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Executive summary 
Background to research 
The Australian Communications and Media Authority (ACMA) is responsible for the
regulation of broadcasting, the internet, telecommunications and radiocommunications in
Australia. The ACMA’s activities include the provision of information and advice to the
community about communications matters, and the administration of a range o
consumer protection measures.  
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acy gaps might best be 
ddressed, and to develop appropriate policy initiatives. 

pth 

ir 
politan, regional and remote 

reas in New South Wales, Victoria and Queensland.  

ey findings 

use 
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e 

 using a 
standalone GPS or accessing the internet on a computer. There is therefore less 

 
Skills and confidence in using new communications and media services are becoming
increasingly important for participation in all aspects of Australian society. In recognition 
of this, the ACMA has initiated a digital media literacy research program to inform the
provision of consumer advice and protection measures by the ACMA and by 
organisations active in the promotion of media literacy across Australia. Digital media 
literacy can broadly be understood as the possession of the skills, knowledge and 
understanding which will enable a person to confidently engage with a wide variety o

igital media, applications and services.d
 
The research presented in this report was commissioned as part of the ACMA’s digita

edia literacy research program. m
 

Objectives of the research 
The main aim of the research was to understand the attitudes and experiences of adul
Australians who are non-users or limited users of digital media and communications,
including the factors that influence and explain non-use or limited use of digital medi

pecifically internet and mobile phone).  (s
 
Understanding these attitudes and behaviours will assist the ACMA and other 
government agencies to identify which digital media liter
a
 

Research methodology 
The research was conducted by way of 10 group discussions and six telephone in-de
interviews amongst adult non- and limited users of digital media. The sample took into 
consideration people’s usage levels of digital media, comfort with digital media and the
life stage. The qualitative research was conducted in metro
a
 

K
  

Attitudes towards different digital media 

Findings from this study involving non- and limited users of digital media indicated that 
their unmet digital media needs are largely associated with the internet. This is beca
they believe that in terms of enabling them to participate more effectively in society, 
learning how to use the internet is more important than learning how to use new feature
on their mobile phone. The internet is regarded as being unique and offering something
they cannot get elsewhere. It provides a range of different opportunities to assist peopl
in everyday social, cultural and economic situations. In contrast, the additional features 
that they do not use on mobile phones can be accessed in other ways, such as
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incentive for non- and limited users of digital media to learn how to use this type o
application on their phone. 
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t 
l 
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h 

use 
 

hey were also increasingly hearing positive stories about new technologies in the media. 

ith news 

re is scope to communicate the full benefits 
f using digital media to encourage take up. 

 using 
igital media and their level of motivation to become more digital media literate.  

ny of 

nt is a 
seful, informal means of learning which can often increase a person’s confidence. 

their attitudes and behaviours. It is an individual’s own motivation to want to use the 

 
People did not necessarily have the same attitude towards different technologies. I
became apparent that there was some association between the usage of different digita
media among research participants, in that non- users or low users who were
uncomfortable with one technology were sometimes uncomfortable with another. 
However this was not a strong association. Instead, the research found that usage 
patterns of different types of digital media tended to be highly individual depending on
people’s own needs, motivations and the usage context.
 

Overarching reasons for limited usage 

There were two main reasons for the research participants limited use of digital media.
 
> Firstly, they claimed that it was not a priority for them to purchase, understand and 

use new technology. They claimed they were happy to carry on with old habits, using
‘traditional methods’. In addition, some believed that they would have to give up 
these traditional methods altogether if they became more engaged with digital media
rather than using them alongside their traditional ways as a means of enriching their 
lives.  

 
> Secondly, most of the research participants held the view that it was too difficult to 

change their habits. For many, using new digital media was regarded as a real stretc
that would involve a complete overhaul and change of lifestyle. Findings indicate that 
as long as people have an alternative, easy option to using digital media they are likely 
to use that method either out of habit, convenience and/ or fear. 

  

Awareness of the benefits of using digital media 

Despite the cynicism about using digital media, there was relatively widespread 
awareness of the benefits of using digital media, in particular the internet. This is beca
people recognised that the internet is playing an increasingly significant role in society.
Many people were aware of the benefits of the internet for their own family and friends. 
T
 
The main benefits that people cited were the convenience and time saving factors that 
come with using digital media, such as paying bills online or sending an email w
to a friend abroad, as well as the wealth of information sources available at their 
fingertips. However, it was apparent that the majority of our sample did not appreciate 
the full extent of the benefits that are on offer through using digital media, which makes 
them less curious to learn about it. Thus, the
o
 

Overarching attitudes among non- and limited users 

There are two key factors that affect people’s attitudes and behaviour in relation to 
increasing their digital media literacy. These are their existing competencies with
d
 
Their comparatively low level of competencies can be explained by the fact that ma
these people have not been required to use technology on a day-to-day basis. As a 
result, they have not had the chance to familiarise themselves, and experiment, with the 
internet and/or mobile phones. Findings suggest that having the ability to experime
u
 
People’s perceived motivation to become more engaged with digital media also affects 
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technology that is the key driver to increasing their digital media literacy. For a limited
user to start using the technology there had to be a compelling reason for them to wan
to access the internet or a particular feature on their mobile phone. People had to be
able to see that the benefit would outweigh the effort.

 
t 
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, 

ers 
ly 

 use 
d’ ways work well, so questioned the 

levance of beginning to use digital media.  

e 

s 
redominantly blue collar backgrounds 

nd were not using technology in their jobs at all. 

 
del. 

, 

assumptions about how digital media works and the associated commonplace language. 

  

Barriers relating to the low usage patterns of digital media

Because of their limited and/ or irregular use of digital media, participants in the research
had not been able to develop an understanding of the underlying assumptions about 
how digital media work, or the associated commonplace language that has developed 
among regular users of this type of technology. This means that low level users tend not
to have a broad vision of how the internet works and do not pick up transferable skills
Instead, they learn and memorise individual steps, in a method that is similar to rote 
learning. In effect, they do not have the ability to apply their learning to new situations.
 
The research indicated that these transferable skills included the ability to use a search
engine, navigate around a website, purchase goods on the internet and use features, 
such as a camera, on a mobile phone. It was also clear that many people did not have a 
clear understanding of the security measures in place for internet banking as they were
extremely hesitant about making these and other transactions online. They were 
concerned about the security and protection of the personal details and information they

ould need to provide to make these transactions.  w
 
In addition, the lack of comprehension of the basic commonplace language and 
terminology associated with digital media made it more difficult for them to understand 
omething or remember it.   s

 

Attitudinal segmentation 

Five attitudinal segments in relation to digital media were identified: ‘Resistors’
efensive’, ‘Thirsty’, ‘Potential Transitioners’ and ‘Economisers’. ‘D

 

‘Resistors’ 

The ‘Resistors’ had no desire to use digital media and as a result they showed no 
interest in changing this situation by either purchasing technology or by increasing their 
interest and confidence in using digital media. They were the most likely to be non-us
or extremely limited users of the internet or mobile phones. These individuals strong
rejected the idea of learning and would have actively avoided any situations to learn 
about digital media. ‘Resistors’ claimed they were making an active choice not to
technology. They believed that ‘old fashione
re
 
There were very few ‘Resistors’ within the sample. They were more likely to be at th
older-family, post-family and recent retirees life stages. With regard to geographical 
locations, they were more likely to live in regional areas, perhaps because they have les
exposure to new technologies. They came from p
a
 

‘Defensive’ 

It became clear in the course of the group discussions, as some respondents let their 
guard down, that there is a group of people who are afraid to admit they would like to
learn more about digital media. This group has been termed ‘Defensive’ in our mo
Essentially they recognised that there is a range of benefits to using technologies
however, they lacked the confidence to admit they did not have the skills to take 
advantage of these benefits. This group had a limited understanding of the underlying 
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They would only use specific websites which they had been shown how to use, and
basic calling and texting functions on their mobile phones.

 
 

 
 
 

 

 
. 
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, 
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em had 

 

 
tirees life stages. 

 included males and females, as well as white and blue collar workers. 

echnology 

aimed they 

nding of, and knowledge of the commonplace language associated with, digital 
edia.  

 
y be post-rationalisations that illustrate 

eir lack of confidence in using these websites. 
 

 
Being surrounded by more digitally competent friends and family appeared to make this
segment even more defensive. They claimed it often became too stressful for them to
ask for help with technology from their family. Thus, despite having easy access to the
internet and mobile phones, their pride, some reluctance to acknowledge their unmet
needs, and fear prevent this segment from using these technologies.  
 
This segment comprised a range of ages including individuals who sat within the pre-
family, younger-family, older-family and post-family life stages. It tended to include men
as opposed to women, and they appeared less prepared to admit to their lack of skills
This segment was more likely to include blue collar workers.
 

‘Thirsty’ 

The ‘Thirsty’ had the strongest motivation to learn about digital media. They had begun 
conducting some activities online but were still being held back to some degree by a lack
of understanding of the underlying assumptions about how digital media work, and
knowledge of the associated language. They ranged in terms of their current 
competencies from very low through to medium. They were willing to admit they wanted
to overcome their fears, such as disrupting other family members’ work, and ‘breaking
or causing problems on the computer, as well as their fears about internet security

cluding internet banking and cybersafety for their childrenin
 
The ‘Thirsty’ were more interested in learning about the internet than mobile phones. 
They were open to learning about a broad range of activities, from using transactiona
and information websites through to using emails and Skype. However, this segment 
was more open to learning about advanced mobile phone functions than othe
egments.  s

 
These people may have taken some steps to participate in courses. Several of th
attended training courses within the community such as those at their community 
college, TAFE, local library or senior citizens group. The majority of people who had
attended these had found them helpful, clear and inexpensive. Yet for others, these 
courses sounded intimidating and they had learnt the basics from friends and family. 
Some had taught themselves by experimenting with the internet in their spare time. This
segment comprised people from the older-families, post-families and re
It
 

‘Potential Transitioners’ 

‘Potential Transitioners’ were people who had taken the first step in using digital media, 
but only used it when they could see there were clear benefits. They regarded t
as a ‘means to an end’, as opposed to something they use for entertainment or 
enjoyment, and were reluctant to experiment further. They were only happy to use 
services they felt comfortable with, such as websites they were familiar with, sending 
emails or using Skype. They were reluctant to experiment further as they cl
preferred the traditional methods. This segment also lacked the conceptual 
understa
m
 
‘Potential Transitioners’ drew the line at conducting transactions, banking and paying 
bills online, claiming that they thought it may be unsafe and that they preferred to retain
some face-to-face contacts. However, these ma
th
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This segment included people with younger families who claimed that in the future they
would like to learn more to about cybersafety for the sake of their children, post-family
individuals, retirees who have the time to take advantage of the benefits that come from
using the technology, and people in rural areas who can see that the benefits of using
digital media outweigh the difficulties. People in this segment included white and blue
collar workers, and were more likely to be women.

 
 

 
 
 

 

f 
t 

t 
 
  

’ 

 

e 

t 

e 
 

y’ were 

rities. The ‘Economisers’ identified costs as the major 
arrier to digital media usage. 

 

 

‘Economisers’ 

‘Economisers’ were people who had a positive relationship with technology. The costs o
acquiring and maintaining digital media were the key factors influencing why this segmen
was not currently using digital technology. For some people the actual costs were off-
putting and they could not afford to purchase particular technologies. For others, 
purchasing the technology was not a high enough priority for them to justify the costs. I
is likely that most ‘Economisers’ will choose to re-engage with digital media when they
believe the benefits outweigh the costs or when they have greater disposable income.
 
Some ‘Economisers’ had access to the internet at work or at their friends’ or families
houses. However, they did not regard access to the internet as a necessity. This 
segment tended to purchase a cheap, basic mobile phone which they only used for 
essential calls and in emergencies. Some explained that they preferred text messaging to
calling because it was cheaper. They perceived the newer mobile functions, such as 
sending picture messages and using the internet, as being extremely costly and therefor
voided using these features. a

 
The ‘Economisers’ were more likely to be from younger life stages and included those a
the pre-family and younger-family life stages. They included a range of people including 
students, those who had recently moved out of home, single parent families and one-

come families. They were more likely to come from blue collar backgrounds. in
 
None of the members of the segments in this study appeared to be making an active 
choice not to use digital media. The ‘Resistors’ and ‘Defensive’, and to some degree th
‘Potential Transitioners’, claimed to be making an active choice. However, in reality they
seemed to be making excuses to cover up their lack of competence. The ‘Thirst
open to admitting they face barriers to further usage, which included their lack of 
competence, fears and insecu
b
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 Summary of the attitudes of the segments 

Figure 1 Summary of attitudes 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Hierarchy of skills, knowledge and understanding 

of 
ent with digital media, 

nd thereby develop their digital media literacy.  
 

Figure 2 Hierarchy of skills, knowledge and understanding 

An analysis of findings from the research enabled us to identify a hierarchy of desirable 
skills, knowledge and understanding for non- and limited users of digital media (see 
Figure 2). Each layer of the pyramid is built on the one below. Acquiring skills in each 
these areas will enable users to build the confidence to experim
a
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The fast pace at which technology is progressing makes it extremely important for non
and limited users to develop an understanding of digital media. If people choose to stand
still, they will inevitably slip behind the rest of society in their understanding and
capabilities, become more dependent on others, and will be unable to take up the
benefits of digital media for themselves.  

- 
 

 
 

 

 

 
 
 
t 
, 

 
 

t 

 

o 
re. Before 

age 

be encouraged to build on 
eir skills and experiment and progress with digital media. 

ould 

lp 
imited users to learn more about digital media, rather than simply doing tasks 

r them. 

ication needs of each segment 

o 
om 

nd the commonplace digital 
edia language so that they can acquire transferable skills.  

 

 

Suggested ways of encouraging take-up of digital media
by non- and limited users  
On the basis of the findings of this research, the researchers propose the following 
suggestions about possible ways of increasing the engagement of non- and limited users
of digital media and communications. 
 
Communicating the possible benefits of using digital media is likely to be a useful way to
help encourage non- and limited-users to become more engaged with digital media, and
to help motivate them to learn more about digital media. For example, it could be helpful
to highlight that becoming more digital media literate would allow people to be less relian
on other people to use the media for them, and that they would no longer feel left behind
or less capable than others around them.  
 
For some audiences, it is also likely to be helpful to highlight that digital media increases
people’s options rather than requiring them to give up their traditional ways of doing
hings.  t

 
Because many non- and low users of the internet were defensive or embarrassed abou
their skill levels, it is likely to be important to express this message in a positive tone. 
Using real people with stories that illustrate the benefits of using digital media is likely to 
be engaging. Findings suggest that creating a memorable image in people’s minds of the
benefits of keeping up to speed with digital media and not getting left behind could also 
elp to achieve this. h

 
Essential to improving people’s digital media literacy is recognising that there appears t
be a hierarchy of skills, knowledge and understanding that they need to acqui
they can develop transferable skills, people need to understand the underlying 
assumptions about how digital media work and the associated commonplace langu
of digital media. Once they have these skills, they will become more confident about 
dealing with issues such as security, and are then likely to 
th
 
Businesses, service providers, government organisations and the general public sh
be made more aware of the low level competencies of non- and limited users, and 
should take this into consideration in the provision of online services and other digital 
media offerings. Moreover, people could generally be made aware that they need to he
non- and l
fo
 

Specific commun
‘Resistors’ and ‘Defensive’ 

The ‘Resistors’ and ‘Defensive’ are likely to be extremely difficult to influence, but they 
need to be persuaded of the importance of understanding and using technology so as t
be able to fully participate in society in the future. These two segments sit on the bott
rung of the hierarchy of skills and consequently they need to gain an understanding of 
the underlying assumptions about how digital media work a
m
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Ideally, communications directed at these people would promote the benefits they would
gain by using digital media technology. The message may also need to highlight why 
they should not be left behind. Strategies used to address the needs of this segment
should make them feel confident enough to try using digital media and should not make
them feel embarrassed in any way. The ideal would be to shift the mindsets of the
‘Resistors’ and the ‘Defensive’ to become ‘Thirsty’, although it is recognised that this
would take the most time and resources. If this is not possible, it may be more efficient
and effective to focus on the ‘Thirsty’ and the ‘Potential Transitioners’. 

 

 
 

 
 

 

 
 

 
 

 
l 

r 

, 

digital 

 is 
ps they will lose touch quickly, making it more 

ifficult for them to re-engage later.  

 

ting government subsidies, such as the Education Tax Refund that is available 
 families. 

 

 

‘Thirsty’ 

The ‘Thirsty’ will inevitably be the easiest segment to influence as they are keen to 
develop their skills, knowledge and understanding. As they sit at the lower to middle 
rungs of the hierarchy of skills, reinforcing their knowledge of the underlying assumptions
about how digital media work and the commonplace digital media language will help
them to develop their digital media literacy.  
 

‘Potential Transitioners’ 

The ‘Potential Transitioners’ must not allow their existing knowledge to diminish. There is
a danger that they may slip into the ‘Defensive’ and ‘Resistors’ segments if they remain
reliant on the ‘old’ way of doing things. Although this segment has a better 
understanding of digital media than the ‘Thirsty’, this familiarity with technology needs to
be maintained in the face of rapid and continuous technological change. The ‘Potentia
Transitioners’ currently sit in the middle rung of the hierarchy of skills, and one of thei
specific needs would be to build confidence with security issues so as to encourage 
them to start using transactional websites. This segment already recognises some of the 

enefits associated with using digital media, but further advantages should be promoted.   b
 

‘Economisers’ 

‘Economisers’ need to be kept up-to-date about the benefits of technology, so that
when they choose to engage once more (for example, when their circumstances 
change), they can easily do so. They need to be told of the benefits of investing in 
media and having access to the technologies at home, particularly those who have 
children. Although they currently have the skills outlined in the hierarchy of skills, there
some danger that as technology develo
d
 
People for whom costs are a real barrier to engagement with digital media might be 
persuaded to use digital media if they are provided with advice or information on 
strategies to minimise costs. This could include information on the most appropriate 
internet or mobile plans for specific personal circumstances or information on costs of
equipment. Others from low income households might need to be encouraged to take 
up any exis
to
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Background to the research 
Overview 
The ACMA is responsible for the regulation of broadcasting, the internet,
telecommunications and radiocommunications in Australia. The ACMA’s activities include 
the provision of information and advice to the community about communications matters
and the administration of a range of consumer protection measures. 
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ia or are using it only in a limited way. 

his is a key area for exploration in this research. 

ort was commissioned as part of the ACMA’s digital 
edia literacy research program.  

cluding the factors that influence and explain non-use or limited use of digital media.  

d to 
al 

her 
dia literacy might best be 

ddressed, and to develop appropriate policy initiatives. 
 

 
Skills and confidence in using new communications and media services are becoming
increasingly important for participation in all aspects of Australian society. In recognition 
of this, the ACMA has initiated a digital media literacy research program to inform the
provision of consumer advice and protection measures by the ACMA and by
organisations active in the promotion of media literacy across Australia. 
 
Digital media literacy can broadly be understood as the possession of the skills, 
knowledge and understanding which will enable a person to confidently engage with a

ide variety of digital media, applications and services. w
 

he digital media of interest to this project are the internet and mobile phones.T
 
The ACMA is focused on helping the community to confidently use, participate in and 
understand digital media and services, as this is becoming crucial for effective 
participation in society. Without these skills, individuals have the potential to be excluded 
from benefits that could assist them with everyday social, cultural and economic 
situations. Individuals may also lack the ability to protect themselves from unwanted, 

appropriate or unsafe content on the internet.  in
 
Whilst the gap is closing in terms of access to information and digital media technologies
there is still a visible usage divide associated with particular segments of the community
As we move towards an increasingly digital economy, it is becoming more important t
understand why people are not using digital med
T
 
The research presented in this rep
m
  

The need for research 
The ACMA identified a need to understand the attitudes and experiences of adult 
Australians who are non-users or limited users of digital media and communications, 
in
 
In particular, there was a need to establish a profile of these people in order to better 
understand factors for low or non-participation, and determine whether there is a nee
develop programs and strategies to encourage the take-up and effective use of digit
media. Understanding these attitudes and behaviours will assist the ACMA and ot
government agencies to identify which gaps in digital me
a
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Research objectives 
Research objectives 
The overall aims of the research were to assist the ACMA in understanding the attitudes
and behaviours of adult Australians who are non-users or limited users of digital media
and communications, in order to fully understand the factors that influence and explain
non- or limited use of digital media, specifically the internet and mobile phones.

 
 
 

  

 
 

, 
 

f 
r 

 
; 

identify any activities which would potentially encourage greater use of digital media. 
 

 
The specific research objectives were to: 

> establish the strategies adopted to access and participate in digital media, such as
accessing the internet at libraries or help from friends/family;

> identify whether non- and limited users are aware of the content and services 
available to internet/mobile phone users, such as accessing Government services
social networking, information seeking and content generation;

> build on previous quantitative research findings in which people reporting low levels o
digital media usage gave reasons such as ‘no interest/no need’ and ‘lack of skills’ fo
their low usage;   

> identify whether non- and limited users have different or similar attitudes towards the
different technologies, in particular the internet, mobile phones and digital TV

> understand the benefits of current uses of the internet and mobile phones for limited 
users; 

> understand the frustrations that limited users have with using the internet/mobile 
phones; 

> establish whether non- and limited users feel that not using digital media is a 
limitation; 

> identify the main barriers to digital media engagement and those which are more 
peripheral; and 

 >
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Methodology 
Overview 
GfK Blue Moon conducted a program of qualitative research that consisted of 10 group 
discussions and six in-depth telephone interviews involving non- and limited users o
digital media. Each group discussion comprised 6 to 8 respondents and was 
approximately one hour and forty-five minutes in duration. The group sample was
designed to include metropolitan and regional areas of three states. 

f 

 
 

 

 

 

 
Group discussions were used as the primary methodology for this project as these 
provide an environment in which ideas and experiences can be exchanged, which is
essential in exploratory research. However, individual telephone interviews were also 
conducted with people in rural areas across three states as these people are difficult to
gather together in group discussions. 
 

Sample 
Our sample design for this study is shown in the table below. Please note that the

tionale for the sample characteristics is detailed in section 4.3. ra
 

Table 1 Sample of focus groups 

Gp Comfort Level Life stage / Age Seg Location State 

1 Pre-family  
(18–30) 

Blue collar Metro - Sydney NSW 

2 

‘Less 
comfortable’ 
with digital 

media 
Younger family  

(22–40) 
Mix Regional—  

Sunshine Coast 
Qld 

3 O ily  r  lder fam
(35–60) 

White colla Metro—Brisbane Qld 

4 Post-family  
(45–65) 

Mix Vic. Metro—
Melbourne 

5 

’ 
with digital 

media 
Retired (65+) White collar Reg agga NSW 

‘More 
comfortable

ional—W
Wagga 

6 Pre-family  
(18–30) 

Mix Regional—
Sunshine Coast 

Qld 

7 Younger family  
(22–40) 

Blue collar Metro—Brisbane Qld 

8 O ily  lder fam
(35–60) Blue collar Metro—Sydney NSW 

9 Post-family  
(45–65) White collar Metro—

Melbourne Vic. 

10 

‘Less 
comfortable’ 
with digital 

media 

Retired (65+) Mix Regional—Wagga NSW 
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Table 2 Sample of in-depth telephone interviews 

   
 

Depth Comfort Level Life stage / Age Seg State

1 Pre-family (18-30)  . Blue collar Vic

2 Younger family (22-40) r  White colla NSW

3 

‘More 
comfortable’ with 

digital media 
Post-family (45-65)   Blue collar Qld

4 Pre-family (18-30) White collar NSW 

5 

‘Less 
comfortable’ with 

Older family (35-60) White collar Vic. 

 
 

Rationale for sample 
O
 

ur rationale for the variables used to segment the sample is described below. 

a 

l 
 

ctions, 

es’ 
e phone 

eferred to video cameras, mp3/mp4 players, GPS and internet 
onnectivity.  

 on 
ypothesis was confirmed by the 

research findings. This is illustrated in Figure 3 below. 

Digital media usage  

The sample comprised non- and limited users of digital media. In this report digital medi
means the internet and mobile phones. We defined non- or limited use of the internet in 
terms of the types of services used and the type of access the respondent has. The 
recruitment screener largely ruled out those who used the internet more than six times in 
the last six months for any of the following reasons: transactional purposes, such as 
banking, shopping and using Government services; information gathering; and/ or socia
connectivity. Across the groups we included a mix of those with no home access to the
internet; access to the internet at home via a dial-up connection; and access to the 

ternet at home via a broadband connection.  in
 
Limited mobile phone usage was defined in terms of usage of applications and fun
including text messaging, static and video cameras, internet access, email access, 
mp3/mp4 functions and gaming. Within this research ‘established mobile phone featur
were defined as text messages and static camera, and ‘newer advanced mobil
applications’ r
c
 
The sample was not split by non- and limited usage of digital media. This is due to the 
fact that we anticipated that there would be a continuum, rather than a clear dichotomy 
in relation to these factors, with potential respondents’ usage falling at different points
the continuum for different categories of media. This h
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Figure 3 Digital media usage scales 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
In some groups there were one to two non-users of either the internet or mobile phones. 
The rest of the sample consisted of limited users who fell at different points on the 
continuum for the three different categories of media: internet, established mobile phone 
pplications and newer mobile phone applications. a

 

Comfort levels with digital media  

To promote positive group dynamics, our sample was segmented by ‘comfor
with using digital media technologies. We wanted to avoid a situation in which 
respondents who are not confident about using digital media found themselves in a 
group discussion with people who are relatively confident and have other reasons fo
usage, such as lack of time. Some respondents may have been reluctant to admit to 
their lack of confidence or may hav

t levels’ 

r low 

e deferred to the more confident respondents in the 
iscussions in the group context.  

d 
pposed to 

ore comfortable’. Therefore, the criteria were altered to reflect this finding. 

t 

gard to using digital media. The recruitment screener can be found in Appendix B. 

 18 
e 

ily life stage, four at the family life stage and four at the post-family/retired life 
tage.  

 

d
 
During recruitment it became apparent that participants in younger groups all appeare
to be ‘less comfortable’ than their peers when it comes to digital media as o
‘m
  
A sensitively worded set of statements was devised in the recruitment screener tha
asked people to think about how confident they felt compared with their peers with 
re
 

Life stage 

Previous studies clearly indicate that digital media usage declines with age. However, 
there was a need to include adults of all ages in the study to ensure that the needs of all 
adult Australians were explored. Our sample therefore included adults of all ages from
to over 65 but was slightly skewed towards older age groups, with two groups at th
pre-fam
s

INTERNET USAGE

USAGE OF ‘NEWER’ MOBILE APPLICATIONS

USAGE OF ‘ESTABLISHED’ MOBILE APPLICATIONS

NEVER Not used in 
last year

Not used in 
last 6 mths

Used 3-6 times 
in last 6 mths

Used more 
than 6 times 
in last 6 mths

Used 1-3 times 
in last 6 mths

NEVER Not used in 
last year

Not used in 
last 6 mths

Used 3-6 times 
in last 6 mths

Used more 
than 6 times 
in last 6 mths

Used 1-3 times 
in last 6 mths

NEVER Not used in 
last year

Not used in 
last 6 mths

Used 3-6 times 
in last 6 mths

Used more 
than 6 times 
in last 6 mths

Used 1-3 times 
in last 6 mths

Our sample
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Someone from a ‘younger family’ was defined as a parent with at least one child o
primary school age or younger. ‘Older family’ was defined as parents with at least one
child of secondary school age.  

f 
 

 

 
 

t 

 
. 

 
 

 

 

e 
n 

t that these types of disabilities could have an impact 
n people’s digital media literacy. 

rtner 

 demographic variables outlined in the sample was used for recruitment 
ppendix B). 

and was approved by the ACMA 
rior to use. The discussion guide is at Appendix C. 

The research was conducted between 30 March and 3 April 2009.  

 

Reasons for non- or limited usage of digital media

We ensured that a variety of barriers and reasons for non- or limited use were
represented by participants in each group. These barriers and reasons included: limited
access, technology being too costly, not interested in using digital media and not tha
confident in using it. 
 

Socio-economic background  

The sample included a representative mix of those classified as blue and white collar. 
‘White collar’ refers to people in professional occupations and ‘blue collar’ refers to those
with occupations that do not require specific tertiary qualifications, such as a trade
 

Location 

Groups were conducted in three states, New South Wales, Victoria and Queensland, as 
this reflects the views and behaviours of the vast majority of Australians. The metropolitan
groups were held in Sydney, Melbourne and Brisbane. The regional groups were held in
Wagga Wagga in NSW and on the Sunshine Coast in Queensland. We also conducted 
ix in-depth telephone interviews in regional areas of the three states.s

 

Gender  

e sample included a roughly equal mix of men and women.  Th
  

People from non-English speaking backgrounds 

People from non-English speaking backgrounds (NESB) were recruited as they naturally 
ll in the population.  fe

 

Disability 

A representative number of people with disabilities were included in the post-family and 
retired groups since the proportion of people with a disability is highest among these ag
groups. People with disabilities such as arthritis and visual impairments were included i
the groups because it was though
o
 

Recruitment of respondents 
Respondents were recruited by specialist recruitment companies that regularly pa
with GfK Blue Moon. A recruitment screening questionnaire structured around the 
attitudinal and
(A
 

Discussion guides 
A semi-structured discussion guide was developed 
p
 

Research timing 



 
 

Detailed findings 
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Current attitudes towards digital 
media 
The importance of the internet and mobile phones 

 
 

 

 
 

t 
 

 
 

y 
a 

 
ttle 

cially 

e 
r some time, as they do not appear to be interested in 

sing these advanced features. 

rtable 
rnet, mobile phones and digital TV, as well as traditional media 

ch as newspapers. 

ifferent 

 

ighly individual depending on 
eople’s own needs, motivations and the usage context. 

e 

 
and not the others. No-one in our sample was a rejecter of both the internet and a mobile 

Non- and limited users of digital media in our sample felt that learning about the internet
was more important than learning about the mobile phone features they are not currently
using. The internet is regarded as unique and offering something they cannot get
elsewhere. It provides a range of opportunities to assist people in everyday social, 
cultural and economic situations. Examples include using Skype to contact with family 
abroad, checking health information, purchasing goods, internet banking and email as a
cheap and timely way to contact people or businesses.
 
Most respondents were using their mobile phone as much as they felt they needed to. 
The majority use the landline as their main method of calling someone as this is though
to be more cost effective. Most people explained they have a mobile phone as a safety
net in case of an emergency. Those who use their mobile more frequently were mainly 
using it for calling and texting. They had little interest in using the advanced features such
as video cameras, mp3 players, GPS and the internet on a mobile phone. This is due to
the fact that if they want to use these functions they will use a separate GPS or a 
roadmap, an mp3 player or the radio, and/ or a digital camera or a video camera. These 
features on mobiles are regarded as ‘nice to have’ but they are not something which the
feel helps them to participate more easily in society. Consequently, they do not see 
eed to learn how to use these functions. n

 
People’s unmet needs were largely associated with the internet. Many recognised that 
the internet is becoming increasingly important in society. However, the extent to which 
people wanted to use it themselves was distinctly different. In contrast, attitudes towards
using established and newer features on mobile phones were very similar. Most have li
interest in learning how to use newer features as they do not feel they are being so
excluded by not knowing how to use them. Even with an increase in the number of 
mobile phones that offer internet access, it does not appear that this will increase usag
among non- and limited users fo
u
 

Usage patterns of different digital media 
One of the research objectives was to identify whether people have similar attitudes 
towards using different types of digital media. Respondents were asked how comfo
they felt using the inte
su
  
It became apparent that there was some association between the usage of d
digital media by research participants, with non-users or low users who were 
uncomfortable with one technology sometimes being uncomfortable with another.
However, this was not a strong association. Rather, the research found that usage 
patterns of different types of digital media tended to be h
p
 

Non- users’ usage patterns 

Non-users tended not to be rejecters of all types of digital media. Respondents wer
often comfortable using one technology but not another. Others claimed there were 
benefits associated with using a particular type of digital media, hence they used this one
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phone. The case study of David, below, illustrates this. Figure 4 depicts David’s usage
patterns of different technologies, as marked by the crosses.

 
 

 

Case study: David 

David is an accountant with three teenage children who uses the internet for work and at
home. However, he does not own a mobile phone as he genuinely does not see a need
He uses the landline at home or work. 

 
. 

 
 
Figure 4 David’s usage patterns of digital media
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 

Limited users’ usage patterns 

The research findings supported our hypothesis that there would be a continuum in 
terms of people’s usages of different digital media rather than a clear dichotomy. Due t
the fact that usage is highly dependant on people’s individual circumstances, limited 
users appea

o 

red on different points of the usage scale. This is illustrated by the following 
ase study: c

 

Case study: Leanne’s usage patterns of digital media 

Leanne has two children and has become confident using the camera on her mobile 
phone for her work as an interior designer. However, she is more fearful of the 
and uses it only on occasion for a sp

internet 
ecific purpose. Figure 5 depicts her usage 

atterns, as marked by the crosses. 

igure 5 Leanne’s usage patterns of digital media 

 

p
 
F
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
INTERNET USAGE

USAGE OF ‘NEWER’ MOBILE APPLICATIONS

USAGE OF ‘ESTABLISHED’ MOBILE APPLICATIONS

NEVER Not used in 
last year

Not used in 
last 6 mths

Used 3-6 times 
in last 6 mths

Used more 
than 6 times 
in last 6 mths

Used 1-3 times 
in last 6 mths

x

x

x

INTERNET USAGE

USAGE OF ‘NEWER’ MOBILE APPLICATIONS

USAGE OF ‘ESTABLISHED’ MOBILE APPLICATIONS

NEVER Not used in 
last year

Not used in 
last 6 mths

Used 3-6 times 
in last 6 mths

Used more 
than 6 times 

in last 6 mths

Used 1-3 times 
in last 6 mths

x

x

x
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Overarching attitudes towards 
developing digital media literacy  
Descriptions of people who are heavy and light users of
digital media  

 

f 
 
 

f 

 
 

  

Respondents in the research were asked to complete a projective exercise to elicit 
underlying beliefs that might act as barriers to increasing their digital media literacy.  
At the beginning of each group, respondents were asked to describe a ‘day in the life o
someone who is a heavy digital media user’. People were asked to imagine the types of
activities they would undertake throughout the day. They were then asked to discuss the
type of person who would lead this lifestyle and asked to name the stereotype. 
Subsequently, respondents were asked to repeat the process for a ‘day in the life o
someone who rarely uses digital media’.  
 
There was a high level of consistency in descriptions of the timetables of the ‘heavy’ and
‘light’ users of digital media. Figure 6 depicts the findings by amalgamating the most
ommonly occurring responses. c

 
Figure 6 Descriptions of the ‘day in the life’ of a ‘heavy’ user of digital media and

 ‘light’ user of digital media a
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Descriptions of the ‘heavy’ user of digital media 

Most felt that the lifestyle of the ‘heavy’ user of digital media was not desirable. Thi
person was assumed to be an unsociable, boring ‘geek’ who is self-absorbed and 
displays compulsive behaviour. S/he is also thought to be unhealthy as s/he spends all 
their time at a computer. Names used to describe them included ‘slob’, ‘the bore’, ‘tech 
savvy’ and ‘technohead’. These findings suggest that heavy digital media use is not 
something to be aspired to for this audience because this way of life is too interferi

s 

ng and 
e stereotype is too dependent on technology. 

 
th

• Wake up, turn off alarm on phone, check for text 
messages / missed calls. 

• Ignore others over breakfast by checking their 
phone / emails.

• Drive to work, texting / talking on phone.  Use 
GPS system.  

• On computer at work all day, checking emails, 
Facebook, constantly distracted from their work.

• In leisure time, surf the Internet, use SNS sites, 
Skype to talk to family overseas, play online 
computer games.

• Use the Internet for practical tasks e.g. pay bills, 
book holidays, purchase on eBay, check for news 
and weather.

• Use their camera / video camera / Internet on 
their mobiles.

• Late to bed as on Internet.  Before bed, last 
check of emails, mobiles, turn alarm on phone.  
Keep mobiles switched on.

• Wake up, collect paper from outside.
• Eat breakfast with family – converse with one 

another.  Read the paper.  TV or radio on in 
background.

• Drive to work – listen to radio and concentrating 
on driving.

• Work outdoors, or away from computers.  
Concentrating on their job.  Time to talk face to 
face with colleagues.

• In leisure time, socialising with friends and family.  
Exercising.

• Outdoors hobbies such as fishing or gardening.
• Running errands – going to the shops, visiting 

post office to pay bills.
• Use landline or hand write letters to 

communicate.
• Early to bed.  Relax in front of TV. Talk to family.  

Set alarm clock radio.

Typical Day in the Life of a 
Heavy Technology User

Typical Day in the Life of a 
Light Technology User
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Descriptions of the ‘light’ user of digital media 

 
 

 
 

 
 
 
 

 

 

 
, 

’, 

 

s 
to use digital 

edia alongside their traditional ways as a means of enriching their lives.   

For 
and 

ely 
asy 

ia they are likely to use that method either out of habit, 
onvenience and/or fear. 

use 
 

hey were also increasingly hearing positive stories about new technologies in the media. 

at 
come with using digital media, such as paying bills online or sending an email with news 

A ‘light’ user of technology was described as someone who is more sociable, well 
mannered and self-reliant. S/he is regarded to be more ‘down-to-earth’, relaxed and
happy. S/he is expected to be healthier as a result of not being indoors all the time in
front of a computer. The names for this stereotype included ‘technophobe’ and
‘contented’, but also ‘old-fashioned-normals’ and ‘the lost generation’.
 
The naming of this stereotype showed that although this way of life was regarded as
‘normal’ and was the one they most relate to, there were some signs to suggest that
they recognised that this type of person is being left behind by the rest of the society.
There was also a sense that people felt somewhat embarrassed when labelled as ‘old
fashioned’.  
 

Overarching attitudes and reasons for limited usage 
The ‘day in the life’ exercise revealed that low users of digital media gave two broad 
easons for their limited usage: r

 
> they did not understand why it is a priority; 

> they thought that it was too difficult to change their ways. 

 
This qualitative research revealed that the reasons people gave in previous quantitative
research for low usage of digital media, such as ‘no interest/no need’ or ‘lack of skills’
might be somewhat simplistic, and the real reasons behind those responses is much 

ore complex.   m
 

Difficulty in understanding why usage should be a priority 

People claimed that it was not a priority for them to purchase, understand and use new 
technology. They were happy to carry on with old habits, using ‘traditional methods
such as writing and posting letters, paying for bills at the post office and talking to a 
neighbour face-to-face. These methods had always worked well for them in the past,
and there was a sense that they felt they could continue to get by with them perfectly 
well. In addition, they thought that they would have to give up these traditional method
altogether if they engaged more with digital media, rather than being able 
m
 

Perception that it is too difficult to change their ways 

Most people also held the view that it was too difficult to change established habits. 
many this was regarded as a real stretch that would involve a complete overhaul 
change of lifestyle. For those starting from scratch it would involve a great deal of 
learning. It might make some people feel stupid and this was regarded to be extrem
daunting by some. Findings indicate that as long as people have an alternative, e
option to using digital med
c
 

Awareness of the benefits of using digital media 
Despite the cynicism about using digital media, there was relatively widespread 
awareness of the benefits of using digital media, in particular the internet. This is beca
people recognised that the internet is playing an increasingly significant role in society.
Many people were aware of the benefits of the internet for their own family and friends. 
T
 
The main benefits that people recalled were the convenience and time saving factors th
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to a friend abroad, as well as the wealth of information sources available at their 
fingertips.  
 
Another major benefit that people recalled is that digital media is a useful means o
communicating and socialising, such as using Skype and social networking sites, and
having mobile phones available for use in emergencies. Some respondents talked abou
the benefits of saving money by knowing how to search for last minute deals and cheap 
tickets, as well as buying goods on eBay. Finally, when respondents were prompted
some were aware of the benefits of using services online such as searching for job
vacancies or using Government services such as completing tax returns online.

f 
 

t 

, 
 

  

 

t 
l 

 

e 
 

o access Google Earth, was extremely 
otivated to see her and her family’s street views. 

tal 
edia, which appeared to be the main barriers to increased usage of digital media: 

nderlying 

language that has developed among regular users of these types of technologies.  

hese barriers are discussed in detail below. 

ch as 

 
ing 

ese individuals, digital media technology was not 
around when they were working. 

 
However, it was apparent that the majority of our sample did not appreciate the full 
extent of the benefits that are on offer through using digital media, and this made them 
less curious to learn more about them. For example, one respondent recalled ‘Twitter’ as
a site everyone, including her own children, was talking about. Although she knew the 
name, she had no idea about the purpose of the website. Similarly, another responden
with an older family knew she had GPS on her phone but had no idea how to use it. Al
he knew was that it would probably be useful for getting her from A to B.s

 

Key driver affecting digital media usage 
The research found that the key driver to usage of digital media appeared to be an 
individual’s own motivation to want to use the technology. For a limited user to start 
using the technology there had to be a compelling reason for them to want to access th
internet or a particular feature on their mobile phone. Overall, people had to be able to
ee that the benefit would outweigh the effort.  s

 
Motivations were extremely varied and depended on individual circumstances. For 
example, one respondent knew how to use ‘Skype’ to communicate with her family 
abroad but had very little knowledge of how to use the internet for other activities. 
Another respondent only knew how to check sites about fishing and the weather and 
one woman, whose children had shown her how t
m
 

Barriers relating to the low usage patterns of digital 
media 
There were two key factors, common to the sample of non- and limited users of digi
m
 
> most people had never been required to use technology on a day-to-day basis;  

> they had therefore not been able to develop an understanding of either the u
assumptions about how digital media work, or the associated commonplace 

 
T
 

Low usage of digital media on a day-to-day basis 

Low level users of digital media tended not to use them on a day-to-day basis. Those 
who were working tended to work outdoors or ‘on the go’, and included people su
tradesmen or sales people. In addition, some were working in roles that did not use 
computers and/ or mobile phones, such as a shop assistants or childminders. Some
stay-at-home mums and retirees in our sample had never worked anywhere involv
technology. Indeed for most of th
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As a result, these people have never had the opportunity to use technology regularly and
have not had the chance to familiarise themselves and experiment with the internet and/
or mobile phones. Findings suggest that having the ability to ‘experiment’ is a usefu
informal means of learning which can often increase a person’s confidence.

 
 

l 
 

 

 
t 

 
 

 

 
 

 
 

g 

orks. 

 

for refining her search she only managed to 
btain information on how to grow cannabis.  

 
than we realise, you’ve just got to find it. 

 
king 

ersonal details and information they would need to provide to make 
ese transactions. 

 in fact the reason for their 
w usage seemed to be more a lack of confidence and skills. 

ommonplace language and terminology 

 

nt 
with an older family was getting advice from a friend about the internet over the phone. 

 

Lack of understanding of the underlying assumptions about how
digital media work 

Because of their limited and/or irregular usage of digital media, participants in the 
research had not developed an understanding of the underlying assumptions about how
digital media work. Thus, instead of low users having a broader vision of how the interne
works and the ability to learn transferable skills, they tend to learn and memorise 
individual steps, in a method that is similar to rote learning. In effect, they do not have the
ability to apply their learning to new situations. 
 
The research indicated that these transferable skills included the ability to use a search
engine, navigate around a website, purchase goods on the internet and use advanced 
features, such as a camera, on a mobile phone. For example, one lady knew how to bid
and purchase goods on eBay but did not know how to pay for the goods and left this to
her children. She would not have known how to search and pay for something on a
different website. Another respondent knew how to text and use the camera on her
current mobile phone, but thought that if she were to upgrade to another model she 
would have to learn these steps all over again, rather than being able to apply the 
nowledge she already had to the new phone.  k

 
Although issues regarding set-up of computer equipment and modems and connectin
with the internet were not explicitly stated as a barrier, it was clear that most people 
relied on their friends and family to do this for them. Thus, having some knowledge of 
how to set up equipment, as well as how to solve problems when they arise, is likely to 

ake users feel more competent with digital media. m
 
In addition, many low users of the internet did not understand the basics of how it w
As a result many realised that they were failing to see its potential. For example, the 
majority of respondents were unaware of the most effective methods of using a search
engine. In one case, a retiree wanted to search for information on ‘how to rejuvenate a 
pot plant’. Without knowing the best method 
o

I think there’s a lot more 
 

It was also clear that many people did not have a clear understanding of the security
measures in place for internet banking as they were extremely hesitant about ma
these and other transactions online. They were concerned about the security and 
protection of their p
th
 
However, in some cases, respondents seemed to use security concerns as a post-
rationalisation for not using the internet for transactions, when
lo
 

Lack of understanding of the c
associated with digital media 

Many people in our sample were also unable to comprehend the basic commonplace
language and terminology associated with digital media. As a result, this made it more 
difficult for them to understand something or remember it. For example, one responde
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When asked to ‘right click’, he misinterpreted the instruction and thought he was being
told to ‘write “click”’ somewhere on the screen.

 
 

 
 

 
l 

 

 
 

r 

op their 

 
My friend was telling me to ‘right click’ on a particular link, but I just
didn’t get it and thought he was telling me to ‘write “click”’ on the
screen!  
 

Because they lack a broad vision of the system, an understanding of the assumptions 
about how digital media work, the ability to grasp transferable skills, and an 
understanding of commonplace digital media language, using digital media is more 
difficult for low users. These are the basic skills that confident users take for granted and
it is essential that non- and limited users acquire them if they are to become more digita
media literate.  
 
The findings imply that businesses, service providers, government organisations and the
general public could be made aware of the low level competencies of non- and limited 
users and take this into consideration in the provision of online services and other digital
media offerings. Moreover, people could generally be made aware that they need to help
non- and limited users to learn about digital media, rather than simply doing tasks fo
hem. t

 

Hierarchy of skills, knowledge and understanding 

s to build the confidence to experiment, and thereby devel
igital media literacy. 

igure 7 Hierarchy of skills, knowledge and understanding 

An analysis of findings enabled us to identify a hierarchy of desirable skills, knowledge 
and d ramid shows that:  un erstanding for non- and limited users of digital media. The py

• users need to have an awareness of how digital media work 
• they need to have a basic understanding of the commonplace digital media 

language 
• they need to gain a range of transferable skills, such as being able to use a 

search engine, navigate around a website and buy goods online, as well as the 
skills to be able to feel confident with security issues.  

 
Each layer on the pyramid is built on the one below. Acquiring skills in each of these 
areas will enable user
d
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Importance of developing an understanding of digital
media 

 

 
t 

 
 

f 
. 

 
 
 

 

 

t 

Low users’ lack of understanding of the underlying assumptions about how digital media 
work clearly affects their behaviour in one of two ways. Firstly, there are some people 
who are not willing to try using digital media, or who are worried about admitting to a lack
of knowledge. These people avoid technology altogether, and they become very relian
on others using it for them.  
 
Secondly, there are those limited users who are willing to try using digital media, but only
focus on the one or two activities they have been shown. To carry out the activities they
memorise the steps involved or refer to a written step-by-step guide. This means that 
they are only exposed to limited opportunities as they are either unwilling or incapable o
experimenting with, for example, different websites or other functions on mobile phones
Their lack of transferable skills and knowledge of the associated language makes 
everything very difficult for them. This is made worse when something goes wrong. They
are unwilling to try to fix mistakes, and are fearful that they may be criticised by other
people, for example if they accidentally delete someone else’s files. These users also

ecome dependent on friends and family using digital media for them.b
 
The fast pace at which technology is progressing makes it extremely important for people
to develop an understanding of digital media. If people choose to stand still, they will 
inevitably slip behind the rest of society in their understanding and capabilities, become 
more dependent on others, and will be unable to take up the benefits of digital media for 

emselves.  th
 
Findings from the research suggest there is a need to communicate the benefits of 
keeping up with the latest technologies and that this should be approached in a tone tha

 positive and inspiring (see section on Overall needs of the segments for further details). is
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Attitudinal segmentation 
Attitudes towards becoming more digital media literate
Two key factors affect people’s attitudes about, and behaviour in relation to, increasing
their digital media literacy. These are their existing competencies with using digital media
and their level of motivation for engaging with digital media. When these two dimensions
are mapped, four sectors emerge as illustrated in Figure 8.
 
Figure 8 Mapping attitudes about, and behaviour in relation to, increasing digital media literacy
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
One of the main objectives of the research was to explore the attitudinal commonaliti
across the groups in order to develop an attitudinal segmen
users with regard to their thoughts on digital media literacy.  
This allows for a rich profile of users to be developed, as well as the identification of 
attitudinal target audiences when communicating the benefits of using digital media. Thi
segmentation has been used later in this report to help to suggest which messa
styles of com

es 
tation of non- and limited 

s 
ges and 

munication have the most potential to shift attitudes in the different 
egments.  

r own competencies 
nd motivations to becoming more digital media literate. 

 

s
 
Five key segments were identified and these are illustrated in Figure 9. Each of the 
segments represents people’s typical over-arching beliefs about thei
a
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KEEN TO LEARN

NOT INTIMIDATED
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PROGRESSING
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RESISTANT TO 
LEARNING

NOT INTIMIDATED
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TO PROGRESS
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Figure 9 Attitudes to becoming more digital media literate 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
Our five segments fell within three of the sectors on the map. The top right hand corner is 
where individuals who are already competent and highly motivated to continue 
progressing with digital media sit. Ideally, this is where everyone would ultimately be 

und. fo
 
In the first segment are the ‘Resistors’ who had extremely low motivation to become 

ore literate as well as very low level competencies.  

 
‘Resistors’. The ‘Defensive’ also 

ad low level digital media competencies. 

ad 
 broad range of competencies, as depicted by the elongated shape on the diagram.   

 three segments, but 
ey also had low motivation to improve their digital media literacy. 

t, but they are not using digital media very much because they think the cost is 
o high. 

s of the attitudinal segments 

 likely 

 by either purchasing technology or by increasing their engagement with digital 
edia. 

 

m
 
The ‘Defensive’ include people who also had relatively low motivation to become more
literate, but were slightly more willing to learn than the 
h
 
The ‘Thirsty’ were those who had the highest motivation to increase their skills. They h
a
 
The ‘Potential Transitioners’ were more competent than the above
th
  
The ‘Economisers’ had a low (self-) perceived need to progress because they are already 
competen
to

 

Description

‘Resistors’ 
The ‘Resistors’ had the weakest relationship with technology. They were the least
to use the internet or mobile phones and they showed no interest in changing this 
situation
m

High motivation to become more literate with digital media

Low motivation to become more literate with digital media

Low
competencies

High
competencies

Thirsty

Resistors

Defensive

Economisers

Potential
Transitioners
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These individuals strongly rejected the idea of learning and would have actively avoided
any situation to learn about digital media. The main reasons digital media appears so
difficult for ‘Resistors’ to use are that they have no understanding of the underlying
assumptions about how digital media work and they are not familiar with the associated
commonplace language of digital media. 

 
 

 
 

 

 
. 

 
, 

 

 

 

 

 
‘Resistors’ claimed they were making an active choice not to use technology. They
believed that ‘old fashioned’ ways work well, and so questioned the relevance of 
beginning to use digital media. These people preferred to visit banks or travel agents,
speak with friends and family face-to-face or read the newspaper for daily information
 
Although they may have the internet at home, it only tends to be used by their children
and/ or their partner. Most ‘Resistors’ will own a mobile, but only for emergency use
although many admitted that it is not often charged up.
 
There were very few ‘Resistors’ within the sample. They were more likely to be at the
older-family, post-family and recent retirees life stages. With regard to geographical 
locations, they were more likely to live in regional areas, perhaps because they have less
exposure to new technologies. They came from predominantly blue collar backgrounds 
and were not using technology in their jobs at all.

 

Case study: ‘Resistor’  

Barbara is in her early 60s and has only recently retired. She is divorced and lives on he
own, as her children have grown up and left home. She spends her leisure time visiting
friends, going to the movies, attending church and reading. She is a self-proclaimed 
‘social butterfly’ and says she prefers face-to-face communication wherever possible. 
She has never used a computer or the internet and only has a mobile phone for 
emergencies. Her working life did not require the use of a computer or the internet and 
her mobile phone only has basic calling and text functions. This limited exposure has 

sulted in a complete lack of digital media literacy, which she readily admits. 

r 
 

 
 

eople 
 

ant to know how to use 
chnology such as the internet or features on her mobile phone: 

I just don’t want it [the internet] in my life. 

It may seem old fashioned but I don’t care. I like things the way they are. 

re
 
Barbara maintains that she is ‘100% happy’ with the traditional way she has always done
things and is adamant she would not change her ways. She is happy to continue using a
public library to borrow books or research topics of interest, handwriting letters to p
living interstate or abroad and conducting all business in person, such as visiting the
branch of her bank and paying bills at the post office. She is unconvinced about the 
benefits of heavier digital media usage and insists she does not w
te
 
 
 
 
 

‘Defensive’ 

The ‘Defensive’ appeared to be afraid to admit they would like to learn more about digital 
media. They initially seemed similar to ‘Resistors’, but during the discussions the
differences between the two segments became clear. Essentially, they could see 
(through others’ usage) that there are benefits to using digital media technologies but 
they seemed to lack the confidence to admit that they did not have the necessary skills 
to take advantage of them. They appeared defensive and were less inclined to admit they
wanted to change. This group had a limited understanding of the underlying assum
about how digital media work and the associated commonplace language of digital 
media. They would only use specific websites they had be

 

 
ptions 

en shown how to use, and 
asic calling and texting functions on their mobile phones. 

 
b
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Being surrounded by competent friends and family appeared to make this segment even
more defensive. They said that it often became too stressful for them to ask for help with
technology, and that was not conducive to successful learning. Their main concern was
that they believed that friends and family did not have the patience to teach them new
skills for any useful length of time. Thus, despite having easy access to the internet and
mobile phones, their reluctance to acknowledge their unmet needs and their fears 
prevent this segment from using these technologies. 

 
 

 
 
 

 

t 
 

 
 

 

 

 

 

, 
r 

 
They also claimed that there are downsides to using digital media. Firstly, they said that i
is too boring, that it is not something that they aspired to, or that they had better things
to do. For example, one young man said he had a friend who was very good with this 
kind of technology but the friend does not have a girlfriend. Secondly, they said that there
is just too much information on the internet to sift through. Lastly, they said that the
technology never works due to factors beyond their control. 

 
 In this area you can never get mobile reception.
 
The computer just has a tendency to stop working when I’m around.

 
These, however, appeared to be rationalisations designed to avoid having to admit to
heir lack of skills and confidence.  t

 
This segment included a range of ages including individuals who sat within the pre-family
younger-family, older-family and post-family life stages. It tended to include men rathe
than women, and they appeared less prepared to admit to their lack of skills. This 

also more likely to include blue collar workers. segment was 

 

Case study: ‘Defensive’  

James is a manual worker in his late 20s who lives with his partner in a rented place in a 
regional area. He spends his leisure time outdoors watching sport and attending 
concerts. He also appreciates travel and adventure. They have broadband at home 
which his partner uses daily. He uses the internet approximately twice a week but often 
becomes extremely frustrated with the technology. He seemed to be afraid to admit that 

is was due to a lack of skills, and instead ‘blamed’ the technology. 
 

se Facebook the other day but it wasn’t easy to see how 

felt like smashing 
my computer up – it’s just easier to visit the bank. 

 
 

s 

ike to learn more. He explained that asking for help from 
is girlfriend is rarely successful: 

 
 be shown, as I won’t remember it and 

she moves on so quickly 

th

I tried to u
to log on. 
 
My banking website changed their home page – I 

 
He appreciates that there are benefits to using the internet, such as buying concert 
tickets and obtaining travel information. He owns a mobile phone with several advanced
features but doesn’t use them. He once tried to use GPS on his phone but found that it
did not work. He tried to rationalise his not being able to use it by explaining that he ha
heard it is often unreliable and he does not need to use it anyway. Overall, he was very 
defensive in admitting he would l
h

I just can’t be bothered to

 

‘Thirsty’ 

The ‘Thirsty’ were people who were more open than any other segment and had a 
genuine desire to want to learn how to become more digital media literate. They had 



 
 

  

   acma   |   31 
 

begun conducting some activities online but were still being held back to some degree
by a lack of understanding of the underlying assumptions about how digital media works
and knowledge of the associated language. They ranged in terms of their curren
competencies from very low through to medium.

 
 

t 
 

t 
 

 
 

 

 

 

 

ell-lit, good-sized screen, designed 
 take account of some of their physical limitations. 

 
for 

 of 45…loads of them are tricky and the 
buttons are so small. 

ions 
n their phones would like to learn how to use Bluetooth, GPS and the video camera. 

ad 

ed 

ily. Some had 
ught themselves by experimenting with the internet in their spare time. 

d 
r benefits. It 

included both males and females, and white and blue collar respondents. 

 
They were the most passionate segment and had the strongest motivation to learn abou
digital media. There were several respondents, many of whom had been stay-at-home
mums, who were motivated to re-enter the workplace. They realised that many 
professions require people to be competent with computers and the internet, and knew
that they needed to be up to speed with these technologies.
 
They were willing to admit they wanted to overcome their fears which were often 
associated with issues such as disrupting other family members’ work, ‘breaking’ or 
causing problems on the computer and internet security, including online banking and
cybersafety for their children. 
 

I once lost my son’s HSC work so I’m afraid to use the computer
now. 
 

s soon as I touch it, it seems to stop working.A
 
There’s so many predators out there, I’ve got no idea about the 
settings on my computer. 

 
The ‘Thirsty’ were more interested in learning about the internet than mobile phones. 
They were open to learning about a broad range of activities from using transactional and 

formation websites through to using email and Skype.in
 
This segment was also most likely to say they would like to see a basic mobile phone 
which is simple and easy to use. The retirees who fell into this segment explained they 
would welcome a product with large buttons and a w
to

I don’t think there’s a mobile phone out there that is designed 
someone over the age

 
The ‘Thirsty’ could not see any major advantages of using newer mobile phone 
applications. However, this segment was more open to learning about these functions 
than others were. A minority of the ‘Thirsty’ who had some of these established funct
o
 
These people may have taken some steps to participate in courses. Several of them h
attended training courses in the community, such as those at their community college, 
TAFE, local library or senior citizens group. The majority of people who had attend
these had found them helpful, clear and inexpensive. Yet for others, these courses 
sounded intimidating and they had learnt the basics from friends and fam
ta
 
This segment comprised people from the older-families, post-families and retirees life 
stages. These individuals had the most time to learn about the technologies. They ha
already made time to take those first steps and could recognise the majo
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Case study: ‘Thirsty’  

Joyce is retired and is in her late 60s. She lives with her husband in an outer metro
suburb. She travels extensively, is learning French and enjoys gardening, scrap-booking 
and walking, and is passionate about learning new activities. She has broadband a
home which she uses at least every second day. She indicated that she is really ‘starting
to get the hang of’ the internet and is keen to learn more about what she can do online 
and how to do things more quickly. She is still trying to grasp the language associated
with the internet and she thinks that her lack of knowledge is currently limiting her ability
to do more. 

 

t 
 

 
 

 

 

t 
 

 

 
She is excited by the internet and the benefits of going online such as researching and 
booking travel, finding cheap deals, sourcing ‘hard to find’ products or gifts and sending 
and receiving photos of her grandchildren. She is extremely keen to learn more:
 

I think the internet is fantastic. I just need some help to do a few 
more things. At the moment I have to get my son to write down the
steps for how to do it all. 

 
She owns a mobile phone with advanced features, but currently she does not use them 
as she does not know how. She sees the benefit of features such as a camera and is no
opposed to using them, but she needs someone to teach her in a patient and simple

anner. m
 

Sometimes the young kids working at a phone shop can make you 
feel like a real raspberry— they whiz through things and old people
like us don’t pick it up that quickly. 

 

‘Potential Transitioners’ 

‘Potential Transitioners’ tended to be people who had taken the first step in using dig
media, but only used it when they could see there were clear benefits, such as saving 
time or costs. They regarded technology as a ‘means to an end’ rather than something 
they use for entertainment or enjoyme

ital 

nt. Some people in this segment claimed they had 
mited time to spend on the internet.  

rther 

l understanding of digital media and the commonplace language associated 
ith it.  

y be post-rationalisations which 
ustrate their lack of confidence in using these websites. 

l 
 also 

 using a digital camera for taking photos 
nd using an alarm clock radio or a paper diary. 

ty 
for their children; post-family individuals and retirees who feel that as they get more time 

li
 
They were only happy to use services they felt comfortable with, such as websites 
familiar to them,sending emails or using Skype. They were reluctant to experiment fu
as they claimed they preferred the traditional methods. This segment also lacked the 
conceptua
w
 
‘Potential Transitioners’ drew the line at conducting transactions, banking and paying 
bills online, which they said they believed might be unsafe. They also said they preferred 
to retain some face-to-face contacts. However, these ma
ill
 
This segment had no interest in newer mobile functions as they could not see the rea
benefit of them. Most used their mobile phones simply for calling, although some
used them for texting. They had no real desire to learn more about the advanced 
functions on a mobile phone as they were comfortable using the old methods, such as 
using the radio or playing CDs to listen to music,
a
 
This audience was represented by a range of life stages. It included people with younger 
families who claimed that in the future they would like to learn more to ensure cybersafe
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they will be able to take greater advantage of the benefits that come from using the
technology; and people in rural areas who are recognising that the benefits of using 
digital media outweigh the barriers. With regard to the latter group, one lady recognised
the benefits of using the internet, as she had found her partner through an online dating
website, following the death of her husband. People in this segment included white and
blue collar workers and were more likely to be women.

 

 
 
 

 
 

Case study: ‘Potential Transitioner’  

Tina is a stay-at-home mum to four girls ranging in age from 2 to 11. She lives in a
regional area and spends all her time with her family, and consequently had very little free
time to herself. Most of her family leisure time is spent outdoors.

 
 

 

 

 
 

 
 

 

 
She has broadband at home but as she has limited time to herself she feels she has a 
very basic understanding of the internet. She only uses it for activities that seem useful to
her, such as emails to keep in contact with family and visiting websites on which she 
could buy and sell horses. She is happy to still visit the bank and post office to pay bills
and carry out transactions, as she claims she does not trust the internet. Tina only has a
mobile phone for emergencies and has no desire to own one with newer functions. In 
fact, she rarely uses her mobile phone; she is often at home during the day and relies on
her landline. However, there is potential that Tina will use digital media more as her

ersonal circumstances change and her children become older. p
 

‘Economisers’ 

‘Economisers’ had a positive relationship with technology but were limited by costs. The
knew how to use digital media and displayed no negative attitudes towards it. The cost 
of acquiring and maintaining the internet and a mobile phone was the key factor 

fluencing why this segment was not using technology. 

y 

r 
t re-

ithin a few years, they may be left behind and their digital media literacy will 
ecline. 

le, 
 
. 

ternet cafes because they thought they were too 
convenient and not private enough.  

 
ng to 

h as 
 internet, as being extremely costly and, 

erefore, avoided using these features. 
 

e are hidden charges for using the internet on your phone. 

Don’t you get charged if you use up a certain amount of data? 

t 
the pre-family and younger-family life stages. They included a range of people including 

in
 
For some people the actual costs were off-putting and they could not afford to purchase 
particular technologies. For others, purchasing the technology was not a big enough 
priority for them to justify the costs. It is likely that most ‘Economisers’ will choose to re-
engage with this type of technology when they believe the benefits outweigh the costs o
when they have greater disposable income. However, the danger is that if they do no
engage w
d
 
Some ‘Economisers’ had access to the internet at work or at their friends’ or families’ 
houses. However, they did not regard access to the internet as a necessity. For examp
there was no indication that this audience used free internet access at libraries, with the
exception of students using it at their university library for their course and assignments
‘Economisers’ were also not visiting in
in
 
This segment tended to purchase a cheap, basic mobile phone which they only used for
essential calls and in emergencies. Some explained that they preferred text messagi
calling because it was cheaper. They perceived the newer mobile functions, suc
sending picture messages and using the
th

I think ther
 

 
The ‘Economisers’ were more likely to be from younger life stages and included those a
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students, those who have recently moved out of home, single parent families and one
income families. They were more likely to come from blue collar backgrounds.

-
 

 

Case study: ‘Economiser’  

Emily is in her 20s and has recently moved into a rented apartment with her boyfriend
She works in retail and enjoys spending her free time socialising with friends and
undertaking free or inexpensive activities such as dancing. She chooses to spend he
limited disposable income on socialising rather than on technology.

. 
 

r 
 

. 
 

 
 
 

 

 

 
Up until recently she has had access to the internet at her parents’ house. She felt 
extremely confident using the internet as she had used it regularly at home and at school
Now that she lives in her own rented apartment, she feels she could not afford to have
the internet at home. She has looked into renting a computer but is wary of the costs
associated with this. Ultimately, she is not bothered by a lack of access; however, she
recognises that she may be missing out on the conveniences such as buying tickets or
goods on eBay and having access to beauty advice. Emily owns a mobile phone with 
several advanced features, but she is wary of the costs involved, and consequently does
not use features such as the internet. 
 

If it was cheaper I would use my phone more for picture messages
nd the internet. a

 
She said she would look into getting a computer and the internet if it was more 
ffordable. a

 
I don’t have a computer or the internet at the moment, but if it was 
cheaper I would get it. 

 
 

‘Active’ versus ‘passive’ decision making 

e 

 extent that they suggest that people are making active choices not to use 
igital media.  

e 
e a 
 
 

egments appeared to be trying to cover up their insecurities about using the internet. 

e of 

irsty’ were in fact proactive in wanting to change their 
ttitudes towards digital media.  

gy 

reluctant to experiment further. The major barrier ‘Economisers’ faced was the costs of 

One of the research objectives was to establish whether those who claim they have no 
interest in using digital media technologies are making fully informed, or active, choices, 
or whether their behaviour is really driven by a lack of skills or confidence. Findings of th
current study suggest that previous quantitative findings might need to be handled with 
caution, to the
d
 
The findings of the current research suggest that none of the segments appear to be 
making an active choice not to use digital media. Although the ‘Resistors’ claimed to b
making an active choice, the underlying reason for their choice in fact appeared to b
lack of confidence, knowledge and skills. The ‘Defensive’ were using excuses for not
using technology, while claiming it was an active choice. These excuses ranged from
having no interest to risks with security and technology failures. However, these two 
s
 
The other three segments also appeared not to be making an active choice to not use 
digital media. The ‘Thirsty’ were openly willing to admit that there was a range of barriers 
preventing them from adopting a higher level of usage, including a lack of knowledg
both the underlying assumptions about how digital media works and the associated 
commonplace language. The ‘Th
a
 
The ‘Potential Transitioners’ appeared to be making an active choice to use technolo
to a certain extent, but often it seemed to be a lack of understanding that made them 
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using digital media, with many explaining that they would be likely to use digital media
more if it was cheaper. The attitudes and demographics of the five segments are 
summarised in Figure 10. 

 

 
 
Figure 10 Summary of the attitudes of the segments
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Suggested ways of encouraging 
each segment to engage with 
digital media 
Overview 
On the basis of the findings of this research, the researchers propose the following 
suggestions about possible ways of increasing the engagement of non- and limited users
of digital media with digital media.  
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f 

 

re 

rom 

ls 
and 

scussed in the following section, in the context of each segment’s 
ecific needs. 

so 
 sit on the 

 
ommonplace digital media language so that they can acquire transferable skills.  

fits that 
 to 

campaign portraying a positive message about using digital media. Strategies should 

 
Communicating the possible benefits of using digital media is likely to be a useful way to
help encourage non- and limited-users to become more engaged with digital media. Fo
example, it could be helpful to highlight that becoming more digital media literate would
allow people to be less reliant on other people to use the media for them, and that they

ould no longer feel left behind, or less capable than others around them. w
 
For some audiences, it is also likely to be helpful to highlight that digital media increases
people’s options rather than requiring them to give up their ‘traditional’ ways of doing

ings.  th
 
Because many non- and low users of the internet were defensive or embarrassed about 
their skill levels, it is likely to be important to express this message in a positive tone. 
Using real people with stories that illustrate the benefits of using digital media, such as
the story about the lady living in a rural area who found her partner over the internet, is 
likely to be engaging. Findings suggest creating a memorable image in people’s minds o
the benefits of keeping up to speed with digital media and not getting left behind could 
lso help to achieve this.a

 
As we know from previous research, informal learning is often how people learn about 
using computers and the internet. One possible strategy to motivate people to be mo
engaged with digital media therefore could be to encourage family and friends to help 
people to become more confident with the technology. Other people might benefit f
working through information on an interactive DVD or CD ROM, and more confident 
users might appreciate working through material on a website. Finally, some individua
are likely to benefit from attending a continuous learning course. These strategies 
resources are di
sp
  

eeds of each segment Specific communication n
‘Resistors’ and ‘Defensive’ 

‘The Resistors’ and the ‘Defensive’ are likely to be extremely difficult to influence, but 
they need to be persuaded of the importance of understanding and using technology 
as to be able to fully participate in society in the future. These two segments
bottom rung of the hierarchy of skills and consequently they need to gain an 
understanding of the underlying assumptions about how digital media works and
c
 
Ideally, communications directed at these people would help to promote the bene
they would gain by using digital media technology. The message may also need
highlight why they should not be left behind. Several participants spontaneously 
mentioned that they believed that these users would benefit from a communications 
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make them feel confident enough to try using digital media, and should not make them
feel embarrassed in any way. The ideal would be to shift the mindsets of the ‘Resistors
and the ‘Defensive’ to become ‘Thirsty’, although it is recognised that this would be time
and resource intensive. If time and resources are limited, it may be more efficient and
effective to target the ‘Thirsty’ and the ‘Potential Transitioners’. 

 
’ 
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, 

e to 
e research findings suggest that some men were reluctant to admit to 

anting help. 

 a 

ated 
een 

w to use eBay, while others 
cused on computer use and Microsoft applications. 

at 

dge, they are less likely to remember 
e information in a course about a specific topic.  

dge 

o 
age in a process of 

ngoing learning about digital media and regularly using the media. 

 
s 

s 
are largely offered to retirees or those on family benefits, as opposed to stay-at-home 

 

‘Thirsty’ 

The ‘Thirsty’ will inevitably be the easiest segment to influence and they will be keen to
develop their skills, knowledge and understanding of digital media. As they sit at the 
lower to middle rungs of the hierarchy of skills, reinforcing their knowledge of the 
underlying assumptions about how digital media works and the commonplace digita
media language will help them to develop their digital media literacy. 
 
Given their motivation to learn more about digital media, a number of strategies are likely
to be successful for the ‘Thirsty’ segment.  
 
Firstly, some would benefit from learning from their friends or family. One possible 
suggestion is that online tutorials and information are produced for people to work
through together. However, this is only likely to be effective where there are adult 
children, as several respondents explained that their teenage children are too impatien
to help them learn. Some less confident individuals would appreciate learning from an
interactive DVD or CD ROM which they could work through at home, with or without 
family. This would allow them to participate in this activity at a time which is convenient to 
them. This type of resource would be less daunting for some people than working
through information on a specific website which they might not be competent or 
onfident enough to access by themselves. c

 
Although the content of a DVD or CD ROM was not explored thoroughly in this research
it is likely that people would benefit from information on topics such as how to navigate 
websites and avoid simple mistakes (for example, not sending emails to everyone by 
pressing the ‘reply all’ button). The DVD or CD ROM resource might be more attractiv
men because th
w
 
Other people in the ‘Thirsty’ segment would appreciate the opportunity to attend
continuous learning course. There may be a gap in the market for a course which 
teaches basic transferable digital media skills and the commonplace language associ
with digital media. Some of the courses that the respondents had attended had b
step-by-step tuition on particular activities, such as ho
fo
 
Although people can be motivated by learning about a specific task, it is essential th
they have a broader understanding of how digital media work before they focus on a 
specific topic. If they do not have the basic knowle
th
 
Respondents often found short or one-off courses to be too short, resulting in knowle
being quite easily forgotten. They were also not able to build on the skills they learnt in 
courses because they could not get enough practice at home. For people to be able t
build understanding and confidence, they must be able to both eng
o
 
There is also a need to promote the existence of learning opportunities. Although some
people had attended courses within the community, several were unaware that course
aimed at people like them were available. There was a perception that current course
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mums or middle-aged working people. A better promotion of existing courses to the
Thirsty would improve their potential to attract a broader audience. 
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 sale to show them how to use various 
atures and how the menu system works. 

 
nt them to take you through the menu to figure out how to 

use it. 

 and containing too much 
ech-heavy’ language, which they found extremely off-putting. 

is 
f they remain 

ith 
y needs to be maintained in the face of rapid and continuous technological 

hange.  

and 
 with security issues so as to 

courage them to start using transactional websites. 

tal 

evel 
of competency, seeking help from others is likely to be less stressful. Some ‘Potential 

 
People were asked to explain what they thought would be the most appropriate learning
environment to allow them to become more digital media literate. Their responses 
indicated that the first priority is that the course should involve a hands-on experience, as
this is regarded as the best way to learn and understand. People explained they do no
want to simply observe someone else working through the processes on the computer
 

Don’t show me, let me do it —it’s the only way you learn.
 
An informal learning environment where individuals would feel safe and relaxed was also
regarded as essential for effective learning. Ideally people would be taught one-on-one o
in small groups. The course leader would need to be very patient and not patronising in
any way. They would need to be considerate and recognise that people only have a
basic level of understanding and skills. The attendees must not be made to fee
humiliated: 
 

They have to realise we aren’t stupid but we need time to let it sink
in. 

 
The course leaders would need to use language that people understand and not feel 
intimidated by. However, it is crucial that some of the commonplace digital media 
language is introduced, such as instructions for usage and specific terminology such as
‘search engine’ or ‘hard drive’. It may also help to equate computer terminology with 
real-life objects, for example explaining that the hard drive is like the computer’s brain 

here information is stored.w
 
The ‘Thirsty’ felt there were also opportunities for mobile phone providers to help 
encourage usage. They felt they may benefit if mobile phone providers offered to spend 
more time with the customer at the point of
fe

You wa

 
Finally, a few people believed a DVD would be more helpful than the mobile phone 
manuals currently provided, which many saw as being too long
‘t
 

‘Potential Transitioners’ 

The ‘Potential Transitioners’ must not allow their existing knowledge to diminish. There 
a danger that they may slip into the ‘Defensive’ and ‘Resistors’ segments i
reliant on the ‘old’ way of doing things. Although this segment has a better 
understanding of the digital media basics than the ‘Thirsty’ segment, this familiarity w
technolog
c
 
The ‘Potential Transitioners’ currently sit in the middle rung of the hierarchy of skills, 
one of their specific needs would be to build confidence
en
  
This segment already recognises some of the benefits associated with using digi
media, but further advantages should be promoted. This segment is also likely to 
respond positively to learning from family and friends; as they already have a certain l
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Transitioners’ may also welcome working through a CD ROM or DVD at their own pace
and the more confident users may feel comfortable following information on a website

, 
. 

 
 

 

t 

 

 

‘Economisers’  

‘Economisers’ need to be kept up-to-date with the benefits of technology so that when
they choose to engage once more (for example, when their circumstances change), they
can easily do so. They need to be told of the benefits of investing in digital media and
having access to the technologies at home, particularly when they have children. 
Although they currently have the skills outlined in the hierarchy of skills, there is some 
danger that as technology develops they will lose touch quickly, making it more difficul
for them to re-engage later.  
 
People for whom costs are a real barrier to engagement with digital media might be
persuaded to use digital media if they are provided with advice or information on 
strategies to minimise costs. This could include information on the most appropriate 
internet or mobile plans for specific personal circumstances or information on costs o
equipment. 

f 

 

 

em to engage with digital media and communications. 
 

Figure 11 Summary of communication needs of each segment 

 
Being told where my money is going and what it covers would be
extremely helpful. 

 
Others from low income households might need to be encouraged to take up any 
existing government subsidies, such as the Education Tax Refund that is available to 

milies. fa
  

Summary of communication needs of each segment
Figure 11 summarises the different strategies required for each segment to encourage 
th

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Businesses, service providers, government organisations and the general public should 
also have a part to play in improving digital media literacy among non- and limited user
If they were made more aware of the low level competencies of non- and limited u

s. 
sers, 

this could be considered in the provision of online services and other digital media 

Objective for 
communications 
program

Strategies to 
encourage them 
to keep up

Resources

Resistors Defensive Thirsty Potential 
Transitioners Economisers

Raising appreciation of importance of 
getting up to speed with digital media

Need to know the underlying assumptions 
of how digital media works and language

Communications (ideally)

Encouraging friends and family to help people day to day in understanding how digital 
media works, not just specific tasks

Continual learning courses

Advice on ways 
to minimise costs

CD ROM/DVD to work through at 
home

Not likely to use – need to 
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More affordable 
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Reinforcing 
those 
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and benefits 
of using digital 
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Keeping people up to date with latest 
advancements and benefits

ill needsSk

Sitting on the lower rungs of the skill hierarchy, they need to 
know the underlying assumptions of how digital media works 
and the language in order to develop transferable skills

Sitting on the 
middle rung of the 
hierarchy, should 
focus on building 
confidence with 
transferable skills 
and internet security

Sitting at the top 
of the hierarchy, 
need to 
encourage 
ongoing practice 
to prevent them 
losing skills
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offerings. Moreover, confident users could be made aware that they need to help non-
and limited users to become more competent users of digital media, rather than simply
using digital media for them. 
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Findings and recommendations 
Summary of findings  
Findings from this study of adult non- and limited users of digital media indicate that thei
unmet digital media needs are largely associated with the internet. They consider that in
terms of enabling them to participate more effectively in society, learning how to use the
internet is more important than learning how to use new features on their mobile phone
However, people did not necessarily have the same attitude towards different 
technologies; usage patterns of different types of digital media appeared to be highly
individualised due to people’s own motivations.
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. 

 
 

 

l 

 

t 

n 

l 

s 
l 

t 

purchase goods on the internet and use features on a mobile phone, such as a 
amera. 

ffects 
the 

 of 
eing left behind if they are not able to keep up with rapidly changing technology. 

’, 

ts appeared to be making a fully informed, or active, 
hoice not to use digital media.  

, 
eemed to be making excuses to 

over up their lack of confidence and/or competence.  

‘Economisers’ identified costs as the major barrier 
 increasing their digital media usage. 

 

 
There were two main reasons for people’s limited use of digital media. Firstly, people
claimed that it was not a priority for them to purchase, understand and use new 
technology. They claimed they were happy to carry on with old habits, using ‘traditiona
methods’. Secondly, most people held the view that it was too difficult for them to 
change their habits. Many regarded using new digital media as a real stretch that would
involve a complete change of lifestyle. The research findings indicate that as long as 
people have an easy alternative option to using digital media they are likely to take tha

ption, out of habit, convenience and/ or fear. o
 
There are two key factors that affect people’s attitudes about, and behaviour in relatio
to, increasing their level of digital media literacy. These are their existing competencies 
with using digital media and their level of motivation to become more engaged with digita
media. Their comparatively low competencies can be explained by the fact that many 
people have not been required to use digital media technology on a day-to-day basis. A
a consequence they do not understand the underlying assumptions about how digita
media work or the associated commonplace language that is used by those who are 
comfortable with digital media. Most importantly, they have not developed the 
transferable skills to allow them to become more literate. The research indicated tha
these transferable skills include the ability to use a search engine, navigate around a 
website, 
c
 
The motivation that people have to become more engaged with digital media also a
their attitudes and behaviours. It is an individual’s own motivation to want to use 
technology that is the key driver to increasing their digital media literacy. With low 
competency and motivation, non- and limited users of digital media are in danger
b
 
Five attitudinal segments in relation to digital media have been identified: ‘Resistors
‘Defensive’, ‘Thirsty’, ‘Potential Transitioners’ and ‘Economisers’. In the view of the 
researchers, none of the segmen
c
 
While the ‘Resistors’ and ‘Defensive’, and to some degree the ‘Potential Transitioners’
claimed to be making an active choice, in reality they s
c
 
The ‘Thirsty’, on the other hand, were open to admitting they face barriers, which 
included their lack of competence, fears and insecurities, which prevent them from 
engaging more with digital media. The 
to
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Communicating the potential benefits of using digital media to all of these segments is
likely to be a useful method for encouraging them to take up a higher level o
engagement with digital media, particularly as many individuals in each of the segments
are not fully informed of the benefits. 

 
f 
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digital media will enhance their life options, rather than replacing ‘traditional’ 
methods. 

examples which illustrate the benefits of using digital media is likely to 
be engaging. 

speed with digital media, and not getting left behind, could also help to achieve this. 

 ‘Thirsty’ and ‘Potential Transitioners’ who would be the 
most receptive to change. 

uld be best 
run as hands-on practical activities within an informal learning environment. 

ges of 

one 

se digital media if it were more affordable or perceived as 
being of greater benefit. 

 

 

Researchers’ recommendations 
The researchers’ recommendations based on these findings are as follows:
 
1/ Individuals who are currently non- or limited users of digital media could be motivated 

to use it by being encouraged to appreciate both its benefits and the importance o
using digital media so they do not fall behind the rest of society.

 
2/ Essential to improving digital media literacy is recognising that there appears to be a

hierarchy of skills, knowledge and understanding that needs to be acquired. 
Fundamentally, in order to develop transferable skills people need to understand the
underlying assumptions about how digital media work and the associated 
commonplace digital media language. Once they have these skills they are likely to 
become more confident with security issues. Building on all these skills will allow them
to become more confident in experimenting online, thereby increasing their level o
digital media literacy.   

 
3/ Consider developing a communication strategy to help promote the benefits of usin

digital media, with the intention of shifting the mindsets of ‘Resistors’ and the 
‘Defensive’, as well as using it as a tool to reinforce and promote the benefits of digita
media to the other segments. The aim would be to motivate individuals to want to 
learn more about digital media and to use it more often.

 
4/ It will be important to express these messages in a positive manner, and to explain 

that using 

 
5/ Using real life 

 
6/ Creating a memorable image in people’s minds of the benefits of keeping up to 

  
7/ If developing a broader communications strategy is not possible, consideration could 

be given to focusing on the

 
8/ Consider providing continuous learning courses for the ‘Thirsty’. These wo

 
9/ The ‘Economisers’ would benefit from being kept up to speed with the advanta

technology. Some may also benefit from receiving information about minimising 
equipment costs and advice on the most cost effective internet and/or mobile ph
plan for them. Other ‘Economisers’, particularly those in low income households, 
might be persuaded to u
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Appendix B— 
Recruitment screeners 
SCREENER 
 
ACMA RECRUITMENT SCREENER 
 
Hello. My name is _________ . I work for _________ , a market research company.  

 
 

 
I am looking for people to take part in a market research study for the Government which 
looks at people’s attitudes and usage of the internet and mobile phones. There are no
right or wrong answers, and all points of view are welcome. 
 
We need people to take part in a group discussion / in-depth interview on _________ 
at _________ . 
 
We will be talking to people within three states in Australia and will focus on individuals 
with particular characteristics in each area. We therefore need to ask some questions to
ascertain whether you are eligible to take part in a discussion in this area.   
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1. Do you or any of your close relations, work in any of the following industries? 

 
 

Market research 1
Advertising, marketing, public relations 2 
Media and journalism 3 
Australian Communications and Media Authority  

 

4

TERMINATE

 
2. When was the last time you took part in a group discussion or depth interview?
(Write in) 

 

 
 
TERMINATE IF LESS THAN 6 MONTHS AGO 
 
3. How old are you? 
 
Record age:   

 
 
SEE QUOTAS 
 

. If you have any children, which category do they fall into?4
 

 

No children 1 SEE QUOTAS 

Pre-school age 2 SEE QUOTAS 

Primary school aged 3 SEE QUOTAS  

Secondary school aged 4 SEE QUOTAS  

Left school 5 SEE QUOTAS  

 
5. For each of the following technologies, which of the following best applies 
to you in terms of describing how often you use them: 

ing but occasionally for websites for 
anking/shopping and/or social networking  

ssaging and cameras (as well as making/receiving 
alls) i.e. established applications 

abilities 
nd internet capability (as well as making/receiving calls) i.e. newer applications 

 
 

 
Internet 

applications applications 
 

 
a) the internet, using it mainly for email
b
 
b)  mobile phones for text me
c
 
c)  mobile phones for applications including video cameras, mp3/mp4 cap
a

Established Newer 

You’ve used them/it 
more than six times in 1 

   

the last six months 
You’ve used them/it
three to six times in

 
 2 

   

the last six months 
You’ve used them/it 
one to three times in 3 

   

the last six months 

You’ve not used/it 4 
   

QUOTAS 
 

SEE 
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them in the last  six 
months  
You’ve not used 
them/it in the last year 

5 
   

You’ve not used 
them/it for over a year 

6 
   

You’ve never used  
them/it 

7 
   

 
 
6. With regard to internet access, do you have: 

 
no home internet access, but I access it 
elsewhere 

1

access to the internet at home via a dial-up 
connection 

2 

access to the internet at home via a 
broadband connection 

3 

 AIM FOR A MIX

 
7. Thinking about using technologies like the internet and mobile phones, which o
the following statements do you agree with most strongly? (Choose one answer 

nly) 

f 

 

 

o
 

I am probably a lot more comfortable than
most people of my age 

1 CHECK ANSWER TO USAGE 
QUESTIONS AND CHECK WITH GFK 
BLUEMOON*

I am probably a little more comfortable than 
most people of my age 

2 

I am probably about as comfortable as most 
people of my age 

3 
CONSIDER FOR ‘MORE COMFORTABLE’ 
GROUPS 

I am probably a bit less comfortable than 
most people of my age 

4 

I am probably a lot less comfortable than 
ost people of my age 

5 
m

CONSIDER FOR ‘LESS COMFORTABLE’ 
GROUPS 

 
8. What is the main reason you do not use the internet and/or a mobile phone that 

equently?  

r/internet access   

fr
 

No readily available compute 1
Not interested in using them 2 
They’re too costly and I can’t afford them  3
I’m not that confident about using them  4 

AIM FOR A MIX 

 
9. Record Gender: 
 

Male 1 

Female 2 

IMATELY 50:50 
IN EACH GROUP 
AIM FOR APPROX

 
10. What is (or was) your occupation? (Record job and SES) 

        
 
   
  

 
 

White collar 1 
Upper white collar 2 

Higher SES 
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Blue collar 3 
Unemployed 4 

Lower SES 

 
SEE QUOTAS 
 
11. What was your highest level of education you attained? 
 

 Primary school 1 
Secondary school 2 
Tertiary education (i.e. university degree) 3 
Post graduate qualification 4 

AIM FOR A MIX 

 
12. We need to ensure we include a representative sample of the population in our
study. How would you describe your family’s ethnic background? READ LIST AND
CODE ANY THAT APPLY 

 
 

 
 

Aboriginal or Torres Strait Islander 1
African  2 
Asian  3 
Australian 4 
Eastern European 5 
Latin American 6 
Middle Eastern 7 
North American 8 
Northern European 9 
Southern European 10 
Other (please specify) 11 
 

EE QUOTAS S
 
13. Do you ever speak a language other than English at home? 
 

Yes 1 
No  2 
 
SEE QUOTAS 

 of the population, 
ith regard to disabilities. Do any of the following apply to you? 

problems not fully corrected by glasses or 1 
SEE QUOTAS 

 
14. We also need to ensure we include a representative sample
w
 

You have sight 
contact lenses 
You have a mobility related disability e.g. arthritis, walking with 2 

SEE QUOTAS 
a stick  

You have hearing problems 3 THANK & CLOSE 

You have speech problems 4 THANK & CLOSE 

You have difficulty learning or understanding things (e.g. 
5 

learning disability) 
THANK & CLOSE 

You have another type of disability – please specify 6 
 GfK 

BLUE MOON 
CHECK WITH

 
QUOTAS 

ach group should include 7-8 respondents and will last for 1 ¾ hours. 
 

 
E
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Each telephone depth will last between 45 minutes and an hour. 

 
 

 

 

 

 
 

f 

 

e 

 dial-up connection and access to the internet at 
home via a broadband connection. 

ximately equal mix of reasons of low usage of the internet and 
mobile phones. 

d a non- or 
mited user, so there will need to be a plausible reason given for this answer. 

E (Q4). We are looking for non- or limited users of the internet 
nd mobile phones:  

). 
ude 

or three technologies (i.e. A, B and C). See quotas 
elow for specific requirements. 

s a guide—see quotas below: 
 

 
Exclude: 
 
• Those who work in the usual industries as well as government departments
• Anyone who has taken part in a group discussion in the last 6 months
 
• Exclude anyone who used the internet or mobile phone applications at least  3-6

times in the last 6 months 
 
• Exclude those 17 yrs and under 
 
Within each group: 
• Ensure approximately 50:50 men and women in each group.
 
• See sample table for which ages fit into which life stages.
 
• With regard to life stages ‘younger family’ respondents are defined as a parent with

at least one child of primary school age or younger. ‘Older family’ is defined as a
parent with at least one child of secondary school age. Aim for a mix of ages o
children within each group. 

 
• With regard to disabilities, aim for 2 in total (0-1 per group) with some disability within

the pre-family and family (older and younger groups). Aim for 3-6 in total (1 per 
group) with a disability across the post family and retired groups. 

 
• Ensure a representative mix of ethnic backgrounds and those who speak a languag

other than English at home for the area that each group is being conducted in. 
 

rAc oss all groups: 
• Ensure an approximately equal mix of those with no home access to the internet, 

access to the internet at home via a

 
• Ensure an appro

 
QUOTAS FOR ATTITUDES TO COMFORT LEVELS 
If answered, 1 i.e. ‘I am probably a lot more comfortable than most people of my age’ 
check the answer because a respondent is unlikely to be highly confident an
li
 
QUOTAS FOR USAG
a
 
Respondents must answer 3–7 for at least one of the three technologies (i.e. A, B or C
We must have for a spread of usages along the scale (see Figure 1). We must excl
those who answer 1 or 2 to two 
b
 
A
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F

 
igure 1 

 

 

 
 
 
 

INTERNET USAGE

USAGE OF ‘NEWER’ MOBILE APPLICATIONS

USAGE OF ‘ESTABLISHED’ MOBILE APPLICATIONS

NEVER Not used in 
last year

Not used in 
last 6 mths

Used 3-6 times 
in last 6 mths

Used more 
than 6 times 
in last 6 mths

Used 1-3 times 
in last 6 mths

NEVER Not used in 
last year

Not used in 
last 6 mths

Used 3-6 times 
in last 6 mths

Used more 
than 6 times 
in last 6 mths

Used 1-3 times 
in last 6 mths

NEVER Not used in 
last year

Not used in 
last 6 mths

Used 3-6 times 
in last 6 mths

Used more 
than 6 times 
in last 6 mths

Used 1-3 times 
in last 6 mths

Our sample
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Appendix C— 
Discussion guide 
ACMA: Research into Adult Digital Media Literacy Needs 

 
 

 

 

 
 

s 

What are they doing while eating breakfast? 

• What do they do for a job/work? 

• How do they travel to/from work? 

• How do they use digital media while at work (if at all)?  

at home? How do the people they live with use 
digital media at home (if at all)? 

king, pay bills, claim health benefits, check bank 

ation on topics of interest / study as well as 

ir leisure time after work hours? What do they do, where do 

icate with friends, family (if at all)? 

) 

 A) 
disadvantages of each approach to life and digital media. Then 

discuss as a group: 

 
FINAL DISCUSSION GUIDE 
 
1. Introduction (5 minutes) 
Moderator will introduce the topic of discussion and explain the process. Going to be 
talking about your attitudes to and usage of the internet and mobile phones. There are no
right or wrong answers and all points of view, opinions are welcome

• Name, age, occupation, who live with, ages of children if applicable, interests and
hobbies 

 

2. ’Day in the Life’ of different technology users (50 minutes)

• Ask participants to think about and describe, as a group, the ‘typical day in the life’
of someone who is heavily into digital media and communications devices (by using
this term we mean the internet and mobile phones)? A heavy user would be 
someone who conducts all their activities online and uses all the applications and 
functions their mobile phone has to offer. [Moderator to record answers on butcher’
paper] 

Probe: 

• How they start their day—first thing they do when they get up? 

• 

 

 

 

• How do they use digital media 

• How do they do their ban
account balances, shop? 

• Organize travel/trips, look up/find out movie or event times, purchase tickets to 
entertainment events, find out inform
news/weather/current affairs. 

• How they spend the
they go, who with? 

• How do their friends or colleagues use digital media? 

• How do they use digital media to commun

• Last thing they do before they go to bed? 

• How would you describe the ‘typical day in the life’ of someone who is 
uncomfortable or not into digital media technologies? (use same probes as above

Ask participants to individually record (written responses on a self complete—PART
the advantages and 



 
 

  

   acma   |   51 
 

• What are the advantages in terms of how each person would:  

 
 

 

 
 

 

 
 

 

 
 

• How often do you visit other websites? Which ones and what for? 

ing/cameras/mp3 

e 
of one technology 

ly in using digital media? [Probe 

 the internet from? Probe: home, public 

media? 

red to 
t with some forms of 

 digital media for you personally? Probe the 
barriers if not fully explored above. 

 

• access government services 

• participate in social networking sites and other social activities (e.g. playing
computer games online; watching TV online)

• shop/exchange information/manage finances/organise leisure activities. 
 

• What are the disadvantages of these activities?

• Ask participants to now individually record (written responses on self complete 2—
PART B Q1), the barriers or reasons why someone may choose not to benefit from
advantages associated with heavier digital media use. Discuss and probe:

• Costs, dangers and risks, lack of confidence, lack of skills, no interest, too busy

{Moderator to ensure move beyond superficial reasons such as ‘no need’ or ‘no
interest’ by using laddering questioning—consistently questioning ‘why’}

E.g. So why may someone feel they simply do not need to use these 
technologies? How else do they obtain this information or go about activities? 
Why do they choose other methods instead? Is it from habit, genuinely no need
or some other reason? 

• Ask participants to record (written responses – Part B, Q2) which of the two
stereotypes they identify with more or less, then discuss:

• Which stereotype do they identify most with and why? How do you compare to 
the stereotype when going about your daily activities? 

• How do you use traditional (i.e. newspapers, books, magazines, TV, radio) 
media? How frequently? 

• What do you use digital media for (i.e. internet and mobile phones)? How 
frequently? 

• If using emailing, who do you email and why?  

 

• How often are you using text messag
players/internet/email/internet/GPS? 

• Which forms or applications of digital media are you more or less likely to us
and why? {Moderator to understand whether non-low use 
e.g. internet is linked to usage of mobile phones/digital TV} 

• What are the key advantages for you personal
the advantages if not fully explored above]. 

• Where do you access
library/family/friends. 

• Why do you choose to use these channels? 

• What help do they get from friends, family or others on using digital 

• How confident would you say you are with using digital media and 
communications devices (i.e. internet, mobile phones, digital TV) compa
other people your age? Are you more/less confiden
technology (i.e. internet/mobile phones/digital TV)? 

• What are the main barriers to using
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) 
 

 

 

 
 

 
 

 
 

 
 

, 
 

 

 

s 

 

• What would be the most appropriate tone and style of assistance? 

tly? If 

mal learning channels (or are people happy to learn through informal 

• Does more relevant content or applications need to be created? In what form? 

 to help you access the internet or 
applications on a mobile phone more easily?    

hank and close. 
 

3. Identifying ‘un-met’ needs of non or limited digital technology users (40 minutes
• Ask participants to take out their collages and to discuss the ‘best things’ and

‘biggest frustrations/irritations’ in their lives?

(For telephone depths, ask participants to refer to their lists)

• Then, ask participants to spilt into pairs and to think about how the internet and
various mobile phone applications (i.e. texting, camera, video, internet capability and
making/receiving calls) which could be used to contribute or enhance the ‘best
things’ in their life. How could digital media help them with or even overcome the
frustrations/irritations? 

• If participants don’t feel they need to use digital media: explain why you don’t feel 
you need to use digital media? i.e. why you are happy not using the internet/mobile 
phones? 

• Discuss and record answers in pairs (written responses – self complete Part C) then
ask each pair to report their answers back to the group

[Moderator to identify whether people are even aware of the content and services 
available to internet/mobile phone users: i.e. accessing government services, Social
Networking Sites, information seeking sources]

• What would someone who is not into using digital technologies, for whatever reason
need to overcome the barriers to participating more heavily in digital media use?
Would different people have different needs? Would they need anything at all?
Probe: 

• What would be the most useful type of assistance, e.g. training, skills 
development, hard copy information, easier internet access, subsidies (on 
costs)? 

• What would be the most appropriate sources of assistance, i.e. government, 
commercial, other?

• If training/skills development is felt to be appropriate – who would deliver thi
best? Government agency/libraries/ commercial/ mobile phone 
providers/computer manufacturers?

 

• Formal vs. informal channels: 

• Are these more formal ways of learning available to the community curren
so, how accessible do you think they are? Does more need to be done to 
improve for
channels)? 

 

4. Final thoughts and summary (10 minutes) 

• Is there anything that you personally would like

 

T
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