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relevance of online social networking has grown significantly. Between 2007 and 2008, the
share of Internet users who use private social networking platforms (such as MySpace) “at
least occasionally” increased from 15% to 25% (Table 36).

Table 36: Use of Web 2.0 applications in Germany, 2007-2008 (in % of all Internet users aged
14+)

Source: Fisch & Gscheidle (2008: 358), based on data from the ARD/ZDF Online Studie 2008

While there is little difference between male and female Internet users in this respect,
differences between age groups are, as to be expected, huge (see Table 37): Two in three
German Internet users in the age group 14-19 years use private social networking platforms,
and more than one in two in the age group 20-29 years. By comparison, only 1% of German
Internet users aged 50 to 59 avail of these applications.

Table 37: Use of Web 2.0 applications in Germany by gender and age group, 2008 (in %)

Source: Fisch & Gscheidle (2008: 359), based on data from the ARD/ZDF Online Studie 2008

As Table 38 shows, however, there is also a large percentage of Internet users who are not
interested in make self-penned text contributions available online. Again, there is a large
effect of age on the propensity of Internet users to contribute self-produced material to online
platforms.
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Table 38: Interest in the possibility to contribute self-produced texts to online platforms (in %
of all Internet users aged 14+)

2008

2006 2007

Gesamt |Gesamt |Gesamt |Frauen |Minnmer |14-19]. [20-29]. |30-39] [40-49]. [50-59]. [ab60].
sehr interessiert 10 13 13 11 15 27 14 16 10 6 7
etwas interessiert 15 18 22 22 21 30 31 20 16 16 18
weniger interessiert 26 25 25 25 25 23 33 22 29 21 18
gar nicht interessiert 49 A4 40 41 39 20 22 42 46 56 58

Basis: Onlinenutzer ab 14 Jahren in Deutschland (2008: n=1 186; 2007: n=1142; 2006: n=1084).

Source: Fisch & Gscheidle (2008: 360), based on data from the ARD/ZDF Online Studie 2006-8

In general, uptake of many so-called Web 2.0 applications in Germany seems to be for
passive entertainment rather than for active involvement, as Figure 19 indicates. The big
exception are private social networking sites, which are visited actively by roughly half of all
persons who use them.

Figure 19: Use of Web 2.0 applications in Germany, 2007-2008 (in % of all Internet users aged
14+)
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Basis: Onlinenutzer ab 14 Jahren in Deutschland 2008: n=1 186.

Source: Fisch & Gscheidle (2008: 361), based on data from the ARD/ZDF Online Studie 2008

Data from the U.K. also suggest that high growth rates for take-up of social applications of
the Internet hide considerable differences between subgroups of Internet users, in particular
between students, people in employment and the retired (see Figure 20).
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Figure 20: Communication online by lifestage, U.K. only, 2007
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Data from the a representative 2006 survey conducted on behalf of OFCOM, the UK
telecoms regulator, and covering four EU Member States as well as USA, Japan and urban
China suggest that broadband Internet users make strong use of social networking sites for a
whole range of purposes, including work-related activities (Figure 21).

Figure 21: Use of different types of social networking sites, 2006
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Data are also available from the European Community Survey on ICT Usage in
Households and by Individuals. Figure 22 shows how use of weblogs (differentiated in
passive and active use) compares to more traditional uses of the Internet. On average, only
4% of the adult EU population are maintaining a weblog, while 15% read weblogs at least

occasionally.
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Figure 22: Use of basic and advanced online services in the last 3 months for private purposes,
EU27 averages, 2008 (in % of population aged 16-74)
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Of course, weblogs are only one of the online services which are related to the issue of
social networking. Until 2007, the Community survey used a category “other communication
services” to cover applications such as chatting, online discussion boards and messenger
services.

Figure 23: Use of “other communication services” on the Internet (e.g. chat, messenger), 2004-
2007 (in % of population aged 16-74)
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Source: Eurostat database [accessed 2009-03-02, 16:00]

Figure 23 shows that uptake of these services has grown considerably between 2004 and
2007 in almost all EU Member States for which data are available. The EU27 average was
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13% in 2004 and 21% in 2007. The spread is highest in Denmark (40% of total population)
and Luxembourg (34%).

The 2008 Community survey featured a list of so-called advanced Internet services, which
includes phone and video calls over IP, posting messages to chat sites, newsgroups or
discussion forums, instant messaging reading blogs and creating blogs. As Figure 24
indicates, the share of Europeans who use at least one of what are also called Web 2.0
applications is significant in all Member States. On average, more than one in three
Europeans are users of advanced Internet services. The figure is much higher in
Luxembourg, the Netherlands, France and the Nordic countries, while Romania, Cyprus, Italy
and Greece, in particular, count much fewer users.

Figure 24: Use of Web 2.0 services™ on the Internet, 2008 (in % of population aged 16-74)
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These statistics confirm that services which are subsumed under the term “Web 2.0“ have
attracted significant interest among Internet users. This applies, in particular, to social
networking services which present individuals with an easy-to-use and highly effective
means to get to know other people with similar interests, and interact with them in ways
which can be tailored to the preferences and needs of each user. What impact do these
services , together with more established ICT applications such as e-mail and SMS texting,
have on sociability?

This includes: a) Telephoning over the Internet, b) Video calls (via webcam) over the Internet, c) Posting
messages to chat sites, newsgroups or on-line discussion forum, d) Use of instant messaging (real-time
communication with others by typed text), e) Reading weblogs or blogs, f) Creating or maintaining own
weblog or blog
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3.2.2 Impacts on sociability

The earliest evidence comes from a 2004 survey by Statistics Finland, according to which
about 70% of Internet users agreed “fully” or “to some extent” with the statement “With e-mail
you contact people that you otherwise wouldn’t” (Nurmela et al.,, 2006: 58). Research by
Statistics Finland (Nurmela, 2006) established significant correlations between ICT use and
components of social capital, with the most significant being with community involvement
(participation in voluntary or leisure activities). They also found significant correlations
between use of ICT (especially number of phone calls and SMS messages) and several
components of social capital (e.g. size of the social network, community involvement)(cf.
OECD, 2008a: 23):

For the USA, the Pew Internet & American Life Project has carried out a number of
surveys in order to better understand the social impacts of ICT. Unfortunately, none of their
surveys cover more than the USA. Among the most interesting observations of their study on
“the strength of Internet ties” (Boase et al. 2006) are findings related to the role of e-mail and
the Internet for social networks. The researchers found evidence that:

o “Email is more capable than in-person or phone communication of facilitating regular
contact with large networks”

o “Email is a tool of ‘glocalization’. It connects distant friends and relatives, yet it also
connects those who live nearby.”

¢ “Email does not seduce people away from in-person and phone contact.”

Support for the first statement was found when analysing the effect which changes in the
size of networks of social ties have on the frequency of contacting these ties at least once a
week. Figure 25 shows that as “there are only 24 hours in a day, and so it is not surprising
that the amounts of time people spend on in-person and phone contact with their [social] ties,
on a percent basis, decreases when they have large networks” (Boase et al. 2006: 15).

Figure 25: Relationship between size of network of social ties and frequency of contact (Pew
findings)

Core Tie Size by
Percent of Core Ties Contacted at Least

© 60

©

g

E 50 —

é 2 40 —_— e~ ——n-person

® 8 T T —&— Cell Phone
= 30 — Landline Phone
o e —u .

58 20 54 X == Email

% - x\x‘\ —*— Instant Messaging
g 10 —K

2

g 0 T T

Small Medium Large

Source: Boase et al. (2006): 16

However, “it is a different story for email: People contact the same percentage of [social] ties
at least once per week regardless of whether their networks are large, medium, or small.
This means that a greater number of social ties are contacted by email in large networks. For
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example, two people contact 50% of their network ties, but Person A contacts only 5 people
in his small network of 10 people whereas Person B contacts 15 people in her large network
of 30 people” (ibid.). This finding is of some relevance as it suggests that e-mail is of high
instrumental value for maintenance of weak ties, since they are typically much more
numerous compared to strong ties and as such more difficult to maintain by means of face-
to-face or telephone communication. It appears that, in particular, the one-to-many
functionability of e-mail and other ICTs (instant messaging, texting) enables maintenance of
larger networks of social ties.

Can we find such evidence in Europe as well? In order to test this hypothesis, the 2008
TRANSFORM survey included an extensive module on social ties, their structure and
diversity and the means with which these are being contacted (cf. Gareis et al., 2008).
TRANSEORM conducted a representative survey among regular Internet users in 12 EU
regions

Figure 26: Relationship between size of network of social ties and frequency of contact
(TRANSFORM)
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Results which directly relate to the Pew Internet—derived results from Figure 25 are
presented in Figure 26'®. For grouping different sizes of the personal network of social ties, a
finder grading was used in order to add precision to the analysis.

The TRANSFORM regional population survey was conducted in late 2007/early 2008. Data collection was
designed as an Internet user survey with the universe set as the total online population aged 18-64 in twelve
EU NUTS 2 regions: Poland: (a) Pomorskie, (b) Malopolskie; Slovakia: (a) Bratislavsky Kraj, (b) Vychodne
Slovensko; Germany: (a) Schleswig-Holstein, (b) Thuringen; Sweden: Mellersta Norrlland; Italy: Emilia-
Romagna; Spain: (a) Navarra, (b) Extremadura; UK: (a) South Yorkshire, (b) East Anglia. Sample size: At
least 300 successful interviews per region, except Slovakia: 200 interviews per region. Total sample size:
3588

Note that while the Pew Internet study differentiated between “core ties” and “significant ties” (which appears
to have been an — not fully successful — attempt to separate “strong ties” from “weak ties” as discussed in
the social capital literature). Rather than to replicate this approach, the TRANSFORM survey only asked for
one type of social ties, operationalised as follows: “We would like to ask you about those people in your life
you feel close to, but are not part of your immediate family. With immediate family we mean = parents, grand
parents, siblings, children, grand children and in-laws. By “feeling close” we mean people who are not just

Social Impact - Topic Report 3 (D7.2) 544
30 April 2010




Findings from Flash EB Corvinus University / empirica

In line with the findings from Pew Internet, we can observe that the share of social ties which
are contacted at least once per week per phone or face-to-face is decreasing significantly
with increasing network size. The same is true, to a somewhat lesser extent, for contacts via
text messaging. Again as in the Pew Internet study, the pattern for contacts via e-mail or
instant messaging is markedly different: For social networks up to a size of 50 persons, the
curve is if anything rising rather than falling, and only sags for social networks of very large
size (more than 50 persons). The latter suggests that there are limits to the possibility of
keeping regular contact to large networks of social ties. Nevertheless, the fact that the share
of people contacted at least weekly via e-mail appears more or less independent from the
size of the network up to a size of around 50 people indicates that e-mail is indeed a
powerful means to maintain individual social capital.

The same patterns can be observed when we look at the relationship between the
geographical spread of social network of ties and the share of these ties which are contacted
at least once a week (see Figure 27). While the share of social ties contacted at least weekly
drops considerably the more of these are located outside of the immediate region (typically:
NUTS 3 region), the negative correlation is much less pronounced for contacts by telephone
and by text messaging, and does not show at all for contacts via e-mail. The capability of e-
mail to enable social ties which spread across distance is well reflected in these data.

Figure 27: Relationship between geographical spread of network of social ties and frequency
of contact (TRANSFORM)
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Research into social capital is usually also concerned with group membership as an indicator
for civil participation and individual-level investment in social capital, usually outside the
sphere of work. The TRANSFORM survey explored group membership as well, adding a
question about the ways in which respondents communicate with other people in the
group(s) they are member of. According to the results, 65% have been members of any type

casual acquaintances but people you discuss important matters with, you keep in touch with, and who are
there for you when you need help.” Weak ties as defined in the literature are dealt with in a separate question
which asks whether the Internet has had an affect on the number of “people you communicate with at least
occasionally for private purposes” and “as part of your job”, respectively.
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of group (business or professional association; a sport club or league; a religious
organization; a hobby group or club; a neighbourhood, school, charity, voluntary or any other
local group; a political or activist group; or any other group or organization) in the three years
prior to the survey. The question asks whether respondents have actively taken part in
decision-making and discussion within any group they are member of, in order to distinguish
between active and passive group member only.

What, now, is the correlation between active participation in groups with the use of ICTs for
making contacts within groups? It has been argued that extensive use of ICTs is detrimental
for civil participation, as face-to-face contacts are replaced by media-poor ICT-mediated
contacts, such as via e-mail, chat or instant messaging. The results presented in Table 39,
however, show that strong use of e-mails and other ICT for making contacts within groups
goes hand-in-hand with a stronger participation in day-to-day decision-making within these
groups. It would, of course, be misguided to suggest a direct causal relationship; instead, the
data reflect the fact that strong participation in decision-making increases the utility of e-mail
& co. for communication, while frequent use of ICTs makes it more likely that people
participate in day-to-day decisions within groups.

Table 39: Relationship between active group membership and ICT use
(% of those with group membership)

Use of e-mail, etc for contacting group members

ti?neg:raelr About once | Atleast2-3 Total
Never P a fortnight to times a sample
year to once K K
a month once a wee wee
Passive group membership only 74.6 36.3 22.8 15.2 37.6
Active group membership
(participation in decision making) 14.6 449 27.5 13.0 21.3

several times per year to once a month

Active group membership
(participation in decision making) 7.7 13.5 35.9 28.1 21.5
about once a fortnight to once a week

Active group membership

(participation in decision making) 3.1 5.2 13.8 43.7 19.6
at least 2-3 times a week
Total 100 100 100 100 100

Source: TRANSFORM (2008), based on data from TRANSFORM 12 Region Internet User Survey

The TRANSFORM survey also asked respondents directly whether they think that the
Internet has had an effect on the number of people they communicate with at least
occasionally. This is a very simple operationalisation of the notion of “weak ties” as
suggested by Granovetter. Theoretical accounts of the relationship between ICT use and
weak ties have repeatedly concluded that the Internet is likely to increase the number of
weak ties as it diminishes the costs of keeping in (loose) contact with a large number of
people. The TRANSFORM data reported in Figure 28 give confirmation to this proposition:
More than one in two respondents state that the Internet has increased their number of
private weak ties within the region as well as within the country. 46% also felt an increase in
occasional contacts with people abroad. The numbers are somewhat smaller for work-related
contacts. For all of these types of contacts with the exception of work contacts abroad, the
share of respondents who perceive a strong increase as a consequence of the Internet is
between one in four and one in five.
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Figure 28: The Internet’s perceived impact on number of weak ties'’
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Source: TRANSFORM (2008), based on data from TRANSFORM 12 Region Internet User Survey

Comparable statistical evidence is available from other sources as well. The World Internet
Project, a series of harmonised population surveys on a large number of Internet-related
topics, provides data on the perceived effect of respondents’ Internet use on their contacts to
different groups of people. As the following charts show (Figure 29 to Figure 32), the majority
of Internet users in the countries surveyed report that the frequency of contact with other
people has not changed. Still, a sizeable minority states that the Internet has had a positive
effect on contacts with people who share the same hobbies or recreational activities (Figure
29) — from 23% in Sweden to 33% in the Czech Republic. Results are similar with regard to
contacts with people who share one’s profession (Figure 32) but more inconclusive with
regard to contacts who share one’s political interests (Figure 30) and religious interests
(Figure 31). At least in Hungary'® some Internet users have experienced that the frequency
of contacts to these groups of people has decreased as a result of using the Internet. This
raises the question whether, in particular, religious beliefs will suffer from the spread of the
Internet and online communication.

" Lower three columns: People in employment or self-employed only.

'® " And in some other non-European countries not depicted here, see WIP (fortcoming)
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Figure 29: Perceived effect of Internet use on contact with people who share one’s hobbies or

recreational activities, 2007
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Figure 30: Perceived effect of Internet use on contact with people who share one’s paolitical

interests, 2007
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Figure 31: Perceived effect of Internet use on contact with people who share one’s religion,
2007
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Figure 32: Perceived effect of Internet use on contact with people who share one’s profession,
2007
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The World Internet Project data also provides insight into user perceptions about the
Internet’s impact on their interaction with friends and family (Figure 33 to Figure 36). On
average, most Internet users report there has not as yet been any tangible change to the
frequency of contacts and to the time spent with friends and family. Those who state that
there has been a change predominantly report that the number of contacts has increased
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rather than decreased: Between 18% (Sweden) and 40% (USA) experienced an increase in
contacts with their family, and between 26% (Sweden) and 53% (Czech Republic) say there
has been an increase in contacts with friends. This implies that significant shares of the
population in the countries covered by the survey have already experienced positive impacts
of the Internet on their ability to stay in touch with friends and family.

Figure 33: Perceived effect of Internet use on contact with one’s family, 2007
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On the other hand, however, a sizeable minority of Internet users reports that the time spent
engaged in face-to-face interaction with household members (Figure 34) and — to a lesser
extent — with friends (Figure 36) has decreased as a result of them using the Internet.
Between 6% in the U.K. and 32% in the USA say that they spend fewer hours with
household members at home.

In sum, the WIP data suggest that the effect of the Internet on sociability is predominantly
neutral to positive, with increasing contacts reported, in particular, for friends, people who
share the same recreational activities and people who share the same professions. There
are some indications that contacts of a religious nature might suffer from Internet use.
Moreover, there is a tendency for less time being spent with household members.

More specifically, what emerges is a picture where interaction with remote friends and family
members gets stronger at the expense of interaction, especially face-to-face contacts, with
those people who are in the direct vicinity (such as the household). This would also imply a
partial substitution of ICT-mediated communication for face-to-face interaction, albeit not
necessarily with the same persons.
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Figure 34: Perceived effect of Internet use on face-to-face time spent with household members,
2007
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Figure 35: Perceived effect of Internet use on contact with one’s friends, 2007
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Figure 36: Perceived effect of Internet use on face-to-face time spent with friends, 2007
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The Oxford Internet Survey includes questions on meeting people online (Dutton & Helsper,
2007: 57). In response to the question “Have you ever met new people on the Internet that
you did not know before?”, somewhat less than a quarter (23%) of Internet users in the U.K.
report they have met an online friend they did not know before going on the Internet — an
increase of 3 percentage points over the 2005 figure. Men were found to be more likely than
women to meet new people online in the U.K., and students were found to be more than
three times more likely to make online friends than retired Internet users.

The OxIS researchers also wanted to know whether contacts made over the Internet
sometimes lead to meeting face-to-face, i.e. to what extent online friends can become friends
in the “physical world” (Dutton & Helsper, 2007: 57). The related question was worded as
follows: “Thinking back to all the people you have met on the Internet, have you gone on to
meet any of them in person?” The survey found that about half (47%) of those who have met
someone online have gone on to meet them in person. This translates into almost 12% of
Internet users (half of 23%) who in 2007 have gone on to meet someone offline whom they
have met online in the first place (cf. di Gennaro & Dutton, 2007).
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The LIFE — Digitales Leben survey, conducted in December 2008 using a representative
sample of Internet users in six countries, found that between 52% (South Korea) and 69%
(France) of Internet users consider ICT-based networking as “essential” or “very important”
for the sphere of “friends and family” (Figure 37). Among advanced users (what the study
calls “digital avant-garde”), the figure is much higher (88% in Germany).

Figure 37: Perceived importance of digitisation and networking for the area “family and
friends”, 2008
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The share of Internet users who “agree fully” or “agree” to the statement “Without the Internet
and telecommunications it would be impossible for me to maintain my contacts to friends and
my family” is 51% in Germany, 57% in the U.K., 69% in Hungary and 73% in France (Figure
38).

Figure 38: Perceived importance of the Internet and ICT for maintaining contact with family and
friends, 2008
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Between 31% (Germany) and 61% (Hungary) of Internet users report that they have
reconnected with old friends via the Internet (Figure 39).

All of these results indicate that Internet users are well aware of the role which the Internet
plays for sociability, and that they tend to perceive impacts on sociability as positive.
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Figure 39: Getting back in touch with old friends, 2008
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3.3 Impacts on quality of life

One of the few datasets which allow for analysis of the direct effect of ICTs on individual
social indicators was produced in the context of the eLiving project (Anderson et al., 2007).
The study used a panel survey of about 1000 individuals in private households spread
across six countries (Bulgaria, Germany, Israel, Italy, Norway, UK). Unfortunately, the two
waves of data collection were separated by twelve months only, which means that only short-
term impacts and changes can be detected.

A number of analyses were carried out using the dataset. By means of ordinary linear
regression analysis, Anderson (2007) investigated whether he could find a statistical effect of
ICT-related changes (got Internet access, got mobile phone, increased time spent online,
increased frequency of selected online activities) on objective and subjective quality of life
(QolL). The latter was operationalised as overall life satisfaction. A large number of control
variables were included in the analysis. According to the results of the analysis, there was no
significant effect of getting access to the Internet on perceived quality of life. However, “the
change in time spent on the Internet is positively associated with change in QoL in all
countries except the UK, and the result is significant in Italy and Bulgaria” (Anderson, 2007:
170). While this cannot be interpreted as conclusive evidence about a positive impact
(because of the limited strength and statistical significance of the result), it at least indicates
that it is not Internet access itself which makes a difference, but the intensity of use. Another
interesting finding from the analysis is that changes in people’s satisfaction with the quality of
communication with friends tend to have a significant impact on perceived quality of life. This
means that ICTs can be expected to have a tangible, indirect impact on quality of life insofar
they can be shown to have a significant effect on the quality of communication between
Internet users and their friends.

Other relevant data comes from the 2008 TRANSFORM study. From the viewpoint of those
interested in the application of ICTs for regional development, it is of special relevance to
what extent ICTs such as the Internet and mobile networks are being used for
communicating with distant contacts at the expense of contacts in the immediate vicinity.
This relates to what Boase et al. (2006) call the “replacement hypothesis”, i.e. the claim that
the new types of communication that are enabled by new ICTs, e.g the sending of e-mails or
text messages, lead to an equivalent decrease in communication using long established
media (e.g. post-delivered letters) or via face-to-face interaction. It has been argued that due
to their “distance-shrinking” character, the Internet and other ICT would have an effect, in
particular, on the ability of individuals and firms to establish connections with others at far
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away locations. An example which was often cited in the early years of Internet-supported
business was the local SME which is enabled to sell its produce to a global marketplace,
thereby overcoming traditional constraints related to distance. Only later did observers
realise that the Internet may exert its most powerful influence where it is embedded in real-
world systems of interconnection and communication.

The TRANSFORM survey distinguished between the Internet's perceived importance
depending on the geographical scale. Table 40 shows results from a question on the
perceived impact of the Internet on the number with which respondents communicate at least
occasionally (the survey’s working definition of “weak ties”). In Table 40 the relative
perceived impact on private contacts within the (NUTS2) region as opposed to outside of the
region is depicted. One in three Internet users did not perceive any increase in the number of
private weak ties as a consequence of the Internet. One in three respondents, again, felt the
impact on the number of weak was positive, but not much different between both
geographical scales. Only 23% of Internet users felt that the effect was bigger for out-of-
region contacts than for contacts within the region, while 13% observed the opposite (!). For
work-related contacts, both groups are roughly as strong (10 and 11%, respectively.

Table 40: The Internet’s perceived impact on number of weak ties —
relative impact by geographical scale (intra-regional vs inter-regional)

Private contacts Work contacts®®

Number of contacts within the region has increased 12.99 10.7%
more than number of contacts outside of the region o e
Number of contacts within the region has increased as o o
much as number of contacts outside of the region 32.2% 38.1%
Number of contacts within the region has increased less o o

; . 22.5% 11.7%
than number of contacts outside of the region
Number of contacts within the country has not increased 32.5% 39.5%
Total 100.0% 100.0%

Source: TRANSFORM (2008), based on data from TRANSFORM 12 Region Internet User Survey

The TRANSFORM findings can be summarised as follows: The Internet has had a tangible
influence on the number of persons people communicate with, but in contrast to popular
opinion this effect is not necessarily stronger for contacts who live at a distance. 45% of all
Internet users state that the Internet has increased the number of their private-life weak ties
but that this effect was as strong, or even stronger, for contacts who live in the same region
as it was for people living outside of the region.

3.4 Impacts on time use

Internet users spend considerable amount of time online, which has made early observers
believe that Internet users may sacrifice time spent on traditional forms of sociability, such a
meeting friends, conversing at the telephone, and engaging in civil society (Kraut, 1998;
Putnam, 2000). However, no statistical evidence has been produced so far that substitution
of offline sociability by online activities is taking place (Katz & Rice, 2002; Shklovski et al.,
2006). Based on an analysis of data from the World Internet Project, Dutton et al. (2007: 41)
state:

Cross-national data from the WIP surveys supports the view that the Internet has not
disrupted existing social relations, with most people thinking that going online had not
changed the amount of time they spent with family and friends. Of those that did think

19 People in employment or self-employed only.
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there had been a change, more thought time spent with family and friends had increased
rather than decreased as a result of going online.

Most research undertaken so far is consistent with regard to the main activity which has been
sacrificed to the time spent online, which is watching television. As Dutton et al. (2007: 43)
stress, this “does not give grounds for alarm about the decline of social capital”.

Figure 40 presents data from the latest Oxford Internet survey.

Figure 40: Hours of media use, Internet users compared to non-users, UK only, 2007
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Source: Dutton & Helsper (2007: 24)

According to 2005 data from Statistics Finland, slightly fewer than half of medium to high
intensity Internet users reported a decrease in TV watching. About two thirds of the same
group reported no change in time spent reading or talking on the phone, and 90% reported
no change in time spent with friends (Nurmela et al., 2006).

Time use survey data from the UK, reported in OECD (2008), show that time spent on
computers outside of work has increased markedly between 2000 and 2005. People who do
not use computers spend more time on housework (33 minutes difference per day), watching
TV (25 minutes), social life (23 minutes), resting (18 minutes) and study time (11 minutes).
However, since the groups of computer users and non-users in the UK can be expected to
differ in many ways, but especially according to age, educational attainment and income, the
differences in time use cannot be interpreted as being a direct effect of computer use.

Data from a study by OFCOM, the UK telecoms regulator (Figure 41), suggest that time
spent on Internet use is widely felt to have had a negative effect on time spent on watching
television, but also on time spent reading newspapers, reading magazines and listening to
the radio. While the overall shares of Internet users reporting such effects are modest,
among young people aged 15-24 they are significant: More than one in four UK Internet
users in this age group is spending less time on reading newspapers as result of using the
Internet.
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Figure 41: Reduction of consumption of offline media as a result of Internet us, UK only, 2006
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Source: OECD (2007: 59), based on data from OFCOM

In general, there is much evidence that ICTs — in particular the mobile phone and, to a lesser
extent, the Internet — are contributing to the general social trend of diminishing boundaries
between spheres of life, e.g. between work and leisure time. The spread of mobile telephony,
mobile computing and remote access turn more and more employers, at least potentially,
into teleworkers. Job-related activities have started to permeate leisure time and family life,
but there is also a complementary movement by which private activities occur during working
hours, as the data collected by Poussing show (Figure 42).

Figure 42: Non-business-related use of the Internet at the workplace in Luxembourg, 2004
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3.5 Impacts related to information seeking and commercial transactions
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Data from the World Internet Project confirm that the Internet has become one of the most
important sources of information for those who are online(Figure 43).

Figure 43: Perceived importance of the Internet as a source of information, 2007
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For example, in Sweden 55% of all Internet users consider the Internet “very important” or
“important” as a general source of information. In Hungary and the Czech Republic, the
figure is even higher (72% and 71%, respectively). As Table 41 indicates, more people
consider the Internet an important source of information than the television, newspapers and
the radio, with the exception of Sweden, where Internet, newspaper and television are
considered important sources of information by roughly the same share of respondents.

Table 41: Perceived importance of the Internet, television, newspapers and radio as sources of
information, 2007

Internet Users Age 18+ Ranking the Media as “Important” or “Very Important”
Internet Television Newspapers Radio
Czech Republic 71 68 55 46
Hungary 72 61 57 55
Sweden 55 56 53 44
United States 81 69 62 64

Source: The authors, based on WIP data, 2009

Information seeking and exchange of consumption-related experiences have become an
essential element of the way people prepare purchasing decisions. The 2008 LIFE —
Digitales Leben survey found that around three out of four Internet users consult online
information before purchasing an unknown product (Figure 44, left hand chart). Between
29% (Germany) and 57% (South Korea) feed back their experience with purchased products
and services to the online community, by means of user ratings, comments to online
shopping portals etc. (Figure 44, right hand chart).
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Figure 44: Pre-purchase online information seeking and experience sharing on the Internet,
2008

Agreament with the statament: Bafore | buy 3 rew prad- Apraemant with the statement: | shars my experisncas of
uct, | usually gather information fram the Imtarnet, reading praducts and services with others owver the Intarnet.
customer reviews, Comparing prices, etc.

36.8% |
75.8% GREAT BRITAIN:
cearenman: RO
.............. 438!}-0
72.5% D ousa
ol 7c 6% R
N : 35.5% 56.6%
:78.6% 83.2% : FRANCE SOUTH HOREA |
E FRAMNCE SOUTH KOREA .....................................
Consumer surydy Fespansss in percert to top iwe optkons COrfumss Urddy Fasponsas in psrcent toiop bwo options:
Tully 3gresagac”, rmISE- L 4£T] “lully sgra g~ agre", neIT6- 1451)

Source: Hess et al. (2009: 34)

The extent to which the Internet “makes a real difference” to people’s lives is something
which, arguably, needs to be analysed by exploring people’s perceptions. Whereas most
statistical data which are published attempt to measure whether individuals have used
certain applications of the Internet, the 2008 TRANSFORM survey presented respondents
with a list of possible uses of the Internet and then asked how important these are perceived
to be for (a) their private life and (b) using a somewhat different list of items, their ability to
carry out their job (if in employment) (TRANSFORM, 2008). Figure 45 shows the uses in the
order of the lowest to the highest average importance given by respondents in the full sample.

Figure 45: Perceived importance of selected uses of the Internet for private life
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Data source: TRANSFORM 12 Region Internet User Survey. Source: TRANSFORM (2008: 63)
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It may come as a surprise that commercial functions such as online-banking and pre-
purchase information seeking about products and services are among the uses which were
considered by respondents — on average — as most important. This indicates that people give
high relevance to applications which offer convenience. Other uses which are considered, on
average, as very important include communication with people inside and outside of the
region, and uses related to education and training. Overall, all uses are given a strong to very
strong importance, with the exception of online gaming which appears to be of interest for a
small minority of (predominantly young) users only.

The 2008 LIFE — Digitales Leben survey found that between 17% (France) and 55% (U.K.)
of Internet users consider the Internet an essential or important tool for managing their
finances (Figure 46). This relates to applications such as online banking, information about
financial products, and investment advice.

Figure 46: Perceived importance of Internet for managing personal finances , 2008
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While the wealth of information available online can be a valuable source for some
individuals or for some purposes, respectively, at other times it is the feeling of information
overflow which affects the wellbeing of people. Statistics on perceptions concerning
information overflow is available from some sources. A survey conducted by Statistics
Finland found that slightly more than 80% of men and slightly less than 80% of women
agreed “fully” or “to some extent” to the statement “| am not bothered by information overflow
[on the Internet]” (Nurmela et al., 2006: 58).

An issue which is related to information overflow is computer anxiety and computer
frustration (cf. van Dijk, 2005: 41-41). The Statistics Finland survey presented respondents
with the statement “I feel completely overwhelmed by the advance of new information
technology” and asked to what extend they agree. While only about 10% in the age group
15-29 years agreed “fully” or “to some extent” to the statement, this share increases with
age: Among those aged 50 to 59, more than 40% confirmed that they tend to feel
overwhelmed by the advances in ICT.

3.6 Impacts on major decisions in life

A way to address the question of social impacts of ICT from the viewpoint of individuals was
suggested by the Pew Internet & American Life Project (Boase et al. 2006). As part of their
research on the importance of the Internet for US-Americans, Horrigan and Rainie (2006)
applied a list of items of what they termed “major decisions in life”, such as finding a new job
or a new place to live, dealing with a major iliness, etc. For each of these decisions, the Pew
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surveys first enquired whether respondents had to deal with it in the reference period, in
which case they were then asked what role the Internet played for dealing with the decision.
Responses from the 2005 “Major Moments Survey” are reproduced in Table 42.

Table 42: The role of the Internet for major decisions in life (Pew findings)

Using the Internet for Decision-Making
Percent of Percentofthose  Percentofthose ., ot of Americans
. who dealt with who dealt with . -
internet users P T who said the internet
Who dealt With intemet played  intemet played was el or
crucial role important role [P
C%Orgg? additional training for your 39% 21% 18% 21 million
Helped another person with a major
iiness or medical condition® 49 J 17 7
Chosen a school or college for
yourself or your child = - el i
Bought a car 46 12 15 16
Made a major investment or financial ’
decision* i = L Uz
Found a new place to live 2 15 15 10
Changed jobs 25 13 12 a
Deailt yourself with a major illness or
other heaith condition* 19 s 2 7
Source: Pew Internet & American Life Project March 2005 Survey. N=1.450 for intermet users. The margin of ermor £3% for the sample of intemet
users.* denotes issues asked about in February 2004 “social ties” survey.

Source: Boase et al. (2006): 37

In order to explore whether these findings apply to Europe in a similar way, the 2008
TRANSFORM survey used a similar question. For that purpose, a 10-point scale was used
for replies (instead of the 4-point scale used in the Pew study) and two items were dropped
in order to adapt the question to the European cultural environment. Findings are reproduced
in Table 43.

Table 43: The role of the Internet for major decisions in life (TRANSFORM findings)

Percent of those Percent of those
Percent of Internet o o Importance of the
; who dealt with issue | who dealt with issue .
users who dealt with f hich f hich Internet for dealing
this issuein last 3 or whic Imem?t orwhic .Imemet with issue: Mean on
played an essential played an important -
years 20 21 10-point scale
role role
Made a majo'r'investment or 46.1 25 1 50.8 4.43
financial decision
thtgn additional education or 48.4 253 517 4.7
training for your career
Chosen a school or college for 329 28.4 53.6 4.05
yourself or your child
H_elped apother person deal 38.0 193 39.4 5.21
with a major iliness
Moved into a new place to live 31.1 23.1 38.9 5.47
Changed jobs 345 29.5 48.8 4.71

Source: TRANSFORM (2008: 65)

The findings from the TRANSFORM survey suggest that social ties including family and
friends, but also interaction more remote acquaintances, play a powerful role in the exchange
of ICT skills. A high level of social capital, if defined as existence of extensive networks of

2 value “1” on 10-point scale (1 = essential, 10 = n