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QUOTABLE QUOTES FROM THE PANELISTS 

 

 

 

 

 

 

 

 

 

 

  

“The internet democratises information” 

“Technology has to go hand in hand with education so that 

people know their options and what they can do” 

“It is not a question of how technology can help people who 

are experiencing poverty but how a lack of IT can keep them 

there” 

“Technology is a tool, not an end in itself – it is truly successful 

when it draws out on-line engagement into the real world.” 

“Technology can facilitate participation in social and 

democratic life” 
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INTRODUCTION 

The Dublin Local Authorities under the direction of the Office of International Relations and Research (OIRR), 

Dublin City Council carried out a survey in July 2012 with the intention of assessing the levels of digital 

interactivity of its citizens and further developing a Digital Action Plan for the city region.   

Your Dublin Your Voice is now a citizen engagement panel boasting almost 4,000 panellists.  A total of 1,813 
valid survey responses were received for the latest survey. 54% of respondents were female, and 46% were 
male. The age group with the largest representation among respondents was the 31-45 year old group (39%).  
A summary of top-line results are available from page 8 of this document. 

The results of the survey titled “Making Dublin Digital” will input into the aforementioned Digital Plan for the 

city region which will assess Digital Infrastructure, eGovernment (Digital) services and the level of Digital 

Maturity of the city region.  Digital Maturity relates to how the city region is performing and positioned 

internationally in terms of the Digital services it provides and the extent to which its citizens and businesses 

are engaged with the digital technologies, existing and emerging.  These results are being released in 

conjunction with a sister document – the Dublin Action Plan - Issues Paper. 

This survey provided a means to begin to determine how citizens feel about digital technologies in general, the 

value of digital technologies to their everyday lives, the quality of their broadband offering, the usability of 

government websites and to the garner ideas about how the city region can function better as a place to live, 

work and to visit by integrating digital technologies into everyday life 

The precursor for this survey and the intention to develop a Digital Action Plan for the city was a “Digital 

Action Plan” conference held in Farmleigh House in Dublin on the 9 November, 2011.  This event was co-

hosted by Dublin City Council and the European Economic and Social Committee (EESC). The event was 

attended by over 100 leaders from diverse sectors of the arts, business, politics, advocacy organisations, public 

sector and education. 

At that time a pre-conference questionnaire survey of these participants provided the following results: 

 95 per cent of respondents agreed that a digital city framework will result in more citizens using 
digital services (usage), 

 86 per cent agreed that a digital city framework will boost the international image of the city as a 
place to live and work (social value) 

 86 per cent  of respondents agreed that a digital city framework will contribute to the Dublin city 
region economy (economic value), and 

For a multitude of reasons it is incumbent on policy-makers to embrace the new digital era and to maximise its 
potential to increase the competitiveness, accessibility and attractiveness of the city region.  The third survey 
“Making Dublin Digital” asked citizens their opinion as part of a process of taking a more citizen centric 
approach to decision making in the area of policy formation across the city region.  By making Dublin more 
interactive and responsive the attractiveness of the city region will be greatly enhanced.   

 

ACTIVITIES OF RELEVANCE OF THE DUBLIN LOCAL AUTHORITIES  

The Dublin Local Authorities would like to thank the panelists for their valuable contribution through this 
survey.  Your input has relevance to a number of initiatives which are ongoing in the city region including: 
 The development of a Digital Action Plan for the City Region 
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 The development of a City Watch application which will be used to get rapid feedback on the 
functioning of the city and improve response times and management 

 Making the case for better broadband infrastructure across the city including public WiFi initiatives  
 The Open Data resource Dublinked which opens up data for share and use across the city region in 

order to promote business ideas and to improve the evidence base for policy formation. 
 Valuable information on an upcoming United Nations Development Program (UNDP) international 

Forum of city leaders called the World Alliance of Cities Against Poverty (21
st

 February 2013).  This 
Forum will look at the role of smart technologies and systems in alleviating poverty in urban areas.  

 The Creative Dublin Alliance’s Roadmap for Branding Dublin 

 

BROAD LEVEL TRENDS AND CONTEXT 

Since the inception of the internet the way the world operates has changed considerably.  Information is 
available and exchanged at the click of a button.  Everyday services and products are available online, freeing 
up valuable personal and work time for citizens and consumers alike.   

The internet is big business and developing a digital city will not only enhance the functioning of the city but 

will potentially create jobs and revenue.  In value terms, if 8 per cent of GDP in Ireland came from the internet 

economy as it does in the UK, more than €12bn a year would be generated in the economy. Instead, at 3 per 

cent, only €4.6bn of Ireland’s GDP comes from the internet economy, (UPC Ireland, 2012). 

In user terms by 1995 there were approximately 16 million internet users worldwide representing 0.4 per cent 
of the global population at that time.  Today almost 2.5 billion global citizens have some form of access to the 
internet representing over one-third of the global population.  Over 45 per cent of users live in Asia with over a 
fifth of users in Europe and under 7 per cent in Africa

1
.  The number of websites has grown almost 

exponentially at times since the inception of the internet.  As of March 2012 over 640 million websites were 
counted as active with close to a quarter of a billion domain names.  In the 10 years to 2012 this represents 
over a 70-fold increase in websites globally.  Similarly, email accounts numbered well over 3.2 billion as of 
year-end 2011.   

 

Figure 1: Total Websites Globally (Netcraft.com) 

 

                                                                 
1
 http://www.internetworldstats.com/stats.htm  

http://www.internetworldstats.com/stats.htm
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The internet of course is changing all the time and in recent years two stand out features have emerged, 
namely, social media and mobile technology.  The challenge for local government is to take advantage of an 
evolving internet to make cities better places.  As cities are becoming much too complex to be run by old 
management systems and trends towards urbanisation continue to place pressure on service delivery it is 
increasingly necessary to develop an internet like structure for cities and their objects including citizens.  This 
has been referred to as the “internet of things”, the smart city or a digital city.   

 

SOCIAL MEDIA 

Globally, social networking tends to be now the most popular activity and this is driven to a considerable 

extent by the coming of age of smart phone technology.   

 

Figure 2: The Growth of Social Networking Globally 

 

While some skepticism remains about the value of social media it is worth noting that if Facebook were a 
country it would be world’s third largest community after India and China.    The growth of this social media 
resource continues unabated with over 1 billion profiles.  Twitter and LinkedIn exhibit similar growth patterns 
as evidenced in the info-graphics below. 
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Figure 3: Growth of Facebook (source: Search Engine Journal) 

 

 

Figure 4: Growth in Twitter Activity 2010-2011 (source: Search Engine Journal) 

 

 

Figure 5: Numbers of registered LinkedIn Users, 2011 (source: Search Engine Journal) 
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McKinsey Global Institute in a report titled “The Social Economy” estimated that in 2012, 90 per cent of 

business using social technologies report a business benefit from them.  The knowledge worker spends 28 

hours each week sending emails, searching for information and collaborating internally. Use of social 

technologies could unlock $1.3 trillion dollars annually globally (in 4 sectors analysed - financial services, 

professional services, advanced manufacturing and consumer packaged goods).   

 

MOBILE TECHNOLOGY (SMART DEVICES)  

In the past few years the advent of smart phone and tablet technology (smart device) means that people are 
now able to access information and services while on the move.  The advantages that these devices can bring 
to daily life were dramatically demonstrated by the Icelandic volcano eruption in 2010.  As thousands of 
passengers were left stranded those with smart devices had significant advantage in terms of querying 
alternative travel arrangements and booking sea or air travel.  Mobile devices were the most effective method 
of transmitting critical information

2
.    

 

Google carried out a survey in 2011 which showed the growth in smart devices across 5 countries.  They found 
that smartphone usage in the UK stood at 45 per cent of the population with France and the US recording 38 
per cent penetration.  By comparison a similar study by Nielsen in 2011 found that 44 per cent of US citizens 
used smartphones.  Today smart device Apps are available for a multitude of uses on smartphones including 
travel arrangements.  The Dublin Bus App is a recent example of how people with these devices and Apps can 
now plan their working day better by simply querying in an instant the time of arrival of their next bus.  The 
Irish have taken to the Apps economy with games, social networking, entertainment apps, maps and news 
amongst the most popular.

3
   

 
  

                                                                 
2
 https://www.egencia.it/public/it/media/whitepapers/mobile_devices_integral_uk_final_7.pdf 

 
3
 Proceedings of the Digital Ireland Forum held in the Shelbourne Hotel, 21 September 2012 

https://www.egencia.it/public/it/media/whitepapers/mobile_devices_integral_uk_final_7.pdf
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SUMMARY OF THE THIRD YOUR DUBLIN YOUR VOICE SURVEY  

There is naturally an inherent bias built into the third Your Dublin Your Voice survey in that it is primarily an 

online resource though Dublin City Council does provide a telephone service for the survey.  Nonetheless, the 

results are very revealing.  The survey revealed that 95 percent of respondents used the internet everyday 

with close to the full complement (97 per cent) of panellists having internet access at home.  The most 

common online activities were checking the news, the weather and travel times.   

Almost 84 per cent of respondents indicated that they had visited a government website to access information 

for personal reasons with the Revenue online (ROS) and Citizens information websites getting the most 

mentions. 

Following a recent recruitment drive there are now over 3,950 panellists.  A total valid sample of 1,813 
respondents was reached which is an extremely robust sample and allows for detailed comparative analysis by 
various demographics. 

 

TOP LINE RESULTS 

 

 Topline results are reweighed to reflect the actual age profile of Dublin city and council according to 
the 2011 census. 

 45 nationalities were represented with 86 per cent of respondents having Irish nationality, 2 per cent 
UK and close to 1 per cent each from the US, France and Poland. 

 54 per cent of respondents were female 

 39 per cent of the respondents were aged between 31 and 45, while 28 per cent were over 65.   

 Over two-thirds of respondents are originally from Dublin with over 3.5 per cent originally from Cork, 
followed by Galway, Tipperary, Kildare, Wicklow and Meath respectively. 

 67 per cent of respondents work in Dublin; 8 per cent study here and 73 per cent live in Dublin 

 

 

Figure 6: Age Profile of Panellists 

 

 52 per cent of Dublin resident respondents were from the Dublin City Council local authority area 

 The most prevalent technology product owned by respondents and members of their household was 
a laptop, which was owned by 90% of respondents or members of their household. 

 80 per cent of respondents lived in a household with digital or satellite TV. 

 97 per cent of respondents had internet access at home. 
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 95 per cent of respondents reported using the internet everyday 

 99 per cent of respondents owned a mobile phone.  60% of these owned a smartphone. 

 23 per cent owned a tablet and of these well over half (61 per cent) had purchased their device in the 
last twelve months. 

 52 per cent of those with internet access at home indicated that they were satisfied or very 
satisfied with the affordability of their home internet connection. 

 Satisfaction with home internet connection speed was highest among those with a Wi-Max 
connection and lowest among those with a mobile broadband (dongle) connection. 

 89 per cent of respondents had engaged in online shopping for items other than groceries. 

 More men than women have access to own or have access to a PC, digital TV or Sat Nav 

 More women than men have access to a laptop  

 Access to a PC or Satellite/Digital TV increased with age while younger respondents had access to a 
smartphone, games console or laptop 

 Access to a laptop, smartphone or tablet tended to increase with education 

 87 per cent of respondents favour a “City Watch” application which will allow them to engage with 
city region authorities and report on city issues, services and events. 

 73 per cent of respondents said that access to the internet via WiFi when moving around the city was 
important to them. 

 79 percent of respondents communicated with friends or family every day or most days via text. 94 
per cent of respondent’s text friends or family at least once a week.  Females at 82 per cent are more 
likely to text friends or family most days compared to 75 per cent of males. 

 72 per cent of respondents communicated with friends or family every day or most days via email. 31-
45 year olds at 77 per cent were the most likely cohort to use this mode to contact friends or family 
every day or most days. 

 46 per cent of respondents used this social media to communicate with friends or family every day 
or most days, with 53 percent usage amongst females compared to 38 percent amongst males.   

 Significantly, 70 per cent of 18-30 year olds use Facebook as a communication device to friends or 
family every day or most days.   

 Twitter use was highest amongst 18-30 year olds and 31-45 year olds at 25 per cent and 20 per cent 
of these groups, respectively. As communication tools for organisations such as Local Authorities 
there are implications from the extent of Facebook and Twitter use.  These media are used and 
popular amongst younger age cohorts and provide a means to interact with these groups. 

 84 per cent of respondents indicated that they have used some form of government website to 
access information for personal reasons.     

 Of 942 respondents to the question to name a user friendly government website 37 percent 
identified the Revue Online Service (ROS), 14 per cent named Citizens Information and 10 per cent 
named the Dept. Of Social Protection (www.welfare.ie). 

 80 per cent of respondents had visited a local authority website.  Activities on Local Authority 
Websites are shown in Figure 26.  Most people want to find out about things like events or activities 
(46 per cent).  27 per cent go to their local authority website to pay a bill and similarly 27 per cent 
go online to a local authority website to check up on their local area (for example, planning 
permissions).  The extent of services and uses shows the role and importance of local authority 
services to the general public. 

 21 per cent wanted to see a Local Authority App on events 
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Figure 7: Technology Ownership by Education Level 

 

 83 per cent of at home internet connections were fixed line. 

 Barriers to Internet: of the 60 respondents who indicated that they did not have connection to the 
internet, 58 per cent stated that they could access it elsewhere, while almost 40 percent stated that it 
was too expensive.  Age was another barrier often mentioned by respondents in the “Other barrier” 
option.  Initiatives such as Google’s “Getting Your Folks Online” welcome in this regard and are noted 
in this research. 

 52 per cent of respondents indicated that buying from Irish sites or retailers was important or very 
important to them. 

 65 per cent of respondents indicated that they found it difficult to find Irish sites selling the 
products or services they want 
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Figure 8: Barriers to using the Internet 

 

KEY CONSIDERATIONS 

While the survey is a useful tool as part of learning more about citizens and the role of technology in their lives 

it also raises a number of considerations for policy makers.  A sample are listed herein. 

THE POTENTIAL OF THE CITIZEN AS A MOBILE SENSOR AND INFORMATION SOURCE IN THE CITY 

REGION  

The proliferation of smart devices opens up considerable potential to engage with citizens through crowd 

sourcing initiatives, to use the citizen as a source of instant information and opinion on the city and to 

marry the data generated within a newly developed e-services platform for the city. 

 99% of respondents indicated that they owned a mobile phone, and 60% of these owned a 
smartphone. 

 20% of respondents who did not currently own a smartphone indicated that they intended to 
purchase a smartphone in the next 6 months. A further 34% were unsure if they would purchase a 
smartphone in the next 6 months. 

 75% of respondents indicated that they accessed the internet on the move or in a public place. 

 73% of respondents indicated that access to WiFi around the city was important or very important to 
them. 

 70% of respondents indicated that access to WiFi in their local area was important or very important 
to them. 
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ENGAGEMENT   

Citizens indicated their likelihood and desire to use digital services once they are usable and of functional 

use. 

 87 per cent of respondents indicated that they would be likely or very likely “to use a free App which 
would allow them to engage with their town, city or county easily, for example report a problem or 
receive information relevant to where they were.” 

 82 per cent of respondents had carried out a transaction on a Government website, for example 
requested or downloaded a form, applied for a payment or funding, made a complaint or bought a 
license. 

 80 per cent of respondents have visited the website of their local city, town, or county council. 

 46 per cent of those who had visited their local authority website had done so to find out general 
information.  27 per cent had paid a bill and 27 per cent had checked the status of planning 
permissions 

BUSINESS ONLINE 

As part of its enterprise and digital business remit the Dublin local authorities have opportunity to 

continue the work of Enterprise Boards, the Digital Hub and others to get business online, to work within 

existing initiatives to share resources and best practice to get more business online and to stimulate local 

economies through digital interaction and promotion. 

 52 per cent of respondents indicated that buying from Irish sites or retailers was important or very 
important to them. 

 However, 65 per cent of respondents indicated that they found it difficult to find Irish sites selling the 
products or services they wants, and 17% indicated that this was not a concern for them. 

 

DIGITAL SERVICES 

92 per cent of respondents agreed or strongly agreed with the statement “Digital online services such as 
banking, revenue services, paying motor tax online and real time bus information make my life a bit easier, 
free up my time to do other things and save me money”. 

Creating the digital city will evidently build the perception amongst citizens that their quality of life is 
improving.  This in turn makes the city region more attractive to investment and talent. 

VALUE OF SOCIAL MEDIA 

Social media is big business and it is clearly incumbent that practitioners in public service utilise this resource 
to maximise efficiency and levels of communication both internally and externally with citizens and other 
bodies.  

39 per cent of respondents use social media to follow their favourite services, products or brands. 

46 per cent of people communicated with friends or family everyday or most days through Facebook. 

16 per cent used Twitter to communicate with friends or family everyday or most days. 
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MORE DETAILED RESULTS 

MOBILE PHONE OWNERSHIP AND USE  

99 per cent of respondents indicated that they owned a mobile phone.  There were no significant differences 

in mobile phone ownership when analysed by gender, age group, employment status, education or local 

authority. 

60 per cent of respondents owned a smartphone (Figure 9) which is comparable or higher than international 

standards.  

 

Figure 9: Type of Mobile Phone
4
 

 

Smartphone ownership was highest amongst younger age cohorts (see Figure 10). 73 per cent of 18-30 year 

olds and 68 per cent of 31-45 year olds owned a smartphone.  Consistent with age profile, just 36 per cent of 

those retired from employment owned a smartphone.  At the same time, though not statistically significant, 65 

percent of those unable to work because of illness or disability owned a smartphone. 

21 per cent of respondents who did not own a smartphone indicated their intention to buy one in the next 6 

months, with 35 per cent not sure if they would.  A statistically significant 39 per cent of persons currently 

seeking employment who did not own a smartphone intended to buy one in the next six months.  Male 

respondents were significantly more likely than female respondents to be early adopters of smartphone 

technology with 38 per cent of males compared to 24 percent of females owning a smartphone for over 2 

                                                                 
4
 A standard phone has some internet features; a basic has none  
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years. In terms of employment status 34 per cent of full time employed and 32 per cent of students owned a 

smartphone over two years.    

 

Figure 10: Smartphone ownership by age group 

 

 

The majority of smartphone owners had between 11 and 50 Apps on their 

phone (see Figure 11) with men tending to have slightly more. Those aged 31-45 

were the age cohort most likely to have large numbers of Apps on their phone.  

App ownership does not necessarily translate into App usage with results 

indicating that only 8 per cent of smartphone owners used most than 10 Apps 

once a week.  The majority of App usage concentrated around 1-5 Apps with 32 

per cent of smartphone owners using this many Apps more than once a week.  

This indicates that people have a few key Apps which they return to frequently. 
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Figure 11: Number of Apps on Smartphone 

 

THE “CITY WATCH” CONCEPT  

87 per cent of smartphone respondents stated that they would be likely or very likely to use a smartphone App 

which would allow them to engage with their town, city or county, for example, to report a problem.  The 

likelihood of using this App was above 84 per cent across all age groups.   

 

Figure 12: Likelihood of Using a Local Authority App 

In this regard Dublin City Council is working closely with Intel and Trinity College Dublin to develop an App for 

the city called “City Watch”.  This App has the potential once developed allow citizens to report a fault, 

incident such as littering or to comment on the public realm, (perception of an area or preferred walking 

and/or cycling routes).   
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A module of City Watch called Green Watch is in prototype stage and permits users to take a picture of 

littering or unpleasant areas of the city and report this problem.  Respondents also indicated ideas for Local 

Authority Apps.  A total of 796 respondents made a range of comments.  This feedback is particularly useful in 

terms of what areas the public perceive a role for the local authority and how this could translate into a useful 

application.  21 per cent wanted to see a Local Authority App on events, which would tie in with Dublin 

developing its brand and identity through event led activity.  13 per cent wanted to see an App relating to 

tourism and points of interest.  This is robust market research for the city and its businesses (Figure 13). 

 

 

Figure 13: Ideas for Local Apps 

 

 23 per cent of respondents owned a tablet, with higher ownership amongst males – 26 per cent compared to 

19 per cent amongst females. Ownership at 25 per cent was highest amongst the 31-45 age cohort.  Part time 

workers were the highest owners at 32 per cent when employment status was assessed. Only 13 per cent of 

respondents seeking employment owned a tablet. 61 per cent of tablet owners owned this smart device less 
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than 12 months indicating the recent emergence of its use. At the same time only 12 per cent of respondents 

indicated that they were likely to buy this device in the next 12 months.  The cost of these devices may be a 

barrier with those working full time most likely to buy a tablet in the next 12 months at 15 per cent compared 

to 5 per cent of students and 11 per cent of those seeking employment.  Those with third level education were 

also more likely to buy a tablet in the next 12 months.   

 

ROLE OF TECHNOLOGY IN POVERTY ALLEVIATION 

In April 2012, Social Justice Ireland claimed that one sixth of Irish citizens or 700,000 people are living in 

poverty
5
, 200,000 of those are children.  "People are living in poverty if their income and resources (material, 

cultural and social) are so inadequate as to preclude them from having a standard of living which is regarded 

as acceptable by Irish society generally
6
.” 

Your Dublin Your Voice asked its panellists how technology can alleviate the symptoms of poverty.  20 per cent 

of suggestions related to education and training for those suffering poverty, 25 per cent saw value in the 

power of communication or information share.  Cheap ubiquitous internet was mentioned by 9 per cent. 

 

                                                                 
5
 The 60 per cent median income level produces a poverty line of €207.94 for a single person. 

6
 National Action Plan for Social Inclusion 2007-2016 
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Figure 14: How technology can help against poverty 

These results show citizens believe there are a range of possibilities through which technology and a digital 

Dublin can assist the fight against poverty at a time of fiscal austerity and employment difficulties.  Dublin City 

Council will host a United Nations Development Programme Forum in February – The World Alliance of Cities 

Against Poverty.  This Forum of city leaders and smart technology experts will explore how smarter and more 

sustainable cities can reduce levels of poverty in urban areas.  In addition, with regard to access, more people 

than before can now access the internet for free in Dublin city.  In October 2012 Dublin City rolled out free 

public WiFi at 20 parks and locations.   

Other panellist suggestions on how technology might be used to alleviate poverty included.  A small selection 

is outlined below. The majority of responses focussed on access to the internet and its services though some 

mentioned harder technological solutions such as the advent of the Dublin Bikes scheme and system. 

 Making the internet more widely available 

 A donations App for the city 

 The concept of access to information was expanded upon with suggestions that the following would 

be beneficial 
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o Access to information around free services (clothes, food) through publicly funded ventures 

o Access to information on healthy eating 

o Access to more computer literacy courses 

 The point was made that access to the internet is a basic human right as accepted by the UN Human 

Rights Council and information engenders action against poverty 

 Providing better transport options for those in poverty such as an electric bike scheme. 

 The point was made that the provision of low cost tablets with free access across WiFi or 3G networks 

would facilitate access to services.  For the very poor of the world this scheme could allow access to a 

resource like Doctor.Net whereby doctors could treat and prescribe for minor illnesses and payments 

could be taken via Near Field Communication technology at pharmacies.   

 Fibre to the home was mentioned as means to allow better video links and to deliver health and 

education services to those less well off and/or less mobile.  

 Story telling through blogging was mentioned as a means for those in poverty to relay what they are 

going through and bring a level of humanity into the digital realm.    

 Online household budgeting courses 

 

ACCESS AND MOVEMENT ACROSS THE CITY 

 

The provision of internet access in the city is a viable ambition.  As announced by 

the Lord Mayor recently Dublin City Council is to roll out free public Wi-Fi at 20 

parks and locations across the city this autumn.  In this regard 75 per cent of 

respondents indicated that they access internet on the move or in public places 

(Figure 15). Accessing internet on the move tended to be highest amongst those 

with third level or higher qualification and 18-45 year olds. Figure 16 shows that 57 

per cent accessed the internet via 3G compared to 33 per cent using a WiFi zone. 

73 per cent of respondents said that access to the internet via WiFi when moving 

around the city was important to them. Interestingly 70 per cent said that access via 

WiFi was important to them in their local area.   
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Figure 15: Accessing internet on the move or in public places 

 

 

Figure 16: Mode of Accessing the Internet on the Move 
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52 per cent of respondents who accessed the internet on the move were satisfied or very satisfied with the 

connection speed.  However satisfaction was highest in public libraries at 71 percent compared to 3G and Wifi 

at 54 per cent and 45 percent satisfaction (Figure 17). 

 

Figure 17: Satisfaction with Internet Connection Speed by mode of access 

Satisfaction with on the move access affordability was highest for colleges, schools and libraries affordability at 

69 percent and 62 percent respectively and lowest for WiFi at 47 per cent.   

 

COMMUNICATION AND SOCIAL MEDIA 

Figure 18 shows that 79 percent of respondents communicated with friends or family every day or most days. 

94 per cent of respondents text at least once a week.  Females at 82 per cent are more likely to text friends or 

family most days compared to 75 per cent of males.  Phone texting every day or most days is highest amongst 

full time and part time workers, those looking after the home/family and those unable to work due to illness or 

disability at levels between 78-80 per cent.  It was lowest at 69 per cent amongst students. 
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Figure 18: Frequency of Phone Texting 

EMAIL, FACEBOOK AND TWITTER 

72 per cent of respondents communicated with friends or family every day or most days via email. 31-45 year 

olds at 77 per cent were the most likely cohort to use this mode to contact friends or family every day or most 

days.  Full time workers were also more likely that other employment status groups at 77 per cent to use this 

mode to communicate.  Students at 67 per cent were next most frequent users of email. 

The use of Facebook showed up interesting demographic trends.  46 per cent of respondents used this social 

media to communicate with friends or family every day or most days (Figure 19).  There are implications for 

how local government chooses to direct its resources into communicating with certain cohorts of its 

population as 53 per cent of females uses Facebook compared to 38 per cent of males.   
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Figure 19: Frequency of Facebook Use 

Figure 20 shows the proliferation of use of Facebook as a communication device amongst younger age cohorts 

at 70 per cent for 18-30 year olds and 50 per cent for 31-45 year olds.  This has implications for how 

authorities and organisations choose to make contact and communicate with these cohorts.  Students, it 

follows, also use this social media resource most than other employment status groups at 67 per cent 

compared to 13 percent for retired or 45 per cent for full time and part-time workers respectively.   
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Figure 20: Facebook use to communicate with friends of family every day or most days 

Twitter use is less frequent as a communication tool.  With only 16 per cent using this social media to contact 

family or friends most days or every day.  This is plainly due to the very public nature of this social media.  56 

per cent of respondents never use this media to communicate to friends or family. Twitter use was highest 

amongst 18-30 year olds and 31-45 year olds at 25 per cent and 20 per cent, respectively.  The former 

percentage is statistically significant. 

9 per cent of respondents used Skype or Viber to communicate with friends or family most days or every day.  

17 per cent used these resources at least once a week.  17 per cent used internet or iMessaging at least every 

day or most days. Similarly 16 per cent used instant chat every day or most days to communicate with friends 

or family.  Younger age cohorts were considerably more likely to use internet messaging and instant chat most 

days or every day.  For instance 30 per cent of 19-30 year olds use instant chat every day or most days.   

Of 470 respondents to the question what other social media do you use to communicate with friends or family 

27 per cent indicated LinkedIn while 8 per cent said Google+ and 6 per cent identified the telephone.   

 

ONLINE SHOPPING AND BUSINESSES ONLINE 

89 per cent of respondents indicated that they shop online for goods (other than groceries).  When asked to 
consider their last online purchases 62 percent had made at least one of their last 5 online purchases from an 
Irish business.  Respondents who shopped online were asked to indicate how important it was to them to 
purchase from Irish sites and retailers. 52% indicated that this was important or very important to them.  The 
importance of buying from Irish businesses online increased among older respondents (Figure 21). The 
importance of buying from Irish businesses online was lowest among those in education (students) and highest 
among those looking after the home / family and retired respondents (Figure 22). 
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Figure 21: Importance of buying online by age group 
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Figure 22: Importance of buying online by employment status 

 

DIFFICULTY IN FINDING IRISH PROVIDERS  

In 2011, it was estimated by An Post and the City and County Enterprise Boards that up to 40 per cent of Irish 

Businesses and Sole traders did not have an online presence.  In response a website through which Irish 

businesses can apply and receive a web address called Getting Irish Business Online 

(www.gettingbusinessonline.ie) was established.  This initiative had succeeded as of May 2012 in getting 

10,000 businesses to initiate an online presence.  While successful there is scope for further growth with 65 

per cent of Your Dublin Your Voice panellists indicating that they found it difficult to find an Irish provider 

when searching online for goods or services.  17 per cent did not consider this to be an issue for them and 19 

percent did not have difficulty in finding a provider.   In line with age groups where younger respondents (72 

per cent of 18-30 year olds) had the most difficulty finding a provider those in education (students) had the 

most difficulty finding an Irish provider for their chosen good or service at 80 per cent. 

 

SOCIAL MEDIA 

In an era where social media is seen as major market tool and advertising resource 39 per cent of panellists 

stated that they used social media to follow their favourite products, services or brands.  Female respondents 

at 44 per cent were more likely than males (33 per cent) to follow a product, service or brand.  While 60 per 

cent of 18-30 year olds followed a product, service or brand, this number dramatically fell off through older 

cohorts to 46 per cent for 31-45 year olds and 22 per cent for 46-64 year olds (Figure 23).  This shows the 

http://www.gettingbusinessonline.ie/
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prevalence and influence of social media in the younger age cohorts. From an eGovernance perspective public 

authorities should be aware of this trend in marketing their own events, brands and services. 

 

Figure 23: Use of Social Media for product and service information by age groups. 

 

ONLINE ACTIVITY AND USE OF LOCAL AUTHORITY WEBSITES 

Figure 24 shows the type of online activity favoured by respondents.  The news, weather and public transport 

were the most popular searches with 88-90 percent of respondents indicating that they looked up these topics 

in the last 12 months.  Respondents aged 31-45 tended to be the most active online with over 65s the least 

active.  84 per cent of respondents indicated that they have used some form of government website to access 

information for personal reasons.  80 per cent had visited their local government website.   The numbers 

visited their local authority website did not vary much across the four Dublin Local Authorities with 82-87 per 

cent visitation.  82 per cent had carried out a transaction on a government website, (paid a bill, downloaded a 

form, bought a licence, etc).  Of 1016 respondents to the question to a name a website on which a transaction 

was carried out with ease 31.7 per cent named ROS and Motor Tax respectively.  4 per cent named welfare.ie 

as a transaction-friendly experience and over 3 per cent named the household charge website. Dublincity.ie 

was referenced as an easy website to use by almost 3 per cent. 

59 percent of respondents named a user friendly website providing important insight to government on what 

works for their customers.  Of the 942 respondents over 37 percent named the Revenue on-line service (ROS), 

over 14 per cent named the “Citizens Information” portal, 10% stated that Welfare.ie was a friendly website 

and over 5 per cent identified Motor Tax online.  
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Figure 24: Types of Online Activity 
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Figure 25: Numbers who have visited a Government Website for Personal Reasons 

Activities on Local Authority Websites are shown in Figure 26.  Most people want to find out about things like 

events or activities (46 per cent).  27 per cent go to their local authority website to pay a bill and similarly 27 

per cent go online to a local authority website to check up on their local area (for example, planning 

permissions).   
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Figure 26: Activities engaged in by citizens on local authority websites 

 

Figure 27 shows that most people (73%) who visit their local authority website are happy with its usability. 

Of those who had difficulty using the website 31 per cent cited poor design and layout; similarly, 25 per cent 

said content was confusing and 24 per cent had difficulty in finding the information they required. 
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Figure 27: Ease of Use of Local Authority Website 

IDEAS FOR LOCAL AUTHORITY APPS AND DIGITAL INTERVENTIONS  

Respondents were asked for their ideas for local authority/local area Apps and many linked in with ongoing 

initiatives.  A sample of responses are included herein. 

 Historical Tour App 

 Arts, Cultural and Tourism App with smartphones linked to information points 

 All transportation options on one App 

 A “What’s On in Dublin” App / An event App 

 A what to do App based on location 

 A better Dublin Bikes App 

 A community based App in each local area which would form the basis for a national App which 

builds solidarity in the face of antisocial behaviour and other urban challenges from local area up 

 A crime rate App for each area/a safe area rating App 

 A problem reporting/complaint  App (Numerous ideas reflected a need to report problems, take 

pictures – as proposed through City Watch) 

 Public services augmented reality app (libraries, transport, guards, hospitals, etc) 

 A Dublin City App with multiple functions and uses on one platform 

 A pub and restaurant App/ A live music App 

 Connecting people who have just moved to the city or who are visiting the city (this could be 

linked to the City of a Thousand Welcomes concept). 
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 A place where all phone numbers and services for the city are on one platform  (this would be 

similar to New York’s NY 311) which would realise efficiencies in service delivery.  A one stop 

shop App for the City 

 Access to Wifi App mapping all WiFi areas in the city region, free or otherwise. (Free Wifi was 

mentioned on numerous occasions). 

 A dog walking App – where can you leave our dog off the lead 

 A local traffic conditions App 

 An app that lets the citizen “vote up” user submitted ideas to make their area/town better 

 A bicycle lane App/ An app which shows the quickest safest bicycle routes (City watch could use 

cyclists as mobile sensors to develop maps of favoured routes). 

 A disability and accessibility App 

 More local business Apps such as the Artane Business App 

 A walking/cycling App such as was on the former DTO website 

 A parking space finder 

 Sales App or Deals App (these exist) on a central Dublin App platform. 

 

SPEED AND AFFORDABILITY 

A limiting factor for both citizens and businesses is the speed and affordability of their internet connections.  
While there has been much publicity about rural broadband there must be recognition that there are also 
urban black spots where market failure has occurred.  Presently the focus on broadband speed is arguably 
directed towards download speeds.  Nonetheless, the potential to realise e-health and e-education services in 
the home, to allow new creative industries such as animation and gaming to flourish and to realise greater 
ease of working in the home via technology such as high definition video requires high speed upload. 

 

Forfás (2011) in its report titled Ireland’s Advanced Broadband Performance and Policy Priorities states that in 
order to enable Ireland’s existing and emerging sectors to exploit future growth opportunities, to allow SMEs 
to compete in global markets and to attract FDI there is a need for at least 100 Mbps symmetrical (upload and 
download) broadband speeds.   

Others have compared the importance and provision of fibre optic cable to the home to “electrification” in the 
20

th
 Century.   
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Figure 28: OECD Broadband Subscribers 

OECD (2011), Broadband Statistics (Figure 28) shows that comparatively within the OECD sample of countries, 
the extent to which Ireland continues to lag behind in its fibre subscribers with Scandinavian and Baltic 
countries performing much better in this regard.   

In April 2012, in the “Netindex.com” speed test, competitor cities to Dublin like Hong Kong topped ranked at 
over 38 (Megabits per second) Mbps on average per household with Singapore in 10

th
 on 28 Mbps.  Stockholm 

has download speeds of 25 Mbps and ranks 20
th

 position globally, Amsterdam has download speeds of 23.11 
Mbps and London has speeds 16 Mbps.  The average Dublin speed is just over 11 Mbps.

7
   

According to a recent Silicon Republic Report (“First signs of Ireland’s digital divide emerge as Apple and 
Amazon jobs arrive”, 6

th
 June 2012), Ireland’s digital divide has arrived in the form of access to jobs. New jobs 

are being rolled out in Ireland by companies like Apple and Amazon for customer support agents to work from 
home, however this precludes people who have anything less than 5Mbps download speeds and 1Mbps 
upload speeds, in particular rural areas. It is argued that this issue is going to cause a big urban/rural divide 
over the next few years.   

It is arguably cost, however, that is the limiting factor.    The highest symmetrical speed available in Ireland is a 
12 Mbps service at a cost of €960 per year (excluding VAT).  This is significantly slower than a number of other 
locations, which offer symmetrical services of 100 Mbps at a cost of between €606 (Portugal) and €3,436 
(Hungary) per year (excluding VAT) (Forfas 2011).  Moreover, a Hong Kong resident can get 1GB broadband for 
the equivalent of approximately €22 a month compared to €57 a month for 100MB in Ireland.

8
   

The recent National Broadband Plan promises investment of €350M including State investment of €175M in 
Broadband stating that “...internet connectivity is now as important for both employment and society as 
electricity has been for the last 60 years”.   €800 is required to deliver fibre optic cable to every premise in 
Dublin according to Forfas.   

 

                                                                 
7
 The website http://www.netindex.com (“netindex”) records download speeds by location on a continual 

basis and results taken between March 12
th

 2012 and April 13
th

 2012 indicate that globally Ireland ranks 56
th

.  
A sample of 234,000 IP addresses was used to calculate average speeds.   
8
http://www.callcosts.ie/broadband/Broadband_Calculator.175.LE.asp and 

http://www.geek.com/articles/news/hong-kong-gets-1-gbps-broadband-service-for-26-a-month-20100420/ 
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AFFORDABILITY 

At the same time in the Your Dublin Your Voice survey 52 per cent of those with internet access at home 

indicated that they were satisfied or very satisfied with the affordability of their home internet connection.  20 

per cent were dissatisfied.  10 per cent of respondents felt that the speed of their home internet connection 

was a barrier to working from home.  Many panellists also commented that one of the barriers to accessing 

the internet was affordability.  While 66 per cent said that fear of technology was a barrier, over one quarter 

(26 per cent) pinpointed affordability as a barrier.   

 

Figure 29: Home Internet Affordability 

 

51 per cent of respondents who accessed the internet on the move were satisfied or very satisfied with their 
on the move connection affordability. 21 per cent were dissatisfied.   

 

SPEED 

287 respondents indicated that they were unhappy with their home internet speed.  71 per cent of these 

indicated that this dissatisfaction related to overall speed (upload and download), 17 per cent stated it was 

purely download and just 2 per cent said it was only upload they were dissatisfied with. 

The majority of respondents said that the speed of their home internet connection was not a barrier to them 

working at home, presumably because they were able to access a speed which was appropriate to their 

particular need (Figure 30).  Nonetheless, 42 per cent said it was not a relevant issue to them. 

When examined by the connection type in the home those using mobile broadband were most dissatisfied at 

25 per cent.  The use of mobile broadband in the home over fixed line would presumably be an issue of either 

ability to afford the later or lack of access.   
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Figure 30: Home Internet Connection Speed as a Barrier to Working from Home 

Satisfaction with internet speed on the move was highest amongst those who used a public library – 70 per 

cent.  Wifi was surprisingly the lowest rated at 45 per cent (Figure 31). 

 

Figure 31: Satisfaction with Internet Speed 
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