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1.0 EXECUTIVE SUMMARY 

1.1 Introduction  

Western Opinion Research, Inc. conducted a telephone survey of 123 of the 
144 participants in the Elie - St. Eustache Fibre Optics Field Trial between 
November 1st and 6th, 1982. The survey focused exclusively upon the Telidon 
service available to Trial participants. 

Survey objectives were: 

A. Identify general satisfaction with the level of Telidon service. 

B. Identify any current or potential Telidon system problems. 

C. Verify previous responses to Telidon system software and hardware 
questions. 

D. Determine reactions to Telidon system data bases in some detail. 

E. Determine participants' opinions regarding the desirable evolution of 
the Telidon system. 

F. Determine participants' perceptions of whether/how Telidon has affected 
their lifestyles. 

Survey results that appear most important are oftlined in point form on 
the following pages. 

1.2 General Reaction to the Telidon Service  

• Respondents indicated a very positive reaction to Telidon services. 

• There was greater general satisfaction with the Infomart than the 
Cybershare data base. 

. Only 3.3 percent were dissatisfied with the hours Telidon service was 
avail  able.  

• Respondents found the data bases generally reliable, although Infomart 

was rated ahead of Cybershare. 

. Infomart Telidon service was rated noticeably ahead of Cybershare in 

the categories of "informative", "useful", and "entertaining". 

1.3 System Problems  

• 57.7 percent of respondents indicated that they were encountering some 
problems with Telidon service. 	Interestingly, heavy users indicated 
more problems than light users. 

. The most frequently mentioned problem was access. 



1.4 Telidon Software and Hardware Features: 

Comparison of Survey 1 and Survey 2  

. In general, questions on Telidon usage and features elicited responses 
similar in Survey 2 as in Survey 1. 

. A slight decrease in average hours of Telidon usage was suggested. 

• Children were still the most frequent users, although adult males and 
adult females had increased their usage. 

. Most indicated it was easy to find their way into the data base, 

although the number decreased in Survey 2. 

• More respondents found the Infomart Index System easier to use than the 
Cybershare Index System. 

• 60.0 percent of respondents in both surveys indicated that the length 

of time to reach the data base "could" or "must" be improved. 

• Most respondents (83.7 percent) felt no difference was necessary in 

print size. 

• An increasing number of respondents (36.6 percent compared to 16.8 

percent) felt that display pictures could be improved. Most of these 
felt an improvement in speed was necessary. 

• Most respondents expressed satisfaction with their keyboards regardless 

of whether they had the old or new keyboard. 

1.5 System Databases  

1.5.1 Agricultural Information  

. 38.2 percent of respondents used the agricultural information. 	Most 

did not want any agricultural information eliminated. There were very 

few suggested additional types of information. 

• Most respondents who used it indicated the agricultural information to 

be useful in some degree (74.5 percent), current (68.1 percent) and 

accurate (72.3 percent). 

• Adult males were the primary users of agricultural information by a 

wide margin (83.0 percent of respondents using agricultural informa-

tion). 

1.5.2 Community Information  

. 79.7 percent of respondents used the community information. 



Weather information was used by most respondents (79.6 percent). Its 
use was far ahead of news, which was the next most frequently used 
category (52.8 percent of respondents). 

A large number of respondents (89.8 percent) did not feel that any 
community information could be eliminated. 

Community information was felt to be current and accurate by 87.7 
percent of respondents. 

Adult males and females are the principal users of community informa-
tion (63.3 percent in total). 

1.5.3 Consumer Information  

42.3 percent of respondents used the consumer information. 

Health and nutrition and classified ads were the most frequently used 

types of consumer information. 

There were few suggestions for additional information. 86.5 percent of 
households using consumer information did not feel that any should be 
eliminated. 

90.4 percent of the households using consumer information found it 
current and accurate. 

Primary users of consumer information in most households were adults. 

Adult males (32.7 percent), adult females (28.9 percent) and all adults 

(11.0 percent). 

1.5.4 Teleshopping  

58.5 percent of households had viewed the Teleshopping Service. Only 

2.8 percent of respondents indicated they had bought anything using the 
Telidon. 

"Personal preferences", "delivery time", "location" and "credit cards" 

were cited as reasons for not purchasing via Teleshopping. 

A small number of suggestions for other types of stores on the Tele-

shopping service were made, led by specialty stores, discount stores 

and general stores. 

Despite these results, only 8.3 percent of Teleshopping viewers 

reported that there were aspects of the Telidon service that could be 

eliminated. 

Teleshopping information was perceived to be accurate by 73.6 percent 

of respondents in households viewing it. 



• Respondents liked the display pictures and images. 

• Most frequent viewers of Teleshopping were adult females (34.7 per-
cent), followed by adult males (13.9 percent). 

1.5.5 School Courses  

• Twenty-six percent of respondents used the Telidon School Courses. 

. Of the Telidon School Course users, 84.4 percent use Infomart courses 
and 59.4 percent use Cybershare courses. 

School Courses were felt to be useful by 70.3 percent of the respon-
dents using them. 

Fifty-nine percent of respondents using School Courses indicated a 
desire for additional courses on Telidon. 

None of the School Course users felt any of the courses should be 
eliminated. 

. No School Course users found the display pictures distracting. 

• Most users of School Courses were children; male children (18.7 per-

cent), female children (17.2 percent), and all children (17.2 percent). 

1.5.6 Telidon Games  

• 94.3 percent of respondents used Telidon games. 	93.5 percent used 

Infomart games, and 75.6 percent used Cybershare games. 

• 87.1 percent of respondents felt they would like regular introduction 
of a new game or games. 

. Monthly introduction of new games was preferred. 

. Children were the primary users of Telidon games in 37.1 percent of 

households using them. Adults were the primary users in 31.4 percent 

of households. In 15.4 percent of households "all" members are primary 

users. 

1.5.7 Telidon Messaging  

• 50.4 percent of respondents used the Messaging Service. 

. Of Messaging users, 83.9 percent perceive it to be a useful service. 

• Communicating with family or friends, socializing and novelty were the 

three most frequently cited'reasons for using the Messaging Service. 

• 67.8 percent of respondents saw no need for improvements to the 

Messaging Service. 

iv 



• Suggested improvements to the Messaging Service were operation, 
security and message indicating capabilities. 

• The most frequent primary users of the Messaging Service were male 
children, followed by female children and adult females. 

1.6 Effect of Telidon on Participants' Lifestyles  

• In general, respondents did not feel that their lifestyles had been 
affected to any great extent by Telidon. 

• Community awareness was increased slightly by Telidon. 

. 84.5 percent of respondents did not feel their daily routine had been 
affected in any way by Telidon. 

• Limited comments indicated respondents felt that because of Telidon 
they were saving time and watching less television. 

• In response to specific questions about effects on behavior, 15.5 per-
cent, 6.6 percent, 4.9 percent, and 4.9 percent of respondents felt 
they were spending less time respectively Watching TV, Reading, 

Listening to Music, and Going Out/Socializing. 

• 70.8 percent of respondents depend on Telidon for information. Most 

(p6 5.1 percent) depend on it only a "little" or "somewhat". 

1.7 Evolution of the Telidon System  

• Almost all respondents felt Telidon would be an important part of the 

future. 

• Telidon was seen as an information source for the future. 

• Agricultural information and Educational information were seen as the 

• most important future Telidon service categories. 

1.8 Pricing of Telidon Service  

• 15.4 percent of respondents indicated they would be willing to pay for 

Telidon Service. 

• Most respondents indicated they thought people would pay $300-500 for 

Telidon hardware (54.4 percent), or $500-800 (22.8 percent). 

• Most respondents indicated they thought people would be willing to pay 

$1-$9 for monthly Telidon Service (39.9 percent), or $10-$19 (26.0 

percent). 

. Printout, more ability to input information and expanded information 

base were the features respondents said would most greatly increase the 

value of Telidon. 
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2.0 INTRODUCTION 

This survey of the Elie-St. Eustache Fibre Optics Field Trial participants 

was developed and administered by Western Opinion Research, Inc. for the 

Manitoba Telephone System (M.T.S.) during October and November, 1982. The 

survey was the third in a series of four surveys to be conducted during the 

trial period. This survey dealt exclusively with Telidon service of the trial. 

Detailed information on opinions and perceptions of respondents regarding 

Telidon were sought. 

The specific objectives of the survey were: 

A. Identify general satisfaction with the level of Telidon service. 

B. Identify any current or potential Telidon system_problems. 

C. Verify previous responses to Telidon system software and hardware 

questions. 

D. Determine reactions to Telidon system data bases in some detail. 

E. Determine participants' opinions regarding the desirable evolution 

of the Telidon system. 

F. Determine participants' perceptions of whether/how Telidon has 

affected their lifestyles. 

Each of the above objectives is detailed in a separate section of this 

report. 

In order to achieve these objectives, Western Opinion Research, Inc. 

designed the questionnaire contained in Appendix I. Questions focused upon the 

agricultural, consumer, community and teleshopping information available on 

Telidon. 	Questions regarding school courses, games and messaging were also 

asked. Other areas investigated included: 	general reactions to the use and 
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operation of the Telidon service; specific reactions to the effects of Telidon 

on participants' lifestyles; and general reactions on the future and pricing of 

the Telidon system. 

The survey information is intended to assist the trial sponsors in 

decisions regarding: 

A. Desirable Telidon software improvements. 

B. Desirable Telidon hardware improvements. 

C. Desirable Telidon data base improvements. 

D. Specification of service problems. 

E. Shere Telidon fits in the evolutionary stream of in-home video 

terminal s..  

F. How to evaluate lifestyle changes. 

This report consists of two sections: the body and the appendices. The 

body is a summary of survey findings and the appendices contain the question-

naire and the comments made by the survey respondents during the interviews. 
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3.0 SURVEY METHODOLOGY 

3.1 Survey Technique  

The survey utilized a census technique in which all (144) of the trial 

population was to be surveyed. 	One hundred and twenty-three interviews were 

completed. Five partially completed questionnaires were discarded. The 

response rate was 85 percent. Of the 16 participants who were not interviewed, 

one refused to take part in the survey, two were unable to be contacted, two did 

not keep original or suggested alternative appointments, eight stated they 

either had no Telidon or that the service was disconnected. The remaining three 

were new residents who either never used the equipment or had not had it 

connected. 

The questionnaire was administered by the telephone interview technique 

between November 1st and 6th, 1982. 

3.2 Survey Personnel  

The survey was co-ordinated by Judy Storey who was primarily respon-

sible for organizing and supervising the interviews. Brian Owen was responsible 

for the construction of the questionnaire and was involved at most stages of the 

project. 

The telephone interviews were conducted by a total of six interviewers 

(including Judy Storey). 

3.3 Survey Activities  

The survey objectives were defined and the survey methodology chosen 

in consultation with Mr. George Tough of M.T.S., the Project Manager of the 
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Elie-St. Eustache Fibre Optics Trial. Prior to the administration of the ques-

tionnaire, the Public Relations Department of M.T.S. broadcasted a Telidon 

message to the Elie-St. Eustache participants informing them of the upcoming 

survey. 

The questionnaire items were developed by Western Opinion Research, Inc. 

with attention given to the content, phrasing, sequencing, and response format 

of each questionnaire item. Open-ended, dichotomous, scaled and multiple-choice 

items were included in the questionnaire. Open-ended items were included to 

permit the widest possible variety of responses and to allow the respondents to 

express any pertinent feelings they may have on the topic. Scaled, multiple-

choice and dichotomous items were included to simplify the administration, tabu-

lation, and analysis of information provided by the participants. 

Following construction of the questionnaire, selected telephone interviews 

were conducted as a pre-test of the survey instrument. On the basis of this pre-

test, the appropriate and necessary revisions to questionnaire items were made. 

On October 26, 1982 an orientation session for telephone interviewers was 

held. At that time, Jane Stewart of M.T.S. briefed the interviewers about the 

project, telephone interview techniques were discussed, and the questionnaire 

was discussed item by item. 

All participants were then contacted by the interviewers who were instruc-

ted to complete the interview on the first call if convenient. If inconvenient, 

interviewers made an appointment and contacted the participant at a later agreed 

upon date and time. The questionnaires were administered over a six-day period 

(November 1 to 6, 1982). 

Completed questionnaires were edited, coded and tabulated using the Cross-

tabs package developed by Cambridge Computer Associates, Inc. Data analysis and 

report preparation were the final stages of the project. 
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4.0 RESPONDENT PROFILE 

The participants in the Elie-St. Eustache Fibre Optics Field Trial were 

divided into three categories of Telidon usage by M.T.S. These categories 

represent light, medium, and heavy users and were derived on the basis of 

actual hours and minutes of participant use during the month of June, 1982. 

These data were gathered by Manitoba Telephone System and supplied to Western 

Opinion Research, Inc. Of the 123 completed interviews, 43 respondents were 

classified as light users, 39 respondents as medium users, and 41 respondents 

as heavy users of the Telidon service (Table 1). 

Overall, there were no distinguishing differences appeared between the 

light, medium, and heavy users of the Telidon service. In instances where one 

of the three user categories deviated from this trend, attention was drawn to 

it in the analysis. • 

TABLE I: USAGE CATEGORIES 

Usage Category 	Number 	Percent  

Light 	 43 	35.0 
Medium 	 39 	31.7 
Heavy 	 41 	33.3  

	

l'ed 	1UU.0 

112 interviews were conducted with household trial participants and 11 

were with non-household participants (Table 2). 

TABLE 2: HOUSEHOLD OR NON-HOUSEHOLD USERS BY USAGE CATEGORY 

Total 	Table 

Type of User 	Light 	Medium 	Heavy 	Interviews 	Percentage 

Household 	41 	38 	33 	112 	91.1 

Business 	2 	1 	8 	11 	8.9 

Total Interviews 	43 	39 	41 	123 	100.0 

Table Percentage 	35.0 	31.7 	33.3 	100.0 



Respondent 	Light Medium 	Heavy 

13 

29 

13 

22 

4 

38 

78 

7 1 

12 

27 

2 

'Tr 

Table Percentage 	35.0 33.3 	100.0 31.7 

6 

For each participant interview, the interviewer asked to speak to an adult 

who was familiar with the use of the Telidon. The wife alone was the most fre-

quent interviewee (48.8 percent), followed by husbands (17.1 percent). Off-

spring (over 18) were the interviewee in 13.0 percent of the cases (Table 3): 

TABLE 3: RESPONDENT CATEGORIES BY USAGE CATEGORY 

Wife 	23 

Husband 	9 

Offspring (over 18) 	3 

Other 	6 

Not Applicable 	2 

Total Interviews 

	

17 	20 

	

8 	4 

	

9 	4 

	

3 	12 

	

2 	1 

7rr 

Total 
Interviews  

60 

21 

16 

21 

5 

fn.  

Table 
Percentage  

48.8 

17.1 

13.0 

17.1 
4.0  

100.0 

Table Percentage 35.0 	31.7 	33.3 100.0 

Respondents in the light, 	and heavy categories were further sub- 

divided into occupation related groups. Of the 123 interviews, 38 respondents 

(30.9 percent) were in agriculturally related occupations and 78 respondents 

(62.9 percent) classified themselves as being in an occupation which is not 

agriculturally related (Table 4): 

TABLE 4: OCCUPATION CATEGORIES BY USAGE CATEGORY 

Occupation 	Light 	Medium 

Agriculturaly Related 

Not Agriculturally Related 

Not Applicable 
Total Interviews 

Total 	Table 

Heavy Interviews Percentage  

30.9 

63.4 

5.7 

ruru 
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5.0 RESPONDENTS' GENERAL REACTION TO THE TELIDON SERVICE 

In determining their general reaction to the Telidon service, respon-

dents were first asked to indicate if they liked using their Telidon. Their 

responses to the trial service (Table 5) indicated a very positive general 

reaction to Telidon, with 85.4 percent of respondents indicating they liked 

using their Telidon (Table 6). 

TABLE 5: RESPONDENTS' GENERAL LIKE OR DISLIKE OF USING TELIDON 
BY USAGE CATEGORY 

Total 	Table 
Light 	Medium 	Heavy 	Respondents 	Percentage  

Yes 	33 	39 	33 	105 	85.4 

No 	6 	0 	4 	10 	8.1 

No Opinion 	3 	0 	3 	6 	4.9 

Not Applicable 	1 	0 	1 	2 	1.6  
Total Interviews 	"43 	-3"9- 	'41" 	123 	 100.0 

Table Percentage 	35.0 	31.7 	33.3 	100.0 

TABLE 6: RESPONDENTS' COMMENTS REGARDING LIKE OR DISLIKE OF USING TELIDON* 

# of 	% of All Percent of 40 

Respondents Respondents Respondents With Comments 

No Comment 	83 	67.5 

"Like" Telidon 	6 	4.9 	15.0 

"Dislike" Telidon 	10 	8.1 	25.0 

"Mixed" Reactions 	16 	13.0 	40.0 

Neutral 	 8 	6.5 	20.0 

Total 	 123 	100-70 	TUFU 

*See Appendix II for actual comments. 

Participants were then questioned about their satisfaction with the number 

of hours the Telidon service is available (Table 7). Again, a highly positive 

situation emerged with 113 or 91.9 percent of the respondents indicating satis- 



Total 

Heavy 	Interviews 

Table 

Percentage 

113 

8 

2 

Tn.  

33.3 100.0 

	

38 	37 

	

1 	3 

	

0 	• 1 

39 

31.7 

91.9 

6.5 

1.6 
 100.0 
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faction with the current hours of Tel  idon service, and only four (3.3 percent) 

indicating dissatisfaction. 

TABLE 7: RESPONDENTS' SATISFACTION WITH HOURS OF TELIDON SERVICE 
BY USAGE CATEGORY 

	

Light 	Medium 

Yes 	38 

No 	4 

No Opinion 	1 

Total Interviews 

Table Percentage 	35.0 

The few comments indicating "less than satisfactory" available hours of 

Telidon service (Appendix III) largely referred to the length of time the 

service is available. 

5.1 Infomart/Cybershare Data Bases 

Respondents were requested to indicate their satisfaction with the 

Infomart and Cybershare data bases (Table 8). 

TABLE 8: RESPONDENTS' SATISFACTION WITH INFOMART/CYBERSHARE DATA BASES BY USAGE CATEGORY 

Infomart 	Cybershare  
Total 	Table 	Total 	Table 

Light  Medium  Heavy Respondents %  Light  Medium  Heavy Respondents %  

Yes 	42 39 

No 	1 	0 

No Opinion 	0 	0 

Not applicable 	0 	0 

Total 

Respondents 43 39 

	

38 	119 	96.7 	20 	30 

	

3 	4 	3.3 	4 	4 

	

0 	0 	0.0 	15 	1 

	

0 	0 	0.0 	4 	4 

41 	123 	100.0 	43 	39 

	

28 	78 	63.4 

	

6 	14 	11.4 

	

7 	23 	18.7 

	

0 	8 	6.5 

41 	123 	100.0 

Table 

Percentage 35.0 31.7 	33.3 	100.0 	35.0 	31.7 33.3 	100.0 
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Respondents expressed the most satisfaction with the Informart data base. 

Of the 123 interviewees, 119 respondents (96.7 percent) were satisfied with the 

Infomart data base versus 78 positive responses (63.4 percent) to the 

Cybershare data base. However, it should be noted that 31 interviewees (25.2 

percent) responding to the questionnaire item on Qybershare expressed "no 

opinion" or found it was "not applicable" to them. 

TABLE 9: RESPONDENTS' COMMENTS REGARDING SATISFACTION WITH 
INFOMART/CYBERSHARE DATA BASES* 

# of 	# of All 	Percent of 30 

Respondents Respondents Respondents With Comments  

No Comment 	93 	75.6 

Satisfied 	4 	3.3 	13.3 
Less than Satisfied 	19 	15.4 	63.4 
Other 	 7 	5.7 	23.3  

Total 	123 	100.0 	100.0 

* See Appendix IV for actual comments. 

Comments which indicated a "less than satisfactory" opinion of the 

Infomart or Cybershare data bases (Table 9) focused primarily on the lack of 

information and little variety in the data bases. 

5.2 Infomart/Cybershare Information 

When questioned about the Infomart and Cybershare information avail-

able through Telidon, 106 (86.2 percent) of the respondents found the Infomart 

information reliable and useful, whereas only 78 (63.4 percent) of these 

respondents expressed a similar opinion about the Cybershare data (Table 10). 

These responses reflect a pattern similar to that witnessed with respect to 

general satisfaction with the Infomart and Cybershare data bases. 
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26.4 

27.0 

27.3 

1.0 

7.0 

20.3 

43.1 

46.3 

49.5 

2.4 

13.0 

25 

53 

57 

61 
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TABLE 10: RELIABILITY AND USEFULNESS OF INFOMART/CYBERSHARE INFORMATION 
BY USAGE CATEGORY 
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Infomart  

Total Table 

Respon- 

Light  Medium  Heavy  dents  

Cybershare  

Total Table 

Respon- 

Light  Medium  Heavy  dents 	% 

Yes 	32 

No 	2 

No Opinion 	5 

Not 

Applicable 	4 

Total 
Respondents 43 

Table % 	35.0 

	

37 	37 	106 	86.2 	22 	28 

	

1 	0 	3 	2.4 	2 	3 

	

0 	2 	7 	5.7 	13 	6 

	

1 	2 	7 	5.7 	6 	2 

	

39 	41 	123 	100.0 	43 	39 

31.7 	33.3 100.0 	35.0 	31.7 

	

28 	78 	63.4 

	

2 	7 	5.7 

	

9 	28 	22.8 

	

2 	10 	8.1  

	

41 	123 	100.0 

33.3 100.0 100.0 

5.3 Infomart's/Cybershare's Telidon Services  

Respondents were asked to describe Infomart's and Cybershare's 

Telidon services along several dimensions: 	captivating, informative, useful, 

entertaining, disrupting and addicting. 	Multiple responses by interviewees 

were allowed. 

TABLE 11: DESCRIPTION OF INFOMART'S/CYBERSHARE'S TELIDON SERVICES 

(Multiple 

Respon  ses 

 Allowed) 

Infomart 	Cybershare  

% of 	 % of 

# of 	All Res- % of Total 	# of 	All Res- % of Total 

Responses pondents Responses  Responses pondents Responses  

Captivating 
Informative 

Useful 

Entertaining 

Disrupting 
Addicting 
None of 
the Above  

	

33 	26.8 

	

85 	69.1 

	

87 	70.7 

	

88 	71.5 

	

3 	2.4 

	

23 	18.7 

3 	2.4  

11.6 

24.5 

26.4 

28.2 

1.4 

7.4 

1.0 	1 	0.8 	.5 

Total Responses 	322 	100.0 	216 	100.0 
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"Informative", "useful", and "entertaining" were the predominate percep-

tions of both Infomart's and Cybershare's Telidon services (Table 11), with 

"entertaining" accounting for 27.3 percent (Infomart) and 28.2 (Cybershare) 

percent of all responses, followed by "useful" and "informative" descriptions. 

Infomart was rated noticeably higher than Cybershare in terms of the categories 

of "Informative", "Useful" and "Entertaining". 

Respondents were asked if there were "any other words" they would use to 

describe either Infomart's or Cybershare's Telidon services. 	Only a few 

comments were received and these tended to be quite general. 	They were 

catalogued into general like/dislike of the service, along with comments on the 

usage and performance of the service (Table 12). 

TABLE 12: OTHER WORDS USED TO DESCRIBE INFOMART'S/CYBERSHARE'S 
TELIDON SERVICES 

	

# of 	% of All 	Percent of 12 
Respondents Respondents Respondents With Comments  

No Comment 	111 	90.2 

General Like/Dislike 	5 	• 4.1 	41.7 

Usage 	 1 	.8 	8.3 

Performance 	4 	3.3 	33.3 

Other * 	2 	1.6 	16.7  

Total 	 123 	100.0 	
. 

100.0 

* "Other" comments included: 	"futuristic"(1), and "its good for younger 

people" (1). Appendix V contains the actual comments made in response to 

this question. 
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6.0 SYSTEM PROBLEMS 

When asked if they were having problems with any aspect of the Telidon 

service, 68 respondents (57.7 percent) indicated that they were encountering 

some problem with at least one aspect (access, equipment, information or 

servicing) of the Telidon service (Table 13). 

An interesting observation is that heavy users indicated relatively more 

problems with the system than medium, and medium users indicated relatively 

more problems than light users. This probably reflects more sophisticated 

users  (je.  heavy users) have higher expectations of the system. 

TABLE 13: PROBLEMS WITH TELIDON SYSTEM BY USAGE CATEGORY j 

Total 	Table 	Pi3 
Problems(?) 	Light 	Medium 	Heavy 	Interviews 	Percentage 

	 14' _ 

Yes 	21 tie)ed 	21 5% 	26 6,9;rô 	68 	57.7 

No 	21 	17 	14 	52 	37.4 

No Opinion 	1 	1 	1 	 3 	 4.9 
Total Responses 	43 	39 	41 	123 	100.0 

Table Percentage 	35.0 	31.7 	33.3 	100.0 

Of the 68 respondents (57.7 percent) indicating problems with the Telidon 

service, 49 respondents (72.1 percent) cited "access", 16 respondents (23.5 

percent) quoted "equipment", and two respondents (2.9 percent) attributed their 

difficulties to "servicing" (Table 14). 
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TABLE 14: PROBLEM IDENTITY BY USAGE CATEGORY 

Usage Category 	 Table 
Type of Problem 	Light 	Medium 	Heavy 	Total 	Percentage 

• Access 	17 	15 	17 	49 	72.1 

Equipment 	3 	6 	' 7 	16 	23.5 

Information 	0 	0 	0 	0 	0.0 

Servicing 	0 	0 	2 	2 	2.9 

Not Applicable 	1 	0 	0 	1 	1.5  
Total Responses 

	

Indicating Problems 21 	21 	26 	68 	100.0 

Table Percentage 	30.9 	30.9 	38.2 	100.0 

The comments made with respect to problems participants are having with 

the Telidon Service (Table 14 and Appendix VI) should be noted, as they 

indicate areas for potential improvement. 
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7.0 TELIDON SOFTWARE AND HARDWARE FEATURES 

7.1 Comparison of Survey 1 and Survey 2 Telidon Usage  

Comparison of Survey 1 and Survey 2 responses on how many hours per 

week participants used the Telidon verified previous usage patterns for Telidon 

services and suggests a slight decrease in average hours of Telidon  usage.  

Survey 1 revealed "that 108 respondents (87.8 percent of those who used 

Tendon) used Telidon between one and twenty hours per week with 84 (68.3 per-

cent) falling in the one to ten hours per week category". Survey 2 responses 

indicated an increase in usage in the one to ten hours per week category, with 

115 of the respondents (93.5 percent) using Telidon between one and twenty 

hours per week, and 101 (82.1 percent) using it in the one to ten hours per 

week category. A comparison of the Survey 1 and Survey 2 usage profiles is 

included in Table 15. 

TABLE 15: COMPARISON OF HOURS OF WEEKLY FAMILY TELIDON USAGE 

Survey 1 	Survey 2  

Number 	Percentage 	Number 	Percentage 

of Households 	of Households 	Households  of Households  Hours 

None 	4 	3.3 	2 	1.6 

One to Ten 	84 	68.3 	101 	82.1 

Eleven to Twenty 	24 	19.5 	14 	11.4 

Twenty-one to Thirty 	6 	4.9 	5 	4.1 

Thirty-one to Forty 	4 	3.3 	1 	0.8 

Over Forty 	1 	0.8 	0 	0.0  

Total Respondents 	123 	100.0 	123 	100.0 

In Survey 2, 66 respondents (43.4 percent) indicated that children used 

Telidon the most. This represents a decrease of 9.4 percent from the 52.8 per-

cent of Survey 1 participants who indicated that children used the Telidon the 

most. However, while usage by adult males and adult females increased 10.8 and 
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13.1 percent respectively in Survey 2, children were still considered to be the 

most frequent  Tel  idon users (Tables 16A and 16B). 

TABLE 16A: COMPARISON OF MOST FREQUENT TELIDON USERS IN HOUSEHOLD 

Survey 1 	 Survey 2  
# of 	% of 	# of 	% of 

User 	Households 	Households 	Responses 	Response  

Children 	65 	52.8 	66 	43.4 

Adult Males 	24 	19.5 	46 	30.3 

Adult Females 	13 	10.6 	36 	23.7 

All About the Same 	17 	13.8 	4 	2.6 

No Response 	4 	3.3 	0 	0.0 

Total 123 	100.0 	152 	100.0 

TABLE 168: COMPARISON OF LEAST FREQUENT TELIDON USERS IN HOUSEHOLD 

User 

Survey 1  

# of 	% of 
Households 	Households  

Survey 2 . 
# of 	% of 

Households 	Households  

Adult Males 	36 	29.3 	38 	30.9 

Adult Females 	35 	28.5 	38 	30.9 

Both Adults 	19 	15.4 	10 	8.1 

All About the Same 	17 	13.8 	1 	0.8 

Children 	12 	9.8 	13 	10.6 

No Response • 	4 	3.3 	23 	18.7 

Total Respondents 	123 	100.0 	123 	100.0 

7.2 Evaluation of Telidon Features  

Participants in both surveys were asked to assess a number of Telidon 

features. A comparison of these evaluations follows: 
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TABLE 17: EVALUATION OF TELIDON FEATURES: 
EASE OF FINDING WAY INTO THE DATA BASE 

Survey 1 	 Survey 2 

Respondents' 	Number of 	Percentage 	Number of 	Percentage 
Reaction 	Respondents 	of Respondents Respondents  of Respondents  

Easy 	90 	75.6 	75 	61.0 

Neither Easy 
nor Hard 	21 	17.7 	27 	22.0 

Hard 	6 	5.0 	20 	16.2 

Don't Know 	2 	1.7 	1 	0.8 

Total 	119 	100.0 	123 	100.0 

Most respondents (75.6 percent and 61.0 percent respectively) reported 

that finding their way into the data base was "easy" (Table 17). 21 

respondents (17.6 percent) from Survey 1, and 27 respondents (22 percent) from 

Survey 2 found that it was "neither easy nor hard" do get into the data base. 

The number of respondents who indicated it was "hard" to find their way into 

the data base increased in Survey 2. 

TABLE 18: EVALUATION OF TELIDON FEATURES: EASE OF USING THE INDEX SYSTEM 

Survey 1 	 Survey 2 

Infomart 	Cybershare 

Respondents' 	# of 	% of 	# of 	% of 	# of 	% of 

Reaction 	Respondents Respondents Respondents Respondents Respondents Respondents  

Easy 	100 	84.0 	94 	76.4 	68 	55.3 

Neither Easy 

nor Hard 	15 	12.6 	21 	17.1 	20 	16.3 

Hard 	2 	1.7 	6 	4.9 	9 	7.3 

Don't Know 	2 	1.7 	2 	1.6 	26 	21.1 

Total 	119 	100.0 	123 	100.0 	123 	100.0 
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Little difficulty in using the Index System was indicated by respondents 

in both surveys (Table 18). Survey 2 suggests there are a number of respondents 

who are not familiar with the Cybershare Index System. 

TABLE 19: EVALUATION OF TELIDON FEATURES: LENGTH OF TIME TO REACH THE DATA BASE 

Survey 1 	Survey 2 

No improvements needed 	43 	36.1 	35 	28.5 
Could be improved 70 	58.8 	56 	45.5 

Must be improved 	4 	3.4 	22 	17.9 

Don't know 	2 	1.7 	10 	8.1 

Total 119 	100.0 	123 	100.0 

As approximately 60 percent of respondents in both surveys indicated that 

the length of time to reach the data base "could" or "must" be improved (Table 

19), it would appear that this aspect of the Telidon service is of particular 

concern to participants and future improvements may be warranted. Comments 

made in regard to the length of time to reach the data base are contained in 

Appendix VII. 

TABLE 20A: EVALUATION OF TELIDON FEATURES: DISPLAY PRINT SIZE AND CLARITY 
(Survey 1) 

Respondents' 	# of 	% of 

Reaction 	Respondents 	Respondents  

No improvements needed 	109 	91.6 

Could be improved 	9 	7.6 

Must be improved 	0 	0.0 

Don't Know 	1 	0.8 

Total 	 119 	100.0 



Respondents' 
Reaction 

Prefer Larger 

Prefer Smaller 

No Difference 

Don't Know 
Total 

% of.  
Respondents  

13.8 
0.8 

83.8 
1.6 

 100.0 

# of 
Respondents  

17 
1 

103 
2  

123 

98 
20 

75 
45 
0 
3 

123 

0 
1 

119 

61.0 
36.6 
0.0 
2.4 

100.0 

82.4 
16.8 
0.0 
0.8 

100.0 

No Improvements Needed 

Could be Improved 

Must be Improved 

Don't know 

Total 

TABLE 20B: EVALUATION OF TELIDON FEATURES: PRINT SIZE (Survey 2) 
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Both surveys indicated satisfaction with display print size. 	Survey 1 

responses pertaining to display print size indicated that most respondents 

(91.6 percent) were satisfied with the display print size and clarity and no 

improvements were needed in this area. In Survey 2, 103 respondents (83.7 

percent) were indifferent to the print size, while 17 (13.8 percent) preferred 

larger print and 1 respondent indicated a preference for mailer print (Table 

20B). 

TABLE 21A: EVALUATION OF TELIDON FEATURES: DISPLAY PICTURES 

Survey 1 Survey 2 

Respondents' 

Reaction 

# of 
Respondents  

% of 	# of 	% of 
Respondents 	Respondents Respondents  

While the majority of respondents in both surveys expressed satisfaction 

("no improvements needed") with the display pictures, 45 Survey 2 respondents 

(36.6 percent) indicated that the display pictures "could be improved" (Table 

21A). Of these 45 respondents, 36 (80 percent) felt that improvements were 

needed in speed and 3 (6.3 percent) expressed concern with the clarity of the 

display pictures (Table 21B). 
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TABLE 218: DISPLAY PICTURE IMPROVEMENTS 

Respondents' 	# of 	% of 
Reaction 	Respondents 	Respondents  

Speed 	 36 	80.0 
Clarity 	 3 	6.7 
Other 	 5 	11.1 
Don't Know 	1 	2.2  
Total Responses 	71-5« 	100.0 

Appendix VIII lists the comments and suggestions which respondents made 

about the display images. 

7.2.1 Evaluation of the Telidon Keyboard  

In Survey 1, 87.4 percent of respondents considered the Telidon keyboard 

"easy" to use. Prior to the second survey, some (15) participants received a 

new experimental "A to Z" keyboard and additional questionnaire items were 

developed to gain a more comprehensive evaluation of this particular Telidon 

feature. Of the 123 respondents, 109 (88.6 percent) indicated that they used 

the "standard" keyboard, while 9 (7.3 percent) were using the "new" model 

(Table 22). Of the 15 respondents with the new keyboard, two were unavailable 

to be interviewed and four indicated that they did not use the new keyboard. 

Appendix XLIV summarizes the reactions of the nine particpants who 

indicated use of the "new" keyboard. This summary reveals the degree of 

satisfaction expressed by these nine respondents over hardware features of the 

" new" keyboard  (je. size, weight, labelling of kgys). Overall, participants 

expressed satisfaction with the "new" keyboard. 



Total 

Heavy 	Respondents  

	

36 	109 

	

4 	9 

	

1 	5 

«Tr 

Table 
Percentage  

88.6 

7.3 

4.1 

ruuu 
33.3 	100.0 

Comment 

Too Large 
About Right 
Too Small 
Total 

Table Percentage 

TABLE 22: TYPE OF KEYBOARD: STANDARD OR NEW 
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Type of Keyboard 	Light 	Medium  

Standard 	38 	35 

New 	3 	2 
Not Applicable 	2 	2 

Total Respondents  

Table Percentage 	35.0 	31.7 

Interestingly, 89 (72.4 percent) of the respondents knew how to type 

before they received the Telidon. 

TABLE 23: SIZE OF KEYBOARD BY USAGE CATEGORY 

Usage Category 
Table 

Light 	Medium 	Heavy 	Total 	Percentage 

	

14 	6 	6 	26 	21.1 

	

26 	32 	34 	92 	74.8 

	

3 	1 	1 	. 	5 	4.1 

	

W3- 	39 	*Tr 	123 	IDU:Ti 

35.0 	31.7 	33.3 	100.0 

Most responses (74.8 percent) indicated satisfaction with the size of the 

Telidon keyboard. Twenty-six respondents (21.1 percent) felt their keyboard 

was "too large" and five respondents (4.1 percent) perceived their keyboards as 

being "too small" (Table 23). 

TABLE 24: WEIGHT OF THE KEYBOARD BY USAGE CATEGORY 

Usage Category 

Table 

Comment 	Light 	Medium 	Heavy 	Total 	Percentage  

Too Heavy 	12 	5 	8 	25 	20.3 

About Right 	31 	33 	33 	97 	78.9 

Too Light 	0 	1 	0 	1 	0.8  
Total 	43 	39 	-4-r 	123 	100.0 

35.0 	31.7 33.3 	100.0 Table Percentage 
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Ninety-seven (78.9 percent) of the 123 respondents found  trie  weight of the 

keyboard "about right", while 25 (20.3 percent) thought the keyboard was "too 

heavy" (Table 24). 

TABLE 25: LABELLING OF KEYS BY USAGE CATEGORY 

Table 
Comment 	Light 	Medium 	Heavy 	Total 	Percentage  

Very Clear 	19 	28 	24 	71 	57.7 
All Right 	16 	8 	13 	37 	30.1 
Very Confusing 	8 	3 	4 	15 	12.2  
Total 	43 	39 	41 	123 	100.0 

Table Percentage 	35.0 	31.7 	33.3 	100.0 

When asked about the labelling of the keys, 87.7 percent of respondents 

responded positively. Seventy-one respondents (57.7) indicated that the 

labelling was "very clear" and 37 (30.1 percent) felt the labelling was "all 

right" (Table 25). The few comments volunteered focused on "special character" 

keys and the keyboard in general (Appendix IX). 

TABLE 26: IDENTIFICATION OF LABELLING PROBLEMS BY USAGE CATEGORY 

Table 
Comment 	Light 	Medium 	Heavy 	Total 	Percentage 

General Labelling 	3 	3 	6 	12 	9.75 
Particular Keys 	5 	3 	4 	12 	9.75 
No Problems 	35 	33 	31 	99 	80.5  
Total 	43 	39 	41 	123 	100.00 

Table Percentage 35.0 	31.7  33.3 	100.0 

Respondents were asked to identify if particular keys or the labelling of 

keys in general was responsible for problems with the keyboard. Ninety-nine 

respondents (80.5 percent) indicated they were not experiencing any problems 
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with either labelling or particular keys (Table 26). The remaining 24 respond-

ents (19.6 percent) were evenly divided in attributing their problems to 

labelling in general and particular keys (Table 26). 

Of the 12 respondents whose problems resulted from "particular keys" 

(Table 26), "symbol" keys, "capital letter" keys, "function" keys, and "top 

row" keys were cited as sources of the problems (Appendix X). 

7.3 Other Comments About Telidon Equipment  

Of the 123 participants who responded to questions about Telidon software 

and hardware features, 27 (22.0 percent) chose to make additional comments, 

while 96 (78.0 percent) did not. Comments and suggestions are contained in 

Appendix XI and are summarized in Table 27. 

TABLE 27: OTHER COMMENTS ABOUT TELIDON EQUIPMENT 

Comment Category  Number of Respondents 	Percent of Comments  

Equipment 	 7 	 26.0 

General* 	 6 	 22.2 

Access 	 3 	 11.1 

Information 	 3 	 11.1 

Cords/Wires 	 3 	 11.1 

Service 	 2 	 7.4 

Telephone 	 2 	 7.4 

Instructions 	 1 	 3.7  

Total 	 77 	 100.0 

(Source: Appendix XI) 

* General comments included: "fantastic", "good", "novelty", "would like to 

use it more", "can't think of anything", and "the Bay was always sold out of 

what we were interested in". 
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8.0 SYSTEM DATA BASES 

8.1 Agricultural Information  

Of the 123 Telidon users, 47 (38.2 percent) used the agricultural informa-

tion available on Telidon (Table 28). The medium user category accounted for 

40.4 percent of the agricultural information users. Light and heavy usage 

categories were equal with 29.8 percent of agricultural information users each 

(Table 28). 

Seventy-four respondents (60.2 percent) did not utilize this particular 

information. Reasons for not using the information included: "not applicable" 

and "not interested". Actual comments are contained in Appendix XII. 

TABLE 28: AGRICULTURAL INFORMATION USAGE BY USAGE CATEGORY 

Usage Category  

Total 	Table 

Light 	Medium 	Heavy Respondents Percentage  

Respondents' 

Reaction 

38.2 
60.2 

1.6  
100.0 

Yes 
No 

No Answer 

Total Respondents 

Table Percentage 

	

14 	19 

	

28 	20 

	

1 	0 

	

473- 	Tg 

35.0 	31.7 

	

14 	47 

	

26 	74 

	

1 	2 

	

41 	123 

33.3 	100.0 

Thirteen or 10.6 percent of respondents suggested additional types of 

agricultural information they would like Telidon to have (Table 29). 

Suggestions included increased ° educational", "business" and "international" 

agricultural information. Three respondents indicated that they were satisfied 

with the current agricultural information available on Telidon. Actual comments 

and suggestions are reproduced in Appendix XIII. 
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TABLE 29: ADDITIONAL AGRICULTURAL INFORMATION DESIRED 

% of 13 
# of 	% of 	Respondents 

Desired Information 	Respondents 	Respondents 	With Comments  

No Comment 	110 	89.5 

Satisfied 	 3 	2.4 	23.1 

Educational 	 3 	2.4 	23.1 

Business 	 2 	1.65 	15.35 

International Agric. Info. 	2 	1.65 	15.35 
Others * 	 3 	2.4 	23.1  
Total 	 123 	100.00 	100.00 

(Source: Appendix XIII) 

* Other comments included: "wouldn't know", "don't know", and "more sophisti-
cated reports". 

• Only one (2.1 percent) of the 47 respondents using the agricultural 

tnformation on Telidon felt that a portion or portions of information currently 

available could be eliminated (Table 30). Most participants (37 of the 47 

respondents using agricultural information) responded negatively to the 

elimination of any agricultural information. 

TABLE 30: POSSIBLE ELIMINATION OF AGRICULTURAL INFORMATION BY USAGE CATEGORY 

Usage Categroy 

Respondents' 
Reaction 

Table 
Light 	Medium 	Heavy 	Total 	Percentage  

Yes 	 1 	1 	2.1 

No 	 10 	15 	12 	37 	78.7 

No Answer 	4 	4 	1 	9 	19.2 

Total ITT 	D. 	IT 	47 	100.0 

Table Percentage 29.8 	40.4 	29.8 	100.0 

The 47 respondents using the agricultural information were then asked to 

evaluate the display pictures and images included with the agricultural 

information on several dimensions. These dimensions included: "useful", "nice 
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but unnecessary", and "distracting" (Table 31). 	The majority of responses 

(57.4 percent) indicated that the display pictures and images were "useful", 11 

respondents (23.4 percent) felt they were "nice but unnecessary", and only one 

individual (2.1 percent) found them "distracting" (Table 31). 

TABLE 31: AGRICULTURAL DISPLAY IMAGES BY USAGE CATEGORY 

Usage Category  
Respondents' 	 Total 	Table 

Reaction 	Light 	Medium 	Heavy 	Responses 	Percentage  

Useful 	9 	12 	6 	27 	57.5 
Nice but Unnecessary 	1 	3 	7 	11 	23.4 
Distracting 	1 	0 	0 	1 	2.1 
No Answer 	3 	4 	1 	8 	17.0 
Total Responses 	, U. 	T.g 	17 	47 	100.0 

Table Percentage 	29.8 	40.4 	29.8 	100.0 

Thirty-five respondents (74.5 percent) perceived the Telidon agricultural 

information to be "useful" for business (Table32). Ten respondents (21.3 

percent) felt the information was "very useful", 17 participants (36.2 percent) 

indicated that it was "moderately useful", and 8 (17.0 percent) responded tilat 

it was "somewhat useful". Only four respondents (8.5 percent) considered the 

information "not useful" (Table 32). 

TABLE 32: USEFULNESS OF AGRICULTURAL INFORMATION FOR BUSINESS BY USAGE CATEGORY 

Usage Category  
Respondents' 	 Total 	Table 

Reaction 	Light 	Medium 	Heavy Respondents Percentage  

Very Useful 	2 	5 	3 	10 	21.3 

Moderately Useful 	7 	5 	5 	17 	36.2 

Somewhat Useful 	1 	4 	3 	8 	17.0 

Not Useful 	• 	1 	1 	2 	4 	8.5 

No Answer 	3 	4 	1 	8 	17.0  

Total Responses 	T-4- 	ID" 	IT 	47 	100.0 

29.8 	40.4 	29.8 	100.0 Table Percentage 
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Tables 33A and 338  reveal that the majority of respondents (68.1 percent 

and 72.3 percent respectively) found the agricultural information current and 

accurate. Few respondents (14.9 percent and 6.4 percent respectively) replied 

negatively to this questionnaire item. 

TABLE 33A: CURRENTNESS OF AGRICULTURAL INFORMATION BY USAGE CATEGORY 

Usage Category 
Respondents' 

Reaction 

Yes 

No 

No Answer 
Total Respondents 

Table Percentage 

Light 	Medium 

	

10 	11 

	

1 	4 

	

3 	4 

29.8 	40.4  

	

11 	32 

	

2 	7 

	

1 	8 

29.8 	100.0 

Total 

Heavy Respondents  

Table 

Percentage 

68.1 

14.9 
17.0  
100.0 

TABLE 33B: ACCURACY OF AGRICULTURAL INFORMATION BY USAGE CATEGORY 

Usage Category 

12 
0 

2 

14.  

29.8 

Respondents' 

Reaction 	Light 

Yes 	11 	11 

No 	0 	3 

No Answer 	3 	5 

Total Respondents 	74. 	ID" 

Table Percentage 	29.8 	40.4 

Total 	Table 

72.3 
6.4 

21.3  
100.0 

100.0 

34 
3 

10 

Medium 	Heavy Respondents Percentage  

Some comments on the currentness and accuracy of agricultural information 

made reference to the "outdated" and "vagueness" of the information. Actual 

comments are contained in Appendices XIV and XV. 

Adult males were the primary  use of agricultural information 82.9 percent 

of the time (Table 34), followed by adult females (4.3 percent) and male and 

female children (4.2 percent). A profile of the primary agricultural 

information users is indicated in Table 34. 



Respondents' 
Reaction 

Yes 
No 
Total Responses 

Table Percentage 

Table 
Percentage  

79.7 

20.3  
100.0 

TABLE 34: PRIMARY AGRICULTURAL INFORMATION USERS BY USAGE CATEGORY 
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Respondents' 
Reaction 

Adult Male 
Adult Female 
Male Children 

Female Children 

All 

No Answer 

Total Respondents 

Table Percentage 

Total 

	

Light 	Medium 	Heavy Respondents  

	

13 	14 	12 	39 

	

0 	2 	0 	2 

	

0 	1 	0 	1 

	

0 	0 	1 	1 

	

0 	0 	1 	1 

	

1 	2 	0 	3 

	

14 	19 	14 	-4-7 

	

29.8 	40.4 	29.8 	100.0 

Table 
Percentage  

83.0 

4.3 

2.1 

2.1 

2.1 

6.4  
100.0 

8.2 Community Information  

Included in the "community" section is information which encompasses news, 

weather, sports, entertainment information, the restaurant guide, and travel 

information. 

A very positive reaction was obtained from participants on their usage of 

the Telidon community information. Ninety-eight respondents (79.7 percent) 

indicated they used the community information, while 25 (20.3 percent) 

responded they did not. 	Reasons cited for not using the information were that 

it was of "no use" or "no-interest" to the particular individuals. 	(See 

Appendix XVI for actual comments). 

TABLE 35: COMMUNITY INFORMATION USAGE BY USAGE CATEGORY 

Usage  Category  
Total 

Light 	Medium 	Heavy Respondents  

32 	34 	32 	98 

11 	5 	9 	25  
TS 	"SeJ 	Tr 	123 

35.0 	31.7 	33.3 	100.0 



% of All 

Respondents  

98 

65 
56 

57 

37 

26 

79.6 

52.8 

45.5 

46.5 

30.1 

21.1 

# of All 

Responses  

28.9 

19.2 
16.5 

16.8 

10.9 

7.7  
100.0 

Information Categories 	# of 

(Multiple Responses Allowed) 	Responses  

Weather 

News 
Sports 
Entertainment Info. 

Restaurant Guide 

Travel.  Information  

Total Responses 

28 

Of the 339 indications of information use, the most popular types of com-

munity information were the weather (28.9 percent), the news (19.2 percent), 

and entertainment and sports information (16.8 percent and 16.5 percent). The 

restaurant guide and travel information accounted for the remaining uses (Table 

36). Weather information was used by almost 80 percent of respondents. News 

was the next most frequently used (52.8 percent of respondents) (Table 36). 

TABLE 36: TYPES OF COMMUNITY INFORMATION USED 

Twenty-eight respondents volunteered comments and suggestions on addition-

al types of community information they would like to see available on Telidon 

(Table 37). It appears that increased local information would be most welcomed 

by participants as 28.6 percent of the responses focused on a desire for addi-

tional information on community business and social events. 

TABLE 37: TYPES OF ADDITIONAL COMMUNITY INFORMATION DESIRED ON TELIDON 

# of 	% of All 	Percent of 28 

Responses 	Responses 	Respondents with Comments  

No Comment 
Entertainment 
Local Information 

Sports 
Education 

Buying & Selling 

Other 
General 

Total 

	

70 	71.4 

	

4 	4.1 

	

8 	8.2 

	

4 	4.1 

	

2 	2.0 

	

3 	3.1 

	

2 	2.0 

	

5 	5.1  

	

98 	100.0 

14.3 

28.6 

14.3 

7.1 

10.7 

7.1 
17.9 

100.0 

Source: Appendix XVII) 
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An overwhelming number of respondents (89.8 percent) did not feel that any 

community information could be eliminated (Table 38). It would appear that the 

majority of users of the community information were satisfied with the current 

content of the service. Only three respondents (3.1 percent) felt that there 

was community information which needed to be eliminated (Table 38). Specific 

areas which could be eliminated included the "restaurant" and "travel" informa-

tion (see Appendix XVIII for actual comments) 

TABLE 38: COULD ANY COMMUNITY INFORMATION BE ELIMINATED BY USAGE CATEGORY 

Respondents' 	Usage Category 	Total 	Table 

Reaction 	Light 	Medium 	Heavy 	Responses 	Percentage  

Yes 	 2 	1 	3 	3.1 

No 	 29 	32 	28 	88 	89.8 

Don't Know 	2 	1 	4 	7 	7.1  
Total Responses 	T2- 	-14- 	T2" 	78° 	100.0 

Table Percentage 	32.65 	34.7 	32.65 	100.0 

Sixty-six respondents (67.3 percent) considered the community information 

display pictures and images "useful", and 28 or 28.6 percent found them to be 

"nice but unnecessary". None of the respondents felt that the display pictures 

and images were "distracting" (Table 39). 

TABLE 39: COMMUNITY INFORMATION DISPLAY PICTURES AND IMAGES BY USAGE CATEGORY 

Respondents' 	 Total 	Table 

Reaction 	Light 	Medium 	Heavy 	Responses 	Percentage  

Useful 	22 	20 	24 	66 	67.3 

Nice but Unnecessary 	9 	14 	5 	28 	28.6 

Distracting 	0 	0 	0 	0 	0.0 

No Answer 	1 	0 	3 	4 	4.1  
Total Responses 	32 	34 	32 	98 	100.0 

Table Percentage 	32.65 	34.7 	32.65 	100.0 
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Responses from the 98 households who used the community information indi-

cated that 87.8 percent of these households perceived the information to be 

current as well as accurate. Thirteen responses (6.6 percent) felt that the 

data were'not current and were inaccurate (Table 40). 

TABLE 40: CURRENTNESS AND ACCURACY OF COMMUNITY INFORMATION 

Respondent's 	 Total 	Table 
Reaction 	Current 	Accurate 	Responses Percentage  

Yes 	 83 	89 	172 	87.8 
No 	 9 	4 	13 	6.6 
No Answer 	 6 	5 	11 	5.6  
Total Responses 	U8- 	98 	196 	100.0 

Table Percentage 	50.0 	50.0 	100.0 

Adults were the principal users of community information (Table 41) 63.3 

percent of the time, followed by children (19.4 percent) and the entire family 

(14.3 percent). Table 41 presents a profile of the primary community informa-

tion users. 

TABLE 41: PRIMARY COMMUNITY INFORMATION USERS BY USAGE CATEGORY 

Respondents' 	 Total 	Table 

Reaction 	Light 	Medium 	Heavy 	Responses 	Percentage  

Adult Male 	11 	6 	7 	24 	24.5 
Adult Female 	8 	8 	8 	24 	24.5 
All Adults 	4 	6 	4 	14 	14.3 
Male Children 	2 	5 	4 	11 	11.2 
Female Children 	1 	3 	1 	5 	5.1 
All Children 	1 	1 	1 	3 	3.05 
All 	 5 	' 4 	5 	14 	14.3 
No Answer 	0 	1 	2 	3 	3.04  
Total Responses 	32 	34 	32 	98 	100.00 

32.65 	34.7 	32.65 	100.0 Table Percentage 
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8.3 Consumer Information  

"Consumer" information includes the index categories of consumer informa-

tion, consumer agencies, money matters, health and nutrition, home improvement 

and classified ads. 

Less than half (42.3 percent) of the respondents used the consumer infor-

mation available on Telidon. Seventy-one respondents (57.7 percent) indicated 

that this information was not used in their households (Table 42). Reasons 

given for not using the information included: "not interested", "not applic-

able", "unaware of information", and "get information from other sources". See 

Appendix XIX for actual comments given for why consumer information was not 

used. 

TABLE 42: CONSUMER INFORMATION USAGE BY USAGE CATEGORY 

Usage Category  
Respondents' 	 Total 	Table 

Reaction 	Light 	Medium 	Heavy 	Responses 	Percentage  

Yes 	17 	18 	17 	52 	42.3 

No 	26 	21 	_
e.- 	

71 	57.7 

Total Respondents 	43 	-3-9- 	123 	100.0 

Table Percentage 35.0 	31.7 	33.3 	100.0 

"Health and nutrition" and "classified ads" were the most popular types of 

consumer information used by the 52 households (Table 43). Twenty-five respon-

dents (48.1 percent) used both the "health and nutrition" and the "classified 

ads". 42.3 percent (22 respondents) of the 52 households indicated use of 

"home improvement" information, while 38.5 percent (20 households) used the 

"money matters" information and 7 respondents (13.5 percent) were using the 

"consumer agencies" available on Telidon (Table 43). 
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TABLE 43: TYPES OF CONSUMER INFORMATION USED 

Types of Consumer Information (Multiple Responses Allowed)  

Respondents' 
Reactions 

Yes 

No 

Total Responses 

Consumer 

Agencies  

(%) 

7 (13.5) 

45 (86.5)  
52 (100.0) 

	

Money 	Health & 

Matters  Nutrition  

	

(%) 	(%) 

20 (38.5) 25 (48.1) 

32 (61.5) 27 (51.9)  
52 (100.0) 52 (100.0) 

Home 
Improvement 

(%) 

22 (42.3) 

30 (57.7)  
52 (100.0)  

Classified 
Ads  

(%) 

25 (48.1) 

27 (51.9)  
52 (100.0) 

Respondents volunteered several comments regarding the enlargement of the 

consumer information data base (Table 44), ranging from specific requests for 

greater financial information, to general comments such as, "as much as 

possible for farming", and "more variety". Appendix XX contains a list of 

actual comments made. 

TABLE 44: ADDITIONAL TYPES OF CONSUMER INFORMATION DESIRED ON TELIDON 

Comments  

#*of 	% of 	Percent of 10 

Responses 	Responses 	Respondents with Comments  

No Comment 

Products/Price Info. 

Religious Info. 

Financial Info. 

General 
Other 
Total 

Source: Appendix XX 

	

42 	80.8 

	

2 	3.8 

	

1 	1.9 

	

1 	1.9 

	

3 	5.8 

	

3 	5.8  
100.0 

20.0 

10.0 

10.0 

30.0 

30.0 
ruuo 

The 52 respondents were then asked to comment upon any consumer informa-

tion they felt could be eliminated. Forty-five households (86.5 percent) did 

not feel that any of the information should be eliminated (Table 45). Only one 

respondent (2.0 percent) felt that information could be deleted (Table 45). 
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TABLE 45: ELIMINATION OF CONSUMER INFORMATION BY USAGE CATEGORY 

Usage Category  
Respondents' 	 Total 	Table 

Reaction 	Light 	Medium 	Heavy 	Responses 	Percentage  

Yes . 	0 	1 	0 	1 	2.0 
No 	 16 	15 	14 	45 	86.5 
No Answer 	1 	2 	3 	6 	11.5  
Total Responses 	TT 	Tg 	TT 	52 	100.0 

Table Percentage 	32.7 	34.6 	32.7 	100.0 

* Thirty-five respondents (67.3 percent) found the display pictures and 

images included with the Consumer information "useful" (Table 46). Sixteen 

respondents (30.8 percent) indicated that they were "nice but unnecessary". 

None of the 52 respondents perceived the pictures and images as "distracting" 

(Table 46). 

TABLE 46: CONSUMER INFORMATION PICTURES AND IMAGES BY USAGE CATEGORY 

Usage Category  

Respondents' 	 Total 	Table 

Reaction 	Light 	Medium 	Heavy 	Responses 	Percentage  

Useful 	11 	10 	14 	35 	67.3 
Nice but Unnecessary 	6 	7 	3 	16 	30.8 
Distracting 	0 	0 	0 	. 	0 	0.0 
No Answer 	0 	1 	0 	1 	1.9 
Total Responses 	T.T 	Te. 	TT 	, -52 	I-070  

Table Percentage 	32.7 	34.6 	32.7 	100.0 

The 52 households responded almost uniformly with respect to the "current-

ness" and "accuracy" of consumer information (Table 47). An overwhelming 

majority (90.4 percent) of respondents found the information to be both 

"current" and "accurate". Only one household (1.9 percent) indicated that the 

consumer information was not up-to-date and inaccurate (Table 47). 
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TABLE 47: CURRENTNESS AND ACCURACY OF CONSUMER INFORMATION BY USAGE CATEGORY 

Respondents' 	 Total 	Table 
Reaction 	Light 	Medium 	Heavy 	Responses 	Percentage  

Yes 	15 	17 	15. 	47 	• 90.4 

No 	 0 	0 	1 	1 	1.9 
No Answer 	2 	1 	1 	4 	7.7 

Total Responses 	17 	Tr?. 	TT 	52 	100.0 

Table Percentage 	32.7 	34.6 	32.7 	100.0 

Adults were the primary users of consumer information 73.0 percent of the 

time (Table 48). Adult males were the predominant users in 17 households (32.7 

percent), followed by "adult females" 28.8 percent of the time. "Children" 

used the consumer information in 6 households (11.5 percent), whereas this 

information was used by "all" household members 9.6 percent of the time. 

TABLE 48: PRIMARY USERS * OF CONSUMER INFORMATION BY USAGE CATEGORY 

Respondents' 	 Total 	Table 
Reaction  Light 	Medium 	Heavy 	Responses 	Percentage  

Adult Male 	6 	5 	6 	17 	32.7 

Adult Female 	6 	5 	4 	15 	28.9 

All Adults 	1 	3 	2 	6 	11.6 

Male Children 	0 	0 	2 	2 	• 	3.8 

Female Children 	0 	2 	0 	2 	3.8 

All Children 	1 	0 	1 	2 	3.8 

All 	 3 	1 	1 	5 	9.6 

No Answer 	0 	2 	1 	3 	5.8  
Total Responses 	TT 	18 	IT 	-6-2" 	100.0 

Table Percentage 32.7 	34.6 	32.7 	100.0 

8.4 Teleshopping  

Participants were asked to indicate if they or their family had viewed the 

Telidon Teleshopping Service. 58.5 percent of the households (72 respondents) 

had viewed the Teleshopping Service. Fifty-one households (41.5 percent) 

revealed that they had not viewed this service (Table 49). Light users had not 

used Teleshopping as much as medium or heavy users. 
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TABLE 49: VIEWED TELESHOPPING SERVICE BY USAGE CATEGORY 

Usage Category  

Respondents' 	 Total 	Table 
Reaction 	Light 	Medium 	Heavy 	Responses 	Percentaqe  

Yes 	18 	28 	26 	72 	58.5 
No 	 25 	11 	15 	51 	41.5 
Total Respondents 	43 	39 	41 	123 	100.0 

Table Percentage 35.0 	31.7 	33.3 	100.0 

. Fourteen comments were received from the 51 households who had not viewed 

the Teleshopping Service (Table 49). Reasons for not viewing the service 

included: "personal preferences", "no credit cards" and "no interest or desire 

to use". "Delivery" and "location" factors were also noted (Table 50). Appendix 

XXI contains the actual comments volunteered by 14 respondents. 

•n•• 

TABLE 50: TELESHOPPING COMMENTS 

# of 	% of All 	Percent of 14 
Comment 	Responses 	Responses 	Respondents with Comments  

No Comment 	37 	72.5 
Personal Preference 	3 	5.9 	21.4 
Credit Cards 	2 	3.9 	14.3 il.k.9 
No Interest/No Desire 	3 	5.9 	21.4  
Delivery 	1 	2.0 	7.15 	ç 
Location 	1 	2.0 	7.15 
Other 	 4 	7.8 	28.6  
Total 	 -51- 	100.0 	100.0 

(Source: Appendix XXI) 

The 72 respondents who had viewed the Teleshopping Service (Table 49) were, 

then asked if they had purchased anything using the Teleshopping Service. 

Teleshopping had hardly been used at all for the purchase of goods. Two respon-

dents (2.8 percent) indicated that they had bought merchandise on the Tele-

shopping Service (Table 51). 97.2 percent of the households had not purchased 

anything to-date (Table 51). Once, again, "personal preferences", 
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"delivery time", "location", and "credit cards" were 'cited as reasons for not 

purchasing via the Teleshopping service (See Appendix XXII for actual 

comments). 

TABLE 51: PURCHASE(S) MADE USING THE TELESHOPPING SERVICE BY USAGE CATEGORY 

Usage Category  
Respondents' 	 Total 	Table 

Reaction 	Light 	Medium 	Heavy 	Responses 	Percentage  

Yes 	 1 	0 	1 	2 	2.8 

No 	 17 	28 	25 	70 	97.2  
Total Responses 	U. 	2"8" 	21 	Ti 	100.1J 

Table Percentage 	25.0 	38.9 	32.7 	100.0 

Twenty-four participants who had reported viewing the Teleshopping Service 

(Table 49) indicated that they would like to see additional types of stores 

offered on the Teleshopping service. Types of stores desired by respondents 

included: "discount stores", "department stores", "catalogue stores", 

"specialty stores", and "hardware", "drug" and "food" stores (Appendix XXIII). 

Table 52 summarizes the comments volunteered by respondents. 

TABLE 52: ADDITIONAL TYPES OF STORES DESIRED ON THE TELESHOPPING SERVICE 

# of 	% of 	Percent of 24 

Comment 	Responses 	Responses 	Respondents with Comments  

No Comment 	48 	66.7 

Specialty Stores 	5 	6.9 	20.8 

Discount Stores 	4 	5.5 	16.6 

General 	 4 	5.5 	16.6 

Department Stores 	3 	4.2 	12.5 

Catalogue Stores 	1 	1.4 	4.2 

Hardware Stores 	1 	1.4 	4.2 

Drug Stores 	1 	1.4 	4.2 

Food Stores 	1 	1.4 	4.2 

Other 	 4 	5.6 	16.7  
Total 	 72 	100.0 	 100.0 

(Source: Appendix XXIII) 
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Despite the low level of usage for ordering products, only 8.3 percent of 

the 72 Teleshopping viewers reported that there were aspects of the Teleshop-

ping service currently on Telidon that could be eliminated. Forty-seven house-

holds (65.3 percent) responded negatively to this questionnaire item (Table 

53). 

TABLE 53: ELIMINATION OF TELESHOPPING SERVICE BY USAGE CATEGORY 

Respondents' 	 Total 	Table 
Reaction 	Light 	Medium 	Heavy 	Responses 	Percentage  

Yes 	 1 	2 	3 	6 	8.3 

No 	 13 	18 	16 	47 	65.3 

No Answer 	4 	8 	7 	19 	26.4  

Total Responses 	TS" 	28 	26 	Tf 	100.0 

Table Percentage 	25.0 	38.9 	36.1 	100.0 

Few comments were made about the elimination of the Teleshopping informa-

tion (see Appendix XXIV for actual comments). 

"Clothing" was most frequently cited (34.6 percent) by respondents as the 

type of item best suited to the Telidon Teleshopping service. "Appliances" 

were the next most frequently cited item (30.9 percent), followed by "food" 

items (25.9 percent), and jewellery (8.6 percent). 

TABLE 54: ITEMS BEST SUITED TO TELESHOPPING 

# of 
Respondents' Reaction 	Responses  

(Multiple Responses Allowed) 

Clothing 
Appliances 

Food 
Jewellery 

Total Responses 

% of 
Total Responses 	'\24q,' h,u  

9,1 x)..f  
3fe 

c  

(»Itt-i\t 

	

28 	34.6 

	

25 	30.9 

	

21 	25.9 

	

7 	8.6  

100.0 
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A small number of comments were made by respondents concerning items best 

suited to the Teleshopping service. Items which the Telidon users desired 

include: "recreation/sport" items, "electrical/electronic" items, "music/book" 

items, and items which respondents considered suitable to "comparative" 

shopping (Table 55). These comments are reproduced in Appendix XXV. 

TABLE 55: COMMENTS ON ITEMS BEST SUITED TO THE TELESHOPPING SERVICE 

# of 	% of 	Percent of 19 
Responses 	Responses 	Respondents with Comments  

No Comment 	53 	73.6 

Recreation/Sport 	3 	4.15 	15.85 

Electrical/Electronic 	2 	2.8 	10.5 

Music/Books 	2 	2.8 	10.5 

Comparative Items 	2 	2.8 	10.5 

General 	 3 	4.15 	15.85 

Other * 	7 	9.7 	36.8  

Total 	 Ti 	100.0 	 100.0 

(Source: Appendix XXV) 

* Other Comments included: 	"toys", "drugstore" items and "hardware" items. 

One respondent indicated that items would have to be seen personally before 

a decision to purchase was made. 

The majority of households (73.6 percent) perceived that the Teleshopping 

information was accurate (Table 56). Only three respondents (4.2 percent) 

indicated that they felt the information to be inaccurate. 

TABLE 56: ACCURACY OF TELESHOPPING INFORMATION BY USAGE CATEGORY 

Usage Category  
. Respondents' 	 Total 	Table 

Reaction 	Light 	Medium 	Heavy 	Responses 	Percentage  

Yes 	13 	22 	18 	53 	73.6 

No 	 10 	1 	2 	3 	4.2 

No Answer 	5 	5 	6 	16 	22.2  

Total Responses 	U. 	28 	26 	7-2- 	100.0 

Table Percentage 	25.0 	38.9 	36.1 	100.0 

Comment 
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The display pictures and images accompanying the Teleshopping Service 

appeared to be well-liked by participants (Table 57). 59.7 percent of respond-

ents felt the pictures and images were "useful", 22.2 percent of the responses 

indicated that they were "nice but unnecessary", and two respondents (2.8 

percent) found them to be "distracting" (Table 57). 

TABLE 57: TELESHOPPING DISPLAY PICTURES AND IMAGES BY USAGE CATEGORY 

Usage Category  
Respondents' 	 Total 	Table 

Reaction 	Light 	Medium 	Heavy 	Responses 	Percentage  

Useful 	10 	17 	16 	43 	59.7 
Nice but Unnecessary 	6 	5 	5 	16 	22.2 
Distracting 	1 	1 	0 	2 	2.8 
No Answer 	1 	5 	5 	11 	15.3  
Total Responses 	113- 	2-8- 	2-6- 	72- 	100.0 

Table Percentage 	25.0 	. 38.9 	36.1 	100.0 

As might have been anticipated, adult females are the predominant users of 

the Teleshopping service (Table 58). 34.7 percent of the respondents indicated 

an "adult female" was the primary user of Teleshopping. Adult males were the 

next most frequent users of the service 13.9 percent of the time. As a group, 

"adults" were cited to be the primary users by 52.8 percent of the 72 Tele-

shopping viewers. "Children" (both male, female, and as a group), accounted 

for 13.9 percent of the primary Teleshopping service usage. Five respondents 

(6.9 percent) perceived that all family members used the Teleshopping service 

equally. 
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TABLE 58: TELESHOPPING PRIMARY USERS BY USAGE CATEGORY 

Respondents' 	 Total 	Table 
Reaction 	Light 	Medium 	Heavy 	Responses 	Percentage  

Adult Male 	6 	3 	1 	10 	13.9 
Adult Female 	5 	8 	12 	25 	34.7 
All Adults 	1 	1 	1 	3 	4.2 

Male Children 	0 	3 	2 	4 	6.9 

Female Children 	0 	2 	1 	3 	4.2 

All Children 	1 	0 	1 	2 	2.8 
All 	 0 	4 	1 	5 	6.9 
None 	 2 	1 	3 	6 	8.3 

No Answer 	3 	6 	4 	13 	18.1  
Total Responses 	18 	28 	26 	-Ti 	100.00 

Table PerCentage 25.0 	38.9 	36.1 	100.0 

8.5 School Courses 	 - 

Twenty-six percent of the trial participants interviewed used the School 

Courses available on Telidon (Table 59). 

TABLE 59: USE OF SCHOOL COURSES BY USAGE CATEGORY 

Usage Category  
Respondents' 	 Total 	Table 

Reaction 	Light 	Medium 	Heavy 	Responses 	Percentage  

Yes 	 8 	14 	10 	32 	26.0 

No 	 35 	25 	31 	91 	74.0 
Total Responses 	"4"3" 	TS 	4T 	123 	100.0 

Table Percentage 	35.0 	31.7 	33.3 	100.0 

Of the 32 households using the Telidon School Courses, 84.4 percent used 

Infomart courses and 59.4 percent used the Cybershare courses. Tables 60A and 

60B indicate that the Infomart courses appeared to be more popular among users 

of the School Courses available on Telidon than the Cybershare courses. 
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TABLE 60A: USE INFOMART SCHOOL COURSES BY USAGE CATEGORY 

Usage Category  
Respondents' 	 Total 	Table 

Reaction 	Light 	Medium 	Heavy 	Responses 	Percentage  

Yes 	 6 	12 	9 	27 	84.4 

No 	 0 	1 	1 	2 	6.2 

No Answer 	2 	1 	0 	3 	9.4  
Total Responses 	---g 	14 	10 	32 	100.0 

Table Percentage 	25.0 	43.7 	31.3 	100.0 

TABLE 60B: USE CYBERSHARE SCHOOL COURSES BY USAGE CATEGORIES 

Usage Category  
Respondents' 	 Total 	Table 

Reaction 	Light 	Medium 	Heavy 	Responses 	Percentage 

Yes 	 5 	8 	6 	19 	59.4 

No 	 2 	1 	3 	6 	18.7 

No Answer 	1 	5 	, 1 	7 	21.9  
Total Responses 	--$ 	1-4° 	TO' 	-3-2- 	100.0 

Table Percentage 	25.0 	43.7 	31.3 	100.0 

Table 61 outlines comments volunteered by respondents on the School 

Courses (comments refer to both the Infomart and Cybershare courses). The 

comments are categorized according to "unawareness" of the courses, "no 

interest" in the courses, "no application" for the courses, and to the "ages" 

and "user" traits of children in the households. Actual comments are contained 

in Appendix XXVI. 

TABLE 61: INFOMART/CYBERSHARE SCHOOL COURSES 

# of 	% of 	Percent of 17 

Comment 	Responses 	Responses 	Respondents with Comments  

No Comment 	15 	46.9 

Unaware 	 2 	6.25 	11.8 

No Interested 	2 ' 	6.25 	11.8 
‘ 

Not Applicable 	4 	 12.5 	 23.5 
Children 	4 	12.5 	23.5 

Other 	 5 	15.6 	29.4  
Total 	 371 	1U0.00 	iuU.o 

(Source: Appendix XXV) 
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70.3 percent of the households using the Telidon School Courses (both 

Infomart and Cybershare) perceived the courses to be useful (Table 62). 

TABLE 62: USEFULNESS OF SCHOOL COURSES 

Respondent's Reactions 	 Total 	Table 
(Multiple Responses Allowed) 	Infomart Cybershare Responses Percentage 

Yes 	 ' 26 	19 	45 	70.3 
No 	 3 	5 	8 	12.5 
No Answer 	 3 	8 	11 	17.2 

Total Responses 	«32. 	.32- 	.6-4 	100.0 

Table Percentage 

Comments regarding the "usefulness" of the School Courses focused on the 

"entertaining", "educational" and "time saving" benefits of having the courses 

available on the Telidon. Appendix XXVII contains the actual comments made. 

Approximately 59 percent of households which used the School Courses indi-

cated a desire to have additional or different courses available on Telidon. 

Suggestions made by respondents were varied, and are found in Appendix XXVIII. 

None of the 32 School Course users specifically indicated that any of the 

courses should be eliminated (Table 63). Nineteen participants (59.4 percent) 

responded with a definite "no" to this questionnaire item. However, 13 respon-

dents (40.6 percent) did not reply to this question, which may be a indication 

of indecision or just a reluctance to respond. 

TABLE 63: ELIMINATION OF SCHOOL COURSES BY USAGE CATEGORY 

User Category  

Respondents' 	 Total 	Table 

Reaction 	Light 	Medium 	Heavy 	Responses 	Percentage  

Yes 	0 	0 	0 	0 	0.0 

No 	4 	9 	6 	19 	59.4 

No Answer 	4 	5 	4 	13 	40.6  

Total Responses 	---Tr 	17P 	Fr 	-37 	100.0 

Table Percentage 	25.0 	43.7 	31.3 	100.0 
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56.3 percent of households found the display pictues and images included 

with the School Courses on Telidon "useful" (Table 64). Five respondents indi-

cated that the pictures and images were unice but unnecessary". 

As none of the respondents perceived them to be "distracting", it appeared 

that a positive attitude toward the display pictures and images existed among 

School Course users. 

TABLE 64: USEFULNESS OF SCHOOL COURSE DISPLAY PICTURES AND IMAGES 
Total 	Table 

Respondents' Reaction 	Informart Cybershare  Responses Percentage  

Useful 

Nice but Unnecessary 
Distracting 

No Answer 

Total Responses 

Table Percentage 

	

21 	15 	36 	56.3 

	

4 	1 	5 	7.8 

	

0 	0 	0 	0.0 

	

7 	16 	23 	35.9  

	

72-- 	32 	64 	100.0 

50.0 	50.0 	100.0 

Children were the primary users of Informart and Cybershare School Courses 

in 53.1 percent of the households (Table 65). Usage among male, female and 

both male and female children was approximately equally distributed. Adult 

males (7.8 percent) were the next most frequent users of the School Courses 

available on Telidon, followed by the entire household (6.3 percent), adult 

females (2.1 percent), and both adults (3.1 percent). Table 65 is a profile of 

primary Infomart and Cybershare School Course users. 

TABLE 65: PRIMARY USERS OF SCHOOL COURSES 

Respondents' Reaction 

Adult Male 
Adult Female 
All Adults 
Male Children 
Female Children 
All Children 
All 
No Answer 
Total Responses 

Table Percentage 

Total 	Table 
Informart Cybershare  Responses Percentage  

7.8 
3.1 
3.1 
18.7 
17.2 
17.2 
6.3 

26.6 
100.0  

50.0 	50.0 



44 

8.6 Telidon Games  

93.5 percent of the 123 interviewees used the Infomart games available on 

Telidon, whereas only 75.6 percent of the respondents indicated that they used 

the Cybershare games (Tables 66A and 66B). A total of 116 of the 123 house-

holds indicated they used the Telidon Games (includes Infomart, Cybershare or 

both). 

TABLE 66A: USE INFOMART GAMES BY USAGE CATEGORY 

Usage Category  
Respondents' 	 Total 	Table 

Reaction 	Light 	Medium 	Heavy 	Responses 	Percentage  

Yes 	39 	38 	38 	115 	93.5 

No 	 3 	1 	3 	7 	5.7 

No Answer 	'' 1 	0 	0 	1 	0.8  

Total Responses 	39 	41 	123 	100.0 

Table Percentage 	35.0 	31.7 	33.3 	100.0 

TABLE 66B: USE CYBERSNARE GAMES BY USAGE CATEGORY 

Usage Category 

Respondents' 	 Total 	Table 

Reaction 	Light 	Medium 	Heavy 	Responses 	Percentage  

Yes 	31 	29 	33 	93 	75.6 

No 	 12 	10 	6 	28 	22.8 

No Answer 	0 	0 	2 	2 	1.6  

Total Responses 	TS 	39 	41 	123 	100.0 

Table Percentage 	35.0 	31.7 	33.3 	100.0 

It would appear that the Infomart Games were favoured by players of the 
n-W 

Telidon Games. 	 t  
f 

Twenty-one comments/suggestions, were volunteered by participants regarding 

the use of Telidon Games (Table 67). The comments/suggestions revolved around: 

"interest in the games" (3), "childrens' usage of the games" (4), "personal 

tr'7 

b() ' 
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preferences regarding the games" (3), "access difficulties" (2), "difficulty of 

games" (3), and "other" comments (6). Actual comments/suggestions have been 

reproduced in Appendix XXIX. 

TABLE 67: COMMENTS ON THE USE OF TELIDON GAMES 

Comment  
# of 	% of 	Percent of 21 

Responses 	Responses 	Respondents with Comments  

No Comment 	102 	83.0 
Not interested 	3 	2.4 	14.3 
Children 	4 	3.3 	19.0 
Preferences 	3 	2.4 	14.3 
Do not have access 	2 	1.6 	9.5 

Difficulty 	3 	2.4 	14.3 
Other * 	6 	4.9 	28.6 
Total 	In 	100.0 	100.0 

(Source: Appendix XXIX) 

* Other comments included: "haven't tired Cybershare", "sometimes-not often" 
(2), "not enough variety - don't like games', "use this aloe, and "the 

steno uses it". 

Participants were then asked if they felt that the Infomart/Cybershare 

Games provided on Telidon were good. 93.1 and 69.8 percent respectively of the 

households expressed satisfaction with Infomart and Cybershare games. Infomart 

games were perceived as not good by 3.4 percent of respondents, and Cybershare 

games were perceived as not good by 14.6 percent of respondents. 

TABLE 68: INFOMART/CYBERSHARE GAMES GOOD 

Respondents' 
Reaction 

Yes 

No 

No Answer 

Total 

Infomart 	Cybershare 
Infomart  Percent 	Cybershare 	Percent  

	

108 	93.1 	81 	69.8 

	

4 	3.45 	17 	14.65 

	

4 	3.45 	18 	15.55 

	

TŒ 	100.0 	116 	100.0 

Respondents' actual comments regarding whether the games available on 

Tel idon are good or not are given in Table 69. 
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TABLE 69: COMMENTS RELATED TO WHETHER TELIDON GAMES ARE GOOD 

# of 	% of 
Comments 	 Responses 	Responses  

Difficulty/Challenge 	4 	16.0 

Entertainment 	 2 	8.0 

Educational Aid 	 3 	12.0 

Variety 	 3 	12.0 

General 	 3 	12.0 

Other 	 10 	40.0  

Total 	 75. 	100.0 

(Source: Appendix XXX) 

Appendix XXXI contains the comments and suggestions which respondents made 

about the additional types of games, if any, they would like Telidon to have. 

Several of the suggestions referred to a desire by respondents for video-type 

games, strategy games, word games, animated gmes, and generally more popular 

and challenging games. 

One hundred one of the respondents (87.1 percent) using the Telidon Games 

felt that a new game, or games, should be introduced on a regular basis, while 

14 respondents (12.1 percent) did not (Table 70). 

TABLE 70: REGULARLY INTRODUCE A NEW GAME OR GAMES, BY USAGE CATEGORY 

Usage Category  
Respondents' 	 Total 	Table 

Reaction 	Light 	Medium 	Heavy 	Responses 	Percentage  

Yes 	37 	36 	28 	101 	87.1 

No 	 3 	2 	9 	14 	12.1 

No Answer 	0 	0 	1 	1 	0.8  

Total Responses 	40 	38 	38 	116 	100.0 

Table Percentage 	34.5 32.75 	32.75 	100.0 

The preferred rate of introducing a new game-or games to Telidon was on a 

"monthly basis", followed at a distance by "every 2 months" and "weekly" (Table 

71). 
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TABLE 71: HOW OFTEN SHOULD A NEW GAME OR GAMES BE INTRODUCED BY USAGE CATEGORY 

Weekly 
Monthly 
Every 2 months 

Other 
No Answer 
Total Responses 

Table Percentage 

	

7 	3 	3 	13 	11.2 

	

22 	27 	20 	69 	59.5 

	

7 	4 	5 	16 	13.8 

	

0 	2 	2 	4 	3.4 

	

4 	2 	8 	14 	12.1  

	

116 	100.0 

34.5 	32.75 	32.75 	100.0 

Children were the most frequent primary users of Telidon games (both 

Infomart and Cybershare) in 37.1 percent of the households (Table 72). 	16.4 

percent of this usage was accounted for by male children. 	Adults were the 

primary users in 31.4 percent of the households according to respondents. A 

considerable percentage of the Telidon game users (15.1 

households or families (Table 72). 

percent) were entire 

TABLE 72: PRIMARY USERS OF INFOMART/CYBERSHARE GAMES 

Respondents' Reaction 
(Multiple Responses Allowed)  

Male Adults 
Female Adults 

All Adults 
Male Children 
Female Children 
All Children 

All 
None 

No Answer 

Total 

Table Percentage 

Total 	Table 
Informart Cybershare  Responses Percentage  

	

18 	9 	27 	11.6 

	

9 	5 	14 	6.0 

	

18 	14 	32 	13.8 

	

22 	16 	38 	16.4 

	

9 	9 	18 	7.8 

	

16 	14 	30 	12.9 

	

21 	14 	35 	15.1 

	

3 	5 	8 	3.5 

	

0 	30 	30 	12.9 

	

11-6 	Tr6" 	Tr 	1-01E 0  

50.0 	50.0 	100.0 
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8.7 Telidon Messaging Capacity  

The usage profile for Telidon Messaging revealed that 62 respondents (50.4 

percent of those who used Telidon) used the messaging service (Table 73). An 

almost equal portion (49.6 percent) of Telidon users indicated that they did 

not use the service. 

TABLE 73: USE MESSAGING SERVICE BY USAGE CATEGORY 

Usage Category  
Respondents' 	 Total 	Table 

Reaction 	Light 	Medium 	Heavy 	Responses 	Percentage  

Yes 	16 	21 	25 	62 	50.4 

No 	 27 	18 	16 	61 	49.6  
Total Responses 	4.3- 	.311 	-41" 	123 	100.0 

Table Percentage 35.0 	31.7  33.3 	100.0 

Twenty-five respondents made comments about using the Messaging Service. 

These comments are reproduced in Appendix XXXII. The most frequent comment 

concerned "operational problems" associated with the service. 

Of the 62 respondents using the messaging capabilities of Telidon, 52 

(83.9 percent) perceived messaging as a useful service with only 7 respondents 

(11.3 percent) replying that messaging was not useful (Table 74). 

TABLE 74: MESSAGING USEFULNESS BY USAGE CATEGORY 

Usage Category  

Respondents' 	 Total 	Table 

Reaction 	Light 	Medium 	Heavy 	Responses 	Percentage  

Yes 	12 	19 	21 	52 	83.9 

No 	 2 	2 	3 	7 	11.3 

No Answer 	2 	0 	1 	3 	4.8 

Total Responses 	16 	zr 	25 	62 	100.0 

Table Percentage 	25.8 	33.9 	40.3 	100.0 
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The usage pattern for messaging revealed that 21 respondents (33.9 percent 

of those who used Messaging) use the messaging service "seldom", 22 respondents 

(35.5 percent) used the service "sometimes", and 17 . respondents (27.4 Percent) 

used messaging "often" (Table 75). 

TABLE 75: FREQUENCY OF USING MESSAGING BY USAGE CATEGORY 

Usage Category  
Respondents' 	 Total 	Table 

Reaction 	Light 	Medium 	Heavy 	Responses 	Percentage  

Seldom 	7 	4 	10 	21 	33.9 
Sometimes 	• 	5 	7 	10 	22 	35.5 
Often 	3 	10 	4 	17 	27.4 
No Answer 	1 	0 	1 	2 	3.2  
Total Responses , 	"IU 	"Zr 	25- 	-62- 	tuu.0 

Table Percentage 	25.8 	33.9 	40.3 	100.0 

Users of Telidon messaging were asked what they used the Messaging Service 
9 

for. Thirty-seven participants responded with comments (Table 76). 	A sub- 

stantial percentage of respondents indicated that they used  the messaging to 

"communicate with family and/or friends". Other reasons cited for using the 

messaging  • service included: "socializing" (5), "novelty" (5), "time/money 

saver" (4), "business" (2), "school" (2), and "community messaging" (3). These 

and "other" uses noted are presented in Table 76, while the actual comments are 

contained in Appendix XXXIII. 

TABLE 76: USES FOR MESSAGING SERVICE 

Comment 

	

Percent of All 	Percent of 37 
Number of 	Respondents 	Respondents 
Respondents 	Using Messaging 	with Comments  

No Comment 	25 	40.2 
Communicating with 

Family/friends 	9 	14.4 	. 	14.3 
Socializing 	5 	8.1 	13.5 
Novelty 	 5 	8.1 	13.5 
Time/Money Saver 	4 	6.4 	10.8 
Business 	 2 	3.3 	5.4 

-Sohool 	 2 	3.3 	5.4 
Community Messaging 	3 	4.8 	8.2 
General 	 2 	3.3 	5.4 
Other 	 5 	8.1 	13.5 
Total 	 e7 	luO.0 	luu.0 

(Source: Appendix XXXIII) 
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Forty-two respondents (67.8 percent) expressed their satisfaction with the 

Messaging Service by indicating that "no" improvements are necessary (Table 

77). Of the 10 participants (16.1 percent) who responded "yes" to this 

question, the majority foresaw the need for improvements in the operation, 

security and message indicating capabilities of the service. Appendix XXXIV 

details the suggestions made by these respondents. 

TABLE 77: ARE IMPROVEMENTS NECESSARY TO THE MESSAGING SERVICE BY USAGE CATEGORY 

Usage Category  
Respondents' 	 Total 	Table 

Reaction 	Light 	Medium 	Heavy 	Responses 	Percentage  

Yes 	 3 	3 	4 	10 	16.1 

No 	 11 	16 	15 	42 	67.8 

No Answer 	2 	2 	6 	10 	16.1  
Total Responses 	1-6- 	.2r 	2.3. 	.6-2-- 	100.0 

Table Percentage 	25.8 	33.9 • 	40.3 	100.0 

The messaging user profile outlined in Table 78 reveals that while 

children are the primary messaging users in 48.4 percent of the households, 

male children are the predominate users. Twenty-three respondents (37.1 per-

cent) indicated adults were the primary users, with all famil; members 

designated as the primary user in 11.3 percent of the households. 

TABLE 78: PRIMARY USERS OF THE MESSAGING SERVICE BY USAGE CATEGORY 

Respondents' 
Reaction 

Total 	Table 

Light 	Medium 	Heavy 	Responses 	Percentage 

Adult Male 	6 	1 	1 	8 	12.9 

Adult Female 	1 	5 	3 	9 	14.5 

All Adult 	3 	1 	2 	6 	9.7 

Male Children 	2 	6 	5 	13 	21.0 

Female Children 	1 	2 	6 	9 	14.5 

All Children 	2 	3 	3 	8 	12.9 

All 	 1 	3 	3 	7 	11.3 

No Answer 	0 	0 	2 	2 	3.2 

Total Responses 	16 	21 	25 	62 	100.0 

25.8 	33.9 	40.3 	100.0 Table Percentage 
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9.0 AFFECT OF TELIDON ON PARTICIPANTS' LIFESTYLES 

Participants were asked to indicate if the Telidon had increased their 

awareness of what goes on in their community. 59.3 percent of the respondents 

revealed that Telidon had increased their awareness (Table 79). 5.7 percent of 

these respondents perceived the Telidon to have increased their awareness "very 

much", 27.6 percent felt their awareness had been increased "somewhat", and the 

remaining 26.0 percent indicated that the Telidon had onl:y increased their 

awareness "a little". Fifty respondents (40.7 percent) perceived no change in 

their community awareness (Table 79). 

TABLE 79: INCREASED COMMUNITY AWARENESS BY USAGE CATEGORY 

Respondents' 	 Total 	Table 
Reaction 	Light 	Medium 	Heavy 	Responses 	Percentage  

Very Much 	5 	2 	0 	7 	5.7 

Somewhat 	7 	12 	15 	34 	27.6 
A Little 	12 	11 	9 	32 	26.0 

Not at All 	19 	14 	17 	50 	40.7  
Total Responses 	"4-1 	T9- 	4-1- 	ITS 	100.00 

Table Percentage 35.0 	31.7 	33.3 	100.0 

The participants were then asked if the Telidon had affected their daily 

routine in any way. The majority of respondents (84.5 percent) did not feel 

that their routine had been affected in any way. Nineteen respondents (15.5 

percent) indicated that they had experienced some effects from the Telidon 

(Table 80). Few comments were made regarding this particular questionnaire 

item, although, several respondents did suggest that with the Telidon they were 

saving time and watching less television. The actual comments made are 

contained in Appendix XXXV. 
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TABLE 80: HAS TELIDON AFFECTED DAILY ROUTINE BY USAGE CATEGORY 

Usage Category  
Respondents' 	 Total 	Table 

Reaction 	Light 	Medium 	Heavy 	Responses 	Percentage  

Yes 	 3 	8 	8 	19 	15.5 

No 	 40 	31 	33 	104 	84.5  
Total Responses 	T'S 	71 	"4""r 	123 	100.0 

Table Percentage 	35.0 	31.7 	33.3 	100.0 

Respondents were then asked to evaluate four activities [TV, reading, 

listening to music, going out (socializing)] in terms of whether they spent 

more, less, or about the same amount of time on those activities since receiv-

ing the Telidon service. Tables 81, 82, 83 and 84 detail the responses made by 

the 123 interviewees with respect to each activity identified. A large majority 

of the respondents (in all cases) 'perceived that they remained about the same 

.in terms of the time spent on the above activities (Tables 81, 82, 83 and 84). 

TABLE 81: AFFECT OF TELIDON ON TV  WATCHING BY USAGE CATEGORY 

Usage Category 

Time Spent 	 Total 	Table 

Watching TV 	Light 	Medium 	Heavy 	Responses 	Percentage  

More 	5 	0 	4 	9 	- 7.3 

Same 	32 	29 	32 	93 	75.6 

Less 	5 	10 	4 	19 	15.5 

No Answer 	1 	0 	1 	2 	1.6 

Total Responses 	43 	39 	Irf 	123 	100.0 

Table Percentage 	35.0 	31.7 	33.3 	100.0 

TABLE 82: AFFECT OF TELIDON ON READING BY USAGE CATEGORY 

Usage Category  

Time Spent 	 Total 	Table 

Reading 	Light 	Medium 	Heavy 	Responses 	Percentage  

More 	0 	2 	0 	2 	1.6 

Same 	40 	33 	38 	111 	90.2 

Less 	.2 	4 	2 	8 	6.6 

No Answer 	1 	0 	1 	2 	1.6 

Total Responses 	.47 	-g- 	-41- 	TII 	100.0 

33.3 	100.0 35.0 	31.7 Table Percentage 
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TABLE 83: AFFECT OF TELIDON ON LISTENING TO MUSIC BY USAGE CATEGORY 

Time Spent 	 Total 	Table 
Listening to Music 	Light 	Medium 	Heavy 	Responses 	Percentage  

More 	1 	2 	2 	5 	4.1 
Same 	39 	35 	35 	109 	88.6 

Less 	2 	2 	2 	6 	4.9 
No Answer 	1 	0 	2 	3 	2.4  
Total Responses 	.47 	39 	41 	123 	100.0 

Table Percentage 35.0 	31.7  33.3 	'100.0 ,  

TABLE 84: AFFECT OF TELIDON ON GOING OUT/SOCIALIZING BY USAGE CATEGORY 

Time Spent Going 	 Total 	Table 
Out/Socializing 	Light 	Medium 	Heavy 	Responses 	Percentage  

More 	1 	1 	0 	2 	1.6 
Same 	39 	36 	38 	113 	91.9 

Less 	2 	2 	2 	6 	4.9 

No Answér. 	1 	0 	1 	2 	1.6  
Total Responses 	39 	-4-T 	IFS 	100.0 

• 

Table Percentage 	35.0 	31.7 	33.3 	100.0 

Fifteen respondents commented on the effect of Telidon on lifestyle. 

Comments volunteered by participants were largely of an "agree/disagree" and 

"mixed reaction" nature. Appendix XXXVI contains the actual comments made. 

70.8 percent of the 123 users of Telidon depended on Telidon for 

information, however, the degree of dependency among users ranged from "a 

little" (35.8 percent), to "somewhat" (29.3 percent), and lastly to "very much" 

(by only 5.7 percent of respondents) (Table 85). 
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TABLE 85: DEPENDENCY ON TELIDON FOR INFORMATION BY USAGE CATEGORY 

Usage Category  
Respondents' 	 Total 	Table 

Reaction 	Light 	Medium 	Heavy 	Responses 	Percentage  

Very Much 	1 	4 	2 	7 	5.7 
Somewhat 	7 	11 	18 	36 	29.3 

A Little 	22 	12 	10 	44 	35.8 

Not at All 	12 	12 	10 	34 	27.6 

No Answer 	1 	0 	1 	2 	1.6 

Total Respondents 	-47g 	39 	41 	123 	100.0 

Table Percentage 35.0 	31.7 	33.3 	100.0 

Respondents had a final opportunity to comment on the effect of Telidon on 

their lifestyles. Of the 22 responses made, three attributed increased aware-

ness to Telidon and four indicated that Telidon was merely an entertainment 

•  medium. However, four other respondents perceived it as a fast and reliable 

information source. Two respondents volunteered comments regarding the nega-

tive effect of Telidon on lifestyles because they felt it led to inactivity and 

little interaction. The remaining nine comments focused on general statements 

regarding Telidon. All of the comments and/or suggestions made can be found in 

Appendix XXXVII. 
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10.0 EVOLUTION OF THE TELIDON SYSTEM 

Almost all respondents (93.5 percent) felt that the Telidon System would 

be an important part of the future (Table 86). 

TABLE 86: IMPORTANCE OF TELIDON IN FUTURE BY USAGE CATEGORY 

Usage Category  

Respondents' 	 Total 	Table 

Reaction 	Light 	Medium 	Heavy 	Responses 	Percentage  

Yes 	 41 	38 	36 	115 	93.5 

No 	 1 	0 	3 	4 	3.25 

Do not Know 	1 	1 	2 	4 	3.25 

Total Respondents 	43 	39 	41 	123 	100.00 

Table Percentage 	35.0 	31.7 	33.3 	100.0 

Participants were then asked to volunteer any comments or suggestions 

about the future importance of the Telidon System. Appendix XXXVIII details 

these comments and Table 87 indicates the categories into which these comments 

were placed. The most frequent comment was that Telidon would be useful as an 

"information source". 

TABLE 87: COMMENTS REGARDING FUTURE IMPORTANCE OF TELIDON 

# of Responses 	% of 

Comment Categories 	 in Each Category 	Responses  

Shapes individual lifestyles 	5 	11.1 

Saves time/money 	 2 	4.4 

Information source 	 9 	20.0 

Useful for business/younger generation 	7 	15.6 

Communication 	 3 	6.7 

Part of our future 	 6 	13.3 

General 	 2 	4.4 

Other 	 11 	24.5  

Total 	 45 	100.0 
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Respondents were then asked to rank the importance of a number of Telidon 

Service categories according to whether they were very important, important, or 

not important. Table 88 details the responses gathered from the 123 households 

interviewed. Agricultural information was envisaged to be "very important" in 

the near future by 56.1 percent of respondents (Table 88). Most respondents 

foresaw community information playing a less important role than agricultural 

information, and was therefore only perceived to be "important" by 53.6 percent 

of participants (Table 88). Similarly, consumer information, was ranked impor-

tant by 54.5 percent of the respondents (Table 88). However, educational 

information received a higher number of responses in the "very important" 

category than any of the other service categories (Table 88). It would appear 

that the trial participants attached a lot of emphasis and importance to the 

potential educational benefits that could be derived from the Telidon. The 

Teleshopping service categories received the poorest rating by respondents, 

with 51.2 percent of the respondents indicating that this service was "not 

important" (Table 88). Obviously, trial participants did not perceive 

Teleshopping as a vital service offered on Telidon. 

Table 88 also illustrates respondents rankings of the games and messaging 

capabilities of Telidon. Responses by participants were approximately equal 

with respect to these services. In both cases most of respondents categorized 

them as "important" at 46.3 percent and 43.1 percent respectively. 



TABLE 

IMO 	Mill OM OM Ili UM MIMI Me MI Will IBM ill 111101 IIIIIIII MR MI Ile III 

FUIURE IffORTAACE OF A M113ER OF TELIDON SERVICE CAIEWRIES 

Respondents' Reaction  Agric. % of 	Cam. 	% of 	Cons. 	% of 	Educ. 	%of 	Tel e- 	% of 	 % of 	 % of 

(Multiple Responses 	Info. Responses  Infb. Responses Info. Responses  Infb. Responses  Shopping Responses  ( ames Responses Messaging Responses  

Allowed) 

Very Important 	69 	56.1 	28 	22.8 	29 	23.6 	72 	58.5 	17 	13.8 	28 	22.8 	29 	23.6 
i 

Important 	 38 	30.9 	66 	53.6 	67 	54.5 	36 	29.3 	36 	29.3 	57 	46.3 	53 	43.1 

Not Imporant 	10 	8.1 	22 	17.9 	20 	16.2 	10 	8.1 	63 	51.2 	33 	26.8 	33 	26.8 

No Answer 	 6 	4.9 	7 	5.7 	7 	5.7 	5 	4.1 	7 	5.7 	5 	4.1 	8 	6.5 

Total Responses 	123 	100.0 	123 	100.0 	123 	100.0 	123 	100.0 	123 	100.0 	123 	100.0 	123 	100.0 
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Forty-nine respondents (39.8 percent) felt that improvements were 

essential to Telidon in order to ensure its future commercial development 

(Table 89). Thirty-seven participants (30.1 percent) expressed satisfaction 

with  Tel  idon by indicating that "no improvementsu were needed. Thirty-seven 

respondents (30.1 percent) did not know if improvements were, or were not, 

required (Table 89). 

TABLE 89: IMPROVEMENTS TO TELIDON ESSENTIAL TO ITS COMMERCIAL DEVELOPMENT 
BY USAGE CATEGORY 

Respondents' 	 Total 	Table 
Reaction 	Light 	Medium 	Heavy 	Responses 	Percentage  

Yes 	 15 	13 	21 	49 	39.8 

No 	 16 	13 	8 	37 	30.1 

Do not Know 	12 	13 	12 	37 	30.1  
Total Responses 	TS 	71 	41- 	123 	. 	100.0 

Table Percentage 35.0 	31.7 	33.3 	100.0 

When given the opportunity to comment on the types of improvements 

necessary, participants expressed concern with the cost of the hardware (5), 

equipment and/or servicing problems (6), desire for improved data bases (12), 

need for simpler operating instructions (2), and the time involved (3) to 

access the systems. Several general comments were also made by respondents 

(Appendix XXXIX). 

Over and above what is currently offered, 54.5 percent of respondents 

could not think of additional future uses for the Telidon system (Table 90). Of 

the 30 respondents (24.4 percent) who revealed that they would like to see the 

Telidon system used for things it has not been used for to-date, 25 provided 

specific suggestions on what could be done (Table 91). 
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TABLE 90: ARE THERE ADDITIONAL TELIDON USES DESIRED FOR FUTURE 
BY USAGE CATEGORY 

Respondents' 	 Total 	Table 
Reaction 	Light 	Medium 	Heavy 	Responses 	Percentage 

Yes 	 12 	10 	8 	30 	24.4 
No 	 23 	22 	22 	67 	54;5 
Do not Know 	8 	7 	11 	26 	21.1  
Total Responses 	43 	39 	41 	123 	100.0 

Table Percentage 	35.0 	31.7 	33.3 	100.0 

The major comment categories regarding future uses for the Telidon System 

are listed below and the actual comments are contained in Appendix XL. These 

comments may be of interest and value for the future evolution of Telidon. 

TABLE 91: OTHER USES FOR THE TELIDON SERVICE 

# of 	% of 

Comments 	 Responses 	Responses  

Visual Communication 	 2 	8.0 

Financial Services 	 4 	16.0 

Medical Services 	 2 	8.0 

Education 	 3 	12.0 

Games 	 2 	8.0 

Auto Repair/Maintenance 	 2 	8.0 

General 	 3 	12.0 

Other 	 7. 	28.0 

Total 	 M. 	IFFU 

(Source: Appendix XL) 

Of the 123 participants who rèsponded to questions about the Telidon 

Service, 26 (21.1 percent) chose to make additional comments while 97 (78.9 

percent) did not. Comments made related to the cost of the system, 

improvements desired in the system, the security of the system, and the 

futuristic aspect of Telidon. A number of respondents provided their opinions 

as to whether the service should be continued or discontinued. The actual 

comments are contained in Appendix XLI. 
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11.0 PRICING OF THE TELIDON SERVICE 

15.4 percent of the 123 participants involved in this survey indicated 

that they would be willing to pay for the Telidon Service (Table 92). 43.9 

percent of the respondents replied with a definite "no", while 40.7 percent 

were undecided and responded "maybe". 

TABLE 92: WILLINGNESS TO PAY FOR TELIDON SERVICES BY USAGE CATEGORY 

Usage Category  
Respondents' 	 Total 	Table 

Reaction 	Light 	Medium 	Heavy 	Responses 	Percentage  

Yes 	 6 	5 	8 	19 	15.4 
No 	 17 	19 	18 	54 	43.9 

No Answer 	20 	15 	15 	50 	40.7 

Total Responses 	TS 	39 	2171- 	123 	100.0 

Table Percentage 	35.0 	31.7 	33.3 	100.0 

Eight respondents (6.5 percent) volunteered comments on their willingness 

to pay for the Telidon Service. Two participants indicated they would be 

willing to pay for the service if improvements were made to it, three respond-

ents felt they did not use the service enough to warrant paying for it, one 

participant perceived the service as a concept of the future, and another 

interviewee felt the service would be more applicable for business. The final 

comment was received from  the Seniors' Citizens Home where the Board of 

Directors would determine whether or not they would consider paying for the 

Telidon Service (see Appendix XLII for actual comments). 

Participants were then asked to indicate how much they thought people 

would be willing to pay for the Telidon keyboard and screen, and then they were 

asked to determine (based on value currently received) how much they would be 

willing to pay per month for Telidon usage time. Tables 93A and 938 reveal 
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that in both instances, the largest number of respondents chose the least 

expensive option available. 

TABLE 93A: WILLINGNESS TO PAY FOR TELIDON KEYBOARD AND SCREEN BY USAGE CATEGORY 

Respondents' 
Reaction 

Total 	Table 
Light 	Medium 	Heavy 	Responses 	Percentage  

$300 - $ 500 	22 	22 	23 	67 	54.4 

$500 - $ 800 	9 	12 	7 	28 	22.8 

$800 - $1200 	3 	1 	2 	6 	4.9 

Do Not Know 	9 	4 	9 	22 	17.9 

Total Responses 	TS 	U.§ 	4-1- 	123 	TOUtUb 

Table Percentage 35.0 	31.7 	33.3 	100.0 

TABLE 93B: WILLINGNESS TO PAY PER MONTH FOR USAGE TIME BY USAGE CATEGORY 

Respondents' 	 Total 	Table 

Reaction 	Light 	Medium 	Heavy 	Responses 	Percentage  

0 	 5 	8 	9 	22 	17.9 

$ 1 - $ 9 	19 	14 	16 	49 	. 	39.9 

$10 - $19 	12 	11 	9 	,. 	32 	26.0 

$20 - $29 	2 	4 	3 	9 	7.3 

$30 - $39 	1 	0 	1 	2 	1.6 

$40 - $49 	1 	1 	1 	3 	2.4 

$50  Plus 	0 	0 	1 	1 	0.8 

No Answer 	3 	1 	1 	5 	4.1  
Total Responses 	-4".3' 	TS 	.41- 	123 	100.0 

Table Percentage 35.0 	31.7 	33.3 	100.0 

Approximately 45 percent of the participants (56 respondents) responded 

with suggestions on the types of services which would have to be available on 

Telidon for them to pay a $50 per month usage fee for it (Table 94). Cost con-

siderations, general statements regarding Telidon, and business applications 

for the service were the predominant responses from participants. Table 94 

outlines the categories under which these suggestions have been placed, and 

Appendix XLIII contains the actual suggestions. 
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67 
8 

7 

5 
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2 

3 
16 

54.5 
6.5 

5.7 

4.1 
2.45 
2.45 
1.6 

2.45 

1.6 

1.6 
1.6 

2.45 

13.0  
100.0 

14.2 

12.5 

8.8 
5.4 

5.4 
3.6 
5.4 

3.6 
3.6 

3.6 

5.4 

28.5  
100.0 

TABLE 94: TYPES OF SERVICES WHICH WOULD HAVE TO BE AVAILABLE 
ON TELIDON TO PAY $50/MONTH USAGE FEE FOR TELIDON 

# of 
Comment 	Respondents  

% of All 	Percent of 56 
Respondents Respondents with Comments  

No Comment 
Co St  

General 
Business 

Education 

Games 
Household 
Entertainment/Teleshopping 

Messaging/2-way comm. 

Sound 

Agriculture Information 

Security 

Other 
Total 

(Source: Appendix XLIII) 

In response to a specific list of suggestions, respondents indicated that 

the features that would greatly increase the value of the Telidon service were 

"printout capability" and more ability to input *information into the Telidon 

(Table 95). These two features were the most popular among the 123 respondents 

as they were the most frequently desired features 41.2 percent of the time. An 

"expanded information base" and "electronic banking" were also seen as desir-

able by participants and ranked third and fourth in popularity. "Expanded 

teleshopping" and the "messaging" capability of the Telidon Service were not 

considered to be as desirable as the four features noted above. 



63 

TABLE 95: FEATURES THAT WOULD INCREASE THE VALUE OF TELIDON BY USAGE CATEGORY 

Usage Category 

% of All 	% of All 
Features 	Light  Medium  Heavy  Total  Responses Respondents  

(Multiple Responses 

Allowed) 

Printout Capability 	22 	25 	19 	66 	20.6 	53.7 

More ability to input 

info into the Telidon 	22 	24 	20 	66 	20.6 	53.7 

Expanded Info Base 	17 	25 	18 	60 	18.7 	48.7 

Electronic Banking 	18 	18 	17 	53 	16.5 	43.1 

Expanded Teleshopping 	14 	10 	12 	36 	11.2 	29.3 

Messaging 	10 	14 	11 	35 	10.9 	28.5 

Other Factors 	2 	3 	0 	5 	1.5 	4.1 

Total 	 105 	119 	97 	321 	100.0 

Table Percentage 	32.7 	37.1 	30.2 100.0 
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The occupation of the primary Income earner 

at the residence Is: Agriculturally related 
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APPENDIX I: .QUESTIONNAIRE 

EUE FIELD TRIAL 

TELIDON SURVEY - FALL 1982 

RESPONDENT: 	 INTERVIEWER: 

Name 	 Name 	 [41 

Number 	  [1,2,31 	Number .  

Address  	Date 	  

• Phone , 	 Time 

[61 Business 	[6] 	USE CATEGORY 	• Light LI 151 

(to be provided by trial sponsor) 

Medium EI 

Heavy 17 

INTRODUCTION 

Hello, 1 am 	 from Western Opinion Research. I would like to arrange a time to 

talk to someone in your household about the Telidon service which is part of the Elle Fibre Optics trial. 

Our questionnaire should take about twenty to thirty minutes. 

1 would like to talk  -fo an adult at your house/place who is familiar with the use of your Telidon. 

Who Is the most appropriate person to talk to? (Determine most appropriate person to talk to). 

Would it be convenient to conduct the interview now? 

(if not, arrange an appropriate time) 

Respondent is: 

Household 

Wife 

Husband 

Offspring (over 18) 

Other 

LI 	[71 

Not Agriculturally related 

0 Copyright, 1982, by,Western Opinion Research, Inc. No portion of this questionnaire can be used 

without the written permission of Western Opinion.Research, Inc. 



No service is available? LE  till  

[121 
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A. 	My first questions deal with your general reaction to the Tel ldon service. 	We would like to know  

your general feelings and opinions about the Telldon service.  

1. 	In general, do you like using your Tendon? 

Comments (If any)  

Yes 

No 

No Opinion 

LE  
n (91 

rt 

Are you satisfied with the number of hours the Tel  idon 	 Yes 

[101 

No Opinion 

Comments (If any) 

3. 	Are you generally satisfied with the Infomart and 

Cybershare database? 

Comments (if any)  

Infomart 	Cybershare 

Yes 	 I:1 	1:1 
No 	 fl [131 	111 [141 

No Opinion 

[15 ]  

4. 	Have rOU found the Infomart and Cybershare Information 

available through  Tel  idon generally reliable and useful? 

Comments (If any)  

Infomart 	Cybershare 

Yes 	 1:1 	1:I 
No 	 I:1 [161 	LI [171 

No Opinion LI LI  

(181 



[351 

5. How would you describe Informart's and 

Cybershare's  Tel (don services? (Read 

items and mark as many as appropriate) 

YES NO 

Captivating 	LI I:I [19 ]  

Informative 	El LI [201 

Useful 	1:1 I:I (211 

Entertaining 	J:1 I:I 
[221 

Disrupting 	EI [23]  

Addicting 	El I:I [241 

None of the 

above 	I:1 [251  

YES NO 

LE LI 
nu 
nu 

nu 
nu 

nu 

I:1 

66 

[271 

[281 

[291 

[301 

1311 

[32 ]  

[331 

5a. Are there any other eords you would use to describe either Infcmarts's or Cybershare's  Tel  idon 

Services? 

[261 	[341 

B. PROBLEMS: 

6. 	Are you having problems with any aspect of the Telidon Service: 	Yes (go to 7) 

No (go 10 8) 

No Opinion 

7. 	Coes the problem relate te access, equipment, information 

or servicing?  

Access 

Equipment 

Information 

Servicing 

LI [36 ]  



None 

1-10 

11 - 20 

21 - 30 

31 - 40 

31 - 40 

El 

371 

10. Are they: 

11. Who uses the Tel (don the most? 

12.- Who uses the Tel  idon the least? 

o• 

67 

C.&  D. 	Now, I would Ilke to ask you some  questions about use and operation of your  Tel (don.  

8. 	How many hours par week does your family use the Telidon? 

9. 	At your residence how many people use the Telidon? 

Adult Males 

Adult Females 

Male Children 

Female Children 

All about the same 

Male Children 

Female Children 

Adult Males 

Adult Females 

All about the same 

Male Children 

Female Chlldren 

Adult Males 

Adult females 

EL 

LI (381 

El 

]:" [391 

(go to 13) 

1:I 
[401 

1:' 



[411 

[421 

[431 

[451 

[461 

Easy 

Neither Easy 

nor Difficult 

II : 	14. 	How difficult Is It tO find your way  into  

the database? 

1:1 

1:1 [471 

Easy 

Neither Easy 

nor difficult 

Difficult 

Yes 

No 

68 

13. 	How many of the Tel  idon users at yobr residence 

have used each of the fol  lowing  types of services, 

Hand Calculator, Typewriter, Automatic Book 

Teller, Home Video Games ( Like Atari), Home 

Computer, Business Computer. 

Hand Calculator 

Typewriter 

Auto Bank Teller 

.Home Computer 

Business Comp. 

DEDDD 

D D D 

EIDLIIIII 

DDDDD 

D D D 

Home Video Game 1:1 El El  Li  ri [44] 

15. 	How easy Is it to use the Infomart and Cybershàre 

Index systems to get the Information you want? 

I 16. 	Currently the  Tel  idon Index Is, In most cases, used 

by keying certain numbers? Would you like your 

Telidon to be able  fo  respond directly to typed 

word commands more than it does now? ----- 

Comments ( if any) 

Difficult 

Infomart 	Cybershare  

I:1 

1:1 [481 	LE  [491 

I:1 

LI [501 

LI  

[511 

No Opinion 



Speed 

Clarlty 

Other 

Standard 

New 

D [571 

[581 

LI  

69 

17. 	WIth respect to the length of time It takes to 

reach the database, are Improvements needed? 

Comments (if any)  

No Opinion/Don't 

Know 

No Improvements 

needed 

Could be Improved 

Must be Improved 

LE 
[52 ] 

1.1 

[531 

18. 	Telidon text has different print sizes. Do you have a 

preference for smaller, or larger text, or does it make 

any difference to you? 

Comments (If any) 

Prefer larger 

Prefer smaller 

No difference Li [541 

[551 

19. 	With respect to the display print, pictures or Images, are 

Improvements needed in speed, clarity or colour? 

Comments (If any)  

No Improvements 	 (Go to 

needed 	 20) 

Could be Improved 	El [561 

19a. What needs Improvement? 

20. 	Do you have the standard typewriter keyboard or the 

replacement keyboard with letters arranged alphabetically 

from A to Z. (If there are questions note that some (15) 

received a new experimental A to Z keyboard) 



24a.  Are  there particular keys that present problems or is it 

the labelling in general? 

]:I 
LI [631 

General 

Particular 

70 

1:I 
[591 

El [601 

21. Did you or anyone at your house know how to type before 	 Yes 

you received your Telidon? 

Kto 

22. Do you find the size of the keyboard you have: 

too large, about right, too small? 

Too large . 

About right 

Too small 

Comments (If any) 

23. 	Do you find the weight of the keyboard you have: 

too heavy, about right or too light?  

Too heavy 

About right 

Too light 

ET 161) 

Comments (if any) 

24. 	Do you find the labelling of the keys very clear, all right, 

or confusing?  

Very clear 

All right 

Very confusing 

D (621 

Comments (if any) 

If particular keys, which ones? 

25. 	Are there any other comments you would like to make about the Telidon Equipment? 

(641 



[651 

[711 

1:I 
LI [721 

No 

Yes 

Useful 

Nice but 

unnecessary 

Distracting 
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E. 	Now, I would like to ask.you some questions about the information available on Tel  idon.  

This will be the largest section of the questionnaire.  First, agricultural Information.  

26. 	Does your family use the agrlcultural information available 	Yes 

on Telidon? if no, probe for  why and go to 34. 

Comments If any 

27. 	What, If any, additional agricultural information would you 

like  Tel idon to have? 

[661 

[67] 

28. 	Is there any agricultural information currently on Telldon 

#' 

that  you feel could be eliminated? 

If yes, specify: 

EI (68] 

[691 

29. 	How do you feel about the display pictures and images included 

with , the agrlcultural information; are they useful, nice 

but unnecessary, or distracting. (Probe for why) 

Comments (if any) 

11 [70] 

30. 	How useful is the Telidon agricultural information  for  business? 	Very useful 

Moderately useful 

Somewhat useful 

Not useful 



Yes 

Nb LI [781 
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31. 	Do you find that the agricultural information Is Yes 

1731 ' 

generally current? 	 No 

Comments (if any) 

32. 	Do-you find that the agrIcultural information is 

generally accurate? 	 No 

Comments (If any) 

Yes 

(741 

[751 

ri 

[761 

33. 	Who Is the primary user of agricultural • information on 

your Telidon; an adult male, adult female, male children, 

or female children. 

Adult male 

Adult female 

Male Children 

Female Children 

All 

[771 

II 
n .  

I have some questions about the Lifestyle information available on Tel  idon. 

First, we are interested In your reaction  te  the community information available on Telidon. In community 

information we Include news, weather, sports, entertainment Information, the restaurant guide and travel 

information. 

34. 	Does your family use the community Information available 

on Telidon? If no, probe for why and go te  42. 

Comments on why not 



[851 

1:1 
(861 

D [881 
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35. What types of community information does your family use? 	 News 	 n [791 

(Read ca -Fegories and check appropriate ones.) 	 Weather 	 LI [so] 

Sports 	 D [811 

Enterta inment I nfo 	I:[ (821 

Restaurant guide 	D [831 

Travel Info 	 D  1 841 

36. What, if any additional community Information would you like Tel ldon  te  have? 

37. 	Is there any ccmmunity  information  currently on Tel idon that 	Yes 

you feel could be el Iminated? (If yes, what types of Information) 	No 

If yes, specify: 

(871 

38. 	How do you feel dpout the display pictures and images Included 	Useful 

with the ccmmunity information; are they useful, nice but 	 Nice but 

unecessary 

unnecessary, or distracting. 

DI stracting 

Ccmments  (if   any) 

[891 

39. 	Do you feel that the community Information Is general ly current? 	Yes 

Comments  (if   any) 	 No 

[901 

1911 



Yes 

No 

Adult male 

Adult female 

Male Children 

Female Children 

Ail  

LI 1951 

Yes 

No 
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40. 	Do you feel that the community information Is accurate? 

(Probe, if no) 

Comments (If any) 

(931 

41. 	Who As the primary user of community information on your 

Telidon; an adult male, adult female, male children, 

female children, or ai)  about the same. 

We are also interested In the consumer Information available on Telidon.  In consumer information we 

include the index categorles of consumer Information, consumer agencies, money matters, health and 

nutrition, home Improvement and classified ads. 

42. 	hoes your family use the consumer information available 

on Telidon? (If no, probe for why and go to 50). 

Comments on why'hot: 

(961 

43. What types of consumer information does your family use? . 	Consumer info 	1:I [971 

(Read categories and check appropriate ones) 	 Consumer agencies 	1:1 1981 

Money matters 	1:1 [991 

Heaith & Nutrition 	1:1 [1001 . 

Home Improvement 	1:I (1011 

Classified ads 	1:I 11021 

44. What, If any, additional consumer information would you Ilke Telidon  te have? 

[103 1 

El 

El 

LI [941 

1:1 • 

(921 

El 



1:I 
[1041 

Yes 

No  

LI  
n [106 ]  

1:I 

Useful 

Nice, but 

unnecessary 

DI stract I ng 

Yes 

[1071 

No 

1:I 
(1091 

1:I 

Yes 

No 
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45. 	Is there any consumer Information currently available on 

Tel ldon that you feel could be eliminated? 

If yes, specify: 

[1051 

46. 	How do you feel about the display pictures and Images 

included with the consumer information. (Are they useful, 

nice but unneccesary or distracting) (Probe) 

• Canments  (If   any) 

47. 	Do yvu  feel that the consumer information  Is current? 

(Probe, if no) 

Canments  (if   any) 

48. 	Co you feel that the consumer Information Is accurate? 

- (Probe If no) 

Canments  (if   any) 

[1081 

[1101 	• 

49. 	Who Is the primary user of consumer information on your Tel ldon. 	Adult male 

Adult female 

Male Children 

Female Ch I dren 

Al I 

LI [111 ] 

I-1 



Yes 

No 

Appliances 

Jewellery 

Clothing 

Food 

The Teleshopping service on Tel  idon Is the topic of this section.  

76 

1:i 
n [1121 

50. 	Has your family viewed the Tel  idon Teleshopping Service? 

(If no, probe for why and go Io  58). 

Comments (If any) 

51. 	Has your family bought anything using the Teleshopping 	 Yes 

Service? 

Comments (If any) 

52. 	In addition Io the Bay, what If any additional types of stores 

would you Ilke to see offering Teleshopping service? 

53. 	Are there any aspects of the Teleshopping service 	 Yes 

currently on Telidon that )ADLI feel could be eliminated? 	 No 

If yes, specify: 

54. 	What type of Items do u  feel are best suited to the 

Tel  idon Teleshopping Service? 

Crther 

[1131 

[1151 

11161 

LI [1171 

(1181 

(1191 

[1201 

(1211 

[1221 

[1231 

No 	 [1141 



Yes 59. 	Were the infomart/Cybershare  courses  useful? 
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Useful 	ri 
Nice but unnecessary I:I 11241 

Distracting 	1:1 

55. HDW do you feel about the display pictures and images 

with the Teleshopping Service; are they useful, 

nice but unnecessary, or distracting. 

56. Do you feel that the Teleshopping Information is accurate? 

(Probe If no) 

Comments (If any) 

Yes 

(125] 
No 

[1261 

57. Who Is the primary user of Teleshopping Information on 	Adult male 	
I:1 

your Telidon; an adult male, adult female, male 	 Adult female 	LI 
[1271 

children, female children, or ail  about the same? 	Male children 	LI 
Female children 	1:I 

All  

Telidon school courses are also of interest.  This  includes interactive primary and secondary school  

courses available from infomart and Cybershare.  

Infomart 	Cybershare 

58. Does anyone In your family use the infomart/Cybershare 	Yes 	11 	1:I 
(1281 	11291 

school courses? 	 No (probe) II 	1:1 

(If no te both, probe for why and go to 64) 

Comments (If any) 	 (130] 

infonart 	Cybershare 

[1311 	11321 
No 	1:1 ri 

Comments (If any) 

(1331 



LI  
[1351 

Yes 

No 

Useful 

Nice but unnecessary 

Distracting 

ri 	n 
[1371 	[1381 

games avallable on Telidon? No (probe) 

[1421 	[1431 

1:1 	1:i 

64. 	Does  your family use the Infomart and Cybershare 	Yes 

78 

60. 	What, If any, additional or different courses would you like  Tel  idon to have? 

[1361 

61. 	Are there any courses currently on Tel  idon that )ADU 

feel could be e1iminated? 

If yes, specify: 

[1361 

Infomart 	Cybershare 

62. 	How do you feel about the lnfomart/Cybershare 

display pictures and images included with the 

school courses; are they useful, nice but 

unnecessary, or distracting. 

- Comments (if any) 

[1391 

Infanart 	Cybershare 

I:I 	1:I 
LI 	I:I 
]:1 	[1401 	11411 

El 	I:I 
1:1 	1:1 

63. 	Who is the primary user of Infomart and Cybershare 	Adult male 

school courses on your Telidon: an adult male, adult 	Adult female 

female, male children, female children, or ail  . 	Male children 

about the same? 	 Female children 

Al I 

We  are Interested in your reaction to the games available on Telidon:  

Infomart 	Cybershare 

(probe for why and go to 69) 

Comments (If any) 



games provided on Tel idon are good? Why? 	 No ri 	n  
Yes 1:1 	 1:1 

11441 	11451 

65. 	Do you feel that the Infomart/Cybershare 

Yes 

No 

El 1147) 

LI 

67. 	Do you feel that a new game or games, should be 

I ntroduced on a reg ul ar basl s? 

67a. If yes, how frequentl y? weekl y, monthl y, every 

two months or something, else? 

• Week y 

Monthl y 	1:1 (1481 

Every 2 monthsn 

Other 

Comments (If any) 
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Infcmart 	Cybershare 

Ccmments (If any) 

66. 	What, if any, additional games, or types of games, 

would you like Tel Idon  fo have? 

11461 

11491 

68. 	Who Is the primary user of Infomart/Cybershare 

games on Tel 'don, an adult male, adult female, 

male children, female children, or ail  about 

the same? 

Infcmart 	Cybershare 

Adult male 	LE  
Adult female 	1:1 11501 	I:1 11511 

Male ch I I dren  ri 	n  
Female ch I I dren  ri 	ri 
Ail  



Yes 

No (probe) 

[1521 

1:I 

Yes 

No 

No opinion 

Sel dom 

 Scmetimes 

Often 

LI  
LE [1541 

LE 

LI  
[1551 

Yes (probe) 

[1571 

No 

80 

The messaging capability of Telldon has been added recently. We are interested in your reaction to this  

service. 

69. 	Does your family use the messaging service.  

available on Telidon? If no, probe for  why 

and  • o to 77 (Section F). 

Comments (If any) 

[1531 

70. Do you eael messaging Is a useful service? 

71. How often does your family use the messaging capability? 

• 

72. What does your family use the messaging service  for? 	' 

[1561 

73. 	Are there any improvements you feel are necessary 

to the messaging service? If yes, what? 

Comments (if any) 

[158] 

74. 	Who Is the primary user of the messaging service 

on your Telidon: an adult male, adult female, 

male children, female children, or ail  about the same? 

Adult male 

Adult emale 

Mâle children 

Female children 

LI  
D [1591 

LI  
All  



75. 	Has  Tel  idon Increased your awareness of What Is going 

on in your community? If yes, probe. In what way? 

Very  Mach 

 Somewhat 

A little 

Not at  ail  

(160] 

Yes (probe) 

[1621 

No 

(1631 
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F. 	Now I would like to ask you some questions about any effects  Tel idon may have had on your lifestyle.  

Comments (If any) 

(1611 

76. 	Has  Tel  idon affected your daily routine in any way? 

If yes, probe, in What way? 

If yes, specify: 

77. Do you think you spend more, less, or about the same amount of time on the 

following activities since you began receiving the Telidon Service? 

(Read Activities) 	 More 	Same 	Less 

TV 	 I:1 	EI [164] 

Reading 	 I:1 	LI [165] 

Listening to Music 	 1:1 [1661 

Going out (socializing) 	 I:1 	I:1 	[1671 

78. Do you feel  Tel  idon has affected your lifestyle in any way? 

(1681 



[1691 

[1701 

81. 	Do you feel that the Tel (don  System will be an Important 

part of the future? Probe, in  what way? 	 No 

n.  
I 1 71 1 

LI 

Yes (probe) 

Agricultural information 

Community Information 

Consumer Information 

Education information 

Teleshopping 

Games 

Messaging 

II 	LI 	LI [ 1 73]  

El 	El 	El (1741 

Li 	13 	171 [1751 

LI 	Li 	I:I (176] 

El 	13 	I:1 [177]  
LI 	I:I 	171 (1781 

El 	Ill 	1:I [1791 

82 

79. 	FiDW much do you depend on Tel (don for your information 

needs compared to radio, TV and newspapers? Very Much, 

somewhat, a little, not at all. 

Very Rich 

Somewhat 

A little 

Not at all 

80. 	Is there any comment you would like *0 make on the effect 

of Tel (don on your lifestyle? 

Now,,I would like to obtain your opinions and Ideas about the future  of the Tel (don  System. As a t.tmber 

of the Elle Field trial you are in the unique position of being one of the few people in the world able to 

provide first hand Information  about  whether it would be useful for the Tel (don  System to be further 

developed for the future. 

Comments (If any) 

[1721 

82. 

	

	In the coming years, KW would you rank the importance of the following  Tel (don  Service categories: 

Please rank them as very important, important, or not Important. 

Very 	 Not 

N.B. 	N.B. 	N.B. 



[1801 

[181 1 

[1821 

1:1 

83 

83. 	Are there hnprovements to  Tel  idon that you feel would be Yes (probe )  

essential to its commercial development in the future? 	 No 

If yes, specify: 

84. 	If  you  were In charge of  developing the Tel  idon System 	 Yes 

for the future, are there things you would like to see 	 No 

it used for that it hasn't been used for yet? 

If yes, specify: 

[183 I 

85. Are there any other comments you would like to make about the future of 

the Telidon System? 

Finally, I would Ilke to determine your opinions on the pricing of the Tel  idon Service. 

86. Would you be willing to pay for the Tel  idon Service? Yes 

No 

Maybe 

[1841 

[1851 

86a. HDW much do you think people would be willing to pay 

for the Telidon keyboard and screen? $300-500, 

$500-800, $800-1,200? 

$300 - $500 

$500 - $800 

$800 - $1,200 

(1861 



1:i 

[1871 

(Go to 

D ) 

0 

$1 - 9 

10 - 19 

20 - 29 

30 - 39 

40 - 49 

50 & Over 

88a. Indicate If any of the following would greatly 

Increase the value. 

84 

87. 	Based on the value you currently receive, how much do 

you think you would be willing to pay per month for 

Tel idon usage time? (Read range If necessary) 

88. 	What types of services would have to  be available on Tel idon 

for you to pay $50 per month usage fee for it? 

11881 

Pr Intout capab I I I ty 	(1 891 

Messag.  I ng 	 D [1901 

E led-Tonic banki ng 	D 191 I 

Expanded Info. base 1:1 [1921 

Expanded Tel eshopp I ng 	(1931   

More ability to input]] [1941 

information  into 

Tel idon 

Other 	 D [1951 

THANK YOU VERY MUCH FCR YOUR HELP AND YOLR TIME] 
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APPENDIX II: General Reactions To Using Telidon  

1. 	In general, do you like using your Telidon? 

Like Telidon  

- Very much 
- Interesting 
- Use it everyday 
- Had problems for a few weeks - but working well now 
- Used for games and weather 
- Not much time to enjoy it - but do enjoy time spent with it 

Dislike/Problems  

- Doesn't work well 
- Telidon is not working three/quarters of the time 
- Hasn't been used for months - has been serviced but still won't work 
- Rejects our password half of the time 
- Too busy - can't get on when she wants to 
- When they can get on it 
- Respondent is very dissatisfied. Note: Not sure if because she can't 

work the keyboard or because the service is not working most of the time 
(#175) 

- It's getting too complicated 
- Finds it difficult - must try to learn 
- Hasn't worked for three weeks 

Mixed Reactions Comments  

- Children and husband use it more 
- Daughter uses it mostl.y 
- Don 't use much - doesn t always work 
- We use it very little - over summer not at all - seems a bother now to 
relearn it 

- Doesn't always work well - hard on gyes esp. background 
- We'd use it more if it worked better 
- Of little use now - would have been nice before husband retired 
- Do not use 
- Seldom used by adults except for weather. Teenagers use it for games. 
- Children use most 
- Husband and children use - wife doesn't 
- Once in awhile 
- Like another toy 
- When it works 
- Novelty has worn off 
- Past 6 months - not used much - poor health plus husband too busy 
- Only used by one 8 year old boy (grandson) who plays games 

Neutral  

- Have not used very often 
- Use by only one member for games and messaging - adults had little to no 

opinion 
- Do not use 
- Not hooked up now - renovating family room 
- I don't know much about it - we very rarely use it and I don't even know 

how 
- Has only been in Elie 2 weeks as a replacement for Father Forten - so 

has hardly used  Tel idon 
- Don't use much - haven't taken the time to learn 
- Away a good deal 



APPENDIX III: Hours of Telidon Service Comments  

2. 	Are you satisfied with the number of hours the Telidon service is 

available? 

Satisfactory  

- Pleased with availability for info - first aid, travel info 

Less than Satisfactory  

- Too short - desire it seven days a week - longer hours 

- Service off during Saturday and Sunday 

- Some days can't get on - service not always reliable 

- Should be longer 

- Night person - would prefer early AM or late PM 

- Goes off often - frustrating 

Other  

- No access when visitors present 

- Doesn't work 

- Hard to get on 

- Sometimes hard to lock in at first - daughter uses it - better lately 

- A little short on info programs 
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APPENDIX IV: Satisfaction with Infomart/Cybershare Data Bases  

3. 	Are you generally satisfied with the Infomart and Cybershare data base? 

Satisfactory 

- Good 
- Yes - when you can get it going 

- Infomart - not so good, Cybershare - perfect 
- More variety in Infomart 

Less than Satisfactory  

- Not used as much as infomart 

- Some info not complete eg. livestock 

- Don't use it often - not enough on it 

- Not much info on Cybershare 

- Don't watch very often 
- Not detailed enough 
- No variety - too mall 
- Not refined enough - too much equipment 
- Too much time to get info 

- Not the greatest - boring things 
- Infomart preferred - rarely use Cybershare 

- Doesn't contain as much info - not many games 

- Needs more info - in areas of interest 

- More variety in Infomart 

- Infomart has more of interest 

- A little complicated to work 
- Too slow to get info 

- Punch in keys many times to get on 

- Not enough available 

Other Comments  

- Not used 

- Don't use Cybershare yet 

- Female child prime user and she was not put on phone 

- Info not appropriate to them 

- Never think of it 

- No interest 

- Can't get Cybershare 
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APPENDIX V: Infomart's and Cybershare's Telidon Service Comments  

5a. Are there any other words you would use to describe either Infomarts's or 

Cybershare's Telidon Services? 

General Like/Dislike  

- Enjoyable 

- Info of Infomart not always up-to-date or reliable on market reports 

- Fun 
- Interesting 

- On the average okay 

Usage  

- Mother doesn't use, husband for info and kids for entertainment 

Performance  

- Frustrating - due to time required to find info 

- Difficult to get into database - cuts off after 15-20 minutes. 

- Doesn't work well enough to form an opinion 

- Slow to come on 

Other  

- No, but its good for younger people 

- Futuristic 
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APPENDIX VI: Comments on Problems with the Telidon Services  

7. 	Does the problem relate to access, equipment, information or servicing? 

Access  

- Difficult to get into database - (cuts off after 15 minutes) 
- Get on easily but then gets stuck - like this most of the time 
- Rejects our password 

- Hard to get on - words start to overlap 
- Problem with access on weekends 

- Sometimes it shuts down 

Equipment  

- Little white squares on screen 

- Not working for one and one-half months - have not called to have 
repaired. 

- Always on the fritz - serviced about once a week 
- Phone out every two weeks all summer 

- #125 has "New Keyboard" - Press I button and get DI showing up on screen 
hard to get back to I button 

- - Not been working for three weeks - advised to phone Jane Stewart 

Servicing  

- Equipment is not working - service people have not come after 2-3 calls 

Other  

- Frustrating 

- Slow 
- Difficult to go from one page to another 

- Excellent servicing for equip. - prompt, pleasant 

Information  



APPENDIX VII: Time to Reach the Data Base  

17. With respect to the length of time it takes to reach the database, are 

improvements needed? 

Long Waiting Time  

- Can't get in half of the time 

- Need to get there faster 

- Speed - too slow 

- Male user has no trouble - rest of family find it slow and difficult 

- Too fast 
- Infomart - slow 
- Can't get in - too crowded 

Cybershare  

- Improvements needed in Cybershare 

Operational Problems  

- Takes too many steps to get to info 

- Getting into it is confusing 

- Doesn't always work 

Other 

- Have had difficulties 

- Definitely 

- Too many pages to be punched 

- Leave that to technicians 
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APPENDIX VIII: Display Pictures 

19. With respect to the display print, pictures or images, are improvements 

needed in speed, clarity or colour? 

Clarity  

- Clarity - too bright 
- Too fuzzy - hard on eyes 

Col  our  

- Green is hard on eyes - color improvement needed 
- Colour is terrific 

Speed  

- Faster - want to be able to use machine without having to wait for it to 
be free 

- Too slow 

- Sometimes too fast 

- If spent more time would be happier if speed was improved 

Other 

- Always room for improvement 
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APPENDIX IX: Labelling of Keys  

24. Do you find the labelling of the keys very clear, all right, or confusing? 

Keyboard  

- Miniature keyboard is much better - easier to handle and retractable 

card 
- Keys do not correspond to what is typed on screen e.g. (figures do not 

look exactly the same) 

- Very confusing - used to typewriter keyboard 

Special Characters  

- Ones on top confusing 

- Special characters are sometimes confusing 

- Top figures hard-to-read 
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APPENDIX X: Particular Problem Keys  

24a Are there particular keys that present problems or is it the labelling in 

general? 

Symbol Keys  

- Small signs on top row are too small 

- Screen asks for symbol and symbols aren't on keys 

Capital Letters  

- Capital has to be punched twice 

- Press "I" button get "DI" 

Function Keys  

- The function keys cause problems 

- More explicit keys - some seem to do two functions 

Other 

- Errors are difficult to correct - wishes she had old one back 

- Miniature keyboard is much better - easier to handle and retractable 
cord 

- Confusing to a non-typist 

- When you double the letters its' difficult to get back to the single 

letters - don't know how to do this 
- Top line is confusing (Standard) 

- Doesn't know what top row keys are for 
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APPENDIX XI: Other Comments about Telidon Equipment 

25. Are there any other comments you would like to make about the Telidon 
Equipment? 

Access  

- Takes too long to get into database - very frustrating for children 
- Can't get into database after request is put in 
- Easier access to info 

Information  

- Original printed information on Telidon instruction should have been 
correct 

- Don't like the way weather is presented - not enough info on screen 
- Could use agri. info every five minutes rather than ten 

Instruction  

- Originally not told that to get ID and password the "CAPLOCK" had to be 
down 

Service 

- Good servicing 
- Trial basis kind about repairs 

General  

- Novelty - but not a necessity - used strictly for agricultural purposes 
at this point 

- The Bay was always sold out of what we were interested in 
- Fantastic 
- Would like to use it more 
- Can't think of anything 
- Good 

Telephone  

- Telephone doesn't work - repaired almost daily 
- Phone still rings when its been disconnected - long distance not clear 

Equipment  

- Looks messy and cumbersome 
- Not working at this time 
- Smaller (too bulky) 
- Keyboard too email on new one 
- Not reliable 
- Must be further refined 
- Missing functions 

Cords  

- A hell of a lot of wires to hide 
- Keyboard connection cord not long enough to get away from the screen - 

hard on eyes 
- Concern over number of cords needed 



APPENDIX XII: Reasons for Not Using Agricultural Information  

26. Does your family use the agricultural information available on Telidon? 

Not Applicable  

- No need to 

- No use for it 

- Small farmers - info more than is necessary for their operation 

- Doesn't apply (School Survey) 

Not Interested  

- Not interested 

- Not interesting 

Very Little  

- Occasionally 

- Is a priest not a farmer - watches out of interest for very brief 

periods 

Other  

- Brother-in-law uses but not household 

- Husband travels but would use more if at home 

- Husband watches often 
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APPENDIX XIII: Additional Agricultural Information Comments  

27. What, if any, additional agricultural information would you like  Tel idon to 

have? 

Business  

- Auction Mart - from Gladstone, Lundar, Inwood, Manitou 

- More business with prices of farm machinery 

International Agric. Info  

- Like access to N.D., S.D., and Minn. Agricultural meeting - when and 

where held 
- World wide trends - economic aspect of what is happening in farming 

industry 

Educational  

- More info on varieties of seed - fine detail - disease etc. research 

- Farm repairs 

- More specific area detail e.g. Aggie Engineering - Dept. of Ag. Eng. 

Satisfied  

- O.K. the way it is 

- None 
- Suits purposes at moment - just keep it up-to-date 

Other 

- Wouldn't know 

- Don't know 

- More sophisticated reports 
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APPENDIX XIV: Currentness of Agricultural Information  

31. Do you find that the agricultural information is generally current? 

Up-to-date  

- Yes - but not detailed enough 

Out-dated  

- Info not up-to-date eg. canary seed, world wide pricing and production 

figures 
- Can be outdated 

- Price of commodities out-of-date 

- Info on infomart not always up-to-date or reliable on market reports 

Other  

- Doesn't know 



APPENDIX XV: Accuracy of Agricultural Information  

32. Do you find that the agricultural information is generally accurate? 

Agree 

- Yes, but not detailed enough 

Disagree  

- Weather not accurate 
- Not accurate if outdated 

- Out-of-date 

Mixed  

- Generally, but not all 

Other  

- Doesn't know 
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APPENDIX XVI: Reasons for Nôt Using Community Information  

34. Does your family use the community information available on Telidon? 

Little Use for, or Interest In Community Info  

- Not interested 
- Don't go out that much 

- Get this info in other ways 

- No need for it 

Seldom  

- Very little 

Ti me  

- No time 

Other  

- Not thought about it 
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APPENDIX XVII: Additional Community Information Comments  

36. What, if any additional community information would you like Telidon to 

have? 

Entertainment 

- Movie Guide and Times 
- Increased city entertainment guide 
- More info about current coming events in entertainment 

- Ability to order tickets eg: theatre 

Local Information  

- Some system to put community events on - not Telidon's fault - community 

doesn't do it. 

- More immediate community info 

- Municipal business 
- More local social activities 

- Community events eg. Symphony in Park 
- Direct Community info 

- Community billboard càuld be updated more frequently 

- Lots of local events eg. Portage news 

Sports  

- Local sports in surrounding towns 

- Sports events 

- Skating lessons, hockey - Art Gallery Displays 

- More sports - hockey, football 

Education 	, 

- School info - not used enough in community 

- Educational Info - eg. Night courses (U of M) 

Buying and Selling  

- Producers could advertise when grain products are available for sale 

- Price of building material 

- Auction sales in immediate area 

Other 

- Airline info - fares (Travel) 

- Library services 

General  

- Don't know 
- Fine as it is 

- None 

- Pretty well have everything 

- None - pretty complete as is 
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APPENDIX XVIII: Community Information to be Eliminated 

37. Is there any community information currently on Telidon that you feel could 

be eliminated? 

Travel Information  

- Travel info is very vague - Not enough info to be interested 

- Travel info is available in other places 

Restaurants  

- Restaurants 

Other 

- Don't know 

- Never noticed 
- None 

- More variety the better 



APPENDIX XIX: Use of Consumer Information Comments  

42. Does your family use the consumer information available on Telidon? 

Not Interested  

- Not interested - machine annoys him because it never works 

- Not interested 

- Not interesting enough 

Not Applicable 

- No need 

- Not useful to us - get info in other ways 

Unaware  

- Never realized it was on 

Get Info Elsewhere  

- Never tried - easier other ways 

- Get this info elsewhere 
- Use T.V., radio, and newspaper 

Other  

- Four family members work in Winnipeg so they do any needed shopping 
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APPENDIX XX: Additional Consumer Information  

44. What, if any, additional consumer information would you like Telidon to 

have? 

Financial Info  

- More up-to-date bank rates 

Religious Info  

- Religious programs 

Products/Price Info  

- Different products for recall 

- Price comparisons - a shoppers guide 

General  

- More detail on consumer info 

- As much as possible for farming 
- More variety 

Other 

- Don't know 

- None 
- Can't think of any 
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APPENDIX XXI: Teleshopping Service Comments  

50. Has your family viewed the Tel  idon Teleshopping Service? 

Personal Preference  

- Likes to shop in person or with a live person on phone 

- Don't agree with it 
- Prefers to use catalogue 

Credit Cards  

- Have no credit cards so cannot use the service 

- No Bay credit card - Can't visualize what you're buying 

No Interest/Desire to Use  

- Have no interest - don't think it is useful 

- No need 

- Too much bother and nothing we want 

Delivery 

- You pay postage - too expensive 

Location  

- Too close to city 

Other  

- Easier other ways 
- Haven't gotten around to it 

- Never looked 

- Worked this section - not used it 
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APPENDIX XXII: Reasons for not Purchasing via the Teleshopping Service 

51. Has your family bought anything using the Teleshopping Service? 

Delivery Time/Cost  

- Once just to try it - delivery cost more than item 
- It took two and one-half months for delivery - gave up on it 

Credit Card  

- Don't have a Bay card 

- Don't buy on credit 

Location  

- Lives too close to city to be bothered 

- Only 15 minutes from Unicity - haven't the credit cards needed to use 

services 

Personal Preferences  

- Prefers to do shopping in person 

- Would not shop this way 

- Doesn't shop at the Bay 
- 

Other  

- Four family members work in Winnipeg so they do necessary shopping 

- No need 

- Have ordered but items out of stock 
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APPENDIX XXIII: Additional Types of Stores Desired on the Teleshopping Service  

52. In addition to the Bay, what if any additional types of store, if any would 

you like to use offering Teleshopping service? 

Discount  

- Woolco 

- Zellers 

- K-mart 

- Saan stores (Saan and Sears stores more related to where people shop) 

Department 

- Eatons 

- Sears 

- Notions 

General  

- More stores 

- Some competition for the Bay 

- Any big company 

- More the better 

Catalogue  

- Consumers Distributing 

Specialty  

- Toy store 

- Book store 

- Gooch's Hobbies 

- Sporting goods store 

- Record store 

- Other 

- Canadian Tire, Lumber yard, another e.g. dept. store 

- None - would not shop thru Telidon 

- None 

- Lower priced stores 

Hardware  

- Hardware 

Drugstore  

- Drugstore 

Food 

- Food Stores 
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APPENDIX XXIV: Elimination of Teleshopping Service  

53. Are there any aspects of the Teleshopping service currently on Telidon that 

you feel could be eliminated? 

Records  

- Records - not up-to-date on top 10 pop or rock 

Entirely Eliminate  

- Too close to city - finds it too much like catalogûe shopping - prefer in 

person 

- Whole thing 

- Shouldn't be able to order from Telidon - too much temptation to spend as 

with credit card 

General  

- Don't know 

- Keep items updated 

Other 
9 

- Expensive items 
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APPENDIX XXV: Items Suited to the Teleshopping Service 

54. What types of items do you feel are best suited to the Telidon Teleshopping 
Service? 

Recreation/Sport  
- Canadian Tire Supplies (sports section) 

- Recreational items 
- Sports equipment 

Elecrical/Electronic  

- Stereo systems, T.V.s 
- Electronic equipment 

Music/Books  

- Books 
- Records 

Comparative Items  

- Would only use for price comparison 	- 

- Comparison Grocery Shopping of 100 basic items 

Other  

- Toys 
- Don't know 
- Have to see personally to buy 
- Drugstore items 

- Hardware 
- Not necessary in this locality 
- These items are weekly and monthly concerns and so can be of more help to 

US 

General  

- Whatever will fit in mailbox 

- Doesn't matter 

- Nothing suitable particularly - fur coat to the extreme - something 

simple 
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APPENDIX XXVI: Comments on Infomart/Cybershare School Courses  

58. 	Does anyone in your family use the Infomart/Cybershare school courses? 

Unaware  

- Didn't know it was available 
- Unaware of school courses 

Not Interested  

- Retired couple - no interest 
- No interest 

Not Applicable  

- No use for us 
- No need for them 
- Doesn't relate to our daughter 
- When children in school they thought courses excellent but are finished 

school so no longer use them 

Children  

- One daughter uses a little 

- Children too young 

- Kids run thru them but have not used them 

- Our children are using them at school 

Other  

- Going to look into Agric. courses in near future 

- Don't know 

- Haven't been able to get it 

- No time 

- School Trustee - so uses it for facts 
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APPENDIX XXVII: Usefulness of School Courses  

59. 	Were the Infomart/Cybershare courses useful? 

Entertaining/Educational  

- It helps the school child 

- She has passed that grade 

- Entertaining rather than useful 
- Entertainment value and educational 

Time Saving  

- As good as the calendar - saves a trip into the city 

Other 

- Very 

- Grandchildren listened to stories 

- Both are adequate 



APPENDIX XXVIII: Additional/Different Courses Desired on Telidon  

60. What, if any, additional or different courses would you like Telidon to 
have? 

Science  

- Science Courses eg. Astronomy - high school level 

- Chemistry (Science Courses) 

Languages/Literary Information  

- French 

- Newspaper (Free Press), Novels suited to Elementary School (School 

Survey) 

General 

- Basic English and Math for Elementary thru University 

- Increased variety - math, geography stores (School Survey) 

University Courses  

- Need more advanced courses 

- University courses - esp. B.Sc. in Nursing 
- University night courses in Languages and Literature 

Math 

- Maths - Grades 2 and 3 level 

Computer  

- Computer courses, courses for kids in remote areas - tune into 

classroom 

Other 

- Never thought about it 

- None 

- Can't say 

- Conservation Material 

- Don't know 

Geography  

- Geography 

History  

- History 

Arts 

- Courses in Industrial Arts 
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APPENDIX XXIX: Comments on the Use of Telidon Games  

64. Does your family use the Infomart and Cybershare games available on 
Telidon? 

Not Interested  

- Not interested (used by visitors only) 

- Not into games 

- Not very interesting 

Children  

- Grandchildren really enjoy 

- Visiting grandchildren only 

- Children not old enough 

- Games don't come on until after 4:00 p.m., not used during school hours - 
Children enjoy them (School Survey) 

Preferences  

- Not as much as Infomart 
- Like Infomart better 

- Infomart has more variety 

- 
Do not have access  

- Not plugged into Cybershare 

- Can't get 

Difficulty  

- Games seem too easy 

- Cybershare are too difficult 
- Cybershare less frustrating because access is better 

Other 

- Haven't tried Cybershare 

- Sometimes - not often 

- Not as often 
- Not enough variety - don't like games 

- Use this a lot 
- The steno uses it 



APPENDIX XXX: Comments Related to Whether Telidon Games are Good 

65. Do you feel that the Infomart/Cybershare games provided on Telidon are 
good? Why? 

Difficulty/Challenge 

- They keep it simple - challenging 

- Boring 

- Could be more challenging 

- Enough challenge 

Entertainment  

- Entertaining 
- Entertains grandchildren 

Educational Aid  

- Cybershare are more educational 
- Helped kids with spelling and maths 
- Games not used in school survey but answered questions anyway - More 

educational content in games eg. The Hangman 

Variety 

- Could be improved - pictures could look more real, more movement in 

games, and more variety 

- More variety 
- The games seemed limited 

General  

- So so 
- Some are - some aren't 

- Okay, I guess 

Other  

- Infomart games more exciting, more variety 

- At the childsi level - yes 

- Don't like Math games - so don't care for Cybershare 
- Don't know 
- Fun 

- More 

- Different 

- Interesting 

- Fantastic 
- A bit childish 
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APPENDIX XXXI: Additional Games/Types of Games Desired on Telidon  

66. What, if any, additional games, or types of games, would you like Telidon 

to have? 

Strategy Games  

- Games like 'Go Mo Ku' on Infomart and Cybershare games 

- Othello 

- Mastermind 

Educational Games  

- Any that are knowledge expanding (educational) 

- Games not used in School survey but felt more educational content in 

games would be helpful 

Video Type Games  

- Action games eg. Space Invaders 

- More like video games 

- Space Invaders 
• Pac-man 
- Space games 

- Maze types 

- Baseball 

Word Games  

- Scrabble 

- Riddle games (more) 

- "The Hangman" - a good game - Infomart were better games 

French Language Games  

- French games (more) 

- The Hangman game is not available in French as yet 

Popular and more Challenging Games  

- Some of the latest 

- More competitive games 

- More challenging 

- Need a change for challenge 

Animated Games  

- Motion-type 

- Moving pictures like Atari 

- Sound on the games 



66. (Continued) 

General  

- They have enough 

- Need more of any type the kids like 
- Doesn't make any difference to business 
- So many to choose from - don't know them all 
- Arcade games 

- Good variety .now 

- Take off old games 

Other 

- None 
- Don't know 

- More than one person games 

- Don't know what could go on - unrealistic question 
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APPENDIX XXXII: Use Messaging Service Comments  

69. Does your family use the messaging service available on Telidon? 

Access  

- Since this has been added - we have had touble getting into database 
- Tried but couldn't get through 
- Has trouble getting into machine 

Privacy  

- Easier to use phone - phone more private 

- Don't trust the privacy of the system 

Operational Problems  

- Can't get it to work 

- Yes - haven't figured it out yet 

- Too complicated 
- Have tried it - haven't quite got the hang of it yet - will keep trying 

- School survey - has had problems with messaging. Principal has to remove 

messages every A.M. - used by children for anti-social messages 

- Machine has not been working since messaging went in 

General  

- Now and again - the children write meaningless messages to individuals, 

even a little strange at times 

- Receive messages 

Other  

- Never got around to it 
- No time 
- If you phone you know they got the message 

- Haven't been able to enjoy 

• Babysitters use it constantly 
- Not necessary 
- Don't bother 

- Rarely 

- Not as good as the telephone 

Community Affairs  

- Because involved in community affairs 

New to Community  

- No reason - don't know community well enough 

Unaware of Service  

- Didn't know it had been added 



APPENDIX XXXIII: Uses for Messaging Service 

72. What does your family use the messaging service for? 

Time/Money Saver  

- Time saving device rather than use phone 

- Instead of mailing 

- Send Thank-you notes (saves phoning time) 

- Notices re: Wolf cubs, etc. (sales phoning time) 

Socializing 

- Social 
- Family needs - invitations 
- General message to friends 

- Used by children to call their friends 

- Asking friends questions 

Novelty  

- Novelty at present - used mostly by children - adults would rather use 
phone 

- Just for fun 
- At first as novelty - would be useful in future - others need to use 

service 

- Experiment - to communicate 
- Children play 

Communicating With Family/Friends  

- Greetings to neighbors and friends 

- Greetings and invitations 

- Send notes to family and friends 

- Sending messages to school friends 
- Communicating with parish 
- Leaving a message when no one is at home 

- General contact 

- Get well messages 

- Messages 

Business  

- Messages for directions to be used in my absence 

- Contact for work 

School 

- Relaying messages at school 

- High school - joke to read - practice 
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72. (Continued) 

Other 

- Tried it out 

- Haven't actually used 

- Not used by adults 

- Would be useful if the adults used it - used only for kids stuff 

- Receiving 

Community Messaging  

- To put messages in the library 

- Reading messages from people in Elie 

- Firefighting service messages 

General  

- General messages to Telidon users 

- General family matters 
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APPENDIX XXXIV: Improvements to the Messaging Service 

73. Are there any improvements you feel are necessary to the messaging 
service? 

Operational Comments  

- Adult female has trouble getting messages across 

- Seems difficult to use - keep getting cut-off 
- Instructions are very complicated 
- Should be able to send a message immediately 
- Too complicated - word processing is too difficult for average person 
- When typing a message, not all that is typed gets on screen. Not edited 

Security Comments  

- Too easy to break code - school had to change thesis 

Message Indicator  

- Some part of signal to indicate a message is on Telidon - flashing light 

Other  

- Doesn't use messaging but thought it would be an idea to tie phone 

messages into Telidon 

- None 

- Can't say 
- Don't know 



APPENDiX XXXV: Affect of Telidon on Daily Routine 

76. Has Telidon affected your daily routine in any way? 

Ti me  

- Rather than phone or drive for prices - uses Telidon - convenient and 

time saving 
- Take time out to use it 
- Play Telidon in spare time 
- School survey - Some time taken from regular classes and spare time 

Less Television  

- Use Telidon instead of T.V. after school 
- Don't watch as much T.V. 

General  

- Just slightly 

- Routine changed somewhat more sharing 

Other  

- Checks the weather daily 

- Weekends - not daily 
- Check Telidon twice daily at home for market reports 
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APPENDIX XXXVI: Affect of Telidon on Lifestyle 

78. Do you feel Telidon has affected your lifestyle in any way? 

Agree  

- Improved - very educational 

- Enlightened them all - esp. child 

- More interesting when entertaining 

- Try out new things - then go back to regular patterns 

- Sleep less 
- not disruptive - gave us more to do 

Disagree 

- No effect 

- No - just another added feature 

Mixed 

- Not much 

- Not really - made me realize the impossible is possible 

- Not really - extra time to work on Tel  idon 

- Not really - part of amusements 

General  

- Pleasant to have at home 

- Not now - when it becomes more sophisticated it will 

- Not immensely 
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APPENDIX XXXVII: Effects of Telidon on Lifestyle 

80. Is there any comment you would like to make on the effect of Telidon on 
your lifestyle? 

Increased Awareness  

- More aware of new inventions and technical advances 

- Improved ability and knowledge of computer type activity 
- More awareness of whole Telidon experiment 

Entertainment  

- Used mostly for entertainment 

- Keeps children busy - entertaining 

- Not major - a novelty - good conversation when entertaining 
- None - nice to have but only used for entertainment 

Informationa Source  

- If you miss grain and livestock prices on radio - you can recall it on 
Telidon 

- Winter weather - very up-to-date 
- Fast service for info - easy way to get info 
- Added source of info but doesn't affect lifestyle at all 

Interaction  

- People need more interaction in activities - this lends itself to a 

sedentany life style 

- People need to interact more - kids are at home instead of in community 
activities 

General  

- No effect 

- Enjoy it 

- Interesting - gives us more leisure time 

- Enjoyed having system 

- No effect to any extent - can be very boring, some visitors are afraid of 
it 

Other  

- Would not be worth purchasing service or equipment 

- More current info re: bank rates would increase usage 
- Like to be able to punch in news, weather and market reports when needed 

rather than waiting for broadcast times 

- Either everyone should have one or no one - too much of a novelty 
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APPENDIX XXXVIII: Importance of Telidon in Future  

81. Do you feel that the Telidon System will be an important part of the 
future? 

Shape Individual Lifestyles  

- Economic problems may make it easier to live and work out of the home 
- Total at home management of individual economic lifestyle 
- People will be glad to do their shopping from home 
- In every home 
- At time when we do our communicating by Telidon - then will reshape 

lives 

Saves Time/Money  

- Computers will save a lot of time and money 
- Saves a lot of running around 

Information Source  

- Information and games - can punch in what you want when you want 	- 
- Perhaps as an information system 
- News 
- Lots of "Finger Tip Information" 
- A computer age - get more info that way 
- Instant info 
- People more aware of events and knowledge 
- As more info is available eg: in project "Ida" 
- Info at your fingertips when you want it 

Useful for Business/Younger Generation  

- Not for them - perhaps for children and grandchildren 
- Big business 
- For youngergenerations 
- It will be  important for today's teenagers because they are learning to 

use it at school 
- For some people other than myself 
- For some people 
- Gives the kids a chance to get a head start on computers 

Communication  

- Better communication for the country 
- An inevitable - instant communication 
- For remote areas 

Part of era/Future 

- Needs improving but the thing of the future 
- Logical it would be in computer age 
- Telidon is geared to fast pace of the future 
- All computers will be N.B. 
- Good future because its' a computer aqe 
- Not sure its necessary but probably will be 



81. (Continued) 

General  

- Useful for farmers especially 

- Educationally, socially, consumer awareness 

Other 

- At a reasonable rate 

- No need unless phone - T.V. etc. are no longer functioning 

- Not right away 

- Don't know 

- Not in the normal household 

- If it could be financed 

- Not for them 

- Needs larger number of people - spread over whole country 

- Personally no - a luxury, in business yes - computer age 
- Don't know if we'll be any better for it 
- Updating of messaging and computer banking will soon be here 
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APPENDIX XXXIX: Improvements to Telidon Comments 

83. Are there improvements to Telidon that you feel would be essential to its 

commercial development in the future. 

Cost 

- Keep cost down so average income earner can have one 
- Designing a Tel idon to bring down cost - making it smaller 
- Keep price reasonable so it can have widespread use 
- Price down 

- If it is too expensive people won't purchase - variety of info and 'games, 
frequency of changed info 

Equipment/Servicing  

- Must work when wanted 
- Smaller unit 
- Lighter unit 
- Equipment needs to be uni-module wireless hand set 
- Servicing 

- Up to technicians 

Expanded/Improve Database  

- News and info must be up-to-date 

- Info would need t6 be more detached and more of it 
- Broader data - target info of use to local government - recurring bylaws 

- changes - procedure ie. local procedure - simplify municipal act and 

easier to find and less paper 

- More current info re: bank rates would increase usage 

- All stores be able to advertise so there will be more competition and 

thereby improved products 

- Banking, marketing 
- Archives 
- Easier access to commodities 

- Not enough good school courses etc. to interest an adult - would like to 

study French 

- Better weather forecasting 

- Improved market reports 

- Tapping into University library - encyclopedia info 

Simplify Operating Instructions  

- Easier to use 
- Simplify instructions - make sure they can be carried out eg. messaging - 

turned people off - code word problem - needs proper equipment 

Time Involved  

- Speed would make a great difference 

- Difficult access at prime times - needs to be made easier 

- More time - not sending signal part of the time 



83. (Continued) 

General  

- Must be able to fulfil more specific needs for individuals 

- Much more must be offered 
- Always room for improvement - can't see any now 

Other 

- Don't know 

- Not really 
- Nothing 

- Parts to factory accessing 

- Sound added 

- Action garnes to compete with Video System 

- Animation in educational area 

- No 
- Could make use of it commercially and not in a household necessarily 
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APPENDIX XL: Additional Future Uses for the Telidon System 

84. If you were in charge of developing the Tel idon System for the future, are 

there things you would like to see it used for that it hasn't been used for 
yet? 

Visual Communication  

- Phoning people via T.V. and seeing them 
- Long distance calling showing caller 

Financial Services  

- Ability to plug in rates and do financial projections 
- "Applied" home accounting and banking service 
- Stock Market - must be updated constantly 

- Banking 

Medical Services  

- Medical service 

- Hospital inquiry services and messaging from hospitals 

Educational  

- School programming - eliminate books eg. French immersion 

- Correspondence Courses 

- Library services - more specialized info - more educational info 

General  

- More of everything already on Telidon 

- Computer aspects developed 

- Never ending use for the future 

Other 

- Don't know 

- Target info for municipalities 
- Needs to be more private for companies and homes 
- More programming ability to consumer 

- Originating database? 

- Babysitting 

- Should alert problem areas immediately 

Games  

- Group games and interaction rather than one to one 

- New video action games 

Auto Repair/Maintenance  

- A scope for car monitoring analysis 

- "Do it yourself" courses in "How to fix a car" 
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APPENDIX XLI: Other Telidon Comments  

85. Are there any other comments you would like to make about the future of the 
Telidon System? 

Futuristic  

- Coming thing - computer age 
- Good future in years to come 
- Got a bright future 

Cost 

- It won't have a future if costs don't come down 
- Very expensive 

- If it is too expensive people won't purchase, variety of info and games, 
frequency of changed info 

- It will take awhile to become standard equip. and to be affordable 

Needs Improvement  

- Must be improved if it is to be used by respondent to play the commodity 
market 

- Needs work - too much time and trouble to get info 

- What they have now is obsolete speed, equip., privacy but the idea-  is 

here to stay 

Security  

- Concern about privacy with this system 

- Like to be able to prevent "Crank Messages" with incorrect names 

Continue/Not Continue  

- Hope Elie will agree to keep this marvellous service 

- It's got great potential - keep on trying to make it a viable system 

- Hope they continue - A big investment 
- Hope they keep on with it 

Other 

- None 
- Great 

- Would like to be able to get on more easily - discouraged 

- Don't know 
- Enjoyed using it 

- Upper case letters - should be able to use different 

- Smaller keyboard - too big and clumsy for children - would like to have 

tried new keyboard 

- Make it accessible to everyone - University courses for invalids or get 

an education without going out of your home 
- Grocery shopping - recipes for homemaker 

- Could be a partner to people in agriculture 
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APPENDIX XLII: Willingness to Pay for the Telidon Services  

86. Would you be willing to pay for the Telidon service? 

If Improvements Made  

- If substantial improvements are made 
- Yes, but would have to have instant access 

In Future  

- Yes for future - no for now 

No/Not Used Enough  

- School survey - No - have computers in schools 

- Not enough use for family 

- Don't use service enough 

Other  

- Not for home service - would be of value to business 

- Seniors Home - :This would have to be determined by Board of Directors: 

at Carter Manor 
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APPENDIX XLIII: Types of Services which have to be Available on Telidon to Pay 
$50/Month Usage Fee 

88. What types of services would have to be available on Telidon for you to pay 
$50 per month usage fee for it? 

Business  

- Banking 

- Daily stocks, future stocks 

- Real estate picture for the week 
- Business calculators 

- Business - groups getting together to pay might be worthwhile 

Education  

- Educational Credit Courses 
- More courses (educational) 

- University library 

Games  

- Arcade games 
- More games (and stories for children) 
- Consumer games if changed weekly 

Household  

- Quite alot - use it for household needs 
- Grocery shopping 

Cost 

- Don't know - (would not pay their cost regardless) 
- None would be worth that cost 
- Can't say - too much money 
- Big farmers or business should be willing to pay for service 
- Would pay if more useful to municipalities 
- Would not be worth these costs - as info is available elsewhere 
- Saving money on buying books and on T.V. viewing (if it could) 
- Income limits my interest, but I am interested 

Entertainment/teleshopping  

- Duproved entertainment and teleshopping 
- More shopping 
- More entertainment 

Messaging/2-way communication  

- Able to type in question and get an answer back - 2-way communication 
- Ability to send messages to various communities 

Sound  

- Vocally controlled and vocal feedback 
- Sound 



88. (Continued) 

General  

- Access to it at all times 

- More than at present 
- A lot eg. better video games, phoning people, better picture 
- No limits to computer future 
- A great deal more info 
- Everything 
- Teleshopping weather, news games, messaging 

Other  

- Nothing - not reliable enough 

- Wouldn't do it - hook-up own computer 
- Personally getting too old for this type of service 

- Current weather 

- Easier to use 

- Aspect for the blind 

- All services must be current 
- Have a home computer - Telidon system isn't important to family 

- Could lease out equipment 

- Have computers in school so wouldn't pay 

- More usage for parents 

- Don't really know - can't see the use for the family 

- Can't think of anything at the moment 
- Animation 

- More info on community events 

- Personally wouldn't use it enough 

Agriculture Information  

- If family were in agriculturally related field then it would be 

worthwhile 

- Agricultural info 

Security  

- Alarm system 

- Hook up with fire dept. and police 

- Personal input which insures privacy 
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Total 9 	100.0 

Total 9 	100.0 

APPENDIX XLIV: New Keyboard Users  

1. 	New Keyboard Users That Had Typing Experience  

New 	Percentage  

Yes 	 5 	55.6 
No 	 4 	44.4 
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2. 	New Keyboard Size  

	

New 	Percentage 

Too Large 	 1 	11.1 
About Right 	 5 	55.6 
Too Small 	 3 	33.3 

3. New Keyboard Weight 

	

New 	Percentage  

Too Heavy 	 0 	0.0 
About Right 	 9 	100.0 
Too Light 	 0 	0.0  

Total 	 9 	100.0 

4. Labelling of New Keyboard 

	

New 	Percentage  

Very Clear 	 4 	44.4 
All Right 	 3 	33.3 
Very Confusing 	 2 	22.3  

Total 	 9 	100.0 

5. Problems with Labelling of New Keyboard  

New 	Percentage  

General 	 0 	0.0 
Particular Keys 	 2 	22.3 
No Problems 	 7 	77.7 

Total 	 9 	100.0 
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