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T The Value of Network Neutrality to European Consumers 1

1 Introduction

This document is the full results report for the project “The Value of Network Neutrality
to European Consumers - No 2013-BEREC-OT-02". The purpose of this document is to
present the final project results in full detail. Readers interested in a condensed
presentation of project results are encouraged to consult the summary report instead,
which has been published together with the full results report.

The Body of the European Regulators of Electronic Communications (BEREC)
commissioned WIK-Consult, Deloitte and YouGov with the study design, conduct, and
evaluation. BEREC’s decision to commission an external study reflects the fact that the
demand side of Internet Access Service — and its perception of network neutrality — has
not been explored in detail yet.

The study has been designed to provide an in-depth understanding of:

¢ How consumers value aspects of network neutrality
And,

e The degree to which consumers’ value attribution is addressed by Internet Access
Products (IAPs) offered on the market by Internet Service Providers (ISPs).

The study design considers the support of longer term research objectives, notably
including how the results of the intended study could support BEREC in anticipating
interactions between consumers and suppliers, which facilitate an understanding of the
resulting market dynamics.

Driven by these objectives an approach that is structured in three stages has been
chosen. These stages are arranged according to a waterfall model, meaning that the
outcomes of the first stage influence both subsequent stages, while the outcomes of the
second stage influence the third stage.

The first stage in the project developed and applied a rigorous methodology to select
representative test areas. Test areas are BEREC member or observer states, in which
the qualitative and quantitative research of the second and third stages, respectively,
have been performed. We first identified relevant data sets that offer variables, which in
turn allow robust categorisation of test areas. Following a carefully determined
methodology, we then selected test areas. Thus, the primary outcome of the first stage
in the project is the list of test areas. The key instrument to identify these test areas is a
cluster analysis. The present report addresses the selection of test areas as follows:

e Section 2.1 introduces the respective research objectives.

e Chapter 4 presents the four selected test areas. It gives comprehensive insight
into the electronic communications market situation as well as Internet
consumer behaviour in the areas.

e Section 5.1 explains the chosen cluster analysis methodoly. This also includes a
detailed outline of indicators used in the cluster analysis.
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The second stage focused primarily on qualitative research methods. It developed an
understanding of what consumers use the Internet for, and what matters to them
regarding the characteristics of their Internet access. We began by investigating the
electronic communication market environment and the existing Internet Access Service
(IAS) offerings in the test areas. This was followed by an investigation into Internet
consumer behaviour in the test areas focusing on usage patterns, the role that Internet
plays in consumers’ lives, and their attitudes to network neutrality. The research
included an exploration of consumers’ Internet usage patterns, their perceptions of the
test area’s electronic communications market, and their understanding and
conceptualisation of network neutrality. The primary outcome of the second stage is an
information package, which was used in the survey conducted during the third stage, to
inform consumers regarding network neutrality aspects. The key instrument to gain a
solid basis for preparing the information package were focus group discussions
conducted in the test areas. This report addresses the qualitative research of this
project as follows:

e Section 2.2 introduces the respective research objectives.

e The majority of Chapter 3 documents outcomes from related research work of
relevance to the design of the focus groups.

e Section 5.1.1 explains the chosen focus group methodology.

o Chapter 6 is dedicated to the detailed result presentation of the focus groups
performed in the test areas. This covers both test area-specific results and
themes emerging across test areas.

e The discussion of results, including those of the qualitative research portion,
takes place in Chapter 8.

e The conclusions and implications presented in Chapter 9 relate in part to insight
obtained in the qualitative research.

The third stage measured the value of network neutrality in the test areas and
compared the results across test areas. Measuring and comparing in this context refers
to quantitative research methods. In particular, the research quantitatively assessed the
extent to which aspects of network neutrality influence a consumer’s choice for an (IAS)
product. To this end, a survey has investigated consumers’ socio-demographic and
other relevant characteristics as well as consumers’ Internet usage patterns. The survey
captured the effect of individual IAS attributes on consumers’ choice. By comparing
survey results with 1APs offered in the test areas we were able to conclude whether
electronic communication markets in the test areas work efficiently. The primary
outcome of Stage C is insight into the value that consumers attribute to network
neutrality in their choice of Internet access. The key instrument to implement the survey
was a conjoint experiment. This report addresses the quantitative research of this
project as follows:
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Section 2.3 introduces the respective research objectives.

Several parts of Chapter 3 document outcomes from related research work of
relevance to the design of the survey, especially the conjoint choice experiment.

Section 5.3 explains the chosen survey and conjoint choice methodology.

Chapter 7 is dedicated to the detailed result presentation of the survey
(integrating the conjoint choice experiment) performed in the test areas. This
covers both test area-specific results and themes emerging across test areas.

The discussion of results, including those of the quantitative research portion,
takes place in Chapter 8.

The conclusions and implications presented in Chapter 9 relate to a great extent
to insight obtained in the quantitative research.
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2 Research Objectives

The study’s overall research objectives served as a structural means to organise the
project into the three major stages introduced in the previous section. For each stage,
specific research objectives have been determined as follows:

o Drawing a List of Test Areas

i.  Toidentify relevant data sets that offer variables that allow robust
categorisation of countries.
ii.  To identify an appropriate methodology to select test areas.
iii. To identify the specific test areas.

o Exploring consumers’ understanding and conceptualisation of network
neutrality

iv.  To investigate the electronic communication market environment
and specifically existing IAS offerings in the test areas.

v.  Toinvestigate Internet consumer behaviour in the test areas
focussing on usage patterns, the role that Internet plays in
consumers’ lives and their attitudes to network neutrality.

vi.  To explore consumers’ Internet usage patterns, perceptions of the
test area’s electronic communications market as well as their
understanding and conceptualisation of network neutrality.

e Explaining consumers’ choices of IAS offerings

vii.  To investigate consumers’ socio-demographic and other relevant
characteristics.
viii.  To investigate consumers’ Internet usage patterns.

ix.  Toinvestigate the effect of individual IAS offerings attributes on
consumers’ choice.

X.  To make an assessment of the degree to which electronic
communication markets in the test areas work efficiently.

The subsequent sections provide detailed information on these ten specific research
objectives, structured according to the project stage they belong to. Each research
objective is explained, a suited approach is depicted, and the intended research
outcomes are determined.
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2.1 Drawing a list of test areas

The overarching research objective of this first project stage was to select a set of test
areas representative for BEREC member and observer countries. Naturally, such a
selection has to be based on a rigorous methodology. First, however, one has to
identify data sources that offer insights into the relevant variables to conduct such a
selection process. The resulting selection of test areas was intended to build a robust
panel of users in order to evidence general trends and patterns of behaviour across
Europe. Thus, in summary, the overarching research objective to be fulfilled could split
up in three smaller, methodologically addressable research objectives:

i. By conducting desk research, to identify relevant data sets that offer
variables that allow robust categorisation of countries.

ii. By conducting desk research, to identify an appropriate methodology to
select test areas.

iii. By quantitative analysis of secondary data, to identify the specific test
areas.

Fulfilling these research objectives enabled the project to answer the respective research
questions in the project’s tender specifications. Table 2-1 illustrates how the research
objectives map onto the research questions identified in the tender specifications.

Table 2-1: Mapping of research objectives i, ii and iii onto relevant research
guestions as laid out in the tender specifications

Research Objective

Which data can identify non-obvious differences and similarities
between the different parts of the BEREC member and observer . o
countries?

Which methodology will be chosen to identify the categories of
similar geographic areas, according to relevant criteria, and then
to choose one or more typical test areas from within each
category?

Which geographic unit should be used for the test areas? o

How many test areas will be needed to present a representative
picture, in light of the criteria and geographic categories identified .
as relevant?

This question refers more to
the sampling technique of
How is representativeness of the sample of consumers achieved | survey and is hence

in each of the test areas? addressed by the accordingly
determined methodology for
the quantitative research.

To what extent is it possible to extrapolate any conclusions for
the test areas to other geographic areas, taking into account
considerations of differences and similarities between areas in a
given category and between categories?**
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2.1.1 Research objective i — Identification of relevant data sets

It is a key goal of this project to move beyond the current body of knowledge in order to
create a better understanding of the ecosystem, practices of ISPs, market dynamics
and consumer behaviour and expectations in the light of network neutrality and the
value that consumers attach to this. It is clear that multiple perspectives are required in
order to create this improved understanding.

A natural starting point for this was to explore available data sources and gather
relevant variables that facilitate understanding and act as a baseline for gaining insights
into characteristics and dynamics in the current ecosystem. Based on available data it is
possible to identify similar clusters or segments of the ecosystem as a basis for further
exploration. Table 2-2 provides an indication of such variables and the availability of data
sources linked to each of them.

Table 2-2; Relevant criteria/variables and available data sources

Relevant Variable (Potential) Data Source
Variables Identified in the Tender Specifications

General Economic Health Criteria EUROSTAT! OECDZ ITU3  Other

Internet Penetration Rate for Mobile Access X X

Internet Penetration Rate for Fixed Access X X X
Competition Criteria EUROSTAT OECD ITU Other

Population Size X

Profitability of ISPs X X

Number of Network Providers (mobile) BEREC

Number of Network Providers (fixed) BEREC

Market Shares of Network Providers (mobile) X

Market Shares of Network Providers (fixed) X X

Levels of Switching x4
Technical Criteria EUROSTAT OECD ITU Other

Penetration Rate of Specialised Services (e.g. IPTV) x5.6

Availability of Tiered Bundles X/

Number of NN Incidents X x8

1 EUROSTAT statistics derived from Information society statistics (isoc/t_isoc) indicators. See:
http://epp.eurostat.ec.europa.eu/portal/page/portal/information_society/data/main_tables.

2 OECD statistics are provided on the OECD Broadband Portal, see:
http://www.oecd.org/sti/broadband/oecdbroadbandportal.htm.

3 ITU statistics are provided ITU's portal for key ICT data and statistics, see:
http://www.itu.int/net4/itu-d/icteye/.

4 Has indicators on Internet services with regard to Market Performance Indicators (MPIs), see:
http://ec.europa.eu/consumers/consumer_research/dashboard partl en.htm.

5 IPTV Statistics — market analysis, Point Topic (2013), see:
http://point-topic.com/wp-content/uploads/2013/02/Point-Topic-Global-IPTV-Statistics-Q1-2013.pdf.

6 VolIP Statistics Market Analysis, Point Topic (2012), see:
http://point-topic.com/wp-content/uploads/2013/02/Sample-Report-Global-VolP-Statistics-Q2-2012.pdf.

7 OECD (2011): Broadband Bundling — Trends and Policy Implications.

8 A view of traffic management and other practices resulting in restrictions to the open Internet in
Europe, BEREC (2012).
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’ Levels of Digital Literacy ‘ X | | ‘

[ Legal / Regulatory Criteria " EUROSTAT OECD ITU  Other
Levels of Enforcement of Network neutrality (3 X %9
Groups)

Preliminary Suggestions for Additional Relevant Variables

Internet Use Criteria EUROSTAT OECD ITU Other
Use of Internet X
Devices Used to Connect to the Internet X
Relevant Policy Indicators X
Levels of Internet Traffic X

Based on the preliminary scan of the data available it became clear that a considerable
amount of data is available to generate an overview of the characteristics and trends in
Europe’s Internet ecosystem. Relevant data sources include:

EUROSTAT provides an extensive list of Information Society related datasets as
well as datasets concerning the Telecom Industry.

The OECD Broadband Portal provides a number of additional datasets (in
particular in relation to pricing) and provides data points for BEREC members or
observer countries that are not always covered by Eurostat data (e.g. Former
Yugoslav Republic of Macedonia, Liechtenstein, Montenegro, Switzerland,
Turkeyl0).

The ITU ICT Eye portal for key ICT data and statistics contains relevant
statistics as well as more regulatory related variables.

The World Economic Forum provides, in their Global Information Technology
Index11, a number of datasets for 144 different countries (covering 23 of BEREC
member countries, including countries such as Iceland, FYROM, Norway,
Serbia, Switzerland and Turkey), which are divided in 10 pillars. These include
Infrastructure and digital content (regrouping indicators such as mobile network
coverage, Internet bandwidth, accessibility of digital content), Affordability
(regrouping indicators such as prepaid mobile cellular tariffs, fixed broadband
Internet tariffs, Internet & telephony competition), and Individual usage
(regrouping indicators such as Mobile phone subscriptions, Fixed broadband
Internet subs, Mobile broadband subscriptions).

As fixed and mobile Internet indicators differ significantly, the variables presented in
Table 2-2 have been re-structured, and are presented in Table 2-3. It indicates with an

See: http://ec.europa.eu/digital-agenda/sites/digital-
agenda/files/Traffic%20Management%20Investigation%20BEREC 2.pdf.

9 Open Forum Academy — Net Neutrality in the EU country Factsheets (2013), see:
http://www.openforumacademy.org/library/ofa-

research/OFA%20Net%20Neutrality%20in%20the%20EU%20-

%20Country%20Factsheets%2020130905.pdf.

10 Iceland and Norway are often also covered in EUROSTAT, while Serbia is not generally covered by
EUROSTAT nor the OECD.
11 http://mwww.weforum.org/reports/global-information-technology-report-2014.
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‘X’ where a data source has data for each of the relevant variables, as well as the
number of countries which are covered.

Table 2-3: Mobile/fixed Internet: relevant criteria/variables and available data

sources
Relevant Variable (Potential) Data Source
Fixed Internet EUROSTAT OECD ITU Other CC%‘\J,’;%%S
] Internet Penetration Rate for Fixed Access ‘ X ‘ X ‘ X ‘ 31
‘ Fixed Internet Market Characteristics 'EUROSTAT OECD ITU Other
Number of Network Providers (fixed) BEREC 27
Market Shares of Network Providers (fixed) X X 27
Revenues (Profitability of ISPS) X X 27
[ Mobile Internet EUROSTAT OECD ITU Other
’ Internet Penetration Rate for Mobile Access ‘ X ‘ X ‘ ‘ 31
[ Mobile Internet Market Characteristics 'EUROSTAT OECD ITU  Other
Number of Network Providers (mobile) BEREC
Market Shares of Network Providers (mobile) X 31
Revenue X 31
Avalilability of Tiered Bundles 20
Consumer Characteristics EUROSTAT OECD ITU Other
Use of Internet X X 32
Devices Used to Connect to the Internet X 28
Levels of Internet Traffic - broadband X 3
Levels of Internet Traffic - mobile X 11
Levels of Digital Literacy X 31
Levels of Switching X 28
Penetration Rate of Specialised Services (e.g. X 5
IPTV)
[ Network neutrality EUROSTAT OECD ITU Other
Levels of enforcement of network neutrality
(3 Groups) X X
Number of NN incidents X
Data Caps X
\ Policy Indicators EUROSTAT OECD ITU Other
’ Relevant Policy Indicators ‘ ‘ X ‘

The analysis of these data sources allowed the following conclusions for the research to
be drawn:

o Alot of data is available concerning Internet penetration; both from the
perspective of the supply side (in terms of coverage (e.g. broadband, NGA,
advanced 3G), advertised speeds, price ranges and data caps) and from the
demand side (e.g. number of subscriptions, their speed, technology and
penetrations rates (by individuals, households, enterprises)). However, the data
which has been identified regarding the level of Internet traffic and the
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penetration rate of specialised services currently only covers a limited number
of countries.

e With respect to competition, sufficient data is available to gain insight into the
supply side (regarding operators, market shares (e.g. incumbents versus new
entrants) and revenues) as well as the demand side perspective (regarding
Internet services and levels of switching, consumer perceptions of choice,
comparability, etc.). However, at this stage, insufficient aggregate data
regarding the number of fixed and mobile network providers per country has
been identified.

e With regard to technical as well as legal criteria the available data seems more
dispersed upon first inspection, although we have already identified relevant
studies and some EUROSTAT data is available as well as from ITU.

e With regard to network neutrality, and particularly levels of enforcement of
network neutrality, and the number of NN incidents, it seems to be difficult to
identify country specific data. The Country Factsheets on ‘Net Neutrality in the
EU'12 do provide reports of incidents in specific countries, but do not provide a
complete overview per country.

e |tis also clear that data is difficult to identify for specific countries. For non-EU
countries that are part of the OECD (such as Iceland, Norway, Switzerland)
some relevant data is available, however, for countries such as Croatia,
FYROM, Liechtenstein and Serbia it is more difficult to find comparable data.

Research Outcomes:

e Comprehensive dataset for BEREC member and observer countries

2.1.2 Research objective ii — Identification of a rigorous segmentation
methodology

The collection of micro-level data with a sufficient level of detail to give a meaningful
construction of consumer preferences required an intense data collection. Given the
need for high quality and detailed data collection and subsequent analysis, covering the
entire set of BEREC member and observer countries (the BEREC Member and
Observer NRAs comprise a total of 36 countries13) was not feasible within the scope of
this project. For this reason, it was crucial to draw a limited, but meaningful list of
countries or geographic segmentation (further referred to as strata) that was

12 Openforum Academy (2013),
http://www.openforumacademy.org/library/ofa-
research/OFA%20Net%20Neutrality%20in%20the%20EU%20-
%20Country%20Factsheets%2020130905.pdf.

13 The 28 EU Member States; Candidate Countries: Former Yugoslav Republic of Macedonia, Iceland,
Montenegro, Serbia and Turkey; European Economic Area (EEA) countries: Liechtenstein, Norway;
and Switzerland.



http://www.openforumacademy.org/library/ofa-research/OFA%20Net%20Neutrality%20in%20the%20EU%20-%20Country%20Factsheets%2020130905.pdf
http://www.openforumacademy.org/library/ofa-research/OFA%20Net%20Neutrality%20in%20the%20EU%20-%20Country%20Factsheets%2020130905.pdf
http://www.openforumacademy.org/library/ofa-research/OFA%20Net%20Neutrality%20in%20the%20EU%20-%20Country%20Factsheets%2020130905.pdf

2§l
e
A

[a)
o

10 Full Results Report

representative of the diversity of the European electronic communications markets. This
section sets out to discuss the accordingly determined approach to sketch a rigorous
methodology for country segmentation.

Each of these strata had to be internally as homogenous as possible, whilst ensuring
differences between the strata are as large as possible across the variables identified in
the preceding section. Cluster analysis is a statistical methodology that lends itself
naturally to this purpose. Therefore, we applied it in order to select the test areas for the
study. The methodology itself, how it ensures a rigorous selection of test areas and
potential limitations, are discussed in-depth in Section 5.1.

Research Outcomes:

o Validated segmentation criteria.
e Arigorous methodology to select the test areas.

2.1.3 Research objective iii — Identification of test areas

The techniques deployed for a cluster analysis largely depend on the nature of the data.
While Section 5.1 provides information about how the cluster analysis was implemented
in the project, and based on which indicator data, the following gives a brief introduction
into cluster analyses. It reflects two sample cluster analyses for fixed and mobile
Internet, which were conducted as proof-of-concept on a limited set of indicators.

Data used for the cluster analyses of fixed broadband include broadband penetration
rate, NGA fixed broadband coverage and the take-up rate of high-speed Internet
connection (from 30 Mps upward), for the 27 countries for which we had data available.
From left to right Figure 2-1 shows the dendrogram for this dataset, the heatmap and
the silhouette plot, all for fixed broadband.
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Figure 2-1:  Clustering based on broadband penetration rate, NGA intensity and high-
speed Internet take-up for fixed broadband
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Based on the affinity propagation (AP) clustering method the optimal amount of clusters
for this dataset is 5. The clusters are as follows:

¢ High broadband penetration, high NGA coverage and low high-speed
Internet take-up. This cluster is formed by seven countries, mostly of small and
medium size: five are small countries (less than 10 million inhabitants), one
medium country (from 10 to 40 million inhabitants) and one large country (more
than 40 million inhabitants).

o High broadband penetration, medium NGA coverage and medium high-
speed Internet take-up. This cluster groups nine countries, quite
heterogeneous in terms of size: two are large countries, three are medium
countries while four are small countries.

e Comparatively low broadband penetration, low NGA coverage and low
high-speed Internet take-up. This is the only cluster with a relatively low
broadband penetration rate. This cluster groups three countries, one of large
size and two small ones.

o High broadband penetration rate, very low GA coverage and very low
high-speed Internet take-up. Three countries compose this cluster, two large
countries and one medium.

o High broadband penetration rate, high NGA coverage and high high-speed
Internet take-up. This cluster includes five countries, all of relatively small size:
three are medium countries, two are small countries.

A similar proof-of-concept analysis was performed for mobile Internet. The data used for
the cluster analysis of mobile Internet included mobile penetration rate and mobile
broadband penetration for data. It was decided not to include 3G penetration rate as it is
very high for all countries, therefore its relevance as illustrative variable is quite limited.
From left to right Figure 2-2 shows the dendrogram for this dataset, the heatmap and
the silhouette plot, all for mobile Internet.
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Based on the affinity propagation (AP) clustering method the optimal amount of clusters
for this dataset is 6. The large number of clusters is due in part to the presence of two
outliers, which each create a cluster. The clusters that emerge from the analysis are as
follows:

e Medium to high mobile penetration, medium to high mobile data
broadband penetration. This cluster groups five countries, of which one is a
large country (more than 40 million inhabitants), one is a medium country
(between 10 and 40 million inhabitants) and three are small countries (less than
10 million inhabitants).

e Medium mobile penetration, medium mobile data broadband penetration.
This cluster is formed by eight countries, quite heterogeneous in terms of size:
two are large countries, three are medium countries and three are small
countries.

e Low mobile penetration, low mobile data broadband penetration. This
cluster groups four countries, one of which is a large country, while one is a
medium country and the remaining two are small countries.

¢ Very high mobile penetration, medium mobile data broadband
penetration. This cluster is formed by just one small country, which stands as
an outlier among the 27 countries included in the cluster analysis.

e Very high mobile penetration, very high mobile data broadband
penetration. This cluster is formed by just one medium country, which stands
as an outlier among the 27 countries included in the cluster analysis.

¢ High mobile penetration, high mobile data broadband penetration. This
cluster groups eight countries, including one large country, four medium
countries and three small countries.

As the two proof-of-concept analyses above show, it was paramount that the treatment of
the data for the analysis was transparent and that a sensitivity analysis is carried out to
ensure the robustness of the clustering results. As part of this exercise, it was paramount
that the identified clusters were clearly interpreted. The characteristics that describe
each cluster needed to be carefully examined. This assessment provided key insights
as to why certain groups of countries were different from others and in what respect.
This facilitated the understanding of the European Internet ecosystem and at the same
time allowed for a sound basis for the selection of test areas.

A comparison of the proof-of-concept cluster analysis for fixed broadband and mobile
Internet showed how much the number and characteristics of countries differed with
respect to those two technologies, so that it is difficult to find common elements for
grouping. In fact, the result of the cluster analysis for mobile Internet was conspicuous,
with six clusters, two of which were formed by outliers which cannot be compared to the
other clusters. The results emphasise the fact that fixed broadband and mobile Internet
are quite different and cannot, as such, be grouped for the analysis. One way to
address this issue was to keep the “at home” and the “out of home” usage situations
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separate. This enabled a coherent, methodologically sound and representative
selection of countries.

Research Outcomes:

e Clusters of homogenous groups of countries that differ between
groups as a basis for segmentation

e Selection of test areas

2.2 Exploring consumers’ understanding and conceptualisation of
network neutrality

The overarching objective of the second project stage was to explore consumers’
understanding and conceptualisation of network neutrality in the selected test areas.
First and foremost, it was necessary to investigate both the supply and demand in each
of the test areas. To understand the supply side, it was necessary to gather information
on the electronic communication market environment in general as well as specifically
on existing IAS offerings. As regards the demand side, we conducted a review of
existing studies on Internet consumer behaviour with a focus on usage patterns, the role
that the Internet plays in consumers’ lives and their attitudes to network neutrality. Both
parts of the desk research have built the frame for exploring consumers’ understanding
and conceptualisation of network neutrality through focus group discussions in each of
the test areas. The focus groups, which formed the main element of the qualitative
research in the study, also served to unveil significant cultural and social differences
between the test areas, as well as the terminology that consumers use to describe
network neutrality and other specifications of IAS offerings. Thus, in summary, the
overarching research objective to be fulfilled was split up into three smaller,
methodologically addressable research objectives:

i. By conducting desk research, to investigate the electronic communication
market environment and specifically existing Internet Access Service
offerings in the test areas.

ii. By conducting desk research, to investigate Internet consumer behaviour
in the test areas focussing on usage patterns, the role that Internet plays in
consumers’ lives and their attitudes to network neutrality.

iii. By conducting focus group discussions, to explore consumers’ Internet
usage patterns and perceptions of the test area’s electronic
communications market as well as their understanding and
conceptualisation of network neutrality.

Fulfilling these three research objectives also enabled the project to answer the
respective research questions raised by the tender specifications. Table 2-4 depicts
how the three research objectives map onto these research questions. It should be
noted that the research objectives are strongly intertwined. For instance, in-depth
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knowledge of the specific electronic communications market was needed to conduct the
focus groups, but the knowledge gained in the focus group led to insight as regards
which IAS attributes consumers look out for. We therefore applied a grounded theory
(Corbin & Strauss 1990, 2008)14 inspired approach by building evidence from different
sources using constant comparison along the way1°.

Table 2-4: Mapping of research objectives iv, v and vi onto relevant research
guestions as laid out in the tender specifications

Research Objective

What is the appropriate way (e.g. terminology, tone of language,
educational material) to describe network neutrality to consumers in . o
each of the test areas?

In the different test areas, what are the aspects of network neutrality that
seem to have the most influence on customer choice?

Are there risks of biases in the quantitative study that should be mitigated? . o

Should specific factors be taken into account when analysing the
causes supposedly inefficient behaviour of ISPs?

2.2.1 Research objective iv - Investigation of electronic communication market
environment

Research objective iv refers to investigating the supply-side of the electronic
communication market in the respective test areas. This investigation drew on the data
already gathered for the cluster analysis performed for selecting test areas. It extended
and detailed this data further as regards the specifics of existing IAS offerings. In order
to achieve a comprehensive overview of the electronic communication markets’
environment in the test areas, we drew on data sets already in place at WIK-Consult,
Deloitte and YouGov. In order to sort and further detail these data sets, we referred to
other secondary sources. We focused on sources that allow a deeper understanding of
the supply-side in the test areas such as:

e DG Connect (2012): Broadband Internet Access Costs (BIAC)
e DG Comm (2012): Broadband coverage in Europe in 2012
e OECD (2011): Broadband Bundling — Trends and Policy Implications

e Eurostat: Data on the information society, especially the e-Communications
Household Survey

e EU (2013): Digital Agenda Scoreboard

14 Corbin, J. M. & Strauss, A. (1990), Grounded theory research: Procedures, canons, and evaluative
criteria. Qualitative Sociology, 13(1), 3-21.
Corbin, J. M., & Strauss, A. L. (2008), Basics of qualitative research: techniques and procedures for
developing grounded theory (3 ed.). Thousand Oaks, Calif.: Sage Publications, Inc.

15 We describe the principles of grounded theory and constant comparison in more depth in Section 5.2.
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e OECD (2013): Communications Outlook
e EITO, ICT Market Report 2013/14
o Reports by NRAs from the selected test areas

o Desk Research of actual ISP’s offers incl. information presented on their
websites as regards network neutrality, product price lists and catalogues

o Desk Research of country-specific reports of electronic communication markets

e Consultation with experts from the World Internet Project1é for specific countries

Research Outcomes:

o Dataset comprising information on the variables relevant for the analysis
of the electronic communications markets in the test areas as regards
available broadband products covering the main consumer types and
representative ISPs, including:

¢ Information on bundling practices and pricing. Bundling may mean
2/3/4/5-play as well as a bundled offer of IAS with content or applications
(e.g. with a music flat rate).

¢ Information about network neutrality policies in the test areas
¢ Information about how ISPs present that information to consumers

Chapter 4 reflects the outcome of a coordinated effort between the study team and local
NRAs in the test areas regarding research objective iv and v (see next section). We
worked in close coordination with local NRAs, who know their market and the existing
research for it best. We discussed and consolidated with them the data we prepared for
research objective iv and v. Primary focus in this coordination activity was on robust
data — the respective NRA'’s experience facilitated a critical assessment of data quality.

2.2.2 Research objective v — Investigation of Internet consumer behaviour

Whilst research objective iv has shed light on the supply-side of the electronic
communications markets in the selected test areas, research objective v focuses on
demand-side data. Again, we drew from data sources already available amongst the
study team as well as secondary sources. Informative secondary sources for the
second research objective included:

e Cisco VNI Data
e ComScore Data

e StatCounter Global Internet Traffic Data

16 See http://www.worldinternetproject.net; WIK-Consult heads the German chapter of the World Internet
Project and is an active part of this expert network.
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e DG Comm (2013): E-Communications Household Survey
e DG Health and Consumers (2012): Consumer Market Monitoring Survey
e TNS Infratest Digital Life Data

e Desk Research into specific publications referring to consumer behaviour
in the test areas e.g. by NRAs, local ISPs market research, NGOs,
consumer rights groups

¢ Data from the World Internet Project (2013) and consultation with experts
from the World Internet Projectl? for specific countries

One key framing factor of consumer behaviour that had to be taken into account for the
envisaged research project was the (perceived) ability and motivation of consumers to
switch providers. The Consumer Market Monitoring Survey (DG Health and
Consumers!8) provides comprehensive insights into the perceived breadth of ISP
choice as well as actual switching of ISPs across Europe. The data indicates that in 23
out of the 29 surveyed countries more than 50 percent of the respondents feel that
there are enough ISPs available to choose from. The lowest scores stem from Iceland,
Ireland and Cyprus. As regards actual switching, significant differences between
countries emerge. Lithuania and Germany exhibit the lowest actual switching rates with
just 3 and 4 percent of respondents having switched their supplier in the respective
year. In Portugal and Spain this share is at 21 and 20 percent respectively. This is
somewhat surprising inasmuch as consumers across all countries do not seem to
perceive switching as particularly difficult according to the same survey.

Research Outcomes:

¢ Information about the demand for Internet Access Service offerings in the
test areas

¢ Information about Internet usage patterns in the test areas

¢ Information about switching behaviour and perceived breadth of ISP
choice / ability to switch

Chapter 4 reflects the outcome of a coordinated effort between the study team and local
NRAs in the test areas regarding research objective iv and v (see next section). We
worked in close coordination with local NRAs, who know their market and the existing
research for it best. We discussed and consolidated with them the data we prepared for
research objective iv and v. Primary focus in this coordination activity was on robust
data — the respective NRA’s experience facilitated a critical assessment of data quality.

17 See http://www.worldinternetproject.net; WIK-Consult heads the German chapter of the World Internet
Project and is an active part of this expert network.
18 http://ec.europa.eu/consumers/consumer_research/dashboard part2_en.htm .
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2.2.3 Research objective iv — Exploration of consumers’ understanding and
conceptualisation of network neutrality

Although the main purpose of the focus group discussions was to explore consumers’
understanding and conceptualisation of network neutrality, they also served to explore
the broader role that the Internet plays in consumers’ lives and the process they go
through and the service attributes they consider when selecting a new IAS provider. In
general, a funnel approach was deemed most appropriate to develop a discussion
guide for a focus group discussion, i.e. starting with broad, general and easy to answer
questions and steering the discussion to more complex and detailed issues!®. Thus, it
seemed most natural to first discuss the role that the Internet plays in participants’ lives
in general before turning to their selection process for a new IAS provider and leading
the participants carefully to an extended discussion about network neutrality.

Published qualitative research on the role that the Internet plays in consumers’ lives and
consumers’ ISP choices is, however, scarce. Published research either revolves around
a period, when the public Internet was much less mature, and its potential effects on
consumer behaviour or explores particularly vulnerable groups using specific Internet-
based applications. These papers seem to have little relevance to the project.

One key research outcome of this first part of the focus group discussions was an
understanding of how participants in the specific test areas approach ISP choice, which
IAS attributes they find most relevant for their choice and how they understand and
describe them. This information guided the development of attributes and levels for the
conjoint analysis in the survey (cf. research objective ix). Additionally, the insights
gathered as regards the role that the Internet plays in participants’ lives aided in the
development of the parts of the survey that investigated general Internet behaviour and
usage patterns (cf. research objective viii).

As regards the specific issue of network neutrality, two relevant qualitative explorations
of consumers’ attitudes were identified in an initial literature review. Lawford et al.
(2009)20 conducted a study of immediate relevance to the project. They used focus
group discussions to explore Canadian consumers’ perceptions of network neutrality.
Given the highly involved profile of the focus group participants, it still seems surprising
that one major finding in the focus group discussions was that participants’ “awareness
and recognition of the Term “net neutrality” was very limited”. The majority of
participants were unfamiliar with the term. Those who had heard the term before still
lacked a clear idea of its meaning. Quail and Larabie (2010) present similar findings,
albeit based on less substantive evidence. In addition to their discourse analysis of
newspaper articles on network neutrality, they conducted one focus group with
communication studies students at a Canadian university in March 2010. Their
participants were also (in spite of their involvement in the matter) largely unaware of the

19 We describe our approach to focus groups in more detail in Section 5.2.

20 Lawford, J.; Lo, J. & De Santis, M. (2009): Staying Neutral: Canadian Consumers and the Fight for
Net Neutrality. Public Interest Advocacy Centre: Ottawa. Available at: http://tinyurl.com/6fnbu73
(accessed January 2014).
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term network neutrality. When provided with information about network neutrality, they
gained an understanding of the concept and engaged more in the discussion.

These qualitative results are further supported by a mixed-methods study conducted by
Kisielowska-Lipman (2012)21, As part of this study, a survey of 2,048 UK consumers
was carried out to shed light on their understanding of traffic management. First and
foremost, her results concur with Lawford et al.’s (2009) and Quail and Larabie’s (2010)
findings as regards consumers’ lack of awareness of the term “traffic management”.
She found that even technology-savvy participants had difficulties grasping the term
and vulnerable consumers were even unable to link the term to the Internet. However,
her work substantially extends the studies discussed in the above as she also shed light
on participants’ actual information search behaviour.

Two conclusions with immediate relevance to the planned research have been drawn
from these papers. First, it appeared to be unlikely that the consumers would arrive at
the focus group discussions with significant prior knowledge about network neutrality,
nor would they likely have formed strong attitudes about network neutrality. This needed
to be reflected in the discussion guide for the focus groups which had to be designed in
such a way that it can uncover participants’ attitudes towards network neutrality without
asking them directly or unduly biasing their views. Second, these results show that
respondents in the survey may place undue weight on service attributes they can easily
grasp such as price, whilst neglecting potentially more important aspects of the service
offer because of their technical jargon. However, Lawford et al.’s (2009) paper indicates
that consumers do not take network neutrality issues lightly when presented with factual
information about, e.g. ,traffic management practices. This lends support to this
research project, part of which was to develop an unbiased information package. The
following paragraphs briefly summarise insights gathered from the field of consumer
behaviour research as well as behavioural economics on how to effectively design such
an information package.

In order to approach the development of an information package encapsulating
information about the functioning of the Internet and how it can be used for different
purposes as well as mainly network neutrality issues, one has first to realise that the
human information processing system is notoriously idiosyncratic and complex. People
mentally construct, interpret and (mis-)understand information. Thus, it is unlikely that
merely presenting all relevant options and correct information generates the appropriate
interpretation and response.

Kisielowska-Lipman (2012) provides some tentative insights into consumers’
understanding of technical terms frequently used in current information about traffic
management procedures by broadband providers. The results indicate that
technological jargon without sufficient explanation is unlikely to aid consumers’
understanding of network neutrality. This further underlines the relevance of careful
information package development.

21 Kisielowska-Lipman, M. (2013), Lost on the Broadband Super Highway. Consumer Focus.
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After performing focus groups in the test areas, we were able to conduct an analysis
regarding specific technical terms and their understanding by the participants in the
focus groups. As focus groups took place in four test areas, we were able to conduct
this analysis both for each test area and in aggregated form across all test areas. This
allowed us to identify differences and commonalities.

To aid the development of regulated consumer information, the Better Regulation
Executive and National Consumer Council, as an outcome of their study in 200722,
recommends five “tests” to consider when developing information packages:

1. Have you defined the behavioural outcomes that you wish to achieve?

2. Have you understood and assessed the level of incentives and
potential risk / harm for the target audience?

3. Have you considered and understood the impact of making this
information available on businesses’ incentives to achieve desired
outcomes?

4. To what extent can the information being provided simplify a choice for a
consumer (and hence achieve desired outcomes)?

5. Have you considered the fit with existing regulated information
requirements?

These five questions served as a first guidance to develop the information packages for
the research project. As regards the actual formulation of the information package, we
drew in addition from general insights from communication research, insights gathered
from guestionnaire design literature, as well as from consumer behaviour research in
particular, focussing on framing effects and advertising effectiveness.

22 Better Regulation Executive and National Consumer Council (2007), 11.
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Research Outcomes:

o A set of Internet Access Service attributes which are likely to influence
consumers’ choice in the test areas.

¢ Terminology and tone of language as well as technical understanding of
consumers in the test areas as regards the identified Internet Access
Service attributes

e Understanding and conceptualisation of network neutrality in the test
areas

¢ Terminology and tone of language as well as technical understanding of
consumers in the test areas as regards network neutrality

2.3 Explaining consumers’ choices of IAS offerings

The overarching research objective of the third project stage was to explain consumers’
choices of Internet Access Service offerings and within that the influence of IAS’
network neutrality policies. To fulfil this research objective, we developed a survey that
was capable of measuring the influence of individual Internet Access Service offerings
attributes on consumer choice; however, given that consumer choice is a very complex
matter, and that product/service attributes alone were unlikely to explain it, several other
aspects had to be accounted for. First and foremost, consumers’ personal
characteristics such as age, sex, income and so forth were likely to influence their
choice of a broadband connection. Furthermore, their Internet usage pattern may steer
them towards a specific offer. Besides the actual choice of any IAS offering, this
research also had a wider aspect of identifying whether electronic communication
markets are efficient. Thus, the overarching research objective to be fulfilled has been
split up into four smaller research objectives, which were directly addressed by specific
sections in the survey, or rather, by comparing the survey results with the insights
gained into the electronic communication markets in the test areas (cf. research
objective iv):

i. By asurvey, to investigate consumers’ socio-demographic and other
relevant characteristics.

ii. By a survey, to investigate consumers’ Internet usage patterns.

iii. By a survey, to investigate the effect of individual Internet Access Service
offerings attributes on consumers’ choice.

iv. By comparing survey results and desk research results from Stage B, to
make an assessment of the degree to which electronic communication
markets in the test areas work efficiently.

Fulfilling these research objectives also enabled us to answer the respective research
guestions raised in the tender specifications. Table 2-5 illustrates how research
objectives map onto research questions.
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Table 2-5: Mapping of research objective vii, viii, ix and x onto research questions
as laid out in the tender specifications

Research Objective

i ii iii iv

Are electronic communication markets efficient? .

Which attributes drive consumers’ choice between the competing
broadband offerings available to them?

What is the relative weight of Internet Access Service offerings
attributes in broadband consumption decisions?

How do the weights of these attributes differ across consumer
segments?

What is a consumer’s willingness to pay for a given broadband
package?

2.3.1 Research objective vii — Investigation of consumer characteristics in the
test areas

Consumer markets are commonly segmented by consumers’ individual characteristics,
as this allows the researcher to predict consumer behaviour with some degree of
likelihood. Typically (more or less) enduring demographic characteristics such as age,
sex, social status (e.g. the social grade as defined in the National Readership Survey
(NRS))23, income, personal life-style, involvement or a combination of these are used.
Under the research objective vii, we applied a selection of these variables to learn
something about the respondents in the survey and hence be able to make predictions
on the wider market for IAS offerings in the specific test area based on the combination
of the results of this section of the questionnaire and the other two sections (usage
patterns and conjoint task).

The major challenge for developing this part of the questionnaire was to transfer the
insights gained in the focus groups and the investigation of test areas into meaningful
questions that were standardised across the selected test areas. The standardisation of
these questions was important for comparisons across test areas and for potentially
identifying categories of similar consumers across test areas. Ahead of conducting the
focus groups and before investigating the test areas in detail, we were already able to
identify some variables that were likely to be employed to categorise respondents in the
research.

First and foremost, demographic variables could be considered a key feature of any
segmentation task as they allowed us to easily link the results of the survey to the
actual market place. Furthermore, they were likely to explain a significant part of the
variance in Internet usage patterns. For instance, younger people were more likely to

23 http://www.nrs.co.uk/lifestyle.html.
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use the Internet frequently across practically all countries24. Therefore, they may pay
attention to a different set of attributes when selecting their ISP as compared to more
mature consumers. Similarly, men watch 1.8 times as many videos online as women?2>
and therefore may take data caps more seriously in their ISP choice. Income also
represented an important variable, as it may influence a respondent’s willingness-to-pay.

Personal life-style and involvement were also identified ex ante as potentially important
variables for the categorisation of respondents. Again, life-style may influence Internet
usage patterns significantly. For instance, the use of mobile devices and mobile
broadband may depend heavily on personal life-style. Involvement, in particular
purchasing involvement26, on the other hand, may be strongly linked to respondents
switching behaviour. Purchasing involvement describes the effort consumers are willing
to invest into their purchasing decisions. People high in purchasing involvement may be
expected to expend significant effort to obtain the best perceived value for their needs.
Persons low in purchasing involvement instead were more likely to spend less time and
effort dealing with purchasing decisions. As such, purchasing involvement was likely to
be a good predictor for how intensely respondents are likely to engage with the conjoint
choice tasks and hence for how intensely they are likely to engage with ISP choices in
real life.

Research Outcomes:

¢ Insights into consumers’ individual characteristics in the test areas

e Categorisation of consumers in conjunction with the results from the other
sections of the survey questionnaire

2.3.2 Research objective viii — Investigation of consumer Internet usage
patterns in test areas

Similar to research objective vii, research objective viii aimed at segmenting consumers.
However, the segmentation here was based on their Internet usage patterns instead of
their individual characteristics. Internet usage patterns are likely to change more rapidly
over time. As a stand-alone result, they consequently offer little in-depth insight or
predictive power. Nonetheless, they offer important insights into the current state of the
demand-side in each of the test areas. More importantly still, we used these insights to
construct consumers’ “ideal” choices from amongst the fictitious IAS offers in the
conjoint experiment that constitutes the third section of the questionnaire. This enabled
us to extend the analysis of the electronic communications market efficiency analysis

envisioned in the tender specifications.

24 See for instance World Internet Project Reports 2010 to 2013 — http://www.worldinternetproject.com.

25 ComScore (2013): Online Video — A Statistical Review. Data for the US. URL: http://goo.gl/80dwFV.

26 Slama, M.E. & Tashchian, A. (1985), Selected socioeconomic and demographic characteristics
associated with purchasing involvement. Journal of Marketing 49 (Winter) 72-82.
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The insights gathered in this section of the questionnaire in conjunction with the ones
from the preceding questionnaire section (see above) enabled us to categorise
consumers meaningfully within, as well as across, test areas. The development of these
consumer categories was based on reports that also categorise consumers by their
Internet usage patterns such as Ofcom (2013)27 or the Initiative D21 Digital Index
(2013)28.

Typical variables as regards Internet usage patterns include time-spent online, use of
Internet-enabled devices, digital inclusion, online video consumption, online gaming,
IPTV and potentially many more. In addition to these typical variables, we asked
guestions about switching behaviour, which together with the insights on purchasing
involvement were likely to provide us with an important building block for consumer
categories neatly linked to the study’s purpose. First and foremost, the results from the
focus groups and the investigation of the test areas guided our selection process of
these variables. Additionally, we drew from the wealth of experience in the area of ISP
market research that YouGov brought into the team.

Research Outcomes:

¢ Insights into Internet usage patterns in each test area

o ‘“ideal” ISP choice benchmark for market efficiency analysis (research
objective iv in Stage C)

o Categories of consumers in the test areas

2.3.3 Research objective ix — Investigation of the effects of individual Internet
access service attributes on consumer choice

Predicting which ISP consumers are likely to choose has certainly been an issue for ISP
marketers ever since the Internet turned into a civil communication tool over 20 years
ago. Thus, it is not surprising that there are an abundance of published and unpublished
studies on this subject. Publicly available primary research that more concretely deals
with the role of network neutrality within that choice, however, is scarce. The following
paragraphs briefly summarise the existing literature on ISP choice. Papers published
before 2009 will only be touched upon, while more recent work is described in some
detail as it appeared to be more relevant given the fast-paced development of the
Internet and ISPs’ service offerings. Before these results are discussed, it is important
to note some specifics of broadband access service offerings.

Commonly, such insights are generated by quantitative research methods such as
surveys sometimes including conjoint experiments as was used for the present study.

27 Ofcom (2013): Adults’ Media Use and Attitudes Report. London.
28 Initiative D21 (2013): D21 Digital Index — Auf dem Weg in ein digitales Deutschland?
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The focus group study?® conducted on behalf of PTS (Swedish NRA) is a noteworthy
exception here. First and foremost, it was found that consumers in Sweden find
selecting an ISP difficult due to commonly long, cumbersome and overly technical terms
and conditions that apply. Thus, they, more often than not, refrain from reading the
contracts resulting in a feeling of insecurity as regards the actual costs they will have to
bear at the end of the month. The remainder of this Section discusses insights
generated from more typical quantitative studies investigating consumers’ ISP choice
criteria.

First and foremost, it is important to establish that there were numerous indications that
consumers find it all but easy to choose a new ISP or a new connectivity service bundle
respectively. For instance, DG Connect’s E-Communication Household Survey 2013
shows that only 53 percent of consumers agree or tend to agree with the statement
“You can easily compare the terms of services and tariffs, included in bundled offers.”
Furthermore, one has to be aware of the specific product characteristics of broadband
access. First, switching an ISP can be a very cumbersome and frustrating undertaking
(Kenny & Dennis 2013). Second, broadband access can be categorised as a so called
“experience good”. Consumers cannot learn about the actual quality of access e.g.
speed or latency before purchase and use of the actual service. Thus, there is
significant risk involved in switching ISPs. On the other hand, broadband access may
also be considered a “commodity product”, meaning that unless there is significant
trouble (e.g. quality problems) with it, consumers are indifferent to it. In addition, there
are numerous explicit and implicit barriers to switching, which Kenny and Dennis (2013)
review in their study of consumer lock-in for fixed broadband document from various
perspectives30. Thus, it is not surprising that, according to DG Connect’s E-
Communication Household Survey 2013, the majority of consumers have never
considered switching their ISP.

An initial literature review of relevant studies for the present study identified six relevant
research papers. Two major insights have been taken away from the reviewed papers
in the area of ISP choice. First, most of these papers apply several attributes in addition
to broadband speed and price, which feature in all papers. Most commonly, these
features stretch either into additional services such as IPTV or into offering additional
security. We have identified only two of the papers applying conjoint analysis to
understand consumers’ ISP choice preferences that also introduce network neutrality
into the choice experiment31, Second, price, access speed and brand commonly
emerge as the three most important attributes32.

29 Stelacon (2012): Konsumentstudie — En fokusgruppstudie om information om innehall i avtal
(available only in Swedish).

30 Kenny, R. & Dennis, A. (2013): Consumer lock-in for fixed broadband. Communications Chambers.

31 It should be noted that this question was also asked in the qualitative study conducted by Kisielowska-
Lipman (2012). “Traffic management” ranked seventh amongst eight items tested. Price, availability in
the area and speed were the three attributes perceived to be most important by the 32 participants in
the study.

32 It should be noted that conjoint analysis commonly omits word of mouth, which, however, is known to
influence consumer choice most strongly (see for instance: ‘3G mobile bill-payers’ understanding of
billing and charging arrangements’, ACMA Report May 2011.cf Xavier 2011).
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Referring to network neutrality, the two papers that include network neutrality-related
attributes in their conjoint experiments that were identified in this initial literature review
highlight the need for further research, as they fail to unveil the actual importance of the
attribute to end-users. However, they provide indications of issues to be tackled in
future research. Consequently, we needed to purposefully build the information
package, but also all the other elements of the questionnaire, on the insights gathered
in the focus groups.

Research Outcomes:

¢ Insights into consumers’ preferences for Internet Access Service offers

¢ Insights into consumers’ part-worth utilities for each attribute and
corresponding levels tested

¢ Insights into consumers’ willingness to pay

2.3.4 Research objective x - Evaluation of electronic communications market
efficiency in test areas

Research objective x is about analysing the efficiency of electronic communication
markets in the test areas. In reference to the tender specifications, this was understood
as “comparing data about the representative ISP’s value propositions [...] to the
representative consumers’ real informed preferences and expectations, [...]". We
extended this approach to evaluating the electronic communications market efficiency in
the test areas by two additional facets, which, in light of the insights gathered in the
literature review that we conducted for the present study, we deemed to be relevant
precursors for market efficiency:

e The influence of unbiased information on consumers choice
e The gap between consumers’ actual and ideal i.e. fully rational choices

Informed vs. uninformed choices

The tender specifications accentuated the role that unbiased information plays in
consumers’ choice. They stipulated that the information package needed to provide
respondents with “correct and unbiased” information and thus had to render them
“informed consumers” who are able to “answer all possible questions with as little bias
as possible.” This, in effect, was thought to remove “information asymmetry or other
exogenous bias.”

In general, we subscribed to this line of thought. The evidence presented in the
literature review in this project clearly showed that consumers who have been educated
about how the Internet works, how the Internet can be used for different purposes and,
in particular, about network neutrality issues were likely to exhibit substantial interest in
these matters and to take these issues seriously. Therefore, it was also likely that they
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make significantly more rational choices than they would have had they not been so
informed.

However, one also had to take into account that the human information processing
system is notoriously idiosyncratic and complex. People mentally construct, interpret
and (mis-)understand information. Thus, it was unlikely that merely presenting all
relevant options and correct information would generate the appropriate interpretation
and response (Shafir 2007). Huck and Wallace’s (2011) results point to a statistically
significant effect of how information is presented (numerical vs. colour coded). On the
other hand, they also show that respondents who were unable to identify the optimal in
the fictitious choice task tended to search at random. There was little profit in terms of
correctness of their choices.

On a more general level, one should also consider one of the fundamental paradigms of
communication research brought up by Watzlawick (1971)* that one cannot not
communicate. Thus, in essence, any information is bound to have an effect on
respondents. Furthermore, one can significantly increase the odds that the specified
effect will be achieved by taking the necessary precautions in the design of the actual
information package as regards language, style of presentation etc. drawing on insights
from questionnaire design, communication research and advertising effectiveness
research. However, without a measure of the effectiveness of the information treatment,
one cannot know which effect it actually had. Consequently, not introducing a way to
measure the effect of the information treatment into the study design was likely to
undermine the scientific value of the planned study and would have rendered the result
prone to criticism.

Besides this very fundamental point, a measure of the effectiveness of the information
package was also expected to aid the exploitation of results. Even if we found out that
the information package had little or no measurable effect, this would still add
significantly to the scientific value of the study and provide indications of how to
approach the exploitation, or rather, avenues for further research.

Rational vs. irrational choices

The assumption of rational behaviour underlies the positivist approach to consumer
behaviour and has been guiding a large of part of research conducted in this area for
decades. For instance, popular Stimulus-Organism-Response (S-O-R) models
conceptualised consumer behaviour and in particular consumer purchase choices, in
law-like relationships.

The notion of consumers’ purchase choices being law-like in nature is also apparent in
Lancaster’s (1966)34 conceptualisation of the product as “a bundle of attributes”. The
conceptualisation proposes that to understand products and services as consumable

33 Watzlawick, P. F.; Beavin, J. H. & Jackson, D. D. (1971): Menschliche Kommunikation: Formen,
Stoérungen, Paradoxien, 2nd edition, Bern/Stuttgart/Vienna.

34 Lancaster, K. J. (1966): A New Approach to Consumer Theory. The Journal of Political Economy,
74(2), 132-157.
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items and to predict consumer preferences for them, they can be usefully split into their
constituent attributes. It constitutes the underlying assumption for conjoint analysis,
which can be used to test consumers’ reactions to different product attribute mixes. In
fact, the ‘bundle of attributes’ concept provides a major building block of Fishbein and
Ajezn’s (1975)3° Theory of Reasoned Action (TRA), one of the most widely applied
models of purchase intention in consumer research. The TRA posits that consumers
base their attitudes towards products on a formally or informally identified set of
attributes that they have weighted and summed. Consequently, their expectancy-value
model defines an attitude A as the sum of the products of beliefs b and evaluation v
formed upon salient product attributes i.

n
A= Z hI_\-'I.
=1

Applying the assumption of rationality, one can predict consumer choice based on this
theory. However, as already stipulated in the tender specifications, “consumers [...] may
not always be fully rational in their purchasing habits, [...]". In fact, the evidence
gathered in the literature review for this study more than supported this. Shafir (2007)
points to consumers’ (mis)interpretation of information and resulting irrationality of
choices. Wallace and Huck’s (2011) respondents frequently showed irrational behaviour
in picking the more expensive option when the cheaper one would have done.
Furthermore, the importance attached to brand in the reviewed conjoint studies may
indicate some degree of irrationality guiding consumer choices as the actual quality of
service depends more strongly on largely technical factors and not the ISP brand36.
Next to these results, it is also well-documented in consumer behaviour literature that
other motives linked mainly to the individual’s social sphere constitute important drivers
of (irrational) consumer behaviour. This is mainly echoed in the second grand school of
thought in consumer behaviour (Constructivism) (Mahoney 2003)37 and widely
acknowledged across consumer behaviour research in general.

In essence, it was likely that the information package would improve respondents’
rationality, whilst it was still very unlikely that it would result in fully rational choices.
Based on the answer in the first two sections of the questionnaire relating to
respondent’s characteristics and Internet usage patterns, we were however able to
calculate the most rational “ideal” choice from our set of IAS attributes. Hence, we could
benchmark this against their actual preference. This enabled us, first and foremost, to
show vividly the effect of our information treatment (see above) i.e. we were able to
show whether consumers provided with correct and unbiased information actually act
more rationally. Furthermore, in combination with the other pieces of information

35 Fishbein, M., & Ajzen, |. (1975): Belief, attitude, intention, and behavior. Reading, MA: Addison-
Wesley.

36 Please note, we do not say that there is no correlation whatsoever between ISP brand and QoS.

37 Mahoney, M. J. (2003): Constructive psychotherapy: a practical guide. New York; London: The
Guilford Press.
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gathered from the survey, it allowed us to evaluate the full scope of electronic
communications market effectiveness in the test areas.

The correspondence between consumer demand and ISP’s offers

The outlined research design allowed us to rigorously test the implicit hypotheses
underlying the research:

¢ Hypothesis A: The information package has an effect on respondents’
choices. (ldentification of the effect)

¢ Hypothesis B: The information package increases the rationality of
respondents’ choices. (Qualification of the effect)

It also allowed us to shed light on more facets of market efficiency than was envisioned
in the tender specifications. In sum, we could identify whether existing ISPs’ offerings fit:

¢ Consumers’ “ideal” demand (rational choice)
e Consumers’ actual demand under informed conditions

e Consumers’ actual demand under uninformed conditions

These three perspectives on market efficiency have been further qualified by regional
availability of ISPs’ offerings.

Research Outcomes:

o Definition of ideal Internet Access Service offerings for categories of
consumers in each test area (and potentially across test areas)

e Evaluation of electronic communication market effectiveness in the test
areas
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3 Literature Review

3.1 Introduction

Although the main purpose of the focus group discussions was to explore consumers’
understanding and conceptualisation of network neutrality, they also served to explore
the broader role that the Internet plays in consumers’ lives and the process that they go
through as well as the service attributes that they consider when selecting a new
Internet Access Service (IAS) provider.

The natural focus of this literature review is on studies that apply qualitative research
methods and that are therefore comparable to the focus groups of this project.
However, some issues discussed in the focus groups here have rarely featured in
published qualitative studies, for example ISP choice criteria. Consequently, this
literature review also refers to quantitative studies of consumer behaviour and
consumer choice wherever it seems appropriate.

The chapter is structured along the major themes that were addressed in the focus group
discussions. First, relevant insights regarding the role of the Internet in consumers’ lives
are presented. Second, existing insights on consumers’ ISP choice criteria are discussed
in depth. Third, the chapter reviews relevant studies in the area of consumers’
understanding and conceptualisation of network neutrality. Finally, it gives insights on
information processing that were particularly relevant for developing the information
package for the survey, with a focus on how consumers can be supported in their
comprehension of how the Internet works, network neutrality and traffic management. A
brief conclusion at the end of the chapter summarises the main findings.

3.2 Therole of the Internet in consumers’ lives

Published qualitative research on the role that the Internet plays in consumers’ lives is
scarce. It is either potentially outdated as a result of being published when the Internet
had not been around as long as it has been today, and revolves around its potential
effects on consumer behaviour (e.g. Geissler & Zinkhan, 199838), or it explores
particularly vulnerable groups using specific Internet-based applications (e.g. the elderly
— Papa et al., 201139 or rural communities — Macintyre & Macdonald, 201149). These
papers seem to have little relevance to the research described in this report. Therefore
the first part of the qualitative research adds new insights to the public debate.

38 Geissler, G.L. & Zinkhan, G.M. (1998): Consumer Perceptions of the World Wide Web: An Exploratory
Study Using Focus Group Interviews. Advances in Consumer Research 25, 386-392.

39 Papa, F.; Sapio, B. & Pelagalli, M.F. (2011): User Experience of Elderly People with Digital Television:
A Qualitative Investigation. EurolTV 2011 - Proceedings of the 9th international interactive conference
on Interactive television, 223-226.

40 Macintyre, R. & Macdonald, J. (2011): 'Remote from what?' Perspectives of distance learning students
in remote rural areas of Scotland. The International Review of Research in Open and Distance
Learning 12(4).
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3.3 Criteria of ISP choice

One key research outcome from the first part of the focus group discussions was an
understanding of how participants in the specific test areas approach the choice of an
ISP, which IAS attributes they find most relevant for their choice and how they
understand and describe them. This information guided the development of the
attributes and levels for the conjoint experiment in the survey. Additionally, the insights
gathered into the role that the Internet plays in participants’ lives aided the development
of the parts of the survey that investigated general Internet behaviour and usage
patterns.

Such insights are usually generated by quantitative research methods such as surveys,
which sometimes also include conjoint experiments as this study did. The focus group
study4! conducted on behalf of PTS (Swedish NRA) is a noteworthy exception here.
Consumers between 18 and 70 years of age took part in the focus groups discussions
conducted to explore their ISP choice behaviour and criteria. It was found that
consumers in Sweden find selecting an ISP difficult due to the frequently long,
cumbersome and overly technical terms and conditions that apply. Therefore more
often than not they refrain from reading the contracts, which results in a feeling of
insecurity regarding the actual costs that they will be charged at the end of the month.
Consumers have the feeling that ISPs do “what they want” regardless and that there are
only minor differences between them anyway. Consequently there is also an element of
helplessness, as they have the impression that their situation does not essentially
change with a switch of providers, and this hinders switching. In this light, it is not
surprising that participants rarely reported that they make any real effort to research and
compare contracts. Their major choice criteria are the stability and quality of the
connection, the length of the contract, the connection speed and in case of mobile
contracts a high data cap or none at all. A major issue that participants raised during the
discussions was that they would find it helpful to have advertisements indicating the
actual speed and actual cost of an Internet package, which they find is currently not the
case due to ‘up to’ terminology and extra charges that sometimes occur but are not
shown upfront. The remainder of this section discusses insights generated from more
typical quantitative studies investigating consumers’ ISP choice criteria.

Due to ISPs’ interest in consumers’ choice criteria, it is not surprising that there is an
abundance of such papers available and it is likely that even more studies have been
conducted and are confidential to the ISPs themselves. However, only rarely do such
papers include attributes on network neutrality. The following paragraphs briefly
summarise the existing literature on ISP choice. Papers published before 2009 are only
touched upon, while more recent work is described in some detail as it appears to be
more relevant given the fast-paced development of the Internet and ISPs’ service
offerings. Before these results are discussed, it is important to note some of the
specifics of broadband access service offerings.

41 Stelacon (2012): Konsumentstudie — En fokusgruppstudie om information om innehall i avtal
(available only in Swedish).
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First of all, there are numerous indications that consumers find it all but easy to choose
a new ISP or a new connectivity service bundle. For instance, DG Connect’s E-
Communication Household Survey 2013 shows that only 53 percent of consumers
agree or tend to agree with the statement “You can easily compare the terms of
services and tariffs included in bundled offers.” Furthermore, one has to be aware of the
specific product characteristics of broadband access and compared to typical Fast
Moving Consumer Goods (FMCGs) and other products, there is very little opportunity
for seeking variety. Consumers are not usually confronted with a large choice of
products placed next to each other on a shelf, which would render switching easy and
effortless. Instead, switching an ISP can be a very cumbersome and frustrating
undertaking (Kenny & Dennis, 2013). Second, broadband access can be categorised as
a so-called “experience good” (Nelson, 197042). Consumers cannot learn about the
actual quality of access (for example characteristics such as speed or latency) before
the purchase and use of the actual service. Thus there is significant risk involved in
switching ISPs. On the other hand, broadband access could also be considered a
“‘commodity product”’, meaning that unless there is significant trouble with it, such as
problems with the quality, consumers are indifferent to it. In addition, there are
numerous explicit and implicit barriers to switching, which Kenny and Dennis (2013)
document in their study of consumer lock-in for fixed broadband from various
perspectives43. Therefore it is not surprising that according to DG Connect’s E-
Communication Household Survey 2013, the majority of consumers have never
considered switching their ISP. Consequently, we do not expect a high share of
participants in the focus groups to have switched their provider recently, although it
should be noted that the test areas show a good spread across the different levels of
provider switching intensity across Europe, with Greece having the highest
percentage®4

The literature review of relevant studies for this study identified six relevant research
papers listed in Table 3-1. Numerous other papers investigating broadband choices
were identified4>, but they did not fully match the selection criteria outlined in the above.
Two major insights can be taken from the reviewed papers in the area of ISP choice.
First, most of these papers apply several attributes in addition to broadband speed and
price, which feature in all of them. These features usually stretch either into additional
services such as IPTV or into offering additional security. Only two of the papers apply
conjoint analysis to understand consumers’ ISP choice preferences while also
introducing network neutrality-related attributes into the choice experiment46. Second,
price, access speed and brand commonly emerge as the three most important
attributes?’.

42 Nelson, P. (1970): Information and Consumer Behavior. Journal of Political Economy 78, 311-329.

43 Kenny, R. & Dennis, A. (2013): Consumer lock-in for fixed broadband. Communications Chambers.

44 See Final Interim Report Stage B.

45 List of additional papers that have been identified in the literature review of the present proposal that
may be reviewed in more depth at the beginning of the contract: Byun, S., Bae, H., & Kim, H. (2006):
A contingent valuation of terrestrial DMB services. In R. Cooper, G. Madden, A. Lloyd, & M. Schipp
(Eds.), The economics of online markets and ICT networks (pp. 215-225). Heidelberg: Physica-
Verlag.
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Therefore the remainder of this section is structured along these two insights. First, we
discuss the three most important attributes for consumer choice in some depth, then we
review in detail the two papers that already contribute insights from choice experiments
to the network neutrality debate.

Table 3-1: Summary of choice-based studies on broadband choice
Author(s) Attributes Tested Major Results
(year) |
Van e TV provider Price and brand reputation dictate over 60% of
Camp ¢ No. of channels consumers’ choice of IAS
(2012)48 | e No. of HD channels
e Price TV
e BB provider
e Download speed
¢ Upload speed
e Price
e Telephony
Deere et e BB speed e Price is the most important driver of preference
al. e TV package ¢ A basic package can generate significant revenue
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@lue?r?r(s) Attributes Tested Major Results
(2008)4Y e Telephony (fixed) at £34.99 and a premium package at £50 to
e Telephony (mobile) £64.99.
e Provider e Mobile offers increased in popularity compared to
e Price earlier studies, although all four service elements
¢ Promotion (e.g. free remain important throughout.
router) e There is little preference between 8 Mbit/s and 16
Mbit/s.
e Premium TV services have also increased in
popularity.
e Brand is less important than price and service
provision.
Takano e Download speed Availability of TV and brand of service provider are
(2013)°0 e TV more important than download speed and Internet
o Level of Internet security.
Security
e Provider
e Price
Ida & e Price Consumers in areas where FTTH is already available
Sato e Download speed have a lower willingness to pay for high speed access
(2006)°1 | o IP Telephony than people living FTTH-deprived areas.
o TV
e Provider
e Symmetry of access
speed
Klie e Price Mobile access is more important to consumers than
(2012)°2 | « Download speed additional speed.
e Mobile access
Rouston e Price Reliability and speed are perceived as the most
et al. e Speed (download and important features of broadband access. Experienced
(2010)°3 upload in one attribute) consumers value Internet access higher than
o Reliability inexperienced ones.
e Mobile access
e Movie Rental
o Priority (ability to assign
different priority levels to
specific downloads)
e Telehealth
¢ Videophone
Nam et e Price The most important features for consumers are price
al. e Speed (guaranteed, and access speed (> 60 % importance) followed by
(2011)%4 minimum and up-to the two attributes in relation to network neutrality.

speed)

Content availability
Quality of public (low-
tier) network

49 Deere, G.; Brice, L. & Barton, S. (2008): Winning and losing in the Multi-play market using Conjoint
and Construct. Research sponsored by BT Wholesale. Ipsos MediaCT.

50 Takano, N. (2013): A conjoint analysis of a Next Generation Network (NGN) in Japan. Res
Socionetwork Strat: in press.

51 Ida, T. & Sata, M. (2006): Conjoint Analysis of Consumer Preferences for Broadband Services in
Japan. The Kyoto Economic Review, 5(2), 115-127.

52 Kilie, A. (2012): Broadband: What do consumers want? Examining willingness-to-pay. A Work Project,
presented as part of the requirements for the Award of a Masters Degree in Economics from the
NOVA — School of Business and Economics

53 Rosston, G., Savage S. J., & Waldman, D. M. (2010): Household demand for broadband Internet in
2010. The B.E. Journal of Economic Analysis & Policy, 10(1), Article 79.

54 Nam, C.; Lee, H.; Kim, S. & Kim, T. (2011): Network Neutrality: An End-User’s Perspective.
International Telecommunications Policy Review 18(1), 1-15.
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Author(s) ] :
(year) Attributes Tested Major Results
Huck and | e Average download Subjects in the survey rarely made optimal choices.
Wallace speed (actual speed) They did not identify part worth utilities. Thus we
(2011) ¢ Upload speed cannot determine which attributes influenced

e Monthly usage subjects’ choices.

allowance
e Price

e Traffic management
(possible measures
were download data
consistency during peak
time (none, download
slowdown at peak times,
download slowdown of
P2P at peak times) and
prioritisation of real time
services (prioritisation of
gaming, prioritisation of
VolP, prioritisation of
streamed video,
prioritisation of P2P)).

Price

Price commonly emerged from the conjoint experiments reviewed in the above as the
most important attribute for consumers’ choice of ISP. Thus, IAS does not seem to differ
from most other products and services. Price in the eyes of consumers usually acts as a
mental shortcut to infer the quality of a product or service, so it is not surprising that
price also ranks highly when consumers are directly asked about the importance of IAS
attributes (see Table 3-2).

Table 3-2: Main reason for choosing service provider, by relevant product*

Mobile Home Bundled

oA IS inet Phone | Telephone | Services

% % % % %
Price 26 30 27 19 21
Coverage 14 13 17 10 14
Only provider available in area 11 11 7 15 12

when signed up

Base: Contacted CSP in last six months n=1,364; Internet n=497; Mobile Phone 425; Home
Phone n=242; Bundled services n=180

*Question asked: Which of these was the main reason you chose your service provider as your service
provider? Source: ‘Community Research into telecommunications customer service experiences and
associated behaviours’, ACMA Report May 2011

Source: Xavier (2011)
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Access speed

Access speed is the IAS attribute that features most prominently in the marketing of
ISPs in most markets. It also determines a large part of the Quality of Experience (QoE)
that consumers are likely to enjoy with their Internet access. Therefore it is not
surprising that consumers find this an important attribute for their choice. It should be
noted that according to Van Camp’s (2012) research, there is a decreasing incremental
utility for broadband access speeds above 25 Mbit/s as these enable practically all
relevant applications. The same is true for upload speeds from 2 Mbit/s upwards. Based
on these results, it appears sensible to assume that the utility in conjoint experiments
also shows decreasing incremental growth.

Brand

In addition to price, brand is also a long-established part of consumer choice research.
It usually has a strong influence on consumer choice, in particular in conspicuous
consumption items such as clothes or cars. For the choice of ISP, brand may therefore
be less important; however, the importance of familiarity with the brand should not be
underestimated. Xavier (2007) concludes that consumers may overlook the consent
process with a familiar brand due to vested trust, but may be more likely to read the
terms and conditions with an unfamiliar brand. Also the brand may act as a heuristic for
the quality of Internet access.

Network neutrality

As outlined in the above, network neutrality has thus far played only a minor role in
conjoint experiments involving consumers. The literature review returned only two
papers that included network neutrality in their choice experiments (Huck & Wallace,
2011 and Nam et al., 2011). This section reviews these two papers in some detail as
they were particularly relevant for this study and for developing network neutrality-
related attributes for the survey.

Huck and Wallace (2011) conducted a choice experiment with 156 students at the
University College London, in which they focused on the influence of colour as
compared to numerical coding of information about broadband speed and network
neutrality in fictitious ISPs’ offerings. The subjects were asked to make appropriate
decisions for given individual or multi-user scenarios based on usage pattern
descriptions. Subjects received an incentive (0.25 GBP for each optimal decision) for
correct answers. Each subject had to go through 50 choices (40 single user and 10
multi-user households) and was informed about his/her performance after 25 choices.
For each choice, there was the opportunity to “search” for more information by clicking
on a button on the computer screen. All subjects completed an 1Q-test and a
guestionnaire probing their general broadband knowledge.
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The fictitious packages were developed around their access speed (up to 10, 20 and 50
Mbit/s). For each of these levels, there was a distribution on:

o Average download speed (actual speed)
e Upload speed

¢ Monthly usage allowance

e Price

e Traffic management (possible measures were download data consistency
during peak time, none, download slowdown at peak times, download
slowdown of P2P at peak times and prioritisation of real time services
(prioritisation of gaming, prioritisation of VolP, prioritisation of streamed
video, prioritisation of P2P)).

Additionally, some fictitious offers included superfluous information such as adult
content filtering, free modem, free anti-virus, etc.

The first and most relevant result of Huck and Wallace’s (2011) study is that subjects
found it difficult to make the rational choices. On average they made the right choice in
less than half of the choice exercises, which is less than one would have expected if
they had picked the broadband packages at random. Subjects who received the
numerical information performed significantly better. They chose the right option in
50.7% of the exercises. The existence of superfluous information did not have a
statistically significant influence on the number of optimal choices. Subjects tended to
use the additional search too much, and those unable to identify the right answer at
once seemed to search at random, with the additional information having little or no
measureable effect on their choices. Subjects often opted for the more expensive
package, suggesting that they use price as a proxy for the quality of service.

With regard to the personal characteristics (IQ and broadband knowledge), their
experiment did not reveal any statistically significant differences. They note that one
might expect that IQ ought to have some influence, especially if it is too low; however
this was not visible in the experiment, as all subjects were above the threshold that
allowed them to solve the tasks in the experiment. Meanwhile, it should be noted that
Huck and Wallace do not publish the part-worth utilities>® for the attributes they tested,
for obvious methodological reasons. Thus, the importance of network neutrality for the
end-user cannot be derived from their paper.

Nam et al. (2011) address this issue. Their objective is to add the end-user’s
perspective to the network neutrality debate. To achieve this, they conduct a conjoint
choice experiment with Korean end-users employing four attributes:

e Price (low 28US$, medium 34US$, high 40US$)

55 See Section 5.3.2 for an explanation.
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e Access speed in Mbit/s (guaranteed minimum speed/maximum advertised
speed: 1/10, 5/50, 10/100)

e Content Availability (free access to all content, access except for some
content)

e Quality of the Public (Low-Tier) Network (access speed of public network
is guaranteed, access speed of public network can be reduced)

Nam et al. (2011) state that they used “detailed explanations using simple language so
that respondents would understand each attribute clearly.” However, they do not
provide any detailed insight into how they developed these explanations nor whether
there was any attempt to measure whether consumers had actually understood them.
They conducted their conjoint experiment in an online survey with 1,049 Internet users.

Respondents considered price to be the most important attribute in their broadband
choice, followed by access speed. Taken together, these two attributes add up to more
than 60 percent of part-worth-utilities. The relative importance of the two attributes
directly linked to network neutrality were considerably lower in end-users’ choices. The
quality of the public network scored 19 percent and content availability scored 14
percent. The latter seems especially surprising given that unblocked access to all
content is one of the characteristics of the Internet commonly referred to by consumers
as highly desirable>6.

Nam et al.’s (2011) research seems somewhat limited in comparison to the other
conjoint experiments reviewed in that the number of attributes tested is low. Therefore it
seems likely that the relative importance of network neutrality is identified unreliably and
would likely change significantly if other important attributes such as bundling with TV or
the brand of the ISP had been introduced to the experimental setting. This highlights
that there was a need for further research in this area.

In conclusion, the two papers that include network neutrality-related attributes in their
conjoint experiments that were identified in this initial literature review highlighted the
need for further research, as they fail to ascertain its actual importance to end-users.
However, they did provide indications of the issues to be tackled. First, network
neutrality-related attributes have to be tested within the breadth of relevant attributes,
and not just a very simplified subset of what is likely to influence consumers’ choice.
The other papers reviewed here provide some examples of attributes that they found
play an important role in consumers’ choice of ISP; however it also appeared that
network neutrality was likely to play a minor role in that choice. Consequently, we
decided to conduct an Adaptive Conjoint Analysis (ACA) instead of a Choice Based
Conjoint (CBC) analysis, because the former enables a deeper understanding of
attributes’ effects that on the surface may appear to have little relevance for consumers.
We discuss our suggestion in depth in Section 5.3.

56 See for instance the discussion of network neutrality in the qualitative research reviewed in Section
3.4.
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Also they highlighted the need for clear and easy-to-understand information on network
neutrality for survey respondents. Whilst network neutrality is indeed a difficult concept
to grasp for consumers, the survey design also had to take into account their general
lack of knowledge and limited ability to understand the technological aspects of
electronic communications. For instance, the e-communication household survey
commissioned by DG Connect indicates that consumers have very limited knowledge
about their Internet access products. Across the EU 27, 57% of respondents admitted
that they did not know their advertised broadband access speed. A further 6% gave an
implausible answer to the question. In some markets, such as in France, 85% of
respondents were did not know the answer or gave an incorrect response>’.
Consequently, we needed to consider the insights about the consumers’ knowledge and
preferences gathered in the focus group discussions when we built the information
package, and also all the other elements of the questionnaire.

3.4 Consumers’ perception of network neutrality

Two relevant qualitative explorations of consumers’ attitudes to the specific issue of
network neutrality were identified in the literature review. Lawford et al. (2009)>8
conducted a study of immediate relevance. They used focus group discussions to explore
Canadian consumers’ perceptions of network neutrality. For these groups, they selected
“heavy users of the Internet at home (i.e. over 20 hours per week)”, who used
“applications such as VolP, P2P file transferring, live streaming of TV or radio
programming” and “indicated they were very interested in public policy issues and in
issues around the future of the Internet and how it may be regulated.”® Therefore it can
be assumed that the focus group participants were very well-informed and proficient
users of the Internet, who were significantly more interested in Internet issues than the
average Canadian consumer.

In total, Lawford et al. (2009) conducted six focus group discussions in various
Canadian cities in January 2009. Although the debate about network neutrality initiated
in part by complaints filed with CRTC in April 2008 was visible in public debatet0, Quail
and Larabie (2010) conclude from their analysis of newspaper articles in the US and
Canada referring to it that their “number hardly suggest a vibrant public discussion of
network neutrality”61 (p.39). In spite of this, given the profile of the participants as being
well-informed, it still seems surprising that one major finding in the focus group
discussions was that their “awareness and recognition of the term ‘network neutrality’
was very limited” and that the majority of them were unfamiliar with it. Those who had

57 DG Connect (2013): E-Communications Household Survey.

58 Lawford, J.; Lo, J. & De Santis, M. (2009): Staying Neutral: Canadian Consumers and the Fight for
Net Neutrality. Public Interest Advocacy Centre: Ottawa. Available at: http://tinyurl.com/6fnbu73
(accessed January 2014).

59 Lawford at al. (2009): 13.

60 E.g. CBC News Article on 21-04.2008: http://www.cbc.ca/news/technology/ndp-calls-for-net-neutrality-
1.740683 or itBusiness Article on 08-07-2008: http://www.itbusiness.ca/news/controversy-over-traffic-
throttling-by-canadian-isps-heats-up/3632.

61 Qualil, C. & Larabie, C. (2010): Net Neutrality: Media Discourses and Public Perception. Global Media
Journal- Canadian Edition 3(1), 31-50.
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heard the term before still lacked a clear idea of its meaning. Perspectives that the
participants expressed in the discussions ranged from network neutrality representing
the uncensored Internet where everybody connected can access every site and express
their opinions freely, to network neutrality representing an Internet unbiased by
business interests, such as content or search results being influenced. They often
blamed their lack of awareness on being complacent about their ISP’s service. In fact,
when disturbances occurred, which all participants had previously experienced, they
usually did not blame their ISP but rather their own hardware and/or software, or
another entity’s server. These views can also be seen in Kenny and Dennis (2013).62

However, when participants were made aware of issues such as throttling and other
means of traffic management that are actually linked to network neutrality, they showed
great interest in them. More often than not, they were concerned about what they had
learned about Internet traffic management practices, and opposed the idea of the
throttling or prioritisation of specific content unless it is really necessary. ISPs’ interest in
profit represented an insufficient reason for Internet traffic management to almost all
participants. Regarding network neutrality, Lawford et al. (2009) conclude that “[t]his
lack of awareness is troubling, since it makes the creation of network neutrality policies
more difficult.”63

Quail and Larabie (2010) present similar findings, albeit based on less substantial
evidence. In addition to their discourse analysis of newspaper articles on network
neutrality, they conducted a focus group with communication studies students at a
Canadian university in March 2010. Their participants were also largely unaware of the
term “net neutrality”, in spite of their studies. When provided with information about it,
they understood the concept and engaged more in the discussion. Generally, they also
seemed concerned about the influence that corporations might have on the Internet,
which they thought of as a public utility.

The major results of recent Ofcom research64 lend further support to the finding that
consumers are generally unaware of how the Internet works and are particularly unaware
of traffic management practices. Only around 1 in 10 consumers were aware of the term
‘traffic management’, and even if they if they were aware of it, more often than not they
did not know that ISPs in the UK currently use it. This suggests that UK Internet users are
unlikely to grasp the potential relevance of traffic management to their choices of Internet
access service products. However, the research also found that Key Facts lllustrations
(KFls) and surrounding material were relatively easy to comprehend, at least for those
consumers who had prior knowledge of traffic management. Potential avenues to improve
the information provided by ISPs were identified as:

e Provide an introduction to the KFIs that summarises the relevance of the policy

¢ Outline how it affects the ISP’s product set

62 Kenny, R. & Dennis, A. (2013): Consumer lock-in for fixed broadband. Communications Chambers.

63 Lawford et al. (2009), 17.

64 Summary document published at:
http://stakeholders.ofcom.org.uk/binaries/research/broadband-research/1145655/traffic-research.pdf.
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¢ Ensure that technical terms are explained in clear and simple (nhon-technical)
language

¢ Provide specific and meaningful measurement criteria for when high usage or ‘fair
usage’ policies are applied (for example ‘Hours’ of streaming as opposed to ‘MB’)

e Use clear symbols to designate ‘yes’, ‘no’ and ‘not applicable’ responses in the
KFI tables

This research led to the development of an information package somewhat similar to
the one for the survey of this project, which is described in detail in Section 6.7.

These qualitative results are further backed by a mixed-methods study conducted by
Kisielowska-Lipman (2012)65. As part of this study, a survey of 2,048 UK consumers
was carried out to shed light on their understanding of traffic management. In total, 45%
of the respondents had never heard of the term “traffic management”. A further 21%
had heard the term, but did not know what it meant. The same research finds that most
consumers also have little or no knowledge about the terms “data caps”, “fair usage
policy”, “peer-to-peer” and “VolP”. As part of the qualitative research conducted for the
study, participants in the in-depth interviews were also asked to perform a search on
traffic management policies, in which they had to find the information that is available
and try to make informed choices. The results concur with Lawford et al.’s (2009) and
Quail and Larabie’s (2010) findings on consumers’ lack of understanding of the term
“traffic management”. She finds that even technology-savvy participants had difficulties
grasping the term and vulnerable consumers were even unable to link the term to the
Internet. However, her work goes significantly beyond the studies discussed earlier as
she also sheds light on participants’ actual behaviour when searching for information.

The 32 participants in the study were asked to perform two search tasks: research
broadband providers and choose a preferred one, and compare three broadband
providers for their own use, depending on what sort of service they currently use (fixed-
line broadband package, bundled package or mobile broadband). The in-depth
interviews built on participants’ experiences during these tasks and revolved around:

e Their own experience of traffic management at home (for example, their
access being slowed down)

e Their information search experience in the research tasks (for example
difficulties that they might have had, their perception of information)

e Their understanding of and attitude towards traffic management and
managed services

Kisielowska-Lipman summarised the result as follows: “Low awareness, patchy
technical understanding and complicated website paths made it impossible to find and
compare all the information sought for the three broadband providers.”

65 Kisielowska-Lipman, M. (2013): Lost on the Broadband Super Highway. Consumer Focus.
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Two conclusions with immediate relevance to this research were drawn from these
papers. First, it appeared to be unlikely that the consumers would arrive at the focus
group discussions with significant prior knowledge about network neutrality, nor were
they likely to have formed strong attitudes about it. This was reflected in the discussion
guide for the focus groups, which was designed in such a way that it could uncover
participants’ attitudes towards network neutrality without asking them directly or unduly
biasing their views66. Second, these results showed that respondents in the survey
might place undue weight on service attributes that they can easily grasp such as price,
whilst neglecting certain aspects of the service that they might consider to be more
important if they fully understood them, but did not due to the technical jargon used to
describe them. However, Lawford et al.’s (2009) paper indicates that consumers do not
take network neutrality issues lightly when presented with factual information about
traffic management practices, which lent support to the development of an unbiased
information package for respondents to the survey. This information package was one
of the major research outcomes from the qualitative research of the project and is
discussed in detail in Section 6.7.

3.5 Information processing

In order to approach the development of an information package that encapsulated
information about how the Internet works and how it can be used for different purposes,
while focusing on network neutrality issues, it was important to first to realise that the
human information processing system is notoriously idiosyncratic and complex. People
mentally construct, interpret and (mis)understand information. It is therefore unlikely that
merely presenting all relevant options and correct information will generate the
appropriate interpretation and response (Shafir, 2007)67. Common mistakes made in
consumer information include presenting too much and/or too complex information, as
both are likely to adversely impact its effectiveness. Too much information is likely to
result in consumers ignoring or misunderstanding it (Xavier, 2011)%8, while overly
complex information may be perceived not only as difficult, but even humiliating by
more vulnerable groups of consumers (Better Regulation Executive and National
Consumer Council, 2007)%°. On the other hand oversimplification, such as using a
colour coding procedure, also does not necessarily lead to satisfactory results. Huck
and Wallace (2011) show in their choice experiments on broadband suppliers that when
information is colour-coded, respondents performed statistically significantly worse than
when provided with numerical information?’0.

66 See Annex.

67 Shafir, E. (2007): A behavioural background for economic policy. In Behavioural Economics and Public
Policy. Roundtable Proceedings. Australian Government — Productivity Commission: Melbourne.

68 Xavier, P. (2011): Behavioural Economics and Customer Complaints in Communication Markets. A
report prepared for the Australian Communications and Media Authority (ACMA) in connection with the
public inquiry “Reconnecting the Consumer”.

69 Better Regulation Executive and National Consumer Council (2007): Warning: Too much information can
harm.

70 Huck, S. & Wallace, B. (2011): Consumer Information on Broadband Speed and Net Neutrality
Experiment. London Economics. (We discuss the paper in more depth in Section 3.3.)
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Kisielowska-Lipman (2012) provides some tentative insights into consumers’
understanding of technical terms frequently used in current information about traffic
management procedures by broadband providers. The terms she highlights are listed in
Table 3-3. The results indicate that technological jargon without sufficient explanation is
unlikely to aid consumers’ understanding of network neutrality. This further underlined
the need for the careful development of the information package.

Table 3-3: Commonly used traffic management terminology and consumer
understanding (Kisielowska-Lipman, 2012)

Technical Term Participants’ understanding

Data caps

Peer-to-peer and newsgroups

Fair usage policy

Very limited or no understanding
VolP

Premium charges

Guarantees

Good understanding, but difficulties identifying

Streaming and downloading the difference between these two activities

Browsing and email, instant messaging,

gaming and software updates Good understanding

To aid the development of regulated consumer information, the Better Regulation
Executive and National Consumer Council, as an outcome of their study in 200771,
recommended five “tests” to consider when developing information packages:

1. Have you defined the behavioural outcomes that you wish to achieve?

2. Have you understood and assessed the level of incentives and
potential risk/harm for the target audience?

3. Have you considered and understood the impact of making this
information available on businesses’ incentives to achieve desired
outcomes?

4. To what extent can the information being provided simplify a choice for a
consumer (and hence achieve desired outcomes)?

5. Have you considered the fit with existing regulated information
requirements?

These five questions served as a starting point in the development of the information
packages for the research project; questions 1 and 4 are strongly linked to it. The
behavioural outcome of the planned information package was foreseen in the tender
specifications for this project: “allow consumers to answer all possible questions with as

71 Better Regulation Executive and National Consumer Council (2007): 11.
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little bias as possible.” This involved encouraging respondents to conduct comparisons
that they might not have conducted intuitively. Per-unit pricing information displayed in
proximity to prices in supermarkets and other vendors is an example of an information
practice where this might have been achieved. Therefore the implication for the
development of the information package was to identify effective ways of consolidating
the concept of network neutrality and other relevant information so that it enabled these
important comparisons that wouldn’t otherwise have been carried out, which in turn
were likely to simplify respondents’ choices in the conjoint exercise.

Questions 2 and 3 summarise what has been addressed above in this report. In order
for information to be meaningful, it has to account for consumers’ incentives. We sought
to give insights as to what these incentives are through fulfilling the second and in part
the third research objective of the qualitative research in the project. On the other hand,
to develop effective information one also needs to understand and address supply-side
incentives. This is echoed in the first research objective of the qualitative research in the
project.

Finally, the consumer information package developed by Ofcom as a result of their
research into consumers’ understanding of network neutrality and traffic management
practices provided some inspiration for the essentially similar task in this project. It was
found from the results that consumers are generally unaware of the term and require an
explanation that uses everyday language and might be supported by illustrations that
allow them to easily approach the subject by linking it to concepts well-known to them.
This led Ofcom to approach the issue by a motorway metaphor. The figures below
reproduce Ofcom’s final information package on traffic management; this can also be
found online’2,

72 See:
http://consumers.ofcom.org.uk/files/2013/09/traffic.pdf.
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Figure 3-1:  Ofcom information package on traffic management - cover

A GuIDE TO
INTERNET TRAFFIC
MANAGEMENT
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More of us are using the internet — and using
it for longer - than ever before.

What we do online has also changed dramatically.
All this has led to the internet becoming increasingly busy.

To ensure that networks operate efficiently, fixed-line and mobile internet service
providers (ISPs) can restrict or ration traffic on their networks, or give priority to
some types of traffic over others during peak periods or more generally.

This is known as ‘traffic management’ or ‘traffic shaping’.

Ofcom
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Figure 3-2:  Ofcom information package on traffic management - page 1

Why do ISPs do this?

Congestion is one reason.
Think of the internet as a series of motorways.

In the early days of the web, it was mainly used for email and browsing, and fewer people were
online. Back then there was little problem with congestion.

But as the internet grew in popularity — and we wanted to do more and more online —
the old dial-up phone connection couldn’t cope with demand and things became
congested and slow.

Broadband was the answer — it provided the internet with more
motorway lanes to speed up travel.

It also provided greater opportunities for people to do more
—such as stream films, download files, play games and
make video calls.

But many of these activities require a lot
of bandwidth and so the internet has
become very busy.

To deal with congestion, ISPs
had to come up with a way
to keep the internet
running without
slowing everything
down.

So they reconfigured their motorways by introducing ‘priority lanes’ for certain types of internet
traffic.

Internet traffic can be thought of as being represented by different types of vehicles. Activities like
streaming video are the lorries and take up a lot of space, whereas emailing or browsing are smart
cars and much smaller.

Types of traffic on the motorway

Emailing/ Browsing Internet phone calls Peer to peer file
(e.g. Skype) sharing

Audio + video streaming Downloading/

(e.g. YouTube Uploading
Spotify, iPlayer)
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Figure 3-3:  Ofcom information package on traffic management - page 2

What does this mean in practice?

You can think of it in the same way that traffic is managed on roads. For example, a bus lane gives
priority to buses over other types of vehicles and makes the buses’ journey times shorter. But
this can mean slightly longer journeys for other vehicles sharing the remaining lanes.

An individual ISP might decide to prioritise audio and video services during peak
times by putting them in the ‘bus lane’.

This should allow users to stream this content without disruption so it is
less likely to suffer interruption, which is called ‘buffering’.

To protect this service they might slow down another type of
traffic — such as file sharing.

Speeds for individual users may also be
temporarily reduced at peak times if they have
been using the internet more than their
package allows.

< 2,

&

Other factors can also affect your fixed or mobile
broadband connection

Regardless of your ISP’s traffic management policy there are a number of other reasons why the
speed or quality of your connection may not be performing to the level that you expect.
A few of these include:

¢ The line that provides your internet connection to your home could be damaged;

¢ The device that you use to access the internet (computer, mobile phone, dongle, gaming
console) may not be set up correctly;

¢ The quality of your phone signal and whether you are indoors or outdoors;

¢ There could be issues with the performance of your internet router or hub (e.g. WiFi
interference); or

¢ There could be faults related to specific content providers or their applications.

So if you have a problem with your connection we suggest contacting your provider in the first
instance. They should be able to help you work out what the cause is and how you might be able
to fix it.

How can | find out about my ISP’s internet traffic
management policy?

Each ISP has its own traffic management policy and so when choosing a provider you should check
their policy meets your needs.

Below you will find links to policies of the largest providers. If your ISP is not on this list, visit your
provider’s website or speak to their customer services department.

BT Virgin Media (National and Cable)
Karoo 02 (Home broadband and mobile broadband)
Plusnet EE (Handsets, broadband and mobile broadband)

Sky Three 0&0

TalkTalk Vodafone _— C—
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3.6 Summary

This chapter reviewed existing studies that are relevant to the major subjects covered in
this project’s focus group discussions. Interestingly, few researchers have so far
explored the role that the Internet plays in consumers’ lives using qualitative research
methods. When they have done, they have usually focused on very specific groups of
consumers, rather than the average consumer. Therefore our research added new
results to the existing literature in this area. Studies in the field of ISP choice criteria are
by and large conducted using quantitative methods, and above all they highlight that
switching ISPs is perceived by consumers as a cumbersome, difficult and sometimes
annoying process. Often they do not see much to gain from switching providers as their
offers appear to be quite similar. Most studies agree that the major choice criteria are
the following:

e Price
o Access Speed
e Brand

e Product Bundle

Very few studies have yet introduced attributes relating to network neutrality into their
investigation of ISP choice criteria. When they have done, they find that consumers do
have difficulty evaluating them and do not attach great weight to them in their decision-
making. However, it should be noted that the two studies that were identified in the
literature review that deal with network neutrality-related attributes both have some
methodological shortcomings that may have had an impact on the results. One used
only a small student sample, which may not be representative for the market, while the
other focused on a very limited set of attributes alongside the ones referring to network
neutrality and so may have overestimated its effect on consumer choice. We are
confident that we have overcome these shortcomings in this study.

The studies that we reviewed on information processing highlight that the human
information processing system is notoriously idiosyncratic and complex. People
mentally construct, interpret and (mis)understand information. Furthermore, the studies
exploring consumers’ understanding of how the Internet works, network neutrality and
traffic management showed that these concepts are very difficult to grasp for
consumers. Findings from the studies on information processing as well as research
conducted on behalf of Ofcom clearly indicate that the information package for the
survey has to use everyday language and needs to have visual elements in order to be
able to convey the intended message.
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4 Test Areas and Their Electronic Communications Markets

4.1 Introduction

The qualitative (focus groups) and quantitative (survey) research in this project has been
performed in test areas. BEREC member or observer states qualified initially as test
areas. The selection of test areas was based on a cluster analysis’3 that incorporated in
total 14 supply- and demand-oriented indicators. The final step of the cluster analysis
produced a two-dimensional plot that positioned the analysed countries in one out of four
quadrants. Each quadrant represents a single combination of low/high demand and
low/high supply. In total four test areas — one per quadrant — have been selected.

This is based on the assumption that each country which is selected from a specific
cluster is representative for the whole cluster. It should be noted, however, that
countries close to the middle of the respective quadrant represent more ‘average’
countries, whilst the ones at the outer edges of each quadrant represent more extreme
cases from the specific cluster. Thus for the quadrants with mixed supply and demand
results, the most natural choice is a country close to the middle of these clusters. This
ensures that there are two countries in the sample that represent their cluster well, but
also bear some similarities to the average of countries in the respective cluster analysis.
For the quadrants that represent the obvious early adopters (high demand, high supply)
and the late adopters (low demand, low supply), it is more logical to select countries
representing a more extreme case of their cluster as this allows studying the specific
effect of a very ‘active’ market as compared to a more ‘inactive’ market in more depth.
The final selection of test areas reflects this.

Furthermore, it is obvious that the final selection of test areas needed to represent a
good mix of small and large countries as well as a good geographic dispersion across
the countries that featured in the cluster analysis. This was the second rationale that the
study team kept in mind when making the final selection of test areas for the present
study.

Given the objective of the entire study — studying the value of network neutrality for
consumers — policy indicators on national legislation regarding network neutrality
appear to be of high importance for the cluster analysis. In fact, selecting a country that
already has a legislation prescribing strict network neutrality would have been
misleading and would have most likely biased the qualitative and quantitative research
results. As consumers in such a country do not realistically have a choice of IAS offers
that implement different network neutrality policies, we could not have measured their
impact. The existence of a legislation prescribing strict network neutrality was thus used
as an exclusion criterion, affecting the possible selection of the Netherlands and
Slovenia as a test area.

73 The cluster analysis is presented in detail in Section 5.1.
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4.2 Selected test areas

In consideration of the above rationale the following test areas have been selected for
carrying out the focus groups and the survey:

e Croatia
e Czech Republic
o Greece

e Sweden

Croatia represents a rather extreme example of the lower left quadrant i.e. late adopter
countries. Therefore, consumer data from this test area reflects best the situation of low
supply and low demand. The comparison to Sweden (an extreme country from the
‘early adopter’ quadrant is especially likely to yield interesting results as regards the role
the Internet and network neutrality play in consumers’ lives as well as consumers’
choice criteria. Furthermore, Croatia is a small country and represents the South of
Europe. A high share (46%) of consumers in Croatia have indicated experiencing
blocking on their Internet connection.

Czech Republic is situated in the middle of the cluster in the upper left quadrant with
high supply but comparatively low demand. It has been selected as it represents a
medium sized country from Eastern Europe that appears most representative of its
cluster. A low share (20%) of consumers in the Czech Republic have indicated
experiencing blocking on their Internet connection.

Greece is selected as it represents the most populated cluster in the lower right
qguadrant (comparatively high demand, average supply) quite well given its relative
position. It is a medium-sized country from Southern Europe. A low to medium share
(24%) of consumers in Greece have indicated experiencing blocking on their Internet
connection.

Sweden is selected as it represents an extreme case from the upper right cluster and
thus the direct opposite of Croatia. Furthermore, it serves as an example for a medium-
sized Northern European country. A medium share (27%) of consumers in Sweden
have indicated experiencing blocking on their Internet connection.

4.3 Country profile of Croatia

4.3.1 Croatia: The electronic communications market environment

4.3.1.1 Specific broadband products with their market shares

Broadband products can be mainly characterised by their availability, speed and
technology (e.g. Cable, xDSL, FTTXx, etc.). The recent study on ‘Broadband internet
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access cost (BIAC)'74 provides country profiles based on a number of indicators that
characterise the broadband market. For Croatia this study collected a total of 96
broadband Internet offers. These offers are collected from four different operators that
represent more than 90% of market share, being T-Hrvatski Telekom (incumbent), OT
Optima Telekom?5 (new entrant), B.net Hrvatska’® (new entrant), and Iskon’? (new
entrant). The following characteristics are provided:

o All offers investigated do not require line rental or a cable TV subscription;

¢ Most of these offers (49%) are unmetered, which means that an unlimited
volume of data can be downloaded at any time, whereas 47% does have a
volume cap (metered);

e Offers from incumbents accounted for 38% of all the offers, whereas 63% of
these were offers from new entrants;

In terms of speed offers per basket: most offers are in the 8Mbps-12Mbps speed
range (31%), followed by 12Mbps — 30Mbps (26%), 2Mbps-4Mbps (24%) and
4Mbps — 8 Mbps (7%) (Covering 97% of offers, see also Figure 4-1);

¢ Interms of technology: most offers are xDSL (81%), followed by cable (16%)
and FTTx (3%).

Figure 4-1:  Offers per basket (speed) and technology (Croatia)

Croatia Croatia

u 144kbps-512kbps m 512kbps-1Mbps 1Mbps-2Mbps = xDSL Cable mFTTx Satellite Plug & Play
® 2Mbps-4Mbps 4Mbps-8Mbps ~ m 8Mbps-12Mbps

u 12Mbps-30Mbps = 30+Mbps
The following sections provide more information for relevant indicators on:

o Download speed of fixed broadband subscriptions

¢ Broadband subscriptions per type of technology

74 2013, Broadband internet access cost (BIAC), see: http://ec.europa.eu/digital-agenda/en/news/study-
retail-broadband-access-prices-2013-smart-20100038.

75 It should be noted, that as a result of pre-bankruptcy-settlement procedure representatives of HT have
been appointed as members of Optima’s Supervisory Board and a former employee of HT has been
appointed as CEO of Optima.

76 B.net has become part of the VIPnet in 2011.

77 Note: 100% owned by the incumbent.
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4.3.1.2 Download speed of fixed broadband subscriptions

As far as download speed as a share of fixed broadband subscriptions is concerned,
there is little data available on the situation in Croatia. Most of the subscriptions are 2
Mbps and faster (advertised download speed).

4.3.1.3 Broadband subscriptions per type of technology

The DAE Scoreboard provides data on NGA (FTTH, FTTB, VDSL, Cable DOCSIS 3.0
and other NGA) subscriptions as a percentage of total fixed broadband subscriptions for
2013. As shown in Figure 4-2, NGA share of broadband connections ranges from
69,5% in Belgium to 1,2% in Croatia. The average NGA broadband coverage as a
percentage of total fixed broadband subscriptions is 35,3%.

Figure 4-2: NGA (FTTH, FTTB, VDSL, Cable DOCSIS 3.0 and other NGA)
subscriptions as a percentage of total fixed broadband subscriptions in

2013
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Source: DAE Scoreboard

Note that the data provided on the Digital Agenda Scoreboard for Croatia does not
include DOCSIS 3.0 subscriptions according to HAKOM. According to data provided by
HAKOM, in Q2 2014 there were 102.200 DOCSIS 3.0 subscriptions and 10.977 FTTH
subscriptions. This means that, taking into account this data, the total number of NGA
subscriptions in Q2 2014 was 113.177 (excluding VDSL) meaning about 12,1% of total

fixed broadband subscriptions (936.769 in Q2 2014).78

On the basis of data from the DAE Scoreboard the Figure 4-3 below indicates fixed
broadband subscriptions as technology market shares:

78 These figures were not updated in the figure in order to ensure comparability across countries in the
original dataset.
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DSL lines % (VDSL included) range from 99,79% in Greece to 15% in
Bulgaria. In Croatia they are 85%; whereas the average share is 56%;

Cable modem % (DOCSIS 3.0 included) ranges from 51% in Belgium to 0% in
Greece and ltaly. In Croatia it amounts to 11%, whereas the average share is 21%;

FTTH/B % ranges from 54% in Latvia to 0% Greece and Malta. In Croatia it is
only 1%, whereas the average share is 14%.

Other % range from 36% in Bulgaria to 0% in the Netherlands and Sweden,
while the average share is 7,4%. For Croatia it is 3%.

Figure 4-3:  Broadband subscriptions per type of technology in 2013
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4.3.1.4 Specific pricing plans for Internet access, including typical promotional offers,

major contract terms and conditions

This section presents monthly prices of Internet access (least expensive offer in
EUR/PPP) in Croatia in comparison to other countries. The DAE Scoreboard provides
data on the monthly price of standalone Internet access per speed range in 2014.

As shown in Figure 4-4, prices for:

Internet Access 8-12 Mbps range from €10,90 in Lithuania to €47.71 in Greece
(note that this price is based only on one offer (satellite)). The average price
across BEREC member and observer countries (for which data is available) is
€26,49. Croatia is slightly below the average with the price at €26,26

Internet Access 12-30 Mbps range from €12,01 in Lithuania to €57.86 in
Iceland; the average price is €25,51. In Croatia the price is above average at
€29,70
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Internet Access 30-100 Mbps range from €11,53 in Lithuania to €81,52 in
Liechtenstein with the average price of €32,96. Croatia reached the price of
€55,69

Internet Access 100 Mbps range from €19,54 in Latvia to €138,45 in Austria,
whereas the average price across BEREC member and observer countries (for
which data is available) is €58,65. Croatia is much above the average with the
price at €121,24.

Figure 4-4:  Monthly price of Internet access per speed in 2014
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According to the Croatian Regulatory Authority for Network Industries (HAKOM),
biggest operators in Croatia offer Internet Access Services in the following ranges
(prices without VAT9, Flat traffic included) for:

4 Mbps - from 159,20 HRK to 188,98 HRK (approximately 20-25 EUR)
10 Mbps - from 108,00 HRK to 222,92 HRK (approximately 23-25 EUR)
30 Mbps - 188,00 HRK (approximately 25 EUR)

100 Mbps - 236,98 HRK (approximately 31 EUR)

According to the “Ordinance on the Manner and Conditions for Provision of Electronic
Communications Networks and Services” minimum speed guaranteed must be 50% of
the advertised speed for speeds up to 10 Mbps and 70% of the advertised speed for
speeds above 10 Mbps. Operators offer three different kinds of contract: without
contract obligation, 12-month minimal contract duration and 24-month minimal contract

duration.

79 Please note that these prices are not fully comparable to the ones shown in the figure relating to the
DAE Scoreboard data. The latter are prices in purchase parity.



56 Full Results Report co

It is normal for an operator to have some promotional offers, for example, first three
months for free, three or six months - 50% percent discount, or discount for a new
device or a gadget.

In the case of early contract termination, users have to pay fees defined by the general
contract terms and conditions. The fee for early termination is calculated as a sum of
the monthly fees for a package for the rest of the minimum contract duration or

other fees in the amount of discounts on products and services that the subscriber
achieved if the payment of such compensation is favourable to the subscriber.

4.3.1.5 Information on bundling practices and pricing of such bundles
This section presents bundle penetration and pricing of such bundles in Croatia.

The study on ‘Broadband Internet access cost (BIAC)'80provides data on the
penetration of types of bundled offers.

In terms of types of offers in Croatia in relation to bundling: 32% were Internet access
only, 30% Internet access and fixed telephony, 11% Internet access and TV and 26%
Internet access, fixed telephony and TV.

Figure 4-5.  Offers per offer type in Croatia, 2013

33%

Croatia
B Internet access + Fixed telephony + Television
Internet access + Television
® |[nternet access + Fixed telephony

¥ |Internet access

Source: BIAC study

80 2013, Broadband internet access cost (BIAC), see: http://ec.europa.eu/digital-agenda/en/news/study-
retail-broadband-access-prices-2013-smart-20100038.
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The DAE Scoreboard provides data on the monthly price of standalone Internet access,
as well as bundles according to different speed (least expensive offer in EUR/PPP).

As shown in Figure 4-6, monthly price of Internet access, together with fixed telephony
bundles for:

o Offer 8-12 Mbps ranges from €19,95 in Sweden to €79.24 in Latvia. The
average price is €39,99, similarly in Croatia is €39,98

o Offer 12-30 Mbps ranges from €25,32 in Romania to €59.25 in Liechtenstein;
the average price is €36,63. In Croatia the price is also above the average is
€49,45

o Offer 30-100 Mbps ranges from €22,25 in Sweden to €75.25 in Slovenia; the
average price is €45,19. This type of bundle in Croatia costs €73,14

o Offer 100 Mbps ranges from €32,13 in France to €147,59 in Malta; the average
price across BEREC member and observer countries (for which data is
available) is €73,44. For Croatia the price is much above the average at
€141,69.

Figure 4-6:  Monthly price of Internet access + fixed telephony bundles in 2014
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Table 4-1: Monthly price of Internet access + fixed telephony bundles in 2014
Speeds HT Iskon Optima Vipnet
4 Mbit/s 214,45 kn 155,99 kn 166,40 kn 159,20 kn
5 Mbit/s 131,99 kn
. 135,99 kn
10Mbit/s 238,45 kn 216,00 kn 183,20 kn
175,99 kn
15 Mbit/s 151,20 kn
20 Mbit 296,85 kn 255,20 kn 231,20 kn
30 Mbit/s 231,20 kn
. 254,45 kn
40 Mbit
214,45 kn
. 471,20 kn
60 Mbit/s
479,20 kn
. 270,45 kn
100 Mbit
230,45 kn
. 551,20 kn
120 Mbit/s
559,20 kn

Source: HAKOM 2014

Figure 4-7 below presents monthly price of Internet access, together with fixed
telephony and TV bundles (least expensive offer in EUR/PPP) for:

e Offer 8-12 Mbps, which ranges from €25,81 in Estonia to €95,61 in Portugal.
The average price across BEREC member and observer countries (for which
data is available) is €53,16. This type of bundle in Croatia costs €53,48

e Offer 12-30 Mbps, which ranges from €23,77 in France to €87,57 in Norway;
the average price is €47,05. In Croatia the price is higher than the average at

€63,65

e Offer 30-100 Mbps, which ranges from €23,77 in France to €86,24 in Norway;
the average price is €50,96. This type of bundle in Croatia costs €84,29

e offer 100 Mbps, which ranges from €29,84 in Latvia to €137,02 in FYROM,; the
average price across BEREC member and observer countries (for which data is
available) is €69,93. For this type of bundle there is no information available for

Croatia.
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4.3.1.6
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Information about network neutrality policies of ISPs

Malta
FYROM
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Monthly price of Internet access + fixed telephony + TV bundles in 2014

Croatia [

Cyprus
Norway

Liechtenstein

According to Croatian Regulatory Authority for Network Industries (HAKOM), operators
in Croatia do not have any restrictions regarding use of the Internet and only have an
obligation to inform users about maximum and minimum speed for Internet access.
Also, consumers have the possibility to measure broadband speed with a certificated
tool provided by HAKOM (HAKOMetar). These results can be used as a proof in case of

a user complaint.

Table 4-2: Monthly price of Internet access + telephony + TV bundles

Speeds HT Iskon Optima Vipnet
4 Mbit 236,00 kn 231,99 kn 230,40 kn 239,20 kn
5 Mbit 195,99 kn
: 199,99 kn
10 Mbit 260,00 kn 280,00 kn 263,20 kn
263,99 kn
: 311,20 kn
20 Mbit 318,40 kn
204,00 kn
30Mbit 284,00 kn
: 236,00 kn
40 Mbit
268,00 kn
24,00 k
60 Mbit 524,00 kn
559,20 kn
: 252,00 kn
100 Mbit
284,00 kn
: 604,00 kn
120 Mbit
639,20 kn

Source: HAKOM 2014
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4.3.1.7 Information about how ISPs typically present information to consumers in
advertising, own websites

As explained by the Croatian Regulatory Authority for Network Industries (HAKOM),
operators in fixed networks have an obligation to present information about the speed
by using a term ,from — up to*, for broadband speed in general terms of conditions,
advertising, websites, etc. Mobile operators on their websites need to indicate that
maximum speed is possible only if all conditions are satisfied (e.g. network congestion).

4.3.2 Croatia: Internet consumer behaviour

This part explains consumer behaviour in Croatia with regard to Internet access and
network neutrality in particular. The information is presented against the background of
other countries.

4.3.2.1 Switching behaviour and choice criteria for Internet access services and actual
/ perceived breadth of potential choices

The aim of the study is to look at the value of network neutrality for consumers. The
following sections provide available data on network neutrality incidents, as well as
consumer behaviour in terms of switching ISPs.

4.3.2.1.1 Network neutrality incidents

The Eurobarometer on eCommunications and Telecom Single Market household survey
provides data on the awareness of data consumption limits of Internet connections for
2014. As shown in Figure 4-8, awareness of data consumption limits ranges from 55%
in Croatia to 16% in the Czech Republic, with an average of 27% across BEREC
member and observer countries (for which data is available).

20% of Croatian respondents are aware of the limits of Internet connections, but they
are not sure what they are, which is nearly at the average of 22%. 18% of the surveyed
population in the Croatia seems to be ‘not aware’ of the data consumption limits,
whereas the average for the analysed countries is 40%. 7% of the Croatian
respondents replied ‘I don’t know’.
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Figure 4-8:  Awareness of data consumption limits of Internet connections in 2014
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The Eurobarometer on eCommunications and Telecom Single Market household survey
provides data on the difficulty of accessing online content and applications due to
insufficient speed or downloading capacity for 2014. As shown in the Figure 4-9,
respondents ‘often’ having difficulties ranges from 14% in Luxembourg to 2% in
Lithuania, with an average of 5,5% across BEREC member and observer countries (for
which data is available). As for the Croatia, 8% of respondents admitted ‘often’ having
such difficulties. On the other hand, 45% of the Croatian respondents confirm that they
‘sometimes’ experience difficulties due to insufficient Internet speed, which is above the
average of 32%. 40% of the surveyed population in this country claim to ‘never’
experience such difficulties, whereas the average is 60%. 7% of the Croatian
respondents replied ‘I don’t know’'.
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Figure 4-9:  Difficulties experienced due to insufficient speed in 2014
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The Eurobarometer on eCommunications and Telecom Single Market household survey
provides data on the number of cases in which users experienced any kind of blocking
of online content or applications for 2014. As shown in Figure 4-10, regular blocks
(“Yes, often) range from 7% in Romania to 0% in Malta, with an average of 2,6% across
BEREC member and observer countries (for which data is available), whereas
occasional blocking (“Yes, sometimes”) is reported more frequently (23.7% on
average).

As for Croatia, 5% of the respondents ‘often’ experience blocking of online content or
applications, whereas for 41% it happens ‘sometimes’. 48% of the surveyed Croats
‘never’ cope with such blockings, which is below the average of the analysed countries
of 69%. 6% of the Croat respondents replied ‘I don’t know’.
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Figure 4-10: Blocking of online content or applications in 2014
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The Eurobarometer on eCommunications and Telecom Single Market household survey
also provides data on the types of content and applications for which users experienced
Internet blocking for 2014. As shown in Figure 4-11, on average 38% of users
experienced online blocking when watching a video, with data ranging from 56% in
Malta to 24% in Finland, whereas the average of 23% experienced blocking while
watching live events, with data ranging from 32% in Luxembourg to 9% in Hungary
(across BEREC member and observer countries for which data is available).

In Croatia, 47% of respondents experienced online blocking when watching a video and
31% while watching live events. 27% of the surveyed Croats claim to have experienced
such blocking while listening to music, which is a bit above the average of 20%. 23% of
the respondents in this country coped with online blocking when downloading video
content for free; the average is 22%.
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Figure 4-11: Experience of Internet blocking in 2014
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4.3.2.1.2 Switching behaviour

The 2014 eCommunications and telecoms single market Eurobarometer8l survey
provides data on the percentage of households that switched their Internet service
provider at least once up to the time of the survey. Eurobarometer data covers the
EU28 (see Figure 4-12). Figures for Croatia are as follows:

¢ Bundles ranges from 20% to 68%; the average is 45%. Croatia is above the
average with 48%

e Mobhile telephone ranges from 18% to 64%; the average is 44%. Croatia is
below the average with 40%

e Internet82 ranges from 22% to 61%, whereas the average amounts to 43%. In
Croatia it is 40%

e Fixed line telephone ranges from 5% to 62%; the average is 37%. In Croatia
40% of households switched their provider for this service.

e Television ranges from 11% to 54%, whereas the average amounts to 26%. In
Croatia 28% of households did such a switch.

81 It should be noted that these figures refer to a representative survey and not an analysis of actual
switching data from the providers. HAKOM estimates that the actual percentage of users have
switched their ISP within the last 12 months is between 20 and 30 %.

82 FYROM (not covered in the Eurobarometer data set) reported a value of 2.2% for this indicator.
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Figure 4-12: Percentage of households that switched their Internet service providers3
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Unfortunately, there is no in-depth data on switching reasons or criteria reflected in the
CHAFEA report for Croatia, from which data were drawn for the other test areas.
However, the Croatian Regulatory Authority for Network Industries (HAKOM) indicated
that the most common criteria for choosing IAS package are:

e price (the most common),

e (uality,

e maximum upload/download speed.

Web browsing, streaming, downloading and uploading files are the typical patterns of
Internet usage among the Croatian society that will be further examined in the following

Sections.

4.3.2.2 Consumers’ preferences and willingness to pay for Internet access services

This chapter presents overview of the situation in Croatia, as far as consumer’s
preferences and willingness to pay for Internet Access Services (IAS) are concerned.

4.3.2.2.1 Typical patterns of Internet usage

The analysis of typical patterns of Internet usage in Croatia concentrates on such
aspects as: frequency of the usage, its’ location, purpose of the use and digital skills.

83 HAKOM positions this value somewhat lower between 20 and 30 percent. Accordingly, the remaining
shares may in reality be higher.
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4.3.2.2.2 Internet use and its frequency

ITU provides data on the percentage of individuals using the Internet, whereas Eurostat
provides data on the number of individuals who are frequent users (every day or almost
every day) for 2013. As shown in Figure 4-13, the percentage of individuals using the
Internet ranges from 96,5% in Iceland to 46,3% in Turkey, with an average of 74,9%
across BEREC member and observer countries (for which data is available). Croatia is
a bit below the average with 67%.

Figure 4-13: Internet use in 2013
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According to the ICT Households survey (Figure 4-14), the percentage of individuals
who are frequent Internet users ranges from 91% in Iceland to 30% in Turkey84. In
Croatia 53% belong to frequent Internet users, which is below the average of 61% of
the surveyed BEREC member and observer countries (for which data is available).

84 Note that Eurostat also provides a value for Serbia that is included in this dataset, however this value
is for latest available year (2009).
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Figure 4-14: Individuals who are frequent Internet users (every day or almost every
day), 2013
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4.3.2.3 Location and purpose of using Internet

EUROSTAT provides information on individuals using the Internet, by place of use in
2013 (% of individuals aged 16 to 74). As presented in the Figure 4-15, data on using
the Internet:

¢ At home ranges from 31% to 95%; the average is 70% across the BEREC
member and observer countries (for which data is available). In Croatia 62% of
individuals use the Internet at home, which is below the average.

o At place of work ranges from 11% to 60%; the average is 33%. In Croatia 25%
of individuals use the Internet at work, which is below the average.

o At place of education ranges from 4% to 30%, whereas the average is 11%.
6% of Croatian individuals use the Internet at this place.

e At other places ranges from 3% to 48%, whereas the average is 20%. 10% of
Croatian individuals use the Internet at other places.
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Figure 4-15: Individuals using the Internet, by place of use (% of individuals aged 16

to 74), 2013
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EUROSTAT in its’ ICT Household Survey also provides data on the type of Internet use
for 2012 and 2013. Figure 4-16 reveals that the average number of individuals using the
Internet for:

o sending/receiving e-mails is 64%, whereas in Croatia it is 48%

¢ playing or downloading games, images, films or music is 37% whereas in
Croatia it is 35%

e listening to web radio/watching web television is 33%, whereas in Croatia it is
29%

e participating in social networks is 47%, whereas in Croatia it is 38%
¢ uploading self-created content is 26%. In Croatia it is 31%

¢ downloading software 24%, whereas in Croatia it is 28%.
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Figure 4-16: Internet use: sending/receiving e-mails in 2013, playing or downloading
games, images, films or music in 2012, listening to web radio/watching
web television in 2012, participating in social networks in 2013, uploading
self-created content in 2012, downloading software in 2013
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4.3.2.4 Digital skills
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The DAE Scoreboard provides data on digital skills. As shown in Figure 4-17, the
percentage of people with basic digital skills ranges from 83% in Iceland to 15% in
Romania, with an average of 54% across BEREC member and observer countries (for
which data is available). Furthermore, in 19 countries, the percentage of people with

basic or above digital skills is above 50%.

Croatia is below the average with the number of individuals with basic or above basic
digital skills at 42%. 58% of people in this country have low or no digital skills, which is

more than the average of 45%.
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Figure 4-17: Individuals with basic or above basic digital skills, 2012
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Level of digital skills can be also described through the use of the Internet by individuals
for particular tasks.

According to EUROSTAT and as shown in Figure 4-18, the average number of
individuals who have:

e used a search engine to find information is 73%, whereas in Croatia it is 65%
e sent an email with attached files is 62% whereas in Croatia it is 45%

e posted messages to chat rooms, newsgroups or an online discussion forum is
37%, whereas in Croatia it is 29%

e used the Internet to make phone calls is 37%, whereas in Croatia it is 30%

e used peer-to-peer file sharing for exchanging movies, music, etc. is 17%,
whereas in Croatia it is 19%.
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Figure 4-18: Individuals' level of Internet skills - Individuals who have used the Internet
to perform different activities, 2013
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4.3.2.5 Additional insights

Additional insights for Internet consumer behaviour in Croatia from market research
sources are scarce.

Gemius (2014)85 report offers some insight into Croatian Internet consumer behaviour.
First of all, it is noticed that web engagement similarly to other countries in the same
region has decreased from Dec 2012 to Dec 2013. For Croatia, this decrease was from
11:12h per month spent online to 8:33 hours per month spent online. In this time, the
average has visited 533 pages (2012) and 411 pages (2013) respectively. This
significant decrease in time spent on the Internet using desktop computers / laptops has
been induced by Croatians switching to mobile devices more and more. Around 18 % of
Internet traffic came from devices such as smartphones (15 %) and tablets (3 %) in Dec
2013.

Table 4-3 below shows the ten most popular local websites in Croatia including time
spent on the site by the average site user in hours per month and their reach of the
population with Internet access.

85 Gemius (2014): ONLINE LANDSCAPE: South-East Europe.
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Table 4-3: Top 10 most popular local websites in Croatia
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Table 4-4 shows the 10 websites in Croatia that attract the fastest growing nhumber of
users in 2013.

Table 4-4: Top 10 fastest growing websites in Croatia
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Naturally, Croatian Internet users are active on social networks. The latest figure that
was currently available indicates just under 1.5 million Facebook users in Croatia

(Socialbakers 2011)86. The data on the most relevant pages and brands is much more

86 See:
https://cdn.socialbakers.com/www/archive/storage/www/hr-nov2011.png.



https://cdn.socialbakers.com/www/archive/storage/www/hr-nov2011.png

-2,

[a]
o
=Y

T The Value of Network Neutrality to European Consumers 73

c

three website of the country. Samsung is the brand with the highest number of local
fans in Croatia followed by two brands of chemists (BIPA and dm). Four more retail
brands feature amongst the top 10 in Croatia’s Facebook — NjuSkalo, Monika-
posredovanje.hr, Lidl, H&M. Interestingly, there is also a provider of electronic
communications amongst the top 10 pages (vipnet.hr on place 9).

Data on e-commerce activity is provided by the European Consumer Conditions
Scoreboard8?. Croatia has seen the steepest growth rate in e-commerce activity of all
European countries. From 2008 to 2012, the share of people, who have bought a
product or service online has grown from 7 to 23 percent. Compared to the average of
the EU 27, this is, however, still a relatively small share. For all European countries, the
same figure grew from 32 to 45 percent in the same period. It is also interesting to note
the Croatians have the lowest confidence level in online shopping across the EU. This
may indicate also a lack of trust in other online activities.

As regards video streaming there is no direct consumer data available, however, one
may take the offer of audio-visual content on demand as proxy for how mature the local
market is and how strong the demand for such services is. In Croatia, there are 31 on-
demand sources for audio-visual content (officially) available. Within that, there are 10
branded YouTube channels, 7 catch-up TV services and 11 VoD services. Almost all of
these offers are targeted mainly at the Croatian market88,

4.4 Country profile of Czech Republic

4.4.1 Czech Republic: The electronic communications market environment

4.4.1.1 Specific broadband products with their market shares

Broadband products can be mainly characterised by their availability, speed and
technology (e.g. Cable, xDSL, FTTx, etc.). The recent study on ‘Broadband Internet
access cost (BIAC)'89 provides country profiles based on a number of indicators that
characterise the broadband market. For Czech Republic this study collected a total of
69 broadband Internet offers. These offers are collected from six different operators that
represent more than 90% of market share, being Telefénica O2 (incumbent), RIO media
(new entrant), UPC Ceska republika (new entrant), GTS Czech (new entrant), U:fon
(new entrant) and T-mobile (new entrant). The following characteristics are provided:

87 European Commission (2013): The Consumer Conditions Scoreboard — Consumer at home in a
single market. 9™ edition July 2013.

88 MAVISE database http://mavise.obs.coe.int/welcome.

89 2013, Broadband internet access cost (BIAC), see: http://ec.europa.eu/digital-agenda/en/news/study-
retail-broadband-access-prices-2013-smart-20100038.
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o 88% of offers investigated do not require line rental or a cable TV subscription.

e All these offers (100%) are unmetered, which means that an unlimited volume of
data can be downloaded at any time.

e Offers from incumbents accounted for 19% of all the offers, whereas 81% of
these were offers from new entrants.

¢ Interms of types of offers in relation to bundling: 57% were Internet access only,
12% Internet access and fixed telephony, 19% Internet access and TV and 13%
Internet access, fixed telephony and TV.

e Interms of speed offers per basket: most offers are in the 12Mbps — 30Mbps
(35%) followed by 30+ Mbps (33%), 4Mbps — 8 Mbps (10%) and 512kbps —
1Mbps (also 10%) and 8Mbps-12Mbps (6%) (covering 94% of offers, see also
Figure 4-19).

¢ Interms of technology: most offers are FTTx (42%), XxDSL (26%), followed by
cable (25%) and Plug & Play (7%).

Figure 4-19: Offers per basket (speed) and technology (Czech Republic)
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The following sections provide more information for relevant indicators on:

e Download speed of fixed broadband subscriptions

e Broadband subscriptions per type of technology

4.4.1.2 Download speed of fixed broadband subscriptions

Digital Agenda Scoreboard provides data on fixed broadband subscriptions by speed in
2014.

Czech Republic is below average (19%) with the share of fixed broadband subscriptions
30Mbps and above and below 100Mbps amounting to 11%.
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The country is very close to average as far as fixed broadband subscriptions 100 Mbps
and above are concerned — with 7% compared to 8% being the average.

73% is the average for fixed broadband subscriptions above 144 and below 30Mbps
and Czech Republic is above, with the share of 83%.

Figure 4-20: Fixed broadband subscriptions by speed (Digital Agenda categories),
2014
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4.4.1.3 Broadband subscriptions per type of technology

The DAE Scoreboard also provides data on NGA (FTTH, FTTB, VDSL, Cable DOCSIS
3.0 and other NGA) subscriptions as a percentage of total fixed broadband
subscriptions for 2013. As shown in Figure 4-21, NGA share of broadband connections
ranges from 69,5% in Belgium to 1,2% in Croatia. For Czech Republic the NGA share is
42,6%. The average NGA broadband coverage as a percentage of total fixed
broadband subscriptions is 35,3%.
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Figure 4-21: NGA (FTTH, FTTB, VDSL, Cable DOCSIS 3.0 and other NGA)
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On the basis of data from the DAE Scoreboard the Figure 4-22 below indicates fixed
broadband subscriptions as technology market shares:

DSL lines % (VDSL included) range from 99,79% in Greece to 15% in
Bulgaria. In Czech Republic they are 35%; whereas the average share is 56%;

Cable modem % (DOCSIS 3.0 included) ranges from 51% in Belgium to 0% in
Greece and Italy. In Czech Republic it amounts to 18%, whereas the average
share is 21%;

FTTH/B % ranges from 54% in Latvia to 0% Greece and Malta. In Czech
Republic it is 12%, whereas the average share is 14%.

Other % range from 36% in Bulgaria to 0% in the Netherlands and Sweden,
while the average share is 7,4%. For Czech Republic it is 35%.
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Figure 4-22: Broadband subscriptions per type of technology in 2013
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The Czech Telecommunication Office (CTU) provides information on the share of
broadband access speeds by type of access technology (see Figure 4-23 below).
Speed range 2-10 Mbps has the highest share within the copper network (xDSL) and
wireless network (WiFi) technologies — around 60%. Speed range of 10 Mbps and
above and below 30 Mbps dominates within fiber network technologies (FTTH and
FTTB) — around 50%. These technologies enable also a speed range of 30Mbps and
above and below 100 Mbps — with around 30% of the share for FTTH and around 35%
for FTTB. For cable TV networks (CATV) share of the speed range of 30Mbps and
above and below 100 Mbps is the highest — a bit more than 70%. In general, an
increase in higher bandwidth offers can be noticed in the Czech Republic®0.

90 Review of M4 and M5 analyses in Czech Republic, presentation given by Ing. Jifi Sefgik,
Czech Telecommunication Office, April 2014, Minsk, Belarus.
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Figure 4-23: Share of broadband accesses speeds by type of access technology, 2Q

2013
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Source: CTU

4.4.1.4 Specific pricing plans for Internet access, including typical promotional offers,

major contract terms and conditions

This section presents monthly prices of Internet access (least expensive offer in
EUR/PPP) in Czech Republic in comparison to other countries.

The DAE Scoreboard provides data on the monthly price of standalone Internet access
per speed range in 2014.

As shown in Figure 4-24, prices for:

Internet access 8-12 Mbps range from €10,90 in Lithuania to €47.71 in Greece
(note that this price is based only on one offer (satellite)). The average price
across BEREC member and observer countries (for which data is available) is
€26,49. Czech Republic is again below the average with the price at €21,59.

Internet access 12-30 Mbps range from €12,01 in Lithuania to €57.86 in
Iceland; the average price is €25,51. In Czech Republic the price is below
average at €19,87.

Internet access 30-100 Mbps range from €11,53 in Lithuania to €81,52 in
Liechtenstein with the average price of €32,96. Czech Republic reached the
price of €21,24.

Internet access 100 Mbps range from €19,54 in Latvia to €138,45 in Austria,
whereas the average price across BEREC member and observer countries (for
which data is available) is €58,65. Czech Republic is below average with the
price €37,30.
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Figure 4-24: Monthly price of Internet access per speed in 2014
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4.4.1.5 Information on bundling practices and pricing of such bundles

This section presents bundle penetration and pricing of such bundles in Czech Republic
in comparison to the rest of the countries.

As presented in chapter 1.1 according to BIAC Study, the following types of offers in
relation to bundling are available in Czech Republic: 57% Internet access only, 12%
Internet access and fixed telephony, 19% Internet access and TV and 13% Internet
access, fixed telephony and TV.

The Consumers Health and Food Executive Agency (CHAFEA) provides more detailed
data on the penetration of types of bundled offers and taking into account a different
reference period. A shown in Figure 4-25, the data for:

¢ Internet and fixed telephony ranges from 3% in Finland to 59% in Italy, with
an average of 24,6% across BEREC member and observer countries (for which
data is available). These types of bundles achieve 14% in Czech Republic.

e Internet, fixed telephony and TV ranges from 1% in Finland to 56% in
Slovenia, with an average of 22,1%. These types of bundles amount to 10% in
Czech Republic.

e Internet and TV ranges from 3% in Malta to 32% in Bulgaria; whereas the
average is 14,4%. Czech Republic turns out here to be above the average with
18%.
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Figure 4-25: Bundled offer penetration in 2012 (1)
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Figure 4-26 below, indicates CHAFEA data for:

Internet and fixed telephony and mobile telephony and TV which ranges
from 1% in several countries, such as Finland, Poland, Slovakia, Norway,
Lithuania, Ireland and Czech Republic, up to 31% in Malta. The average
amounts to 5,3% across BEREC member and observer countries (for which
data is available).

Internet and mobile telephony which ranges from 0% in in several countries,
such as the Netherlands, Cyprus, Malta up to 12% in Finland. The average is
3%. These types of bundles achieve 6% in Czech Republic.

Internet and fixed telephony and mobile telephony which ranges from 0% in
several countries (Finland, Slovakia, Latvia, Slovenia, Lithuania, the
Netherlands and Hungary) up to 30% in Luxembourg. The average is 3,2%.
These types of bundles are below the average in Czech Republic at 2%.
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Figure 4-26: Bundled offer penetration in 2012 (2)
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Analysis on the penetration of other types of bundled offers is presented in Figure 4-27:

Internet and fixed telephony and mobile Internet ranges from 1% in several
countries (Finland, Poland, Slovakia, Lithuania, Latvia, Malta, Hungary and
Czech Republic) up to 9% in Spain. The average amounts to 2,9% across
BEREC member and observer countries (for which data is available).

Internet and fixed telephony and mobile Internet and TV ranges from 0% in
Finland to 12% in Portugal. The average is 3,1%. These types of bundles
achieve 1% in Czech Republic.

Internet and mobile Internet ranges from 0% in Cyprus, Malta and the
Netherlands up to 13% in Finland. The average is 2,1%. These types of
bundles are also below the average in Czech Republic at 2%.
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Figure 4-27: Bundled offer penetration in 2012 (3)
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According to more recent data provided by the Czech Telecommunication Office (CTU)
for 2013, out of all broadband access subscriptions (2,820,941 in total) the total
penetration of bundled services is 34,35% (968,982 in total). Most of these account for
services including broadband access (33.02%, 931,602 in total). There are 709,912
subscriptions for double-play bundled offers, 218,087 subscriptions for triple-play offers
and 40,983 subscriptions for quadruple-play offers.

The table below provides the penetration rates of different types of broadband access
bundles based on numbers provided by CTU.

Figure 4-28: Broadband access bundled offer penetration in 2013
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As far as prices of bundling offers are concerned, the DAE Scoreboard provides data on
the monthly price of standalone Internet access, as well as bundles, according to
different speed (least expensive offer in EUR/PPP).

As shown in Figure 4-29, the monthly price of Internet access, together with fixed
telephony bundles for:

o Offer 8-12 Mbps ranges from €19,95 in Sweden to €79.24 in Latvia; the
average price is €39,99. This type of bundle costs in Czech Republic €30,45.

o Offer 12-30 Mbps ranges from €25,32 in Romania to €59.25 in Liechtenstein;
the average price is €36,63. In Czech Republic the price is lower than in the
average at €33,42.

o Offer 30-100 Mbps ranges from €22,25 in Sweden to €75.25 in Slovenia; the
average price is €45,19. This type of bundle costs in Czech Republic €40,80.

o Offer 100 Mbps ranges from €32,13 in France to €147,59 in Malta; the average
price is €73,44. For Czech Republic there is no information available on this
type of bundle.

Figure 4-29: Monthly price of Internet access + fixed telephony bundles in 2014
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Figure 4-30 below presents the monthly price of Internet access, together with fixed
telephony and TV bundles (least expensive offer in EUR/PPP) for:

e Offer 8-12 Mbps, which ranges from €25,81 in Estonia to €95,61 in Portugal;
the average price is €53,16. This type of bundle costs in the Czech Republic
€38,84.

e Offer 12-30 Mbps, which ranges from €23,77 in France to €87,57 in Norway;
the average price is €47,05. In the Czech Republic the price is lower than the
average at €42,05.
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Offer 30-100 Mbps, which ranges from €23,77 in France to €86,24 in Norway;
the average price is €50,96. This type of bundle costs in the Czech Republic is

€39,06.

Offer 100 Mbps, which ranges from €29,84 in Latvia to €137,02 in FYROM; the
average price is €69,93. For the Czech Republic it is less than average at

€49,79.
Figure 4-30: Monthly price of Internet access + fixed telephony + TV bundles in 2014
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Data on individual offers from six different ISPs provided by the Czech
Telecommunication Office (CTU) for 2014 is provided in Figure 4-31. These figures
show the different types of offers (basic Internet, bundled offers and special offers with

conditions for these) by speed.
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Figure 4-31: Monthly price of Internet access of different ISPs by type of offer and
speed in 2014
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4.4.1.6 Information about network neutrality policies of ISPs

The Czech Telecommunication Office (CTU) published a set of general rules and
recommendations for the use of data traffic management in the provision of Internet
access service (IAS).

In order to ensure the adequate quality of the IAS for the end user and to ensure that
the end user is informed, the Office has set several rules, defined in line with and
respecting the requirements laid down by the European regulatory framework for
networks and the services of electronic communications and the Electronic
Communications Act:

e Rule No. 1: Freedom of choice of the Internet access service and its
quality
When offering and selling IAS to end users it is necessary to ensure:
— possibility to receive and send information/data according to the end
user’s choice.
— possibility to use the services and applications according to the end
user’s choice.

85
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— possibility to install own hardware and software if it does not damage the
network.

— provision of contractually agreed-upon quality of service while complying
with the contractually agreed-upon terms and conditions and provision of
transparent information on services provided by the service provider.

Rule No. 2: Prohibition of discrimination, blocking or degradation of the
individual data streams

In the IAS it is prohibited to distinguish between individual data streams
according to the content, service, application, equipment, source address and
destination of the data stream for the purpose of blocking, slowing down or
reduction of quality of processing thereof. Such situation must be avoided also in
the cases where it is caused by the so-called positive discrimination. Exceptions
to this rule must be in accordance with the following rule No. 3.

Rule No. 3: Possible exceptions to rules No. 1 and 2
The following exceptions are considered substantiated traffic management.
They can be applied within the IAS provided, but their application must always
be justified.
It concerns the following traffic management methods:
— to comply with obligations directly following from a legal regulation or
based on a court ruling;
— to prevent extraordinary situations and to preserve the integrity and
security of the networks and services provided through these networks;
— to minimize the effects of an extraordinary risk of network congestion.
These exceptions to rules No. 1 and 2 must be based on general principles of
relevance, proportionality, effectiveness, non-discrimination and transparency.
In cases where the transmission of content and messages is prevented due to a
demonstrable decision of the end user such limitation shouldn’t be considered a
violation of rules No. 1 and 2. The provider of the IAS must respect the decision
of the end user as well as the change thereof, if any.

Rule No. 4: Transparency of information
The principles of freedom of use and non-discrimination between data streams
specified in rules No. 1 and 2 must be explicitly mentioned in the terms and
conditions of service provision of the providers of the IAS and in the contractual
clauses, if any, in a clear and comprehensible manner.
Throughout the terms of the agreement on provision of the IAS all parties
involved must be provided, in particular, with the following information in a clear,
comprehensible and sufficiently transparent manner:

— on the quality of the service,

— on the possible limitations,

— on the use of traffic management methods and the impact thereof for all

methods affecting the principles specified in rules No. 1 and 2.

In the case of the IAS (with and without limitation) the contract terms must
specify in a clear and comprehensible manner the possibility of application of a
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substantiated traffic management according to rule No. 3 including the
conditions under which it can take place.

In the case of the IAS with limitation the description of the rules and conditions
of the data traffic management method used must be included in the contract

terms in a clear and comprehensible manner.

o Rule No. 5: Offer of Internet access service (service without limitation)
Only a service in which the methods of substantiated traffic management in

accordance with rule No. 3 are used can be considered IAS.

87

In the case of using data traffic management methods beyond rule No. 1, 2 and

3 it is necessary to specify clearly that it is an IAS with limitation, and such

limitation must be clearly declared and described in the contract terms. A
description such as “unlimited services” and the like shouldn’t be used for

Internet access services where data volume limit is applied or where the service

provision is suspended during the use of the service or where an additional

payment for the renewal of the service or its quality is required91.

e Rule No. 6: Offer of services with a data volume limit
The IAS, which is contractually limited in terms of the volume of the data

transferred within a certain time period and, which is still provided after that

volume has been used up, however with reduced speed of inbound and
outbound data traffic, must include in the contract terms this guaranteed

minimum speed and other limitations, if any applicable after the depletion of the

data limit. Before this limit has been used up the rules No. 1 and 2 with
exceptions specified in rule No. 3 cannot be breached.

e Rule No. 7: Offer of specialized services

Provision of specialized services uses data traffic management beyond rules

No. 1, 2 and 3 to ensure the required quality properties of the service. Users of

these services must be informed in a clear and comprehensible manner about

the possible impact of the use of the specialized service on the Internet access

service.

4.4.1.7 Information about how ISPs typically present information on network neutrality

policies to consumers in advertising, own websites

Information presentation of ISPs in Czech Republic on network neutrality policies on

their own websites and while advertising their services is assumed to be in line with the
rules outlined in the previous section. For information about rules and recommendations

for the use of data traffic management in Czech Republic, please see Section 4.4.1.6
above. However, it should be noted, that according to CTU, ISPs in the Czech market

rarely use information about network neutrality for their marketing or advertising
activities.

91 In these services, however, compliance with rules No. 1 through No. 4 is envisaged up to the
depletion of the agreed-upon volume of data transmitted.
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4.4.2 Czech Republic: Internet consumer behaviour

This part explains consumer behaviour in Czech Republic with regard to Internet access
and network neutrality in particular. The information is presented against the

background of other countries.

4.4.2.1 Switching behaviour and choice criteria for Internet access services and actual
/ perceived breadth of potential choices

The aim of the study is to look at the value of network neutrality for consumers. The
following sections provide available data on network neutrality incidents, as well as

consumer behaviour in terms of switching ISPs.

4.4.2.1.1 Network neutrality incidents

The Eurobarometer on eCommunications and Telecom Single Market household survey
provides data on the awareness of data consumption limits of Internet connections for
2014. As shown in Figure 4-32, awareness of data consumption limits ranges from 55%
in Croatia to 16% in the Czech Republic, with an average of 27%.

23% of Czech respondents are aware of limits of Internet connections, but they are not
sure what they are, which is above the average of 22%. 55% of the surveyed population
in the Czech Republic seems to be ‘not aware’ of the data consumption limits, whereas
the average for the analysed countries is 40%. 6% of the Czech respondents replied ‘|

don’t know’.

Figure 4-32: Awareness of data consumption limits of Internet connections in 2014
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The Eurobarometer on eCommunications and Telecom Single Market household survey
provides data on the difficulty of accessing online content and applications due to
insufficient speed or downloading capacity for 2014. As shown in the Figure 4-33,
respondents ‘often’ having difficulties ranges from 14% in Luxembourg to 2% in
Lithuania, with an average of 5,5% across BEREC member and observer countries (for
which data is available). As for the Czech Republic, only 2% of respondents admitted
having ‘often’ such difficulties. On the other hand, 35% of the Czech respondents
confirm that they ‘sometimes’ experience difficulties due to insufficient Internet speed,
which is below the average of 32%. 58% of the surveyed population in this country
claim to ‘never’ experience such difficulties, whereas the average is 60%. 4% of the

Czech respondents replied ‘I don’t know'.

Figure 4-33: Difficulties experienced due to insufficient speed in 2014
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The Eurobarometer on eCommunications and Telecom Single Market household survey
provides data on the number of cases in which users experienced any kind of blocking
of online content or applications for 2014. As shown in Figure 4-34, regular blocks
(‘Yes, often) range from 7% in Romania to 0% in Malta, with an average of 2,6% across
BEREC member and observer countries (for which data is available), whereas
occasional blocking (“Yes, sometimes”) is reported more frequently (23.7% on

average).

As for the Czech Republic, 1% of the respondents ‘often’ experience blocking of online
content or applications, whereas for 19% it happens ‘sometimes’. 76% of the surveyed
Czechs ‘never’ cope with such blockings, which is above the average of the analysed
countries of 69%. 4% of the Czech respondents replied ‘| don’t know’.
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Figure 4-34: Blocking of online content or applications in 2014
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The Eurobarometer on eCommunications and Telecom Single Market household survey
also provides data on the types of content and applications for which users experienced
Internet blocking for 2014. As shown in Figure 4-35, on average 38% of users
experienced online blocking when watching a video, with data ranging from 56% in
Malta to 24% in Finland, whereas the average of 23% experienced blocking while
watching live events, with data ranging from 32% in Luxembourg to 9% in Hungary
(across BEREC member and observer countries for which data is available).

In Czech Republic, 37% of respondents experienced online blocking when watching a
video and 20% while watching live events. 21% of the surveyed Czechs claim to have
experienced such blocking while listening to music, which is just above the average of
20%. 23% of the respondents in this country coped with online blocking when
downloading video content for free; the average is 22%.
Figure 4-35: Experience of Internet blocking in 2014
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4.4.2.1.2 Switching behaviour

The DAE Scoreboard provides data on switching behaviour for 2014. As shown in
Figure 4-36, the average time needed to get connected ranges from 1 day in Denmark
to 47 days in Romania, with an average of 15 days, whereas the average time needed
to terminate a contract ranges from 1 day, also in Denmark, to 90 days in Estonia, with
an average of 26 days.

In Czech Republic 10 days are needed to get connected, which is faster than the
average. Termination of the contract can last 30 days being 4 days above the average
time to do so.

Figure 4-36: Time needed to terminate a contract\get connected in at major fixed
broadband operators in 2014
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The eCommunications and telecoms single market Eurobarometer provides data on the
percentage of households that switched their Internet service provider at least once up
to the time of the survey. Eurobarometer data covers the EU28 (see Figure 4-37).
Figures for Czech Republic are as follows:

¢ Bundles ranges from 20% to 68%; the average is 45%. Czech Republic is
above the average with 52%

e Mobile telephone ranges from 18% to 64%; the average is 44%. Czech
Republic is below the average with 43%

e Internet®2 ranges from 22% to 61%, whereas the average amounts to 43%. In
Czech Republic it is 38%

92 FYROM (not covered in the Eurobarometer data set) reported a value of 2.2% for this indicator.
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e Fixed line telephone ranges from 5% to 62%; the average is 37%. In Czech
Republic 24% of households switched their provider for this service.

e Television ranges from 11% to 54%, whereas the average amounts to 26%. In
Czech Republic 25% of households did such a switch.

Figure 4-37: Percentage of households that switched their Internet service provider
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The “Consumer market study on the functioning of the market for Internet access and
provision from a consumer perspective” (2012)93 investigated problems that consumers
are experiencing in their arrangements with ISPs, in particular in relation to switching
provider.

The main reason for switching provider in the Czech Republic was the speed of the
connection, followed by ‘best value for money’ and ‘special promotion or offer’.
Compared to the EU 27, where the most common reason was the ‘best value for
money’, speed seems to have been the main motivator for consumer to switch their
ISP.

93 See:
http://ec.europa.eu/consumers/archive/consumer_research/market studies/docs/internet-service-

study-full_en.pdf.
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Figure 4-38: Main reason for choosing current Internet provider in 2012
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Concerning the arrangements for switching provider it is clear that most consumers
arranged the switch themselves as opposed to the new provider arranging the switch
(which was the most common arrangement in the EU 27). The national regulator had
received complaints on the necessity to receive a customer identification number from
the old provider and provide it to the new provider.

Figure 4-39: Arrangements for switching provider in 2012
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Source: CHAFEA

About 40% of consumers experienced problems when switching mainly in relation to
having to pay both the old and new providers (13%), refusal to cancel or delayed
cancellations by the old provider (8%) and technical difficulties (7%). Overall 61% of
consumers didn’t experience any problems (above the EU 27 average (56%)).
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Figure 4-40: Problems experienced when switching in 2012
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The average time without the Internet as a result of switching provider was 3.9 days
(below the EU 27 average of 4.7 days), while 42% of consumers experienced no
interruption (above the EU 27 average of 24%).

The majority of consumers (83%) was satisfied with the switching provider (above EU
27 average (80%)). The remainder of consumers that were not satisfied reported mostly
that the ‘new provider not as good as thought’ (7%) or ‘even better deals are available’
(5%). The average reported monthly savings where € 14.60 (slightly below EU 27
average (€ 14.70)).
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Figure 4-41: Satisfaction with switching provider in 2012
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The average time spent by the consumer on switching was 2.8 hours (above the EU 27
average of 2.5 hours), while the associated costs expressed in value of working time or
leisure time was well below the EU 27 average.

Figure 4-42: Switching costs in 2012
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The most important factors that facilitate the consumer in switching provider were
feedback from other users (58%, above EU 27 average (30%)), an independent test of
service quality of Internet providers (42%, above EU 27 average (32%)) and
comparison websites operated/ accredited by independent body (29%, above EU 27
average (23%)).
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Figure 4-43: Facilitators to switching in 2012
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In February 2014 Czech market research agency - STEM/MARK, a.s - compiled a
report on residents’ and business customers’ perceptions towards broadband
connection technologies on the Czech market®4. The market research was
commissioned by the Czech Telecommunication Office (CTU). Switching behaviour was
one of the topics analysed within the study. After increasing the price of 50 CZK, one
third of the Czech respondents would move to a different service provider, but they
would not like to pay anything for introduction of new services. A third of respondents
would react to the increase of prices by asking to be offered the same quality at a lower
cost. Nearly a third of the respondents would seek to be offered a similar price and a
higher quality of service. 24% of respondents would not change anything. Equipment for
the new service should be free (according to 62% respondents) or cost up to 500 CZK
(32%). One-third of respondents have no prior commitment when signing a contract.
One fifth has a contract for the next 7-12 months and another fifth for 13-24 months.
18% of people do not know whether they have a contract or how long it will last. The
largest share of commitments is among users of ADSL / VDSL. Compared to a previous
survey conducted in 2011, respondents would prefer more choice of higher quality for a
similar price. Willingness to pay for the introduction of new services has decreased
significantly.

When changing a service provider, 30% of respondents prefer a particular technology;
for almost half of the people only price and download speed are important. In the case
of preference for a specific technology, respondents most often indicate optical network
(14%), as well as WiFi and ADSL / VDSL. Optical networks’ users are the most loyal;
optical network would still be preferred for most of its users. Optical network is chosen

94 BROADBAND CONNECTION, STEM/MARK, a.s,
http://www.ctu.cz/cs/download/art/oop/navrhy/oop _art-05-xx_2014-yy navrh_17 04 2014 priloha-
1 marketingovy-pruzkum.pdf.
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by respondents because of the speed and the quality of service. For all other
technologies, the reason of choice is the long-term good experience.

4.4.2.2 Consumers’ preferences and willingness to pay for Internet access services

This chapter presents an overview of the situation in the Czech Republic, as far as
consumer’s preferences and willingness to pay for Internet Access Services (IAS) are

concerned.

4.4.2.3 Typical patterns of Internet usage

The analysis of typical patterns of Internet usage in Czech Republic concentrates on
such aspects as: frequency of the usage, its location, purposes of the use and digital

skills.

4.4.2.3.1 Internet use and its frequency

ITU provides data on the percentage of individuals using the Internet, whereas Eurostat
provides data on the number of individuals who are frequent users (every day or almost
every day) for 2013. As shown in Figure 4-44, the percentage of individuals using the
Internet ranges from 96,5% in Iceland to 46,3% in Turkey, with an average of 74,9%
across BEREC member and observer countries (for which data is available). Czech
Republic is nearly at the level of the average with 74,1%.

Figure 4-44: Internet use in 2013
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According to the ICT Households survey (Figure 4-45), the percentage of individuals who
are frequent Internet users ranges from 91% in Iceland to 30% in Turkey®°. In Czech
Republic 54% belongs to frequent Internet users, which is below the average of 61% of
the surveyed BEREC member and observer countries (for which data is available).

Figure 4-45: Individuals who are frequent Internet users (every day or almost every
day), 2013
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4.4.2.3.2 Location and purpose of using Internet
EUROSTAT provides information on individuals using the Internet, by place of use in
2013 (% of individuals aged 16 to 74). As presented in the Figure 4-46, data on using
the Internet:

At home ranges from 31% to 95%; the average is 70% across the BEREC

member and observer countries (for which data is available). In Czech Republic
71% of individuals use the Internet at home, which is above the average.

At place of work ranges from 11% to 60%; the average is 33%. In Czech
Republic 26% of individuals use the Internet at work, which is below the
average.

At place of education ranges from 4% to 30%, whereas the average is 11%.
9% of the Czech individuals use the Internet at this place.

At other places ranges from 3% to 48%, whereas the average is 20%. 7% of
the Czech individuals use the Internet at other places.

95 Note that Eurostat also provides a value for Serbia that is included in this dataset, however this value
is for latest available year (2009).
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Figure 4-46: Individuals using the Internet, by place of use (% of individuals aged 16
to 74), 2013
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EUROSTAT in its’ ICT Household Survey also provides data on the type of Internet use
for 2012 and 2013. Figure 4-47 reveals that the average number of individuals using the
Internet for:

o sending/receiving e-mails is 64%, whereas in Czech Republic it is70%

e playing or downloading games, images, films or music is 37% whereas in
Czech Republic it is 25%

e listening to web radio/watching web television is 33%, whereas in Czech
Republic it is 30%

e participating in social networks is 47%, whereas in Czech Republic it is36%
e uploading self-created content is 26%. In Czech Republic 0%

¢ downloading software 24%, whereas in Czech Republic it is 9%.
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Figure 4-47: Internet use: sending/receiving e-mails in 2013, playing or downloading
games, images, films or music in 2012, listening to web radio/watching
web television in 2012, participating in social networks in 2013, uploading
self-created content in 2012, downloading software in 2013
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A market survey ‘The Use of Computers and the Internet’®® commissioned by the Czech
Telecommunication Office (CTU) and conducted in 2012 by Kolesarova and Tomek in
cooperation with Czech market research agency - STEM/MARK, a.s. — provides
additional information on typical patterns of Internet usage in Czech Republic.

In Czech Republic 76% of respondents use the Internet; 61% regularly (daily or almost
daily). The use of the Internet decreases with age. Most Internet users are in the
youngest age group. In the second place in terms of humber of Internet users are
respondents with university education. The proportion of Internet users depends on the
size of the municipality. In municipalities up to 999 inhabitants Internet use is slightly
higher than in municipalities with more than 999 inhabitants.

Respondents use the Internet 17 hours a week on average. Number of hours spent on
the Internet decreases proportionally with age. While the youngest age group (15-29
years) spends on the Internet 23 hours on average, the oldest age group spends only

10 hours.

The Internet is most often used at home (72%). 29% of respondents use it at work. At
other sites the Internet is used significantly less (between 4% and 11%).

Respondents who use the Internet in several places were asked whether some of the
places are more important. Definitely, the most important place is home. 77% claim that
this place is the most important. The use of Internet at home is important for older

96 The Use of Computers and the Internet, STEM/MARK, a.s, http://www.ctu.cz/aktuality/tiskove-
zpravy.html?action=detail&Articleld=10190.
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respondents, but also for respondents who have a secondary education without A-level.
For respondents with a university education it is more important than for other groups of
respondents to use Internet at work; it is important for 41% of respondents. For 37% of
the highest income group households work is the most important place for the use of
the Internet.

As far as Internet activities of users are concerned, 96% of Internet users used e-mail
frequently, of which almost two-thirds daily or almost daily. The second most common
activity is looking for information. Information is sought more often via portals (92%)
than by full-text search engines (89%). News portals are monitored by 81% of
respondents.

Social networking has quickly made its way to the fifth place (used regularly and often).
The structure of the answers shows that users either engaged in it quite often or do not
use it at all. A large number of respondents are dedicated to shopping, but with less
frequency. Less than a quarter of the Internet users do not buy at all. The least common
activity is betting online. On social networks, users spend only a small proportion of
their time. 15% of the youngest respondents (between 15-29 years old) spend most of
their time on the Internet on social networks. 65% of respondents used wired
connections to connect to a social network. 21% used mobile phone to connect to a
social network and 5% a tablet. Less than ten percent of Internet users were interested
in sharing their own videos on social networks via mobile phone. Higher interest of
sharing videos on social networks is among young people (22%).

According to the updated results of the survey conducted at the beginning of 2014 by
STEM/MARK a.s, the use of individual Internet applications by type of access
technology can be seen in Figure 4-48.
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Figure 4-48: Use of individual Internet applications by type of access technology, 2014
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4.4.2.4 Digital skills

The DAE Scoreboard provides data on digital skills. As shown in Figure 4-49, the
percentage of people with basic digital skills ranges from 83% in Iceland to 15% in
Romania, with an average of 54% across BEREC member and observer countries (for
which data is available). Furthermore, in 19 countries, the percentage of people with
basic or above digital skills is above 50%.

Czech Republic is below the average with the number of individuals with basic or above
basic digital skills - 48%. 52% of people in this country have low or no digital skills,
which is more than the average of 45%.
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Figure 4-49: Individuals with basic or above basic digital skills, 2012
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Level of digital skills can be also described through the use of the Internet by individuals
for particular tasks.

According to EUROSTAT and as shown in Figure 4-50, the average number of
individuals who have:

used a search engine to find information is 73%, whereas in Czech Republic
this is 76%

sent an email with attached files is 62% whereas in Czech Republic it is 70%
e posted messages to chat rooms, newsgroups or an online discussion forum is
37%, whereas in Czech Republic it is 29%

used the Internet to make phone calls is 37%, whereas in Czech Republic it is
40%

e used peer-to-peer file sharing for exchanging movies, music, etc. is 17%,
whereas in Czech Republic it is 8%.
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Figure 4-50: Individuals' level of Internet skills - Individuals who have used Internet to
perform different activities, 2013
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4.4.2.5 Additional insights

This Section brings together additional insights into Internet consumer behaviour in the
Czech Republic gathered from sources that shed light on this test area.

The Gemius (2014)97 details some aspects of Internet consumer behaviour in the Czech
Republic. Compared to Croatia, the average Czech Internet user spends significantly
more time online. In Dec 2012, it was 24:21 hours per month. In Dec 2013, this figure
reduced slightly to 24:06 hours per month. Again, this relates to the increasing use of
mobile devices to access the Internet. The average number of page views decreased
simultaneously from 1,219 per month (2012) to 1,175 per month (2013). Data for the
share of mobile traffic is not published in the report on the Czech Repubilic.

In addition to the top 10 most popular websites (shown below), the report for the Czech
Republic also provides a more high-level overview of the most popular categories of
websites in the Czech Republic. Table 4-5 reproduces this information. It can be seen
that Czech Internet users mostly frequent websites offering practical information such
as maps, databases of companies and films etc. as well as public transport schedules.
For e-commerce websites on the 4™ place of most popular categories of websites,
Gemius notes that there is consolidation likely ahead in the Czech market, where
currently more than 37,000 different websites falling into the e-commerce category
exist. Amazon is not yet officially present in the Czech Republic.

97 Gemius (2014): ONLINE LANDSCAPE: Central-Eastern Europe.
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Table 4-5: Top 10 most popular categories of websites in the Czech Republic

Average Average
Number of Real number time spent
Page views Reach
2 Be of i visitol
Users - Pe"""“’“ ﬂ""
81

4 669 489 379 372 340

1h4min 69%

8 g
é

M Rediiliciadll 4 631255 | 1639192789 354 | 5h38min| 69%
3 News 4 505 123 360 628 470 80 1h38min 67%
4 4242813 | 903642709 | 213 |2h25min| 63%
3060422 | 311573478 | 79 |1h14min| 59%
6 3495751 | 135002991 | 39 | 1h23min| 52%
VAP 3433431 | 145786164 | 42 | 36min | 51%
8 sl 3287399 | 65183 351 20 || 23min | 49%
9 | oconomy,, 3219164 | 73598548 | 23 | 25min | 48%
il 2574704 | 69158942 24 25min | 43%
technologies

Table 4-6: Top 10 most popular websites in the Czech Republic

Average Average
Number of Real number time spent
U Page views of St Visitor Reach
- per visitor {hzm)

5 760 435 3279631 109 569 1h4min 85¢

4 054 478 260 611 818 64 1h46min 60%

3 656 361 616 441 402 169 1h49min 54%

3 256 250 200 884 807 62 1h8min 48%

2 777 849 134 603 418 48 41min 41%

2 582 334 432 865 161 168 2h50min 38%

2 380 908 60 120 547 25 23min 35%
2 204 577 29739 279 13 13min 33%
2115653 95 054 994 45 29min 31%
2081 232 30 314 194 15 17min 31%

In the Czech Republic, the latest figure for the number of Facebook users is 3.8 million
(Socialbakers 2012). Again, Socialbakers (2014) provide very recent data on the top
pages and brands in the test area. The Czech Facebook users like the pages of The
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Simpsons and YouTube most often. The page with the third highest number of fans is
you.bo. These numbers indicate that video consumption is an important part of Czech
online consumer behaviour. Also the pages Bez pratel nezZiju! (4™), Mame radi psy (8")
and Particka (9™) also revolve more or less around video content. The most popular
brand sites on the Czech Facebook are Slevomat (a sort of Groupon website). Places
2, 3 and 4 belong to soft drink companies Coca-Cola, Kofola and Red Bull respectively.
Just as in Croatia, Lidl, a drugstore and Samsung feature amongst the top 10 pages.

Data on e-commerce activity is provided by the European Consumer Conditions
Scoreboard®8. In the Czech Republic e-commerce activity grew almost at the same rate
as for the EU-average all be it at a lower level. From 2008 to 2012, the share of people,
who have bought a product or service online has grown from 23 to 32 percent. For all
European countries, the same figure grew from 32 to 45 percent in the same period. It
is also interesting to note the Czechs have a relatively high confidence level in online
shopping compared to most other countries in the EU. This may indicate high trust in
other online activities.

As regards video streaming, there is no direct consumer data available, however, one
may take the offer of audio-visual content on demand as proxy for how mature the local
market is and how strong the demand for such services is. In Czech Republic, there are
112 on-demand sources for audio-visual content (officially) available. Within that, there
are 8 branded YouTube channels, 39 catch-up TV services and 35 VoD services.
Almost all of these offers are targeted mainly at the Czech market®. The wealth of on-
demand content reflects the interest that already echoed in the Facebook likes of the
Czech Internet consumers.

98 European Commission (2013): The Consumer Conditions Scoreboard — Consumer at home in a
single market. 9" edition July 2013.
99 MAVISE database http://mavise.obs.coe.int/welcome.
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4.5 Country profile of Greece

45.1 Greece: The electronic communications market environment

45.1.1 Specific broadband products with their market shares

Broadband products can be mainly characterised by their availability, speed and
technology (e.g. Cable, xDSL, FTTx, etc.). The recent study on ‘Broadband Internet
access cost (BIAC)'100 provides country profiles based on a number of indicators that
characterise the broadband market. For Greece this study collected a total of 75
broadband Internet offers. These offers are collected from five different operators that
represent more than 90% of market share, being OTE (incumbent), Forthnet (new
entrant), CYTA (new entrant), Hellas On Line (HOL) (new entrant) and Wind (new
entrant). The following characteristics are provided:

o 88% of offers investigated do not require line rental or a cable TV subscription.

o All of these offers (100%) are unmetered, which means that an unlimited
volume of data can be downloaded at any time.

e Offers from incumbents accounted for 31% of all the offers, whereas 69% of
these were offers from new entrants.

Hellenic National Telecommunications and Posts Commission (EETT),
Telecommunications Division provides recent information on existing offers in terms of
speed and technology. There are 2 913 000 broadband lines in Greece which are
99,8% xDSL technology based.

In terms of type of service:
e 41,5% are ADSL lines provided by the incumbent.

e 56,5% are ADSL lines provided by the new entrants, the vast majority (>98%)
on the basis of LLU (the rest on the basis of incumbent’'s WBA products).

e VDSL lines represent 1,7% (the majority by the incumbent).

e Broadband lines based on other technologies represent less than 0,2%.

Differentiation in terms of speed is limited in Greece. Most consumers opt for a 24 Mbps
connection, while a few opt for 2, 4, 6 or 8Mbps lines. Even fewer opt for a higher speed
(VDSL) connection (mostly 30Mbps and much fewer 50Mbps):

o 1,7% are at 30Mbps

e 62,1% are above 10 but below 30Mbps (actually at ADSL speeds, almost all at
24 Mbps)

100 2013, Broadband internet access cost (BIAC), see: http://ec.europa.eu/digital-agenda/en/news/study-
retail-broadband-access-prices-2013-smart-20100038.
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e 19,2% are above 2 and up to 10 Mbps (mainly 4, 6 or 8 Mbps) and
e 17% are at 2 Mbps.

Figure 4-51: Offers per speed and technology (Greece), end of 2013
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Source: EETT

The following sections provide more information for relevant indicators on:

¢ Download speed of fixed broadband subscriptions

e Broadband subscriptions per type of technology

4.5.1.2 Download speed of fixed broadband subscriptions

Digital Agenda Scoreboard provides data on fixed broadband subscriptions by speed in
2014.

Greece is much below average (19%) with the share of fixed broadband subscriptions
30Mbps and above and below 100Mbps amounting only to 2%.

The country does not have any fixed broadband subscriptions 100Mbps and above -
0% compared to 8% being the average.

73% is the average for fixed broadband subscriptions above 144 and below 30Mbps
and Greece is much above, with the share of 98%.
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Figure 4-52: Fixed broadband subscriptions by speed (Digital Agenda categories),

2014
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4.5.1.3 Broadband subscriptions per type of technology

The DAE Scoreboard also provides data on NGA (FTTH, FTTB, VDSL, Cable DOCSIS
3.0 and other NGA) subscriptions as a percentage of total fixed broadband
subscriptions for 2013. As shown in Figure 4-53, NGA share of all broadband
connections ranges from 69,5% in Belgium to 1,2% in Croatia. For Greece the NGA
share is 1,7%. The average NGA broadband coverage as a percentage of total fixed
broadband subscriptions is 35,3%.

Figure 4-53: NGA (FTTH, FTTB, VDSL, Cable DOCSIS 3.0 and other NGA)
subscriptions as a percentage of total fixed broadband subscriptions in
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On the basis of data from the DAE Scoreboard the Figure 4-54 below indicates fixed
broadband subscriptions as technology market shares:

e DSL lines % (VDSL included) range from 99,79% in Greece to 15% in
Bulgaria, whereas the average share is 56%.

e Cable modem % (DOCSIS 3.0 included) ranges from 51% in Belgium to 0%
in Greece and Italy. The average share is 21%.

e FTTH/B % ranges from 54% in Latvia to 0% in Greece and Malta. The average
share is 14%.

e Other % range from 36% in Bulgaria to 0% in the Netherlands and Sweden,
while the average share is 7,4%. For Greece it is 0,21%.

Figure 4-54: Broadband subscriptions per type of technology in 2013
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4.5.1.4 Specific pricing plans for Internet access, including typical promotional offers,
major contract terms and conditions

This section presents monthly prices of Internet access (least expensive offer in
EUR/PPP) in Greece in comparison to other countries.

The DAE Scoreboard provides data on the monthly price of standalone Internet access
per speed range in 2014.

As shown in Figure 4-55, prices for:

e Internet access 8-12 Mbps range from €10,90 in Lithuania to €47.71 in Greece
(note that this price is based only on one offer (satellite)). The average price
across BEREC member and observer countries (for which data is available) is
€26,49.
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e Internet access 12-30 Mbps range from €12,01 in Lithuania to €57.86 in
Iceland; the average price is €25,51. In Greece the price is below average at
€22,46.

¢ Internet access 30-100 Mbps range from €11,53 in Lithuania to €81,52 in
Liechtenstein with the average price of €32,96. Greece reached the price of
€33,66.

e Internet access 100 Mbps range from €19,54 in Latvia to €138,45 in Austria,
whereas the average price across BEREC member and observer countries (for
which data is available) is €58,65. There is no data available for Greece for this

offer.

Figure 4-55: Monthly price of Internet access per speed in 2014
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EETT provided further information on pricing practices of different ISPs, which are
highlighted in the table below.
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ISP Pricing practices

OTE 15,08 € per month for ADSL at 4 Mbps and 16,97 € per month for ADSL at 24 Mbps.
An activation fee of 43,04 € applies.
There is at present a promotional offer with commitment for 12 months: 17,56 € per
month for ADSL at 4 Mbps and 23,26 € per month for ADSL at 24 Mbps, without
activation cost.
19,90 € per month for VDSL at 30 Mbps and 29,90 € per month for VDSL at 50
Mbps.
Special offers for businesses including value added services (e.g. web- and mail
hosting, etc.) are also provided.

CYTA 14 € per month for ADSL at 4 Mbps and 18 € per month for ADSL at 24 Mbps.
26 € per month for VDSL at 35 Mbps and 32 € per month for VDSL at 50 Mbps.
Service activation fee (30 €) applies but is at present cancelled, as a promotional
offer.
The above are combined with voice services (2-play) and TV services (3-play)
2 play: 16 € per month (4 Mbps), 19 € per month (8 Mbps), 23 € per month (24
Mbps), 29 € per month (35 Mbp), 35 € per month (50 Mbps). Additional costs apply
for free minutes.
3 play: 19 € per month (4 Mbps), 22 € per month (8 Mbps), 26 € per month (24
Mbps), 32 € per month (35 Mbp), 38 € per month (50 Mbps). Additional costs apply
for free minutes.

Forthnet 20 € per month for ADSL and 30 € per month for VDSL
28 € per month for 2-play (including unlimited national calls to fixed).
At present Forthnet is offering discounted prices (15 € per month for ADSL and 25 €
per month for VDSL).
Service activation fee applies.

HOL Just under 25 € per month for ADSL (24/1 Mbps).

- 26/35/42 € per month for double play ADSL services (24/1 Mbps) with 300/700/1000
free minutes respectively to national (fixed and mobile).
43/48/55 € per month for double play VDSL services (50/5 Mbps) with 300/700/1000
free minutes respectively to national (fixed and mobile).

Wind 20 € per month for ADSL / VDSL service.
40 € per month for double play service (including unlimited national calls to fixed and
300 minutes national calls to mobile).
Service activation fee applies.

Contract duration in Greece is typically 12 months. The provider is, in general, obliged
to inform the consumer in advance about any changes within the service, the pricing
and the terms. EETT has published the “Code of Practice for electronic communications
services” that determines certain obligations in the contractual relations between
operators and consumers.
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4.5.1.5 Information on bundling practices and pricing of such bundles

This section presents bundle penetration and pricing of such bundles in Greece in
comparison to the rest of the countries.

According to the Hellenic National Telecommunications and Posts Commission (EETT),
bundling is very popular and a major driver of competition, as it enables operators to
differentiate their products and offer a diversity of packages.

In terms of bundling the vast majority of consumers (83%) opt for a 2-play package and
only 10% opt for a standalone ADSL service. The remaining 7% opt for a 3-play
package.

The Consumers, Health and Food Executive Agency (CHAFEA) provides more detailed
data on the penetration of types of bundled offers. A shown in Figure 4-56, the data for:

e Internet and fixed telephony ranges from 3% in Finland to 59% in Italy, with
an average of 24,6% across BEREC member and observer countries (for which
data is available). These types of bundles achieve 58% in Greece.

e Internet, fixed telephony and TV ranges from 1% in Finland to 56% in
Slovenia, with an average of 22,1%. These types of bundles amount to 7% in
Greece.

e Internet and TV ranges from 3% in Malta to 32% in Bulgaria; whereas the
average is 14,4%. Greece turns out here to be much below the average with 4%.

Figure 4-56: Bundled offer penetration in 2012 (1)
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Figure 4-57 below, indicates CHAFEA data for:

¢ Internet and fixed telephony and mobile telephony and TV which ranges
from 1% in several countries, such as Finland, Poland, Slovakia, Norway,
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Lithuania, Ireland and Czech Republic, up to 31% in Malta. The average
amounts to 5,3% (across BEREC member and observer countries for which
data is available) and Greece is below it with 2%.

Internet and mobile telephony which ranges from 0% in in several countries,
such as the Netherlands, Cyprus, Malta up to 12% in Finland. The average is
3%. Greece is at the average level,

Internet and fixed telephony and mobile telephony which ranges from 0% in
several countries (Finland, Slovakia, Latvia, Slovenia, Lithuania, the
Netherlands and Hungary) up to 30% in Luxembourg. The average is 3,2%.
These types of bundles are above the average in Greece at 9%.

Figure 4-57: Bundled offer penetration in 2012 (2)
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Analysis on the penetration of other types of bundled offers is presented in Figure 4-58:

Internet and fixed telephony and mobile Internet ranges from 1% in several
countries (Finland, Poland, Slovakia, Lithuania, Latvia, Malta, Hungary and
Czech Republic) up to 9% in Spain. The average amounts to 2,9% across
BEREC member and observer countries (for which data is available). In Greece
this offer is at 6%.

Internet and fixed telephony and mobile Internet and TV ranges from 0% in
Finland to 12% in Portugal. The average is 3,1%. These types of bundles
achieve 3% in Greece.

Internet and mobile Internet ranges from 0% in Cyprus, Malta and the
Netherlands up to 13% in Finland. The average is 2,1%. These types of
bundles are also below the average in Greece at 1%.
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Figure 4-58: Bundled offer penetration in 2012 (3)
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As far as prices of bundling offers are concerned, the DAE Scoreboard provides data on
the monthly price of standalone Internet access, as well as bundles according to
different speed (least expensive offer in EUR/PPP).

As shown in Figure 4-59, monthly price of Internet access, together with fixed telephony
bundles for:

Offer 8-12 Mbps ranges from €19,95 in Sweden to €79.24 in Latvia; the
average price is €39,99. For Greece there is no information available on this
type of bundle.

Offer 12-30 Mbps ranges from €25,32 in Romania to €59.25 in Liechtenstein;
the average price is €36,63. In Greece the price is lower than the average at
€28,80;

Offer 30-100 Mbps ranges from €22,25 in Sweden to €75.25 in Slovenia; the
average price is €45,19. This type of bundle costs in Greece is €39,94.

Offer 100 Mbps ranges from €32,13 in France to €147,59 in Malta; the average
price is €73,44 across BEREC member and observer countries (for which data
is available). For Greece there is no information available on this type of bundle.
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Figure 4-59: Monthly price of Internet access + fixed telephony bundles in 2014
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Figure 4-60 below presents monthly price of Internet access, together with fixed
telephony and TV bundles (least expensive offer in EUR/PPP) for:

e Offer 8-12 Mbps, which ranges from €25,81 in Estonia to €95,61 in Portugal.
The average price across BEREC member and observer countries (for which
data is available) is €53,16. For Greece there is no information available on this
type of bundle.

e Offer 12-30 Mbps, which ranges from €23,77 in France to €87,57 in Norway
the average price is €47,05. In Greece the price is lower than the average at
€34,48.

o Offer 30-100 Mbps, which ranges from €23,77 in France to €86,24 in Norway
the average price is €50,96. This type of bundle costs €43,30 in Greece.

o Offer 100 Mbps, which ranges from €29,84 in Latvia to €137,02 in FYROM.
The average price is €69,93 across BEREC member and observer countries
(for which data is available). For Greece there is no information available on this
type of bundle.
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Figure 4-60: Monthly price of Internet access + fixed telephony + TV bundles in 2014
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4.5.1.6 Information about network neutrality policies of ISPs

According to the Traffic Management Investigation Survey, which was organized by
BEREC in 2012 and is solely based on operator responses (operator practices may
have changed since then):

Fixed operators:

e Ingeneral, do not throttle or block user access (e.g. through data caps).

¢ Ingeneral, do not throttle or block p2p traffic, VolP traffic, or other types of
traffic.

e Ingeneral, do not throttle or block specific providers.

¢ In general, (with a few exceptions), do not give preferential treatment to OTT
traffic.

e In many cases offer specialized services that may affect the Internet access
service.

Mobile operators:

e In general, apply data caps.
e May block p2p traffic and VolIP traffic.

e Ingeneral, do not throttle or block instant messaging traffic or other kind of
traffic.

e Ingeneral, do not throttle or block specific providers.
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e Ingeneral, do not give preferential treatment to OTT traffic.

¢ In general, do not offer specialized services that may affect the Internet access
service.

4.5.1.7 Information about how ISPs typically present information to consumers in
advertising, own websites

ISPs in Greece present information about network neutrality policies to consumers on
their websites and according to the standard commercial practice. The following
websites of five major providers of broadband services give an overview of such
practices in Greece:

OTE: https://www.ote.gr/web/guest/consumer/products-services/internet

Alternative operators:
CYTA (Internet): http://www.cyta.gr/el/ForHome/1Play

CYTA (2-play): http://www.cyta.gr/el/ForHome/2Play

CYTA (3-play): http://www.cyta.gr/el/ForHome/3Play

Forthnet (2-play): http://www.forthnet.gr/ServicesBasketForm.aspx?a_id=7296

Forthnet (Internet): http://www.forthnet.gr/ServicesDefault.aspx?a_id=6694

HOL: https://www.hol.gr/services/home/hol-double-play

HOL: https://www.hol.gr/hol-privileges

Wind: http://www.wind.gr/en/for-individual/fixed-ampinternet/wind-broadband/wind-
broadband-unlimited/

4 5.2 Greece: Internet consumer behaviour

This part explains consumer behaviour in Greece with regard to Internet access and
network neutrality in particular. The information is presented against the background of
other countries.

4.5.2.1 Switching behaviour and choice criteria for Internet access services and actual
/ perceived breadth of potential choices

The aim of the study is to look at the value of network neutrality for consumers. The
following sections provide available data on network neutrality incidents, as well as
consumer behaviour in terms of switching ISPs.


https://www.ote.gr/web/guest/consumer/products-services/internet
http://www.cyta.gr/el/ForHome/1Play
http://www.cyta.gr/el/ForHome/2Play
http://www.cyta.gr/el/ForHome/3Play
http://www.forthnet.gr/ServicesBasketForm.aspx?a_id=7296
http://www.forthnet.gr/ServicesDefault.aspx?a_id=6694
https://www.hol.gr/services/home/hol-double-play
https://www.hol.gr/hol-privileges
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45.2.1.1 Network neutrality incidents

The Eurobarometer on eCommunications and Telecom Single Market household survey
provides data on the awareness of data consumption limits of Internet connections for
2014. As shown in Figure 4-61, awareness of data consumption limits ranges from 55%
in Croatia to 16% in the Czech Republic, with an average of 27% across BEREC
member and observer countries (for which data is available). Greece is above the
average here with 35%.

Moreover, 11% of Greek respondents are aware of limits of Internet connections, but
they are not sure what they are, which is below the average of 22%. 46% of the
surveyed population in Greece seem to be ‘not aware’ of the data consumption limits,
whereas the average for the analysed countries is 40%. 8% of the Greek respondents
replied ‘| don’t know’.

Figure 4-61: Awareness of data consumption limits of Internet connections in 2014
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The Eurobarometer on eCommunications and Telecom Single Market household survey
provides data on the difficulty of accessing online content and applications due to
insufficient speed or downloading capacity for 2014. As shown in the Figure 4-62,
respondents ‘often’ having difficulties’ ranges from 14% in Luxembourg to 2% in
Lithuania, with an average of 5,5% across BEREC member and observer countries (for
which data is available). As for Greece, 6% of respondents admitted having such
difficulties ‘often’. On the other hand, 35% of the Greek respondents confirm that they
‘sometimes’ experience difficulties due to insufficient Internet speed, which is above the
average of 32%. 51% of the surveyed population in this country claim to ‘never’
experience such difficulties, whereas the average is 60%. 8% of the Greek respondents
replied ‘| don’t know’.
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Figure 4-62: Difficulties experienced due to insufficient speed in 2014
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The Eurobarometer on eCommunications and Telecom Single Market household survey
provides data on the number of cases in which users experienced any kind of blocking
of online content or applications for 2014. As shown in Figure 4-63, regular blocks
(“Yes, often) range from 7% in Romania to 0% in Malta, with an average of 2,6% across
BEREC member and observer countries (for which data is available), whereas
occasional blocking (“Yes, sometimes”) is reported more frequently (23.7% on
average).

As for Greece, 3% of the respondents ‘often’ experience blocking of online content or
applications, whereas for 21% it happens ‘sometimes’. 69% of the surveyed Greeks
‘never’ cope with such blockings, which is at the average of the analysed countries. 7%
of the Greek respondents replied ‘I don’t know’.
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Figure 4-63: Blocking of online content or applications in 2014
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The Eurobarometer on eCommunications and Telecom Single Market household survey
also provides data on the types of content and applications for which users experienced
Internet blocking for 2014. As shown in Figure 4-64, on average 38% of users
experienced online blocking when watching a video, with data ranging from 56% in
Malta to 24% in Finland, whereas the average of 23% experienced blocking while
watching live events, with data ranging from 32% in Luxembourg to 9% in Hungary
(across BEREC member and observer countries for which data is available).

In Greece, 27% of respondents experienced online blocking when watching a video and
25% while watching live events. 45% of the surveyed Greeks claim to have experienced
such blocking while listening to music, which is much above the average of 20%. 21%
of the respondents in this country coped with online blocking when downloading video
content for free; the average is 22%.
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Figure 4-64: Experience of Internet blocking in 2014

60,0
50,0
40,0
30,0
20,0
10,0

0,0

T g » £ ® ¥ T T 5 & £ =2 £ L ¥ @© > ¢ @ & € @ © $ O D =g
[= [v] — o c M 3 el = f= 22 = = o
£ 5 5 235338582355 55 5 TR § 8 EE 3 g S
ez 2 0o 23 5 £ ¢ 35 o > a £ g ¢ &8 5 =z 8 & ¢ X 3 g E =
c 2 o 3 - > £ &6 &£ E s 2 & o 2 & w 2 o 0 O < £ &
n c € o 5 ¥ ¥ o xx T 2 c O
D x
[0} el = 3
z 2 8 O
— N
=] &}
Watch a video Listen to music Watch live events Download video content for free

Source: Eurobarometer

4.5.2.1.2 Switching behaviour

The eCommunications and telecoms single market Eurobarometer provides data on the
percentage of households that switched their Internet service provider at least once up
to the time of the survey. Eurobarometer data covers the EU28 (see Figure 4-65).
Figures for Greece are as follows:

¢ Bundles range from 20% to 68%; the average is 45%. Greece is quite above
the average with 68%.

e Mobile telephone ranges from 18% to 64%; the average is 44%. Greece is
above the average with 57%.

e Internet101 ranges from 22% to 61%, whereas the average amounts to 43%. In
Greece it is 59%.

e Fixed line telephone ranges from 5% to 62%; the average is 37%. In Greece
50% of households switched their provider for this service.

e Television ranges from 11% to 54%, whereas the average amounts to 26%. In
Greece 15% of households did such a switch.

101 FyroMm (not covered in the Eurobarometer data set) reported a value of 2.2% for this indicator.



K% .
CoNSULT The Value of Network Neutrality to European Consumers 123

Figure 4-65: Percentage of households that switched their Internet service provider
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The “Consumer market study on the functioning of the market for Internet access and
provision from a consumer perspective” (2012)102 investigated problems that
consumers are experiencing in their arrangements with ISPs, in particular in relation to
switching provider.

The main reason for switching provider in Greece was the best value for money,
followed by ‘special promotion or offer’ and ‘well-known brand’. Also for the EU 27 the
most common reason was the ‘best value for money’.

Figure 4-66: Main reason for choosing current Internet provider in 2012
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102 See:
http://ec.europa.eu/consumers/archive/consumer_research/market studies/docs/internet-service-

study-full_en.pdf.
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Concerning the arrangements for switching provider it is clear that generally the new
provider arranged the switch (which was also the most common arrangement in the EU
27) as opposed to the consumer arranging the switch themselves. The national
regulator noted possible barriers to switching in relation to equipment granted as part of
the contract.

Figure 4-67: Arrangements for switching provider in 2012
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Source: CHAFEA

About 40% of consumers experienced problems when switching mainly in relation to
technical difficulties (9%), significant interruptions (7%) and refusal to cancel or delayed
cancelations by the old provider (7%). Overall 59% of consumers didn’t experience any
problems (above the EU 27 average (56%)).

Figure 4-68: Problems experienced when switching in 2012
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The average time without Internet as a result of switching provider was 4.4 days (below
the EU 27 average of 4.7 days), while only 13% of consumers experienced no
interruption (below the EU 27 average of 24%).

The majority of consumers (79%) was satisfied with the switching provider (around EU 27
average (80%)). The remainder of consumers that were not satisfied reported mostly that
the ‘new provider not as good as thought’ (10%) or ‘even better deals are available’ (5%).
The average reported monthly savings were € 15.90 (above EU 27 average (€ 14.70)).

Figure 4-69: Satisfaction with switching provider in 2012
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The average time spent by the consumer on switching was 2.2 hours (below the EU 27
average of 2.5 hours), while the associated costs expressed in value of working time or
leisure time was well below the EU 27 average.

Figure 4-70: Switching costs in 2012
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The most important factors that facilitate the consumer in switching provider were
feedback from other users (43%, above EU 27 average (30%)), standardised
comparable offers from providers (34%, below EU 27 average (35%)) and shorter
contract duration (33%, above EU 27 average (32%)).

Figure 4-71: Facilitators to switching in 2012
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45.2.2 Consumers’ preferences and willingness to pay for Internet access services

This chapter presents an overview of the situation in Greece, as far as consumer’s
preferences and willingness to pay for Internet Access Services (IAS) are concerned.

4.5.2.3 Typical patterns of Internet usage

The analysis of typical patterns of Internet usage in Greece concentrates on such
aspects as: frequency of the usage, its location, purposes of the use and digital skills.

45.2.3.1 Internet use and its frequency

ITU provides data on the percentage of individuals using the Internet, whereas Eurostat
provides data on the number of individuals who are frequent users (every day or almost
every day) for 2013. As shown in Figure 4-72, the percentage of individuals using the
Internet ranges from 96,5% in Iceland to 46,3% in Turkey, with an average of 74,9%
across BEREC member and observer countries (for which data is available). Greece is
a bit below the average with 60%.
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Figure 4-72: Internet use in 2013
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According to the ICT Households survey (Figure 4-73), the percentage of individuals
who are frequent Internet users ranges from 91% in Iceland to 30% in Turkey103, In
Greece 47% belongs to frequent Internet users, which is below the average of 61% of
the surveyed BEREC member and observer countries (for which data is available).

Figure 4-73: Individuals who are frequent Internet users (every day or almost every
day), 2013
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103 Note that Eurostat also provides a value for Serbia that is included in this dataset, however this value
is for latest available year (2009).
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4.5.2.3.2 Location and purpose of using Internet

EUROSTAT provides information on individuals using the Internet, by place of use in
2013 (% of individuals aged 16 to 74). As presented in the Figure 4-74, data on using
the Internet:

¢ At home ranges from 31% to 95%; the average is 70% across BEREC member
and observer countries (for which data is available). In Greece 56% of
individuals use the Internet at home, which is below the average.

o At place of work ranges from 11% to 60%; the average is 33%. In Greece 18%
of individuals use the Internet at work, which is also below the average.

o At place of education ranges from 4% to 30%, whereas the average is 11%.
5% of the Greek individuals use Internet at this place.

o At other places ranges from 3% to 48%, whereas the average is 20%. 10% of
Greek individuals use Internet at other places.

Figure 4-74. Individuals using the Internet, by place of use (% of individuals aged 16

to 74), 2013
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Source: EUROSTAT

EUROSTAT in its’ ICT Household Survey also provides data on the type of Internet use
for 2012 and 2013. Figure 4-75 reveals that the average number of individuals using the
Internet for:

e sending/receiving e-mails is 64%, whereas in Greece it is 46%.

e playing or downloading games, images, films or music is 37% whereas in
Greece it is 28%.

o listening to web radio/watching web television is 33%, whereas in Greece it is
31%.
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e participating in social networks is 47%, whereas in Greece it is 36%.
¢ uploading self-created content is 26%. In Greece it is 18%.
¢ downloading software is 24%, whereas in Greece it is 14%.

Figure 4-75: Internet use: sending/receiving e-mails in 2013, playing or downloading
games, images, films or music in 2012, listening to web radio/watching
web television in 2012, participating in social networks in 2013, uploading
self-created content in 2012, downloading software in 2013
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In addition to the information presented above, a recent study “New Technologies in
Citizens Lives 2014104 conducted by the Greek government agency “Information
Society S.A.” and published in June 2014 provides the following insight into the Internet
usage in Greece:

e 91.5% of Internet users access the Internet through a PC and only 18.7%
through a mobile device (mobile phone, PDA, etc.).

¢ Main reasons of Internet usage include finding information on goods and
services (76.7%), sending e-mails (74.6%), accessing electronic journals and
newspapers (70.5%), downloading games, movies, pictures, music, etc.
(63.9%), uploading content to social media profiles (51.4%), chatting (49.7%)
and (video-) telephony over the Internet (48.5%).

e The less popular activities on the Internet are: taking on-line courses (29.4%),
online gaming (28.4%), e-banking (21.7%), and teleworking (3.5%).

104 New Technologies in Citizens Lives 2014, Information Society S.A.,
http://www.ktpae.gr/index.php?option=com_content&view=article&id=1565:-g-q&catid=6:latest-

news&ltemid=18.
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o The use of smart phones and portable PCs in the campus is very common
among higher education students (95.7% and 78.7% respectively).

o Approximately 53% of Internet users have ordered goods or services for private
purposes over the Internet. The majority (76.1%) opts for such approach for
economic reasons.

4.5.2.4 Digital skills

The DAE Scoreboard provides data on digital skills. As shown in Figure 4-76, the
percentage of people with basic digital skills ranges from 83% in Iceland to 15% in
Romania, with an average of 54% across BEREC member and observer countries (for
which data is available). Furthermore, in 19 countries, the percentage of people with
basic or above digital skills is above 50%.

Greece is quite below the average with the number of individuals with basic or above
basic digital skills at 35%. 65% of people in this country have low or no digital skills,
which is more than the average of 45%.

Figure 4-76: Individuals with basic or above basic digital skills, 2012
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Level of digital skills can be also described through the use of the Internet by individuals
for particular tasks.

According to EUROSTAT, and as shown in Figure 4-77, the average number of
individuals who have:

e Used a search engine to find information is 73%, whereas in Greece it is 62%.

e Sent an email with attached files is 62%, whereas in Greece it is 47%.
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o Posted messages to chat rooms, newsgroups or an online discussion forum is
37%, whereas in Greece it is 39%.

e Used the Internet to make phone calls is 37%, whereas in Greece it is 34%.

e Used peer-to-peer file sharing for exchanging movies, music, etc. is 17%,
whereas in Greece it is 12%.

Figure 4-77: Individuals' level of Internet skills - Individuals who have used Internet to
perform different activities, 2013
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4.5.2.5 Additional insights

In Greece, there were 3.8 million Facebook users in 2012 (Socialbakers 2012). The
pages with the highest number of fans on the Greek Facebook are Texas Holdem
Poker, MAAIZIO — PLAISIO (a shopping site) and Lacta (a chocolate firm). Otherwise,
there appear to be no obvious trends in the top 10 websites on the Greek Facebook.
However, on rank 8, there is a community page that apparently offers some sort of
deletion service to Facebook members. This may indicate a higher tendency to privacy
amongst the Greek Internet consumers. The three brands with the highest number of
Facebook fans are all amongst the top pages: (1) NMAAIZIO — PLAISIO (a shopping
site), (2) Lacta (a chocolate firm) and (3) Public (a shopping site). There is no apparent
other pattern amongst the top ten brands on the Greek Facebook.

Data on e-commerce activity is provided by the European Consumer Conditions
Scoreboard195, Greece has seen a strong growth rate in e-commerce activity compared
to most other European countries. From 2008 to 2012, the share of people, who have
bought a product or service online has grown from 9 to 20 percent. Compared to the

105 European Commission (2013): The Consumer Conditions Scoreboard — Consumer at home in a
single market. 9" edition July 2013.
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average of the EU 27, this is, however, still a relatively small share. For all European
countries, the same figure grew from 32 to 45 percent in the same period. It is also
interesting to note the Greeks have one of the lowest confidence levels in online
shopping across the EU, in particular, when buying products and service from a national
retailer online. This may indicate also a lack of trust in other online activities.

As regards video streaming there is no direct consumer data available, however, one
may take the offer of audio-visual content on demand as proxy for how mature the local
market is and how strong the demand for such services is. In Greece, there are 91 on-
demand sources for audio-visual content (officially) available. Within that, there are 17
branded YouTube channels, 19 catch-up TV services and 44 VoD services. Only
around half of these offers are targeted primarily at the Greek market106,

4.6 Country profile of Sweden

4.6.1 Sweden: The electronic communications market environment

4.6.1.1 Specific broadband products with their market shares

Broadband products can be mainly characterised by their availability, speed and
technology (e.g. Cable, xDSL, FTTx, etc.). The recent study on ‘Broadband Internet
access cost (BIAC)'107 provides country profiles based on a number of indicators that
characterise the broadband market. For Sweden this study collected a total of 293
broadband Internet offers. These offers are collected from eight different operators that
represent more than 90% of market share, being TeliaSonera (incumbent), AllTele
Allménna Svenska (new entrant), Bahnhof (new entrant), Bredband 2 (new entrant),
ComHem (new entrant), Tele2 Sverige (new entrant), Telenor (new entrant), and T3
(new entrant). The following characteristics are provided:

¢ Most investigated offers (98%) do not require line rental or a cable TV
subscription.

e All of these offers (100%) are unmetered, which means that an unlimited
volume of data can be downloaded at any time.

e Offers from incumbents accounted for 9% of all the offers, whereas 91% of
these were offers from new entrants.

e Interms of types of offers in relation to bundling: 44% were Internet access
only, 37% Internet access and fixed telephony, 8% Internet access and TV and
12% Internet access, fixed telephony and TV.

106 MAVISE database http://mavise.obs.coe.int/welcome.
107 2013, Broadband internet access cost (BIAC), see: http://ec.europa.eu/digital-agenda/en/news/study-
retail-broadband-access-prices-2013-smart-20100038.
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In terms of speed offers per basket: most offers are in the 30+ Mbps speed range
(45%), followed by 8Mbps-12Mbps (22%), 12Mbps — 30Mbps (15%), 512kbps-
1Mbps (8%) and 4Mbps — 8 Mbps (4%) and 1Mbps-2Mbps (4%) (covering 98% of
offers, see also Figure 4-78;

Figure 4-78: Offers per basket (speed) for Sweden
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Sweden

According to the ‘The Swedish Telecommunications Market’ report from 2013, in terms
of the number of subscriptions, the four largest operators, TeliaSonera, Tele2, Telenor
and Com Hem, held a combined 80,9% of the total market for fixed broadband by the
end of 2013 (see Figure 4-79 below). Com Hem's market share increased from 17,7%
to 18%, making Com Hem the second largest operator in the market. TeliaSonera's
market share also increased, from 38,5% in 2012, to 39% in 2013, while Tele2 and
Telenor's market shares decreased over the same period. The combined market share
of the other operators increased and amounted to one fifth of subscriptions by 31
December 2013. Of these companies, Bredband2 was the largest with 3,8% of
subscriptions108,

108 For more information please see The Swedish Telecommunications Market 2013 report, The Swedish
Post and Telecom Agency, http://statistik.pts.se/pts2013e/.
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Figure 4-79: Market shares — fixed broadband subscriptions, 2013
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Source: The Swedish Post and Telecom Authority

The following sections provide more information for relevant indicators on:

e Download speed of fixed broadband subscriptions
e Transmission capacity for broadband subscriptions

¢ Broadband subscriptions per type of technology

4.6.1.2 Download speed of fixed broadband subscriptions

Digital Agenda Scoreboard provides data on fixed broadband subscriptions by speed in
2014.

Sweden is below average (19%) with the share of fixed broadband subscriptions
30Mbps and above and below 100Mbps amounting to 6,4%.

The country is much above the average as far as fixed broadband subscriptions 100
Mbps and above are concerned with 31% compared to 8% being the average.

The average for fixed broadband subscriptions above 144 and below 30Mbps is 73%
and Sweden is below, with the share of 62%.
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Figure 4-80: Fixed broadband subscriptions by speed (Digital Agenda categories),

2014
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4.6.1.3 Transmission capacity for broadband subscriptions

Internet and broadband services are often asymmetrical, i.e. they do not have the same
transmission speed for downloaded data (received data) as for uploaded data (sent data).
Operators most often offer a higher speed for downloaded data than for uploaded data.

The Swedish Post and Telecom Authority provides recent information on transmission
speeds for fixed broadband subscriptions, both upstream and downstream (see Figure
4-81 and Figure 4-82 .

The number of subscriptions for fixed broadband with high transmission capacities
continued to grow in 2013. At the end of 2013 there were 950,000 subscriptions with a
speed of 100 Mbps or more, a year-on-year increase of 26%, or 195,000 subscriptions.
Of these, almost 14,000 had a speed of 1 Gbps or more. At the same time, there were
198,000 subscriptions with speeds of 30 to 100 Mbps, which is an increase of 60%. Just
over 1,1 million subscriptions had speeds of 10 to 30 Mbps, which is a reduction by 1%
from the previous year. Subscriptions with speeds of between 2 and 10 Mbps
decreased by 16%. Subscriptions with the lowest speeds, i.e. under 2 Mbps, saw the
greatest decrease. There were 34,000 of these subscriptions at the end of 2013, which
is less than half the number at the same time in 2012, when there were 81,000

subscriptions109,

109 For more information please see The Swedish Telecommunications Market 2013 report, The Swedish
Post and Telecom Agency, http://statistik.pts.se/pts2013e/.

Belgium
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Figure 4-81: Distribution of download speed of data - fixed broadband (number of
subscriptions, thousands), 2013
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Source: The Swedish Post and Telecom Authority

Subscriptions with a marketed upload speed of between 144 kbps and 2 Mbps made up
the largest proportion, 44%, of all fixed broadband subscriptions. There were
approximately 1,4 million subscriptions in this speed interval at the end of 2013, which
was a decrease of 12% compared to one year previously. The number of fixed
broadband subscriptions with upload speeds of between 10 and 30 Mbps increased by
42% to almost 1,1 million, as of 31 December 2013. These subscriptions thereby made
up a third of the totality of fixed broadband subscriptions. The number of fixed
broadband subscriptions with upload speeds of between 30 and 100 Mbit/s amounted
to 46,000, a decrease by 18% compared to the end of 2012. Fixed broadband
subscriptions with upload speeds of 100 Mbit/s and above made up just under 7% of
the total. It is notable that 30% of the total number of fixed broadband subscriptions had
the same speed interval (100 Mbps and above) for downloading110.

110 For more information please see The Swedish Telecommunications Market 2013 report, The Swedish
Post and Telecom Agency, http://statistik.pts.se/pts2013e/.
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Figure 4-82: Distribution of upload speed of data - fixed broadband (humber of
subscriptions, thousands), 2013
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4.6.1.4 Broadband subscriptions per type of technology

The DAE Scoreboard also provides data on NGA (FTTH, FTTB, VDSL, Cable DOCSIS
3.0 and other NGA) subscriptions as a percentage of total fixed broadband
subscriptions for 2013. As shown in Figure 4-83, NGA share of all broadband
connections ranges from 69,5% in Belgium to 1,2% in Croatia. For Sweden the NGA
share is 58%. The average NGA broadband coverage as a percentage of total fixed
broadband subscriptions is 35,3%.
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Figure 4-83: NGA (FTTH, FTTB, VDSL, Cable DOCSIS 3.0 and other NGA)
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On the basis of data from the DAE Scoreboard the Figure 4-84 below indicates fixed
broadband subscriptions as technology market shares:

DSL lines % (VDSL included) range from 99,79% in Greece to 15% in
Bulgaria. In Sweden they are 44%; whereas the average share is 56%.

Cable modem % (DOCSIS 3.0 included) ranges from 51% in Belgium to 0%
in Greece and Italy. In Sweden it amounts to 18%, whereas the average share

is 21%.

FTTH/B % ranges from 54% in Latvia to 0% Greece and Malta. In Sweden it is
39%, whereas the average share is 14%.

Other % range from 36% in Bulgaria to 0% in the Netherlands and Sweden,
while the average share is 7,4%.
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Figure 4-84: Broadband subscriptions per type of technology in 2013
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As indicated by the Swedish Post and Telecom Authority, at the end of 2013, the total
number of Internet subscriptions was almost 11 million. This is an increase of 801,000
subscriptions, or 8%, since the end of 2012. Of the almost 11 million Internet service
subscriptions in December 2013, just below 10,9 million were subscriptions for
broadband. The remainder covered subscriptions for dial-up Internet, which does not
fall under the definition of broadband (see Figure 4-85).

Figure 4-85: Number of subscriptions on broadband and Internet services (thousands),
2013
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Source: The Swedish Post and Telecom Authority

There were just over 3.1 million subscriptions for fixed Internet on 31 December 2013,
which was 47,000 more than at the same time the previous year.
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As indicated in Figure 4-86, the number of subscriptions for broadband via:

o Fibre and fibre LAN increased 15% in 2013 compared to the year before. As
in the previous year, they accounted for the entire increase in the number of
broadband subscriptions.

e XxDSL decreased 7% since the end of 2012.
e Cable television decreased compared to the previous year.

o Dial-up Internet decreased, continuing a trend which has lasted for more than
ten years. At the end of 2013, there a decrease of 15% in one year.

Until 2008, xDSL subscriptions accounted for a large portion of the growth in the
Swedish market for fixed broadband. However, since the first half of 2008, fibre and
fibre LAN have been responsible for the continued growth, as is evident in the figure
below.

Figure 4-86: Development of subscriptions on fixed Internet services (thousands),
2013
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Source: The Swedish Post and Telecom Authority

4.6.1.5 Specific pricing plans for Internet access, including typical promotional offers,
major contract terms and conditions

This section presents monthly prices of Internet access (least expensive offer in
EUR/PPP) in Sweden in comparison to other countries.

The DAE Scoreboard provides data on the monthly price of standalone Internet access
per speed range in 2014.

As shown in Figure 4-87, prices for:

¢ Internet access 8-12 Mbps range from €10,90 in Lithuania to €47.71 in Greece
(note that this price is based only on one offer (satellite)); the average price
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across BEREC member and observer countries (for which data is available) is
€26,49. Sweden is again below the average, with the price at €12,97.

e Internet access 12-30 Mbps range from €12,01 in Lithuania to €57.86 in
Iceland; the average price is €25,51. In Sweden the price is below average at
€20,66.

e Internet access 30-100 Mbps range from €11,53 in Lithuania to €81,52 in
Liechtenstein with the average price of €32,96. Sweden reached the price of
€15,27.

e Internet access 100 Mbps range from €19,54 in Latvia to €138,45 in Austria,
whereas the average price is €58,65 across BEREC member and observer
countries (for which data is available). Sweden is below average with the price
at €31,57.

Figure 4-87: Monthly price of Internet access per speed in 2014
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4.6.1.6 Information on bundling practices and pricing of such bundles

This section presents bundle penetration and pricing of such bundles in Sweden in
comparison to the rest of the countries.

As presented in chapter 1.1 according to BIAC Study, the following types of offers in
relation to bundling are available in Sweden: 44% Internet access only, 37% Internet
access and fixed telephony, 8% Internet access and TV and 12% Internet access, fixed
telephony and TV.

The Consumers, Health and Food Executive Agency (CHAFEA) provides more detailed
data on the penetration of types of bundled offers. A shown in Figure 4-88, the data for:

e Internet and fixed telephony ranges from 3% in Finland to 59% in Italy, with
an average of 24,6%. These types of bundles achieve 20% in Sweden.
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Internet, fixed telephony and TV ranges from 1% in Finland to 56% in
Slovenia, with an average of 22,1%. These types of bundles amount to 17% in
Sweden.

Internet and TV ranges from 3% in Malta to 32% in Bulgaria; whereas the
average is 14,4%. Sweden turns out here to be below the average - with 11%.

Figure 4-88: Bundled offer penetration in 2012 (1)
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Figure 4-89 below, indicates CHAFEA data for:

Internet and fixed telephony and mobile telephony and TV which ranges
from 1% in several countries, such as Finland, Poland, Slovakia, Norway,
Lithuania, Ireland and Czech Republic, up to 31% in Malta. The average
amounts to 5,3%. In Sweden it is 2%.

Internet and mobile telephony which ranges from 0% in in several countries,
such as the Netherlands, Cyprus, Malta up to 12% in Finland. The average is
3%. Sweden is at the same level at the average.

Internet and fixed telephony and mobile telephony which ranges from 0% in
several countries (Finland, Slovakia, Latvia, Slovenia, Lithuania, the
Netherlands and Hungary) up to 30% in Luxembourg. The average is 3,2%.
These types of bundles are below the average in Sweden at 1%.
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Figure 4-89: Bundled offer penetration in 2012 (2)

35%

30%

25%

20%

15%

10%

5%

0%

L

v 9 8 » & ¢ § &8 E £ T ¢ T 2 & & 5 & B > £ 0@ ¥ =0 T O @ T
2 2% 8§ 2§ 295 6 2 5§ 2 5 35 5 2 & T 8 0o 8 8 ¥ § 8 B 5
® Q o @© o =] o T o o o [s) o] o i Qg e = o O S n 8
g == ¢ 8 = € € o2 v & v 5 5 % > 5§ E o @ £ > © g = €
5 O E} 6 o 5 £ 8 =L &t £ Wl g 32 2 5 O & 2 0 o < i
£ E n o g ¢ ¢ I 0] [ @] 4
2 3 3 5

£ 2

c

=] 6]

Internet + fixed telephony + mobile telephony + TV © Internet + mobile telephony  Internet + fixed telephony + mobile telephony

Source: CHAFEA

Analysis on the penetration of other types of bundled offers is presented in Figure 4-90:

Internet and fixed telephony and mobile Internet ranges from 1% in several
countries (Finland, Poland, Slovakia, Lithuania, Latvia, Malta, Hungary and
Czech Republic) up to 9% in Spain. The average amounts to 2,9%. In Sweden
it is 3%.

e Internet and fixed telephony and mobile Internet and TV ranges from 0% in

Finland to 12% in Portugal. The average is 3,1%. These types of bundles
achieve 3% in Sweden.

¢ Internet and mobile Internet ranges from 0% in Cyprus, Malta and the

Netherlands up to 13% in Finland. The average is 2,1%. These types of
bundles are above the average in Sweden at 4%.
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Figure 4-90: Bundled offer penetration in 2012 (3)
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The Swedish Post and Telecom Authority is a provider of another source of information
on bundling practices in Sweden (see Figure 4-91 below). At the end of 2013, the
number of bundled subscriptions was 1,722,000, which corresponds to approximately
the same as the year before. The most common form of bundling was fixed telephony
and fixed broadband, which is the same as the previous year, representing 41% of all
bundled subscriptions. The second most common bundled subscription, with 37% of all
bundled subscriptions, was for fixed telephony, fixed broadband and television. The
third most common form of bundling was television and fixed broadband, representing
7% of all bundled subscriptions.

While the two most common forms of bundling decreased, compared to the previous
year, television and fixed broadband bundles increased by 21%. Different forms of
bundling with mobile broadband increased in 2013.

Fixed broadband was included in 1,487,000 of the bundled subscriptions,
corresponding to 47% of all subscriptions for fixed broadband. On the other hand,
bundles that included mobile broadband corresponded to only around 2% of all

subscriptions for mobile broadband111,

111 For more information please see The Swedish Telecommunications Market 2013 report, The Swedish
Post and Telecom Agency, http://statistik.pts.se/pts2013e/.
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Figure 4-91: Bundled subscriptions (thousands), 2013
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Figure 4-92 shows the number of subscriptions for television services by distribution
method; all subscriptions are included. Only subscriptions via fibre and fibre LAN
increase, with all other distribution platforms at the same level as previous year or
decreasing.

More than half (54%) of the television subscriptions are distributed via digital
technologies, such as the terrestrial network, digital cable television, satellite and IPTV
(fibre, fibre LAN or xDSL), and the remainder (46%) via analogue cable television. This
distribution has remained relatively constant since 2009.

Figure 4-92: Number of subscriptions on television services, per distribution platform
(thousands), 2013
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Figure 4-93 shows the proportion of subscriptions by distribution method, with
households with two or more subscriptions for television services only counted once.

Cable television is the most common television distribution method in Sweden. The
number of digital cable television subscriptions has now decreased for three periods in
a row and digital cable is now the platform that has declined the most both in
percentage terms and in the number of subscriptions. The analogue cable television
platform is not increasing, as there is hardly any expansion of the cable television
network taking place.

The increase in the number of analogue cable television subscriptions is due to SMATV
networks being taken over by cable television operators, as this means they are then
reported as analogue cable television rather than SMATV112,

Figure 4-93: Subscriptions on television per distribution platform (unique users), 2013
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Figure 4-94 provides information on the number of subscriptions for television via
broadband, known as IPTV, which continued to increase in 2013, and this was the only
platform that saw growth between the end of December 2012 and the end of December
2013.

At the end of 2013 there was an increase of 13% compared with the same time one
year before. The increase in the number of subscriptions via IPTV is as a result of a
greater number of subscriptions via fibre and fibre LAN. The number of subscriptions for
television via fibre at the end of 2013 represents an increase of 26%, compared with

112 For more information please see the Swedish Telecommunications Market 2013 report, The Swedish
Post and Telecom Agency, http://statistik.pts.se/pts2013e/.



http://statistik.pts.se/pts2013e/

-2,

m
o
=Y

T The Value of Network Neutrality to European Consumers 147

c

one year earlier. The number of subscriptions for television via xDSL decreased by
304113

Figure 4-94: Number of subscriptions for television via broadband - IPTV (thousands),
2013
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The Swedish Post and Telecom Authority also provides data on the number of fixed call
services subscriptions (see Figure 4-95). In December 2013 there were 3.9 million fixed
telephony subscriptions in Sweden, which can be compared to December 2012, when
there were just under 4.2 million. This corresponds to a decrease of 6%. As in previous
years, the number of PSTN and ISDN subscriptions declined, while the number of IP
subscriptions increased. The increase took place through the access technologies
xDSL and fibre LAN. Of all subscriptions for IP telephony, 38% were for xXDSL and 29%
were for subscriptions via fibre LAN. Subscriptions for IP telephony made up 40% of the
fixed telephony subscriptions at the end of 2013. The number of subscriptions via WLR
continued to decline in 2013114,

113 For more information please see the Swedish Telecommunications Market 2013 report, The Swedish
Post and Telecom Agency, http://statistik.pts.se/pts2013e/.

114 For more information please see the Swedish Telecommunications Market 2013 report, The Swedish
Post and Telecom Agency, http://statistik.pts.se/pts2013e/.
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Figure 4-95: Number of subscriptions on fixed telephone services (thousands), 2013
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As far as prices of bundling offers are concerned, the DAE Scoreboard provides data on
the monthly price of standalone Internet access, as well as bundles according to
different speed (least expensive offer in EUR/PPP).

As shown in Figure 4-96, monthly price of Internet access, together with fixed telephony
bundles for:

e Offer 8-12 Mbps ranges from €19,95 in Sweden to €79.24 in Latvia; the
average price is €39,99.

o Offer 12-30 Mbps ranges from €25,32 in Romania to €59.25 in Liechtenstein;
the average price is €36,63. In Sweden the price is lower than the average at
€26,66.

o Offer 30-100 Mbps ranges from €22,25 in Sweden to €75.25 in Slovenia; the
average price is €45,19.

o Offer 100 Mbps ranges from €32,13 in France to €147,59 in Malta; the average
price is €73,44. In Sweden the price is much lower than the average at €40,57.
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Figure 4-96: Monthly price of Internet access + fixed telephony bundles in 2014
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Figure 4-97 below presents monthly price of Internet access, together with fixed
telephony and TV bundles (least expensive offer in EUR/PPP) for:

o Offer 8-12 Mbps, which ranges from €25,81 in Estonia to €95,61 in Portugal;
the average price is €53,16. This type of bundle costs €27,38 in Sweden.

e Offer 12-30 Mbps, which ranges from €23,77 in France to €87,57 in Norway;
the average price is €47,05. In Sweden the price is a bit higher than the
average at €52,68.

o Offer 30-100 Mbps, which ranges from €23,77 in France to €86,24 in Norway;
the average price is €50,96. This type of bundle costs in Sweden is €29,68.

¢ Offer 100 Mbps, which ranges from €29,84 in Latvia to €137,02 in FYROM,; the
average price is €69,93. In Sweden it is less than average at €49,60.
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Figure 4-97: Monthly price of Internet access + fixed telephony + TV bundles in 2014
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4.6.1.7 Information about network neutrality policies of ISPs

In Sweden most of the largest ISPs state at their respective websites that they use
traffic management for technical purposes. Measures include, for example, prioritization
of traffic in the network in question. The ISPs take measures to maintain or enhance the
stability of networks and to ensure that the customer’s connection remains strong even
when overloaded. It also helps them deliver certain services, for instance IPTV services.

No distinction is made between various services and applications. In fixed broadband
networks where the capacity will be shared in the access network, the extensive use of
peer to peer application give similar but less clear effects, because the bandwidth is
higher and there are fewer people who potentially will share the capacity.

Most ISPs inform their costumers that they continuously take measures to protect
customers and networks and users from spam, viruses, and attacks on IT systems
(DoS attacks). Most of the larger ISPs at the Swedish market are also actively involved
in efforts to combat sexual abuse images of children by working together with the police

to block websites where such material exists115.

4.6.1.8 Information about how ISPs typically present information to consumers in
advertising, own websites

ISPs at the Swedish market rarely use information about network neutrality for
their marketing or advertising activities. Typically, Swedish ISPs present information on

115 Source of the information: Swedish Post and Telecom Agency, Consumer Markets Department,
Section for Consumer Rights.
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traffic management on their websites categorized under “about” and “terms”116. The
description of these ISPs’ policies regarding traffic management at the website gives
consumers an overall summary of what measures are taken in terms of priorities and
blockings, etc. For instance, the Swedish ISP TeliaSoneras website provides the
following information:

Limited amounts of bandwidth capacity have to be shared by all users in a given cell, and
therefore users who consume a lot of data can affect the experience for other users. To
maximize the availability of services for all active users in a given cell, it is necessary to
maintain the network operators' ability to handle the traffic. Mobile services that are time-
critical in the sense that they must be delivered in a sequence that voice, has priority over
data on the network becomes overloaded. It does not mean that the data link is
disconnected completely, but rather that the speed decreases. For mobile data, there are
also some defined parameters for allocating the capacity of different types of data traffic. For
example, this means that general limitations on capacity and / or speed, regardless of
subscription or offer, valid for mobile data regarding file sharing.

More detailed information about potential blocking and other measures are usually
found in the agreement with the consumer, in its general terms and conditions.

In 2013 the Swedish Post and Telecom Agency (PTS) implemented secondary
legislation indicating which information must at least be contained in the general terms
and conditions.

4.6.2 Sweden: Internet consumer behaviour

This part explains consumer behaviour in Sweden with regard to Internet access and
network neutrality in particular. The information is presented against the background of
other countries.

4.6.2.1 Switching behaviour and choice criteria for Internet access services and actual
/ perceived breadth of potential choices

The aim of the study is to look at the value of network neutrality for consumers. The
following sections provide available data on network neutrality incidents, as well as
consumer behaviour in terms of switching ISPs.

4.6.2.1.1 Network neutrality incidents

The Eurobarometer on eCommunications and Telecom Single Market household survey
provides data on the awareness of data consumption limits of Internet connections for
2014. As shown in Figure 4-98, awareness of data consumption limits ranges from 55%

116 For more information, please see:
http://www.telia.se/privat/om/villkor/trafikhantering
http://www.tele2.se/kundservice/bredband/etiska-riktlinjer.aspx
http://www.telenor.se/published images/Trafikhanteringstext%20till%20webben%20121122.pdf.



http://www.telia.se/privat/om/villkor/trafikhantering
http://www.telia.se/privat/om/villkor/trafikhantering
http://www.tele2.se/kundservice/bredband/etiska-riktlinjer.aspx
http://www.tele2.se/kundservice/bredband/etiska-riktlinjer.aspx
http://www.telenor.se/published_images/Trafikhanteringstext%20till%20webben%20121122.pdf
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in Croatia to 16% in the Czech Republic, with an average of 27%. In Sweden the level
of the awareness is below the average at 19%.

18% of Swedish respondents are aware of limits of Internet connections, but they are
not sure what they are, which is below the average of 22%. 54% of the surveyed
population in Sweden seems to be ‘not aware’ of the data consumption limits, whereas
the average for the analysed countries is 40%. 9% of the Swedish respondents replied
‘| don’t know’.

Figure 4-98: Awareness of data consumption limits of Internet connections in 2014
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The Eurobarometer on eCommunications and Telecom Single Market household survey
provides data on the difficulty of accessing online content and applications due to
insufficient speed or downloading capacity for 2014. As shown in the Figure 4-99,
respondents ‘often’ having difficulties ranges from 14% in Luxembourg to 2% in
Lithuania, with an average of 5,5%. As for Sweden, only 4% of respondents admitted
having ‘often’ such difficulties. On the other hand, 31% of Swedish respondents confirm
that they ‘sometimes’ experience difficulties due to insufficient Internet speed, which is
slightly below the average of 32%. 64% of the surveyed population in this country claim
to ‘never’ experience such difficulties, whereas the average is 60%. 1% of the Swedish
respondents replied ‘1 don’t know’.
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Figure 4-99: Difficulties experienced due to insufficient speed in 2014
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The Eurobarometer on eCommunications and Telecom Single Market household survey
provides data on the number of cases in which users experienced any kind of blocking
of online content or applications for 2014. As shown in Figure 4-100, regular blocks
(“Yes, often) range from 7% in Romania to 0% in Malta, with an average of 2,6%,
whereas occasional blocking (“Yes, sometimes”) is reported more frequently (23.7% on

average).

With regard to Sweden, 2% of the respondents ‘often’ experience blocking of online
content or applications, whereas for 25% it happens ‘sometimes’. 71% of the surveyed
Swedes ‘never’ cope with such blockings, which is above the average of the analysed
countries of 69%. 2% of the Swedish respondents replied ‘I don’t know’.

Figure 4-100: Blocking of online content or applications in 2014
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The Eurobarometer on eCommunications and Telecom Single Market household survey
also provides data on the types of content and applications for which users experienced
Internet blocking for 2014. As shown in Figure 4-101, on average, 38% of users
experienced online blocking when watching a video, with data ranging from 56% in
Malta to 24% in Finland, whereas an average of 23% experienced blocking while
watching live events, with data ranging from 32% in Luxembourg to 9% in Hungary.

In Sweden, 31% of respondents experienced online blocking when watching a video
and 26% while watching live events. 17% of the surveyed Swedes claim to have
experienced such blocking while listening to music, which is a bit below the average of
20%. 11% of the respondents in this country coped with online blocking when
downloading video content for free; the average is 22%.

Figure 4-101: Experience of Internet blocking in 2014
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4.6.2.1.2 Switching behaviour

The eCommunications and telecoms single market Eurobarometer provides data on the
percentage of households that switched their Internet service provider at least once up
to the time of the survey. Eurobarometer data covers the EU28 (see Figure 4-102).
Figures for Sweden are as follows:

e Bundles ranges from 20% to 68%; the average is 45%. Sweden is above the
average with 49%.

o Mobile telephone ranges from 18% to 64%; the average is 44%. Sweden is
above the average with 50%.
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e Internetll’ ranges from 22% to 61%, whereas the average amounts to 43%. In

Sweden it is 49%.

o Fixed line telephone ranges from 5% to 62%; the average is 37%. In Sweden
47% of households switched their provider for this service.

e Television ranges from 11% to 54%, whereas the average amounts to 26%. In
Sweden 45% of households did such a switch.

Figure 4-102: Percentage of households that switched their Internet service provider
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The “Consumer market study on the functioning of the market for Internet access and
provision from a consumer perspective” (2012)118 investigated problems that
consumers are experiencing in their arrangements with ISPs, in particular in relation to

switching provider.

The main reason for switching provider in Sweden was the best value for money,
followed by ‘speed’ and ‘special promotion or offer’/ ‘other services with ISP’. Also for
the EU 27 the most common reason was the ‘best value for money’.

117 FyrOM (not covered in the Eurobarometer data set) reported a value of 2.2% for this indicator.

118 See:

http://ec.europa.eu/consumers/archive/consumer_research/market studies/docs/internet-service-

study-full_en.pdf .


http://ec.europa.eu/consumers/archive/consumer_research/market_studies/docs/internet-service-study-full_en.pdf
http://ec.europa.eu/consumers/archive/consumer_research/market_studies/docs/internet-service-study-full_en.pdf
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Figure 4-103: Main reason for choosing current Internet provider in 2012
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Concerning the arrangements for switching provider, most consumers arranged the
switch themselves while for about 1/3 of consumers the switch was arranged by the
new provider (which was the most common arrangement in the EU 27). The national
regulator noted barriers to switching in relation to the contractual barriers, long notice
period combined with bundling and internal rebates resulting in costs for the consumer
or other issues.

Figure 4-104: Arrangements for switching provider in 2012
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About 44% of consumers experienced problems when switching, mainly in relation to
having to pay both the old and new providers (11%), technical difficulties (9%),
significant interruptions (8%) and not having the possibility to take the email address
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used with the old ISP (8%). Overall 56% of consumers didn’t experience any problems
(same as the EU 27 average (56%)).

Figure 4-105: Problems experienced when switching in 2012
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The average time without Internet as a result of switching provider was 3.8 days (below
the EU 27 average of 4.7 days), while 42% of consumers experienced no interruption
(well above the EU 27 average of 24%).

The majority of consumers (77%) was satisfied with the switching provider (below the
EU 27 average (80%)). The remainder of consumers that were not satisfied reported
mostly that the ‘new provider not as good as thought’ (13%), other reasons (4%) or
‘even better deals are available’/ ‘new provider not as cheap as thought’ (3%). The
average reported monthly savings were € 14.30 (below EU 27 average (€ 14.70)).

Figure 4-106: Satisfaction with switching provider in 2012
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The average time spent by the consumer on switching was 1.8 hours (below the EU 27
average of 2.5 hours), while the associated costs expressed in value of working time or
leisure time was around the EU 27 average.

Figure 4-107: Switching costs in 2012
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The most important factors that facilitate the consumer in switching provider were
shorter contract duration (47%, above EU 27 average (32%)), standardised comparable
offers from providers (38%, above EU 27 average (35%)) and independent tests of
service quality of Internet providers (34%, above EU 27 average (32%)).

Figure 4-108 Facilitators to switching in 2012
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4.6.2.2 Consumers’ preferences and willingness to pay for Internet access services

This chapter presents an overview of the situation in Sweden, as far as consumer’s
preferences and willingness to pay for Internet Access Services (IAS) are concerned.

4.6.2.3 Typical patterns of Internet usage

The analysis of typical patterns of Internet usage in Sweden concentrates on such
aspects as: frequency of the usage, its location, purposes of the use and digital skills.

4.6.2.3.1 Internet use and its frequency

ITU provides data on the percentage of individuals using the Internet, whereas Eurostat
provides data on the number of individuals who are frequent users (every day or almost
every day) for 2013. As shown in Figure 4-109, the percentage of individuals using the
Internet ranges from 96,5% in Iceland to 46,3% in Turkey, with an average of 74,9%.
Sweden is much above the level of the average and nearly as high as Iceland with 95%.

Figure 4-109: Internet use in 2013
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Source: ITU - ICT Eye, Eurostat

According to the ICT Households survey (Figure 4-110), the percentage of individuals
who are frequent Internet users ranges from 91% in Iceland to 30% in Turkey119. In
Sweden 81% belongs to frequent Internet users, which is above the average of 61% of
the surveyed countries.

119 Note that Eurostat also provides a value for Serbia that is included in this dataset, however this value
is for latest available year (2009).
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Figure 4-110: Individuals who are frequent Internet users (every day or almost every

day), 2013
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4.6.2.3.2 Location and purpose of using the Internet

EUROSTAT provides information on individuals using the Internet, by place of use in
2013 (% of individuals aged 16 to 74). As presented in the Figure 4-111, data on using
the Internet:

e At home ranges from 31% to 95%; the average is 70%. In Sweden 93% of
individuals use the Internet at home, which is above the average.

o At place of work ranges from 11% to 60%; the average is 33%. In Sweden
60% of individuals use the Internet at work.

o At place of education ranges from 4% to 30%, whereas the average is 11%.
22% of the Swedish individuals use Internet at this place.

o At other places ranges from 3% to 48%, whereas the average is 20%. 48% of
the Swedish individuals use Internet at other places.



T The Value of Network Neutrality to European Consumers 161

Figure 4-111: Individuals using the Internet, by place of use (% of individuals aged 16

to 74), 2013
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Source: EUROSTAT

EUROSTAT in its ICT Household Survey also provides data on the type of Internet use
for 2012 and 2013. Figure 4-112 reveals that the average number of individuals using
the Internet for:

o sending/receiving e-mails is 64%, whereas in Sweden it is 87%.

¢ playing or downloading games, images, films or music is 37% whereas in
Sweden it is 56%.

e listening to web radio/watching web television is 33%, whereas in Sweden it is
63%.

e participating in social networks is 47%, whereas in Sweden it is 57%.
o uploading self-created content is 26%. In Sweden it is 34%.

e downloading software 24%, whereas in Sweden it is 50%.
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Figure 4-112: Internet use: sending/receiving e-mails in 2013, playing or downloading
games, images, films or music in 2012, listening to web radio/watching
web television in 2012, participating in social networks in 2013, uploading
self-created content in 2012, downloading software in 2013
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4.6.2.4 Digital skills
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The DAE Scoreboard provides data on digital skills. As shown in Figure 4-113, the
percentage of people with basic digital skills ranges from 83% in Iceland to 15% in
Romania, with an average of 54%. Furthermore, in 19 countries, the percentage of
people with basic or above digital skills is above 50%.

Sweden is above the average with the number of individuals with basic or above basic
digital skills at 75%. 25% of people in this country have low or no digital skills, which is

much below the average of 45%.
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Figure 4-113: Individuals with basic or above basic digital skills, 2012
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Level of digital skills can be also described through the use of the Internet by individuals
for particular tasks.

According to EUROSTAT and as shown in Figure 4-114, the average number of
individuals who have:

e Used a search engine to find information is 73%, whereas in Sweden it is 92%.
e Sent an email with attached files is 62% whereas in Sweden it is 79%.

o Posted messages to chat rooms, newsgroups or an online discussion forum is
37%, whereas in Sweden — 54%;

e Used the Internet to make phone calls is 37%, whereas in Sweden it is 54%.

e Used peer-to-peer file sharing for exchanging movies, music, etc. is 17%,
whereas in Sweden it is 26%.
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Figure 4-114: Individuals' level of Internet skills - Individuals who have used Internet to
perform different activities, 2013
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4.6.2.5 Additional insights

According to Socialbakers (2012), there were just under 5 million Facebook users in
Sweden at the end of 2012. At the moment, the top three pages on the Swedish
Facebook consist of a TV series Solsidan and Spotify (rank 2 and 3). Rank 4 is
occupied by Vi gillar olika, a news site. Interestingly, three of the top 10 pages on the
Swedish Facebook follow societal concerns: WWF on rank 8, a non-smoking campaign
on rank 9 and Sweden’s missing people site on rank 10. The top 10 brands on the
Swedish feature on the first ranks Spotify followed by a website for selling and buying
property. The remainder of the top 10 features largely well-known international brands
such as Coca-Cola (rank 4), IKEA (5), McDonald’s (7), Samsung (8) and Ben & Jerry’s
(ranks 9 and 10).

Data on e-commerce activity is provided by the European Consumer Conditions
Scoreboard120, Sweden holds the lead in this indicator. From 2008 to 2012, the share
of people, who have bought a product or service online has grown from 33 to 74
percent. The growth rate of this indicator is slightly higher than in Greece despite the
actual share of people, who shop online being much higher. For all European countries,
the same figure grew from 32 to 45 percent in the same period. It is also interesting to
note the Swedes have one of the highest confidence levels in online shopping across
the EU, in particular when buying products and service from a national retailer online.
This may indicate also a high level of trust in other online activities.

As regards video streaming there is no direct consumer data available, however, one
may take the offer of audio-visual content on demand as proxy for how well-developed

120 European Commission (2013): The Consumer Conditions Scoreboard — Consumer at home in a
single market. 9" edition July 2013.
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the local market is and how strong the demand for such services is. In Sweden, there
are 175 on-demand sources for audio-visual content (officially) available. Within that,
there are 10 branded YouTube channels, 95 catch-up TV services and 52 VoD
services. Around two thirds of them are targeted mainly at the Swedish market121,

4.7 Summary: reflection on test area selection from a consumer research
point of view

The selection of test areas was built on a cluster analysis of a set of demand- and
supply-side indicators for the “at home” usage situation across all countries, for which
sufficient data could be identified. The objective of this exercise was to identify test
areas that are as representative as possible for the electronic communication markets.
Some of the indicators already shed light on aspects of consumer behaviour in the
(potential) test areas. In particular, these were the following demand-side indicators:

¢ Individuals using the Internet for listening to web radio//watching web television
(% of population)

¢ Individuals who have used the Internet to make phone calls (% of population)
¢ Individuals with basic or above basic digital skills

e Percentage of households that switched their ISP

In this report, more data relating to consumer behaviour was presented. This section
briefly reflects on how well the selected test areas represent the breadth of the
(consumer-oriented) situation across the BEREC countries, on which data were
available.

The first set of consumer behaviour related indicators presented in this report revolves
around network neutrality incidents from a consumer perspective. As regards the
awareness of data consumption limits on the main household Internet connection the
selected test areas present two countries with relatively high awareness (Croatia and
Greece) and two with low awareness of such limitations (Sweden and Czech Republic).
This indicates that we can assume expectations about data limitations to differ strongly
across focus groups. If, however, these are always echoed by actual contract terms and
conditions there may be a question for further investigation. For instance, the BIAC
study suggests that there are no metered offers i.e. offers with data limitation in Greece.
It may well be that the perception of data limitations stems from other factors. For the
other indicators referring to network neutrality aspects of consumer behaviour, the test
areas also represent a good spread across the breadth of values for each of the
indicators. On average, two test areas tend to be positioned towards the extreme values
of each indicator, whilst the two other test areas are positioned towards the middle.
Thus, one would expect a good mix of perceived difficulties across test areas.
Interestingly, despite the highest penetration of high-speed broadband in Sweden, there

121 MAVISE database http://mavise.obs.coe.int/welcome.
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is a relatively high number of perceived incidents when there have been difficulties due
to insufficient speed. This may be explained by the substantially higher expectations
that the average Swedish Internet user holds as well as by the much more intense
usage of data-heavy applications in Sweden. Again, the focus group discussions are
likely to shed more light on this issue.

As regards switching behaviour, the four test areas are either close to the average or
above the average of countries represented for this indicator. Whilst this may indicate a
slight drawback in terms of representativeness, for purpose of this research study it
might actually be an advantage. With a higher incident rate of people having recently
switched their ISP, participants in both the qualitative and the quantitative research
phase are more likely to have a fresh memory of how they selected the offer they chose
thus providing more (externally) reliable data.

As regards the usage of the Internet, the data shows an overall similar picture as the
data on network neutrality aspects of consumer behaviour i.e. a good spread across the
breadth of values for each indicator. The distribution of actual tasks performed on the
Internet by consumers in the test areas shows that for most of the tasks three out of the
four test areas are close to average of all countries for which data is available. In line
with expectations, Sweden’s consumers show a much more intensive use of Internet
applications overall. It should be noted, that Croatia and Greece lag behind as regards
sending emails, however, this task has relatively little relation to the perception and
evaluation of network neutrality and thus is also less decisive for the representativeness
of test areas from a consumer research perspective.

There are minor shortcomings noticeable in representativeness as regards the level of
ICT-skills across the test areas. However, we expect that this effect is compensated to
a large extent by the screener (i.e. selection criteria) for the focus group discussions
that include specific selection criteria referring to the expertise of participants. This
ensures that we have a good mix of levels of ICT-expertise throughout the groups in
each country. Consequently, the average level of ICT-skills in each country is less of a
concern to the fieldwork of the qualitative research.

In sum, the test areas are deemed representative from a consumer research point of
view and are in line with the objective of the study.
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5 Methodology

5.1 Cluster analysis methodology

In order to select representative test areas, we employed a cluster analysis. The basic
premise of a cluster analysis is to identify groupings of similar entities to produce a
classification. The reason for classifying is often to make a large and complex set of
data more easily understandable. In addition, the identification of groupings or clusters
also allows for a segmentation, based upon which representative samples can be
drawn from a larger population.

An immense volume of data is available to characterise Europe’s Internet ecosystem by
an exploration using cluster analysis and other statistical multivariate analysis methods
in order to identify sensible groupings. Doing so, in essence, is a data mining exercise.
Whereas the identification of clusters based on two variables can often be as easy as
using simple visualisation techniques (e.g. histograms, scatter plots), larger and more
complex datasets require numerical methods of classification or cluster analysis.

Essentially, performing a cluster analysis is the measurement of proximity (i.e. based on
small dissimilarity or distance and large similarity) of different entities based on their
characteristics as described by the related data points in a dataset. There are many
different techniques to perform such a measurement, in general the choice of technique
is based on the nature of the data (being categorical, continuous, structured) as well as
the scale and types of variables being investigated. Unfortunately, although “it would be
extremely useful to know which particular measures are ‘optimal’ in some sense [...] the
choice of measure will be guided largely by the type of variables being used and the
intuition of the investigator”.122

Hierarchical clustering is often used to provide insight into which entities are ‘close’ in
similarity (for example through the use of dendrograms or trees) as well as optimization
clustering techniques. The central aim here is to identify the ‘optimal’ number of clusters
in a given dataset. For large datasets this may also involve methods that apply a pre-
clustering and a subsequent hierarchical ‘clustering of (pre)clusters’. Optimization
algorithms are used to calculate the means (a.k.a. centroids) of each cluster, also
referred to as k-means algorithms. Virtually all statistical software packages provide k-
means algorithm functionality, as this is a very commonly used technique to identify
optimal clusters.

5.1.1 Indicators for the cluster analysis

The study team reviewed a large number of data sources in order to analyse the
characteristics of the supply and demand for Internet access services in the BEREC

122 Everitt, B. S., Landau, S., Leese, M., Stahl, D. (2011): Cluster Analysis, 5th Edition, John Wiley &
Sons, Ltd.
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member and observer countries. The team identified more than 280 relevant indicators
from EUROSTAT, ITU, OECD, World Economic Forum, Consumers, Health and Food
Executive Agency (CHAFEA), the Eurobarometer and the DAE Scoreboard.

Out of the total set of indicators a number of indicators have been selected that
represent both more generic characteristics and characteristics that link with the scope
of the study on network neutrality. First and foremost, the selection of indicators covers
a number of generic characteristics concerning the supply and demand of Internet
access (e.g. supply indicators on coverage, speed, prices, operators and market
shares; and demand indicators concerning Internet penetration, speeds, types of
subscriptions, Internet use, and devices). Second, in view of the focus of this study on
network neutrality, we have selected indicators that focus on elements such as Next
Generation Access (NGA), technologies (such as Cable, FTTx, xdsl), higher speed,
choice of bundled offers, and switching behaviour as well as Internet use concerning
applications/content that is relevant to network neutrality (such as listening to web
radio/watching web television, making phone calls, peer-to-peer file sharing, etc.) as
well as data on network neutrality incidents and specific policy indicators concerning
network neutrality.

Out of the total set of indicators a number of indicators were selected that represent
characteristics that link with the scope of the study which is focussed on the “at
home”123 usage situation, whereby typically one contract covers the connection of all
devices used at home. This situation reflects the fact that the main stationary Internet
access at home is the most important form of Internet access in Europe and the vast
majority of Internet traffic is generated at home and represents most forms of Internet
applications. For the cluster analysis this means that we focused on characteristics
concerning Internet access relating to fixed Internet.

The following additional criteria were used to identify the most relevant indicators:

¢ |dentify to the maximum extent possible indicators that are exhaustive and
mutually exclusive.

e Time of measurement: most recent indicator.

e Variance and standard deviation of each of the indicators: those with the highest
variance and standard deviation were privileged, as they would be more
explanatory for the cluster analysis.

In a second step of the data collection, the relevant indicators have been categorised as
‘must have’ indicators or ‘nice to have’ indicators. The first group is considered highly
relevant for the cluster analysis, while the second group gathers indicators useful as
secondary criteria for the cluster analysis. Based on this set of indicators, the NRAs for

123 “At home” includes all devices (PCs, laptops, smartphones, iPads, TVs, Stereo, smart home devices,
etc.) connected wired and wirelessly to the Internet through the main (stationary) Internet access of
the household, which also includes mobile access technologies as substitutes for fixed access e.g.
LTE at home or USB dongles for private usage. “Out of home” includes all wireless devices
(smartphones, iPads, laptops, cars, etc.) used on networks outside the home including mobile
networks, commercial and open WiFi hotspots.
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the countries where data points were missing were asked to provide input in order to
gain the maximum amount of values for the indicators.

The following indicators for each of the key areas were considered as most relevant:

Fixed Internet supply indicators:

¢ Internet supply: structural indicators on Internet supply concern:
o Basic supply indicators:
= Broadband coverage:
e NGA broadband coverage (DAE Scoreboard) (‘must
have’ indicator);
= Speed:
e Actual download speed of fixed broadband
subscriptions (Cable, FTTx, xdsl) (DAE Scoreboard)
(‘must have’ indicator);
* Prices:
¢ Monthly price of standalone Internet access for offer
from 30 to 100 Mbps (DAE Scoreboard) (‘must have’
indicator);
e Monthly price of Internet Access + Fixed Telephony
bundles for offer from 30 to 100 Mbps (DAE
Scoreboard) (‘nice to have’ indicator);
e Monthly price of Internet Access + Fixed Telephony +
TV bundles for offer from 30 to 100 Mbps (DAE
Scoreboard) (‘nice to have’ indicator);
o Market indicators:
» Telecommunication operators:
e Number of ISPs covering at least 90% of the market
(BIAC study) (‘must have’ indicator);
¢ New entrants' share in fixed broadband subscriptions
(DEA Scoreboard) (‘must have’ indicator);
¢ Internet & telephony competition, 0-2 (best) (World
Economic Forum) (‘nice to have’ indicator);
e Electronic communications sector investment, 2012
(Mobile, Fixed, Other, Total) (DAE Scoreboard,
EUROSTAT) (‘nice to have’ indicator).
o Network neutrality incidents
o Difficulties experienced due to insufficient speed or
downloading capacity (Eurobarometer) (‘nice to have’
indicator);
e Blocking of online content or applications (Eurobarometer)
(‘nice to have’ indicator);
e Experience of Internet blocking (Eurobarometer) (‘nice to
have’ indicator).
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Fixed Internet demand indicators:

e Internet penetration:

o Fixed (wired)-broadband subscriptions per 100 inhabitants (ITU -

ICT Eye) (‘must have’ indicator);
e Internet Speed:

o Fast broadband (at least 30Mbps) penetration (subscriptions as a %
of population) (DAE Scoreboard) (‘must have’ indicator);

o Share of fixed broadband subscriptions >= 10 Mbps - Advertised
download speed (DAE Scoreboard) (‘must have’ indicator).

o Internet bandwidth, kb/s per user (ITU (World Economic Forum)) (‘nice to
have’ indicator);

e Types of subscription:

o Two play penetration (subscriptions/population) (DAE Scoreboard)
(‘must have’ indicator);

o Internet + fixed telephony (CHAFEA) (‘nice to have’ indicator);

o Internet + fixed telephony + TV (CHAFEA) (‘nice to have’ indicator);

o Stand-alone Internet access (CHAFEA) (‘nice to have’ indicator).

e Internet use:

o Percentage of Individuals using the Internet (ITU - ICT Eye) (‘must
have’ indicator);

o Individuals who are frequent Internet users (every day or almost
every day) (DAE Scoreboard) (‘must have’ indicator);

o Individuals using the Internet for listening to web radio/watching
web television (EUROSTAT) (‘must have’ indicator);

o Individuals who have used the Internet to make phone calls
(EUROSTAT) (‘must have’ indicator);

o Individuals who have used peer-to-peer file sharing for exchanging
movies, music, etc. (EUROSTAT) (‘nice to have’ indicator);

o Household penetration of different broadcasting services, IPTV (DAE
Scoreboard) (‘nice to have’ indicator);

¢ Digital skills:

o Individuals with basic or above basic digital skills (DAE

Scoreboard) (‘must have’ indicator);
e Devices:

o Devices used to connect to the Internet: Laptop/netbook, Desktop,
Smartphone, Tablet/touchscreen, TV (Eurobarometer) (‘nice to have’
indicator);

e Switching behaviour and awareness:

o Time needed to terminate a contract\get connected in at major fixed
broadband operators (DAE Scoreboard) (‘must have’ indicator);

o Time needed to terminate a contract\get connected in at major fixed
broadband operators (DAE Scoreboard) (‘must have’ indicator);

o Percentage of households that switched their ISP (Eurobarometer)
(‘must have’ indicator);
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o Number of providers offering Internet access in respondents' area
(CHAFEA) (‘nice to have’ indicator);

Policy indicators:

e Structural indicators on policy concern:
o Network neutrality:
» Has the Member State disclosed an official position on
regulating Network neutrality? (Open Forum Academy)
(‘must have’ indicator);
= Has the Member State envisaged Network neutrality in a form
different than a law? (Open Forum Academy) (‘must have’
indicator);
= Has the Member State included Network neutrality in a law or
in a legislative proposal? (Open Forum Academy) (‘must
have’ indicator);
» Has the Member State announced any future measures on
Network neutrality? (Open Forum Academy) (‘must have’
indicator).

This set of fixed Internet and supply indicators has been further refined in order to select
only the most relevant indicators for the cluster analysis. A sequential approach was
followed for selecting the final set of indicators to be used for the cluster analysis. The
selection process consisted in funnelling the largest list of indicators presented in the
previous chapter to the final set used for the cluster analysis. This process was based
on three selection steps.

First, overlaps among indicators were checked in order to select those indicators that
are exhaustive and mutually exclusive. The step used the list of the ‘must have’
indicators (for the demand side and for the supply side) as a starting point. During this
step, some of the indicators identified as ‘must have’ are discarded as partially
overlapping with others and/or substituted with others which appeared more relevant for
the analysis at a closer look.

Second, the explanatory power of each indicator was checked in light of the cluster
analysis. The study team calculated the average, variance and standard deviation of
each indicator and identified the most relevant ones. Better coverage was another
criterion determining the choice of indicators in this step. Indicators with data for a larger
number of countries were thus preferred to others.

It is important to note that in order to gain a robust outcome from the cluster analysis it
was imperative to stick as much as possible with the data as presented in the original
data source. In order to reduce noise introduced by manipulation of the data as much
as possible, the values of the indicators cannot be interchanged for example, as
definitions, measurements and units (as well as timing) vary from one source to the
next. Therefore, maximum coverage within one dataset was preferred.
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The third and last step consisted in a final sanity check of the indicators selected via the
previous two steps. We checked for further redundancies and overlaps in the selected
indicators.

The following sections provide the results for the selected Internet supply and demand
indicators used for the cluster analysis through optimization algorithms.

5.1.1.1 Internet supply indicators

For the broadband coverage indicators the focus has been chosen on NGA coverage
for which two indicators were identified from the DAE Scoreboard. The selected
indicator was NGA broadband coverage/availability (as a % of households) from 2013,
as this indicator has the most observations (33 countries).

Concerning Internet speed, the indicators on actual download speeds of fixed
broadband subscriptions from the DAE Scoreboard was available for Cable FTTx and
xdsl. The indicator on download speed for FTTx connections was more consistent with
the selected indicator on NGA and therefore ensures more robust results.

For the monthly price of Internet access indicators were identified from the DAE
Scoreboard for different speed ranges (in minimum EUR/PPP). The most relevant
speed range considered here was that of 30 to 100 Mbps. Internet offers with higher
bandwidth would have reflected better the technological (and commercial) trends, which
see a progressive increase of the bandwidth to cope with heavier Internet content (also
consistent with the focus on NGA, etc.). The monthly prices of standalone Internet
access were selected (covering 34 countries) as well as the monthly prices of the
bundle for Internet, telephone (fixed) and TV. The latter was selected given that it
covers 33 countries (instead of 31 for the monthly price indicator on Internet and
telephone (fixed)).

For the market structure in terms of the operators the number of ISP covering 90% of
the market as well as the new entrant’s market share are selected. As noted in the
previous chapter, the indicators on competition (from the World Economic Forum) and
investments were discarded.

The indicators on network neutrality incidents from the Eurobarometer are highly
interesting for this study as they address directly related issues in terms of prevalence
of blocking of online content/applications and speed and capacity limits. However, the
dataset only covers 28 countries and given the nature of the data (stemming from a
consumer survey) it is difficult to substitute values for these indicators. These indicators
are therefore not selected for the cluster analysis as such but were taken into account
for the final selection of countries.

Therefore, six indicators are selected for the supply side. The table below presents the
indicators selected, together with basic descriptive statistics, and an indication of the
countries covered.
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Table 5-1: Selected indicators for supply side

. : Standard
Source Year Indicator Average |Variance Deviation Coverage
DAE 2013 | NGA broadband 64.73 647.61 25.45 33
Scoreboard coverage/availability (as a % of (92%)
households)
DAE 2012 | Actual download speed of fixed 66.72 531.87 23.06 25
Scoreboard broadband subscriptions (FTTx) (71%)
DAE 2014 | Monthly price of Internet Access 50.96 264.18 16.25 33
Scoreboard + Fixed Telephony bundles (30 (92%)
to 100 Mbps)
DAE 2014 | Monthly price of standalone 32.96 269.14 16.40 34
Scoreboard Internet access (30 to 100 (94%)
Mbps)
BIAC study 2012 | Number of ISPs covering at 5.46 4.99 2.23 35
least 90% of the market (97%)
DAE 2013 | New entrants' share in fixed 51.22 219.59 14.82 31
Scoreboard broadband subscriptions (86%)

5.1.1.2 Internet demand indicators

As explained in the previous chapter, the ITU indicators on broadband subscriptions are
preferred for Internet penetration, as they cover all 36 countries. The indicator on
subscriptions as a percentage of the population is selected (it is comparable across
countries and has good scaling and variance for the cluster analysis). The data
provided by the DAE Scoreboard on fixed broadband penetration (subscriptions as a %
of population) is more recent but does not cover as many countries.

For the indicators on Internet speed, the penetration of fast broadband (at least
30Mbps) and broadband subscriptions above 10 Mbps (advertised download speed)
were identified as relevant. The latter was selected as a higher coverage was available
for this indicator. The indicator from ITU on International Internet bandwidth (kb/s per
user) was discarded.

Concerning the types of subscriptions of Internet access services the most recent data
is from the DAE Scoreboard on two play and 3/4/5 play and an overall indicator. As
explained in the previous section the two play indicator is selected as most suitable for
this study. This selection was done due to concerns about the values and
inconsistencies in the other indicators raised by some NRAs in the commenting process
on the draft version of this report.

For the indicators on Internet use and Digital skills the ITU indicator is chosen as it
covers all 36 countries and a higher variance and standard deviation than the similar
indicators from other data sources. The Eurostat data provides more detail on the type
of use whereby listening to web radio/watching web television and using the Internet to
make phone calls are selected with a view to network neutrality. The indicator from the
DAE Scoreboard on digital skills (basic or above basic) is also maintained.

The indicators on devices are not further considered, as this characteristic is not that
relevant to the scope of the study, whereas the subscription and bundles are clearly
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linked to potential switching behaviour, the devices used to access the Internet do not
necessarily reflect this. Switching behaviour is however taken into account by selecting
the indicator on the Percentage of households that switched their ISP from the
Eurobarometer. The indicators on time needed to terminate a contract/get connected
provide interesting information in relation to the switching of ISPs in national markets,
however, it (at least) partially overlaps with the indicator on the percentage of
households that switched their ISP. The latter is selected instead as more synthetic.

Table 5-2: Selected indicators for demand side
. . Standard

Source Year Indicator Average | Variance Deviation Coverage

ITU - ICT Eye | 2013 |Fixed (wired)-broadband 26.47 72.04 8.49 36
subscriptions per 100 inhabitants (100%)

DAE 2013 | Share of fixed broadband 58.11| 584.35 24.17 32

Scoreboard subscriptions >= 10 Mbps - (89%)
Advertised download speed

DAE 2013 | Double play penetration 18.97| 270.21 16.44 27

Scoreboard (subscriptions/population), July 2013 (75%)

ITU-ICT Eye | 2013 |Percentage of Individuals using the 74.90| 210.45 14.50 36
Internet (100%)

EUROSTAT 2012 |Individuals using the Internet for 33.25| 158.22 12.58 34
listening to web radio//watching web (94%)
television (% of population)

EUROSTAT 2013 |Individuals who have used the 37.39| 198.17 14.08 34
Internet to make phone calls (% of (94%)
population)

DAE 2013 |Individuals with basic or above basic 54.10| 280.93 16.76 32

Scoreboard digital skills (89%)

Eurobaromet | 2014 |Percentage of households that 41.08| 157.87 12.57 28

er switched their ISP (78%)

5.1.2 View on selected indicators

The selected indicators are considered sufficient to obtain a meaningful description and
the demand and supply structure of the fixed Internet market in the countries included in
the study. The set of 14 indicators selected provides a static picture (a ‘snapshot’) of the
demand and supply of Internet in the countries, based on available secondary sources
and focussing on the ‘at home’ scenario. The objective of this step is to provide a
picture as accurate as possible of the landscape based on available data. This is in
order to support the overall objective of the Cluster Analysis, i.e. providing a basis for
the selection of countries for further investigation and analysis of Network neutrality.

The selected indicators provide a manageable set of indicators to perform the Cluster
Analysis and obtain clusters with a high level of inner homogeneity and a high level of
outer heterogeneityl24, As explained in the previous section, the selection process was
based on criteria and considerations aimed at maximising the descriptive power of each

124 These terms are further explained in the annex on cluster analysis methodology.
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of them, while ensuring the best possible geographical coverage and most recent
information.

The analysis and selection of indicators is focused on the Internet demand and supply
characteristics, depicting different aspects of the landscape in the countries. As for the
demand side, the indicators selected represent the following aspects:

e Penetration of fixed broadband subscriptions among the population.

e Speed of fixed broadband subscriptions (>= 10 Mbps (advertised download
speed)).

e Prevalence of bundled subscriptions among the population (Double play
penetration (subscriptions/population).

e Use of the Internet among the population in general (percentage of Individuals
using the Internet) and for purposes more relevant to Network neutrality
(Individuals using the Internet for listening to web radio/watching web television
(% of population) and Individuals who have used the Internet to make phone
calls (% of population)).

e Level of Internet skills among the population (Individuals with basic or above
basic digital skills).

e Behaviour of the population with regard to the choice and change of their ISP
(Percentage of households that switched their ISP).

Therefore, the demand side is characterised by more generic consumer characteristics
(Internet use and skills, broadband penetration) as well as selected indicators that can
be considered relevant in view of network neutrality (take-up of bundled offers, use of
the Internet for data intensive applications and switching behaviour). Note that these
indicators do not presuppose anything with regard to how network neutrality is viewed in
a certain situation or country based on the combination of these indicators, not do they
make any assumptions in terms of their meaning or effect on consumer behaviour and
network neutrality in particular. For example, one could suppose that people using the
Internet for data intensive applications could be more prone to or aware of possible
network neutrality issues. This kind of impact however is not assumed here, it is not the
aim of the exercise to pre-judge any research outcomes from this study based on these
characteristics. Rather, these characteristics are seen as relevant to consider in view of
this study.

With regard to the supply side, the indicators selected provide a snapshot of the
following dimensions:

o Coverage/availability of advanced Internet access (NGA broadband
coverage/availability (as a % of households);

e Performance of advanced Internet access (Actual download speed of fixed
broadband subscriptions (FTTx);
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e Prices for high speed Internet access, both for bundled (Monthly price of Internet
Access + Fixed Telephony bundles (> 30 to 100 Mbps)) and standalone access
(Monthly price of standalone Internet access (> 30 to 100 Mbps));

e Market structure in terms of number of ISPs available for consumers to choose
from (Number of ISPs covering at least 90% of the market) and relevance of
new entrants (New entrants' share in fixed broadband subscriptions).

In sum, this set of indicators provides a view on the supply of more ‘advanced’ Internet
access (such as NGA coverage, prices for ‘high speed’ Internet) as well as more
generic parts concerning market structure. Note that this combination of indicators
should be taken at face value and do not necessarily lead to interpretation of, for
example, overall levels of competition. It is not the aim of this exercise to make
judgements about any individual position or country, apart from the ability to generate
groups or clusters that are similar in terms of these characteristics.

5.1.3 Missing data and estimation

Data were missing for some indicators (both for the demand and the supply side) for a
number of countries. In order to fill those gaps, requests for additional information were
sent to the NRAs of the relevant countries. As a result, a number of countries provided
further data, which allowed the study team to fill in the gaps for 29 data points.

Notwithstanding the additional efforts in data gathering, relevant gaps remained for
some indicators. Whenever possible, the study team filled in the data gap with data
from other editions of the same source survey. This approach was adopted in order to
reduce the data gathering burden for countries and to maximise comparability. The
details of the countries for which data are missing are listed below for each indicator.

Missing data points for the demand side:

e Share of fixed broadband subscriptions >= 10 Mbps - Advertised download
speed:
o Missing countries: Iceland, Liechtenstein, Serbia and Turkey.

¢ Double play and triple play penetration (subscriptions/population):
o Missing countries: Finland, FYROM, Iceland, Liechtenstein, Montenegro,
Norway, Serbia, Switzerland and Turkey.

¢ Individuals using the Internet for listening to web radio/watching web television
(% of population):
o Missing countries: Liechtenstein, Serbia, Switzerland,;
o Notes: the data gap was filled with date from 2013 for Turkey.

¢ Individuals who have used the Internet to make phone calls (% of population):
o Missing countries: Liechtenstein, Switzerland.
o Notes: the data gap was filled with date from 2012 for FYROM.



m
-3
Z —
=Y

c

T The Value of Network Neutrality to European Consumers 177

e Individuals with basic or above basic digital skills:
o Missing countries: Liechtenstein, Serbia, Switzerland and Turkey.

e Percentage of households that switched their ISP:
o Missing countries: Iceland, Liechtenstein, Luxembourg, Montenegro,
Norway, Serbia, Switzerland and Turkey.

Missing data points for the supply side.

¢ NGA broadband coverage/availability (as a % of households)
o Missing countries: Liechtenstein, Serbia and Turkey.

e Actual download speed of fixed broadband subscriptions (FTTX):
o Missing countries: Croatia, FYROM, Iceland, Italy, Liechtenstein,
Montenegro, Norway, Serbia, Switzerland, and Turkey.

¢ Monthly price of Internet Access + Fixed Telephony bundles (> 30 Mbps):
o Missing countries: Montenegro, Turkey Serbia.

e Monthly price of standalone Internet access (> 30 Mbps):
o Missing countries: Montenegro, Serbia.

¢ Number of ISPs covering at least 90% of the market:
o Missing countries: Serbia.

¢ New entrants' share in fixed broadband subscriptions:
o Missing countries: Iceland, Liechtenstein, Norway, Serbia and Turkey.

The study team used estimation techniques to fill in the remaining data gaps to be able
to carry out the cluster analysis. Among the different possible methodologies, it was
decided to fill in the gaps with the median value for each indicator, i.e. the numerical
value separating the higher and lower half of the data population. This solution was
adopted as the median is the most resistant statistic, supporting the robustness of the
results of the cluster analysis.

The resulting dataset was then used for the cluster analysis, the results of which are
presented in the next chapter.

5.1.4 Cluster analysis

The data set of eight indicators for the demand side and of six indicators for the supply
side was used to perform the cluster analysis. The cluster analysis was performed for
the demand and the supply side separately, at first. In a second step, the two sets of
clusters were scored and plotted, in order to link the demand and supply side, and to
identify clusters of countries for the selection of four countries for the qualitative and
guantitative research.

The cluster analysis is based on statistical analysis and on k-means clustering. Different
algorithms were used, in order to identify the optimal number of clusters.
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Given the lack of data availability for some countries, it was decided not to include them
in the cluster analysis for either the demand or the supply side. After some attempts, it
became clear to the study team that the use of estimations for all or almost all the
indicators for those counties would create artificial ‘median’ countries and lead to
internally heterogeneous clusters. It was thus decided to leave out of the cluster
analysis Liechtenstein, Serbia, Switzerland and Turkey.

Figure 5-1 shows the dendrogram for this dataset, the heatmap, the Minimum Sum-of-
Squares Clustering (MSSC), and the silhouette plot, all for fixed Internet demand.
Based on the Minimum Sum-of-Squares Clustering (MSSC) method the optimal amount
of clusters for this dataset is eight.

Figure 5-1:  Clusters for fixed Internet demand
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Figure 5-2 shows the dendrogram for this dataset, the heatmap, the Minimum Sum-of-
Squares Clustering (MSSC), and the silhouette plot, all for fixed Internet demand.
Based on the Affinity Propagation (AP) method the optimal amount of clusters for this

dataset is nine.

Figure 5-2:  Clusters for fixed Internet supply
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In order to be able to compare the results from the cluster analysis of the demand and
the supply side, the study team attributed a score to the average values of each
indicator in each of the clusters. A ranking from very high to very low was created, as
shown in the table below.

Table 5-3:  Cluster scoring125

Percentile Label Score
1:0-..% Very Low 1
2...-.% Low 2
3.-.% Low to Medium 3
4. .. -.% Medium 4
5...-.% Medium to High 5
6:..-.% High 6
7:..-100% Very High 7

Scores were attributed to each cluster for both demand and supply on the basis of the
percentile distribution of the average values of each indicator across the clusters. Seven
percentile categories were used. In practice, a score (and the corresponding label) was
assigned to each indicator of each cluster based on the position of the cluster’'s average
value of the indicator within the percentile distribution across all countries.

The tables below show the percentile distribution, the average per indicator and the
corresponding scores and labels used for the demand and supply clusters.

125 Note that an inverse scoring was used for the two price indicators for the supply side (i.e. monthly
price of standalone internet access and bundles), whereby a high price leads to a lowered score and a
low price to a higher score.
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Table 5-4: Percentile distribution and scoring used for the demand clusters

Percentile Demand indicators i(l:)%rlis and
. : _— . Individuals
Fixed (wired)- Share of fixed Percentage |Individuals using - _ with basic |Percentage of
broadband broadband Double play of the Internet for Individuals using or above households
Distribution  |subscriptions subscriptions and triple play | Individuals |listening to web the Internet to basic that switched Score |Category
per 100 >=10 Mrt)) s penetration using the radio/watching web [make phone calls diaital their ISP
inhabitants . P Internet television skgiJIIs
14.29% 17.2 40.0 6.5 60.7 26.0 28.4 38.7 30.4 1| Very Low
28.57% 21.9 50.5 10.0 66.6 29.0 32.0 47.3 38.0 2| Low
42.86% 24.4 57.2 13.3 72.7 30.3 35.3 51.7 41.0 3 k/l%vglitl?m
57.14% 26.1 64.0 13.3 78.1 32.0 39.7 56.0 47.0 4 | Medium
71.43% 32.9 74.1 16.2 82.4 35.6 45.1 60.8 52.0 5 t'\gegi'grr]“
85.71% 355 83.2 39.7 93.9 49.1 52.6 75.8 53.5 6 | High
100.00% 40.2 94.6 55.1 96.5 64.0 75.0 83.4 61.0 7 | Very High
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Table 5-5: Percentile distribution and scoring used for the supply clusters
Percentile Supply indicators Scores and labels
Actual Monthly price of .
NGA broadband download Internet Access ('\)Afos'lg::zggﬁg Number of ISPs New entrants'
Distribution coverage/availability |speed of fixed |+ Fixed Internet offering Internet share in fixed Score |Category Inverted Category
(as a % of broadband Telephony access access broadband score
households) subscriptions, |bundles, offer 3’0 MbDbs subscriptions
FTTx offer_30_Mbps —=0_Mbp
14.29% 36.6 43.9 35.7 17.3 3.4 36.8 1|Very Low 7|Very Low
28.57% 60.2 52.5 39.8 23.0 4.9 43.7 2| Low 6 [ Low
Low to Low to
42.86% 68.4 71.9 445 26.9 5.0 52.0 3 Medium 5 Medium
57.14% 73.9 71.9 47.4 28.0 5.7 56.5 4| Medium 4| Medium
Medium to Medium to
0,
71.43% 77.7 82.6 56.9 33.9 7.1 60.2 5 High 3 High
85.71% 93.3 89.0 64.5 41.5 8.0 66.0 6 [ High 2 [High
100.00% 100.0 105.0 86.2 64.7 10.0 76.5 7| Very High 1|Very High
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The results obtained allowed the study team to assign an overall score to each cluster
and to order the clusters (and the countries) on the two axes of demand and supply and
thus to plot the categories. The resulting chart reveals the final four clusters that
combine the two dimensions of demand and supply.

The study team decided to attribute the scores and the corresponding labels based on
the clusters’ average distributions rather than on the distributions of the countries’ actual
values for representativeness reasons. The basic assumption (and the rationale for
performing a cluster analysis in the first place) is that each country is more similar to the
others belonging to the same clusters than to any other one in the set. Therefore,
comparing the average values per cluster allows de facto comparing each cluster with
the others on the basis of the same framework. The scoring exercise was performed
attributing the same weight to all indicators (i.e. no weighting system was adopted). This
was decided in order to minimise the ‘processing’ of data, sticking to the original data
set and avoiding introducing ‘noise’ in the exercise that would make the results less
meaningful.

The upper right quadrant is characterised by high scores for both demand and supply.
The countries in this quadrant can be considered as ‘early adopters’.

The lower left quadrant is characterised by low scores for both demand and supply. The
countries in this quadrant can be considered as ‘late adopters’.

The remaining two quadrants are mixed in terms of demand and supply. On the upper
left of the plot is the cluster of countries with higher scores on supply but low scores on
demand.

Finally, the lower right quadrant represents countries with higher demand scores and
supply values lower than average or close to the overall average.

5.2 Focus group methodology

5.2.1 Definition

“Focus groups collect qualitative data from homogeneous people in a group situation
through a focused discussion.” (Krueger & Casey, 2009: 15)126, Similar to individual in-
depth interviews, focus groups offer the opportunity to explore participants’ opinions and
attitudes within their concrete social situation. However, they show some specific
advantages as compared to individual in-depth interviews. In particular, the interaction
of participants leads to (1) the stimulation of ideas and concepts, (2) opportunities to
observe interaction directly, (3) potentially new ideas on the dynamics of attitudes and
opinions such as how they are formed and influenced within a group setting, (4) more
spontaneity and candour and (5) more emotions. Furthermore, focus group discussions
are more economical as they generate a larger number of insights more effectively than

126 Krueger, R. A. & Casey, M. A. (2009). Focus Groups: A Practical Guide for Applied Research (4th
ed.). London: Sage.
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individual in-depth interviews. All these points render them well suited to providing a
closer understanding of choice processes (Wynberg & O'Brien, 1993)127,

More concretely, these characteristics of focus group discussions echo the specific
aims set for the qualitative research. The stimulation of ideas and concepts through
interaction supported us in exploring significant cultural and social differences between
test areas and generate insights into consumers’ conceptualisation of and attitudes to
different aspects of network neutrality (e.g. performance guarantees, limited data
volume). The search for the drivers of these attitudes has been aided by the candour,
spontaneity and potential to retrieve new ideas from focus group discussions. Equally,
we were likely to learn more about the most decisive attributes of ISP choice and in less
time, which using constant comparisonl28 yielded useful insights for further policy
analysis, but also helped considerably to keep the tight schedule of the project.

5.2.2 Focus group composition and sampling

The research outcomes of focus group discussions depend to a large extent on the
sampling and recruitment processes. As samples should reflect studies’ purposes,
participants should be selected in correspondence with the research objectives
(Krueger & Casey 2009). Therefore, the recruitment procedure for focus group
discussions is not aiming for representativeness, and in fact ought to reflect the purpose
of the study and enable the researcher to explore behaviour and thoughts as well as to
compare scientific with everyday explanations (Calder 1977)129, However, it's important
to pay attention to the composition of each individual focus group, as intra-group
homogeneity is crucial for the success of the discussion (Krueger & Casey 2009).

It is commonly agreed that between 8 and 12 participants per group work best in a focus
group setting in order for it to be productive (e.g. Krueger & Casey 2009). It should be
noted though that for particularly complex tasks or topics, a smaller number of
participants appears recommendable. The literature also agrees that theoretical
saturation rather than a pre-set, finite number of discussions should dictate how many
groups are conducted as part of the research (Krueger & Casey 2009).

127 Wynberg, R., & O'Brien, S. (1993): Adding Quality to Quantity - An Integrated Approach to Research.
In ESOMAR (Ed.), Seminar on Qualitative Research: A Critical Review of Methods and Applications,
109-116, Rome.

128 Constant comparison is a qualitative data analysis technique used in grounded theory-based research
efforts. It implies that the data is searched for any concept identified in the analysis of a text chunk,
e.g. a part of a focus group transcript. The process of constantly searching and comparing
similar/contrasting concepts, and of grouping similar concepts, allows a researcher to integrate data
analysis with theory building. Groups of similar concepts constitute the basis for generating theories.
This procedure is therefore drastically different from research approaches that first state hypotheses
(a theory) and then assess available data whether a hypothesis may be verified or falsified.
Onwuegbuzie et al. discuss constant comparison as a suited technique for the analysis of focus
groups “[...] especially when there are multiple focus groups within the same study, which, as noted
previously, allows the focus group researcher to assess saturation in general and across-group
saturation in particular.” (Onwuegbuzie, A. J., Dickinson, W. B., Leech, N. L., & Zoran, A. G. (2009): A
Qualitative Framework for Collecting and Analysing Data in Focus Group Research. International
Journal of Qualitative Methods, 8(3)).

129 Calder, B. J. (1977): Focus Groups and the Nature of Qualitative Marketing Research. Journal of
Marketing Research (JMR), 14(3), 353-364.
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In correspondence with the research objectives, we sampled the participants for the
planned focus group from the parts of the population of each test area that have
Internet access at their homes. The evidence reviewed for the focus groups showed
clearly that participants — even if they saw themselves as Internet-savvy and interested
in Internet policy issues — had very limited actual knowledge of how the Internet works,
nor of network neutrality. Thus it is reasonable to assume that people who have no
Internet access at home or otherwise are unlikely to be able contribute much to the
research questions at hand. Furthermore, the subject matter would bear little
importance to them from their perspective.

Therefore, all participants have to have Internet access at home and use it at least twice
a month, and they must have been involved in the decision regarding the choice of their
Internet service provider. In addition to this we ensured that none of the participants are
related to journalism the telecommunications market or market research. To achieve
this we used test area specific screeners for their recruitment.

5.2.3 Focus group delivery and discussion guide development

The duration of a focus group discussion depends to some extend on the complexity of
the topic and the level of engagement of the participants. However one would normally
expect a length ranging between 90 and 150 minutes (Krueger & Casey 2009).

A discussion guide usually steers the conversation, and they need to strike a balance
between guidance to retrieve data with relevance to the research objectives and
keeping the discussions as open as possible to be potentially “surprised” by new
themes or concepts that the participants come up with. Such “surprises” would be very
unlikely using a fully standardised set of questions.

Nevertheless, some degree of standardisation is also necessary in order to compare
the results across the groups. Consequently, a discussion guide usually consists of
broad themes and defines their sequence in each discussion, but this has to be
reflected upon and potentially adapted over the course of the focus group research in
order to accommodate emergent themes.

Although developed for in-depth interviews, McCracken’s (1988)130 recommendations
might assist with the design of discussion guides for focus groups. He recommends
initiating each discussion with a set of questions relating to the participants’
backgrounds. The researcher should proceed with “grand tour” questions, defining
broad and open questions and prompting the participants to draw on a wide range of
personal experiences. Naturally, these questions should already address the research
objective at hand, providing initial and non-leading guidance to the discussion.
Following this open part of the discussion, McCracken recommends asking more
specific questions relating to the issues that emerge that have a direct bearing on the
research objectives or relate to specific prompts. Such a “funnel” approach from
general, open questions to specific ones - possibly responding to a particular prompt - is

130 McCracken, G. (1988): The Long Interview. London: Sage.
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able to yield sufficient data while providing participants with a “natural” conversation
experience (Krueger & Casey 2009).

5.2.4 Our approach to the focus groups

In order to compose the focus groups we recruited participants largely based on their
Internet usage patterns, which reflects the study’s purpose and should ensure that none
of the participants feels either misrepresented or overwhelmed by the knowledge of the
other participants, and can therefore express himself/herself more freely. So that we are
able to gain a broad understanding of the motives, terminology and tone of the
language, we strived for a good mixture of gender, age groups and educational
background within each of the groups.

We held focus group discussions with 7 to 10 participants in each group, as in our view
this number reflected a good trade-off between generating a large number of insights in
the limited time available and the complexity of the topic at hand. For each group, we
recruited 10 participants. Originally, we had foreseen a maximum no-show rate of 20
percent, however it turned out that for two of the groups in Sweden only 7 participants
showed up. The average number of participants across the twelve focus groups in the
four test areas was 8.5, with 102 participants in total. On average, the smallest groups
were in Sweden and the largest in the Czech Republic. No differences in the quality of
the results were noticeable as a result of the minor differences in group size. A full list of
participants partaking in the focus groups in the test areas is featured in the annex to
this report. It shows the mix of genders, income and education levels as well as further
background information about the participants. As intended, the first group in each test
area was composed solely of ‘expert’ consumers, whilst the following two groups
featured a mix across all levels of Internet expertise with the majority of participants
having little or medium levels of expertise. In line with expectations, the ‘experts’ tended
to be somewhat more capable of describing how the Internet works, and tended to have
more knowledge about the specifics of their Internet access contracts. Some of the
experts also showed a relatively good comprehension of the concept of network
neutrality and of deviations from this principle. However, as was the case in the results
of the other qualitative studies discussed in the above, even they often seemed
overwhelmed by the subject and were only rarely familiar with it prior to the focus group
discussion. Otherwise, differences between the two kinds of groups were largely
negligible and were not analysed further unless they were relevant to the research
objectives of the study. Whenever this was the case, we have highlighted that our
results relate to a specific group or even a specific participant, who was in some way
exceptional.

As recommended in the literature, we originally planned for each focus group to last
approximately 120 minutes. We deemed this sufficient to yield various insights into each
research objective, but short enough to avoid participant fatigue. We already elaborated
in Section 2.2.3 that we followed a “funnel” approach for the discussion guide, moving
from general and open questions to specific ones discussing network neutrality. The full
discussion guide in English as approved by BEREC as well as all translations are
reproduced in the annex to this report.
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It should be noted that after some internal discussion amongst the project team and the
moderators in the test areas, we decided to extend the length of each group to 150
minutes, which is still within the recommended timeframe, and gave patrticipants more
time to elaborate on the difficult subject of network neutrality. Consequently the majority
of the extension was given to this subject in the discussion guide.

All moderators were briefed extensively by the project team members Dr. Anna
Schneider and Dr. René Arnold. First, there was telephone briefing that lasted for
around 90 minutes, and each moderator was also briefed before the first focus group for
about an hour. Before the two subsequent groups, there was a debriefing on the first
group, which provided further input and clarification for the following two groups. In all
four test areas the same moderator conducted all three focus groups, and only slight
amendments were made to the discussion guide between the first, second and third
group. All these changes are documented in this report in the results of the test areas. It
should be mentioned here that in Sweden the handouts were rephrased slightly with the
support of PTS for the second and third groups due to the translation being somewhat
difficult to understand131. All other handouts were sent to the local NRAs prior to
conducting the focus groups in the remaining three test areas, and the translations were
accepted with only very minor changes. We have not identified that the change of
handouts in Sweden after the first discussion group had any impact other than that the
participants no longer mentioned that the use of language and terminology seemed
unusual to them. Nevertheless, we wanted to document the issue here, so in the annex
we have presented the Swedish handouts for the first group and then the ones used in
the following two groups.

Overall, it is our impression that the focus groups conducted as part of this project have
yielded much more in-depth results about consumers’ understanding and
conceptualisation of network neutrality and how the Internet works. We also achieved a
good coverage of all the other themes intended for these focus groups in the discussion
guide. In particular the topic of the role of the Internet in consumers’ lives provides
additional insights to those in the existing literature.

As expected, three groups were sufficient to reach theoretical saturation in each of the
test areas.

In sum, the approach used for the focus group discussions in the study followed the
recommendation commonly found in the literature regarding composition and sampling
of the focus groups, length of the focus group discussions and the development of the
discussion guide. All methodological aims were met apart from two groups that featured
on 7 instead of the intended 8 to 10 participants. However an analysis of the results of
these two groups did not yield any differences compared to the other groups.
Furthermore, it should be noted that due to the complexity of the subject, we decided to
extend the length of each group from 120 minutes to 150 minutes in order to give
significantly more room to the major theme of network neutrality. All moderators were

131 A full explanation and both handouts are reproduced in the Annex.
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briefed and debriefed extensively, and theoretical saturation was achieved in all test
areas.

5.3 Survey and conjoint choice methodology

For the quantitative research, we conducted a survey representative for the population
with Internet access at home in each of the selected test areas. Respondents should be
familiar with, and informed about, the product of interest (stationary Internet access at
home) to give valid information about usage experience, product preferences, and
product-related attitudes. Thus, the population of consumers having Internet access at
home rather than the normal population was subject to this survey. The sections of the
survey concurred with the research objectives defined in Section 2.3. Figure 5-3
illustrates the overall layout of the survey questionnaire and how individual sections
map onto the relevant research objectives. The following sections describe the contents
of the survey questionnaire in more depth (the complete questionnaire can be found in
the annex). The main part of the discussion of quantitative methods focusses on the
conjoint analysis explaining the differences between ACA and CBC analysis. Based on
the evidence presented in the above, we recommended to employ an ACA approach. In
the following discussion, we elaborate on the specific advantages of this approach in
light of the overarching research objective. Despite some convincing advantages, an
ACA approach also shows some limited shortcomings as compared to a CBC approach
in particular as regards the identification of respondents’ willingness-to-pay.

Figure 5-3:  Preliminary outline of the survey questionnaire

Current Internet access Past ISP switching
(ISP, type of contract, behaviour, attitudes
costs, etc.) towards switching

ntroduction and
screening

Test-group dependent:

-cc:rr‘prewenzive

nternet usage
behaviour / patterns

Attitudes towards net
neutrality, familiarity
with the topic

information on net
neutrality

no information

Further
sociodemographic
questions

Conjoint analysis
regarding ISP offers

Source: YouGov
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The first sections of the questionnaire investigated the respondents’ individual
characteristics and Internet usage patterns. The final two sections asked questions
about network neutrality and relevant socio-demographic data. The most important
section of the questionnaire was the choice experiment employing a conjoint approach.
Conjoint analysis was the method of choice to answer the overarching research
objective of the study. We used it to quantify the impact of network neutrality on
consumers’ ISP choices taking into account various other Internet Access Service
attributes that can influence these.

In Section 2.3.4, we have elaborated on how we intend to approach the question of
market efficiency described in the Tender Specs. We aim to gain a full understanding of
(1) whether ISP’s offerings meet the “ideal” demands of consumers in the specific test
areas, (2) whether ISP’s offerings meet the (un)informed choices of consumers in the
specific test areas and (3) how rational consumers’ (un)informed choices are in the test
areas. This reflects in the layout of the questionnaire as outlined in Figure 5-3 as well as
in the planned set-up of the conjoint choice experiment as such. To capture the
influence that our information package may have and also to control for potential
framing effects, we ran a between-subjects design two group comparison i.e. one group
of respondents went through the choice exercise with prior information using our
information package, a second group of respondents in each test area went through the
choice task without an information package.

The results of the analysis were used to identify key differences in decision behaviour
and choice criteria between categories of consumers in each test area as well as across
test areas. In combination with the results of respondents’ stated usage patterns, we
were able to identify an “ideal” choice for each respondent based on the options offered
in each test area. Based on this information, we were able to quantify the gap between
this “ideal” Internet Access Service offering and respondents’ actual choices. The
analysis was supplemented by describing Internet users in terms of current Internet
access, Internet usage patterns and attitude towards ISP switching.

5.3.1 Sampling frame and representativeness of the sample

To ensure an efficient sampling, the quantitative interviews were conducted as online
surveys, employing online access panels in the test areas. For all test areas, surveys
were programmed using the same software system and hosted on the same server to
prevent influences due to technical differences in the surveys.

We saw the requirement to describe respondents along demographic attributes to allow
the profiling of subgroups that differ with respect to their preferences. Extending this
thought, samples were supposed to be representative for the intended target group
(population with Internet access at their homes) along criteria that are comparable
across test areas and are independent of local market conditions. Therefore, the
recruited samples were representative for Internet users in the test areas as regards
age, gender and region/location. Representativeness was achieved by defining quotas
for these criteria that reflect the respective distributions in the test areas. Efficiency of
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respondent recruitment was enhanced by utilising the fact that this information has been
queried from any participant in online access panels upon registration. Further
demographic information has been queried in the surveys as well, but not be used for
quotas.

With respect to the feasibility of online surveys across all possible test areas, some
limitations exist. The following table shows, in which countries surveys were feasible,
and with which sample size. To allow for the study design and analysis in this study, we
drew a sample of n=1,000 per test area.
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Table 5-6: Feasibility of online interviews

Country Online interviews feasible | Maximum sample size
(capped at n=1,000)

AT AUSTRIA feasible n=1,000
BE BELGIUM feasible n=1,000
BUL BULGARIA feasible n=1,000
CH SWITZERLAND feasible n=1,000
CYP CYPRUS not feasible n.a.
Ccz CZECH REPUBLIC feasible n=1,000
DK DENMARK feasible n=1,000
ES SPAIN feasible n=1,000
EST ESTONIA feasible n=1,000
FIN FINLAND feasible n=1,000
FR FRANCE feasible n=1,000
GER GERMANY feasible n=1,000
GRE GREECE feasible n=1,000
HR CROATIA feasible n=1,000
HU HUNGARY feasible n=1,000
IRL IRELAND feasible n=1,000
ISL ICELAND feasible n=1,000
IT ITALY feasible n=1,000
LAT LATVIA feasible n=1,000
LIE LIECHTENSTEIN not feasible n.a.
LTU LITHUANIA feasible n=1,000
LUX LUXEMBOURG not feasible n.a.
MKD MACEDONIA not feasible n.a.
MLT MALTA feasible n=500
MNE MONTENEGRO not feasible n.a.
NL THE NETHERLANDS feasible n=1,000
NOR NORWAY feasible n=1,000
PL POLAND feasible n=1,000
POR PORTUGAL feasible n=1,000
RO ROMANIA feasible n=1,000
SK SLOVAK REPUBLIC feasible n=1,000
SLO SLOVENIA feasible n=1,000
SRB SERBIA feasible n=1,000
SWE SWEDEN feasible n=1,000
TR TURKEY feasible n=1,000
UK UNITED KINGDOM feasible n=1,000
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5.3.2 Methodological background to conjoint analysis

The key characteristic of conjoint analysis is that respondents choose between product
concepts in “trade-off” situations. Thus, at the core of the method stand respondents’
answers to choice questions between different potential concepts. Product concepts are
defined as bundles of product attributes (e.g. price, brand and access speed) which
respondents need to consider as a whole instead of evaluating characteristics one at a
time. This requires respondents to evaluate the benefits and drawbacks of each
concept and decide which one offers the best trade-off (e.g. in terms of value for
money). Because this kind of trade-off consideration also takes place in the real
marketplace, conjoint analysis mirrors real decision behaviour more closely than
research approaches, which require the evaluation of characteristics one at a time.
Each respondent answers a number of choice questions sufficient for indirect inference
of his / her preferences. The result of a conjoint analysis is expressed in the weight
each respondent puts on each product attributes and the “value” or “utility” of each
attribute level (e.g. each brand) within that product attribute.

In studies addressing pricing, conjoint analysis has additional advantages over a direct
measurement of price preference. Direct questions often lead to an unrealistically high
price awareness. Indirect inquiry using conjoint analysis ensures that the value of a
product concept is considered in conjunction with price when making a decision.
Additionally, direct questions are limited to one product at a time. Interactions between
several products in a portfolio (e.g. cannibalisation effects) as well as the influence of
competitor offers cannot be estimated.

The advantages compared to direct questioning apply equally to the influence of
network neutrality. Whilst asking direct questions regarding network neutrality issues is
likely to create strong awareness of the issue as the evidence gathered in the literature
review indicates, combining network neutrality with other attributes that are known to
affect ISP choice provides a much more realistic impression of network neutrality’s
actual influence on consumers’ choices.

When talking about conjoint analysis, some specific terminology is used. Product
attributes are characteristics of a product (e.g. brand, price, access speed). Each
attribute is comprised of different levels the attribute can take (e.g. price levels €10/
€25 / €42; brand France Telecom / Vodafone / BT; access speed 5Mbit/s / 20Mbit/s /
50Mbit/s). Typically, a product concept is defined as a random combination of levels,
one of each attribute. Depending on the product category, and the specific research
design, derivations from this principle are possible e.g. some combinations may be
impossible such as maximum speed above 100 Mbit/s and mobile access or an IPTV
bundle with less than 6 Mbit/s. Furthermore, we considered which product attributes
and levels were actually available in each test area based on the results of the analysis
of the electronic communications market environment in the qualitative research.

In the field of conjoint analysis, several methodological approaches exist. They differ as
regards two key characteristics, namely the form of the choice question and the
utilisation of additional questions to derive preferences. With respect to the form of the



m
-3
Z —
=Y

c

T The Value of Network Neutrality to European Consumers 193

choice question, one can distinguish between discrete choice questions and rating-
based questions. In discrete choice questions respondents choose between two or
more possible offers to determine their preferences. Rating-based questions require
respondents to rate product concepts on a scale. With respect to the utilisation of
additional questions, some methods derive preferences from choices or ratings alone,
while others take answers to further questions into account as well.

Taking

into account commonly used conjoint analysis methods, three options appear to

be useful to fulfil the third and fourth research objective of the quantitative research:

Choice Based Conjoint Analysis (CBC): This method is based on discrete
choices and does not utilise additional questions to derive preferences. From a
selection of two or more offers, respondents choose the most appealing one /
the one they would choose in reality. Concepts are usually shown as full profile
random concepts, i.e. each concept includes a level from each attribute. CBC
can also include a non-option, which allows a respondent to answer that they
would choose neither of the product offers shown. It is also possible to use
partial profile concepts in CBC, where each choice between concepts only
includes a subset of the attributes being researched.

Adaptive Conjoint Analysis (ACA): This method is based on rating questions
and utilises additional questions to derive preferences. Respondents are shown
two concepts per question and indicate on a rating scale which they would
prefer and to which degree. Concepts are only shown in partial profile, unless
the total number of attributes does not exceed five. Before being shown rating
guestions, respondents answer direct questions regarding attribute importance
and attractiveness of attribute levels. Those are used to adapt the concepts
shown in the ratings. Instead of showing two random concepts, levels are
combined in a way that forces respondents to think thoroughly about trade-offs
by focusing on levels that base on the results of the preceding questions and
therefore omit obviously unattractive levels within attributes.

Adaptive Choice Based Conjoint Analysis (ACBC): This method is based on
discrete choices and utilises additional questions to derive preferences. Choice
guestions in an ACBC are CBC-like. Beforehand, respondents answer a
guestion in which they build their own optimal product (also called build-your-
own, BYO) from available attributes and levels. The method also employs
several questions in which they indicate whether they would at all consider a
certain attribute level to identify “must-have” levels and “unacceptable” levels.
Similar to ACA, this information is used to adapt choice tasks to force
respondents to make more difficult trade-offs.

Of the methods outlined above, CBC is the most commonly used. ACA is a predecessor
of CBC, while ACBC is a relatively new derivate of CBC. We recommended to use
either an ACA or a CBC for the study at hand. While, in theory, ACBC appears to be
compelling by combining features from both methods, in practice, results do not differ
substantially from CBC. Furthermore, ACBC considerably increases interview length.
As we used the other sections of the survey questionnaire to establish respondents’
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personal characteristics and Internet usage patterns as well as other questions to
supplement the conjoint part, an unnecessary lengthening of the questionnaire was
likely to exhaust respondents. Consequently, although generally applicable, for the
purpose of the study we dismissed ACBC and discussed the following specific
advantages and disadvantages of CBC as compared to ACA in light of the research
objective to be achieved in the study.

First and foremost, CBC’s popularity stems from its ability to capture realistic choice
decisions, in particular with respect to FMCG products where respondents are
commonly faced with a number of products of the same category next to each other on
the supermarket shelf. In theory, consumers may be able to do the same with Internet
Access Service offerings, in practice, however, such a choice situation appears
somehow unrealistic for ISP choice. Another advantage of this method relates to the
relatively small space it requires in the questionnaire leaving more space to ask
additional questions e.g. on personal characteristics or Internet usage patterns. Recent
methodological advancements also allow more complex designs than ACA. It should be
noted that both CBC and ACA allow to estimate respondents’ specific willingness-to-pay
for products as well as individual attributes/levels, which is a strongly desired research
outcome. However, estimates stemming from CBC tend to be more reliable as regards
this research outcome of the conjoint analysis. Therefore, its results can also be used to
predict market scenarios. However, CBC cannot analyse as many attributes as ACA
due to the risk of overwhelming respondents as each choice task commonly includes all
attributes. Thus, in sum, CBC is well-suited to predict prices, actual consumer choices
and market shares, but has significant shortcomings as regards estimating the relative
attractiveness of attributes that in the specific choice decision appears to bear little
relevance, but that can have subtle influence on consumers’ choice.

ACA is particularly strong in identifying these product attributes and their actual impact
on consumers’ choices. The evidence presented as regards consumers’ existing
knowledge about and comprehension of the issues revolving around network neutrality
so far in this project indicate that network neutrality could be exactly such an attribute.
Whilst the existing conjoint analysis research tentatively indicates a minor relevance of
network neutrality in consumers ISP choices, the qualitative research on the issue
points to the fact that consumers take this subject very seriously as soon as they
understand what it may mean to them. The latter papers also indicate that consumers
may use network neutrality more as a general precursor for their decision-making than
an attribute to consider in the following choice of a specific Internet Access Service
offering. The comparisons of attractiveness of different offerings, an ACA forces the
respondent to perform, in conjunction with the information at prior stages of the
guestionnaire provide reliable insights regardless of whether an attribute is a primary
decision driver or not. Furthermore, more attributes can be analysed in an ACA than is
feasible in a CBC. Given the complex structure of Internet Access Service offering, this
may also be considered an important advantage for the planned study. Furthermore,
ACA surveys are more engaging for respondents as the method ,adapts” to the
answers a respondent gives and forces increasingly difficult trade-offs. Those
advantages come at the cost that ACA requires more space in the questionnaire as it
combines decision tasks between possible offers with additional questions regarding
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attractiveness and decision importance. Decision tasks are less realistic than CBC
tasks as only a selection of all possible attributes is shown in each task and decisions
are not choices but instead scaled statements of preference. Price effects are
underestimated, limiting the applicability to pricing research and predicting market
shares. An analysis of respondents’ willingness-to-pay appears still possible in ACA.

A compromise between a full profile CBC and an ACA would be a partial profile CBC.
Partial profiles in CBC come with the advantage of being able to cover more attributes
than full profile CBCs as processing of the information presented in each task is easier
for respondents. As such, it would allow looking at a broader range of attributes relating
to network neutrality than full profile CBC while still preventing respondent exhaustion
due to survey length. However, pricing analyses are less feasible than with full profile
CBC and the inclusion of a none-option is not recommended. Compared to ACA, partial
profile CBC requires less room in the questionnaire but individual respondent data is
less reliable, requiring a higher degree of data aggregation. Still, analyses of distinct
segments of respondents would be feasible.

In sum, if the research objective of identifying the actual role of net in consumers’ ISP
choice is weighted heavier than identifying consumers’ specific willingness-to-pay, and
high reliability of data on the level of individual respondents is required, we recommend
ACA. If high reliability of data on the level of distinct consumer segments is sufficient,
we recommend partial profile CBC. Weighted vice versa, if willingness-to-pay is
weighted heavier, CBC would have been the only valid option.

From the consultants’ perspective, the cluster analysis and the focus groups have
shown that network neutrality should be covered in a series of detailed attributes in the
conjoint design. Section 5.3.3 provides information on specific attributes and levels
considered. Covering these attributes, in addition to those stated as being generally
important in ISP offers during the qualitative research, rules out the conduction of a full
profile CBC due to complexity.

The choice between ACA and partial profile CBC was discussed in a workshop and
decided in the inception meeting for the quantitative research. Agreement was found to
go forth with an ACA approach. The following figures show the reasoning behind this.
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Figure 5-4:  Comparison of CBC and ACA

Conjoint analysis

Choice Based Conjoint Analysis Adaptive Conjoint Analysis
(CBC) (ACA)

Discrete choice questions Scaled questions (strength of
Two or more options per task preference)
Only two options per task

Full profile or partial profile Partial profile

Typical research goals: Typical research goals:
Market potential Relative attractiveness
Price-demand curves Preference structure for non-central
Product optimization attributes

Figure 5-5:  Advantages and drawbacks of different methodological approaches

Full profile CBC Partial profile CBC ACA

Strong insight into market * Stronger insight into NN
potential and pricing effects preferences than full profile
CBC
Can generate more
information per task than
ACA, thus requiring less
time

Strongest insight into NN
preferences

Highly reliable on individual
level, allowing for smaller
segments to be analysed

Generates less information
per task than pariial profile
CBC, thus requining more
time:

Mot feasible due to number Lower reliability on

of attributes, would require individual level, limiting the
significant reduction of analyses of small segments
number of NN attributes Mot suited for accurate

Mot suited for accurate
pricing analyses

Low insight into NN pricing analyses
preferences

5.3.3 Conjoint attributes and comparability of test areas

In this section, we would like to discuss the methodological trade-offs especially
concerning comparability of data across test areas. The Tender Specifications envision
that the quantitative research performed in the quantitative research “produce[s]
detailed figures allowing meaningful comparisons between test areas and between
categories of respondents within each test area”, while they imply that on the other
hand product attributes and levels in the conjoint tasks are to be individualised for each
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of the test areas based on the work performed in the qualitative research. These two
objectives constitute an obvious trade-off.

Full comparability of results across countries can only be ensured if attributes and levels
are exactly identical in each of the test areas. However, certain country-related aspects
can necessitate differences in the conjoint designs between test areas (e.g. brand, price
levels and access speed). Otherwise, a realistic estimate of consumers’ preference in
each test area is hardly possible. We therefore recommend a methodology that
accounts for this trade-off and enables some comparison across test areas whilst still
using product attributes and levels to echo the individual characteristics of each test
area:

e The number of attributes and the number of levels within each attribute need to
be identical.

e Each attribute needs to represent the same aspect in each test area, e.g. the
attribute brand needs to reflect different brands in each test area.

¢ Differences shall be accounted for only when current market structures require
this. This applies primarily to price levels (different currencies) and brand
(different ISPs per country).

¢ When differences are necessary, caution needs to be taken to not influence the
study outcome, as the weight of an attribute depends on the range of levels it
includes. When including a large range of levels (e.g. price levels) in test area A,
but a much smaller range in test area B, the respective attribute will carry a much
larger weight in test area A than in test area B. Therefore, levels need to be
chosen carefully, based on previous insight in preference structures in the test
areas.

Ensuring this kind of similarity allows a direct comparison of attribute importance across
test areas as well as a comparison of the effect of different network neutrality-related
attributes. However, an aggregated reporting that combines all test areas would not be
statistically feasible unless attributes that have different levels across test areas are
excluded from this overarching analysis.

As regards the attributes to be tested in addition to network neutrality, we took
advantage of the knowledge gathered in the studies reviewed for this project. Thus, we
considered ISP brand, price and access speed essential product attributes to be
included in the conjoint analysis. As regards network neutrality, prime candidates for
relevant attributes are data cap (with several amounts of data as levels) and speed
reductions (with different reduced speeds as levels) and access restrictions (e.g. by
time or day, regarding specific websites).

5.3.4 Impact of prior information on ISP choices

In this section we show how we intend to approach the question of electronic
communication markets’ efficiency in the research project by providing information
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packages to one part of the sample of respondents in each test area. In particular, how
prior unbiased information may impact consumers’ choice or, validate some further
methodological elaboration as before in selecting the conjoint approach and the product
attributes / levels within it. There are two noteworthy options:

e Within-subjects design: A respondent answers the conjoint part once (pre-
measurement), is then given information on network neutrality, and afterwards
answers the conjoint part again (post-measurement).

o Between-subjects design: One group of respondents answers the conjoint
part without receiving information on network neutrality, another group is given
that information before answering the conjoint questions.

We intend to follow a between-subjects design. In a within-subjects design, several
problems can cause differences between the results of pre- and post-measurement.
These are likely to override the information package’s effect on consumer choice.
Furthermore, it has to be noted that conjoint analysis is subject to order effects. Even
without receiving additional information between two conjoint survey parts, respondents
are more informed and trained in the decisions tasks in the second part. In order to be
statistically comparable, the two conjoint parts would have to be identical.
Consequently, it seems likely that respondents would become suspicious that the
information package had a specific purpose. This may render the results useless.
Finally, integrating two conjoint parts in one interview increases interview length. This
can trigger fatigue among respondents since conjoint questions can be perceived as
repetitive if too many are asked.

5.3.5 Results of conjoint analysis

Primary results of conjoint analysis are (part-worth) utilities for attribute levels. These
are calculated on respondent level and thus can be used for analyses of subgroups.
Based on utilities it is possible to determine which levels of a single attribute are
preferred to others, how important attributes are for purchase decisions (compared to
each other), and how far the shortcomings of a product on one attribute can be
compensated by improvements on other attributes. Moreover, conjoint analysis results
allow us to calculate total utilities for any desired product concepts that consist of the
investigated product attributes and characteristics. Furthermore, part-worth utilities
allow us to derive a weight for each attribute, which reflects its importance in decision-
making. Lastly, comparing different utilities enables us to predict choice-based
behaviour in various decision-making situations.

Utilities themselves yield a measurement on a quite conceptional level and determine
the primary output from an ACA approach.

A CBC approach would have reported results as simulations of choice behaviour. As
the decision was taken to follow an ACA approach, the following explanations on
simulations should be seen as an excursus.
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By assessing the overall utility of different products it is possible to predict the
proportion of respondents, who would actually choose a specific product (=preference
share). The effect of other products that are available on the market on this share can
be taken into account. For that purpose, available products are defined by using the
attributes tested in the conjoint analysis. Thus, market simulations reflect the decision
behaviour in a specific market situation (=market scenario). By comparing different
scenarios it is possible to compare different propositions and market situations. Effects
of decisions regarding product management on sales potential can be estimated.
Compared to other survey methods market simulations are of high validity to predict
real-world behaviour. Nevertheless there are restrictions due to variables that have
effects on real-world decision behaviour but cannot be taken into account when using
survey methods. Particularly the following variables cannot be reflected:

e Customers are not informed completely; not a transparent market.

e (Non-) availability of products with respect to different regions; dissimilar
distribution.

o Awareness of brands and products, product life of products in the market.

e [Effects of communication and distribution activities.

Due to this, market simulations do not estimate precise market shares. Above all, the
value added by the analysis comes from comparing different market scenarios.

5.3.6 Ultility estimation process

Part-worth utilities resulting from a conjoint analysis reflect the strength of preference for
attribute levels and are statistically estimated from the answers respondents give.
Estimation is based on the idea that every possible product concept carries an inherent
utility or value to the respondent which can be calculated in numerical terms. This total
utility allows us to compare any product concepts, made up from the attribute levels
included in the analysis, in terms of relative attractiveness.

Each attribute level that is present in a concept contributes to the total utility of that
concept. This contribution is reflected in the estimated part-worth utilities. Two analysis
steps take place to arrive at part-worth utilities.

1. Each answer given by a respondent in a conjoint task is used to estimate a total
utility for the product concepts shown in that task.

2. This total utility is used as a dependent variable in a statistical model that
computes the relative influence of the attribute levels that made up these
concepts.

The statistical model behind this is an additive function which assumes that the total
utility of a product concept is the sum of the part-worth utilities of its attribute levels. In
general form the model looks as follows:
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Where:

Y« estimated total utility of product concept k
bim: part-worth utility for level m of attribute J
Xim: 1 if in product concept k attribute j is present as level m; else 0

Part-worth utilities are calculated on the level of individual respondents. Following the
additive rule, it is possible to compute the total utility of every imaginable product
concept for each respondent, regardless of the specific combinations of attribute levels
that were shown to a respondent throughout the survey, as long as each attribute level
was shown sufficiently often to allow the above estimation to be computed reliably.

Regarding interpretation, it is important to keep in mind that part-worth utilities are
arbitrary and their values do not carry an inherent meaning. Instead, they are to be
interpreted in a relative fashion (e.g. level A is twice as attractive as level B). The
baseline of this relative interpretation is the least attractive level per attribute. The
following figures show an exemplary reporting of utilities.

Figure 5-6:  Exemplary part-worth utilities
Part-worth utilities of attribute levels

Access to video streaming

Croatia Czech Republic Greece Sweden

Can be used normally 18 17 12 17
Prioritised 7 15 15 3
Slowed down | 2 7 B 1
Blocked g o 0 0

Access to VolP services
Croatia Czech Republic Greece Sweden
Can be used normally 11 20 15 11

Prioritised g 19 o 3
Slowed down 7 4 4 1
Blocked 0 o 0 0

Reading example: Using video streaming normally is more than twice as attractive to
Croatian consumers as getting prioritised access when compared to the least attractive
level which is blocked access. Overall, access to video streaming is more important to
Croatian consumers than access to VolP. Czech consumers, on the other hand, do not
see much of a difference between normal and prioritised access to video streaming. In
contrast to Croatians, they put slightly more importance on access to VolP than to video
streaming.
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By comparing the part-worth utilities of attribute levels related to network neutrality to
part-worth utilities of price levels it is possible to assess if and how far a deviation from
network neutrality could be compensated by a change in price. If a deviation results in a
lower utility, price would have to be lowered by an amount that equals the utility lost due
to the deviation.
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6 Focus Groups Results

6.1 Introduction

This chapter details the results of the focus groups in each of the test areas. The
chapter is structured alphabetically starting with Croatia and ending with the report of
the results from Sweden. Please note that at this stage we do not draw any
comparisons between the four test areas; this is done in the following chapter. Each
country is structured along the themes in the discussion guide reproduced in the annex
to this report. A summary of key insights is provided at the end of the report of each
country.

6.2 Results of the focus groups: Croatia

6.2.1 Ideas associated with the word Internet

For Croatian participants, the Internet is a source of information, communication and
entertainment. It is perceived as playing an important role in their lives and they are
always connected to it. It is also thought of as a virtual place that serves as an escape
from the daily routine. Participants conveyed the sense that it enabled them to unwind
and forget about petty daily problems.

The spontaneous word associations that had to start with one of the letters of the letters
of the word “Internet” are shown in the graphical representation below (the figure
contains English translations). Frequently mentioned associations (those that featured
in two of the three groups) are shown in slightly larger font size. Accordingly, the largest
font size applies to associations that were made by all groups.

Commerce_ Science KBVESEIIHBS

Markel"[? I[]a[rlac ion ' Comnectivty & g n
Tt oommunication

Movies

e RNt nf oMt ON
Cﬂnnecllwly NBWS i s

Music Computer Unlimited possibiites Progress Facebook Encyclopedia
Diversity Iweeting Network ~ Criminal ~ Resgarch
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6.2.2 The role of the Internet

Consumers in Croatia use the Internet constantly throughout the day. Younger
participants in particular described their Internet usage as being like a kind of routine as
they go online at the start of the day and spend the rest of it connected.

“We connect when we wake up, and disconnect when we go to sleep.”
“From morning to evening”
“It's just habit, it's just automatic, like you drink coffee, you go online.”

“News, my cell phone wakes me up, this is my alarm, | take my cell phone and,
and check the news, before | have the chance to fully open my eyes.”

As well as using the Internet in the morning to find out about things that happened
during the night, they are online throughout the entire day as part of their jobs or for
educational purposes while at school. They reported to use the Internet in the afternoon
and evening mainly for entertainment.

“My routine is, | wake up, | read the news, check my emails, then | slowly turn on
Facebook, and see if | need to pay my bills, read the news again, and it goes in
circles. | go on Wikipedia to check something for school and then when | come
home, | listen to music, watch a movie.”

“I drink my coffee at home, | go to work at 8.30, | check my emails, | sort them, if
| have to respond to something, then | check what's next, if | have to do
something today, and that usually takes a lot of time. Then | go to a meeting, but
| always come back and check some information, look at pages online. | look for
information online so | check different pages. And at home, | like YouTube. |
start cleaning, then I listen to MiSo Kovac for at least an hour, at the moment I'm
looking for something, about raw food because I'm interested in it at the
moment, so | search for recipes of raw food. If | have something extra to do from
work, | do it at home.”

Some older participants had the feeling that the Internet takes up too much of their time.
Consequently, they strive for a more conscious or even reduced usage of it and its
applications.

“It's a little weird, but | occupy myself with other things. It's better, it’s like a
holiday from the Internet. Sometimes it's too much. On Saturday or Sunday, | try
to minimize the Internet. | use the computer too much over the week, and
sometimes | manage to go a day without turning on the computer.”

“It's crazy too. | used to be at home alone for weeks, | go for work and | play
games. You become addicted. | don't use a cell phone, only at work because it
would get out of control. When | see people in the morning, people sit in their
cars and type on their cell phone. Some people don't even get out of the car, but
type on cell phone.”
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Nevertheless, most participants in fact enjoy the feeling of being online, as it allows
them to escape from the ‘real world’ and their everyday lives, and to relax. The time that
they invest is not perceived as ‘lost’, rather they feel that it is invested in their own
comfort and that this cannot be affected by others.

“It's great, very liberating. My child is the priority, but it makes me feel free, it's
my space where | can do whatever | like.”

“It's a space without time, where you realize you spend too much time. You surf,
you lose yourself.”

“I'm a little bit different, | like to go out in the evening, so when | come home,
then | turn on my computer. No one calls, everybody is asleep, my Zen. It's a
fantastic feeling, it can last until the morning. | see it is 11, and next time when |
look at the clock, it is morning. You think you need to go to the toilet, but just
wait a bit longer.”

At the same time participants appreciated that the Internet helps them to save time with
to the organisation of their daily lives, especially when searching for information.

“But to get all kind of information is very useful. | see it as something very useful.
Our lives are so fast that it makes thing easier and faster to get information and
to spend less time of finding something. From shopping to searching deals |
could get.”

“Yes, with Internet, your life is much simpler. You can access anything you want
and you spend less time searching for information, and you have more time left
for doing some other things.”

Although some Croatian participants stated that they would be able to live without the
Internet, their facial expressions and reactions showed that the opposite is true. Some
emphasised that life just would slow down a bit but apart from that there would be no
substantial differences, whereas others admitted that they would miss the Internet, as it
has become a very natural part of their lives.

“Maybe things would be better, because we can't do too much, we live too fast.
It's good that we have all this information but if we didn't have it, we wouldn't
have it.”

“l can imagine life without Internet. Somebody said before, the way we lived
before. We would live like that again. But, / think | would miss it.”

“l am capable to make my own food, or find it.”

Surprisingly, even young participants felt that they were able to cope better than their
even younger counterparts with having no access to the Internet anymore. These
statements were followed by a very emotional discussion in one of the groups in which
the Internet was blamed for disabling young people’s interpersonal as well as practical
skills.
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“Generations which didn't have Internet are not the problem, but those
generations which are born in the Internet era. This is my 12 year old sister's
generations because they don't know how to communicate. My sister couldn't
call her friend to ask her about her homework, until | forced her. She waited for
an answer on Facebook. She was embarrassed to call. She didn't know how to
pick up the phone and call. “

While the evaluations above were almost consistently linked to consumers” private use
of the Internet, the consequences for the international business market were rated as
damaging and almost apocalyptical.

“World War 3 would start, because everything would fall, all the stock markets,
there would be anarchy.”

“Also, if the electricity went down, we would be in the Stone Age. We say: I will
draw flowers and stuff, but we couldn't sell or buy anything. We can't go back.”

“This is not about personal usage, but the thing that everything works online.
You have to pay the bills and the banks aren't working. Everything would
collapse, it wouldn't be good.”

Overall, the Internet was rated as being something fairly positive, and there were rarely
discussions about the threats that it poses other than the potential risks that occur when
children use it without supervision or too much.

“My children sometimes watch before they go to bed, they use cell phone to
watch a cartoon. The cartoon hasn't started, and there is already a commercial,
and you can skip it after 5 seconds. And we had a friend over, they were
choosing the cartoon and they wanted 'A je. They were watching the cartoon but
it was actually a parody and lot of swear words. So it can be really dangerous.
Thought | was playing the cartoon for my child, and | didn't know what it was,
this is not that awful but there are much worse examples.”

“Last year | was at FER (Croatian Faculty of Electrical Engineering), there was
this Congress 'Brain to mind' and it is proven that Internet damages children's
brains and that makes them less creative. There are books that research it.”

Additionally, some participants felt uncomfortable with the thought that they are
exposed online and are not able to control what sort of private information can be
potentially used by others, nor how much.

“The way we are exposed to some information, we are aware of different social
networks, but lots of web pages, ask for your email and then you share this
information with everybody.”

“You feel overexposed. | googled my name, the other day, and | found an article
about some competition from 7th grade in primary school, we are too exposed
online.”



2§l
e
A

[a)
o

206 Full Results Report

Croatian consumers appreciate the Internet being a source of abundant and tailored
information. It allows them not only to inform themselves about topics that they are
interested in, but also to compare information from different sources so that they feel
well-informed whenever and wherever they want.

“I like new technologies, so | like to visit pages where you have a preview of a
new device, forums, then | visit YouTube, where you can see how this device
works.”

“There are a lot of pages | use, so | look at different pages to check information,
to see if it's true.”

“I can't divide the use of my Internet in time. | have a small child, and | use gaps
in time to use the Internet. For example when my child sleeps in the morning.”

Where consumers go online and the devices that they use depends not only on their
needs and emotional state at that moment, but also on the availability of the devices.

Based on the focus group discussions, the choice of device depends on two factors:
The first factor is perceived levels of control and self-protection that they feel is
necessary when using certain applications, and the second factor is the convenience of
access.

e Mobile phone: low control/self-protection, high level of convenience
(searching for short information, email access, news, social networks)

e Tablet: fairly low control/self-protection, high level of convenience (searching
for information, news, watching films, reading books)

e Laptop: high control/self-protection, fairly high level of convenience (online-
banking, booking travel/holidays, Skype, online shopping, watching films, work,
emails)

e PC: high control/self-protection, low level of convenience (online-banking,
work, searching for detailed information)

e TV: high level of convenience (solely watching films and IPTV)

6.2.3 Experience of disruptions

When asked if they experienced any disruptions in the past, Croatian consumers
immediately started talking about extended disconnections from the Internet that they
had experienced.

“Nothing worked recently. Last week there was no connection for 3 days, no TV,
phone or Internet.”

Such disruptions, which last for several days, leave participants feeling helpless and
alienated by the lack of communication and entertainment.

“Alienated, you can't do anything, but | have an old cell phone and can't view my
e-mails, so | went to my neighbour to check for news, mail. TV wasn't working,
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and for my child there were no cartoons. Well, you get by, e.g. | can read
newspaper, but at least to check my mails.”

“You can make it through, but since you can't check anything and it's really
important, there are problems. You can't send messages to people, when | don't
have any Internet. You feel a little helpless. But you can't say that you were
panicking.”

“We felt useless at that point, you lose a lot of time.”

Despite the feeling of helplessness, some participants reported inventive ways that they
found to gain access to the Internet when their own access at home was not working.
They used mobile devices or dongles, or asked their neighbours if they could connect
via their WiFi signal.

“I live with my parents and brother, and all of us stopped, so we asked our
neighbour for a WiFi code so we could connect at least with something.”

“In those kind of situations, | have a stick, and it's 10 Kuna for 24 hours. | plug it
in and can surf using the mobile Internet.”

“We remembered that you could turn on the Hotspot on your cell phone, so we
connected. That was good.”

Participants commonly attributed such persistent technical issues to bad infrastructure
or broken routers. Consequently they expected ISPs to solve the problem.

“Something with the router, and they brought me a different router, and we
changed it. But it takes 3 days until they even react.”

“I think it's the problem with the infrastructure. They tried to sell too much of it.”

Given the role that the Internet plays in their lives, it is not surprising that Croatian
consumers are very likely to become angry when the Internet connection they pay for is
slower than expected, or does not work at all. They find it equally annoying when their
ISPs don’t take them or their problems seriously. Also, ISPs are generally perceived to
be slow and/or incompetent when it comes to solving these problems.

“Sometimes the providers slow the connection, they don't inform you of this. Or
they call you and say that they've tried everything but they can't fix it. And you
are paying for everything. Or you call somebody and they say they reported your
problem and somebody else will deal with it, but all this time you're paying for
this service that you are not getting.”

“I was angry. It wasn't that | couldn't go online, | wasn't angry because of that, |
was angry because | was paying for that, and | expect it to work. And 4 or 5 days
later, when they've arrived, they took the router which was the problem.”

“Routers are 10 Kuna in China, and they are not good. | wanted a Motorola
router, a good one. And | wasn't happy again, they could have given me this
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router from the beginning, and | wouldn't have any problems. And then you have
all sorts of problems, that it was my fault, because of the storm.”

“We called them and told them that the Internet stopped working 2 hours ago,
and they say: 'Yes, | see'. So they know what happened, they know there is a
problem, but they don't fix it on their own.”

“(Moderator: You would ask customer service?) No, you can't get any help there,
I would ask a friend who maybe understands the issue, and I'll go to the shop,
buy a cable and everything, plug-ins.”

“The provider, they can do anything, and you have to do anything. When you call
them, they can reset everything. T-Com132 or any provider can reset your router;
you don't have to do anything. At home, sometimes we change settings from T-
Com but they got it back.”

While most consumers cope with these problems, some threaten their ISPs and get
themselves a bargain by saying that they will call HAKOM or switch to a different ISP.

“I wrote to them, if they don't take my inquiry into account, | will contact
HAKOM.”

“My friend has a coffee place and her router stopped working, and it's a problem
because she has a coffee place and a fiscal cash office, you have to call and
report this, it's a procedure, and she wrote them an e-mail, she wrote to them, if
they won't do this, | will report you. They've reduced her bill to 20 Kuna.”

When asked specifically to report some shorter problems that they had experienced,
participants stated that they had had some issues with certain pages that took longer to
load than usual. These problems were attributed to several reasons: some attributed it
to a high number of people using specific applications simultaneously.

“It must have been overloaded. Facebook on Friday night also has disruptions,
YouTube sometimes.”

Others blamed the specific browser with which they had tried to access applications and
services at that time.

“l am doing something, watching YouTube, and Firefox sends a message — uf,
this is shame, and it won't load the page, and then 5 minutes later | can open the
page. | don't know what's so shameful, | don't know what happened.”

“I don't know, well with Firefox | often had problems with YouTube. If | wasn't
touching the mouse, then the screen would lock up. And then | switch to Internet
Explorer, I'm a bit ashamed to say that, but then it works normally.”

132 The factually correct name is HT (Hrvatski Telekom). As our objective is to reflect participants’

language as well as their understanding of the subject area, we keep this terminology throughout the
present chapter of the report. Other chapters in the report, for instance Chapter 7 on the survey
results, use the factually correct name Hrvatski Telekom.
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Meanwhile others traced back such problems to certain webpages containing too much
content.

“You look for something, web page is loading slow, it is not up to the Internet but
the one that made the web page, there is too much content.”

Other smaller distortions that participants noticed were linked to applications such as
Skype. They complained that connections to countries on the far side of the globe are
particularly susceptible to interferences that affect the performance of these
applications. These problems were attributed to the speed or even the type of
connection. Due to the fact that Skype is used mainly for private (i.e. not for business)
purposes such problems were not rated as too irritating.

“We've had some problems but it was probably because of the connection,
because I'm connecting to America and Sweden. We didn't have a picture, if |
were talking to somebody in America, | would log out then log in again,
sometimes it would be our problem, and sometimes it would be on their side.
Sometimes it's because of the weather. And with Sweden, Germany and France,
no, never had any problems, mostly with America.”

“My uncle was in Africa and they had problems there with their connection. For
our conversation that would take a minute or 3, takes half an hour, because of
bad connection, it makes no sense.”

“Internet speed, on their side from the person I'm talking to.”
“Maybe satellite, America, Africa, it all goes over the satellites, storms...etc.”

“Maybe if Skype is using satellite connection for America, or maybe underground
cables, that's another story. *

Participants described advertisements that pop up on the screen when using certain
pages or that are shown right before videos that they watch on YouTube and
comparable sites as fairly minor disruptions.

“Those commercials used to lock up.”, “Pop-up windows”.

“Commercials that you can skip after 5 seconds, it never stops, it's usually on
YouTube, so you have to watch them at least for 5 seconds. It is the problem, it
is annoying.”

Whether problems with the Internet connection or specific services and applications
were rated as major or minor problems was related to two factors. First: private usage
versus business usage; problems that occur while using the Internet for business were
rated as major, while problems that occur while using it for private purposes were rated
as minor, as long as they do not last for too long and do not lead to a complete lack of
usability.

“It would be a bigger problem, if it would have to do something with my work, |
would be more irritated, because of your job, but privately, no.”



2§l
e
A

[a)
o

210 Full Results Report

“It depends on what we need. If test results are available, and web site crushed,
it is @ major problem | would go crazy, and if music video takes time to load, |
would go make some coffee and try later. Depends on what do we need and
how soon do we need it. If | need important information, then | go crazy, but if it's
something for entertainment, like new H & M collection, it would not upset me.
Depends on how important is it fo us.”

“Major would be when there is no connection, and minor when the connection
slows down. Three hours ago it took me seconds to load a page, and now it
takes two minutes.”

6.2.4 How the Internet works

The participants’ understanding of how the Internet works was raised in several steps.
First they were asked to explain this to a child, using very figurative and symbolic
language. Some of the participants stated that children would laugh at them if they tried
to explain them how the Internet works, so the question was changed to ‘please explain
how the Internet works to your grandma or a friend that has never heard about it
before’. With this formulation the participants felt more comfortable about responding.

In general it seems that Croatian consumers are not very interested in how exactly the
Internet works because they attach a much greater importance to whether it works
without disruptions and gives them a good user experience. “It's the same with me - |
don't care how it works, as long as | get my information.” In this context, it is not
surprising that only a few participants felt able to explain how it works. The discussions
in two of three groups were clearly dominated by two participants with a technical
background (one IT teacher, one a local network administrator). The discussion in the
third group in comparison was rather short and superficial. As a result of this, it should
be kept in mind that the following examples are mainly based on just two of the three
groups.

The Internet was described in a rather technical way by the two experts. The first one
compared the organisation of data traffic with the sending of information via letters.

“The story starts with a mailman. If every house has an address, and you want
to send a letter to your friend. What do you have to do to send that letter? You
need an address, you need a person you are sending it to, and the mailman
travels to that house. And he has a big bag for all the information.”

“He sends everything where it's supposed to go. He decides what goes where,
he is a mail dispatcher. He gets guidelines.”

“He forwards and controls.”

The other one compared the exchange of data with whispering amongst computers. He
also took into account that that there are smaller and bigger networks that are
interconnected and compared this to infrastructural connections.
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“There are two computers connected and they whisper to each other. Then,
another computer connects to those two, and many small computers connect to
that one and you get local network. It is communication between computers. And
it spreads and its global network. Google converts server address, on which we
can connect, it turns words into numbers. Even if | connect with someone from
Korea or with my neighbour it works the same way. It's computer network. My
child could understand it. ... Ok, we can use roads, and small ways between
houses, and there are highways that connect cities, and plane that flies from one
to another.”

After these initial explanations of how the Internet works, the participants were
prompted by further questions, which led to discussions in which everybody was
involved again.

Participants in Croatia immediately agreed that consumers pay their providers to be
able to use the Internet. Interestingly, the Internet itself was conceptualised as a sort of
common good, for which nobody actually pays anything.

“Internet is free, but the providers charge for it. So, ideal world, in 100 years, the
Internet will be free. That could be one day. There are islands and cities where
Internet is free.”

“We pay the provider, but nobody pays the Internet itself. We pay the electricity.”

Some users also stated that companies that use the Internet for advertising as well as
any user that has their own webpage pay for it.

“All the commercials, somebody wants a commercial to be online and he pays
the provider, and they use this money to finance building of networks.”

“So we have domains. Every domain is one big pile of servers, where you can
have your webpages and then you pay for this webpages, people pay for this
space, on a yearly basis. In that way you keep the Internet going.”

Participants in Croatia had the strong feeling that they are the ones that create the
Internet because they are responsible for the continuously growing amount of
information and data.

“We, users. We constantly make it bigger. You write a message on the message
board, somebody answers it, it grows. From one message board to another, it
expands every day.”

Additionally journalists were suggested as the ones who create the Internet.

“And journalists, the way they write news, and put it online, and maybe on some
official pages.”

The discussions about rules that apply to the Internet started with participants
questioning if there were any rules at all. After these initial doubts, they established
amongst themselves that there ought to be some rules, and linked these to various
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aspects of the Internet. The following examples are sorted according to the respective
ideas and concepts that emerged in the discussions.

“No rules.”
“Maybe there are, maybe there aren't.”
“If there are, they are minimal, there are no rules, virtually.”
Just one of the participants mentioned rules related to how the Internet works:
“There are global technical rules which give IP addresses to different regions.”

“There is a lot of them. All kinds of protocols which must exist for communication
to exist, and are given by the ones who govern the servers. And those who
govern, they are not in Croatia. Croatia has less computers than Berlin itself.
There is an agency in Europe which deals with that, everything must work
through the addresses.”

The rules that consumers thought exist were mainly related to netiquette and thus ‘how
to behave properly’.

“There are also rules on how you should behave.”

“There are laws that regulate that, e.g. we have Law of rules for accessing
information, which says that we cannot use that information just like that, without
someone approving it.”

“This lady doesn't put her picture, but she uses another person's picture on her
profile and she breaks the law. It is just an example. That's also a violation of
copyright laws, and protection of personal data.”

“Moral rules. | was talking about availability. In past, we had to be polite and
knock on someone's door, and now, if your cell phone rings you are available,
but maybe | don't feel well. We became more available so rules of behaviour
changed.”

Finally it was mentioned that some companies that offer services on the Internet made
their own rules that everybody who uses their services has to follow:

“There are many rules only for eBay shopping, which you have to follow to
participate.”

“Also, when we log on this page, they tell us these rules.”

After the initial discussion about how the Internet works, a definition was given to the
participants. They were asked to not only read it but also to mark those words or
sentences that were easy as well as hard to understand. All definitions in the individual
languages are shown in annex. While participants in the test areas were given
definitions in their native language, the definitions in this report are presented in English
to improve readability and allow comparisons between the different test areas.
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As is shown, most difficulties were caused by the phrase ‘arbitrary digital data’. Not only
those who use the Internet rarely and average users of the Internet, but also consumers
with high self-ascribed expertise, stated that they had difficulties understanding it.

The definition as a whole was perceived as quite understandable but too technical
compared to the descriptions that were made by the consumers before, and also as
uninteresting and too abstract.

“There are people who don't know what Internet is. And a lot of this information
and terms are completely abstract to them.”

“I drive a car but | don't care if something stops working, there are mechanics for
that. It's the same way with the Internet, / just want it to work.”

“It's just that we were talking using everyday language. This is more technical
definition. (Moderator: So, which one is better? This everyday language or
technical?) This everyday language is easier, it's easier to explain and imagine.
And this is just a bunch of words that mean something. But it's quite complicated
to understand and imagine what this would mean? This is a real definition,
where every word has its place and you need to read it more carefully to
understand it. It's little bit more complicated.”

Croatia: Experts
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It would clearly be preferable for the participants if the explanation was less technical
but instead took into account what the Internet could be used for:
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“For example, my grandfather, he could never understand what the Internet was,
and when | was installing cables, | said it's a TV where you can read the
newspaper and you can communicate with your cousin in London. And few days
later he got a laptop and learned everything. And up to then, he had no idea
about the Internet or anything. He doesn't know IP address but in his own way.”

“Two neighbors’ gossip, exchange of the information what somebody saw.”

“Everybody has their address, and what you want to share with other people,
you put it online, and other people can access it.”

6.2.5 Provider choice criteria

6.2.5.1 Currently used Internet providers, duration and details of contract

The current Internet providers used by many of the participants from Croatia are T-com,
Iskon und B.Net, Metronet, Optima and Vip.

T-com is the incumbent in the Croatian market and consequently holds a relatively
strong position. Many participants have been T-com customers for a while, but several
have recently changed to Iskon133. skon, they reported, uses the T-com network but
offers better value deals and has better customer service.

Participants who live in areas with little or no provider choice have been with their
current provider (mostly T-com) for a long time, often around 10-12 years. Others have
been with their current providers for around 4 to 6 years, and some of them have
changed providers in the recent past.

With regard to contract details, it seems common to start with 24-month contracts. The
majority of participants subscribe to package deals including Internet, TV and
telephony, although there was also a distinct group that only subscribe to the Internet.
Many of the latter had a bad experience with package deals as there were often
technical problems with the Internet when watching television at the same time.

The monthly cost of the ‘Internet only’ contracts is around 150 to 180 Kuna (19 to 24
Euros). Bundle costs vary from 200 to 300 Kuna (26 to 40 Euros) per month depending
on the provider and the offer.

6.2.5.2 General satisfaction with Internet providers

The general level of satisfaction of Croatian participants with Internet providers and the
infrastructure of Internet provision is medium to low — mostly rated their experience 3-4
on a scale where 1 is very satisfied and 6 is very dissatisfied.

133 This operator is owned by HT.
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Participants from regions with a perceived monopoly of a single provider reported
predominantly negative experiences with their Internet provision. They complained
about bad service, long waiting times for technical support or repairs and unfriendly
customer service:

“There is no technical possibility of having any other provider but T-com...”

“When the technician finally came we stood at the door and did not let him go
before the problem was fixed because we knew he would not come back soon.”

“We have to bargain with them to get good service...They could try harder, they
have the monopoly and they do as they want.”

“I don’t think we have a lot of choice. We chose the better of two evils. | am
starting to avoid T-com because they started with all this infrastructure and have
the most expensive service. They also are rude. The others are much cheaper.”

Experiences with providers that were chosen recently were generally more positive:

“l have recently changed to Iskon — now | am very happy, they are fast and
when | call them they answer quickly.”

“It is not perfect. The customer service hasn’t got competent people but it works
and the speed is ok. | won’t complain.”

General reasons for a low level of satisfaction were technical problems, slow
connections and disruptions — these cause dissatisfaction and result in the wish to
change to a different provider when they are not handled well by a competent and
friendly customer service department.

The discussion in Croatia showed a considerable level of mistrust towards and
disappointment with Internet providers in general. The predominant feeling was that the
companies offer overpriced products due to too little competition, particularly in the area
of home Internet access products.

“They try to make money out of older people who are still using landline Internet.
It is cheaper on a mobile because everybody uses them.”

“You cannot trust these companies, they are all the same: expensive and only
interested in your money.”

“I do not trust them because they do not stick to agreed contracts. First, they
guarantee you certain services, then they change them.”

6.2.5.3 Switching Internet providers

Switching Internet providers was mostly triggered by dissatisfaction with the current
provider. In many cases technical problems with modems or routers, or the instability of
connections were the reasons for the change. In some cases, those subscribing to a
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bundle of services experienced technical problems when people in the house were
simultaneously watching television and using the Internet.

The step to switch the provider was mostly made when in addition to these problems
the customer service was unfriendly, unhelpful or too slow.

The generally low level of satisfaction with their providers makes users in Croatia open
to switching providers.

When informing themselves about alternative providers, seeking advice from family and
friends is most important:

“If somebody tells you that he is happy with his provider that is the best
information.”

Participants who have been thinking of switching their provider used the following
sources of information: people they know such as friends, family and colleagues,
providers’ websites, Internet chat groups and consultations in the providers’ local
branches.

6.2.5.4 Relevant criteria for the choice of an Internet provider

The most important criteria for the choice of an Internet provider are the speed and the
stability of the connection, as a slow connection and lots of disruptions were perceived
as major causes for dissatisfaction. The necessary level of speed, however, varies
greatly depending on the individual usage of the Internet, in other words whether it is
used for emailing and browsing, or playing games and streaming videos.

“Most important is the Internet speed.”
“And that it does not interrupt all the time.”
“Price and unlimited access.”

Based on bad experiences with their first providers, such as T-com, a good customer
service is also of great importance. Croatian participants reported that they appreciate a
friendly and easy to reach customer service with fast technical support. As they often
felt badly treated in the past, they particularly like to ask friends, neighbours or
colleagues about their satisfaction with certain providers and are likely to follow their
recommendations if a provider has a good reputation with regard to their service-
mindedness in customer service.

“Good service is when they are fast in reacting to your problems. Only when you
have a problem you really get to see how good they are.”

Other relevant criteria are the length of the contract, the additional benefits and a high
quality technical set-up such as optical fibre cables. Although it is accepted that
contracts mostly last for 24-months when they include new equipment, the option of
short-term contracts would be appreciated.
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Special promotions offering additional benefits, such as free tablets, specific apps or
certain services, were judged ambivalently. One group of participants was attracted by
these offers and would be happy to make use of them, whereas the other group saw
them as a marketing trick, which customers are paying for anyway.

“If | get a tablet and better contract conditions a longer contract duration is fine.”
“I was happy, they gave me headphones and a keyboard all for free.”

“It is just a marketing trick, you still pay for this.”

“l am not interested in any of these promotions.”

When choosing a provider, many participants appreciate bundle deals. Typical bundles
are the provision of Internet, TV and telephony. Getting an all-inclusive deal with only
one bill per month is seen as convenient and attractive.

In addition to these criteria, all participants emphasised that they are sensitive to the
price of the package, and therefore interested in the best value deals. They use Internet
websites to compare providers in this respect.

6.2.5.5 Future outlook regarding Internet provision

When asked which criteria will become more important in the future regarding the
choice of Internet provider, the following criteria were mentioned:

e faster connections
e Dbetter coverage

e better prices due to greater competition

There were also participants who had the vision of a “free Internet” for all Croatians, and
who think that the state should provide this as some other countries already do:

“There are countries where Internet access is free — that would be right but we
are far from that.”

6.2.6 Network neutrality

The term “network neutrality” was discussed in a series of steps that matched the one
used for earlier topic of how the Internet works. First, participants were invited to state
what they immediately associated with this term. After that, they were given a very short
definition of “network neutrality” and discussed examples, analogies and explanations
based on this term. Additionally they were asked to describe network neutrality in their
own words. Finally they received a longer definition of deviations from network neutrality
and their possible effects, and they discussed freely and elaborated on their own
experiences. This procedure was chosen to generate deeper insights regarding
consumers” conceptualisations of network neutrality, and great care was taken in every
discussion to prevent a direct influence on them that could bias the discussion.
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When confronted with the term network neutrality, participants were initially completely
unaware of it and its meaning. Hence, they were invited to share with each other
whatever came to mind upon hearing the term, and they tended to relate it more to
political discussions than to the Internet’s technical rules and functions.

Some thought of a network that does not belong to any specific ISP but instead is
owned by ‘no one’, or alternatively by the government, and then financed through taxes
consumers would pay for it.

“That it's free, the network is free and doesn't belong to anyone.”

“It's like we pay tolls for roads. So you have a provider who has free Internet, but
we pay taxes to the government, which covers this. Yes, and we pay it through
taxes, it's so cheap, you don't feel it.”

Some Croatian consumers immediately thought of T-Com as being the monopolist that
controls the network in Croatia and some even blamed T-Com for being responsible
that network neutrality does not exist at the moment.

“I think the same would go with electrical power, the electricity, everybody uses
their infrastructure everything goes through them, through HEP (main Croatian
power supply company). So, T-com is the problem for this network neutrality. |

think it’s their fault.”

“If somebody wants a new provider, T-com is the complication. If | want to have
another number, | have to go to T-com, that's monopoly.”

“‘Maybe that means that the new provider wouldn’t be connected to some other
provider. That he would use his own wires, not from T-Com.”

Others thought of a global Internet, in which institutions or governments no longer
censor content. Consumers that had this idea did not believe that network neutrality
could exist as long as countries like China and the United States are able to control the
content that is sent and shared via the Internet.

“Censorship, that there is no censorship.”
“No borders for information, not in EU or wider.”

“It's enough to google certain terms and they will put you on a list. You can start
mentioning something that's used in explosives and somebody will come
knocking at your door. There is no such thing as neutral network, everything is
controlled. From CIA, FBI, and so on.”

After this short and unprompted discussion, the moderator read out the short definition
as reproduced in the discussion guide in the annex.
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Network neutrality means that all data in a network are treated on equal terms. Equal
treatment refers to the standard behaviour of how data are forwarded in a network
towards its destination. The standard behaviour for equal treatment is that all data are
forwarded according to the same rules.

Some participants’ reactions to this definition differed significantly to others’. While
some immediately understood that network neutrality refers to data that is forwarded by
equal rules within a network, the majority of them did not believe that network neutrality
exists at the moment. Their explanations for this conviction were manifold and are
described in the following passages.

Once they had heard the definition of network neutrality, some consumers immediately
thought of advertisements and the rankings of search engine results and used these as
examples to explain why they didn’t think it currently exists. Their doubts are based on

their experiences that some data are prioritised above other data.

“(Moderator: Do you think we have that at the moment?) No. Because of ads
and commercials. The first link, when you google something, is an ad. I'm not
sure if that is possible. And what criteria are used at the moment. To put the
pages in specific order. | know that right under the search engine, the first thing
shown is paid adds. I'm not sure how much you pay for it but | always skip it.
When something is more popular, it's more important. When | buy something on
EBay, the first thing you see is what's relevant, what people buy more. If it's
100% relevant, then it's first.”

Participants more commonly linked equality of treatment to content rather than to
specific applications. This is why some consumers mentioned censorship of specific
content as a reason for not believing that network neutrality exists on a global level.

“So no censorship, no control. It's good, but it's not possible, and unreal,
because we have both, censorship and control. Because of some higher
purpose. (Moderator: Whose?) Obamas. It was in all media, the whole world is
being spied by the Americans, so automatically we don't have network
neutrality.”

“If you want to look at Google Maps, you want to look at something in America,
you can't. But, you can do it in Europe, for example, planes that fly over Croatia.
So it means that there is no neutrality, somebody is always in control. But in
Croatia you can see all the planes: where are they flying, from where, what is
their weight, everything. America, they have a ban. Somebody can forbid
something, and somebody can't. We cannot. But Americans can. In Croatia you
can crash a plane.”

Participants in general did not blame their ISP for being somehow responsible for any
deviations from network neutrality. This is not based on them having a high level of trust
in their providers, but rather on the fact that they were not able to imagine how ISPs
would be able to control the data traffic. On the one hand, they had the strong feeling
that some regulations are introduced behind the providers’ backs, but on the other
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hand, they connected regulations on data traffic only to the speed and the quality of the
services they use, so they stated that providers would not be able to increase the
quality as the amount of traffic is sometimes too high.

“This is not the definition of network neutrality. You just read how network works.
When you send the information, it determines trough network interface, how will
that information flow, you cannot influence it. None of the providers can affect, it
is technical matter. It chooses the shortest route to send the information.
Provider doesn't affect it.”

“One provider doesn't have to be aware of the control of another provider. So
one provider doesn't have to know about traffic control, because some XY can
control the traffic at any point, on a satellite, or a cable under sea, which doesn't
have to be connected with any provider.”

“When | thought about it a bit, | think it has something to do with the quality of
the Internet network. So it should be the same everywhere, the same speed and
connection everywhere.”

‘Imagine you're watching YouTube video, and 2 million people are watching at
the same time. In this logic everyone would have the same quality, but servers
are full and somebody will get blocked, the connection would break, and then
when somebody is finished watching, somebody else will be able to watch it
again.

“It's great if they offer it, but, if you take 20 showers, and not the same amount of
water will go to every shower if you turn on the water at the same time. | think
that's basically it.”

After this discussion, participants received the definition of ‘deviations from network
neutrality’.
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Croatia: Experts

A deviation from network neutrality consequently means that data is forwarded in a network according to a set of

1 difficult, rules that is specific to the sender, destination, type of application, application provider, type of content, content
>iha ) rovider —or a combination thereof. Specific forwarding rules may apply permanently, within certain time periods

¥ Fe,g. during peak times), or dynamically in response to particular situations in a network. Specific forwarding rules 2
may apply to everyone or to some users in a network. Implementing specific forwarding rules requires a network | 3 ]
“operator to manage data traffic in a network. On one hand, traffic management may mean that data is not <
forwarded at all. This would result in the blocking of the rezpective sender, destination, type of application,
a'pplication rovider, type of content, and/or content provider. On the other hand, traffic management may mean
that data is forwarded with a higher or lower priority, that itis slowed down, or that itis forwarded with a certain - 2 easy
guaranteed quality. These practices would result in changed expectations on the quality that a user experiences

when consuming the respective application or content.
1 difficult, 2 easy |

- A specific application, specific content, or the applications/content from a specific provider suffer permanently or
2 easy  at some times from poor quality, while other applications, other content, or applications/content from other
providers are of good quality.

- A specific application, specific content, or the applications/content from a specific provider are permanently of
good quality, while other applications, other content, or applications/content from other providers vary quality-
wise.

- Communications from or to a specific person are permanently or at some times not delivered, while
communications from or to other persons arrive well.

The above effects may be the result of traffic management practices, but they may also emerge for a different
reason. The effect alone does not allow precise attribution of its reason.

A(S - complete text is simple, 1 2 complete text is difficult)
[ EasyiDifficult|] Ambivalent

Croatia: Participants with little and medium
expertise

A deviation from network neutrality consequently means that data is forwarded in a network according to a set of

rules that is specific to the sender, destination, type of application, application provider, type of content, content
rovider —or a combination thereof. Specific forwarding rules may apply permanently, within certain time periods

Fe.g. during peak times), or dynamically in response to particular situations in a network. Specific forwarding rules | , ’

may apply to everyone or to some users in a network. Implementing specific forwarding rules requires a network <

operator to manage data traffic in a network. On one hand, traffic management may mean that data is not .

“forwarded at all. This would result in the blocking of the respective sender, destination, type of application,

application provider, type of content, and/or content provider. On the other hand, traffic management may mean

that data is forwarded with a higher or lower priority, that itis slowed down, or that itis forwarded with a certain

guaranteed quality. These practices would result in changed expectations on the quality that a user experiences

when consuming the respective application or content.

1 difficult -

- A specific application, specific content, or the applications/content from a specific provider are permanently or at
some t_g}wes inaccessible, while other applications, other content, or applications/content from other providers are
accessible.

- A specific application, specific content, or the applications/content from a specific provider suffer permanently or 4 gifficult
at some times from poor quality, while other applications, other content, or applications/content from other
providers are of good quality.

-A s(;)ecific application, specific content, or the applications/content from a specific provider are permanently of
good quality, while other applications, other content, or applications/content from other providers vary quality-
wise.

1 easy

- Communications from or to a specific person are permanently or at some times not delivered, while
communications from or to other persons arrive well.

The above effects may be the result of traffic management practices, but they may also emerge for a different
reason. The effect alone does not allow precise attribution of its reason. 3

(6 > complete text is simple)
M Easylll Difficult’ | Ambivalent

The definition was complicated as only a small number of the participants understood
the full meaning of the concept and the discussions about deviations became confusing
for them.

While some consumers thought that network neutrality is like a ‘guarantee’ that all data
are treated equally and would thus lead to the better performance of applications like
Skype, others disagreed and understood that some applications and services would
work better if deviations occurred.



2§l
e
A

[a)
o

222 Full Results Report

(Moderator: What do you think of the idea that if we have neutrality, that data is
transferred by the same rules, and all the data is equal?): “We wouldn't have
problems with Skype.” “It functions better”.

“Providers would have to give priority for some data, e.g. depending on the
content, so if you watch YouTube they will give importance to video data.”

Once consumers understood that deviations from network neutrality could create a
better user-experience by prioritisation, some were strongly interested in this concept in
general, and in further information that would enable them to decide whether they would
have any chance to influence which services would then be of higher importance, as
well as if there were different ways of prioritising.

“Can the buyer determine its own priorities? So that Skype is number 2 and plan
it like that. Yes, that would be ok, so with kids it's more about texting than calling
somebody.”

“If I could choose what's important, and it doesn't influence anyone else, then it's
a good thing.”

“Yes, if it's an option, it means we can choose what's more important for us, and
that's ok.”

In general, consumers were not able to imagine how individualised content prioritisation
could be guaranteed technically. As a result of these doubts these consumers saw
network neutrality as preferable because in their understanding it would guarantee that
they were not controlled by anyone but themselves.

“Skype wouldn't function as YouTube, but this way | would have to list all the
things | want. | don't think the provider can provide this.”

“No. Who can say what a priority is for me and for you? It is something we have
to choose by ourselves. So, | want to play games, but some woman wants to
watch a clip on YouTube, and the provider would stop my game because of her.
And then, later he would stop her movie so | can play my game a little? The
attraction of the Internet is that we are all equal, | feel free online, and any other
way would disturb me. Like we didn't have right to be on the Internet.”

“Neutrality would be better, because everything would be equal then. Neutrality
would be that all of this is transferred equally, so the provider can't affect it. So
you have the application for saving battery energy on your cell phone, | don't
want a program that would tell me what to turn off or turn on. | don't want that, |
will decide.

Skype, YouTube and online games are applications and services that people would
prefer to be prioritised for them. Concerns that one’s own prioritisation might lead to a
reduction in the quality of other users’ experiences registered with some participants,
however, most of these comments appear to be strongly influenced by the social
desirability common for focus group discussions.



-2,

m
o
=Y

T The Value of Network Neutrality to European Consumers 223

c

“It seems okay for applications | use more often.”
“So, most of us have the same Skype but for you to have better quality.”

“But if my choice interferes with somebody else getting certain information, then
it's negative.”

“So priority for one person, and neutrality for another. It doesn't matter. It would
be great if they offer it, but it's not important. | don't think it would influence my
decision. With priority, that they offered neutrality, for me it's just important to
have priority.”

The prioritisation of content seems more important for business purposes than for
private purposes:

“Yes, | think that for people who use Internet for their work, that's important. But |
think Internet speed is the most important thing. If somebody is using Skype, it's
extremely important for them for it to work properly, and doesn't have any
problems.”

“Or to have a conference call and the connection starts breaking. And if you
have conference call or anything, companies don't care about YouTube.”

Some want to test how well prioritisation would work for them:

“l would take it for 6 months to try it out, to see if it would be better. If | see it's
better than before | would be willing to pay. If | wouldn't have to wait, if every
page would work.”

The idea of content being blocked was completely rejected, as it was perceived as
censorship. People want to make their own decisions not only about what is important,
but also about what they would like to see and what they would like to be blocked:

“These are criminal acts, no provider can decide which application gets priority
from any other. Or, he can pursue this provider for blocking his web page.”

“All of this is something else, human's right for information. That is what Internet
is all about.”

“So when specific application, specific content is permanently or sometimes
inaccessible, and others are accessible. When it's permanently unavailable if
you try to access the page. | would prefer that it was equally available.”

“We could consider it any time the Internet wouldn’t work. And if | load 3 pages
in one, | could think that is sabotage or forbidden. But how could we know? It is
like having 3G cell phone; | don't to think about this. | could think that someone
is stalking me. | don't want to think about it, | could become paranoid. If they
said: 'this content was blocked by Optima, or T-com, then | would say that they
blocked it.”
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“Who can guarantee that provider will let me see what | want any time | want?”

“We would feel like Chinese people. But in China, Chinese people here are
enlightened.”

For some, blocking would sometimes be acceptable depending on who decides on what
is blocked and on the reason. Some even thought about how positive it would be if they
were able to decide what content should be blocked by their providers for them
personally.

“l think that would be a positive thing. That my provider could filter what | get.
Not just filter but block certain things that | don't want coming. If | go to their web
page and try to log off | would probably have 300 more steps and questions and
then | still wouldn't succeed. So maybe it's easier if you can just contact your
provider to take care of this problem. You just tell them you don't want anything
to come from this website, please block it.”

“It would be good if you could choose what you want to get and what you don't
want to get. | wanted to cancel newsletters and even went to that page and |
could not make it stop. They keep sending messages.”

They had a similar attitude towards content related control, which they favour over a
lack of control when it helps to protect children or personal rights.

“So that video clip of inappropriate content for children is not available to them.
For example, politician makes some mistake, and it's on YouTube, and after an
hour, it's not available anymore. Why shouldn't it be? There are a lot of
examples of this.”

None of the participants related their experiences of some applications and services not
working very well to deviations from network neutrality but instead blamed the
companies that are responsible for providing them. YouTube problems for example
were not linked to traffic management, but instead to its content being filtered.

“More times, it was unavailable. Somebody was on YouTube, you could watch it
but an hour later you couldn't anymore. It's the way the content is filtered. So if
some people put in weird clips, it's removed.”

Whilst some participants stated that they would prefer network neutrality, others
preferred deviations from it, in other words having some prioritised services.
Interestingly, both groups of participants were after the same thing: the best user
experience possible. However, the one group associated this with network neutrality
and the other group with managed services enabled by deviations from network
neutrality. Therefore some stated that they would pay more to have that optimised
experience, while some stated they would not as the Internet already works well for
them, so everything should stay as it is.

“So why would we need priority if in network neutrality there is priority for
everything? What does priority give us that network neutrality doesn't?”
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Additionally Croatian consumers feared that the choice of an ISP would be much more
complicated than it is right now.

“It doesn't make sense, it is too complicated. Now, when we talk, we go into
deeper and deeper. It is already hard to think what providers offer, | don't need
to choose which web page they will offer. It’s pointless. Here, I'm nervous now.”

6.2.7 Summary

Croatian consumers use the Internet throughout the whole day. They use it almost
unconsciously and are always connected to it. It is strongly linked to positive emotions,
which results in it playing a much more important role in consumers’ lives than simply
facilitating the organisation of menial tasks during the day. Instead it is a means of
entering one’s own virtual world and escaping from the hassle of the ‘real world’.
Participants commonly reported ‘getting into a flow’ and losing track of time when they
are online. Generally they are neither interested in controlling their own Internet usage,
nor do they have a very high awareness of leaving virtual traces online. The only
exception to this is their awareness of potential dangers for children when they use the
Internet without supervision.

Croatian consumers are not able to imagine a world where the Internet no longer
existed, because it enables them to not only save time and be entertained, but also to
have the feeling of being well-informed consumers with access to information at any
time and in any place. Furthermore they are convinced that the economy would implode
without it.

Whilst consumers feel very competent in using the Internet, they were mostly not aware
of how it works and stated that this does not matter to them. What does matter to them,
however, is that it works properly. It is seen as a medium that is mainly paid for and
created by consumers. They doubted that there are any particular rules that apply to it
and those that they did know of were predominantly behavioural rules such as
netiquette. They were only rarely aware of the technical rules that are necessary to
guarantee that it functions.

When asked which disruptions they had perceived in the past, consumers immediately
thought of extended periods of being disconnected. Disruptions are described as ‘major’
if they last for several days in a row and thus hinder the consumer’s ability to use the
Internet as a source of information and entertainment. They described the state of being
disconnected from the Internet as helpless and alienating. However, they also reported
that they are able find quick fixes for the situation such as using mobile Internet or
connecting through a neighbour’s connection. The providers were blamed for these
issues and it is seen as their responsibility to fix them, as problems are attributed either
to broken routers or to bad infrastructure. However, more often than not the handling of
such issues by providers is not perceived as helpful at all. Some Croatian participants
concluded that providers were actually completely unable to solve any problems related
to disruptions. When disruptions last longer than a day, they complain that they are
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paying for a service that is not being provided. They showed high awareness of the
NRA (HAKOM) as a supporter of their concerns and do not hesitate to turn to them.

Smaller disruptions were mentioned only after a while in the focus group discussions
and were related to the personal use of applications such as Skype or YouTube. Those
disruptions were attributed to bad connections, specific browsers or a slow connection.
Additionally, advertisements interrupting the flow of their Internet usage were perceived
as ‘minor distortions’.

In Croatia, consumer’s satisfaction with Internet providers is only medium to low. In rural
areas, numerous participants have the perception that only one Internet provider is
available and thus assume that it holds a monopoly position, and this is often
accompanied by bad customer service. Participants complained about long waiting
times for technical support or repairs and a generally unfriendly customer service. This
history of negative experiences has led to a general disappointment in and mistrust of
Internet providers. Many participants believe that providers offer overpriced products
and take advantage of having little competition. The generally high level of
dissatisfaction has caused more willingness to switch Internet providers. In the process
of searching for new providers participants appreciate word-of-mouth recommendations
from neighbours, friends and family.

Current experiences with new providers have been mostly positive. The most important
criteria for the choice of an Internet provider are the speed and the stability of the
connection. As a result of past negative experiences, a good customer service and
technical support from future providers is also seen as very important, as well as
competitive prices.

The discussion about the term and concept of network neutrality was a demanding task
and sometimes overwhelmed participants. While the definitions were rated overall as
comprehensible, they were at the same time described as too technical as well as
uninteresting or not engaging for normal consumers. In particular, the term “arbitrary
digital data” was criticised for being too abstract. The term ‘neutrality’ as part of ‘network
neutrality’ misled participants’ discussions towards themes of democracy, freedom of
speech and so forth. A good Internet usage experience is of the utmost importance to
Croatian consumers. Those who understood that deviations from network neutrality
could be helpful in reaching this goal were inclined to such deviations, but described it
in their own words as ‘prioritisation’, whereas those who equated network neutrality with
having a good Internet usage experience expressed a negative attitude towards
deviations from it. In sum, consumers accept the prioritisation of certain applications,
while they disapprove of any type of blocking. However, they were not able to
understand how providers could have the technical capability to regulate the data traffic.
It would be important to them to be able to make their own individual choices regarding
the applications and services that are prioritised.



-2,

[a)
(=]

U —

Y

T The Value of Network Neutrality to European Consumers 227

6.3 Results of the focus groups: Czech Republic

6.3.1 lIdeas associated with the word “Internet”

Participants initially described the Internet as a functional tool that is used to gain
access to “information”, “news” and “instructions”. They immediately thought of
problems with it, such as it not working, not having any coverage and not being quick.
Comments made later showed that it is of great importance to consumers so that they
can communicate, especially via email or VolP-telephony. Interestingly, social networks
and applications like Skype were not mentioned at all as part of this exercise.

The spontaneous word associations that had to start with one of the letters of the word
“Internet” are listed fully below; frequently mentioned associations (those that featured
in at least in two out of the three groups) are shown in a slightly larger font size.
Accordingly, the largest font size applies to associations made consistently in all three
groups.

Creafivty ~ Innovalions Texts
No coverage Everything InlelhgentRelemnce

These days, necessary asy purchasey .,
LR Informalion elecommunicaton

Do . " Dangerous, uncontrollble n great extent 2. Fyi
it 1OUC Opiions ;- eemif

hop Internet Banking : B
oo [||shac||nn|ngtm|;1m'}|,"lw“"""U Radio  Inspirng |replageable

Technology

When asked to think of further word associations not related to the letters of the word
“Internet”, participants again often referred to it as an instrument to gain access to
information: “Seznam” "Search engines in general” and similar sites were mentioned.
Participants also touched upon the theme of entertainment more broadly than before.
“Games”, “videos” and “music”, as well as “social networks” and “messenger” were all
mentioned.

In this unprompted phase of the discussion, participants already showed an awareness
of the potentially dangerous sides of the Internet. They described it as addictive in some
instances and pointed to concrete menacing aspects such as cyber bullying and the
Internet’s perceived uncontrollable character: “Dangerous, uncontrollable in great
extent.”
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6.3.2 The role of the Internet

Participants in the Czech Republic feel that the Internet is essential to their lives.
Interestingly, this is most evident from their description of others, who do not have
access to it. Those who are connected to the web and use popular social networks or
are aware of current online trends, feel a certain sense of belonging and that they are
modern.

“When somebody says they don’t have the Internet at home, what is that, for
god’s sake? I've experienced that as well.”

“In the Stone Age.”

“Well, entertainment, but also necessity, because today, when somebody says
they don’t have the Internet or they don’t have Facebook, everybody looks at
them like, oh my god, what kind of person is this.”

On the other hand, some individual participants stated that they deliberately do not
partake in such networks and other online-centred activities:

“l don’t have Facebook.”
“l have deleted my Facebook already, it's useless.”

Whilst being connected appears to be almost self-evident to many participants looking
down at those who are unconnected as backwards and asocial, most participants still
make use only of a limited set of functionalities the Internet offers, mostly relating to
organisng their lives. They often described going online or connecting to the Internet as
a conscious process. This contradicts the earlier notion of self-evident usage of the
Internet. Participants are mostly very target-oriented when searching for information,
and are generally able to specify at exactly what time of day, for how many hours and
for what purposes they use the Internet. They use it as an instrument to organise, plan
and simplify their lives instead of getting into a flow while surfing in the virtual world.

“'m usually there for an hour or two at night, as otherwise | have no time due to
work. Rather at home, or now that I've been on vacation, | sat there, well not the
whole day, but let’s say from 9 pm some two-three hours a day. (MOD.: What do
you look up, what sites do you visit?) I'm actually looking up lots of information,
news that I'm interested in, about animals or nature in general. When | need to, |
also plan some trips, or look up some connection times.”

“ use Internet for information. Sometimes | need timetable, sometimes some
recipe.”

This role of the Internet is further illustrated by participants’ anecdotes about young
people who in their perception cannot exist without it anymore. In these they referred in
particular to children and grandchildren who they feel are addicted to the Internet and
have transferred their lives into the online sphere. This, participants felt, leads to



-2,

m
o
=Y

T The Value of Network Neutrality to European Consumers 229

c

helplessness and inability to function in a world without the Internet as they have a lack
of basic competences.

“Young son goes to the toilet and he takes it with him, you know.”

“And my daughter lives in the flat next door, and when | want to talk to her, |
have to use Skype, because she’s constantly playing WoW, so she has no time.
That’s about it.”

“When | arrive at my daughter’s household which is like my son-in-law, daughter
and 15-year-old granddaughter and 8-year-old granddaughter. They are all
hidden up in their rooms, they have laptops, son-in-law is in the living room, my
daughter is with one of the laptops, she has the small one, | don’t know, some
laptop, granddaughter is on the laptop as well, and they just go.”

“But I really do think that for this generation it is a super source of information,
perfect thing, no doubt, but on the other hand the other thing is it deforms people
and brainwashes them and a continuous speech, communication, reading,
sports, group of people....”

“Maybe the young people are baffled, no Internet, the end up and they have no
idea how to help themselves, that it is possible to find out, though in a more
complicated way, but somehow else.”

“l was totally shocked when my son, he studies at chemistry school, not now, in
September he will start the chemistry school, he will continue. | was absolutely
shocked that this person, his brain is entirely different from mine, it’s just maths,
physics, chemistry, he has in it his head, so he does not know how to look up
things in the dictionary of foreign expressions. | say how is this possible? You
have never had a head injury. | have convinced myself that these people are
completely lost without the Internet. They don’t know what to do. This Internet
makes fools of many people indeed, although they are actually clever.”

“In the government office we were sometimes shocked, the young people who
were taking the jobs or after the maturity exams, so we have a central registry
where the mail is sent collectively and each department has its own mailbox and
we go and pick it up. And the young girls didn’t know how to sign their name.
Because everything is done over the keyboard. They have a university degree
and they don’t know how to sign their names.”

Consumers from the Czech Republic separate their private use from their work-related
use of the Internet very strictly. This is due to the fact that private use of the Internet at
work is generally not accepted by their employees:

“Well, | do not use it at work because it is forbidden, we used it too much and
went to websites they did not like, so we have it all blocked.”

“My things are strictly separated into work and my personal stuff.”
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This leads consumers to use the Internet for private purposes almost solely in their
leisure time. As mentioned, they consciously connect to it and when they are finished
they disconnect again.

“'m usually there for an hour or two at night, as otherwise | have no time due to
work.”

There is almost no use of the Internet on a second screen. In fact, it is used in an active
and conscious manner especially for information seeking purposes, reading the news or
simplifying consumers” daily lives with services such as online banking, e-shopping or
applications which make communication with family and friends easier and allows them
to share moments of their lives via Skype, Facebook, Email and Viber.

“Well, | may only turn on the TV, as you can'’t really do other stuff at the same
time.”

“Of course email, social network and | also check and | use Skype a lot to
communicate with people from abroad and so on.”

The Internet is also used as a source of entertainment. Consumers in the Czech
Republic reported to play online games more than watching TV or listening to the radio.

“Entertainment, we can play games.”

Consumers mainly use laptops and PCs to connect to the Internet at home, and almost
nobody stated that they connect via mobile phone or with tablets. While tablets seem to
have of a lower importance in the Czech Republic, mobile phones are mainly used
when consumers are out of the house. They serve as a fast connection to news, emails
and search engines and allow easy access to information, especially applications that
allow them to plan routes from one place to another. For this maps, traffic information
and public transport websites are used.

“And mostly when | go somewhere on the tram, as my colleague said here, so
then it beeps that | have a message, well not the message, email, so | read it, or
when | get lost somewhere, | do not drive, how | get from one place to the other,
or on train, and | also follow the website Seznam.cz and iDnes.cz (news portal).

”

Youtube is used a lot for instructions, such as how to repair things and recipes, as well
as for sports and for news. So it is used more for seeking information than for
entertainment as nobody stated to use it primarily for entertainment, for example
watching funny clips.

The devices that consumers use depends mainly on whether they have access to them.

o Mobile phone: used when out and about (for example searching for
information about weather or public transport, maps and occasional email
access)

e Tablet: almost no usage, when they are used it reflects mobile phone usage
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e Laptop & PC: access at home (searching for information such weather and
public transport, maps, online-banking, Facebook, email, Skype, booking
travel/holiday, online shopping, playing games, occasionally watching films)

e TV: not used for Internet access

In essence, Czech participants’ descriptions of their Internet use point to a rather
practical use of it. Even when they use Facebook or other social networking sites, they
explained that this is done mainly to stay in contact with friends, but not to share details
of their personal lives with all of their contacts. Whilst these statements may be
attributed at least partly to social desirability within the group, they generally fit the
overall picture of Internet usage in the Czech Republic. Therefore it is not surprising that
participants also reported to keep their social network profiles as private as possible.

Something that consumers particularly appreciate is the availability of information
whenever it is needed.

“The fast availability of the information. Because for both the bachelor and now
the diploma thesis | have to be sitting at my computer and | don’t have to go to
any library, so this is what | would miss, and the time would probably change to
myself, because at the time when the news is on, | usually go out and do some
sports activities, like running or skating, so to have information on what’s going
on in the world, | watch it some other time on the Internet, so if | wanted to know
what’s going on, | would have to sit at home at seven, right.”

The possibility of saving time and managing their daily activities from home is another
thing that participants would miss most if the Internet no longer existed.

“Making life better, like that one doesn’t need to go to the bank and you can
have coffee with it home.”

Particularly in comparison to their children, who they think would go crazy without the
Internet, the consumers are in no way emotionally connected to the Internet but instead
would be fine without it. Although it would mean spending more time organising their
lives, they do not fear that the world would be unable to function without the Internet.
This is closely related to the way that they use it.

The Internet is mainly used in the afternoon and evening after work has finished. They
check emails and Facebook, read the news and look up information. They also use it for
online shopping and to communicate with their families and friends via Skype. After a
while the majority of participants across all groups switch off the device that they are
using, although sometimes they don’t as they are playing online games or watching TV,
but this seems to happen rarely. Regarding the organisation of their daily lives the
Internet therefore plays a very important role. Diverse applications are used to make
every days life easier and to save time and money, for example when shopping,
banking and booking holidays.
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6.3.3 Experience of disruptions

Disruptions to Internet connections are not seen to be particularly annoying, and are
actually perceived as almost normal. In fact, disruptions were already mentioned
unprompted in the word association exercise at the beginning of each focus group
discussion (see above). Consumers in the Czech Republic immediately reporte
disconnections that last hours, several days or in some cases weeks. When connected
through a WiFi ISP134, they attribute these disconnections mainly to bad weather.
Those that have a fixed connection think these problems are a result of broken cables
or broken routers. Consumers stated that they do not mind waiting for a few minutes,
hours or even days and that they are used to having bad or non-functioning
connections. In such cases, they get around the problem by using their mobile
connection (tethering) or by using the Internet at the library or at their friends’ homes.
Nobody blames their ISPs for these interruptions, and in fact they are perceived as
being a result of a force majeure so are therefore accepted without any complaints.

Shorter disruptions were also reported, especially in the afternoon and evening hours
when Internet connections are perceived as slow and unstable. Participants explain
these disruptions as being the result of a large number of people using the Internet at
the same time.

In essence, participants stated that they are at ease with unstable or slow Internet
connections. This is the case not only when their private use is affected, but also their
work use.

“When this happened at work to us, we just took a holiday. You can’t work
without a computer.*”

“Quite a relief. When mom came, | mean grandma, she didn’t come to play
cards online but to have a chat. That was quite nice.”

“I don’t mind going to have a coffee before something has been downloaded.”

While missing the services that Internet access provides does not bother the
participants much emotionally, paying for a service they could not use does; they
frequently expressed their annoyance about this aspect of disruptions. Furthermore,
they expressed annoyance about being left in dark by their providers about when the
connection would be functioning again. This was particularly true for those who have
children at home because they panic and are in a bad mood when cut off from the
Internet.

“[...] at home | am fine, when it does not work at home, then the mobile
connection works, but nothing is really in such a hurry so that couldn’t wait for
another hour, in my case at least. [...] It bothers me, these things, | have just

134 The Czech Republic is the European market with the highest market share of such WiFi-ISPs / wireless
ISPs (wisp). Currently they hold around a third of the market. There are several hundred mostly local
providers in the Czech Republic. A substantial number of these networks is organised as a community
wireless network.
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received a higher phone bill, despite the fact that | pay a monthly fee. [...] So this
upsets me, because automatically it is to the customer’s loss.”

“I don’t know, but it was at the company maybe, like some cable or whatever,
but it was out for a week and | was like when it will be finally repaired, | need it.
And mainly | didn’t know when they are going to repair it.”

“For me nothing much but the children, they were completely crazy about it.”

Problems like throttling did not register with participants during the during the entire
section on disruptions in the focus groups. They define disruptions as major, if there is
no connection at all, while anything else is perceived as a minor disruption.

6.3.4 How the Internet works

As illustrated in the discussion guide that is reproduced in the annex to this report, the
first task in this part of the discussion was to explain how the Internet works to a child.

In the Czech Republic this task had to be changed slightly by the moderator of the focus
groups in accordance with the members of the project team3° present at the groups.
The original question did not lead to the intended outcome of descriptions of how it
works in figurative and symbolic language. Instead participants adamantly pointed out
that the Internet was not appropriate for children to use. To prevent this question from
remaining unanswered, it was changed to ‘please explain how the Internet works to
somebody that has never heard of it before’. With this formulation, the participants
immediately started to describe how they think it works.

The Internet was described technically as a network or connection between many
devices, servers and networks that allows data to be shared and searched for. In a
rather figurative sense it was described as a connection to the world, an encyclopaedia
or a library, and as something that everyone has got access to.

The participants explained that the Internet’s main function is to connect devices, and
that without such a connection computers would be useless. For something to be able
to be connected,, data have to be translated into a special language that enables
computers and other devices to communicate, in other words to exchange data. The
connection is established either through cables, optical fibres, satellites or WiFi that are
made available by providers. The technology that provides connectivity strongly impacts
its stability in the eyes of the participants. This is not surprising considering their
experiences of disruptions described in the above.

“Mutually connected and communicate with each other using a code, composed
of zeros and ones.”

“It’s actually the network of a few computers, where servers let’s say provide
information based on requests, provide the response. Which happens via the
protocol, the network.”

135 Dr Anna Schneider and Dr René Arnold.
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Consumers stated that Internet providers are telecommunications companies that
operate the Internet and thus the networks in specific regions, but they were not aware
of how higher level providers allow interconnection between these smaller networks, in
other words how worldwide connection works.

“I reckon there is a state supervision, the key one is CTO (Cesky
telekominukacni urad, Czech Telecommunication Office) which has some
foundation, a domain, there are state rules and they provide to other dealers
connections to the domains, it’s ruled and organized by the governments, states,
as they further sell the rights, similar to O2 which also gives licenses to the
Internet.”

“Network of networks”

“There is every single state, every town, every place has some shared network,
under some provider and it is further connected to other networks and other
networks and they are interconnected like that. This way we get somewhere
else.”

Consumers agreed that everybody who uses the Internet pays for having access, and
that it is mainly consumers who pay for it, but also to some extent the ISPs.

“In fact the end-user, and also the provider in a way.”
“The users. Us.”

Participants also consider the creation of content as a major building block to the
Internet as they know it. It is worth noting that they described this as a conscious activity
(in comparison to incidental generation of content) for example by creating websites.
They showed awareness that some people and companies use websites to present
themselves or their businesses online. Programmers, specialists and companies that
provide the servers act in the background to provide the technical foundation of the
Internet.

“So as to the technical, that technical development, it is about the programmers
and specialists, specialists of that kind. But further I think that from a general
perspective we make the Internet, who uses it.”

Participants discussed the matter of whether there are any rules governing the Internet
in a similarly unemotional manner to the way they expressed their general perception of
the Internet being a functional tool. Initially, they were doubtful whether there were any
rules at all. However, in the process of discussing this topic amongst themselves, they
quickly arrived at the conclusion that there had to be some rules, but were unable to
explain these in greater detail.

“Are there even any rules?”

“Definitely the law. It is certainly limited by some legislation.”
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Rules that came to mind immediately most commonly revolved around child protection
issues such as restricted access to sites that are not available for people under 18
years of age to view, or certain sites that are blocked due to their illegal contents. At the
same time, they had serious doubts that the implementation of these rules is
necessarily successful.

“I think that rather there are some rules applied, because there is then the
problem that the Internet is free, free medium, probably too free. So | think that if
any rules apply, then those given at the end, simply applications and individual
sites and these have own rules, rather than the whole of the Internet.”

“But some years ago, something like that happened, the hackers attacked the
White House... and they did it, so | think these hackers are quite skilful”

Furthermore, participants in the Czech focus groups believe that some governments
create their very own rules. They commonly linked these rules to filtering or censoring
certain bits of information or sites.

“I think it’s also regional, it depends on the particular states that may promote
the Internet somewhere, or use a larger filter to block some sites.”

“In the Czech Republic, there is, and if there isn’t, we don’t know about it. And in
China, there isn’t. (absence of censorship)”

In addition to rules governing the Internet, participants also referred to rules closer to
their sphere of interaction with it. In particular, they described how the general terms
and conditionsof some specific services providers or providers of specific applications
are not really meant to be read actively by the normal consumer. In fact, they suspect
companies make these texts deliberately cumbersome, long and difficult to read, so that
no one really bothers to look at them even though consumers may be lured into giving
away rights that they would not want to give away had they been presented with
understandable information.

“Or there may be like hidden rules and such, very few people read them. You
have it on Facebook for example.”

After the initial discussion about how the Internet works, a definition was given to the
participants. They were asked to not only read it, but also to mark those words or
sentences that were easy as well as hard to understand. All definitions in the individual
languages are shown in the annex. Whilst participants in the test areas were given
definitions in their native language, the definitions in this report are presented in English
to improve readability and comparisons between the different test areas.

As it is shown, most consumers rated the definition as a whole as rather technical but
easy to understand. The terms “digital data” as well as ‘A set of common technical rules’
and ‘major rules’ were the most difficult terms for them. All participants, even those with
high self-ascribed Internet expertise, had difficulties understanding these terms.
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6.3.5 Provider choice criteria

6.3.5.1 Currently used Internet providers, duration and details of contract

Current Internet providers in the Czech Republic used by the participants in the focus
group discussions are: O2 which is used by most of the respondents, UPC which
comes second along with several others such as Petriny.net, Centrio, Wifcom, Trinet
and T-Mobil.

Many participants stated to have access to both wired Internet connections at home as
well as mobile Internet for different devices.

Regarding Internet access at home, most participants have been with their current
providers for 5 to 7 years, some even for 10 to 13 years.

The monthly payment lies between 300 and 1200 CZK depending mostly on the bundle
that they are subscribed to. Bundles ranged from ‘Internet only contracts’ to package
deals including Internet, TV and telephony.

Many participants were unable to recall their contract specifications, particularly with
regard to the Internet speed, with more than half of the respondents being uncertain of
this:
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“l have no idea anymore.”

“It is something | don’t bother with.”

“My son does all of this, he knows about speed and such.”
“My husband deals with this.”

Participants who remembered their Internet speed said they have 100 Mbit/s, 50 Mbit/s,
256 Mb/s or 10Mbit/s.

The combination of Internet, TV and telephony appeared to be attractive and
representative for the majority of participants.

Many of the them are or were initially on a 24-month contract. This seemed to be
accepted as normal, although there was also the wish to stay more flexible through
short notice times when ending the contract early.

6.3.5.2 General satisfaction with Internet providers

Mostly, the level of satisfaction with Internet providers is high with participants rating
their satisfaction as 1 or 2 on a scale 1-6 where 1 is very satisfied and 6 is very
unsatisfied.

“We have no disruptions, it all functions fine.”
“We are completely happy.”

This positive user experience is based on a reliable and fast connection, technical
support when needed and the feeling of paying a fair price.

Participants who have a negative user experience complained about slow connections

or disruptions, or a slow customer service with long periods of waiting on hold.
“Sometimes I'm annoyed when | want to play online games, it keeps dropping
out and I'm left without connection for about two hours.”

“I don't like the occasional outages. It’s because whenever there are more
people connected, it lags, they are not able to handle this.”

“It is difficult to reach their customer service and that’s really horrible.”

There was also some criticism that in some residential areas in the Czech Republic
there is no choice of providers as only one is available.

Overall, participants generally have a positive image of Internet providers in the Czech
Republic. There were no signs of mistrust or general dissatisfaction, and their attitude
towards them appeared to be positive and confident.
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6.3.5.3 Switching Internet providers

Only a couple of participants had changed their Internet provider in the recent past. In
one case the change was triggered by the dissatisfaction with the stability of their
connection:

“We changed as we were very unhappy with O2, we had disruptions all the time,
the signal was weak and it almost did not work in the evenings so we switched
the provider!”

In another case continuous wrong billing and the need for claiming money back induced
dissatisfaction.

Apart from continuous technical problems or great dissatisfaction with the customer
service of the providers, cheaper and more attractive deals that would save a
considerable amount of money were consistently seen as possible triggers for swapping
Internet provider.

“I would consider to change if | see something much cheaper.”

However, participants are not very interested in proactively seeking alternative, cheaper
deals. They might consider switching when they come across an attractive offer by
accident or if personal circumstances change and new Internet set-ups are unavoidable
such as when moving house or flat:

“Not interested to change as | am happy.”
“No interest to change — | have a good contract.”
“I looked at other providers when | moved to a new flat.”

For the majority, a change of the Internet provider is associated with inconveniences
and unwanted tasks. The whole process of gathering information, comparing offers and
accommodating possible technical set-up changes in their houses seems troublesome.

“Well, | would not like to change and go through all these set-up problems, like
with O2, again. It works somehow now ... and | would not want to start all over
again even if it would be for a lower price. | do not want to complicate things.”

Also, there are residential areas that are only covered by one Internet provider. The
guestion of change is then irrelevant.

When asked how they would go about changing the provider if they wanted to, the most
important source of information would be friends, relatives or colleagues. Their
individual experiences with providers are seen as a far more reliable source of
information than the published information or professional recommendations.

“I would always ask friends for recommendations, there is nothing better. More
trustworthy than advertising.”
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Other additional sources of information that would be used are websites, online chat
rooms, provider support lines or the providers’ local branches.

Before committing to a contract it also appeared normal and acceptable to negotiate
with the potential provider about the contract details.

6.3.5.4 Relevant criteria for the choice of an Internet provider

The stability of the connection is the most important criterion for the choice of provider.
For a fixed line this implies a good stable connection without disruptions or cut offsand
for mobile Internet providers it implies good coverage and connectivity. To ensure a
good and reliable connection, the first choice for getting information is neighbours. With
their specific local experience they seem particularly good judges of the quality of the
coverage in their local area.

Other very important criteria are the speed of the connection and the feeling of paying a
fair price. The demands for speed are individually very different and depend on specific
usage. Participants who stream videos and music and play online games have the need
for fast connections and fast download speeds. On this basis, younger participants
seem to have a higher demand for fast connections than older ones. Prices naturally
vary a lot depending upon contract details and many participants seemed interested in
subscribing to bundles or packages that offer Internet, TV and telephony.

Good customer service and technical support are also an important criterion. Helplines
that are easy to reach and don’t have long waiting times or dditional costs are expected.
The providers’ local branches seem less relevant for the choice of provider.

Less important, but also mentioned as a relevant criterion for provider choice, are the
reputation or image of the provider and the offer of attractive add-ons, such as free
apps, programs (for example Spotify) or specific TV channels.

6.3.5.5 Future outlook regarding Internet provision

When asked about Internet provision in the future, speed is seen as the major criterion.
Participants assume that online TV and therefore the streaming of large volumes of
data will become more common in many households, so fast connections will be
essential.

Good Internet coverage in all regions of the Czech Republic is seen as another future
aspiration. Monopoly positions of providers should be eliminated and a choice of
providers should be made available.

Other, personally relevant, aspects seem to be better packages deals (Internet, TV and
telephony), shorter binding times within contracts and competitive prices.

It was also discussed how far the government should offer free Internet access in public
spaces or on public transport in the future.
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6.3.6 Network neutrality

The term “network neutrality” was discussed in a series of steps that matched the one
used for the earlier topic of how the Internet works136. First, participants were invited to
state what they immediately associated with this term. After that, they were given a very
short definition of “network neutrality” and discussed examples, analogies and
explanations based on this term. Additionally they were asked to describe network
neutrality in their own words. Finally they received a longer definition of deviations from
network neutrality and their possible effects, and they discussed freely and elaborated
on their own experiences. This procedure was chosen to generate deeper insights
regarding consumers” conceptualisations of network neutrality, and great care was
taken in every discussion to prevent a direct influence on them that could bias the
discussion.

When confronted with the term network neutrality, consumers were initially completely
unaware of the it and its meaning. With some probing by the moderator however, they
started to come up with some ideas in relation to the it. These ideas are portrayed in the
following paragraphs.

Some consumers associated network neutrality with accessibility, in terms of having full
and uncensored access and authorisation to all kinds of content and websites, without
anyspecific websites being blocked.

“I'm not restricted, not blocked from getting somewhere or that they would tell
me | don’t have access rights.”

In a similar line of thought, some other participants guessed that the term might refer to
a network that is not following any of the rules that other networks are bound to by
terms of legislation or governmental decisions.

“Perhaps some sort of network that is not bound by certain rules that the others

must follow, when there is the work ‘neutrality’.”
Other suggestions were of a situation where ISP-monopolies are prevented. Network
neutrality was thus understood as customers being enabled to having the freedom of
choice between providers, as there would no longer be places where just one ISP was
available. Strongly related to this concept was the idea that all providers should offer
egual conditions for consumers and equal opportunities to provide their services.

“It's also related to the monopoly, that in some place, like here, | have an option
to connect to various networks, so everybody who creates these networks,
everybody should have the same conditions for creating the networks in that
place and | can make a choice which network to connect to, not that somebody
says, no, only | can set up a network here and nobody else, so it’s like that.”

136 For a detailed description please refer to the discussion guide reproduced in the annex to this report.
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There were also ideas related to content. Some participants were under the impression
that neutrality describes gender neutrality in terms of male and female formulations
such as “Uncle Google and Aunt Wikipedia”, while some thought it could somehow be
related to skipping or censoring uninteresting or “stupid” content and discussions “that
the idiots contribute to these sorts of websites.”

After this short and unprompted discussion, the moderator read out aloud the short
definition of network neutrality as planned in the discussion guidel37:

Network neutrality means that all data in a network is treated in equal terms. Equal
treatment refers to the standard behaviour of how data is forwarded in a network
towards its destination. The standard behaviour for equal treatment is that all data is
forwarded according to the same rules.

Participants understood this definition in very different ways. While some understood it
and the underlying principles quite well, others did not grasp the meaning of this
definition at all. In order to understand this definition, it was useful to have a technical
understanding of how the Internet works, especially how data are forwarded.
Participants aware of such underlying technical principles understood that the definition
is about equal treatment of data.

“The link to the first article, the technical rules, that the zeros and ones will
transfer music and correspondence, that it’s nothing superior, it all goes the
same way.”

Practically all participants in the focus groups in the Czech Republic expressed serious
doubts as to whether network neutrality exists at the moment. These doubts were of
very different origins.

Some doubted that the Internet is neutral because they have experienced
advertisements, such as banner advertisements and search engine results, being
somehow tracked and then prioritised.

“As | already mentioned, the link to the first rule where the packets, either music
or something, have the same technical foundation. The music is downloaded
with the same speed as the film, on the same principle, as Tomas said here,
whatever is being searched. However, it appears a little confusing to me, | mean
it’'s mysterious how the banners are prioritised.”

Others believe that should network neutrality exist they would be able to get access to
all kinds of data, which includes information and websites. The examples they gave
were not solely related to the perceived censorship of information, but also related to
websites and services that do need a certain authentication which they do not have.

“I think that it is known issue for all of us through twisting information and filtering
data coming from Ukraine.”

137 See Annex.
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“I am afraid that some institutions and some positions take absolutely different
priority or all different variants of priorities to access data on the Internet, than a
normal user does.”

Some participants rated network neutrality as uninteresting and impossible, because it
would eradicate all the differences between competitors and therefore be a limitation to
free market competition.

“l don’t understand that, but as the fellow explained it here, it seems to me that
it’s a restriction of a free competition.

“The end customer doesn’t care if there is some network neutrality, it's more
important to the companies and analysts, IT specialists. For instance | would like
to find a sirloin recipe, so | don’t care which way | get it, whether it is with some
sort of neutrality or somehow limited. | just receive the recipe and don’t think of it
anymore. It will arrive in three seconds or thirty seconds. The neighbour would
cook it on Sunday anyway, so it doesn’t matter whether she waits three or thirty
seconds.”

Czech Republic: Experts

[ S )
2difficult

Specific forwarding rules may apply permanently within certain time periods
(e.g. during peak times), or dynami ca’y n response to particular situations in a network. Specific forwardmg rules
—_ may apl:ly to everyone or to some users in a network. Implementing speuﬁc forwardmg rules requires a
‘ 6 [~ hetwork operator to manage data traffic in a network. On one hand, traffic management may mean that data is
J not forwarded at all. This would result in the blocking of the respective sender, cest nation, type of applicati ion
application proy L\,’ pe of content, p n
that data is forv d with a higher or lower priority, t‘at itis slowed down, or t’at it is forwarded w h:au?rta
guaranteed quality. These practices would result in changed expectations on the quality that a user experiences
_when consuming the respective application or content.

- 2easy

I 3 [k A specific apphcatlon specnﬁc content, or the applications/content from a specific provider are permanently or at
some times inaccessible, while other applications, other content, or applications/content from other providers are
accessible.

- A specific application, specific content, or the applications/content from a specific provider suffer permanently or
at some times from :v)oo qual ity, while other applications, other content, or applications/content from other
providers are of good quality. = 2difficult
li 'content from a specific provider are permanently of
plications/content from other providers vary quality-

- A specific af tion, specific content, or the application
~good quality, while other applications, other content, or ap
‘ 2 | wise.
- Communications from or to a specific person are permanently or at some times not delivered, while
communications from or to other persons arrive we

he above effects may be the result of traffic management practices, but they may also emerge for a different
reason The effect alone does not allow precise attribution of its reason.

(8 = complete text is simple, 1 complete text is difficult) ‘ \2_|
M Easy [l Difficult | Ambivalent



T The Value of Network Neutrality to European Consumers

Czech Republic: Participants with little and
medium expertise

=N
_2‘l difficult

Specmc forwarding rules may apply pelmanentiy within certain t:me penods l 2

(e g during peak tcmes) or dynawcally in response to pa1t|cular sutuatrons ina netwon( Spec ific fo
pply / iles requ

o-ae ator tom etw
forwaxded at a!? i he blocking of the r ier, destination, type of application
application prov ype of content, and/or content provider. On the other hand, traffic management may mean
that data is forwarded with a higher or lower pnorxty that itis slowed down, or that itis forwarded with a certain
guaranteed quality. These practices would result in changed expectations on the quality that a user experiences

= 5 ' K
rk. On one hand, traffic management may mean that data is not ’WT

243

<3

when consuming the respective a:);) ication or co=‘te"‘t. J 2 difficult, 1 easy ‘
/ ’

2 easy - | 1 difficult, 1 easy—|
- A specific application, specific content, or the applications/content from a specific provider are permanently of

good quality, while other applications, other content, or applications/content from other providers vary quality-
wise.

- Communications from or to a specific person are permanently or at some times not delivered, while < 4 ‘
communications from or to other persons arrive we

The above effects may be the result of traffic management practices, but they may also emerge for a different
reason. The effect alone does not allow precise attribution of its reason. = o

(4 = complete text is simple ) | 2 ‘
B Easy|l Difficult |7 Ambivalent

The discussion on network neutrality generally failed to engage participants emotionally,

and some of them even stated that they were not really interested in how long

information takes to arrive. Others stated that they were aware of premium services and

that those who want faster Internet will have to pay for it.

Problems with the connection were attributed to programmers’ mistakes, random

malfunctions, lack of coverage, server attributes, the specific device being used or low

speed, but at no point, even after a broad discussion on deviations from network
neutrality, were they attributed to ISPs managing data traffic. This is especially

interesting as consumers made it clear at the same time that they do not believe that

network neutrality exists at this time. Few were arguing that some data need to be

prioritised somehow, as this should be a fact for how important information is treated in

the case of serious disasters. Others just did not believe that the Internet could be a

space in which all players are willing to follow such rules.

“I didn’t blame the Internet but the imperfection of the programmer that he made

a mistake, that he programmed the application wrong.”

“I think the network neutrality doesn’t exist, because when | send photos or

songs to somebody, it cannot be prioritized over working with money. The

money must be always the most important, that’s how the system works. Money
over the data and photos. (MOD.: If the governments are sending something...)

. then it should be preferred.”

“l have a kind of practical experience. | have a sister, who lives in Austria she

has some local provider and she knows that she doesn’t have everything

available, that she cannot access her data because she is not able to log in to

her seznam.cz mailbox here in the Czech Republic through that Austrian
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provider. | don’t understand it, what is the reason in it, but when she has a
mailbox at Seznam here, she cannot log in from Austria.”

“I would compatre it to the telecommunication connection or the mobile phone,
where the system of the immediate warning is, that there might be some
preference, of some state institutes in case of disaster, so that the packets are
more passable to them compared to the man in the street. “

Participants think that deviations from network neutrality lie in the hands of
governments, as they are perceived to be more powerful than the providers.
Accordingly, they did not believe that network neutrality is a service that could somehow
be delivered to normal consumers.

“I spoke about this before. | think that there are differences between access and
priorities in general for reqular users and for state administration.”

They would wish for some kind of regulation that helps to prevent misuse and treachery
on the Internet and is therefore more content related.

“Maybe just some websites that are breaking the law. “
“Access sites to nuclear weapons, for instance.”

“I think, | don’t know if any regulation is needed, but | think that it is necessary to
watch websites from some fields and groups, like to watch cybercrime sites.
That it is needed to watch them closely.”

At the same time only a few participants found the idea of regulation to be contradictory
to the original concept of the Internet being a free medium, and to be totalitarian
because someone would dictate which data are transmitted and how. These consumers
would clearly prefer no regulation at all because it would be a threat to democratic
principles of the Internet.

“And it’s kind of undemocratic, or it seems to me.”

“I think that if there was a situation like that that it would deny itself, that basic
idea and spirit of the Internet, which is that independent or would-be-
independent sharing of information.”

6.3.7 Summary

Consumers in the Czech Republic use the Internet for practical reasons and for helping
to organise their daily lives. It is rated as a ‘must have’ that enables people to be a full
part of modern society and is used predominantly for seeking information and other
organisational tasks rather than for entertainment. This results in Czechs having little or
no emotional attachment to the Internet, so even though they report longer than
average disruptions to their access, these do not leave them angry or disproportionally
annoyed. This is not only true for their private use, but also for their work-related use of
the Internet. Consequently, consumers in the Czech Republic feel they would be able to
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live without the Internet if it no longer existed. Their awareness of their own Internet
usage also leads to the perception that they are less vulnerable to its looming threats,
which the participants in the focus groups showed some awareness of nonetheless.
Equally, they have little fear of getting addicted to the Internet as they claimed that they
have a high degree of control over their time spent online as well as their online
behaviour.

Not surprisingly Czech consumers were able to specify at what time of day and for what
purposes they use the Internet as they do not use it as a ‘background noise’ during the
whole day. Private and work-related Internet usage is strictly separated as employers in
general do not accept private usage of the Internet during work hours.

If the Internet is used as a source of entertainment it is more commonly used for active
than for passive interaction. Thus online games are used more often than listening to
online radio or podcasts, or watching videos.

Generally, consumers in the Czech Republic were well aware of how the Internet works.
They were not only aware of the application-related or in other words figurative
functioning of the Internet, but were also able to describe some of the technical
components required for it to work. In a figurative sense, the Internet is described as a
library or encyclopaedia that everyone has access to. Their descriptions and
explanations of the technical functioning included various aspects: network, network of
many networks, devices, servers, communication via binary code (zeros and ones).

Whilst consumers were aware that providers operate the Internet and are somehow
paying for it, they were convinced that the bulk of the payment necessary to keep it
functioning is made by the users themselves. Consumers were aware of the fact that ‘at
least some’ rules apply to the Internet. The first rules that came to mind for them were
linked to access-barriers or content blocking e.g. related to child protection issues or a
result of governmental legislation. Additionally, they mentioned company specific rules
that users of these services have to accept to be able to use them.

The definition of how the Internet functions was rated as rather technical but easy to
understand. The terms ‘arbitrary digital data’ as well as ‘rules’ were the least
understandable and transparent to the consumers.

When talking about disruptions, consumers immediately thought of disconnections that
persisted several hours and could last days or even weeks. Especially with regard to
WiFi connections, distortions were often mentioned and attributed to the technology’s
higher vulnerability to weather conditions. However, even participants on fixed (wired)
connections rarely blamed their providers as being responsible. Rather, they attributed
such issues to a force majeure and are very used to unstable Internet connections.
Besides these fundamental issues with Internet access, it also registered with
participants that their Internet connection might be unstable due to high data traffic
(expressed as many users on the Internet simultaneously) during peak hours in the
afternoon or the evening. Whilst such disruptions (even longer ones) do not seem to
bother consumers in the Czech Republic emotionally as they are perceived as ‘given’,
they bother their wallets as participants commonly complain about paying for services
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that do not function. Disruptions are defined as ‘major’ by the consumers only if there is
no connection for several days in a row, all the rest are perceived as ‘minor’.

With regard to fixed-line Internet provision, participants in rural areas of the Czech
Republic have the perception that there is only one Internet provider that has a
monopoly position. Participants from these areas felt that they had no provider choice
for fixed lines, but some reported using mobile or local WiFi Internet connections
instead.

Meanwhile mobile Internet access also has its problems as there are regions where
reliable coverage is lacking. On this backdrop, word-of-mouth recommendations are
valued most when looking for new Internet providers. In particular neighbours’
experiences were seen as the most reliable source of information on the quality of the
connection in one’s own locality. Hence, the most important criterion for the choice of an
Internet provider was the stability of the connection followed by its speed — and in the
case of mobile connections the stability and coverage followed by the speed.
Furthermore, Czech participants were also strongly driven by price. Some reported that
they were unsatisfied with their WiFi access to the Internet, but still were not willing to
switch to a fixed-line due to the higher price.

Despite these issues, Czech patrticipants showed a generally high level of satisfaction
with their providers and their attitude towards Internet providers appeared to be positive.
Switching providers would be considered if more attractive deals came up; however
consumers do not often proactively search for these. Many participants associated
switching Internet providers with inconvenience and extra work so it is not surprising
that many of them have held contracts with their current providers for a long time —
often several years.

Consumers in the Czech Republic were completely unaware of the term network
neutrality and its meaning. Spontaneous associations related to the term seemed to be
guided mostly by the idea of ‘neutrality’, which led participants to themes related to
policy, democracy and censorship instead of any technical issues. Participants
predominantly linked the term to the absence of censorship on the Internet and the
possibility of free access to all of its contents. Related to this understanding of freedom,
other associations linked to network neutrality referred to the freedom of choice for
consumers that would result from higher competition amongst ISPs.

After the definition of network neutrality, consumers that were aware of the technical
functioning of the Internet and its principles were able to understand that the definition is
about equal treatment of data within a network. With only minor exceptions, consumers
in the Czech Republic doubted that network neutrality exists at the moment. Arguments
that are related to deviations as had been defined to them occurred rarely in the
discussions (e.g. censorship). Most consumers referred to problems unrelated to
network neutrality, for example access barriers to certain websites (https),
advertisements or search engine results that are shown in a certain way.

Interestingly, some consumers considered network neutrality as a threat to free market
competition as it would flatten all differences between competitors.
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Whilst consumers were generally able to report disruptions to their Internet connections,
at no point did they attribute these experiences to network neutrality issues, but instead
to several other reasons such as random malfunctions, slow connections or their own
devices, as well as the reasons mentioned earlier such as whether or not they have a
wired connection.

Deviations from network neutrality were rated as acceptable by consumers in the Czech
Republic as long as it helps to give priority to important contents, especially those that
would help governmental institutions to react in the case of disaster. Content blocking is
desired when it leads to the protection of users, especially children.

While consumers were convinced that deviations from network neutrality already occur,
they doubted that services with ensured quality are offered to ‘normal’ consumers. If
such services were available, some would accept that users receive better service as
long as they paid more for it. Others described any traffic management as undemocratic
and contradictory to the original idea of the Internet as a free medium that everyone
should have unrestricted access to.

6.4 Results of the focus groups: Greece

6.4.1 ldeas associated with the word “Internet”

Greek consumers use the Internet as a source of entertainment, communication and
information as well as for the organisation of their daily lives. It is perceived as being
absolutely essential to most people as it enables them to be a part of modern society.
At the same time, it allows people to follow their own personal interests, giving them the
individual freedom they desire.. Although participants stated that they would be able to
live without the Internet, their facial expressions clearly showed that they were not able
to imagine how that would be done.

The spontaneous word associations that had to start with one of the letters of the word
“Internet” are shown in the graphical representation below (the figure shows English
translations). Frequently mentioned associations (those that featured in two of the three
groups) are shown in slightly larger font size. Accordingly, the largest font size applies
to associations that were made by all groups.
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After that, participants were asked to come up with more related words that did not
begin with the letters of the word “Internet”. These highlighted the importance of the
Internet for keeping contact with friends and family as well as for work purposes and the
organisation of their daily private lives.

6.4.2 The role of the Internet

The Internet plays an important role in consumers” daily lives. Working would not be
possible for them without the it and the devices that they use during their leisure time
are “always on and connected” to guarantee continuous access so that they can use it
immediately whenever and wherever they want. In particular, those consumers that
have medium or high expertise reported that they are constantly connected to it so that
it is available if needed, or because it serves as a source of entertainment, for example
listening to music or watching TV. Those with less expertise are more conscious of their
Internet use.

The Internet was described as a tool that does everything, as it keeps not only their
work, but also their private lives running. As well as being used for organisational
purposes, it gives consumers the sensation of freedom and safety in terms of being
able to follow their own interests and find all the information that they need. Itis a
gateway to the world, and it allows them to stay in touch with friends and family with
whom they would not be able to communicate easily without it.

“For me it is an absolute necessity. For instance at the office if we do not have
Internet, everything stops.”

“It is also a necessity, it is like the mobile phone which is difficult to live without,
the same is the case with Internet, and if you need to find something so you
have to go on the Internet.”

“For me it is a feeling of security. | cannot imagine myself without it, without the
safety it provides, you have access to everything.”
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“For me it means freedom, you can do things you could never have imagined a
few years ago. You can create your own environment. In the past everything
was given, you had the 3 TV channels and overall you were confined to your
immediate surroundings. Now you can do whatever you want, talk with someone
in the States, read the news you want to read, find whatever music you want,
can access whatever movies you want whenever you want. Also information
travels at an unbelievable speed, anything that happens, you find out about it
immediately. Also you can now be in touch with everyone you want and you can
choose who you want to socialize with based on their characteristics, based on
what kind of people you like, while in the past you were limited to the people
around you, relatives, people from your neighbourhood, school or work.”

For some participants, this sensation of safety and freedom stretches even further. To
them, the Internet represents a retreat from the real world.

“For me it is company. When | get rid of everyone around me, | go on the
Internet to see what is going on. That’s what | did during the holidays, I liked it. |
did not want to go out, just sat there, checked who had sent me a message,
decided who to chat with, looked at different things, it was great.”

It is perveived as normal for participants to be online both at work and during their free
time. While some stated that they start their day by going online in the morning to find
out about the latest news and to check their emails, others go online while they are on
their way to work or at the very latest when they are at work. Here, Internet use is not
strictly separated from private use; if people have some free time it is used for shopping
as well as for short private communication such as emails or Facebook.

“Then at work | mostly look up info about medical news and if there is time, may
look at my emails, Facebook etc., but mostly it is work related usage.”

“At work | deal mostly with work related things, but may also do some personal
things, such as buying something online.”

In the afternoon and evening the Internet is used at home for information seeking as
well as for entertainment. Participants reported the use of applications such as radio
podcasts and Youtube. These may serve as “lean back” as well as “lean forward” forms
of entertainment, which is to say that participants reported to use them as a main
activity as well as a kind of backdrop to other things that are done simultaneously.
Within that the latter usage appears to be much more common, so when at home,
participants tend to use the Internet in a second screen manner.

“Our computer is in my bedroom, so | use it a lot to watch TV. | also use it to
listen to the radio a lot.”

“(Moderator: What do you like about the Internet?) The combination idea, for
instance you can listen to music and work at the same time.”
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Mobile devices are mainly used when out of the house, either when travelling for leisure
or on the way to or from work. Additionally, participants use them at home whenever
they require direct and convenient access to information or Internet applications.

“l use either the laptop or the mobile phone, so if | do not want to get up yet, |
use the mobile phone in bed, if | am up | open the laptop.”

“On my way to work | go on the Internet through mobile, again to check emails
or twitter, i.e. shorter things, that don't take long.”

Desktop computers are used in nearly every household and are used in the living room
as well as in the bedroom especially when content or applications are used that require
big data volumes (such as streaming videos), a high screen resolution (for example
gaming) or a high degree of concentration (such as work-related applications). In
households with smaller children, desktops are used to make sure that the Internet
usage is controlled and therefore safe for the children that are using it.

“The desktop | use mostly for YouTube and other things that the kids, to the
extent they are allowed to, want to see.”

“PC for downloading movies, music, or even doing a little bit of work.”

While laptops are only rarely used, tablets are used more frequently by consumers in
Greece, mainly for entertainment, communication and information seeking.

“Tablet for information, reading articles, entertainment, playing games.”

Based on the focus group discussions, the choice of device depends mainly on two
underlying factors: the perceived control/self-protection that participants stated as
necessary when using certain applications, and the convenience of access.

¢ Mobile phone: low control/self-protection, high level of convenience (searching
for short information, e-mail access, news, social networks)

e Tablet: fairly low control/self-protection, high level of convenience (searching
for information, news, watching films, playing games)

o Laptop (rarely used): high control/self-protection, fairly high level of
convenience (online-banking, booking travel/holiday, Skype, online-shopping,
e-mails)

e PC: high control/self-protection, medium level of convenience (online banking,
work, searching for detailed information, Skype, online shopping, used with
children, booking holidays)

e TV: high level of convenience (watching films)
Aspects of the Internet that consumers particularly like highlight the importance of the

individualised entertainment and relaxation, as well as communication and searching for
information:



-2,

m
(=}
-

T The Value of Network Neutrality to European Consumers 251

c

“That | can watch football matches that are not shown on TV”

“Communication with friends, a tool for work, entertainment. Everything, a part of
our daily lives.”

“Also it is a means to relax. In the afternoon, while the baby is asleep, | use it as
a break to relax, look at Facebook, YouTube etc. For me it is mostly
entertainment.”

“I particularly like having access to music and also to endless recipes.”

“For me it is a window to the world, to everything | might be interested in, and
access to what people in other countries deal with, their videos, their culture,
etc.”

“You can do absolutely everything on the Internet, with the exception of going to
the movies or for a beer with a friend, everything else you may want is there.”

Whilst consumers on the one hand enjoy the advantages of the Internet, they fear its
imponderables and dangers at the same time. They see children as particularly
vulnerable to such menace. However, they also appreciate that being the breeding
place of criminal intent that they perceive it to be, the Internet can be dangerous for any
user.

“What happens with children, strangers approaching children and even if you try
to block what children can see, the strangers still find a way.”

“People trying to do harm in general, those spreading viruses, etc. and the fact
that they cannot be identified and found.”

“l am bothered by the fact that there is so much spam among the emails. To the
extent that it discourages me from using email, in fact | had stopped completely
for a while and said ‘whoever wants to communicate with me, they can call me

LR

on the mobile’.

Besides obvious threats, the Internet is dangerous in a more subtle way that is strongly
related to a lack of control of private data, which results in the feeling of being at
somebody’s mercy:

“l do not like the fact that my girls spend so much time on the Internet, hours on
end. | understand that it is a part of their communication, but sometimes it
seems that personal contact is completely lost. Also their group of friends
constantly knows where they are, what they are doing — | think that too much
personal information is being shared.”

Although the Internet plays an important role in participants’ communication with others,
they also reported that they miss the personal contact. Furthermore, they find that some
of the common rules in interpersonal communication appear to be lacking when it is
transferred into the online sphere.
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“I find it negative that we close up to ourselves and no longer talk to people, you
no longer have personal contact with people.”

“It bothers me that people talk to each other in a bad way on e.g. on Facebook,
they have arguments that would not happen if it was not for Internet. They hide
behind the anonymity of the Internet and say things they otherwise would not.
They are like ‘keyboard bullies’.”
In line with the idea of the Internet being a retreat from the real world, participants
reported that they feel like they get into a flow online. Whilst it registered clearly with
them that such experiences can be very time consuming, any disturbances are
considered very annoying. Participants mentioned advertisements, such as pop-ups or
pop-unders, as a particularly prominent example of such disturbances.

“You can end up spending ages surfing around, looking at photos, Facebook
etc. and suddenly think what have | been doing for 2 hours.”

“l am annoyed by all the advertising that you cannot avoid, particularly if you
want to watch a video.”

Faced with the question as to what they would do without the Internet, participants
explained that they would be able to survive without it. For instance, they thought of
going back to doing things like they used to, like buying newspapers and shopping
offline. Despite these explanations, it transpires already from some of their responses
that actually a life without the Internet is not really imaginable to them anymore. Their
body language and facial expressions underlined this impression during the focus group
discussions.

“But we would miss it. A lot.”
“I would feel like the rug had been pulled from under my feet.”
“And it would cost us. In terms of time and money!”

“And we would miss out on lots of entertainment, would end up just watching TV
again.”

“It would be restrictive, you could no longer do whatever you want, would not
have access to all the news you want.”

“And | want to read news from different sources.”

“I would miss the communication, now that there is the possibility to
communicate anyone, after so many years of having that | take it for granted.
Some of my friends have moved to the States, to the UK, and suddenly | would
lose communication with them.”

“I would be very upset for a while, but would be able to find substitutes. In fact
after a while I might even feel relieved, as | would no longer be dependent on
the Internet. Then | would be able to evaluate what the Internet really meant for
me. Like you do when you break up with a person, it is afterwards that you
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understand what they really meant to you, what was the essence of the
relationship. It would be the same with Internet, | would understand what it
essentially meant for me.”

6.4.3 Experience of disruptions

Greek participants were immediately able to remember disruptions to their Internet
connection. They perceived them as annoying, especially if they hindered their work or
interrupted them doing things of high importance or things that needed to be done
quickly. Children being interrupted when playing online games was also reported as a
situation when Internet disruptions could become particularly annoying.

“Connection being lost is a problem. My son plays online games and gets really
angry when suddenly the connection goes. It does not happen very often,
maybe once every couple of months, but he gets really annoyed. With games
immediate reactions are important and a lost connection is a nuisance.”

Problems with the connection are generally perceived to be “major problems” if they last
a relatively long time or if they interrupt consumers while doing things of high
importance or high urgency. Consumers rate problems as being “minor” when they
affect their own private use that is meant solely for entertainment. Nevertheless, they
often felt not only disturbed, but actually angry and some even describe themselves as
very angry when such disruptions occur:

“I go crazy, not just upset. Seeing this uploading circle going round and round
without the page getting there is one of the things that make me go out of
control, even for the few minutes that it gets stuck.”

“l go totally crazy, bananas, irritated!”

“How you evaluate the seriousness of the disruption depends on what you are
doing at the time. For instance, if it is an email which absolutely must get sent
there and then, even a temporary problem can be major, because it has to do
with your work.”

“It is worse if you are working, if you are doing something for entertainment, it is
not as serious.”

“And if that happens over the weekend it is a real problem, because they may
not fix it until Monday.”

Problems with Internet connections were attributed to several origins, with ISPs in
particular being blamed for perceived problems and interruptions. Some participants
reported that they think a frequent cause is a lack of speed caused by high data traffic
during peak times, but also more generally because in their view providers do not keep
their promises regarding the speeds that will be provided.

“He uses a computed connected by wire, so it is not a WiFi problem or a router
problem. It is clearly the provider who is at fault.”



2§l
e
A

[a)
o

254 Full Results Report

“According to the provider the problem is the router, i.e. | should get a new
router, but | think that is just an excuse. | believe their lines are old and bad, and
they have too many customers being served from the particular hub, and that is
the problem, not the router.”

“Sometimes a device that is a little further from the router loses its connection
and | have to close it, turn it back on, fix its settings etc. in order to get it
connected again. | assume this is a problem of the provider. This should not
happen, as we are paying for a high speed connection, theoretically at least...”

“Most likely they have not given me the speed they told me, i.e. 24. So itis a
provider issue, | checked the speed once and it was not 24.”

Some participants viewed their problems to be browser-related, whereas others
attributed them to the type of device that they use, or the number that they have
connected. Only few blame their own router for being responsible for disruptions.

“The other problem | personally | have is that Internet on my mobile is slow. But |
know that this is due to the specific mobile | have, so | have accepted it.”

“OK, I've had some problems with an old laptop but this wasn't related to the
provider. Or some damages created by the kids when they quarrel. Sometimes it
goes slower, but it's because of the device. My tablet that's new goes faster.”

“But the kids being online at the same time may also play a role.”

“Primarily on Facebook. On Facebook | have to exit Google and go on Firefox in
order to get it to work, | don’t know why. Also | cannot get some games to open
on Google, but they are ok on Firefox.”

6.4.4 How the Internet works

Participants’ understanding of how the Internet works was raised in several steps. First
they were asked to explain it to ‘a person that has never heard about the Internet
before’ for example to a child or their own grandmother. The participants immediately
started to describe it in a fairly technical way as a network of computers or networks
that exchange data and communicate with each other. This interconnection allows the
users to find any data and information that is accessible.

“It is communication between 2 computers, yours and a server. The people in
charge of the server have some information that they are willing to share and it
interests you. The communication happens through a telephone line. You go on
their page and you can see what they have shared.”

“Interconnection of many computers, this is the basis. Each computer gives and
takes information to and from another computer.”
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One participant was able to explain how the Internet works in a very detailed and
elaborate way. It should be kept in mind that the following citation is an exceptional
case:

“It is like a fishing net or like a spider net where, in order to go from one place to
another, you have to pass through the intermediary knots (or crossroads)
according to the protocol that you have selected. There are major arteries and
side roads, and the protocol finds you the shortest and fastest way to get to
where you want. Essentially it provides everyone with the same level of
immediacy and equal rights to immediate access according to the same rules.
There are rules set by those who own the information depending on what
information they want to share; for instance the Army or a bank will have ‘closed
rules’ to protect their information, they add security doors so that not everyone
can getin. It is like you are walking in a city, you can go almost anywhere, but at
times you encounter a section that has a security guard and cannot get in just
like that. Like on banking websites, they need verification of who you are. In
addition, in reference to a variety of applications, there are regular international
conferences where the objective is to upgrade the rightful and equal access to
everyone. There are some companies that participate, | do not remember now
which they are, but they are the companies that construct the networks plus the
people who first came up with the philosophy behind how the Internet will work,
and their successors, like Bill Gates, who have gotten into that philosophy and
used it partly to their own advantage. So people like Bill Gates participate in an
assembly, where they discuss how and for what purposes subscribers around
the world can use Internet and what they want to give to them.”

In a more figurative way, the Internet was compared to the television or telephone,
because information and pictures are transported in a comparable way by cable or radio
waves. Additionally it was compared to a passkey that allows access to certain kinds of
information, although it was clear to the consumers that some information is restricted.

“l would make a parallel with the television and say it works in a similar way,
someone sends radio waves which you can receive the images on your
computer.”

“I would say that it is like the telephone, but also contains pictures and
information. It is like a telephone that we use in a different way.”

“Like you have a pass key, like in a hotel, a key that opens all the doors. All the
doors that have given an OK to be opened.”

Greek consumers agreed that businesses operate the Internet as they provide the
technical foundations for websites, they deal with information by storing and providing it,
and are responsible for the organisation of data. Additionally some consumers
mentioned that part of ‘making the Internet’ also resides with users, who produce
content.
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“Everyone and no one.”

“We dO b

“Companies dealing with information systems, which put things on the Internet.
For instance Google”

“And anyone can make a site, but | assume somebody first has to fix the
foundations for it, perhaps companies like Google”

“Companies that have information, like information banks, and provide that
information to the public”

The expert group moved on to a lively discussion about the rules that apply to the
Internet. While some stated that big companies are the ones that define who have
access to certain sites, others attribute this role to ISPs.

“Companies that make the communication platforms, protocols. For instance
Google. They are like a traffic police, they make the protocol and determine how
it works. So they let the ones who pay (subscribe) through and not anyone else”

“l see the providers as the traffic police, so those who pay the provider get
through. So the provider equals traffic cop.”

Furthermore, the discussion was also about how data and users are prioritised if
necessary and it was also discussed what rules apply when it comes to this.

“It is not exactly like that, perhaps the two of us want the same information at the
same time and we are both paying, but we may not be able to get through
simultaneously, one has priority.”

“So does the one who pays more get through first?”

“The provider that has allowed us to use the specific communication protocol
have assigned priorities. | do not know if this is mentioned in my contract, but |
do know that it happens, i.e. when | was assigned an IP number | was probably
also assigned either high, low or medium priority. It is like a combination of
priority and speed of access, maybe it is like the cars on the road, the one
coming from the right always goes first.”

While participants were not exactly sure how such prioritisations might be organised
and what affects those decisions, they agreed that some users or information is more
important than others and thus displayed a generally positive attitude to the idea ofit.

“So should there not be a differentiation in the costs if there are different
priorities?”

“But | do not know whether | get through 1%, 2" or 100™.”

“It is not to do with how much you pay, but the type of data or who you are. If for
instance the Polytechnic is trying to get in at the same time as me, they will go



T The Value of Network Neutrality to European Consumers 257

first. So the role of the traffic cop is to decide who gets through to where and
when.”

“So presumably also hospitals would have priority. If that is the case, it seems
logical to me.”

In addition to rules on data management, consumers believe that there are at least
some rules referring to data protection. However, they were often unsure as to who
might be in charge of coordinating and enforcing such rules.

“I do not know if the rules are written anywhere, but they do exist.”
“Rules about privacy, protection of private information.”

“I believe there are some rules, both in Greece and internationally, but | do not
know what they are.”

Consumers across all focus group discussions agreed that the Internet is financed by
everybody that uses it. This includes normal users as well as companies, advertisers
and the state.

“Everyone who uses it”, “Consumers”, “Also companies that use it’,
"Advertisers”, "Those with sites”, "The state”

After the initial discussion about how the Internet works, a definition was given to the
participants. They were asked not only to read it but also to mark those words or
sentences that were easy as well as hard to understand. All definitions in the individual
language versions are shown in the annex. Whilst participants in the test areas were
given definitions in their native language, the definitions in this report are presented in
English to improve readability and comparisons between the different test areas.

Greece: Experts

— leasy, 1
leasy, 1 ‘ difficult ‘ 4 _‘
difficult — T y
;"The Internet allows to communicate by exchanging arbitrary digital data. Itis not one, but a
) . A set of common technical rules ensures that data exchanges work, no matter
where or how an electronic device connects to the Internet. 3

Two major rules exist. First, every device connected to the Internet has got an individual address. Thus, it can be
3 easy - identified and reached. Second, rules exist that manage the pathway data take from sender to receiver through
the different networks. -

2|

|
(6> complete text simple)
] Easy. Difficult” " Ambivalent
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Greece: Participants with little and medium
expertise - =)

leasy, 1
! 3 ¥o¥s
‘ difficult | ‘ difficult

he Internet allows electronic devices to communicate by exchanging It is not one, but a
of many networks. A set of common technical rules ensures that data exchanges work, no matter
where or how an electronic device connects to the Internet. “ 3 ‘

Two major rules exist. First, every device connected to the Internet has got an individual address. Thus, it can be
2 easy — identified and reached. Second, rules exist that manage the pathway data take from sender to receiver through
the different networks. e

' 3]
(2> complete text is simple) S

M easy M Difficult! Ambivalent

As is shown, most difficulties arrived due to the Greek translation of the phrase
‘exchanging arbitrary digital data’ because the formulation itself is ambiguous and was
therefore often understood as “exchanging digital data in a random way”.

“It's all easy to understand, but | don't agree with the phrase 'in a random way"'
because this is wrong.”

“I disagree, what it says here is true, the way we receive data is random if for
example you download a music song, you actually receive it the data from
random users who at that moment upload the song the data is random. What we
download from Torrent is uploaded by random users.”

“This is correct of course, it's what | explained earlier: when you ask for
something, e.g. a video on You-Tube, the video is too big a file and it isn't sent in
one piece but it leaves the sender in pieces which are sent to you randomly (well
not exactly, according to some rules) and not serially. All these parts reach our
computer and are recomposed into the original video. If the pieces left the
sender in a serial order it would take them years to get to us.”

“When I go in Naftemporiki to read news, is this random? So what is the
meaning of 'random'?”

A second problem was caused by the phrase “a set of common technical rules”. Not
only beginners and average users of the Internet, but also consumers with high self-
ascribed expertise, had difficulty understanding this.

“l have also put 'common technical rules'in red. Right now | don't understand what it
means exactly, but maybe if | think of it later | will.”

In their own words, consumers explained ‘a set of common technical rules’ as follows:

“This means the following: let's say that you ask a site e.g. a news site for a
piece of information. This information will not get to you in one piece all at once,
but it breaks into smaller parts and each part arrives to you through a different
path. There are rules which break the information called protocols, other rules
which send the pieces and when all the pieces get to you there are protocols
which put them together again to give it to you.”
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“Also, what does 'common' means in reference to rules? Instead of ‘a set of

common technical rules' | would use 'a set of protocols".”
“The technical rules it mentions are the communication protocols, it would be
clearer if they just said so, of course depending on who this is addressed to!”

“I have underlined in red the phrase ‘arbitrary digital data’. It is not arbitrary,
there are rules and protocols that determine the route the data takes. It makes it
sound like the communication is up to chance. It would make more sense if it
said ‘randomized’, as that means that there is a specific way, it is not totally
arbitrary. It is also contradictory to the reference to the ‘'manage the pathway
data take...” which states that there is a method.”

The term “electronic devices” emerged as being equally difficult to understand.
Participants frequently described it as being too vague.

“I would say it allows computing devices to communicate by exchanging digital
data. It is better than 'electronic devices', because a coffee makes is an
electronic device also.”

“It is still confusing, because not all electronic devices can connect to Internet.”

Although some of the consumers already described the Internet as a network of
networks, this description was rated as potentially confusing.

“The fact that it is a combination of networks is correct, but | don't think that
people understand what ‘combination of networks' means, so | would say 'it's a
network’, because if this phrase is addressed to a person who doesn't know
much it is unnecessary and rather confusing than explanatory.”

“Also in the last phrase | would get rid of the part 'through the different

"

networks'.

“No, that is ok, it is like if we were all connected to this company’s server,
meaning we are in their network and there was another company further up the
road with its own server and network. If we were communicating with them, it
would be communication between two networks. The same happens on the
Internet.”

6.4.5 Provider choice criteria

6.4.5.1 Currently used Internet providers, duration and details of contract

Internet providers currently used by most participants from Greece were Forthnet and
Wind, followed by OTE. Some participants used Vivodi and ON Telecoms/CYTA.

A typical length of time to be with a provider seemed to be between 6 and 7 years,
some have been with their provider for 10 or more years, some around 2-5 years and a
few have recently changed to a new provider.
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The monthly cost of an Internet connection varies between 20 euros and 90 euros
depending on the type of contract and bundle of services. The lower-priced contracts
mostly include Internet and landline telephony, while those at a higher price include
Internet, landline and mobile telephony, and TV.

OTE was seen as a more expensive, but very reliable provider in this field and Wind
had the image of being particularly competitive with regard to their pricing.

With regard to their contract details, many participants started with the standard 24-
month-contract, which afterwards was transformed into a contract with a shorter notice
period. The majority of participants reported having changed their contract with the
same provider several times in order to get the best offer for their evolving needs. In
particular, the need for a good rate for calls to mobile networks has increased; therefore
including free minutes to mobile networks has become more important over recent
years, which has resulted in consumers changing their contracts, or switching to
providers with more attractive offers in this regard.

The most common connection speed is 24Mbit/s. Only very few participants have faster
connections than this, while some have slower ones and some were unable to recall the
speed.

6.4.5.2 General satisfaction with Internet providers

The general level of satisfaction with current Internet providers in Greece is good to
medium, with most participants giving them a mark between 2 and 3 on a scale of 1-6
where 1 is very satisfied and 6 is very unsatisfied. They are generally satisfied with their
providers apart from some minor problems or the feeling that they are paying too much:

“Only medium satisfaction as the line is sometimes interrupted and this is very
tiring. | would give a mark of 3.”

“Technically, | am completely satisfied, but | am not at all satisfied with the
price.”

“They are expensive but trustworthy.”

Satisfied participants often reported that in addition to being satisfied with all technical
aspects, it was the feeling of having a competitive deal, that is to say good services for
a good price, and an efficient and competent customer service that caused their
happiness with their provider:

“I would rate them with 1 as | have exactly what | asked for and have never had
a problem.”

“l have been very impressed by their service, particularly with the emphasis they
place on my specific needs. It seems that their staff, at least their call-centre
staff, are very knowledgeable.”



-2,

m
o
=Y

T The Value of Network Neutrality to European Consumers 261

c

Strong dissatisfaction with the provider is mostly caused by a series of problems. Often
technical problems caused initial frustration. Most commonly these were disruptions or
very slow connections. These initial frustrations build up into actual dissatisfaction and

annoyance when they are not appropriately dealt with through the provider’s customer

or technical support service.

“l had a lot of problems, often the connection is bad and the Internet gets stuck
and the customer service is not helpful at all. | will look into other options.”

Other reasons for unhappiness with the provider are too little flexibility with regard to
contract specifications or high additional charges:

“l was so unhappy because they advertised a special deal for calling mobiles but
they were unwilling to include this into my existing contract. | said | would leave
and then they offered to reduce my monthly fee by 5 euros.”

“I never just pay my basic monthly charge there are always high additional costs
for having used more minutes... | feel | cannot trust them.”

6.4.5.3 Switching Internet providers

Swtiching Internet providers is considered when there is a high level of dissatisfaction
with the current provider, when interesting offers are seen or when contracts run out
and stimulate the interest or need to check alternative offers. The latter is often driven
by the motivation of finding better value deals — often with the intention to save money.

“I had OTE before but was not satisfied so | went to CYTA.”

“Maybe | am going to change to a different provider as OTE seems too
expensive and offers no deals on calls to mobiles.”

“I have no serious issues but find | pay too much in my current contract.”

“l renew my contract every 12 to 18 months. For the last 4 years | stayed with
Forthnet but | always look at other providers to see what they offer.”

Generally, the willingness to switch providers is high when the offer seems attractive
regarding both contract specifications and price.

Information channels used when comparing or searching for offers are the providers’
websites, the providers’ local branches, advertisements and the experience of ‘relevant
others’ (friends, neighbours, family members and colleagues). Also, marketing calls
from providers were a source of information for special deals.

“To find information about available packages we usually look on the net, watch
ads on TV, although in reality we do not need to do anything as they are calling
all the time.”
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Marketing calls — offering special deals or promotions — have the potential of being
accelerators for switching providers or contracts. Many participants, however, found
them irritating.

“Yes, they ring all the time, to the extent that it is annoying.”

Although the majority keep an eye on better value offers, there was a distinct group of
participants who find it too much trouble to switch providers just for getting a better deal.
They are happy that everything is running smoothly and do not want to be bothered with
the process of finding a new provider:

“Now we are with Forthnet and happy... before we had such a terrible time with
Tellas...I do not want to go through that again for anything! So even if there
were cheaper offers from other providers, I'd pay no attention.”

“I didn’t collect any information about other providers... | just knew from
everybody that OTE is reliable and | changed to them.”

6.4.5.4 Relevant criteria for the choice of an Internet provider

The three most important criteria for the choice of an Internet provider are the speed
and the stability of the connection, as well as the price.

Although the price argument was put forward as a very important criterion when
choosing a provider, the discussion within the groups showed that it was definitely not
the criterion that bound customers to their provider. In fact, customers only stay with
their provider when they are happy with the technical side of their connection. In this
respect fast and reliable Internet access appears to be the decisive criterion. When not
fulfilled, customers are dissatisfied. A low price cannot compensate for this — customers
start to look for alternatives.

“I changed to OTE because it has the fastest Internet and fast technical support.
Anything is handled immediately and efficiently, they have a better service
overall.”

“Everybody | know being with OTE is satisfied. Went straight there without
looking somewhere else.”

Other criteria playing a role in the choice of provider are the provider’s reputation (as
this is often taken as a surrogate indicator for the quality of the connection), the offer of
attractive packages, and to a lesser degree special gifts or bonuses, such as free tablet,
extra minutes or calls abroad. Some patrticipants also mention the attractiveness of
loyalty benefits that allow long-term customers to receive free additional minutes,
services or equipment.

As Internet access is commonly purchased as part of a bundle — including Internet,
telephony and TV — the provider choice is not only dependent on the Internet deal
alone, but also on the attractiveness of the other components of the package.
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6.4.5.5 Future outlook regarding Internet provision

When asked which criteria will be important in the regarding the future choice of an
Internet provider, the following criteria were mentioned:

¢ high speed connections
e good coverage
e competitive prices

Some participants mentioned the vision of a “free Internet” in the future:

“At some point the Internet should be free. You should be able to have Internet
wherever you are without having to pay...”

6.4.6 Network neutrality

The term “network neutrality” was discussed in a series of steps that matched the one
used for the earlier topic of how the Internet works138. First, participants were invited to
state what they immediately associated with this term. After that, they were given a very
short definition of “network neutrality” and discussed examples, analogies and
explanations based on this term. Additionally they were asked to describe network
neutrality in their own words. Finally they received a longer definition of deviations from
network neutrality and their possible effects, and they discussed freely and elaborated
on their own experiences. This procedure was chosen to generate deeper insights
regarding consumers” conceptualisations of network neutrality, and great care was
taken in every discussion to prevent a direct influence on them that could bias the
discussion.

When confronted with the term ‘network neutrality’, consumers were completely
unaware of its meaning, but immediately had some initial thoughts that are shown in the
following paragraphs.

The participant’s initial interpretations were strongly connected to democratic ideas.
Some consumers guessed that a neutral network would mean a lack of any competition
between providers, and that this would be reached by implementing the same rules for
every user, in other words guaranteeing every user the same speed and quality:

“Could it mean that the network would be common for everybody?”

“That the Internet services | get will be the same regardless of who provides
them.”

“I am thinking it is the same as what happened with mobile phone chargers, they
were all different but now they are all the same. Maybe Internet companies will
end up having to do the same. | will have the services that have been agreed
and do not need to care who provides them, as they are all the same.”

138 For a detailed description please refer to the discussion guide reproduced in the annex to this report.
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Others guessed that a lack of competition between various providers could only be
reached by the introduction of just one big provider serving the Internet needs of all
users. Strongly linked to this idea was the idea that the Internet could become a
medium that is controlled and made by the state, and ideally would be free of charge to
all users.

“It could refer to a State network, which perhaps could mean that it is free.”

“The way | understand it is that there will be only one network, no Wind or OTE,
etc. just one network, one provider.”

“No competition between companies, they will all be the same or they will all
become one. Maybe one will buy the other and they will all merge in the end.”

One of the participants in the expert group immediately grasped the idea of ‘network
neutrality’, defining its meaning as all data being equal without priority being given by
providers. Again, it should be noted that is has to be viewed as an exceptional instance.

“I think it means that all the data are equal, nobody has priority of anyone else. It
means that your provider does not interfere with the route you take when
searching for something, so they are neutral.”

After this short and unprompted discussion, the moderator read out the short definition
of network neutrality as planned in the discussion guidel39:

Network neutrality means that all data in a network is treated in equal terms. Equal
treatment refers to the standard behaviour of how data is forwarded in a network
towards its destination. The standard behaviour for equal treatment is that all data is
forwarded according to the same rules.

Participants understood this definition in very different ways. Whilst more than half of
them understood it and its underlying principles quite well, others did not grasp the
meaning of it at all.

Initial reactions were again linked to the democratic principle of ‘equality’ that
consumers tried to transfer to the principles of the Internet, or how it works. This
equality was understood as all users having the same speed and opportunities to
access and use the Internet for the own purposes, independently from the nature of
these purposes. Participants commonly linked this idea to the fact that they did not want
anybody looking over their shoulder when they are online deciding if what they were
doing currently was to be prioritised or not. This could be interpreted as the participants’
implicit understanding of the necessity of deep packet inspection for some traffic
management practices and their discontent with it.

139 See Annex.
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“It contains two things, elimination of priority and also elimination of filtering of
content. | mean filtering on the level that serious topics from a University will
have the same priority with a game a kid is playing. If the data content of the
game is bigger it may even go first, it is like saying that a truck will always go
before a bicycle.”

“Nobody will monitor when or what information you are asking for, the flow of
information is not controlled by anyone.”

“It means that there is nobody to judge whether what you are looking for is
important or not, that all the information on Internet is of equal value. It is not
related to the search process as such. It means that if you are talking with your
friend about gossip and we are discussing astrophysics, we are equal.”

Participants immediately started to discuss whether ‘network neutrality’ exists at the
moment and agreed (with few exceptions) that at the moment it does not in the form
described by the moderator.

Some consumers made the link that some management of data traffic may be needed
in times of limited capacity, although many users were not aware of this.

“If the provider has limited capacity, they have to give someone priority, not
everyone fits in at the same time. Maybe Internet professionals notice this
happens, we do not.”

“It is like a car, only 5 fit in, the 6th has to stay out.”
“Or the 6th has to squeeze himself very small and be uncomfortable.”

“I do not think that currently it is a question of someone wanting to assign
priorities, but that technical limitations make it a necessity.”

“But in practice you are not aware of this, perhaps now that we have talked
about it | will start to suspect it, but so far | never thought that someone had
priority over me.”

Some consumers stated that there are already some rules that are not the same for
every Internet user, as some important users or institutions do have some priority over
others.

“Some users may be more critical than others perhaps, so they get priority.”
“It is like an ambulance in traffic, it has to have priority.”

“OK, if it is like that, | have no objection, things like ambulances must have
priority.”

“And no neutrality would mean that if a doctor is doing a telediagnosis, he has
priority and you wait. So someone is more important and you are kicked out.”
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While some related the equality principle of ‘network neutrality’ to users, others related it
to applications that are given priority over others to guarantee users’ optimal quality of
experience.

“So obviously now there must be some rules that determine the priority. If an
email had the same priority as a movie being downloaded, it would not work. So
there was some protocol that assigned priority, while based on what you just
read to us that would no longer be the case. So there were rules, not everyone
coming to a crossroads has priority at the same time, as that cannot work.”

It was also stated that some regulations that are already applied are connected to the
amount of data that is send by some users to make sure that the Internet works well for
other users at the same time.

“All that happens now is that if someone is sending a huge file, the algorithm
does not allow him to take up all the space, but leaves some room for others to
send some small messages and things.”

Consumers in Greece agreed that ISPs are responsible for setting up the rules for the
users they serve with Internet access. Still, a few of the participants were unsure as to
who exactly sets the rules for prioritisation or throttling.Participants often transferred
their experiences from prepaid mobile contracts in particular to fixed Internet access.
Thus, it registered clearly with them that the specificities of their contracts might also
play a crucial role in deciding whether their access may prioritised or not.

“Yes, but who defines where priority lies? E.g. Email is more important to me
than Taxisnet. | don't get asked, so neutrality is more democratic for me.
Everyone gets to have equal access to the things he/she wants to do on the
Internet.”

“I think this is just what | was saying about my mobile problems, | think they are
giving priority to those who have a contract [post-paid], at the expense of people
who have a card phone [pre-paid].”

In addition to this, doubts arose that the Internet could offer the same user experience
for everyone, because there are some technical reasons at the moment that prevent
this:

“If Spyros happens to live closer to the hub, his speed is higher anyway. Before
the deviation from neutrality can mean anything in practice, the provider must
have first ensured that everyone can at least in theory get the same speed.
Otherwise all this is irrelevant.”

After the discussion based on the shorter definition of ‘network neutrality’ participants
received a longer definition about ‘deviations from network neutrality’ and were asked to
mark those with different colours (green = easy to understand, red = hard to
understand).



1 difficult

Greece: Experts

A deviation from network neutrality consequently means that data is forwarded in a network according to a set of
rules that is specific to the sender, destination, type of application, application provider, type of content, content

rovider —or a combination thereof. Specific forwarding rules may apply permanently, within certain time periods
Fe.g. during peak times), or dynamically in response to particular situations in a network. Specific forwarding rules <™, ]
may apply to everyone or to some users in a network. Implementing specific forwarding rules requires a network 1
operator to manage data traffic in a network. On one hand, traffic management may mean that data is not
forwarded at all. This would result in the blocking of the respective sender, destination, type of application,
application provider, type of content, and/or content provider. On the other hand, traffic management may mean
that data is forwarded with a higher or lower priority, that it is slowed down, or that it is forwarded with a certain
guaranteed quality. These practices would result in changed expectations on the quality that a user experiences
when consuming the respective application or content

- A specific application, specific content, or the applications/content from a specific provider are permanently or at
. some t_gpes maccessib[e, while other applications, other content, or applications/content from other providers are
accessible.

- A specific application, specific content, or the applications/content from a specific provider suffer permanently or
at some times from poor quality, while other applications, other content, or applications/content from other
providers are of good quality.

- A specific application, specific content, or the applications/content from a specific provider are permanently of
good quality, while other applications, other content, or applications/content from other providers vary quality-
wise.

- Communications from or to a specific person are permanently or at some times not delivered, while
communications from or to other persons arrive well.

The above effects may be the result of traffic management practices, but they may also emerge for a different
reason. The effect alone does not allow precise attribution of its reason.

(6> complete text is simple)

[ Easy[ll Difficult | Ambivalent

1 easy, iL
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Greece: Participants with little and medium

expertise
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A deviation from network neutrality consequently means that data is forwarded in a network acco‘Vr’ding to a set of} l.ea.sy,
rules that is specific to the sender, destination, type of application, application provider, type of content, content J_difficult

provider —or a combination thereof. 3

. Specific forwarding rules
may apply to everyone or to some users in a network. Implementing specific forwarding rules requires a network
operator to manage data traffic in a network. On one hand, traffic management may mean that data is not
forwarded at all. This would result in the blocking of the respective sender, destination, type of application,
application provider, type of content, and/or content provider. On the other hand, traffic management may mean
that data is forwarded with a higher or lower priority, that it is slowed down, or that it is forwarded with a certain
guaranteed quality. These practices would result in changed expectations on the quality that a user experiences
when consuming the respective application or content.

- A specific application, specific content, or the applications/content from a specific provider are permanently or at
some 'git;Pes inaccessible, while other applications, other content, or applications/content from other providers are
accessible.

- A specific application, specific content, or the applications/content from a specific provider suffer permanently or
at some times from poor quality, while other applications, other content, or applications/content from other
providers are of good quality.

-A sdpecific application, specific content, or the applications/content from a specific provider are permanently of
good quality, while other applications, other content, or applications/content from other providers vary quality-
wise.

- Communications from or to a specific person are permanently or at some times not delivered, while

_communications from or to other persons arrive well.

The above effects may be the result of traffic management practices, but they may also emerge for a different
reason. The effect alone does not allow precise attribution of its reason.

(4> complete text is simple)
M easy@lDifficult || Ambivalent

After the participants read the definition, the feeling of being somehow prioritised or
throttled caused emotional insecurity that led to the desire to be able to somehow
control the effects of such interventions:

“You cannot know whether there are priorities unless you test it, put 4 people to
upload the same thing at the same time and see what happens.”

T The Value of Network Neutrality to European Consumers 267
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Some started to refer to problems that they had experienced in the past, particularly
those related to speed. Whilst some complained about low speeds that were solved by
contacting their provider others complained that certain services were not reachable or
had longer loading times and attributed these problems not only to their providers but
also to a high amount of data traffic at those times.

“Some sites are loaded faster than others, which may be related to this.”

“Skype works better at night, maybe during the day there are more people and it
kicks you out, which may also be related.”

“One time | wanted to watch football on TV and it kept on getting stuck, maybe
again too many people at the same time.”

“The same happened again later with Wind, so | believe that they had
deliberately slowed down my speed in order to increase somebody else’s.”

Within the debate whether ‘network neutrality’ or ‘deviations from network neutrality’ are
fair, it became clear that some deviations are perceived as fair, while others are not. On
the one hand, some services or institutions as well as businesspeople should be
prioritised because they are essential for the functioning of the society.

“Anything to do with healthcare should have priority.”
“If | have a business, | should have a priority.”

“l think a degree of deviation is correct, for instance health services or other
services need priority. If a doctor needs to guide a surgery in Karpenissi from
Athens, he has to have priority.”

On the other hand, consumers that use the Internet for private purposes and pay the
same amounts of money should be treated equally in terms of having the same speed
and equal opportunities to use it.

“Why should someone else have a priority if they pay the same money as | do?”

Greek participants displayed a high awareness that users who pay more for their
Internet access might also receive preferential treatment. On the other hand, it was
clear that they detest such practices as an “extreme form of capitalism”.

“Perhaps if they pay more, OK. For better or for worse, in the society we live in,
if someone else pays 100 and | pay 50, they will have a better connection. At
least they should also give me the option to pay more, so | would know | have
the choice. So whoever wants to always be first, could choose to pay more.”

Some stated that an Internet that follows strict ‘network neutrality’ is nothing more than
a romantic idea in a sales-driven, capitalist world. Furthermore, deviations from ‘network
neutrality’ were perceived as potential drivers for competition that in the end may lead to
better services for consumers.
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“This is a very complex topic. It is like anar