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1. Introduction

1.1. Background and objectives

The Opinion Leaders’ Panel was established as part of the programme for Modernising
Government in Trinidad & Tobago. The purpose of this research is to provide evidence
about the views of citizens of Trinidad & Tobago as a basis for informed decision
making, policy formulation and implementation with respect to public service delivery.

This volume contains the report from Wave 10 of the Opinion Leaders’ Panel. This
survey was conducted by MORI with HHB & Associates on behalf of the Government
of the Republic of Trinidad & Tobago.

1.2. Methodology

In total 2,362 completed interviews were achieved for OLPW10. This was based on the
Panel of 2,147 members from Wave 9 and some new recruits for this Wave. The
completed interviews comprised of 1,758 existing Panel members and 604 new
recruits. This gives an overall response rate of 82% of the original Panel — (1,758 out
of 2,147).

All interviews were conducted face-to-face between 8 March and 22 April 2008.

The data have been weighted by age, ethnicity, gender and regional corporation to the
2000 census data. Weighting for work status is derived from an analysis of the most
recent labour force survey data.

Prior to the quantitative survey, four focus groups were completed in December 2007.
The focus groups were recruited and moderated by Caribbean Market Research under
the direction of MORI Caribbean. Focus groups are conducted prior to each Opinion
Leaders Wave to help inform the development of the questionnaire and to explore
some issues in greater depth.

1.3. Comparative data

Throughout this report, comparisons have been made with results from previous waves
of the Panel. These were conducted on the following dates:

Wave 1, 15 July — 29 August 2002 (base size 2,747)
Wave 2, 28 June — 16 July 2003 (base size 693)
Wave 3, 6 — 22 December 2003 (base size 700)
Wave 4, 17 July — 6 August 2004 (base size 710)
Wave 5, 29 January — 1 April 2005 (base size 2,426)
Wave 6, 22 July — 8 August 2005 (base size 687)

Wave 7, 31 May — 15 July 2007 (base 2,540)
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Wave 8, 23 — 27 August 2007 (base 948, by telephone)

Wave 9, 16 December 2007 — 21 January 2008 (base size 983)

1.4. Area combinations

Reference is made in this report to different areas of the country, which have been
classified as follows:

i. North (Port of Spain and Diego Martin)
ii. South (San Fernando, Point Fortin, Princes Town, Penal/Debe and Siparia);

iii. East (Arima, San Juan/Laventille, Tunapuna/Piarco, Rio Claro/Mayaro and
Sangre Grande);

iv. Central (Chaguanas and Couva/Tabaquite/Talparo); and

v. Tobago.

1.5. Presentation and interpretation of the data

This study is based on interviews conducted on a representative sample of the adult
population of Trinidad & Tobago. All results are therefore subject to sampling
tolerances, which means that not all differences are statistically significant. In general,
results based on the full sample are subject to a confidence interval of +2 percentage
points. A guide to statistical reliability is appended.

Where percentages do not sum to 100, this may be due to computer rounding, the
exclusion of “don’t know” categories, or multiple answers. Throughout the volume, an
asterisk (*) denotes any value less than half a per cent but greater than zero.

In the report, reference is made to “net” figures. This represents the balance of opinion
on attitudinal questions, and provides a particularly useful means of comparing the
results for a number of variables. In the case of a “net satisfaction” figure, this
represents the percentage satisfied on a particular issue or service less the percentage
dissatisfied. For example, if service records 40% satisfied and 25% dissatisfied, the
“net satisfaction” figure is +15 points.

In several instances where identical questions were put to the baseline, or subsequent,
samples of 2,747 citizens, and repeated in this tenth Wave with 2,362, a calculation of
‘swing’ is offered to indicate the change over time, comparing the attitudes of the
Trinidad & Tobago public this Wave against previous Waves. Swing is calculated by
measuring the net positive (negative) response then and comparing it to the net positive
(negative) score now, and taking the sum and dividing by two. This figure represents
the number of people (in the aggregate) out of 100 who have changed their view over
the two points in time.

Itis also worth emphasising that the survey deals with citizens’ perceptions at the time
the survey was conducted rather than with facts, and that these perceptions may not
accurately reflect the level of services actually being delivered.
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2. Executive Summary

Government Performance and Expectations

One in five citizens (20%) is satisfied with the performance of the Government
and three quarters (74%) are dissatisfied. This is the lowest level of satisfaction
measured to date in the Opinion Leaders Panel research.

Most people do not have confidence that the Cabinet will take the country in
the right direction (56% having little or no confidence) or that it will deliver on
the promises made at the election (58% having little or no confidence).

National Issues

The two issues that are seen by the public as being the most important issues
facing the country are “prices/inflation” (cited by 85% of people) and “crime/law
& order” (cited by 84%).

The proportion of people saying “prices/inflation” is one of the most important
issues has risen by 21 percentage points since mid 2007.

Vision 2020

Three quarters of the public (76%) has heard a great deal or a fair amount
about Vision 2020: the highest levels of awareness recorded to date. Two in
five people (41%) believe it likely or certain that Vision 2020 will be achieved:
the lowest level of confidence recorded to date.

Government Advertising

Two in five people (40%) feel informed about the services and benefits the
Government provides, which is down from 45% in 2005. Almost three in five
people (58%) do not feel informed. Over half the public (54%) thinks the
Government is too remote and impersonal.

Television (87%) is the most often used media people turn to for news on
important events and issues, followed by newspapers (70%) and radio (61%).
The evening is the most popular time to watch newscasts on television, while
radio newscasts are more likely to be listened to in the morning or during the
day.

CCN TV6 (watched by 82% of the public) is by far the most popular television
station. The next most popular is CNMG, which is watched by 27% of
respondents. Approximately a third of the public indicate that CCN TV6 is the
only channel that they view regularly.

Nine in ten people (90%) listen to at least one radio station regularly and over
half (55%) listen to at least two. The most frequently listened to station is
WEFM 96.1FM, with 15% of the public listening to it regularly, though there is
little difference in the amount of audience share of the top five radio stations.

Newsday (68% of the public read it regularly) and Express (read by 62% of the
public) are the most popular newspapers. More than nine in ten people (93%)
read at least one newspaper regularly and three in five (62%) read at least two.

MORI 4



Local Area

Over half the public (53%) say that “peaceful/quiet” is one of the good things
about their area, followed by 38% who say “low crime rate” and 31% who say
“people/neighbours”.

The two most popular improvements the public would like in their
neighbourhood are “facilities for young people” (30%) and “better maintenance
of the area” (25%).

Local Government Body

More of the public are dissatisfied (45%) than satisfied (37%) with their local
government body. In contrast, in 2003 more of the public were satisfied than
dissatisfied with their local government body. “Poor service” and “slow” are the
two phrases that are most likely to be selected by the public as ways to
describe their local government body.

Over three in five people (63%) do not feel informed about what their local
government body does. Again this is a worse rating than was recorded five
years ago.

A large proportion of the public is dissatisfied with the performance of local
government on what they see as the priorities local government should
concentrate on. For example, 68% are dissatisfied with local government
“treating all residents equally” and 71% are dissatisfied with “maintaining good
quality local services”.

While the majority of the public is dissatisfied with their local government body
and its performance on people’s priorities, more people are satisfied with many
local services which may or may not fall under the sole purview of their local
government body: 85% of the public is satisfied with street lights, 74% with
garbage disposal and land fills and 72% with street cleaning.

Local Government Reform

The vast majority of the public believes the local government system needs to
be improved, but two thirds (67%) has heard very little or nothing at all about
the Government’s plans for local government reform. Among those persons
who have heard about the plans there is broad support, 64% support them.
However, among the general public, half do not think the Government is
interested in listening to ordinary people concerning how local government
should be reformed.

Local Councillors

A quarter of citizens (26%) can correctly name their local councillor. The top
three things the public believes councillors should concentrate on are “dealing
with people’s problems in their wards” (47%), “listening to the views of local
people” (44%) and “making themselves available to local people” (35%).
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CEPEP and URP

Both CEPEP and URP are generally well regarded by the public, with seven in
ten people satisfied with “how CEPEP has worked in their community” and half
satisfied with URP in their community.

People are particularly positive about how successful CEPEP has been in
enhancing the environment (90% say it has been successful at this) and
providing employment for semi-skilled and unskilled people (86%).

Housing

45% of the public do not think the Government has done enough to provide
affordable housing to families on low income. In 2004, 58% of the public felt
this way.

Almost all respondents have heard of the Housing Development Corporation
(HDC) and among those who have contacted it in the past 12 months the
majority (70%) found that the staff were “helpful”. In contrast, fewer than two in
five (37%) found them to be “quick”. Approximately half of the respondents
(52%) who had contacted the HDC were dissatisfied with the final outcome of
their contact. The length of time taken to deal with their enquiry was the key
reason cited for dissatisfaction.

The public believes the HDC is doing a good job at “providing new housing”
(67%) but fewer think it is doing a good job at “deciding who is allocated a new
house” (28%) or “deciding on what type of house people are given” (30%).

Consumer Affairs

Only one in eight persons (12%) knows that the Ministry of Legal Affairs
(MoLA) is responsible for consumer affairs. Twice this proportion (28%) thinks
this is the responsibility of the Ministry of Consumer Affairs, and the majority of
the public (58%) say they do not know.

Most people (71%) say that they did know that if they had a complaint about a
vendor or business they could report them to the Consumer Affairs Division at
the Ministry of Legal Affairs. The majority of people (59%) subsequently
advised that they would be likely to complain to the Consumer Affairs Division
at the MoLA if they wanted to make a complaint.

Electronic Birth Certificates

A third of the public (33%) do not have their electronic birth certificate and the
key reason for not having one is that it is perceived to be too difficult or time
consuming to obtain it.
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3. Government Performance & Expectations

3.1. Government Performance

Just one in five citizens (20%) is satisfied with the way the Government is running the
country. This is the lowest level of satisfaction recorded since the Opinion Leaders
Panel (OLP) started in mid 2002, and is down 15 percentage points since the start of
the year. The proportion dissatisfied with the Government is also at a record high, with
three quarters of citizens expressing dissatisfaction (74%).

Since just before the last general election (public opinion at this time was measured in
Wave 7), there has been a swing of -10.5, indicating that approximately 10 people in
every 100 who were satisfied with the Government are now dissatisfied.

ORI

Caribbean

Satisfaction with the Government

Q Are you satisfied or dissatisfied with the way the
Government is running the country?

% Satisfied
% Dissatisfied
Jul-Aug 02 Jun-Jul 03 57
Dec 03 Feb-Mar 05 Dec 07- 74

Jul-Aug 04 Jul-Aug 05 Jun-Jul 07 Jan 08

W9 W10

Mar-Apr 08

| Swing -10.5% since GE |

Base: 2,362 TT adults, March - April 2008

Satisfaction with the Government is higher among older members of the public, with
three in ten of those aged 55 and over (29%) expressing satisfaction, compared to just
16% of those age 18-34 being satisfied. Satisfaction levels also vary by ethnicity, with
more Afro-Trinidadians (28%) than Indo Trinidadians (11%) satisfied with the
Government. Satisfaction levels show little difference, however, by gender or class.
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The table below shows the net satisfaction scores for the key sub groups of the public
as measured in the first wave of the Opinion Leaders’ Panel compared with the latest
findings, and also the swing calculations.

The change in net satisfaction with the Government, represented by the swing
calculation, between Wave 1 and Wave 10 is fairly consistent across the main
sub-groups of the public, with the average change of minus 21. This means that since
mid 2002 (Wave 1) 21 people in every 100 have moved from being satisfied to
dissatisfied with the performance of the Government.

Table 1: change in levels of net satisfaction with the Government

Wave 1 Wave 10 Swing
Total -12 -54 -21
Male -15 -55 -20
Female -10 -53 -21.5
18-34 years -19 -63 -22
35-54 years -15 -54 -19.5
55+ years +2 -34 -18
ABC1! -14 -55 -20.5
C2DE -14 -54 -20
Afro- +12 -36 -24
Trinidadians
Indo- -36 -72 -18
Trinidadians

Source: MORI Caribbean

! In this report professional/non-manual workers refer to those residents in social grades ABC1.
Residents in social grades C2DE ate referred to as working class and unemployed/not working.
Please see the appendix for further details.
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3.2. Expectations of the Cabinet

The public has low expectations of the ability of the new Cabinet to take the country in
the right direction and deliver on the promises they made at the election. For both of
these areas, only two in five persons express confidence that the Cabinet will deliver
(40% feeling the country will be taken in the right direction, and 37% feeling that election
promises will be delivered).

More women than men have confidence in the Cabinet to take the country in the right
direction (42% vs. 38% have confidence respectively), and confidence is observed to
grow slightly with age, with 37% of those aged 18-34 having confidence, compared to
44% of those aged 55 and over.

Approximately twice as many Afro- than Indo-Trinidadians are confident in the Cabinet.
For example, half of Afro-Trinidadians (51%) believe the Cabinet will take the country
in the right direction, compared with three in ten Indo-Trinidadians (29%) who think this.

ORI

Caribbean

Confidence in the Cabinet

Q@ How much confidence, if any, do you have in the new Cabinet to...

...take the country in ... deliver on the promises they
the right direction? made at the election?
I A great deal [ |Some lLittle lNone [ |Don’t know

Base: 2,362 TT adults, March - April 2008
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4. National Issues

4.1. Key National Issues

Two issues of concern dominate the public’s mind: “inflation” and “crime”. These issues
are seen as being of approximately equal importance, with the great majority of the
public citing each issue (85% mention “inflation”, and 84% “crime”). These two issues
are by a considerable margin felt to be the most salient issues facing Trinidad and
Tobago today.

The next most important issue, cited by one in four persons (25%) is “health/hospitals”,
followed by three issues each seen as most important by one in eight adults (12%):

"«

“‘unemployment”, “roads” and “low pay”.

@ﬂ%@nﬂ Key Issues Facing the Country

Q What in your opinion is the most important issues facing T&T today?
What do you see as the other important issues facing T&T today?

Ten most frequently cited issues +W71

Inflation/prices Y 55°/,+21
crime/law & order/vandalism | 4% -1
I 257 23

Unem?onmentIfactory closurel- 12% A1

Health/hospitals

lack of industry

Roads B 12% 9
Low pay B 12% -7
Drugs I ©% -10

Poverty/inequality

B 0% 8
B 8% 5
7% 10

Education

Housing

Base: 2,362 TT adults, March - April 2008 ("W7 = May-Jul 07)

The figures to the right side of the chart above show the change in concern for each of
these issues since Wave 7 (mid 2007). For all but two issues, fewer people currently
say each are important compared with 2007. “Health/hospitals” has seen the biggest
decline in importance (down 23 percentage points). Statistically there has been no
change in the proportion stating “crime” is one of the most important issues facing the
nation (down one percentage point) and there has been a very significant increase in
concern about “inflation/prices” (up 21 percentage points).
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4.2. Trends in National Issues

Since the start of the Opinion Leaders’ Panel in mid 2002, crime has consistently been
viewed as the single most important issue facing Trinidad and Tobago. Over nine in
ten members of the public expressed concern about “crime” in late 2003, and concern

has remained around these levels ever since, albeit dropping slightly in the past couple
of years.

The most striking aspect of public concern in recent years however is the dramatic shift
in the proportion saying “inflation/prices” is the most important issue facing the nation,
up from one in five respondents (20%) in August 2005, through to 64% in August 2007,
and now at 85%. While the importance of other issues of historical importance —
“health”, “unemployment/jobs”, and “roads” — appear to have fallen off, these shifts
should be understood in the context of inflation and crime dominating public thought,
rather than a decline in the importance of these issues per se.

ORI

Caribbean

Key Issues Facing TT (Trend)

Q What would you say is the most important issue facing TT today?
o What do you see as other important issues facing TT today?
(]

90 J_ =

" A~ - B
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5. Vision 2020

5.1. Awareness of Vision 2020

Three in four of the public (76%) say they have heard a great deal or a fair amount
about Vision 2020, with just over one in five (23%) saying they know little of nothing
about the initiative. As was the case at the start of the year, very few people are
completely unaware of Vision 2020 (2%).

As can be seen on the right of the chart, awareness of Vision 2020 has increased over
time. In early 2003 fewer than two in five persons (37%) claimed to know at least a fair
amount about Vision 2020, which represents half of the current level of awareness
(76%).

MORI

Caribbean

Awareness of Vision 2020 BEEETEIEZ
76/23

Q How much have you heard about Vision 2020? De?‘%? 2Ja4'.1 08

Not heard of Don't know 1% %USt 07

69/30

A great deal Méﬁ-’,‘gg

Sep-Nov 06

0/29
wig
Lk

62/34

Dec 03

A fair amount 50/48

Jan-Jul 03

37/57 W

Awareness of Vision 2020 is consistently high across all sub groups of the public.
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5.2. Confidence in Vision 2020

For the first time, more people are sceptical that Vision 2020 will be achieved than are
optimistic. Half the public (50%) feels that Trinidad and Tobago is unlikely or will
certainly not be a developed nation by 2020, compared to two in five (41%) who believe
it is likely or certain to happen.

Public sentiment has therefore reversed since the start of the year, at which time half
of the public (51%) felt that Vision 2020 would be achieved, and two in five (42%) did
not think it would be. These latest findings are consistent will falling levels of confidence
as measured by the Opinion Leaders Panel since mid 2003. In 2003, twice as many
people were confident (63%) than sceptical (30%) that Vision 2020 would be achieved.

The swing in confidence in Vision 2020 since 2003 is minus 21 points, meaning that
over the past five years, approximately 11 in every 100 people have moved from being
optimistic to being pessimistic about the country achieving developed nation status by
the year 2020.

MORI

Caribbean

Mar-Apr 08

Confidence in Vision 2020 Y

Q Vision 2020 is the Government's commitment to make Dec 07 - Jan 08

Trinidad and Tobago a fully developed nation by 2020. 91/42
How likely is it that this will be achieved? A5U£§Jf4tl027
; Certain to
Don’t know, . May-Jul 07
Certain not tg y 50/39
SeéJ-Nov 06
) _ Jul-Aug 05
Very unlikely 54]31
Jan-Apr 05

49/46
Jul-Aug 04
58/35
airly likely Dec 03

99/33

Jan-Jul 03
Base: 2,362 TT adults, March - April 2008 63/30 B

Fairly unlikely

There is no difference in the levels of confidence in the achievement of Vision 2020 by
age group or work status. Analysis of other demographic variables indicate differences
in confidence levels. More women (44%) than men (38%) are confident; more working
class people (43%) than middle class people (38%) are confident; more Afro-
Trinidadians (49%) than Indo-Trinidadians (34%) are confident; and persons living in
the North (45%) and South (45%) are more likely to be confident than those living in
East (40%), Central (40%) or in Tobago (38%).

There is also a close correlation between belief in Vision 2020 and satisfaction with the
performance of the Government. Among those who are satisfied with the Government
seven in ten (69%) believe Vision 2020 will happen, compared with one third (34%)
who think this among those who are dissatisfied with the Government.
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5.3. Moving Towards Developed Nation Status

When asked to position Trinidad and Tobago on a scale of 1 to 10, with 1 being the
least developed country in the world and 10 being the most developed, the average
ranking from the public is 4.62. This indicates that on average, currently the public sees
the country in the bottom 50% of countries in terms of development.

Despite the growing pessimism about the country achieving Vision 2020, the public
expects development to occur in the future. When asked where the country will be in 5
years time the average response is 5.26, placing Trinidad and Tobago in the top half
of countries by development. When asked where the country will be by the year 2020,
the average response is 6.45, which is almost in the top third of countries.

MORI 14



6. Government Advertising

6.1. Feeling Informed

Two in five of the public (40%) feel informed about the services and benefits provided
by the Government, with almost three in five (58%) saying they are not well informed.
This gives a net rating of -18, which compares to a net rating of +9 as recorded in 2005.
This means that compared to three years ago, fewer people currently feel informed
about the services and benefits provided by the Government.

Just over half of the public agrees that the Government is too remote and impersonal
(54%), with a quarter in disagreement with this statement (24%). This pattern is similar
to that recorded in 2005.

MORI

Caribbean Feeling Informed

Q How well informed do you feel the Government keeps you about the
services and benefits it provides?

Q To what extent do you agree or disagree that “The Government is too
remote and impersonal”
i strongly [ |Tend to

Very well :
Wyeny wel W Not very well agree disagree
[Fairly well Jjjj Not at all WTendto i 3_“-""“9'3’

informed informed ] agree isagree

Informed Remote and impersonal

2005:
+35

Base: 2,362 TT adults, March - April 2008

Men (36%) and Indo Trinidadians (34%) are the least likely to feel informed about the
Government; and 18-24 year olds (58%) and Indo Trinidadians (70%) the most likely
to say that Government is too remote and impersonal.

6.2. Information vs. Advertising

The survey was designed to assess public opinion regarding the amount of
advertisements from Government Ministries that were present in newspapers. A split
sample methodology was employed to test the effect of question wording: a random
half of respondents were asked about “information from Government in newspapers”,
and the other half were asked about “advertisements from Government ministries in
newspapers”. On both measures, the public’s most frequent response was that they
did not receive enough information (62%) or advertisements (51%) from the
Government.

These results relate to previous findings, where large proportions of the public indicated
that they did not feel informed about what the Government was doing. However, this
finding should not be taken to imply that more money should be spent on advertising,
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rather that the existing advertisements are not as effective as they could be in informing
and educating the public about Government activities.

ORI

Caribbean

Information vs. Advertising

Q Do you think there is too much, not Q Do you think there are too many,

enough or about the right amount too few or about the right amount

of information from Government of advertisements from

ministries in newspapers? Government ministries in
newspapers?

Il Too much [ About right amount [l Not enough/too few [ |Don’t know

Version A: 1,173 TT adults; Version B: 1,186 TT adults (March — April 2008)

6.3. Sources of News and Important Events

The top three sources from which the public learns news about important events and
issues are television (cited by 87%), newspapers/the press (70%), and the radio (61%).
Far fewer use the internet for this purpose (9%) and almost no one would turn to the
Government (2%). This pattern of findings is similar to those from 2004.

MORI Sources of News for
Caribbean Important Events and Issues

Q  Which, if any, of the following do you usually turn to or use to find out
about news on important events and issues?

2004'

Television 87%

Newspapers/the press _ 70%
Internet/websites - 9% 9%

The Government I 2% 1%

None of these |1%

Don’t know/not stated H*%

Base: 2,362 TT adults, March - April 2008; (1 = BBC survey, April 2004)
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Radio and television newscasts tend to be watched at different times of the day during
the week. Three quarters of the public watch newscasts on television in the evening
(6pm to 9pm), compared to just 12% who watch in the morning (6am to 9am) or during
the day (9am to 6pm). In contrast, radio newscasts are most often listened to in the
morning (34%), with almost three in ten (27%) listening during the day, and 12%
listening in the evening or night time. One in five people (22%) do not listen to
newscasts on the radio.

6.4. Television

CCN TV6 is by far the most popular TV channel viewed by the public, with four in five
(82%) saying they watch it regularly. The next most popular channels are CNMG and
CNC 3, watched by 27% and 21% respectively. As well as being the most popular TV
channel, for a third of the public, CCN TV6 is the only channel regularly watched.
Almost half the public (48%) watch CCN TV6 and one other TV channel regularly.

MORI Most Popular TV Stations

Caribbean

Q Which, if any, of these television stations do you tend to listen to

regularly nowadays?
All >2% (plus Parliament Channel)
coN Tvs I 52
cNmG 7
CNC 3 N 21%
Gayelle 6%
NCC 4 B3%
IETV B3%
Synergy 3%
Parliament Channel B2%
Only CCN TVé \ |34%
CCNTV6 + at least 1 other | 148%
6.5. Radio

While one TV channel dominates the share of the TV market, this is not the case for
radio, with no one station having a significantly higher share than any other. The most
frequently listened to station is WEFM 96.1FM, with 15% of the public listening to it
regularly. As seen in the following chart, there is little difference between the top five
radio stations in terms of audience share.

Nine in ten people (90%) listen to at least one radio station regularly and over half
(55%) listen to at least two. Only one in ten persons do not listen to a radio station on
a regular basis.

Detailed analysis of the profiles of listeners shows that the radio stations reach very
different audiences (for full details see the computer tables). For example, WEFM
96.1FM serves a younger audience as 74% of its adult listeners are aged under 35
years; whereas 70% of the adult audience of Radio Sangeet 106FM is aged over 35
years.
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MORI Most Popular Radio Stations

Caribbean

Q Which, if any, of these radio stations do you tend to listen to regularly

nowadays?
Top mentions
WEFM 96.1FM () 1 5%
Isaac 98.1FM I 13%

Music Radio 97FM [ 12%
Rhythm City 94.1FM [ 11%

Power 102FM R 10%

95.1FM - The Best Mix _8%

Vibe CT 105.1FM _ 8% 90% At least 1 radio station
WABC 103FM N 7% S
Radio Sangeet 106FM I 7Y% 55% At least 2 radio stations
195.5FM D 7% 26% At least 3 radio stations
Ebony 104FM I_ 7% 11% At least 4 radio stations
None of these/Don’t know | |10%

Base: 2,540 TT adults aged 18+, 31 May — 15 July 2007

6.6. Newspapers

The newspaper market is dominated by the Trinidad Newsday which is read by two
thirds of the public (68%), and the Trinidad Express (62%). There are very high levels
of newspaper readership, with over nine in ten of the public reading at least one
newspaper on a regular basis. There are also high levels of cross-newspaper
readership, with over three in five (62%) saying they read at least two newspapers
regularly, and a quarter (26%) saying they read at least three newspapers regularly.

MORI Most Popular Newspapers

Caribbean

Q Which, if any, of these do you read regularly, that is, three out of four
issues?

Top mentions

Trinidad Guardian _25%

93% At least 1 newspaper
Sunday Express -15%

62% At least 2 newspapers
Su nday Newsday - 15%, 26% At least 3 newspapers

10% At least 4 newspapers

Sunday Guardian .6%

Base: 2,540 TT adults aged 18+, 31 May — 15 July 2007
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6.7. Internet

Consistent with 2005 results, two thirds of the public (66%) feel that it is fairly or very
important that the Government provides information and services on the internet. The
internet is most frequently used at home (18%), in an internet café or shop (11%), or
at work (8%). Two in five of the public (38%) don’t have access to the internet, while
one in five (19%) do not access the internet via any of the locations listed.

WIOR] Internet Access

Caribbean

Q In which of the following locations, if any, do you currently access the
internet? Please read out the letter or letters that apply

In my own home D 18%
An internet café or shop R 1%
Where | work B 8%

In another person’s home 4%

A public library B 3%

At school, college, university or other

educational or t?aining faciltiYy 3%
On my cell phone H2%
A government office (e.g. the

local council) 1%

Other 11%

Don’t have access to internet D 35
None of these I 19

Don’t know L 14%

Base: 2,362 TT adults, March - April 2008

6.8. Insight from Focus Groups

The focus groups explored public attitudes regarding what constitutes good advertising
generally, including commercial as well as Government advertising. The detailed focus
group reports are appended to this document. The key features seen to be attractive
in advertising are where they meet one or more of the following characteristics:

e Important to the individual and/or society

Examples given here included advertisements on free tertiary education
and anti-smoking, as these were viewed as areas of activity that the
government should be trying to actively change in society.

e Helpful / Informative

An example here is the “What's Your Position” advertisement which
participants felt was very informative to society, particularly younger people.
Another examples was the “Dairy Dairy” advertisement because, as one
participant said, “it encourages children to drink milk”.

e Creative
This is important to catch people’s attention, particularly where there is a lot
of advertising across different media. An example given by participants was

the “Red Bull” advertisement as ‘it captivates the audience; every
advertisement, they stress on Red Bull gives you wings”.
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e Humorous
Advertisements were mentioned as being humorous which helped the
advertisement/product be recalled by participants, one example of this was
the Bmobile/James Bond advertisement.

e Many participants also said they like advertisements with “sale” in
them

“Personally, | would pay attention to an advertisement if they give away
something or upsize or package a deal’.

The focus groups also researched the features of advertising that the public say they
do not like:

e Boring narrators

“Sometimes you hear some horrible advertisements then your hear some
that are very articulate”.

o Where the product being advertised is seen as either poor quality or
not good for you

“They (KFC) are killing people with their products”.

“They (fast food advertisements) catch children’s attention and in turn |
would have to spend money”.

o Where the audience is not convinced the people in the advertisement
are real or who they say they are

[In the Sensodyne advertisement] there was no indication of him being a real
dentist”.

e Saturation of an advertisement or series of advertisements from a
particular company

“Every time | open the mailbox, instead of seeing something from a friend, |
see a brochure. They [Courts advertisements] are everywhere, like air”.

e Participants are also sensitive to the timings of advertising certain
products

“If they want to promote condoms, fine, but the timing should not coincide
when my children are around”.

e Sex
For some people using women to sell products was seen as offensive; but

other people admit that attractive people in advertisements can draw their
attention to the product.
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Considering Government advertising in particular, the focus groups uncovered some
aspects of Government advertising the public may view in a negative light:

o When advertising makes “using” Government look easier than it is

“The process is really frustrating. All that they say in the advertisement is not
really true and there is too much red tape [re obtaining home ownership]”.

e When advertising is seen as political propaganda

o When advertising doesn’t reflect “my” reality
This applies mainly to advertisements on crime where the public find it
difficult to accept any Government advertising on crime because they feel

crime is increasing and do not feel any amount of advertising could persuade
them otherwise.

“They advertise that they have a handle on crime, but yet there are murders
and killings every day on the news” (Central)

o When advertising assumes respondents know more than they do

“The tertiary education part is a good thing, but they don’t give you a clear
explanation as to how to attain free education”.

¢ When there’s no information on what to do next

“With all these advertisements, all they need to say is click here to get more
information” (North)

e Pictures of Ministers

“I got turned off when | saw the Minister’s face”.
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6.9 Reaction to Government Advertising

Six advertisements that were published in the newspapers over the past few months
were shown to respondents. For each advertisement a number of questions were
asked about them. The chart below shows the summary of the results for each
advertisement.

MORI

Ads: Core Comparisons

Caribbean
Recall Understand Interesting Useful
66% 86% 83% nfa MUST
55% 80% nfa nfa WASA
49% 82% n/a 72% Food Prices
41% 84% 86% nia V2020 Health
40% 86% 84% nia V2020 Street Lights
40% 78% nia 68% Home Ownership

This shows that recall of the advertisements ranged from around two in five (for three
of the advertisements) to two thirds (the MUST advertisements). The extent to which
people feel they understand each of the advertisements is fairly consistent, ranging
from 78% saying that the Home Ownership advertisement is easy to understand to
86% saying the V2020 street lights and MUST advertisement are easy to understand
(giving a range of 8 percentage points).

The great majority of the public also find the advertisements interesting (levels of
interest were gauged for the MUST, V2020 Health, and V2020 Street Lights
advertisements). Respondents were also asked whether they would find the
advertisement on Food Prices and on Home Ownership useful. Most respondents felt
these advertisements would be useful (72% in respect of the Food Prices
advertisement, and 68% in respect of the Home Ownership advertisement).
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7. Local Government

7.1. Good Things about the Neighbourhood

“Peace and quiet” (cited by 53%) and the “low rate of crime” (38%) are the two things
the public like most about their neighbourhood. “Having good neighbours”, a “strong
community spirit” and “living in an accessible neighbourhood” are the next most
frequently cited aspects.

“Peace and quiet’” and a “low crime rate” are mentioned by similar proportions of
respondents in 2003, however there has been a drop in the proportions citing many of
the other desirable characteristics. In particular, fewer people cite “people/neighbours”
as a good thing about their neighbourhood compared to 2003 (47% in 2003, vs. 31%
currently), and a “good community spirit” is mentioned by one in four (25%), compared
to 35% in 2003.

Transport and accessibility issues have seen falls as well since 2003 with a ten
percentage point drop in the proportion of the public saying that
“convenient/accessible” is a good thing about their neighbourhood; a nine point drop in
“access/transport links to other areas” and a halving in the proportion saying “good
public transport”.

Good Things about
@ﬂ%@nﬂ the Neighbourhood

Q What would you say are the good things about your neighbourhood?

1
Top 10 mentions 2003

Peaceful/quiet N 53% 54%
Low crime ratelfeel safe D 38% 38%
People/neighbours D 31% 47%
Good community spirit I 25% 35%

Convenient/accessible R 18% 28%
Access/transport links to other areas [N 13% 229,
Know the area/always lived here [N 12% 15%
Good schools B 10% 20%
Good public transport I 8% 16%
Good shopping facilities N 7% 10%

Base: 2,362 TT adults, March - April 2008; (1 = OLPW2, June-July 2003)
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7.2. Bad Things about the Neighbourhood

“The condition of the roads” (cited by 33%) and a “lack of things for young people to
do” (31%) are seen as the worst aspects of people’s neighbourhoods. These are
followed by “drugs/drug dealing” (28%), “poor drainage/flooding” (27%) and “problems
with young people hanging around” (23%).

Concern about “the condition of the roads” has risen over the past five years — just
under a quarter (23%) singled roads out as a bad aspect of their neighbourhood in
2003; this proportion has seen a ten percentage point rise to 33% currently. People
are however less worried about “unemployment and job opportunities” in their
neighbourhood, mentioned by 18%, down from 27% in 2003.

Bad Things about
@ﬂ%@nﬂ the Neighbourhood

Q What would you say are the bad things about the neighbourhood?

Top 10 mentions 20031
33%  23%

I 31%  33%
I 28%  28%
I 27%  31%

Road works/poor condition of roads

Lack of facilities/things to do for
young people/children

Drugs/drug dealing
Poor drainage/flooding

Problems of young people hanging around_23% 20%
High crime rate/don’t feel safe I 20 12%
High unemployment/poor job opportunities|i I 18% 27%

I 7%
s 9%
I 8%

Lack of community spirit
Lack of utilities
Poor utilities

Base: 2,362 TT adults, March - April 2008; (1 = OLPW2, June-July 2003)
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7.3. Priorities for Improvement

When asked what improvements to facilities or services are most needed in their
neighbourhoods, two main aspects emerge: “facilities for young people” (30%) and
“better maintenance of the area” (25%). Secondary areas for development concern

were “health and fitness facilities”, “policing” and “community centres”.

MORI Priorities for Improvement
CETlEEED in Local Area

Q What improvements to facilities or services, if any, do you feel
are most needed in your particular neighbourhood?

Top 10 mentions
[ 30%
Better maintenance of the area [N 25%
Sports/health and fitness facilities [N 17 %
N 15%

I 13%
B 1%
B 10%

Facilities for young people

Better/more policing
Community centres/halls
Cleaner streets/environment
Parks and open spaces

More/better jobs B 8%
Better health services B 8%
Better public transport 7%

Base: 2,362 TT adults, March - April 2008

7.4. Satisfaction with Local Government Body

More of the public is dissatisfied (45%) than are satisfied (37%) with their local
government body. Moreover, while a quarter (26%) says they are very dissatisfied with
their local government body, only 6% says they are very satisfied. This pattern is in
stark contrast to the picture in 2003, at which point the public was on balance satisfied
with their local government body: the net satisfaction rating five years ago was +30;
this now stands at -6.

There is little difference how satisfied different sub groups of the public are with their
local government body, although there are big differences based on where persons
reside. People living in Tobago and San Fernando are most satisfied (both 46%
satisfied) followed by those living in Penal/Debe (44%), Arima and Tunapuna/Piarco
(both 42%). People living in Port of Spain are least satisfied (28% satisfied).

7.5. Informed by Local Government Body

The public feel uninformed about their local government body, with over three in five
(63%) saying they don’t know very much or know nothing at all about them, compared
to a third (34%) who claim to know a great deal or a fair amount. As with the trend for
overall satisfaction, this pattern signals deterioration over the past five years: in 2003,
the net informed rating stood at -9; it now stands at -29.

Women are particularly likely to feel uninformed about their local government body:
only 29% feel informed compared with 40% of men who say they are informed.
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Additionally, there are differences by social class: 40% of middle class people feel
informed compared with 33% of persons from the working class.

People living in Tobago (48% informed) and Mayaro/Rio Claro (43%) are most likely to
feel informed about what their local government body does. In contrast, those living in
Diego Martin (26%), Penal/Debe (27%) and Port of Spain (28%) are least likely to feel
Sso.

7.6. Image of Local Government Body

Respondents were asked to select from a list of positive and negative attributes, the
terms they would use to describe their local government body. The overall view of local
government is poor, with negative attributes far more likely to be chosen than positive
ones. The image of local government is dominated by perceptions of “poor service”
(cited by 39%) and “slow delivery” (37%). Only two percent of the public see local
government as providing “good value for money”, consistent with perceptions of other
public services as measured in previous OLP research.

The image of local government has changed in some ways over the past five years.
The public is now less likely to mention a number of positive aspects about local
government, in particular that they are “keen to help” (a drop of nine percentage points
since 2003) and they are “friendly” (eight percentage point drop). Other negative
aspects have seen rises, for instance the extent to which local government in seen as
“corrupt” and “slow” — both of these aspects have seen rises of four percentage points
since 2003.

MORI Image of Your Local Government Body
Q These are some words that people have used to describe public
(0=1¢1+]0]-F: 14 0] services... which do you think apply to your Local Government
2| Body/the Government of Trinidad and Tobago?
Change since

(-2) Poor service - =17 (38)

(+4)slow I Y 4Y (37 )

(-5) Unsatisfactory IV 32)

(*1)uninterested 17 (22)

(-9) Inadequate I V47 19)

E'?)Unresponsive 3718

*4)Corrupt 6%

(*2)Unaccountable _E%(Z

(-4) Underfunded VA (5)

(-9) Keen to help I (9)

(-8) Friendly A7)

(-4) Hardworking (1)

(-3) Efficient T 7%0 \

(j; Impolite EX:E(T) Figures in brackets are difference from
Open IEA(3) image of TT Central Government

(-3) Honest EFZ(4)

(1) Good value for money & (3)

Base: 2,362 TT adults, March - April 2008, trend 2003 (OLPW2)

The brackets to the right of the chart show the difference between respondents’ view
of central and local government. In general there is little difference between the image
of local and central government, although a divergence can be seen in three respects:
local government is more likely to be viewed as “underfunded” (12% citing for local
government, vs. 5% for central government), but less likely to be seen as “corrupt”
(16% vs. 28%) or “unaccountable” (14% vs. 22%).
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7.7. Priorities and Satisfaction with Local
Government Priorities

The top priorities for local government are seen to be “equal treatment for all residents”
(38%), “maintenance of good quality local services” (32%), “equal treatment for all
areas” (29%), “listening to local people” (29%) and the “promotion of the wellbeing of
the area” (26%).

Considering the public’s satisfaction with how their local government body performs on
each of these four top priorities, there is overwhelming criticism. For each, over three
times as many residents are dissatisfied with their local government’s performance
than are satisfied.

Over the past five years, satisfaction with all of the top ten priorities for local government
has decreased (with the exception of ‘be efficient’). Satisfaction has declined markedly
regarding the equal treatment of “residents” (15 percentage point drop) and “areas” (18
percentage point drop), and significant falls in satisfaction are also apparent for several
of the other top priorities: “maintaining good quality local services”, “listening to local
people” and the “promotion of the wellbeing of the area”.

MOR Satisfaction with Top Ten Priorities

Caribbean

Q For those two or three you think are most important, are you satisfied or
dissatisfied with the way your local government body does it?

% Dissatisfied % Satisfied 2003
Treat all residents equally 68% A 35%

Maintain good quality local services ik} 70 33%

Treat all areas equally 72% A 34%
Listen to local people 70% (R 27%

Promote wellbeing of area 27%
Involve local people 16%
Encourage investment/new jobs 30%
Be helpful 60% | 25%Edl
Be efficient 1%

Be transparent in activities 76% 13% 27%

Base: all those who say each activity is one of most important for LGB to do

7.8. Knowledge of and Satisfaction with LG Services

Respondents were asked to identify from a list which services are provided by their
local government body. The public are most likely to identify drainage (63%), roads
(61%) and street lighting (55%) as the responsibility of their local government body.
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MORI Knowledge of
Caribbean Local Government Services

Q As far as you know, which of the services on this list, if any, are
provided by your local government body?

Drainage I ©3%
Roads ) 61%
Street lighting N 55%
Garbage disposal and land fills D 49%

Street cleaning D 47%

Upkeep of playgrounds, parks & beaches [N 29%

Upkeep of cemeteries D 24%

Litter bins D 24%

Truck-borne water distribution I 15%

Upkeep of bus/taxi shelters I 10%

Beach safety I 2%

Upkeep of homes for the elderly B 6%

None of these B 2%

Don’t know [ 8%

Base: 2,362 TT adults, March - April 2008

Although highly critical of local government’s priorities, the public are far more positive
about the way their local government body provides a range of services. Street lighting
(85% satisfied), garbage disposal and land fills (74%) and street cleaning (72%) enjoy
the highest satisfaction ratings. Drainage and roads attract the most criticism, with over
half the public expressing dissatisfaction — interestingly it is these two services which
the public are most likely to correctly identify as being the responsibility of their local
government body.

MORI Satisfaction with Services

Caribbean
Q For those you are aware LG provides, are you satisfied or dissatisfied
with the way your local government body provides jt?
% Dissatisfied % Satisfied
Street lighting
Garbage disposal and land fills
Street cleaning
Upkeep of cemeteries
Upkeep of playgrounds, parks & beaches
Litter bins
Beach safety 32% 51%
Upkeep of bus/taxi shelters
Drainage 52% 44%
Roads 53% 43%
Truck-borne water distribution 32% 40%
Upkeep of homes for the elderly 33% 40%

Base: all who think each service is a priority for Local Government to do
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7.9. Contacting Local Government

One in seven persons (14%) say they or someone in their household has been in
contact with their local government body in the last 12 months, with a further 15%
saying their last contact was over a year ago. Seven in ten (69%) say they have never
been in contact; this proportion remains unchanged since 2003 (70%).

Of those who have contacted their local government body in the last year, by far the
most popular method of making contact is in person (64%). Telephone is the next most
popular method (15%). These proportions are similar to those found in 2003.

Those who had contacted their local government body by telephone or in person in the
last year were asked to rate the quality of customer care they received from the staff.
Most people found staff helpful (67%), interested (60%), that it was easy to get hold of
the right person (58%), and that staff were able to deal with their problem (52%). More
than half, however, felt staff was slow (52%).

Of the six customer care indicators asked about, ratings of four have deteriorated since
2003. In particular, the proportion feeling that staff was helpful has decreased 13
percentage points over the past five years, and the proportion feeling that the right staff
member was easy to get hold of has decreased 15 percentage points.

NMORI LG: Customer Contact Ratings

Caribbean

Q When you contacted your local government body, did you find the
staff there....?

2003
Helpful | 6/%] 80%
Unhelpful (24% | 17% l'
Quick [ 31% | 43%
Slow [52% | 41% l
Efficient [ 50%] 54% ”
Inefficient (35% | 35%
Interested 60° 68%
Uninterested [25%, | 21% l'
Able to deal with problem [ 52%] 46% "‘
Unable to deal with problem (32% | a41%

Easy to get right person 3% | 73%
Difficult to get right person o o/
Base: All who have contacted the LG by telephone or in person in the last year (257)

Satisfaction with the final outcome of local government contact is evenly split, with 44%
of the public indicating they were satisfied and the same proportion saying they were
dissatisfied. This marks a slight decline in satisfaction from 2003, when just over half
expressed satisfaction (52%).
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7.10. Attitudes to Local Government Reform

Just one percent of the public feels that the current system of local government “works
extremely well and could not be improved”. Most people feel that the system could be
improved “quite a lot” (42%) or “needs a great deal of improvement” (34%).

The majority of the public know little about the government’s plans for reforming local
government. Three in ten (29%) claim to have heard a great deal or a fair amount,
compared to two thirds (67%) who haven't heard very much or have not heard about
the plans at all. By far the largest category is those who have not heard about the
plans at all (40%).

Those who have heard of the government’s proposed reforms of local government are
broadly in support of the plans (64% in support vs. 9% in opposition). However, the
public do not feel the government is “interested in listening to ordinary people about
how they would like to see local government reformed”. Only three in ten (30%) think
the government are interested in public opinion on this matter, compared to half (50%)
who don’t believe they are.

@lﬂ%@nﬂ Attitudes to LG Reform

Q From what you know or have heard, Q To what extent do you agree or

to what extent do you support or disagree that “the Government is
oppose the government’s plans for interested in listening to ordinary
reforming local government? people about how they would like to

see local government reformed?”

Strongly agree

Strongly
support

Strongly oppose,
Tend to
Strongly agree

disagree

Neither

Tend to
Tend to support disagree

Base: all who have heard of plans (1,343) Base: 2,362 TT adults, March - April 2008

In order to gauge public preference as to which services should be provided by local
or central government, respondents were shown a list of services, and for each, asked
whether it should be provided by central government or by their local government body.
The public is very clear that education and health services should be administered by
central government. Maintenance of state buildings, tax collection, one stop shops and
social services are also placed firmly within the remit of central government.

The services most strongly felt to belong to local government are local roads and local
drainage systems. As seen earlier, these are also the services where local government
receives the most negative quality ratings.
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Should be Provided by
MORI Local or Central Government?

Caribbean
Q Please tell me whether you think this service should be provided by
central government or by your local government body?
% Local Government % Central

Secondary education 10%  8/%|
Primary education 1 12% 35% |
Health services [20% %
Maintenance/repair of state buildings (28% T 68%]
Collection of fees, rates & taxes (28% [ 6(%]
One Stop Shops (2% 0 bb%|
Social services [36% 0 60%]
Monitor/enforce T&C planning regulations (36% K%
Advertising control [30% 0 56%|
Approve Single Family Residential Developments  [EyL/ SN -5 L7
Emergency shelters/facilities (46% A9
Public health control [51% [ 44%]
Community policing (3% [ AQ0%
Public consultations (520, A%
Dealing with complaints re: local developments L{:3/ N1
Beaches, savannahs, open spaces 67/% = I 30%|
Local roads 82%  15%]
Local drainage system 84%  12%]

Base: 2,362 TT adults, March - April 2008

7.11. Attitudes to Local Councillors

A quarter of residents (26%) can correctly name their local councillor. This level of
awareness is similar to that recorded in 2003 (30%). When asked from a list of
activities, which ones their local councillor does, the public most frequently say they
“listen to the views of local people” (12%) and “deal with people’s problems in their
wards” (10%). Most striking however is that almost three quarters of the public (73%)
either don’t know what their local councillor does, or don’t believe they perform any of
the listed activities.

NMORI What Do Councillors Do?

Caribbean

Q Which of the things on this list does your local councillor do at the
moment, from what you know?

Listen to views of local people D 12%
Deal with people’s problems in their wards I 10%
Prepare for/attend committee meetings I 6%
Make themselves available to local people B 5%

Deal with complaints about local government body [l 4%
Promote interests of local community B 4%
Attend open meetings with local residents B 4%

Make sure local government body runs effectively 3%
Represent local government body on outside bodiesill 3%

Speak up for local area Bl 3%

Keep locals informed W 3%

Represents views of local residents B2%

Set local government body priorities 11%

Other *0p

None of these/nothing I 0

Don’t know I 47

Base: 2,362 TT adults, March - April 2008
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Despite low levels of awareness about what local councillors do, the public is clear
about what they should be doing. The priorities for councillors in the public’s view
revolve firmly around engaging with local people — they should be “dealing with
people’s problems in their wards” (cited by 47%), “listening to the views of local people”
(44%) and “making themselves available to local people” (35%). People are far less
keen to see local councillors involved in organisational work, such as “setting local
government priorities” or “representing the local government body on outside bodies”.

MORN  \what Should Councillors Do?

Caribbean

Q Which of the things on this list should your local councillor do?

Deal with people’s problems in their wards I 47 %
Listen to views of local people DN 44%
Make themselves available to local people I 35%
Keep locals informed D 17%
Prepare for/attend committee meetings (N 16%
Deal with complaints about local government body [N 13%
Promote interests of local community N 13%
Make sure local government body runs effectively I 12%
Attend open meetings with local residents N 9%
Speak up for local area [ 8%
Represents views of local residents I 7%
Represent local government body on outside bodies[ll 4%
Set local government body priorities M 3%
ther *or
None of these/nothing 2%
Don’t know I

Base: 2,362 TT adults, March - April 2008
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8. CEPEP and URP

8.1. Knowledge of CEPEP and URP

Three quarters of the public (73%) say they know a great deal or fair amount about
CEPEP, with a quarter (24%) saying they do not know very much about the programme
(only one percent say they have never heard of it). Awareness levels have risen over
the past three years: in 2005, fewer than three in five (57%) said they knew a great
deal or fair amount about CEPEP.

There are similarly high levels of awareness about the Unemployment Relief
Programme (URP) with seven in ten persons (68%) saying they know a great deal or
a fair amount about it.

8.2. Successes of CEPEP and URP

CEPEP and the URP are both well regarded programmes, with CEPEP being seen as
the more successful. Nine in ten people (90%) feel that CEPEP has been successful
in enhancing the environment, compared to 64% who think this about URP. Just under
nine in ten (86%) think that CEPEP has successfully provided employment for semi-
skilled and unskilled people, compared to 64% for the URP. Additionally, two in five
people (42%) feel that CEPEP has been successful in establishing new business (this
guestion was not asked about URP).

@ﬂg@nﬂ Success of CEPEP

Q How successful or unsuccessful do you think CEPEP has been so far
in achieving the following . . ..

% fairly unsuccessful

% very unsuccessful
\ % fairly successful % very successful

. . . enhancing the .
environment

... providing employment
for semi-skilled and D 7 39
unskilled people?

.. . establishing
new businesses?

Base: 1,143 TT adults who have heard of CEPEP, March - April 2008
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@ﬂg@nﬂ Success of the URP

Q How successful or unsuccessful do you think URP has been so far in
achieving the following . . ..

% fairly unsuccessful

0, i 0,
% very unsuccessful l % fairly successful 9% very successful

. . . enhancing the
environment

. .. providing employment
for semi-skilled and
unskilled people?

Base: 1,138 TT adults who have heard of URP, March - April 2008

8.3. Visibility and Impact of CEPEP and URP

For both CEPEP and URP, the majority of the public have seen activity by workers in
their communities on these schemes over the past year, and the majority of the public
believe the schemes have improved the cleanliness of their communities.

@ﬂg@nﬂ Visibility and Impact of CEPEP

Q How much activity, if any, have you Q To what extent, if at all, has CEPEP

seen by CEPEP workers in your improved the cleanliness of your
comr?)ug:ty overthe past 12 community?
months?

A greatdeal [ |A fair amount JJNot very muchJNone/not at all [ |Don’t know

Base: 1,143 TT adults who have heard of CEPEP, March - April 2008

CEPEP is both the more visible and better regarded of the two schemes. Almost two
in three of the public (65%) have seen activity by CEPEP workers, and seven in ten
(70%) believe it has increased cleanliness in their community. Even so, URP is both
visible and well regarded by the majority of the population. Just over half (52%) have
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seen activity by URP workers, with the same proportion (52%) feeling that URP has
improved cleanliness in their communities.

%@Q@nﬂ Visibility and Impact of URP

Q How much activity, if any, have you Q To what extent, if at all, has URP

seen by URP workers in your improved the cleanliness of your
community over the past 12 community?
months?

A great deal [ |fairamount [JJNot very muchJNone/not atall [ ]Don’t know

Base: 1,138 TT adults who have heard of URP, March - April 2008

8.4. Overall Satisfaction with CEPEP and URP

Overall, seven in ten of the public are satisfied with how CEPEP has worked in their
community, with just one in eight (12%) expressing dissatisfaction.

Half the public (51%) is satisfied with how URP has worked in their community, and
around a quarter (27%) dissatisfied.

On all the measurements discussed above the only consistent sub group difference in
views about CEPEP is based on people’s ethnicity with more Afro-Trinidadians than
Indo-Trinidadians being positive about the different aspects of CEPEP. For example
four in five (79%) Afro-Trinidadians are satisfied overall with CEPEP compared with
three in five (61%) Indo-Trinidadians being so. In terms of overall satisfaction there is
also some difference with respect to where respondents reside, with those domiciled
in South Trinidad (56%) least likely to be satisfied with CEPEP.

For URP the sub-group differences are more complex. Generally, there is little
difference in how men and women rate URP, but there are differences by other sub
groups, with working class more positive than middle class, those in North Trinidad less
positive than elsewhere, and younger persons more positive than older people. For
example, 44% of people in North Trinidad say URP has improved the cleanliness in
their community — in the rest of the country over half the public say this. In terms of
overall satisfaction with URP, 57% of persons under the age of 25 years are satisfied
compared with 47% of persons aged 35 years and over. There is a ten point difference
in overall satisfaction between middle class (47%) and working class (57%) people’s
ratings of URP.
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9. Housing

9.1 Affordable Housing

Almost half of the public (45%) do not feel that the Government has done enough to
provide affordable housing to families on low income, compared to a third (34%) who
feel they have done enough. To calculate a net rating on this measure, the proportion
disagreeing that the Government have not done enough has been subtracted from the
proportion agreeing they have not done enough, such that the higher the net rating, the
greater the balance of opinion against the Government. The net rating stands at +11,
and while this indicates that on balance the public thinks the Government should be
doing more to provide affordable housing to families on low income, it marks an
improvement from 2004 levels, when the net rating stood at +28.

WVIOR Affordable Housing

Caribbean

Q To what extent do you agree or disagree with the following
statement? “The government has not done enough to provide
affordable housing to families on low income”

No opinion

Strongly agree

Strongly disagree

Tend to agree

2004:
+28

Tend to disagree

Neither agree nor disagree
Base: 1,173 TT adults, March - April 2008

Younger residents (18 to 24 years) are most critical of the Government’s performance
on low income housing (54% believe it has not done enough). People in Central (52%)
and North (49%) are more critical than those in South or East (both 42%). There is
little variation in views on this issue by other sub-groups of the public.

9.2 HDC — Awareness of and Contact with

Nine in ten people (91%) have heard of the Housing Development Corporation (HDC),
which is almost twice the proportion (46%) who say they have heard of the Land
Settlement Agency (LSA). The HDC has been used or contacted by 15% of survey
respondents (or someone in their household) in the last 12 months, which compares
with just 2% contact with the LSA over the same time period.

Contact with the HDC is most likely to be made in person — three in five of those who
have contacted the HDC in the past year did so in person (62%). As discussed in
Section 7.9, this is also the most popular method for contacting local government
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bodies in general (64%). The next most frequently used methods of contacting the
HDC are in writing (18%) and by telephone (8%).

9.3 HDC — Customer Contact Ratings

The majority of those who have contacted the HDC either in person or by telephone in
the past year found the staff to be “helpful” (70%). Approximately half found the staff
there “interested” (53%) and “efficient” (47%), and almost the same proportion found it
“easy to get hold of the right person” (50%).

Ratings of the speed of the service and the staff’s ability to resolve issues receive less
positive ratings. Two in five (40%) felt the staff were “able to deal with the problem”
and slightly fewer (37%) found the staff to be “quick”.

The figures to the right of the chart illustrate how customers of the NHA rated the
customer service aspects of that organisation when asked in 2004. Customer care
ratings are reasonably similar between the NHA in 2004 and the HDC in 2008, with
helpfulness being rated most highly and speed most poorly in both instances. The
NHA out-performs the HDC however in terms of staff’s levels of interest (53% for HDC
vs. 62% for NHA) and staff’s ability to deal with the problem (40% vs. 51%).

MORI HDC: Customer Contact Ratings

Caribbean

Q When you contacted the HDC, did you find the staff there....?

NHA'
Helpful [ [0%] 67%
Unhelpful (26% | 28%
Quick | 3/ %] 39%
Slow [54% | 53%
Efficient [ 47%] 43%
Inefficient (46% | 45%
Interested | 53%| 62%
Uninterested (32% | 27%
Able to deal with problem [ 40% | 51%
Unable to deal with problem EFC/NNEN 36%
Easy to get right person T 50% | 46%

0 Qo

Difficult to get right person 42% 0
DC by telephone or in person in the last year (132);

P V)

Those who have contacted the HDC are more likely to be dissatisfied (52%) than
satisfied (30%) with the final outcome of their contact. The main reason for
dissatisfaction, reflected in the customer care ratings discussed above, is the length of
time it took to deal with the enquiry (cited by 59% of those dissatisfied with the final
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outcome). Customers were also dissatisfied with being passed from one department
to another (24%).

9.4 HDC - Performance Ratings

Overall, the public is positive about the HDC's role in providing new housing: two in
three (67%) think that the HDC is doing a good job at this, compared to one in five
(20%) who say it is doing a bad job, giving a net rating (‘good’ minus ‘bad’) of +47.

While the public is positive overall, they are critical about two specific aspects of HDC'’s
remit. The HDC is not, on balance, seen to be doing a good job in “deciding who is
allocated a new house”: 28% feel the HDC is doing a good job here, compared to
almost half (48%) who think it is doing a bad job, giving a net rating of -20. The HDC
is also rated poorly on how it is perceived to “decide on what type of house people are
given’: three in ten (30%) of the public think the HDC is doing a good job here,
compared to over two in five 43% who think it is doing a bad job, giving a net rating of
-13.

@ﬂ%@nﬂ Performance of the HDC

Q Do you think the Housing Development Corporation is doing a good
job or a poor job of the following? . ..

[ Very good [@iFairly good Il Fairly bad Jjjj Very bad [ PK

.. . Providing new housing 1 9 39 28
...Deciding who is

allocated a new house 26 22 21 7

... Deciding on what

type of house people 23 20 23 7

are given

Base: 1,173 TT adults, March - April 2008
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9.5 Eligibility for an HDC home

Among those people who do not currently live in an HDC home, two in five (41%)
believe that they personally qualify for an HDC home. Three in ten (29%) believe
someone else in their household is eligible to qualify, and a third (34%) say they do not
know.

Persons aged 55 years and over are the least likely to believe they personally would
be able to apply for a HDC home: just 22% think they can. There is also some difference
by ethnicity with almost half (48%) of Afro-Trinidadians believing they can compared to
three in ten Indo-Trinidadians (32%) saying they can.

When asked what criteria determine eligibility for an HDC home the public say the
following:

e 78%: be aresident of Trinidad and Tobago

o 74%: have a steady reliable income;

e 54%: be at least 21 years olds’

e 40%: not own any other homes;

e 16%: have a Inland Revenue tax file number;

e 6%: know someone who works for the HDC; and

e 6%: have the support of your MP;

6%: be recommended by your MP

9.6 Rating own Home

Overall, the public is highly positive about their homes. Satisfaction is highest with the
overall size, with four in five (79%) rating the size of their home as good, compared to
just 13% who rate it as poor. The number of rooms, outside appearance and amount
of storage space are also highly rated aspects. The least well regarded aspect is

39 MORI



security — while a majority of three in five (59%) rate this aspect as good, almost three
in ten (27%) rate it as poor.

The figures in brackets in the chart below indicate how those living in an HDC home
rate their homes. As can be seen, ratings of those living in HDC homes are generally
very similar to ratings given by the public (i.e. those not living in HDC homes).

MORI

Caribbean

Rating own Home

Q And how would you rate each of the following aspects of your home?

% Poor % Good

The overall size of the property
The number of rooms
The outside appearance
The amount of storage spacem

The security you have

(Figures in brackets = HDC homes)

Base: 1,173 TT adults, March - April 2008 (72 living in HDC home)

As well as being positive about the size, appearance and security of their homes, most
of the public are also satisfied with the current state of repair of their homes. Three in
five (59%) say they are satisfied, twice the proportion who are dissatisfied (28%).
There is no difference between the public in general, and those in HDC homes,
regarding the state of home repair: again, three in five (58%) in HDC houses express
satisfaction, compared to three in ten (31%) who are dissatisfied.
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10. Consumer Affairs

10.1 Responsibility for Consumer Affairs

Only one in eight persons (12%) knows that the Ministry of Legal Affairs (MoLA) is
responsible for consumer affairs. Twice this proportion (28%) thinks this is the
responsibility of the Ministry of Consumer Affairs, and the majority of the public (58%)
say they do not know.

10.2 Provision of Information to the Public

Respondents were shows a list of consumer goods and information types, and were
asked which, if any, they thought the MoLA provided information about. The most
frequently identified items are “basic food item prices”, correctly identified by a third of
the public (35%), “chicken prices” (26%), and “rights and responsibilities as a
consumer” (26%).

Some items on the list are not actually provided by the MoLA (the yellow bars in the
chart below), and few of the public incorrectly identified these, with 9% citing “clothing
prices”, 8% “hardware goods prices” and 5% “real estate prices”. Two in five of the
public (41%) either do not know, or thought that none of the listed items were provided
by the MoLA.

ORI

Caribbean

MoLA Provision of Information (1)

Q The Ministry of Legal Affairs provides the public with the prices of various
consumer goods and other information. Before this interview which, if any,
of the following were you aware the Ministry of Legal Affairs provides?

Basic food item prices . E
Chicken prices D 2%
Rights & responsibilities as a consumer [N 26%

Consumer shopping tips D 21%
Fruit & vegetable prices R 21%
Clothing prices [ Jo%
Hardware goods prices [ Je%

Real estate prices [ ]5%

None of these [ R
Don’t know [ o

Base: 1,186 TT adults, March - April 2008
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Around half the public (46%) recall seeing publications in the daily newspapers in the
past 12 months from the MoLA on food prices. The Express (30%) and Newsday (22%)
are the media outlets these publications are most frequently seen in.

Among those people who regularly read the Express, 43% say they recall seeing the
MoLA publications in the Express, while among those who regularly read the Newsday,
30% say they recall seeing them in Newsday.

MORI

Caribbean

MoLA Provision of Information (2)

Q In the last 12 months, have you seen or read any of the Ministry of Legal
Affairs’ food prices publications in the daily newspapers or on the

Ministry’s own website?
Yes, Newsday _ 22%

Yes, Guardian .7%

Yes, Express

Yes, Ministry's website |1%

Yes, Tobago News *%
No | |48
Don’t know Ds%

Base: 1,186 TT adults, March - April 2008

10.3 Business Complaints

Most people (71%) say that they did know that if they had a complaint about a vendor
or business they could report them to the Consumer Affairs Division at the Ministry of
Legal Affairs. The majority of people (59%) subsequently advised that they would be
likely to complain to the Consumer Affairs Division at the MoLA if they wanted to make
a complaint.

The primary reason for not making a complaint to the Consumer Affairs Division is the
feeling that “the complaint would not make any difference” (cited by 61%). The next
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most frequently cited reasons are a “lack of time” (15%) and the perception that ‘it
would be too difficult to complain” (7%).

@ﬂg@nﬂ Reasons for Not Complaining

Q Why would you be unlikely to complain to the Consumer Affairs Division?

I
Don’t have time - 15%

Too difficult to complain -7%

It wont make any difference

Other I 3%
Don’t know D 6%

Base: All unlikely to make a complaint (445)
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11. Birth Certificates

11.1 Electronic Birth Certificates

Two thirds of the public (67%) have their electronic birth certificate — one third (33%)
do not. Men are less likely to have their electronic birth certificate than women (38%
of men do not have it, compared to 28% of women), as are older members of the public
(40% of those aged 55 years and over do not have it, compared to 25% of those aged
18-24 years).

People living in the East (37%) and Central (40%) are also less likely to have their
electronic birth certificate.

MORI Electronic Birth Certificate

Caribbean

Q@ Do you have your electronic Birth Certificate?

Male
Female

Afro

Indo
Other/Mixed
North

South

East

Central

Base: 1,186 TT adults, March - April 2008

The key reason given for not having an electronic birth certificate is that “it is too difficult
or time consuming to get one”, cited by over half (54%) of those who do not have their
birth certificate. One in five (21%) say that they have applied for their birth certificate,
but have not yet received it.
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MORI Reasons for Not having
el il Electronic Birth Certificate

Q Why do you not have your electronic Birth Certificate?

Too difficult/time
consuming to get one I 54%

e -
Don’t think | need one . 5%

Not interested in getting one . 5%

Don’t know how to get one I 1%

Other . 7%

Don’t know D 6%

Base: All who do not have an electronic Birth Certificate (386)

Those who do not have an electronic birth certificate were asked how they would obtain
one. Three in five (58%) say they would visit an office of MoLA, and one in nine (11%)
would visit a ttconnect Service Centre. One in five (20%) do not know how they would
obtain one.
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Appendices
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|. Guide to Statistical Reliability

The sample tolerances that apply to the percentage results in this report are given in
the table below. This table shows the possible variation that might be anticipated
because a sample, rather than the entire population, was interviewed. As indicated,
sampling tolerances vary with the size of the sample and the size of the percentage
results. Strictly speaking, these sampling tolerances apply to only random probability
sample, and thus these should be treated as broadly indicative.

Approximate sampling tolerances applicable to percentages at or
near these levels

10% or 30% or

90% 70% 50%
t t t
Size of sample on which
Survey result is based
100 interviews 6 9 10
200 interviews 4 6 7
300 interviews 3 5 6
400 interviews 3 5 5
500 interviews 3 4 4
600 interviews 2 4 4
1,000 interviews 2 3 3
2,362 interviews 2 2 2

Source: MORI Caribbean

For example, on a question where 50% of the people in a sample of 2,362 respond
with a particular answer, the chances are 95 in 100 that this result would not vary by
more than 3 percentage points, plus or minus, from a complete coverage of the entire
population using the same procedures.
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Tolerances are also involved in the comparison of results from different parts of the
sample, or when comparing results different groups of residents. A difference, in other
words, must be of at least a certain size to be considered statistically significant. The
following table is a guide to the sampling tolerances applicable to comparisons.

Differences required for significance at or near these percentages

10% or 30% or

90% 70% 50%
+ + +

Size of sample on which

Survey result is based
100 and 100 8 13 14
100 and 200 7 11 12
100 and 300 7 10 11
100 and 400 7 10 11
100 and 500 7 10 11
200 and 200 7 10 11
200 and 300 5 9
1,092 and 1,270 (Men v. Women) 2
1,027 and 930 (Afro-Trinidadians vs. Indo- 3 4
Trinidadians)
983 and 2,362 (Wave 9 and Wave 10) 2 3 4

Source: MORI Caribbean

The table above also shows that when comparing results from the Wave 10 survey with
the Wave 9 survey, differences need to be around +4% at the 50% level to be
significant.
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Il. Guide to Social Classification

The table below contains a brief list of social class definitions as used by the Institute
of Practitioners in Advertising. These groups are standard on all surveys carried out
by Market & Opinion Research International (MORI) Limited.

Social Grades

Social Class

Occupation of Chief Income Earner

C1

C2

Upper Middle Class

Middle Class

Lower Middle Class

Skilled Working Class

Working Class

Those at the lowest
levels of subsistence

Higher managerial, administrative or
professional

Intermediate managerial, administrative or
professional

Supervisor or clerical and junior managerial,
administrative or professional

Skilled manual workers
Semi and unskilled manual workers

State pensioners, etc, with no other earnings

Source: MORI Caribbean
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lll. Sample Profile

Unweighted Weighted

N % n %
Total 2,362 100 2,362 100
Gender
Male 1,092 46 1,181 50
Female 1,270 54 1,181 50
Age
18-34 951 40 1,003 43
35-54 924 39 893 38
55+ 478 21 456 19
Work Status
Full/Part-time/Self-employed 1,455 62 1,449 62
Not working 886 38 892 38
Ethnicity
Afro-Trinidadian 1,027 43 894 38
Indo-Trinidadian 930 39 983 42
Other 396 16 465 20
Regional area
North 195 12 262 11
South 667 28 655 28
Central 436 18 450 19
East 875 37 894 38
Tobago 89 4 101 4

Source: MORI Caribbean
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IV. Detailed Information on Response Rates

In total 2,362 completed interviews were achieved for OLPW10.

This was based on the Panel of 2,147 members from Wave 9 and some new recruits
for this Wave. The completed interviews comprised of 1,758 existing Panel members
and 642 new recruits.

This gives an overall response rate of 82% of the original Panel — (1,758 our of 2,147).
The reasons for non-contact among panel members were:

- 179 no contact after 3 visits

- 12 deceased

- 48 migrated or moved

- 36 not found. These were in areas where addresses were vague (e.g. Light
Pole numbers) and where time did not permit us to locate them.

- 15 were out of the country

- 89 refused to be interviewed and declined to be on the panel ( most found that
the waves were too frequent and the questionnaire was too long)

- 8 were too ill to be interviewed

- 2 were in jail
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V. Validation Checks

HHB & Associates carried out a series of validation checks to monitor the quality of
interviewing. A summary of the validation process outcome is shown below.

Checks by Supervisors and Co-ordinator

In the field, 349 validation interviews were done by the Supervisors and the Co-
ordinator:

i) 4 people were not interviewed (action — all questionnaires were rejected
and face to face interviews done);

i) 26 respondents were incorrectly interviewed (action —questionnaires were
rejected and 20 panel members interviewed); and

i) 56 respondents were not asked the full set of questions (action — panel
members were re-interviewed).

263 calls were made to respondents to verify only that they were visited by interviewers
and all questions were asked. In all cases the interviews were correctly done by the
interviewer.
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V1. Topline Results
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V1. Focus Group Reports
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