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Introduction
Digital media platforms are fundamental to how Australians communicate and live their daily lives. To better represent the consumer voice, the Australian Communications Consumer Action Network (ACCAN) conducted a survey to find out more about what Australians expect from digital platforms. We would like to share three key findings. Many people:
1. find it difficult to change their privacy and safety settings of websites and apps.
2. think that digital platforms need to do more to protect users from scams.
3. want more interoperability and data portability to give them more choice between the digital platforms they use.
ACCAN found that people who tend to be more digitally excluded,[footnoteRef:2] such as older Australians, Australians on lower incomes and rural, regional and remote Australians, were especially likely to be concerned by issues around privacy, safety and choice. The following research snapshot illustrates that more needs to be done to make all consumers confident online. [2:  Thomas, J., et al. 2021. Australian Digital Inclusion Index: 2021. Melbourne: RMIT, Swinburne University of Technology, and Telstra. Available at: https://www.digitalinclusionindex.org.au/download-reports/ ] 

Background
Australians spend an average of two hours a day using social media platforms.[footnoteRef:3] Digital platforms provide Australians with a range of benefits, allowing us to stay in touch with friends and family, engage with public debate, find interesting content, and stay informed on the latest news. Examples of popular platforms include Facebook, Twitter, YouTube, TikTok, eBay, Uber and Airbnb. [3:  We Are Social 2022. DIGITAL 2022 AUSTRALIA: ONLINE LIKE NEVER BEFORE. Available at: https://wearesocial.com/au/blog/2022/02/digital-2022-australia-online-like-never-before/] 

The benefits of digital platforms have also come with concerns from the public. Digital platforms collect large amounts of data and intrude on consumers’ sense of privacy. Consumers are expected to read and understand lengthy terms of service and take proactive steps to individually manage their safety and privacy settings. The popularity of digital platforms has been accompanied by a growth in bad actors who relentlessly attempt to scam people and produce low-quality and untrustworthy apps. Digital platforms have claimed that they are neutral intermediaries and have limited responsibility for distributing misleading and deceptive advertising.[footnoteRef:4]  [4:  Kemp, K, 2022. The ACCC is suing Meta for celebrity crypto scam ads on Facebook. Here’s why the tech giant could be found liable. Available at: https://theconversation.com/the-accc-is-suing-meta-for-celebrity-crypto-scam-ads-on-facebook-heres-why-the-tech-giant-could-be-found-liable-179655 ] 

While there is plenty of news of different platforms and novel features, for the most part digital platform markets are highly concentrated around a few key companies. When companies have market power, they are less incentivised to innovate or respond to consumers’ needs because they face less competition. The Australian Competition and Consumer Commission (ACCC) is investigating ways to temper the market power of digital platforms, but consumers still lack the ability to access basic competition features such as the ability to easily switch their social media accounts between providers or move items like photo libraries or music playlists between services.
ACCAN continues to advocate for users of digital platforms as these services converge with broader communications and media. Digital platforms are one of the key activities that people use their broadband services and mobiles for. As ACCAN has argued in the past, while digital platforms provide a host of benefits for consumers, consumers require more effective protections, improved avenues of dispute resolution and mechanisms to facilitate choice in the market.
Safety and Fairness
Users of digital platforms are often urged to take control of their privacy and safety settings. However, research consistently shows that many people find it difficult to understand privacy policies and navigate privacy settings. For example, research by the Consumer Policy Research Centre (CPRC) found that one in four (25%) “Australians shared more personal information than they wanted to” due to manipulative interface design.[footnoteRef:5] Relying on consumers to change their privacy settings shifts the burden of privacy onto consumers and could lead to consumer harms such as data leaks or unwanted disclosures. [5:  CPRC 2022. Duped By Design. Available at: https://cprc.org.au/dupedbydesign/ ] 

Only 56% of respondents agreed when we asked whether “It is easy to change the default privacy and safety settings of websites and apps”. This figure is similar to those who say they do change their privacy settings. 56% of respondents agree that “I usually change the default privacy and safety settings of websites and apps that I use”. However, many groups who tend to be less digitally included[footnoteRef:6], such as older Australians, Australians on lower incomes and rural, regional and remote Australians tended to find it harder to change their privacy and safety settings. [6:  Thomas, J., et al. 2021. Australian Digital Inclusion Index: 2021. Melbourne: RMIT, Swinburne University of Technology, and Telstra. Available at: https://www.digitalinclusionindex.org.au/download-reports/] 

We found that older Australians were less likely to find it easy to change the default privacy settings on websites and apps. As the graph below shows, only 44% of participants over 50 agree that it is easy to change their privacy and safety settings.
Proportion of Australians that agree that it is “easy to adjust privacy settings” when using apps and websites, per age bracket.

Figure 1. Older Australians were less likely to agree with the statement that “It is easy to change the default privacy and safety settings of website and apps”. Source: Ipsos 2022.
The pattern of older Australians finding it harder to change default privacy and safety settings correlates with the lower rates of older Australians who report changing their privacy and safety settings. This might indicate that older Australians find it harder to change their privacy settings and so change them less often.
Proportion of Australians that agree they “usually change privacy and safety settings” when using apps and websites, per age bracket.

Figure 2. Older Australians were less likely to agree with the statement that “I usually change the default privacy and safety settings of websites and apps that I use”. Source: Ipsos 2022.
Income also impacted on whether participants find it easy to change their privacy settings. People on lower incomes were less likely to agree that changing default privacy and safety settings is easy. The graph below shows that those on the lower end of the socioeconomic spectrum were less likely to agree than average, while those on the higher socioeconomic spectrum were more likely to agree.
Proportion of Australians that agree that it is “easy to adjust privacy settings” when using apps and websites, per income bracket.

Figure 3. Australians on lower incomes were less likely to agree with the statement that “It is easy to change the default privacy and safety settings of website and apps”. Source: Ipsos 2022.
As the graph below shows, lower income groups were less likely to change their default settings. The survey indicates that respondents with lower incomes were less likely to agree that privacy and safety settings are easy to change and less likely to change their default settings. This may indicate that people on low incomes are more likely to find it difficult to change their setting and so less likely to do so.

Proportion of Australians that agree that they “usually change privacy and safety settings” when using apps and websites, per income bracket.

Figure 4.  Australians on lower incomes were less likely to agree with the statement that “I usually change the default privacy and safety settings of websites and apps that I use”. Source: Ipsos 2022.
Geography also appears to play a part in how easy participants find it to take control of their safety and privacy. As our graph shows, those who live more than 5km from the nearest town were less likely to find it easy to change their default settings. Only 43% of respondents who live more than 5km from the nearest town agree that it is easy to change default settings and many 26% were unsure.
Proportion of Australians that agree that it is “easy to adjust privacy settings” when using apps and websites, per geographic bracket.

Figure 5. Australians living more than 5km from the nearest town were less likely to agree with the statement that “It is easy to change the default privacy and safety settings of website and apps”. Source: Ipsos 2022.

The notable gap of respondents from the country who find it difficult to change their settings also appears for those who say they usually change their default settings. This could indicate that people in regional and remote areas find it more difficult to change their default settings and so are less likely to do so.
Proportion of Australians who agree that they “usually change privacy and safety settings” when using apps and websites, per geographic bracket.

Figure 6. Australians living more than 5km from the nearest town were less likely to agree with the statement that “I usually change the default privacy and safety settings of websites and apps that I use”. Source: Ipsos 2022.
Many people think that digital platforms’ interfaces are not designed to their benefit. Our research found that 65% of respondents agree that “The menus on digital platforms are designed to make it hard to cancel your account or subscription”. According to previous research by the CPRC, “83% of Australians have experienced one or more negative consequences as a result of a website or app using design features aimed at influencing their behaviour”.[footnoteRef:7] This indicates a widespread suspicion among consumers that digital platform interface design contributes to consumer harms such difficulty cancelling accounts or subscriptions. Clearly more needs to be done to ensure that users can confidently use digital platforms and trust that platform interfaces are designed fairly. [7:  CPRC 2022. Duped By Design. Available at: https://cprc.org.au/dupedbydesign/] 

What is ACCAN doing about it? 
ACCAN continues to engage on issues of privacy and unfair interface design on digital platforms. For example, in a recent submission to the ACCC’s Digital Platforms Services Inquiry we called for the empowerment of a regulatory body to ensure that digital platforms:
· Provide equal prominence between options to change default settings.
· Respect user choices of their settings and only use notifications reasonably.
· Make services as simple as possible to cancel.[footnoteRef:8] [8:  ACCAN 2022. ACCC DPSI September Interim Report. Available at: https://accan.org.au/accans-work/submissions/1977-accc-dpsi-september-interim-report ] 

We recommend the ACCC introduce a prohibition on unfair trading practices into the Australian Consumer Law (ACL). This prohibition would address certain practices that are arguably oppressive, exploitative, or contrary to consumer expectations of fairness in the market, such as unfair interface design. ACCAN has also represented safety and fairness for consumers in a range of stakeholder meetings including with the ACCC and Digital Industry Group Incorporated (DIGI).
Trust
Protecting consumers from scams is crucial to communications policy. According to the ACCC, Australians lost over two billion dollars to scams in 2021.[footnoteRef:9] Social media was the “second highest contact method in terms of loss with $56 million lost (17% of total losses).[footnoteRef:10] In a recent speech, Gina Cass-Gottlieb, Chair of the ACCC, recently stated that the regulator expects “organisations to be monitoring their own platforms, services, and transactions for scams”.[footnoteRef:11] She noted that while consumer education is important, “[w]e need to use technology and intelligence to disrupt the scammers before they can get to consumers”. This year the ACCC acted against Meta for allegedly facilitating the targeting of scam crypto currency ads.[footnoteRef:12] Gerard Brody from Consumer Action Law Centre argues that cryptocurrencies are “intentionally complex and should not be advertised and marketed to the general public”.[footnoteRef:13]  [9:  ACCC 2022. Targeting scams: report of the ACCC on scams activity 2021. Available at: https://www.accc.gov.au/publications/targeting-scams-report-on-scam-activity/targeting-scams-report-of-the-accc-on-scams-activity-2021 ]  [10:  ACCC 2022, p.10. Targeting scams: report of the ACCC on scams activity 2021. Available at: https://www.accc.gov.au/publications/targeting-scams-report-on-scam-activity/targeting-scams-report-of-the-accc-on-scams-activity-2021]  [11:  Cass-Gottlieb, G 2022. Making Australia a harder target for scammers. Available at: https://www.accc.gov.au/speech/making-australia-a-harder-target-for-scammers ]  [12:  Kemp, K, 2022. The ACCC is suing Meta for celebrity crypto scam ads on Facebook. Here’s why the tech giant could be found liable. Available at: https://theconversation.com/the-accc-is-suing-meta-for-celebrity-crypto-scam-ads-on-facebook-heres-why-the-tech-giant-could-be-found-liable-179655]  [13:  CALC. Available at: https://consumeraction.org.au/crypto-as-risky-as-gambling-and-a-haven-for-scams-that-demands-action/ ] 

Our research found that most people think that digital platforms need to do more to reduce scams. 76% of respondents agreed that “Digital platforms are not doing enough to prevent people from being scammed online”. The ACCC notes that older people “lost more money than any other age group with almost $82 million reported lost”.[footnoteRef:14] Our research found that older Australians, aged over 50, were more likely to agree that digital platforms were not doing enough to prevent scammers. [14:  ACCC 2022, p.11. Targeting scams: report of the ACCC on scams activity 2021. Available at: https://www.accc.gov.au/publications/targeting-scams-report-on-scam-activity/targeting-scams-report-of-the-accc-on-scams-activity-2021] 



Proportion of Australians who agree that “digital platforms are not doing enough to prevent people being scammed”, per age bracket.

Figure 7. Australians over 50 were more likely to agree with the statement that “Digital platforms are not doing enough to prevent people from being scammed online”. Source: Ipsos 2022.
There are also public concerns about how trustworthy mobile apps on app stores are. The two dominant app stores are run by Apple and Google. An ACCC report found that “apps with the potential to harm consumers continue to be present on both app marketplaces.”[footnoteRef:15] The regulator noted that, “In the ACCC’s view, Apple and Google could do more to protect app users”. [15:  ACCC 2021, p.11. Digital platform services inquiry - March 2021 interim report. Available at: https://www.accc.gov.au/publications/serial-publications/digital-platform-services-inquiry-2020-2025/digital-platform-services-inquiry-march-2021-interim-report ] 

Our research also found that there is a lack of trust of mobile app stores from consumers. 76% of our participants agreed that “I should be able to trust apps that I download from the app store” but only 65% of people agreed that “I trust apps that I download from the app store”. This means that there is an 11% gap between the number of people who said that we should be able to trust the apps on offer in these stores, but do not trust apps. Our research found that older people especially agreed that the app store should be trustworthy, with 91% of people over 50 agreeing that apps from the app store should be trustworthy. As Figure 8 below shows, while many people agree that apps should be trustworthy, almost everyone in the 30-49 year and 50+ years age brackets feel that they should be able to trust the apps they download.


Proportion of Australians who agree that they “should be able to trust apps”, per age bracket.

Figure 8. Older Australians were more likely to agree with the statement that “I should be able to trust apps that I download from the app store”. Source: Ipsos 2022.
Although 65% of people do agree that they trust apps downloaded from the app store, it appears that the agreement is somewhat reserved. When we breakdown the agreement into “somewhat agree”, “agree” and “strongly agree” responses we can clearly see that a much smaller number of people strongly agree that they trust apps and many are closer to the fence. Figure 9 below illustrates that across the three age brackets, more respondents somewhat trust apps they download and fewer strongly agree that they trust their apps. This indicates that there is more work to be done to foster consumer trust in app stores.
Proportion of Australians who agree that they “trust apps they download from the app store”, bracketed by “Somewhat agree”, “Agree” and “Strongly agree”.

Figure 9. Of the people who do trust apps they download from the app store, respondents were more likely to “somewhat agree” than “strongly agree” to the question “I trust apps that I download from the app store”. Source: Ipsos 2022.
Income and geography also play a part in whether people trust apps that they download. Individuals on low incomes and people who lived in regional, rural and remote areas were less likely to trust apps that they download from the app store. As the graph below shows, respondents on lower incomes were less likely to trust apps that they download compared to respondents on higher incomes.
Proportion of Australians who agree that they “trust apps they download from app stores”, per income bracket.

Figure 10. Poorer Australians were less likely to agree with the statement that “I trust apps that I download from the app store”. Source: Ipsos 2022.
Proportion of Australians who agree that they “trust apps they download from app stores”, per geographic bracket.

Figure 11. Australians living further from capital cities were less likely to agree with the statement that “I trust apps that I download from the app store”. Source: Ipsos 2022.

What is ACCAN doing about it?
Scams and mobile apps that do harm continue to be a focus for ACCAN. ACCAN strongly supported the development of industry standards to reduce scam calls and SMS in the telecommunications sector. As these protections come into effect we will continue to push for greater efforts to be made on digital platforms and app marketplaces. We support the ACCC’s suggestion that digital platforms be required to:
· improve their existing processes to more effectively monitor, block and remove online scams and malicious apps from being displayed to their users and to manage the harms associated with the prevalence of fake online reviews on their platforms.
· notify and/or provide redress to their users who have been exposed to harmful content identified on their platforms.
· implement systems and processes that proactively prevent the distribution of online scams and malicious apps to their users, such verification requirements for advertisers and labelling that clearly distinguishes the advertisements of unverified advertisers.
· report regularly to relevant regulators and law enforcement agencies.[footnoteRef:16] [16:  ACCC 2022. September 2022 interim report Discussion paper, available: https://www.accc.gov.au/focus-areas/inquiries-ongoing/digital-platform-services-inquiry-2020-2025/september-2022-interim-report] 

ACCAN also supports the empowerment of a well-resourced body that can meaningfully investigate social media platforms to identify scams. Scammers will target people through the path of least resistance and ACCAN is determined to see avenues closed off and consumer protections hardened wherever possible.
Choice and Competition
Choice and competition are vital for driving innovation and ensuring that consumers can find products that meet their needs. However, the Australian digital platform market is dominated by a few large companies. For example, the ACCC’s Digital Platforms final report identified Google and Facebook as “the two largest digital platforms in Australia and the amount of time Australian consumers spend on Google and Facebook dwarfs other rival applications and websites”.[footnoteRef:17] Experts note that it can be “extremely hard” for new technology company entrants to challenge incumbent players.[footnoteRef:18] More work is needed to provide consumers with choice and promote fair and efficient digital platform markets. [17:  ACCC, 2019, p.4. Digital platforms inquiry - final report. Available at: https://www.accc.gov.au/publications/digital-platforms-inquiry-final-report ]  [18:  Barwise, P. and Watkins, L., 2018, p.24. The evolution of digital dominance. Digital dominance: the power of Google, Amazon, Facebook, and Apple, pp.21-49. Available at: http://lbsresearch.london.edu/id/eprint/914/1/9780190845124_Barwise_Chapter%201.pdf ] 

Interoperability is a key pillar of enabling competition for digital platforms but many digital platform services remain far less interoperable than they should be. For example, consumers would benefit if online private messaging services were more interoperable than they currently are, allowing consumers to choose services based on their merit and not by the social networks they hold. If people could message each other, no matter the service their contacts were on, they could pick an app or platform that best suits them. There have been some recent developments in interoperability, such as between Meta owned apps[footnoteRef:19] and between Google’s message app and Apple’s iMessage.[footnoteRef:20] However, the limited nature of these recent developments, such as the limited interoperability between Meta owned Facebook Messenger and WhatsApp, illustrates the inadequate interoperability offered to consumers. The lack of established standards and interoperability between popular messaging apps including Facebook Messenger, WhatsApp, Telegram or Snapchat forces people to choose which platforms they use based on their broader social networks instead of each app’s merits. [19:  TechCrunch 2020, Facebook introduces cross-app communication between Messenger and Instagram, plus other features, available: https://techcrunch.com/2020/09/30/facebook-introduces-cross-app-communication-between-messenger-and-instagram-plus-other-features/]  [20:  TechCrunch 2022, Google’s Messages app can now handle iMessage reactions, challenges Apple with new features, available: https://techcrunch.com/2022/03/10/googles-message-app-can-now-handle-imessage-reactions-challenges-apple-with-new-features/] 

Our research found that many people, especially younger people, must use multiple messaging apps to stay connected with friends and family. 57% of our respondents agreed that “I have to use multiple messaging apps (e.g., iMessage, Facebook Messenger, Telegram, Snapchat) to stay connected with friends and family”. 
Proportion of Australians who agree that they “have to use multiple messaging apps”, per age bracket.

Figure 12. Younger people were more likely to agree with the statement that “I have to use multiple messaging apps (e.g., iMessage, Facebook Messenger, Telegram, Snapchat) to stay connected with friends and family”. Source: Ipsos 2022.
Many people supported the idea that messaging apps should have greater interoperability. 67% of people agreed that “I would prefer to use a single messaging app (e.g., iMessage, Facebook Messenger, Telegram, Snapchat) to stay connected with friends and family”. More than half (55%) of the people we asked, agreed that “Messaging apps (e.g., iMessage, FB Messenger, Telegram, Snapchat) should transmit messages to any other messaging apps (e.g. like email/SMS can send messages to anyone, regardless of platform/provider)”. As the graph below shows, younger people, who are more likely to use multiple messaging apps were also more likely to want greater interoperability between apps. This could suggest that some people feel compelled into using multiple aps because of a lack of interoperability.

Proportion of Australians who agree that “messaging apps should transmit messages to any other messaging apps”, per age bracket.

Figure 13. Adults up to the age of 50 were more likely to agree with the statement that “Messaging apps should transmit messages to any other messaging apps”. Source: Ipsos 2022.
We also found that people in the country were more likely to want greater interoperability between their messaging apps. 61% of people who lived more than 5kms from the nearest town think that messaging apps should be interoperable compared to 55% of people in a capital city. 
Proportion of Australians who agree that “messaging apps should transmit messages to any other messaging apps”, per geographic bracket.

Figure 14. People in a “rural town or its surrounds” or “more than 5km from the nearest town” were more likely to agree with the statement that “Messaging apps should transmit messages to any other messaging apps”. Source: Ipsos 2022.
74% of people who live more than 5kms from the nearest town would prefer to use a single messaging app compared to 67% in a capital city.
Proportion of Australians who agree that they would “prefer to use a single messaging app”, per geographic bracket.

Figure 15. People in a “rural town or its surrounds” or “more than 5km from the nearest town” were more likely to agree with the statement that “I would prefer to use a single messaging app (e.g., iMessage, Facebook Messenger, Telegram, Snapchat) to stay connected with friends and family”. Source: Ipsos 2022.
An issue related to interoperability is data portability. Data portability recognises that consumers own their data, and they should reasonably be able to transfer it between comparable services as they choose. Data portability can contribute to a more competitive digital platform market by allowing users to switch services more easily. For example, consumers could keep their music playlist data when switching between music streaming services or move their photos between different photo apps. 
The large digital platforms are aware that consumers want greater choice with the services they use and desire the removal of barriers to switching services or leaving a platform. As Google wrote recently, people “want the freedom to be able to use different online services without worrying about losing their photos, contacts, emails and other data if they close an account or switch to a new company”.[footnoteRef:21]  Meta also recently outlined its attempts to give “people more control and choice over their data”.[footnoteRef:22] These observations were both accompanied by announcements of further efforts to foster data portability between digital platforms. Both Google and Meta have participated in efforts such as the Data Transfer Project (DTP) for several years. However, years later, the DTP product is “still in development”.[footnoteRef:23] In a recent post on data portability, Meta argues that “the ecosystem we are building to support data portability will not come to fruition without regulation that clarifies which data should be made portable and who is responsible for protecting data once it has been transferred”.[footnoteRef:24] [21:  Google 2022. Building data portability to help consumers choose. Available at: https://blog.google/outreach-initiatives/public-policy/building-data-portability-help-consumers-choose/]  [22:  Meta 2021. Transfer Your Facebook Posts and Notes With Our Expanded Data Portability Tool. Available at: https://about.fb.com/news/2021/04/transfer-your-facebook-posts-and-notes-with-our-expanded-data-portability-tool/]  [23:  For further information, see: https://datatransferproject.dev/]  [24:  Meta 2021. Transfer Your Facebook Posts and Notes With Our Expanded Data Portability Tool. Available at: https://about.fb.com/news/2021/04/transfer-your-facebook-posts-and-notes-with-our-expanded-data-portability-tool/] 

When we asked, people were supportive of data portability. 66% of respondents agreed that “People should be able to move their social media account easily to other social media platforms”. 71% of young people were especially supportive of the ability to move accounts between social media platforms. Many people (21%) were unsure, indicating a need for more consumer consultation and education, particular for older people. 31% of people over 50 were unsure.
Proportion of Australians who agree that “people should be able to move their social media account”, per age bracket.

Figure 16. Adults up to the age of 50 were more likely to agree with the statement that “People should be able to move their social media account easily to other social media platforms”. Source: Ipsos 2022.
What is ACCAN doing about it?
ACCAN continues to advocate for greater choice for consumers. In a recent submission to the ACCC we urged stakeholders, like digital platforms, to develop and adopt effective interoperability and data portability mechanisms.[footnoteRef:25] These mechanisms could help facilitate meaningful consumer choice in the market. Given the number of older people who were unsure about competition measures like data portability ACCAN is considering methods to consult with and inform consumers on this issue. [25:  ACCAN 2022. Digital Platform Services Inquiry – March 2023 Report on Social Media Services. Available at: https://accan.org.au/accans-work/submissions/2018-accc-report-on-social-media-services-issues-paper ] 

Conclusion
ACCAN’s research found that consumers expect more from digital platforms. We found that:
· More needs to be done so that people can more easily change their privacy settings. 
· Consumers expect digital platforms to do more to reduce scams and most consumers expect app stores to offer trustworthy apps. 
· Many consumers would like options to give them more choice. They think that digital platforms should offer better interoperability and make it easier to move between services without losing their data.
ACCAN will continue to advocate for Australians who use digital platforms and ensure that a consumer voice is heard in the emerging communications landscape.
The Australian Communications Consumer Action Network (ACCAN) is Australia’s peak communication consumer organisation. The operation of ACCAN is made possible by funding provided by the Commonwealth of Australia under section 593 of the Telecommunications Act 1997. This funding is recovered from charges on telecommunications carriers.
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Within a capital city	Within a major Regional city	Within a rural town or its surrounds	More than 5km from the nearest town	0.134674196803481	0.14559182747685101	0.186191762919729	0.25957039001836801	Average Agree	Within a capital city	Within a major Regional city	Within a rural town or its surrounds	More than 5km from the nearest town	0.56000000000000005	0.56000000000000005	0.56000000000000005	0.56000000000000005	



Agree	
Within a capital city	Within a major Regional city	Within a rural town or its surrounds	More than 5km from the nearest town	0.5596365410365749	0.560676775052249	0.61188393358169602	0.34107953541767499	Unsure	
Within a capital city	Within a major Regional city	Within a rural town or its surrounds	More than 5km from the nearest town	0.12108462795681001	0.10496605693479601	0.156322998147221	0.22548485600415299	Average Agree	Within a capital city	Within a major Regional city	Within a rural town or its surrounds	More than 5km from the nearest town	0.56000000000000005	0.56000000000000005	0.56000000000000005	0.56000000000000005	



Agree	
18 to 29	30 to 49	50+	0.72733699299348298	0.70010547756377206	0.80939552836707107	Unsure	
18 to 29	30 to 49	50+	7.6278187882289003E-2	0.12162627534406199	0.135403521269192	Average Agree	18 to 29	30 to 49	50+	0.76	0.76	0.76	



Agree	
18 to 29	30 to 49	50+	0.770650682203742	0.90005751800797795	0.90898465535600503	


18 to 29	Somewhat agree	Agree	Strongly Agree	0.23291309192149501	0.28535356217195501	0.104511022467908	30 to 49	Somewhat agree	Agree	Strongly Agree	0.33789545449217101	0.25883885433281401	0.118158298368261	50+	Somewhat agree	Agree	Strongly Agree	0.354458545200944	0.207061814104778	5.2607555785623997E-2	



Agree	Under $15K	$15K to $25K	$25K to $35K	$35K to $50K	$50K to $75K	$75K to $100K	$100K to $150K	$150K to $200K	$200K and over	0.53074174447353395	0.47980806849717295	0.57869049143626405	0.58616774806699401	0.65337351090686802	0.66939814386688501	0.76019471387965698	0.71023042581694096	0.837807743552486	Unsure	Under $15K	$15K to $25K	$25K to $35K	$35K to $50K	$50K to $75K	$75K to $100K	$100K to $150K	$150K to $200K	$200K and over	0.10686503424433	0.184650095529273	0.13438373223164701	0.107877749689372	9.3743891565985005E-2	6.2863990160158006E-2	3.7539216726563997E-2	6.5205839825960996E-2	3.5776872363247003E-2	Average Agree	Under $15K	$15K to $25K	$25K to $35K	$35K to $50K	$50K to $75K	$75K to $100K	$100K to $150K	$150K to $200K	$200K and over	0.65	0.65	0.65	0.65	0.65	0.65	0.65	0.65	0.65	



Agree	
Within a capital city	Within a major Regional city	Within a rural town or its surrounds	More than 5km from the nearest town	0.68341207086305	0.65817995579066302	0.53834400820416106	0.33809331600853998	Unsure	
Within a capital city	Within a major Regional city	Within a rural town or its surrounds	More than 5km from the nearest town	9.0352489317674006E-2	6.9021584442657005E-2	0.11804389674218101	0.237946192074076	Average Agree	
Within a capital city	Within a major Regional city	Within a rural town or its surrounds	More than 5km from the nearest town	0.65	0.65	0.65	0.65	


Agree	
18 to 29	30 to 49	50+	0.69590343587522807	0.68132394982645406	0.38990954684117202	


Agree	
18 to 29	30 to 49	50+	0.60278457046752998	0.623925341114411	0.483496717938529	
18 to 29	30 to 49	50+	0.24574802544061899	0.24870860193014599	0.185672340708396	
18 to 29	30 to 49	50+	0.24896431190485099	0.22104162286558501	0.188801555629969	
18 to 29	30 to 49	50+	0.10807223312206	0.15417511631868	0.10902282160016399	av	
18 to 29	30 to 49	50+	0.55000000000000004	0.55000000000000004	0.55000000000000004	Unsure	
18 to 29	30 to 49	50+	8.2788946678886005E-2	0.141838519406258	0.32632300857145502	


Agree	
Within a capital city	Within a major Regional city	Within a rural town or its surrounds	More than 5km from the nearest town	0.55482837875072	0.55390806823169703	0.58417651140404103	0.60742487158028002	
Within a capital city	Within a major Regional city	Within a rural town or its surrounds	More than 5km from the nearest town	0.216374536207909	0.22691859631604699	0.245641964255432	0.138908290403117	
Within a capital city	Within a major Regional city	Within a rural town or its surrounds	More than 5km from the nearest town	0.20574715924422601	0.21779230730708601	0.22438027561965601	0.31096616939537902	
Within a capital city	Within a major Regional city	Within a rural town or its surrounds	More than 5km from the nearest town	0.13270668329858501	0.109197164608564	0.11415427152895299	0.157550411781784	


Agree	
Within a capital city	Within a major Regional city	Within a rural town or its surrounds	More than 5km from the nearest town	0.67008282828116006	0.64657956075193301	0.70481115285667395	0.737316503946854	
Within a capital city	Within a major Regional city	Within a rural town or its surrounds	More than 5km from the nearest town	0.20314221505024599	0.24648886695143199	0.27090937472437099	0.14065984610107099	
Within a capital city	Within a major Regional city	Within a rural town or its surrounds	More than 5km from the nearest town	0.31959563565638799	0.22094148750078599	0.32772013000717398	0.40700527860887598	
Within a capital city	Within a major Regional city	Within a rural town or its surrounds	More than 5km from the nearest town	0.147344977574526	0.17914920629971501	0.10618164812512899	0.189651379236907	Average	
Within a capital city	Within a major Regional city	Within a rural town or its surrounds	More than 5km from the nearest town	0.67	0.67	0.67	0.67	Unsure	
Within a capital city	Within a major Regional city	Within a rural town or its surrounds	More than 5km from the nearest town	9.6533728421428003E-2	0.12591309696036199	0.128707168158638	4.5293563577160002E-2	


Agree	
18 to 29	30 to 49	50+	0.71270419649371897	0.70752572321811602	0.60068293869467104	Unsure	
18 to 29	30 to 49	50+	0.108993434767443	0.15518138777238699	0.30614123286647799	
18 to 29	30 to 49	50+	0.249267808570965	0.26238252444437399	0.19830249286985099	
18 to 29	30 to 49	50+	0.29781985939361	0.27348226890983901	0.25779424735276901	
18 to 29	30 to 49	50+	0.16561652852914399	0.17166092986390299	0.14458619847205101	Average	
18 to 29	30 to 49	50+	0.66	0.66	0.66	
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