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HIGHLIGHTS

“Where is the boss? I need to reach him ASAP!”

“According to his itinerary, he’s supposed to 
be in a meeting in New York right now. He
took his laptop and I know he has his cell
phone with him, but he’s not answering.”

Cell phones…pagers…email…Internet…
instant messaging services…VoIPphones…
and Wi-Fi enabled PDAs. While all of these
systems hold the promise of instant com-
munications, they are rarely in sync. Callers
must still deal with busy signals, resort to
voice mail, wait for a return call, or be
patient until the person they are trying to
reach answers their email or text message.

What if there were a way to find out where
a person is, what they are doing, and how
you can reach them right now? What
impact would that have on the way we live
and work? More importantly, would the
advantages outweigh concerns about privacy?

Major technology companies are banking
on it. The emergence of two related Internet
and telecommunications technologies 
will soon make it possible for authorized
contacts to know your physical whereabouts
and the communication activities in which
you are engaged: 

• Location-based services (LBS) use
global positioning systems and cellular
technology to confirm the exact 
location of a person, as well as the 
relative location of destinations and
other people. 

• Presence Technology identifies
the various communications devices
through which a person can be
reached, as well as their current
availability, so they can be contacted
through the most efficient channel.

The convergence of mobile entertainment
and communications has resulted in an
explosion of innovative features and 
products that will capitalize on LBS and
Presence platforms. 

This report reviews these systems’ current
state of development, as well as their 
implications for the future. 

Location-Based Services and Presence Technology:
The Future of Telecommunications is Closer Than You Think
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How Americans Feel About New
Technology
Americans love gadgets. According to an
online national survey conducted by Harris
Interactive in December 2006, 85% of U.S.
adults currently own a DVD player, 80%
have a mobile phone, 68% have a digital
camera, and 30% own an MP3 player. 

Our survey also indicates that approximately
one in three Americans have a very 
positive attitude towards new technology.
One in ten take pride in being devoted
technophiles – suggesting a strong early
market for LBS and Presence applications.    
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New technology products have improved
my life

I have a very positive attitude toward new
technology products

I try to learn as much as possible about
new  technology products

I like being an authority on the newest
technology products

Staying on the cutting-edge of technology
is very important to me

I enjoy impressing other people with the
new technology products I have

I am usually among the first to buy the
newest technology products

I like having new technology products that
other people envy

I stay on technology’s cutting-edge by
buying products with the latest innovations

33%

32%

29%

11%

10%

7%

7%

6%

6%

0 10 20 30 40

Attitudes Toward New Technology
(Strongly Agree + Somewhat Agree)

Question 1600/1605: “Please indicate how strongly you agree or disagree with each of the following statements.”
Base: All respondents (n=1028).

“Location, location, location.” This phrase,
so common in the real-estate industry, will
soon apply just as aptly to communications
technology. Familiar brands like Nextel,
Motorola, Sprint, General Motors and
Google are recognizing location-based 
services as the “new platform [for] 
providing current information to the user.”1

Drawing on technologies including the
Global Positioning System (GPS),
Geographic Information System (GIS),
Bluetooth, wireless networks and cell phone
towers, LBS first pinpoints your location,
then finds people or places you wish to
locate and provides directions for how 
to get there. 

While positioning systems like GPS have
been around for some time, the integration
of GPS and mobile phones is relatively new.

First generation GPS devices were used
mainly by the military – aiding the
Department of Defense and the U.S. Air
Force in satellite observance, missile guid-
ance, and spacecraft launches. GPS has also
been used to locate ships and submarines
and, interestingly, to measure
Mount Everest. It wasn’t
until the mid 1990s
that GPS became 
commercially viable. 
Even then, the price of GPS
devices was out of reach for 
many consumers – limiting broad
adoption. Hikers and climbers used 
the handheld devices as a necessity. The 
systems that were installed in cars, boats
and private planes were considered luxury
items. Recently, however, falling prices and

consumer demand for location-based 
services promise practicality and availability
for everyone. 

The senior director of all core data services
at Nextel Communications Inc., Bob
Ewald, predicts that LBS will quickly take
root in the U.S. consumer market, noting

that “Up until now, LBS has been 
limited mostly to applications

for field service organizations,
where information on

employee location
is used for routing

and service schedul-
ing. But the next year

or so will see more carri-
ers offering these and more

consumer applications becoming
available.”2 Research conducted by In-Stat

Location-Based Services: “I Can Hear You Now. I Can Find You, Too.”

1 Ahmad Halim, Sri D. Ravana, and Maizatul A. Ismail, “The Development of Location Based Services in Malyasia,” The Geospatial Resource Portal, University of Malaya, 
August 3, 2006 <http://www.gisdevelopment.net/technology/lbs/mm013_1.htm>.

2 Tara Seals, “Wireless Operators Create a Presence with Location-Based Services,” Xchange Online, June 28, 2005
<http://www.xchangemag.com/webexclusives/56h2814654.html>.
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3 “Wireless Location Services for Businesses Could Top 1 Million Subscribers by 2010,” In-Stat.Com, April 12, 2006
<http://www.instat.com/press.asp?ID=1630&sku=IN0602898MBM>.

4 Roongrasamee Boondao, Vatcharaporn Esichaikul, and Nitin K. Tripathi, “A Model of Location Based Services for Crime Control,” The Geospatial Resource Portal, 
School of Advanced Technologies, August 3, 2006 <http://www.gisdevelopment.net/technology/lbs/ma03217.htm>.

5 Mathew Ingram, “A Friend Finder for the Young, Single, and Socially Mobile,” Wavemarket.com, May 26, 2005
<http://www.wavemarket.com/news_articles_entries.php?newsid=36>.

6 Krzysztof Kolodziej, “Advances in GPS: NAVIZON,” LBSzone.com, August 3, 2006, <http://www.lbszone.com/content/view/1171/26/>.

7 Julian Bleecker, “A Design Approach for the Geospatial Web,” O’Reilly Network, June 7, 2005
<http://www.oreillynet.com/pub/a/network/2005/06/07/geospatialweb.html>.

indicates a similar increase in use and 
integration of LBS in the U.S. over the 
next few years, calculating that “The U.S.
Location-Based Services (LBS) business
market is forecast to grow from 582,000 
to 1.1 million subscribed devices by the 
end of 2010.”3

Not Your Father’s GPS
The projected growth of LBS is supported
by the vast number of current applications
and services now available for public use.
Introduced in 2005 and now boasting two
million subscribers, GM’s OnStar service
can sense when a vehicle has been in a crash
and automatically calls a response center –
providing the location of the vehicle to
guide emergency responders. This past year
saw the introduction of several GPS-based
mobile navigation devices from companies
like Magellan and Garmin that offer
onboard routing maps and turn-by-turn
directions to destinations. Already, accord-
ing to our survey, 12% of Americans have
some kind of GPS navigation device.  As
we observed at the recent Consumer
Electronics Show, this space is exploding
with consumer demand as prices fall, 
features improve and platforms multiply. 

In the telecommunications sector, Sprint
appears to be the industry leader, providing
a variety of LBS services that include the
Sprint Family Locator, Sprint Precision
Finder, and Sprint Roadside Rescue. All 
of these services employ location-based

technology to help determine a family
member’s whereabouts, for example, or
keep tabs on a mobile workforce. Safety is a
chief concern for many. In a survey of over
200 people, “more than two-thirds of the
respondents regard safety and security issues
(emergency calls i.e. robbery, murder, theft,
etc.) as the primary reasons for wanting the
system [LBS].”4 LBS applications are also
expected to contribute significantly to crime
control, due to their ability to issue warn-
ings of crimes in an area, offer directions to
the nearest police station or victim-support
groups, report lost and stolen property, and
speed the time it takes to respond to and
locate the site of an emergency. 

Companies like Google and Nokia are
exploring how LBS can contribute to
“socially mobile” consumers. Incorporating
LBS into applications such as Dodgeball
and Sensor will allow users to locate their
friends and create and send their own 
personal webpage to others – simultaneously
informing contacts where they are and what
they are interested in. A new LBS program,
Crunkie, even allows users to “tag” particu-
lar locations in the real world—restaurants,
bars, etc.—with images, messages, and
other files, like a kind of virtual Post-It
note. When others type in the same 
restaurant or movie theater, they will receive
basic, location-based information about it,
as well as access to others’ opinions (dining
experiences, movies, etc.).5

The Future is Even More Interesting
While many of the applications mentioned
are already available, there are some obstacles,
one being the limited capabilities of GPS
itself. The market research firm J. Gold
Associates reports that in 2005, only one
percent of all cell phones in use had GPS

chips in them. The reasons ranged from
cost, inadequacy, the time it took to locate
destinations, and failure to work with other
networks.6

A new positioning system, Navizon, is pre-
dicted to spur widespread adoption of LBS,
surpassing GPS capabilities in many areas.
Navizon is a software-only wireless positioning
system that triangulates signals broadcasted
from Wi-Fi access points and cellular towers
to help users find their way in most major
metropolitan areas worldwide. It is expected
to provide better service and more accurate
results, both indoors and outdoors. Unlike
GPS, Navizon works alongside multiple
carriers and platforms and doesn’t require 
a specific model of mobile phone. As of
mid-2006, Navizon already had 20,000
users – a number that is expected to 
continue to skyrocket. 

Another future LBS application, collaborative
mapping, is “a mechanism for authoring
one’s location-based experiences.”7 The pos-
sibilities and implications for collaborative
mapping are virtually endless, since users
can post any location-based data and
images for others to see. For example,
instead of buying tour guides of Paris or
Venice, future tourists will be able to access
spatial annotations posted from others
offering advice on what to see, how to find
the perfect walking tour, where to get the
best gelato, and short-cuts not mentioned
on traditional hand-held maps. 

According to Julian Bleecker, the head of
Mobile Media Lab, collaborative mapping
will not only help direct people to their
friends, but also provide “blog comments
and product reviews, at restaurants within
walking distance of your current location;
lost pet notices tagged to street corners; bids
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Presence Technology: Connections Are Everything
Presence technology is less concerned with
physical location than with connectivity
and availability. It aims to make communi-
cation and collaboration possible wherever
and whenever users are online. In effect,
presence combines all of today’s forms of
communication into a single, real-time 
virtual system, allowing users to be located
and contacted through a variety of 
computing applications and devices, such 
as instant messaging, short message service
(SMS), email, mobile phones, pagers, 
personal digital assistants (PDAs) and PCs.11

One familiar presence application, instant
messaging (IM), is already very popular.
Users on an IM network are immediately
notified when members of their buddy list
log on or off the network. In much the
same way, other presence systems continually
check to see who is connected so users can
find out who is working on a similar task.
Presence technology is expected to be an
integral part of third (3G) and fourth 
generation (4G) wireless networks, and is
likely to be employed across a wide variety
of communication devices, including cell
phones, PDAs, and pagers. 

on nearby houses for sale; the location of
available parking spots; alerts about a neigh-
borhood yard sale; or wave conditions at a
nearby surf spot.”8 Such applications are
expected to have as much influence on
future LBS development as blogging has
had on the Internet. 

More Convenience and More
Personalization
It can be said that the future is all about
convenience. If this is true, location will
play a big role. Imagine a system that senses
where you are on the road and turns up
your home heating system ten minutes
before your arrival. With LBS, users could
receive real-time weather forecasts for their
area or intended destination without having
to wait, with assurance that the information
is up-to-date. And sooner than later, LBS
might be miniaturized enough to be
implanted in packages for real-time accurate
tracking of deliveries, for example.

Key to the appeal of location-based services
is their ability to personalize information
around the user. For example, a driver with
a GPS-enabled PDA or one of the new
GPS vehicle navigation systems can now
receive messages warning of a nearby traffic

jam, along with suggestions for alternate
routes to avoid delays. For consumers, as
their smart device “learns” about their 
interests, it will supply customized location-
based information regarding places of interest,
where their friends are, shortcuts to destina-
tions, and recommendations – from the 
latest art exhibit to where to find the best
nearby pizza place.  

Sprint’s Director of Business Development,
Joe Averkamp, remarks that “Our customers
view their mobile device as a critical link to
the world around them, and Sprint is
strengthening this link by providing services
that can leverage location information…
ultimately, we envision a host of new 
location-based applications, which will
complement our existing voice and data
services and dramatically simplify and
enhance the way people connect through
wireless technology.”9

Retailers also stand to benefit as LBS 
technology takes root. According to
research gathered by Ken Dolsky of
Telecom Web, roughly 80 percent of the
decisions made in a single day by one per-
son factor in location-based information.10

LBS will help consumers make those 

decisions faster and more easily. American
Online Inc. and Crisp Wireless are both
working to develop LBS reference services,
such as mobile versions of AOL CityGuide
and Moviefone. Future users would no
longer have to search the Yellow Pages or
even the Internet for the addresses of the
nearest Barnes and Noble or movie theater.
They will locate them easily, without get-
ting lost. Businesses will benefit from the
increase in customers and “free advertising”
from collaborative mapping – a new form
of digital word of mouth. Sprint is working
on a system that will alert a user when they
are approaching, say, a Starbucks, a gas sta-
tion, or an ATM machine. More sophisti-
cated applications might notify a person
visiting a mall that their favorite store is
having a sale, or deliver coupons for nearby
supermarkets. 

LBS is just starting to pick up speed in the
U.S. With a bit more refining—in terms of
pricing, technology, and interoperability—
location-based services are poised to provide
a new range of services unfathomable to
most of today’s consumers. Truly, the
potential for LBS seems limited only by the
imagination. 

8 ibid.

9 “Sprint Launches Enhanced Roadside Rescue and Directory Assistance,” Sprint.com, April 27, 2005 <http://www2.sprint.com/mr/news_dtl.do?id=6420>.

10 Ken Dolsky, “Top Ten Ways Technology is Changing How We Communicate,” TelecomWeb.com, August 2, 2006 <http://telecomweb.com/index.html>.

11 Jim Huzell, “The Future is Presence,” TMCnet.com, Genesys Conferencing, August 3, 2006 <http://www.tmcnet.com/it/0204/0204F-Genesys.htm>.
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With such major corporations as Microsoft,
Yahoo, AOL, Cisco, Notel and IBM heading
the push to integrate presence technology
into a Unified Communication System,
answers to such questions as “Are you
online right now?”, “What are you working
on?” and “Did you get to work on time?”
could soon be immediately available to 
your boss or co-workers. 

How it Works
Presence technology works by identifying
all of the communication devices to which
a user is currently connected, then sending
that information back to the requester so
that they can determine how to best reach
the individual they are trying to contact.
For example, an executive assistant would
be able to determine that their boss’s 
computer is logged into the network, he is
online, he opened email five minutes ago,
he is not logged into IM, and he is currently
talking on his cell phone. 

Six months ago, Microsoft introduced a
new family of Unified Communications
Programs that coordinate presence informa-
tion among themselves – allowing a user to
easily determine the identity and availability
of other current users, as well as the best
way to communicate with that group or
individual, whether through email, cell
phone, audio, or video web conference.

Some systems might combine information
about the location of someone’s phone with
their appointment calendar to simplify
communications, for example – automati-
cally re-routing a landline call to a mobile
phone if the person is out of the office, or
forwarding the call to their voicemail when
they are in a scheduled conference. Other
solutions will allow the super-busy to proac-
tively communicate presence information 
to others. Cisco’s Orative software lets a
Blackberry user set his or her availability
status and view the availability status of
other colleagues from the phone book 

without having to contact them, allowing
the person to decide if it’s more efficient to
try to call them or send them a message.12

Inventions such as SoloMio are “add ons”
to presence systems, permitting someone on
a phone call to receive a second call, quickly
send a text message to that caller asking
whether or not the call is urgent, or state
that they will call that person back after the
first phone call.13

Testing Market Awareness
In December 2006, Harris Interactive 
surveyed 840 mobile phone users to 
determine their awareness of presence 
technology, its appeal, their reaction to 
it, and who they would allow to have access
to their presence data. Survey participants
were told that “There are some new tech-

nologies coming to your cell phone called
presence or availability information services.
These services allow you to determine the
availability and location of your contacts.”

As expected, since presence is an emerging
technology, only 22% of respondents were
aware of presence features, whereas most
(78%) were not aware or unsure.

How Users Will Benefit
Presence technology promises a more 
seamless method of communicating with
other – across the street or across time
zones. Nowhere is that more needed than 
in the world of business. Working with 
colleagues and fostering close employee
relationships has become a real challenge.
According to a research report from
Nemertes Research LLC, “87 percent of
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Presence Features…

Question 1300: “Are you aware of any presence services existing in the marketplace now?”
Base: Mobile Phone Owners (n=820).
Question 1305: “Which service provider(s) do you believe offers these services?”
Base: Aware of Presence Services (n=141).

Awareness of Presence Features Aware of Service Providers Offering Presence
Features

12 “‘Presence Technology’ Comes to the BlackBerry,” SYS-CON Media, August 30, 2005 <http://java.sys-con.com/read/124171.htm>.

13 Raffe Needleman, “The Future of Presence,” CNET.com, February 14, 2005. <http://reviews.cnet.com/4520-3000_7-5662545-1.html>.
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American employees work away from 
headquarters, whether in remote offices, 
on the road or from home.”14 Combine that
statistic with the fact that of the employees
who do work directly from their company,
30 percent of their time is spent away from
their physical office, and one can see why
effective team work is hard to come by.15

While many of today’s businesses success-
fully operate across different time zones,
presence technology will do an even 
better job of breaking down geographical
boundaries. Instead of having to take time
to coordinate schedules for a conference
call, users will instantly see when 
participants are available, and through 
what communications channel. Employees
could participate in such a virtual meeting
through any number of mediums (webcam,
video conferencing, landline phone, mobile
phone, or text-to-voice and voice-to-text
messages, for example).

By streamlining collaboration, presence
technology will bring numerous benefits 
to business, including:

• Convenience

• Time savings 

• Increased worker productivity 

• Better teamwork and a sense of 
interpersonal connectivity

• Decreased costs for travel 

• More productive, less costly 
telecommunications

• More timely business decisions

We talked about location-based services that
are already on the market to aid travelers. In
the future, these services will be even more
closely integrated with presence services,
providing added convenience to users. Sonu

Aggarwal, the chief executive of Cordant, a
company that develops instant messaging
technology, predicts that in future years,
“Technology might be so integrated that a
traveler could wear a wireless badge that
interacts with a computer on the back of 
an airplane seat. When the computer sensed
that the traveler was seated, it could auto-
matically redirect messages to the computer’s
screen or send word to the traveler’s contacts
that he was on board.”16

Presence technology will also contribute to
greatly improving disaster relief efforts,
making it easier to call for aid, materials,
and helpers. The chief operating officer at
Genesys Conferencing, Jim Huzell, makes
mention that “the use of presence technology
to locate information providers and key 

management could be enshrined in the
company’s disaster recovery policies and
practices.”17

What About Privacy?
LBS and presence technology are expected
to have as great an impact on the way we
live as telephones and the Internet. But just
like those technologies, several hurdles must
be overcome out before their promise can
be fully realized. Standards must be set to
ensure compatibility across manufacturers.
Every new technology has gone through
this process—from railroad track gauges 
to compact disc formats to cell phone 
signals— so we can have confidence that
standards for LBS and presence will emerge.
It’s just a question of time. 
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The ability to look at your contact list and determine if
they were available to talk, busy on a call or unavailable.

The ability to determine the location of persons on your
contact list (snap shot of where they are now).

The ability to determine what locations individuals on
your contact list were over the last few hours (map of

their whereabouts).

The ability for friends and family to see this information
about you.

The ability for your employer to see this information
about you.
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Appeal of Presence Service (Top 2 Boxes on a 7 Point Scale)
Invasion of Privacy

Presence Features…

Question 1310: “Please rate how appealing each of the presence services below are to you…”
Base: Mobile Phone Owners (n=820).
Question 1335: “Do you believe any of these types of services are an invasion of privacy?”
Base: Mobile Phone Owners (n=820).

14 Melanie Turek, “The Future of Presence,” Business Communications Review, May 1, 2004 
<http://www.bcr.com/market_trends/briefing/the_future_of_presence_200405011099.htm>.

15 “Nortel Networks Enables ‘Future-Proof ’ SIP Capabilities,” ContactCenterWorld.com, June 8, 2004
<http://www.contactcenterworld.com/html/ns/ns_%7BBF3749F7-B58C-4EE2-B10C-161628BBB68B%7D.asp>.

16 Lisa Guernsey, “You Can Surf, But You Can’t Hide,’ New York Times, February 7, 2002
<http://tech2.nytimes.com/mem/technology/techreview.html?res=9905E4DF163CF934A357>.

17 Huzell, “The Future is Presence.”
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More complicated is the issue of privacy.
Just because something is technologically
possible doesn’t necessarily make it 
desirable. Devices that can pinpoint the
location of a person within a few meters
anywhere on the planet and tell you what
digital devices he or she is using invite “Big
Brother” analogies. Besides people’s natural
aversion to being “findable” and “on call”
24/7, it’s safe to assume that spammers,
criminals and other unsavory characters 
will try to exploit these new systems.   

Manufacturers have responded to privacy
concerns by equipping devices with features
that allow individuals to easily disable 
certain functions on their system. Users
must also sign up and pay a subscription 
fee if they want more sophisticated 
location-based services. Market leadership
will belong to those who develop 
applications targeted to customers whose
need or desire for connectivity supersedes
their concerns about privacy. Boost, a 
location-based buddy tracking system
launched in November 2006, has already
attracted more than 50,000 subscribers,
with 5,000 more signing up every week.
Boost CEO Sam Altman notes that privacy
concerns have not been a hindrance. “For
the young people we are targeting, being
with their friends is the most important
thing,” he says, “and they are very willing 
to share their location so they don’t miss
out on anything.”18 As the technology
improves, we can expect privacy features 
to improve as well. 

Nonetheless, our survey (which only
included people 18 and older) confirms
that privacy concerns are still a serious
roadblock among adult mobile phone users.
Only 4% of those surveyed indicated they
would want their employers to have access
to their presence information. Even when
friends and family are involved, the num-
bers are low. Only 10% said it would be
appealing for “friends and family” to have
access to this information. 

Consumers seem more open to the idea 

of providing non-personal information on
their communications availability (available,
busy on a call, unavailable), with 27% 
finding this an appealing option. They
would be much more likely to keep their
current physical location and recent 
whereabouts private. 

When respondents were asked who they
would want to have access to their presence
information, we see an even wider gap
between personal and work contacts. A
mere 5% said they would want their
employer to be able to track them through
presence technology. Slightly more (6%) 

felt they would want their co-workers to
have that level of access. Surprisingly, only
58% indicated they would want their
spouse or significant other to have access to
their presence information, and even fewer
said they would want their children to have
that capability. 

How Interested Are Consumers? 
Considering the levels of awareness, appeal,
and privacy concerns surrounding presence
technologies, it’s not surprising that current
consumer purchase intent is low compared
to other service offerings in the current 
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18 Marguerite Reardon, “Mobile phones that track your buddies,” CNET News.com, 14 Nov 2006 <http://news.com.com/2100-1039_3-6135209.html>.
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Presence Features…
Individuals on Contact List

Question 1315: “Which individuals on your contact list would you want to have these presence capabilities?”
Base: Mobile Phone Owners (n=820).

I would wait until my current wireless contract expired
before looking into switching to this new provider 17%

I’m interested and would consider switching wireless
carriers now 4%
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Nothing…I’m not that interested 49%
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Consumer Interest in Presence Features

Question: “If a wireless service provider came out with these services tomorrow, what would be your reaction?”
Base: Mobile Phone Owners (n=820).
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market. But the fact that three in ten con-
sumers would be interested in more infor-
mation is an encouraging sign.

Taking a Product to Market 
Manufacturers obviously have a lot of 
marketing to do before they can expect
widespread adoption of these new services.
While it’s true that many innovative 
technologies have created consumer
demand by satisfying a need that people
didn’t even know they had, they all had to
start somewhere. It will be important to
identify the LBS and presence applications
that will most likely gain early consumer
acceptance, and focus efforts there.

For presence, business applications will
probably lead the way. Microsoft Outlook
users are already accustomed to being able
to see whether co-workers are busy, free, 

or out of the office. It won’t be too much 
of a stretch to provide another layer of
information: Is the person logged in? On a
call? What phone are they using? Are they
engaged in a web conference? Are they
using email? 

Location-based services that make it con-
venient for people to find friends and places
or avoid traffic jams will continue to be
well received as long as providers continue
to refine the technology to make it more
accurate, and regularly update maps to
show new roads, buildings, restaurants, 
and neighborhoods. But revealing where 
a person is physically located will require
strict controls in terms of security and
access, and most users will want the option
to accept or refuse certain features. Of
course, those industries (railroads, airlines,

shipping, etc.) that require a company to
track valuable assets like vehicles or cargo,
will have no choice but to adapt to location-
based services.

An essential part of marketing these new
services will be strategic positioning
research to understand what appeals to
potential business customers and con-
sumers, and what makes a product person-
ally and emotionally relevant. The resulting
marketing messages must clarify what the
product or feature is, how it will benefit the
user, and what difference it will make in
their daily lives. All while putting privacy
and security concerns to rest.
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About Harris Interactive
Harris Interactive is the 12th largest and
fastest-growing market research firm in the
world. The company provides innovative
research, insights and strategic advice to
help its clients make more confident 
decisions which lead to measurable and
enduring improvements in performance.
Harris Interactive is widely known for 
The Harris Poll®, one of the longest run-
ning, independent opinion polls and for 

pioneering online market research methods.
The company has built what we believe to
be the world’s largest panel of survey
respondents, the Harris Poll OnlineSM.
Harris Interactive serves clients worldwide
through its United States, Europe and Asia
offices, its wholly-owned subsidiary
Novatris in France and through a global
network of independent market research
firms. The service bureau, HISB, provides 

its market research industry clients with
mixed-mode data collection, panel develop-
ment services as well as syndicated and
tracking research consultation. More infor-
mation about Harris Interactive may be
obtained at www.harrisinteractive.com.

To become a member of the Harris Poll
Online, visit http://go.hpolsurveys.com/PR.

Methodology
The Harris Poll® was conducted online within the United States
between November 30 and December 11, 2006 among 1,028
adults (aged 18 and over). Figures for age, sex, race, education,
region and household income were weighted where necessary 
to bring them into line with their actual proportions in the 
population. Propensity score weighting was also used to adjust 
for respondents’ propensity to be online. 

In theory, with probability samples of this size, one could say with
95 percent certainty that the overall results have a sampling error 
of plus or minus 3 percentage points of what they would be if the
entire U.S. adult population had been polled with complete accuracy.
Sampling error for subsamples is higher and varies. 

Unfortunately, there are several other possible sources of error in 
all polls or surveys that are probably more serious than theoretical
calculations of sampling error. They include refusals to be inter-
viewed (nonresponse), question wording and question order, and
weighting. It is impossible to quantify the errors that may result
from these factors. This online sample was not a probability sample.

Note: Percentages may not add up to exactly 100% due to rounding. 

These statements conform to the principles of disclosure of the
National Council on Public Polls

www.harrisinteractive.com
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