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Introduction and methodology

A This is a summary of headlines from the 2008 Digital Entertainment Survey
A Afull report is also freely available with much wider, in  -depth coverage. It :
constitutes a comprehensive audit of entertainment  and digital activity in e o | e
the UK today and investigates the behaviour, trends, preferences and Male 15-19
attitudes across all forms of entertainment activity Male 20-24
o ) Male 25-34
A The findings are based a large-scale online survey of 1,608 UK respondents, Male 3544
representative of the national demographic conducted in January 2008 Male 4554
Female 15-19
A The survey was commissioned by Wiggin Female 20-24
Female 25-34
A Readers are welcome to use data in this report, but such use must Female 35-44
acknowledge the 2008 Digital Entertainment Survey from Wiggin and
Entertainment Media Research as the source South
Midlands
Please note that percentages may not add exactly due to rounding North
Wales
. . . ) N Ireland
All research, analysis and reporting conducted by Entertainment Media Scotland

Research, Eur opeds number 1 mu sresearclhaagehcye nt ¢ fotél g | e h6es

For more information, please contact:
Wiggin

WWW. wiggin.co.uk

+44 (0) 1242224114

Alexander Ross,Partner d Music and Technology alexander.ross@wigginco. 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
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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
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Entertainment Media Researchis E u r o goeethast research consultancy for entertainment
and music. It was founded in 1997 by the former Head of Music Information at MTV Europe in
anticipation of the digital entertainment revolution .

Today, Entertainment Media Researchis 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 activities audited

Gaming

Gambling

Social networking and
communications

Print, novels and
publishing

Radio

Piracy

Movies

Television

Mobile

Music and
podcasts

Play online computer gameson the PC

Play online computer gameson a console

Subscribeto an MMORP®@nline 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

Buyvideo games

Play online poker for money

Play the National Lottery

Payto play online bingo

Gamble on sites such as Betfair .com, Ladbrokes com, paddypower.com or another similar site

Browse social 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 Skype or 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

Goto 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
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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.



Entertainment activity audit

Top 25 of 49

Question: Please tell us whether you do any of these leisure activities?
Base: All respondents (1,608)

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

Listen to radio (not online) 51% 23%  NIR2%2%4 09396
Read paper/hardback books 47% 25% 5% 194 190
Watch Sky/other subscription TV 45% 10%5%% 32% )
Read newspapers (printed) 41% 28% PE7%9194. 192/
Read magazines 35% 32% IN20%W1°4 0926

Browse social network sites 34% 19% II5%M3% 24% B%

Play the National Lottery 34% 17% INI9%W3% 25% 2%

Watch recorded television 32% 25%  IN209%W4% 17% 3%
Chatting on Instant Messenger 32% 21% WNI6%M3% 25% 4%
Visit newspaper websites 24% 26%  IN25%WN2% 19% 4%

Use bluetooth technology/applications 21% 24% I8 T% @ 22% 8%
Play offline games on PC 21% 26%  INI9%W2% 26% 5%
Go to cinema 21% 37% N28% 390 %00

Play online games on the PC 20% 21% NI9Y%M3% 32% 5%

Listen to radio streamed online 18% 26%  N24%W4%  23% B%
Play games on handheld device [lENAZE  17% INNGN6E% 39% 5%
Rent DVDs [INELZ 20% |N26Y6MNA% 32% 3o

Buy video games [EELZ 25%  IN249%6WWN3% 31% 24

Stream music from social networks |[IEEAZY  16% ININYGEEYo 44% 8%

Play online games on a console [V 12% HIBY6N8Y 47% 8%
Play games on your mobile [EWAZY  20% | 2VYGN2Y% 34% 4%

Use internet chatrooms I 14% 200608 48% 6%

Making calls w/ Skype/other online  [IEIZ 9% MIOGN1IB% 52% 8%
Using mobile to surf Internet  IEIZA 12% IN2IGENGE% 48% 6%
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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 showsthat
whilst all the discussion nowadays is of digital
media, traditional media still reigns supreme in
¢ o n s u meisure dime, 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 6" place of browsing social
networks (such as Facebook and Myspace) is
revealing. It goesto show just how embedded
social networks have become in c ons u me
leisure lives, and how social networking has
become truly mainstream.



Entertainment activity audit

26 to 49

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

Base: All respondents (1,608)

m Regularly = Occasionally m Rarely ® No but plan to in next 6 mths

Listen to podcasts

Read other peoples' blogs 17% IN28%N3%
Filesharing music 10%NIY%R2% 55%
Listen to radio on mobile phone 13% IA%N5% 54%
Watch PPV movies via Sky/cable ' 14% IN20%6M85%
Watch movies on HD-DVD disk &% 9% ISY6Ni8vcm 51%
Watch full tv progs on streaming sites 12% INE5%M 6% 53%
Watch full movies on streaming sites  [[% 10% NG % 58%
Online gambling &% 7%I8%8% 68%
Filesharing movies / programmes [ %% 7%0I0%8% 61%
Watch pirate DVDs of movies [ 8% INIGY6N2% 61%
Subscribe to MMORPG online game [sVA%%6% 61%
Watch TV on PC via twcard/USB tuner [ 7% I006N1I2% 58%
Write on your own blog % 8% NI0N6 % 63%
Pay to play online bingo "%}6%8%8% 68%
Swap hard drives to share content FYAYSO%64% 63%
Listen to audio books fm 8% N1IB%1 6% 57%
Read e-books/novels downloaded iﬂ 8% 12%! 8% 56%
Subscribe paid mthly music d/l service 7EBY6I% 74%
Buy authorised digital download movie 7¥6%G%I0% 66%
Filesharing games / software "WAYGIEY% 70%
Watch PPV movies over Internet eF4%%67% 69%
Play online poker for money ¢16%6%8% 71%
Watch movies on Blu-ray disk E54%6N15%M 59%
Subscribe to paid-for podcast B%4% 7%
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No and no plan to m Unfamiliar

14% NI9%W11%

49%

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 dwhether 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.

Base: Q3, All respondents (1,608)

7



High definition movie disks predicted —
to lead new entertainment growth ———

%of total UK sample intending to start

Top 25 of 49
in the next 6 months

24%

Watch movies on next generation disk
Making calls w/ Skype/other online 13%
Watch TV on PC via twcard/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

12%
11% The chart showsthe ranking of the top 25 highest
intentions for take-up.

9%
Many factors will intervene betweenr espondent s

8%
stated intentions to start such activities and
conversion to actual behaviour. Therefore, we

8%
7% would recommend more attention is paid to the
rank order of intention rather than the specific

percentage.

Subscribe paid mthly music d/I service 7%
Write on your own blog 7%
. . . Looking at the top of the list, it is clear that new
Watch full movies on streaming sites 7% format movie disks are creating the most interest
Watch PPV movies over Internet 7% among consumers
Watch full tv progs on streaming sites 6% Other activities with strong growth prediction
Listen to audio books 6% incIudg making calls vig Skype (or similar) and
Play games on handheld device o watching TV on the PCvia a tv-card or tuner.
Using mobile to surf Internet 6%
Subscribe to MMORPG online game 5%
Listen to radio on mobile phone 5%
Watch PPV movies via Sky/cable 5%
Swap hard drives to share content 4%
Subscribe to paid-for podcast 4%
4%

Listen to radio streamed online
Rent DVDs I

Watch Sky/other subscription TV 4%
4%

Watch recorded television
All other activities <4% new uptake

MEDIARESEARCH



Technology and devices owned

Question: Please tick which of the following devices you currently own

Base: All respondents (1,608)
mOwn

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+)
Nonportable DAB radio
Computer with TV viewing card
Portable DAB radio
iPod with video
Xbox 360
Personal video plyr, excl video iPod
An HDDVD 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

Can accessH Plan to buy ® Don't have or plan to buy
3% 7% %NS %M

62% 6%0IEANIN25

50% 5YNI0Ya N34 Y

47% 6%0NSYa N30 7o

43% 59/ A% AT Y.

41% %% 38%

41% 5946 6 Yo

37% 6% NS 0.

34% 7% TS 3%
32% LAY/ Y ¥ L, B
30% 7% a5 6 e
27% 8% NS5
28% 59/6H0Ya NS 7 e
27% AYEZII e 3
19%  JS% LB
1900 KSPZ B G
16% WLl A0 B G
17% QG0 P B G
18% ISUZ i G
170 ESUZ B GRE
1506 L% e B G
14% JIP% e/l A

1300 3 L
1300 L
{7 5. G G G 8 Y/
L1 6/ 7 3
WUASEI2% 7%
Q00 2t
L7/ 0/
A4/ B S 3 Y
14 2
1A/ B B
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or are considering to own

% Own/
Access

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%
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As we have seen, consumers today are
involved in a myriad of different leisure
and entertainment activities .

| t therefore 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.






