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INTRODUCTION

SURVEY BACKGROUND

The Internet Users Survey (IUS) is a series of purpose - built surveys conducted
by the Malaysian Communications and Multimedia Commission (MCMC). Since

2012, it replaced the Household Use of the Internet Use Survey (HUIS) to

cater the paradigm shift of Internet use in Malaysia. The strategic intent of

the survey is to

1. estimate the percentage of In ternet users in the country;

2. monitor digital divides among users;

3. study the attitude  and beha viour of users towards Internet use ; and
4

identify the recent trends in Internet use.

The survey findings would gauge traBonaduntry 0 s
Communications Technology (ICT). Thus, it serves as a barometer to relevant

stakeholders to carry out enhancement measures.

SURVEY OBJECTIVE AND SCOPES

The Internet Users Survey 2016 ( IUS201 6) main objective was to collect data
for the compilation of descriptive statistics pertaining to access of the Internet

by individuals living in Malaysia.

In particular, this survey was accentuated at several areas pertaining to

current trends which involv e:

1. patterns of getting information among users and non -users;
2. emergence of new online activities;

3. exhaustive use of social networking f rom frequency to societal issues ;



4. adoption of users to access public services via Internet;
5. use and non -use of online fi nancial management; and

6. e-commerce experience from the perspective of consumers.

A preliminary survey was conducted prior to 1US201 6 to gather supporting
information mainly focusing on general Internet usage covering access places,
devices, duration, trust and importance. The findings from this survey are

used to complement the prior survey

The definition  of ter minologies adopted in this survey are based on

international standards and existing frameworks.

METHODOLOGY

The sample population was drawn from the main users of hand phones with
Mobile Station International Subscriber Directory Number (MSISDN) identical

to randomly generated numbers

The survey adopted  confidence level of 95% and precision of £2% for Internet
users while £5% for non  -users. There was only one stage of sample selection

as the survey adopted a simple random sample (SRS) approach. Sampling

was done across networks with probability proportional to size of the networks

in terms of subscriptions.

The survey was canvassed usin g a Computer Ass isted Telephone Interview
system operating out of MCMC CATI Centre in Cyberjaya andt he questionnaire

was also administered by CATI.

Fieldwork for this survey started on 24 October 2 015 and ended on 15 January
2016 . The survey reached to a sample of 2,402 Internet users and 385 non -
users.



ANALYSIS

Data quality check was administered throughout the survey fieldwork and
upon its completion. Next, basic frequency count was computed to assess the
results pattern. Cross  -tabulation was imposed between relevant indicators to
identify significant relationships that would deduce meaningful inferences

pertinent to the objectives.

Important findings are featured in the form of a report complemented by
supporting chartsandta  bles for the convenience of fellow readers. Time series
analysis was established in demographics and socio -economic tracking whilst
the findings on current trends were analysed against evolutions that took

place around the world. Information from external sources are included as

supplementary data to support any discoveries.

Finally, full results of the survey are appended in the form of percentage
tables at the end of the report.
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EXECUTIVE SUMMARY

The Internet Users Survey 201 6 (lUS201 6) interviewed a total of 2 ,787

respondents (2 ,402 Internet users and 385 non -users) through Computer

Assisted Telephone Interview (CATI) system . The survey sourced on selected
key variables vital to the industry . The variables spanned place of access,
access devic e, purpose of Internet access, social networking,  online banking,

online shopping and others.

The survey draws attention to the following demographics and key variables

covered by the data.

1 Older age group reporting a lower rate of Internet use . The mean
age of users (32.4 years old) and non -users (50.7 years old) showed
increment compared to 2014 (users: 31.1; non  -users: 46.4).

1 Smartphone is the most popular device for people to access the
Internet (89.3%) while the percentage of smartphone ownership

among Internet users rose from 74.3% in 2014 to 90.7% in 2015.

1 Mobile broadband is the most preferred choice of Internet access
In 2015, 87.3% of Internet users used mobile broadband to go online
(2013:64.3%). The on-the -go users grew significantly by 20.4% (2015:
85.5% an d 2014:65.1%).

1 OTT communications lead online activities. 92.7% Internet users
used OTT messaging services to communicate and majority (90.4%) of

Internet users obtain information via instant messaging.

1 Internet users have an av erage of four social media accounts.

80.0% of Internet users have visited social media sites, of those , 96.5%



owned a Facebook account . An | nternet user spends  average of arou nd

four hours per day on social media sites.

1 59.0% of Internet users visited the government official website
The government official websites we re commonly accessed by the public

for job (70.0%) and education (65.5%) opportunities.

1 Internet users we re prudentoveronline financial activities as the
adoption of e -banking (36.2 %) and online shopping (35.3%) were
stationary for the past years. Security issues and their hesitance tolearn
complex systems were users dconcern s. Overall, as many as eight out of
ten online shoppers enjoyed the delightful experience and rated highly

on t he efficacy of e -commerce.

1 The adoption of seamless data transfer via cloud storage was also
identified in a small group of users (12.9%). On top of that, the

acceptance of smart home among users was welcoming (45.5%).

The survey reveals that Malaysians are savvy in multitasking with several
devices by accessing through various platforms and the Internet is commonly

used i n administration, communication, business and security. Therefore
responsible parties should play a positive role in  increasing the awareness and

adoption of new ICT among Malaysians.



MAIN FINDINGS

INTERNET USE AND NON -USE

The percentage of Internet users in 2015 showed a remarkable increase of
11.0 points (2015: 77.6% and 2014: 66.6%) makin g the online community
from two -third to three -fourth of the entire national population. The number
of Internet wusers in 2015 was approximately 24. 1 million (or 77.6% of all

inhabitants in Malaysia) *.

Among non -users, 13.2% were ex -users while 86.8%  exclusively never used
the Internet . The distribution of non-users comprised of 4.4% of pre-teens
and teens, 57.0%  of adults below 50 yea rs old and the remaining 38.5% we re
seniors. The mean age of non  -users was 50.7 years old, an increase of 4.3

years compared to 2014. This shows that more seniors are using the Internet

The Internet is often characterised by its capability to provide a wide variety

of information to the users. Nevertheless, non-users found that instead of the
Internet , they could rely on conventional source s of i nformation such as TV
(75.6%), people around them (55.1%), printed media (54.0 %), radio
(46.0%) , etc. The non -users were likely to seek information from  only one
source (30.1%) .

In 2014, respondents ran  ked the absence of device at sixth place out of ten
non -use reasons. However,i n 2015 it was found that 97.4% of Internet non -
users own ed at least one device capable to connect to the Internet . It further
justified that the absence of device was not among the top reasons for non -
use. Lack of confidence or skills, lack of interest, not enough time, absence of

Internet access and cost still prevail  ed.

1 For the purpose of the survey, one was considered an Internet user if one accessed the
Internet at least once in the past three months.
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PROFILING THE INTERNET USERS

The Internet Users Survey 201 6 determined an estimation of 24.1 million

Internet users in Malaysia in 2015.

Characteristic User
Base

Population

Base *

Gap

Nationality and Ethnicity

Malaysian 92.9 92.1 +0.8
Malay 67.6 55.1 | +125
Other Bumiputra 12.0 12.0 0.0
Chinese 13.1 23.7 -12.6
Indian 6.7 6.6 +0.1
Others 0.5 0.9 -0.4

Non - Malaysian 7.1 7.9 -0.8

Gender

Male 59.4 51.3 +8.1

Female 40.6 48.7 -8.1

Broad Age Group

Pre-teens and Teens (up to 19) 15.5 34.3 | -18.8

Adults (20 -49) 76.1 47.2 | +28.9

Seniors (50 and above) 8.4 185 | -10.1

Residence

Urban 62.1 743 | -12.2

Rural 37.9 25.7 | +12.2

States **

Northern Region 20.2 21.2 -1.0

Central Region 33.6 29.0 +4.6
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Southern Region 13.6 14.5 -0.9

East Coast Region 16.4 14.7 +1.7

Eastern Region 16.2 20.6 -4.4

Educational Level R

Tertiary 35.1 12.8 | +22.3

Post-secondary 7.9 6.9 +1.0
Secondary 45.9 52.9 -7.0
Primary 11.0 275 | -16.5

Table 1: Internet users profile against national population statistics

*source: Population and Housing Census of Malaysia 2010

** Northern Region includes Kedah, Perak, Perlis and Pulau Pinang; Central Region
includes Negeri Sembilan, Selangor, W.P. Kuala Lumpur and W.P. Putrajaya; Southern
Region includes Johor and Melaka; East Coast Region includes Kelantan, Pahang and
Terengganu; Eastern Region includes Sabah, Sarawak and W.P. Labuan

*** | ndividuals who received formal education only

DEMOGRAPHICS

The Internet users were distributed in proportionate to the national population
statistics in terms of nationality and states . The distribution of g ender, age
group and u rban -rural dissection , however , showed disparity against the

nat ional population statistics

States

Connectivity is available nationwide with equal opportunity for all inhabitants
to access the Internet . The survey recognised that the distribution of Internet
users is proportionate to the population distribution across the country as

shown in Figure 1 .
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Figure 1: Percentage distribution of Internet users by state of residence compared
with national projected population base , in bracket

*includes W.P. Putrajaya ; **includes W.P. Labuan

Ethnicity

There were 67.6% Malay respondents followed by 13.1% Chinese. This is
reflective of national distribution . The composition of ethnic of Internet users

in Malaysia is shown in Figure 2.
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70.0% 66.6% 67.0% 67.6%

60.0% 58.1%
50.0%
40.0%
30.0%
22.1%
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13.1%
' 6.3% T — 6.7%
0.0%
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Figure 2: Percentage distribution of Internet users by ethnicity from 2012 to 2015

Gender

Male users remain ed prevalent among Internet users in 2015. In ev ery five
Internet users, there were  at least three men  (59.4%) . It was also revealed
that women were slightly more engaged with the ir Internet in terms of

intensity of use.

- Female and male users  had almost equal length of Internet experience
at 3.8y ears and 3.6 years respectively.
- On average, female users accessed the Internet for 19.1 hours weekly

while men access ed for 18.6 hours.
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- Comparing the places of access by Internet users, more women were
accessing the Internet at home while more men we re accessing the

Internet at place of work

Place of Access Female Male
Home 63.6% 59.1%
Place of Work 41.5% 49.5%

Table 2: Internet users by gender and place of access

Interms of online activities, it was found that women appear to be savvier in

get ting things done online:

- Comparedtothe Internet users withinthe same cohort, there were 44.9%
women who shop online  compared to only 28.7% men
, 40.0% said that they

performed online b anking comparedto only 33.4% of men.

- Among w omen who access ed the Internet

- Access to social networking among Internet users show ed that women
had adoption rate of 81.0% while men 78.4% .

- Women seek for information via the Internet more than men did. It wa S
recorded that 91.4% online women and 89.3% online men accessed the

Internet to obtain information

Age Group

The adopti on rate amongst Internet userswa s decreasing asthe range of age
ascends . However, the average age of Internet users (32.4 years old) and
non -users (50.7 years old) showed increment compared to 2014 data which

significantly indicate  d that higherage group are join ing the online community.

15
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Figure 3: Bar chart T Percentage distribution of Internet users and non-users by age

group; Line graph 1 Adoption rate of Internet users by age group

In terms of Internet experience, 31. 9% of Internet users were connected as
early as five years o Id. Comparing to the respective broad age group, the
average years of Internet experience for pre -teens andteens (upto19) was
2.8 years, adults (20 -49) at 3.8 years while seniors (50 and above) at 4.1

years.
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Urban -rural Dissection

There were 62.1% Internet users who claimed that they were from the urban
area while 37.9% said that they were from the rural area. Meanwhile, t he

DOSM found that the ratio of urban against rural in Malaysia was 74 .3:25.7 2.

Rural
37.9%

Figure 4: Percentage distribution of Internet users by urban -rural dissection

SOCIO-ECONOMICS

Two key measure s of the soc io-economics of Internet users we re the

educational attainment and income disparity. The survey identifie s that
educated individuals wer e more likely to use the Internet than those who
received lesser formal educati on while those who earned more were likely to

use more than one online device s.

2 Mid-year population estimates based on P opulation and Housing Census of Malaysia 2010

17



Educational Attainment

Educational attainment appeared to be a significant indicator to access the
Internet . In Malaysia , Internet users were largely educated to atleast upper
secondary level (66.1%) . Meanwhile , among 18.9% respondents who were
still studying , 60.8% of them were already attending college or university.

However, the absence of formal education among 1.0% of respondents did

not hinder them from accessing the Internet

Looking atthe average hours spent online , the frequency increase  d alongside
the level of educational a ttainment among individuals who received formal

education. More interestingly, individuals who had never received formal

education spent an average of 17.9 hours in a week online, higher than

respondents educated up to secondary (16.9 hours) and primary (1 5.6 hours)

levels .

School -goers spent the most time online. On average, a student spen t three
hours in a day to access the Internet . In addition, 94.7% claimed that they

used the Internet for study purposes.

18
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Figure 5: Bar chart T Percentage distribution of Internet users by highest educational
attainment ; Line graph 1 Average hours spent in a week by Internet users by

educational attainment
*Upper Secondary: SPM/SPVM/Sijil 4 Thanawi/SMA; Lower Secondary: PT3/PMR/UEC -Junior

Middle Three
** Primary school level includes respondents with partial lower secondary school attainment

In an effortto bridge the digital divide , MCMC under the National Broadband
Initiative s (NBI) has set up 1Malaysia Internet Centre or Pusat Internet
1Malaysia (PI1M) where they act as a one -stop technology centre for nearby

residents to access the Internet , participate in ICT classes and use the ICT

19



facilities . These effort s have benefit ed those in the rural areas , especially

students .

Income Disparity

Respondent s from all income categories had a fair share of opportunity to go
online. There was no significant digital divide in terms of inco me level. Most

Internet users ca me from the income group of RM1,000 i RM3,000.

Above RM5,000 |,
7.1%

RM1,000 -
RM3,000 , 33.2%

RM1,000 and
below , 15.5%

Figure 6: Percentage distribution of Internet users by income group

Additionally, the costto get connectedwa s notamajor contributing factor  for
non-users of Internet . Amongst the non -use factors identified over the years ,

cost of connection has been less significant to defer someone from using the

Internet .
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Cost too high 2013 2014

No 86.7% 80.9% 86.3% 89.0%
Yes 13.3% 19.1% 13.7% 11.0%
Table 3: Percentage of non-users who said that the high cost of Internet connection

is one of the reasons they do not go online

However , it was evident that device usage increases with the rise of income
bracket. The survey found that Internet users from higher income level tend

to access the Internet through multiple  devices.

Above RM5,000 15.3% 84.7%

RM3,000 - RM5,000 22.1% 77.9%

RM1,000 - RM3,000 40.8% 59.2%
RM1,000 and below 55.4% 44.6%
Dependent 35.0% 65.0%
B One Device Only B More than One Devices
Figure 7: Percentage of Internet users with one or more than one device to access to

the Internet by income level



TRENDS

In this section, the technology environment was assessed to identify the
emergence of new gadgets and online activities. Focus was also placed on
selected online activities such as social networking , Internet banking and

government online services.

ICT @ Work

Information technology has changed the way we work. Corporate and
education hubs put in effort s to equip existing and f  uture workforce with ICT
skills . 38.9% of Internet users said that their profession d oes not require any
ICT skills whilst  43.2% claimed that they  required minimum ICT skills (using
a computer or software to save, protect, edit, process, transfer and retrieve

information ). Only 17.9% required proficiency in IT knowledge.

ICT technical
skills
17.9%

ICT usage skills
43.2%

Figure 8: Percentage of Internet users by the level of ICT skills required at work
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Technology Device
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Figure 9: Bar chart 1 Percentage of Internet users and non -users by ownership of
Internet accessible devices; Line graph 1 Percentage of device used by Internet users
to access the Internet
Smartphones were the most commonly owned Internet access device among
all Internet users in Malaysia. The per centage of smartphone ownership rose
from 74.3% in 2014 to 90.7% in 2015. Similarly, take -up of tabletand s mart
TV continue to increase over the past three years, with 35.4% of Internet
users having tablets, and one quarter of them (25.7%) have smart TV.
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Ownership of netbook/notebook/laptop (59.2%) and feature phone  (58.7%)

by users w ere almost equal .

While smartphone remained the most popular mean s for people to access the
Internet  (89.3%), 46 .0% said they used netbook/notebook/laptop to go
online as well . This is followe d by PC/Desktop (30.3%), tablet (24.8%),

feature phone (15.8%), smart TV (5.1%) and game console (2.7%)

regardless of device ownership

Alt hough equipped with Internet connectivity, at least ten -percent of Smar t
TV were left unconnected. While 4.2% Internet users relied on TV streaming

box to connect their non -smart TV tothe Internet .

For non -users, they also owned Internet -enabled devices but solely for offline

purposes. Only 2.6% ofnon  -usersd id nothave any Internet accessible device

Most P referred Internet Access: Technology and Place

As shown in Figure 10, mobile broadband was the most preferred choice of
Internet access among Malaysian s. Thiswas reflected by a23%increase from
64.3% (2013) to 87.3% (2015) . The percentage of accessing Internet via
ADSL fell by 7.8% to 21.1%, while home fibre technology increase by 4.5%
to 17.7% over the same period. The main reason for the decline in A DSL was
due to Internet u s e rndEgéat ion to a higher bandwidth connection speeds.
More than half (59.6%) of Internet users used free Wi-Fi to go online |,
accounted more than double of those who used fixed broadband (21.1% of
ADSL and 17.7% of home f ibre subscriptions) . Technology advancement like
faster speeds and larger data allowances suggested that mobile broadband is

a viable alternative to fixed broadband services.
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87.3%

59.6%

28.9%

17.7%
13.2%

6.6% 6.7%

4.7%
Mobile Free WiFi* ADSL Home Fibre WIMAX Don't Know

Broadband

m 2013 m2015

Figure 10: Percentage of Internet users by the type of Internet access in 2013 and
2015
*Free Wi -Fiwas excluded inthe 2013 questionnaire

Looking at the trend by places of Internet access (Table 4), o n-the -go users
grew significantly by 20.4% from 2014 to 2015. Similarly, users using free
Wi-Fi anywhere and users accessing Internet a't another personods
increased by 10.7%  and 9.1% respectively over the same period. This was
mainly due to free connec tion and at the same time save one

consumption.

Commercial Internet centres collect a fee from its patrons to access the
Internet . There were 37.3% of Internet users who frequented these places
like cybercafé s that provide fully networked gaming session which could be

hardly set -up elsewhere. The percentage of users visit ing public Internet
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centres such as PI1M and public libraries also increased at an encouraging

pace in the past two years.
charge its patrons.
to 20.2%

On the down trend, home users started to decline while connectivity at place

of work plateau.

Although Internet access at p

from 17.2% in 2014, it

These facilities imposed a minim

al fee or do not

lace of education increased

still remained the least preferred place.

2012 2013 2014 AONRS) TREND
On -the -go (have mobile

24.3% 22.0% 65.1% 85.5% __II
broadband )
Free Wi -Fi anywhere 22.8% 31.0% 50.6% 61.3% _-ll
Home 63.1% | 73.9% | 73.0% | 61.0% | _[HN_
Place of work 34.8% | 36.7% | 46.6% | 46.0% | _ NN
Anot her person{({ 53% 5.9% 32.1% | 41.2% __II
Commercial  centres 18.6% 10.8% 29.3% | 37.3% | m_Hl
Community  centres 1.8% 2.6% 19.4% 30.0% __II
Place of education 56% | 135% | 17.2% | 202% | _mMllll
Other locations 14% | 05% | 02% | 01% |Ma__
Table 4: Percentage of Internet users by places of access in 2012 T 2015
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What do Netizens Do Online?

The Internet has transformed the ways in which people communicate. On
average, users spent 18.8 2 hours online in a week, equivalent to 2.7 hours in

a day. This was more than the average hours spent by users watching TV (2.5
hours) in 2014.

Over -the-top (OTT) messaging services , providing the instant chatting
experience anytime and anywhere Is show ing an increasing trend . Nine in ten
(92.7% ) Internet wusers used OTT to communicate with friends and family.
Apart from texting, the use of  Internet telephony services was consistently on

the rise reaching  up to 39.1% of users, increased by 4.9% from 2014.

The Internet remain ed as an important source  of information for 90.1% users
while 80.2% said they were 0 h o o kam do@ial media . For leisure activities,
streaming video or watch ing online TV was preferred by 70.9% of users
followed by listening to music  (64.2%) , download ing music orvideo (57.4%) ,

read ing e-publications (50.1%) and play ing computer games (43.7%).

In addition to entertainment, the Internet also provided convenience to
students and educators to have virt ual group discussion, conduct research,

find reference material , etc. As such, about two -third ( 67.5% ) of Internet
users used Internet as a study space (not restricted to  students who

contributed to 18.9% of user base ).

3 Hour spent online in a week was with maximum cap at 42 hours for the computation of
mean .
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Communication by text
Getting information
Visit social networking sites
Stream video/Watch TV
Study
Listen to music
Government services
Download free music/video
Read e-publication
Play computer games
Internet telephony
Online job application
Internet banking
Shopping/reservation
Maintain blogs/homepages
Selling goods/services
Stock trading
Entertainment
General communication

Other online activities

Figure 11: Percentage of

Internet

I 02 79%
I  00.1%
I 30.0%
I 70.9%
I 67.5%
I 64.2%
I 50.0%
I 57.4%
I 50.1%
I 43.7%

I 30.1%

I  36.8%

I 36.2%

I  35.3%

I 20.0%

I 18.9%

Bl 4.9%

B 2.0%

1 0.8% ¥ Leisure activities

1 1.0%

users by online activities

The survey also assessed on how the Internet transformed the way

government and citizens interact.
to the public services through the

users found that it was convenient to apply for jobs online.

There were 59.0% userswho got connected

Internet . Meanwhile, 36.8% of Internet

From the e -

commerce perspective, although the percentage of users who did online |

28



shopping has reduced by 2.7% , the Internet banking activities increased by

1.1 % in comparison to the previous year.

Online Activities

Getting information 88.2% 90.1%
Visit social networking sites 87.1% 80. 0%
Government services 60.4% 59.0%
Internet  banking 35.1%* 36.2%
Shopping/reservation 38.0% 35.3%

Table 5: Percentage of Internet users by selected online activities in 2014 and 2015

*Internet banki ng was included i n apurposadfclinteret asetniUgi t i esd as
2014

Ingeneral,t he Internet use was somewhat shaped by the wus
towardsthe Internet .l|twas found that45.6% trusted the Internet whilst 38.5%

felt other wise. The remaining 15.9% were neutral.

7.8% 15.9% 28.8%

Completely N Do not trust at all
trust

Figure 12: Percentage of Internet users by level of trust in the Internet
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I nformation is power

The survey found that nine out of ten Internet users go online to get
information they needed. These information seekers also relied on other
sources , such as people around them (75.0%), TV (67.0%), printed media
(65.9%) and radio (50.7%). Only 0.1% claimed thatthey  did not haveto find
any information at all. The Internet has transformed how people search for
information, shift ing the culture from passive information receiver to active

information seeker.

0.4% 0.1%
Internet People Television Printed Radio Others None
around you media
Figure 13: Percentage of Internet users by types of information source s

Meanwhile, r esorting to only one source of information could be unwise in this

age of information technology. It was observed thatm ost Internet users were
vigilant by having multiple i nformation sources incomparison to the non -users,
who se tendency for the number of information sources was relatively limited .

Amongst non -users with only one information source (30.1%), most of them

obtained information from TV contents (42.2%) .
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Users 12.7%

Non-Users 213% 30.1% 3.69

Number of information sources

I'None M1 M2 W3 W4 EW5

Figure 14: Percentage of users and non -users by number of information sources

Among users who regarded the Internet as the source of information , 90.4%
claimed that the information was obtained from instant messaging.
Information searched via search engine appeared to be secondary at 87.2%,
followed by information obtained from the social media (86.9%), online video

(69.5%), news portal (65.5%) and online forum (24.0%).
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Instant messaging

Search engine

Social media

Online video

News

Forum

Others

Figure 15: Percentage of Internet users who getinformation via Internet by types of
portal

Number of portal types to get information via Internet

1 2 3 H4 H5 ® More than 6 I

Figure 16: Percentage of Internet usersby numberof portal visitedto getinformation
via Internet

In getting information online , users were more  selective of the source. On
average, users obtained information from only four types of portals , While
one-third of Internet users obtained inputs from as many as five types of

online portals.
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Social Networking

Facebook

WeChat Moments

Instagram

YouTube

Google+

Twitter

LINE Timeline

LinkedIn

Myspace

Pinterest

Tumblr

Frequency of accessing the social networking sites

Daily Occasionally

B \Weekly ®Monthly ®Never

H No Account

Figure 17: Distribution of  Internet users who accessed the social networking sites by

frequency

Eightinten Internet users (80. 0%) visited s ocial media sites, of those 96.5%

claimed that they owned a Facebook

account .

Half of them

accessed their

w

3



accounts on a daily basis . This is followed by = WeChat Moments with 6  0.2%
account ownership  and 31.7% daily visitors. About 46.0% of Internet users
have Instagram  account and 42.1% of YouTube account users. On the
contrary, social media that required some literacy skills such as Twitter and

Linkedln accounted for less than one third of users .

On average, one user registere d for four types of social media account
However , 60.0% of them thought that each person should own only one
account forany social media. In terms of the usage frequency in a day, these
social media followers were mostly co nnected for four hours or less . There
were 4.1% users who browsed the soc ial media for more than twelve hours in

a day.

1-4 hours ,
41.6%

4-8 hours ,
11.1%

8-12 hours
3.1%

More than 12
hours , 4.1%

Figure 18: Percentage of social media users by the length of time spent for online
social networking in a day

As mentioned in the previous section, majority of Internet users also used
social media as their preferred sou rce of information . Of late, it has become
one of the active platforms for fundraising efforts beside s being used as a
source of information . The survey found that 18.6% of social media users used

it to contribute while  the remaining 81.4% were cautious.
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Used to donate

to fundraising in

social media
18.6%

Figure 19: Percentage of social media users who used it to donate to any fundraising
efforts on social media

The communication thattook place via social media generally revolve d among

close acquaintances such as family, friends and co -workers. Apart from that
one quarter of social media users did not mind befriending a stranger on social
media.

Communication

via Social Media

Friends 4.4% 38.3% 22.0% 35.4%

Family / Relatives 9.3% 36.2% 18.3% 36.2%
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30.3% 21.5% 15.1% 33.0%

Co-workers
Other
acquaintances 28.8% 6.4% 8.2% 56.6%
Strangers /
People you do not
76.0% 0.6% 0.9% 22.5%

already know

Figure 20: Percentage of social media users by whom they communicated with and
the frequency intervals

MCMC through KIlik Dengan Bijak (KDB) campaign promotes positive use of

Internet including safety us age such as sharing information online, especially
those related to privacy . Figure 21 showed 85.0% of users shared their own
photos over the social media. Both contact number and home location were

treated somewhat confidential with  only 38.3% and 38.1% of u sers shared
this information.  Meanwhile, 18.3% users shared their political views online .
On average, users had four types of social media accounts, however only 20.1%

linked these accounts.
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Photo of yourself 85.0%

Relationship status 48.6%

Contact number

38.3%

Home location 38.1%

Link to other social

. 20.1%
media accounts

Political views

18.3%

Others

None of the above

| ] [ |
- =
'\, w

o
X >

Figure 21: Percentage of social media users by types of personal information shared
on social media

The social media also continuously enhanced their security features by

introducing applications that could allow users to protect their database. About

60.0% of users set up their privacy level and performed housekeeping
activities in their n eHalivof Isdcial media tisers wared s 6 | i st
cautious over the location information while posting any content onto their

account. Photo tagged by a friend was another way to enable stranger to tr ack

oneds | ootwithstamdimg their accountdés privacy setting.
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used to remove themselves from ph oto tagging while 39.3% have delete d

ot hersé comment on their profile.

0
60.4% 58.7%

50.3%

45.8%

39.3%

Set up the Delete people Post updates, Remove own Delete comments
privacy level of from network or comments, name from that others have
account f ri ends @hotos os Mideos photos that have made on one's
that include been tagged to profile
location identify oneself
Figure 22: Percentage of social media users by social media activities to safeguard

private information

Connecting to  Public Services

Figure 23 showed that 59.0% of Internet users visited the government official
website s, of those 17.8% knew how to access the se websites directly.
Surprisingly, 30.2% of Internet users neither visited government official
websites nor obtained information on government services from any other

online platform.
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® Did not use other
online platforms to
connect to public
services online

B Used other online
platforms to connect
to public services
online

59.0% 41 .0%
Visited government official Did not visit government official
websites websites

Figure 23: Percentage of Internet usersby their experience with online public services
through official websites or other online platforms

Among those who visited government  official websites , 70.0% of them were
searching for job vacancy in the public sectors while 65.5% were looking for
education opportunity including admission, financial aid, programme structure,

etc. Despite having at least 67.7% of  Internet users in the working group

category , less than half (30.4%) were using the online income tax service s.
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Job vacancy 70.0%

Tax/Duties _ 30.4%

Complaint

Business registration and license - 18.5%

Immigration and visa - 14.7%

Investment

Tender . 6.4%
General Information I 2.9%
Public welfare I 2.8%

Summon I 2.0%

Figure 24: Percentage of Internet users by the types of public services they engaged
with government through the official websites



In an effort to deliver better services to the rakyat , t he government has
introduced various online services. As such, 18.5% of Internet users engaged

on online business registration and license application , 18.1% of users used
online gateway to  submit complaints to government bodies and 14.7% used

online immigration services.

On the other hand, Internet users also visited the government websites for
investment (13.0% ) and tender purposes (6.4% ). Amon g other purpose s of
visiting official portals were to obtain general information (2.9%), public

welfare enquiries (2.8%) and summon s issued (2.0%).

Figure 2 5 showed the percentage of Internet users who sought information
from social media  (69.6%) surpassed those who visited official websites
(59.0%) . Likewise, government i nformation also circulated via instant
messaging (56.1%) , e-mails (39.4%) and blogs (37.3%) .One -quarter ofthe

users also access ed to online video platforms.

69.6%
56.1%
39.4% 37.3%
24.9%
Social Instant e-mail Blogs Online videos
networking sites messaging

Figure 25: Percentage of Internet users by types of other online platforms they used
to get government information

41



Internet  Banking

The survey revealed that only 36.2%
of Internet users wused e-banking
facilit ies, while another 62.1% of
users had never performed online

transactions. Also, 1.7% Internet
users had stopped from  performing
online transaction . This was largely

due to the security issues or preference towards conventional banking

transaction

Amongst current Internet banking users, one quarter (25.3%) were fairly new
users with experience  of less than a year an d almost one third (31.9%) had
been using Internet banking between one to three years. The average users

were having at least three years of Internet banking  experience.

Never use Current users
62.1% _ 36.2%

More than 5
years

One year or 23.1%

lesser

25.3%

S Stopped using
1.7%

Figure 26: Percentage of Internet users by online banking usage and percentage of
e-banking experience of current users
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