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Executive Summary
 

This report presents the results of the fourth edition of the Australian Mobile Phone Lifestyle Index, a collaborative 
industry research project carried out during April 2008 by:

		 (AIMIA) http://www.aimia.com.au/mobile
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Participants

Mobile Phones

Mobile Phone Use
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Current Content Purchasing And Information Accessing Behaviour In 
The Last 12 Months

Expected Future Usage
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Communities And User-Generated Content (UGC)

Communities on the PC

Communities on the Mobile Phone

Creating and Sharing Content for the Mobile Phone
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Introduction

This report presents the results of the fourth Australian Mobile Phone Lifestyle Index, a collaborative industry 
research project being carried out by:

   (AIMIA) 

The overall objective of the research is to gain insight into the profile, behaviour and preferences of Australian 

The report is organised into the following sections: 
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Research Questions
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Research Methodology

Survey Creation

Pilot

Data Collection
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Results

discussed under the following headings:
Mobile Phone Owners and their Phones 
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Mobile Phone Owners And Their Phones

includes:

Age of respondents

Figure: 1 compares the age distribution of the respondents across the four surveys.
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Comments

Table 1: Age related statistics

Statistics Survey 2 Survey 3 Survey 4

Minimum Age 9 11 10

Maximum Age 70 80 78

Mean 34 35 35

Standard Deviation 12 13 13

Median 32 33 33

25 Percentile 25 25 24

50 Percentile 32 33 33

75 Percentile 42 44 43

95 Percentile 56 58 58
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Gender of respondents

Figure 2: Gender breakdown of respondents

Comments

Location of respondents
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Figure 3: Location of respondents by state/territory

Comments
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Living status of respondents

Figure 4: Living status of respondents 

Comments

Weekly income of respondents
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Figure 5: Weekly income of Survey 3 and 4 respondents

Figure 6: Weekly income of Survey 2, 3 and 4 respondents 

Comments
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Length of mobile phone ownership

Figure 7: Length of mobile phone ownership

Comments
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Second mobile phone ownership

Figure 8: Second mobile phone ownership – Survey 3 and 4 results

Figure 9: Second mobile phone ownership



20 AIMIA | The Australian Mobile Phone Lifestyle Index | August 2008

Comments

Further analysis

Table 2: Profile of respondents who own a second mobile phone  

Demographic Survey 2 Survey 2 Survey 4

Gender 64% female 54% female 62% female

Age 58% between 22-40 years 
of age

53% between 22-40 years 
of age

52% between 22-40 years 
of age

Living Status 61% married or living 
together

56% married or living 
together

50% married or living 
together
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Current telecommunications provider 

Figure 10: Current telecommunications provider

Comments

Further analysis

A significant relationship was found between provider and age [x 2

A significant relationship was found between provider and gender [x 2

The significant relationship between provider and age and provider and gender is particularly valuable to brands and 
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Living status and provider were found to be significantly related [x 2
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Preferred telecommunications provider

Figure 11: Preferred telecommunications provider
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Table 3 shows the individual level of satisfaction with providers across Surveys 2, 3 and 4. 
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Comments

Further analysis 

As expected, a significant relationship was found between preferred provider and current provider [x 2

A significant relationship was found between gender and preferred provider [x 2

Age and preferred provider were found to be significantly related [x 2

x 2
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Ownership of mobile phone by brand

Figure 12 Ownership of mobile phone by brand

Comments

Further analysis

x 2

x 2

x 2
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Purpose of mobile phone ownership

Figure 13: Purpose of mobile phone use

Comments
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3G phone ownership

Figure 14: 3G phone ownership

Comments

Further analysis

x 2

x 2
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Monthly phone expenditure

Table 4: Monthly phone expenditure – Surveys 3 and 4 

(% of respondents)

Survey 3 Survey 4

<$10 6 6

$11 - $20 12 10

$21 - $30 16 19

$31 - $40 12 13

$41 - $50 14 12

$51 - $60 9 10

$61 - $70 5 5

$71 - $80 6 5

$81 - $90 3 2

$91 - $100 4 4

$101 - $110 3 2

$111 - $120 2 2

$121 - $130 1 1

$131 - $140 1 1

$141 - $150 1 2

$151 - $160 1 1

$161 - $170 0 0

$171 - $180 0 0

$181 - $190 0 0

$191 - $200 0 1

$201 - $210 0 1

$211 - $220 0 0

$221 - $230 0 0

$231 - $240 0 0

$241 - $250 0 1

$250 - $300 0 0

$300 - $350 0 1

> $350 1 1

Don’t Know 2 2
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Figure 15: Expenditure across the four surveys

Comments

Further analysis

Monthly phone expenditure

x 2

x 2

x 2
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x 2
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Monthly phone plan

Figure 16: Monthly phone plan

Comments

Further analysis

A significant relationship was found between gender and type of phone bill [x 2

Living status and type of phone bill were found to be significantly related [x 2
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x 2

x 2

Age and type of phone bill were also found to be significantly related [x 2

Figure 17: Phone plan by age – Survey 4

Comments
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Type of plan

Figure 18: Type of plan

Comments
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Who pays the mobile phone bill?

Figure 19: Who pays the mobile phone bill?

Comments
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Mobile Phone Use 

Use of the mobile phone by phone bill

Figure 20: Use of mobile phone by phone bill – aggregate % of respondents 
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Comments

Additional analysis
Additional analysis was carried out in order to calculate the average percentage of the phone bill spent on selected 

Table 5: Comparison of mean percentage spend on mobile phone services 

Type of Use Survey 2 Survey 3 Survey 4 Survey 2 
rank

Survey 3 
rank

Survey 4 
rank

Voice Calls 57 61 55 1 1 1

SMS 38 37 41 2 2 2

MMS 1 7 8 3 5 3

Email 1 9 12 3 4 4

Video Calls .6 6 5 4 6 5

Buying Content .6 9 8 4 4 4

Web browsing n/a n/a 10 n/a n/a 3

Other .4 17 24 5 3 3
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Figure 21: Change in mean percentage spend

Table 6: Mean percentage of phone bill spent on selected uses – Survey 4

Type of Use Mean Standard Deviation Ranges of Responses

Voice Calls 55 27 1 - 100%

SMS 41 27 1 - 100%

MMS 8 9 1 - 100%

Email 12 14 1 - 90%

Video Calls 5 5 1 - 20%

Web browsing 10 10 1 - 60%

Buying Content 8 8 1 - 50%

Other 24 29 1 - 100%

Table 7: Mean percentage of phone bill spent on selected uses – Survey 3

Type of Use Mean Standard Deviation Ranges of Responses

Voice Calls 61 28 1 - 100%

SMS 37 26 1 - 100%

MMS 7 6 1 - 50%

Email 9 11 1 - 70%

Video Calls 6 10 1 - 99%

Buying Content 9 11 1 - 90%

Other 17 18 1 - 86%
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Table 8: Mean percentage of phone bill spent on selected uses – Survey 2

Type of Use Mean Standard Deviation Ranges of Responses

Voice Calls 57 30 1 - 100%

SMS 38 28 1 - 100%

MMS 1 3 1 - 10%

Email 1 3 1 - 20%

Video Calls .6 2 1 - 15%

Buying Content .6 2 1 - 17%

Other .4 2 1 - 25%
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Purchases that do not appear on the bill

Table 9: Services purchased not on their phone bill (% of respondents)

Survey 3 Survey 4

Yes - on credit card 2 3

Yes - other 7 9

No 90 89
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Use of mobile phone defined by type of application

Table 10: Applications used on the phone in the last 12 months 

– Surveys 3 and 4 (% of respondents)

Applications Survey 3 Survey 4

SMS 94 92

MMS 42 43

Web Browser 22 24

Email 22 20

Instant Messenger 7 10

Video Messenger 5 4

RSS 1 3

Chat 2 2

Blogging 1 1

Comments
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Use of the mobile phone defined by communication

Figure 22: Mobile phone usage – overall

Comments

Further analysis

Communication and gender

x 2

x 2
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x 2

x 2

x 2

Type of plan and gender

x 2

x 2

x 2

x 2

x 2

Each total by capped or not

capped [x 2

the plan was capped [x 2
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Breakdown of communication by different groups

Figure 23: Communication with family
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Figure 24: Communication with close friends

Figure 25: Communication with friends
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Figure 26: Communication with work colleagues

Figure 27: Communication with business contacts
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Private versus business communication

Figure 28: Private versus business communication

Comments
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Mobile Phone Purchasing Behaviour in Terms of 
Content and Information

This section provides insight into: 

Content purchased in the last 12 months

often not consciously going through the process of purchasing content but are using a range of services as part of 
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Further analysis

A significant relationship was found between content purchasing and age [x 2

Living status and content purchasing were found to be significantly related [x 2

capped or not [x 2


