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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 computer.  Once the province of the young or 
those more technologically savvy; there is increasing use of digital media and social networking among all 
New Zealanders.  The 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 users.1  In New Zealand, Facebook far out-ranks 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 2010.2 
 
It is apparent that users of digital media and social networking were communicating about themselves and 
also sharing information with others.  And furthermore, different segments of the population were 
increasingly developing their own social networking sites.  For example, in 2007 the Sagazone social 
networking site was launched that targets over 50s and here in New Zealand, ǿŜ ƘŀǾŜ ƻǳǊ ƻǿƴ ŦŀǊƳŜǊǎΩ 
social networking site Fencepost.com.  Internationally the main social networking sites are Facebook, 
MySpace and Bebo with the majority having a Facebook profile. 
 
To convey fire safety messages to at-risk populations the NZFS is looking to embrace new ways of 
communicating these messages.  This research looks to quantify the use of social networking and/or digital 
media among identified at-risk groups and to explore how effective these might 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 be in conveying fire safety messages. 
 
Specific objectives included: 
 
(a) Quantifying at-risk 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 and social networking 

- Use of various digital media Internet sites such as stuff.co.nz; trademe.co.nz; seek.co.nz; 
fencepost.com; hortnet.co.nz; naumaiplace.com; seniornet.co.nz; community.net.nz, etc 

- Use of various social networking sites such as Facebook; MySpace; Bebo; Oldfriends; 
Flicker; Twitter; YouTube. 

(c) Explore the effectiveness of digital media and social networking in conveying fire safety messages 
to at-risk populations as part of social marketing. 

 

                                                             
1 The Internet in New Zealand 2007-2009; The Institute of Culture, Discourse & Communication and AUT University 
2 Hitwise Industry Report for Computers and Internet - Social Networking and Forums.   For the week ending December 18, 2010 
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1.3 Overview of approach 
 
An online survey methodology Ǿƛŀ ¦awΩǎ ƻƴƭƛƴŜ ƻǇƛƴƛƻƴ ǇŀƴŜƭ {ŀȅLǘ was used to make sure that a 
representative sample was selected.  SayIt is made up of New Zealanders of all ages and backgrounds who 
enjoy giving their opinions on topical issues and, at the time of writing this report, had around 22,000 
members.   
 
Respondents for each target group met specific criteria e.g. were renting, aged over 65 years, had a 
disability (using Statistics New Zealand definition3) and so forth. 
 
However it should be noted that each target group is not mutually exclusive.  While all respondents meet 
the key criteria for each specific panel there will be ǎƻƳŜ ǿƘƻ ŀǊŜ ƛƴ ǘƘŜ ƻƭŘŜǊ ǇŜƻǇƭŜΩǎ ǇŀƴŜƭ ŦƻǊ ƛƴǎǘŀƴŎŜ 
who may also have a disability and be renting. 
 
A sample size of between n=80 and n=100 respondents in each group was identified as being the minimum 
sample size required for this survey.  Due to a high response rate in some groups, we achieved a much 
larger sample size than this.  All responses have been analysed. 
 
Fieldwork was conducted from 28th July to 7th August 2011. 
 
There were two questionnaires designed for this survey - one for the general public and the other for the 
small/  medium sized business owners (which focused on their businessΩ use of social and digital media and 
fire safety).  Both populations are included in this report.   
 

Target 
group 

Demographics Achieved 
sample size 

Margin of 
error 

1 Young people (16 - 30 years) 112 +9.3% 

2a Ethnic groups; aņƻǊƛ and Pacific peoples  115 +9.1% 

2b Ethnic groups; Asian peoples 85 +10.6% 

3 Rural communities  95 +10.1% 

4 People on low incomes (total household 
income under $30,000 per annum). 

150 +8.0% 

5 People living in rental accommodation. 80 +11.0% 

6 Older people (those aged 65 years and over). 342 +5.3% 

7 People with special needs. 219 +6.6% 

8 Commercial/manufacturing/retail sector. 98 +9.9% 

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

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

http://www.stats.govt.nz/browse_for_stats/health/disabilities/DisabilitySurvey2006_HOTP06/Technical%20Notes.aspx
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1.4 Overview of report structure 
 
The structure of the report is explained below: 
 

Section 2:  
Executive Summary 

· An overview of the pertinent findings of this report. 

Section 3:  
Characteristics of the populations 

· This section uses the demographic information collected in the survey 
to describe the characteristics of the different populations targeted in 
this survey. 

 

Section 4: Target populations 
summaries 

· These sections describe in detail the use of digital and social networks 
for each target population.  These sections address: 

ǌ Psychographic description of each target group and use of their 
use of the Internet; 

ǌ Social networking profiles, favourite sites and usage of social 
networking sites; 

ǌ Digital media site usage; 

ǌ Propensity to access New Zealand Fire Service online; 

ǌ Perceptions and actions regarding fire safety. 
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2. Executive summary 
 
 
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 Zealand Fire Service to 
understand the use of social networking and digital media among these at-risk groups.  This report will also 
allow the Fire Service to explore how effective social networking sites and digital media might be in 
conveying fire safety messages.   
 

Â Fire safety messages 
 

ü At-risk groups 
 
Initially it is important to identify the attitudes that the target groups have towards fire safety.  Significantly 
more older people than people than the other target groups believed they were fire safety conscious - 87% 
ŀƎǊŜŜŘ άthey are very safety conscious when it comes to the risk of fireέ and that they are άŘƻƛƴƎ ŜǾŜǊȅǘƘƛƴƎ 
possible to prevent the risk of fire in their householdέ όфм҈ ŀƎǊŜŜύ ǿƘƛƭŜ ȅƻǳƴƎ ǇŜƻǇƭŜ ǿŜǊŜ ǎƛƎƴƛŦƛŎŀƴǘƭȅ ƭŜǎǎ 
likely to agree with these statements (70% and 56% respectively).  Older people were also significantly less 
ƭƛƪŜƭȅ ǘƻ ŀƎǊŜŜ ǘƘŀǘ ǘƘŜ άcost ƻŦ ǎƳƻƪŜ ŀƭŀǊƳǎ Ƙŀǎ ƳŀŘŜ ƳŜ ǘƘƛƴƪ ǘǿƛŎŜ ŀōƻǳǘ ƛƴǎǘŀƭƭƛƴƎ ƻƴŜέ (only 6% agree 
with this statement).  ¢ƘŜ ŀǘǘƛǘǳŘŜ ƻŦ ŀƭǊŜŀŘȅ ōŜƛƴƎ άŦƛǊŜ ǎŀŦŜέ ōȅ ǘƘŜ ƻƭŘŜǊ ƎŜƴŜǊŀǘƛƻƴ Ƴŀȅ ƛƳǇŀŎǘ ƻƴ ǘƘŜ 
propensity of this group to engage with the Fire Service. 
 
Young people are significantly less likely than other target groups to agree with the statement άƳƻǊŜ ƴŜŜŘǎ 
ǘƻ ōŜ ŘƻƴŜ ǘƻ ƎŜǘ ǇŜƻǇƭŜ ǘƻ ǘŀƪŜ ƴƻǘƛŎŜ ƻŦ ŦƛǊŜ ǎŀŦŜǘȅ ƳŜǎǎŀƎŜǎέ - only 44% agree with this statement.  
{ƛƳƛƭŀǊƭȅΣ ƻƴƭȅ пу҈ ŀƎǊŜŜ ǿƛǘƘ ǘƘŜ ǎǘŀǘŜƳŜƴǘ άL Ǉŀǎǎ ƻƴ ŦƛǊŜ ǎŀŦŜǘȅ ƳŜǎǎŀƎŜǎ ǘƻ ǘƘƻǎŜ L ŎŀǊŜ ŀōƻǳǘέ.  These 
attitudes need to be addressed in any fire safety advertising aimed at this target audience, particularly as 
young people are among the most likely to use, and be aware of advertising, on social media. 
 
Asian respondents were significantly more likely to agree with the statement άŀǎ ƭƻƴƎ ŀǎ ŎƘƛƭŘǊŜƴ ƘŀǾŜ ōŜŜƴ 
ǘŀǳƎƘǘ ƴƻǘ ǘƻ Ǉƭŀȅ ǿƛǘƘ ƭƛƎƘǘŜǊǎ ƻǊ ƳŀǘŎƘŜǎ ƛǘ ƛǎ hY ǘƻ ƭŜŀǾŜ ǘƘŜƳ ǿƛǘƘƛƴ ǊŜŀŎƘέ - 18% agreed with this 
statement perhaps reflecting a culture of control within this target group.  These respondents were also 
ǎƛƎƴƛŦƛŎŀƴǘƭȅ ƳƻǊŜ ƭƛƪŜƭȅ ǘƘŀƴ ǇŜƻǇƭŜ ƛƴ ƻǘƘŜǊ ǘŀǊƎŜǘ ƎǊƻǳǇǎ ǘƻ ŀƎǊŜŜ ǿƛǘƘ ǘƘŜ ǎǘŀǘŜƳŜƴǘ άa serious house 
fire is not something ǘƘŀǘ ƛǎ ƭƛƪŜƭȅ ǘƻ ƘŀǇǇŜƴ ƛƴ Ƴȅ ƘƻǳǎŜƘƻƭŘέ (36%).  People in a low income household 
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 households and rural respondents tend to have a 
proactive attitude to fire safety - only 54% of those on a low income and 43% of rural respondents agree 
ǘƘŀǘ Ψif I had a fire at my property, I think the Fire Service would arrive in time to save my ƭƛŦŜΩ.  This is not 
necessarily a negative finding but perhaps an acknowledgement that they see themselves as being able to 
look after themselves, thus advertising to this group would benefit from taking this attitude into account. 
 
Similarly, Renters tend to have the attitude that they are responsible for their actions - 70% disagree that 
Ψmost causes of serious household fires are beyond the ƘƻǳǎŜƘƻƭŘŜǊΩǎ controlΩ.  This group are also likely to 
ǎŀȅ ǘƘŀǘ ǘƘŜȅ ǿƻǳƭŘ ΨǇŀǎǎ ƻƴ ŦƛǊŜ ǎŀŦŜǘȅ ƳŜǎǎŀƎŜǎ ǘƻ ǘƘƻǎŜ ǘƘŜȅ ŎŀǊŜ ŀōƻǳǘΩ - with the high use of social 
media, this is a positive finding for the Fire Service; this group are likely to disseminate any messages that 
they find relevant amongst friends and peers. 
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aņƻǊƛ and Pacific islanders were most likely to strongly agree with the statement ΨMore needs to be done to 
get people to take notice of fire safety messagesΩ; 73% stated that they agreed with this statement.  They 
ǿŜǊŜ ŀƭǎƻ ƭƛƪŜƭȅ ǘƻ ŀƎǊŜŜ ǘƘŀǘ ǘƘŜȅ ΨǇŀǎǎ ƻƴ ŦƛǊŜ ǎŀŦŜǘȅ ƳŜǎǎŀƎŜǎ ǘƻ ǘƘƻǎŜ L ŎŀǊŜ ŀōƻǳǘΩ (60%).  aņƻǊƛ ŀƴŘ 
Pacific islanders were also likely to notice advertising on social networks; 67% 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. 
 
Similarly, respondents with a disability also agreed that ΨaƻǊŜ ƴŜŜŘǎ ǘƻ ōŜ ŘƻƴŜ ǘƻ ƎŜǘ ǇŜƻǇƭŜ ǘƻ ǘŀƪŜ ƴƻǘƛŎŜ 
ƻŦ ŦƛǊŜ ǎŀŦŜǘȅ ƳŜǎǎŀƎŜǎΩ όсф҈ύ ŀƴŘ ǘƘŀǘ ǘƘŜȅ ΨǇŀǎǎ ƻƴ ŦƛǊŜ ǎŀŦŜǘȅ ƳŜǎǎŀƎŜǎ ǘƻ ǘƘƻǎŜ L ŎŀǊŜ ŀōƻǳǘΩ (61%).  This 
suggests that this group would be open to receiving information from the Fire Service, however, social 
media does not attract this group as much as other groups and so other forms of media need to be applied 
to reach this group. 
 

ü Business Owners 
 
Owners of small/  medium sized businesses consider themselves fire safety conscious (85% agree) and 
ōŜƭƛŜǾŜ ǘƘŜȅ ŀǊŜ άdoing everything possible to prevent fire in their place of workέ (76% agree).  They are also 
ƭƛƪŜƭȅ ǘƻ ǎŀȅ ǘƘŀǘ ǘƘŜƛǊ άplace ƻŦ ǿƻǊƪ ǘŀƪŜǎ ŦƛǊŜ ǎŀŦŜǘȅ ǎŜǊƛƻǳǎƭȅέ (75% agree) and are unlikely to agree that 
άƳƻǎǘ ŎŀǳǎŜǎ ƻŦ ǎŜǊƛƻǳǎ ōǳǎƛƴŜǎǎ ŦƛǊŜǎ ŀǊŜ ōŜȅƻƴŘ ǘƘŜ ǎǘŀŦŦΩǎ ŎƻƴǘǊƻƭέ (46% disagree with this statement) 
ƛƴŘƛŎŀǘƛƴƎ ǘƘŀǘ ǘƘŜǎŜ ǊŜǎǇƻƴŘŜƴǘǎ ǿƻǳƭŘ ƴƻǘ ŜƴƎŀƎŜ ǿƛǘƘ ǘƘŜ CƛǊŜ {ŜǊǾƛŎŜ ƛŦ ǘƘŜǊŜ ǿŀǎ ƴƻ άƴŜǿέ 
information to be gained. 
 

Â Access to digital media and the Internet 
 

ü At-risk groups 
 
Access to the Internet is primarily via broadband across the target groups (79% - 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 groups to complete at work.  aņƻǊƛ and 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 phones are most predominant in the renter target 
group (100% 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 case.  Significantly more young people (12%) only have a 
mobile phone and no land line telephone at their residence, while 8% of renters say that this is the case. 
 
Following from this, smartphone access to social networks or digital media was most popular amongst 
renters (30%) and young people (28%).  Older 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). 
 

ü Business Owners 
 
In the business sample, 94% of the respondents stated they have broadband at work and 6% do not have 
access to the Internet at work.  91% of business owners have a mobile phone for business purposes, 20% 
own a smartphone. 
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Â Propensity to follow the NZ Fire Service online 
 

ü At-risk groups 
 
Overall, those who use the Internet from each of the target groups are not adverse to visiting the Fire 
Service New Zealand website.  The renter target group are significantly more likely than the other target 
groups to say they would visit - 73% said they would.  Following from this, the Asian (60%) aņƻǊƛ and Pacific 
peoples (58%) and young people (56%) target groups are all more likely than other 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 discussed, this group are also significantly more likely to say that they are fire safety conscious 
and thus, it could be concluded that they believe that they do not need any further information. 
 
The propensity of following the Fire Service by joining a Facebook page is reasonably popular - 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 the Fire Service Facebook page although these figures suggest that this 
uptake is likely to be passive (i.e. they would not actively seek out the Fire Service page, rather it would 
need to actively recruit members).   
 
The older target group, even those who have a profile on Facebook, are significantly less likely (84%) than 
other target groups to say they would not join the Fire Service Facebook page. 
 
Although following the Fire Service via Twitter was unpopular among the target groups, this is perhaps a 
symptom of the respondents not understanding how this would work in practice rather than being an 
unpopular means of communication.  It should also be noted that Twitter was not a popular a site to be 
registered on, in these target groups -a fifth (19%) of young people have a Twitter account and far fewer 
respondents in the othŜǊ ǘŀǊƎŜǘ ƎǊƻǳǇǎ ƘŀǾŜ ŀƴ ŀŎŎƻǳƴǘ ƻƴ ¢ǿƛǘǘŜǊ όǊŀƴƎƛƴƎ ŦǊƻƳ мо҈ ƻŦ aņƻǊƛ tŀŎƛŦƛŎ 
peoples and renters to 7% of those in a household where the income is below $30,000, 5% of rural 
respondents and those with a disability to just 1% of older people).   
 
The Asian target group (11% of whom have a Twitter account) were significantly more likely to say that 
they were unsure whether they would follow the Fire Service via twitter (20%) - perhaps suggesting that 
they are open to join this network if they had more information.   
 
Renters were significantly more likely to say they would follow the Fire Service on Twitter than the other 
target groups, although this was only made up of 13% of this target group saying they would.  Following 
from this, 9% of the younger group and aņƻǊƛ and Pacific peoples were likely to say that they would follow 
the NZ Fire Service on Twitter. 
 

ü Business Owners 
 
Businesses are not averse to visiting the Fire Service website, with just under a third stating they would visit 
the website.  This is in line with their general use of the Internet to find information.  However, it is very 
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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Â Social and digital media 
 

ü At-risk groups 
 
There is a solid base of users of social networking sites among aņƻǊƛ ŀƴŘ tŀŎƛŦƛŎ ǇŜƻǇƭŜǎΣ wŜƴǘŜǊǎ ŀƴŘ 
Young people with the majority using social networking sites for more than two years. 
 
Although the target groups are unlikely to actively join the Fire Service Facebook page or follow them on 
Twitter, these social networking and digital media sites should still be a seen as a positive arena for 
advertising to particular groups - particularly aņƻǊƛ and Pacific peoples and Young people who are 
significantly more likely than the other target groups (67% and 66% respectively) 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 advertising on these sites).  However, as discussed, 
this group are already unlikely to engage with the Fire Service in this mode. 
 
Any advertising or information that the Fire Service includes on social networking sites needs to be seen as 
trustworthy - each of the target groups surveyed indicated that generally, they do not trust information on 
social networking sites.  This is especially true for those with a disability - statistically fewer people in this 
target group (30%) felt they trusted the information they get from these sites. 
 
Digital media is primarily used by each of the 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 favourite digital media sites among all target groups was trademe.co.nz - 
renters (90%), aņƻǊƛ and Pacific respondents (90%) and young people (86%) 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 site - predominantly by renters (68%), young people (66%) 
and people living in rural communities (60%).  Again, this site is least likely to be used by older people (42%) 
and those with a household income of 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 the Fire Service were to advertise using an 
information based campaign, this may appeal to this target group.  This group were significantly 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. 
 

ü Business Owners 
 
Just under a third have a business profile on Linkedin and/or Facebook.  The main use for social media was 
for social networking (42%) and also livecasting/  video conferencing (26%). 
 
However, use of social networking sites in business is relatively new with 43% stating they have been using 
them in business for less than a year.  Online tools are mainly used for external communication; external 
networking and external marketing. 
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Â Overview of key characteristics by target group 
 

TARGET GROUP KEY FINDINGS 

ALL Target Groups 

· High use of broadband and mobile phone apart from those on low incomes 
with a significant proportion still using dialup (20%). 

· Those who are members of a social networking site spend between 30 minutes 
and, in some cases, up to an hour per day on social networking sites. 

· Majority notice advertising on social networking sites apart from older and 
disabled people. 

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

TVNZ. 
 

Asian people 

· Over three quarters have a Facebook profile. 
· Just under one in three likely to follow the Fire Service on Facebook. 
· Small majority will visit NZFS online (60%). 
· Just over a quarter (28%) would join a Fire Service Facebook page. 
 

aņƻǊƛκ tŀŎƛŦƛŎ ǇŜƻǇƭŜ 

· Three quarters have a Facebook profile. 
· Solid base of users of social networking sites. 
· Majority likely to follow the Fire Service online. 
· Aware of advertising on social networking sites. 
 

Older people 
· Least likely to engage with the Fire Service online or via social or digital media. 
· Likely to use digital media Internet sites for information. 
 

Young people 

· Nearly all have a Facebook profile. 
· Solid base of users of social networking sites. 
· Spend the most time on social networks (66% spend between half an hour and 

an hour per day). 
· More likely to follow the Fire Service on Facebook (44%). 
· Just less than one in three has a smart phone. 
· Most likely to respond to online advertising. 
 

People with a disability 
· Less likely to trust information from social networking sites. 
· Unlikely to follow the Fire Service online. 

 

People who live in rural 
areas 

· Not very engaged with social media. 
· A fifth use the Internet once a day or a few times a week. 
· Majority spend 30 minutes or less on social networking pages. 
 

Renters 

· Very likely to be engaged in social and digital media. 
· Just fewer than three in four will follow the Fire Service online. 
· More likely to follow the Fire Service on Facebook. 
· Over three quarters have a Facebook profile. 
· Just less than one 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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TARGET GROUP KEY FINDINGS (Cont.) 

People in low income 
households 

· Unlikely to engage with the Fire Service online or any social or digital media. 
· 72% spend half an hour or less on social networking per day. 
· One fifth still use dialup.   
· 18% use the Internet a few times a week rather than daily. 
· Highly likely to use digital media Internet sites for information. 

 

Small/ medium sized 
business owners 

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

· High access to broadband at work and use of mobile phone. 
· Main social media tools used are social networking sites and livecasting/ video 

conferencing. 
· Social networking is new to business with nearly one in two businesses using 

social networking sites for less than a year 
· Majority use social networking for external communication; external 

networking and external marketing. 
· Would use social and digital media for information and knowledge gathering. 
· Low use of websites for business; less than a third will visit the Fire Service 

website. 
 

 

Â Recommendations 
 
Overall, there were significant differences between the target groups and their propensity to engage with 
social media.  Nevertheless, we would recommend the New Zealand Fire Service creates a profile on both 
Facebook and Twitter.   
 
The target groups who are likely to engage with the Fire Service online initially are: 
 

 Renters 

 Young People 

 aņƻǊƛ and Pacific people 

 Asian people. 
 
Uptake is likely to increase in the case of an emergency and has been proven to be a very efficient use of 
disseminating important information in a timely manner.  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 information given 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 information from the site.   
 
¢ƘŜ ƛƴŦƻǊƳŀǘƛƻƴ ǎƘƻǳƭŘ ŀƭǎƻ ōŜ ŎƻƳǇŜƭƭƛƴƎ ŜƴƻǳƎƘ ǘƻ ǎǇǊŜŀŘ ƛƴǘŜǊŜǎǘ ŀƳƻƴƎǎǘ ǘƘŜ ǘŀǊƎŜǘ ƎǊƻǳǇǎ άŦǊƛŜƴŘǎέ 
to gain followers.   
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These pages are unlikely to reach all target groups on a day to day basis; older and disabled people 
especially, and to a lesser extent, those on a low income and those in a rural area are unlikely to engage 
with this media initially but the interest of receiving information from these sites (particularly digital media) 
is likely to increase when a need for information is heightened. 
 
The following table highlights some of the key findings and recommendations of how to approach each of 
these target groups. 
 

TARGET GROUP RECOMMENDATIONS 

Asian people 

· aƻǎǘ ƭƛƪŜƭȅ ǘƻ ƘŀǾŜ ǘƘŜ ŀǘǘƛǘǳŘŜ Ψƛǘ ǿƻǳƭŘƴΩǘ ƘŀǇǇŜƴ ǘƻ ƳŜΩ ǘƻǿŀrds fire. 
o {ŜŜ ǘƘŜƳǎŜƭǾŜǎ ŀǎ Ψƛƴ ŎƻƴǘǊƻƭΩ ƻŦ ǎƛǘǳŀǘƛƻƴǎ ƛƴŎƭǳŘƛƴƎ ŎƘƛƭŘǊŜƴΩǎ ŀŎŎŜǎǎ ǘƻ ƳŀǘŎƘŜǎ 

and lighters. 
· Likely to reach this group via social networking (Facebook) or digital media 

(Trademe or NZHerald). 
o Possible following on Twitter if deemed relevant by target audience and likely to 

visit the Fire Service web page. 
 

aņƻǊƛκ tŀŎƛŦƛŎ 
people 

· .ŜƭƛŜǾŜ ǘƘŀǘ Ψmore needs to be done to promote fire safetyΩ and likely to say that 
they would pass fire safety messages on to those they care about. 

· Likely to reach this group via social networking (Facebook) or digital media 
(Trademe or TVNZ). 
o Very likely to be aware of advertising in this arena and likely to visit the Fire 

Service web page. 
o Social networking likely to be a good way of disseminating the message across 

this group ŀǎ ǘƘŜȅ ŀǊŜ ƭƛƪŜƭȅ ǘƻ Ǉŀǎǎ ŀƴȅ ǊŜƭŜǾŀƴǘ ƛƴŦƻǊƳŀǘƛƻƴ ǘƻ ΨŦǊƛŜƴŘǎΩ. 
 

Older people 

· Most likely to believe they are already fire safety conscious and therefore, do not 
need any more information. 

· Very unlikely to engage via social media. 
o Many not a member of social media sites.   
o Those that are members of social networks, do not trust information from 

social media sites and spend little time per day on these sites. 
o Low use of smart phones for access to the Internet. 

· Targeted information should be distributed using traditional means (e.g.  television 
and newspaper)  

 

Young people 

· Least likely to believe that fire safety messages are important or that they need to 
be passed on.   
o Targeted advertising would need to address this perception. 

· If engaged, very likely to reach this group via social networking (Facebook) or digital 
media (Trademe or Stuff). 
o Very likely to be aware of advertising in this arena. 
o Spend most time (compared to other target groups) on these sites per day. 
o Most likely to join a Fire Service Facebook page.   
o Most likely to have a Twitter account - may follow the Fire Service. 

· However would need to be very engaging to target group to ensure this method 
disseminated any information.   
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TARGET GROUP RECOMMENDATIONS (Cont.) 

People with a 
disability 

· Are likely to agree that there is a need for fire safety messages and would pass these 
on to people they care about. 

· Suggestion that the cost of a fire alarm is a concern to some people in this group 
(who are also careful about how they spend their money).   
o This could be an area of focus for advertising. 

· Unlikely to engage with the Fire Service online or via social media. 
o Many not a member of social media sites,  
o Those that are a member, do not trust information from social media sites and 

spend little time per day on these sites. 
· Targeted information should be distributed using traditional means (e.g.  television 

and newspaper)  

People who live in 
rural areas 

· More likely to have an independent/  proactive 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 target audience (via Facebook, Trademe and 
Stuff). 

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

relevant. 

Renters 

· Likely to take responsibility for their fire safety. 
o Most likely to say that they would visit the Fire Service online and that household 

fires are not beyond their control.  Likely to say that they would pass fire safety 
messages on to those they care about. 

· Likely to reach this group via social networking (Facebook) or digital media (Trademe 
or Stuff). 

o Very likely to be aware of advertising in this arena. 
o Spend a lot of time (compared to other target groups) on these sites per day. 
o Very likely to visit Fire Service online 
o Likely to join a Fire Service Facebook page and reasonably likely to follow the Fire 

Service on Twitter.   

People in low income 
households 

· Likely to have an independent/  pro active attitude to fire safety. 
o Less likely than other groups to say they would pass on fire safety messages to 

friends. 
o Fewer respondents (than in other target groups) agree that a serious house fire 

would not happen in their house. 
· Unlikely to engage with the Fire Service online or any social or digital media. 

o A quarter (23%) do not have a profile on social networking sites. 
o 72% spend half an hour or less on social networking per day and 18% use the 

Internet a few times a week rather than daily. 
o One fifth still use dialup.   
o Low use of smart phones for access to the Internet. 

· This group are more likely (than other target groups) to be involved in community 
activities which maybe a method of engaging with them. 

Small/  medium sized 
business owners 

· Most likely to believe they are already fire safety conscious and therefore, do not 
need any more information. 

· Very unlikely to engage via social media or generate interest for the Fire Service 
website. 
o Half could not see a reason why their business would visit the Fire Service 

website. 
o Many not a member of social media sites.   
o Those that are a member, do not trust information from social media sites and 

spend little time per day on these sites. 
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3. Characteristics of the general public at risk target 
groups 

 
 
It should be noted that each target group is not mutually exclusive.  While all respondents meet the key 
criteria for each specific panel there will be some who are, for instance, ƛƴ ǘƘŜ ƻƭŘŜǊ ǇŜƻǇƭŜΩǎ ǇŀƴŜƭ ǿƘƻ 
may also have a disability and be renting. 
 

TARGET GROUP KEY DEMOGRAPHICS 

Asian people 

· Significantly younger group with 71% under 44 years, of which 20% under 30 years 
· The Asian target group (83%) are significantly more likely to be university educated 

than the other target groups.   
· Most likely to describe themselves as liking to be in control. 
· Very likely to describe themselves as often surfing the web. 

 

aņƻǊƛκ tŀŎƛŦƛŎ ǇŜƻǇƭŜ 

· aņƻǊƛ ŀƴŘ tŀŎƛŦƛŎ ǇŜƻǇƭŜǎ ǿŜǊŜ ǎƛƎƴƛŦƛŎŀƴǘƭȅ ƳƻǊŜ ƭƛƪŜƭȅ than other groups to say 
that they have dependent children aged under 18 (58%). 

· Likely to say they are careful about what they spend when they are out. 
· Often surf the web and are likely to have Sky TV. 

 

Older people 

· Most likely to say they read the paper every day. 
· Three fifths say they have Sky TV. 
· Two fifths say they often surf the web (lower than any other target group). 

 

Young people 
· Most likely to say all statements apply to them. 
· Very likely to say they often surf the web. 

 

People with a disability 

· Over half (54%) state they have hearing trouble while a further 40% say they have 
mobility issues and 25% state that they have agility issues (e.g.  bending etc).   

· Less likely to agree that any of the psychographic statements apply to them. 
· Most likely to say they read the newspaper every day. 
 

People who live in rural 
areas 

· Likely to say that they like to be in control. 
· Agree that they are careful about spending money when they are out. 

 

Renters 
· Very likely to say they often surf the web. 

 

Low Income 

· The low income target group were significantly more likely to live in a single adult 
(aged 18+) household (58%) compared to the other target groups - however, this 
does not translate to this group having young children - 80% state that they do not.   

· Very likely to say they are careful about spending money when they are out. 
 

Small/ medium sized 
business owners 

· Most have 1 -5 employees. 
· A quarter are office based. 
· 90% have a business in the public sector. 
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4. Detailed findings 
 
 

TTAARRGGEETT  GGRROOUUPP  --  AASSIIAANN  RREESSPPOONNDDEENNTTSS 
 
In total, 82 people identified with being Asian in this survey.   
 
The graph below shows the proportions of this group who 
scored the psychographic characteristic statements between a 
7 and 10 (applies to them); 76% of this group say that they 
often surf the web.   
 
Question:  Here are some things people sometimes say about themselves.  
Using a scale of 0-10, where 0 means that the statement definitely does not 
apply to 10 means the statement does apply to you, how much do the 
following apply to you?   

 
Base: All who said applies (7-10) 

 
¢ƘŜȅ ŀǊŜ ŀƭǎƻ ƭƛƪŜƭȅ ǘƻ ŘŜǎŎǊƛōŜ ǘƘŜƳǎŜƭǾŜǎ ŀǎ Ψƛƴ ŎƻƴǘǊƻƭΩΤ тп҈ 
agree with the statement ΨǿƘŜƴ L Ǝƻ ƻǳǘΣ I am careful about 
Ƙƻǿ ƳǳŎƘ L ǎǇŜƴŘΩ ŀƴŘ сс҈ ŀƎǊŜŜ ǘƘŀǘ ǘƘŜȅ Ψlike to be in 
controlΩ.  This control also features in Asian attitudes towards 
fire safety. 
 
Â Internet access 
 
The majority (95%) of this target group have broadband at 
home.  A relatively large proportion (in comparison with the 
other target groups) accessed this survey from work - 20% did 
so. 
 
This group are likely to access the Internet several times a day 
(83%) - ǘƘŜ ǎŀƳŜ ǇǊƻǇƻǊǘƛƻƴ ŀǎ ǘƘŜ ǳƴŘŜǊ олΩǎ ŀƴŘ ƘƛƎƘŜǊ ǘƘŀƴ 
the other groups surveyed. 
 
Â Social networking 
 
Asian respondents were likely to have a profile on the majority 
of social networking sites. 

  
In this group, 13% were not a member of any 
social networking site.  Of those who are not a 
member, 73% are not interested in joining and 
36% do not trust social networking with their 
personal information. 
 
The chart below shows the majority (55%) who 
use social networking sites, spend less than 30 
minutes a day on these sites.  Just over a quarter 
(28%) spend between 30 minutes and an hour on 
these sites. 
 
The main mode of access to social networking or 
digital media sites is from a laptop computer 
(76%), just under three-fifths (59%) said that they 
access these sites from a desktop computer and 
17% from a smartphone.  One in 10 (9%) Asian 
people use a tablet to access these sites. 
 
Facebook was the most popular networking site 
(79% have a profile on this site and 85% of those 
who have a profile, classed this as their favourite 
social network site) followed by 26% who had a 
profile on YouTube (6% said this was their 
favourite site) and 21% on LinkedIn (3% state this 
is their favourite social networking site). 
 
Orkut is most popular among Asian respondents - 
13% have a profile on this site which is 
significantly more when in comparison with any 
other target group. 
 
Question: How many hours a day on average do you spend 
on social networking sites? 

 
Base: All a member of a social networking site (n = 71) 
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TTAARRGGEETT  GGRROOUUPP  --  AASSIIAANN  RREESSPPOONNDDEENNTTSS 
 
Over half (55%) of members of a social networking site stated 
that they were aware of advertising in the last three visits they 
have made. 
 
31% of Asian respondents said that they have been using social 
networking sites for between one and two years, almost two-
fifths (38%) say they have been using them for between two 
and five years while one in 10 (11%) say that they have been 
using them for more than five years.   
 
Overall, Asian respondents disagree that they trust the 
information obtained via social networking sites - 49% of those 
who are a member say that they do not trust information on 
these sites while a further 14% say they are unsure whether 
they trust the information on these sites or not. 
 
Asian respondents were most likely to speak with close friends 
over social networking sites (80%) and unlikely to engage with 
strangers (only 5% did so). 
 
The chart below details the main usage of social networking 
sites among Asian respondents. 
 
Question: What do you mainly use social networking sites for? 

 
Base: All a member of a social networking site (n = 71) 

 

  
Â Digital media 
 
The most popularly visited digital media site 
among Asian respondents was trademe.co.nz 
(83% use this site, 35% state that it is their 
favourite digital media site) followed by 
nzherald.co.nz (63% - 19% rate it their favourite) 
and seek.co.nz (50% use it).  Only 2% of Asian 
respondents stated that they do not use any of 
the sites listed. 
 
76% of Asian respondents stated they use digital 
media to find information while a further 67% 
state that they use it for entertainment.  Just 
over half (52%) purchase online. 
 
Â Accessing New Zealand Fire Service online 
 
Asian respondents are significantly more likely 
than other target groups to visit the New 
Zealand Fire Service online (60% said they 
would visit).   
 
Asian respondents are significantly more likely 
to follow the Fire Service via Facebook - 28% 
said they would join the Fire Service Facebook 
page.  However, 72% said they would not follow 
the Fire Service on Twitter - although a 
significant proportion in comparison (20%) said 
they are unsure if they would follow the New 
Zealand Fire Service on Twitter. 
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TTAARRGGEETT  GGRROOUUPP  --  AASSIIAANN  RREESSPPOONNDDEENNTTSS 
 
Â Fire safety:  Perceptions and Actions 
 
When asked to rate statements around fire safety on a scale from 0 - 10 where 10 is strongly agree, Asian 
ǊŜǎǇƻƴŘŜƴǘǎ ŎƻƴǎƛŘŜǊ ǘƘŜƳǎŜƭǾŜǎ ΨǾŜǊȅ ǎŀŦŜǘȅ ŎƻƴǎŎƛƻǳǎΩ when it comes to fire - 72% agree with this statement 
όǎŎƻǊŜ ōŜǘǿŜŜƴ т ŀƴŘ млύ ŀƴŘ тл҈ ōŜƭƛŜǾŜ ǘƘŜȅ ŀǊŜ Ψdoing everything possible to prevent the risk of fire in their 
householdΩΦ 
 
Almost a fifth (18%) of Asian respondents 
agree (score between 7 and 10) that it is 
okay to leave matches or lighters within 
reach of children.  This may be reflective 
ƻŦ ǘƘŜ Ψƛƴ ŎƻƴǘǊƻƭΩ ƴŀǘǳǊŜ ƛŘŜƴǘƛŦƛŜŘ ŀǎ ŀ 
characteristic of this target group.  This 
finding was much higher than recorded in 
the other target groups. 
 

 Question: Using a scale from 0 - 10 where 0 means you strongly disagree and 10 
means you strongly agree how much do you agree or disagree with the following 
statements?  

 
Base: All who said agree (7-10) 
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TTAARRGGEETT  GGRROOUUPP  --  MM''OORRII//   PPAACCIIFFIICC  RREESSPPOONNDDEENNTTSS 
 
Overall, 115 respondents surveyed identified themselves as being 
ŀ aņƻǊƛ ƻǊ tŀŎƛŦƛŎ LǎƭŀƴŘŜǊ.  The graph below shows the 
proportions of this group who scored the psychographic 
characteristic statements between a 7 and 10 (applies to them); 
тм҈ ǎŀȅ Ψwhen they go out, they are careful about how much they 
spendΩ ŀƴŘ ср҈ ǎŀȅ ǘƘŜȅ Ψhave Sƪȅ ¢±Ω.  ст҈ ǎŀȅ ǘƘŜȅ Ψoften surf 
ǘƘŜ ǿŜōΩ.   
 
Question: Here are some things people sometimes say about themselves.  Using a 
scale of 0-10, where 0 means that the statement definitely does not apply and 10 
means the statement does apply to you, how much do the following apply to 
you?  

 
Base:  All who said applies (7-10) 

 
Â Internet access 
 
The majority (94%) of this target population have broadband at 
home and 83% completed this survey within their own home; 17% 
completed it at work. 
 
Just under two-thirds (63%) of this target population use the 
Internet several times a day while around a fifth (22%) use it at 
least once a day; 14% said they log on a few times a week. 
 
Â Social networking 
 
aņƻǊƛ ŀƴŘ tŀŎƛŦƛŎ ǊŜǎǇƻƴŘŜƴǘǎ ŀǊŜ ƭƛƪŜƭȅ ǘƻ ƘŀǾŜ ŀ ǇǊƻŦƛƭŜ ƻƴ ŀ 
social networking site.  In this group, 15% say that they are not a 
member of any site.  Of those who are not a member, 71% say 
that they are not interested, 47% say they do not trust these sites 
with their personal information and 12% state they do not know 
how to join - higher than any other target group. 
 

  
The chart below shows just over half (52%) who 
use social networking sites, spend less than 30 
minutes a day on these sites.  A quarter (24%) 
spend between 30 minutes and an hour on these 
sites. 
 
The main means of accessing social networking 
or digital media sites is from either a laptop 
computer (68%) or a desktop computer (63%).  A 
fifth (18%) use a smartphone. 
 
Facebook was the most popular networking site 
(74% have a profile on this site and 79% of those 
with a profile classed this as their favourite social 
network site) followed by 41% who had a profile 
on Oldfriends and 21% on YouTube. 
 
A large proportion of aņƻǊƛ and Pacific 
respondents (in comparison to the other target 
groups) were aware of advertising in the last 
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 you spend 
on social networking sites? 

 
Base: All a member of a social networking site (n = 98) 
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TTAARRGGEETT  GGRROOUUPP  --  MM''OORRII//   PPAACCIIFFIICC  RREESSPPOONNDDEENNTTSS 
 
A quarter (26%) of this target group have been using social network sites for between one and two years.  Almost half 
(48%) have been using these sites for between two and five years and 13% say that they have been using them for over 
five years.   
 
aņƻǊƛ and Pacific respondents are divided about whether they trust the information they obtain from social 
networking sites; 44% state that they do trust the information on these sites while 38% say they do not trust the 
information from these sites.  In total 18% are unsure whether or not they trust information on social networking sites. 
 
aņƻǊƛ ŀƴŘ tŀŎƛŦƛŎ ǊŜǎǇƻƴŘŜƴǘǎ ŀǊŜ ƳƻǊŜ ƭƛƪŜƭȅ ǘƻ ǎŀȅ ǘƘŀǘ ǘƘŜȅ ǎǇŜŀƪ ǿƛǘƘ ǎǘǊŀƴƎŜǊǎ ƻƴ ǎƻŎƛŀƭ ƴŜǘǿƻǊƪ ǎƛǘŜǎ ǘƘŀƴ ŀƴȅ 
other target group (11% say that they do speak with strangers).  The majority, however, speak with family (75%) and 
close friends (77%). 
 
Question: What do you mainly use social networking sites for?  

 
Base: All a member of a social networking site (n = 98) 

 

 Â Accessing New Zealand Fire Service 
online 

 
!ƭǘƘƻǳƎƘ ǎƛƎƴƛŦƛŎŀƴǘ ǇǊƻǇƻǊǘƛƻƴǎ ƻŦ aņƻǊƛ and 
Pacific respondents are likely to visit the New 
Zealand Fire Service online (58% said they 
would visit), these respondents are not keen 
to follow the Fire Service via Facebook or 
Twitter - 58% said they would not join the 
Fire Service Facebook page and 80% would 
not follow the Fire Service on Twitter.   
 

 
 



UMR Research Limited                                                                                            Page 20 

 

TTAARRGGEETT  GGRROOUUPP  --  MM''OORRII//   PPAACCIIFFIICC  RREESSPPOONNDDEENNTTSS 
 
Â Fire safety:  Perceptions and Actions 
 
aņƻǊƛ and tŀŎƛŦƛŎ ǊŜǎǇƻƴŘŜƴǘǎ ŎƻƴǎƛŘŜǊ ǘƘŜƳǎŜƭǾŜǎ Ψvery safety conscioǳǎΩ when it comes to fire - 83% agree (rate this 
ǎǘŀǘŜƳŜƴǘ ōŜǘǿŜŜƴ ŀ т ŀƴŘ млύ ту҈ ōŜƭƛŜǾŜ ǘƘŜȅ ŀǊŜ Ψdoing everything possible to prevent the risk of fire in their 
householdΩΦ 
 
то҈ ƻŦ aņƻǊƛ and tŀŎƛŦƛŎ ǊŜǎǇƻƴŘŜƴǘǎ ŀƎǊŜŜ ǘƘŀǘ Ψmore needs to be done to get people to take notice of fire safety 
messagesΩ όǘƘŜ ƘƛƎƘŜǎǘ ǎŎƻǊŜ ŦƻǊ ǘƘƛǎ ǎǘŀǘŜƳŜƴǘ ŀƳƻƴƎ ǘƘŜ ǘŀǊƎŜǘ ƎǊƻǳǇǎύ ŀƴŘ сл҈ ŀƎǊŜŜ ǘƘŀǘ ǘƘŜȅ Ψpass on fire safety 
messages to those I care aboutΩ.   
 
These attitudes could be utilised to promote fire safety among peer groups and indicate that, if the Fire Service is able 
to engage this group on social media, it is likely that any messages would be spread efficiently. 
 
Question: Using a scale from 0 - 10 where 0 means you strongly disagree and 10 
means you strongly agree how much do you agree or disagree with the following 
statements?  

 
Base: All who said agree (7-10) 

 

  
In comparison with the other target groups, a 
ǊŜŀǎƻƴŀōƭȅ ƘƛƎƘ ǇǊƻǇƻǊǘƛƻƴ ƻŦ aņƻǊƛ and 
Pacific respondents (12%) agree that the cost 
of smoke alarms have made them think twice 
about installing one. 
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TTAARRGGEETT  GGRROOUUPP  --  6655++  YYEEAARRSS  OOLLDD 
 
Overall, 342 respondents were recorded in the  65+ age target 
group. 
 
The graph below shows the proportions of this group who scored 
the psychographic characteristic statements between a 7 and 10 
(applies to them); this group appear to be home based - 81% 
ŘŜǎŎǊƛōŜ ǘƘŜƳǎŜƭǾŜǎ ŀǎ Ψreading the newspaper nearly every dayΩ 
ǿƘƛƭŜ см҈ ǎŀȅ ǘƘŜȅ Ψhave Sky TVΩ.  Three-fifths (60%) say that 
Ψwhen they go out they are careful about how much they spendΩΦ 
 
Question: Here are some things people sometimes say about themselves.  
Using a scale of 0-10, where 0 means that the statement definitely does not 
apply and 10 means the statement does apply to you, how much do the 
following apply to you?  

 
Base: All who said applies (7-10) 

 
Â Internet access 
 
The majority (92%) of this target population have broadband at 
home, 8% have dial up.  93% completed this survey within their 
own home. 
 
Just under two-thirds (56%) of this target population use the 
Internet several times a day while around a fifth (21%) use it at 
least once a day.  Just less than a fifth (18%) said that they go 
online a few times a week. 
 
Â Social networking 
 
Those aged 65+ are least likely of the target groups to have a 
profile on a social networking site; as many as 54% say that they 
are not a member of any social network site.   
 

  
Of those who are not a member, 78% say that they 
are not interested and 35% say they do not trust 
these sites with their personal information. 
 
The chart below shows the majority (72%) who use 
social networking sites, spend less than 30 minutes a 
day on these sites. 
 
The main means of accessing social networking or 
digital media sites is from either a desktop computer 
(76%) and less so, a laptop computer (40%). 
 
Facebook was the most popular networking site (36% 
have a profile on this site and 68% of this group who 
have a profile classed this as their favourite social 
network site) followed by 16% who had a profile on 
Oldfriends (14% said this was their favourite site). 
 
Awareness of advertising amongst those who visit 
social networking sites was low - 56% state that they 
are not aware of advertising in the last three visits to 
a social network site - the highest level of non 
awareness across the targeted groups. 
 
A fifth (22%) of this target group who have a profile 
have been using social network sites for less than a 
year.  A third (33%) have been using them for 
between one and two years and a further 31% say 
they have been using these sites for between two 
and five years.   
 
Question: How many hours a day on average do you spend on 

social networking sites?  

 
Base: All a member of a social networking site (n = 156) 
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Respondents aged 65+ are divided about whether they trust 
the information they obtain from social networking sites; 
42% state that they do trust these sites while 42% say they 
do not.  In total 16% are unsure whether they trust 
information on social networking sites or not. 
 
These respondents are more likely to say that they speak 
with their family (50%) or close friends (39%) on social 
network sites. 
 
The chart below details the main usage of social networking 
sites among those aged 65+. 
 
Question: What do you mainly use social networking sites for?  

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

  
Â Digital media 
 
The most popularly visited digital media site among 
respondents aged 65+ was trademe.co.nz (70% use 
this site, 26% state that it is their favourite digital 
media site) followed by nzherald.co.nz (44% - 13% 
rate it their favourite) and Yahoo!Xtra (43% use it - 
25% rate it their favourite).   
 
92% of 65+ year old respondents stated they use 
digital media to find information, 47% state that 
they purchase online while a further 24% state that 
they use it for entertainment. 
 
Â Accessing New Zealand Fire Service online 
 
The fact that these respondents do not use the 
Internet as much as the other target groups has an 
impact on the propensity to visit the New Zealand 
Fire Service online (47% said they would not visit - 
significantly more than other target groups).   

 
Following from this, these respondents would not 
follow the Fire Service via Facebook or Twitter - 84% 
said they would not join the Fire Service Facebook 
page and 91% would not follow the Fire Service on 
Twitter.   
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Â Fire safety:  Perceptions and Actions 
 
The finding that respondents aged 65+ are unlikely to go online for 
fire safety information is also compounded by the fact that these 
respondents are significantly more likely to believe that they are 
safety conscious when it comes to fire - 88% agree with this 
ǎǘŀǘŜƳŜƴǘ ŀƴŘ фм҈ ōŜƭƛŜǾŜ ǘƘŜȅ Ψare doing everything possible to 
prevent the risk of fire in their householdΩΦ 
 
Question: Using a scale from 0 - 10 where 0 means you strongly disagree and 10 
means you strongly agree how much do you agree or disagree with the following 
statements?  

 
Base: All who said agree (7-10) 

 

  
Positively, the 65+ year olds are very unlikely 
to agree with the statement the cost of 
smoke alarms has made me think twice 
about installing one (only 6% agree). 
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Overall, 112 respondents surveyed identified themselves as being 
aged under 30 (and above 16 years old).   
 
The graph below shows the proportions of this group who scored 
the psychographic characteristic statements between a 7 and 10 
(applies to them); 85% describe themsŜƭǾŜǎ ŀǎ Ψoften surfing the 
webΩ ǿƘƛƭŜ ср҈ ǎŀȅ ǘƘŜȅ Ψlike to be in controlΩ ŀƴŘ сл҈ ǎŀȅ ǘƘŀǘ 
ΨǿƘŜƴ ǘƘŜȅ Ǝƻ ƻǳǘΣ ǘƘŜȅ ŀǊŜ ŎŀǊŜŦǳƭ ŀōƻǳǘ Ƙƻǿ ƳǳŎƘ ǘƘŜȅ ǎǇŜƴŘΩ. 
 
Question: Here are some things people sometimes say about themselves.  Using 
a scale of 0-10, where 0 means that the statement definitely does not apply and 
10 means the statement does apply to you, how much do the following apply to 
you?  

 
Base: All who said applies (7-10) 

 
Â Internet access 
 
The majority (99%) of this target population have broadband at 
home and 74% completed this survey within their own home; 
22% logged in at work. 
 
83% of this target population use the Internet several times a day 
while around one in 10 (11%) use it at least once a day. 
 
Â Social networking 
 
Respondents aged under 30 are very likely to have a profile on a 
social networking site.   
 
Only 4% of this target group say that they are not a member of 
any site.  Of those who are not a member, 100% say that they are 
not interested, 75% say they do not trust these sites with their 
personal information and 25% state they had joined once but had 
not enjoyed it. 
 

  
The chart below shows 36% who use social 
networking sites, spend less than 30 minutes a day 
on these sites while a further 30% spend between 
30 minutes and an hour on the site - the longest 
time any of the target groups spend on these sites. 
 
The main means of accessing social networking or 
digital media sites is from either a laptop computer 
(76%) or a desktop computer (58%).  Just under 
three in 10 (28%) use a smartphone; 7% use a 
tablet. 
 
Facebook was the most popular networking site 
(96% have a profile on this site and 91% who have 
a profile classed this as their favourite social 
network site) followed by 33% who had a profile on 
YouTube.  A number of respondents aged under 30 
also have a profile on Oldfriends (30%) and Twitter 
(19%). 
 
A large proportion of respondents aged under 30 
(in comparison to the other target groups) are 
aware of advertising in the last three visits to a 
social network site - 66% said they were aware. 
 
16% of this target group have been using social 
network sites for between one and two years while 
58% have been using them for between two and 
five years.  A quarter (24%) have been using these 
sites for more than five years. 
 
Question: How many hours a day on average do you spend on 

social networking sites?  

 
Base: All a member of a social networking site (n = 108) 
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Those aged under 30 are divided about whether they trust 
the information they obtain from social networking sites; 42% 
state that they do trust information from these sites while 
43% say they do not trust information from these sites.  In 
total 16% are unsure whether they trust social networking 
sites or not. 
 
Young respondents are more likely to say that they speak 
with close friends on social network sites (89%). 
 
The chart below shows the main usage of social networking 
sites among young people. 
 
Question: What do you mainly use social networking sites for?  

 
Base: All a member of a social networking site (n = 108) 

 
 

  
Â Digital media 
 
The most popularly visited digital media site among 
respondents aged under 30 was trademe.co.nz 
(86% use this site, 31% state that it is their 
favourite digital media site) followed by stuff.co.nz 
(66% use it - 32% rate it their favourite) and TVNZ 
(64% use it - 7% rate it their favourite).   
 
84% of young respondents stated they use digital 
media to find information while a further 72% state 
that they use it for entertainment.  63% state that 
they purchase online. 
 
Â Accessing New Zealand Fire Service online 
 
Young respondents are significantly more likely to 
visit the New Zealand Fire Service online (56% said 
they would visit), and a significant proportion 
would join the Fire service Facebook page (44% said 
they would), however, a further 44% said they 
would not join the Fire Service Facebook page and 
87% would not follow the Fire Service on Twitter. 
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Â Fire safety:  Perceptions and Actions 
 
Young respondents are the least likely target group to consider 
themselves safety conscious when it comes to fire - 69% agree with 
ǘƘƛǎ ǎǘŀǘŜƳŜƴǘ ŀƴŘ ƻƴƭȅ рт҈ ōŜƭƛŜǾŜ ǘƘŜȅ ŀǊŜ Ψdoing everything 
possible to prevent the risk of fire in their householdΩΦ 
 
hƴƭȅ пп҈ ƻŦ ȅƻǳƴƎ ǊŜǎǇƻƴŘŜƴǘǎ ŀƎǊŜŜ ǘƘŀǘ Ψmore needs to be done 
to get people to take notice of fire safety messagesΩΦ 
 
Question: Using a scale from 0 - 10 where 0 means you strongly disagree and 10 
means you strongly agree how much do you agree or disagree with the following 
statements?  

 
Base: All who said agree (7-10) 

 

  
In comparison with the other target groups, 
young people are also less likely to agree with 
ǘƘŜ ǎǘŀǘŜƳŜƴǘ ΨI pass on fire messages to 
those they care aboutΩ - 48% agreed. 
 
These attitudes need to be addressed 
effectively to be able to promote fire safety to 
this target group. 
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In total, 219 respondents surveyed identified themselves as 
having a disability.   
 
The graph below shows the proportions of this group who scored 
the psychographic characteristic statements between a 7 and 10 
(applies to them); сс҈ ŘŜǎŎǊƛōŜ ǘƘŜƳǎŜƭǾŜǎ ŀǎ Ψreading the 
newspaper nearly every dayΩ ǿƘƛƭŜ ср҈ ǎŀȅ ǘƘŀǘ Ψwhen they go 
ƻǳǘΣ ǘƘŜȅ ŀǊŜ ŎŀǊŜŦǳƭ ŀōƻǳǘ Ƙƻǿ ƳǳŎƘ ǘƘŜȅ ǎǇŜƴŘΩ.  59% say they 
Ψlike to be in controlΩ.   
 
Question: Here are some things people sometimes say about themselves.  Using 
a scale of 0-10, where 0 means that the statement definitely does not apply and 
10 means the statement does apply to you, how much do the following apply to 
you?  

 
Base: All who said applies (7-10) 

 
Â Internet access 
 
Nine in 10 (89%) of this target population have broadband at 
home and 10% have dialup; 91% completed this survey within 
their own home. 
 
63% of this target population use the Internet several times a day 
while 15% use it at least once a day.  A fifth (20%) use the Internet 
a few times a week. 
 
Â Social networking 
 
Respondents with a disability are somewhat less likely to have a 
profile on a social networking site.  In 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 not 
interested, 44% say they do not trust these sites with their 
personal information and 13% state they had joined once but had 
not enjoyed it. 

  
The chart below shows the majority (69%) who use 
social networking sites spend less than 30 minutes a 
day on these sites.   
 
The main means of accessing social networking or 
digital media sites is from either a desktop 
computer (74%) or, to a lesser extent, a laptop 
computer (44%). 
 
Of those who are a member of a social network site, 
Facebook was the most popular (51% have a profile 
on this site and 67% who have a profile classed this 
as their favourite social network site) followed by 
21% of respondents with a disability who had a 
profile on Oldfriends and 12% who had a profile on 
YouTube. 
 
Half (50%) of respondents with a disability who use 
social networking sites say they were aware of 
advertising in the last three visits to a social 
network site. 
 
A quarter (24%) have been using these sites for less 
than a year and 29% for between one and two 
years.  35% of this target group have been using 
social network sites for between two and five years.   
 
Question: How many hours a day on average do you spend on 

social networking sites?  

 
Base: All a member of a social networking site (n=135) 
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Overall, those with a disability do not trust the information 
they obtain from social networking sites - 41% state that they 
do not trust the information they get from these sites while 
30% say they do trust the information from these sites.  In 
total 30% are unsure whether they trust information from 
social networking sites or not. 
 
Respondents with a disability are more likely to say that they 
speak with family on social network sites (64%). 
 
The chart below details the main usage of social networking 
sites among respondents who have a disability. 
 
Question: What do you mainly use social networking sites for?  

 
Base: All a member of a social networking site (n = 135) 

 
 

  
Â Digital media 
 
The most popularly visited digital media site among 
respondents with a disability was trademe.co.nz 
(72% use this site, 33% state that it is their favourite 
digital media site) followed by TVNZ (44% use it - 
7% rate it their favourite) and stuff.co.nz (43% use 
this site - 14% rate it their favourite).   
 
85% of respondents with a disability stated they use 
digital media to find information.  48% state that 
they purchase online.  A further 33% state that they 
use it for entertainment. 
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Â Fire safety:  Perceptions and Actions 
 
Respondents with a disability are very likely to 
consider themselves safety conscious when it 
comes to fire - 80% agree with this statement 
ŀƴŘ тт҈ ōŜƭƛŜǾŜ ǘƘŜȅ ŀǊŜ Ψdoing everything 
possible to prevent the risk of fire in their 
householdΩΦ 
 
69% of these ǊŜǎǇƻƴŘŜƴǘǎ ǎŀȅ ǘƘŀǘ Ψmore needs 
to be done to get people to take notice of fire 
ǎŀŦŜǘȅΩ while 61% of respondents with a 
Řƛǎŀōƛƭƛǘȅ ŀƎǊŜŜ ǘƘŀǘ Ψthey pass on fire safety 
messages to those they care aboutΩ.  Both of 
these findings could be utilised in promoting fire 
safety amongst this group. 
 
 
 

  
Question: Using a scale from 0 - 10 where 0 means you strongly disagree and 
10 means you strongly agree how much do you agree or disagree with the 
following statements? 

 
Base: All who said agree (7-10) 

 
The cost of installing an alarm is slightly more of a concern to 
respondents with a disability - мн҈ ŀƎǊŜŜ ǘƘŀǘ Ψthe cost has made 
them think twice about installing oneΩΦ 
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Overall, 95 respondents surveyed said that they lived in a rural 
area.   
 
The graph below shows the proportions of this group who 
scored the psychographic characteristic statements between a 
7 and 10 (applies to them); су҈ ŘŜǎŎǊƛōŜ ǘƘŜƳǎŜƭǾŜǎ ŀǎ Ψlike 
being in controlΩ ǿƘƛƭŜ сп҈ ǎŀȅ ǘƘŀǘ Ψwhen they go out, they are 
ŎŀǊŜŦǳƭ ŀōƻǳǘ Ƙƻǿ ƳǳŎƘ ǘƘŜȅ ǎǇŜƴŘΩ.  сп҈ ǎŀȅ ǘƘŜȅ Ψhave Sky 
¢±Ω.   
 
Question: Here are some things people sometimes say about themselves.  
Using a scale of 0-10, where 0 means that the statement definitely does not 
apply and 10 means the statement does apply to you, how much do the 
following apply to you? 

 
Base: All who said applies (7-10) 

 
Â Internet access 
 
The majority (92%) of this target population have broadband at 
home and 83% completed this survey within their own home. 
 
56% of this target population use the Internet several times a 
day while a fifth (20%) use it at least once a day or a few times 
a week. 
 
The main means of accessing social networking or digital media 
sites is from either a desktop computer (69%) or a laptop 
computer (56%).  Just over one in 10 (11%) use a smartphone. 
 
 

  
Â Social networking 
 
Rural respondents are less likely than other target 
groups to have a profile on a social networking site. 
 
In this group, 27% say that they are not a member 
of any site.  Of those who are not a member, 81% 
say that they are not interested, 42% say they do 
not trust these sites with their personal 
information.   
 
The chart below shows the majority (68%) who use 
social networking sites spend less than 30 minutes a 
day on these sites.   
 
Again, Facebook was the most popular networking 
site amongst rural respondents (62% have a profile 
on this site and 74% of those who have a profile 
classed this as their favourite social network site) 
followed by Oldfriends (36%) and LinkedIn (13%). 
 
Over half (54%) of rural users of social networking 
sites were aware of advertising in the last three 
visits to a social network sites. 
 
13% of this target group have been using social 
network sites for less than a year.  48% have been 
using them for between one and two years and a 
third (33%) have been using these sites for between 
two and five years. 
 
Question: How many hours a day on average do you spend on 

social networking sites? 

 
Base: All a member of a social networking site (n = 69) 
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Rural respondents are more likely to say they do not trust the 
information they obtain via social networking sites.  46% state 
that they do not trust these sites while 29% say they do.  In 
total 25% are unsure whether they trust social networking 
sites or not. 
 
Rural respondents are more likely to say that they speak with 
family or people who live far away on social network sites 
(61% each). 
 
The chart below details the main usage of social networking 
sites among rural respondents. 
 
Question: What do you mainly use social networking sites for? 

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

 
 

  
Â Digital media 
 
The most popularly visited digital media site among 
rural respondents was trademe.co.nz (82% use this 
site, 42% state that it is their favourite digital 
media site) followed by stuff.co.nz (60% use it- 20% 
rate it their favourite) and TVNZ (49% use it).   
 
88% of rural respondents stated they use digital 
media to find information.  66% state that they 
purchase online while a further 45% state that they 
use it for entertainment. 
 
Â Accessing New Zealand Fire Service online 
 
Although rural respondents are likely to visit the 
New Zealand Fire Service online (53% said they 
would visit), these respondents are less keen to 
follow the Fire Service via Facebook or Twitter - 
Over 67% said they would not join the Fire Service 
Facebook page and 89% would not follow the Fire 
Service on Twitter. 
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Â Fire safety:  Perceptions and Actions 
 
Rural respondents are likely to consider 
themselves safety conscious when it comes to 
fire - 85% agree with this statement and 83% 
ōŜƭƛŜǾŜ ǘƘŜȅ ŀǊŜ ΨŘoing everything possible to 
prevent the risk of fire in their householdΩΦ 
 
hƴƭȅ по҈ ƻŦ ǊǳǊŀƭ ǊŜǎǇƻƴŘŜƴǘǎ ŀƎǊŜŜ ǘƘŀǘ Ψif 
they had a fire at their property, the Fire 
Service would arrive in time to save their lifeΩ. 
 
This, and the responses to the other 
statements, may indicate that rural 
respondents will take a more proactive 
attitude to avoiding fire - this could be 
employed in target campaigns to this group. 
 

  
Question: Using a scale from 0 - 10 where 0 means you strongly disagree and 10 
means you strongly agree how much do you agree or disagree with the following 
statements? 

 
Base: All who said agree (7-10) 
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Even though they are distinct groups in terms of age, renters 
and young people follow similar patterns in their views and 
usages.  In total, 80 respondents surveyed identified themselves 
as renting their property. 
 
The graph below shows the proportions of this group who 
scored the psychographic characteristic statements between a 7 
and 10 (applies to them); 80% sŀȅ ǘƘŀǘ ǘƘŜȅ Ψoften surf the webΩ 
ǿƘƛƭŜ сф҈ ǎŀȅ ǘƘŀǘ Ψwhen they go out, they are careful about 
Ƙƻǿ ƳǳŎƘ ǘƘŜȅ ǎǇŜƴŘΩ.  сн҈ ǎŀȅ ǘƘŜȅ ΨƭƛƪŜ ǘƻ ōŜ ƛƴ ŎƻƴǘǊƻƭΩ.   
 
Question: Here are some things people sometimes say about themselves.  
Using a scale of 0-10, where 0 means that the statement definitely does not 
apply and 10 means the statement does apply to you, how much do the 
following apply to you? 

 
Base: All who said applies (7-10) 

 
Â Internet access 
 
Nine in 10 (91%) of this target population have broadband at 
home while the other 9% have dial up.  89% completed this 
survey within their own home. 
 
75% of this target population use the Internet several times a 
day while 19% use it at least once a day.   
 
The main means of accessing social networking or digital media 
sites is split across desktop computers (68%) laptop computers 
(66%) and smartphones (30%).  There is also a reasonably high 
connection via tablet (8%). 
 
 

  
Â Social networking 
 
Renters are very likely to have a profile on a social 
networking site.   
 
Only 9% say that they are not a member of any site.  
Of those who are not a member, 86% say they do 
not trust these sites with their personal information 
and 43% say that they are not interested. 
 
The chart below shows the majority (56%) who use 
social networking sites spend less than 30 minutes 
a day on these sites.  Just under a quarter (23%) say 
they spend between 30 minutes and an hour on 
these sites. 
 
Facebook was the most popular networking site 
(80% have a profile on this site and 78% of those 
who have a profile classed this as their favourite 
social network site) followed by 38% who had a 
profile on Oldfriends and 19% who had a profile on 
YouTube and LinkedIn. 
 
56% of renters who use social networking sites say 
they were aware of advertising in the last three 
visits to a social network site. 
 
49% of this target group have been using social 
network sites for between two and five years, 29% 
have been using these sites for between one and 
two years. 
 
Question: How many hours a day on average do you spend on 
social networking sites? 

 
Base: All a member of a social networking site (n = 73) 
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Renters generally do not trust the information they obtain 
from social networking sites - 49% state that they do not trust 
information on these sites while 30% say they do.  In total 
21% are unsure whether they trust social networking sites or 
not. 
 
Renters are more likely to say that they speak with close 
friends, friends and people who live far away on social 
network sites (68%, 67% and 67% respectively). 
 
The chart below details the main usage of social networking 
sites among renting respondents. 
 
Question: What do you mainly use social networking sites for? 

 
Base: All a member of a social networking site (n = 73) 
 

  
Â Digital media 
 
The most popularly visited digital media site among 
renters was trademe.co.nz (90% use this site, 35% 
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 site 
and 18% rate it their favourite).   
 
94% of renters stated they use digital media to find 
information, 69% state that they purchase online 
while a further 63% state that they use it for 
entertainment. 
 
Â Accessing New Zealand Fire Service online 
 
Significantly, 73% of renters said they would visit 
the New Zealand Fire Service online and 38% said 
they would follow the Fire Service via Facebook.  
However, 80% said they would not follow the Fire 
Service on Twitter.   
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Â Fire safety:  Perceptions and Actions 
 
Renters are very likely to consider themselves 
safety conscious when it comes to fire - 75% 
agree with this statement but only 67% believe 
ǘƘŜȅ ŀǊŜ Ψdoing everything possible to prevent 
the risk of fire in their householdΩΦ 
 
сф҈ ƻŦ ǘƘƛǎ ƎǊƻǳǇ ǎŀȅ ǘƘŀǘ ǘƘŜȅ ǿƻǳƭŘ Ψpass on 
fire safety messages to those they care aboutΩ 
indicating that, if the Fire Service were able to 
target this group in social media, the message 
is likely to be passed around their network of 
friends. 
 
Renters are more likely than other target 
ƎǊƻǳǇǎ ǘƻ ŘƛǎŀƎǊŜŜ ǿƛǘƘ ǘƘŜ ǎǘŀǘŜƳŜƴǘ Ψmost 
causes of serious household fires are beyond 
the householders controlΩ (70% disagree) 
suggesting that this group are more likely to 
take responsibility for their actions; this could 
be a good employ to target this hard to reach 
group. 
 

  
Question: Using a scale from 0 - 10 where 0 means you strongly disagree and 10 
means you strongly agree how much do you agree or disagree with the following 
statements?  

 
Base: All who said agree (7-10) 
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TTAARRGGEETT  GGRROOUUPP  --  HHOOUUSSEEHHOOLLDD  IINNCCOOMMEE  <<3300KK 

 
150 people identified as belonging to a household where the 
income was under $30,000 in this survey.   
 
The graph below shows the proportions of this group who 
scored the psychographic characteristic statements between 
a 7 and 10 (applies to them); The majority (76%) say that 
Ψwhen they go out, they are careful about how much they 
ǎǇŜƴŘΩ ǿƘƛƭŜ рр҈ ǎŀȅ ǘƘŜȅ ΨƭƛƪŜ ǘƻ ōŜ ƛƴ ŎƻƴǘǊƻƭΩ and 54% 
ǊŜǇƻǊǘ ǘƘŀǘ ǘƘŜȅ ΨŜƴƧƻȅ ƎŀǊŘŜƴƛƴƎΩ.   
 
Question: Here are some things people sometimes say about themselves.  
Using a scale of 0-10, where 0 means that the statement definitely does not 
apply and 10 means the statement does apply to you, how much do the 
following apply to you?  

 
Base: All who said applies (7-10) 

 
Â Internet access 
 
79% of this target groups have broadband at home while 12% 
use dialup.  Most (95%) accessed this survey from home.  This 
group are likely to access the Internet several times a day 
(46%) or once a day (32%) although a fifth (18%) say that they 
access the Internet a few times a week. 
 
The main mode of access to social networking or digital 
media sites is from a desktop computer (79%), 29% said that 
they access these sites from a laptop computer. 
 
Â Social networking 
 
These respondents were relatively unlikely to have a profile 
on social networking sites.   
 
In this group, 23% were not a member of any social 
networking site.  Of those who are not a member, 86% are 
not interested in joining and 17% do not trust social 
networking with their personal information.  A further 14% 
said they had joined once and had not enjoyed it. 

  
The chart below shows the majority (72%) who use 
social networking sites spend less than 30 minutes a 
day on these sites. 
 
Facebook was the most popular networking site 
(66% have a profile on this site and 73% of those 
who had a profile classed this as their favourite 
social network site) followed by 34% of respondents 
who had a profile on Oldfriends. 
 
Over half (55%) of members of a social networking 
site stated that they were aware of advertising in 
the last 3 visits they have made. 
 
30% of respondents said that they have been using 
social networking sites for between one and two 
years while almost two-fifths (38%) say they have 
been using them for between two and five years. 
 
Overall, these respondents are divided about 
whether they trust the information obtained via 
social networking sites - 39% of those who are a 
member say that they do trust information on social 
networking sites while a further 37% say they do not 
trust information from these sources.  A quarter, 
24%, say they are unsure. 
 
Question: How many hours a day on average do you spend on 
social networking sites? 

 
Base: All a member of a social networking site (n = 115) 
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TTAARRGGEETT  GGRROOUUPP  --  HHOOUUSSEEHHOOLLDD  IINNCCOOMMEE  <<3300KK 

 
These respondents were most likely to speak with friends 
over social networking sites (61%) and are relatively open to 
speaking with strangers (9%) in comparison to other target 
groups. 
 
The chart below details the main usage of social networking 
sites among renting respondents. 
 
Question: What do you mainly use social networking sites for?  

 
Base: All a member of a social networking site (n = 71) 

 
Â Digital media 
 
The most popularly visited digital media site among these 
respondents was trademe.co.nz (80% use this site, 41% state 
that it is their favourite digital media site) followed by TVNZ 
(49% use this site - 15% rate it their favourite).  4% of these 
respondents stated that they do not use any of the sites 
listed. 
 
91% of these respondents stated they use digital media to 
find information while just under half (47%) purchase online.  
A further 33% state that they use it for entertainment.   
 

  
Â Accessing New Zealand Fire Service online 
 
These respondents were divided on whether they 
would be likely to visit the New Zealand Fire Service 
online (43% said they would visit while 37% said 
they would not).   
 
60% stated that they would not follow the Fire 
Service on Facebook and 83% would not follow the 
Fire Service on Twitter.   
 
Â Accessing New Zealand Fire Service online 
 
Although just over two-fifths (43%) of respondents 
with a household income of less than $30,000 said 
they would visit the New Zealand Fire Service 
online, these respondents are unlikely to follow the 
Fire Service via Facebook or Twitter - 60% said they 
would not join the Fire Service Facebook page and 
83% would not follow the Fire Service on Twitter.   
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TTAARRGGEETT  GGRROOUUPP  --  HHOOUUSSEEHHOOLLDD  IINNCCOOMMEE  <<3300KK 

 
Â Fire safety: Perceptions and Actions 
 
These respondents consider themselves to be safety conscious 
when it comes to fire - 75% agree with this statement and the 
ǎŀƳŜ ǇǊƻǇƻǊǘƛƻƴ όтр҈ύ ōŜƭƛŜǾŜ ǘƘŜȅ ŀǊŜ Ψdoing everything 
possible to prevent the risk of fire in their householdΩΦ 
 
Question: Using a scale from 0 - 10 where 0 means you strongly disagree and 
10 means you strongly agree how much do you agree or disagree with the 
following statements? 

 
Base: All who said agree (7-10) 

 

  
These respondents were also less likely to agree 
ǿƛǘƘ ǘƘŜ ǎǘŀǘŜƳŜƴǘ ΨI pass on fire safety messages 
to those I care aboutΩ - only 56% agreed while only 
рп҈ ŀƎǊŜŜŘ ǘƘŀǘ ΨIf they had a fire at their 
property, they think the Fire Service would arrive in 
ǘƛƳŜ ǘƻ ǎŀǾŜ ǘƘŜƛǊ ƭƛŦŜΩ.   
 
The lack of agreement with these statements may 
ƛƴŘƛŎŀǘŜ ŀƴ ŀǘǘƛǘǳŘŜ ƻŦ ΨȅƻǳΩǊŜ ƻƴ ȅƻǳǊ ƻǿƴ ǿƘŜƴ 
ƛǘ ŎƻƳŜǎ ǘƻ ŦƛǊŜ ǎŀŦŜǘȅΩ ƛƴ ǘƘƛǎ ǘŀǊƎŜǘ ƎǊƻǳǇ.  This 
may not be considered a negative statement by 
this group - there is also indication that they 
would like to know how to deal with fire - 67% 
ŀƎǊŜŜ ǘƘŀǘ Ψmore needs to be done to get people to 
ǘŀƪŜ ƴƻǘƛŎŜ ƻŦ ŦƛǊŜ ǎŀŦŜǘȅ ƳŜǎǎŀƎŜǎέΦ 
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TTAARRGGEETT  GGRROOUUPP  --  SSMMAALLLL//   MMEEDDIIUUMM  SSIIZZEE  BBUUIISSNNEESSSS  OOWWNNEERRSS 

 
In total, 98 small/ medium business owners took part in a 
different online survey that focused on their business 
behaviours.   
 
The graph below shows the demographics of this group.  The 
majority (84%) say that they have 1 -5 employees while 8% 
say they employ between 6 and 10 or 11 - 19 employees. 
 
Demographics: Number of emplyees, Industry and business sector  

 
Base: All business respondents (98) 
 
24% of this sample are office based while 18% have an offsite 
business (e.g.  a plumber).  A further 17% are in 
manufacturing, industry or engineering. 
 
90% of the businesses surveyed were in the private business 
sector. 
 
Â Internet access 
 
77% of these respondents completed the survey at home 
while others (23%) completed the survey at work.   
 
The majority (94%) stated that they have broadband Internet 
at work while the remaining 6% state that they do not have 
Internet at work - these businesses ranged from a farm (n= 2) 
to retailers and (n=2 manufacturing/ industrial or engineering 
businesses).   
 
Nine in 10 (91%) stated that they use a mobile phone for 
business purposes.  A fifth (20%) of small/ medium business 
owners have a smartphone. 
 
Small/ medium business owners were likely to visit websites 
several times a day - 80% reported doing so while a further 
13% stated they look at websites once a day.   

  
Seven in 10 (70%) of these respondents state that 
their business supplies them with a desktop 
computer that can access social networking or 
digital media sites while a further 62% say they 
have a laptop that can allow this access.   
 
83% of small/ medium business owners say that 
they do not block access to any Internet sites. 
 
Â Social networking 
 
Just under two-fifths (37%) said that their business 
was not a member of any social networking sites. 
 
Of those who do use these sites, social networking 
is the predominantly used social media tool in 
business (42% say their business uses this tool).  
This is mostly through Linkedin or Facebook (31% 
and 29% respectively have a business profile on 
these sites) while 41% state that Facebook is their 
personal favourite social networking site and 35% 
class Linkedin as their favourite social networking 
site.   
 
Livecasting or video conferencing is used by just 
over a quarter (26%) of business people while just 
under a fifth (18%) use Wikis and employment 
websites (16%). 
 
Online tools are primarily used for External 
purposes - 54% say that they use these for external 
communication, networking and marketing while 
46% say they use these tools for external 
knowledge and learning.  22% use these tools for 
community involvement. 
 
Around a fifth of business owners say they use the 
following tools for both internal and external usage; 
communication (27%), networking (22%) and 
knowledge gathering (22%).   
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TTAARRGGEETT  GGRROOUUPP  --  SSMMAALLLL//   MMEEDDIIUUMM  SSIIZZEE  BBUUIISSNNEESSSS  OOWWNNEERRSS 

 
The chart below shows the amount of time each 
business spends on social networking sites.  The 
majority (68%) spend less than 30 minutes a day on 
these sites. 
 
Question:  How many hours a day on average do you or 
someone from your busines spend of social networking sites? 

 
Base: All a member of a social networking site (n = 37) 

 
Just over two-fifths (43%) of businesses have been 
using social networking sites for less than a year 
while 30% have been using them for between one 
and two years and 22% between two and five 
years.  5% of business owners claim their business 
has been using social networking for over five 
years. 
 
Business owners are more likely to say that they do 
trust information on social networking sites or that 
they are unsure if they trust this information (38% 
and 38% respectively). 
 
Of those business who do not use social 
networking sites, almost three-fifths (56%) are not 
interested.  A fifth (19%) state that they do not 
trust the social network sites with their 
information or that there is no benefit to their 
business to join. 
 
Â Digital media 
 
Trademe.co.nz was the most popular digital media 
website within this target group - 36% state that 
this is their favourite site followed by 22% who say 
stuff.co.nz is their favourite site and 16% and 15% 
respectively saying their favourite site is the 
nzherald and yahoo!Xtra. 
 

  
Â Accessing New Zealand Fire Service online 
 
The propensity for the business to visit the NZ Fire Service 
online was relatively low (31% saying they would visit).  Almost 
half 49% could not see a reason that their business would visit. 
 
Linking their business to the Fire Service Facebook page was 
not well received - 70% said that they would not link to 
Facebook although around a quarter (23%) were unsure 
whether their business would join a Facebook page indicating 
that this has potential for development. 
 
As with the other target groups, following the Fire Service on 
Twitter was unlikely to be a popular option for small/ medium 
sized businesses - 85% said their business would not follow the 
Fire Service on Twitter. 
 

Â Fire safety: Perceptions and Actions 
 
Overall owners of small/ medium sized businesses are likely to 
consider themselves safety conscious when it comes to the risk 
of fire (85% agree that they are).  Following from this, 76% 
ŀƎǊŜŜ ǘƘŀǘ ǘƘŜȅ Ψare doing everything possible to prevent the 
risk of fire in their place of workΩ and 75% agree that their 
Ψwork place takes fire safety very seriouslyΩΦ 
 
The chart below shows the level of preparation that 
workplaces surveyed have; the figures above the bars indicate 
the proportion of respondents who said that the statement 
ΨŘƻŜǎ ƴƻǘ ŀǇǇƭȅ ŀǘ ŀƭƭΩ ǘƻ ǘƘŜƛǊ ǿƻǊƪǇƭŀŎŜΦ 
 
Question: Are the following statements refelecive of your place of work?  

 
Base: All business respondents (98) who say statement applies 
bh¢9Υ CƛƎǳǊŜǎ ŀōƻǾŜ ǘƘŜ ōŀǊ Ґ ǘƘƻǎŜ ǿƘƻ ǎŀȅ ǎǘŀǘŜƳŜƴǘ άŘƻŜǎ ƴƻǘ ŀǇǇƭȅ ŀǘ 
ŀƭƭέ 
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Business owners are likely to disagree that 
Ψmost causes of serious business fires are 
ōŜȅƻƴŘ ǘƘŜ ǎǘŀŦŦΩǎ ŎƻƴǘǊƻƭΩ (46% disagree with 
this statement) while two-fifths (40%) agree 
ǘƘŀǘ Ψmore needs to be done to get businesses 
to take notice of fire safety messagesΩΦ 
 
This target group are likely to say that they 
ǿƻǳƭŘ Ψpass on fire safety messages to those 
they care aboutΩ (64% agree with this 
statement). 
 

  
Question: Using a scale from 0 - 10 where 0 means you strongly disagree and 10 
means you strongly agree how much do you agree or disagree with the following 
statements? 

 
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 or at some other location? 

 
65 yrs + 

 
% 

Asian 
 

% 

H-hold 
<30K 

% 

aņƻǊƛ 
Pacific 

% 

Renters 
 

% 

Rural 
 

% 

Under 30 
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 
<30K 

% 

aņƻǊƛ 
Pacific 

% 

Renters 
 

% 

Rural 
 

% 

Under 30 
yrs 
% 

Disability 
% 

Base 342 82 150 115 80 95 112 219 

Dial-up 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 
<30K 

% 

aņƻǊƛ 
Pacific 

% 

Renters 
 

% 

Rural 
 

% 

Under 30 
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 to social network or use digital media Internet sites? 

 
65 yrs + 

 
% 

Asian 
 

% 

H-hold 
<30K 

% 

aņƻǊƛ 
Pacific 

% 

Renters 
 

% 

Rural 
 

% 

Under 30 
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 profile on any of the following social networking sites? 

 
65 yrs + 

 
% 

Asian 
 

% 

H-hold 
<30K 

% 

aņƻǊƛ 
Pacific 

% 

Renters 
 

% 

Rural 
 

% 

Under 30 
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 networking 
sites 

54 13 23 15 9 27 4 38 

All respondents  
Multiple response question, may not add to 100%. 



UMR Research Limited                                                                                            Page 47 

 

 
REASONS FOR NOT USING SOCIAL NETWORKING SITES 

 
Why are you NOT participating with any social networking sites? 

 
65 yrs + 

 
% 

Asian 
 

% 

H-hold 
<30K 

% 

aņƻǊƛ 
Pacific 

% 

Renters 
 

% 

Rural 
 

% 

Under 30 
yrs 
% 

Disability 
% 

Base 186 11 35 17 7 26 4 84 

I am not interested in joining social 
networking sites 

78 73 86 71 43 81 100 73 

I do not trust social networking sites 
with my personal information 

35 36 17 47 86 42 75 44 

L ƧƻƛƴŜŘ ƻƴŎŜ ōǳǘ L ŘƛŘƴΩǘ ŜƴƧƻȅ ƛǘ 6 9 14 6 - 4 25 13 

L ŘƻƴΩǘ ƪƴƻǿ Ƙƻǿ ǘƻ Ƨƻƛƴ ǎƻŎƛŀƭ 
networking sites 

4 - 3 12 - - - 4 

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 network site? 

 
65 yrs + 

 
% 

Asian 
 

% 

H-hold 
<30K 

% 

aņƻǊƛ 
Pacific 

% 

Renters 
 

% 

Rural 
 

% 

Under 30 
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 Buzz - - - 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 
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SOCIAL NETWORKING SITE HISTORY 

 
How long have you been using social networking sites? 

 
65 yrs + 

 
% 

Asian 
 

% 

H-hold 
<30K 

% 

aņƻǊƛ 
Pacific 

% 

Renters 
 

% 

Rural 
 

% 

Under 30 
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 many hours a day on average do you spend on social networking sites? 

 
65 yrs + 

 
% 

Asian 
 

% 

H-hold 
<30K 

% 

aņƻǊƛ 
Pacific 

% 

Renters 
 

% 

Rural 
 

% 

Under 30 
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 and 4 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 last three visits you made to a social networking site, did you notice any advertising? 

 
65 yrs + 

 
% 

Asian 
 

% 

H-hold 
<30K 

% 

aņƻǊƛ 
Pacific 

% 

Renters 
 

% 

Rural 
 

% 

Under 30 
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 networking website, n=825 
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PURPOSE OF SOCIAL NETWORKING SITES 

 
What do you mainly use social networking sites for? 

 
65 yrs + 

 
% 

Asian 
 

% 

H-hold 
<30K 

% 

aņƻǊƛ 
Pacific 

% 

Renters 
 

% 

Rural 
 

% 

Under 30 
yrs 
% 

Disability 
% 

Base 156 71 115 98 73 69 108 135 

Keeping in touch 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 INFORMATION ON SOCIAL NETWORKING SITES 

 
Do you trust information you obtain via social networking sites? 

 
65 yrs + 

 
% 

Asian 
 

% 

H-hold 
<30K 

% 

aņƻǊƛ 
Pacific 

% 

Renters 
 

% 

Rural 
 

% 

Under 30 
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 networking website, 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 
<30K 

% 

aņƻǊƛ 
Pacific 

% 

Renters 
 

% 

Rural 
 

% 

Under 30 
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 always 39 80 53 77 68 55 89 56 

- CO-WORKERS 

 
65 yrs + 

 
% 

Asian 
 

% 

H-hold 
<30K 

% 

aņƻǊƛ 
Pacific 

% 

Renters 
 

% 

Rural 
 

% 

Under 30 
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 often + Nearly always 4 27 6 22 29 15 36 12 

- FAMILY 

 
65 yrs + 

 
% 

Asian 
 

% 

H-hold 
<30K 

% 

aņƻǊƛ 
Pacific 

% 

Renters 
 

% 

Rural 
 

% 

Under 30 
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 WITH ON SOCIAL NETWORKING SITES 
 

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

- FRIENDS 

 
65 yrs + 

 
% 

Asian 
 

% 

H-hold 
<30K 

% 

aņƻǊƛ 
Pacific 

% 

Renters 
 

% 

Rural 
 

% 

Under 30 
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 33 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 

- PEOPLE THAT LIVE FAR AWAY 

 
65 yrs + 

 
% 

Asian 
 

% 

H-hold 
<30K 

% 

aņƻǊƛ 
Pacific 

% 

Renters 
 

% 

Rural 
 

% 

Under 30 
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 

- STRANGERS/ PEOPLE YOU DO NOT ALREADY KNOW 

 
65 yrs + 

 
% 

Asian 
 

% 

H-hold 
<30K 

% 

aņƻǊƛ 
Pacific 

% 

Renters 
 

% 

Rural 
 

% 

Under 30 
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 



UMR Research Limited                                                                                            Page 56 

 

5.3 Internet Usage: Websites Visited 
 

 
USE OF INTERNETSITES 

 
Do you use any of the following Internet sites? 

 
65 yrs + 

 
% 

Asian 
 

% 

H-hold 
<30K 

% 

aņƻǊƛ 
Pacific 

% 

Renters 
 

% 

Rural 
 

% 

Under 30 
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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PURPOSE OF USING DIGITAL MEDIA INTERNET SITES 

 
What do you use digital media Internet sites for? 

 
65 yrs + 

 
% 

Asian 
 

% 

H-hold 
<30K 

% 

aņƻǊƛ 
Pacific 

% 

Renters 
 

% 

Rural 
 

% 

Under 30 
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 favourite digital media Internet site? 

 
65 yrs + 

 
% 

Asian 
 

% 

H-hold 
<30K 

% 

aņƻǊƛ 
Pacific 

% 

Renters 
 

% 

Rural 
 

% 

Under 30 
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 respondents, those who use digital media Internet 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 
<30K 

% 

aņƻǊƛ 
Pacific 

% 

Renters 
 

% 

Rural 
 

% 

Under 30 
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 ZEALAND FIRE SERVICE FACEBOOK PAGE 

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

 
65 yrs + 

 
% 

Asian 
 

% 

H-hold 
<30K 

% 

aņƻǊƛ 
Pacific 

% 

Renters 
 

% 

Rural 
 

% 

Under 30 
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 
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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 
<30K 

% 

aņƻǊƛ 
Pacific 

% 

Renters 
 

% 

Rural 
 

% 

Under 30 
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) 
 

 
STATEMENT TESTING - άL /hb{L59w L !a ±9w¸ {!C9¢¸ /hb{/Lh¦{ ²I9b L¢ /ha9{ ¢h ¢I9 wL{Y hC CLw9έ 

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

 
65 yrs + 

 
% 

Asian 
 

% 

H-hold 
<30K 

% 

aņƻǊƛ 
Pacific 

% 

Renters 
 

% 

Rural 
 

% 

Under 30 
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 3 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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STATEMENT TESTING - άL .9[L9±9 L !a 5hLbD 9±9w¸¢ILbD th{{L.[9 ¢h tw9±9b¢ ¢I9 wL{Y hC CLw9 Lb a¸ Ih¦{9Ih[5έ 

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

 
65 yrs + 

 
% 

Asian 
 

% 

H-hold 
<30K 

% 

aņƻǊƛ 
Pacific 

% 

Renters 
 

% 

Rural 
 

% 

Under 30 
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 3 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 - ά¢!YLbD wL{Y{ ²L¢I CLw9 L{ t!w¢ hC I¦a!b b!¢¦w9έ 

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

 
65 yrs + 

 
% 

Asian 
 

% 

H-hold 
<30K 

% 

aņƻǊƛ 
Pacific 

% 

Renters 
 

% 

Rural 
 

% 

Under 30 
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 13 20 13 15 13 20 16 19 

Unsure 1 - - 2 - 1 1 - 

 
All respondents  

 



UMR Research Limited                                                                                            Page 65 

 

 
STATEMENT TESTING - άah{¢ /!¦{9{ hC {9wLh¦{ Ih¦{9Ih[5 CLw9{ !w9 .9¸hb5 ¢I9 Ih¦{9Ih[59wΩ{ /hb¢wh[έ 

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

 
65 yrs + 

 
% 

Asian 
 

% 

H-hold 
<30K 

% 

aņƻǊƛ 
Pacific 

% 

Renters 
 

% 

Rural 
 

% 

Under 30 
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 Neutral 16 25 24 24 21 15 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 13 18 12 10 5 8 6 12 

Unsure - 2 1 1 4 3 4 2 

 
All respondents  
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STATEMENT TESTING - ά!{ [hbD !{ /IL[5w9b I!±9 .99b ¢!¦DI¢ bh¢ ¢h t[!¸ ²L¢I [LDI¢9w{ hw a!¢/I9{ L¢ L{ hY ¢h [9!±9 ¢I9a ²L¢ILb w9!/Iέ 

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

 
65 yrs + 

 
% 

Asian 
 

% 

H-hold 
<30K 

% 

aņƻǊƛ 
Pacific 

% 

Renters 
 

% 

Rural 
 

% 

Under 30 
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 3 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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STATEMENT TESTING - ά! {9wLh¦{ Ih¦{9 CLw9 L{ bh¢ {ha9¢ILbD ¢I!¢ L{ [LY9[¸ ¢h I!tt9b Lb a¸ Ih¦{9Ih[5έ 

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

 
65 yrs + 

 
% 

Asian 
 

% 

H-hold 
<30K 

% 

aņƻǊƛ 
Pacific 

% 

Renters 
 

% 

Rural 
 

% 

Under 30 
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 35 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 - ά/h{¢ hC {ahY9 ![!wa{ I!{ a!59 a9 ¢ILbY ¢²L/9 !.h¦¢ Lb{¢![[LbD hb9έ 

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

 
65 yrs + 

 
% 

Asian 
 

% 

H-hold 
<30K 

% 

aņƻǊƛ 
Pacific 

% 

Renters 
 

% 

Rural 
 

% 

Under 30 
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 3 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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STATEMENT TESTING - άLC L I!5 ! CLw9 !¢ a¸ twht9w¢¸Σ L ¢ILbY ¢I9 CLw9 {9w±L/9 ²h¦[5 !wwL±9 Lb ¢La9 ¢h {!±9 a¸ [LC9έ 

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

 
65 yrs + 

 
% 

Asian 
 

% 

H-hold 
<30K 

% 

aņƻǊƛ 
Pacific 

% 

Renters 
 

% 

Rural 
 

% 

Under 30 
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 TESTING - άahw9 b995{ ¢h .9 5hb9 ¢h D9¢ t9ht[9 ¢h ¢!Y9 bh¢L/9 hC CLw9 {!C9¢¸ a9{{!D9{έ 

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

 
65 yrs + 

 
% 

Asian 
 

% 

H-hold 
<30K 

% 

aņƻǊƛ 
Pacific 

% 

Renters 
 

% 

Rural 
 

% 

Under 30 
yrs 
% 

Disability 
% 

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 TESTING - άL t!{{ hb CLw9 {!C9¢¸ a9{{!D9{ ¢h ¢Ih{9 L /!w9 !.h¦¢έ 

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

 
65 yrs + 

 
% 

Asian 
 

% 

H-hold 
<30K 

% 

aņƻǊƛ 
Pacific 

% 

Renters 
 

% 

Rural 
 

% 

Under 30 
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 respondents  
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5.6 Personal Statement Testing 
 

 
PERSONAL STATEMENT TESTING - άL hC¢9b C99[ ¦b59w tw9{{¦w9έ 

 
Here are some things people sometimes say about themselves.  Using a scale of 0-10, where 0 means that the statement definitely does not apply and 10 means 
that the statement does apply to you, how much do the following statements apply to you: 

 
65 yrs + 

 
% 

Asian 
 

% 

H-hold 
<30K 

% 

aņƻǊƛ 
Pacific 

% 

Renters 
 

% 

Rural 
 

% 

Under 30 
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 33 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 33 

Unsure - - - - - 1 - 1 

 
All respondents  
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PERSONAL STATEMENT TESTING - άL !a {L/Y hC .9LbD ¢h[5 ²I!¢ L /!bΩ¢ 5hέ 

 
Here are some things people sometimes say about themselves.  Using a scale of 0-10, where 0 means that the statement definitely does not apply and 10 means 
that the statement does apply to you, how much do the following statements apply to you: 

 
65 yrs + 

 
% 

Asian 
 

% 

H-hold 
<30K 

% 

aņƻǊƛ 
Pacific 

% 

Renters 
 

% 

Rural 
 

% 

Under 30 
yrs 
% 

Disability 
% 

Base 342 82 150 115 80 95 112 219 

0 Does not 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 

Unsure 1 1 1 1 - 1 - - 

 
All respondents  
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PERSONAL STATEMENT TESTING - άL [LY9 ¢h .9 Lb /hb¢wh[έ 

 
Here are some things people sometimes say about themselves.  Using a scale of 0-10, where 0 means that the statement definitely does not apply and 10 means 
that the statement does apply to you, how much do the following statements apply to you: 

 
65 yrs + 

 
% 

Asian 
 

% 

H-hold 
<30K 

% 

aņƻǊƛ 
Pacific 

% 

Renters 
 

% 

Rural 
 

% 

Under 30 
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 23 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 TESTING - άL Y99t ¦t ²L¢I ¢I9 [!¢9{¢ ¢w9b5{ Lb ¢9/Ibh[hD¸έ 

 
Here are some things people sometimes say about themselves.  Using a scale of 0-10, where 0 means that the statement definitely does not apply and 10 means 
that the statement does apply to you, how much do the following statements apply to you: 

 
65 yrs + 

 
% 

Asian 
 

% 

H-hold 
<30K 

% 

aņƻǊƛ 
Pacific 

% 

Renters 
 

% 

Rural 
 

% 

Under 30 
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 TESTING - άL w9D¦[!w[¸ ²!¢/I {thw¢ hb ¢±έ 

 
Here are some things people sometimes say about themselves.  Using a scale of 0-10, where 0 means that the statement definitely does not apply and 10 means 
that the statement does apply to you, how much do the following statements apply to you: 

 
65 yrs + 

 
% 

Asian 
 

% 

H-hold 
<30K 

% 

aņƻǊƛ 
Pacific 

% 

Renters 
 

% 

Rural 
 

% 

Under 30 
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 

Unsure - - - - - - - - 

 
All respondents  
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PERSONAL STATEMENT TESTING - άL hC¢9b {¦wC ¢I9 ²9.έ 

 
Here are some things people sometimes say about themselves.  Using a scale of 0-10, where 0 means that the statement definitely does not apply and 10 means 
that the statement does apply to you, how much do the following statements apply to you: 

 
65 yrs + 

 
% 

Asian 
 

% 

H-hold 
<30K 

% 

aņƻǊƛ 
Pacific 

% 

Renters 
 

% 

Rural 
 

% 

Under 30 
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 35 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 TESTING - άL w9!5 ¢I9 b9²{t!t9w b9!w[¸ 9±9w¸ 5!¸έ 

 
Here are some things people sometimes say about themselves.  Using a scale of 0-10, where 0 means that the statement definitely does not apply and 10 means 
that the statement does apply to you, how much do the following statements apply to you: 

 
65 yrs + 

 
% 

Asian 
 

% 

H-hold 
<30K 

% 

aņƻǊƛ 
Pacific 

% 

Renters 
 

% 

Rural 
 

% 

Under 30 
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 13 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 

Unsure - - - - - - 1 - 

 
All respondents  
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PERSONAL STATEMENT TESTING - άL I!±9 {Y¸ ¢±έ 

 
Here are some things people sometimes say about themselves.  Using a scale of 0-10, where 0 means that the statement definitely does not apply and 10 means 
that the statement does apply to you, how much do the following statements apply to you: 

 
65 yrs + 

 
% 

Asian 
 

% 

H-hold 
<30K 

% 

aņƻǊƛ 
Pacific 

% 

Renters 
 

% 

Rural 
 

% 

Under 30 
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 3 1 - 4 - 

7 1 6 1 1 - - 3 1 

8 3 - 1 1 - 2 - 2 

9 4 5 3 6 6 5 - 5 

10 Strongly 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 TESTING - άLΩa Lb±h[±95 Lb ! [h¢ hC ±h[¦b¢!w¸ /haa¦bL¢¸ !/¢L±L¢¸έ 

 
Here are some things people sometimes say about themselves.  Using a scale of 0-10, where 0 means that the statement definitely does not apply and 10 means 
that the statement does apply to you, how much do the following statements apply to you: 

 
65 yrs + 

 
% 

Asian 
 

% 

H-hold 
<30K 

% 

aņƻǊƛ 
Pacific 

% 

Renters 
 

% 

Rural 
 

% 

Under 30 
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 35 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 23 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 TESTING - άL hC¢9b 9!¢ h¦¢ !¢ w9{¢!¦w!b¢{έ 

 
Here are some things people sometimes say about themselves.  Using a scale of 0-10, where 0 means that the statement definitely does not apply and 10 means 
that the statement does apply to you, how much do the following statements apply to you: 

 
65 yrs + 

 
% 

Asian 
 

% 

H-hold 
<30K 

% 

aņƻǊƛ 
Pacific 

% 

Renters 
 

% 

Rural 
 

% 

Under 30 
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  

 
























