2001 National Technology Readiness Survey (NTRS)

Background/Methodology

The NTRS was established in 1999. The survey is conducted annually.    The study identifies and profiles consumers based on their attitudes about technology.  Rockbridge Associates, Inc., developed the NTRS in collaboration with Professor A. Parasuraman of the University of Miami.  The University of Maryland Center for e-Service sponsored the project.  Results are based on a telephone survey of 501 adults within the U.S. market.  The households were selected using Random Digit Dialing (RDD) and the respondents were interviewed during the month of November 2001.  The survey quota ensured that 48% of the respondents were male.  The margin of error for the sample size of 501 is plus or minus 4 percentage points (95% level of confidence.)  

Summary


The NTRS includes many sections that reflect on consumers’ beliefs about technology.  These topics include: (1) Consumer Beliefs, (2) Computer and Internet usage, (3) Personal Online Activities, (4) Effects of September 11th, and (5) Technology Beliefs.  

Consumer Beliefs


The section on Consumer Beliefs about Technology includes 36 statements about technology that are combined into the Tech Readiness Index (TRI) for which 100 equals average in the baseline study.  The survey determines Technology Readiness by four belief dimensions which contribute to or inhibit interest in technology.  The 36 statements are based on various categories that include: optimism – (belief that technology can benefit their lives), innovativeness – (natural desire to try and experiment with new technologies), discomfort – (a feeling of lacking control and confidence over technology in making it work properly), insecurity – (a need for assurance that technical-based services or processes will operate reliably.)  
The most significant findings of negative feelings towards technology come from multiple areas and age groups, although most of these opinions and concerns increase with aged.  While there has been an expression of optimism, there remains certain discomforts and insecurities that show in the survey.  The majority of the consumers still view conducting of financial business online as less safe.  They also disapprove of the total abandonment of personal attention when doing business.  

Computer Internet Usage


The section concerning Computer and Internet Usage presents the most relevant and useful information.  This section includes findings and trends regarding computer ownership/usage, experience and training, and Internet access/usage.  Their findings show an increase of home computer access from 62% in 2000 to 72% in 2001.  The study showed a steady climb from 50% of consumers having access at home in 2000 to 58% in 2001, while another 13% plan to get access in 2002.  The survey results indicate that there is room to grow on the Internet.  The accompanying slide shows the projected growth of Internet access.  It is estimated that by 2006, 90% of the population will have home Internet access.  The breakdown of home Internet usage shows the median hours per week that consumers are online at home for personal reasons is five.  These findings support the ideas of Internet based consumer products and services.  

Personal Online Activities


The section on Personal Online Activities indicates what Americans are using the Internet for.  The area of e-service is cited as having substantial growth in many categories.  The NTRS expects e-service to continue growing at a rate that exceeds that of the Internet itself.  Some of these services include the purchasing of goods, booking travel, checked bank acct., moved bank funds, traded stocks, paid credit card sales.  Research of activities, among online adults in the past 12 months, shows that the majority (61%) used it to research health information.  It also indicates that 21% did business with a government agency as compared to the 10% who bought or sold securities.  

The survey also shows that activity involving that of government and membership organization web sites apply to more than half of those who accessed the Internet in the previous 12 months.  55% of these individuals accessed the web site of some government agency.  Users have accessed the web sites of local/state (50%), and federal government (33%) agencies.

The numbers decrease amongst those individuals who have conducted business with government agencies.  Of those who access e-Government, the majority are those have received some sort form of college education, with the numbers increasing as the level of education increased.

Effects of September 11th

The survey has found that the effects of September 11th, on consumer behavior, to be relatively minimal.  Of those surveyed, only 9% feel that the events made purchasing online less appealing.  18% found financial management less appealing, while 19% feel that their online business transactions are less protect.  The NTRS found that that the biggest casualty of terrorism is confidence in the privacy of the Internet. 

Technology Beliefs


The final section of the survey focuses on Segmenting the Market.  The section classifies adults by their beliefs about technology in an effort to further understand when and why consumers may or may not be ready for certain innovations.

Consumers are classified into the categories of Explorers, Pioneers, Skeptics, Paranoids, and Laggards.  Each of these categories is based on certain characteristics that drive consumer habits.  

These categories make up a percentage of the consumer marketplace.  Laggards make up the least amount in this group with 20% of the market place while Pioneers are the largest segment making up 26% of the marketplace.  Skeptics, Explorers, and Paranoids make up 22%, 20%, and 14% respectively.  The information provided on these segments can be instrumental to the understanding of the makeup of the market in which a company/organization hopes to provide a service.  


The NTRS plans on using the TRI to continue their research for years to come.  Additional references on Techno-Readiness include the book entitled “Techno-Ready Marketing: How and Why Your Customers Adopt Technology.”  All statistics and accompanying graphic displays are credited to developer Professor A. Parasuraman and Rockbridge Associates, Inc.

