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1. Introduction

1.1 Background

Digital media and social networking sites are increasingly being used by people to communicate via the
Internet either through their mobile phones or personal compute®nce the province of the young or
those more technologically savvy; therdrisreasing use of digital media and social networking among all
New ZealandersThe proportion of New Zealanders using the Internet is increasing and in 2009 was 83%
The uptake of home broadband has also risen to 83% of dskrdlew Zealand=acebod far outranks its
closest rival among social networking sites with 51.3% of market share followed by YouTube with 16.2%
according to Hitwise traffic data from December 2310.

It is apparent that users of digital media and social networkvege communtating about themselves and

also sharing information with others And furthermore, different segments of the populatiomere
increasingly developing their own social networking siteSor example, in 2007 the Sagazone social
networking site was launchethat targets over 50s and here in New ZealggdS K| @S 2 dzNJ 246y
social networking site Fencepost.cominternationally the main social networking sites are Facebook,
MySpace and Bebo with the majority having a Facebook profile.

To convey fire safg messages to atisk populations the NZFS is looking to embrace new ways of
communicating these messageshis research looks to quantify the use of social networking and/or digital
media among identified atisk groups and to explore how effective tiesiight be in conveying a range of
fire safety messages

1.2 Research objectives

The overall purpose of this project was to quantify the use of social networking and/or digital media among
at-risk groups and to explore how effective these might bednveying fire safety messages.

Specific objectives included:

@) Quantifying atrisk population(s) access to digital media and social networking
- Access to the Internet
- Use of mobile phones
(b) Quantifying levels of engagement with digital media aocial networking
- Use of various digital media Internet sites such as stuff.co.nz; trademe.co.nz; seek.co.nz;
fencepost.com; hortnet.co.nmaumaiplace.com; seniornet.co.nz; community.net.nz, etc
- Use of various social networking sites such as Weste MySpace; Bebo; I@friends;
Flicker;Twitter; YouTbe.
(c) Explore the effectiveness of digital media and social networking in conveying fire safety messages
to at-risk populations as part of social marketing.

! The Internet in New Zealand 206@009; The Institute of Culture, Discourse & Communication and AUT University
2 Hitwise Industry Report for Computers almdernet - Social Networking and Forumd=or the week ending December 18, 2010
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1.3 Overview of goproach

An online survey methodology@A I | awQa 2yt Ay S wad u¥edfor rBaye sk it { I &
representative sample was selecte8aylt is madeip of New Zealanders of all ages and backgrounds who
enjoy giving their opinions otopical issues and, at the time of wrignthis report, hadaround 22,000

members

Respondents for each target group met specific criteria ei@re renting, aged over 65 years, had a
disability(using Statistics New Zealand definiflpand so forth.

However itshould be noted that each taeg group is not mutually exclusivéVhile all respondents meet

the key criteria for each specific panel thesll bed 2 Y' S

who may also have a disability and be renting.

g K2

I NB

%

iKS

2f RSNJ LJ

A sample size dfetweenn=80 and 100 respondents in each growasidentified as being the minimum
sample size required for this surveypue toa high response rate isome groups, we achieved a much
larger samplesize than this All responses have beamalysed

Fieldwork was conduet! from 28" July to " August 2011.

There were two questionnaires designed for this survepe for the general public and the other for the
small medium sized business owners (which focused on their bugihessof social and digital media and
fire safety) Both populations are included in this report

group _ | samplesize error
1 | Young people (1630 years) | 112 | 49.3% |
2a | Ethnic groupsa n 2ad\Pacific peoples | 115 | 49.1% |
2b | Ethnic groups; Asian peoples | 85 | 4060 |
3 | Rural communities | 95 | +10.1% |
4 ‘ People on low incomes (total househo 150 ‘ +8.0% ’
income under 80,000 per annum).
5 | People living in rental accommodation. | 80 | +11.0% |
6 | Older people (those aged 65 years and over| 342 | 453% |
7 | People with specialeeds. | 219 |  +6.6% |
8 ~ Commercial/manufacturing/retail sector. 98 O +9.9% |

The margin of error for each target group is for a 50% figure at the 95% confidence level.

UMR Research Limited
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http://www.stats.govt.nz/browse_for_stats/health/disabilities/DisabilitySurvey2006_HOTP06/Technical%20Notes.aspx

1.4 Overview ofreport structure

The structure of the report is explained below:

Section2:
Executive Summary

Section 3:
Characteristics of the populations

Section 4: Target populations
summaries
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2. Executive sumrary

Overall,the target groups in this research have differing opinions and behaviours across the attributes
tested; this report will identify the key aspects of these differences to allow the New Ze&ilan8ervicéo
understandthe use of social netarking and digital media amorfgeseat-risk groups This report will also
allow the Fire Servicdo explore how effectivesocial networking sites and digital medmaight be in
conveying fire safety messages

A Fire safety messages
u At-risk groups

Initially it is important to identify the attitudes that the target groups have towards fire saf8ignificantly

more older people than peoplthan theother target groups believed they were fire safety conscioBig%

I 3 NBHeRarewery safety consci®when it comes to the risk of firand thatthey areét R2 Ay 3 S @S NE
possible to prevent the risk of fire in their houseboldd dom™> F ANB SO gKAE S @2dzy3 LIS
likely to agree with these statements (70% and 56% respectivElier people were also significantly less
fA]1Ste (2 ¢oFNBLSAVK| S HIKISNME KFa YIRS Y@®nyetorgee G6A
with this statement) ¢ KS | G GAGdzZRS 2F Tt NBIRe& 0SAy3 AFANB al F¢
propensity of this group to engage with tiére Service

Young people are S|gn|f|cantly less Ilkely than other target groups to agree with the statémegtNB y SSR
G2 0SS R2yS G2 3SG LIS2LX S i 2-odly44% agyee \with GiStatengnt T A NB
{AYAEFNI @S 2yfe& ny>LIBINBS ByYiRANKBSaAaRGTSGBYSBseat 3Sa
attitudes need to be addressed in any fire safety advertisiimged at this target audienc¢garticularly as

young people are among thaost likely to useand be aware of advertisingn social media.

Asian respondents were significantly more likely to agree with the stateidntt f 2y 3 | & OKAf RN
GFdAKG y2a G2 LIXFe ¢AGK fAIKISNBR 2 N3%ayreedWith this A G A
statementperhaps reflecting a culture afontrol within this target group Theserespondents were also
AAIYATFTAOLyilte Y2NB fA1Steé GKIyYy LIS2L} SadeyoushduseS NI 0|
fire is not somethingi K & A& fA71Sfe& {2 (36%) R:Ife/in dlg incame KoRserdl§ K 2 f F
were significantly less likely to agree with this statement than people in other target groups (17%).

Following from this, respondents who live in low income househatdfrural respondentdend to have a
proactiveattitude to fire safety- only 54%of those on a low income and 43% of rural respondergeee

i K lif ihad¥a fire at my property, | think the Fire Service would arrive in time to sateAaf§i§iis not
necessarily a negativiinding but perhaps an acknowledgement that they see themselves as being able to
look after themselves, thus advertising to this group wddefit from takingthis attitude into account.

Similarly, Renters tend to have the attitudleat they are responsible for their actions’0% disagree that

Yhost causes of serious household fires are beyon& thedza S K gohtrRlS T™hIQ group are also likely to

alre OGKFQG UuIKSR D2 dAFRNBY al FSG& Y S a-aitha highluge ofiskclda S G |
media, this is a positive finding for the Fire Servibes group are likely to disseminate any messages that

they find relevant amongst friends and peers.
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a n 2add\Pacific islanders were most likely to strongly agree wittstaementWlore needs to be done to

get people to take notice of fire safety messdpé’% stated thathey agreed with this statement They

GSNBE faz2 fA1SIE aix2 2y3dINBSNE KE T SiiKeSS ey BE0R) laBENRA G 2 Y RK
Pacifc islanders were also likely to notice advertising on social netw6i% were aware of advertising in

the last 3 visits- indicating a predisposition to notice relevant advertising and to pass any relevant
messages around their friends and family

Simihbrly, respondents with a disabiligiso agreed thaWwa 2 NS ySSRa (2 o06S R2yS G2 |
2F FANB Al FSEHRBO YISHRNBEIAR yi KISANBY al FSie Y@&%pThasSa o2
suggests that this group would be opea teceiving information from the Fire Service, however, social
media does not attract this group as much as other graans so other forms of media need to be applied

to reach this group

U Business Owners

%’

ne
S
A

rs of small medium sized businesses considhemselves fire safety conscious (85% agree) and
f AS@OS dd’ing é/érytHing\I{ﬁ)ssible to prevent fire in their place of &(#8% agree)They are also

1S5te G2 piate T i ﬁE M) G§&EB X 8& a¥775%&reé)larfﬂ$remﬁlyéo$§kﬁeﬁfﬂiaf e ¢
3e&al OFdzasSa 2F &aSNA2dza 0 dza Ay S46% didagréelvih thisNatemerB)e 2 v R
AYRAOFGAYI GKFG 8y 3

information to be gained

Q- ™™ O

2
i KSaS NBaLRyRSyGa ¢2dA R y2i

~

A Access o digital media and thdnternet
u At-risk groups

Access to thdnternetis primarily via broadband across the target gro@p8%- 99%)apart from the low
income households who are significantly more likely than the other target groups to use dialup (21%)
Young people are significantly more likely than the other target groups to use broadband (99%)

The majority of those surveyed completed this questionnaire at home although young people (22%) were
significantly more likely than other target groupsdomplete at work a n 2 @k Pacific people and Asian
people were also more likely than the other target groups to complete at work (20% and 17% respectively).

Turning now to the use of mobile phones; use of mobile phareanost predominant in the renter target
group (1006 say they have a mobile phone) and the young people target group (99% have a mobile phone)
Older people and those with a disability are more likely to say they do not have a mobile phone although
only 10% of each target group say that this is the c&&ignificantly more young people (12%) only have a
mobile phone and no land line telephone at their residenekile 8% of rentersay that this is the case.

Following from this, martphone access to social networks or digital media was most popular ashong
renters (30%) and young people (28%plder people and people from low income households were
significantly less likely to access social networks or digital media via a smartphone (6% and 2% respectively).
u Business Owners

In the business sample, 948bthe respondents stated they have broadband at work and 6% do not have

access to thdnternet at work 91% of business owners have a mobile phone for business purposes, 20%
own a smartphone.
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A Propensity to follow the NZire Servicenline
u At-risk groups

Overall,those who use thdnternet from each of the target gups are not adverse tovisiting the Fire
ServiceNew Zealand website The renter target group are significantly more likely than the other target
groups to say they would visi7 3% sid they would Following from this, the Asian (60%)n 2 addh\ Pacific
peoples (58%) and young people (5@8tet groupsare all more likely thamther target groups to say
they would visit

The older target group (65+) are significantly less likely to say that they would visit than other target groups
(31%)- as discussedhis group are also significantly more likely to say tthegly are fire safety conscious
and thus, it could be concluded that they believe that they do not need any further information.

The propensityof following the Fre Service byjoining a Facebook page tisasonablypopular - young

people (44%), renters (38%) and the Asian (28%) target groups are all more likely than those in other
groups to say they would join thBire Service Facebook page although these figures suggest that thi
uptake is likely to be passiveeg( they would not actively seek out thiEre Service pagerather it would

need to actively recruit membe)s

The oldertarget group, even those who have a profile on Facebook, are significantly less likely (84%) than
other target groupgo say they would not join theiffe Service Facebook page.

Although bllowing the ke Service via Twitter was unpopulamang the arget groups this isperhaps a

symptom of the respondents not understanding how this would wiorkpractice rather than being an
unpopular means of communicationit should also be noted that Twitter was natpopular a site to be
registered onin these target groupsa fifth (19%) of young people have a Twitter account and far fewer
respondents in theothSNJ G NAS{G 3INRBdzLA KIF @GS Fy |002dzydi 2y ¢4,
peoples and renters t&@% of those in a household where the income is below $30,600,0f rural
respondents and those with a disability to just 1% of older people)

The Asia target group(11% of whom have a Twitter accountgre significantly more likely to say that
they were unsure whether they would follow tHere Service via twitter (20%) perhaps suggesting that
they are open to join this network if they had more infaation.

Renters were significantly more likely to say they would follow Fine Service on Twitter than the other
target groups, althouglthis wasonly made up ofl3%of this target groupsaying they would Following
from this, 9% ofthe younger grouanda n 2 &idk Pacific peoples were likely to say that they wdualtbw
the NZ ke Serviceon Twitter.

U Business Owners

Businesses are not averse to visiting the Fire Service websitejust under a third stating they would visit

the website This §in line with their general use of thimternet to find information However, it isvery
unlikely that business owners would believe it was necessary to visit (or to join Facebook or follow the Fire
Service on Twitter)
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A Socialand digitalmedia

u At-risk groups

There is a solid base of users of social networking sites amam@ NA YR t F OAFAO LIS2I

Young people with the majority using social networking sites for more than two years.

Although the target groups are unlikely to actively join fhee Service Facebook page or follow them on
Twitter, these social nevorking and digital media sites should still besaen as a positive arena for
advertisingto particular groups- particularly a n 2 &l Pacific peoples and/oung people who are
significantly more likely than the other target grouf@/% and 66% respeatily) to notice advertising on
social networking sites

Indeed, statistically, the only target group who are disinclined to notice advertising on these sites are the
older target group (56% state that they did not notice advertisinghese sites) However, as discussed,
this group are already unlikely to engage with fiee Service in this mode

Any advertising or information that thEre Service includes on social networking sites needs to be seen as
trustworthy - each of the target groups surveya@utlicated that generallythey do not trust information on
social networking sitesThis is especially true for those with a disabHistatistically fewer people in this
target group (30%) felt they trusted the information they get from these sites.

Digital nedia is primarily used by eaclithe target groups to find information and, as such, should be seen
as a potential arena for the New Zealand Fire Service to disseminate information.

The most frequently used and favouridigital mediasites amorg all target groups was trademe.co.nz
renters (90%)a n 2 awdk Pacific respondents (90%Nd young people §6%)are the most prolific users of
this site while people with disabilities (72%) and older people (70%) are less likely to say they use this site

Stuff.co.nz is the second most used digital media-git@dominantly by renters (68%), young people (66%)
and people living in rural communities (60%)gain, this site is least likely to be used by older people (42%)
and those with a household incaof less than $30,000 (31%).

Looking at older people, this group are more likely than the other groups to say that they look at digital
media to find information (92%) this may suggest that if theHre Service were to advertise using an
information bagd campaign, this may appeal to this target grodhnis group wersignificantly more likely

to say they their favourite digital media site is yahoo!Xtra (25%) than other target groups although only
43% claim to use this site.

U Business Owners

Just undem third have a business profile on Linkedin and/or Facebddle main use for social media was
for social networking42%)and alsoilecasting video conferencing (26%).

However, use of social networking sites in business is relatively new with 488 skeey have been using

them in business for less than a yednline tools are mainly used for external communication; external
networking and external marketing.
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A Overview of keycharacteristicdy target group

TARGET GROUP KEY FINDINGS

High use of broadband and mobile phone apart from those on low inca
with a significant proportion still using dialup (20%).
Those who are members of a social networking site spend between 30 mi
and, in some cases, up to an hour per dayoaial networking sites.

- Majority notice advertising on social networking sites apart frolder and
ALL Targt Groups disabledpeople.

- Low levels of trust in information via social networking sites.
Low interest in Twitter apart from Young people.
Trademe was the most fauently used Internet site, followed by Stuff ar
TVNZ.

Over three quarters have a Facebook profile.

- Just under one in three likely to follow the Fire Service on Facebook.
Asian people - Small majority will visit NZFS online (60%).
Just over a quarter (28Pwould join a Fire Service Facebook page.

Least likely to engage with the Fire Service onlingi@social or digital media
Older people - Likely to use digital media Internet sites for information.

Less likely to trust information from social networking sites.
People wih a disability | - Unlikely to follow the Fire Service online.

Very likely to beengaged irsocial and digital media.

Justfewer thanthree in four will follow the Fire Service online.
More likely to follow the Fire Service on Facebook.

Over three quaters have a Facebook profile.

Renters - Justless tharone in three has a smart phone.

Solid base of users of social networking sites.

Spend a lot of time on social networking sites per day.

Highly likely to use digital media Internet sites for information.
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TARET GROUP | KEY FINDINGSont.)

Unlikely to engage with the Fire Service online or any social or digital medi
72% spend half an hour or less on social networking per day.

People in low income - One fifth still use dialup

households - 18% use the Internet 2w times a week rather than daily.

Highly likely to use digital media Internet sites for information.

Main fire safety awareness are knowledge of location of fire extinguishers
fire alarms.

High access to broadhd at work and use of mobile phone.

Main social media tools used are social networking sites and livecasting/
conferencing.

Social networking is new to business with nearly one in two businesses
social networking sites for less than a year

Majority use social networking for external communication; exter
networking and external marketing.

Would use social and digital media for information and knowledge gatherin
Low use of websites for business; less than a third will visit the Fire S¢
website.

Small/ medium sized
business owners

A Recommendations

Overall, there were significant differences between the target groups and their propensity to engage with
social media Neverthelessye would recommend the New Zealand Fire Sercieatesa profile on both
Facebook and Twr.

The target groups who are likely to engagi¢h the Fire Service onlinaitially are:

J Renters

o Young People

o a n 2axd\ Pacific people
o Asian people.

Uptake is likely to incraese in the case of an emergency and has b@menen to be a very efficienise of
disseminating important information in a timelpanner Findings from the Queensland Police Service
show that advanced work on these pages greatly increases the likelihood of being able to manage an
emergency if this comes about.

The informationgiven on these sites should be factual, authoritative and trustworthy to gain the respect of
the followers It is unlikely that the target groups would want to actually speak with a member of the Fire
Service; more that they would like to gather inforntatifrom the site

CKS AYF2NXYIGA2Y &aK2dzZ R Ffa2 o6S O02YLIStfAy3a Sy2dzaK
to gain followers
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The® pages are unlikely to reach all target groums a day to day basi®lder and disabledpeople
especidly, and to a lesser extent, those on a low income and those in a rural area are unlikely to engage
with this media initiallybut the interest of receiving informatiofrom these sitegparticularly digital media)

is likely to increase when a need for infeation is heightened.

The following table highlights some of the key findings and recommendations of how to approach each of
these target groups.

| TARGETGROWPJ  RECOMMENDATIONS |
6 ftA1Ste G2 KIFI@GS GKS | (idfiledzRS WA

0 {SS GKSYaSt@Sa I a AWAOf ddAWENPIKQ f 2RINE
and lighters

Likely to reach this grougasocial networking (Faceboog) digital media

(Trademe oNZHeald).

o Possible following on Twitter if deemed relevanyttarget audiencend likely to
visit the Fire Service web page.

Asian people

. St A S @nbre ieéds i beWone to promote fire saf@and Ikely to say that
they would pass fire safety messages on to those they care about.

Likely to reactthis group via social networking (Facebookiigital media
(Trademe or TVNZ).

Y e BSOSt 7 o Very likely to be awa of advertising in this arena anétdly to visit the Fire

RSP Service web page.
o Social networking likely to be a good way of disseminating the message acr¢
thisgroupk & G KS& INB ftA1Ste (2 LI aa Iy
Most likely to believe they are already fire safety conscen therefore, do not
need any more information
Very unlikely to engage via social media.
0 Many nota member of social media sites
o0 Those that arenembers of social networksdo not trust information from
Older people

social media sites and spend little time per day on these sites.
0 Low use of smart phones for access to the Internet.
Targeted informatiorshould bedistributed using traditional means (e.gelevision
and newspaper)

Least likely to believe that fire safety messages are important or that they need
be passed on
o Targeted advertising/ould need toaddress this perception.
If engagedyerylikely to reach this group via social networking (Facebookiigital
media (Trademe or Stuff)
o Very likely to be awa of advertising in this arena.
o0 Spend most time (compared to other target groups) on these sites per day.
0 Most likely to join a F& Service Facebook page
0 Most likely to have a Twitter accouniay follow the Fire Service.
However would need to be very engaging to target group to ensure this metho
disseminagd anyinformation.

Young people
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TARGET GROUP RECOMMENDATIONGont.)

People wvith a
disability

People who live in
rural areas

Renters

People in low income
households

Small medium sized
business owners

Are likely to agree that there is a need for fire safety messages and would pass 1

on to people they care about.

Suggestion that the cost of a fire alarm is a concern to some people in this groug

(who are also careful about how theyespd their money)

0 This could be an areaf focus foradvertising.

Unlikely to engage with the Fire Service online or via social media.

0 Many not a member of social media sites,

0 Those that are a member, do not trust information from social media sites anc
spend little time per day on these sites.

Targeted information should be distributed using traditional means (Elgvision

and newspaper)

More likely to have an independenproactive attitude towards fire safety

o Likely to agree that they like to be in control and only two fifths believe that the
Fire Service would get to a property fire in time to save their life.

Less likely to have engagement using social or digital media

o Small potential to reach some of this ¢t audienceiaFacebook, Trademe anc

Stuff).
o More likely to reach this audience via traditional means (television and
newspaper)
A Likely that information will be passed around family and friends if considere
relevant.

Likely to take responbility for their fire safety.

0 Most likely to say that they would visit the Fire Service online and that housel
fires are not beyond their controlLikely to say that they would pass fire safety
messages on to those they care about.

Likely to reach thigiroup via social networking (Facebook) or digital media (Trade

or Stuff).

Very likely to be aware of advertising in this arena.

Spend a lot of time (compared to other target groups) on these sites per day.

Very likely to visit Fire Service online

Likelyto join a Fire Service Facebook pamel reasonably likely to follow the Fire

Service ormwitter.

Likely to have an independénpro active attitude to fire safety.

o0 Less likely than other groups to say they would pasrersafety messages to
friends.

o Fewer respondents (than in other target groups) agree that a serious house fi
would not happen in their house.

Unlikely to engage with the Fire Service online or any social or digital media.

0 A guarter (23%) do not havepaofile on social networking sites.

0 72% spend half an hour orde on social networking per day and 18% use the
Internet a few times a week rather than daily.

o0 One fifth still use dialup

o0 Low use of smart phones for access to the Internet.

This group arenore likely (than other target groups) to be involved in commur

activities which maybe a method of engaging with them.

Most likely to believe they are already fire safety conscious and therefore, do not

need any moe information.

Very unlikely to engage via social mediagenerate interest fothe Fire Service

website

0 Half could not see a reason why their business would visit the Fire Service
website.

o Many not a member of social media sites

0 Those that are a mendn, do not trust information from social media sites and
spend little time per day on these sites.

O O O O
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3. Characteristics of thegeneral publicat risk target

groups

It should be noted that each target group is not mutually exclusiéhile all respogdets meet }he key A
criteria for each specific panel there will be some who, doe instanceA y G KS 2f RSNJ LIJS2 LX !

may also have a disability and be renting.

TARGET GROUP _ KEY DEMOGRAPHICS

Significantly younger group with 71% underygérs, of which 20% under 30 yea

The Asian target group (83%) are significantly more likely to be university edu
than the other target groups

Most likely to describe themselves as liking to be in control.

Very likely to describe themselves ageofsurfing the web.

Asian people

an2NR FyR tI OAFAO LIS2 LY thaa otherSyidiibsozsdy 3
that they have dependent children aged under 18 (58%)

an2NAk tI OATF? - Likelytosay they are careful about what they spend when they are out.
Often surf the web and arlikely to have Sky TV.

Most likely to say they read the papevery day
Three fifths say they have Sky TV.

aiblar syl Two fifths say they often surf the web (lower than any other target group).
- Most likely to say all statements apyitythem.
Young people - Very likely to say they often surf the web.

Over half (54%) state they have hearing trouble while a further 40% say they

mobility issues and 25% state that they have agility issues lfemngding etc)
People with a disability - Less likelyo agree that any of thpsychographistatements apply to them.
Most likely to say they read the newspapmrery day

Likely to say that they like to be in control.

PEEEIE e (1S 1 U] Agree that they are careful about spending money whesythre out.

areas

Renters Very likely to say they often surf the web.

The low income target group were significantly more likely to live in a single a(
(aged 18+) household (58%) compared to the other target grebpsvever, this
Low Income does not trarslate to this group having young childreB0% state that they do not
Very likely to say thegre careful about spending money when they are out.

Most have 15 employees.
Small/ medium sized - A quarter are office based.
business owners - 90% have a busess in the public sector.
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4. Detailed findings

In total, 82 people identified with being Asian in this sutvey

The graph below shows the proportions of this group w
scored the psychographic characteristiatsinents between a
7 and 10 (applies to them); 76% of this group say that t
often surf the web

loften surf the web

When | go out I'm careful about how much I spend
Ilike to be in control

| read the newspaper nearly every day

I keep up with the latest trends in technology

I'have Sky TV

| regularly watch sport on TV

loften eat out at restaurants

| often feel under pressure

I'am sick of being told what | can’t do

I enjoy gardening

I'm involvedin alot of voluntary community activity
I keep up with the latest trends in music and fashion
loften go out to pubs or clubs

¢tKSe IINB |faz2 ftA1Stfe (2 RS,
agree with the statementV ¢ K Sy L1 am 2arefldaliokt
K26 YdzOK Ily Ra LJISY:R QO 3 NIJBKS to (h& In
controlQ This control also features in Asian attitudes towal
fire safety.

A Internet access

The majority (95%) of this target group have broadband
home. A relatively lage proportion (in comparison with thi
other target groups) accessed this survey from wo#0% did
Sso.

This group are likely to access the Internet several times a
(83%)-0KS alYS LINBLRNIAZ2Y | &
the other groups surveyke

A Social networking

Asian respondents were likely to have a profile on the majc
of social networking sites.

UMR Research Limited

In this group, 13% were not a member of a
social networking site Of those who are not ¢
member, 73% are not interested in joining a
36% do not trust social networking with the
personal information.

The chart below shows the majority (55%) w
use social networking sites, spend less than
minutes a day on these sitegust over a quarte
(28%) spend between 30 minutes and an hoar
these sites.

The main mode of access to social networking
digital media sites is from a laptop comput
(76%), just under thredifths (59%) said that the)
access these sites from a desktop computer ¢
17% from a smartphone One in 10 (9%) Asia
people use a tablet to access these sites.

Facebook was the most popular networking s
(79% have a profile on this site and 85% of th
who have a profile, classed this as their favoul
social network site) followed by 26% who hac
profile on YouTub (6% said this was the
favourite site) and 21% on LinkedIn (3% state |
is their favourite social networking site).

Orkut is most popular among Asian responden
13% have a profile on this site which
significantly more when in comparison with\al
other target group.

Question: How many hours a day on average do you sy
on social networking sites?

H Less than 30 minutes

H Between 30 mins and an

hour

H Between 1 and 2 hours

M Between 2 and 4 hours

i Between 4 and 8 hours

i More than 8 hours

Base: All a member of a social networking site (n = 71)
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Over half (55%) of memberd a social networking site state
that they were avare of advertising in the last threasits they
have made.

31% of Asian respondents said that they have been usingl<
networking sites for between onand two years, almost twe
fifths (38%) say thehave beenusing them for between twc
and five years while one irl0 (11%) say that they haveeen
using them for more than fivgears

Overall, Asian respondents disagree that they trust
information obtained via social networking sited9% of thee

who are a member say that they do not trust information

these sites while a further 14% say they are unsure whe
they trust the information on these sites or not.

Asian respondents were most likely to speak with close frie
over social networkig sites (80%) and unlikely to engage w
strangers (only 5% did so).

The chart below details the main usage of social networl
sites among Asian respondents.

Question: What do you mainly use social networking sites for?

& & \)@" & . .
g & & & .
L& & &S é»“\s.fb\é &S S N
& & F P & & & & g S
xS o L & CHNCA O &
& @ & &8 ¥ < .\((\ » & & Q
& & E e Y o
& & 5 & 8 &
S 5 o
& & ° &
<& R
&

Base: All a member ofsocial networking site (n = 71)
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A Digital media

The most popularlyvisited digital media site
among Asian respondents was trademe.co
(83% use this site, 35% state that it is th
favourite digital media site) followed b
nzheald.co.nz (63%19% rate it their favourite]
and seek.co.nz (50% use. itbnly 2% of Asial
respondents stated that they do not use any
the sites listed.

76% of Asian respondents stated they use dig
media to find information while a further 67¢
state that they use it for entertainment Just
over half (52%) purchase online.

A Accessing New Zealand Fire Service onli

Asian respondents are significantly more lik
than other target groups to visit the Ne
Zealand Fire Service online (60% saigyt
would visit)

Asian respondents are significantly more lik
to follow the Fire Service via FacebooRk8%
said they would join the Fire Service Faceb
page However, 72% said they would not follo
the Fire Service on Twitter although a
significant proportion in comparison (20%) se
they are unsure if they would follow the Ne
Zealand Fire Service on Twitter.
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TARGET GROUP - ASAN RESPONDENTS

A Fire safety: Perceptions and Actions

When asked to rate statements around fire safety on aleséeom O- 10 where 10 is strongly agree, Asi
NBalLRyRSyiGa O2yBANRS NI FKSIvRen G0 X d2eCagree with this statemer
60a02NB 06Si6SSyYy 71 | YR wmdoing eveyyRingmpossibledoSptekest thé rifiiing B dheirl
househol@ ®

Almost a fifth (18%) of Asian responder Question: Using a scale from 00 where 0 means you strongly disagree and 1
agree (scorébetween 7 and 10) that it i means you strongly agree how much do you agree or disagree with the folloy

okay to leave matches or lighters withi statements?

reach of children This may be reflective am very safety conscious
27T ﬁ KS CQ’ y- l.II N:E f Q Y I | |am doing everything possible to prevent the risk of fire
characteristicof this target group This I had afire 2t my property, | think the fire serice would arive in.
flndlng was much hlgher than recorded I pass on fire safety messages to those | care about
the other target groups. More needs to be done to get people to take notice of fire safety...

Aserious house fire is not something that is likely to happen in my...
Taking risks with fire is part of human nature

Aslong as children have been taught not to play with lighters or...

Most causes of serious household fires are beyond the...

Cost of smoke alarms has made me think twice about installing one

BaseAll who said agree {Z0)
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TARGET GROUP - M' OR/ PAQHCRESPONDENTS

Overall, 115 respondents surveyed identified themselves as b
I anzNA 2NJ t | Thé Grapld belowdshowy RS
proportions d this group who scored the psychograpt
characteristic statements between a 7 and 10 (applies to the

T M2 \dhlergtheygo out, they areareful about how much the
spendd YR cprhaval & kxS e AW ofteniskrt
0KS .6S00Q

Question Here are some things people sometimes say about themsel¥sing a

scale of 810, where 0 means that the statement definitely does not apply anc

means the statement does apply to you, how much do the following appl
ou?

When | go out I'm careful about how much I spend —

loften surf the web

| have Sky TV

Ilike to be in control

I read the newspaper nearly every day
| enjoy gardening

I regularly watch sport on TV

| often feel under pressure

I keep up with the latest trends in technology

I'm involvedin alot of voluntary community activity
loften eat out at restaurants

I am sick of being told what | can’t do

| keep up with the latest trends in music and fashion

| often go out to pubs or clubs
T

Base: All who said applies10)
A Internet access

The majority (94%) of this target population have broadbanc
home and 83% completed this survey within their own home; 1
completed it at work.

Just under twethirds (63%) of this target popafion use the
Internet several times a day while around a fifth (22%) use |
least once a day; 14% said they log on a few times a week.

A Social networking

an2NA FyR tIFIOAFTAO NBalLRyRSy
social networking site In this group,15% say that they are not
member of any site Of those who are not a member, 71% s
that they are not interested, 47% say they do not trust thesess
with their personal information and 12% state they do not kn
how to join- higher than any other target group.
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The chart below shows just over half (52%) w
use social networking sites, spend less than
minutes a day on these sitesA quarter (24%)
spend between 30 minutes and an hour on the
sites.

The main means of accessing social network
or digital media sites is from either a laptc
computer (68%) or a desktop computer (63%)
fifth (18%) use a smartphone.

Facebook was the most pofar networking site
(74%have a profile on this site and 7986those
with a profileclassed this as their favourite soci
network site) followed by 41% who had a prof
on Oldfriends and 21% on YouTube.

A large proportion of a n 2 Nhd Pacific
respondents (in comparison to the other targe
groups) were aware of advertising in the las
three visits to a social network site 67% said
they were aware similar in proportion to those
under 30 years old.

Question: How many hours a day on average do youdsy
on social networking sites?

M Less than 30 minutes

M Between 30 minsand 1

hour

M Between 1 and 2 hours

W Between 2 and 4 hours

M Between 4 and 8 hours

W More than 8 hours

Base: All a member of a social networking site (n = 98)
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TARGET GROUP - M' OR/ PAQHCRESPONDENTS

A quarter (26%) of this target group have been usingadmetwork sites for between onendtwo years Almost half
(48%) have beeunsing these sites for between two and fiyears and 13% say that they have been using tf@mover
fiveyears

a n 2 WA Pacific respondents are divided about whether they trust the information they obtain from s
networking sites; 44% state that they do trust the information on these sites while 38% say they do not trt
informationfrom these sites In total 18% are unsure whether or not they trust information on social networking si

an2NA yR t+FOAFAO NBaALRYRSyda FINBE Y2NB tA1Ste (2
other target group (11% sahat they do speak with strangers)rhe majority however, speak with family (75%) ar
close friends (77%).

Question:What do you mainly use social networking sites for? A Accessing New Zealand Fire Serv
90 - online
80 -
o | f (K2dZAK &A3YATAO M
50 - Pacific respondents are likely to visit the N¢
o Zealand Fire Service online (58% said t
20 | would visit), these respondents are not ket
10 to follow the Fire Service via Facebook
o o o e o e Ch e e s e Twitter - 58% said they would at join the
o @y&f& 6&@\‘* @&Q@@“ E %’o‘@%“’@@"‘\ & & g Fire Service Facebook page and 80% wc
P \@f AR &Q«#’ S not follow the Fire Service on Twitter
& ° o & &
¥ @cf‘ QF’QOQ c@oo
(&e“i + <«

Base: All a member ofscial networking site (n =89
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TARGET GROUP - M' OR/ PAQHCRESPONDENTS

A Fire safety: Perceptions and Actions

an 2audt | OATAO NBaLRYyRSY tedy saiedy andoiRBMen ifickniey b ré 3% agre&(rate thi
adFdSYSyld o06S0G6SSy I 1 I ¢gbiRg evenythingTpgssibleadSpreieftdh® risk &f i in It
househol@® @

To: 2Fandtnl2ZQMTFA O NB & LR yherSyeéds to beddude & geedple do take notice of fire safet

message® 6 (0 KS KAIKSAD (32N F2N) KA & adl GSYSpasds oh firesgie
messages to those | care abQut

These attitudes could be utilised to promote fire safety amongrggeups and indicate that, if the Fire Service is €
to engage this group on social media, it is likely that any messages would be spread efficiently.

Question:Using a scale from-0L0 where 0 means you strongly disagree and 10 In comparison with the other target groups,
means you strongly age how much do you agree or disagree with the following NBI &2 VI of & KA 3K laddl
statements?

Pacific respondents (12%) agree tltae cost
of smoke alarms have made them think twi
about installing one.

1am very safety conscious

|am doing everything possible to prevent the risk of fire

More needs to be done to get people to take notice of fire safety...

| pass on fire safety messages to those | care about

If I had a fire at my property, | think the fire service would arrive in...

Aserious house fire is not something that is likely to happen in my...

Taking risks with fire is part of human nature

Cost of smoke alarms has made me think twice about installing one

Most causes of serious household fires are beyond the...

Aslong as children have been taught not to play with lighters or..

=
—
=
o
=
wa
=
.
=
w
=
o
=
—
=
oo
=]
o
=

Base:All who said agree {X0)
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Overall,342 respondentsvere recorded in the 65+ agarget
group.

The graptbelowshows the proportions of this group who scort
the psychogrghic characteristic statements between a 7 and
(applies to them);this group appear to be home based1%
RSaONXOS (i fre&livigiti indvSpapertndarlyevery @
g KAT S ¢ m:havd ISRT\QI Fdfifths?(60%) say tha
When they go outhiey are careful about how much they sp&d

Question: Here are some things people sometimes say about themsel
Using a scale of-00, where 0 means that the statement definitely does r
apply and 10 means the statement does apply to you, how muctthdo
following apply to you?

I read the newspaper nearly every day 1

I'have Sky TV )

When | go out I'm careful about how much | spend )
llike to be in control |

I enjoy gardening )

I'minvolvedin a lot of voluntary community activity |
I regularly watch sport on TV )

loften surf the web |

I keep up with the latest trends in technology )

I'am sick of being told what | can’t do )

loften eat out at restaurants |

I often feel under pressure )

I keep up with the latest trends in music and fashion )
| often go out to pubs or clubs ]

Base All who said applies ¢10)
A Internet access

The majority (92%) of this target population have broadbanc
home, 8% have dial up93% completed this survey within the
own home.

Just umer two-thirds (56%) of this target population use tt
Internet several times a day while around a fifth (21%) use

least once a day Just less than a fifth (18%) said that they
online a few times a week.

A Social networking
Those aged 65+ aredst likely of the target groups to have

profile on a social networking site; as many as 54% say that
are not a member of any social network site

UMR Research Limited

Of those who are not a member, 78% say that tt
are not interested and 35% say they do not trt
these sites with their personal information.

The chart belowshows the majority (72%) who us
social networking sites, spend less than 30 minute
day on these sites.

The main means of accessing social networking
digital media sites is from eitherdesktop computer
(76%) and less so, a laptop computer (40%).

Facebook was the most popular networking site (3
have a profile on this site and 68% of this group w
have a profile classed this as their favourite so
network site) followed by 16% whioad a profile on
Oldfriends (14% said this was their favourite site).

Awareness of advertising amongst those who v
social networking sites was lowb6% state that they
are not avare of advertising in the last thregsits to
a social network site- the highest level of nor
awareness across the targeted groups.

A fifth (22%) of this target group who have a prof
have been using social network sites for less tha
year. A third (33%) hee been using them fo
between oneand two years and a furtheB1% say
they have been using these sites for betwevo
and fiveyears

Question:How many hours a day on average do you spend or
social networking sites?

H Less than 30 minutes

M Between 30 minsand 1

hour

M Between 1 and 2 hours

W Between 2 and 4 hours

W Between 4 and 8 hours

W More than 8 hours

Base: All a member of a social networking site (n = 156)
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Respondents aged 65+ are divided about whether they tr A Digital media
the information they obtain from social networking site
42% state that they do trust these sites while 42% say 1
do not In total 16% are unsure whether they tru
information on social networkig sites or not.

The most popularly visited digital media site amc
respondents aged 65+ was trademe.co.nz (70%
this ste, 26% state that it is their favourite digiti
media site) followed by nzherald.co.nz (44%3%
rate it their favourite) and Yahoo!Xtra (43% use
25% rate it their favourite)

These respondents are more likely to say that they sp
with their family (50%) or close friends (39%) on so

network sites.

The chart below details the main usage of social networl

sites among those aged 65+.

Question:What do yu mainly use social networking sites for?

60
50
40
30
20
10

o o ¢ @ .
& > NN Ry S A <
& @ & Q‘Q\ \Q\(}o &é\ R o é‘é\ (_,o“\lb q,\“@ & &\\«@' z\qﬁ(\ &
& ) 2 ) &
‘\4\‘& &0 & (3& beo" N "o“\ a*g (\&6’ 66‘"\ é\e (‘200
F & S T CEE
(\‘0 & & & zﬁ“ & <0 &
x5 & o
> ) 9 > &
& & & &
& ':(\ o“
& & R B
o &R &
9
& &

Base: All a member of acal networking site (n = 156)

UMR Research Limited

92% of 65+ year old respondents stated they 1|
digital media to findinformation, 47% state tha
they purchase online while a further 24% state tr
they use it for entertainment.

A Accessing New Zealand Fire Service online

The fact that these respondents do not use t
Internet as much as the other target groups has
impact on the propensity to visit the New Zeala
Fire Service online (47% said they would not vi¢
significantly more than other target groups)

Following from this, these respondents would n
follow the Fire Service via Facebook or Twitt84%
sad they would not join the Fire Service Facebc
page and 91% would not follow the Fire Service
Twitter.
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A Fire safety: Perceptions and Actions

The finding that respondents aged 65+ are unlikely to go ontine
fire safety information is also compounded by the fact that the
respondents are significantly more likely to believe that they
safety consciousvhen it comes to fire- 88% agree with this
aldl G6SYSyd | yR drefdoingdeSdrytiSglpdsdaiitd
prevent the risk of fire in their househQl@p

Question:Using a scale from 010 where 0 means you strongly disagree and

means you strongly agree how much do you agree or disagree with the follc
statements?

|am doing everything possible to prevent the risk of fire ]

| am very safety conscious ]

If I had a fire at my property, | think the fire service would arrive in.‘.i
I pass on fire safety messages to those | care about ]

More needs to be done to get people to take notice of fire safety.‘._
Aserious house fire is not something that is likely to happen in my.‘.i
Taking risks with fire is part of human nature ]

Most causes of serious household fires are beyond the.:

Cost of smoke alarms has made me think twice about installing one ]

Aslong as children have been taught not to play with lighters or...

Base All who said agree {Z0)
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Positively, the 65+ year olds are very unlik
to agree with the statement the cost c
smoke alarms has made me think twi
about installing one (only 6% agree).
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TARGET GROUP - RESPONDENTSAGED UNDER 30

Overall, 112 repondents surveyed identified themselves as be
aged under 30 (and above 16 years old)

The graphbelow shows the proportions of this group who scort
the psychographic characteristic statements between a 7 anc
(applies to them)85% describe then&t @ S d@ftenlsdrfingdthe
webQ ¢ KAE S c liReto Belirtconfr®® SBEY R ¢ /%
YKSy GKSe 3I2 2dziz GKS@& | NB.

Question:Here are some things people sometimes say about themselvsisg

a scale of .0, whee 0 means that the statement definitely does not apply a

10 means the statement does apply to you, how much do the following app
ou?

I often surf the web

Ilike to be in control

When | go out I'm careful about how much | spend

I have Sky TV

| often feel under pressure

I keep up with the latest trends in technology

I read the newspaper nearly every day

| regularly watch sport on TV

I often eat out at restaurants

I'am sick of being told what | can't do

| enjoy gardening

I'keep up with the latest trends in music and fashion
| often go out to pubs or clubs

I'm involvedin a lot of voluntary community activity

Base All who said applies ¢10)
A Internet access

The majority (99%) of this taety population have broadband &
home and 74% completed this survey within their own hor
22% logged in at work.

83% of this target population use the Internet several times a
while around one il0(11%) use it at least once a day.

A Social networkig

Respondents aged under 30 are very likely to have a profile
social networking site

Only 4% of this target grougay that they are not a member ¢
any site Of those who are not a member, 100% say that they
not interested, 75% say they dwot trust these sites with theil
personal information and 25% state they had joined once but
not enjoyed it.
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The chart below shows 36% who use sor
networking sites, spend less than 30 minutes a «
on these sites while a further 30% spend betwe
30 minutes and an hour on the sitethe longest
time any of the target groups spend on these site

The main means of accessing social networking
digital media sites is from either a laptop comput
(76%) or a desktop computer (58%Just under
three in 10 (28%) use a smartphone; 7% use
tablet.

Facebook was the most popular networking s
(96% have a profile on this site and 91% who h
a profile classed this as their favourite soc
network site) followed by 33% who had a profile -
YouTube A number of respondents aged under .
also have a profile on Oldfriends (30%) and Twi
(19%).

A large proportion of respondents aged under
(in comparison to the other target groups) a
aware of advertising in the last threeisits to a
social netwak site- 66% said they were aware.

16% of this target group have been using so
network sites for betweetne andtwo years while
58% have been using them for betweemo and
five years A quarter (24%) have beersing these
sites for more than fivgears.

Question:How many hours a day on average do you spend
social networking sites?

M Less than 30 minutes

H Between 30 minsand 1

hour

H Between 1 and 2 hours

M Between 2 and 4 hours

i Between 4 and 8 hours

i More than 8 hours

Base: All a member of a social networking site (n = 108)
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TARGET GROUP - RESPONDENTS AGED UNDER 30

Those aged under 30 are divided about whether they tr
the information they obtain from social networking sites; 4.
state that they do trust information from these sites whi
43% say they do not trust information from these sitels
total 16% are unsure whether they trust social network

sites or not.

Young respondents are more likely to say that they sp

with close friends on social network sites (89%).

The chart below shows the main usage of social networl

sites among young people.

Question:What do you mainly use social networking sites for?

90
80 -
70 -+
60 -
50 -
40 4
30 +
20 -
10

& & RS & QO & & &8
BN g I I i
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_(\u &K o <& & (\kx _(\oo <0
s & & 3 =
& < & N
L le S &

Base: All a member of adal networking site (n = 108)
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A Digital media

The most popularly visited digital media site amc
respondents aged under 30 was trademe.co
(86% use this site, 31% state that it is th
favourite digital media site) followed by stuff.co.r
(66% use it 32% rate it their favourite) and TVN
(64% use it 7% rate it their favourite)

84% of young respondents stated they use dig
media to find information while a further 72% sta
that they use it for entertainment 63% state that
they purchase online.

A Accessing New Zealand Fire Service online

Young respondents are significantly more likely
visit the New Zealand Fire Service online (56%
they would visit), and a significant propiom

would join the Fire service Facebook page (44%
they would), however, a further 44% said thi
would not join the Fire Service Facebook page |
87% would not follow the Fire Service on Twitter.
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TARGET GROUP - RESPONDENTS AGED UNDER 30

A Firesafety: Perceptions and Actions In comparison with the other target group:
young people are also less likely to agree w

Young respondents are the least likely target group to cons G KS & ( II(p&s¥ By fire rHésges to

themselvessafety conscioug/hen it comes to fire 69% agree with  those they care abot 48% agreed.

GKAA adraSyYySyid I yR 2dbihgevepytiing

possible to prevent the kof fire in their househofd ® These attitudes need to be address
effectively to be able to promote fire safety t

hyte nm: 2F @2dzy3 MNBenkdAstidb® doit  this target group.

to get people to take notice of fire safety messdg&s

Question:Using a scale from 010 where 0 means you strongly disagree and
means you strongly agrdeow much do you agree or disagree with the followi
statements?

| am very safety conscious -_
1am doing everything possible to prevent the risk of fire -_
If I had a fire at my property, | think the fire service would arrive m.‘.r_
I pass on fire safety messages to those | care about -_
More needs to be done to get people to take notice of fire saferv.‘.i_
Aserious house fire is not something that is likely to happen in mym—_
Taking risks with fire is part of human nature __
Cost of smoke alarms has made me think twice about installing one 7-
Aslong as children have been taught not to play with lighters or.‘.-

Most causes of serious household fires are beyond the... I

0 20 40 60 80

Base: All who said agree-10)
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In total, 219 respondents surveyed identified themsslvas
having a disability

The graphbelow shows the proportions of this group who scort
the psychographic characteristic statements between a 7 anc
(applies to them);c ¢z RSAONR OGS réalif) Yike:
newspaper nearly every d@y ¢ KA f S i lpiren tHey §o
2dzi> GKS@ I NB O NBTdzf. 59%0s2yditiey
Yke to be in contr@

Question:Here are some things people sometimes say about themselJssg

a scale of 0, where 0 means that the statement definitely doext apply and

10 means the statement does apply to you, how much do the following app
ou?

| read the newspaper nearly every day ]

When! go out I'm careful about how much I spend )
Ilike to be in control |

I have Sky TV )

I often surf the web |

I'enjoy gardening ]

| often feel under pressure )

I'minvolvedin alot of voluntary community activity )
l'am sick of being told what | can’t do )

I regularly watch sport on TV )

I keep up with the latest trends in technology )

I often eat out at restaurants |

I keep up with the latest trends in music and fashion )
I often go out to pubs or clubs |

Base: Awho said applies ¢10)
A Internet access

Nine in 10 (89%) of this target population have broadband
home and 10% hav dialup; 91% completed this survey with
their own home.

63% of this target population use the Internet several times a
while 15% use it at least once a ddy fifth (20%) use the Interne
a few times a week.

A Social networking

Respondents witta disability are somewhat less likely to have
profile on a social networking siteln this group,38% say that
they are not a member of any site

Of those who are not a member, 73% say that they are
interested, 44% say they do not trust theseesitwith their
personal information and 13% state they had joined once but
not enjoyed it.
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The chartbelow shows the majority (69%) who ut
social networking sites spend less than 30 minute
day on these sites

The main means of accessing sociaiworking or
digital media sites is from either a deskic
computer (74%) or, to a lesser extent, a lapt
computer (44%).

Of those who are a member of a social network s
Facebook was the most popular (51% have a prc
on this site and 67% who haegeprofile classed this
as their favourite social network site) followed |
21% of respondents with a disability who had
profile on Oldfriends and 12% who had a profile
YouTube.

Half (50%) of respondents with a disability who t
social networking séis say they were aware ¢
advertising in the lastthree visits to a socia
network site.

A quarter (24%) have been using these sites for
than a year and 29% for between omad two
years 35% of this target group have been usi
sccial network sitegor between twoandfive years

Question:How many hours a day on average do you spend ¢
social networking sites?

M Less than 30 minutes

W Between 30 minsand 1

hour

M Between 1 and 2 hours

H Between 2 and 4 hours

H Between 4 and 8 hours

il More than 8 hours

Base All a member of a social networking site (n=135)
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Overall, those with a disdily do not trust the information
they obtain from social networking site€1% state that they
do not trust the information they get from these sites wh
30% say they do trust the information from these sitds
total 30% are unsure whether they trugnformation from
social networking sites or not.

Respondents with a disability are more likely to say that tl
speak with family on social network sites (64%).

The chart below details the main usage of social networl
sites among respondents who tea disability.

Question:What do you mainly use social networking sites for?
70
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Base: All a member of acal networking site (n = 135)
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A Digital media

The most popularly visited digital media site ama
respondents witha disability was trademe.co.n
(72% use this site, 33% state that it is their favoul
digital media site) followed by TVNZ (44% use
7% rate it their favourite) and stuff.co.nz (43% L
this site- 14% rate it their favourite)

85% of respondentwith a disability stated they us:
digital media to find information 48% state that
they purchase onlineA further 33% state that the)
use it for entertainment.
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A Fire safety: Perceptions and Actions Question:Using a scale from 010 where 0 means you strongly disagree a
10 means you strongly agree how much do you agree or disagree witl

i ?
Respondents with a disability are very likely following statements

consider themselvesafety consciousvhen it Lamverysafety conscious
COmevS to fire- 80% agree Wi\th’th\is Statem?r I.am doing everything possible to prevent the risk of fire [
I )/ R T T:.2 0St A ($3ﬁ£$ evelflyfhlﬁg Moreneedsmbedonetogetpeopletolakenot\ceofhresafetv.‘.-—
pOSSibIe to prevent the risk of fire in the I pass on fire safety messages to those | care about ——
househol@® @ If1 had a fire at my property, | think the fire service would arrive i, ————

R A ; Aser'\oushousefireisnotsomelhmgthatis\ikelytohappeninmv...-=
69% of theseNJb & LJ2 )f RS )/ imére @deeds Taking risks with fire is part of human nature -=
to be dAone to get people to take notice Of fl Mostcausesofserioushouseho\dfiresareheyondlhe.‘.-=
%I T S'Mhlé mlo/(,’ Of responqeqts V,VIth i Cost of smoke alarms has mace me think twice about installing one -=
RA é I 0 A f A u éheyl pESN‘BrS ﬁI’EUSdeEt Aslongaschi\drenhavebeentaughlnoltoplayw\lhhghlersor.‘.-=
messages to those they care abQutBoth of
these findings could be utilised in protivy fire powon s oW
safety amongst this group. Base: All who sd agree (710)

The cost of installing an alarm is slightly more of a conceri
respondents with a disabilitym H"> | 3 NtBeSostth&simiade
them think twice about installing oliz®
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TARGET GROUP - RURAL RESPONDENTS

Overall, 95 respondents swayed said that they lived in a rur:
area

The graphbelow shows the proportions of this group wh
scored the psychographic characteristic statements betwee
7 and 10 (applies to themf yi2 RS & ONXR 6 S liké
being in contrd & K A f Si Kcwidesn thiygd out, they ar
OF NEFdz | 062dzli K26 Y dzd K BaveéSKy
¢ £Q

Question:Here are some things people sometimes say about themsel
Using a scale of-00, where 0 means that the statement definitely does r
apply ad 10 means the statement does apply to you, how much do
following apply to you?

Ilike to be in control |

When | go out I'm careful about how much | spend :—

I have Sky TV

| read the newspaper nearly every day :—

| enjoy gardening

l'often surf the web

I regularly watch sport on TV

I keep up with the latest trends in technology
I'minvolved in a lot of voluntary community activity
I am sick of being told what | can’t do

| often feel under pressure

I often eat out at restaurants

I keep up with the latest trends in music and fashion
| often go out to pubs or clubs

Base: Awho said applies ¢10)
A Internet access

The majority (92%) of this target population have broadban
home and 83% completed thsurvey within their own home.

56% of this target population use the Internet several time
day while a fifth (20%) use it at least once a day or a few ti
a week.

The main means of accessing social networking or digital

sites is from either adesktop computer (69%) or a laptc
computer (56%) Just over one 10 (11%) use a smartphone.

UMR Research Limited

A Social networking

Rural respondents are less likely than other tar
groups to have a profile on a social networking sii

In this group,27% say thathey are not a membel
of any site Of those who are not a member, 81
say that they are not interested, 42% say they
not trust these sites with their person:
information.

The chartbelow shows the majority (68%) who us
social networking sites spéd less than 30 minutes
day on these sites

Again, Facebook was the most popular network
site amongst rural respondents (62% have a prc
on this site and 74% of those who have a pro
classed this as their favourite social network si
followed by Oldfriends (36%) and LinkedIn (13%)

Over half (54%) of rural users of social network
sites were aware of advertising in the latree
visits to a social network sites.

13% of this target group have been using so
network sites for less thaa year 48% have beer
using them for betweerone and two years and a
third (33%) have beeusing these sites for betwee
two andfive years.

Question:How many hours a day on average do you spend ¢
social networking sites?

H Less than 30 minutes
i Less than 30 minutes
i Between 1 and 2 hours
LI Between 2 and 4 hours
I Between 4 and 8 hours

H More than 8 hours

Base: All a member of a social networking site (n = 69)
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TARGET GROUP - RURAL RESPONDENTS

Rural respondents are more likely to say they do not trust
information they obtain via social networking site$6% state
that they do not trust these sitewhile 29% say they doln

total 25% are unsure whether they trust social network
sites or not.

Rural respondents are more likely to say that they speak \
family or people who live far away on social network si
(61% each).

The chart below detés the main usage of social networkii
sites among rural respondents.

Question:What do you mainly use social networking sites for?

Base: All a member ofsicial networking site (n = 69)

UMR Research Limited

A Digital media

The most populayl visited digital media site amon
rural respondents was trademe.co.nz (82% use
site, 42% state that it is their favourite digit
media site) followed by stuff.co.nz (60% us€0d%
rate it their favourite) and TVNZ (49% use it)

88% of rural rggondents stated they use digite
media to find information 66% state that they
purchase online while a further 458tate that they
use it for entertainment.

A Accessing New Zealand Fire Service online

Although rural respondents are likely to visit tt
New Zealand Fire Service online (53% said 1
would visit), these respondents are less keen
follow the Fire Service via Facebook or Twitte
Over 67% said they would not join the Fire Sen
Facebook page and 89% would not follow the F
Service ormwitter.
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TARGET GROUP - RURAL RESPONDENTS

A Fire safety: Perceptions and Actions

Rural respondents are likely to consid
themselvessafety conscioushen it comes to
fire - 85% agree with this statement and 83
0StASOS ding &verythingldssibie Ro
prevent the risk of fire in their househQl@p

hyteée noz: 2F NHzNI £ iN
they had a fire at their property, the Fil
Service would arrive in time to save theirdife

This, and the responses to the oth
statements, may indate that rural
respondents will take a more proactiv
attitude to avoiding fire - this could be
employed in target campaigns to this group.

UMR Research Limited

Question:Using a scale from 010 where 0 means you strongly disagree and
means you strongly agree how mudhb you agree or disagree with the followir
statements?

| am very safety conscious -_
| am doing everything possible to prevent the risk of fire -_
I pass on fire safety messages to those | care about 7_
More needs to be done to get people to take natice of fire safely.‘.i_
If I had a fire at my property, I think the fire service would arrive inmr_
Aserious house fire is not something that is likely to happen in mym-—
Taking risks with fire is part of human nature -—
Most causes of serious household fires are beyond the.‘.i-
Aslong as children have been taught not to play with lighters or‘.i-

Cost of smoke alarms has made me think twice about installing one

0 10 20 30 40 50 60 0 8 9%

Base: All who said agree-10)
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TARCET CROUP - FENTERS

Even though they are distinct groups in terms of age, ren
and young people follow similar patterns in theviews and
usages In total, 80 respondents surveyed identified themseh
as renting their property.

The graphbelow shows the proportions of this group wh
scored the psychographic characteristic statements betweer
and 10 (applies to themB0% & & (i K lofien $uK tBeweld
g KAT S c diawheh lthdy ga ¢ut, ihey e careful abo
K2g YdzOK (KEER &LESYIRRSE?2 Wo S

Question: Here are some things people sometimes say about themsel
Using a scale of-00, whae 0 means that the statement definitely does n
apply and 10 means the statement does apply to you, how much do
following apply to you?

I often surf the web |

When | go out I'm careful about how much | spend |
Ilike to be in control |

I have Sky Tv |

I read the newspaper nearly every day |

| often feel under pressure |

| enjoy gardening |

I keep up with the latest trends in technology |

| regularly watch sport on TV |

| often eat out at restaurants |

I am sick of being told what | can’t do |

I'm invelvedin a lot of voluntary community activity |
I keep up with the latest trends in music and fashion |
I often go out to pubs or clubs |

Base: Awho said applies ¢10)
A Internet access

Nine in10 (91%) of this targepopulation have broadband a
home while the other 9% have dial upB9% completed this
survey within their own home.

75% of this target population use the Internet several time
day while 19% use it at least once a day

The main means of accessiragil networking or digital medii
sites is split across desktop computers (68%) laptop compt
(66%) and smartphones (30%Jhere is also a reasonably hi
connection via tablet (8%).

UMR Research Limited

A Social networking

Renters are very likely to have a profile arsocial
networking site

Only 9% say that they are not a member of any. s
Of those who are not a member, 86% say they
not trust these sites with their personal informatic
and 43% say that they are not interested.

The chartbelow shows the mayity (56%) who use
social networking sites spend less than 30 minu
a day on these sitesJust under a quarter (23%) si
they spend between 30 minutes and an hour
these sites.

Facebook was the most popular networking s
(80% have a profile on thisite and 78% of thos
who have a profile classed this as their favour
social network site) followed by 38% who had
profile on Oldfriends and 19% who had a profile
YouTube and LinkedIn.

56% of renters who use social networking sites
they were aware of advertising in the laghree
visits to a social network site.

49% of this target group have been usingciab
network sites for between twand five years, 29%
have been using these sites for betweene and
two years.

Question:How many hours day on average do you spend ¢
social networking sites?

M Less than 30 minutes

H Between 30 minsand 1

hour

H Between 1 and 2 hours

i Between 2 and 4 hours

i Between 4 and 8 hours

i More than 8 hours

Base: All a member ofscial networking site (n = 73)
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TARCEN CGROUP - FENTERS

Renters generally do not trust the information they obte
from social networking sites49% state that theylo not trust
information on these sites while 30% say they. dm total

21% are unsure whether they trust social networking sites

not.

Renters are more likely to say that they speak with cl
friends, friends and people who live far away on so

network sites (68%, 67% and 67% respectively).

The chart below details the main usage of social networl

sites among renting respondents.

Question:What do you mainly use social networking sites for?

80 -
70 -
60 -
50 -
40 -
30
20 -
10 -
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Base: All a member ofscial networking site (n = 73)
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A Digital media

The most popularly visited digital media site amc
renters was trademe.co.nz (90% use this site, &
state that it is their favourite digital media site
followed by stuff.co.nz (68% 15% rate it their
favourite) and NZHerald.co.nz (56% use this
and 18% rate it their favourite)

94% of renters stated they use digital media to fi
information, 69% state that they purchase onlil
while a further 63% state that they use it f
entertainment.

A Acessing New Zealand Fire Service onlir

Significantly, 73% of renters said they would v
the New Zealand Fire Service online and 38%
they would follow the Fire Service via Faceho
However, 80% said they would not follow the F
Service on Twidr.
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TARCEN CGROUP - FENTERS

A  Fire safety; Perceptions and Actions Question:Using a scale from-QL0 where 0 means you strongly disagree and 1
means you strongly agree how much do you agree or disagree with theviiod
. . statements?
Renters are very likely to consider themseh -
safety consciousvhen it comes to fire 75% am vry safty corscious |
agree W|th th|s statement but On|y 67% be”e | pass on fire safety messages to those | care about )
l‘j K S & doin @er in ossible tarevent More needs to be done to get peaple to ke notice of fire safety...
the riSk Of ﬁreg}\fl'] thEIﬁougseF)h(ﬂHqJ W |am doing everything possible to prevent the risk of fire )

If I had a fire at my property, | think the fire service would arrive in...
Aserious house fire is nat something that is likely to happen in my..

cd: 2F GKAA 3INEP dzpdssioh
fire safety messages to those they care al62

Cost of smoke alarms has made me think twice about installing one

Taking risks with fire is part of human nature

indicating that, if the Fire Service were able Most causes of serious household fires are hevondlhe‘._

target this group in social media, the messe As long as children have been laughlnotloplayw\thhghtersor.‘.-

is likely to be pased around their network o o w ow w W o 0 o m
friends.

BaseAll who said agree {Z0)

Renters are more likely than other targ
ANRdzLJA G2 RAal 3NBrBost.
causes of serious household fires are bey
the householders cont@l (70% disagree
suggesting that this group are more likely
take responsibility for their actions; this cou
be a good employ to target this hard to rea

group.
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TARGEFGROUP - HOUSSIOLDINCOV E<S0K

150 people identified as belonging to a household where
income was under $30,000 in this survey

The graphbelow shows the poportions of this group whc
scored the psychographic characteristic statements betw
a 7 and 10 (applies to themThe majority (76%) say the
When they go out, they are careful about how much tt
ALISYRAE S ppf AlS® X Seshdisas
NELZNI S6KBA2IRBBRYYAYIQ

Question:Here are some things people sometimes say about themsel
Using a scale of-00, where 0 means that the statement definitely does r
apply and 10 means the statement does apply to you, how much do
following apply to you?

When | go out I'm careful about how much | spend )
Iike to be in control =
| enjoy gardening
I read the newspaper nearly every day )
Ioften surf the web I —
I have Sky TV )
I'minvolved in alot of voluntary community activity )
| often feel under pressure =
I am sick of being told what | can’t do ——
I regularly watch sport on TV —
I keep up with the latest trends in technology —
I keep up with the latest trends in music and fashion :E
0

| often eat out at restaurants
| often go out to pubs or clubs

10 20 30 40 50 60 70 80

Base: Awho said applies ¢10)
A Internet access

79% of this target groups have broadband at home while :
use dialup Most (95%) accessed this survey from horiiais
group are likely to accesthe Internet several times a de¢
(46%) or once a dagZ¥o) although a fifth (18%) say that th
access the Internet a few times a week.

The main mode of access to social networking or di¢
media sites is from a desktop computer (79%), 29% said
they access these sites from a laptop computer.

A Social networking

These respondents were relatively unlikely to have a prc
on social networking sites

In this group, 23% were not a member of any soc
networking site Of those who are not a meber, 86% are
not interested in joining and 17% do not trust soc
networking with their personal informatian A further 14%
said they had joined once and had not enjoyed it.

UMR Research Limited

The chartbelow shows the majority (72%) who u:
social networking sites spenéss than 30 minutes i
day on these sites.

Facebook was the most popular networking s
(66% have a profile on this site and 73% of th
who had a profile classed this as their favour
social network site) followed by 34% of responde
who had a prile on Oldfriends.

Over half (55%) of members of a social network
site stated that they were aware of advertising
the last 3 visits they have made.

30% of respondents said that they have been us
socid networking sites for between onand two
years while almost twdifths (38%) say they hav
been using them for betweetwo andfive years.

Overall, these respondents are divided abc
whether they trust the information obtained vi
social networking sites 39% of those who are .
member say thathey do trust information on socia
networking sites while a further 37% say they do t
trust information from these sources A quarter,
24%, say they are unsure.

Question:How many hours a day on average do you spend
social networking sites?

M Less than 30 minutes

B Between 30 minsand 1

hour

i Between 1 and 2 hours

i Between 2 and 4 hours

L Between 4 and 8 hours

L More than 8 hours

BaseAll a member of acial networking site (n = 115)
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TARGEFGROUP - HOUSSIOLDINCOV E<S0K

These respondents were most likely to speak with friel
over social networking sites (61%) and are relatively opel
speaking with strangers (9%) in companisto other target
groups.

The chart below details the main usage of social networl
sites among renting respondents.

Question:What do you mainly use social networking sites for?
70

60

50
40
30
20
10
o] T
Qs.,
o

RS o RN '8 o 3 S S S
R 3 %) & o & 3z L~ & &
& < &-zf’ «535“\ &6@ .\(.6‘9' %a‘-“{b e,\sz?‘\ {@Q‘J ‘é\fe‘o \g&o ~a \Q;f'o ‘,z@‘c
) 3 & & .
& b""b“ ‘;),_‘w o &0 v z°"\ &‘5‘- é‘o“ R AR & Q'OG‘A ,10"@ &o%
n"é\ & & S &S < & @* & <
<& BT kot & & &
& 5C B & &S o
& & & <&
& & S ®
© & &
@G\ K3 +E

Base: All a member ofsocial networkingitge (n = 71)
A Digital media

The most popularly visited digital media site among th
respondents was trademe.co.nz (80% use this site, 41%
that it is their favourite digital media site) followed by TV
(49% use this site 15% rate it their favorite). 4% of these
respondents stated that they do not use any of the si
listed.

91% of these respondents stated they use digital medic

find information while just under half (47%) purchase onli
A further 33% state that they use it for enteianent.

UMR Research Limited

A Accessing New Zealand Fire Servicgine

These respondents were divided on whether th
would be likely to visit the New Zealand Fire Sen
online (43% said they would visit while 37% s
they would not)

60% stated that they would at follow the Fire
Service on Facebook and 83% would not follow
Fire Service on Twitter

A Accessing New Zealand Fire Service online

Although just over twdifths (43%) of respondent:
with a household income of less than $30,000 s
they would vig the New Zealand Fire Servic
online, these respondents are unlikely to follow tl
Fire Service via Facebook or Twitt€0% said they
would not join the Fire Service Facebook page
83% would not follow the Fire Service on Twitter
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TARGEFGROUP - HOUSSIOLDINCOV E<S0K

A Fire safety: Perceptions and Actions

These respondents consider themselves toshéety conscious
when it comes to fire 75% agree with this statement and tF
AlFYS LINPLRNIAZ2Y 0T @¢iing everydhing
possble to prevent the risk of fire in their househQld

Question:Using a scale from-0L0 where 0 means you strongly disagree &
10 means you strongly agree how much do you agree or disagree witl
following statements?

| am very safety conscious

|am doing everything possible to prevent the risk of fire

More needs to be done to get people to take notice of fire safety...

I pass on fire safety messages to those | care about

If Ihad a fire at my property, | think the fire service would arrive in..

A serious house fire is not something that is likely to happen in my..
Taking risks with fire is part of human nature

Iost causes of serious household fires are beyond the..

Cost of smoke alarms has made me think twice about installing one

Aslong as children have been taught not to play with lighters or...

=]
o
=
=
=

o0 80

Base All who said agree {X0)
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These respondents were also less likely to ag
g A0K (KS | padsloi Beys&fgfyiimestag
to those | care abo@? only 56% agreed while onl
p ez | IANBB ey thadr di fireYat theil
property, they think theéire Service would arrive ir
GAYS (G2 al @S GKSANI fA-

The lack of agreement with these statements m
AYRAOFGS +y FOGdGAGdzRS

Al O02YSa G2 TFTANB &arThisS
may not be considered a negative statement
this group - there is also indication that the
would like to know how to deal with fire 67%
I 3 NB Smoikeéeds toWe done to get people
Gr1S y20A08S 2F TFTANB al
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TARGET GROUP - SMALL/ MEDIUM SZE BUISNESSOWNERS

In total, 98 small/ nadium business owners took part in
different online survey that focused on their busine
behaviours

The graph belovshows thedemographics of this groupThe
majority (84%) say that they have-3 employees while 8%
say they employ between 6 and ®011- 19 employees.

1to s
6to 10
1lto 19

Number of
employees

Office based m———
Manuf/ind / eng  n—
Retail  m——
Farming =
|
—
L]

Industry

Hospitality
Offsite
Other

Public  —
Private

Business
sector

o 4

10 20 30 40 50 60 70 80 90 100

Base: All business respondents (98)

24% of this sample are office based while 18% have an o
business (e.g a plumber) A further 7% are in
manufacturing, industry or engineering.

90% of the businesses surveyed were in the private busi
sector.

A Internet access

77% of these respondents completed the survey at hc
while others (23%) completed the survey at work

The majoriy (94%) stated that they have broadband Interr
at work while the remaining 6% state that they do not he
Internet at work- these businesses ranged from a farm (n=
to retailers and (n=2 manufacturing/ industrial or engineeri
businesses)

Nine in 10 (91%) stated that they use a mobile phone !
business purposesA fifth (20%) of small/ medium busine:
owners have a smartphone.

Small/ medium business owners were likely to visit webs

several times a day 80% reported doing so while a furthe
13% stated they look at websites once a day

UMR Research Limited

Seven inl0 (70%) of these respondents state th
their business supplies them with a deskt
computer that can access social networking
digital media sites while a further 62% say th
have a laptop thacan allow this access

83% of small/ medium business owners say t
they do not block access to any Internet sites.

A Social networking

Just under twefifths (37%) said that their busines
was not a member of any social networking sites.

Of thosewho do use these sites, social networki
is the predominantly used social media tool
business (42% say their business uses this .t
This is mostly through Linkedin or Facebook (&
and 29% respectively have a business profile
these sites) whilel1% state that Facebook is the
personal favourite social networking site and 3!
class Linkedin as their favourite social network
site.

Livecasting or video conferencing is used by |
over a quarter (26%) of business people while j
under a fith (18%) use Wikis and employme
websites (16%).

Online tools are primarily used for Extern
purposes- 54% say that they use these for exterr
communication, networking and marketing whi
46% say they use these tools for exten
knowledge and learng. 22% use these tools fo
community involvement.

Around a fifth of business owners say they use
following tools forboth internal and external usage
communication (27%), networking (22%) a
knowledge gathering (22%)
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TARGET GROUP - SMALL/ MEDIUM SZE BUISNESSOWNERS

The chart below shows the amount of time ea
business spends on social networking siteBhe
majority (68%) spend less than 30 minutes a day
these sites.

H Less than 30 minutes

B Between 30 mins and an

hour

i Between 1 and 2 hours

LI Between 2 and 4 hours

i Between 4 and 8 hours

I More than 8 hours

Base: All a member of a social networking &ite: 37)

Just over twdifths (43%) of businesses have be
using social networking sites for less than a vy
while 30% hae been ging them for between one
and two years and 22% between twand five
years 5% of business owners claim their busine
has been usg social networking for over fiv
years.

Business owners are more likely to say that they
trust information on social @working sites or that
they are unsure if they trust this information (38
and 38% respectively).

Of those business who do not use soc
networking sites, almost threéfths (56%) are not
interested A fifth (19%) state that they do nc
trust the socal network sites with their
information or that there is no benefit to thei
business to join.

A Digital media

Trademe.co.nz was the most popular digital me
website within this target group 36% state that
this is their favourite site followed by 22#ho say
stuff.co.nz is their favourite site and 16% and 1
respectively saying their favourite site is tl
nzherald and yahoo!Xtra.

UMR Research Limited

A Accessing New Zealand Fire Service online

The propensity for the business to visit the NZ Fire Ser
online was réatively low (31% saying they would visilimost
half 49% could not see a reason that their business would v

Linking their business to the Fire Service Facebook page
not well received- 70% said that they would not link t
Facebook although aund a quarter (23%) were unsul
whether their business would join a Facebook page indica
that this has potential for development.

As with the other target groups, following the Fire Service
Twitter was unlikely to be a popular option for small/ diem
sized businesses85% said their business would not follow tl
Fire Service on Twitter.

A Fire safety: Perceptions and Actions

Overall owners of small/ medium sized businesses are like
consider themselvesafety conscioug/hen it comes to theisk
of fire (85% agree that they are)Following from this, 76%
FaANBS { &é doingiekeBythingUpossible to prevent t
risk of fire in their place of wofland 75% agree that thei
Work place takes fire safety very serio@sig

The chart below gatws the level of preparation tha
workplaces surveyed have; the figures above the bars indi
the proportion of respondents who said that the stateme
WR2Sa y20 LLXe 4 FtftQ G2

53% 47% 15% 19% 71%

20
10
0] T

My place of We regularly | know where
work has a fire practice fire my place of
warden evacuation work keeps its
procedures at fire
my place of  extinguishers
work

I

My place of
work has a
sprinkler
system

My place of
work has fire
alarms
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TARGET GROUP - SMALL/ MEDIUM SZE BUISNESSOWNERS

Business owrns are likely to disagree the Question:Using a scale from-0L0 where 0 means you strongly disagree and
$host causes of serious business fires means you strongly agree how much you agree or disagree with the followir

P > .'. A % o 5 statements?

6S82yR (KS Qu6% dishgee wil 7
th|s statement) Wh||e thrﬁ:hS (40%) agree | consider | am very safety conscious when it comes to the risk of fire
[j K Imére meds to be done to get bus'nes‘ Ihe\ievelamdmngeverythingpossih\etopreventtherisknlﬁrem..ﬁ

tO take nOtlce Of f|re Safety messa@@ My place of work takes fire safety seriously ]

| pass on fire safety messages to those | care about

1f1had a fire at my business, | think the Fire Service would arrive in...

This target group are likely to say that the
9 2 depRS dm’ flre Safety messages to thc Aseriousflre|snolsomethmgrhal|s\ikelytohappeninmyplaceof‘.i
they care abOLm (64% ag ree Wlth thlf Most causes of serious business fires are beyond the staff’'s control ]
Statement) Taking risks with fire is part of human nature ]

More needs to be done to get businesses to take notice of fire safety...

Base: All respondents
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5. Tables- General public

5.1 Internet Usage: General

SURVEY COMPLETION LOCATION

Are you completing this survey at home, at work oraahs other location?

65 yrs + Asian H-hold anz2NJ Renters Rural Under 30
<30K Pacific yrs Disability
% % % % % % % %
Base 342 82 150 115 80 95 112 219
Home 93 78 95 83 89 83 74 91
Work 5 20 3 17 9 13 22 5
Other 2 2 3 - 3 4 4 3

All respondents
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INTERNET CONNECTION

What kind of Internet connection do you have at home?

65 yrs + Asian H-hold an2NJ Renters Rural Under 30
<30K Pacific yrs Disability

% % % % % % % %
Base 342 82 150 115 80 95 112 219
Diatup 8 5 21 5 9 5 1 10
Broadband 92 95 79 94 91 92 99 89
None 1 - - 1 - 2 - 1
Unsure - - - - - 1 - -

All respondents
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FREQUENCY OF INTERNET USE

And about how often do you visit websites on the Internet?

65 yrs + Asian H-hold an2NJ Renters Rural Under30
<30K Pacific yrs Disability

% % % % % % % %
Base 342 82 150 115 80 95 112 219
Several times a day 56 83 46 63 75 56 83 63
Once a day 21 10 32 22 19 20 11 15
A few times a week 18 1 18 14 6 20 6 20
About once a week 1 2 3 1 - 2 - -
About two or three times a month 1 1 - - - 1 - 2
About once a month 1 1 1 - - - - 1
Less than once a month 1 1 1 - - 1 - -
Never - - - - - - -
Unsure - - - - -

All respondents
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METHOD OF VISITING SOCIAL NETWORKING OR DIGITAL MEDIA SITES

Which of the following do you use $ocial network or use digital mediaternetsites?

65 yrs + Asian H-hold an2NJ Renters Rural Under 30
<30K Pacific yrs Disability

% % % % % % % %
Base 342 82 150 115 80 95 112 219
Desktop computer 76 59 79 63 68 69 58 74
Laptop computer 40 76 29 68 66 56 76 44
Smartphone 6 17 2 18 30 11 28 7
Tablet 3 9 2 2 8 1 7 2
Other 2 5 3 3 1 2 4 2

All respondents
Multiple response question, may not add to 100%
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5.2 Social Networking

PROFILE ON SOCIAL NETWORKING SITES

Do you have your profilenany of the following social networking sites?

65 yrs + Asian H-hold an2NJ Renters Rural Under 30
<30K Pacific yrs Disability

% % % % % % % %
Base 342 82 150 115 80 95 112 219
Facebook 36 79 66 74 80 62 96 51
Oldfriends 16 7 34 41 38 36 30 21
YouTube 3 26 7 21 19 8 33 12
LinkedIn 7 21 4 14 19 13 10 9
Twitter 1 11 7 13 13 5 19 5
Bebo - 5 5 15 - 2 13 2
Yahoo! Answers 1 11 3 6 6 2 4 2
NZ Dating 1 4 9 3 5 3 6 2
Blogger.com 1 6 3 3 3 2 4 3
Flickr 2 1 2 4 4 5 5 5
Findsomeone 1 1 5 5 9 1 4 3
MySpace - 2 3 3 5 - 8 2
Google Buzz 1 4 1 3 - 2 4 2
Internet movie database 1 6 1 4 4 2 5 -
Orkut - 13 - - 1 - 1 -
Tumblr - - - 1 1 - 5 -
LiveJournal - - 1 2 - - 4 1
Other 4 2 5 3 5 6 4 6
Not a member of any social networkin 54 13 23 15 9 27 4 38
sites

All respondents
Multiple response question, may not add to 100%.
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REASONSIR NOT USING SOCIAL NETWORKING SITES

Why are you NOT participating with any social networking sites?

65 yrs + Asian H-hold an2NJ Renters Rural Under 30
<30K Pacific yrs Disability

% % % % % % % %
Base 186 11 35 17 7 26 4 84
| am not interested ifoining social 78 73 86 71 43 81 100 73
networking sites
| do not trust social networking sites 35 36 17 47 86 42 75 44
with my personal information
L 22AyYSR 2y 0S 0 dzi 6 9 14 6 - 4 25 13
L R2YQl (y2¢ K2g 4 - 3 12 - - - 4
networking sites
Other 3 9 6 6 - - - 5

Base: 31% of respondents, those who are not a member of a social networking website, n=370
Multiple response question, may not add to 100%
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FAVOURITE SOCIAL NETWORK SITE

What is your favourite social netwlosite?

65 yrs + Asian H-hold an2NJ Renters Rural Under 30
<30K Pacific yrs Disability

% % % % % % % %
Base 156 71 115 98 73 69 108 135
Facebook 68 85 73 79 78 74 91 67
Oldfriends 14 - 13 5 7 14 - 9
LinkedIn 5 3 1 1 5 3 2 3
YouTube 3 6 - 1 1 3 3 4
Twitter - - - 3 4 - 1 1
Flickr 1 - 1 - - - 1 4
Yahoo! Answers - 1 2 3 - 1 1
Findsomeone 1 - 1 1 - - - 1
NZ Dating 1 - 3 1 4 - - 1
LiveJournal - - 2 1 - - - 1
MySpace - - - 1 - - - -
Blogger.com - - 1 2 - - -
Bebo - - 1 - - - -
Google Buz - - - 1 - 1 - -
Orkut - 3 - - - - - -
Tumblr - - - - - 1 -
Internet movie database 1 - - - - 1 - -
Other 6 3 3 - - 3 1 7

Base: 69% of respondents, those who are a member of a social networking website, n=825

UMR Research Limited Page48



SOCIAL NETWORKING SITE HISTORY

How long have you been using social networking sites?

65 yrs + Asian H-hold an2NJ Renters Rural Under 30
<30K Pacific yrs Disability
% % % % % % % %
Base 156 71 115 98 73 69 108 135
Less than a year 22 20 17 13 10 13 2 24
Between 1 and 2 years 33 31 30 26 29 48 16 29
Between 2 and 5 years 31 38 38 48 49 33 58 35
More than 5 years 14 11 14 13 12 6 24 13

Base: 69% of respondents, those who are a member of a social networking website, n=825
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HOURS SPENT USING SOCIAL NETWORKING SITES

How manyhours a day on average do you spend on social networking sites?

65 yrs + Asian H-hold an2NJ Renters Rural Under 30
<30K Pacific yrs Disability

% % % % % % % %
Base 156 71 115 98 73 69 108 135
Less than 30 minutes 82 55 72 52 56 68 36 69
Between 30 mins and 1 hour 13 28 8 24 23 14 30 18
Between 1 and 2 hours 4 13 10 12 10 14 19 10
Between 2 andl hours 1 3 7 11 8 1 11 1
Between 4 and 8 hours - 1 2 - 3 1 3 3
More than 8 hours - - 2 - - - 2 -

Base: 69% of respondents, those who are a member of a social networking website, n=825
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AWARENESS OF ADVERTISING ON SOCIAL NETWORKING SITE

In the hst three visits you made to a social networking site, did you notice any advertising?

65 yrs + Asian H-hold an2NJ Renters Rural Under 30
<30K Pacific yrs Disability
% % % % % % % %
Base 156 71 115 98 73 69 108 135
Yes 39 55 55 67 56 54 66 50
No 56 34 40 31 42 45 32 42
Unsure 5 11 5 2 1 1 2 8

Base: 69% of respondents, those who are a member of a social networkirsjteyen=825
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PURPOSE OF SOCIAL NETWORKING SITES

What do you mainly use social networking sites for?

65 yrs + Asian H-hold an2NJ Renters Rural Under 30
<30K Pacific yrs Disability

% % % % % % % %
Base 156 71 115 98 73 69 108 135
Keeping in tach with friends 52 83 58 79 74 59 85 61
Easy to get hold of friends and family 28 58 48 61 53 42 64 38
Friends use the site 35 42 38 49 64 45 59 36
Share videos/pictures 17 41 17 33 37 23 60 18
To find information 21 15 31 20 22 20 25 15
Socialise 4 30 15 28 26 16 44 19
Entertainment 5 30 17 22 29 13 38 10
Sharing your experiences 10 31 12 23 23 17 36 11
Keep up to date with social events 4 23 7 32 25 12 48 7
More convenient than phone/email 4 20 15 21 18 13 39 10
Make new friends 3 23 10 9 16 6 6 7
Get opinions 4 15 11 10 11 4 10 4
Dating services 2 1 6 3 5 1 3 4
Other 11 1 8 5 7 6 5 10

Base: 69% of respondents, those who are a member of a social networking website, n=825
Multiple response question, may not add to 100%.
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TRUST INFORMKON ON SOCIAL NETWORKING SITES

Do you trust information you obtain via social networking sites?

65 yrs + Asian H-hold an2NJ Renters Rural Under 30
<30K Pacific yrs Disability
% % % % % % % %
Base 156 71 115 98 73 69 108 135
Yes 42 37 39 44 30 29 42 30
No 42 49 37 38 49 46 43 41
Unsure 16 14 24 18 21 25 16 30

Base: 69% of respondents, those who are a member of a social riétgyavebsite, n=825
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PEOPLE COMMUNICATED WITH ON SOCIAL NETWORKING SITES

Please indicate who you speak to most using social networking sites:
- CLOSE FRIENDS

65 yrs + Asian H-hold an2NJ Renters Rural Under 30
<30K Pacific yrs Disability
% % % % % % % %
Base 156 71 115 98 73 69 108 135
Never 21 6 15 7 7 17 3 19
Rarely 40 14 32 16 26 28 8 25
Total Never + Rarely 61 20 47 23 33 45 11 44
Fairly often 32 49 40 43 36 38 52 34
Nearly always 7 31 13 34 32 17 37 22
TOTAL Fairly often + Nearly ays 39 80 53 77 68 55 89 56
65 yrs + Asian H-hold an2NJ Renters Rural Under 30
<30K Pacific yrs Disability
% % % % % % % %
Never 79 37 75 39 36 52 19 69
Rarely 17 37 19 39 36 33 46 19
Total Never + Rarely 96 74 94 78 72 85 65 88
Fairly often 3 21 5 18 26 12 31 11
Nearly always 1 6 1 4 3 3 5 1
TOTAL Fairly tén + Nearly always 4 27 6 22 29 15 36 12
65 yrs + Asian H-hold an2NJ Renters Rural Under 30
<30K Pacific yrs Disability
% % % % % % % %
Never 17 14 14 9 18 7 4 18
Rarely 33 15 31 16 21 32 29 18
Total Never + Rarely 50 29 45 25 39 39 33 36
Fairly often 33 37 28 35 41 39 55 41
Nearly always 17 34 27 40 21 22 13 23
TOTAL Fairly often + Nearly always 50 71 55 75 62 61 68 64

Base: 69% of respondents, those who are a member of a social networking website, n=825
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PEOPLE COMMUNICATED MVON SOCIAL NETWORKING SITES

Please indicate who you speak to most using social networking sites:

- FRIENDS
65 yrs + Asian H-hold an2NJ Renters Rural Under 30
<30K Pacific yrs Disability
% % % % % % % %
Base 156 71 115 98 73 69 108 135
Never 19 7 13 3 8 10 3 16
Rarely 40 14 26 20 25 35 10 27
Total Never + Rarely 59 21 39 23 &8 45 13 43
Fairly often 36 54 45 46 44 41 61 36
Nearly always 5 25 16 31 23 14 26 21
TOTAL Fairly often + Nearly always 41 79 61 77 67 55 87 57
65 yrs + Asian H-hold an2NJ Renters Rural Under 30
<30K Pacific yrs Disability
% % % % % % % %
Base 156 71 115 98 73 69 108 135
Never 26 17 20 5 11 13 3 18
Rarely 37 17 30 19 22 26 25 27
Total Never + Rarely 63 34 50 24 33 39 28 45
Fairly often 31 48 33 53 49 42 56 39
Nearly always 6 18 17 22 18 19 16 16
TOTAL Fairly often + Nearly always 37 66 50 75 67 61 72 55
65 yrs + Asian H-hold an2NJ Renters Rural Under 30
<30K Pacific yrs Disability
% % % % % % % %
Base 156 71 115 98 73 69 108 135
Never 79 73 66 73 60 81 69 67
Rarely 17 21 25 15 33 13 27 28
Total Never + Rarely 96 94 91 88 93 94 96 95
Fairly often 3 4 7 8 5 4 4 5
Nearly always 1 1 2 3 1 1 - -
TOTAL Fairly often + Nearly always 4 5 9 11 6 5 4 5

Base: 69% of respondents, those who are a member of a social networking website, n=825
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5.3 Internet Usage: Websites Visited

USE OF INTERNETSITES

Do you use any of the followimgtemet sites?

65 yrs + Asian H-hold an2NJ Renters Rural Under 30
<30K Pacific yrs Disability

% % % % % % % %
Base 342 82 150 115 80 95 112 219
trademe.co.nz 70 83 80 90 90 82 86 72
TVNZ 42 43 49 57 49 49 64 44
stuff.co.nz 42 45 31 46 68 60 66 43
nzherald.co.nz 44 63 31 47 56 43 57 37
Yahoo!Xtra 43 38 41 48 48 42 24 38
TV3 3news 21 26 33 40 33 40 47 24
amazon 27 11 16 29 31 20 21 26
seek.co.nz 5 50 21 37 45 29 30 18
MSN New Zealand 10 28 17 24 10 9 16 15
ebay 7 12 9 15 9 9 9 11
Scoop 4 5 3 8 9 4 9 4
seniornet.co.nz 8 - 4 - 1 - - 5
fencepost.com 1 1 - 3 4 8 1 2
community.net.nz - - 1 1 - - 2 -
hortnet.co.nz - - - 1 1 -
naumaiplace.com - - - 1 - - 1 -
Other 13 5 7 7 5 3 4 12
None 6 2 4 - 1 3 2 2

Base: All respondents.
Multiple response question, may not add to 100%.
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PURPOSEF USING DIGITAL MEDIA INTERNET SITES

What do you use digital medlaternetsites for?

65 yrs + Asian H-hold an2NJ Renters Rural Under 30
<30K Pacific yrs Disability

% % % % % % % %
Base 342 82 150 115 80 95 112 219
To find information 92 76 91 88 94 88 84 85
Purchase stuff 47 52 47 60 69 66 63 48
Entertainment 24 67 33 52 63 45 72 33
Other 6 1 3 4 - - 1 6

Base: All respondents.
Multiple response question, may not add to 100%.
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FAVOURITE DIGITAL MEDIA INTERNET SITE

What is your favouriteligital medialnternetsite?

65 yrs + Asian H-hold an2NJ Renters Rural Under 30
<30K Pacific yrs Disability

% % % % % % % %
Base 322 80 144 115 79 92 110 214
trademe.co.nz 26 35 41 37 35 42 31 33
stuff.co.nz 17 15 11 17 15 20 32 14
Yahoo!Xtra 25 10 15 17 14 16 6 18
nzherald.co.nz 13 19 8 10 18 12 14 12
TVNZ 7 6 15 5 4 3 7 7
MSN New Zealand 2 4 1 4 3 2 1 4
amazon 4 3 1 1 6 2 4
TV3 3news 2 1 2 2 1 2 4 1
seek.co.nz - 5 1 3 1 - 2 1
Scoop - - - - 1 - 1 1
seniornet.co.nz 1 - 1 - - - - -
ebay - - - - - 1 - -
Other 4 3 3 3 1 1 1 3

Base: 97% of respondenthiose who use digital medlaternet sites, n=1156
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5.4 Accessing the New Zealand Fire Service online

PROPENSITY TO VISIT THE NEW ZEALAND FIRE SERVICE WEBSITE

Would you ever visit the New Zealand Fire Service website?

65 yrs + Asian H-hold anz2NJ Renters Rural Under 30
<30K Pacific yrs Disability
% % % % % % % %
Base 342 82 150 115 80 95 112 219
Yes 31 60 43 58 73 53 56 47
No 47 30 37 29 20 35 33 31
Unsure 21 10 21 13 8 13 11 22

All respondents
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PROPENSITY TO JOIN THE NEW ZEAIBENSHRVICE FACEBOOK PAGE

Would you ever join the New Zealand Fire Service Facebook Page?

65 yrs + Asian H-hold an2NJ Renters Rural Under 30
<30K Pacific yrs Disability
% % % % % % % %
Base 342 82 150 115 80 95 112 219
Yes 5 28 19 23 38 21 44 15
No 84 54 60 58 43 67 44 67
Unsure 11 18 21 19 20 12 13 19

All respondents

UMR Research Limited Page60



PROPENSITY TO FOLLOW THE NEW ZEALAND FIRE SERVICE ON TWITTER

Would you ever follow the New Zealand Fire Service on Twitter?

65 yrs + Asian H-hold an2NJ Renters Rural Under 30
<30K Pacifc yrs Disability
% % % % % % % %
Base 342 82 150 115 80 95 112 219
Yes 1 9 5 9 13 - 9 5
No 91 72 83 80 80 89 87 83
Unsure 8 20 13 11 8 11 4 13

All respondents
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5.5 Fire Safety: Perceptions and Actions (Statement Testing)

STATEMENTTESTINGL / hb{L59w L 'a 9w, {!C9¢. /hb{/Lh!{ 219b L¢

Using a scale of-00, where 0 means you strongly disagree and 10 means strongly agree, how much do you agree or disagree with the faéoventssta

65 yrs+ Asian H-hold anz2NJ Renters Rural Under 30
<30K Pacific yrs Disability

% % % % % % % %
Base 342 82 150 115 80 95 112 219
0 Strongly disagree 2 - 1 3 1 - - 2
1 1 1 1 - - 1 - 1
2 1 - 1 1 1 1 2 1
3 1 1 1 1 3 1 3 1
TOTAL Disagree 5 2 4 5 5 & 5 5
4 1 7 4 - 6 2 4 2
5 4 10 9 5 6 5 9 6
6 4 9 8 8 8 5 13 5
TOTAL Neutral 9 26 21 13 20 12 26 13
7 10 15 14 13 20 16 23 11
8 18 13 13 13 20 18 22 15
9 22 17 18 14 15 16 8 19
10 Strongly agree 38 27 30 43 20 35 16 35
TOTAL Agree 88 72 75 83 75 85 69 80
Unsure - - - - - - - -

All respondents
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STATEMENTTESTINGL . 9[ L9+9 L !'a 5hLbD 99w, ¢l LbD th{{L.[9 ¢h tw9z

Using a scale of-00, where 0 means you strongly disagree and 10 means strongly agree, how nyachatpee or disagree with the following statements:

65 yrs + Asian H-hold an2NJ Renters Rural Under 30
<30K Pacific yrs Disability

% % % % % % % %
Base 342 82 150 115 80 95 112 219
0 Strongly disagree 1 1 3 3 1 - 1 1
1 1 2 - 1 - 2 - 1
2 1 - 1 3 4 - 3 2
3 1 2 3 1 5 1 4 4
TOTAL Disagree 4 5 7 8 10 & 8 8
4 1 5 3 3 4 3 6 3
5 3 12 9 4 6 4 14 6
6 2 7 7 7 13 6 14 6
TOTAL Neutral 6 24 19 14 23 13 34 15
7 16 15 9 9 25 13 26 12
8 18 11 15 17 15 24 13 16
9 21 18 18 15 11 22 7 15
10 Strongly agree 36 26 33 37 16 24 11 34
TOTAL Agree 91 70 75 78 67 83 57 77
unsure - - - - - - 1 -

All respondents
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STATEMENT TESTING¢ ! YLb D wL{ Y{ 2L¢I CLw9 L{ t! wt¢

Using a scale of-00, where 0 means you strongly disagree and 10 meaosgy agree, how much do you agree or disagree with the following statementg

65 yrs + Asian H-hold an2NJ Renters Rural Under 30
<30K Pacific yrs Disability

% % % % % % % %
Base 342 82 150 115 80 95 112 219
0 Strongly disagree 29 26 26 22 24 25 21 31
1 12 7 11 11 5 7 10 8
2 13 5 10 9 11 12 8 6
3 5 12 11 8 8 7 16 6
TOTAL Disagree 59 50 58 50 48 51 55 51
4 6 2 9 9 9 9 9 6
5 14 16 15 17 23 13 8 13
6 6 12 5 8 9 4 12 10
TOTAL Neutral 26 30 29 34 41 26 29 29
7 5 6 6 8 8 7 6 8
8 2 5 5 2 4 9 4 5
9 1 4 - 3 1 2 2 2
10 Strongly agree 5 5 2 2 - 2 4 4
TOTAL Agree i3 20 i3 15 i3 20 16 19
Unsure 1 - - 2 - 1 1 -

All respondents
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STATEMENTTESTINGa h{ ¢ /! ! {9{ hC {9wLh!{ 1T h!'{91h[5 CLwWO9{ !'w9 .9,

Using a scale di-10, where 0 means you strongly disagree and 10 means strongly agree, how much do you agree or disagree with the faéoventssta

65 yrs + Asian H-hold an2NJ Renters Rural Under 30
<30K Pacific yrs Disability

% % % % % % % %
Base 342 82 150 115 80 95 112 219
0 Strongly disagree 34 16 23 28 23 25 19 29
1 15 9 15 12 11 18 7 13
2 13 11 7 12 21 17 19 14
3 9 18 18 13 15 13 18 12
TOTAL Disagree 71 54 63 65 70 73 63 68
4 4 7 11 7 6 4 11 5
5 10 13 9 12 14 9 13 13
6 2 5 4 5 1 2 4 2
TOTAL Neusl 16 25 24 24 21 il 28 20
7 3 6 3 1 1 1 4 2
8 3 - 5 3 4 1 - 5
9 2 5 2 1 - 3 - 3
10 Strongly agree 5 7 2 5 - 3 2 2
TOTAL Agree i3 18 12 10 5 8 6 12
Unsure - 2 1 1 4 3 4 2

All respondents
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STATEMENTTESTING! { [hbD ! { /1 L[5®96 bh€9¢ho®bh! ¢! 2L¢l [LDI¢Ow{ hw al! ¢/ |

Using a scale of-00, where 0 means you strongly disagree and 10 means strongly agree, how much do you agree or disagree with the faéoventssta

65 yrs + Asian H-hold an2NJ Renters Rural Under 30
<30K Pacific yrs Disability

% % % % % % % %
Base 342 82 150 115 80 95 112 219
0 Strongly disagree 66 54 66 69 58 59 57 65
1 9 9 8 13 16 21 10 12
2 8 2 7 4 10 8 11 7
3 3 5 4 3 6 3 7 3
TOTAL Disagree 86 70 85 89 90 91 85 87
4 2 2 3 3 - 2 5 -
5 2 6 3 3 6 1 2 3
6 1 4 2 - 1 - 2 1
TOTAL Neutral 5 12 8 6 7 8 9 4
7 1 1 1 2 1 1 2 1
8 1 6 2 - - - 2 1
9 1 5 1 1 1 2 - 2
10 Strongly agree 4 6 3 3 - 2 2 5
TOTAL Agree 7 18 7 6 2 5 6 9
unsure - - - - - 1 -

All respondents
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STAEMENT TESTING! { 9wLh!{ 1 h!{9 CLw9 L{ bh¢ {ha9¢lLbD ¢I!¢ L{ I

Using a scale of-00, where 0 means you strongly disagree and 10 means strongly agree, how much do you agree or disagree with the faéoventssta

65yrs + Asian H-hold an2NJ Renters Rural Under 30
<30K Pacific yrs Disability

% % % % % % % %
Base 342 82 150 115 80 95 112 219
0 Strongly disagree 12 5 13 16 8 14 7 15
1 5 7 5 4 1 9 - 5
2 3 7 11 6 9 4 7 9
3 9 2 8 12 8 8 7 5
TOTAL Disagree 29 21 37 38 26 B85 21 34
4 5 7 8 6 11 7 5 6
5 26 20 26 26 34 22 29 21
6 8 13 7 9 8 12 10 6
TOTAL Neutral 39 40 41 41 53 41 44 33
7 8 9 5 7 9 7 13 10
8 9 11 5 7 8 5 5 8
9 5 6 4 3 3 3 5 5
10 Strongly agree 6 10 3 4 3 5 6 4
TOTAL Agree 28 36 17 21 23 20 29 27
Unsure 4 2 3 - 1 2 5 5

All respondents
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STATEMENT TESTING/ h{ ¢ hC {ahY9 I![!wa{ I !{ al59 a9 ¢l LbY ¢2L/9

Using a scale of-00, where 0 means you strongly disagree and 10 means strongly agree, how much do you agesge® dith the following statements:

65 yrs + Asian H-hold an2NJ Renters Rural Under 30
<30K Pacific yrs Disability

% % % % % % % %
Base 342 82 150 115 80 95 112 219
0 Strongly disagree 66 46 54 59 39 62 51 62
1 14 13 13 11 14 13 3 11
2 7 9 5 6 9 6 11 5
3 3 7 7 1 10 3 12 5
TOTAL Disagree 90 75 79 77 72 84 77 83
4 - 5 2 6 5 2 5 1
5 2 4 9 3 6 5 5 3
6 1 1 1 1 4 3 4 2
TOTAL Neutral B 10 12 10 15 10 14 6
7 1 2 4 3 4 - 3 3
8 - 2 2 1 3 - 2 3
9 1 2 2 3 1 1 - 2
10 Strongly agree 4 6 1 5 6 4 2 4
TOTAL Agree 6 12 9 12 14 5 7 12
Unsure 1 1 1 - - - 3 -

All respondents
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STATEMENTTESTINGLC L |1 !5 I CLw9 !¢ a, twht9we¢, 6 X L ¢l LbY ¢19 CLw9

Using a scale of-00, where 0 means you strongly disagiand 10 means strongly agree, how much do you agree or disagree with the following stateme

65 yrs + Asian H-hold an2NJ Renters Rural Under 30
<30K Pacific yrs Disability

% % % % % % % %
Base 342 82 150 115 80 95 112 219
0 Strongly disagree 3 2 5 4 4 16 1 4
1 1 1 2 3 3 4 1 1
2 3 1 3 2 6 8 5 5
3 4 2 5 3 3 6 4 5
TOTAL Disagree 11 6 15 12 16 34 11 15
4 4 2 5 3 3 5 4 5
5 17 12 16 9 11 14 19 19
6 6 6 8 10 8 2 11 2
TOTAL Neutral 27 20 29 22 22 21 34 26
7 12 12 10 11 21 9 15 11
8 13 13 12 10 10 7 14 16
9 14 20 13 10 9 12 7 12
10 Strongly agree 18 24 19 27 20 15 15 16
TOTAL Agree 57 69 54 58 60 43 51 55
Unsure 4 2 1 8 4 1 4 3

All respondents
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STATEMENT TESTINGa hw9 b995{ ¢h .9 5hb9 ¢h D9¢ t9Oht{f9DO®KEEC! YOI bh

Using a scale of-00, where 0 means you strongly disagree and 10 means strongly agree, how much do you agree or disagree with the faéoventssta

65 yrs + Asian H-hold an2NJ Renters Rural Under 30
<30K Pacific yrs Disablity

% % % % % % % %
Base 342 82 150 115 80 95 112 219
0 Strongly disagree 1 2 2 3 0 1 1 3
1 1 - 1 - 1 1 - -
2 1 2 2 - 1 5 3 1
3 2 1 3 3 - 3 3 2
TOTAL Disagree 5 5 8 6 2 10 7 6
4 2 2 1 1 1 2 9 2
5 16 13 16 8 19 15 25 13
6 8 12 8 10 10 14 14 7
TOTAL Neutral 26 27 25 19 30 31 48 22
7 11 12 11 13 20 12 13 14
8 16 9 14 10 16 11 13 13
9 11 13 11 13 13 16 8 14
10 Strongly agree 30 29 31 37 19 19 10 28
TOTAL Agree 67 63 67 73 68 58 44 69
Unsure 1 2 - 2 - 2 2 2

All respondents
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STATEMENT TESTHNGL {t 'h{fb CLw9 {! C9¢, a9{{! D9{ ¢l h{9 L [/
Using a scale of-00, where 0 means you strongly disagree and 10 means strongly agree, how much do you agree or disagree with the faéoventssta
65 yrs + Asian H-hold an2NJ Renters Rural Under 30
<30K Pacific yrs Disability

% % % % % % % %
Base 342 82 150 115 80 95 112 219
0 Strongly disagree 4 - 2 2 1 2 2 1
1 3 1 5 2 1 3 5 4
2 1 1 5 4 6 5 7 2
3 2 5 4 4 4 1 6 6
TOTAL Disagree 10 7 16 12 12 11 20 13
4 4 6 3 3 1 8 5 5
5 13 17 16 16 11 15 13 14
6 9 6 9 10 5 6 12 5
TOTAL Neutral 26 29 28 29 17 29 30 24
7 11 10 12 10 20 13 13 12
8 12 15 10 9 16 7 14 9
9 11 13 9 10 18 14 6 11
10 Strongly agree 27 26 25 31 15 25 15 29
TOTAL Agree 61 64 56 60 69 59 48 61
Unsure 2 - - - 1 - 1 2

All respndents
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5.6 Personal Statement Testing

PERSONAL STATEMENTTESBHNG hC¢9b C99[ ! b59w tw9o{{! woé

Here are some things people sometimes say about themselis#sg a scale of-00, where 0 means that the statement definitely does not apply &mhdans
that the statement does apply to you, how much do the following statements apply to you:

65 yrs + Asian H-hold anz2NJ Renters Rural Under 30
<30K Pacific yrs Disability

% % % % % % % %
Base 342 82 150 115 80 95 112 219
0 Does not apply at all 16 7 11 11 3 7 3 11
1 12 5 7 7 6 6 3 5
2 15 13 8 8 8 13 7 11
3 11 12 9 10 6 7 8 8
TOTAL Does not apply 54 37 35 36 23 56 21 35
4 6 10 4 2 8 7 6 6
5 18 16 20 18 24 16 12 16
6 7 7 9 12 10 11 14 10
TOTAL Neutral 31 33 33 32 42 34 32 32
7 5 9 14 11 19 12 20 13
8 5 11 11 9 13 8 16 8
9 4 4 3 9 4 5 6 4
10 Strongly applies to me 3 6 4 3 1 6 5 8
TOTAL Apply 17 30 32 32 37 31 47 28
Unsure - - - - - 1 - 1

All respondents
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PERSONAL STATEMENTTES®BING ' a {L/Y hC .9LbD ¢h[ 5

Here are some things people sometimes say about themselgisg a scale of-00, where 0 means that the statement definitely doesapply and 10 means
that the statement does apply to you, how much do the following statements apply to you:

65 yrs + Asian H-hold an2NJ Renters Rural Under 30
<30K Pacific yrs Disability

% % % % % % % %
Base 342 82 150 115 80 95 112 219
0 Does ot apply at all 18 21 23 23 9 18 18 21
1 7 9 5 6 8 5 5 4
2 9 10 5 10 9 8 4 5
3 7 6 8 10 16 5 7 8
TOTAL Does not apply 41 46 41 49 42 36 34 38
4 4 2 6 4 9 5 6 5
5 23 18 18 21 23 15 21 16
6 5 7 5 6 8 9 12 9
TOTAL Neutral 32 27 29 31 40 29 39 30
7 5 6 10 3 5 8 7 4
8 5 6 8 3 4 7 2 10
9 7 5 5 3 3 1 10 5
10 Strongly applies to me 9 9 7 12 9 16 8 13
TOTAL Apply 26 26 30 21 21 32 27 32
uUnsure 1 1 1 1 - 1 - -

All respondents
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PERSONAL STATEMENTTESBING [ LY9 ¢h .9 Lb /hb¢wh] ¢

Here are som things people sometimes say about themselgsing a scale of-00, where 0 means that the statement definitely does not apply and 10 m¢g
that the statement does apply to you, how much do the following statements apply to you:

65 yrs + Asian H-hold an2NJ Renters Rural Under 30
<30K Pacific yrs Disability

% % % % % % % %
Base 342 82 150 115 80 95 112 219
0 Does not apply at all 2 1 3 3 - 2 - 1
1 1 2 2 1 1 1 1 1
2 2 2 1 2 1 1 - 4
3 6 2 3 3 4 4 2 3
TOTAL Does not apply 11 7 9 9 6 8 3 9
4 3 1 5 1 4 5 3 2
5 20 17 22 17 15 12 16 22
6 9 6 8 10 14 6 13 8
TOTAL Neutral 32 24 35 28 33 28 32 32
7 16 18 15 16 24 15 24 14
8 12 16 14 15 15 19 16 17
9 12 15 11 17 5 15 13 9
10 Strongly applies to me 18 17 15 17 18 19 12 19
TOTAL Apply 58 66 55 65 62 68 65 59
Unsure - 1 - - - 1 - -

All respondents
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PERSONAL STATEMENT TESBING Y99t |t 2L¢I ¢19 [!¢9{¢ ¢cw9b5{

Here are some things people sometimes say about themselis#sg a scale of-00, where 0 means that the statement definitetyed not apply and 10 meang
that the statement does apply to you, how much do the following statements apply to you:

65 yrs + Asian H-hold an2NJ Renters Rural Under 30
<30K Pacific yrs Disability

% % % % % % % %
Base 342 82 150 115 80 95 112 219
0 Does not apply at all 3 5 15 8 6 6 4 9
1 6 - 11 3 5 6 9 6
2 6 5 11 5 9 7 9 7
3 9 11 14 11 6 8 8 13
TOTAL Does not apply 24 21 51 27 26 27 30 35
4 7 10 9 9 6 12 3 7
5 18 15 14 21 14 21 15 19
6 13 7 8 13 20 4 9 11
TOTAL Neutral 38 32 31 43 40 37 27 37
7 11 17 11 8 14 17 21 11
8 11 12 5 8 13 8 6 7
9 8 4 2 7 4 5 7 3
10 Strongly applies to me 7 15 1 7 4 4 9 8
TOTAL Apply 37 48 19 30 35 34 43 29

Unsure - - - -

All respondents
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PERSONAL STATEMENT TESBING w9 D} [ ! w[ , 2¢£¢1 {thwe¢ hb

Here are some things people sometimes say about themselis#sg a scale of-00, where 0 means that the statement definitely does not apply and 10 m¢g
that the statement does apply to you, how much do the following statements apply to you:

65 yrs + Asian H-hold an2NJ Renters Rural Under 30
<30K Pacific yrs Disability

% % % % % % % %
Base 342 82 150 115 80 95 112 219
0 Does not apply at all 17 20 30 14 18 18 18 21
1 9 7 14 9 11 9 12 11
2 7 6 11 9 11 8 7 9
3 6 5 9 9 10 8 11 7
TOTAL Does not apply 39 38 64 41 50 43 48 48
4 4 1 3 8 4 4 6 6
5 10 11 3 10 13 11 7 9
6 4 10 6 4 6 5 9 6
TOTAL Neutral 18 22 12 22 23 20 22 21
7 6 15 5 8 9 8 9 6
8 6 5 4 7 5 6 6 9
9 9 6 3 6 4 5 6 5
10 Strongly applies to me 20 15 11 17 10 16 9 11
TOTAL Apply 41 41 23 38 28 35 30 31

Unsue - -

All respondents
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PERSONAL STATEMENT TESBING hC¢9b { | wC ¢1 9 29. ¢

Here are some things people sometimes say about themselis#sg a scale of-00, where 0 means that the statement definitely does not apply and 10 m¢g
that the statement does apply to you, how much do the following statements apply to you:

65 yrs + Asian H-hold an2NJ Renters Rural Under 30
<30K Pacific yrs Disability

% % % % % % % %
Base 342 82 150 115 80 95 112 219
0 Does not apply at all 8 4 9 2 1 3 - 8
1 6 2 7 2 3 3 2 7
2 11 1 5 2 3 2 - 6
3 10 2 10 3 3 8 1 5
TOTAL Does not apply &5 9 31 9 10 16 3 26
4 6 2 6 3 3 7 1 7
5 12 6 16 11 8 12 4 13
6 6 6 7 10 3 14 7 7
TOTAL Neutral 24 14 29 24 14 33 12 27
7 7 16 12 9 14 12 10 7
8 8 11 9 10 13 7 13 11
9 7 12 8 16 19 8 16 9
10 Strongly applies to me 17 37 11 32 34 23 46 19
TOTAL Apply 39 76 40 67 80 50 85 40
Unsure - - - - - - - -

All respondents
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PERSONAL STATEMENT TESBING w9! 5 ¢1 9 b92{t!t9w b9!w[, 99w,

Here are some thingzeople sometimes say about themselvElsing a scale of-00, where 0 means that the statement definitely does not apply and 10 me
that the statement does apply to you, how much do the following statements apply to you:

65 yrs + Asian H-hold an2NJ Renters Rural Under 30
<30K Pacific yrs Disability

% % % % % % % %
Base 342 82 150 115 80 95 112 219
0 Does not apply at all 6 5 20 11 10 14 8 12
1 3 5 12 5 11 7 12 5
2 3 6 6 5 9 3 13 3
3 2 7 5 4 8 7 8 5
TOTAL Does not apply 14 23 43 25 38 31 41 25
4 2 4 3 6 6 3 3 3
5 1 17 7 6 8 5 8 4
6 2 6 3 6 9 - 7 2
TOTAL Neutral 5 27 iz 18 23 8 18 9
7 3 13 3 6 13 2 13 4
8 6 7 5 10 5 5 5 5
9 11 9 7 11 8 12 4 11
10 Strongly applies to me 61 21 28 29 15 41 19 46
TOTAL Apply 81 50 43 56 41 60 41 66
uUnsure - - - - - - 1 -

All respondents
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PERSONAL STATEMENT TESBNG | ! £ 9

Here are some things people sometimes say about themselis#sg a scale of-00, where 0 means that the statement definitely does not apply and 10 m¢g
that the statememn does apply to you, how much do the following statements apply to you:

65 yrs + Asian H-hold an2NJ Renters Rural Under 30
<30K Pacific yrs Disability

% % % % % % % %
Base 342 82 150 115 80 95 112 219
0 Does not apply at all 34 51 57 31 49 33 41 44
1 2 5 3 1 5 3 4 3
2 - - 1 - 1 - 1 -
3 1 - - - - - - -
TOTAL Does not apply 37 56 61 32 55 36 46 47
4 - - - - - - - -
5 1 - 1 1 - - 2 -
6 - 2 1 2 1 - 2 -
TOTAL Neutral 1 2 2 8 1 - 4 -
7 1 6 1 1 - 3 1
8 3 - 1 1 - 2 - 2
9 4 5 3 6 6 5 - 5
10 Stongly applies to me 53 30 32 57 38 57 47 45
TOTAL Apply 61 41 37 65 44 64 50 53
Unsure - - 1 - - - - -

All respondents
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PERSONAL STATEMENT TESHNGQ a

Here are some things people sometimag about themselvesUsing a scale of-00, where 0 means that the statement definitely does not apply and 10 m¢g
that the statement does apply to you, how much do the following statements apply to you:

65 yrs + Asian H-hold an2NJ Renters Rural Under 30
<30K Pacific yrs Disability

% % % % % % % %
Base 342 82 150 115 80 95 112 219
0 Does not apply at all 13 17 21 21 20 17 17 21
1 6 11 11 6 10 5 14 11
2 8 10 9 10 18 7 11 5
3 8 7 5 10 11 15 19 5
TOTAL Does not apply &5 45 46 47 59 44 61 42
4 5 4 4 6 6 3 3 4
5 11 21 11 13 14 13 12 11
6 4 7 5 7 5 7 8 9
TOTAL Neutral 20 32 20 26 25 28 23 24
7 10 12 6 10 6 7 4 8
8 8 5 7 4 6 4 6
9 7 5 5 3 1 3 - 8
10 Strongly applies to me 19 6 17 7 5 16 8 11
TOTAL Apply 44 23 33 27 16 32 16 33

Unsure - - - - - - - -

All respondents
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PERSONAL STATEMENT TESBING hC¢9b 9! ¢ hi ¢ !¢ wo9{c¢! | w!bc¢{¢

Here are some things people sometimes say about themselis#sg a scale of-00, where 0 means that the statement definitely does not apply and 10 m¢g
that the statement does apply to you, how much do the following statements apply to you:

65 yrs + Asian H-hold an2NJ Renters Rural Under 30
<30K Pacific yrs Disability

% % % % % % % %
Base 342 82 150 115 80 95 112 219
0 Does not apply at all 8 11 26 12 8 12 4 14
1 10 11 19 10 21 22 8 14
2 13 11 20 10 16 14 7 15
3 11 7 15 14 11 7 11 14
TOTAL Does not apply 42 40 80 46 56 55 30 57
4 8 7 5 6 8 9 12 9
5 19 12 9 17 9 14 15 13
6 10 10 2 6 6 11 13 5
TOTAL Neutral 37 29 16 29 23 34 40 27
7 7 15 2 10 14 4 11 5
8 4 6 1 6 4 1 8 5
9 5 5 1 3 1 1 6 3
10 Strongly applies to me 5 5 1 7 3 5 5 3
TOTAL Apply 21 31 5 26 22 11 30 16

Unsure - -

All respondents
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