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About CETIC.br and Internet Governance in Brazil
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Survey Process at CETIC.br
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ICT Households 2014
Objectives and Methodology

U Objective: Measuring ICT access at the brazilian households and use by
the population aged 10 years old or older.

O Data collection period: October 2014 until March 2015.

U Sample plan: multistage, stratified cluster sample, systematically selected
with probability proportional to size of population (PPS).

O Sample size: 19,211 interviews in 349 municipalities.

O Method of data collection: Face to face interviews with structured
questionnaire assited by tablets (CAPI).

U Methodological reference: Manual for Measuring ICT Access and Use by
Households and Individuals (ITU, 2014).
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Internet Users and type of device
Percentage of total population 10 or above, percentage of Internet users
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100 -
Groups of Internet users by o
. %
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The type of device for using

94 2 Internet impacts the activities
. 1 carried out online, specially
million Internet users those that are more complex
Internet User: person that has used the Internet in the 3 Devices: Computer is collected as desktop,
months that precede the interview notebook and tablet, and aggregated. Other types

of devices include TV and videogame consoles

E-commerce activities
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ICT Enterprises 2014
Objectives and Methodology

Objective: Measuring ownership and use of ICT in Brazilian enterprises with 10 or
more employed persons from 11 selected market segments.

Data collection period: September 2014 until March 2015.

Source of information and sample size: survey frame designed and selected using
the registry of all formally stablished enterprises in the country, mantained by the
Brazilian Statistics and Geografy Institute (IBGE). For this edition, 7,198 enterprises
were interviewed.

Method of data collection: Telephone interviews with structured questionnaire
(CATI).

Procedures for identifying ideal respondent: whenever possible, the IT manager
was sought as the respondent for the whole questionnaire. For Large enterprises only,
(250 or more employed persons) a second respondent from administrative area was
sought for part of the questionnaire.

Methodological reference: Manual for the Production of Statistics on the Information
Economy (UNCTAD, 2009).
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Enterprises with a Website
Proportion of enterprises with Internet access, by size and region
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Information and Communication

had the highest proportion of
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among ISIC sectors surveyed

enterprises with websites (92%)
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Resources available at the Website
Proportion of enterprises with websites

Resources available at the website %
Institutional information about the enterprise 97
Products and services catalog 73
Customer support 42
Customization of products and services for customers 32
Price list 21
System for placing orders or shopping carts 20
Online payment 17
Other resources 9
Websites are often providing basic On the other hand, they rarely
information about enterprises and explore possibilities for transactions
its products and services. and interactions with customers
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Websites vs Social Networks
Proportion of enterprises with Internet access, by size

100%

14 B Doens't know or didn't answer one of the
questions
80%
M Have neither Website nor Social Network
60%
o Have no Website but have Social Network
26
40%
B Have Website but have no Social Network
20%
£ 31
M Have both Website and Social Network
0%

Total 10to 49 50 to 249 250 or more

Social Network profiles act more
often as a complementary form of

presence, rather than substitute

25% of brazilian enterprises have
no presence on the Internet at all
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Enterprises with Social Networking Profiles
Proportion of enterprises with Internet access, by market segment
Market Segment (ISIC 4.0) %
Information and Communication 73
Accomodation and food service activities 60
Arts, entertainment and recreation; other service activities 57
Wholesale and retail trade; repair of motor vehicles and motorcycles 46
Real estate activities; professional, scientific and technical activities;
administrative and support service activities 45
Manufacturing 42
Construction 31
Trasportation and storage 27
Total Enterprises 45
Having social networking profiles The activities carried out allow for
varies considerably among market more customer interaction and
segments surveyed advertising, but not sales or orders
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Enterprises buying and selling using the Internet
Proportion of enterprises with Internet access
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Question covers all kinds of Information and Communication had
channels, and does not require the the highest proportion of enterprises
transaction to be completed online selling online (34%)
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Other ecommerce indicators on enterprises
Type of channel for selling and Main reason for not selling online

Total enterprises by type of channel for

selling online % )
; Type of channel underlines how
E-mail 16 . .
Enterprise Website 12 websites and social networks
ial N K communicate and interact while
Sl LGS . 6 offering low levels of transactions
Collective buying websites 4
Other channels 2

Enterprises not selling online by main

ke DR N CHA AR Main reason for not selling online

Enterprise products not suitable for online sales 40 , -
Preference for the current business model 16 are Ofte_n associated with a
Lack of qualified personnel to develop and maintain perceptlon on the role of the
the website 9 Internet for the product, market
High development and maintenance costs 8 and business model

Other reasons (8 different stimulated items) 20

Doesn't know or didn't answer 1
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Final thoughts

Q Financial indicators

v Both household and enterprises surveys at CETIC.br are not
collecting any financial information related to e-commerce

v Users often report demand for it, though household survey have
questionnaire limitations while enterprises survey have limitations
such as level of information and willingness by the respondent

Q Issues with the indicator on categories of customers (B2B, B2C, B2G)
v CETIC.br collected this indicator until 2011

v Lack of information available for the respondent (IT area, or
administrative area in case of large enterprises)

Comprehension of response categories

Quality of information collected as a percentage
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