
   Beyond Information.  Intelligence. 
Established 1960 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Database Marketing 
 
Economic & Social Impact Studies 
 
Evaluations 
 
Research 
 
Modeling/Forecasting 
 
 
 
SMS 
 

1042 Fort Street Mall 
Suite 200 
Honolulu, HI  96813 
Ph: (808) 537-3356 
Toll Free (877) 535-5767 
Fax: (808) 537-2686 
E-mail: info@smshawaii.com 
Website:  www.smshawaii.com 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
SMS Affiliations and Associations: 
 
Experian 
International Survey Research 
Solutions Pacific, LLC 
SMS Consulting, LLC 
3i Marketing & Communications 

Report for Residential Survey Findings 

BROADBAND ADOPTION 
MARKET RESEARCH 

Submitted to Pacific Disaster Center 

March 2014 

 

mailto:info@smshawaii.com
http://www.smshawaii.com/


CCOONNTTEENNTTSS  
 
 

EXECUTIVE FINDINGS ............................................................................................................................... 1 

BACKGROUND ............................................................................................................................................ 3 

OBJECTIVE .................................................................................................................................................. 3 

METHODOLOGY ......................................................................................................................................... 4 

DATA COLLECTION ...................................................................................................................................... 4 
DATA ANALYSIS .......................................................................................................................................... 4 

SURVEY FINDINGS ..................................................................................................................................... 5 

HOW INTERNET SERVICE IS CURRENTLY USED ........................................................................................... 5 
BROADBAND SERVICES CURRENTLY USED ................................................................................................. 6 
DEVICES CURRENTLY USED ........................................................................................................................ 7 
ACTIVITIES DONE ON THE INTERNET .......................................................................................................... 10 
REPORTED COST OF INTERNET SERVICES ................................................................................................ 12 
SATISFACTION LEVELS WITH SUBSCRIBED SERVICE .................................................................................. 13 
CUSTOMER MOTIVATIONS RELATED TO INTERNET SPEED ......................................................................... 16 
“ADVANCED USERS”.................................................................................................................................. 18 
AWARENESS OF ONLINE GOVERNMENT SERVICES .................................................................................... 21 
IMPACT OF HIGH SPEED INTERNET ON THE STATE .................................................................................... 21 

APPENDIX ..................................................................................................................................................... 22 

APPENDIX 1:  GLOSSARY .................................................................................................................................. 22 
 
 
 

 



LLIISSTT  OOFF  TTAABBLLEESS  AANNDD  FFIIGGUURREESS  
 
 
FIGURE 1: HOURS USING THE INTERNET AT HOME FOR PERSONAL (LEFT) AND FOR BUSINESS (RIGHT) ................. 5 
FIGURE 2: HOURS SPENT ON THE INTERNET PER WEEK BY AGE ............................................................................................... 5 
FIGURE 3: HOURS SPENT ON THE INTERNET PER WEEK BY ETHNICITY ....................................................................................... 6 
FIGURE 4: SERVICE PROVIDERS ....................................................................................................................................... 6 
FIGURE 5: INTERNET PROVIDER BY COUNTY ....................................................................................................................... 7 
FIGURE 6: DEVICE USAGE ............................................................................................................................................. 8 
FIGURE 7: SERVICE PROVIDERS BY DEVICE ......................................................................................................................... 8 
FIGURE 8: HOURS SPENT ON THE INTERNET BY DEVICE USED ................................................................................................. 8 
FIGURE 9: SMART PHONE USAGE BY INCOME..................................................................................................................... 9 
FIGURE 10: PERSONALLY USING THE INTERNET FOR... ........................................................................................................ 10 
FIGURE 11: “OTHER” USER INTERNET ACTIVITIES ............................................................................................................. 10 
FIGURE 12: INTEREST IN ACTIVITIES NOT CURRENTLY DOING ............................................................................................... 11 
FIGURE 13: REASONS FOR NOT DOING DESIRED ACTIVITIES ON THE INTERNET NOW ................................................................. 11 
FIGURE 14: AMOUNT PAID FOR SERVICE (NOT BUNDLED) .................................................................................................. 12 
FIGURE 15: SATISFACTION WITH INTERNET ...................................................................................................................... 14 
FIGURE 16: SATISFACTION WITH COST OF INTERNET BY HOUSEHOLD INCOME .......................................................................... 14 
FIGURE 17: YEARS ACCESSING THE INTERNET ................................................................................................................... 15 
FIGURE 18: SERVICE, SPEED, AND VALUE RATINGS ............................................................................................................ 15 
FIGURE 19: PROBLEMS WITH INTERNET SPEED ................................................................................................................. 16 
FIGURE 20: TIME WASTED .......................................................................................................................................... 16 
FIGURE 21: LIKELIHOOD TO UPGRADE ............................................................................................................................ 17 
FIGURE 22: REASONABLE INCREMENTAL COST FOR UPGRADE MONTHLY ................................................................................ 18 
FIGURE 23: MAXIMUM INCREMENTAL COST FOR UPGRADE MONTHLY ................................................................................... 18 
FIGURE 24: ADVANCED USERS ..................................................................................................................................... 18 
FIGURE 25: ADVANCED USERS INTERNET SERVICE ............................................................................................................. 19 
FIGURE 26: TYPE OF SERVICE FOR ADVANCED USERS ......................................................................................................... 19 
FIGURE 27: ADVANCED USERS SATISFACTION WITH COST AND SPEED .................................................................................... 20 
FIGURE 28: LIKELIHOOD TO UPGRADE FOR ADVANCED USERS .............................................................................................. 20 
FIGURE 29: AWARENESS OF GOVERNMENT ONLINE SERVICES .............................................................................................. 21 
FIGURE 30: HIGH SPEED FOR A BETTER HAWAII................................................................................................................ 21 

 
 
 

 



EEXXEECCUUTTIIVVEE  FFIINNDDIINNGGSS    
 

1. The following is based on this residential survey conducted with Hawaii residents age 18 
or older who are primary decision makers or influencers regarding the selection of a 
home internet service. In total, 1,042 surveys were completed. At the State level the 
reliability of the results are +/-3.1% at a 95% confidence level. 

 
2. Internet access within homes is widespread – 90 percent of respondents say they use 

the Internet for more than an hour a week for personal use at home.  The average time 
spent on the Internet was 13 hours per week and the median time was 7 hours a week. 
Fifty-seven percent use the Internet for business purposes at home. 

 
3. Oceanic Time Warner Cable has the largest share of the home market with 65 percent 

of those surveyed, followed by Hawaiian Telcom at 22 percent, Clear at five percent and 
Satellite, Hawaii Broadband and Aloha Broadband combine for four percent. 
 

4. Fifty-eight percent of homes have Standard or Basic Internet service levels, 32 percent 
have a higher speed service and 10 percent do not know what type of service they have.  
The majority of internet users (84%) do not know their Internet speed. 

 
5. On average respondents access the Internet with two devices.  Devices are used to 

access the Internet in the following percentages: 
o Smartphones (81%); 
o Laptop Computers (75%); 
o Desktop Computer (50%); 
o Game Console (42%); 
o Tablet (30%); and 
o E-Book Reader (26%). 

 
6. Overall, the majority of people who access the Internet at home for personal use do so 

for more than five hours a day.  Those who spend more time on the Internet tend to do 
so by laptop or desktop computers.  The Internet is primarily accessed: 

o For email (99%);  
o To search for information (98%); and 
o For online banking (87%). 

 
7. Fifty-seven percent of people access the Internet at home for business purposes.  Thirty-

one percent of these people access it for more than five hours a week. 
 

8. There is a high level of satisfaction with Internet providers.  The highest rated factor was 
“reliability of Internet service” (92%) followed by “customer service provided” (86%) and 
“speed of connectivity” (86%). 
 

9. Respondents were least satisfied with the cost of their service (28% dissatisfied) and the 
value for their monthly plan (22% dissatisfied). 

 
Broadband Adoption Market Research Page 1 
© SMS March 2014 



 
10. The most common problems reported by Respondents with their home Internet service 

were all related to the speed of their Internet:  
o Netflix/Hulu/YouTube videos stopped or stuttered (34%),  
o Internet is slow when multiple people are using it (18%),  
o Internet is slow at lunch or in the evening (15%),  
o Photos and videos take too long to download/upload (22%), and  
o Video files take too long to download (7%). 

 
11. Fifty-six percent of respondents would be likely to upgrade their Internet service if it 

would overcome these issues. 
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BBAACCKKGGRROOUUNNDD  
 
The Department of Commerce and Consumer Affairs (DCCA) was awarded a State Broadband 
Initiative (SBI) grant by the National Telecommunications & Information Administration (NTIA), 
which was funded through the American Recovery and Reinvestment Act of 2009 (ARRA).  
Grant activities include planning efforts to identify and develop policies and programs to 
advance digital literacy and to drive adoption of broadband service.   
 
Although Hawaii has a fairly high adoption rate, most Hawaii consumers subscribe to lower 
tiers, thus providing little business incentive for providers to invest in infrastructure across the 
State that can support speeds comparable to that of the leading nations in the world.  For this 
reason, increasing demand in the State for higher speed broadband services is important in the 
State’s efforts to foster deployment of broadband infrastructure that can support world class 
broadband services levels. 
 
Accurate market data will assist the State in developing optimum strategies to increase 
broadband usage in Hawaii.  
 
OOBBJJEECCTTIIVVEE  
 
DCCA seeks market research to assist in the formation and targeting of strategies, policies, and 
programs to foster increased usage of higher speed broadband services by residents in Hawaii.  
Therefore this market research project was undertaken with the following objectives:   
 

1. To understand how broadband service is used currently; 
2. To determine satisfaction levels with speed and cost of subscribed service levels; 
3. To gauge consumer awareness of the uses and benefits of various tiers of high 

speed broadband services; 
4. To identify consumer motivations and obstacles to subscribing to various levels of 

service; 
5. To identify primary barriers to subscribing to various levels of service; 
6. To understand perceived benefits and value of higher speed services; 
7. To identify demographic segments of key segments and growth opportunities. 
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MMEETTHHOODDOOLLOOGGYY    
 
DDaattaa  CCoolllleeccttiioonn    
 
Telephone surveys were administered from October 24, 2013 to January 2, 2014 through both 
landline telephone and cellphones.  There were 641 surveys collected:   

o Oahu 519;  
o Maui 47;  
o Kauai 16; and  
o Hawaii Island 59.  

 
To supplement the telephone survey, a web survey was administered from January 2, 2014 to 
January 7, 2014 on a secured server using SSI Web 8.0 survey software. There were a total of 
401 surveys collected via the web:   

o Oahu 211;  
o Maui 72;  
o Kauai 35; and  
o Hawaii Island 83. 

 
In total, 1,042 surveys were completed. At the State level the reliability of the results are +/-
3.1% at a 95% confidence level. 
 
Respondents were representative of the general population and not necessarily technical 
experts on broadband services.  Therefore questions were designed for the average person and 
open-ended questions had responses that were more general than would be expected from an 
expert.  There were approximately 40 questions that asked respondents about technology and 
the Internet in the State Hawaii, preference, attitudes, and behaviors related to the Internet, and 
demographic questions for classification purchases.   
 
The survey response frequencies are provided in Appendix A.  
 
DDaattaa  AAnnaallyyssiiss    
 
SMS analyzed each question to determine if there were significant differences in responses 
based on age groups, household size, level of education, ethnicity, and/or annual household 
income.  Significant differences are highlighted in this report. 

Charts and graphs have been included for ease of data interpretation. Sample sizes vary due to 
item non-response and skip patterns established in the survey to ask questions to certain 
respondents.  Also, some figures contain data/responses with totals greater than 100 percent.  
In these circumstances respondents were asked questions in which they could provide more 
than one response, hence totals can be greater than 100 percent. 
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SSUURRVVEEYY  FFIINNDDIINNGGSS  
 
HHooww  IInntteerrnneett  SSeerrvviiccee  iiss  CCuurrrreennttllyy  UUsseedd  
 
Overall 90 percent of respondents use the Internet for at least one hour each week for personal 
use at home. The average number of hours spent on the Internet for personal use is 13 hours 
per week and the median is seven hours per week. 
 
 The majority of users (66%) access the Internet more than five hours a week. 

o 28 percent of users access the Internet for 20 or more hours 24 percent access 
the Internet for one to five hours 

o  
o 16 percent that access the Internet for six to ten hours; and  
o 22 percent access the Internet for 10 to 20 hours.   

 
Figure 1: Hours Using the Internet at Home for Personal (left) and for Business (right) 
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The 18 to 34 age group access the Internet at home for personal use for the longest amount of 
time:  67 percent do so at least 10 hours a week.  The 50+ age group accesses the Internet the 
least:  40 percent access the Internet for 10 or more hours a week, and 17 percent do not use 
the Internet at all.   

 
Figure 2: Hours Spent on the Internet per Week by Age 
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Caucasians are more of a “heavy user” group; 53 percent of Caucasians use the Internet ten or 
more hours per week, followed by Part-Hawaiians at 46 percent, Filipinos at 44 percent, and 
Japanese at 40 percent. Both Filipinos (15 percent) and Japanese (14 percent) had the largest 
percentage of those who did not use the Internet at any time during the week.  

 
Figure 3: Hours Spent on the Internet per Week by Ethnicity 
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Fifty-seven percent of people use the Internet at home for business purposes.  Twenty seven 
percent use the Internet for one to five hours a week while 30 percent use it at least six hours a 
week.  Among those that use the Internet for business purposes the average number of hours 
spent is six hours a week and the median hours of business usage is three hours. 
 
About 10 percent of survey respondents said they did not use the Internet at all.  Of these, 37 
percent said they had Internet in their home in the past. The biggest reason for not having the 
Internet in their home currently was they did not have a need for it, nor did they want it (37%).  
  
BBrrooaaddbbaanndd  SSeerrvviicceess  CCuurrrreennttllyy  UUsseedd    
                
Among Internet service providers, Oceanic Time Warner has the largest share of users at 65 
percent while Hawaiian Telcom has 22 percent. These two providers together provide service to 
87 percent of those surveyed. 
 

Figure 4: Service Providers 
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Figure 5: Internet Provider by County 
 

 
 

The mix of providers varies a little by County.  Hawai’i Island respondents are less likely to have 
Oceanic Time Warner as a provider and more likely to have Hawaiian Telcom and Satellite. 
 
Fifty-eight percent of respondents have Standard or Basic Internet service for their home. Thirty-
two percent subscribe to a higher speed service; while 10% do not know the type of Internet 
service they have. 
 
The majority of Internet users (84%) do not know their Internet connection speed. Even among 
the 16 percent who reported a speed, 38 percent did not know the source of that number and 46 
percent reported an advertised speed.  
 
DDeevviicceess  CCuurrrreennttllyy  UUsseedd  
 
The desktop and laptop computer use to be the most popular devices to access the Internet.  
Currently more people use a smart phone (81%) to access the Internet than any other device.  
Seventy-five percent use a laptop computer, which is close to the percentage of people that 
have used a laptop in the past (78%).  The biggest change is that the percentage of people 
using a desktop computer has dropped from 80 percent in the past to 50 percent currently.  On 
average people have about two of the devices listed. 
 
More respondents used a Tablet in the past to access the Internet than currently (41% to 30%), 
while the use of E-book readers to access the Internet has increased (10% to 26%). The Pew 
Research Center reports that on a national level Tablet ownership is at 42 percent and E-Book 
Readers is at 32 percent.1  

1 “E-Reading Rises as Device Ownership Jumps,”  January 16, 2014, Pew Research Center, 
http://www.pewinternet.org/2014/01/16/e-reading-rises-as-device-ownership-jumps/ 
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Figure 6: Device Usage 
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The service providers by device varied as shown in the graph below.  Desktop and Laptop 
computers are more likely to use Oceanic Time Warner.  

 
Figure 7: Service Providers by Device 
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Figure 8: Hours Spent on the Internet by Device Used 
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Those who use a laptop or desktop computer to access the Internet are more likely to spend 
more time on the Internet on a daily basis.   Overall the majority of people who access the 
Internet do so for less than five hours a day on any one device. 
 
Most people that only use smartphones to access the Internet reported they needed their phone 
to access the Internet and did not wish to spend more money to access it in other ways.  
 
Looking at respondent segments, there are some differences in uses based on income:  the 
higher the household income, the more likely the respondent is to be using a smart phone to 
connect with the Internet. Seventy four percent of households with incomes of $75,000 or more 
have smartphones, 62 percent of $35,000 to $75,000 households, and 59 percent of $0 to 
$35,000 households have smartphones. 

 
 
 

Figure 9: Smart Phone Usage by Income 
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Internet usage via game consoles is primarily done by those in the 18 to 34 age group (77%).   
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AAccttiivviittiieess  DDoonnee  oonn  tthhee  IInntteerrnneett  
 
Almost everyone uses the Internet for email (99%) and to search for information (98%), as seen 
in following figure. The least common activity was telecommuting to work (19%). A few other 
things respondents reported doing on the Internet was paying bills, online shopping, travel 
purposes, and stocks.  
 

 Figure 10: Personally using the Internet For... 
 

 
 
*Because respondents could choose multiple responses percentages will not equal 100 percent.  
 
In question 26, respondents were asked what “other” activities they do on the Internet.  The 
responses are shown below.  Note this is what they reported even though they had the option of 
selecting it in question 25.    

o Email and social networking (30%);  
o Doing research or checking on the news (22%);  
o Online shopping (11%); and  
o Watching TV (3%).  

 
Figure 11: “Other” User Internet Activities 
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People who are not currently doing a specific activity on the Internet are most interested in using 
the Internet in the future for: 

o Connecting with a doctor (47%); 
o Online training (47%); and  
o Making video calls (40%). 

 
Figure 12: Interest in Activities Not Currently Doing 
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The primary reasons respondents are not doing activities they are interested in now are:   

o Do not have enough time (37%);  
o Costs too much (23%);  
o Do not want to share sensitive information on the Internet (13%); and  
o Still learning to use the Internet (15%).  

 
Figure 13: Reasons for Not Doing Desired Activities on the Internet Now 
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RReeppoorrtteedd  CCoosstt  ooff  IInntteerrnneett  SSeerrvviicceess  
 
The average price that people reported they pay for their Internet service (not bundled) is $44 
and the median price is $56 per month.  Using advertised prices from Oceanic Time Warner2 as 
an indicator suggests that about half the households with unbundled Internet service have the 
Standard level service or slower, and the other half has Standard level service or faster.   
 
 

Figure 14: Amount Paid for Service (Not Bundled) 

 
 

 
 

2 Basic level Internet service at Oceanic Time Warner is $35.99 per month (3 mbps download speed 
and up to 1 mbps upload speed) and the Standard Internet service is $57.99 per month (up to15 mbps 
download and 1 mbps upload.) Each increment of speed faster increases the price by $10 per month, up 
to 100 mbps download and 5 mbps upload at $50 more than the Standard Internet, therefore $107.99 per 
month. 
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Twenty percent of respondents have switched Internet services in the last two years.  The 
primary reasons were:   

o Cost (35%);  
o Moved to a new area (25%);  
o Speed (11%);  
o Reliability (7%); and  
o Customer service (2%).  

 
  
SSaattiissffaaccttiioonn  LLeevveellss  wwiitthh  SSuubbssccrriibbeedd  SSeerrvviiccee  
 
Overall Internet users are satisfied with their current Internet provider.  Satisfaction is highest 
with the reliability of the service (92% very and somewhat satisfied) followed by customer 
service provided (86%) and speed of connectivity (84%). 
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Figure 15: Satisfaction with Internet 
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Respondents were least satisfied with the cost of their service (28% dissatisfied) and the value 
for their monthly plan (22% dissatisfied). 
 
Relative to respondent characteristics, household income is correlated to satisfaction with 
Internet cost.  The middle segment, $35,000-$75,000 household income per year, is the most 
dissatisfied group at 34 percent dissatisfied. And the $0-$35,000 group was the most satisfied at 
75 percent, close to the 72 percent satisfaction of the $75,000+ households. 

 
Figure 16: Satisfaction with Cost of Internet by Household Income 
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Figure 17: Years Accessing the Internet 
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Compared with their first interaction with the Internet, users feel the service and speed of their 
current Internet is “much better.”  Internet users are not as positive that their current service has 
better value.  
 
 

Figure 18: Service, Speed, and Value Ratings 
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CCuussttoommeerr  MMoottiivvaattiioonnss  RReellaatteedd  ttoo  IInntteerrnneett  SSppeeeedd  
 
The most common problems reported with respondents’ home Internet service were all related 
to the speed of their Internet:  

o Netflix/Hulu/YouTube videos stopped or stuttered (34%);  
o Internet is slow when multiple people are using it (18%);  
o Internet is slow at lunch or in the evening (15%);  
o Photos and videos take too long to upload (14%); and  
o Video files take too long to download (7%). 

 
 

Figure 19: Problems with Internet Speed 
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Eighteen percent of users say they waste about two hours a day waiting on the Internet.  Sixty 
nine percent of respondents report that they waste less than an hour of time per day waiting for 
slow Internet. Users in larger households (four to six people) are more likely to say they waste 
two or more hours a day (25%) compared with those in smaller households.    

 
Figure 20: Time Wasted 
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56 percent of respondents would be “likely” or “very likely to upgrade to a higher speed service if 
they could overcome all of the issues identified above and do all the things they identified that 
they would like to do.  
 
The younger the user is,  the greater the likelihood is that the user might upgrade his or her 
service level:  sixty nine percent of the 18-34 age segment would be likely to upgrade; 61 
percent of the 35 to 49 age segment, and 41 percent of the 50 years or older. 
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Figure 21: Likelihood to Upgrade 
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Higher household income was inversely related to likelihood to upgrade.  Sixty nine percent of 
those households in the $0-$35,000 income level would be likely to upgrade; 55 percent in the 
$35,000-$75,000, and 54 percent in the $75,000 and more.   

  When asked what would make them consider upgrading their service, 18 percent of 
respondents did not feel there was a reason to upgrade.  
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When asked to provide the monthly price increase considered reasonable to upgrade their 
Internet speed, 44 percent of respondents said $0 to $10.   
 

Figure 22: Reasonable Incremental Cost for Upgrade Monthly 
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Respondents were then asked what their maximum monthly cost to upgrade would be, 33 
percent said zero to ten dollars. Sixteen percent said $91 to $100 dollars was their maximum.    

 
Figure 23: Maximum Incremental Cost for Upgrade Monthly 
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““AAddvvaanncceedd  UUsseerrss””  
 
Those respondents, who do things on the Internet such as video calls, telecommuting to work, 
and downloading videos, pictures, files, etc., were considered “Advanced Users” for purposes of 
this analysis. Twelve percent of respondents were Advanced Users. 
 

Figure 24: Advanced Users 
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Advanced Users access Internet services similar to users overall and those who use a desktop 
or laptop computer to access the Internet   

 
Figure 25: Advanced Users Internet Service 
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Fifty-eight percent of these Advanced Users are using a standard service to access the Internet; 
32 percent are using high speed, and 10 percent do not know what they are using.   
 

Figure 26: Type of Service for Advanced Users 
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Similar to all Internet users, Advanced Users are very satisfied with the speed of their service 
(37%) compared to their cost of their service (19%).  Fourteen percent of Advanced Users are 
dissatisfied or very dissatisfied with the speed of their service.  Twenty eight percent are 
dissatisfied or very dissatisfied with the cost of their service. 
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Figure 27: Advanced Users Satisfaction with Cost and Speed 

 
 
Among Advanced Users 57 percent say they are likely to upgrade if they could overcome all of 
their difficulties.  This percent is similar to that of overall Internet users.  Eighteen percent stated 
that they have no reason to upgrade.  
 

Figure 28: Likelihood to Upgrade for Advanced Users 
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AAwwaarreenneessss  ooff  OOnnlliinnee  GGoovveerrnnmmeenntt  SSeerrvviicceess  
 
Overall many respondents are aware that they can use the Internet to access government 
services.   

 
Figure 29: Awareness of Government Online Services  

 
  
IImmppaacctt  ooff  HHiigghh  SSppeeeedd  IInntteerrnneett  oonn  tthhee  SSttaattee  
 
Overall, respondents believe that Hawaii should have high speed Internet infrastructure that can 
provide service equal to that of the leading developed nations (94%) and that high speed world 
class Internet will create high quality jobs and help Hawaii diversify its economy (87%). 

Figure 30: High Speed for a Better Hawaii 
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AAPPPPEENNDDIIXX  
 
AAppppeennddiixx  11::    GGlloossssaarryy  
  

Advanced Users: Defined for purposes of this report as Internet users who participate in 
video calls, telecommuting to work, and downloading videos, etc. Basic Internet Service:  
Time Warner Cable uses this term to describe its second lowest level of service at 3/1 Mbps.   
Term is used generally to describe Internet access speeds below high speed.  Offered as a 
response option as a contrast to high speed. 

Bundled Pricing: Service package options combine  more than one service, such as 
Internet, television, and/or phone service, at a lower cost for the package than for each 
service purchased individually. 

Heavy User: Defined for purposes of this report as people who access the Internet more 
than 10 hours a week 

Standard Internet Service: Time Warner Cable uses this term to describe its 15 Mbps 
down/1 Mbps up service.  

Wi-Fi: Wi-Fi is a wireless local area network (WLAN) that enables portable computing 
devices to connect easily to the Internet.  A “hotspot” is a site that offers Internet access 
over a wireless local area network (WLAN) through an Internet Service Provider.  
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Appendix 2:  Survey Instrument 
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