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ABSTRACT	
 

Net Neutrality implicates that all data being transmitted online is treated equal by Internet Service Providers. In 2016, the public 
debate regarding Net Neutrality in Sweden started growing as two major Mobile Network Operators were investigated by the 
Swedish Post and Telecom Authority for violation of European Union Net Neutrality regulations. 

Several studies have been conducted regarding Net Neutrality, most of them written in a legal, financial or technological 
perspective. This study takes another direction, aimed at understanding the consumer’s point of view regarding Net Neutrality. 
This study investigates whether or not consumers are aware of the subject and if so, how they value it. 

To measure this, an online survey was constructed, containing a total of 12 questions and statements. 77 people participated in 
the survey and out of these, 10 people participated in qualitative follow-up interviews. The interviews were semi-structured 
and individually designed according to each participant’s answers in the survey. This was done in order to gain a deeper 
understanding of the consumer’s reasoning while answering the survey. 

The results show that consumers lack knowledge regarding Net Neutrality. A major part of the consumers had not heard of the 
term or did not know the meaning of it, making it hard to determine whether or not the consumers value NN. However, when 
given a more concrete example of the implications of Internet Traffic Management from ISPs, the participants had a better 
understanding of what kind of implications NN could have on their Internet usage. They valued the implications of Net 
Neutrality, even though they did not know the theory of the term itself. 

The study also revealed that consumers have a big confidence in National Regulatory Authorities when it comes to looking 
after the openness of the Internet. Therefore, it is likely that National Regulatory Authorities must inform and educate 
consumers in the matter of Net Neutrality for them to value it and see its long-term implications. 

	
SAMMANFATTNING 
	
Nätneutralitet innebär kortfattat att all data som skickas över Internet ska behandlas likvärdigt utav Internetleverantörer (ISP). 
Under 2016 växte debatten kring nätneutralitet i Sverige då två stycken mobiloperatörer utreddes utav Post- och Telestyrelsen. 
Båda dessa mobiloperatörer lanserade kampanjer till sina kunder som ansågs strida mot EU:s förordning 2015/2120 rörande 
nätneutralitet. 
 
Ett antal studier har redan gjorts på ämnet nätneutralitet, dock har de flesta haft en infallsvinkel där man tittat på juridiska, 
finansiella eller tekniska perspektiv. Den här studien har en annan infallsvinkel och riktar sig istället mot konsumenters syn på 
nätneutralitet. Den ämnar undersöka huruvida konsumenter känner till begreppet nätneutralitet och om de gör det, hur värderar 
de konceptet? 
 
För att undersöka detta konstruerades en online-enkät, innehållandes 12 frågor. 77 personer deltog i enkäten och utav dessa så 
deltog 10 personer i uppföljande, kvalitativa intervjuer. Intervjuerna var semi-strukturerade och individuella med frågor 
baserade på individens svar i enkäten. Dessa intervjuer var till för att ge en fördjupad förståelse av konsumenternas syn på 
nätneutralitet och deras resonemang kring svaren under enkäten. 
 
Resultaten visar att konsumenter, deltagande i den här studien, har låg kunskap kring nätneutralitet. Majoriteten utav deltagarna 
hade inte hört termen eller kände inte till dess mening, vilket gjorde det svårt att dra några slutsatser kring huruvida 
konsumenterna värderar konceptet. Men när konsumenterna fick ett mer konkret exempel på hur Internetleverantörers 
datahantering påverkar kundernas Internetanvändande så tycktes konsumenterna förstå vilka implikationer nätneutralitet kan 
ha på deras eget Internetanvändande. De tycktes värdera innebörden av nätneutralitet, även om de inte förstod teorin kring 
konceptet. 
 
Studien påvisade också att konsumenter har en stor tilltro till vederbörande myndighet, Post- och Telestyrelsen här i Sverige, 
när det gäller att se efter Internets öppenhet och mångfald. Det är därför troligt att Post- och Telestyrelsen kommer att behöva 
informera och utbilda konsumenter rörande nätneutralitet för att få konsumenter att se värdet av och de långsiktiga 
implikationerna utav det. 
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ABSTRACT 
Net Neutrality implicates that all data being transmitted online is 
treated equal by Internet Service Providers. In 2016, the public 
debate regarding Net Neutrality in Sweden started growing as two 
major Mobile Network Operators were investigated by the Swedish 
Post and Telecom Authority for violation of European Union Net 
Neutrality regulations. 

Several studies have been conducted regarding Net Neutrality, 
most of them written in a legal, financial or technological 
perspective. This study takes another direction, aimed at 
understanding the consumer’s point of view regarding Net 
Neutrality. This study investigates whether or not consumers are 
aware of the subject and if so, how they value it. 

To measure this, an online survey was constructed, containing a 
total of 12 questions and statements. 77 people participated in the 
survey and out of these, 10 people participated in qualitative 
follow-up interviews. The interviews were semi-structured and 
individually designed according to each participant’s answers in the 
survey. This was done in order to gain a deeper understanding of 
the consumer’s reasoning while answering the survey. 

The results show that consumers lack knowledge regarding Net 
Neutrality. A major part of the consumers had not heard of the term 
or did not know the meaning of it, making it hard to determine 
whether or not the consumers value NN. However, when given a 
more concrete example of the implications of Internet Traffic 
Management from ISPs, the participants had a better understanding 
of what kind of implications NN could have on their Internet usage. 
They valued the implications of Net Neutrality, even though they 
did not know the theory of the term itself. 

The study also revealed that consumers have a big confidence in 
National Regulatory Authorities when it comes to looking after the 
openness of the Internet. Therefore, it is likely that National 
Regulatory Authorities must inform and educate consumers in the 
matter of Net Neutrality for them to value it and see its long-term 
implications. 

Keywords 
Net Neutrality (NN), Internet Service Provider (ISP), Mobile 
Network Operator (MNO), Content and Application Provider 
(CAP), Internet Traffic Management (ITM). 

1. INTRODUCTION 
In October 2007, the American news channel NBC reported that 
Comcast, the largest home Internet Service Provider (ISP) in the 
United States, had been deliberately blocking or severely delaying 
all traffic within their networks using a certain type of file-sharing 
protocol [24]. The event started a major debate regarding this type 
of data traffic management: singling out only certain types of data 

and treating it differently than the rest of the data cluster. Is this 
really a neutral Internet? 

The term ‘Network Neutrality’, often shortened to ‘Net Neutrality’ 
(NN), was introduced already in 2003 by Tim Wu. One of its 
implications is equal treatment of data on the Internet by ISP’s [29]. 
The NN debate originally started in the U.S. but has over the years 
also risen in Europe. After long and intense discussions, the 
European Union (EU) published a new EU regulation, 2015/2120, 
in November 2015, leading to stricter regulations regarding NN and 
protecting the rights of the end consumer [6, 7]. These regulations 
do however leave some loopholes for ISPs and Mobile Network 
Operators (MNO) to exploit for their own interests. In 2015 
respectively 2016 two major Swedish MNOs, 3 and Telia, both 
launched campaigns regarding zero-rated applications, i.e. 
applications that consumers could use for free without any data 
being subtracted from their monthly data pots. Both these 
campaigns lead to a big number of filed complaints, from 
consumers, to the Swedish National Regulatory Authority (NRA) 
the Post and Telecom Authority (PTS) [23]. These filed complaints 
in combination with the new EU regulation lead to an investigation 
by PTS against the two MNOs and their campaigns. In December 
2016 PTS concluded that Telia was breaking the NN principals of 
2015/2120 with their zero-rating offer [17]. Telia replied with an 
open letter, claiming that PTS decision could harm both the 
competition and the development of the Swedish telecom market 
[26]. PTS replied to Telia’s critique by claiming the opposite, 
proponing that Internet Traffic Management (ITM) and 
discrimination of data traffic could lead to a more limited market 
for the consumer [18]. 

However, regardless of what the law says about NN, there is no 
public consensus about the term or its impact on society. Several 
studies have been made pointing towards both positive and 
negative impacts of NN for different parties within the Internet 
Value Chain (IVC). The matter has been heavily debated the last 
couple of years, both in media and on a political level in Europe 
and Sweden. 

What permeates this debate is that a great deal of the discussions 
are usually led by journalists, politicians, professors or corporations 
within the Internet industry. But what about those in concern, 
namely the consumers? What about the people who actually pay for 
and use the Internet? 
This study aims at finding out the consumer’s viewpoint regarding 
NN, to find out whether consumers know about the matter or not. 
Also, to answer the question - do they care? 
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2. THEORY 
2.1 Definitions of Net Neutrality – academic 
and regulatory 
The Internet Foundation in Sweden (IIS) defines NN in a very 
simple and straight forward way. They state that all data being 
transmitted over the Internet shall be treated the same way. 
Regardless of whom is the transmitter. Regardless of whom is the 
receiver. And regardless of the type of information is being 
transmitted between the two parties [27]. The Swedish NRA, the 
Post- and Telecom Authority (PTS), has a similar definition of NN 
but also include aspects of transparency, e.g. regarding ISP’s traffic 
management and contracts with the end-consumer [19]. The 
founder of the term Tim Wu, professor of Law at Columbia Law 
School, argues that the best way of avoiding network 
discrimination is to give end-users the right to use any kind of non-
harmful, network applications and give innovators the correlating 
freedom to supply them this [29,30]. In other words, Wu thinks that 
NN regulations should protect the users of the Internet to access 
and post any kind of information one chooses to, within certain 
legal boundaries, and at the same time protect those providing the 
users with content and applications. 
The Body of European Regulators for Electronic Communications 
(BEREC) refers to equal treatment of data as ‘the best effort 
Internet’. BEREC argues that another positive aspect of the ‘best 
effort Internet’, other than it being neutral, is that Content and 
Application Providers (CAP) and ISPs are kept two separate layers 
in the IVC [2]. This distinctive separation between the two of them 
enables innovative applications to be created, independently from 
ISPs, leading to more choices for the end-consumer [2]. Since 
BEREC is the European body that works with bringing all the 
NRAs of the membership states together, they have been working 
together with EU on composing the 2015/2120 regulation regarding 
NN principals [2, 3]. 
These regulations are meant to preserve an open access to the 
Internet and to protect the user’s rights relating to electronic 
communication and online services [5]. Article 3.1 in 2015/2120 
states the end-user’s right to access the Internet and distribute 
information over it: 

“ […] have the right to access and distribute information and 
content, […], irrespective of the end-user’s or provider’s location 
or the location, origin or destination of the information, content, 
application or service, via their Internet access service.” [5]. 
 
Article 3.3 in 2015/2120 states the responsibilities for ISPs 
regarding equal traffic management on the Internet: 
 
“Providers of Internet access services shall treat all traffic equally, 
when providing internet access services, without discrimination, 
restriction or interference, […].”[5]. 
 

2.2 The debate of Net Neutrality in the EU 
and Sweden 
2.2.1 EU 
The debate of NN within the EU goes back to 2009 with the 
discussion of the Telecom Package revision [1, 6]. By that time the 
policy makers were hoping that competition and transparency 
within the Internet and telecom market would be sufficient for not 
leading to any unjustified Internet Traffic Management (ITM). Due 
to multiple reasons this tactic did not work and the member states 
of the European Council deemed it useful to have a framework 

regarding ITM [1,6,27]. Already in 2013 the European 
Commission published a proposal for a regulation regarding 
electronic communication, including NN requirements [6]. 
However, it took almost another two years of negotiations before 
the EU parliament approved regulation 2015/2120, setting a 
common ground for NN jurisdiction within all the union’s 
membership states [5, 7]. 

2.2.2 Sweden 
In Sweden, the matter of NN rose heavily in 2015 due to a 
campaign called “Now we are releasing the music”, initiated by ‘3’, 
one of the major MNOs of Sweden. They stated that their customers 
would now be able to use multiple online music streaming services 
for “free” without any data being subtracted from their monthly 
data pot [28]. This is an example of so called zero-rating, i.e. that 
the consumer can use certain mobile applications and online 
services without consuming any of their monthly data pot [2, 10, 
27]. In April of 2016, the biggest MNO of Sweden ‘Telia’ [9], 
launched another campaign in which they stated that they would 
zero-rate certain social media applications for their customers, e.g. 
Facebook and Twitter [25]. Both these campaigns lead to a big 
number of filed complaints from consumers to PTS [23], hence 
leading to an investigation with respect to the new EU regulations. 
In January 2017, PTS ruled against Telia, claiming that Telia had 
been violating the principles of the new EU regulation 2015/2120 
[17]. ’3’ has said that they will change the terms of their zero-rate 
offer with regard to the EU regulations and PTS will be following 
up on this matter [17]. 

Shortly after PTS ruled against Telia, the company released an open 
letter on their website. The MNO criticized PTS’s decision, 
claiming that this kind of regulation might slow down future growth 
in the Swedish MNO market [26]. PTS replied to Telia’s critique 
and stuck to their decision, claiming the opposite [18]. PTS claims 
that all Internet traffic needs to be treated equally by the ISPs to 
keep Internet an innovative platform. ITM and data discrimination 
might in the long run lead to fragmentation of the Internet and less 
options for the consumers [18].  

Regardless of how the case plays out, it is quite clear that PTS and 
Telia are on opposite sides of the NN debate. It is to be expected 
that PTS ruling will be challenged by Telia and continue to create 
a public NN debate in Sweden for a foreseeable future. 

2.3 Actors of the Internet Value Chain and 
their conflict of interest 
2.3.1 Internet Service Providers 
ISPs have in the last years seen so called Over the Top (OTT) 
services cut part of their revenues as they offer services ‘for free’ 
to customers who before used to be pay for services [22]. E.g. 
Skype, offering free IP-calls between customers using the 
application, or WhatsApp, offering free messaging services 
between users of the application. Hence, the ISP’s could have an 
economic incentive to discard NN. 

What these OTT services have in common is that barely any of 
them own the network that they are distributing their service 
through [22]. They are using the networks of the ISPs and MNOs 
to distribute their services [22]. Some of these services, such as 
video streaming, allocate a lot of the ISP’s bandwidth capacity. 
Some ISPs have been arguing that due to this heavy increase of data 
traffic, they should be allowed to a more flexible ITM. E.g. 
throttling traffic or creating paid fast-lanes for specific CAPs [10, 
14]. 
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In the U.S., during peak periods in 2015, Netflix accounted for 
roughly 35% of downstream data in the country’s fixed broadband 
infrastructure [20]. This major data load has led to ISPs demanding 
Netflix to pay for their usage of the ISP’s infrastructure. Similar 
cases have appeared in Europe as well. In 2006 in Norway, the 
MNO Next Gen Tel throttled the public service company NRK’s 
streaming service [27]. The reason for this was that the MNO was 
not able to expand their network capacity in the same time as the 
data loads were growing [27]. In the case of Netflix in the U.S., the 
CAP struck a deal in 2014 with the major ISP Comcast [4]. The 
deal was made to secure a certain quality of their service to 
Comcast’s customers [4]. 

Deals and co-operations between ISPs and CAPs are causing a lot 
of debate, with consumers criticizing them for being left out of 
consideration [10, 27]. Some studies points towards that co-
operations between ISPs and CAPs are likely to occur more 
frequently in the future [10]. 

2.3.2 Content and Application Providers 
If ISPs have an economic incentive to reject NN then CAPs might 
have an economic incentive to fight for NN. Since the CAPs are 
using the infrastructure of the ISPs to reach out to consumers with 
their services, they have a strong economic incentive for not having 
to pay for quality enhancement of their connection to their ISP. 
Several CAPs are arguing that such a billing plan would create an 
elite on the Internet, leading to smaller CAPs not being able to pay 
the ISPs for usage of their infrastructure and an erosion in creativity 
and new, innovative online services. [10, 27]. 

2.3.3 Consumers 
BEREC have studied how consumers in four different EU 
countries, one of them being Sweden, value NN. The study showed 
that consumer awareness regarding NN is quite low and that a lot 
of people seem to lack the technological knowledge needed for 
understanding the subject [2]. However, the study also showed that 
consumers do not have to be educated within NN to understand 
what it means in practice. The study concluded that as long as the 
offers from ISPs were transparent and clear enough, the consumers 
do not need education to understand the implications of NN [2]. 
Consumers considered the Internet an experience product, meaning 
that they learn how to use it through practice and do not need to 
know all the technological terms to evaluate the quality of service 
[2]. Metaphors have also proven powerful in the context of 
explaining NN to consumers. Another study consisting of two 
groups of consumers were faced with the same political policy 
regarding NN, one in literal terms and the other one in metaphor 
terms of toll booths. Results showed that the group facing the toll 
booth metaphor were more persuaded and increasingly supportive 
to NN, relative to the literal equivalent [12]. The metaphor 
language regarding NN increased the support for NN policies as 
much as 30% to 40%, relative to conventional language, where 
consumers had a harder time understanding the subject [12]. 

However, Metaphors or not, NRAs around Europe have reported 
that consumer awareness regarding NN is relatively low at their 
national level [2]. Several NRAs concluded that debates regarding 
NN only engaged experts and companies within the IVC. 
Consumers were at best only represented by consumer 
organizations [2]. The technical terms and concepts used in these 
debates are often very complex, leaving a lot of individuals 
perplexed and without comprehension of the matter. A study from 
the U.S., with over 800 participants conducted in 2015, showed that 
74% of the participants were not familiar with the term NN [11]. 

So even though it seems like people can grasp NN through 
metaphors and transparent offers from ISPs, it also seems like a big 
mass of people are not aware of the subject and do not participate 
in the debate regarding the issue. 

2.4 Objective and research question 
The debate of NN in Sweden is a growing matter. With two major 
MNOs being investigated by PTS, during the time of the writing of 
this report, this matter is likely to grow even bigger. The objective 
of this study is not to examine where the ISPs, CAPs or NRAs point 
of view in this matter. Several previous studies have already 
researched this. Instead, the objective of this study is to examine 
the consumer’s view upon NN, to study how they value NN and if 
they are aware of it at all. Hence, the research question for this 
thesis: 
 
Do the consumers, participating in this study, value Net Neutrality 
in an evolving Swedish Internet market? 
 
Following sub-questions will also be of relevance to this thesis in 
order to answer the research question. 
 
Are the consumers, participating in this study, aware of the concept 
of Net Neutrality? 
 
Which attributes are of importance to the consumers, participating 
in this study, when choosing MNO? 
 
Related research has been done in the EU but of a more 
hypothetical character. In Sweden, there are two actual cases of NN 
violation being investigated, meaning that consumers were being 
exposed to the matter through media and public debates as this 
report was being written. These cases will not be discussed in this 
study since the investigation against these MNOs is still on-going 
at the time of writing this thesis, meaning that the author does not 
know the outcome of it and might risk concluding things that will 
be outdated very shortly. 
 

3. METHOD 
3.1 Mixed method research 
Two different methods for data collection were used within this 
study, one quantitative and one qualitative, making it a mixed 
method research [13]. The reason for choosing a mixed method 
research for this study was for complementing the quantitative data 
with more in-depth answers from the qualitative data. The cons of 
the quantitative method are complemented by the strengths of the 
qualitative and vice versa [13]. Due to this being an explorative 
study, and since the research question is about people’s values, it 
would have been hard to draw any conclusions from the 
quantitative results solely. The qualitative interviews provided a 
fuller picture and complemented the quantified results. 

3.2 Quantitative data – survey 
After a literature study of previous research conducted within the 
area, an online survey was designed using the online tool 
Surveymonkey. The survey contained twelve questions regarding 
usage of mobile data and NN, eleven out of the questions had pre-
defined answers with radio buttons or checkboxes as alternatives. 
The last question was the only free text question. 

The first part of the survey contained four different statements, 
which the respondents could either agree or disagree to on a Likert 
scale from 1-7. The Likert scale is often used for trying to quantify 
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people’s feelings or opinions towards certain matters, making it a 
suitable method for this study [15]. The statements regarded 
different types of action from ISPs, MNOs and CAPs and what the 
respondent thought of these actions. 

The second part of the survey contained four questions regarding 
the respondent’s usage of Internet and which attribute they 
prioritize when choosing a monthly mobile data plan. The third part 
of the survey contained questions regarding whom the respondent 
believed to be responsible for keeping the Internet an open 
platform. The two last questions of the survey asked specifically 
about NN and the last question was the only open text question, 
where the respondents could give their summarizing thoughts about 
NN. 

There were two versions of the survey, one in Swedish and one in 
English, both containing the same questions. Since most of the 
participants in this study has Swedish as their mother tongue the 
majority of the answers were in Swedish. Their answers have been 
freely translated to English before being presented here. 

3.3 Qualitative data – semi-structured 
interviews 
As a last question of the survey the respondents were asked if they 
would consider a complementary interview, which required 
answering some questions regarding the reasoning behind their 
answers. The interviews were semi-structured with questions based 
upon each respondent’s answers in the survey. Out of the 77 people 
that took the survey, 24 people agreed to do the interview and out 
of these 24 people, 10 people were interviewed. The interviews 
were carried out either face-to-face or per telephone. 

The reason for doing individual interviews instead of focus groups 
was to minimize the risk of the participants influencing each other’s 
answers. Also, the individual interviews gave the chance of 
designing the questions according to each participant’s answers in 
the survey.  

3.4 Selection of respondents 
There were two main channels for reaching out to people with the 
survey: e-mail and social media. The only social medium used for 

reaching out to respondents was Facebook and the invitations were 
either sent as a personal message or posted in closed groups so that 
the link would not get spread without any notice of whom might 
take the survey. When it comes to e-mail invitations, they were also 
personal and without possibility of forwarding the survey link to 
keep track of who had been taking the survey. 
Johan Hansson from PTS, who has had a supervising function for 
this study, also helped in finding respondents for the survey. The 
competition department of PTS spread the survey to people within 
their acquaintance outside the office. 

4. RESULTS 
4.1 Online survey 
4.1.1 Demographics 
The first page on the survey contained 4 questions regarding some 
personal information about the respondents. 
Of 89 people starting the survey there were 77 who completed it, 
making the completion rate 86,5%. The average age of the 
respondents was 31,6 with a median age of 27. There were 49 men 
and 27 females answering the survey, 1 respondent did not want to 
reveal their gender. 

Regarding occupation, it was a quite even distribution between the 
respondents with most of them working, 47 respondents, 29 
respondents studying and 1 respondent chose the alternative 
‘other’. 32 respondents lived in Stockholm and 7 of them in its’ 
surrounding suburbs. 56 people lived in cities with <100 000 
inhabitants and 21 in cities or villages >100 000 inhabitants. 

4.1.2 Statements 
The second page of the survey contained four statements to which 
the respondents would either agree or disagree on a Likert scale 
from 1-7. The answers from these statements can be seen in figure 
1 below. 
 
The first statement considered whether the respondent was fine 
with an application being prioritized for a specific user if he/she 
pays extra for this kind of priority service. After the statement 

Figure 1. Answers from question 1-4. Question 1: I am fine with an application being prioritized for a user if he/she pays extra for 
this kind of priority service. Question 2: Consumer A and B have the same ISP but different data packages. Consumer A pays more 
for his/her Internet connection. Due to this, the ISP prioritizes consumer A’s Internet connection, leading to slower connection speed 
for consumer B. Do you agree with the ISP’s action? Question 3: ISPs should be allowed to prioritize apps if CAPs pays them for it. 
Question 4: ISPs should be able to block, slow down, or charge extra for high bandwidth apps/services. 
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followed an example of this: “e.g. a consumer pays extra to Telia 
and therefore gets higher connection speed while using a video 
streaming service such as Netflix.” Figure 1, question 1, shows that 
the respondents were positive towards this statement with a 
weighted average answer of 4.64. 49 of the respondents were in the 
5-7 range of the Likert scale, meaning that they at least “somewhat 
agreed” to the statement.  
 
The next statement, question 2, described a case where two 
consumers with the same ISP gets treated differently because one 
of them is paying more than the other one. Due to this the ISP 
chooses to prioritize the customer that pays more, leading to slower 
connection for the less paying consumer. The distribution of the 
respondents’ answers can be seen in figure 1, question 2.  The 
respondents were more negative towards this statement with a 
weighted average answer of 3.38 and 44 people in the range of 1-
3, meaning that they at least “somewhat disagreed” to the ISP’s 
action. Question 3 regarded business to business solutions, i.e. if an 
ISP should be allowed to charge CAPs for prioritizing their 
app/content. Here, the respondents were almost completely neutral 
with a weighted average answer of 4.05. Question 4 regarded traffic 
management and paywalls from ISPs, which the respondents were 
more negative towards. The majority, 31 people, answered that they 
“strongly disagree” to whether ISPs should be allowed to block, 
slow down or charge extra for high bandwidth applications and 
services. The weighted average answer was 2.59. (See fig. 1). 

4.1.3 Internet habits 
The second page of the survey contained questions regarding the 
respondent’s usage of Internet. The most important attribute to the 
respondents was the coverage of the network with 32% of the 
respondents choosing this alternative. The other two attributes that 
a big part of the respondents chose was the amount of data included, 
30%, followed by the price, 25% (See fig. 2). This was a radio 
button question, meaning that the respondents could only choose 
one option, hence the most important attribute.  

 
Figure 2. Answers to the question: What is the most important 
attribute to you when choosing a monthly mobile data plan? 
 
The two following questions were connected to each other, with the 
same answering alternatives. The first one asked which online 
services the respondents are using. In this question the respondents 
could choose multiple answers and several of the respondents chose 

all the possible choices. The most popular answer was chatting 
services and social media with 96,1% of the respondents using 
these services. IP-calls was the least used service amongst the 
respondents with 51,9% using this service. 
 
Next question regarded whether the respondents considered it not 
to be okay for ISPs to charge extra fees in order to gain access to 
any of these services. I.e. the ISP charge a fee just to gain access to 
these services, like a toll fee for accessing an otherwise blocked 
online service. Figure 3 shows that, once again, social media and 
chatting services scored high with 76,6% respectively 77,9%. 
Information sites, e.g. news and forums, scored highest with 83,1% 
of the respondents thinking it is “not okay” for ISPs to charge extra 
fees for access to these services. 

 
Figure 3. Answers to the question: Are there any services that you 
think it would not be okay for Internet Service Providers to charge 
extra fees for to gain access to them? 
 
The last question of this page regarded what kind of offers the 
respondents would like MNOs to offer in the future to come. Most 
respondents, 47%, answered that they would like MNOs to offer an 
unlimited data plan where you pay for your connection speed. 
Cheaper data or more data included in the respondent’s monthly 
data plan was the second most common answer with 35%. More 
zero-rated applications together with other reasons were the least 
popular answers with 9% each. 
 

4.1.4 Responsibility 
The last page of the survey started out with two question regarding 
different actors’ responsibility, within the IVC. Just like the 
statements on the second page of the survey these questions used a 
Likert scale with the same grading. The first question considered 
different actor’s responsibility regarding protection and regulation 
for keeping the Internet an open platform. NRAs was considered to 
have the highest responsibility for protecting and regulating the 
openness of the Internet with a weighted average answer of 6,07, 
followed by ISPs with 4,81. Consumers and CAPs were considered 
to have less responsibility in this matter with a weighted average 
answer of 4,40 respective 4,00. (See fig. 4). 
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Figure 4. Answers to the question: Who do you think should be 
responsible for protecting and regulating the Internet to keep it an 
open platform? 
The following question regarded whom the respondent considered 
responsible for future costs of expanding mobile networks and 
bandwidth capacity. The alternatives were the same as the previous 
question except that NRAs had been replaced with governments. 

ISPs were believed to have the highest responsibility regarding 
future costs to come with a weighted average answer of 5,68. 
Closely after ISPs, governments with 5,29. Consumers and CAPs 
were considered to be least responsible in this matter with a 
weighted average answer of 4,17 respectively 3,93. (See fig. 5). 

 
Figure 5. Answers to the question: Who do you consider to be 
responsible for the cost of expanding mobile networks and 
bandwidth capacity for future Internet and application needs? 

4.1.5 Awareness of Net Neutrality 
The two last questions of the survey were directed straightly 
towards NN and regarded the consumer’s awareness regarding the 
matter. As it turns out, majority of the respondents had not heard of 
NN before doing this survey. 51% had not heard of the term before 
doing the survey. Of the people who had heard of the term, 26% 
was not sure about the meaning of it and only 23% knew the 
meaning of it. (See fig. 6). 

 
Figure 6. Answers to the question: Before you did this survey, had 
you heard the term Net Neutrality? And if so, are you aware of the 
meaning of the term? 
 
The last question of the survey was the only free text question: 
“What does the term Net Neutrality mean to you and what kind of 
feelings does it evoke? (e.g. negative, positive, none, etc.)”. 

The answers to this question varied quite a lot with answers both 
for and against Net Neutrality. The most common answer was that 
people did not know, that they were neutral towards the term or that 
they did not know about it. 23 people, or 29,9% of the answers, 
were related to this matter. 

Several respondents wrote about a need for Internet being a neutral 
infrastructure and made comparisons with other infrastructures: 

“ […]. I believe Internet must be seen as a mail distribution 
system. The post office treats everything the same way, ISPs have 

to do the same.” – Respondent #8 
Another respondent answered in a similar way, meaning that the 
term implies that different actors within the IVC should not be 
steering consumer’s flow of information more than they already do: 

“[…] companies such as CAPs or ISPs/MNOs should not be able 
to steer our flow of information. We are probably already 

controlled in which information we get from the world that we do 
not need to be more controlled by companies. […].” – Respondent 

#57 
Another respondent wrote that no services that are delivered 
through Internet should have any advantage due to financial 
circumstances. The same respondent also felt negative towards all 
initiatives [from ISPs] that move towards a less neutral Internet. 

ITM was something several respondents mentioned in their 
answers. A few respondents believed that it is of importance that 
all data traffic is treated the same way, without any priority to any 
specific kind of data. Another respondent also argued that there 
should be no prioritization to senders that have the financial means 
to pay more than the regular customer, like financially strong 
corporations for instance. 

Another topic that kept coming back was freedom of speech and 
positive feelings towards the term. Some respondents wrote that it 
implies equal accessibility to the Internet no matter who wants to 
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access it or where this person is trying to access it from, 
geographically. 

The respondents were not interested in a future where the MNOs 
compete against each other with different zero-rated services. ISPs 
should be neutral when it comes to what services they offer. A few 
of the respondents mentioned the case of Telia and their zero-rating 
of certain social media services as something negative. They 
thought that this kind of business agreements between ISPs and 
CAPs creates unfair competition conditions for smaller CAPs to 
compete with the rest of the market. 

“[…]. My idea is that access to the Internet, and costs for that, 
should be equal to everyone. I do not want to see a future where 
MNOs are competing against each other with free services such 
as “free Spotify” at one MNO vs. “free Facebook” at another 

one.” – Respondent #50 

4.2 Qualitative interviews 
In the last question of the survey the respondents were asked 
whether they would agree on participating in a follow-up interview 
regarding their answers in the survey. 25 people agreed to the 
interviews and 10 people ended up doing the interview. 4 of the 
participants were female and 6 of them male. The interviews were 
semi-structured with questions based upon each participant’s 
answers in the survey. The answers from different participants have 
been summarized and grouped according to common ideas and 
opinions. 

Transparency 
Something almost all the participants agreed upon was the 
importance of transparency from ISPs and MNOs. Most of the 
participants were okay with a lot of different monthly data plan 
setups as long as the ISPs were transparent and clear about what 
they are selling. Business to business solutions, where CAPs and 
ISPs co-operate, were not desired from the participants. The reason 
for this was that they felt too controlled by the ISPs in what kind of 
material they consume. If one service is free to the consumer, i.e. 
zero-rated, most of the participants deemed it more likely to use this 
service rather than similar services. This was something most 
participants experienced as controlling and directorial, with risk of 
creating too powerful online services. However, one of the 
participants said that it would be okay with this kind of 
partnerships, between ISPs and CAPs, as long as ISPs are 
absolutely transparent about this in their offering towards 
customers. 

Another participant considered it hard to compare different mobile 
data plans since different MNOs present their offers in different 
ways. This participant wished for a standardized labeling for 
comparison between different offers, e.g. the energy labeling one 
can find on fridges. 

Since the consumers are not sitting at the negotiation tables with 
the ISPs and CAPs, the participants felt that they have very little 
power in affecting what kind of deals are made between these two 
parties. They felt like they had little or no power to affect what kind 
of terms are included in the contracts between ISPs and customers. 
Due to this, major part of the participants strongly argued for the 
importance of transparency in the contracts signed between 
customers and ISPs. 

Internet Traffic management 
There were divided opinions regarding traffic management and 
prioritization of data amongst the participants. Some of the 
participants believed in a more liberal Internet market, where 
financially strong corporations should be allowed to buy 

prioritization for their data, i.e. zero-rated data. Other participants 
believed in a more regulated Internet market where no CAPs would 
be allowed to buy data allocation from ISPs (or vice versa, that ISPs 
cannot charge CAPs for data allocation). One of the participants 
with a more liberal market view argued that: 

“If you are able to pay then you should be able to get special 
treatment. No matter if it is a business to business agreement or a 

business to client agreement” – Interviewee #6 
Another participant, who believed in a more regulated Internet 
market, said that same speed and access to all applications was 
desired. Regardless of which ISP or MNO the consumer is using. 
Independently from what kind of market view the participants had, 
liberal or regulated, most of them agreed that there must be a certain 
level of service no matter how little or much you pay. One of the 
respondents said that it would be acceptable to be given lower data 
priority by ISPs, if you pay less, but never to be throttled 
completely. 

Data pot rather than package solutions 
Most participants perceived package solutions, where a customer 
can buy additional data (for specific applications) to their monthly 
data pot, as something outdated and too complex. When asked to 
make a comparison to TV, where you often pay for different 
channel packages, one of the participants claimed that Internet and 
TV cannot be compared. The reason for this being that Internet 
involves so many different kind of services (e.g. video, music, text, 
chatting etc.) whereas TV is a one-way communication where the 
media companies decide what kind of content you are to watch.  

When it comes to Internet, the applications and type of content one 
consumes online changes so much and so rapidly that it would be 
complex and require too much effort to change for different data 
packages all the time. A major part of the participants meant that 
the system today, where the customer pays their MNO for a fixed 
amount of data per month, is preferable over one where the 
consumer buys data for specific applications or online services. 

One of the respondents claimed that the MNO’s task is not to 
choose what kind of content the customers use their data for, but 
only that they supply sufficient bandwidth capacity for the 
customer’s needs: 

“Their [the MNO’s] task is to provide us [customers] with 
sufficient bandwidth capacity, what I decide to use that capacity 

for is none of their business” – Interviewee #5 

Competition on the Swedish Mobile Internet market 
The competition on the Mobile Internet market in Sweden is good, 
according to the participants. Most of the participants felt that they 
had several options to choose from if they were not happy with their 
current MNO. Most of the participants did however not feel any 
urge to switch MNO as they were happy with their current one. 
Some of the participants, those who were students, said they 
considered changing to a cheaper option, solely due to financial 
reasons and not because they were unhappy with the level of 
service. 

However, the participants that were living in the countryside felt 
like they had theoretical options to switch, but not in practice. They 
meant that even though there are several MNOs to choose from on 
the Swedish Mobile Internet market, they would not be able to 
switch due to network coverage reasons. They felt like they were 
restricted to one specific MNO due to their geographic location: 
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“Of course there are options to switch to, and I have considered 
that, but if I want to use my phone for anything more than calling 
and texting then I do not have any realistic options to my current 

MNO” – Interviewee #2 

NRAs are responsible to look after ISPs and CAPs 
When asked about what kind of responsibility the different parties 
in the IVC have on keeping the Internet an open platform, a 
significant part of the participants agreed that NRAs have the 
biggest responsibility in doing so. This reflects the respondents’ 
answers in the survey. One of the respondents considered it to be 
nice when private companies (both ISPs and CAPs) take 
responsibility on a bigger, social scale. However, the same 
respondent also claimed that since they are profit driven, one cannot 
force them to do so. They must try to compete by the best measures 
they can and then the NRAs need to look after the market, to see 
that ISPs and CAPs are not outstepping their jurisdiction. 

Regarding consumer responsibility, most participants considered 
the users of the Internet to be responsible for reviewing and 
criticizing information that is published there. One respondent 
considered that the consumer is responsible to critically review the 
information that is on the Internet, and the state responsible for 
making this information accessible to as many individuals as 
possible: 

“The government and NRAs cannot examine all the information 
that is on the Internet, that is on the end-consumer, but they need 

to make sure that as many as possible have access to it [the 
Internet]” – Interviewee #2 

The participants did however consider that the responsibility of the 
consumer ends at what content and information there are on the 
Internet. When it comes to access to the Internet and the way that 
ISPs choose to offer that to consumers and CAPs, the majority 
considered it to be NRA’s responsibility. 

5. DISCUSSION 
5.1 NN discussion 
The purpose of this study was to extend the consumer’s point-of-
view upon NN. Before discussing the research question of this 
paper, the sub-questions must be discussed. 

Are the consumers, participating in this study, aware of the concept 
of Net Neutrality? 
 
The respondents from the survey showed clearly that awareness is 
low amongst the respondents. Roughly 51% of the respondents had 
never heard of the term and another 24% did not know the meaning 
of it. Also, the free text answer in the survey, where respondents 
were supposed to write about the meaning of the term and their 
feelings towards it, further confirmed low consumer awareness 
towards NN. A major part of the respondents claimed not to know 
the term or gave an answer related to other issues of the Internet 
(e.g. online bullying or freedom of speech) rather than NN. In the 
interviews this continued, where the participants tended to draw 
towards matters such as online privacy rather than NN. When the 
participants of the interviews got informed about the implications 
of NN, most of them got slightly surprised. The majority had 
another idea about the implication of the term. This corresponds 
well to BEREC’s findings, where the participants of their study had 
a tendency of drifting away from the matter of NN and confuse it 
with other, Internet related debates [2]. In Sweden, the public 
debate regarding Internet related questions has been mostly 
directed towards online data storage and online bullying rather than 

NN. A simple search on Google, at the time of this study, showed 
that there were significantly more, Swedish, material regarding 
online data storage and online bullying than NN. “Online data 
storage” gave 1 120 000 hits, “online bullying” 368 000 hits, 
whereas “net neutrality” only resulted in about 20 000 hits. Even 
though there are no certain conclusions to draw from these 
numbers, the media exposure of these Internet related questions 
might have affected the participants’ answers in this study. It might 
have lead them towards other Internet related questions that they 
have been exposed to. For consumers to be aware of NN and the 
implications of it, both media and NRAs will have to expose the 
matter, making consumers hear of it to know the implications of it. 

It is also likely that the complexity of the IVC and ITM, which are 
both highly related to the understanding of NN, makes people lack 
the required knowledge to grasp the term. However, when given a 
more concrete example of the implications of ITM from ISPs, the 
participants seemed to have a better understanding of what kind of 
implications NN could have on their Internet usage and the market. 
The statements in the survey were designed for this purpose, to give 
the respondents an idea how NN, or the lack of it, can affect their 
Internet usage. Previous studies have showed that if the offers from 
ISPs are transparent and state what kind of implications their ITM 
has on their Internet usage (e.g. higher connection speed, slowed-
down video stream etc.), then people do not need to be fully 
technologically educated within the matter of NN to grasp the 
implications of the term [2]. The importance of transparency from 
ISPs and MNOs was one of the most frequent answers during the 
qualitative interviews. So, on one hand, it seems that the majority 
of the participants in this study lacked the necessary technical 
knowledge for understanding the fundamentals of NN. On the other 
hand, they were capable and interested in knowing how decisions 
of ISPs and CAPs affect their Internet usage if the information is 
explicit enough. Perhaps Internet is more of an experience product 
than one might think, where consumers learn about the technical 
aspects through practical usage rather than theoretical education. 
Also, just as previous studies have shown, metaphors and simpler 
language, with less technological terms, are likely to engage and 
educate consumers in NN policies more than literal descriptions of 
it [12]. 

Which attributes are of importance to the consumers, participating 
in this study, when choosing MNO? 
 
Price was not the most important attribute for the respondents when 
choosing an MNO, which was perhaps the most expected result. 
Instead, it was network coverage. One of the factors for this could 
be due to the fact that a big part of the respondents was living in the 
countryside. Hence, making it more important to choose an MNO 
that has coverage where you live rather than a cheaper one that does 
not. What is interesting about this fact the competition on the 
Swedish Internet market might vary depending on where you live, 
meaning that there is a geographical aspect towards NN. 
Consumers who are not happy with their current ISPs’ NN policies 
might not be able switch due to  

The amount of monthly data included was the second most 
important attribute when choosing an MNO. Since a major part of 
the participants were using online services that consumes a large 
amount data this is perhaps not so surprising. Online video 
streaming and online music streaming are getting more popular in 
Sweden, both requiring high amounts of data [8, 21]. Therefore, it 
is not that peculiar that the amount of data included is important to 
the consumer when choosing an MNO. 
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Do consumers, participating in this study, value Net Neutrality in 
an evolving Swedish Internet market? 

Due to the low awareness of NN amongst the participants in this 
study, it is hard to draw any final conclusions from this study. 
However, a few tendencies could be drawn from the results of this 
study. One tendency was that paywalls and blockage of services 
from ISPs was not accepted by the respondent. They disagreed to 
the statements related to these matters and the interviews further 
confirmed this. During the interviews the participants considered 
the Internet to be a very democratic medium that should be 
accessible to everyone. Some of the participants considered it to be 
a public utility just as much as electricity or water. ISPs were not 
considered to own the rights, such as CAPs do, to use paywalls for 
accessing applications and online services. It seems the participants 
felt that the ISPs should act as neutral as possible, only provide 
access to the Internet and not interfere with what kind of services 
consumers use the infrastructure for. 93% of the Swedish 
households have got access to the Internet and 78% of the 
population is using their smartphone to browse the Internet [8]. 
More and more, the Internet and our smart phones are being used 
for every day errands: paying bills, grocery shopping etc. The more 
our lives move to the Internet, the more of a democratic right it will 
probably be considered to have access to it. The more accustomed 
consumers get to having access to the Internet all the time, 
everywhere, the harder it will be for ISPs and MNOs to establish 
paywalls for specific services. Whether it is landline or mobile, 
Swedish consumers of today are used to having unrestricted 
Internet, where you pay ISPs and MNOs for access to the whole 
Internet and not for certain services. Therefore, it will probably be 
hard for these actors to implement new business models with 
restricted Internet access without consumers opposing to this. 

As mentioned previously, the lack of knowledge regarding NN 
from the participants of this study was high. This could mean that 
NRAs’, ISPs’ and CAPs’ actions and positioning in the NN debate 
will probably influence the consumers’ opinion a great deal. Telia 
have taken a strong position against PTS decision to restrict their 
zero-rated offers [26]. The Swedish MNO replied with an open 
letter on their webpage, claiming that PTS decision restricts the 
competition and development of the mobile Internet market [7]. 
Consumer interest is what should guide the market according to 
Telia who claims that their zero-rated offer is based upon new 
consumption behavior and interest [26]. But if consumers’ 
knowledge about NN is as low as in this study, can the MNOs then 
look to the consumers’ interest to lead the development of this 
market? Can consumer interest, solely, lead development for this 
market? And should it set the regulations for it? If the consumer 
interest from this study were to guide MNO’s future offers, then 
they were to offer unlimited mobile data. Something none of the 
Swedish MNOs are doing at the time of this study. And if 
consumers do not know of NN and the long-term implications of it 
on the Internet market then they can probably not be expected to be 
the ones responsible for leading the market development. So, who 
has the responsibility of keeping the Internet an open platform? The 
consumers in this study considered NRAs, PTS in the case of 
Sweden, to be so. It is not an unexpected result since PTS has the 
task of looking after (and, if necessary) regulate the Swedish 
telecom and Internet market [16]. But if PTS are to take decisions 
like the one against Telia, it will be important for PTS to inform 
and educate the consumers in why they are making these decisions. 
Otherwise it might lead consumers towards a negative connotation 
of NN. It is easy for the consumer to see the difference on their 
monthly data pot if Telia have to take away their zero-rate offers. It 
is harder for the consumer to see the long-term implications that 

NN regulations might have on the market. Therefore, if consumers 
are to value NN in a longer term it will probably be important for 
PTS and the media to explain the value that NN could have for 
competition on the Internet market. 

Perhaps NN policies are not the most important thing to teach 
consumers about, as they can learn about this through experience, 
but rather the long-term implications of it, or lack of it, to the 
Internet market. 

5.2 Method discussion 
Firstly, the selection of participants must be discussed. The 
selection method for this study was not fully random. Due to the 
time-limitation of this study, the survey was primarily distributed 
to people within the author’s acquaintance. This resulted in 15 
present or previous students from the Media Technology program 
at KTH Royal Institute of Technology taking the survey. These 
respondents could influence the results due to them being more 
educated within the matter than the public. Moreover, there was an 
overrepresentation of people within the age of 20-29 with 64,9% of 
the respondents within this age range. Therefore, the sample of 
participants in this study cannot be seen as a cross-section of the 
Swedish population.  

Also, the total number of respondents were too low to apply any 
conclusions to Swedish consumers in general. Rather, it gives an 
idea about which direction the participants of this study are leaning 
towards. The combination of quantitative data from the survey and 
qualitative data from the interviews do however complement each 
other. The answers from the interviews provide a more vivid picture 
of the participants’ reasoning in this study. However, one should 
still be careful to draw conclusions on a bigger scale than the 
participants of this study. 
Regarding the survey and the way the questions were designed, it 
is important to note that only two of the questions asked explicitly 
about NN. Most of the other questions were designed in a way that 
the respondent would understand the implications of NN, or lack of 
it, towards their Internet usage experience. This way of designing 
the questions assumed that the respondent would not possess the 
necessary knowledge for understanding NN. The statements were 
constructed to give a concrete example that consumers could relate 
to. This format might have been leading for the respondents, 
influencing the way the respondents answered the questions. They 
might have felt that there was a right and a wrong way to answer, 
regardless of their own opinion. 

5.3 Future research 
Another research area within NN would be to study how education 
within the matter influences the consumer’s values. One method of 
doing so could have been to divide the participants into two groups. 
One where the participants got educated within NN and 
fundamental technological knowledge to understand the matter, 
and another where the participants did not get education. Then 
compare the two groups to see what kind of influence adequate 
education has within the matter. 

Another possible research area regarding NN could be how media 
exposure regarding the subject, or lack of it, affects consumers. Do 
Swedish consumers lack knowledge of NN due to low media 
exposure of the subject? Or do they simply not care about the issue? 

6. CONCLUSION 
There are a few conclusions to be drawn from the results of this 
study. However, these conclusions apply to the participants of this 
study and one should be cautious in applying them to the public. 
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Consumer knowledge regarding NN is low. Most consumers have 
a hard time understanding the theory behind the term due to 
Internet’s complex structure. This corresponds well with BEREC’s 
previous findings regarding consumers’ view upon NN [2]. A lot 
of consumers mistake NN for other Internet related issues, which 
might be due to higher media exposure of other Internet related 
issues in Swedish media. Further research would be needed to 
determine this though. 

Due to the high lack of knowledge regarding NN from the 
consumers, it was hard to draw any final conclusions concerning 
the consumers’ values towards it. However, even though a major 
part of the consumers lacked knowledge regarding the term, they 
valued the implications of it. When faced with a statement 
regarding how explicit ITM actions from ISPs and MNOs might 
affect the consumers’ Internet experience, the consumers seemed 
to grasp the implications of it. Transparency from ISPs was one of 
the most important and valued attributes from the consumers in this 
study.  

The consumers trust in the NRAs to look out for the Internet market 
and the openness of Internet. They look to NRAs for reviewing the 
actions of ISPs and MNOs and how they influence the Internet 
market. Therefore, it will probably be important for NRAs to assure 
that these actors are transparent in their offerings towards 
consumers. For consumers to see the value of NN, both for 
themselves and for the long-term Internet market, NRAs need to be 
informative and to educate consumers within the matter. Metaphors 
and simpler language, in terms of technological terms, are powerful 
tools in explaining NN policies to uninitiated consumers. Without 
adequate knowledge regarding NN, consumers cannot be expected 
to see the long-term implications of NN, or lack of it, on the Internet 
market. 
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