents are single and 36% are married—yet another statistics that
clearly show that thisisthe technology of the youth.

Expertise
About 27% of the respondents consider themselves as “ expert” users, while another 53% say they are quite
“knowledgeable” about computers.

Computer Ownership
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When Acquired...

Close to 75% of al computer-owning households have bought the computer within the last 2 years. Adoption
of computers in the larger cities has been faster than in smaller cities as indicated by the increasing percentage
of computers purchased within the last one year.

Desktop versus Laptop
Given the large price differential between desktop and laptop computers, the Indian households still exhibit a
higher preference for desktop computers.

Clustering of Computer Households

Three clusters emerged in regard to computer households based on the level of usage and their attitudes towards
computers.

Enthusiasts are those who feel strongly that the computer and Internet are well integrated with other activities
performed in the home.

Pragmatists are those who have discovered different uses for the computer and could in the future evolve into
enthusiasts.

Utilitarian are those who feel that the computer serves some basic functions but has not really affected their
‘lifestyle’ in any significant manner.

L ocation of Computersin theHome

Computersin Indian homes are placed either in the adult bedroom or “hall”/living room. The tendency to place
the computersin the hall/living room decreases asincome levelsrise. This can be explained by the fact that the
number of roomsin the lower income category householdsis also likely to be smaller.

The location of the computersin the home varies by ownership of an Internet connection. A large proportion of
households without an Internet connection (44%) place the computer in the hall / living room

Location of Other Appliancesin the Home

In over 75% of computer non-owning SEC-A households, the television is placed in the “hall” / living room.
Only about 17% of these households place the TV in adult or children’s bedroom. The location of the
telephone(s) within the home is similar to the TV and is confined mainly to the hall/ living room or the adult
bedroom.

About 43% of households place the refrigerator in the kitchen, while about 20% place it in the dining area. In
Indian homes the washing machineis usually placed in the bathrooms (29%) or the kitchen (11%).

Computer Uses

Prior to purchase of the computer, over 60% of the current owners anticipated using the computer for job
related work and family entertainment/games. However during the actual use, family entertainment/ games
comes out as the most frequently cited use (86%) compared to 70% households who state also using it for job
related work and word processing. Other uses are children’ s education (53%), writing | etters/correspondence
(73%. Other magjor uses are limited to computer families with Internet connection: e-mail (43% of the over all
sample but 99% of Internet owners), internet/web surfing (43% of over all sample and 99% of internet owners).

Hour s of Use Per Week
According to the self-report data, the household uses the computer on an average 27 hours per week. However
more than 50% of the computer households use it for more than 20 hours per week.

Time Spent on Watching Television
There is no significant difference in the TV viewing habits of computer owning households and computer non
owning householdsin terms of the amount of time spent watching TV.
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Even though there is no actual difference in the amount of time spent watching between computer owners and
non-owners, 44% of the computer ownersfeel that they watch less TV after the purchase of the computer.

[nternet Use

The Internet is most frequently used for sending and receiving email. Gender differences in the usage of
Internet exist in the areas of online chatting, which is significantly higher for women (Note: This information
provided by the most knowledgeable member, who is in most cases male). Men on the other hand exhibit
higher usage for sportsinformation and also to do job related work, sending faxes etc.

I nternet Access Qutside of Home

Fifty percent of the computers owning households who have no Internet access at home access the I nternet
outside the home through Cyber café, educational institutions, and work places. Even among the computer non-
owning households more than one fourth of the households access the net outside the home.

L evels of Satisfaction With Computers
Nearly 80% of the respondents are satisfied with most aspects of computers except the speed of access on the
Internet where the satisfaction level drops to about 65%.

Computer Effectson Children
Computers are believed to have a positive affect on the development of skills such as logical thinking,
creativity, reading, general knowledge and mathematical abilities.

Experience With Computers Relativeto Other Household Appliances

The computer owners were asked to rank various household appliances in regard to how essential they are for
the home. The computer was ranked fourth behind the telephone, refrigerator/ gas stoveand TV. Inregard to
the level of frustration with appliances, very few respondents expressed any frustration in using different types
of appliances including the computers.

Futuristic Technologies

Among five futuristic scenarios presented, computer owners expressed the highest interest in communication
system, which combines telephone, computer, Internet, and TV Thisisfollowed by a computer-based home
control system.

Family Socialization

In most computer owning homes, family members sociaize in the living room/ hall or in the hall cum dining
room. Besides watching the television, which is usually placed in the living room, the other activities over
which family members meet and interact are meals.

Even though computer usage is generally perceived to be a personal experience, in Indian homes the computer
plays a central role for group activities like watching VCD movies, browsing the Internet, playing games in
about 15% of computer owning homes.

Attitude Toward Computers

The commonly held attitudes/ belief’ s among all computer owners with regard to the role of

computers at home are:

?? Knowledge of computersisessential to keep-up with the changes.

?? Computersare not at al difficult to use and contribute time savings at home.

?? Computers have become part of the daily routinein the family and are essential as any other
appliance at home.

?? Itisdifficult to imagine life without computers at home.

?? Although computers are integrated into the home life, they are more useful in the office or the
work place than at home. Along the same lines, computers have increased the time spent on job
related work at home.

?? Computers have increased contact with family and friends but the telephone is still the main
communication tool.
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?? Computers contribute positively inimproving children’s educational experience and are essential
to ensure their future success in the work place.

?? Computers are synonymous with a high quality of education.

?? All computer owners believe that the Internet keeps them better informed about the world.

Computer Non-Owners
About 42% of the households who do not own acomputer currently intend to buy a computer in the near future.
Among those intending to buy, about 55% intend make a purchase within the next 6 months.

The main motivation for the households who are planning to buy computers in the near future is job related
work (69%), followed by Internet surfing (63%) and email (58%). One of the main differences in likely uses
for a computer between current owners and future buyers of computers is in the increasing importance of
Internet browsing and e-mail asthe main driversfor purchase.

Some of the other important driversfor purchase are children’s education and family entertainment.
The main barrier to the purchase of computers for the home is a perceived lack of utility for the computer at
home. Close to 50% of the respondents who are not interested in buying a computer say they cannot think of

any usefor it at home.

Besides the perceived lack of utility, the other barriersto purchase are the cost of acquiring a computer.
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1. Background

This gsudy is pat of Project Millennihome, a joint effort between Project NOAH
based a the Center for Research on Information technology and Organizations
(CRITO), Universty of Cdifornia, Irvine, and the Marketing Technology Center,
(MTC), Stockholm, Sweden. Funding for the study was provided by three maor
Swedish companies, Ericsson (Lund, Sweden), Electrolux (Stockholm, Sweden), and
Vattenfal (Stockholm, Sweden).

The primary am of the Indian study is to increase our understanding and knowledge
of the nature of adoption of computers and information technologies by Indian
families and ther impact on home life and work life. The sudy is ds0 desgned to
invesigate how the families use technologies on an everyday bass for socid
communication and interactions, home management, job related work and
informetion gethering.

The sudy was conducted in urban India specificaly in 8 mgor cities (Bombay,
Ddhi, Cdcutta, Chennai, Bangdore, Hyderabad, Pune and Ahmedabad). These cities
were sdlected primarily because they account for over 95% of the computers installed
in Indian homes. Accordingly, we conducted a survey of 996 computer owning urban
families during January-March 2000. We dso interviewed 255 non-computer owner
families to get some additiond indghts. All interviews were done in the homes of the
respondents by professondly trained interviewers.

The Indian Market Research Bureau (IMRB) asssted in the desgn and data
collection aspects of the study. The fieldwork was conducted between January 2000
and April 2000.

Thisisan initid report and more detailed andyses will be available in due course.
This report may be read in conjunction with another report, “A Comparative Study of

Uses and Impacts Computers in the Home USA, Sweden and India” avalable at
Project NOAH website: http://www.crito.uci.edu/noah.
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2. Scope Of The Study

Some of the key ddiverables from the qualitative module of the sudy are,
Computer Households

?? Purchase process for a home computer
?? main reasons for buying the computer
?? type of computer purchased ( Mac, IBM Compatible)
?? when was the computer purchased
?? household member most knowledgeable about computers a the time
of purchase (key influencer ?)
?? Status of computer usage within the household
?? household members who use the computer
?? intengty/extent of usage
?? usesto which the computer is put to
?? primary reasons for usng the computer by different household
members
?? Statusof Internet usage
?? household members accessing Internet a home
?? reasonsfor using the Internet
?? period for which Internet access has been available a home
?? access to Internet in places other than home such as school, office,
Internet Kiosk etc.
?? Consumer perceptions & attitudes regarding,
?? utility & role of computers a home
?? Internet
?? dfect of computers on children’s education
?? Extent of satifaction with computers & Internet at home,
?? Interest in technologies likely to be available for the home in the future
?? Sudy in detall the patern of computer usage by vaious members of the
household in terms of,
?? gpplications performed
?? reasonsfor usng various gpplications
?? length of time each gpplication has been in use
Note : The detail pattern of computer usage was obtained from a sub-sample
of computer owning households by means of a paper diary which was used to
collect computer usage information for a period of 2 weeks.
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Non-Computer Households

?? Levd of familiarity with computers
?? ever used acomputer at home?
?? experience with the computer, if owned previoudy
?? reasons for discontinuing the use of computer
?? household members who have access to the computer a places other
than home (schooal, office, Kiosks etc.)
?? What are the reasons for using the computer
?? intengty/ extent of usage
?? Levd of familiarity with the Internet
?? household members who have accessed the Internet
?? placeswhere the Internet is accessed (schoal, office, Kiosks etc.)
?? various reasons for using the Internet
?7? Intention to acquire acomputer in the future
?? when likdly to acquire
?? likely uses planned for the computer
?? Levd of interest in futurigtic technologies.

IndianSurveyl 8




3. Methodology
3.1  Components Of The Study

Study Sites:
As dated earlier, the sudy was conducted in 8 mgor cities of India (Bombay, Dehi,
Cacutta, Chennai, Bangalore, Hyderabad, Pune and Ahmedabad), which accounted
for over 95% of the computers ingdled in Indian homes. Accordingly, we conducted
a survey of 996 computer owning families during January-March 2000. We aso
interviewed 255 non-computer owner families.

3.3  Sampling
3.3.1 Computer Owning Households

Given the low peneration of computers in Indian populaion (about
0.5% in the entire country and 10% in the mgor cities) and because of
the prohibitive costs associated with random sampling, we employed
purposve or judgementa sampling. Geographical  representation
within each cty was achieved by firg judgementdly identifying dl
areas with high concentration of the rdevant households and then
doing equa number of interviews in each such area.

3.3.2 Computer Non-Owning Households

In a gmilar fashion to the sdection of computer owning households,
purposive sampling was adopted for this population segment aso.
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Sample Size
We designed the sample in such a way to give greater weight to Bombay and
Dehi, which together conditute close to 70% of totd indaled base of
computersin Indian homes.

The city level data was weighted according to the proportion of computer
owning households in each of these cities for the purpose of reporting the

overdl figures.
Computer owning Computer Non-owning
Households Households
Planned Achieved Planned Achieved
Bombay 200 202 40 40
Delhi 200 181 30 31
Chennai 125 138 30 30
Bangalore 125 130 30 30
Calcutta 100 100 30 30
Hyderabad 100 9% 30 35
Pune 75 74 30 29
Ahmedabad 75 75 30 30
Total 1000 996 250 255
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Detailed Findings
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4, Computer Owning Households

4.1  Demographic Prafile
4.1.2 Occupation of Chief Wage Earner (CWE)

The occupationd profile the CWE (defined as the person

contributing the maximum to household expenses) in computer

owning households indicates they are professonas, or hold middle/

senior leve executive positions in private or public sector, or business

people.

PC PC non Internet
owners owners owners
Sample Size 996 255 423
% % %
Officer/Executive-Middl e/ Senior 39 40 40
Officer/Executive - Junior level 16 24 13
Self employed professionals 9 11 9
Businessmen/Industrialist - Small 17 18 17
Businessmen/Industrialist - Large 12 16
Shop owners 6 6 4
Supervisory level 1 1 1

4.1.2 Education Leve of CWE

The education profile of computer owning households when compared
to non-owners is more skewed towards graduates and postgraduates.

PC PC non Internet
owners owners owners
423
Sample Size 9% 255
% % %
Graduate/PG - Professional 12 36 47
Graduate/PG - General 49 52 45
College not graduate 7 11 6
SSC/HSC (10-12 years school) 2 1 1
School (5-9 years) * * 1
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4.1.3 Demographic Profile-Household Size

The average household size of a computer owning householdsis 4.4.

PC owners PC non owners
996 255
% %
1 2 2
2 5 8
3 18 19
4 40 41
5 21 19
6-7 11 9
8+ 3 2

4.1.4 Familieswith Children

Among the households with computers, 42% have children (i.e. under the age of 18) living at
home and 58% have no children.

Children at Home

Sample Size 996 255
Households with Children% 42%

Without Children% 58%

4.1.5 Monthly Household Income

The income levd in computer owning households is much higher than
computer nonowning households indicating a drong correlaion
between income and ownership of computers.

PC owners PC non owners
996 255

Sample Size

% %
Up to Rs.6000 4 12
Rs.6001 — 10000 14 22
Rs.10001 — 15000 18 22
Rs.15001 — 20000 14 14
Above Rs.20000 35 23
Refused / DKCS 15 7
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4.1.6 Respondent Characteristics
The respondent for the survey was the household member most
knowledgeable about computer use in the household. The fact that
over 82% of the respondents were male shows that computersin India
arelargdy amale presarve.

Gender PC Owners
Sample Size 996
%
Male 82
Female 18

Among the households with computers, 63% of the respondents were
gngle 36% were maried. This compares with 46% and 53% for
respondents in nor-computer households.

Marital Status PC Owners PC Non-Owners
Sample Sze

996 255
Single% 63 46
Married% 36 53
Divorced/Widowed% 1 2

In terms of age, 50% of the respondents were under 24 and 22% between 25
and 30 years. Clearly, then, computer use-based knowledge is limited to the
young and very young. Thisisindeed the “technology of the youth.”

PC Owners
Freqg. %
18 and under 34 84%
19-24 403 40.5%
2530 218 21.9%
31-40 164 16.5%
41-50 75 7.5%
51-60 A 34%
61 above 18 18%
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4.1.7 Respondent Familiarity With Computers

Given the short time since computers have entered homes, only 27%
of the respondents consder themsdves as expert usars, while another
53% are quite knowledgeable about computers.

Total
Sample Size 985
%
Expert 27
Not expert but knowledgeable 53
Can do a few things well 14
Beginner 5
Not specified 1
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42  Computer Ownership

4.2.1 Ageof Computer Owned: By City Type
Close to 75% of dl computer-owning households have bought the
computer within the last 2 years. Adoption of computers in the larger
cities has been fager than in smdler cities as indicaed by the
increasing percentage of computers purchased within the last year.

Total | Top 2 cities Next 2 Other 4
Sample Size cities cities
996 383 238 375
% % % %
Up to 6 months 24 22 21 30
7 - 12 months 23 21 29 22
12 — 24 months 27 29 25 25
24 - 36 months 12 14 11 9
Mor e than 36 months 14 14 14 14

4.2.2
How Many ComputersArein Useat Home?

Almog dl families own only one computer. The mean number of computersin useis 1.01.

Number of Computers Frequency %
1 989 99.3%
2 5 05%
3 0 0.0%
4 1 0.1%
5 1 0.1%

(Mean 1.01 computersin use)
4.2.3 Typeof Computers. (Processor & Operating system)

Most of the computersin Indian homes run on the wintel platform.

Processor Type

Sample Sze
996
%
Apple/ Macintosh 2
IBM Compatible 9
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Operating System Used

Sample Size 996
%
Windows %
DOS )
UNIX 3
Linux 1
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4.2.4 Typeof Computers. Desktop Vs. Laptop

Given the large price differentid between desktop and laptop
computers, the Indian households gill exhibit a higher preference for
desktop computers.

Unweighted Sample Size 996
%
Desktop 98
Portable/Laptop 2

4.25 Location of Computers. By Monthly Household Income

Computers in Indian homes are placed ether in the adult bedroom or

“hdl”/living room.

The tendency to place the computers in the

hal/lliving room decreases as income leves rises  This can be

explaned by the fact that the number of rooms in the lower income

category householdsis dso likely to be smdler

Total Upto 6-10K | 10-15K | 15-20K 20K+
Based on Income 6K
Categories (Monthly in
Rupees) 996 53 146 172 128 345

% % % % % %

Hall/Living room 38 49 52 48 33 31
Adult bedroom 31 37 20 29 35 36
Children’s bedroom 16 7 7 8 18 17
Home office 8 6 13 8 7 7
Study room 3 1 4 4 3 3
Dining room 2 - 1 1 2 2

4.2.6 Inter net Connection

Approximately 42% of the households have Internet connection and dmogt dl of them

through telephone modem.
Freqg. %
Internet Connection Yes 423 425%
No 573 57.5%
Type of Internet Connection Telephone Modem 1404 95.3%
Cable Modem 20 4.7%
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4.2.7 Location of Computers. By Internet Owner ship

Thelocation of the computersin the home varies based on
whether the families have an Internet connection or not. While 29% of
those with Internet connection place the computersin the family living
areg, alarger proportion (44%) of the households without an Internet

connection (44%) do so.

Another important difference is the location of the computer in
the children’s bedroom in Internet owning homes (19%) compared to

nor-owners (13%).
Internet Internet non

Sample Size owners owners

423 573

% %

Hall/Living room 29 44
Adult bedroom 32 30
Children’s bedroom 19 13
Home office 10 7
Study room 3 3
Dining room 3 1
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4.3  Key PurchaseDrivers (anticipated usesfor the computer)

4.3.1 Anticipated VsCurrent Usesfor the Computers
We make a diginction between “Computer Use” and “Internet Use”
Because the Internet is an important festure of the technology and only
less than hdf have an Internet connection, the patterns of computer use
among these two sub-samples are likely to vary.

Prior to purchase of the computer, over 60% of the current owners
anticipated using the computer for job related work and family
entertainment/games. However when it comes to actud use, family
entertainment/ games come out as the most frequently cited use (86%)
compared to 70% for job related use or word processing.

Anticipated use Current Use

Sample Size 996 996

% %
Job related work 65 73
Family entertainment/games 62 86
Children’s education & entertainment 54 -
Word processing/ writing letters 53 72
Internet/Web surfing 48 43
E-mail 43 47
Adult education 33 -
Personal Finance 28 30
Computer learning 4 -
Study / educational purpose 3

4.3.2 Top 3 Usesof the Computer by Respondent

About 45% of respondents state that the most frequently conducted
activity on the computer is job-related work. Close to one fifth of the
respondents also say that school related work is the most frequent use.

Whole sample - 996 Rank 1 Rank 2 Rank 3
Job related work % 45 13 11
School related work % 17 24 15
Hobbies, games & entertainment % 12 22 19
Health information % 7 16 15
Recipe updating % 8 10 12
Travel & vacation planning % 5 6 4
Finance management % 3 3 2
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44  Computer Usage
4.4.1 Computer Usage Per Week (Questionnaire)

The computer is use per household on an average is 27 hours per week
as reported by the respondent. More than 50% of the computer
households use it for more than 20 hours.

Sample Size 996
%

5hoursor less 6

6 - 10 hours 11
11-20hours 29
21-30 hours 21
Morethan 30 hours 33

4.4.2 Computer Usage Per Week (Diary data)

Based on the diary data atypicad computer owning household usesthe
computer for an average of 10hour 24 minutes per week. The actua
usage asrecorded in the diary islower than the usage reported by the
respondent by 60%.

@ Job related work
education

7% .
O entertainment
O Other (offline)
email

189 @ Job related (Internet)

Other Internet

270k

Job related work accounts for more than athird of total
computer usage time, followed by education (26%) and entertainment
(19%). The computer usage for ng the Internet is around 16%
of total usage across both Internet owners and non-owners (1%2 hours
per week). E-mall, till accounts for over one third of total Internet

usage.

4.4.3 Computer Usage: By Number of Users

Asthe number of users sharing a computer increases, the per person
usage comes down even though overdl usage of the computer
increases dightly.
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No. of users per household

Average usage per Household -

Hours per week
1-2users 9.25
3—4 users 11.15
5-6 users 11.35
7+ users 13.50

444 Average TV Viewing Time of Respondent

There is some notion that computer use displaces TV watching
because of the common characteristics f these two media We found
that there is no dgnificant difference in the TV viewing habits of
computer owning households and computer non owning households in
terms of the amount of time spent watching TV.

PC owners PC non owners

Sunday/ Weekday Sunday/ | Weekday

Holiday Holiday

% % % %
Did not watch 4 3 3 2
Less than half hour 3 6 1 5
2 hour to 1 hour 7 22 4 22
1.1to 2 hours 22 38 27 38
2.1to 3 hours 28 19 25 19
3.1to 5 hours 25 6 25 9
5.1to 7 hours 6 2 8 3
IAbove 7 hours 5 3 7 2

445 Percelved Changein TV Viewing Since Pur chase of Computer

Even though there is no difference in the actud amount of time spent
watching TV between computer owners and non-owners, about 44%
of the computer owners fed that they waich less TV after the purchase

of the computer.

Total

996
%
More 7
About the same 48
Less 44
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45  Satisfaction with Computers

The satisfaction levels with computer in generd is very high (>90%). Given
the higher user to computer ratio in Indian homes, satisfaction with the
number of computersin the homeislower.

Very | Somewhat | Neither | Somewhat Very

satisfied| satisfied nor dissatisfied | dissati

satisfied sfied
Experience with computersin general % 62 29 5 3 1
Computers overall performance % 56 33 7 3 2
No. of computersinthe home % 61 16 7 5 11

4.6 Internet Ownership & usage
4.6.1 Internet Owner Profile Median Household | ncome

The average monthly household income of computer households with
Internet accessis over Rs.15,000/-.

Sample Size 423
%

Up to Rs.6000 4
Rs.6000 to Rs.10000 14
Rs.10000 to Rs.15000 18
Rs.15000 to Rs.20000 14
Above Rs.20000 35
Refused/Don’t know 15

4.6.2 Internet Owner Profile By Type of City

Close to 60% of the households having an Internet access are in the
top 2 metros, Bombay and Delhi.

Sample Sze 423

%

Top 2 cities (Bombay & Delhi) 57
Next 2 cities (Chennai & Calcutta) 15
Other 4 cities (Bangalore, Hyderabad, Pune & Ahmedabad) 28
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4.6.3 Internet Ownership by Median Household Income

About 46% of PC owners have access to the Internet. However

andysis of Internet penetration by household incomes shows a strong

correlation between income and access to the Internet at home.

Total Upto 6-10K | 10-15K | 15-20K | 20K+
6K-13 43 53 42 107
996 53 146 172 128 345
% % % % % %
Have an Internet connection 46 21 33 37 49 57
Don’t have I nternet 54 79 67 63 51 43

4.6.4 Typeof Internet Access

At the time of this study, access to the Internet was mogtly through
telephone modems primarily because Internet deivery through cable
limited to very few sections within each city.

Sample Size
423
%
Telephone modem 97
Cable modem 3

4.6.5 When Wasthelnternet First Subscribed To?

About 75% of the homes having access to the Internet have obtained
access within the last 4 years. This spurt in the number of connected
homes has coincided to a large extent with the abolition of VSNL’s
monopoly in providing Internet access.

Sdf  employed professonds, senior level  executives and large
busnessmen who conditute the more affluent section of the relevant
households have been the early adopters of the Internet. This is partly
explained the higher cost of Internet access (which may come down in
the future).
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Total S. Jr. Self Shop | Businessman | Businessman
Exec. | Exec | employed | owner small large
Sample Size
423 166 58 37 14 80 65
% % % % % % %
Less than 6 months 47 49 42 43 31 53 43
7 - 12 months 28 23 38 21 48 35 27
13 - 18 months 9 11 10 12 9 3 7
19 - 24 months 10 10 9 14 12 5 14
24 - 36 months 5 7 1 9 - 2 7
More than 36 months 1 - - 1 - 2 2

4.6.6 When WasthelInternet First Subscribed To? (by Median Household I ncome)

The recent decrease in access charges and increased competition have
reulted in a large proportion of redively less affluent households
getting access to the Internet in the last 6 months.

Income Level Total | Upto6K | 6-10K | 10-15K | 15-20K | 20K+
Sample Size 423 11 42 64 60 180
% % % % % %
Up to 6 months 47 62 o) 42 48 43
7 - 12 months 28 31 2 30 33 28
13 - 18 months 9 7 12 14 5 9
19 - 24 months 10 - 8 10 4 13
25 - 36 months 5 - 3 4 9 6
More than 36 months 1 - 1 - 1 1
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4.6.7 Usageof Internet Among Owners

The Internet is most frequently used for sending and recelving e-mall
communications. Gender differences in the usage of Internet exigt in
aess such as online chatting, which is dgnificantly higher for women
(This information was provided by the most knowledgesble member,
who is in most cases the male). Men on the other hand exhibit higher
usage for sports information and dso to do job related work, sending

faxes etc.
Overall | Male Female

% % %
E-mail to friends 83 83 83
Reading news infor mation 62 62 65
Work / job related e-mail 60 61 52
Chat groups 49 48 55
Getting sports information 48 51 35
Sending faxes 40 12 A
Community information 26 26 23
Shopping for daily purchase items like food 6 5 9
Shopping for products like cars, appliances, 3 3 2
computers etc.
Shopping for other products like books, CD’ s etc. 10 11 7
Online banking 9 11 3

4.6.8 AccesstoInternet OQutsde Home

Fifty percent of the computers owning households who have no
Internet access a home access the Internet outsde the home through
Cyber café, educationd indituions offices etc. Even among the
computer non-owning SEC A households more than one fourth of the
househol ds access the net outside the home.

Overall Internet Internet non PC non
% owners owners owners
% % %
Access | nternet outside 48 45 50 27
home
Don’t access the Internet 49 50 48 73
outside the home
DK/CS 3 5 2
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4.6.9 Change In Usage of Internet Among Households Having Connection for More
Than 6 Months

Households with Internet access for than 6 months indicate an increase in usage

of the Internet.
Sample Size 231
%
More often 69
About the same 25
Less often 5

4.7  Satisfaction With the Internet
Compared to the levels of satisfaction with computersin generd, satisfaction
specificaly with the Internet is dightly lower especidly dueto problems rdaing
to the speed of access to the Internet.

Very | Somewh | Neither | Somewhat Very
Base: Internet Owners satisfied at nor dissatisfied | dissatisf
satisfied | satisfied ied
Ease of getting on the Internet from home - % 438 31 13 6 3
Speed of access to the Internet from home % 31 33 19 9 7

4.8  Effect of Computers On Children’s Education

Computers are believed to have a postive affect on the development of skills
in children like logicd thinking, credivity, reading, generd knowledge and
mathematicd abilities.

Reading| Writing | Math | Logical | Creativity General
Thinking Knowledge
% %
% % % %

Very negative 1 1 1 -

Somewhat negative 4 4 2 1 1 -

No effect 18 20 19 15 13 13

Somewhat positive 7 4 6 8 8 6

Very positive 5 4 4 7 11 12

No opinion 66 67 68 69 68 69

4. 9 New Technologies and Futuristic technologies

We make a digtinction between “New” technologies and “Futuritic”
technologies. New technologies are new to the contemporary scene but are
available in consumer markets. We include stereo system and VCR in the
new technologies dthough they have been available for alonger period. This
was done for comparison purposes. Futuristic technologies are those
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experimenta technologiesthat are not yet available but will be introduced
within the next 2 or 3 years. In neither category did we include visonary
technologies that are very much part of sciencefiction or closetoit.

49.1 New Technologies

In the case of “new” technologies we warted to know if our respondents
owned them. We compared their ownership patterns to those of computer
non-owners. In generd, computer more computer owner households aso own
the new technol ogies thus demongtrating the high correlation between
computer ownership and ownership of other technologies. Roughly 40% of
the non-owner and 33% of the non-ownersown VCRs. Similarly, 52% of the
owners and 32% of the non-owners own stereo system. Te ownership of cell-
phonesis respectively 25% and 14%. When we look at the latest
technologies, the ownership levels drop dramaticaly with ahigh of 12%
(owners) for pagers and 3% for digital cameras (owners). They are even
lower for non-owners.

PC Owners PC Non-Owners
Freq. % Freg. %

Electronic organizer or A 94% 15 59%
Handheld Computer
Fax or telex machine (separate %0 9.0% 2 0.8%
from PC)
Pager 119 11.9% 12 4.7%
Voice Mail/Voice Message

: ; 4 86 8.6% 5 2.0%
Service/Answering Machine ° °
DVD, DIVX, Laser disk 1% 127% 15 59%
player
Stereo System/CD Player 514 51.6% 82 32.2%
Cellular Phone or PCS 250 25.1% 36 14.1%
Video Camera 9 9.9% 7 2.7%
VCR 3H 39.6% 83 32.5%
Digital Camera 34 34% 2 0.8%

IndianSurveyl 28




4.9.2 Futurigtic Technologies

In terms of the futurigtic technologies, our interest was not so much in actua
ownership as much asin the leve of interest.

PC Owners: Among the futuristic scenarios presented, the communication
systemn, which combines telephone, computer, Internet and TV has received
the highest levd of interest followed by the computer based home control
System among computer owners.

PC Owners Very much | Somewhat | Not at all
(N=996) interested | interested | interested
Refrigerator with computer screen & linked to | % 30 35 31
Internet
Audio/video system linked to unitsin each % 3 A 26
room
A communi cation system which combines % 58 27 12
telephone, computer, Internet access& TV
A home computer control system that manages | % 48 31 17
lighting, security & other appliances
A local area network to connect multiple % 3 31 30
computers, printers

PC Non-Owners: The levd of intere among computer non-owners in
the futurigic technologies is dightly lower than that seen among the
owners. But within the different scenarios presented the preferences of
non-ownersis amilar to computer owners.

PC Non-Owners Very much | Somewhat | Not at all
(N=255) interested | interested | interested
Refrigerator with computer screen & linked | % 25 37 33

to Internet

Audio/video system linked to unitsin each % 28 35 32
room

A communication system which combines % 46 32 19
telephone, computer, Internet access & TV

A home computer control system that % 37 36 22
manages lighting, security & other

appliances

A local area network to connect multiple % 26 35 29
computers, printers
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4.10 Household Product & Appliance ownershp
Internet owning households are rlatively more affluent than households who have a
PC but not an Internet connection as can be seen from the penetration of various
household appliances in these homes. The penetration of different household products
and gppliances is even lower among computer Nor-OwWners.

PC Owners Internet owners | PC Non owners

Sample Sze 996 423 255
% % %

Refrigerator 95 98 91
Mixer Grinder 89 93 83
Washing machine 77 84 55
Camera 7 83 78
Geyser 69 83 42
Vacuum Cleaner 4 ) 25
Water purifier 43 56 27
Electric Oven 35 45 21
Air cooler 35 41 30
Air conditioners 4 50 13
Microwave 22 31 11

Entertainment Electronics Products Owned

Television 95 A 93

Hi-Fi Music System with CD 35 44 19
Hi-Fi Music System without CD 24 26 20
Radio 63 69 54
Audio tape recorder 52 57 40
VCR/VVCP 41 50 A
VVCD/DVD/Laser Disk 13 20 6
Video Camera/Camcorder 11 19 3

Communication Products

Telephone A 99 86

Cellular phone 28 42 16

Any phone (landline or mobile) A 9 86
Pager 11 16 5

Any phone + pager 95 99 87
Fax machine 11 18 1
Answering machine 10 17 1

Other Products

Electronics Organizer 10 15 8
Computer printer 4 4 -
Digital Camera 4 6 1
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4.10.1 Experience With Home Appliances as Compared to PC Experience

The computer owners were asked to rank various household appliancesin

regard to how essentid they are for the home. The computer was ranked
fourth behind the telephone, refrigerator/ gas soveand TV.

Base : All PC owning Absol Ptely Somewhat | Notatall | DK/CS
Households essential essential essential
Telephone % 95 4 - 1
Refrigerator & gasstove % 85 13 2 1
Television % 73 23 4 -
Computers % 69 30 1 -
Car/two wheeler % 67 24 7 2
Washing machine % 50 35 11 4
Stereo System % 29 4 16 1
Microwave Oven % 12 33 33 12
VCR % 8 33 52 7

4.10.2 Ranking of Appliances- PC Non-owners

In computer nonrowning households the computer ranked the sixth
position in terms of the most essentid appliances.

Base: All PC owning Households | Absolutely | Somewhat | Not at all DK/CS
essential essential essential
Telephone % 97 3 - -
Refrigerator & gasstove % 0 9 1 -
Television % 91 9 - -
Car/two wheeler % 60 26 10 4
Washing machine % 4 31 12 3
Computers % 45 40 15 -
Stereo System % 42 40 17 1
Microwave Oven % 14 36 12 8
VCR % 15 37 12 6
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4.10.3 Frustration Experienced In Using Various Appliances

In regard to the leve of frustration with appliances, very few respondents
expressed any frudration in using different types of appliances including the
computers.

Base : All PC owning Top 2 Box (Never Last 2 Box Mean
Households feel frustrated) (Always) score
Refrigerator & gas stove % 79 4 9.0
Washing machine % 55 3 8.7
Automobile % 52 2 8.6
Television % 70 4 8.6
Computers % 67 4 85
Telephone % 66 6 8.1
Microwave Oven* % 19 1 81
VCR % 26 2 7.7
Stereo System % 57 2 75

*Microwave ownership is extremely low even higher income households.

PC nonrowners: In comparison to computer owners, non-owners admit
to higher levd of frudraion in usng various household products and

appliances.

Never feel Always Mean

frustrated score
Stereo System % 53 12 17
Telephone % 63 13 79
Microwave Oven % 36 16 7.3
Automobile % 56 9 79
VCR % 40 10 7.0
Television % 66 12 8.1
Washing machine % 60 10 79
Refrigerator & gas stove % 79 11 85
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4.10.4 Location of Various Productsin the Home: Computer Owners

In over 80% of computer owning households, the television is placed
in the “hdl” / living room. Only about 23% of these households place
the TV in private spaces like adult or children’'s bedroom. The location
of the tdephongs) within the home is dmilar to the TV and is
confined mainly to the hal/ living room or the adult bedroom.

About 57% of the households place the refrigerator in the kitchen,
while about 20% place it in the dining room. In Indian homes the
washing meachine is usudly placed in the bathrooms (42%) or the

kitchen (18%).
N=996 vV Telephone | Refrige | Washing AC
rator machine

Hall/Living room 81% 7% 13% 3% 22%
Adult bedroom 18 31 3 2 37
Children’ s bedroom 5 11 2 1 16
Dining room 5 7 20 2 5
Home office - 4 - 1 3
Kitchen - 2 57 18 -
Bathroom - - - 42
Passage/corridor - - - 4
Balcony - - - 2
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4.10.5 Location of Various ProductsIn the Home: Computer Non-owners

In over 75% of computer non-owning households, the television is located in
the hall / living room. Only about 17% of these households place the TV in
adult or children’s bedroom. The location of the telephone(s) within the
home is amilar to the TV and is confined mainly to the hdl/ living room or

the adult bedroom.

About 43% of households place the refrigerator in the kitchen, while about
In Indian homes the washing machine 5

usually located in the bathrooms (29%) or the kitchen (11%).

20% place it in the dining area

N=996 TV Telephone | Refriger | Washing AC
ator machine

Hall/Living room 76% 61% 19% 1% 8%
Adult bedroom 17 19 2 2 19
Children’s bedroom 4 3 1 1 8
Dining room 8 8 27 4 *
Home office - 2 - - 2
Kitchen - 43 11 -
Bathroom - - - 29 -
Passage/corridor - - - - -
Balcony - - - - -
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4.10.6 Social Interaction Spacein the Home

In mogt computer owning homes family members socidize in the
living roonv hdl or in the hdl cum dining room. Besides watching the
tdlevison, which is usudly found in the living room, family members

aso interact during medls.

Even though the computer usage is generdly conddered to be a
persona experience, in Indian homes the computer plays a central role
for group activities like watching VCD movies, browsing the Internet,
playing games in about 15% of computer owning homes.

PC owners PC non owners
Sample Size 996 255
% %
Living roonvHall 68 78
Hall cumdining room 20 -
Dining room # 48
Bedroom 17 29
Study/drawing room 1 -
Others 1 -
Socid activities engaged in.
Overall | Dining | Living Hall + Bed
Dining room
% 347 671 193 A
% % % %
Watching TV 68 56 77 68 65
Dining/eating 57 0 52 77 64
Discussions/talking 50 43 55 50 55
Computerg/Internet/G 14 14 16 13 27
ames/VCD
Reading 7 7 8 9 9
Listening to music 5 3 7 5 2
Studying/writing 2 2 3 2 3
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411 Computer Non-owner Households

4.11.1 Likdihood of Buying a Computer for the Home

About 42% of the households who do not own a computer currently
intend to buy a computer in the near future. Among those intending to
buy, about 55% intend make a purchase within the next 6 months.

Computer Non-Owners 255

Yes % 42

No % 58
When likely to buy
N=107

%

Within 3 months 26
4 — 6 months 29
7-12 months 39
Not mentioned 6
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4.11.2 Anticipated Uses For the Computer — Non-Owners

(Note: Some of the Non-Owner data is dready included above in some
earlier sections while comparing with owner data.)

The man mativation for the households who are planning to buy
computers in the near future is job related work (69%), followed by
Internet surfing (63%) and e-mail (58%). One of the main differences
in likely uses for a computer between current owners and future buyers
of computers is in the increasing importance of Internet browsing and

e-mail asthe main driversfor purchase.

Some of the other important drivers for purchase ae children's

education and family entertainment.

Anticipated uses

255 996
% %
Job related work 69 65
Internet or web surfing 63 48
E-mail 58 43
Children’s education & entertainment 56 54
Family entertainment 55 62
Adult education 4 38
Personal finance management 41 28
Others 10
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4.11.3 Reasonsfor Lack of Interest in Buying a Computer For the Home

The main barier to the purchase of computers for the home is the
perceived lack of utility for the computer a home. Close to 50% of
the respondents who are not interested in buying a computer say they
can't think of any usefor it a& home.

Besdes the perceived lack of utility, the other barriers to purchase are
the cost of acquiring a computer.

999

%
Can’t think of any use for it at home a7
Too expensive 39
Haven't really thought about it 21
Don't know how to useit 16
Already use a PC at work 15
Waiting for newer model 12
Afraid of technology 7
Don’t need / not necessary 3
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50 Attitudes and Perceptions Toward Computers
6.0 Cluster Analysis
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5.1  Attitudesand Perception Toward Computers

In order to understand the attitudes of respondents towards computers, a
st of 27 satements were administered using a 5 point Agree - Disagree
scae. The gatements were designed to capture the respondent’ s attitudes
towards computers on various issues including the centrality of computers
in performing various tasks a home, their impact on daily life, their affect
/ influence on children, and other utilitarian features of the computers.

First, we wanted to find out how computersfit into the lives of our
respondents. The respondents were very positive in regard to the
integration of computersinto their daily lives. A large mgority fed tha
computers save time a home, and have become part of their daily routine.
About hdf of them fed that it is difficult to imeagine life without

computers. However, only a minority of respondents believed that
households were run more efficiently because of computers. Overdl,
computers are seen as changing the lives of the families.

Computers are dso viewed as essential as any other household appliance.
Very few people fed that computers are difficult to use. Computers have
become so much a part of the daily life and are considered vitd to
family’ s dally activities that amgority fed that those who are not
knowledgegble about computers are faling behind. Nearly half the
respondents believe that computers are a symbol of socid status (as
opposed to, for example, TV).

Although only one-third of the respondents fed that computers have
replaced the telephone as the main communication tool at home, alarge
magority believe that computers have increased their contact with family
and friends.

Computers are not viewed as disruptive by our respondents in that they do
not teke people away from family interaction. Roughly equal proportion
(40%)of our respondents fed that they watch less TV as those who do not
believe s0. Thus the impact of computers on TV watching is not certain.

In spite of these positive views towards computers as being essentia to
home life, amgority felt that computers would be more useful in the
officethan a home. Along the same lines, alarge mgority fed that the
job related work at home has increased.

Findly, among the families with Internet, the Internet isseen asan
important information source whether it isfor genera information or
product or purchase related information.
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%

%

%

Agree | Disagree | Neutra
1. Integration of
Computers
Into TheHome Life
Saves Time at Home 77 10 13
Has become Part of Daily 70 13 17
Routine
Households Run More 31 43 26
Efficiently
Difficult to Imagine Life 48 28 14
without computers
2. Impact on Family Life
Takes Away Family 31 47 22
Interaction
Watch Less TV 37 40 13
Changed family Life 64 15 21
3. Work/Employment
Tool
More Useful in the Office 58 23 19
Increased Job Related 57 21 12
Work at Home
4. Technology Fit—
Usefulness/Utilitarian
Essential asany appliance 65 17 18
Difficult to Use 13 76 11
Gives Status 46 35 19
Not knowledgeable are 74 14 12
Falling Behind
5. Communication Tool
More contact with Family 52 28 20
and Friends
Replaced telephone as 36 a4 20
Major Comm. Tool
INTERNET
6. Helpful to Find 84 7 9
product I nformation
Usually Look for 80 6 14
Specific Information
Too difficult to find 31 56 13
Information on the
Internet
Keeps Me Informed Q0 3 7
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6.0 Cluster Analysis

Using the attitude statements, the respondents were clustered using K- Means
Clugter Andysis. Cluster Analysis is a multivariate technique which dots each individua
into various “like minded” groups. Thiswas done to understand whether consumers
could be segmented in terms of attitudes towards computers.

The cluster analysesindicated that consumers can indeed be differentiated on the
bads of their attitudes and that there existed 3 broad attitudina segments. Of the various
cluster solutions that emerged, the 3-cluster solution was found to be most distinct and
logicdl.

6.1  Shared Attitudes Towards Computer Among Owners
The commonly held attitudes / belief’ s among al computer owners with regard to
role of computers at home are,
?? Knowledge of computersis essentid to keep-up with the changes.
?7? Computers are not at dl difficult to use and contribute time-savings a home.
?? Computers contribute positively in improving children’s educationd experience
and are essentia to ensure their future success in the work place.
?? Computers are synonymous with a high quality of education.
?? All computer owners believe that the Internet kegps them better informed about
the world.

6.2 Attitudinal Clugters
The three clugters which emerge can be taken as different points of the
same continuum, which can be defined as the level of integration /
acceptance of information technology in the home.
Enthusiasts are those who strongly fed that the computer and Internet are
well integrated with the activities carried out in the home.
Pragmatists are those who have discovered different uses of the computer
and could in the future evolve into erthusiasts.
Utilitarian are those who fed that the computer serves basic functionslike
improving the educationa experience of children but has not redlly
changed their ‘lifestyle’ in an gppreciable way.

6.3.1 Enthusags

The levd to which computers have been integrated with various
activities carried out in the home can differentiate the computer
owning homesin this duder.

?? Computer has become part of daily routine, and is considered
as essentid as any other household gppliance.
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6.3.2

6.3.2

?? Computers have changed the way things are done in these
homes.

?? Computer has become the mgor communicetion device, thus
increesng the amount of contact with friends & relaives.

?7? Computers have lead to lower levels of interaction among
family members and dso reduced the amount of time spent
watching TV.

?? The presence of the computer and the Internet has caused the
home to become a remote office location as indicated by the
increase in job-related work carried out at home.

?? The increesng use of the Internet has aso bought with it
worries about what children are ng on the Internet.

The homes in this duder are dgnificantly higher usars of the
computers and Internet

Pragmatists

The computer owning homes in this cluster can be conddered as
those who have discovered different uses of the computer but are
yet to make the trangtion to a more complete integration of
computersinto their daily lives. According to them:

?? Computers have changed the way things are done in ther
homes but have yet to become a part of their daily routine.

?? Computers have incressed the amount of job-related work
carried out at home.

?? Increesing use of computers is garting to affect the leved of
interaction between family members at home.

Utilitarians

Among the utilitarians, computers are identified with their core
functiondities such as:

?? Computer as atime saving tool.

?? Computers improve children’s educational experience.
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