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THE PROBLEM WITH ONLINE PANELS 

Nielsen Online gives misleading results because their sample doesn’t cover 

all Australians – an inexcusable error! 

In an average week, Australians spend 21.8 hours watching TV while only 9.5 hours on the Internet, 

making TV easily Australians’ favourite way to be entertained by the media, the authoritative Roy Morgan 

Research Single Source survey based on a representative Australia-wide sample of 21,846 people aged 14 and 

over shows. 

A HNielsen Online HF

1
F survey is wrong when it claims that Australians spend more time on the Internet than they do 

in front of TV – in an average week 13.7 hours on the Internet versus 13.3 hours in front of the TV.  See HThe 

Australian Financial ReviewH (March 31, 2008 – Page 53) and HThe Australian ITH (March 19, 2008) 

 

 

Analysis of Roy Morgan data by age shows all “age groups” spend more time in an average week watching TV 

(21.8 hours) than on the Internet (9.5 hours); even younger people, those aged 14-24 years, spend more time 

watching TV than on the Internet – 17.3 hours watching TV while 14.2 hours on the Internet. 

Only “Heavy” Internet users (8+ times per week) aged 14-24 years (1.332 million people - 7.8% of all 

Australians, aged 14 years and over) spend more time “Online” than they do watching TV – 22.8 hours online 

versus 15.5 hours watching TV. 

Roy Morgan Single Source covers a representative cross-section of Australians aged 14 plus – including “Heavy” 

(8+ times per week), “Medium” (1-7 times per week) and “Light” Internet users (less than once per week) and 

those people who “Never” use the Internet.  When the Roy Morgan data is analysed by “how often” people use the 

                                                 
1
 Figures released in HThe Australian Financial Review (March 31, 2008, Page 53)H and HThe Australian IT (March 19, 2008). 

HThe Nielsen Online result is from their Internet Panel – obviously the entire Nielsen sample of respondents use the Internet!  

Because Online Internet delivery can be slow, most people who join an Internet Panel have a Broadband connection and use 

the Internet ‘a lot’. This can result in very biased samples being surveyed, which is the case when the survey tries to measure 

Internet usage. 
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Internet in a week, it can be seen that even “Heavy” Internet users spend more time viewing TV, as detailed in the 

following table. 

All Australians Total Time TV Internet Radio Newspapers Magazines

(Hours pw ) (Hours pw ) (Hours pw ) (Hours pw ) (Hours pw ) (Hours pw )

All Australians 51.3 21.8 9.5 14.7 3.4 1.8

Aged 14-24 years 44.9 17.3 14.2 9.8 2.1 1.4

Aged 25-34 years 49.2 20.4 11.8 12.8 2.7 1.6

Aged 35-49 years 51.3 21.4 9.8 15.3 3.2 1.6

Aged 50-64 years 55.0 23.7 8.0 17.2 4.1 2.0

Aged 65+ 55.9 26.6 3.4 18.1 5.3 2.5

Heavy Internet Users 55.6 19.7 17.3 13.5 3.4 1.7

Heavy - Aged 14-24 50.6 15.5 22.8 8.6 2.3 1.4

Heavy - Aged 25-34 53.2 19.0 17.8 11.8 2.9 1.6

Heavy - Aged 35-49 56.0 20.4 15.9 14.8 3.3 1.6

Heavy - Aged 50-64 60.1 21.9 15.0 16.9 4.3 1.9

Heavy - Aged 65+ 62.2 24.4 13.5 16.8 5.3 2.2

Medium Internet users 50.0 21.7 8.1 15.1 3.3 1.7

Light Internet Users 45.5 23.3 1.9 15.2 3.2 1.9

Non-Internet users 49.3 26.2 Nil 16.6 4.2 2.3  

 

William Burlace, Roy Morgan Research Director of Media Services, says: 

“The Roy Morgan results highlight the importance of relying on survey data that is based on representative 

samples of the total Australian population.  This is crucial when large advertisers use research data to 

evaluate which media to use. Today these advertisers use data based on media research produced by 

companies such as Roy Morgan, ACNielsen and other research companies. The Internet is being used more 

often and by more people. However, to say the Internet is the Number One media for Australians (as 

reported in the AFR, Monday March 31, 2008) is just wrong!  

 “When advertisers make their media investment decision, it is imperative they have reliable and robust data 

that accurately reflect media consumption usage of their target consumers. Roy Morgan Single Source is the 

only data that allows this analysis in Australia. 

“It is clear that the Internet is becoming more and more a part of Australians’ lives, but TV is not a dead 

medium!  

“Australians spend more than twice the amount of time watching TV than they do Online – in an average 

week 21.8 hours versus 9.5 hours.”  

The above findings are from Roy Morgan Research Single Source which is based on an Australian-wide survey 

between January and December 2007 with 21,846 men and women aged 14 years and over. 

For further information: 

William Burlace – Director, Media Services at Roy Morgan Research – Ph: +61 3 9224 5288  


