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Introduction and methodology

Å This is a summary of headlines from the 2008 Digital Entertainment Survey

ÅA full report is also freely available with much wider, in -depth coverage. It 
constitutes a comprehensive audit of entertainment and digital activity in 
the UK today and investigates the behaviour, trends, preferences and 
attitudes across all forms of entertainment activity

Å The findings are based a large-scale online survey of 1,608 UK respondents, 
representative of the national demographic conducted in January 2008

Å The survey was commissioned by Wiggin

ÅReaders are welcome to use data in this report, but such use must 
acknowledge the 2008 Digital Entertainment Survey from Wiggin and 
Entertainment Media Research as the source

Please note that percentages may not add exactly due to rounding

For more information, please contact :

Wiggin

www.wiggin.co.uk

+44 (0) 1242 224114

Alexander Ross,Partner ðMusic and Technology alexander.ross@wiggin.co.uk

Helen Foord, Marketing and BusinessDevelopment Manager helen.foord@wiggin.co.uk

Entertainment Media Research

www.entertainmentmediaresearch .com

+44 (0) 207 240 1222

RussellHart, CEO russell.hart@entertainmentmediaresearch .com

Steve Evans,Director of Research steve.evans@entertainmentmediaresearch.com

Patrick Johnston, Head of BusinessDevelopment patrick .johnston@entertainmentmediaresearch .com

Number of 

interviews

Weighted                  

%

Male 15-19 115 6%

Male 20-24 82 6%

Male 25-34 198 12%

Male 35-44 215 14%

Male 45-54 192 12%

Female 15-19 104 6%

Female 20-24 82 6%

Female 25-34 196 12%

Female 35-44 232 14%

Female 45-54 192 12%

London 205 12%

South 565 31%

Midlands 251 16%

North 337 24%

Wales 82 5%

N Ireland 33 3%

Scotland 135 8%

Total 1,608 100%

All research, analysis and reporting conducted by Entertainment Media 
Research, Europeõs number 1 music and entertainment research agency
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Wiggin is a boutique law firm working exclusively in the media sector. Recognisedby many

as the best in the media business, Wiggin is a specialist in film, music, sport, gaming,

technology, broadcast and publishing, and has earned an international reputation for fresh

thinking and innovative approaches.

The 85-strong firm takes instructions from broadcasters, regulatory bodies, production

companies, telecommunications companies, film studios, record labels, publishers and TV

channels.

Clients include Al Jazeera, Bauer, BBCFilms, the British Phonographic Industry, BT, Channel

4, Columbia Pictures, Condé Nast, Five, HBO, Macmillan, Manchester United FC, Paramount

Pictures, SonyComputer Entertainment, Time Warner Books, Trinity Mirror, 20th Century Fox

Film Corp, Virgin Media and Warner Brothers.

www.wiggin.co.uk

Entertainment Media Research is Europeõsforemost research consultancy for entertainment

and music. It was founded in 1997 by the former Head of Music Information at MTVEurope in

anticipation of the digital entertainment revolution .

Today, Entertainment Media Research is an international business headquartered in London

serving the entertainment, media and advertising industries.

We combine quantitative research skills with entertainment sector expertise and branding

consultancy to offer a unique and powerful service to brands in the entertainment industry .

www.entertainmentmediaresearch .com
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The

headlines



In the following graphs, the description of 

each activity has been highly paraphrased. 

A full text description of each activity is 

provided in the list on the left .

The full report includes in -depth coverage 

of all these activities.

The activities audited
Play online computer gameson the PC
Play online computer gameson a console
Subscribeto an MMORPGonline game like World of Warcraft, EverQuestetc
Play gameson your mobile phone
Play gamesusing a handheld device like a PSP,Nintendo DSetc
Play computer gameson the PCthat are not online
Buy video games

Play online poker for money
Play the National Lottery
Pay to play online bingo
Gamble on sites such as Betfair .com, Ladbrokes.com, paddypower.com or another similar site

Browsesocial network sites like Myspace,Bebo and Facebook
Useinternet chatrooms
Chatting on Instant Messenger
Listen to music streamed from sites like Myspace,Bebo or Facebook
Write on your own blog
Readother peoples' blogs
Makingcalls using Skypeor another application over the Internet
Usebluetooth technology or applications

Readmagazines
Readnewspapers(the normal print version)
Readpaperback or hardback books / novels
Visit newspaper websites
Reade-books/novels downloaded from the Internet
Listen to audio books (usually narrated by the author)

Listen to radio streamed over the Internet
Listen to normal radio (not streamed over the internet)

Download unauthorised movies or tv programmes using filesharing sites like BitTorrent, Limewire or Pirate Bay
Download unauthorised music using filesharing sites like BitTorrent, Limewire or Pirate Bay
Download unauthorised gamesor software applications using filesharing sites like BitTorrent, Limewire or Pirate Bay
Watch pirate DVDsof movies
Swaphard drives with friends to share entertainment content like music and movies

Go to the cinema
Rent DVDs
Watch pay-per-view movies via Skyor cable television
Watch pay-per-view movies over the Internet
Watch full movies on streaming sites like DailyMotion, YouTube, Tv-Links etc
Watch movies on Blu-ray disk
Watch movies on HD-DVDdisk
Buy an authorised digital download version of a movie

Watch recorded television
Watch television on your PCvia a PCtv-card or USBtuner
Watch full tv programmes on streaming sites like DailyMotion, YouTube, Tv-Links etc
Watch Skyor other television service you need to pay a subscription for

Usingyour mobile phone to surf the Internet
Listen to radio on your mobile phone

Subscribeto a paid monthly music download service
Listen to podcasts
Subscribeto a paid-for podcast
Listen to music streamed from sites like Myspace,Bebo or Facebook

Gaming

Gambling

Social networking and 
communications

Print, novels and   
publishing

Radio

Piracy

Movies

Television

Mobile

Music and               
podcasts
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Entertainment activity audit
Top 25 of 49

Base: All respondents (1,608)

This chart (continued overleaf) provides a

comprehensive breakdown of current

entertainment activities . The information is

analysed by demographic, by crossover

(activity by activity) and by technology owned

in the appendix. This data is then re-presented

in specific sections throughout this report,

providing a contextual back-drop to each

activity analysed.

The ranking of activities on the left shows that

whilst all the discussion nowadays is of digital

media, traditional media still reigns supreme in

consumersõleisure time, with radio, TV and

print at the top of the list .

But there is a major caveat here. Traditional

media ranks highest among the total UK

sample, but when activity is analysed by age, a

very different picture emerges.

The presence in 6th place of browsing social

networks (such as Facebook and Myspace) is

revealing. It goes to show just how embedded

social networks have become in consumersõ

leisure lives, and how social networking has

become truly mainstream.

Question: Please tell us whether you do any of these leisure activities?

51%

47%

45%

41%

35%

34%

34%

32%

32%

24%

21%

21%

21%

20%

18%

17%

15%

13%

12%

12%

12%

9%

8%

8%

23%

25%

10%

28%

32%

19%

17%

25%

21%

26%

24%

26%

37%

21%

26%

17%

20%

25%

16%

12%

20%

14%

9%

12%

12%

15%

5%

17%

20%

15%

19%

20%

16%

25%

18%

19%

28%

19%

24%

17%

26%

24%

17%

13%

27%

21%

10%

21%

2%

1%

4%

1%

1%

3%

3%

4%

3%

2%

7%

2%

3%

3%

4%

6%

4%

3%

3%

8%

2%

3%

13%

6%

10%

11%

32%

11%

10%

24%

25%

17%

25%

19%

22%

26%

9%

32%

23%

39%

32%

31%

44%

47%

34%

48%

52%

48%

3%

2%

4%

2%

2%

5%

2%

3%

4%

4%

6%

5%

2%

5%

5%

5%

3%

4%

8%

8%

4%

6%

8%

6%

Listen to radio (not online)

Read paper/hardback books

Watch Sky/other subscription TV

Read newspapers (printed)

Read magazines

Browse social network sites

Play the National Lottery

Watch recorded television

Chatting on Instant Messenger

Visit newspaper websites

Use bluetooth technology/applications

Play offline games on PC

Go to cinema

Play online games on the PC

Listen to radio streamed online

Play games on handheld device

Rent DVDs

Buy video games

Stream music from social networks

Play online games on a console

Play games on your mobile

Use internet chatrooms

Making calls w/ Skype/other online

Using mobile to surf Internet

Regularly Occasionally Rarely No but plan to in next 6 mths No and no plan to Unfamiliar
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Entertainment activity audit
26 to 49

Base: Q3, All respondents (1,608)

Question: Please tell us whether you do any of these leisure activities?

8%

8%

8%

8%

7%

7%

6%

6%

6%

5%

5%

5%

5%

5%

4%

4%

4%

4%

4%

4%

4%

3%

3%

3%

2%

14%

17%

10%

13%

14%

9%

12%

10%

7%

7%

8%

4%

7%

8%

6%

4%

8%

8%

3%

6%

4%

4%

6%

5%

3%

19%

28%

11%

14%

20%

8%

15%

11%

8%

9%

16%

5%

9%

10%

8%

9%

13%

12%

4%

7%

7%

7%

5%

4%

4%

11%

3%

2%

5%

5%

18%

6%

7%

3%

3%

2%

5%

12%

7%

3%

4%

6%

8%

7%

9%

2%

7%

3%

15%

4%

38%

39%

55%

54%

49%

51%

53%

58%

68%

61%

61%

61%

58%

63%

68%

63%

57%

56%

74%

66%

70%

69%

71%

59%

77%

10%

5%

14%

7%

5%

8%

7%

8%

8%

15%

8%

20%

9%

8%

11%

15%

12%

12%

8%

9%

13%

9%

12%

13%

10%

Listen to podcasts

Read other peoples' blogs

Filesharing music

Listen to radio on mobile phone

Watch PPV movies via Sky/cable

Watch movies on HD-DVD disk

Watch full tv progs on streaming sites

Watch full movies on streaming sites

Online gambling

Filesharing movies / programmes

Watch pirate DVDs of movies

Subscribe to MMORPG online game

Watch TV on PC via tv-card/USB tuner

Write on your own blog

Pay to play online bingo

Swap hard drives to share content

Listen to audio books

Read e-books/novels downloaded

Subscribe paid mthly music d/l service

Buy authorised digital download movie

Filesharing games / software

Watch PPV movies over Internet

Play online poker for money

Watch movies on Blu-ray disk

Subscribe to paid-for podcast

Regularly Occasionally Rarely No but plan to in next 6 mths No and no plan to Unfamiliar

The chart on the left shows less regular

activities, becoming more and more niche as

we read down the list .

Taking the list as a whole across all 49

activities, we appreciate the competition for

time and money. Time is finite, even for the

most ardent early adopter .

What the list also reveals is the myriad of ways

in which consumers choose and prefer to

consume content ðwhether it is legal or illegal,

whether it is traditional or digital, and whether

it is downloaded or streamed. This report

investigates all of these behaviours and

preferences in detail .

The data shown is a snapshot as of early 2008.

The survey also examines and predicts future

intentions across all of these activities . The

future intention analysis is provided in its own

section.
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High definition movie disks predicted 
to lead new entertainment growth
Top 25 of 49

24%

13%

12%

11%

9%

8%

8%

7%

7%

7%

7%

7%

6%

6%

6%

6%

5%

5%

5%

4%

4%

4%

4%

4%

4%

Watch movies on next generation disk

Making calls w/ Skype/other online

Watch TV on PC via tv-card/USB tuner

Listen to podcasts

Buy authorised digital download movie

Read e-books/novels downloaded

Play online games on a console

Use bluetooth technology/applications

Subscribe paid mthly music d/l service

Write on your own blog

Watch full movies on streaming sites

Watch PPV movies over Internet

Watch full tv progs on streaming sites

Listen to audio books

Play games on handheld device

Using mobile to surf Internet

Subscribe to MMORPG online game

Listen to radio on mobile phone

Watch PPV movies via Sky/cable

Swap hard drives to share content

Subscribe to paid-for podcast

Listen to radio streamed online

Rent DVDs

Watch Sky/other subscription TV

Watch recorded television

% of total UK sample intending to start
in the next 6 months

8

The chart shows the ranking of the top 25 highest

intentions for take-up.

Many factors will intervene between respondentsõ

stated intentions to start such activities and

conversion to actual behaviour. Therefore, we

would recommend more attention is paid to the

rank order of intention rather than the specific

percentage.

Looking at the top of the list, it is clear that new

format movie disks are creating the most interest

among consumers.

Other activities with strong growth prediction

include making calls via Skype (or similar) and

watching TV on the PCvia a tv-card or tuner .

All other activities <4% new uptake



Technology and devices owned
Question: Please tick which of the following devices you currently own or are considering to own

73%

62%

50%

47%

43%

41%

41%

37%

34%

32%

30%

27%

28%

27%

19%

19%

16%

17%

18%

17%

15%

14%

13%

13%

11%

10%

11%

9%

6%

5%

3%

2%

7%

6%

5%

6%

5%

7%

5%

6%

7%

6%

7%

8%

5%

4%

6%

6%

8%

6%

5%

5%

6%

6%

6%

5%

5%

6%

5%

4%

4%

4%

4%

4%

6%

6%

10%

8%

4%

14%

7%

6%

7%

18%

7%

11%

10%

6%

11%

9%

17%

12%

8%

10%

13%

9%

7%

7%

16%

11%

12%

8%

9%

8%

11%

6%

15%

25%

34%

39%

47%

38%

46%

50%

53%

44%

56%

55%

57%

63%

64%

67%

59%

64%

68%

68%

66%

71%

73%

75%

68%

73%

73%

79%

80%

83%

82%

88%

Digital Camera (not on mobile)

Mobile phone access the Internet

Wireless network at home

Freeview (but not Top Up)

Basic mobile phone

DVD Recorder

Mobile phone w/ media player

Satellite television / Sky

Personal digital music plyr (excl iPod)

HD-ready tv set

iPod

External HDD to store media

Windows Media Center

Cable television

Sky +

Freeview plus Top Up

Nintendo Wii

DVR ie HDD recorder (excl Sky+)

Non-portable DAB radio

Computer with TV viewing card

Portable DAB radio

iPod with video

Xbox 360

Personal video plyr, excl video iPod

An HD-DVD Player

Playstation 3

iPhone / N95 or similar

PDA/Blackberry

iPod with touchscreen

An e-book reader

Blu-ray player (not PS3)

Apple set top box

Own Can access Plan to buy Don't have or plan to buy

79% 

68% 

56% 

53% 

49% 

48% 

46% 

44% 

40% 

39% 

36% 

35% 

33% 

31% 

25% 

24% 

24% 

24% 

23% 

22% 

21% 

20% 

20% 

18% 

16% 

16% 

16% 

13% 

10%

9% 

7%

6% 

% Own/

Access

As we have seen, consumers today are

involved in a myriad of different leisure

and entertainment activities .

Itõstherefore unsurprising to see just

how much technology and how many

devices are owned by UK consumers,

with digital cameras, mobile phones

and wireless networks being the most

prevalent .

Not all of this technology is equally

distributed across consumers and the

ownership (or access) to some is highly

correlated with age. The full report

provides a breakdown by demographics.

9
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A major digital divide in the UK today
é which if bridged offers rich opportunities for digital expansion

10

The survey reveals an astonishing divide in digital entertainment

take-up and technology ownership between consumers of different

ages. Furthermore, there is a substantial proportion of consumers

that feel left behind. All this adds up to a significant untapped

market for digital technologies and services.

To illustrate the divide, the leisure world of the teenager could not

be more different from the older consumer. For the teenager,

digital entertainment and communications is at its heart whereas

the older consumer is still far more reliant on traditional media.

This is also reflected in marked differences in the technology owned

by younger and older consumers. Younger consumersare much more

likely to be hooked up to the digital world, with next generation

games consoles, wireless networks, advanced mobile phones and

digital music players.

This divide is also apparent in attitudes towards technology. Whilst

young males are much more likely to love new technology, older

consumers, particularly females, are more likely to state they feel

confused about what digital opportunities are available and they

feel they are getting left behind. Put into context, around 3 in 5

older female consumers are confused with all the technology out

there and around 1 in 2 often believe they are getting left behind.

It highlights that not everyone is moving at the same pace when it

comes to embracing (or even understanding) new digital media and

entertainment opportunities . A fairly massive chunk of the market

has important barriers to overcome before electing to adopt.

These barriers include awareness, understanding and acceptance.

Providers wishing to maximise take up of new technologies should

not underestimate the extent to which they need to educate a

substantial tranche of the market . But more often than not, new

technology is riddled with jargon and a fair amount of prior

assumed technical know-how. This only adds to the barriers facing

many consumers. There is a much bigger market available for

consumer technology and digital media if these barriers are

overcome.

55%

61%

33%

24%

21%

27%

17%

34%

32%

30%

20%

17%

13%

35%

21%

40%

31%

32%

10%

13%

21%

7%

5%

4%

11%

2%

21%

19%

17%

9%

6%

2%

47%

34%

57%

48%

51%

50%

Browse social network sites

Chatting on Instant Messenger

Play online games on a console

Stream music from social networks

Play games on your mobile

Play games on handheld device

Subscribe to MMORPG online game

Use bluetooth technology/applications

Play offline games on PC

Play online games on the PC

Buy video games

Use internet chatrooms

Watch full tv progs on streaming sites

Watch Sky/other, pay subscription

Read magazines

Listen to normal radio

Read paper/hardback books

Read newspapers (printed)

Play the National Lottery

Males aged 15-19

Males aged 45-54

% Regularly do this activity

18%

8%

7%

55%

35%

34%

21%

39%

43%

7%

17%

16%

I love new technology

I get confused about all the different and new 
technology out there

I often think I'm getting left behind with all this 
new technology and media available

Strongly agree Agree Disagree Strongly disagree

Total agree Total M15-19 M20-24 M25-34 M35-44 M45-54 F15-19 F20-24 F25-34 F35-44 F45-54

Love new technology 72% 80% 81% 82% 75% 75% 73% 72% 68% 66% 61%

Get confused 43% 36% 28% 39% 27% 34% 39% 43% 57% 60% 58%

Getting left  behind 41% 31% 28% 42% 29% 41% 40% 34% 49% 49% 54%



7 out of 10 say they would cease pirating
if they received a warning from their ISP

11

The survey revealed a range of attitudes towards

piracy and what would dissuade consumers from

acquiring unauthorised content .

One of the most compelling reasons to quit would

be if a consumer received a cease and desist

warning notification from their ISP. 7 out of 10

currently accessing unauthorised content state they

would stop if this happened. Interestingly, some of

the most likely to be dissuaded are teenagers (78%

for male teenagers and 75%for female teenagers).

Nonetheless people are concerned about stories of

prosecution, and nearly 2 in 3 say they would stop if

they felt there was more chance of being caught,

and over half are put off pirating by news stories.

Fear over being caught is a strong impetus to quit,

but over 2 in 3 believe it is very unlikely they will

ever be caught downloading. People are concerned

about stories of prosecution, but they donõtbelieve

they will be caught in the first place.

Indeed 1 in 2 say they would keep on downloading

even if there were more stories about prosecution

because they perceive only a small chance of being

caught. For male teenagers, it is even less effective,

with nearly 2 in 3 saying they would continue

downloading.

All of this makes a more direct ISPwarning strategy

more attractive to discourage digital piracy.

20%

19%

15%

13%

12%

50%

47%

53%

49%

39%

23%

26%

24%

30%

38%

7%

8%

7%

8%

11%

Would stop d/l unauthorised content if received 
an email/call from ISP

Would stop d/l completely if thought better 
chance of being caught

I believe it's very unlikely I will be caught d/l 
unauthorised content

Get concerned about stories in news about 
people being prosecuted

Would keep on d/l even if were more stories 
about prosec'n because little chance of being 

caught

Strongly agree Agree Disagree Strongly disagree

70%

66%

68%

62%

51%

Total 

Agree

Total agree Total M15-19 M20-24 M25-34 M35-44 M45-54 F15-19 F20-24* F25-34 F35-44 F45-54**

Would stop if  ISP

email/call 
70% 78% 68% 72% 57% 60% 75% 63% 84% 65% **

Stop completely if 

better chance of 

being caught

66% 65% 65% 69% 60% 60% 68% 65% 75% 68% **

Very unlikely I will 

be caught
68% 76% 75% 66% 65% 67% 69% 77% 64% 63% **

Concerned about 

stories in news about 

prosecution

62% 60% 60% 65% 50% 48% 73% 76% 67% 57% **

Would keep d/l even 

if more stories 
51% 65% 52% 46% 43% 49% 48% 75% 57% 34% **

*Caution ðlower base    ** Base too low to show

Base: All pirating content (520)



Social networks have the potential to
become major content distribution platforms

Current usage levels

34%

19%
15%

3%

24%

5%Regularly

Occasionally

Rarely

No but plan to in next 6mth

No and no plan to

Unfamiliar

M15-19 M20-24 M25-34 M35-44 M45-54

55% 59% 33% 24% 13%

%Regularly by demographics

F15-19 F20-24 F25-34 F35-44 F45-54

64% 68% 47% 21% 12%

Usage of social networks is now mainstream. Usage

remains highly correlated with age, but even 1 in 8

45-54 year olds regularly use them. Among

teenagers, over half of males and two thirds of

females use social networks regularly .

They arenõta passing fad: the survey reveals that

the emotional attachment is very strong and likely

growth is high across all demographics.
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6%

4%

4%

5%

3%

4%

3%

23%

23%

22%

18%

19%

17%

10%

I've streamed video through a social networking site

Potential main way to access video/music, if player good

Interested in chat about what's shown as video streamed

Interested using as serious media player to stream music

Interested using as serious media player to stream tv progs

Interested using as serious media player to stream movies

Interested using embedded online gambling applications

Strongly agree Agree

29%

27%

26%

23%

22%

21%

13%

Whilst most social networks already have the capability

to stream content, the survey reveals the potential to

become more significant media players and means of

distributing content .

Tellingly, 1 in 4 users (27%) agree that social networks

have the potential for them to be the main way in which

they access video and music and many more are

interested in using social networks to access content .

Acceptance is even higher among the under 25s (up to

40%for males aged 20-24).

The ability of social networks to create an interactive

and participative environment together with the content

offering is a major draw ðover 1 in 4 see the benefit in

being able to chat with others or interact with the

content as it is being streamed.

With over 60% of the under 25s regularly using social

networks, why not take the content to them?

Potential for content distribution

% Total agree Total M15-19 M20-24 M25-34 M35-44 M45-54 F15-19 F20-24 F25-34 F35-44 F45-54

Potential main 

way to access 

content

27% 35% 40% 30% 22% 25% 32% 35% 27% 15% 17%

Base: All respondents (1,608)

Base: All using social networks (1,031)



Significant impact of social networks
on content discovery and purchase behaviour

13

Social networks are having a major influence on

content discovery: 30% of users at least occasionally

search them for new music and around 1 in 4 find out

about movies or television programmes through peer

recommendation . Nearly 1 in 2 female teenagers

search for music on social networks.

It does not stop at mere content discovery. Around 1 in

5 say that they have actually purchased music based on

peer recommendation from a social network and the

same proportion have searched social networks for

music to purchase.

The potential for social network sites to be content

discovery tools and, even more potently, retail

environments is clear. Site operators and channel

owners need to make the process of discovery to

purchase conversion as easy, intuitive and as ôsocial

network -friendlyõas possible.

Base: All using social networks (1,031)

Question: Please tell us whether you 

have done any of the following when 

using social networking sites

11%

6%

6%

6%

5%

5%

19%

19%

16%

15%

15%

13%

18%

17%

17%

14%

17%

14%

11%

15%

16%

14%

16%

18%

41%

44%

46%

50%

46%

50%

Searched for new music

Found out about a movie that someone 
recommended

Found out about tv prog that someone 
recommended

Searched for music to purchase

Found out about a book/magazine that 
someone recommended

Purchased song/album discovered or 
recommended by friend on social network

Regularly

Occasionally

Rarely

No, but interested to start

No and it doesn't interest me

30% 

25% 

22% 

21% 

20% 

18%

Regularly/

Occasionally

% Regularly / occasionally Total M15-19 M20-24 M25-34 M35-44 M45-54 F15-19 F20-24 F25-34 F35-44 F45-54

Searched for new music 30% 44% 36% 33% 30% 22% 48% 24% 27% 17% 22%

Found out about recommended movie 25% 38% 34% 29% 20% 13% 30% 30% 25% 15% 20%

Found out about recommended tv prog 22% 33% 37% 28% 18% 13% 25% 25% 18% 11% 14%

Searched for music to purchase 21% 26% 36% 30% 21% 13% 22% 22% 19% 13% 12%

Found out about recommended

book/magazine
20% 28% 26% 25% 12% 12% 22% 27% 22% 13% 20%

Purchased song/album discovered or 

recommended by friend
18% 19% 31% 25% 14% 13% 25% 21% 16% 11% 8%



5%

3%

4%

21%

19%

16%

25%

26%

28%

27%

41%

37%

21%

11%

16%

Better targeted ads than generic even if 
use personal data

I sometimes click on ads in social 
network sites

I would add brands as a 'friend' on my 
social network sites

Strongly agree Agree Disagree Strongly disagree Not sure

Social networks are an essential
place to be for brands

Keeping with the theme of following the consumer where they

spend a considerable and increasing proportion of their available

leisure time, itõsno surprise that brands are interested in using

social networks to interact with consumersand for advertising.

The survey reveals that a substantial proportion of consumers are

generally receptive towards brands being more involved in social

networks: just under 1 in 5 would even add brands as a ôfriendõon

their profile . Again, showing receptiveness, over 1 in 4 agree that

they would rather be served better targeted ads, even if that

meant the use of certain personal cookie data. And just over 1 in 5

sometimes click on the ads served on social network sites.

Crucially, younger consumers are the most receptive to brand

involvement : around 1 in 4 teenagers would add a brand as a

ôfriendõand around 3 in 10 among 20-24 year olds.

All this shows that social networking sites do have an audience for

brands and for advertising. Of course there are a significant

number of consumers who are not receptive, but these figures are

encouraging nonetheless.

The survey predicts continuing strong expansion in social

networks. If social networks expand into media distribution then

there is an even stronger case for brands to get directly in front of

consumers in an environment in which they are spending an

increasing amount of leisure time .

Base: All using social networks (1,031)

Total

Agree

22%

20%

Question: How much do you agree or disagree with the 

following statements about social networking sites?

26%

% total 

agree
Total M15-19 M20-24 M25-34 M35-44 M45-54 F15-19 F20-24 F25-34 F35-44 F45-54

Better 

targeted ads
26% 42% 34% 30% 25% 23% 29% 30% 19% 16% 20%

Click on ads 22% 31% 31% 27% 15% 15% 29% 28% 23% 14% 13%

Add brands as 

'friendõ
20% 24% 31% 27% 11% 11% 23% 28% 25% 7% 10%

Brands need to consider carefully what role to play in social

networks and consider a much stronger role than mere

banner advertising .

The more creative and closely fitted to the social

networking environment, the better . Itõsa place where

participation and interaction between peers is the norm,

something that ought to be reflected in the style of content

offered by brands. If content is sufficiently compelling, it

has the potential to be distributed by users themselves.

14



Social networks are reconfiguring 
work and leisure patterns
é and traditional media is being sacrificed

The survey reveals that the growth of social networks is

demonstrably at the expense of other activities and

media.

The main activities ôsacrificedõare doing work or

homework, watching broadcast television, reading print,

visiting other websites, playing games (and the list goes

on). Traditional media suffers disproportionately (in

particular television -12%, books -10%, magazines -8%,

newspapers-7%, DVDs-5%).

Among teenagers (who are much more into social

networking than other age groups), the impact on other

activities is even more prominent . Among female

teenagers, for example, there is a -32% net less time

spent on homework/work, -21% net less time spent

watching broadcast television and -14%net less time spent

reading books. On the other hand, among female

teenagers, there is a net +19%increase in the time spent

listening to music. Clearly young females are very happy

using social networks and listening to music at the same

time .

Whilst most other activities see a drain from social

networking time, the sites are actually encouraging the

spread and listening time for music (unsurprising as

hearing music can add to, rather than distract from, the

social network experience).

Whilst social networking is impacting time spent with the

close family, it is encouraging socialising and spending

time with friends, as you might expect from a ôsocialõ

network of friends and acquaintances.

All this adds weight to the potential for using social

networks as a means of distributing content, for which

there is a clear and receptive audience.

Base: All using social networks and doing activity

Question: Think about the time you spend on social networks. How would you say 

social networks have impacted the amount of time you used to spendé?

19%

17%

14%

17%

14%

13%

12%

12%

11%

12%

11%

9%

10%

8%

7%

8%

9%

8%

9%

77%

78%

82%

75%

81%

83%

83%

83%

84%

82%

84%

85%

84%

87%

87%

85%

82%

82%

78%

5%

5%

4%

8%

5%

4%

4%

5%

4%

6%

5%

6%

7%

6%

6%

7%

9%

10%

13%

Do homework/work for business at home

Watching television

Reading books

Browsing other websites

Playing video games

Spending time with my family

Reading magazines

Exercising / Doing sport

Reading newspapers

Doing hobby / arts / crafts

Watching DVDs

Download unauthorised TV/Movies

Listening to the radio

Going to the cinema

Attend cultural events (theatre, é

Download unauthorised music

Spending time with friends

Socialising / Going out

Listening to music

Spent less time due to social networks No impact More time

-14%

-12%

-10%

-9%

-8%

-8%

-8%

-7%

-7%

-7%

-5%

-3%

-3%

-2%

-1%

-1%

+1%

+2%

+5%

% Net

More/Less

Net more / less Total M15-19 M20-24 M25-34 M35-44 M45-54 F15-19 F20-24 F25-34 F35-44 F45-54

Do work -14% -30% -18% -7% -8% -4% -32% -13% -19% -7% -4%

Watch tv -12% -10% -11% -10% -10% -7% -21% -7% -18% -16% -11%

Read books -10% -19% -14% -5% -7% -2% -14% -15% -12% -11% +2%

Browse sites -9% -16% -13% -5% -5% -5% -8% -15% -14% -11% 0%

Read magazines -8% -10% -9% -12% -7% -7% -3% -12% -10% -2% -6%

Read newspapers -7% -12% -9% -3% -6% -3% -17% -9% -6% -6% 0%

Listen to music +5% +11% +4% +3% +8% -1% +19% 5% -3% -1% +9%
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Cinema

Chat on IM

Recorded TVSocial
networks

Play offline games

Lottery

Sky/
subscribe TV

Blu-ray

MMORPGs

Paid
podcasts

Newspaper
sites

Bluetooth
Streamed

radio

Play online games

Buy games

Handheld games

Rent DVDs
Mobile
games

Skype

Music from
social networks

Read
blogs

Pod-
casts

Online console games

eBooks

Audio
books

Fileshare
music

HD-DVD

Rent
music

p2p
software

Online
poker

Chatrooms

Mobile
internet

PPV online

Swap HDDs

Online bingo

PPV
Mobile radio

Key to unlabelled activities

1 ðFileshare movies / TV

2 ðWrite own blog

3 ðOnline gambling

4 ðTV via PC

5 ðBuy movie download

6 ðWatch movies on streaming sites

7 ðWatch pirate DVDs

8 ðWatch full TV progs on streaming sites

Low High

Few

Many

In an increasingly digital world, traditional media
is still the most emotionally engaging

16

The activities that generate the highest

emotional attachment are relatively

traditional : reading printed books, watching

Sky/subscription television and listening to

the radio.

Whilst much attention is placed on digital

entertainment trends, it is still the traditional

media to which consumers are the most

emotionally attached .

The graph (below right) shows that 53% of

those reading books would never stop or

would hate to stop ðthis is the highest

emotional attachment of all 49 entertainment

activities measured. It is followed closely by

watching Sky television (51%) and listening to

radio (43%).

But the emotional attachment for traditional

media tends to be highly correlated with age.

Supporting their behaviour patterns,

teenagers have a much higher level of

emotional attachment to digital

entertainment activities .

Interestingly, there are some activities that

many consumers engage in that generate

relatively little emotional attachment, such

as newspaper websites and streamed radio.

On the other hand, there are activities that

few consumers currently engage in (like

watching Blu-ray movies or playing MMORPG

games) that generate a great deal of

emotional attachment .

The entertainment activities with the lowest

level of emotional attachment are gaming on

mobile phones, reading blogs and podcasts.

A revealing analysis is to understand not only how many consumers are involved in a specific activity, but also how emotionally attached

users are to it . In other words, to what degree is each activity embedded in their lives and to what extent would they hate to give it up.

23%

15%

10%

30%

36%

33%

24%

26%

28%

24%

22%

29%

Read paper/hardback books

Watch Sky/other subscription

Listen to normal radio

Addicted/never stop Hate to stop Uncomfortable Easily stop

Base: all doing activity



Setting the scene for on -demand:
usage and familiarity

17

18%

13%

7%

6%

5%

5%

5%

5%

19%

7%

8%

7%

8%

7%

6%

6%

5%

13%

5%

7%

7%

9%

8%

5%

7%

5%

7%

3%

4%

6%

6%

4%

33%

50%

30%

37%

34%

48%

42%

46%

35%

35%

15%

17%

34%

33%

45%

18%

55%

30%

15%

40%

19%

14%

14%

21%

42%

36%

43%

28%

39%

34%

50%

48%

73%

72%

55%

55%

45%

72%

34%

61%

76%

52%

73%

78%

YouTube

Virgin Media

4OD (from Channel 4)

BBC iPlayer

Google Video

ITV.com

Sky Anytime

Lovefilm

Yahoo! Video

MSN Video

Veoh

Metacafe

AOL Video

TV progs from Apple iTunes

Top Up TV Anytime

Joost

BT Vision

Apple TV

Break.com

Tiscali TV (frmrly Homechoice)

Cinema Now

Funny or Die

Already use regularly

Use occasionally

Use once or twice

Intend to start using

Not use, but familiar with it

Not use & never heard of it

37% 

20% 

15% 

13% 

13% 

12% 

11% 

9%

9%

8%

6%

5%

5%

5%

5%

4%

4%

4%

4%

4%

3%

3%

% Regularly/

Occasionally

Question: Some companies have already started 

"on demand" services in the UK. Are you familiar 

with the following services and do you use any of 

them? Base: All respondents (1,608)
Usage of on-demand services ranges widely with

YouTube being used at least occasionally by 37%of

UK consumers. The table below right demonstrates

that usage differs enormously by demographics,

with most services correlated with age and with a

male bias.

Out of the on-demand services offered by the major

UK broadcasters, Channel 4õs4OD service is a

marginal leader of the pack. However, it must be

noted that this is a snapshot as of January 2008 and

the BBC had only just begun to seriously push its

iPlayer service, having spent several months in beta

testing .

Such services offer an unprecedented level of

consumer control over content and, for the BBCand

ITV at least, is free to consume, albeit it does come

with DRM restrictions . Such services also offer

relatively high quality video output, in contrast

with the current low resolution offering from

YouTube.

Other than YouTube and the offerings from the

major UK broadcasters, the main issue facing

providers is lack of familiarity . Consequently, the

current level of intended take-up is low but we

would expect this to change significantly over the

medium term as Apple, "Kangaroo" and Google in

particular invest more heavily in raising mass

market awareness. Use regularly / 

occasionally
Total M15-19 M20-24 M25-34 M35-44 M45-54 F15-19 F20-24 F25-34 F35-44 F45-54

YouTube 37% 65% 65% 47% 38% 27% 53% 51% 35% 20% 15%

Virgin Media 20% 17% 27% 22% 18% 18% 17% 21% 20% 20% 21%

4OD 15% 28% 21% 22% 13% 12% 23% 30% 14% 9% 8%

BBC iPlayer 13% 22% 18% 22% 13% 12% 14% 14% 13% 6% 6%

Google Video 13% 38% 32% 21% 10% 7% 13% 12% 10% 5% 1%

ITV.com 12% 14% 19% 16% 10% 7% 12% 16% 12% 10% 11%



Interest in on -demand content is strong
é but consumers have a strong preference for it to be free

18

Question: Given the choice, which, if any, of the following types of 
content would you be interested in watching òon demandó?

48%
43%

35%
30%
29%
28%
27%
26%
26%

23%
23%
22%
20%
19%

14%
13%

11%

36%
41%

44%
42%
46%

26%
40%
43%
46%

44%
42%
46%

42%
28%

27%
31%

24%

16%
16%

21%
28%
25%

46%
33%
30%
28%

32%
35%
33%

39%
54%

59%
56%

66%

Top movies only just released on DVD
Recent movies out for few months

TV comedy programmes
Live music concerts

TV drama programmes
Live sporting events

US progs not yet shown on British tv
Stand-up comedy

Documentaries
Recorded music concerts

Music videos
Classic movies from years past

News / current affairs
Soap operas

Reality TV shows
Recorded sporting events
Adult material (18+ only)

Definitely Somewhat Not interestedBase: All respondents (1,608)

Question: Which one of the following ways would you most prefer to access òon 
demandó content if you were forced to choose? 

70%

15%

15%For free, but it would have adverts 
that you couldn't skip past

A reasonable monthly subscription 
to watch unlimited content

A reasonable fee for every 
programme you watch and you only 
pay for what you watch

Question: And if watching "on demand" content wasn't free, which of these two 
would be most appealing to you, if forced to choose ? (Among only those who prefer for 

free.)

43%

57%

A reasonable monthly subscription 
to watch unlimited content

A reasonable fee for every 
programme you watch and you only 
pay for what you watch

Base: All respondents (1,608)

The graph shows the level of consumer demand for different

types of content . The clear leader is recently released movies

with 84%interested and almost 50%definitely interested . In our

opinion a key driver is consumer demand to watch movies on

the platform of their choice.

Appleõsrecent announcement of movie rentals and purchase

through iTunes may well be one way of fulfilling this latent

demand.

Opportunities clearly exist in other sectors. The music industry

should take note of high levels of demand to watch live music

concerts (and recorded gigs as well) and comedy is notably

popular.

Itõsestablished that high levels of demand exist for on-demand

content but what about consumer willingness to pay for any of

it? Is there a viable businessmodel?

Before investigating willingness to pay (see overleaf), we look

at preferences for subscription with unlimited content versus à

la carte PPVversus free ad-supported models.

The free ad-supported model wins hands down with 70%stating

they would rather put up with the ads and receive the content

for free than pay for it . Amongst the two other options, there

is little to separate them in terms of preference .

We then asked consumers who originally chose the free model

to choose between the two paid models. Again there is little to

divide them but the PPVoption receives slightly more consumer

support.

What this suggestsis that both types of pay to view models can

find their own market as long as the payment terms and

content on offer are sufficiently attractive .



High interest in on -demand content does not
Necessarily translate into willingness to pay
é and live music concerts are a potential revenue goldmine for the music industry

19

The relationship between interest in on-demand

content and the willingness to pay for it is not

necessarily linear . In other words, there is content

that is in high demand that consumers would be

unwilling to pay for .

Whilst demand for recently released top movies is

high and there is a high willingness to pay for

them, content such as comedy programmes, which

are in high demand, attract a relatively poor

willingness to pay. There is also a high willingness

to pay for adult material, live concerts and live

sporting events.

This analysis shows that the demand for content is

not a reliable indicator of likely revenue, however

counter -intuitive that sounds. Consequently, a

winning business proposition needs to supply

content that people not only want but for which

they are willing to pay.

Given the relative success and familiarity of PPV

on-demand models for live sporting events and

movies, itõstantalising to see the level of demand

and preparedness to pay for live music concerts.

As the music industry seeks new revenue streams,

the survey reveals an excellent opportunity in

paying for live concerts via on-demand channels.

Only movies and live sporting events are ahead in

terms of willingness to pay. Being ôliveõis critical :

consumers are significantly less willing to pay for

recorded concerts.

Therefore, with high demand and high willingness

to pay, live concerts represent an exciting new

revenue stream for the music industry and others

wanting to take advantage of the boom in the live

music scene.

Demand Versus Willingness to Pay

10%

20%
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40%
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Recent movies
out for few months

Live sporting
events

Live
concerts

Comedy
programmes

Adult
material

US programmes
not yet on UK TV

Recorded
sports

Reality TV

News/
current affairs

Recorded
concerts

Drama
programmes

Soaps

Documentaries

Classic movies
Stand-up

44

Definitely/Likely to 

consider paying for
Total M15-19 M20-24 M25-34 M35-44 M45-54 F15-19 F20-24 F25-34 F35-44 F45-54

Top movies just out on DVD 53% 54% 63% 55% 55% 46% 53% 51% 59% 52% 43%

Live sporting events 52% 45% 63% 58% 57% 48% 48% 43% 50% 47% 45%

Recent movies 43% 46% 59% 47% 42% 32% 42% 43% 47% 41% 37%

Live music concerts 40% 33% 41% 39% 47% 41% 41% 43% 39% 33% 44%



47%

20% 14% 11% 8%

All of them equally BBC Channel 4 None of them ITV

Project ôKangarooõ is the 
content pull for IPTV

20

As of February 2008, there is much anticipation in the

media industry of the joint venture between the BBC,

ITV and Channel 4 for a single platform on-demand

service, codenamedòKangarooó.

Consumers would find such a service highly attractive .

52%of consumerssaid they were more interested in this

service compared to other currently available services.

The increased level of interest is even stronger among

young males (over 2 in 3 are more interested) .

The reason for the heightened interest is, of course, the

breadth of content available. When consumersare asked

if any particular provider sparks their interest in the

service, the BBCleads the three broadcasters in terms

of interest in the respective content of each channel.

That said, just under half were equally keen on content

from all three of the broadcasters and content from all

is the real driver of interest .

If a single platform is launched, it is likely to be much

more successful than standalone platforms from the

three broadcasters. It potentially provides the stimulus

for mass market adoption for IPTV and encouragement

of a greater drive for consumers to get such content on

their main television set (over 3 in 4 show a strong

preference for downloaded content to be viewed on the

main television set).

Based on the survey findings that many consumers are

confused by technology (see story on the digital divide) ,

we would suggest that the optimal solution is a single

platform rather than a portal to multiple platforms that

might require potentially unnecessary multiple desktop

applications .

17%

35%

43%

2%3%
Much more interested

More interested

Neither more nor less interested

Less interested

Much less interested

Question: BBC, ITV and Channel 4 will soon be launching a single online service 

that will allow you to download/stream content from all 3 providers on the 

one platform. How would you describe your interest in this service compared 

to the current services that are available?  (All respondents)

Total M15-19 M20-24 M25-34 M35-44 M45-54 F15-19 F20-24 F25-34 F35-44 F45-54

52% 68% 70% 59% 53% 52% 52% 60% 48% 40% 40%

%Much more or more interested

Question: Thinking again about this service, which one of the providers are you most 

interested in seeing content from?  (All respondents)

Question: Given a choice, would you prefer to watch the content you download or 

stream on you computer screen or on your main television screen ? (All respondents)

41%

35%

16%

6%
2%

Always want to watch on the main television set

Mostly want to watch on the main television set

On main television set and computer screen equally

Mostly want to watch on my computer screen

Always want to watch on my computer screen



Video streaming sites are impacting the amount
of scheduled television watched

21

Question: What impact would you say has watching clips/programmes on 

YouTube (and similar sites) had on how much "liveó television you watch? By 

"liveó, we mean you watch the same time as scheduled by the broadcaster.

5%

13%

79%

2%
1%

It's made me watch much less 
'live'/scheduled television

It's made me watch less 
'live'/scheduled  television

It has not changed how much 
'live'/scheduled television I watch

It's made me watch more 
'live'/scheduled television

It's made me watch much more 
'live'/scheduled television

Total M15-19 M20-24 M25-34 M35-44 M45-54 F15-19 F20-24 F25-34 F35-44 F45-54

Much less 5% 14% 8% 4% 4% 1% 4% 3% 6% 4% 4%

Less 13% 17% 16% 21% 9% 10% 14% 20% 12% 4% 5%

No change 79% 64% 69% 72% 85% 87% 78% 77% 78% 91% 88%

More 2% 4% 3% 2% 2% 1% 3% 0% 2% 1% 3%

Much more 1% 1% 4% 2% 0% 0% 1% 0% 1% 0% 0%

Net -15% -26% -17% -22% -11% -10% -14% -23% -15% -7% -6%

Video streaming sites like YouTube have become

phenomenally popular. One question to ask is whether

such sites have drained potential viewing time from

scheduled/broadcast television .

For the vast majority (79%) it has had no impact .

However, there are nearly 1 in 5 (18%) who state they

are watching less scheduled television because of

watching streamed video. The net balance is -15%

towards less live/scheduled television .

Male teenagers are most likely to be sacrificing

scheduled television for streamed video (with a net

result of -26% towards less live/scheduled television),

closely followed by females aged 20-24 (-23%).

Itõsinteresting to see a net negative balance across all

demographics, although it does tend to be more

pronounced among the under 35s.

What the results show is that sites like YouTube are

having a major impact for some. Not for most, but for

some. In particular, male teenagers and females aged

20-24 are more likely to shift their viewing behaviour

away from the tube to the online stream.

This reinforces a general trend seen in the report of

younger consumers shifting away from mainstream

media to digital alternatives .

Base: All watching streamed video (864)



Digitally recorded television is seriously 
affecting advertising reach

22

For commercial broadcasters reliant on advertising

revenue, one of the challenges presented by on-

demand viewing, such as that offered by Sky+,

Windows Media Center and digital video recorders, is

that it puts the viewer in control, able to bypass

advertising segmentswith the fast-forward button .

Out of those consumers with the technology, only 4%

watch only live/scheduled broadcasts, and a further

38% watch mostly live/scheduled broadcasts. This

means the majority watch an amount of recorded

television which they control, and 1 in 4 watch mostly

recorded programming.

When watching recorded commercial television, the

level of ad avoidance is astoundingly high. Just under

half fast forward past the adverts òallof the timeó. A

further 1 in 3 skip the adverts òmostof the timeó.

Only 6%rarely or never fast-forward past the adverts.

This behaviour is fairly consistent across all

demographics and is certainly not only early-adopter

behaviour. Added to this, 2 out of 3 respondents in the

UK agree with the statement òIactively try to avoid as

many television ads as possibleóshowing that ad

avoidance in the digital age is a real issue.

Advertising embedded in content by means of overlays

and top-tail programme sponsorship activity is much

less vulnerable to such trends.

5%

18%

35%

38%

4% Only watch programmes I record

Mostly watch programmes I record

Recorded & live equally

Mostly watch live programmes

Only watch live programmes

Question: Which one of the following best describes your tv viewing?

46%

33%

15%

4%2%
All the time

Most of the time

Some of the time

Rarely

Never

Base: All with ability to record television digitally (737 )

23%

41%

30%

6%
Strongly agree

Agree

Disagree

Strongly disagree

Question: When you watch programmes with adverts which you have 

recorded, how often, if at all, do you fast forward past the adverts?
Base: All with ability to record television digitally (737 )

Question: How much do you agree or disagree with the following statement:

òI actively try to avoid as many television ads as possibleó
Base: All respondents (1,608)



Mobile entertainment : 
perceived barriers stifling consumer demand
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It seems inevitable to many that mobile internet will become

a major digital entertainment platform but the reality today
is quite different .

The survey reveals that only 11%currently accessthe internet

from their mobile devices and only a modest 20% are

extremely or very interested in doing so in the future .
Indeed, almost 1 in 2 just arenõtinterested .

Whilst not everyone would be expected to convert to mobile

internet (significant proportion of consumers only want voice

and text), such levels seem low given the wide array of

entertainment opportunities . Intriguingly, even early-

adopting male teenagers donõtappear particularly interested

(only 9%are extremely interested) .

On a more positive note, interest in using the mobile for

emailing is stronger with 17% considering it very important

and a further 31% somewhat important . However, it still

shows that there isnõtyet mass market demand for online
connectivity when on-the-go.

There are a number of reasons, the most important of which

is the perceived cost of data charges. This was identified by

almost 50% of respondents and helps explain why only 10%

consider music downloading to mobile and 7%video streaming

to mobile to be important features.

The second barrier is perceived speed. 1 in 5 consider the

connection speed to be too slow to make mobile internet a

viable option . This is more a technical barrier that can be

overcome over time but itõscertainly an obstacle right now.

Reflecting the lack of activity, many web sites arenõtyet

properly configured for mobile internet, which is highlighted

as a main barrier for 1 in 4 consumers.

Various other reasons were given but only 10%of respondents

stated there were no barriers for them, indicating the scale

of the problem.

Question: How interested, if at all, are you in accessing the 

Internet from a portable device when you are on -the -go?

M15-19 M20-24 M25-34 M35-44 M45-54 F15-19 F20-24 F25-34 F35-44 F45-54

Extremely 9% 18% 14% 9% 4% 4% 8% 10% 5% 5%

Not at all 15% 11% 12% 23% 31% 21% 15% 22% 30% 39%

Base: All respondents (1,608)

Question: What do you consider are the main barriers for you 

using a portable device to access the Internet when on -the -go?
Base: All respondents (1,608)

Question: Please tell us how important, if at all, the following functions 

are on a mobile phone for you personally Base: All respondents (1,608)



Demand for mobile entertainment
needs a significant boost
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At present, only a minority of consumers regularly

download content to their mobile.

Among mobile downloaders, music, ringtones and

games are the most regularly downloaded content

types.

Video content, especially full length content, has

yet to really take off . Demand for video content

has an audience, but is much less strong than

music. However, we would expect that as mobiles

become more sophisticated media players with

better storage and the cost of data charges

decreases, demand would increase accordingly.

At present, more needs to be done to convince

consumersof the benefits of mobile video content

to stimulate demand and barriers such as cost

need to be removed.

Base: All mobile owners (1,433)

Question: How often, if at all, do you download / 

stream the following to your mobile phone?

6%

4%

4%

4%

3%

3%

2%

3%

3%

2%

13%

12%

12%

8%

8%

6%

6%

6%

6%

6%

12%

16%

12%

11%

11%

10%

9%

8%

8%

9%

7%

13%

9%

7%

4%

4%

4%

4%

3%

4%

63%

56%

64%

70%

74%

78%

77%

79%

81%

79%

Stream or d/l music

Download ringtones

Download games to play

Download software applications

Stream or d/l music videos

Stream or d/l clips from TV programmes

Stream or d/l movie trailers

Stream or d/l full length TV programmes

Stream or d/l full length movies

Stream or d/l clips from sporting events

Regularly Occasionally Rarely Only once or twice Never

Question: You said that you do not stream or download the following content to your 

mobile phone. How keen, if at all, would you be to start doing these things in the future?

5%

3%

4%

3%

2%

2%

3%

2%

2%

1%

19%

18%

14%

11%

11%

8%

8%

6%

6%

5%

23%

29%

28%

26%

28%

27%

25%

23%

28%

28%

52%

51%

55%

60%

59%

63%

65%

69%

65%

66%

Stream or d/l music

Download ringtones

Download games to play

Stream or d/l music videos

Download software applications

Stream or d/l full length TV programmes

Stream or d/l full length movies

Stream or d/l clips from sporting events

Stream or d/l clips from TV programmes

Stream or d/l movie trailers

Very keen Somewhat keen Not that bothered Not interested at all

Base: All mobile owners not doing activity



With cost, technical and familiarity barriers overcome, 
mobile content has much more potential

25

Question: How much do you agree or disagree with this statement:
òI believe the mobile phone of the future will be my main portable 
media device as well as a phone to make callsó

17%

49%

24%

10%
Strongly agree

Agree

Disagree

Strongly disagree

Total M15-19 M20-24 M25-34 M35-44 M45-54 F15-19 F20-24 F25-34 F35-44 F45-54

Strongly agree 17% 21% 23% 22% 19% 14% 13% 23% 19% 11% 14%

Strongly disagree 10% 11% 5% 5% 10% 18% 10% 7% 10% 11% 11%

Base: All respondents (1,608)

Question: When commuting between home and work / college which 
activities would you ideally like to engage in to pass the time? 

50%

38%

37%

36%

29%

28%

27%

23%

22%

20%

19%

14%

14%

10%

10%

10%

9%

8%

8%

7%

7%

7%

6%

6%

5%

3%

2%

2%

Listen to music

Listen to the radio

Send text messages

Read a book / magazine

Chat with someone

Phone a friend

Read a newspaper

Surf the internet

Write / read your emails

Sleep

Tidy your text box, personal organiser

Play games on your mobile

Prepare for the dayõs work / study

Browse a social network website

Watch music videos

Listen to a podcast

Watch news clips

Interact with a social network website

Watch TV programmes on mobile 

Do nothing

Watch movie trailers

Watch movies on mobile 

Watch clips from TV programmes

Watch sports clips

Purchase music downloads

Make bets on an online betting website

Play online poker for money

Pay to play online bingo

Base: All respondents (1,608)

Whilst there is not at present overwhelming demand

for content other than music & ringtones on mobile

devices, consumers do tend to agree that their

mobile will eventually become their main portable

media device.

Another way of looking at consumer demand for

mobile or portable content is to investigate which

activities consumers would ideally like to do when

travelling and have time to accesscontent .

Itõsclear that music is the preferred choice. This

supports the music strategies of the major mobile

providers.

Radio on the mobile is also in very high demand and

constitutes a significant opportunity for the

traditional radio industry to increase its listening

hours. This is particularly true of the 25-34 year old

segment.

Other than generally being social and

communicating, there is also a reasonable level of

demand for surfing the internet and emailing. As

phones become more connected online, we would

expect familiarity and demand to increase for

online activities .

Video content however, is much lower down the

list . Lessthan 1 in 10 are interested in watching TV

on the mobile. This level of demand may be

depressed as consumersare simply unaccustomed to

it . There definitely appears to be an education

barrier to overcome.



4%

18%

13%

62%

3%
Have stopped buying printed magazines

Buy printed magazines less now

Never bought printed magazines anyway

Not changed how often buy printed magazines

Buy printed magazines more often now

Newspapers and magazines: 
the impact of websites on printed sales

26

As newspaper and magazine brands increase their online

activity, one important consideration is what impact this has

had on the purchase levels of the printed versions.

30%of those visiting newspaper sites state they have stopped

buying or are buying less newspapers currently . Among males

aged 25-34, the proportion is even higher (42%). For

magazines, the impact is still negative, but less prominent

(22%).

But, of course, the online versions present their own revenue

streams and there is other news to balance out the negative:

firstly, for over half (51%), visiting the online newspaper

sites has had no impact on their print purchase propensity

(62% for magazines); and, even more encouragingly, 17% of

online newspaper visitors never bought the printed version in

the first place (13%for magazines).

Therefore, such sites are opening up newspaper and

magazine brands to a new, previously untouched audience

and potential additional advertising revenue.

Some of the major lures to newspaper sites, in addition of

course to the latest news, are reviews, archives and multi -

media. This highlights that newspaper sites are (and also

have much greater potential to be) much more than up-to-

date news repositories. Demand for multi -media content is

high (58%at least sometimes view video clips for example on

newspaper sites), suggesting that consumers are seeking a

multi -media as well as a reading experience. The same is

true for magazine websites.

Base: All ever visit newspaper sites (1,243)

Question: To what extent, if any, has visiting newspaper 

websites affected your purchases of printed newspapers?

9%

21%

17%

51%

2%Have stopped buying printed newspapers

Buy printed newspapers less now

Never bought printed newspapers anyway

Not changed how often buy printed newspapers

Buy printed newspapers more often now

Total M15-19 M20-24 M25-34 M35-44 M45-54 F15-19 F20-24 F25-34 F35-44 F45-54

Stopped or

buying less
30% 33% 32% 42% 29% 25% 23% 28% 29% 31% 27%

Base: All ever visit magazine sites (1,088)

Question: To what extent, if any, has visiting magazine 

websites affected your purchases of printed magazines?

Total M15-19 M20-24 M25-34 M35-44 M45-54 F15-19 F20-24 F25-34 F35-44 F45-54

Stopped or

buying less
22% 31% 29% 34% 19% 19% 25% 18% 21% 13% 16%

Newspapers

Magazines



23%

30%24%

24%Addicted/would never stop

Hate to stop

Uncomfortable to stop

Easily stop

Can the e -Book reader do for books 
what the iPod did for music?

27

One of the major obstacles for an e-Book reader device is

the incredibly strong emotional attachment to the printed

book. At present, this contributes to the limited (but still

viable) market potential of the e-Book reader.

e-Books do have an audience, but for most consumers they

are unappealing. Of course, this may change as familiarity

and acceptance increases and more compelling devices are

launched. Increasing familiarity is an important step in

generating demand.

Whilst only 9% of consumers find the e-Book òvery

appealingó,this does constitute a viable niche market for e-

Books and we would suggest that this is a base level which

will only increase as familiarity and acceptance increases.

But for most people at this time, the printed book remains

one of the highest emotionally attached media we measured,

so such innovations are likely to be somewhat slow in

catching on in the mainstream.

What is interesting is that, whilst the appeal of the e-Book

device as a whole is more limited, the appeal of its

individual features is much stronger. 76%find its battery life

appealing, 66% for a non-glare page-like screen, 67% for

portability, 67%for its light weight, 65%for storage capacity,

63% for its potential for downloading and connectivity . At

the moment the sum of its parts is greater than the whole.

This would indicate strongly that the more consumers

understand about e-Books, the more they are receptive

towards them. It illustrates a great benefit in closing the

familiarity gap to boost interest . This is further highlighted

that by the fact that 17% state they would definitely or

almost certainly buy an e-Book reader once they are made

aware of all its features (nearly doubling its potential

market) .

Barrier: very strong emotional attachment to paper books

Male Female 15-19 20-24 25-34 35-44 45-54

43% 62% 41% 45% 54% 56% 57%

%Never or hate to stop by demographics

53% would 
never or 
hate to 

stop

Base: All book readers

9%

30%

35%

26%
Very appealing

Appealing

Unappealing

Very unappealing

Appeal level of the e -Book
Base: All respondents

28%
26%

25%
25%
24%

22%
22%

19%
18%

16%

38%
40%

42%
42%

41%

41%
40%
44%
42%

40%

18%
19%

17%
17%
20%

21%
22%
21%
24%

27%

16%
16%

16%
16%
16%

16%
17%
16%
16%

17%

Battery lasts for days w/o recharge
Screen has no glare / page-like to read

They are portable
Device is light in weight to carry around
Can store hundreds of books in memory

Connect online, d/l from extensive library
Can play mp3 files & store music in drive

Has a built-in search function

Has a page-size screen-size
Same size as a regular paperback

Very appealing Appealing Unappealing Very unappealing

Appeal of e -Book reader functionality
Base: All respondents



Video gaming: 
value for money versus volume

28

The market for next generation consoles is yet to reach its full

ownership potential, constrained by pricing and value issuesrather

than interest levels or preferences for pc gaming.

The main reason, acrossall three consoles, is a perception they are

too expensive. This is a concern felt most strongly about the

Playstation 3 (46%) and least for the Wii (38%). Itõsno surprise then

that around 1 in 4 are waiting for a price reduction before buying.

Of course, following the business model of previous consoles, it is

likely there will be on-going price reductions and this is only good

news in stimulating the market .

The next most prevalent reason is the perception that the games

are too expensive. Again, this applies slightly more strongly for the

Playstation 3 (35%).

Despite the above, among non-owners, the Playstation 3 is

marginally ahead of the Xbox 360 in terms of purchase intentions

(9% and 6% respectively) but both trail the Wii which has a 15%

planned purchase level among non-owners.

As we have seen, cost is a real issue for consumers (for the

hardware and for the games). As a general attitude, 84%of gamers

agree that ôgamesare too expensiveõand 3 in 4 think that some

games can be finished too quickly for their price. This raises

questions over the perceived value of games today. 1 in 2 agree

that introducing a multiplayer element would increase the

longevity of the game (and presumably its perceived value).

When looking at general attitudes towards gaming, itõsworth

noting that 1 in 2 gamers are concerned about the realism of

violence in some games. These feelings are particularly strong

amongst older female gamers (63%of females aged 35-44 and 69%

of those aged 45-54).

27%

46%

22%

35%

23%

5%

6%

11%

5%

4%

16%

5%

19%

7%

9%

9%

Not interested in gaming

Console too expensive

Play PC games instead

Games too expensive

Waiting for price reduction

Heard bad reviews/reports

Waiting for good games

Don't know enough about it

Don't like the brand

Unreliable

Don't need one

It's inferior to others

I prefer PC gaming

Concern w/ backwds compatibility

Plan to buy, not done so yet

Other

Playstation 3 Xbox 360 Nintendo Wii

Reasons for not purchasing a next generation console
Base: All non owners

84% 

74% 

73% 

59% 

55% 

54% 

50% 

46% 

42% 

34% 

29% 

25% 

22% 

Total 

agree

General attitudes towards video gaming
Base: All video gamers
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